the dti
Scoping study on
competitiveness and market
development for the South
African boatbuilding industry
Final report

March 2012

Kaiser Associates in partnership with Dr Brian Gowans

TABLE OF CONTENTS

EXECUTIVE SUMMARY ............................................................................................. i
SECTION A: INTRODUCTION AND METHODOLOGY ............................................ 1
1 Introduction and background ................................................................................ 1
2 Approaches to defining the boatbuilding sector .................................................... 2
3 Project approach .................................................................................................. 5
3.1 Approach to research and analysis ......................................................................... 5
3.2 Selection of potential product and market opportunities for detailed analysis .......... 7

SECTION B: SOUTH AFRICAN BOATBUILDING SECTOR ..................................... 8
4 Boatbuilding value chain and related sectors ....................................................... 8
5 South African boatbuilding industry .................................................................... 11
5.1 South African boatbuilding industry activity ........................................................... 11
5.2 South African boatbuilding export performance ..................................................... 18
5.3 Boatbuilding industry capabilities .......................................................................... 21

6 Support for the South African boatbuilding industry ............................................ 27
SECTION C: BOATBUILDING MARKET AND OPPORTUNITIES ANALYSIS ........ 34
7 Overview of boatbuilding market ........................................................................ 34
7.1 South African boatbuilding market......................................................................... 34
7.2 Global boatbuilding market.................................................................................... 39

8 Potential export opportunities for South Africa .................................................... 41
8.1
8.2
8.3
8.1

Expanding markets for medium-sized luxury multihulls ......................................... 41
Bespoke, larger catamarans (60-100‟+/18-30m+) ................................................. 61
Expanding supply of commercial boats (incl RHIBs) to sub-Saharan Africa .......... 72
Developing service offerings – superyacht repair, maintenance and refit .............. 94

SECTION D: STRATEGIC ASSESSMENT AND SUPPORT RECOMMENDATIONS107
9 Strengths, weaknesses, opportunities and challenges ..................................... 107
9.1 Overall strengths, weaknesses, opportunities and challenges facing the boatbuilding
industry ............................................................................................................... 107
9.2 SWOT assessment – selected potential opportunities......................................... 110

10 Recommendations on sector support initiatives ............................................... 114
10.1 Supporting marketing for boatbuilders – recreational boats ................................. 115
10.2 Supporting marketing for boatbuilders – commercial boats ................................. 117
10.3 Encouraging industry restructuring and clustering to support production efficiencies and
market links......................................................................................................... 119
10.4 Improving the business environment for boatbuilders and aligning incentives to industry
needs .................................................................................................................. 121
10.5 Encouraging upgrading of skills and design, and R&D and technology ............... 123

Appendix A: Stakeholders consulted ..................................................................... 125
Appendix B: Documents consulted ........................................................................ 127
Appendix C: Selected international examples of support ....................................... 128
Appendix D: Distributors contact details ................................................................ 131
Appendix E: Selected international boat shows ..................................................... 133
Appendix F: Note on use and interpretation of trade statistics ............................... 134

the dti – Boatbuilding industry competitiveness and market development

March 2011

EXECUTIVE SUMMARY
The Industrial Policy Action Plan 2011/12 to 2013/14 identifies the boatbuilding industry as a
priority sector in supporting the objectives of industrial growth and a movement towards a
knowledge economy. This report captures the draft boatbuilding market development and
competitiveness findings of the project commissioned by the dti.
Industry overview
The core boatbuilding sector in South Africa is estimated to comprise approximately 68
companies1. South Africa‟s largest production segment is cruising multihull production,
which employs approximately 40% of the core boatbuilding sector‟s total employment2. Of
these 68 companies, survey results showed aggregate employment of 2,001 employees (54
company responses), and aggregate turnover of R505m (49 company responses) for 2011
(note that turnover excludes Robertson & Caine). In terms of employment, the sector has
contracted substantially in response to the global recession – survey responses from 42
companies showed a drop of 18% between December 2010 and December 2011. The
wider boatbuilding value chain, including other actors such as suppliers of key inputs and
services providers, was estimated to include over 200 companies and employ over 2,800
people. In addition, a wide range of support institutions and organisations are involved in
supporting the sector, including MIASA, SAMSA, various industry and boating associations,
etc.
The South African boatbuilding sector has developed a particular strength in sailing
multihull catamarans, with some South African companies seen as global leaders. South
African companies have also developed capacity in niche segments in commercial and
public sector markets, e.g. fire-fighting boats and crew transport boats for the oil and gas
sector. There has also been some diversification into power catamaran production. South
Africa enjoys a reputation for good quality and customisation, as well as competitive labour
costs relative to developed world manufacturers, and therefore competitiveness in labourintensive processes (e.g. hull construction).
Market development opportunities
The South African boatbuilding sector has the opportunity to build on its strengths in
multihull production to expand exports into new markets, as well as to build on niche
competency areas to diversify its exports. The following potential market opportunities were
selected with the project steering committee for detailed analysis:
1.

2.
3.

4.

Expanding markets for medium-sized luxury multihulls (sail / power) in China,
Southeast Asia (focusing on Thailand), Brazil, India and the Middle East (focusing on
the UAE)
Extending into bespoke, larger catamarans (60-100ft+) to the global market of very
high and ultra high net worth individuals
Expanding commercial boat supply (including Rigid Hull Inflatable Boats or RHIBs) to
sub-Saharan Africa, focusing on harbour work boats – fire-fighting and pollution
control, patrol boats, oil and gas supply craft, and fishing craft and ferries
Developing service offerings – superyacht repair, maintenance and refit

There is a small but growing market for medium-sized luxury multihulls in China, India
and Brazil, due to growth in the number of wealthy individuals and facilitated by marina
development (in particular in China where extensive marina development is planned). In
1
2

Based on author‟s estimates
the dti, 2011. Industrial Policy Action Plan 2011/12 – 2013/14
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emerging markets there is a general preference for power catamarans, except in Brazil,
where in the multihull segment, sail catamarans are preferred. Customers in these emerging
markets tend to be less discerning regarding quality, with price and availability playing a key
role in first-time customers‟ decision-making. In-market presence, e.g. through distributors or
representative offices, plays a key role in accessing the market. Due to high barriers to entry
for finished products in Brazil, parts of the production process are also shifting into the target
market.
Globally, there are indications of growing demand for larger catamarans of over 60’, as
existing customers wish to upgrade their catamarans. Key purchasers include very high and
ultra high net worth individuals, from markets in Europe and the US. This market is also
likely to grow in emerging markets China, India and Brazil as the number of wealthy
individuals rises. South African companies have a good reputation for custom builds, and
some have entered the market for larger catamaran. There is an opportunity to enhance
South Africa‟s offering through greater design input, joint product development and
marketing with other luxury products, and catering to niche requirements and trends such as
eco-friendliness, ease of handling, etc.
As oil and gas and port activities increase in sub-Saharan Africa due to increasing
investment in extractive industries and infrastructure upgrades, the demand for harbour
work boats and supply craft will increase. Furthermore, as African countries continue to
address safety and security concerns, there are plans to upgrade patrol and rescue fleets.
South Africa is well-positioned, both in terms of proximity to markets, as well as through
relationships on the African continent, to serve this market. South African boatbuilders have
already developed niche competencies in areas relating to safety and security, and these
can be leveraged (along with wider South African competencies in related industries) to
provide higher end, specialised product offerings. The market for lower end commercial
boats such as fishing craft and ferries may have growth potential as governments target
upgrading of craft. However, South African suppliers may face significant market barriers,
including tied assistance by bilateral donors, low cost local supply, and local procurement
requirements.
Globally, there is a growing fleet of superyachts, all of which require repair,
maintenance and refurbishment at an average of +-10% of value per year; and there are
indications that established repair bases in the Mediterranean and US east coast lack
adequate capacity to cater to this need. Key marketing channels are through word-of-mouth
amongst superyacht owners, managers and captains. While South Africa is unlikely to
attract superyachts unless they are already en route via the Cape of Good Hope, there are
indications that there are significant numbers of yachts taking this route to avoid piracy.
South Africa does have good local skills and repair capacity (in particular for sail yachts),
and infrastructure (although limited), as well as offering a relatively easy operating
environment. However, South Africa also faces competition from strong efforts by emerging
superyacht destinations, including Singapore and New Zealand, to attract this activity.
Challenges
The South African boatbuilding industry suffers from a range of challenges, including
market failures and shortcomings in government support.
While some companies have strong links to existing markets, the industry‟s expansion into
new markets is impeded by limited marketing capacity and resources, where
competitive marketing requires a strong market presence, boat financing options, and aftercare support, such as yacht management or charters. The presence of product in a market
or at shows is one of the critical drivers of purchasing decisions. Companies have taken up
incentives to support participation in boat shows, however these incentives do not always
accommodate the boatbuilding sectors specific needs. For supply of commercial boats to
Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans
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sub-Saharan Africa, companies have limited market links, and public procurement
processes raise a number of challenges. Furthermore, the domestic market for recreational
boats shows potential for growth, but boatbuilders must compete more effectively with other
pastimes and purchases. Also, some market segments are being served by imported goods,
where domestic producers are disadvantaged by differentials in import tariffs across raw
materials and finished products. Public sector acquisitions are also not being used to full
advantage to stimulate industry growth.
There is a shortage of management skills, to ensure supply chain, production and cash
flow efficiency. While technical skills do not present an issue in the Western Cape,
stakeholders indicate that there are shortages of skilled personnel in areas outside of Cape
Town, including Port Elizabeth/St Francis and Durban, where there are no dedicated training
service providers. South Africa does have some design capacity, but there is no dedicated
naval architecture and design course, limiting the attractiveness of South Africa for
investment in more advanced products. Several boatbuilders have expressed frustrations at
shortcomings of skills development support.
Many boatbuilders currently lack capital to invest in production capacity and improving
competitiveness. This is a significant constraint to updating and producing new models, and
to developing a strong market presence. Due to the “lumpy” nature of production,
boatbuilders are vulnerable to increases in component costs and foreign exchange rate
fluctuations. Smaller companies in particular face supply chain and production inefficiencies,
as well as high overheads. Boatbuilders have indicated difficulties in accessing government
incentives that aim to support investment and export competitiveness, in particular where
these have been inflexible to changes in external conditions. Inadequate access to
launching and commissioning facilities (particularly if production expands or where
boatbuilders move to larger size craft) also hampers competitiveness.
Companies have been reluctant to take up unproven technologies or unfamiliar
technologies that present risks. Where companies have engaged in R&D, there is limited
collaboration, and companies face high costs of using R&D facilities.
Support recommendations
The following priority areas of support have been identified to address these challenges and
to support realisation of opportunities:
Supporting marketing for boatbuilders – recreational boats
1.
2.
3.
4.

Roll out stock boat programme, ensuring that it incentivises more recent designs and
new designs (funding proposal process already underway)
Hold national pavilions and support industry attendance at selected emerging market
boat shows (using EMIA mechanism)
Develop an in-market presence to provide a permanent marketing presence in
targeted markets – Brazil, China, India, SE Asia
Provide incentives for inward tours (could also make use of EMIA)

Supporting marketing for boatbuilders – commercial boats
1.
2.

Support information sharing and promotion of South African commercial boatbuilders
in the rest of Africa
Explore, develop and market financing offerings to support acquisitions in the rest of
Africa
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Conduct further research into potential designation of boats as part of Preferential
Procurement Framework Act regulations (could draw on learnings from support for local
procurement of rolling stock by PRASA3)

Encouraging industry restructuring and clustering to support production efficiencies
and market links
1.
2.
3.
4.

Promote a collaborative approach within the boatbuilding industry, with related
sectors, and with relevant services
Attract investment into the boatbuilding sector to promote design of new models and
upgrading of production processes
Through support to MIASA / regional boatbuilding clusters such as EMC, promote
collaboration / clustering amongst boatbuilders
Conduct further research into physical clustering opportunities in locations that can
offer more suitable space to boatbuilders, in particular smaller harbours

Improving the business environment for boatbuilders and aligning incentives to
industry needs
1.
2.
3.
4.

Develop a platform for ongoing troubleshooting, communication and refinement of
industry incentives
Align incentives for supporting the sector (in particular EMIA and ECIC)
Work with industry players to support revision of import tariffs on imported components
so as not to disadvantage domestic manufacturers
Initiate a cross-sector coordinated approach to identifying and implementing an
appropriate enabling role for ports and harbours to play in supporting economic
development

Encouraging upgrading of skills and design, and R&D and technology
1.
2.
3.

Through delivery partners, support introduction of a boatbuilding management
training course (e.g. modular / part-time courses)
Through MIASA and regional support clusters, share information on design and
technology developments within the sector, as well as in related sectors
Support implementation of skills upgrading through the SETA framework

The dti has an important role to play across these recommendations, along with relevant
stakeholders such as MIASA and SABBEX. In particular, the dti‟s role will be to facilitate and
coordinate concerted efforts to support clustering, skills and technology upgrading and
market access; and to lead efforts to improve the business environment for boatbuilders;
and align incentives to industry needs.

3

65% localisation target
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SECTION A: INTRODUCTION AND METHODOLOGY
1 Introduction and background
The Industrial Policy Action Plan 2011/12 to 2013/14 identifies the boatbuilding industry as a
priority sector in supporting the objectives of industrial growth and a movement towards a
knowledge economy. The boatbuilding sector also represents an opportunity for value
addition along an extensive value chain which includes materials such as resin, epoxy and
aluminium, as well as a range of ancillary services.
The boatbuilding industry in South Africa has expanded considerably in the past two
decades, evidenced by growth from 4 builders in 1994 to 75 builders in 20104, and an
estimated 68 builders in 20125. The industry was estimated to produce goods and services
to the value of R1.2bn and support employment of 4,500 people in 20096.
However, the South African boatbuilding sector is highly focused on the luxury leisure
market in the US, UK and the Virgin Islands, which has been vulnerable to the global
recession. Globally, demand across a wide range of both recreational and commercial
applications in developed and emerging markets presents an opportunity for South Africa to
diversify and expand exports.
This scoping study aims to contribute to realising these opportunities through assisting the
South African industry to target and access new markets, as well as build on existing
strengths and capabilities to expand into new product areas, to serve both new and existing
markets.
The key objectives of the study are to:
1. Develop an understanding of the South African boatbuilding industry‟s performance and
capabilities
2. Identify suitable export market opportunities in non-traditional export markets and new
products
3. Assess the South African boatbuilding industry‟s ability to compete in these markets
4. Identify market failures and shortcomings across both private sector activities and
government policy and regulation for supporting the sector
5. Provide recommendations for supporting access to these opportunities
This document sets out an overview of the South African boatbuilding sector and global
markets for the boatbuilding sector. It provides an assessment of selected potential
opportunity areas, based on an assessment of market attractiveness and South Africa‟s
competitiveness in these markets. It further assesses strengths, weaknesses, opportunities
and threats facing South Africa in potential opportunity areas, and sets out
recommendations for supporting realisation of opportunities. Finally, this document presents
an action plan for the dti to support implementation of recommendations.

4

COFISA (2009) Report on Western Cape Boat Building Industry, drawing on the 2009 South African Boat
building Industry Guide
5
See section 5.1 for further detail
6
the dti (2011) Industrial Policy Action Plan 2011/12 - 2013/14
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2 Approaches to defining the boatbuilding sector
This study focuses on the boatbuilding sector and associated services. South Africa‟s
Industrial Policy Action Plan describes the boatbuilding sector as comprising of the core
“building of boats”, supported by “the manufacture and trade in engines and engine systems,
the manufacture and trade in marine equipment and accessories, consumer goods and
services (e.g. charter/rentals, repairs, maintenance, retail, events management, yacht clubs)
and business goods and services” (e.g. consulting, design, surveying, training, government
agencies).
This study applies the dividing line of 24m in length to distinguish boats from ships7, and
also excludes other floating vessels and platforms associated with the ship-building and
offshore oil and gas industries.
In addition to size, product segments within the boatbuilding sector can be further defined
according to the following factors:
 Type of use, with main categories being recreational (or leisure) vs. commercial
 Application, for example, key applications for recreational boats are racing or cruising,
and key applications for commercial craft include fishing, defence/security, offshore
activity supply boats, passenger & cargo transport, etc.
 Means of propulsion, e.g. sail, motor or engine, and „self-propelled‟ (i.e. rowing,
paddling)
The following diagram provides a breakdown of key product categories using the above
factors. It also shows how these categories relate to International Council of Marine Industry
Association (ICOMIA) definitions for recreational boats and Harmonised System (HS)
definitions for the boatbuilding sector. Note that the HS categories shown below often
include both boats and ships (in particular for the commercial categories). For example, HS
890110 Cruise ships and other vessels used for the transport of goods and passengers
would contain both ships and boats. Categories for which this is the case are shown below
for informational purposes, but are not drawn on as part of research and analysis.

7

Based on ISI/IMO/MCA
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Boatbuilding sector – breakdown by key product segments

In addition to the above, products can be further categorised according to whether they are
intended for use offshore, inshore or on inland waters, as well as by primary materials
(and associated production process and technologies), with key materials being glass fibre
and other composites, metals (aluminium and steel), and wood.
This study also includes consideration of boatbuilding materials, equipment and accessories,
with key items including:
 Materials, including: paints and resins, aluminium, glass fibre
 Motors and engines (reflected in trade statistics by HS 840721 and 840729 outboard
motors, and engines) and associated components (cooling and hydraulic systems,
mounting equipment, stern gear and propellers, etc.)
 Fittings and furnishings, for example: marine fasteners, interior consoles and seating,
equipment housing, doors, windows and hatches, railings
 Sails (reflected in trade statistics under HS 630630, 630631, 630639)
 Masts and booms

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans
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Electrical and electronic equipment, for example: specialist navigation and
communication aids, specialist refrigeration, air-conditioning, computer and software
systems
Personal gear, for example: foul weather gear, personal safety gear

Services associated with the boatbuilding sector include:
 Services to the boatbuilding sector, including design; R&D, product development and
testing; certification; training; marketing, sales & distribution
 Services linked to boat ownership and management, including finance and insurance;
surveying; repair and maintenance; refurbishment
 Boating-related services, including marine tourism; events management; fleet operation;
charter / rentals services; sailing clubs
The next section includes an explanation of how this project categorises the sector for the
purposes of developing an industry overview and for conducting market analysis. The
boatbuilding value chain is described in section 4.

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans
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3 Project approach
3.1

Approach to research and analysis

This report draws on research into both the South African boatbuilding industry and the
global market for boats. Key research streams were as follows:
 Research into the South African boatbuilding industry:
– Interviews / initial discussions with relevant South African support institutions and
South African industry players across boatbuilding and associated products and
services – see Appendix A for a list of stakeholders consulted
– High-level survey of South African boatbuilders focusing on activity and economic
contribution
– Review of available secondary resources on the South African boatbuilding
industry
 Research into the global market:
– Interviews with boatbuilding market players – see Appendix A for a list of
stakeholders consulted
– Review of available secondary resources on the global boatbuilding market
– Analysis of trade statistics where applicable to the boatbuilding industry (note that
use and interpretation of trade statistics should be conducted bearing in mind the
limitations of trade data – please see Appendix D for further details)
The following sector breakdown was used to inform analysis of opportunities from both a
market and production perspective. While the key distinction for market attractiveness is
based on the application of the craft within the market (with a primary distinction between
recreational and commercial uses), a key distinction within boatbuilding is between the
primary materials used for construction. Boatbuilders tend to develop skills and equipment
geared towards a specific construction medium, and could apply these to craft in various
market applications, as summarised in the table below.
Summary of key products by market applications and production material

Other /
mixed

Key products

Metal

Key market
categories

Fibreglass /
other
composites

Key production categories
– primary material

Commercial boats
Fishing boats

Harbour boats,
supply boats,
other work boats,
8
ferries












8

Trawlers
Seiners
Line vessels
Artisan fishing boat
Pilot boats
Harbour boats including waste and pollution
boats, fire-fighting boats
Research boats
Supply boats (e.g. oil and gas, offshore wind
farms)
Viewing boats
Ferries






(artisan
boats)





Excludes cable laying ships (as tend to be larger vessels), diving/construction support vessels and barges
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Defence, safety
and security
boats
Other
Recreational boats
Sail boats

 Patrol boats
 Interceptors
 Rescue boats






Lifeboats
 Dinghies and beach cats
 Yachts – monohulls and multihulls
 Motor yachts including leisure power

9



Other /
mixed

Key products

Metal

Key market
categories

Fibreglass /
other
composites

Key production categories
– primary material



catamarans
Motor boats

Personal
recreational
watercraft
Other

10

 Fishing boats
 Dinghies, ski boats and super skis
 Racing boats (powerboats, drag boats, jet

sprint)
RHIBs
Personal water craft (jetskis)
Rowing boats
Paddle skis, kayaks, surf skis
Windsurfers and other sailboards
Houseboats


















9

Includes racing and cruising vessels and boats intended for commercial use as well as recreational use, e.g.
charters and rentals
10
Includes boats intended for commercial use as well as recreational use, e.g. charters and rentals
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Selection of potential product and market opportunities for detailed
analysis

Initial research and analysis into the South African boatbuilding sector, high-level research
into the global boat market, along with discussion with the project steering committee,
informed the selection of potential opportunities which have been researched in further
detail.
For selecting potential opportunities for the sector, the following criteria were taken into
account:
 Market attractiveness in terms of size of market and growth potential (drawing on
available information including historical market growth and indicators of future growth)
 South Africa’s potential competitiveness – drawing on distance to market and ease/cost
effectiveness of production and delivery; and links to SA boatbuilding and related sector
strengths
 Barriers to market entry (both tariff and non-tariff barriers)
This process aimed to identify opportunity areas that: a) build on South Africa‟s existing
supply of catamarans by looking at new geographic markets for South Africa; b) offer niche
opportunities building on South Africa‟s existing competency areas. The selected potential
opportunities are set out below:
1.

Expanding markets for existing strengths in medium-sized luxury multihulls (sail /
power)

1.1
1.2
1.3
1.4
1.5

China
Southeast Asia (including Thailand, Malaysia)
Brazil
India
Middle East

2.

Bespoke, larger catamarans (60-100ft+) to the global market of ultra high net worth
individuals

3.

Expanding commercial boat supply (including RHIBs) to sub-Saharan Africa

3.1
3.2
3.3
3.4

Harbour work boats – fire-fighting and pollution control
Patrol boats, RHIBS
Oil and gas supply – crew transport and provisioning
Fishing and ferries for low value markets

4.

Developing service offerings – superyacht repair, maintenance and refit

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans
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SECTION B: SOUTH AFRICAN BOATBUILDING SECTOR
4 Boatbuilding value chain and related sectors
The boatbuilding sector in South Africa encompasses the supply of various materials and
equipment, boatbuilding, as well as activities which support marketing, sales and distribution
of boats. The following diagram illustrates the boatbuilding value chain, along with services
and infrastructure which support the sector more widely.
Boatbuilding industry value chain

The boatbuilding sector displays some key differentiating features in comparison to
other manufacturing sectors. In terms of production, the boatbuilding sector often tends to
have long production timings, combined with lower volume of production and high unit
values. This is particularly the case for larger boats, where a typical large boat may take a
year or longer to build.
Long production timescales, in particular where production is set up on a “project” basis
rather than “batch” or “mass” production, means that boatbuilders deal with long cash flow
cycles and high barriers to entry (with high working capital requirements). The long
production cycles also make boatbuilders particularly vulnerable to shifts in inputs costs
where product prices are fixed upfront (for example, driven by exchange rate fluctuations).
This makes cash flow management, supply chain management and project management
critical for efficiency of the boatbuilding process. Marketing is also important to ensure
continuity of activity (and for financing constructions). There may also be a long marketing
timeframe (e.g. up to two years from enquiry to sale for a luxury boat, tender processes for
public sector purchases may be lengthy).
Along with more widely used materials, services and infrastructure, the boatbuilding value
chain also incorporates some highly specialised and sector-specific inputs, including
inputs such as sails and masts, marine fittings; and downstream facilities such as launching
facilities and boat storage/marina facilities. Given the generally high level of specialisation
Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

8

the dti – Boatbuilding industry competitiveness and market development

March 2011

required for inputs, a high proportion of the inputs required for boatbuilding are imported,
adding to supply chain inefficiencies and input costs.
Also, boatbuilding processes can be set up so that these makes intensive use of labour
with relatively low skills levels, allowing the sector to absorb labour fairly easily.
The boatbuilding value chain has links to a number of other sectors (in addition to the
shipbuilding sector where links include design, skills base, and use of infrastructure). For
example, companies may manufacture products that use similar inputs and require similar
production processes. Examples of related sectors and links to the boatbuilding sector are
described below:
Sectors related to boatbuilding production
Sectors related to
boatbuilding
Aerospace and automotive

Examples of links with boatbuilding
 Links between design and engineering. Examples include:





Renewable energy and
green technologies





Architecture, construction,
interior design and
furniture





ICT sector and electronics



Clothing and textiles



11

11

– Propulsion system design, e.g. to improve fuel efficiency and
performance
– Modelling software used for aeronautical applications can be
applied to aerodynamic and hydrodynamic flow modelling for
marine sectors
– Robotics and remote control equipment developed for space
environments may have applications in the marine sector (e.g.
application of robotics to cleaning of hulls)
Links in materials development and use, including fibreglass and
composites – driven by demand for strong, light weight materials to
improve performance and fuel efficiency and more “green”
sustainable materials, such as:
– Vacuum infusion production process first developed for
application in aircraft construction
– Aerospace industry amongst early users of carbon fibre
Some similar component and system inputs, e.g. navigation and
communication systems
Similar facilities, materials, processes and skills for boat
construction and wind turbine blades – internationally boatbuilders
have been amongst the first companies to set up and operate blade
manufacturing facilities
Potential applications for off grid power supply and green
solutions in boatbuilding
Potential application of boatbuilding fittings in higher value buildings
– e.g. marine hatches
Links in design, including efficient use of space and ergonomics
(e.g. affordable housing / smaller units, hotels) and design features
Similar materials and skills used in both boatbuilding and
construction sectors, for example:
– Application of similar materials: timber, metals, fibreglass (e.g.
tanks, piping, storage units and boxes, consoles)
– Similar skills across plumbing, electrical work, appliance and
equipment installation (e.g. refrigeration, air-conditioning)
Links between electronic equipment used for boating and wider
electronics and software development sectors – including
navigation devices, communication, entertainment, remote control
and boat management
Use of protective clothing / gear by boating market, e.g. foul
weather gear, personal flotation, etc.

Sources include: NASA Office of Aerospace Technology Commercial Technology Division, Spinoff 2000
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Examples of links with boatbuilding
 Links in materials and production – supply of equipment in a

marine/inland water environment

In addition to the above sectors which have similarities in production and skills, there are
also potential links in marketing with sectors such as luxury goods and tourism. Examples
of these links include:
 Joint design and branding of luxury motor yachts with luxury motor vehicle brands (e.g.
BMW and Porsche)
 Joint exhibition of luxury yachts and other luxury transport vehicles such as helicopters
and private jets
 Joint marketing of luxury tourism destinations and packages
 Luxury brands marketing targeting yacht owner market through branding and
sponsorship, e.g. Rolex
There is also potential to offer boatbuilding along with related products and services in
the offshore oil and gas sector, security and safety offerings, ports development and
management, and transport services (including tailoring boating supply within wider water
and multi-modal transport and logistics solutions).

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans
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5 South African boatbuilding industry
5.1

South African boatbuilding industry activity

The core boatbuilding sector is estimated to comprise approximately 68 companies12.
South Africa‟s largest production segment is cruising multihull production, which employs
approximately 40% of the core boatbuilding sector‟s total employment. In terms of
production activity, sailing multihull and monohull production was estimated to make up 34%
to 57% of the sector. The building of rigid hull inflatable boats or rigid inflatable boats
(RHIBS) is estimated to make up 11% to 18% of the sector, followed by recreational
motorboat manufacturers (estimated 6% to 10%), manufacturers of commercial crafts (5% or
8%) and personal recreational craft (3% or 5%)13. South Africa has developed expertise in
areas such as crew transport boats for the oil and gas sector, patrol boats, and fire-fighting
boats.
In an attempt to verify industry figures, a survey of core boatbuilders was completed through
which information has been gathered on 54 boatbuilders (79% of „core‟ boatbuilders)14. This
allowed a more reliable assessment of the state of the industry in terms of employment,
production, idle capacity, exports, turnover, and gross profit margins. Of a total of 68
companies, 54 companies confirmed employment of 2,001 employees, and 49 companies
confirmed an aggregate turnover of R505m for 2011 (note that turnover excludes Robertson
& Caine).
In terms of employment, the sector has contracted substantially in response to the global
recession. Overall, of 42 verified companies, employment fell 18% from 1,131 in December
2010 to 929 in December 2011. By sub-category, large sailboat companies experienced a
fall of 15% in employment from year end 2010 to year end 2011; small sailboat
manufacturers a fall of 39%; recreational and commercial motorboats a fall of 26%; Personal
Water craft manufacturers a fall of 3%; whilst RHIBs manufacturers showed employment
growth of 17% from year end 2010 to year end 2011.
Given their current employment, companies indicated the average utilisation of production
capacity. Of 26 companies that responded, the average level of production was 64% of full
capacity. These statistics can be broken down further into sub-categories:
 Large sailboat builders: 61% of capacity
 Small sailboat builders: 66%
 Recreational and commercial motorboats: 60%
 RHIBs: 75%
 Personal water craft: 77.5%
Of the 53 surveyed companies, only 29 provided information on their gross profit margin. Of
those that complied, the gross profit margins averaged 21.27%. Breaking this figure down
further, 11 verified large sailboat companies averaged 14.01%; 2 verified small sailboat
companies averaged 10%; 10 verified recreational and commercial powerboat companies
averaged 25.2%; 3 verified RHIBS companies averaged 26.67%; and 4 personal water craft
companies averaged 33%.
In terms of the wider boatbuilding value chain, including other actors such as suppliers of
key inputs and services providers, the sector is estimated to include over 200 companies
and employ over 2,800 people. In addition, a wide range of support institutions and

12

Based on author‟s estimates
the dti, 2011. Industrial Policy Action Plan 2011/12 – 2013/14
14
Note that this excludes Robertson & Caine
13

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

11

the dti – Boatbuilding industry competitiveness and market development

March 2011

organisations are involved in supporting the sector (e.g. SAMSA, various industry and
boating associations, etc.).
The following table provides a breakdown of number of companies and employment across
the main product segments. The total number of companies is based on authors‟ estimates,
adjusted for verification of companies as part of the survey.
Number of companies and contribution to employment by product segment – boatbuilders
Product segment

Total

 Sail boats –

large
– Multihulls
– Monohulls

Estimated
number of
companies

Verified number of
companies and
employment
 Verified information:
– Employment:
2,001 (54
companies)
– 2011 production
68
(48 companies):
9,460 craft
– Turnover (48
companies):
R505m
 Verified information:
– Employment:
1,266 (18
companies)
– 2011 production
(17 companies):
51 craft
– Turnover:
21
R258.7m (15
companies)

Examples of companies

















BlueWater Marine
Bongers Marine
Jaz Marine
Knysna Yacht Company
Matrix Yachts
Maverick Yachts
Nexus Catamarans
Pacer Yachts
Robertson and Caine (also
power yachts)
Royal Cape Catamarans
Southern Wind
St Francis Marine
Celtic Yachts
Tom Cat Boats
Tru Yachts

 Verified information on
 Sail boats –

small (dinghies)
– Multihulls
– Monohulls

3

3 companies:
– Employment: 16
– 2011 production:
38 craft
– Turnover: R2.4m

 Collins Fibreglass Plastics
 Pata Finns Africa
 Performance Craft
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Product segment

Estimated
number of
companies

 Motor boats –

recreational
– Large:
fishing
– Large:
cruising
– Small: ski
boats
– Small:
dinghies
– Small:
racing
boats

Verified number of
companies and
employment
 Verified information:
– Employment: 471
(18 companies)
– 2011 production
(15 companies):
669 craft
– Turnover:
R194.4m

28

 Motor boats –

commercial
– Metal
– Glass fibre

March 2011

Examples of companies
















Ace Boating
Austral Marine
Blue Water Boats
Cruiser Cats
ElShaddail Marine
Escape Boating
Gecat Marine
Lee Cat
Leisure Craft
SMG Multihull South Africa
Stealth Yachts
Twin Boats & Trailers
Two Oceans Marine
Veecraft Marine
Z Craft






Nautic
Jacobs Brothers
Power-Serv (Aliboats)
Tullie






Gemini EVO
Feral Inflatables
Rhino Marine Products
Ark Inflatables










Fenn Kayaks
Great Kayaks
John Waugh Racing Boats
Kowie Marine Services
Natal Caravans & Marine
Cape Doctor
Pitt's Marine & Industrial
Stealth Kayak fishing

 Verified information:

 RHIBS –

recreational and
commercial

 Personal

recreational
craft
– Windsurfers
– Kayaks
– Paddle skis
– Rowing
boats

– Employment: 112
(6 companies)
– 2011 production
7
(5 companies):
1,067 craft
– Turnover (5
companies):
R15m
 Verified information:
– Employment: 136
(9 companies)
– 2011 production:
7,635 craft (9
9
companies
– Turnover (8
companies):
R34.5m

To give an indication of the geographical distribution of boatbuilders in South Africa, the
following table gives a breakdown by province by number of companies:
Geographic distribution by product segment – boatbuilders
Western
Cape

KZN

Eastern Cape

Gauteng

Sail boats – large

56%

16%

20%

8%

Sail boats – small (dinghies)
Motor boats – fibreglass
Motor boats – metal
Motor boats – RHIBS
Personal recreational craft

67%
35%
100%
63%
14%

0%
39%
0%
13%
43%

0%
10%
0%
13%
29%

33%
16%
0%
13%
14%

Total

47%

26%

14%

13%

Product segment
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The table above shows that manufacturing tends to be focused in the Western Cape (around
Cape Town in particular). Gauteng, being landlocked, is limited in its scope to produce sea
faring boats, but can serve the local and national market in smaller boats (particularly
focussing on customers wanting boats for the large dams in the region).
Companies within South Africa‟s boatbuilding sector tend to be small and owner-managed,
along with a few larger operators (e.g. Robertson & Caine), and some investment by
international companies (e.g. Damen, Quantum Sails, North Sails, Southern Spars). South
African industry players may be motivated by personal interests in the industry (rather than a
purely commercial interest), often due to actively participating in boating or sailing activities.
The core boatbuilding sector has declined in the last few years, with a number of established
players going out of business. Factors contributing to company failure include poor planning,
lack of cash flow management and “ring-fencing” projects, unplanned changes in costs due
to exchange rate fluctuations, and poor project management. Some companies have also
reported a substantial decline in activity due to reduced demand, with sales down by
between 30% and 50% from pre-crisis levels. In response most companies have had to
reduce their workforce by similar amounts.
There are an estimated 51 suppliers, employing in the region of 563 people, supplying
boatbuilding materials, equipment supply and service providers to boatbuilders. Note that
these totals are based on estimates of the number of companies and the average
employment per company in each segment, drawing on the project team‟s experience and
knowledge of the sector along with a high-level scan of available industry databases. As
such, these estimates aim to provide an indication of industry size and activity within each
segment, rather than an accurate assessment. There tends to be a fairly broad range in
terms of the level of sub-contracting across companies.
Overview of input companies and their contribution to employment
Product / service
segments
Total

Estimated
number of
companies
58

Estimated
employment

Examples of companies

563

Designers and engineers

5

20

Equipment installers

6

24

Sub-contractors

12

96

Materials suppliers
(employment estimates are
for activity that links to the
boatbuilding sector)

6

48



















Du Toit Yacht Design
Icarus
Keith Davies Naval Architecture
Kobus Naval Design
Naval Africa
CM Auto Marine
Multi Marine Electrical
Offshore Yachting Services
Radio Holland
Sail and Drive Electrics
Offshore Yachting Services
Sail and Drive electrics
Blue Peter Marine Systems
NCS Resins
Seartex
AMT Composites
Hulamin
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Product / service
segments
Equipment suppliers
(including manufacturers
and distributors – for inputs
to larger craft these tend to
be imported, for smaller
craft supplied to the
domestic market some
equipment is manufactured
locally)

Estimated
number of
companies

12

Estimated
employment

36

March 2011

Examples of companies






Cape Hydraulics
Deltec Power Distributors
Harken South Africa
Marine Equipment Supplies









Honda Marine
Perry Yamaha
Lutz's Marine
Stingray Suzuki Marine
Caudwell marine
North Sails
Quantum Sails

Engine suppliers

5

30

Sail makers

3

180

1

65

 Southern Spars

64






Mast makers

Chandlers

8

Action Yachting
MSS Ship Chandlers
Rion's Shipping & Trading
Seaport Supply

The supply of specialised equipment and other inputs tends to be fairly concentrated
globally, which means that many of the suppliers tend to be through local distributors of
international companies (e.g. motor distributors), or through internationally-owned production
facilities in South Africa.
Specialised input manufacturers (e.g. masts and sails) place a strong focus on exports,
since the local market does not provide enough demand. These companies have strong
connections globally, and some of them form part of international companies, which
encourages the sharing of resources (e.g. design), but local companies are still required to
provide their own financing and generate their own sales.
Furthermore, equipment suppliers in certain products tend to compete on the basis of strong
brands and strong support networks (e.g. marine engines), making it difficult for local supply
to compete in these areas.
For materials supply, boatbuilders may also demand specific quality or product types which
may not be produced in South Africa, even though more general products or lower grades of
the same material are produced locally (e.g. marine grade aluminium). For materials such as
aluminium, boatbuilding makes up a small portion of the market, and the smaller volumes
demanded do not justify local investment from global suppliers to cater to domestic needs.
These patterns result in a large portion of specialised inputs being imported, with bulk
materials being sourced either locally or internationally (if specific quality or product features
are required). The level of imported inputs can give a sense of the extent of the domestic
base of supply to the industry. Averaged across 40 companies, 12% of inputs were imported
directly, 40.5% was sourced from local manufacturers, and 47.5% was sourced through
import agents. The input sources of boatbuilding companies, broken down by category, is
provided below.
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Breakdown of sourcing strategies by South African boatbuilders
Category

12%

% inputs
manufactured
locally
40.5%

17%

35%

48%

8%

59%

34%

10%

44%

46%

7%

35%

58%

8%

48%

44%

% inputs directly
imported

Total (40 verified companies)
Sailboats, large (15 verified
companies)
Sailboats, small (2 verified
companies)
Motorboats, recreational and
commercial (13 verified
companies)
RHIBS (5 verified companies)
Personal Water Craft (5 verified
companies)

% inputs through
import agents
47.5%

A range of services are also provided to support trialling and commissioning of boats,
marketing, sales and distribution, as well as repair and maintenance. There are estimated to
be 75 companies employing approximately 400 people operating in selected areas, as
shown below:
Overview of market access and repair companies and their contribution to employment
Product / service segments
Total
Boat transport
Launching facilities
Boating shops (undertake a range of activities including
boat construction and repair)
Yacht and boat brokers
Trailer manufacturers
Insurers
Surveyors (including second hand)
Clearing agents
Delivery companies
Delivery crews
Repairers

Estimated number
of companies
75
3
10

Estimated
employment
404
21
20

14

112

7
5
5
7
4
2
12
6

14
80
15
10
8
4
48
72

There is also a range of organisations involved in supporting the value chain more widely.
These include companies involved in financial services, marketing support, and standards
development and certification. These organisations include:
 Launching and mooring infrastructure provision (in addition to launching facilities for
commissioning and trials), including:
– NPA, DEA, local authorities
– Marinas – an estimated 14 coastal marinas (e.g. Yachtport, Granger Bay, Royal
Cape Yacht Club, Durban Marina, Knysna Quays) are situated in key cities along
the South African coast. There are also a number of marinas on inland waters (e.g.
Pretoria Sailing Club, Vaal Marina, Boskop Yacht Club, Mountain Yacht Club,
Zeekoei Vlei Yacht Club).
– Launching sites – there is a total of 485 launching sites in the Western Cape (not
including fishing and commercial harbours), that have been licensed by the
Department of Environmental Affairs and Development Planning. Roughly 100 of
these are in closed facilities such as clubs, marinas and gated estates.
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– There are 12 fishing harbours in the Western Cape, and 4 commercial harbours, all
of which have one or more launching sites.
Clubs and associations:
– Yacht clubs and sailing clubs: estimated 32
– Power boat clubs: estimated 22
– Fishing clubs: estimated 8
– Sailing and power boating associations: estimated 4 (although numerous class
associations for sailing)
Training and education service providers: A number of universities and schools provide
relevant courses
Boat show organisers: 3
Charter and hire companies: estimated 12 - along with numerous smaller boat
operators
Regulatory / administrative organisations and government agencies: SARS, SAMSA,
SETAs, STANZA, SABS
Industry bodies: SABBEX, eThekwini Maritime Cluster, MIASA
Research and development facilities
MCA/Classification societies
Financial service providers – banks, development banks

These activities contribute to the overall sector‟s employment. For example,
Durban Marina employs 25 permanent staff, and hosts two yacht clubs, the Royal Natal
Yacht Club which employs 22 permanent staff, and Point Yacht Club which employs
approximately 20 staff. The Royal Cape Yacht Club operates the majority of their 425 berths,
and has a staff base of 40 permanent employees. Repair and maintenance space is sub-let
to Action Yachting, a repair and chandlery company, which employs 15 staff.
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South African boatbuilding export performance

South Africa exports approximately 80% of production, with exports including larger, higher
value products items (e.g. luxury power yachts). Forty-four companies provided information
on the percentage of sales derived from exports, as follows (broken down into product
categories):
 Large sailboat builders: 72%
 Small sailboat builders reported: 32%
 Recreational and commercial power craft builders:18%
 RHIBs manufacturers: 43%
 Personal water craft manufacturers: 19%
Exports from South Africa are highly concentrated in terms of product range, with the
majority of exports coming from the multihull segment. South Africa ranks seventh globally in
terms of export value of sailboats, supplying 4% of the global market15:
South African boatbuilding sector exports in 2010 (based on trade analysis)
Products
Sailboats

SA export value
2010 (US$’000)
79,679

Rowing boats, canoes,
sculls and other
pleasure boats

8,016

Inflatable pleasure craft

4,552

Motorboats, other than
outboard motorboats

1,839

Total

95,678

SA share of
global market

Top SA markets

 US
4%  Italy
 UK
 Seychelles
0.4%  Netherlands
 Tanzania
 UK
1.5%  Nigeria
 Australia
 Seychelles
<0.1%  US
 Zimbabwe
<0.1%

In the sailboat segment, South Africa‟s exports are highly concentrated geographically in the
US and specific EU markets, as shown below. Supply of sailboats to the US east coast or
the Caribbean presents a relatively easier passage from Cape Town; it is also more cost
efficient than transport by shipping. South African boatbuilders have successfully built up
links and relationships in these focus markets (including through vertical integration into the
charter industry), as well as a good reputation in terms of product quality and reliability.

15

UN Comtrade
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The map below shows this concentration for South Africa‟s key markets for sailboats in
2010:
South African sailboat exports (2010) – key markets

16

(based on trade statistics)

In contrast, the market for smaller boats (e.g. pleasure boats shown below) is more
dispersed, with the south east coast of Africa, Australia and the United Kingdom being the
largest markets:
South African rowing boats, canoes, sculls and other pleasure boats exports (2010) – key
17
markets (based on trade statistics)

16
17

Map courtesy of trademap.org, statistical reference is UN Comtrade
Map courtesy of trademap.org, statistical reference is UN Comtrade
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South Africa serves some of the largest markets – the US, Italy, UK and British Virgin
Islands were amongst the top 5 import markets, making up 30% of global imports in 2010.
However these markets have shown decline following the global recession. For example, the
US and UK markets both declined by 11% CAGR between 2006 and 2010, and demand by
Italy decreased by 7% during the same period. However, as these markets declined, South
African exports have increased (e.g. an increase in South African exports to the US of 14%
CAGR between 2006 and 2010; substantial increases in exports to Italy). This has resulted
in South Africa increasing its market share within the US and Italy, as shown below:
South African sailboat exports (2010) – key markets and share of markets
statistics)

18

(based on trade

$350,000

40%

35%

$300,000

30%

25%
$200,000
20%
$150,000
15%

SA share of market

Total imports (US$'000)

$250,000

$100,000
10%

$50,000

5%

$0

0%
2001

US imports

18

2002
Italy imports

2003

2004
UK imports

2005

2006

US supply from SA

2007

2008

2009

Italy supply from SA

2010
UK suply from SA

Map courtesy of trademap.org, statistical reference is UN Comtrade
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Boatbuilding industry capabilities

Manufacturing capabilities and business practices differ across the various boatbuilding subsectors and from company to company.
Production processes vary from project-based (e.g. some catamarans) to some production
line manufacturing (e.g. RHIBs). Larger operations tend to be project-based, but
manufacturers use production line techniques as much as possible to provide efficiency
gains. Working on a project basis means that there may be higher levels of waste or idle
resources19, resulting in higher overheads per vessel. However, boatbuilders tend to work on
a project basis to avoid risking working capital on boats (and due to limited availability of
funding). This means that buyers are subject to long delivery lead times which reduce the
competitiveness of local boatbuilders relative to international suppliers. While working on a
project basis does allow for greater flexibility and customisation to customer preference,
much of this customisation tends to be cosmetic, and would not influence the hull
construction process.

A yacht hull under construction in South Africa

In terms of technology of production and materials, South African companies try keep up
with international standards, but may adapt certain methods to suit company strengths (such
as lower labour costs). South African boatbuilding companies vary in terms of technology
uptake, innovation and knowledge development. Examples of upgrading include the
development of computer-aided design capabilities, development of welding expertise,
application of new sailmaking technologies, and carbon mast manufacture. There appears to
be a limited uptake of new technology among South African boatbuilders, but where
companies have upgraded their design technology, these companies have indicated that the
upgrade, although expensive, has had a positive impact. The COFISA report and other
stakeholders have highlighted the need for boatbuilders to update materials and
processes to improve production efficiencies as well as enhance products. Examples
include the uptake of more environmentally-friendly materials, high-end design software, and
use of multi-axis milling machines for mould-making. In many cases the small scale of
activity of smaller companies (or sometimes the industry) may however not justify making
these upgrades.
Product development and innovation is seen as a key element to most businesses. In the
19

For example, much of the cost of heating equipment (e.g. laminating machines) are experienced during the
start-up process as the machine gets to the right heat. If there is no constant use of the machine, then costs are
incurred either by keeping the element heated, or by switching it off and incurring large start-up costs.
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leisure boat segment, customers demand new and modern designs to differentiate
purchases from older models available in the second-hand market. For the commercial
market, product development and innovation is often driven by a client‟s specifications
around performance or design features specifically required for the boat‟s purpose. South
African companies do have strengths in terms of customising existing models; however,
this tends to be limited to customising deck or cabin layout, rather than developing entirely
new designs. South African companies tend to lag behind international product
development cycles for developing new models. Lack of capital is currently constraining
reinvestment in design, product development and mould production for new models.
Companies which form part of an international group often receive some design support
from international partners, whilst local companies rely mainly on in-house design.
Companies generally have a small design department, consisting of 1 or 2 experienced
designers (for small start-up companies the owner often plays a dual role of managing and
designing). Exceptions are some catamaran companies which have used well-known
external designers to design their product, using the designer as part of the offering
(essentially using the designer as part of the brand).
Various companies have engaged in concept development and design of new products.
However commercialisation is constrained by lack of available capital to invest in prototype
development and testing. Also, due to limited working capital companies cannot invest in
building new products to demonstrate their performance, leaving them reliant on buyers‟
orders and willingness to support development and building of new products.
In terms of more fundamental innovation, some companies have incorporated innovative
features in their products which play a key role in their products‟ competitiveness.
Examples include Stealth Yacht‟s hysufoil technology (developed in South Africa) which
improves performance in terms of speed and fuel efficiency, and Quantum Sails new
„Fusion‟ technology for the production of membrane sails which integrates loadings
throughout the whole sail so that loadings are evenly shared (rather than using „load paths‟).
In addition, some in-house R&D is underway into materials development. However,
companies have expressed frustration at the lack of financing available for R&D, lack of
internal capacity to undertake R&D work, and high costs for using testing facilities. There
also seem to be no clear links between boatbuilding and wider research efforts by research
institutions and centres. For example, research is underway in light metals processing,
advanced composite development including biocomposites, robotics and defence systems,
but these tend to be focused on aeronautical, defence, safety and automotive sectors. The
boatbuilding sector is not represented in the research.
In terms of production, much of the boatbuilding industry is heavily reliant on imports.
Based on reported information on imports (from 40 companies), it is estimated that, on
average, 12% of inputs were directly imported, and that 47% of their inputs were indirectly
imported by suppliers, with an average 59% of inputs attributable to imports (this is similar to
the CTBi survey finding that 74% of inputs are imported20 and the COFISA report which
found that about 60% of material costs were attributable to imports21). Broken down by
category this amount ranges from 65% for large sailboat and RHIBs manufacturers, to 41%
for small sailboat manufacturers. Components and raw materials are often not available
locally, but sourced from international companies with strong brands and global support
networks (e.g. engines).

20
21

CTBi (2011), Annual Boatbuilding Sector Intelligence Report Survey data
COFISA (2009), Report On Western Cape Boat Building Industry
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Available information on sail and engine import trends is shown below:
South African sail imports 2001-10

South African engine imports

22

23

Where components are locally available, these are often through distributors of imported
goods or through companies which in turn use a high level of imported components in their
production process. Locally manufactured inputs are often restricted to resin, wood
(although often this is supplied through timber importers) and glass. Electronics and engines
form a major part of the final costs of a product, but since these are not manufactured locally
(and cannot be manufactured in-house) additional cost pressures are placed on
boatbuilders. Boatbuilding companies have indicated that they do not have much bargaining
power with the large engine producers, and mainly have to buy the engines at retail price
(even when the product is for export market only). In the current economic climate there is
increasing focus on being price competitive (especially for smaller boats), but engine (and
electronics) prices cannot be negotiated downwards.
Furthermore this reliance on imports affects boatbuilders by exposing companies to
exchange rate fluctuations (especially those selling in Rands), adding cash flow burdens due
22

Based on TradeMap data. Covers the following HS Codes - 63063000: sails for boats, sailboards or landcraft,
of textile materials; 63063100: sails, of synthetic fibres; 63063900: sails, of other textile materials.
23
Based on TradeMap data. Covers the following HS Codes - 84072100: outboard motors, spark-ignition
reciprocating or rotary type; 84081000: marine propulsion engines, diesel.
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to customs duties, and increasing transport and logistics costs. While boatbuilders can be
exempted for import duties and VAT, if, for customisation reasons or otherwise,
manufacturers have to import “exotic” or unforeseen items that were not listed under the
470.03 permit, they will have to pay the tariff. This can be claimed back but boatbuilders
have found this to be a lengthy process. Also, due to a decline in demand globally,
manufacturers may not stock components, introducing additional lead times and reducing
boatbuilders‟ flexibility and responsiveness of production. They may also demand full
payment upfront to secure orders.
Development of component manufacture
 Strong capacity developed in sails and masts
 Limited potential for sophisticated products, given:

– Small internal market scale (and limited standardisation across domestic industry)
– Concentrated market with established market leaders (e.g. Yanmar, Cummins for engines)
 However some potential where:
– Components may be used across industries / in more commercial applications (e.g. cranes,
winches)
– Design and system integration can take place in South Africa, using imported components
– Niche products, e.g. Caudwell engine development (however production likely to happen
elsewhere due to limited skills availability in South Africa), green systems, etc.

A recent CTBi report estimated that labour forms 37%24 of the average costs25, highlighting
the labour intensity of production26. Stakeholders consulted tended to give a somewhat
lower figure for the labour component, ranging between 10% and 15% of total costs. One
company did however, estimate labour costs to be 60% of total costs.

Sales

3670

Overheads

1219

32%



Design, planning

121

3.3%



Hull construction

311

8.5%

Labour
Engines, gearboxes,
shafting etc
Engine auxiliares

257

6.4%

550

15%

186

0.5%

Labour

65

0.2%

Generators

80

2%

Subcontracte
d labour

%

Indirect
import

Cost (R ‘000)

Direct
import

Component

Provided
locally

An example of a breakdown of costs, showing imported components and sub-contracted
labour is provided below. Note that this would differ significantly across companies.










24

The CTBi report was based on a survey in which 40 boatbuilding companies participated, a response rate of
38% (however, only approximately 20 answered questions on labour content).
25
CTBi (2011). Annual Boatbuilding Sector Intelligence Report
26
A breakdown of the rest of the production costs was as follows:
– Estimated material costs varied between 10% to 25% versus an estimated 27% imported material from
CTBi report. The COFISA report in turn estimated that the cost of materials used is 59% of its eventual
selling price (however, this likely also includes equipment and components)
– Component and equipment varied from 5% to 35%
– Overheads were estimated to be between 5% to 34% versus an estimated 19% from CTBi report
Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

24



Cabling

36

1%

Electical equipment

48

1.5%

Labour
Navigation,
communication
Labour

65

2%

225

6%

29

0.8%

Bilge, steering

94

2.6%

Labour

68

2%



Accommodation

86

5.5%



outfit, hatches

46

1%

Labour
Mast, sails
Labour
Total

45

1%

117

8%

22

0.5%

3670

100%

Subcontracte
d labour

%

Indirect
import

Cost (R ‘000)
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Direct
import

Component

Provided
locally
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General labour issues (which are not unique to the boatbuilding industry) include worker
absenteeism, low productivity, and high staff turnover (particularly in unskilled workers).
Labour regulations, in particular the ability to hire and fire individuals and wage
requirements, are seen as the major constraints to boatbuilding. One boatbuilder (who
currently employs 60 workers, down from 100) indicated that due to labour issues: “If I was
asked whether I‟d do it all again, I‟d say no. I would not encourage my son to start his own
boatbuilding company”. Smaller companies are also frustrated at having rates agreed on by
the bargaining council applied to them – despite being in different market segments and
having different labour costs.
The availability of technical skills is not seen as a constraint in the industry, in particular in
the Western Cape where there are dedicated training courses and workforces have had to
be reduced. The boatbuilding academies in Cape Town are seen to provide good
quality students. False Bay College has approximately 60 students graduating annually
with a National Certificate: Yacht and Boat Building (NQF levels 2-4)27. The course
comprises of 6 months training at the college, followed by a 6 month work placement.
Whisper Boat Building Academy for the deaf generally registers 15 learners per academic
year (the ratio of learners to teacher needs to be low for the deaf school). Cape Town
companies therefore generally do not have any skills shortages in technical areas. However,
companies in the Eastern Cape, Durban, and Gauteng have found a lack of skills to be a
constraint to operation (for example there is a lack of structural boatbuilders, such as deck
fitters). The COFISA report (which was aimed only at Western Cape) found skills shortages
existed for28 marine fitters, marine electricians, shipwrights and carpenters, and gas fitters.
Companies have however raised the shortage of skills at management and supervisor
level.
There is a strong in-house training focus in most companies, particularly since much of
the work is hands-on and labour intensive. This is also how most companies seek to
overcome any skills shortages. Companies are also generally willing to take on learnerships
from the boatbuilding academies, many using these as a recruitment tool for future labour
demand. Some companies do offer formal training through the SETAs (for example learner
27
28

As indicated by Achmat Geyer: 15 students per level at 2 levels per 6 month period
COFISA, Report On Western Cape Boat Building Industry
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placements have to be a SETA accredited company). Views on the SETAs vary (mainly
referring to the Manufacturing, Engineering and Related Services Sector Education and
Training Authority – MERSETA), several companies have cited that they have good
relationships with the SETA and have found them helpful. However, some complaints have
been raised about SETAs being too bureaucratic and difficult to deal with, and that the
SETAs sometimes do not have enough industry knowledge.
Infrastructure has become a frustration for many large boatbuilding companies. Finding
launching areas are becoming increasingly difficult, in particular in the Cape Town area. The
Elliot Basin Marina in Cape Town industrial harbour is no longer being used as a dedicated
launching space, after Transnet National Ports Authority increased the rental price
dramatically29. This has forced companies to make agreements with yacht clubs in order to
launch boats (often requiring a crane to put the boat directly into the water). Some
companies have even looked to move their production overseas to deal with this issue.
Using roads to transport boats to launching areas is also seen as a constraint. Permits for
transport are often expensive and the processing of application can be slow. For example,
one company had to pay approximately R25,000 to get a transport permit from Cape Town
to Saldanha.
Currently most boatbuilders are operating below capacity. Since component suppliers
(e.g. sails and masts) are dependent on the boatbuilding markets, they too are suffering
from spare capacity. Several firms have had to retrench employees, and are still operating
below capacity despite scaling down. Current operating capacity of firms consulted is
between 50% and 70%. Smaller boatbuilders for the domestic leisure and fishing industry
have been particularly hard hit. Engine sales (an indicator of boat sales) are reported to be
down 55% from 2008 levels. Further adding downward pressure on demand is the rise of the
second-hand market. The recession has led to a burgeoning second hand market (from
small to large leisure boats). With price having become increasingly important since 2008,
customers have become more willing to invest in second-hand boats, as long as it they have
been well maintained. Many boatbuilders do not expect to be able to ramp up back to precrisis levels of production in the short to medium term. For many the goal is now to find new
markets, and to keep overheads as low as possible.
South African boatbuilders tend to have good links into their focus markets, with
attendance at consumer boat shows and commercial boat shows, in-country presence of
marketing staff, some vertical integration into the charter industry (e.g. Voyage), and
relationships with dealer networks. Also, where companies are part of a global group
(e.g. Southern Spars), access to the market is supported through their global network. The
boats themselves tend to act as marketing tools, and some companies have formed strong
brand identities, e.g. Robertson and Caine and Matrix. Brand loyalty plays an important role
within the luxury recreation segment, driving referrals and repeat business. Marketing often
relies on these word-of-mouth referrals from satisfied customers, from dealers, and from
online forums, along with online presence. The opportunity to meet and extend networks is
also seen as the main benefit of attending boat shows. Even in the commercial boat sector
referrals play a large part in sourcing new work (one company estimated as much as 80% of
their work is based on referral). Boatbuilding companies put in a lot of effort to build their
networks and reputation, both domestically and internationally.
However, companies face a number of limitations regarding marketing. These include
lack of available capital to invest in show and demonstration boats, as well as high costs and
logistics related to attending boat shows which mean that these are not accessible for all
companies (companies may however be able to arrange with buyers to use boats as show
boats). Companies often do not allocate funding to support their marketing efforts. Also,
29

Anecdotal evidence has the annual rent for the Elliot Basin increasing from R980 000 in 2010 to approximately
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staff complements at companies for marketing are small – companies sometimes have a
small marketing team, e.g. 1 or 2 individuals, but marketing is mainly part of the owner or
director‟s role. This means that companies focus on specific target markets, rather than
spreading their efforts across geographic regions. Furthermore, where companies have tried
to enter new markets, this has been found to be a lengthy process and companies have
experienced difficulties in adapting to different operating environments and cultures. This
means that companies are highly dependent on relationships and links with dealers (in the
case of luxury boats) for entry into new markets. Also, there are concerns around the effect
on the industry‟s reputation where a South African boatbuilding company is seen as
providing poor service or quality. International clients tend to react negatively to the whole
industry if there is negative press on a certain boatbuilding company. Available financing for
customer purchases is a further constraint, particularly in the domestic market where boats
are not eligible for asset financing. Some companies have included financing as part of their
product offering to support access to markets. The ability to provide in-market after-sales
support is also important, and presents challenges for South African companies. For
companies bidding for public sector opportunities, preparation of tenders is a costly exercise.
In addition, high transport costs to markets form a large part of companies‟ costs, with a high
proportion often going towards internal transport to shipping facilities, as well as high
transport costs to market (with the exception of sailboats which can reach the market “on
their own bottom”). In addition, because of lower traffic and volumes between African ports,
it is often as costly to reach African markets as it is to reach markets further afield.
In terms of management of companies, recent closure of a number of companies has
highlighted the need for strong management and a professional approach. In particular, cash
flow management, supply chain management and efficient production management are
seen as gaps in management capacity. Furthermore, there is often very limited capacity
internally to deal with administrative tasks (e.g. incentive applications and follow-ups).
Industry collaboration is limited. Despite the number of manufacturers being relatively
small, manufacturers treat each other as competition. This means that there is limited or no
interaction between boatbuilding companies, including on areas where there could be
cooperation (e.g. R&D of a particular component, joint ventures in the commercial market to
rest economies of scale for government tenders or to enter new markets). Furthermore,
where companies are operating below capacity and need to finance relatively large
overheads there may be opportunities for closer collaboration to make efficient use of
available infrastructure and premises. Some cooperation has taken place at a limited scale,
for example sharing or loaning out staff in periods of low activity.

6 Support for the South African boatbuilding industry
Several institutions provide support to the industry across areas such as industry
representation, financing, standards, marketing and R&D.
One of the new avenues of support will be through the dti‟s Industrial Policy Action Plan
2011/12 to 2013/14 (IPAP 2), which has included boatbuilding as a target sector for support.
IPAP 2 targets the following key actions (although for many of these the exact details of
support have not yet been finalised)30:
 Industry standards and accreditation:
– Develop standards for quality, safety and environment
30
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–






Establish support programmers to deal with costs associated with changing
manufacturing processes
Trade policy: review the applicability of the current tariff structure
Skills development strategy: investigate a industry-led training initiative
Designation for public procurement: encourage expanded local procurement by
government and related entities
Industrial financing aimed at funding stock boats and upgrading plant and machinery

The table below provides an overview of existing support institutions.
Overview of boatbuilding industry support in South Africa
Area of support

Description of support
 Boating Industry Association of South Africa (BIASA)
 SABBEX, various industry support activities, including publishing an industry

directory
 Marine Industry Association, aims to assist in identifying and developing

domestic and export markets for the boatbuilding sector, support includes:
Industry
– Hosting of 2012 ICOMIA congress and IFBSO
representation
– Hosting industry meetings
and information The eThekwini Maritime cluster aims to support knowledge sharing, enterprise
sharing
development, and access to markets
 Initial dialogue has taken place in the Eastern Cape towards a Nelson Mandela
Bay Maritime Cluster
 South African Institute of Marine Engineers and Naval Architects
 Representative bodies of related industries: PCA, SEIFSA
 The dti
– Section 12i Income Tax Allowance (support for green- and brownfield
investments)
– Manufacturing Investment Programme (reimbursable cash grant for
Industry
expansion or new manufacturing facility)
financing (in
 IDC: Gro-E Scheme:
addition to private
– Funding of start-ups and expansions at reduced rates
sector financing)  Export Credit Insurance Corporation (ECIC)
– Underwrites bank loans, supplier credits and investments outside South
Africa in order to enable South African contractors to obtain international
contracts
 DBSA: Jobs Fund – although small number of projects approved to date
 SETAs: MERSETA and Services SETA
– Provides mandatory and discretionary grants for skills development
– Approves in-house training programmes
 Support previously offered through CTBi:
Skills
– Offer American Boating and Yachting Council (ABYC) technical training
development
– Continuing professional development workshops
– Accredited technical training
– Statutory training
– Online jobs market
 Training service providers, including the Boatbuilding Academy
 Standards South Africa (STANZA)
Support for
 South African Bureau of Standards (SABS)
standards,
 SAMSA
quality,
 SABBEX – accreditation based on an Industry Code of Conduct (which aims to
accreditation
ensure a minimum standard with respect to several issues such as quality,
and metrology
service, and warrantees)
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Description of support
 CSIR (Advanced materials; Defence, peace, safety and security)
 DST/ National Treasury R&D tax incentive:

Product
development,
innovation and
R&D







Labour relations





Marketing and
export support


– Section 11D of the Income Tax Act allows a deduction of 150% in
respect of expenditure on eligible scientific or technological R&D within
South Africa, and an accelerated depreciation on assets
The dti:
– SEDA Technology Programme (STP)
– Technology and Human Resources for Industry Programme (THRIP)
– Support Programme for Industrial Innovation (SPII)
Technology Innovation Agency (TIA)
– Supports small businesses with novel or innovative technology
Education and research institutions (e.g. CPUT adaptronics)
Metals and Engineering Industries Bargaining Council (MEIBC) – consists of
31
employers and trade unions and decides on several labour issues :
– Minimum wages
– Conditions of employment (hours of work, leave, maternity benefits, etc.)
– Benefit funds (pension, provident etc.)
The dti Export Marketing and Investment Assistance (EMIA) programme
– Consideration of reimbursement of up to 50% of the costs for
transporting samples or freight to national pavilions (not exceeding
R125,000 which can be claimed upon return of the boat and limited to
32
three boats per event)
ITAC:
– Government Gazette 34363, Notice R508: it is possible to import goods
for use in the manufacture, processing, finishing, equipping or packing of
goods exclusively for export, under a 470.03 import permit
– Manufacturers have to apply for the 470.03 permit to the International
Trade Administration Commission of South Africa. In the application,
manufacturers must include all items that carry tariffs to be used in the
above-mentioned processes. Once granted, these goods can be brought
into the country duty free and will be booked into a bond store.
SABBEX
– Aims to support export promotion, export development and market
prioritisation
– Accreditation
– Organisation of national pavilions at boat shows
– Supplying consumer information
– Development of a proposal to support financing of show boats (along
with the dti)

Existing support from industry bodies has been consolidated through the establishment of
the Marine Industry Association, which incorporates BIASA and will take on some of the
support previously provided through CTBi (which has ceased to exist). This national
association will aim to provide greater cohesiveness to industry support, as well as working
with other existing structures (e.g. it has developed a MoU with SAMSA; seeks to
collaborate with EMC). SABBEX will retain its own identity, focusing on support for exports.
A number of private sector companies also play a key role in support across the above
areas, for example boat shows (National Boat Show and Dive Expo, Durban Boat Show,
Cape Town Boat show), industry publications, financial service providers, and training and
education service providers and institutions.
While support is offered across a broad range of areas as described above, discussion with
industry stakeholders has raised a number of gaps in support and challenges regarding
31
32
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accessing support.
Obtaining financing, in particular for working capital, is a widespread concern amongst
boatbuilding companies. Boatbuilders have to pay substantial costs for production up front
(e.g. import duties on materials), but only recoup money on delivery – which may be up to a
year later. Commercial banks are seen as risk averse and do not view a boat in process of
being built as offering collateral. Thus, financing the building of the boat (even when the
sales contract for the boat has been secured) is a challenge, and boatbuilders must source
financing from overseas. In some countries, home governments are able to provide financial
support to boatbuilders based in that country for delivering on tenders (particularly for the
larger naval contracts). In addition to cash flow difficulties for building on order, due to lack of
working capital companies also cannot invest in stock boats (or semi-complete boats), which
would provide advantages through shorter lead times or ability to use existing stock as
demonstration boats.
A key support gap raised by boatbuilders is limited access to launching facilities, in
particular in the Western Cape due to harbour complexities. An attempt was previously
made by the CTBi to provide dedicated launching facilities for the industry at the Elliot Basin.
However, a decline in industry demand along with an increase in rental price (and reported
unwillingness to offer a long-term lease to encourage investment) meant that rental of the
Basin by the CTBi for use by the boatbuilding industry was no longer viable. Boatbuilders
face high costs for transport and launching craft, which could be addressed to some extent
by a dedicated launching facility.
Boatbuilders use the EMIA incentive for marketing support and the increase to the funding
limit was well-received, however several companies have raised the need for additional
marketing support. In particular, several industry players have raised the need for financial
and management support for a showboats to tour the various boat marketing circuits
(SABBEX is currently developing a proposal in this regard) which is difficult at present due to
the high costs of building boats and cash flow issues,. Another suggestion by industry
players was to support inward marketing, rather than outward marketing. Assisting clients to
visit South Africa to view boats and manufacturing facilities could potentially produce better
results than boat shows (if focused on the right markets), and would be more cost efficient
as the boats do not need to be transported. Some companies have indicated that where the
dti assisted with this kind of support in the past, it proved to be very effective.
Companies have also indicated that public procurement is not being leveraged to the
full benefit of the industry and fails to take into account industry capacity when planning
procurement timeframes and bundles. The South African navy‟s Project Biro acquisition
programme was given as an example where South African boatyards could have
collaborated to provide the required capacity.
There also seems to be a gap in support related to innovation and product
development. While THRIP and SPII are available to support research and development
collaboration and innovation, these programmes require significant investment in time and
costs to explore as well as a long term commitment from industry participants to engaging in
research and innovation. Companies in the boatbuilding sector with limited internal
resources are hesitant to add additional costs and risks through engaging in such
programmes.
Obtaining certain production standards (e.g. CE or ISO) can be costly. The South African
Bureau of Standards (SABS) publishes the relevant ISO standards and has set up a
committee to review the standards33. South Africa is now represented on various
international ISO panels and technical committees.
33
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Efforts to improve skills development in the industry through the boatbuilding academies
have been favourably received, however gaps remain. There has been a strong focus on
technical skills, however companies have indicated that these skills are relatively easy to
develop (and with declining activity skills availability has increased) and that a gap exists at
management level (e.g. project management). Companies may be willing to provide work
placements, however they have found work placements to be costly (although companies
indicated that it is difficult to calculate the cost to the company) and accessing subsidies or
rebates to be a lengthy and bureaucratic process. At a higher education level, there are no
specialised courses in design and engineering for marine application – work is currently
underway however to investigate the possibility of a naval architecture course at
Stellenbosch. More widely, there are issues around the broader framework for skills
development and coordination across support institutions, for example, issues with
development and adoption of training materials.
Labour wage concerns were raised by a number of companies. Small boatbuilding
companies are subject to wage and labour conditions agreed by the bargaining council;
however, they feel that small companies are underrepresented in the bargaining process. All
boatbuilders must therefore comply with conditions such as bonuses, 13th cheques and
wage increases despite many companies not being able to maintain current employment
levels and struggling to remain profitable.
A number of boatbuilders have also raised concerns that timeframes for incentives do not
fit with required industry timeframes. For example, exemptions on import duties of
components to be incorporated into export products may not be applicable where
boatbuilders have long production timeframes. Furthermore, industry players have indicated
that delays, long timeframes and uncertainties regarding the incentive application
assessment process mean that potential benefits of incentive programmes can often not be
built into a company‟s planning around investment.
In addition to suitability of support, there also seems to be limited awareness of support,
as well as limited capacity of boatbuilders to investigate, apply and follow-up with
government to access support (in particular for smaller companies with small management
teams). For example, the dti financing incentives for expansion or new investments (Section
12i Income Tax Allowance; Manufacturing Investment Programme) seem to be less well
known in the industry – a company that recently acquired land to expand operations was not
aware of these incentives (even though they were busy with a project that would be eligible).
Where companies have used incentives (MIP in particular), they have indicated that these
were very helpful.
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Examples of company experience indicating reasons for low incentive take-up
Input from stakeholders includes:
 For a recreational boatbuilder, eligibility for MIP incentive fell away when employment fell below

expectations, which it indicated was due to the effects of the recession
 A recreational boatbuilder which had applied under EMIA for support to attend a boat show was

required to send a different staff member rather than the staff member specified in the application,
due to client commitments
 A recreational boatbuilder using EMIA was unable to apply without submitting waybills for airfreight
of samples – which is not applicable for a show boat

New Zealand’s marine industry cluster – institutional framework

34

The New Zealand marine sector has grown exponentially since the 1980s, registering 7% growth
between 2003 and 2008. The institutional framework for supporting the marine industry in New
Zealand is outlined in the diagram below.

There are two industry-led associations supporting the marine sector in New Zealand, the Marine
Industry Association (MIA) which is an industry association for any NZ marine companies, and the NZ
Marine Export Group which focuses on export support and collective marketing for NZ firms in
international markets:
 The Marine Industry Association has approximately 500 members accounting for 50% of the
marine industry. Membership fees are between NZ$400 and NZ$1,200 per year (approximately
35
US$330 to US$990 ). The Boating Industry Training Organisation (BITO) is a division of the
MIA.
 NZ Marine Export Group was formed in 1992 and has approximately 170 members who are
involved in the marine export sector directly and indirectly. The Export Group‟s membership
accounts for 85% of total marine exports.
Support provided
MIA‟s key activities include collecting data, disseminating information and promoting collaboration.
The MIA has also invested in a number of local boat shows in New Zealand, including the National
34
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Microeconomics of Competitiveness; Marine Industry Association of New Zealand (2008) „Annual Report for the
period to 31 December 2007‟
35
Based on an exchange rate of 1N$: 0.818810 US$ [as of 07/03/12]
Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

32

the dti – Boatbuilding industry competitiveness and market development

March 2011

Boat Show, the Auckland International Boat Show and the Christchurch Boat Show. It also funds a
number of working groups and committees that focus on specific issues facing the New Zealand
marine industry. In 2007, these included:
 Refit Group
 Ship and Workboat Group
 8m+ Quality Build Programme
MIA has also succeeded in encouraging collaboration amongst its members – in particular, in terms of
hiring out machinery and contracting out labour.
NZ Marine Export Group‟s activities are more focused on market development. Its activities include:
Supporting for new exporters through technical assistance and identification of opportunities
Supporting members with boat show and trade mission planning
Providing opportunities for collective show space under the NZ Marine banner at trade shows
Providing a single point of contact for export enquires, which NZ Marine then redirects to
appropriate members
 Providing international marketing support, such as the “NZ Marine Excellence Directory” (sent out
worldwide)
 Holding international events such as the New Zealand Millennium Cup Superyacht Regatta and
symposia such as Yacht Vision and the Superyacht Captains‟ Forum.





In terms of collaboration, the institutions do work together and share facilities. Interviews with
stakeholders in the marine sector in New Zealand indicate that most collaboration in the industry
36
“occurs naturally on a project by project basis ”. Additionally, both organisations collaborate with the
NZ Trade and Industry organisation.
However, despite the success and growth of the NZ marine sector, the institutional framework,
particularly the MIA, has been criticised by some industry participants. The MIA is regarded by some
37
as more of “a forum for MDs to meet ” rather than an institution through which to foster real
collaboration. Additionally, the MIA only accounts for 50% of all marine-related companies, with
smaller firms questioning the value of membership.

36
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SECTION C: BOATBUILDING MARKET AND OPPORTUNITIES ANALYSIS
7 Overview of boatbuilding market
7.1

South African boatbuilding market

Note: While this project focuses on supporting access to export markets for the South
African boatbuilding sector, the South African domestic market has also been raised as a
key opportunity. As the COFISA report notes, strong export industries elsewhere tend to be
supported by vibrant domestic markets (for example in France), where supply to the
domestic market acts as a “bread and butter” market. This section presents available
information on South Africa‟s domestic boating market, focusing on the market for
recreational boats.
Industry estimates for overall ownership within the domestic market include the following:
 Between 30,000 and 100,000 registered boats in South Africa, depending on the
definition of a boat38
– South African Sailing reports that they currently have around 6,000 registered craft,
of which approximately 5,000 are sail, and 1,000 are power39
 About 1,000 boats with outboard engines and 150 boats with inboard engines are
estimated to be sold locally per year40
 An estimated 2,280 outboard motors were sold through wholesale channels in 2011,
destined for the domestic market41
Domestic demand is supplied both by imports and local production. Total imports in 2010
were valued at US$27m (based on trade statistics). These imports were broken down by
key products (based on HS categories) as follows:
 Rowing boats, canoes, sculls and other pleasure boats (includes power boats with
outboard motors): US$8.9m (33%)
 Motorboats, other than outboard motorboats: US$5.8m (21%)
 Sailboats, with or without auxiliary motor: US$4m (15%)
 Inflatable pleasure craft: US$1m (4%)

38

http://www.capetown.travel/media/blog/entry/cape_town_boat_industry_on_the_up/
Registration is compulsory for vessels in excess of 9m in length, and optional for vessels less than 9m. Sailing
SA is one of the registration agents authorised by SAMSA.
40
http://www.capetown.travel/media/blog/entry/cape_town_boat_industry_on_the_up/
41
Association of Motorcycle Importers & Distributors (AMID). According to Honda Marine, roughly 1 in 4 exported
RHIBs is fitted with an outboard engine prior to export. The remaining 3 in 4 are exported without an outboard
motor, and are fitted with motors in the destination market.
39
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As shown below, imports have declined from peak imports in 2006 (for rowing boats,
canoes, sculls and other pleasure boats) and 2007 (for motorboats other than outboard
motorboats):
South African boat imports 2001 to 2010 (based on trade statistics)

In addition to imports, the South African boatbuilding industry does also supply the domestic
market. Forty-three core boatbuilding companies provided complete information regarding
turnover and the split between domestic and export markets42. This provides an indication of
supply to the domestic market – of total turnovers of R456m earned by these 43 companies
in 2011, R211m was added through local sales. Supply to the domestic market is a much
higher proportion of sales for smaller boats and motor boats:
Category
Total (43 verified companies)
Sailboats, small – dinghies (3 verified
companies)
Motorboats, recreational and commercial
(14 verified companies)
RHIBs (5 verified companies)
Personal Water Craft (7 verified
companies)
Sailboats, large (14 verified companies)

R456.9m

Domestic sales
value
R211m

% of sales to
domestic market
46%

R2.4m

R2m

84%

R161.4m

R134.1m

83%

R15.1m

R9.5m

63%

R34.5m

R21.3m

62%

R258.7m

R44m

17%

Total turnover

Confirming the declining trend in imports, stakeholder input indicates that the domestic
market for larger 45-80’ (13-24m) luxury yachts has contracted post-recession, with
domestic sales reported to have slowed significantly over the past 36 months. South African
Sailing also reported very few new registrations during 2012, with the majority of ownership
changes taking place due to second-hand sales.
In terms of demand trends in the larger boat segment, demand is heavily weighted in favour
of motor yachts, with one stakeholder reporting that 5 out of every 6 sales domestically are
motor yachts. Sales tend to be predominantly into Cape Town (with clients mostly based in
Cape Town or Gauteng). Sales are very much driven by branding – buyers want to be
associated with the big global brands, and this is as much a quality assurance as it is a
symbol of status. However, some domestic yards are managing to remain competitive with
42
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imported boats. For example, the Butt Cat 42‟ (12.8m) cruising motor yacht retails at R11.4m less than its closest imported rival, the American built 43‟ (13.1m) Luhrs.
There are indications that sales of motor boats up to 42’ (12.8m) are on the rise, with one
boatbuilder reporting the highest level of interest during January in four years, with an order
book stretching 6 months. Domestic sales of larger fishing boats (up to 42‟) and ski boats
are generally into coastal marine hubs such as Cape Town, Durban, Mossel Bay, Port
Elizabeth, East London and surrounds, as well as inland (mostly Gauteng). Drivers behind
sales differ between the coastal and inland markets: boat sales into Cape Town, for
example, are driven firstly by a combination of price and performance, secondly by the ability
to operate at sea, and lastly by design and modernity; sales into Johannesburg are driven by
design and looks first, ability to be transportable on trailers second, and price last43. Inland
sales tend to be confined to the smaller ranges of ski-boats (up to 25‟ (7.6m)).
Reflecting this trend, total wholesale sales of outboard motors (into dealer networks) in 2011
were up roughly 10% from 2010, with total sales reaching 2,850. However, sales are still
well below the highs reached in 2007, when national sales peaked at 6,700. Furthermore,
the composition of demand is shifting towards 4-stroke engines. In 2005, the 4-stroke engine
sales comprised 12% of total sales; in 2011, the split was 50-50. According to Honda
Marine, the shift is due to a declining recreational market, demand for fuel efficiency by
commercial operators who often spend all day at sea (the 4-stroke is 60% more fuel efficient
than the 2-stroke), and added emphasis on the need for cleaner engines. The figure below
illustrates the total sales of outboard motors domestically, as well as the changing
composition of 2-stroke vs. 4-stroke engines on a relative level.
Outboard motor sales in South Africa

The shortage

of berths and

moorings,
in particular for larger craft, is seen as a constraint to growth in the domestic market. For
larger craft, buyers want to be associated with the more prestigious marinas such as the
Cape Grace marina, and these marinas are already near capacity in the off-season.
Stakeholders note that, should there be a recovery in demand to 2007 highs, there would be
a severe shortage of mooring facilities in the Cape. Mooring availability is also holding back
sales in the smaller to medium-sized motor boat market. Shortages, coupled with increasing
demand, have caused mooring costs to increase significantly: for example moorings in St.
Francis Marina have risen by roughly 300% in the past 6 years. Port Elizabeth harbour only
43

One stakeholder suggested this to be because boats intended for Cape Town were intended for more usage,
and thus performance was the biggest driver. In Johannesburg, on the other hand, boats are used far less
frequently, and are more a status symbol: hence the importance of modern design and looks.
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has moorings to accommodate 28 ski boats. In Cape Town, the majority of ski boats moor in
either Hout Bay harbour, or in Gordon‟s Bay, and stakeholders indicate that both are in need
of expansion, with an increase in moorings.
Many yacht clubs within marinas have already reached their expansion limits, and as such
the boat to member ratio is quite low. For example, Royal Cape Yacht Club has 2,500
members, of which only 30% are estimated to own boats (360 of the available 425 berths
are allocated to the members). Durban marina is 90% full during the off-season and 100%
full during peak season (during which some yachts have to be turned away); Knysna Quays
is 80% full during off-season and 100% full during peak season. Marinas and yacht clubs
also indicated that they lack the finances to expand infrastructure, or are limited by
geographical constraints. However, several yacht clubs also attribute limited growth in
membership and boat ownership, due to the recession and the luxury nature of boating.
Berth and mooring estimations for selected marinas is as follows:
Selected marinas
Royal Cape Yacht Club
(2,500 members)

Boat storage
12m (39‟) in length
 65 for rent, 360 allocated to

membership base
 7 dry stack storages
Durban Marina
(Royal Natal Yacht Club has
580 members, and Point Yacht
club has 1,400 members)
Water Club, Granger Bay
Club Mykonos, Langebaan
Knysna Quays
(Knysna Yacht Club has 1,600
members, allocated 20 berths
at Knysna Quays)
St Francis Marina
Harbour Town, Gordons Bay
L J Wilson Commercial Marina,
Durban
Bluff Yachtclub, Durban
Port Elizabeth harbour
Pretoria Sailing Club
Boskop Yacht Club

Employees

 425 berths (7m (23‟), 10m (33‟) or

 400 berths (up to 40m (130‟) in

length, 12m (39‟) wide)
 150 berths
 120 berths
 105 berths (8-15m (26‟-49‟) in

length, including five 15m
(49‟)x12m (39‟) berths)
 50 offshore moorings for yacht
club members
 100 berths
 100 berths

 40 permanent

employees, security
is outsourced

 25 permanent

employees

 1 permanent

employee (cleaning,
maintenance,
security all subcontracted)

 30 moorings





50 moorings
28 ski-boat (<12m (39‟)) moorings
300 storage bays
100 storage bays

 3 employees
 2 employees

Differences in import tariffs for completed goods vs. imported materials and components
affect the ability of domestic suppliers to competitively serve the market. While completed
boats may enter the country duty-free, key inputs to boatbuilding such as balsa core,
fibreglass, epoxy resins, etc. do face duties. For example, import tariffs placed on sailboats,
with or without auxiliary motor (HS890391), motorboats, other than outboard motorboats
(HS890392) and rowing boats, canoes, sculls and other pleasure boats (HS890399) are 0%
for EU states and US. At the same time, import tariffs on articles such as balsa core
(HS44219090) remain as high as 20%, epoxide resins (HS3907) remain in excess of 3%,
articles of glass fibres (HS7019) are in excess of 3%, etc.
A local windsurf-board manufacturer noted that an entire windsurf-board can be imported for
less than the equivalent amounts of raw materials, and that this discrepancy is largely the
result of tariff irregularities. An importer of ski boats from the US noted that it sells an
average of 60 imported boats per year, with about 90% destined for the domestic market,
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achieving a turnover of R30m in 2011, at a gross profit margin of 20%. As such, it is clear to
see that importers have found space to operate at high margins alongside local boatbuilders,
who are operating much closer to the market, but on similar margins (10 recreational and
commercial motor boat companies indicated an average 25% gross profit margin in 2011).
Overview of South African public sector vessel purchases
South Africa Navy
 Project Xena (started in 2008)

44, 45, 46

– Project aimed at upgrading the existing Maritime Reaction Squadron and includes command,
control & communications, transportation, armament and base camp elements, in addition to
craft procurement
– The patrol boats also have inboard water jet motors so they can cross sandbanks, vegetation
and shallows, unlike the previous MRS fleet
– Total cost of the project is R85m and has 97.2% local content
– Craft procurement: 15 x 10.3m patrol boats
– Each patrol boat costs R4m and uses aluminium hull designs
 Project Biro
– Project aimed at rejuvenating the Navy‟s sea patrol capability
– Acquisition of 9 multi-purpose craft – 3 offshore patrol vessels between 80 and 85m LOA, and
6 inshore patrol vessels 53-55m LOA
Other organisations
 South African Police Service (SAPS):

– Maintains permanent sea border controls at Richards Bay and Simon‟s Town
47
– In 2007-8 the following purchases were undertaken :
- 2 x 20m patrol vessels (French supplier)
- 9 x 7.8m RHIBs for small harbour patrol
 National Sea & Rescue Initiative (NSRI)
– NSRI is a volunteer organisation and has a fleet of 72 rescue vessels, from small craft up to
13m deep sea rescue craft
– Boat suppliers include Cape Town-based Gemini
 Department of Environmental Affairs (DEA) / Department for Agriculture, Fisheries and Forestry
(DAFF)
– The DEA commissioned four inshore patrol vessels varying in length between 46 and 83m for
48
the cost of R452m . The vessels were launched in 2004-5.
– These vessels patrol South Africa‟s EEZ and aim to safeguard South Africa‟s protected
maritime areas, help crackdown on illegal poaching, over-fishing and the illegal discharge of
fuel.
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http://www.defenceweb.co.za/index.php?option=com_content&task=view&id=437&Itemid=363
http://www.defenceweb.co.za/index.php?option=com_content&task=view&id=892&Itemid=363
46
http://www.defenceweb.co.za/index.php?option=com_content&task=view&id=887&Itemid=363
47
http://www.saps.gov.za/saps_profile/strategic_framework/annual_report/2007_2008/5_prg2_vispol.pdf
48
http://www.defenceweb.co.za/index.php?option=com_content&view=article&id=8706:daff-ships-clock-up-seatime-&catid=51:Sea&Itemid=106
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Global boatbuilding market

The market for boats globally spans a range of commercial and recreational markets. In the
recreational segment, motorboats represent the largest part of the market, accounting for
approximately 75% of the global leisure boat industry, compared to sail boats, which account
for approximately 20%. The sail boat market comprises mostly of “competitive leisure
boaters” and sailing is considered a sport in comparison with recreational motorboats that
can be seen as a hobby requiring significantly less expertise and knowledge for operation, or
a means to take part in other activities. International trends suggest that demand in
emerging markets such as Brazil, India and China is overwhelmingly for recreational motor
yachts and motor boats, not sailboats. Within the recreational motor power segment, fishing
is the main market segment making up approximately 45% of the total world market for all
categories of leisure boats.
The following estimates provide an overview of boat ownership scale and penetration in
selected key markets:
Estimates of boat ownership
Country

49

Boat park estimate

Sweden
Canada
Italy
Germany
Norway
France
Japan
Denmark
Netherlands
Spain
Poland
South Africa
China

13,000,000
2,200,000
880,000
750,000
700,000
600,000
421,000
366,000
250,000
240,000
82,000
25,000

Boat ownership per capita
estimate
1:7
1:15
1:66
1:108
1:7
1:120
1:303
1:15
1:64
1:167
1:471
1:1,700
1:900,000

The recession has had a significant impact on recreational boat demand in advanced
economies and the industry has experienced declining sales of new boats and a burgeoning
second-hand market. The new boating customer base has also been shrinking as financing
mechanisms have been withdrawn from the market. In response to decreased market
demand in Europe and the US, large boat manufacturers are attempting to diversify into new
markets. Brazil in particular is seen as an attractive market for international brands but the
country‟s high taxation and customs duty on imported boats has led to many international
firms establishing operations in Brazil itself. To date Ferretti, Brunswick Corporation, SESSA
Marine and Rodriguez Cantieri Navalli have signalled their intention to establish a
manufacturing presence in the country.
In terms of global supply trends, boatyards producing recreational craft can be divided into
small- and medium-sized yards (often linked to seaside/ lakeside areas), large boatyards
with high quality, medium volume production, and boat repair and retrofit yards. Larger yards
tend to emphasise flexible manufacturing systems and use of CAD for design. Globally there
has been a trend towards industry consolidation, in particular for larger boatyards to absorb

49

International Boating Industry, Key market facts
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smaller yards50. Design is seen to be increasingly important, driven by requirements such as
fuel efficiency, customer tastes and specifications, and regulations covering issues such as
environmental impact and noise51.
The recession has also put pressure on recreational boat distributors, whose business
model relies on purchasing inventories from the boatbuilders and carrying all the sales risk.
Increasing numbers of distributors are going out of business.
In terms of the commercial boat segment, fishing boats account for the largest number of
boats in terms of volume, although the majority of these are small, un-decked fishing boats,
typically used for artisanal fishing in Asia and Africa. Specialised work boats such as
pollution control, offshore wind farm support and patrol vessels are typically customised
vessels and volumes manufactured are smaller in volume but higher in value.

50

Francesetti (2006) „Recreational Boat Yards: World Structure of the Industry and Importance of Social
Responsibility‟
51
COFISA, p.15
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8 Potential export opportunities for South Africa
This section presents market and competitor research conducted for selected potential
opportunity areas. These areas were selected based on discussion with the project steering
committee, and informed by initial research and analysis.
These areas are as follows:
1. Expanding markets for existing strengths in luxury multihulls (sail / power)
1.1
1.2
1.3
1.4
1.5

China
Southeast Asia (including Indonesia, Thailand, Malaysia)
Brazil
India
Middle East

2. Bespoke, larger catamarans (60-100ft+) to the global market of very high and ultra high
net worth individuals
3. Expanding commercial boat supply (incl RHIBs) to sub-Saharan Africa
3.1
3.2
3.3
3.4

Harbour work boats – fire-fighting and pollution control
Patrol boats, RHIBS
Oil and gas supply – crew transport and provisioning
Fishing and ferries for low value markets

4. Developing service offerings – superyacht repair, maintenance and refit
For each of the broad areas of opportunity, the following sections present an overview of the
product and market segment and discuss market attractiveness, market entry channels, and
barriers to market entry. Key purchasing decisions are then identified for each segment. For
each of these key criteria, the performance of South Africa relevant to selected international
competitors is discussed. The next section (section 10) draws conclusions on strengths,
weaknesses, threats and opportunities for each of these opportunity areas.

8.1

Expanding markets for medium-sized luxury multihulls

8.1.1

Medium-sized luxury multihulls overview

Luxury multihulls can be divided into sailing catamarans and power catamarans; with the
power cat segment nascent and yet to be fully established internationally52. Within the
product segment there are a range of different options, from fully customisable catamarans
with options on the hull material, to standard production line models. Cruising multihulls
between 40‟ (12m) and 60‟ (18m) are the most popular models. The most popular hull
material in the luxury multihull segment is glass-reinforced plastic (GRP), although high-end
manufacturers in the medium-sized luxury hulls segment, such as Catana, use carbon fibre
in order to minimise weight.
In general, clients for medium-sized multihulls are high net worth individuals53 and charter/
tour operators. Charter operators typically purchase „off the shelf‟ models with limited
52

Stakeholder interviews
High net worth individuals are generally defined as being individuals with over US$1m in liquid financial assets;
very high net worth and ultra high net worth individual are seen as individuals with net worth over US$5m
53
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customisation, although the charter industry is also used as a financing mechanism for
private boat owners, in which case sailboats may have a higher level of customisation.
Existing markets for luxury multihulls include „traditional‟ markets such as the US, EU and
Australia, however developing country markets such as Brazil, India and China, as well as
non-traditional markets such as the Middle East and Southeast Asia are emerging as growth
markets for luxury yachts. This section focuses on these emerging markets.
Key competitors in the sailing catamaran segment include Lagoon Catamarans (part of the
Beneteau Group), which focuses on the first-time buyer market, and Catana, a high-end
manufacturer of sailing catamarans up to 62‟ (19m). In the power catamaran segment,
competitors are more diverse. As yet, only Fountaine Pajot has established a strong
presence in both the sailing and power catamaran market, with four models in its „Trawler
Catamaran‟ range.
8.1.2

Market demand and trends

Official figures on individual purchases of luxury catamarans in emerging markets are
difficult to establish. However, a brief survey of in-market distributors and yachting experts
has given a rough overview of the number of luxury catamaran sales per year in emerging
markets. These estimates, coupled with statistics on GDP per capita and the number of high
net worth individuals in these countries, can provide a general overview of the markets and
market potential in each country (the US is included below to provide comparison with a
developed market).

Country
Thailand
Malaysia
Brazil
India
China
UAE
United
States

Luxury
catamaran sales
54
per year (est.)
6+
2
10
3-4
10-15

Average GDP
per capita
USD$ (2010)
4,992
8,423
10,816
1,370
4,382
48,500
48,100

Number of
HNWI (2010) in
55
’000s
58

HNWI growth
2009-10

155
153
535
22
3,104

16%
5%
21%
12%
2%
8%

The information above shows that the market for luxury catamarans is still very small in
emerging markets.

54
55

Based on stakeholder estimates.
Merrill Lynch , (2011) „Annual World Wealth Report‟; p.37
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In terms of the charter industry, the most attractive markets are in Southeast Asia
(Thailand, Malaysia), where there is a growing tourism industry and established
infrastructure (marinas, maintenance areas) for charter trips.
Country
Thailand
Malaysia
Indonesia
Brazil
India
China
UAE

KMs of
coastline
3,219
4,675
54,716
7,491
7,000
14,500

No. of international
56
visitors (million, 2010)
15.8
24.6
7
5.2
5.6
55.7
7.4

International tourism
57
growth (2008-10)
9%
11%
12%
2%
6%
5%
5%

The charter market industry can be divided into two segments:
 Charter operators: companies that operate day-charters / longer charters. These
companies can own their own fleet or contract out yachts owned by individuals.
 Boat dealerships: dealers/distributors that offer a charter service to boat owners as part
of their value added services. These boats are owned by individuals but hired out on a
contract basis.
Therefore, while the charter operators represent a potential customer base for South
African boatbuilders, the second segment highlights the benefits of using an established
distributor that offers charter services, as these value added services are likely to encourage
more clients to purchase through such a distributor. Even charter operators with their own
fleets offer a yacht management and charter service for privately owned yachts – for
example, approximately 50% of Dream Yacht Charters fleet in Thailand is offered under the
yacht management programme. In these circumstances, the owner is responsible for
maintenance of the boat, and receives 70% of the income. Dream Yacht Charters receives
30%58.
In China, the market for luxury multihulls is currently small, with fewer than 20 craft being
sold each year. Furthermore, despite the large number of High Net Worth Individuals
(HNWI), boat ownership remains low, with only 1,500 HNWIs (or 0.3%) owning yachts59. The
number of catamaran owners is likely to be a small proportion of this number. The market is
concentrated in the small- and medium-sized boat segment between 24‟ and 49‟ (7-15m)60
and, according to reports, there are only 100 Chinese-owned yachts larger than 60ft in the
country61. Barriers to increased boat ownership include negative cultural perceptions of
sailing and high effective taxes. However, market growth in China is also limited by the lack
of sailing zones in the country and high berthing costs62.
Despite these challenges, the Chinese market is growing at a rate of approximately 33% per
annum63 – Simpson Marine, a mono- and multihull distributor across China and Southeast
Asia, reports that 60% of new sales are generated in China64 and recently signed a contract
to supply a fleet of 33 Lagoon sailing catamarans to Guangzhou-based luxury members club
Tiger Club World in 2011. This was the largest ever single order of yachts for the Chinese

56

UNTWO Tourism Highlights (2011)
UNTWO Tourism Highlights (2011)
58
Stakeholder interview – Sebastian Caveriere, Dream Yacht Charters Thailand
59
Italian Trade Commission (2011) „Market Survey on China Yacht Industry‟; p.7
60
Italian Trade Commission (2011) „Market Survey on China Yacht Industry‟; p.9
61
http://infoseekchina.blogspot.com/2011/05/made-in-china-yachts-costing-27-million.html
62
Stakeholder interview – Sue Grant, Berthon
63
ChinA-British Business Council (2011) „Overseas Market Introduction Service – British Marine Federation‟; p.5
64
Stakeholder interview – Simon Theseira, Simpson Marine Malaysia
57
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market65. The Xiamen International Boat Show reported that 36 boats (worth US$20m) were
sold at the boat show in 2010, and organisers reported that 21 yachts (worth US$24.7m)
had been sold in Fujian province in the first half of 201166.
Profile of a Chinese yacht buyer

The Chinese market is made up of wealthy
Chinese individuals purchasing luxury multihulls
typically 40‟ to 70‟ (12-21m) in length.






67

Male, aged 25 – 45
Based in Shanghai, Guangdong or Beijing
Businessman (manufacturing, IT, real estate)
Price range: RMB1m – RMB5m (US$147,000
– US$738,600)

However, more than 75% of yacht purchases in
China are made by large companies – mainly for
business entertainment and there is forecast to be
growth in the consumption of these „commercial yachts‟ – e.g. owned by marinas/yachts
clubs or companies for use as a venue for weddings, corporate functions, parties68. Yacht
clubs in particular represent a strong market channel, as they are becoming more popular in
China. There are over 90 yacht clubs in the country and these are important for introducing
yachting and yachts to Chinese customers often through chartering services69. In particular,
Qingdao, Shanghai, Xiamen, Shenzhen and Sanya are important locations for yacht clubs,
as shown below.
Location of yacht clubs in China

70

China is also experiencing growing marina infrastructure, although this is still a constraint
to growth at present. Examples of marina infrastructure projects in China include:
 Xiamen Marina (Xiamen): expansion completed in October 2011 to increase the number
of berths from 150 to 38671
 The government of Haikou plans to construct 1,000 berths in the province between 2012
and 2017 (see below)72
 Fuzhou‟s „Yachting Industry Development Plan‟ (Fujian): project includes creation of four
yacht industrial parks and 18 marinas73
65

IBI Plus (2011) „Simpson signs largest ever China yacht order‟
http://www.jingdaily.com/en/luxury/yacht-sellers-to-give-vips-some-extra-tlc-at-xiamen-boat-show/
67
Italian Trade Commission (2011) „Market Survey on China Yacht Industry‟; p.55
68
China-British Business Council (2011) „Overseas Market Introduction Service – British Marine Federation‟
69
Italian Trade Commission (2011), Market Survey on China Yacht Industry‟:p.65
70
Italian Trade Commission (2011) ; p.58
71
https://plus.ibinews.com/2011/08/22/xiamen_to_become_yacht_industry_hub
72
IBI Plus (2011) „China has big plans for yacht market‟ 05 December 2011
73
https://plus.ibinews.com/2011/09/26/fuzhou_to_create_yacht_industry
66
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 Sino Australia Royal Yacht Project (Tianjin): project includes 1,000 berths, a yacht club,
and high-end hotels – due to open in 201874
Hainan Island – aiming to become China’s premier yachting destination

75

The Central and Provincial government in China is supporting the development of Hainan Island as a
regional yachting hub and international boat tourism destination due to its proximity to both Vietnam
and Hong Kong.
In 2011, the government of Hainan Province extended the period foreign yachts can stay in the
province – up to 183 days per year – and introduced new regulations to make more ports available to
foreign yachts. The Government also announced plans to build another 13 yacht ports in addition to
the current three. The “Construction and Development of the Hainan International Tourism Island”
plan also includes construction of 30 yacht piers and 1,500 berths.
It is already an important location for the Chinese boating industry, with 37% of the 1,000 most
luxurious Chinese yachts in mainland China docked at one of Hainan‟s five yachting clubs. The Island
is also the only stop in Asia for the high profile Volvo Ocean Race in 2012.

Thailand represents a growing market for
catamarans – driven by the attractive
coastline, good marina infrastructure and
strong support service industry – for example
in 2007, over 200 luxury yachts were refitted
and repaired in Phuket and over 100 in
Satun76. Simpson Marine, the largest dealer of
catamarans in the region, sold approximately
six sailing catamarans in 2011 – four Lagoon
new builds and two second-hand models77.
Simpson Marine also noted that 2011 was the
first year in which previous monohull clients
switched to multihull offerings due to their
increased comfort, low price and economic
fuel consumption78.

SC46 – solar power catamaran

The SC46 is the first luxury yacht powered 100%
through solar energy. The 46‟ power catamaran is
manufactured by Horizon Shipyard in Taiwan.

The market is forecast to continue to grow in Thailand due to these factors, including growth
in demand for power catamarans in the 40-50’ (12-15m) range. Simpson Marine has
received enquires into the sale of power catamarans but, at present, do not have a supplier
for this product segment. In the emerging power catamaran segment, the long-term trend in
Thailand is likely to be towards „green energy‟ catamarans – such as the electric power
catamaran constructed by Horizon Shipyards in Taiwan79. In the charter industry, all charter
boats must be under the Thai flag, and therefore this may encourage further purchases incountry, due to the beautiful surrounds and the opportunity for additional income in the
growing charter tourist market80. Marina infrastructure in the country is good, as Thailand
has seven operational marinas with more than 12,000 berths. The table below highlights
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https://plus.ibinews.com/2011/10/27/australian_company_builds_yacht_city_in_china
Sources: Italian Trade Commission (2011); p.10; IBI Plus (2011) „China has big plans for yacht market‟ 05
December 2011; Asia-Pacific Boating (2011) „Hainan progresses with plans to be an international yacht hub‟ –
04 May 2001 – www.asia-pacificboating.com
76
New Zealand Trade and Enterprise (2008) „Thailand: Country Brief‟; p.6
77
Stakeholder interview – Mario Zanasi, Simpson Marine – Thailand
78
ibid
79
ibid
80
Stakeholder interview – Sebastian Caveriere, Dream Yacht Charter – Thailand
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these. There are also plans for a new marina – “Jumeirah Private Island Phuket” which will
have 101 berths81.
Marina name
Thailand
Boat Lagoon
Phuket Yacht Haven
Royal Yacht Marina
Ao Po Marina
Lakeside Marina
Siam Royal View
Ocean Marina Yacht Club

Location

Capacity

Andaman Sea
Andaman Sea
Andaman Sea
Andaman Sea
Gulf of Thailand
Gulf of Thailand
Gulf of Thailand

168
220
350
200
41
60
200

The Malaysian recreational market is stagnant, with few local buyers, although Simpson
Marine reported selling two large Lagoon catamarans (a 500 model and a 620 model) to
local buyers in 201182. In general there is a traditional association between sailing and
poverty/lower class fishermen that limits local demand83. What demand there is, is focused
on large 80‟ to 100‟ (24-31m) yachts for the super rich84. Despite this, Malaysia has strong,
and presently under-utilised, marina infrastructure. Malaysia has nine operating marinas with
a combined capacity of 1,070 berths.
Brazil is seen as a growing market for the recreational boating industry as a whole with the
sale of yachts and leisure boats estimated to have grown at 10% per year since 2005 to
2011, except 2009 when growth was flat due to the economic crisis85. The total leisure boat
market is worth approximately US$500-600m per year, with estimated sales of boats over
50‟ (15m) in length estimated at 100 per year86. Local manufacturing output of boats over 14‟
(4m) in length is approximately 5,000 boats per year87. The Brazilian marine leisure and
sports industry is focused around Rio de Janeiro and Sao Paulo, which together account for
56% of the entire Brazilian fleet88. Multihull sales are small – approximately 10 per year –
and limited to the sailing catamaran segment. Despite the overall preference for motor
yachts, sail catamarans are more popular in the multihulls segment, and there is an
emerging sailing culture89. Brazilian customers are focused on craft approximately 38‟ to 50‟
(12-15m) in length.
Marina infrastructure is still to develop but there is some capacity, as well as planned
renovations in the country. The Marina Verolme at Angra dos Reis is a 500-berth marina,
which also has a covered dry stack with capacity for 350 smaller craft. In addition, a
Brazilian marina development company is to invest US$31m in the renovation of two old
marinas – Port Bracuhy and Port Itacuruçá. Porto Bracuhy, when complete, will have 620
places for boats, almost triple the current capacity. Port Itacuruça will take longer, around 14
months, increasing boat storage capacity from 140 to 800 boats. There will also be berthing
for 20 superyachts. However, difficulty in obtaining marina licences due to environmental
concerns may constrain further growth in marina infrastructure90. High taxes for imports also
impact on the attractiveness of the Brazilian market (see section on market entry channels
and barriers below).
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Feedback Ventures (2010) „Feasibility Study: Development of a Marina in the Andaman & Nicobar Islands on a
PPP Basis‟
82
Stakeholder interview – Mario Zanasi, Simpson Marine Thailand
83
Stakeholder interviews – Simon Theseira, Simpson Marine Malaysia and Sue Grant, Berthon
84
Stakeholder interview – Simon Theseira, Simpson Marine Malaysia
85
http://www.ft.com/cms/s/0/15358050-dfa0-11e0-845a-00144feabdc0.html#axzz1dylM1H00
86
Chant (2011) „Overview of the Brazil Leisure Marine Industry – reality vs. hype‟
87
Chant (2011) „Overview of the Brazil Leisure Marine Industry – reality vs. hype‟; p.12
88
Kleinitz (2011) „ICOMIA – Brazil Report‟
89
Stakeholder interview – Jorge Camasmie, ACOBAR
90
Stakeholder interview – Jorge Camasmie, ACOBAR
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The recreational boat market in India is still very small. Overall, there were less than 300
boats registered in India in 2009 – including 120 luxury yachts91, of which luxury catamarans
are likely to be a small percentage. What market does exist, is still dominated by monohulls
– particularly 20‟-40‟ (6-12m) powerboats. In terms of the multihull market, an estimated 3 to
4 catamarans are sold in India each year. This market is relatively stagnant at present, after
consumer confidence fell due to concerns about the global economy92. Lack of marina
infrastructure, in particular, is a challenge. There have however been some recent
developments. Kochi International Marina – with a 37-berth capacity for yachts up to 75‟
(23m) – opened in April 2011 in Kerala. There are also plans for extensive marina
development along the coast between Mumbai and Goa, with the southern Indian city of
Chennai also planning the construction of a luxury marina.
In the United Arab Emirates, extensive marina development has seen 2,500 berths
established since the early 1990s, and there are a total of 11 marinas in Dubai alone. More
widely, the Middle East has a large existing and planned marina infrastructure. Currently the
Porto Arabia marina can accommodate 782 boats, while the Lusail City project is expected
to establish 1,500 new berths93. The Emirates Palace Marina in the UAE is now fully
operational and can accommodate 167 yachts from 12-80m. Yas Marina has been built with
a capacity for 143 yachts from 10m-90m, and additional visitor berthing for superyachts up
to 150m.
8.1.3

Market entry channels and barriers

There are three market entry channels for foreign yacht brands looking to enter new and
emerging markets:
1.
Distributors / dealerships
2.
Representative offices
3.
Joint venture/ wholly foreign-owned enterprise
Each of these could provide a range of services, including marketing activities, sales, as well
as after-sales care (including repair and maintenance, spare parts, yacht management, etc.).
In addition to yacht management, in-market representation could also support yacht charter
services, both as a means of supporting sales, as well as providing a market for boats
(where boats are sold directly into charter fleets).
1. Distributors/ dealerships
The primary market entry channel for luxury catamarans in most markets is through a
distributor network whereby the distributor is responsible for sourcing customers and
conducting sales in the target market or region. This is the simplest market entry strategy,
and the most common in the recreational boat industry.
Previously, distributors took on all the risk and purchased inventory from the boatbuilder, but
this model looks unsustainable. Given the impact of the global recession, distributors are
increasingly unwilling to take on risks of stockboats being sold at a discount, or not at all,
and incurring high maintenance costs94. For example, a large purchase of stockboats by
distributors in Dubai in 2007 has led to a number of unsold products in the UAE‟s marinas95,
while an Indian distributor complained of being unable to shift three stockboats four years
91

Italian Trade Commission (2009) „The Boating | Pleasure | Yachting Industry in India‟; p.1
Stakeholder interview – Sujay Chohan, Ocean Blue
93
IBI News (2010) „Mourjan Marinas wins Lusail City contract – 31 August 2010‟
94
Stakeholder interviews – Sue Grant, Berthon UK and Sujay Chohan, Ocean Marine
95
Italian Trade Commission (2011) „United Arab Emirates Nautical Sector – Market Research: Yachts and
SuperYachts‟
92
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after purchase. In India, stakeholders note that no Indian distributor is likely to stock and sell,
as customers want new models, not the stockboats96. In Brazil, there is a unique separation
of distributor and dealership, so that one company deals with the import and taxation
challenges, and the other focuses on sales and marketing97.
The most effective distributors in emerging markets are those that offer a ‘one stop
shop’ for customers, providing brokerage, financing, charter, berth sales and maintenance
services as part of their repertoire. For example, Simpson Marine in Southeast Asia offers
many of these services, including maintenance and repair services, throughout the
Southeast Asian region. Distributor margins can be high, although this is often necessary to
cover negotiations with clients on the final price. Simpson Marine, in China and Southeast
Asia, for example, look for fairly high margins of 40-45% with the minimum margin being 2025%98.
The changing nature of the boat industry has seen that, where distributors would previously
seek boatbuilders to represent in markets, increasingly the relationship is dependent on the
distributors, who are now being sought out by boatbuilders – particularly distributors with
strong networks and a track record99. The key factors that distributors look for when
selecting a suitable manufacturer are100: financial stability of the company, reliability
(production, spare parts etc.) and quality101. Simpson Marine, for example, use their own
surveyors to check their manufacturers‟ facilities to ensure quality is maintained.
Distributors in UAE

102

Choice of distributor is particularly important in the UAE where legislation makes it difficult to dismiss
a non-performing local agent without protracted litigation in the local courts.
Despite legislative changes in 2006, which removed the requirement that all commercial agents be
either UAE nationals or companies wholly-owned by UAE nationals, and removed the restriction on
the number of agents a foreign principal could appoint, it remains difficult to sell in UAE markets
without a local agent.
See table below for examples of distributors.

However, the exclusive dealership agreements between some distributors and
boatbuilders acts as a barrier to entry for South African sailing catamarans in new
markets. For example, exclusive agreements between Lagoon and their distributors
preclude those distributors from offering any other products operating in the same sailing
catamaran segment. It is still possible for these dealers to represent companies whose
products compete in the power catamaran, or large catamaran (62‟ (19m) and above)
segment103. Exclusive dealerships are also common in the Middle East, where these result
in a high number of re-exports among the Emirates and neighbouring countries104.
The table below highlights key distributors of catamarans in emerging markets and their
„value added‟ activities that are offered to prospective customers. Of particular note are
Simpson Marine (China and Southeast Asia) and Ocean Blue (India) both of whom
96

Stakeholder interview – Sujay Chohan, Ocean Blue
Stakeholder interview – Jorge Camasmie, ACOBAR
98
Stakeholder interview – Mike Simpson, Simpson Marine
99
Stakeholder interview – Jorge Camasmie, ACOBAR
97

101

Stakeholder interview – Mike Simpson, Simpson Marine
UAE Exporter Guide Country Brief, http://www.nzte.govt.nz
103
Stakeholder interview – Mike Simpson, Simpson Marine
104
Italian Trade Commission (2011) „United Arab Emirates Nautical Sector – Market Research: Yachts and
SuperYachts‟; p.14
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Simpson
Marine
Speedo
Marine
Splash
Catamarans
Starship
Yachts
Ocean Blue
Asia Marine
Elite Yachts
Prometheus
Marine
Duboats
ART Marine
CB Nautica
Multihull
Solutions

2.

China, Hong Kong,
Lagoon (exclusive)
Thailand, Malaysia,
Singapore, Philippines,
Indonesia

 

China

Sunreef Yachts





China, Europe, Middle
East
China, Hong Kong,
Singapore, Malaysia

Catana





Alliaura (Privilege/
TransCat)





India
Thailand

Lagoon (exclusive)
Fountaine Pajot,
Privilege
Seawind, Nautitech







 







Sunreef

 



Lagoon








 
 

 

 

Thailand, Malaysia,
Singapore
Singapore, Malaysia,
Thailand
UAE
UAE
Brazil
Australia, New
Zealand

Catana
Fountaine Pajot,
Sunreef Yachts,
Catana, NEEL
Trimaran

Training
courses

Berths

Finance

Maintenance
& repair

Charter

Catamaran
brands

Brokerage

Geographic region
Distributor

New sales

confirmed interest in South African products in the course of stakeholder interviews for this
project. Please note that both are bound by their exclusivity agreement with Lagoon
Catamarans, but could take on South African products in the power catamaran and larger
sailing catamaran (67‟/20m) segments.

 













Representative offices

An alternative market entry channel is for companies to set up a representative office for the
individual boatbuilder. This option offers foreign brands a direct presence in the local market
and ability to gain understanding of the market without a significant investment. It is typically
a second step after a distributor network has been established. In China, for example,
Catana, Ferretti, and Azimut105 have representative offices106.
The role of the representative office is to manage the network of distributors, develop the
business network, conduct market research and facilitate transactions. The representative
office should focus on brand development and hold 2 to 3 stockboats for use at boat shows
and in the case of immediate sales107.
In the Middle East, the typical market entry channel for international brands is the
105

Italian Trade Commission (2011) „Market Survey on China Yacht Industry‟; p.24
Note that Ferretti was purchased by Chinese firm Shangdong Heavy Industry Group – Weichai Group in early
January 2012. Source: IBI News (2012) „Chinese construction firm buys Ferretti – 10 January 2012’
107
Stakeholder interview – Bart Kimman, Northrop & Johnson Asia.
106
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establishment of local subsidiaries that focus on sales, marketing and services108.
3.

Joint ventures/ foreign-owned manufacturing operations

Foreign companies can also enter new markets by establishing manufacturing operations in
the target market –to take advantage of cost benefits for export markets and/or to overcome
import barriers and serve the local market.
International companies have chosen this strategy for entry into the Brazilian market in
particular, in order to avoid the import duties and associated taxes that result in taxes
between 70% and 75%109 on an imported boat. Taxes such as the IPI, ICMS and
PIS/COFINS taxes are calculated from a base rate that incorporates the import tax and
therefore all additional costs reflect this tariff barrier (as well as the CIF value). Furthermore,
the import tax on motorboats has recently been increased to 35% (sailboats remain at
20%). The table below provides an example of the taxes that would be imposed on an
imported boat in Brazil – together with freight and insurance these result in import costs of
over 70% of the FOB value.
Brazilian tax regime for boats

Import Tax
IPI (similar to VAT)
ICMS (similar to VAT)
PIS/COFINS

20%
10%
12%
9.25%

To date, manufacturers such as Brunswick, Ferretti, Sessa Marine and Beneteau have all
announced plans to set up manufacturing activities in Brazil, while Azimut has been in the
market for over 15 years through joint ventures with Intermarine. The size of manufacturing
plants set up has actually been smaller than announced; a British Marine Federation field
trip noted that the 8,000m2 Azimut plant had been reported in the press was 20,000m2, and
the Beneteau factory, quoted as being 8,000m2 will be approximately 3,000m2.
“the Brazilian government has established a protectionist system of taxation and customs duties,
privileging domestic industry and making it very difficult to import craft under 50’”
1
- SESSA Marine

Similarly, in China, international companies such as Brunswick (USA), Bluebay (USA) and
Prout International (USA) have established manufacturing activities in-country110. However,
this route to market is not utilised in the United Arab Emirates, India or Thailand as yet.
Tariffs on recreational craft facing South African exporters more widely into selected import
markets111 are shown below. Some of these place South Africa at a disadvantage relative to
competing countries:

108

Italian Trade Commission (2011) „United Arab Emirates Nautical Sector – Market Research: Yachts and
SuperYachts‟; p.11
109
Stakeholder interview – Jorge Camasmie, ACOBAR
110
ibid
111
All tariff barriers obtained through International Trade Centre online, www.trademap.org
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Summary of tariffs facing
112
South Africa
Market

Brazil

All products
except
listed
exceptions
20%

Exceptions

Sailboats: 8%
Inflatable pleasure craft:
10%
Motorboats: 10.5%
Rowing boats, etc. 10%
Sailboards: 12%

India

10%

Indonesia

5%

Malaysia
Singapore
Thailand
UAE

0%
0%
0%
5%

Summary of tariffs facing other countries for HS
890391 (sailboats) and HS 890392 (motorboats
other than with an outboard motor)
HS 890391
HS 890392

113

China

Sailboards:
0%
If the boat
is defined
as a tool for
business
then the
import tax
115
is 0%
Sailboards:
10%

March 2011

20%: Non-LAFTA
0%: LAFTA
0-3.2%: selected
countries in SE Asia,
South America, and NZ
(1.6%)
5.5%: Pakistan
8%: most countries
30%: selected
114
countries
0%: selected Asian and
African countries, notably
Singapore
10%: most countries

20%: Non-LAFTA
0%: LAFTA
Favourable tariffs to
selected countries, notably
NZ (2.1%)
10.5%: most countries
30%: selected countries

0%: includes China,
South Korea, Malaysia
3%: India
5% for most countries
0% for all countries
0% for all countries
0% for all countries
0% for some ME
countries
5% for most countries

0%: includes China, South
Korea, Malaysia
3%: India
5% for most countries
0% for all countries
0% for all countries
0% for all countries
0% for some ME countries
5% for most countries

0%: selected Asian and
African countries, notably
Singapore
10%: most countries
(largest trading partner is
US)

112

Covers the following products: HS 890391 – Sailboats, with or without auxiliary motor; HS 890310 – Inflatable
pleasure craft; HS 890392 – Motorboats, other than outboard motorboats; HS 890399 – Rowing boats, canoes,
and other pleasure craft; HS 950621 – Sailboards
113
LAFTA comprises Argentina, Bolivia, Chile, Cuba, Ecuador, Paraguay, Uruguay, Venezuela
114
Andorra, Aruba, Bahamas, Bermuda, Bhutan, Bosnia and Herzegovina, Cayman Islands, Comoros, El
Salvador, French Guiana, Gibraltar, Kiribati, Liberia, Marshall Islands, Montserrat, Netherlands Antilles, Norfolk
Island, Palau, Palestine, Seychelles, Turks and Caicos Islands, Tuvalu, British Virgin Islands, Western Sahara
115
Italian Trade Commission (2009) „The Boating | Pleasure | Yachting Industry in India‟; p.4
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Non-tariff barriers can also limit market growth and the ability of South African boatbuilders
to compete in new markets. As illustrated above with import taxes applied in Brazil, high
VAT or sales taxes can increase the cost of the boat significantly and act as a deterrent for
some customers.
Market
Thailand
Malaysia
Brazil

Taxes
VAT
Other
7% increasing
to 10% in 2012
116
0%
Sales tax :
10%
117
ICMS (similar to VAT) : 7-25%
IPI (similar to VAT): 10%

China

India

PIS/COFINS (similar to VAT):
9.25%
17% (imported Consumption
119
goods)
tax : 10%

12.5%
(imported
121
goods)

Other NTB

 Voluntary ACOBAR seal of compliance
 Legislation for non-commercial sea navigation is

set in rule NORMAM-03/DPC

118

 “Guidelines on the Administration of Safety of

Yachts” (2010)
– Liberalised yacht registration, simplified entry
and exit procedures
– Recognises certificates such as CE and
ABYC for import inspections and design
120
diagrams are not now requested
 Guanxi – see below

Sales Tax
(Octoroi): 5.5%
(only payable in
Mumbai)

Doing business in China – the importance of Guanxi
In China, Guanxi is a unique way of conducting business which emphasises personal relationships
and connections. The concept, similar to that of social capital, is crucial to building trust and business
relationships in China, and is often a significant barrier to foreign companies. Crucial to overcoming
this barrier is the choice of an in-market partner with strong guanxi and established businesss
122
networks .

116

A sales tax applies to all taxable goods, whether imported or locally produced. A 5% rate applies to fruit,
certain foods, building materials, alcoholic beverages and tobacco products, whilst goods not specifically
exempted, such as boats, face a 10% rate. - Malaysia International Tax and Business Guide 2010,
http://www.deloitte.com
117
In Amazon State it is 2-3%, but in Sao Paulo it is 25%
118
Kleinitz (2011) „ICOMIA – Brazil Report‟
119
Consumption tax is applicable to the sales value of certain consumer goods – including watches, precious
jewellery, motor cycles, automobiles. Rates can vary from 3% to 50% depending on the item.
120
Italian Trade Commission (2011) „Market Survey on China Yacht Industry‟; p.8
121
World Bank Economy Profile: India, http://www.doingbusiness.org
122
http://dk.cput.ac.za/cgi/viewcontent.cgi?article=1020&context=td_cput&seiredir=1&referer=http%3A%2F%2Fwww.google.co.uk%2Furl%3Fsa%3Dt%26rct%3Dj%26q%3Dchina%2520yach
t%2520industry%2520%2522south%2520africa%2522%2520market%2520entry%26source%3Dweb%26cd%3D
1%26ved%3D0CCYQFjAA%26url%3Dhttp%253A%252F%252Fdk.cput.ac.za%252Fcgi%252Fviewcontent.cgi%
253Farticle%253D1020%2526context%253Dtd_cput%26ei%3Dk4I6T9O2IcLp8QPm6p37Cg%26usg%3DAFQjC
NEbwJ1FNfcWa5gt0LCbDPc4twWivg#search=%22china%20yacht%20industry%20south%20africa%20market%
20entry%22
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Purchasing criteria

Once a client has chosen a particular product – i.e. medium-sized sailing or power
catamaran, he/she will be influenced by the following purchasing criteria:
1.
2.
3.
4.
5.

Style and modernity, including any required features
Lead times and availability
Price, including availability of financing
Branding/ reputation, including good quality and credibility of South African standards
After-sales care

There are some variations across different markets but overall it is possible to divide the
emerging markets into mature and immature markets in terms of the client base and their
appreciation for quality.
Mature markets include countries such as Thailand, UAE and to some extent China/Hong
Kong, where quality, price, customisation and after sales care / maintenance are important.
These markets also include first time buyers, whose characteristics are similar to the
customers in the immature markets below, but in general there is a depth of knowledge and
appreciation of the boating industry in these markets.
In comparison, in immature markets such as Brazil and India, and to some extent mainland
China, customers are typically first time buyers and do not necessarily look for quality or
customisation – seeing a boat as an accessory akin to an expensive car. Therefore,
branding (and the associated price retention in the second hand markets), price and delivery
are more important criteria for consumers.
The Chinese consumer preference is for boats with limited sunbathing/deck space but
large interiors with entertaining space, as the primary purpose of yachts tends to be for
entertaining. Other additional features that Chinese consumers require include airconditioning and karaoke facilities. Accommodation and cabin space is less important, as
Chinese boat owners rarely overnight on board. Delivery times are an important factor in
Chinese consumer purchasing decisions. In order to cater for immediate requirements,
Simpson Marine retain 5 to 6 stockboats in Hong Kong for immediate sale123. These are
typically sold at a lower price than to-order new builds124. Lead times are also important for
custom boats, as clients are unwilling to wait the 18 months to 2 year construction time for a
custom boat125. Design is also important to Chinese buyers with many buyers seeking a
European style – Lagoon, for example use Italian firm Nauta for their boat design126.
Stakeholders indicate that Chinese clients are very strong negotiators and typically look for a
discount of 25% off the marked price127.
In Brazil, the primary use for boats is as an entertainment platform for friends and family –
as such, key product features include large swimming platforms and extensive deck space
for sunbathing128. Boats are typically used for day trips and less often for overnight stays129.
In general, while sailing boats are not as popular as powerboats in Brazil, accounting for just
15%, this is not the case in the multihull segment, where sailing catamarans are more
popular than power catamarans. In Brazil, branding is important as the boat represents a
status symbol, but the product features are less important to clients130.
123

Stakeholder interview - Mario Zanasi, Simpson Marine - Thailand
Stakeholder interview – Bart Kimman, Northrop & Johnson Asia
125
Stakeholder interview – Mike Simpson, Simpson Marine
126
ibid
127
ibid
128
Chant (2011) „Overview of the Brazil Leisure Marine Industry – reality vs. hype‟ UKTI/BMF; p.3
129
ibid
130
Stakeholder interview – Jorge Camasmie, ACOBAR
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Purchasers of multihulls in Thailand are typically private individuals – often expatriates.
The Thai market for recreational boats is a mature market and clients are discerning enough
to appreciate quality, although branding also plays a key role with strong demand for
internationally-recognised brands such as Beneteau and Azimut131. The price retention
in the second-hand market associated with a particular brand is also an important factor in
clients purchasing decision. For example, a Lagoon catamaran may lose only 5 to 10% of its
value per year. Furthermore, consumers purchase „branded‟ craft due to the strength of
maintenance and after-sales care facilities in the region132. Indeed, Thailand is an attractive
destination for yacht refits, with over 200 luxury yachts refitted and/or repaired in Phuket in
2007133. Customers in Thailand require multihulls with a low draft (a maximum of 1.2m) as
the bays tend to be very shallow134.Delivery times may be important for clients, but clients
are willing to wait for orders to be shipped from France135.
The client base in India is highly concentrated, with wealthy Indians purchasing the
majority of recreational boats. As an immature market, where most customers are „first-time
buyers‟ with a lack of appreciation for quality, there is very little interest in customised,
bespoke models. Indian clients typically choose models that are reasonably priced, readymade and have a good resale value – branded, production line models meet these
requirements and are therefore likely to remain the purchase of choice until the market
matures. Lead times are also important for Indian consumers136.
In the United Arab Emirates (UAE), the client base for recreational boats in the 35-70‟ (1021m) segment tend to be Arab and Asian expatriates (40%), Gulf Arabs (40%) and Western
expatriates (20%). In contrast, the market for craft about 70‟ is dominated by local
customers. Approximately 80% of boat owners in the UAE are first-time owners, and the
market is less refined in terms of quality in comparison with established markets such as the
EU and the USA. Price is still an important factor in purchasing decisions137.
8.1.5

Competitive environment

Manufacture of luxury sailing catamarans by key competitors is predominantly undertaken in
France and Australia. France in particular has a range of companies competing in the sailing
catamaran segment at both entry level and for experienced clients. For example, two of the
largest manufacturers – Lagoon Catamarans (part of the Beneteau Group) and Fountaine
Pajot – focus on the first-time buyer market.
In the power catamaran segment, France and Australia are also important manufacturers
although, in general, competitors are from more diverse locations including Thailand, China,
Brazil and Poland. As yet, only Fountaine Pajot has established a presence in both the
sailing and power catamaran market, with four models in its „Trawler Catamaran‟ range.
Other large manufacturers such as Lagoon (Beneteau) and Catana have ceased production
of their power catamaran models.
China is also an emerging manufacturing base for the boatbuilding industry with domestic
firms such as Sunbird Yachts and Farnova Yachts expanding production capacity. There are
also indications of consolidation among Chinese manufacturers – for example, Sunbird
131

Stakeholder interview – Bart Kimman, Northrop & Johnson Asia
Stakeholder interview – Mario Zanasi, Simpson Marine - Thailand
133
New Zealand Trade and Enterprise (2008) „Thailand: Country Brief‟; p.6.
134
Stakeholder interviews – Mario Zanasi, Simpson Marine – Thailand and Sebastian Caveriere, Dream Yacht
Charter – Thailand
135
ibid
136
Stakeholder interview – Sujay Chohan, Ocean Blue
137
Italian Trade Commission (2011) „United Arab Emirates Nautical Sector – Market Research: Yachts and
SuperYachts‟; p. 9
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Yachts, China‟s largest manufacturer, purchased Polymarine Yachts in September 2011 for
US$12.8m, and acquired Guangzhou Baoda Yachts – the fifth largest builder of domestic
composite boats – in 2010. Additionally, large Chinese multinationals are also acquiring
international manufacturers – for example, Ferretti was purchased by Chinese firm
Shangdong Heavy Industry Group – Weichai Group in early January 2012138. Some
international manufacturers such as Prout International are also relocating to China and
other Far East countries in order to capture cost efficiencies.
In terms of the production range, most competitors offer a standardised model from 40-60‟
(12-18m) with the capacity to build larger, bespoke offerings from 60‟ upwards. One
exception is Dolphin Catamarans, the Brazilian catamaran builder, which only focus on the
high-end luxury multihulls – building bespoke models from 45‟ (14m) upwards and
describing the Dolphin 600 as a “Ferrari catamaran”.
The size of competitor companies is typically between 80-300 employees and with an output
of 25 to 60 units per year. In contrast, small South African manufacturers only employ up to
45 staff members, and therefore have a lower output of between 2 and 8 boats per annum.
Two exceptions to this are Lagoon Catamarans, which has approximately 500 staff on their
books. Similarly, Robertson and Caine employ 750 and produce 150 boats per annum –
making Robertson and Caine the only South African manufacturer to compete internationally
in terms of scale and annual production output.

A Roberston and Caine catamaran in Cape Town harbour

138

IBI News (2012) „Chinese construction firm buys Ferretti – 10 January 2012’
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The table below gives a brief overview of these companies in comparison to South African
producers.
Overview of competitor companies
South African producers

 Robertson and Caine: 39 – 46‟

(12-14m) (sail), 47‟ (14m)
(power)





 Robertson and Caine largest



Production
range

Production
capacity (per
year)

Employees
Exports sales







producers at approx. 150 boats
per year
Other producers tend to have
much smaller capacity, e.g. 2 to
8 boats per year
Robertson and Caine: 750
Other producers: up to 45
High – approx. 85%

Competitors – Lagoon Catamarans
(France), Catana (France), Seawind
Catamarans (Australia) and Dolphin
Catamarans
35 - 67‟ (11-20m)
Mostly sailing catamarans
Larger, bespoke offerings (e.g. Catana 92)
built to order
Between 25 units (Seawind) and 60 units
(Lagoon) per year

 80 (Seawind) -500 (Lagoon)
 30% (Seawind) – 90% (Catana)

The sections below provide a comparison of South African manufacturers‟ competitiveness
relative to competitor companies, focusing on identified purchasing criteria. In particular,
there is a focus on Lagoon Catamarans (France), Catana (France), Seawind Catamarans
(Australia) and Dolphin Catamarans (Brazil).
1.

Style and modernity, including any required features
South African producers

Lagoon Catamarans (France)

 Good reputation for custom builds  Offer varying levels of customisation:
 Long cycles for upgrading product
– Lagoon‟s models from 50‟ (15m)

Design

designs, with most boatbuilders
making small modifications to
cabin configurations rather than
design new hull shapes
 Awards include:
– Robertson and Caine‟s
Leopard 38 winning “Best
Production Multihull” at the
Asia Boating Award
Ceremony in 2010
– Robertson and Caine‟s
Leopard 44 winning Sail
Magazine's Best Boat of
the Year 2012 in the
Cruising Multihull under 50
feet category

upwards fully customisable
– Catana models up to 25m (82‟)
„semi-customisable‟
– Separate Custom department for
bespoke cats over 25m (82‟)
 Dolphin Catamarans – fully customisable
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Lead times and availability

Competitiveness
factors

South African producers

Lagoon Catamarans (France)

 All project builds, with the

Production set-up

 Linear production lines for models up to
exception of Robertson & Caine
45‟ (14m)
set up as a production line
 Lagoon and Catana both have separate
divisions for bespoke models

 Robertson & Caine: An average  Representative offices tend to keep

of 3 boats launched each week
Lead times

Delivery Strategies

3.

 Delivery crews sailed to market
 For power catamarans, most

stock on hand to cater to immediate
sales
 For custom, high-end Lagoon: build time
of 2 years (6 months design, 18 months
139
construction)
 Smaller Lagoon models are
containerised and shipped to markets

shipped to market or on „own
bottom‟

Price, including availability of financing

South African manufacturers are broadly competitive in terms of price, at the higher end of
the sailing catamaran market, being cheaper than competitors such as Catana, but more
expensive than production line manufacturers such as Lagoon. South African manufacturers
benefit from an estimated 18% differential between domestic labour costs and European
labour costs140. As part of its strategy to reduce costs, Lagoon purchases boat interiors in flat
pack kit form and as sub-assemblies from Navi Line, a French manufacturer (reducing
development costs and fixed production costs).
In the power catamaran segment, South African boatbuilders are also competitive on price –
for example the Dean Catamaran‟s JAG 550 costs over half the price of Fountaine Pajot‟s
Queensland 55 of equivalent length. The table below provides an overview of competing
catamaran models in the sail and power catamaran segments, as reported by trade
publication Multihull World in 2011.
Overview of competing catamaran models
Model

Builder

Sailing catamarans
Edel H 42
Edel
Essential
Composites
Aventura 43
Indigo Yachts

141

Country

Length
(m)

France

12.68

Tunisia

13.10

Catana 42

Catana

France

12.58

Lagoon 450

Lagoon

France

13.96

Nautitech
441/442

Nautitech

France

13.47

Price (ex.
142
VAT) – low to
high
€ 249,900
($328,594)
€ 330,000
($433,917)
€ 352,290
($463,226)
€ 355,000
($466,790)
€ 389,000
($511,496)

Comments

 Customisation

available

 Integrated rain

water recovery
system

139

Stakeholder interview – Mike Simpson, Simpson Marine
Stakeholder interview
141
Dolphin Catamarans (2011) „2011 Buyers Guide‟
142
Based on exchange rate of €1 = $1.3149 and AUD1 = US$1.07713, as at 07/02/12
140

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

57

the dti – Boatbuilding industry competitiveness and market development

Model

Builder

Country

Length
(m)

March 2011

Price (ex.
142
VAT) – low to
Comments
high
€ 395,800
($520,437)
€ 415,000
($545,684)
€ 438,000
($575,926)
€ 465,500
 Electric
($612,086)
propulsion
€ 515,000
 Semi-custom
($677,174)
construction
€ 657,750
($864,875)
AUS$ 680,909
 Uses infusion
($733,393)
technique
€730,000
($959,877)
By quotation
US$ 850,000

Seawind 1250

Seawind

Australia

12.45

Leopard 46

Robertson &
Caine
FountainePajot
African Cats

South
Africa
France

14.13

South
Africa
South
Africa
France

13.50

Australia

12.50

France

13.60

France
Brazil

13.60
13.70

Motor catamarans
Fusion Power
Fusion
Catamarans

Thailand

12

Spirited Power

Spirited
Design
Catamaranes

Australia

12.3

Spain

13.2

Bamba 50

Bamba Yachts

South
Africa
South
Africa
France

14.4

JAG 550

Robertson and
Caine
Dean

Queensland 55

Fountaine
Pajot
Sunreef
Yachts
Dolphin
Catamaran
Serenity
Shipyard

France

16.75

Poland

21.4

Brazil

21.33

€110,000 (basic
kit price)
($144,639)
AUS $200,000
(US$215,416)
€334,000
($439,177)
€475,000
($624,578)
€700,000
($920,430)
€1.3m
($1.7m)
€1.62m
 Moderate fuel ($2.13m)
consumption
€2.1m
 Customisable
($2.7m)
interiors
US$ 3.5m

Thailand

16.3

By quotation

Salina Evolution
Fascat 445
Green Motion
Knysna 480
Outremer 49
Sport
Montebello 1250
Catana 46
Neel 45
Dolphin 460

Flashcat 435
Leopard 47 PC

Sunreef 70
Power
Dolphin Trawler
Alaskan 54

Knysna Yachts
Outremer
Yachting
Montebello
Yachts
Catana
Neel Trimaran
Dolphin
Catamarans

14.30

14.63
14.98

16.5
15

However, China‟s emerging presence in the luxury yacht and catamaran segment is also
likely to affect price competitiveness in the future. The table below highlights the price
competitiveness of domestically manufactured vessels versus imports in China. These
competitive prices – often up to 30% less than international manufacturers – are achieved
despite a limited skill base in China, and where significant learning is still taking place. For
example, at Sunbird Yachts, one of China‟s largest boatbuilders, the first few craft
constructed vessel required 100,000 man hours for completion, compared to approximately
35,000 hours for a comparable vessel in Italy143.

143

http://infoseekchina.blogspot.com/2011/05/made-in-china-yachts-costing-27-million.html
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Comparison of domestic and imported yacht prices in China
Size of
Yacht

144

Small and
medium

< 30ft
30ft – 49ft

Price range of Chinese yachts
(US$)
US$40,000 – US$300,000
$US 300,000 – US$600,000

Large
Super

49ft – 80ft
>80ft +

US$600,000 – US$3m
> US$3m

4.

Price range of imported
yachts
US$300,000 – US$750,000
US$750,000 - US$1.5m
US$1.5m – US$4.5m
>$4.5m

Branding/ reputation, including good quality and credibility of South African standards

Production
methods

144

Description

March 2011

South African producers
 Hand lay-up technique
 Limited ability to manufacture
carbon-fibre components –
limited to masts and booms,
some use of carbon reinforcing
 Limited R&D (R&D mainly by
commercial boat producers)
 Most manufacturers compliant
with internationally-recognised
standards

Lagoon Catamarans (France)
 Infusion technology as standard
 CNB – Lagoon‟s large bespoke
manufacturing yard is able to
manufacture aluminium, standard
composite or carbon-fibre boats
 Catana‟s range are all carbon fibre
– All carbon fibre
– Infusion technology
– Twaron-reinforced hulls
 Extensive use of CNC machines for
efficiency in wood cutting
 Seawind design in R&D partnership with
High Composite in New Zealand
 All manufacturers compliant with EU‟s
CE certification

Italy Market Survey, p.15
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5.

March 2011

After-sales care
South African producers
 Robertson & Caine – support

Distributors

through TUI group
 Voyage – through Voyage

Lagoon Catamarans (France)
 Between 10 and 50 internationally
 Lagoon has exclusivity agreement with

its distributors

charters

8.1.6

Marketing

Some South African manufacturers market through representatives in yacht distribution and
/ or charter, with some vertical integration (e.g. Voyage boatbuilders and charters). Most
boatbuilders however do not have strong marketing activities, tending to rely on a web
presence, attendance at boat shows, and word-of-mouth referrals.
Competitor companies undertake extensive marketing activities, with dedicated marketing
staff and in-market presence either through distributors or representative offices, attendance
at a broad range of boat shows, and a strong online presence. A more innovative example of
competitors‟ marketing activities is Seawind Catamaran‟s yearly Seawind Regatta for its
domestic customers in Sydney.
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8.2

Bespoke, larger catamarans (60-100’+/18-30m+)

8.2.1

Bespoke, larger catamarans – overview

March 2011

Larger catamarans up to 100‟ (30m) offer the wealthy a step-up from the traditional mediumsized catamarans of 35-60‟ (11-18m) in terms of greater space and comfort. As with a
medium-sized catamaran, the wider beam offers greater stability and greater deck space,
but the volume of space available is greatly increased as the catamaran length is increased.
In addition, owners do not necessarily have to hire a large crew.
The trend towards larger catamarans is apparent in both the sailing and power segments.
This section focuses on large, sailing catamarans as an opportunity to build on South
Africa‟s current strengths.
Matrix 76’ (23m) catamaran

Along with the trend towards greater length (and hence volume), large catamarans are also
becoming more luxurious and more technologically advanced. For example, the offerings on
larger catamarans may include one or more tenders and tender garages, a jacuzzi, a gym, a
cinema and office facilities. In addition, catamarans (and sailing catamarans even more so)
are well suited to the increasing emphasis on environmental considerations, with large
power catamarans consuming less fuel than monohulls.
“In many cases a multihull will require less than 50% of the power of a conventional monohulled
craft, especially at moderate speeds”
- Craig Loomes – Director, LOMOcean Design

Larger catamarans could be built using glass fibre, carbon fibre or aluminium hulls (or a
combination of composite and aluminium), with carbon fibre or advanced composites
offering lighter constructions.
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8.2.2

March 2011

Market attractiveness

Several South African boatbuilders have noted a trend in demand towards larger
catamarans over the past few years. This trend is seen as being driven by wealthy
individuals, who have been less affected by the recession, wishing to upgrade their luxury
yachts. Furthermore, growing popularity of larger sailing catamarans vs. sailing monohulls is
expected due to the America‟s Cup shifting towards multihull constructions (and other
developments in multihull racing such as the growing popularity of the Extreme 40 class).
This trend has been reflected by the expanding product offering of catamaran manufacturers
towards production of larger catamarans, with Sunreef and Privilege both introducing larger
size catamarans. Sunreef introduced its “Ultimate” range including yachts ranging from 80‟
(24m) to 150‟ (46m) in 2010. Sunreef launched two 100‟ (30m) catamarans in 2010, two 70‟
(21m) in 2011, a 70‟ catamaran in 2012, and is currently working on an 82‟ (25m) double
deck build and an 80‟ (24m) build. It announced last year that it would add a highperformance 110‟ (34m) catamaran to its range145. The latest Privilege model line-up ranges
from 44‟ (13) to 100‟ (30m), with the 98‟ (30m) long mega catamaran known as the Privilège
1000 currently under production and scheduled for launch in spring 2012.146 VPLP,
amongst the leading large catamaran designers, indicates that it is undertaking two 100‟
catamaran project designs and a 74‟ project design.
However, industry experts suggest there is limited demand for super-catamarans at present,
with only a small number of large catamarans above 30m in length currently under
construction (estimated at 8). These luxury catamarans (including power catamarans) under
construction in January 2012 include the following147:
Luxury catamarans in build (as of January 2012)
Name

Length

Sailing catamarans
33.5m
VPLP 110
Privilege
1000
Q5

29.9m
30.5m

Motor catamarans
Curvelle
33.7m
Quaranta
33m
37.3m
Catamaran
Motoryacht
37.4m
Zenith
RFF135

41.1m

Shipyard

JFA Chantier
Naval
Alliaura

Country

148

Naval
architect

France

VPLP

France

Cabinet Marc
Lombard
Yachting
Developments

Yachting
New
Developments Zealand
Logos Marine

Turkey

Silkline
International

Thailand

Sabre
Catamarans
Royal Falcon
Fleet

Australia

Incat
Crowther
Incat
Crowther

Incat
Crowther
Singapore Kockums/
Incat
Crowther

Hull /
structure

Max.
draught

Delivery
(est.)

Carbon
4.6m
composite
Fibre2.5m
glass
Composite 2.1m

2012

Composite 1.95m

2013

Composite 1.9m

2011

Aluminium 1.5m

2011

Aluminium 1.7m

2011

2012

145

As indicated on www.sunreef-yachts.com
As indicated on www.premium-catamarans.com and www.privilegeyachtsusa.com
147
Gorman (2011) „The Catamaran Question‟ The Superyacht Issue 129; p.76
148
Gorman (2011) „The Catamaran Question‟ The Superyacht Issue 129; p.76
146
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This trend is also reflected in the availability of catamarans over 60‟ (18m) in the charter
market. In the Caribbean, for example, of the 144 sailing catamarans fleet advertised by
Virgin Islands charter yachts, there are 42 catamarans over 60ft, as follows (some of these
also offered through Sunreef charters):
 60‟-64‟ (18-19m): 18
 65‟-69‟ (20-21m): 10
 70‟-74‟ (21-23m): 7
 75‟-82‟ (23-25m): 5
 102‟-5‟ (31-32m): 2
Purchases of bespoke, larger catamarans are driven by interest from high net worth
individuals (HNI) and ultra high net worth individuals (UHNWI)149. Owners may use the
yachts for sailing vacations (in-shore cruising or offshore expeditions), day sails, taking part
in races, or as a venue for events (e.g. a Sunreef 70‟ (21m) supplied to China will be used
for cruising with business partners and corporate events). These catamarans may also be
supplied into a charter fleet, or owners may make their yachts available for charter. In some
cases charter catamarans are made available as part of holiday packages that could feature
marine tourism (e.g. viewing whale migrations) or racing.
The US, Asia and Europe have the highest number of HNWIs, with India and China
expecting the highest growth. The world‟s HNWI population increased 8.3% to 10.9 million
and its financial wealth grew 9.7% to reach US$42.7 trillion. The population of UHNWIs grew
by 10.2% in 2010 and its wealth by 11.5%.
High net worth individuals – geographic growth trends

150

China has also seen considerable growth in the number of billionaires in the country – in
2010 there were approximately 115, an 80% growth on 2009 figures151. The size of yachts
being purchased by Chinese owners is also increasing – with sales of multiple yachts
between 18-30m (59-98‟)in recent years152, and estimated sales of three to four catamarans
149

High net worth individuals are generally defined as being individuals with over US$1m in liquid financial
assets; very high net worth and ultra high net worth individual are seen as individuals with net worth over US$5m
150
http://www.guardian.co.uk/business/2011/jun/22/worlds-wealthiest-people-now-richer-than-before-the-creditcrunch
151
Italian Trade Commission (2011) „Market Survey on China Yacht Industry‟; p7
152
Ibid, p.55
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over 80‟153. In India, the number of Ultra High Net Worth Individuals (UHNIs) is forecast to
triple over the next 5 years to 219,000, with their collective net worth expected to increase to
Rs235 trillion (US$4.78 trillion at current Fx rate of Rs49.17/ US$1.00) by 2015-16. Amongst
the purchases this group is expected to make are luxury yachts154. The number of HNWIs is
expected to show the fastest growth in Indonesia155.
8.2.3

Market entry channels and barriers to entry

Potential market entry channels include the following:
 Yacht distributors and dealers
 Boat shows, in particular those catering to larger yachts and catamarans
 Wealth advisory and management service providers to high net worth individuals
 Publications and marketing agencies aimed at:
– Premium yachting segments, e.g. Superyacht
– High net worth individuals, e.g. Campden FO (targets family offices), China Elite
Focus (luxury Chinese communication agency focusing on Chinese tourists with the
highest purchasing power), Shanghai Travellers‟ Club (focuses on providing luxury
travel advice for its 2,000 members)
 Fractional ownership / asset-management service providers catering to the wealthy
8.2.4

Purchasing criteria

Purchases of yachts by HNWI are described as “investments of passion”. As such,
purchases of yachts are driven by aesthetic and emotional appeal. Stakeholder consultation
has indicated that price is not an important consideration, where buying decisions are driven
by quality rather price. Key purchasing criteria include the following:
1. High quality of design – for example, design by a well-known designer or architect, for
example, Marc Lombard, Ken Freivokh, VPLP or Jean Jacques Coste. This also links into
the desire for branding, where the ownership of a yacht is seen as a “status symbol”. For
example, in the power segment Porsche Design is involved in design of a new luxury
power catamaran, bringing its brand value along with a high quality of design.
A high quality of design needs to be supported by a high quality of construction. In terms
of construction material, carbon composite is becoming more popular for large cats,
offering the benefits of a higher strength-to-weight ratio, which in turn allows for greater
use of open-plan design and larger volumes156. It is easier to manufacture in monocoque
fashion and does not suffer some of the problems of multilayer glass reinforced plastics.
It is subject to none of the maintenance issues associated with metals (cracking,
corrosion, electrolysis), although it does require specialist skills for repair/maintenance.
”In order to compete on a level playing field with monohulls, slender lines and sleek modern styling
count for a lot”
– Alex Isaac and Mauro Giamboi – Designers of the Curvelle Quaranata

2. Performance and features catering to owners requirements – buyers are increasingly
looking for differentiated products that cater to their specific requirements. Some owners
(e.g. with a sailing or boating background) may demand a higher level of performance,
others may demand higher levels of luxury (resulting in a trade-off with performance), and
others may have specific requirements catering to their lifestyle or purpose of the
153

Stakeholder interviews – Mike Simpson, Simpson Marine
CRISIL, 2011, Top of the Pyramid
155
Julius Baer, Wealth Report
156
Monocoque is a construction technique that supports structural load by using an object's external skin
154
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catamaran (e.g. expeditions, corporate entertaining). In addition, owners may have
requirements around the ease of handling, depending on whether the yacht will be
handled by a professional crew or by the owner. This means that a high level of
customisation may be important.
Engagement in the design and construction process may also be a further criteria applied
by purchasers.
“More and more of the clients want to be part of the building process. Not everybody wants the same
boat in the marina berth as the boat next door and they are looking for quality, style, performance and
price.”
157
- Keith Hanson – New Ocean
“You can have a very fast catamaran or a very liveable one, so they‟re very difficult to build on spec…
There is a broader spectrum of design from which to start.”
- Van Peteghem – Founder of VPLP Naval Architects

3. Ability to see and test, e.g. through attendance at boat shows, combined with a strong
in-market presence to provide after-sales service. Customer care after a sale is seen as
critical for attracting clients.
4. Early availability
8.2.5

Competitive environment

Within South Africa, a few boatbuilders have entered the larger sail catamaran segment, led
by Matrix (produce 76‟ (23m) yacht and day sail catamarans), Tag Yachts (60‟/18m) and Jaz
Marine (62‟/19m cruising catamaran). Furthermore, Southern Wind constructs large sailing
monohulls, including a Farr 72‟ (22m) and 95' (29m – also Farr-designed), and in 2010
constructed the 110‟ (34m) Thalima. Matrix has recently invested in developing new
premises which would be sufficiently large to house building of a 95‟ catamaran.

157

IBI
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A catamaran manufactured by Tag Yachts

Key competitors internationally are Sunreef and Privilege Catamarans (a brand of the
Alliaura Marine Group, which also manufactures Feeling monohulls, Transcat motor
catamarans, and Tresco line tenders).
Since the Privilege brand‟s inception in 1985, the company has constructed over 800
Privileges, including sixty over 60‟ (18m). The company employs approximately 200
employees across three sites in France, and has a turnover of €17m per year. Alliaura
Marine established a new factory in September 2009 dedicated to larger catamaran
production. The €10m facility is approximately 25,000m2 in size. The facility features water
access and includes the following facilities: a four-axis CNC panel cutter, dust extraction
plant, varnishing and drying booths, and a new lamination yard.
Sunreef offers a semi-customised and fully customised range of sailing and power
catamarans from 58‟-150‟ (18-46m). It was established in 2000 in Gdansk, Poland, growing
out of Sunreef Travel. Since its establishment it has created its own charter agency –
Sunreef Yachts Charter – to provide added services to clients. In 2009, it set up Custom
Yacht Shipyard International (CYS International), a new division which offers yacht
construction expertise and construction capacity on a sub-contracting basis to outside
designers, clients and project managers. In 2009, it was the only shipyard in the world to
have two 30m+ (98‟+) multihulls under construction: a Sunreef 102 and Sunreef 114. Since
2000, it has sold 40 Sunreef catamarans, with the most popular model being the Sunreef 62‟
(19m) sailing cat. Twenty-five 62‟ catamarans were built between 2005 and 2009, with
Sunreef receiving 10 orders at the 2007 Cannes Boat Show alone158.

158

IBI News (2009) „Sunreef, Poland: Big cat bounce‟ June 01 2009
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An overview of selected South African producers, Privilege and Sunreef is provided below:
Selected South African
producers
 Matrix:

Production
range

Production
capacity (per
year)

Employees

–
–
–
 Tag:
–

Silhouette 760
Mirage 760
Vision 450

Selected competitors
Privilege (France)
 5 models: 13m-23m
 Privilege 1000: 30m

Sunreef (Poland)
 Models range from 58ft –

 Matrix: 2

 6 units (60ft+)

150ft, with semi-custom
builds including:
– Sailing catamarans: 6
models from 58ft-82ft
– Power catamarans: 4
models from 60ft-85ft
 12-18 units

 Matrix: 35 (with

 200

 300

(was due for launch
in 2011, now spring
2012)

60‟

potential to increase to
90 should construction
of the 95‟ catamaran be
undertaken)

Other competitors that are taking interest in the large sailing multihull segment include:
 Yachting Developments Shipyard – construction of a 30m Sailing Catamaran Q5 in
Auckland, New Zealand (due for launch in early 2012)
 JFA – Long Island 85‟ (26m) semi-custom catamaran aiming to serve the long crossing
market (first purchase signed recently)
 Blue Coast – 95‟ (29m) catamaran (constructed at shipyard H2X in the south of France)
 Prout International – SLY 89‟ (27m), constructed in China
 Alu Marine – construction of Noah 76‟ (23m) in France
 Horizon Yachts building 5 boats that are between 60‟ (18m) and 97‟ (30m) in Taiwan
A comparison of South African companies with selected competitors Sunreef and Privilege,
in terms of the identified purchasing criteria, is provided below159:
1. High quality of design, supported by high construction quality
In terms of design and construction quality, some South African manufacturers have
collaborated with international designers and interior planners in their designs. In terms of
production techniques, all South African manufacturers offer fibreglass hulls, with some
offering carbon reinforcement. Only Southern Wind uses the vacuum infusion technique at
present. All companies offer carbon fibre masts. In contrast, Sunreef offer a wide choice of
hull materials, with a full carbon fibre option and the use of carbon-reinforcements in high
load areas. Both competitors utilise the vacuum infusion technique. Additionally, competitor
firms have a high in-house complement of expertise – Sunreef minimises the use of
contractors to ensure quality, and Privilege has a strong carpentry department with 18 full
time carpenters on the payroll. A comparison of design and production approaches and
capabilities is provided below.

159

Sources include: IBI News (2010) „Business Report – France: Recovery underway‟ 01 February 2010;
www.alliaura.com; Greenwood (2010) „Yard Visit – Alliaura Marine/Privilege‟ European Boatbuilder
Oct/November 2010; Multihulls World (n.d.) „Privilege 585 Test‟
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Selected South African producers
 Jaz Marine collaborated with



Design







Production
methodology

160
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Selected competitors
 Sunreef (Poland)

Morrelli/Melvin on design of
– 30 employees on the design
62‟cruising catamaran
team
Matrix:
– Introduction of a flybridge – now
– Work with international
a trademark
designers and interior planners,
– 2 concept designers focusing
including support for structural
only on exterior lines and ensure
analysis
they look slick, sporty and
160
– Design not updated since
modern
inception
– VPLP designs
– Design received favourably, with  Privilege: Marc Lombard designs
the Silhouette 76‟ receiving a
number of awards, including
Best in Show at the Charter
Yacht Society Show 2009, and
Runner-Up at the 2011
Tag: design by Greg Young (New
Zealand designer)
Southern Wind: Bruce Farr yacht
design, Italian-designed interiors
Matrix:
 Sunreef:
– Hull construction: hand lay-up
– Vacuum infusion technique
production using fibre glass
(introduced in 2007)
– Mast construction: in-house
– Semi-customised range: uses
facilities for carbon fibre
epoxy resins and high
construction
performance fibreglass products,
– Potential to develop carbon fibre
with carbon-reinforcements in
capability
high load areas
Tag:
– Fully customised range includes
– Hand lay-up, using epoxy,
a full carbon fibre and epoxy
carbon reinforcement and foam
resin option
core
– Minimal use of sub-contractors to
– Moulds built to allow for
maintain quality, with the
conversion to vacuum infusion
following workshops and
– Mast construction: in-house
specialists in-house:
facilities for carbon fibre
- Welding and aluminium
construction
processing
Southern Wind: vacuum infusion
- Composite materials
technique
workshop
- Woodworking
- Painting
- Upholstery shop
 Privilege:
– 10-year structural warranty
– Bureau Veritas certification of
hull quality
– Strong in-house expertise, in
particular carpentry, with 18 inhouse carpenters
– Optional carbon fibre mast
– Vacuum infusion used for all
moulding, excluding outer
laminates

Gorman (2011) „The Catamaran Question‟ The Superyacht Issue 129; p.67-81
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2. Performance and features catering to owners requirements
In South Africa, Tag Yachts provides a sophisticated hydraulic boat management system,
designed by Onboard Systems (New Zealand) to allow for easy control. Matrix offer a range
of features, including air-conditioning, home theatre systems, and jacuzzi.
Both Sunreef and Privilege offer varying levels of customisation. Privilege offers fullycustomisable interiors – where clients can bring in their own designers or work with in-house
team. Sunreef offer semi-customised and fully customised models.
Competitors in the segment tend to offer a wide range of features according to customer
requirements, including:
 Appliances such as refrigerator, freezer, desalination equipment, generator, oven,
washing machine, dishwasher
 Comprehensive entertainment systems compatible for use with smart phones, Ipods,
etc., may include cinema system and gaming
 Air-conditioning and heating
 Sports equipment: diving equipment incl compressors, inflatable sailing cat, wakeboard,
water skis, etc.
 Other features which clients may request: wine cellars, original artwork, studio space
In addition, catamarans are integrating eco-friendly features, e.g. Sunreef‟s 75‟ which
includes a solar water heater and vertical retractable wind generators will also be installed
on each hull. Sunreef is also developing a hybrid and electric propulsion system.
Convertibility may also be required, for example to reconfigure accommodation, dining or
entertaining spaces according to needs.
3. Ability to see and test and in-market presence
See section on marketing below.
4. Early availability
Estimated build times for large catamarans in South Africa do not differ significantly from
competitors elsewhere. South African manufacturers are however at a disadvantage due to
lead times for imported equipment and raw material inputs, which may take up to 6 weeks
for delivery (in particular as local dealers have reduced stock kept on hand).
Also, competitors may be able to work on more boats simultaneously, allowing for shorter
lead times during busy periods – e.g. Privilege can work on 10 boats concurrently. Where
the yacht is semi-customisable however, competitors may have already completed a first
phase of construction of the boat. Privilege also sources boat interiors in flat pack kit form
and as sub-assemblies from Navi Line, a French manufacturer, reducing production time161.

Delivery times

161

South African producers
 Matrix:
– 76‟: 6 months
construction time
– Estimated time for
95‟: 18 months
– Build to order – do
not keep stock on
hand

Privilege (France)
 Privilege:
– 1000: 18
months
– 745: 9 months
– 615: 5-6
months

Sunreef (Poland)
 Sunreef 62: 4
months

IBI News (2008) „Boat interior: inside the shell‟ 26 December 2008

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

69

the dti – Boatbuilding industry competitiveness and market development

8.2.6
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Marketing

Large catamaran builders in South Africa tend to rely on their online presence, referrals and
presence at boat shows for marketing (although some may just have a stand without a boat).
There seems to be little use of industry publications or dedicated marketing staff. In contrast,
Southern Wind (monohull builder) uses a sister company based in Genoa, Pegaso, to
provide marketing services, as well as customer care, brokerage, and customisation
services. Pegaso has a team of 20 staff members.
Competitors Privilege and Sunreef undertake extensive marketing activities, with dedicated
marketing staff and in-market presence, attendance at a broad range of boat shows, and a
strong online presence.
Marketing approaches employed by other large catamaran producers include organising
talks by yacht owners (e.g. covering their sailing trips) and test sails, e.g. offering sailing
charters as prizes – these include sailing coaching, VIP event invitations and free regatta
entry.
Competitors – marketing activities
Privilege (France)

162

 Turnover: 30% in France, 30% in the rest of Europe, 30% in rest of the world, aiming to expand in




South America (Brazil, Venezuela) and Northern/Eastern Europe
55-60 distributors worldwide
– 29 Privilege distributors in countries including: Israel, India, Thailand, Hong Kong, South
Korea, China, Brazil, Mauritius
– In Eastern Europe Burin YC, based in Slovenia, is the distributor of Privilege catamarans in
Slovenia, Croatia, Serbia and Montenegro
Distributors have a „works and repair‟ section for technical support

Sunreef (Poland)
 Core market is Spain/Italy but emerging sales in Asia
– As of August 2011, Sunreef has sold two yachts to Chinese clients – a Sunreef 62‟ (19m)
sailing and a Sunreef 70‟ (21m) sailing cat
 Established an aftersales services, refit and brokerage division which now has 800 yachts in its
163
database (30-40 of which are catamarans)
 Hired an in-house marketing employee with fluency in seven languages to overcome problem of
poor quality marketing materials and websites
 Opened an office in the US in 2010 to support charter offering, as well as provide yacht
management and crew placement services
 Marketing activities include:
– Network of brokers in countries such as Spain, Italy, France, Greece, Israel, Qatar, US, India,
Australia and China:
- Chinese broker – Speedo Marine
- Singapore – Prometheus Marine
- Australia/NZ – Multihull Solutions
- India – Miramar Marines Private Limited based in Chennai, Tamil Nadu

162

Sources: IBI News (2010) „Business Report – France: Recovery underway‟ 01 February 2010;
www.alliaura.com; Greenwood (2010) „Yard Visit – Alliaura Marine/Privilege‟ European Boatbuilder
Oct/November 2010; Multihulls World (n.d.) „Privilege 585 Test‟
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IBI News (2008) „Sunreef report strong sales for 2008‟ 30 March 2009
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Exhibition at boat shows (either directly or through dealer representation), including Miami
Yacht and Brokerage, La Rochelle, Monaco, Cannes (2011 exhibition included Che, a 114‟
(35m) sail catamaran), Korea boat show (2011 was the third year), Rio de Janeiro (first
exhibited in 2011), Boat Asia in Singapore (first exhibited in 2011), Shanghai, La Grande
Motte (France), Hainan Rendez-vous (China), Shenzhen International Boat Show, Mumbai
(focus on power), Dubai International Boat show, Sanctuary Cove (Australia), Barcelona,
Nautic de Paris (France)
Social media through Facebook, Twitter, LinkedIn, YouTube, and a travel blog featuring
travel stories of Sunreef yacht owners
Advertorials in publications such as Superyacht World
Bimonthly magazine and brochures
Private events, e.g. an event in Gocek, Turkey, onboard superyacht Sunreef 102 IPHARRA,
for invited guests, press, brokers and clients, which included a cocktail reception and a day
cruise
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8.3

Expanding supply of commercial boats (incl RHIBs) to sub-Saharan
Africa

8.3.1

Commercial boat markets – overview

Commercial boats encompass a diverse range of craft and styles. The following commercial
craft are examined in this section:
 Military and naval security boats – patrol boats, interceptors, landing craft, military
RHIBs, safety and rescue boats
 Harbour workboats and pilot boats – commercial RHIBs, pilot boats, specialised work
boats
 Oil and gas crew and provisioning supply boats – supply boats and crew transport
boats
 Transport and other commercial craft – ferries and fishing craft
Maritime security and safety boats include patrol boats, interceptors, landing craft and
military RHIBs. These vary in their design and materials, depending on the client‟s
requirements. Aluminium is the primary choice for high speed patrol vessels due to its
durability and ease of maintenance. However, in terms of military RHIBs, the use of GRP
(fibreglass) is increasingly popular. It is also possible to introduce Kevlar into the hull
manufacture for extra strength. Design is based on the client demands but typically vary
between the “deep-V” hulls and a “shallow-V hull” which impacts on speed and
performance164. The main clients for military and naval security boats are coast guard
agencies, national navies and maritime police departments. Demand for these craft is driven
by national or regional security concerns, and in particular by maritime threats linked to
immigration, drug smuggling, terrorism and piracy. Clients include port authorities, customs
departments and other government agencies.
Harbour workboats include specialised support boats (pollution control, fire-fighting boats,
hose and line handlers), commercial RHIBs, as well as pilot boats. Buyers include port
authorities (typically through the Ministry of Transport165), other government departments
(e.g. Ministry of the Environment, Ministry of Fisheries), specialised oil spill management
companies, and other oil and gas sector service providers. Demand for pilot boats is
affected by port traffic and planned expansions, as well as the age of the existing fleet.
Demand for specialised work boats, such as pollution control and fire-fighting boats is driven
by pressures from civil society and government regulation.
Oil and gas crew and provisioning supply boats support in-shore and off-shore oil and
gas drilling and extraction activities, with key buyers including marine services companies
(e.g. Svitzer, Smit International)166. Demand for these kinds of boats is driven by the tender
requirements of large oil and gas companies and the utilisation of marine service companies‟
fleets.
Ferries on the African continent are mainly used on waterways and lakes. The chief
waterways are limited to five rivers, namely the Nile, Congo, Niger, Senegal and Zambezi;
and three lakes: Victoria, Tanganyika and Malawi167. More than 50% of African states
contain at least one form of navigable waterway. Key buyers of ferries include stateoperated public transport service providers and private sector ferry companies. Demand is
affected by the level of development of lake and waterway port infrastructure, such as the
presence of adequate shelter and cargo infrastructure (cranes, forklifts, placing pallets,
164

www.alnmaritec.co.uk
Stakeholder interview – Liz Sibindi, Namport (Namibia)
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Stakeholder interview – Robert Smits, SMIT Octomar (Angola)
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UNECA (2010) „Assessing Regional Integration in Africa IV: Enhancing Intra-African Trade‟; p.312
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etc.)168, and demand for passenger and freight transport given adequacy of other modes.
There is demand for new ferries on many lakes in Africa as current fleets have come under
much scrutiny for security and safety standards due to the age of the boats and lack of
modern navigation systems.
Demand for commercial fishing craft is driven by the level of fishing capture, and is also
affected by legislative limits placed on the volume of fish that can be captured. Local
demand for fish and cultural importance of fish in the national diet can also influence
demand for fishing boats, in particular by small-scale and artisanal fishers supplying the
local market. Due to fishing quota systems and the problem of overfishing, commercial
fishing boats are increasingly demanding equipment that allows for selective fishing (e.g.
monospecies fishing gear) and equipment that reduces the environmental impact of fishing
fleets in European fishing zones, although it is unclear if this is also demanded by fishing
boats in African markets.
8.3.2

Market demand and trends

The demand for commercial craft and the trends in vessel procurement vary depending on
the type of commercial boat. This section highlights key markets for each type, discusses
the size and scale of demand of commercial boats, and highlights recent activities in vessel
procurement.
1. Maritime security and safety boats
 Key markets: Nigeria, Angola, Kenya, Benin, Ghana
There is a growing trend of African nations equipping themselves with anti-piracy
capabilities, due to the strong piracy threat in both West and East Africa. For example, 63%
of all piracy attacks globally in 2011 took place off the coast of Somalia and in the Gulf of
Guinea169. Maritime security for African nations‟ fishing zones is also an important driver of
patrol boat procurement, as it is estimated that some African countries lose up to 40% of
their fishing resources to illegal fishing activities each year. Furthermore, oil and gas
activity can also influence patrol craft acquisitions – the Ghanaian Maritime Authority noted
that their forthcoming acquisition of 8 patrol vessels was predominantly for the protection of
oilfields, while the Nigerian Navy noted that its vessels provide security and support for the
oil and gas sector170.
Safety and rescue boats are also increasingly in demand in African countries, driven by
increased activity in terms of transportation and tourist activity on inland lakes and
waterways and coastal areas of natural beauty. Craft are required for security patrols and
emergency response in case of accidents, although few safety/patrol boats are used in this
capacity at present, and vessels from other agencies may be used in times of need.
There are increasing efforts to formalise maritime cooperation among African countries
through conventions such as the African Maritime Transport Charter and the Maritime
Organisation of West and Central Africa (see below). There has also been an increase in
military and naval security boat purchases by African nations in recent years. Examples of
recent African activity in terms of vessel procurement include:
 Cameroon Navy – purchase of 3 Boston Whaler (US) patrol boats for anti piracy
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Corridor Diagnostic Study Of The Northern And Central Corridors Of East Africa: Lake Transport (2011)
DefenceWeb (2012a) „Piracy attacks in East and West Africa dominate IMB‟s world report‟ – 20 January 2012
www.defenceweb.co.za
170
Stakeholder interviews - Captain Owiredu, Ghana Maritime Authority; Master Warrant Office Babayemi,
Nigeria Navy
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activities171
 Ghana – receipt of 4 Chinese-made patrol boats in October 2011 (and the Ghanaian
Navy‟s plans to acquire ten new craft between 2010 and 2012172)
 Cape Verde Coast Guard – commissioning of two Damen Stan Patrol Vessels (51m)173
 Kenya setting up a Coast Guard to ensure the safety and economic productivity of
Mombasa Port174
Examples of African maritime cooperation
The African Maritime Transport Charter
The African Maritime Transport Charter, established in 2009, is a co-operative agreement driven
by the African Union aimed at strengthening cooperation among Member States of the African
Union in maritime transport, inland waterways navigation, ports and related activities. The
Charter‟s objectives include the provision of “safe and secure oceans for efficient shipping and
sustainable maritime activities, port policies and implementation strategies”.
The Charter offers potential opportunities for South Africa to supply patrol vessels to help counter
piracy off the continent‟s coast.
The Maritime Organisation of West and Central Africa (MOWCA)
The Maritime Organisation of West and Central Africa (MOWCA), established in 1975,
encompasses 25 states from West and Central Africa. Alongside the Nairobi Convention, which
includes the countries of East Africa, it has proved relatively successful in providing an intergovernmental institution to facilitate commercial shipping, the port industry, maritime security and
safety and the implementation of international conventions. MOWCA has received extensive
international backing, with support from the USA, France, Canada and the UK alongside the
International Maritime Organisation. Current projects include the development of the Regional
Maritime Fund and Bank, the integrated Sub-Regional Coastguard Network and the facilitation of
transit transport.
The Charter provides a favourable political environment for the regional provision of vessels and
repair services to the maritime industry in Africa. Initial opportunities have already been realised by
South African manufacturers – such as SA Shipyard‟s Memoranda of Understanding with Nigeria
and Angola which have led to initial discussions and possible co-operation in terms of vessel
procurement and training. Proposals include the development of ship repair yards in Angola and
175
Nigeria, with SA Shipyards providing training in exchange for South African Vessel purchases .
Furthermore, the cooperation efforts of MOWCA members towards an integrated coastguard
network, international support for the organisation‟s activities, and the strategic importance of
maritime security suggest that increased vessel purchases, possibly with international assistance,
is likely.

The current West African maritime asset base is small – as shown by the table below – and
there are concerns about the operational capability of many of these boats. This may
indicate potential for growth in demand.
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DefenceWeb (2012b) „Cameroon‟s navy acquires three anti-piracy boats‟ –17 January 2012
www.defenceweb.co.za
172
DefenceWeb (2012b)
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DefenceWeb (2012c) „Cape Verde commissions Stan 5009 patrol vessel‟ 16 January 2012’
www.defenceweb.co.za
174
The Standard (2011) „State creates Coast Guard to set up fight against piracy‟ – 05 October 2011
www.standardmedia.co.ke
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Stakeholder interview – Prasheen Maharaj, SA Shipbuilders
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West Africa’s maritime assets and key suppliers
Large
patrol
boat
2
2
1
1
6

Small
patrol
boat

Nigeria

10

15

2

Senegal
Sierra Leone
Togo
Total

4
1

5
3
1
41

3

Nation
Benin
Cape Verde
Cote D'Ivoire
Gambia
Ghana
Guinea
Guinea-Bissau

31

176

Landing
craft

1
2
3
4
5
2

March 2011

Main suppliers
China
China, Germany, US
France
US, UK
US, Germany
US
Portugal
France, Germany, US, Italy, UK,
Singapore
France
China, US
France

5

The ongoing security challenges faced by the Nigerian government from insurgents in the
Nigerian Delta, and the contract security services provided by the Nigerian Navy for oil and
gas companies in the country177 offer prospective opportunities for South African craft.
Nigeria has approximately 8,600km of inland waterways to patrol. The Nigeria National
Petroleum Company (NNPC) has recently increased its patrol boat capacity, purchasing 8
patrol boats, varying in size from 17m to 38m, since 2009 from shipyards in Malaysia,
Singapore and Israel178. The NNPC plans to purchase another 28 patrol boats, and the
Nigerian Ports Authority is also planning to provide up to 20 patrol boats to the Nigerian navy
for port security. Currently the NPA has three patrol boats operational in this area179.
Angola is also an attractive market for military and naval security boats. The Angolan
Navy’s patrol vessels are aged and in a state of disrepair – AMI International suggests that
procurement programmes to replace the current patrol vessels (100t +) and patrol craft
(under 100t) are likely in the near future. The estimated procurement budget of the Angola
Navy was $US240m in 2009180; only a part of this total budget would be used for the
procurement of boats.
Safety and rescue boats for inland water areas in Kenya also offer an opportunity, as
popular tourist destinations such as Lake Naivasha and Lake Victoria have no rescue craft
at present. Possible operators of these rescue craft would be the Kenyan Wildlife Service,
due to their role in protecting natural habitats.181
However, there are some trends that limit the attractiveness of these markets. Buying
processes may be unclear and subject to bureaucratic delays. For example, the proposed
Maritime Security Coordinating Agency (MASECA) in Nigeria, which is currently under
debate in the Senate,182 has caused controversy over the functional overlap with the
Nigerian Navy. This development may impact on market channels for future sales of patrol
and military craft into Nigeria.
176

Raidt & Smith (2010) „Advancing US, African and Global Interests: Security and Stability in the West African
Maritime Domain‟ Atlantic Council; p.72
177
Stakeholder interview – Captain Owiredu, Ghana Maritime Authority
178
Sources: ModernGhana.com (2009) „Nigeria Army Prepare for Bloody Showdown in Niger Delta – 10
September 2009; EBCAM (2009) „Memorandum No.69/2009‟; p.10
179
All Africa.com (2011) „Nigeria: Piracy – NPA to provide armed patrol boats for navy – 3 November 2011‟
180
AMI International (2007) „Angola Overview‟ - http://www.amiinter.com/samples/angola/general.html
181
Stakeholder interview – David Kilo, Kenyan boat operator
182
Vanguard (2011) „Maritime security agency bill passes second reading at the Senate 12 December 2011www.vanguardngr.com
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Market insight: the Ghanaian Maritime Authority
 The Ghanaian Maritime Authority is responsible for coordinating, monitoring and regulating the

Ghanaian maritime industry.
 The GMA‟s activities include:

– Fulfilling flag state and port state responsibilities
– Deal with maritime search and rescue operations and coordinate the activities of the Navy,
ports authority and other actors
– Ensuring safety on inland waterways
 The Authority, in collaboration with the Ghanaian Navy and Ministry of Harbours and Railways has
deployed a Naval Task Force at 6 naval stations on Lake Volta
 The GMA has no vessels at present and relies on the boats provided by the Ghana Ports and
Harbour Authority
Demand for boats and product requirements
 Plans to acquire about eight vessels, predominantly patrol boats, (two larger boats and six smaller

boats) “within the next four to six months”
– For use in coastal and internal waters – in particular, to protect oil operations and for use on
Lake Volta.
– “The boats will do anti-pollution [activities], monitoring, anti-smuggling, anti-narcotics, and
illegal fishing patrol”
 Key requirements include:
– Boats will be under 30m of aluminium and steel (for larger “mother ship”)
– Ability to undertake multiple purposes
– Boats will comply to IMO standards
– Requirements also include armour plating and camera mounted features
 Potential growth in demand:
– “…because of the oil there will be a need for more patrol-oriented activities, although the
vessels will also be used for other activities”
– The GMA is exploring policies of partnering with private companies to have enough boats to
cover the entire EEZ of Ghana
183

Patrol boat to be procured by the GMA
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Azuma (2010) „Ghana Maritime Authority: presentation - www.ghanamaritime.org/_upload/_doc/GMAKDUA.ppt
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Purchasing strategy and processes
 Purchases may be with assistance from foreign donors, in which case the boats are produced in

those countries:
– “… if you have donors who give credit to buy their own products, in such cases the price is
predetermined, but if you have your own money, you have the flexibility of negotiating”.
– The planned acquisition would be through support from Finland as part of a single maritime
management system – support of €70m would be provided
 Currently exploring PPP acquisitions to patrol wider EEZ
 Procurement handled through the Ministry of Transport
For further details, contact:
Captain Owiredu,
Deputy Director,
Ghana Maritime Authority

Market insight: Kenya Wildlife Service
 Kenya Wildlife Service (KWS) conserves and manages Kenya‟s wildlife. Its activities include:

– Management and promotion of Kenya‟s park and reserves
– Law enforcement and regulation
– Wildlife management and conservation research
 KWS is also responsible for safety patrol in Kenya‟s 8 marine parks and reserves.
 The KWS patrol for the Mombasa Marine Park is a total of 3 pilot boats, made from fibre glass and
with the capacity to carry 8 to 10 people. It also has a number of RHIBs.
Demand for boats and product requirements
 The KWS has recently ordered new boats including a tender for four patrol craft, and has plans to

procure larger (up to 20 pax capacity), more durable craft.
– Recent procurements include a tender advertised in February 2012 for 4 craft: 1 x 9m patrol
boat, 1 x 7.5m patrol boat, 1 x 5.2 RHIB, 1 x 4.5m RHIB. These boats will be used in coastal
areas.
 Key requirements:
– Durability
– Speed
– Size
– Provision of training/ maintenance and service support
 Potential for future demand:
– KWS plans for a marine safety unit in Mombasa, and a wider KWS Marine Unit to monitor
coastal parks across the Kenyan coast.
Purchasing strategy
 KWS undertakes its own procurement, but vessel purchases are ad hoc and infrequent
 Tenders are advertised through local newspapers such as The Standard and Daily Nation, and

tender documents cost approximately KSH5,000
 Bids are assessed by the central KWS purchasing department – quality and delivery times are

important
 Donor financing in terms of boat procurement is important – the KWS current fleet at Mombasa was

donated by the Dutch Government
 Key suppliers include Captain Andy‟s

Contacts:
Jacob Orahle
Marine Park Warden – Mombasa,
Kenya Wildlife Service
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2. Harbour workboats and commercial RHIBs
Demand for workboats and commercial RHIBs is driven by harbour expansion, with
Liquefied Natural Gas (LNG) developments in particular driving demand for specialist
workboats. Liability for fire-fighting and pollution control lies with the shipping companies
under the IMO Conventions (see below) and therefore these requirements influence
purchasing decisions by large oil and gas companies and their marine service contractors.
The market for workboats is fairly small, with SMIT – one of the largest marine services
suppliers in the world – having 102 „various work vessels‟ (workboats, oil containment
vessels) in 2009.184. The market for smaller specialist boats is also small – Alnmaritec has
built only 20 models of its line and hose handling boat, which are now „industry standard‟.185
Pollution control and liability in the maritime industry

186

There are three important Conventions of the International Maritime Organisation (IMO) that address
the issue of marine pollution, although these are not laws, unless enshrined in national legislation.
The Conventions are as follows:
 MARPOL 73/78
 Civil Liability Conventions
 Fund Conventions
Together, these Conventions ensure liability remains with the master of the ship and allow member
states to claim expenses and further damages in the event of oil pollution.
MARPOL 73/78 recommends the minimum standards of safety and pollution prevention/control
measures expected of member countries under whose flag the offending ship is sailing. It requires
that member states conduct constant surveys and inspections of their vessels, issue an International
Oil Pollution Prevention Certificate (IOPP Certificate) valid for five years, and ensures that all ships
have a shipboard oil pollution emergency plan. The only requirements outlined for „receiving‟ member
states is that they provide reception facilities with adequate capacities at all ports, terminals, oilloading terminals.
The Civil Liability Conventions (CLC) and Fund Convention (1992) outlines punishments for activities
that result in pollution. The CLC transfers the cost of oil pollution to the ship owner and the Fund
Convention provides additional compensation for the pollution „victim‟ if the CLC compensation is
deemed inadequate and covers the country‟s entire EEZ. The Funds pay compensation for expenses
incurred for clean-up operations at sea and onshore. These expenses can include vessel deployment,
crew salaries, use of booms and spraying dispersants, and other equipment and absorbents.
Given the recourse and compensation mechanisms open to countries where oil pollution occurs, it is
unlikely that public authorities will be buyers of pollution control craft.

In terms of port assistance boats, the types of craft purchased by Port Authorities are
typically limited to pilot boats and some patrol boats. Purchasing of new vessels from port
authorities is infrequent and driven by the need to replace existing fleets and increases in
capacity in terms of port expansion or development. The size of the market is small, with
many African port authorities/ maritime agencies holding less than 20 vessels in their fleet187.
In Tanzania, the Tanzanian Port Authority had a total of 3 pilot boats and 6 patrol boats as at
2009188.
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SMIT International (2009) „Our Fleet as of March 2009‟ www.smit.com/sitefactor/public/Our_work/Fleetlist/Fleetlist_as_at_1_March_2009.pdf
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Alnmaritec UK (2008) „Every boat counts‟ – www.alnmaritec.co.uk
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Paul Usoro & Co (n.d.) „Pollution in Ports: Legal Issues‟ http://www.paulusoro.com/publications/portpollution.pdf
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However, there has been a trend towards purchases of new vessels by port authorities in
recent years, particularly of tug boats and pilot boats. Recent purchases include:
189
 Kenya Ports Authority acquisition of four pilot boats since 2005
 The Seychelles Port Authority investment in two new pilot boats in 2009
190
 Ghana Ports and Harbour Authority‟s current procurement process for 2 pilot boats
Supply of pilot boats, mooring launches and other harbour support boats is typically through
a competitive tendering process. The Dutch boat builder, Damen Shipyards, in particular is a
key supplier to the Kenyan and Ghanaian ports authorities, supplying 9 of the 11 vessels
purchased by the KPA since 2005. Other international suppliers from Taiwan and the UK
have also been successfully awarded contracts for vessel construction191.
Expansions and upgrading to port infrastructure in Africa may indicate further demand
for port assistance craft – particularly pilot boats and patrol boats. Examples of current
African port construction and expansion include:
 Tanzania: Dar es Salaam Port expansion with assistance from Dutch port handling firm
APM Terminals:192
– Construction of two new container terminals to be completed by the end of 2012,
doubling the port‟s capacity by a further 500,000 TEUs193
 Namibia: a US$2.7bn upgrading of Walvis Bay port scheduled for completion by 2014
– Project includes: construction of new container terminals and increasing the port‟s
draught for larger ships194
 Mozambique: port of Maputo expansion to be completed in 2014:
– Upgrading the coal terminal to handle 25 million tons and container terminal (nearly
completed)195
 Togo: Bolloré Africa Logistics announced plans in 2011 to build a US$640m third quay
at Lomé port to be completed within five years:
– The quay will double container traffic to approximately 800,000
– The quay will be able to handle craft of up to 7,000 TEUs196
 Cameroon: the China Harbour Engineering Company (CHEC) is currently overseeing a
US$489m construction of a new deep water port at Kirbi to be completed in five years:
– The project will involve a 50,000t container berth, a 40,000t multi-purpose berth, as
well as relevant supporting facilities such as breakwater and port machinery197
There are, however, constraints to the attractiveness of the markets for specialised
workboats and other commercial craft. For example, there is an increasing trend towards
harbour tugs that are also equipped with fire-fighting and pollution control capabilities,
reducing the need for single function boats dedicated to these activities198.
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Kenya Ports Authority (n.d.) „Global perspective of Maritime trends and their Impact on Mombasa‟ http://www.kpa.co.ke/InfoCenter/News/Pages/BillingPosition.aspx; Stakeholder interview – Samuel Mahinda,
Kenya Ports Authority
190
Stakeholder interview – Captain James Owusu Koranteng, Ghana Ports and Harbour Authority
191
Stakeholder interview – Samuel Mahinda, Kenya Ports Authority
192
Daily News (2012) „Dar Es Salaam upbeat on port expansion‟ - 07 February 2012 http://www.dailynews.co.tz/home/?n=16537&cat=home
193
UNCTAD (2011) „Review of Maritime Transport‟
194
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Market insight: Kenya Port Authority
 The Kenya Ports Authority (KPA) is a government entity under the Ministry of Transport. It is

responsible for managing the coastal ports of Kilindi and Mombasa (and the dry port branches of
Nairobi and Kisumu)
 The KPA is responsible for managing the berthing of container ships, and ensuring that the port is
environmentally friendly
 The KPA has approximately 20 vessels, predominantly berthing tugs and pilot boats. However, 8
vessels are currently unavailable for maritime operations due to required maintenance and
rehabilitiation.
Demand for boats and product requirements
 The KPA has ordered 11 small craft since 2005 (including berthing tugs), including 4 pilot boats and

4 mooring boats
– The KPA took delivery of a pilot boat from the UK in November 2011 (US$5.7m), and has a
Taiwan-built pilot boat scheduled for delivery in May 2012
 Requirements:
– Design
– Fuel consumption
– Equipment
 Potential for growth
– The Kenyan government plans to construct a port in Lamu to ease congestion at Mombasa
Port
– The KPA has plans for fleet upgrading to replace old vessels, although sees refurbishment as
often being a cheaper option
Purchasing strategy
 Tenders are advertised in national and international newspapers
 Donor assistance is also important – countries offer short- and long-term loan facilities to buyers

– Donors normally fund up to 40% through an extension of credit, the loan repayment period
can be up to 4 years
Contact:
Samuel Mahinda
Marine Engineer, Kenya Ports Authority

3. Oil and gas crew and provisioning supply boats
 Key markets: Nigeria, Angola, Ghana
In the oil and gas sector, Nigeria, Angola and Ghana represent attractive markets, given
their extensive reserves and production. West Africa produced 2.6% of the world‟s crude
petroleum in 2008 (795 million barrels), with Nigeria and Côte d‟Ivoire producing 99% of this.
Production is expected to grow in Ghana, with the Jubilee oilfield having come on line in
2010. There is also significant offshore exploration activity in Mauritania (e.g. Chinguetti
Oilfield, including Chinguetti and Tevet Areas, an estimated 123 million barrel resource).
Mozambique is also a potentially attractive market, due to potential offshore gas reserves in
the Rovuma Basin in the North of the country199.
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All Africa (2010) „Mozambique: Gas Discovery in Rovuma Basin‟ - www.allafrica.com
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0
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The size of the market for workboats and commercial RHIBs for use in the oil and gas
industry is relatively small. For example, Bourbon – which provides crew boats for the oil and
gas industry – has 181 crew boats in their fleet.
Demand for oil and gas crew transport craft has grown as these are seen to be a viable
alternative to helicopter transport, and as new oil and gas exploration and drilling activities
are undertaken. For crew transport, the key requirement is for the safe and secure transport
of crew, with products incorporating features such as bullet-proof materials.
However, an increased demand in crew boats and other work boats does not always
translate directly into procurement of new vessels. For example, increased activity in the US
Gulf of Mexico in 2011 saw the relocation of Bourbon‟s crew boats from West Africa to that
area200.
4.

Ferry transport and other craft

 Key markets: Tanzania, Malawi, Kenya
There are a number of lakes in Africa where passenger ferries operate for both recreational
and commercial purposes. Attractive markets and possible areas for expansion are
discussed below:
 Lake Victoria (Tanzania, Uganda, Kenya)
– There are about ten ferries and a number of open-decked cargo boats and
passenger ships which transport around 6,000 passengers daily between lakeshore
ports201
– Operated by the Marine Services Company (MSC), the fleet was built in the 1950s
and reports state that the boats are often grounded due to poor maintenance and
frequently stall while at sea and delay passengers202
– The rehabilitation of Kisumu International Airport on the shore of the lake in Western
Kenya and government efforts to rehabilitate Rusinga Island as a tourist destination
also indicate potential opportunities for vessel sales203
– EarthWise Ventures in the USA is currently manufacturing two 65ft catamarans for
use between Mwanza and Kampala
– The ferries will be constructed in the USA, but with the ability to be containerised
and shipped to Uganda for reassembly and use on Lake Victoria204
– The ferry will also run on biofuel procured from a local project to establish jatropha
plantations in the region205

200

Marcon International (2011) „Crew Boat Market Report‟; p,7
UNECA (2010) „Assessing Regional Integration in Africa IV: Enhancing Intra-African Trade‟; p.313
202
http://julia726.files.wordpress.com/2009/03/earthwise-ferry-project-brochure-ltr.pdf
203
Stakeholder interview – David Kilo, Boat operator
204
http://julia726.files.wordpress.com/2009/03/earthwise-ferry-project-brochure-ltr.pdf
205
http://seattletimes.nwsource.com/html/businesstechnology/2009674875_africaferry17.html
201
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 Lake Tanganyika (Tanzania, Burundi, DR Congo, Zambia)206
– Lake Tanganyika has two passenger vessels owned by the Tanzania Railway
Company:
- MV Liemba – a converted German warship – is 97 years old and carries 634
passengers. It only operates twice a month at present207.
- The Mwongozo – built in 1979 with a capacity for 800 passengers and 80 tons of
cargo. However, the Mwongozo has been out of service with engine problems
for several years and no date has been set for its return to service.
– A third passenger vessel is being renovated in Bujumbura and fitted with two 125
horse power outboard motors by a private sector entrepreneur but no information is
available as to when it will be put into service and how it will be employed
 Lake Malawi (Malawi, Mozambique, Tanzania)
– Lake Malawi has one passenger vessel operating on the lake, the Ilala ferry which is
a former colonial vessel dating from 1949208
– Tanzania is currently collecting funds of US$9m to procure a new ferry with the
capacity to carry 320 passengers and 180 tons for the lake209


Lake Volta (Ghana)210
– Volta Lake Transport Company (VLTC) operates ten vessels on the Lake – providing
services for cargo transportation and passenger transport
– Cargo transportation operates North to South and the VLTC operates five 55m-long
barges for solid cargo (3) and liquid cargo (2), such as petroleum.
- Growth in cargo traffic is forecast, as landlocked countries such as Burkina Faso
and Mali import their petroleum products through this route. There are proposals
for the establishment of a multi-modal transportation system to transport oil
cargo from the port (Tema) to Bolgatanga in the North via pipelines and river
barges.
- There may be increased purchases of smaller patrol and pollution control boats
by the Ghanaian Maritime Authority as activities on the Lake increase.
– Four passenger ferries (also 55m LOA) offer cross-lake services, and one ferry operates
on a North-South route.
- Current utilisation rates are variable, as many routes only receive maximum
traffic on market days.
- Two new cross-lake ferries, funded by the Millenium Challenge Account (total
cost $9.5m), are due for delivery in 2012
– VLTC is exploring the potential to introduce boats to undertake tourism activities on the
lake

In terms of supply, commercial operators in Kenya, Ghana and Nigeria indicate that vessels
are purchased internationally, as there is limited local capacity. In Nigeria, for example, one
commercial operator indicated that larger vessels such as ferries and water buses had been
purchased directly from boatbuilders in China, Dubai and Italy211. Some ferries operators,
such as the Kenya Ferry Service, own rescue boats for emergency operations – however, in
general, these operators require assistance from ports authorities in times of need.

206

Nathan Associates Inc. (2011) „Corridor Diagnostic Study of the Northern and Central Corridors of East Africa‟
http://www.zambiatourism.com/travel/places/tanganyi.htm
208
http://www.griotphoto.org/ilala.htm
209
http://www.comesaria.org/site/en/news_details.php?chaine=blantyre-awaiting-dar-s-word-on-ferryservice&id_news=1587&id_article=119
210
Stakeholder interview – Dr. Abaidoo, Volta Lake Transport Company
211
Various stakeholder interviews
207
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Market insight: commercial boat operators – Kenya
 Commercial boat operators on Lake Naivasha in Kenya offer fishing tourism trips on the Lake
 There are approximately 30 boats active on the lake, approximately 40% of which are wooden and

60% made from fibre-glass
 The two boat operators interviewed had fleets of 10 and 6 craft

Demand for boats and product requirements
 Key requirements:

– Availability of spare parts - “the most important thing when purchasing is to find out if the
dealer is in Kenya… so when an engine breaks down the spare parts are readily available
– Delivery - “Deliveries to where we are located is very important”
– Durability/lifespan
– Fuel consumption
 Potential future demand:
– Underdeveloped lake tourism on Lake Victoria - “whatever we are doing in Lake Naivasha [in
terms of tourism] is not properly done or exploited in Kisumu… In the future I must have a
bigger boat for Lake Victoria where the lake transport is currently being done at a very
unprofessional level”
Purchasing strategy
 Purchases are infrequent, and conducted through Captain Andy‟s, the largest boat distributor in

Kenya
 Boat operators require hire purchase to fund their acquisitions, and may also consider second-hand

purchases
 Prices:

– Boat: KSH 250,000
– Engine: KSH 205,000

8.3.3

Market entry channels and barriers

For government purchases (e.g. maritime security and safety, other ferry/fishing
recapitalisation), key buyers are typically government departments as outlined in the table
below.
Examples of government buyers in key African markets
Type of buyer
Navies / defence
forces

Maritime authorities

Ministries of
Transport / Ports
authorities

















Country examples
Nigerian Navy
Kenyan Navy
Angolan Navy
Ghanaian Navy
Cameroonian Navy
Namibian Defence Force
Ghana Maritime Authority
Kenya Maritime authority
Nigerian Maritime Administration and Safety Agency (NIMASA)
Portos e Caminhos de Ferro de Moçambique
Ghana Ports and Harbour Authority
Nigerian Ports Authority
Kenya Ports Authority
Tanzania Ports Authority
Namport
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departments /
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Country examples
Kenya Maritime Police Unit
Ghana Maritime Police Unit
National Petroleum Company (Nigeria)
*
Maritime Security Coordinating Agency (Nigeria)
Leasing Company of Nigeria (LECON)
Kenya Wildlife Service
Volta Lake Transport Corporation – Ghana (a subsidiary of the Volta River
Authority

* Not yet operational

Market entry channels for military and naval security boats and other government purchases
are often through tendering processes. Typically, there is a fee to pay to access the tender
documentation for public procurement processes.
Typically, vessel procurement is advertised in local print media and on the procuring
company‟s website (for ports authorities and other public procurement). Some countries also
have procurement authorities that advertise the opportunities, such as Ghana‟s Public
Procurement Authority212. However, stakeholders note that some tenders are not advertised,
and only companies in the market will be invited to tender – in these situations, a presence
in the market (either through a field office, partner organisation or active FER support) is
important for identifying opportunities213. The Nigerian Navy also confirmed that some larger
vessels are not procured through a tender process but procured directly, with Nigerian
representatives seeking out the desired companies and entering into negotiations directly214.
A lack of public financing for vessel procurement may also lead to public-private
partnerships to ensure full patrols. The Ghanaian government is contemplating PPPs in
order to access more boats and patrol the country‟s exclusive economic zone (EEZ)215.
Potential barriers to markets include:
 Increasing importance of local content, particularly in Nigeria and Ghana
– In November 2011, the direct procurement of military boats from John Holt Nigeria
was announced216
– A Dutch firm, TP Marine plans to construct a shipbuilding facility in partnership with
the Nigerian Navy in Lagos which will engage in vessel manufacturing and
maintenance/repair operations217
– ABG Shipyard is in talks to establish a shipbuilding joint venture in Nigeria218
 Poorer African states are seeking international assistance to help increase their
maritime security assets due to limited funds and requirement for long-term financing –
this is often provided on a tied basis whereby vessels will be sourced from the donor
country219.
– Benin is soliciting the USA and France for assistance to purchase three patrol boats
to add to the two 27ft patrol craft received from the USA in 2010220
– Similarly, Mozambique has received 17 donated coastal patrol ships from the USA
since 2009221 and received two Namacurra-class patrol boats from South Africa in
2004 due to their limited capacity to monitor their waters

212

Stakeholder interview – Captain James Owusu Koranteng, Ghana Ports and Harbour Authority
Stakeholder interview – Prasheen Maharaj, SA Shipyards
214
Stakeholder interview – Master Warrant Office Babayemi, Nigeria Navy
215
Stakeholder interview – Captain Owiredu, Ghana Maritime Authority
216
Leadership (2011) „“FG‟ll save over N1bn patronising local firms”‟ – 14 November 2011- www.leadership.ng
217
Vanguard (2011) „Ship building: Navy signs MOU with European firm‟ 09 June 2011 - www.vanguardngr.com
218
DefenceWeb (2011)‟ABG Shipyard in talks for shipbuilding joint venture in Nigeria;– www.defenceweb.co.za
219
A South African boatbuilder also indicated that in some wider markets, e.g. Pakistan, lists of eligible
production locations are provided as part of tender specifications, where South Africa is not always on the list
220
Reuters Africa (2011) „INTERVIEW – Benin seeks planes, boats to fight W. Africa pirates – 16 August 2011‟
213
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– The Ghana Maritime Authority‟s recent vessel acquisition was funded by a loan from
the Finnish government,222 resulting in the sourcing of vessels from Finland
– The Angolan Ministry of Agriculture, Rural Development and Fisheries was able to
purchase three 62m fishing surveillance vessels from Damen (Holland) due to
cofinancing offered by the Dutch Government and ING Bank
– Limited budgets in target markets is a challenge, as the public authorities in many
countries can only afford to purchase boats through funding over a 10 to 15 year
period. Competitors from the EU and Asia can offer competitive funding packages
which South Africa may not be able to match223.
 For certain tenders bid bonds are required, affecting cash flow224
Vessel procurement for workboats and crew boats in the oil and gas industry tends to be
conducted by marine service operators (some with a global reach, e.g. SMIT, Svitzer,
Bourbon, Seacor). For example, the UK-based workboat manufacturer – Alnmaritec – sells
line and hose handling boats to Svitzer and SMIT. These companies access opportunities
through marine service tenders with large oil and gas companies, and can place orders for
new boats based on the requirements of contract225.
Procurement by these companies may be done centrally. For example, SMIT International
has a centralised Newbuild Department that procures, designs and/or builds vessels for its
global operations. SMIT Newbuild will contract shipyards to construct vessels near to
market, particularly for smaller line handlers where transportation costs are higher relative to
vessel cost. In this area, South Africa is well placed for tenders in Angola and Mozambique
due to proximity to market. In order to become a shipyard for SMIT Newbuild, SMIT
employees must review the shipyards in terms of audit, HSE and production quality226.

SMIT Octomar in Angola mentioned preliminary discussions regarding an Oil Pollution Centre
to be set up in Luanda by the large oil and gas companies which would make group purchases
227
of pollution control craft. However, as yet this has not translated into anything concrete.

Private sector companies, within the oil and gas industry, are also under pressure to
increase its local content. The Nigerian Oil & Gas Industry Content Development Act
requires investors in Nigeria‟s oil and gas sector to submit a local content plan to the
Nigerian Local Content Monitoring Board, committing suppliers to minimum levels of local
content. The Act also specifies products and services that should only be procured in Nigeria
– including fabrication and welding. The Act also specifies preferences to be applied when
assessing tenders, as follows:
 Where bids are within 1% of each other by price, the bid containing the highest level of
Nigerian content shall be selected, provided Nigerian content is at least 5% higher than
its closest competitor
 A Nigerian company shall not be disqualified on the basis that it is not the lowest
financial bidder, provided the value does not exceed the lowest bid by 10%

221

TradeWatch (2011) „Piracy in Africa‟ Global Trade‟ The African Trade and Transport Report Issue 6 www.gtai.de
222
Stakeholder interview – Captain Owiredu, Ghana Maritime Authority
223
Stakeholder interview – Prasheen Maharaj, SA Shipyards
224
Stakeholders indicated that in some countries governments will provide surety to cover this requirement
225
Stakeholder interview – Robert Smits, SMIT Octomar
226
Stakeholder interview – Robert Smits, SMIT Octomar
227
ibid
Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

85

the dti – Boatbuilding industry competitiveness and market development

March 2011

In the commercial fishing industry, purchasing is much more fragmented – for example
individual boat operators in Kenya purchase craft from a local supplier which imports from
abroad228.
In terms of tariff barriers, South Africa does not seem to be at a significant advantage to
other suppliers under MFN status. The following table summarises tariffs facing South Africa
in selected sub-Saharan African markets:229
Summary of tariffs facing
230
South Africa
Market

Angola

All products
except
listed
exceptions
2%

Cote
d’Ivoire

5%

DRC

5%

Equatorial
Guinea

10%

Gabon

10%

Ghana

0%

Nigeria

5%

Exceptions

Inflatable
rafts: 20%

Other: 20%
Inflatable
rafts: 10%

Summary of tariffs facing other countries for HS
890190 (other vessels for the transport of goods and
persons) and HS 890200 (fishing vessels)
HS 890190
HS 890200

2% for all countries (SA is
largest trade partner after
China and US)
5% for all countries
(largest trade partner is
SA)
5% for all countries (SA is
largest trade partner after
France)
Free-trade with select
African states
10% for most countries
Free-trade with select
African states
10% for most countries
0% for all countries

2% for all countries (largest
trade partner is SA)

5% for all countries

5% for all countries

5% for all countries

5% for all countries

Free-trade with select
African states
10% for most countries
Free-trade with select
African states
10% for most countries
0% for all countries

In terms of accessing wider markets, boatbuilders have also indicated that acquiring
standards certification (e.g. CE) and required inspections by clients also present barriers.
8.3.4

Purchasing criteria

Information on the evaluation criteria for bids and contract award is not widely available, but
interviews with stakeholders indicate that for commercial boats the following criteria play a
key role in purchasing decisions:
 Price231 is an important consideration for public authorities, although it is less important
when international donors supply credit for purchase of craft manufactured in their own
shipyards.232 For commercial boat operators, price is also important, and financing
packages may be required (in particular for smaller operators such as small-scale
fishers). In Kenya for example, a commercial boat operator may require hire purchase to
228

Stakeholder interview – David Kilo, Kenyan boat operator
All tariff barriers obtained through International Trade Centre online, www.trademap.org
230
Covers the following products – note that these include ships, but some boats may be exported under tariffs:
HS 890110 – Vessels used principally for transport; HS 890130 – Refrigerated vessels other than tankers; HS
890190 – Other vessels for cargo/ passengers; HS 890200 – Fishing vessels and factory ships; HS 890690 –
Other vessels, incl. lifeboats (excl. warships, etc.); HS 890710 – Inflatable Rafts
231
Stakeholder interview – Liz Sibindi, Namport
232
Stakeholder interview – Captain Owiredu, Ghana Maritime Authority
229
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finance vessel acquisitions.233 For commercial boat operators, price may also be a key
driver of decisions on whether to purchase a new or second-hand boat.
Customisation options and design can also be important in larger contracts, (e.g.
contract negotiation on customisation and design can take up to 3 years before
construction commences234). In some cases R&D may need to be conducted as part of
product delivery (e.g. for defence contracts). Specific requirements may include:
– For oil and gas supply boats, speed and safety (e.g. bullet-proof constructions)
– For work boats, customised to specific purposes
– For fishing boats, processing/storage requirements of catch
As described above, inter-governmental support is a key driver of purchases by public
authorities, in particular where this includes funding or training
Robustness is an important consideration, particularly for RHIBs
As indicated above, local content is an increasingly important consideration
Ease / costs of delivery:
– For boats used on inland waterways, the ability to deliver across land / reassemble
is important
– Procurement by marine service providers using nearby builders

Stakeholder interview – David Kilo, Kenyan boat operator
Stakeholder interview – Prasheen Maharaj, SA Shipyards
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Competitive environment

South Africa has a number of commercial boatbuilders, including Veecraft, Nautic and Butt
craft. These suppliers have tended to supply to the domestic market, with some supply to
countries within the region such as Angola and Mozambique (as well as more widely, e.g.
the Middle East). South African RHIBs suppliers have also developed expertise in good
durability and excellent seaworthiness based on use in South Africa‟s sea conditions. South
African RHIB manufacturer Gemini exports successfully to Australia and New Zealand,
focusing on supply of military / rescue / commercial RHIBs.
Competitors in the commercial boat segment include:
 TP Marine:
– A Dutch boatbuilder manufacturing customised military and commercial craft for a
range of public sector clients, including the Nigerian Navy
– The company has a number of global manufacturing facilities, but much of the
prototype construction is undertaken in Holland
 Alnmaritec:
– A UK-based boatbuilder which manufactures customised aluminium workboats for
the oil and gas and marine services industries
– Its clients include marine services companies such as Svitzer, Smit and Seacor
Marine, as well as oil and gas companies such as Shell and Exxon
 Strategic Marine:
– An Australian boatbuilder with manufacturing facilities in Australia, Singapore,
Mexico and Vietnam
– The company produces a range of aluminium boats for offshore/commercial clients
and government/defence clients
– Since 1992, it has manufactured over 374 vessels and in recent years has expanded
into large, bespoke steel vessels such as floating dry docks and large dive support
vessels
– It has also diversified into other operational areas including refit and repair, vessel
service and maintenance, and maritime training.
 Aliboats:
– A Botswana-based boatbuilder with offices in Botswana and Zambia
– The company manufactures customised aluminium workboats, primarily for the
public sector in Africa
Other competitors include Damen, which has a presence in South Africa but may supply
African markets from its European boatyards, and TP Marine (Holland).
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Profiles for TP Marine, Alnmaritec, Strategic Marine and Aliboats are provided below:
TP Marine

235

TP Marine is a leading manufacturer of high speed craft, headquartered in Holland. The company has
four divisions:
 TP Wind and Charter: crew and utility catamarans for offshore wind farms
 TP Naval: high-tech military, underwater and remote controlled projects
 TP High Speed Craft: work, rescue, patrol and law enforcement vessels
 TP Service: service, logistics, and maintenance support
The company also offers additional services including workboat and patrol boat charter, training
courses and refit services. The company has recently taken on a project for the refit of 6 large patrol
boats for the Nigerian Navy.
TP manufactures craft from 5m to 28m in length, and models in the High Speed Craft Division include
patrol boats, interceptors, and landing boats. The company also offers a multi-role combat craft – the
K38 – a catamaran that can be used for patrol or military use.
The company has sold craft to private industry and government clients in the Netherlands, USA,
Denmark, Belgium, Singapore, Portugal, Germany, Nigeria, and Norway. TP also sells into a range of
African markets including: Ghana, Angola, Nigeria, Algeria. African sales account for approximately
50% of sales, with particularly strong growth over the last 5 years as the company has targeted oil
and gas producing countries.
Production
TP Marine produces customised, project-specific craft for clients using either aluminium or composite
materials. Production facilities exist in Holland, China, Africa and Kuwait, but typically the initial
prototypes are produced in Holland and then exported in kits to target markets for assembly and
manufacture. The benefits of in-country manufacturing include: delivery times, transport costs, and
closer relationship with the buyers.
The company has a production capacity of approximately 15 craft in their Dutch facilities, but also
sub-contracts their own project managers to external shipyards with excess capacity – allowing the
company to scale up if large orders are received.
The lead times for craft manufacture vary from 10 weeks for small craft of 10m to 12m vessels, to 12
months for larger boats up to 26m. The company‟s employment levels are dependent on the order
book, as approximately 60% of TP Marine‟s workforce is temporary and hired on a project-by-project
basis. Design capabilities are subcontracted to external companies (including Icarus Marine in South
Africa). The company builds to the following certification standards:
 ISO9001
 CE
 AQAP
 Lloyds Regulations
Market Access
TP Marines‟ sales in African markets are typically to Coast Guards/Navies for government patrol of oil
rigs and pipelines. These opportunities are accessed through open tenders and in-market agents,
who are important for accessing opportunities due to the importance of informal networking and local
networks. TP Marine also has representative offices in each market.

235

Stakeholder interview – Bjorn Neeven, TP Marine; http://pdf.nauticexpo.com/pdf/tp-marine-bv/tp-marinecompany-presentation/32175-22478.html
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Alnmaritec (United Kingdom)
Alnmaritec can manufacture both multihull and monohull workboats and has built over 100 aluminium
workboats for various uses, as shown below. In addition to manufacturing, Alnmaritec specialises in
boat design, and boat „kits‟ where boatbuilders can purchase Alnmaritec designs to construct
themselves in various forms – from a set of drawings, to CNC-profiled hull parts and full packages
including equipment and machinery.








Hose & Line Handling
Wind farm support
Aquaculture and fish farming
Passenger ferries
Fire / rescue / ambulance
Waste and oil pollution control

Alnmaritec boats by category
 Commercial fishing and angling
 Cargo ferries
 Research, survey, dive support
 Pilot, patrol
 Harbour workboats
 Ships tenders

Approximately 60% of orders are exported, and the company has a strong presence in Africa.
Examples of recent sales into African markets include:
 12 Wave Handlers in operation in West Africa
 Patrol and pilot boat sold in Angola
236
 Tenders (10m/33‟) sold to Seacor Marine for operation on Congo oilfields
237
 Passenger ferry (20m/66‟) for operation in South Sudan on the White Nile
 Wave Handler 900 (10m/33‟) – multi-hull – sold to Single Buoy Moorings of Monaco to serve on the
FPSO in Angola
 Wave sprite class (5m/16‟) – delivered six to „Clean Nigeria Associates‟ an oil company cooperative
238
providing emergency oil spill response
Production
All Alnmaritec workboats are custom-made to its buyers‟ specifications – aluminium hulls do not
require moulds and therefore allow for flexibility. In general, Alnmaritec‟s multihull forms include high
speed planing catamarans, displacement catamarans and high speed deep V catamarans. In the
monohull range, Alnmaritec has capacity in both high speed, shallow draft planing vessels, and
displacement landing craft.
All boats are manufactured in the company‟s 100,000sq ft workshop space where facilities include a
CNC plate-cutting facility, a machine shop, a joiners shop and a fabrications area.

236

http://www.alnmaritec.co.uk/news/newsletter01.html
http://www.alnmaritec.co.uk/news/newsletter03_spring08.html
238
http://www.alnmaritec.co.uk/news/newsletter01.html
237

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

90

the dti – Boatbuilding industry competitiveness and market development

March 2011

Strategic Marine (Australia)
In the offshore/commercial sector, clients have included: Svitzer, EMAS Offshore, Syarikat Borcos,
SMIT, Baruna Ray Logistics, Samson Maritime, Dinastia Jati, and Blue Marine. In the government/
defence sector, Strategic Marine has completed 260 patrol vessels for clients including the Australian,
Singaporean, Nigerian and Malaysian governments. Between 1992 and 1999 however, Strategic
Marine only built vessels for Australian government departments, including: the Australian Police;
Royal Australian Navy; Australian Fisheries Department; and the Australian Army. Examples of
international government contracts are outlined below.
Selected examples of Strategic Marine’s international government contracts
Year
2008-9
2008-9
2008-9
2005-8
2001-2
19982002
19982002
19982002

Quantity
4
15
40
150
15
2

Vessel type
20m landing craft
16m patrol vessels
12m patrol vessels
10m landing/patrol craft
22m patrol vessels
20m patrol vessels

Client
Country
*
Suncraft International
Nigeria
*
Suncraft International
Nigeria
*
Suncraft International
Nigeria
*
Suncraft International
Nigeria
Royal Malaysian Police
Malaysia
Singapore Police Coast
Singapore
Guard
25
18m patrol vessels
Singapore Police Coast
Singapore
Guard
1
14m Coastal
Singapore Police Coast
Singapore
surveillance vessel
Guard
32
10m patrol vessels
Singapore Police Coast
Singapore
Guard
*
Suncraft International is a Singaporean firm which won the contracts with the Nigerian Navy and
outsourced production to Strategic Marine
Production
 Production undertaken in four facilities in Australia, Vietnam, Singapore and Mexico
 Technology includes CNC metal cutting equipment
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Aliboats (Botswana)
Aliboats was established in 1986 with a focus on the tourism sector in the Okavango Delta in
Botswana, but the firm has expanded its target markets into new sectors, including:
– Pleasure and commercial fishing
– Military/police
– Patrol boats
– River and lake transport boats
– Offshore work boats
– Landing craft
Aliboats employs 70 people. In 2010, the company manufactured 120 boats worth BWP20m
(R21.4m). In 2010, 90% of sales were derived from exports, primarily due to saturation of the local
market (local tourist facilities and government departments). The company has sold craft into a wide
range of markets including: UK, EU, Malawi, Namibia, South Africa, Mozambique, Kenya, Uganda,
Sudan, Nigeria, Zambia, Angola, Tanzania and the Maldives.
239

Recent contract awards
Year
Quantity
Vessel type
1
14.6m landing craft
2
9.6m landing craft
Ongoing
2
7m workboat
2
5m workboat
2
3m workboat
2008
3
9.6m landing craft
2008
4
6.2m landing craft
2008
1
14.6m landing craft
2005
1
12.6m landing craft
n.d.
12
6m boats

Client

Country

Angolan government

Angola

Zambian Government
Zambian Government
Nigerian Government
British Red Cross
Department of Water Affairs

Zambia
Zambia
Nigeria
UK
Botswana

Production and costs
Production is undertaken in Maun, Botswana. Aliboats offers customised boats to meet individual
customer needs. The company uses light-weight, aluminium alloy (1.6 to 10mm). The raw aluminium
is purchased from South Africa and shipped to the manufacturing facility. The cost of transport for raw
materials from South African in 2010 was 4.5% of total sales. Proximity to markets and waterways is a
competitive advantage for Aliboats, as shipping costs to the main export markets (e.g. Zambia and
Mozambique) is lower than that from South Africa, although transportation of the final boat to the
240
buyer is typically the responsibility of the buyer. Cost of labour in Botswana is BWP3.80 per hour .
 Available prices for boats supplied include:

– Supply boat for the Ministry of Minerals, Energy and Water Resources as part of the
241
Okavango Water Quality Management Project – BWP165,055 (2008)
242
– Pontoon ferry boat for Ministry of Works and Transport – BWP15.8m (US$1.9m) in 2009

239

The Botswana Gazette (2011) „Buy Botswana 13-19 July 2011‟; p.3
Versus approximately 12 pula per hour in South Africa
241
http://www.htbotswana.com/ppadb/tender_awards_archives/2008/February_2008_tender_awards.pdf
242
http://www.htbotswana.com/ppadb/documents/Awards_of_8th_January_2009.pdf
240

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

92

the dti – Boatbuilding industry competitiveness and market development

March 2011

Based on a review of the activities of competitor countries and stakeholder interviews (see
Appendix A), the following drivers of competitiveness can be identified:
 In African markets, TP Marine, Aliboats and Strategic Marine have in-country partners
to assist them with accessing opportunities and tender preparation. SA Shipyards also
noted that accessing opportunities in the public sector in Africa requires a national
presence.
 Strategic Marine and Aliboats both served public authorities within their own countries
prior to becoming exporting firms, demonstrating the importance of domestic
procurement as a platform to support international competitiveness. Strategic Marine
spent seven years serving the Australian public sector before diversifying into building
craft for the offshore oil and gas industry and public authorities overseas.
 The ability to customise craft to buyer requirements is important. All competitor
companies offer customisation across a range of designs for a range of sectors.
 Ease of delivery to regional markets has been an important competitiveness driver for
Aliboats. Companies further away face greater difficulties – e.g. Mustang Marine, a UK
manufacturer who supplies pilot boats for the export market, uses a separate logistics
firm, Cory Logistics, to manage the challenge of transporting the finished product from
the UK to Kenya243.
8.3.6

Marketing

Domestic commercial boatbuilders undertake a range of marketing activities, including some
marketing through trips (e.g. to the Nigerian oil and gas services sector) and attendance at
boat shows, marketing through local dealers, tenders, and online presence. Stakeholders
indicate that some of the best marketing approaches include having a strong local dealer,
having a boat operating in the market place, and through word-of-mouth. Some of the
operators, such as Veecraft, do have stands at the South African military shows, which may
be attended by buyers from African markets. There is a limited attendance of domestic
producers at international work boat shows such as in the UK, Dubai or Singapore.
Successful workboat manufacturers selling into African markets – such as Aliboats and
Strategic Marine – work with intermediaries in the importing country who deal with the
tendering issues and contract out the work to the manufacturers once the contracts are
awarded.
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8.1

Developing service offerings – superyacht repair, maintenance and refit

8.1.1

Superyacht repair, maintenance and refit overview

As both the number and size of yachts have increased over time, so too have the terms
used to describe them. For the purposes of this study (unless otherwise noted) a
superyacht, which may be either a sailing or motor yacht, will be defined as measuring at
least 24m in length (80‟)244.
The superyacht repair, maintenance and refit industry can be broken down broadly into 1)
regularly scheduled and ad hoc maintenance and repairs necessary to keep a superyacht
functioning at an optimal level or to certain classification specifications; and 2) refits, which
are discretionary and largely driven by the owner‟s needs.
Superyacht owners that choose to have their yachts classed or certified by a member of the
International Association of Classification Societies (IACS), which is voluntary and generally
done to ensure a certain level of sound design and construction, will generally incur higher
repair and maintenance costs as a result of periodic surveys required by the classification
society (e.g. Lloyd‟s Register of Shipping and The American Bureau of Shipping [ABS]).
While maintaining a superyacht to class is not compulsory, many owners will do this in order
to reduce insurance premiums and losses. In addition, it is estimated that keeping a
superyacht up to class can add almost 40% to its market value245.
Repairs and maintenance can involve any and all parts of a superyacht; the types of
skills involved include, but are not limited to: carpentry, mechanical, electrical, metal
fabrication, pipefitting, machining, masts, shaft & alignment, hydraulics and interior and
exterior refinishing. Yards can generally provide full service using their own skilled
employees or, if a yard does not have an employee with the correct skills, it will work with
skilled sub-contractors. As one yard stated in the Superyacht Intelligence Report Spring
2011, “repair and refit, being complex and very different from new build, requires specific
facilities and qualified personnel and subcontractors”.
For superyacht refits, many owners will opt for a project management firm that will provide
active project management from start to finish. Project managers are starting to work on a
global basis no matter where the superyacht is located, ensuring that the refit is carried out
to a client‟s specifications. Globally, some yards (e.g. Spencer Boat Company in the USA)
will employ an entire team (sub-contracting as needed) to work on refits. Some yards (e.g.
Pure Superyacht Refit working from Servicios Técnicos Portuarios, STP, in Mallorca) allow
independent project managers to work with subcontractors through the entire process.
According to Yacht Focus, a supplement produced by Lloyd‟s Register246, the superyacht
market is still dominated by owners from Western Europe and North America. Lloyd‟s
also notes that the market is rapidly expanding among wealthy individuals from
Commonwealth of Independent States (CIS – former USSR) member countries. Owners
from other BRICS countries (notably Brazil) are starting to move into the yachting market as
well, but market growth predictions have been difficult to make. The Middle East is wellpositioned, based on geography and investment in infrastructure to date, to capture part of
the chartering market as well as new builds given the growing affluent customer base.
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With the concentrations of superyachts in the Mediterranean and Caribbean, the repair,
maintenance and refit market is largely centred around these regions. Out of the 195
superyachts >30m (98‟) delivered in 2010, Camper & Nicholsons International (CNI), in
association with SuperyachtTimes.com, were able to identify the nationality of 161 of the
owners broken down into the following seven geographic areas:
 Europe (South, West and North): 44% (71 yachts)
 Eastern Europe, Russia and Turkey: 21% (33 yachts)
 North America: 17% (27 yachts)
 Middle East: 7% (12 yachts)
 Asia: 7% (11)
 Oceania: 3% (5 yachts)
 South America: 1% (2 yachts)
The publication noted that the regional grouping that experienced the biggest growth from
2009 was in Eastern Europe, Russia and Turkey, supporting the overall trends noted by
other industry experts247. There are also a small but growing number of wealthy individuals
with superyachts in the Middle East, supported by continued superyacht berthing,
infrastructure development and destination building activities248. As political turmoil and
Indian Ocean piracy are ever-present concerns for yacht owners visiting the region, the main
focus of the industry today lies with the development of the regulatory framework to
streamline local cruising permits and simplify yacht operation and exploitation in the entire
Gulf area.
Due to the market forces discussed above, most of the refit and repair yards are based in
the Mediterranean (with Malta, Mallorca, France being key centres, and Turkey emerging
as a new centre) and the USA (Miami, Fort Lauderdale). In the late 2000s several
Singaporean companies, complementing the government‟s vision and objectives, made a
commitment and investment to develop capacity around the superyacht industry, including
refit and repair. There have also been some market developments in the Caribbean island of
Guadeloupe, where an industry veteran recently set up a repair and refit yard. As mentioned
above, the Middle East, particularly Abu Dhabi, has experienced continued development in
the repair, maintenance and refit market through new entrants and joint ventures. The states
of Western Australia and Queensland have both partnered with the local superyacht industry
to promote their respective destinations for cruising, infrastructure development, superyacht
construction, refit and repair, and overall economic development in these regions249.
Australia and New Zealand have also been mentioned as another contender for a “third
destination” outside of the Mediterranean and Caribbean.
8.1.2

Market demand and trends for superyacht repair, maintenance and refit

As a general rule of thumb, the average annual upkeep (servicing, maintenance, repair, refit
and supply costs) and crew costs of a superyacht are estimated at +/-10% of its purchase
price250. For an average sized yacht of 45m (148‟), the annual maintenance can range
between €2.5-4m (US$3,237-5,180m) 251. In addition, there are many other fixed and
variable costs, such as crew costs, docking away from home port, which can range from
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€6,200 (US$8,500) per day and up to €73,000 (US$100,000) annually252. The superyacht
repair and refit underway in Cape Town at the time of writing was valued at approximately
R3.4m, which included mast refurbishment, new sails, wooden deck, engineering and
electrical work and new safety equipment.
Based on the total value, estimated by The (super) Yachting Index, of the 195 superyachts
>30m (98‟) delivered in 2010 of €4.5bn (US$6bn), the total value of the annual upkeep
generated by these 195 vessels can be estimated at €450m (US$600m)253. This does not
include the total fleet on the water, only the incremental additional value added to this
market and does break out the percentage allocation towards crew costs, which could be
quite high for the larger yachts254. It must also be noted that superyachts do depreciate so
this should be considered when determining the total size of the upkeep market.
The global superyacht market has shown strong growth from the 1990s up to the economic
crisis of the late 2000s255. The (super)Yachting Index from 2011 estimates that of the total
global fleet, which was estimated at 5,750 vessels >24m (80‟) in 2010, 20% (1,140 yachts)
were built prior to 1990; from 1990 to 2000, 23% (1,338 yachts) were built; from 2000 to
2005, 17% (980 yachts) were built; and after 2005, 40% (2,292 yachts) were built. It is
interesting to note that since 2005 the market and total fleet size has boomed, with an
estimated 40% of the global fleet having been built during this time frame. CNI estimates
that annual superyacht deliveries over the past 10 years have averaged 327 vessels per
year, with deliveries over the past 4 years (from 2005 to approximately 2009) averaging 458
per year. The (super) Yachting Index also noted a decline in the number of superyachts
>30m (98’0 delivered since a peak of 261 in 2008, falling to 213 in 2009 and 195 in 2010.
While these figures do not represent the entire number of superyachts delivered (>24m (80‟)
and <30m (98‟) aren‟t included), it does illustrate an overall decline in this segment of the
market since the 2008 peak. The deliveries in 2009 may have been worse if the lead times
to construct a superyacht were not so long, thus including orders that were likely placed at
the beginning of the economic crisis. Based on 2011 reports, the new build market is slowly
returning to levels seen prior to the peak.256 Overall, the increase in the total number of
superyachts in service should directly translate into a greater demand for regularly
scheduled repairs, maintenance and refit as the superyachts age.
The refit market remained steady during 2010 to 2011, faring better than the new build
market257. This was contrary to industry growth expectations which were reflected in a
Superyacht Intelligence report from early 2010. The report found that a vast majority of yards
were upbeat about the sector and looking for increased growth and revenue generation in
the near future, as a way to offset declines in revenue from a decrease in new builds. As a
result, during 2008 and 2009 many yards across Europe either carried out or planned to
carry out equipment and facilities upgrades. At the time, the thinking was that “refit would be
the „new‟ new build, as owners were expected to opt to refit existing or secondhand yachts
over building or buying new yachts”258. Industry experts also thought that there might be a
market for astute individuals to find a slightly older superyacht, buy it at a discount and then
refit it to their specifications, all in less time and for less money, than it would take to build a
superyacht from scratch – this did not occur. As it turns out, the refit yards have not been
immune to the economic downturn and have been hit by a combination of fewer yachts to be
252
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serviced than expected, coupled with less work per yacht.
Presently, industry experts expect that the size of the repair, maintenance and refit
market will remain steady as the global fleet grows. One yacht builder put it succinctly in
the Superyacht Intelligence Quarterly Spring 2011 that, “because of the increased volume of
existing vessels, the repair, maintenance and refit market will create a sort of steady flow of
work, with the majority of money spent on maintenance and repair, to maintain the value and
condition of yachts”. A combination of shorter maintenance orientated „bread and butter‟ type
projects and longer refit projects would be the ideal for most refit yards259.
Superyacht Intelligence also notes that despite this upgrade in facilities across a number of
yards, a potential backlog in servicing the growing 60m+ (197‟) fleet has been identified.
The concern is that demand for premium services and skills from that market could
potentially outstrip supply260. It is also possible that the growth in the number of longer
superyachts could take up more space at prime refit and repair yards and displace work that
could have been done on various smaller length yachts at the same time. Others argue that
the main logjam is around season and that no owner wants their superyacht to be tied up
with repairs and maintenance when they could be using it or chartering it out. Superyacht
Intelligence goes on to say that the lack of desirable time slots could force a captain to
consider other locations rather than a different time slot.
8.1.3

Market entry channels and barriers

Overall, many superyacht owners, managers and captains tend to make decisions around
repair, maintenance and refit service based on word-of-mouth recommendations and the
reputation of a yard or project manager, preferring to work with yards that deliver high
quality work over those that compete on price and turnaround time261. The best project
managers will provide a complete service from start to finish, covering subcontractor
arrangements, continuity during any crew rotations, price estimates, concierge services for
owners and crew members, and delivering on the quoted costs and timing.
Due to the importance of reputation, yards and contractors that have recently entered the
repair, maintenance and refit industry have chosen to work with a project manager or
partner with a yard from an existing, reputable company. This is particularly true as the
options within this market expand to new yards in new geographic regions outside of the
traditional cruising waters of the Mediterranean and the Caribbean. The owner of
International Marine Management (IMM), which focuses on the refit and repair of
superyachts >80m (262‟), opened a yard in Guadeloupe in 2010 to service this market.
According to IMM, it was essential for the local yard in Guadeloupe to partner with an
industry veteran such as Fabrice Maitre, who has 25+ yachting industry experience along
the French Atlantic coast and the Mediterranean. Another company, Pure Superyacht Refit
Management, which is run by industry veteran Nic Clarke and based in Mallorca, provides
personal client services on a global basis no matter where the vessel is located. Pure
developed this market based on the wish of clients and potential clients that they use Pure‟s
management services in different shipyards from around the world.
For newly constructed superyachts, repairs and maintenance will fall under warranty for the
first couple of years. Depending on the vessel‟s home port and warranty, a simple repair
may leave the vessel unusable. Some warranties can be quite restrictive and only allow a
designated engineer to fix a problem. Failure to adhere to the manufacturer‟s requirements
may cause them to void a warranty if work is not done to specifications262.
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For motor yachts, which are mainly concentrated in the cruising grounds of the Caribbean
and Mediterranean, to make the trip to a new yard for repair, maintenance or refit, other
considerations need to be made around the superyacht‟s nautical range and cost to get the
superyacht to the yard. The range (in nautical miles) of superyachts depends on the tank
size and speed of travel, but many superyachts are now able to travel 2,000-3,000nm on a
full tank and the most fuel efficient superyachts can stretch that up to 4,500nm. This means
a trip to South Africa (Cape Town) would likely require owners to make a refuelling stop on a
trip from Europe or the US as they are 5,000+nm away263.
Several industry veterans have commented that it is unlikely a motor superyacht would
travel a very long distance out of these cruising areas for repair, maintenance or refit since
it is out of range and the options for these services are numerous within the vessel‟s main
cruising areas. It would take an extraordinary offering (not just dependent on price and time)
to attract this market. Sail superyachts, however, have more flexibility and range, and often
make long-range trips near some of the new, emerging markets in Southeast Asia, Africa
and South America.
8.1.4

Purchasing criteria

Key purchasing decisions are made by superyacht owners, yacht managers and
captains. Some of the main factors that influence the purchasing decision for repairs,
maintenance and refits relate to timing and capacity of the popular yards in the off-season:
which yard constructed the superyacht, where a preferred project management company is
located and the facilities and amenities offered for crew members. Industry knowledge,
discussions with industry players and publications have indicated that the following
purchasing criteria drive decisions on sourcing repair, maintenance and refit services:
1.

Accessibility / additional costs for reaching location: Motor superyachts cruising the
Mediterranean and/or Caribbean will be constrained by their nautical range and fuel
costs in reaching new yards outside of these regions. Sailing yachts are more flexible in
this regard. With piracy on the rise (in East Africa particularly) in certain regions around
the world, safety issues also affect the routes taken by sailing yachts.

2.

Availability and standard of facilities: Time slots (particularly during the off-season)
for premium services in prime yards in preferred locations may get booked up,
particularly for 60m+ (197‟) yachts, forcing captains to look for services in new
geographic locations. Facilities required for superyachts include: appropriately-sized
berths, covered facilities, dry docks, and lifts. Facilities available for crews, such as
banking, telecommunications and an easy environment (e.g. English language, similar
time zone to Europe) are also important considerations.

3.

Availability of quality workmanship, supported by good project management:
Owners and captains are most interested in quality workmanship, with time and cost a
lesser consideration. The type of yacht that can be handled, as well as where the yacht
was constructed are important considerations. Strong project managers will provide
seamless service of refits and repairs, delivering on budget, on time, with clear and
enforceable legal contracts.

In addition to the above, while owners are less focused on pricing, it is still a consideration.
Yards that compete heavily on pricing (e.g. hiring residential contractors and vendors)264 run
the risk of not delivering to the required quality, which could negatively affect the reputation
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of the yard.
Furthermore, an attractive environment and tourism attractions could play a small part in
the decision, but the standard of facilities offered will remain the key criterion. Yards in the
Southern Hemisphere that can offer availability during the European winter may find this
adds appeal to their offering.
8.1.5

Competitive environment

This section explores South Africa‟s offerings across the purchasing criteria described
above, relative to the offerings of four key locations for superyacht repair, maintenance and
refit.
The superyacht repair and refit industry (for motor or sail) is not well-established in South
Africa, however there are some established ship repair and modernisation facilities
available. South African industry experts have noted that it has been mainly sailing
superyachts that have passed through as they circumnavigate the Cape of Good Hope,
many looking to avoid piracy in the Horn of Africa.
Some of the players in South Africa include:
 Yachtport SA – a purpose-designed and built marine lift facility for catamarans or mono
hulls situated 60nm northwest of Cape Town in Saldanha
 Yacht Technology – a marine engineering consultancy that has operated from Durban
and Cape Town (since 1982), concentrating on surveys of small craft and superyachts;
design and modifications to existing small craft; design and upgrade of marinas; and
controlling harbour pollution
 Action Yachting – a full service repair yard and chandlery shop situated on the premises
at the Royal Cape Yacht Club in Cape Town – the company can coordinate shipping
yachts in and out of the country and provide a range of services and repairs including
fibre glass, mechanical, plumbing, mast and rigging
In addition, a number of yacht clubs and marinas may offer haul out facilities / lifting facilities,
and are supported by a number of small chandlers and repair companies. However, these
facilities tend to only provide for smaller yachts rather than superyachts. For example, in
Durban, the following services and facilities are available:
 Marina Yacht Lift – professional yacht lifting facility (60 ton) with on-site maintenance
and refurbishment
 Point Yacht Club – has a slipway, boat yard and dinghy park. A repair yard, outsourced
to Bowman Yacht Services, can undertake most renovation and repair work as well as
general services such as anti-fouling, etc.
 Seaport Supply – chandler with a comprehensive range of boat fittings and marine
equipment
 Wilson‟s Wharf – limited facilities are available to slip boats on a cradle
The following established yacht service locations have been explored to provide a
comparison to the services offered by the South African market:
 Mallorca
– Servicios Técnicos Portuarios (STP) is a private company, granted a concession by
the government, that provides operating services, including lifting and haul-out, at
the shipyard facility in Palma. The facilities at the yard, which are the result of a
public private collaboration, include offices where up to 20 local and international
independent superyacht refit and repair specialists are based
– Other operators at STP include:
- Rolling Stock Group, which provides chandlery, rigging and yacht-painting in a
recently opened (November 2011), modernised and refurbished building at the
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STP
Astilleros de Mallorca: a well-established yard that once built yachts but now
focuses exclusively on the repair, maintenance and refit services for superyachts
up to 70m (230‟). A range of workships are located on the premises with other
support services, like a purchasing department, crew store, design office and
service office, which can provide VAT services, courier services, apartment/hotel
rental, and help make travel arrangements.
Pure Superyacht Refit Management: provides comprehensive refit management
services from start to finish, including planning, budgeting, berthing, liaison with
contractors, ensuring high quality standards are maintained
Yacht Engineering Solutions (YES): provides one-stop repair and refit services
for superyachts through diagnosis and design capabilities that are supported by
a range of specialist in-house measurement and manufacturing equipment and
skilled personnel

 Malta
– Palumbo Group: are specialists in repair, conversion, refit and superyacht
construction, but will focus on turning the recently acquired Malta Superyacht
Services shipyard into the leading Mediterranean centre for servicing of motor and
sailing yachts longer than 40m (131‟)
– S&D Yachts Ltd: provides a range of services including full project management
services for superyacht repair, through a range of qualified subcontractors
 Singapore – several Singaporean yards are able to provide refit and repair services on
large yachts – the most comprehensive include:
– Dauphin Shipyard Yacht Division: the only mega-yacht builder in Singapore, focuses
on the 35m (115‟) -80m (262‟) superyacht sector
– Mech Marine Superyacht Division: provides project management for refit and
repairs, specialising in quality pipe works, customised mechanical fabrication and
engineering troubleshooting
 United States of America – south Florida
– Bradford Marine – Fort Lauderdale: through their in-house teams, provides fullservice undercover repair and refit for yachts of up to 180‟ (55m) in the covered slip
– Rybovich Superyacht Marina & Refit, Palm Beach: provides full service refit and
repair of motor and sailing yachts up to 90m (295‟)
– Spencer Boat Company – Miami: full-service shipyard dedicated to refit and repair of
yachts and vessels working to the highest international standards and Classification
Society requirements (ABS, Lloyd‟s, US Coast Guard)
– Jones Boat Yard – Miami: offers a comprehensive selection of yacht services on
boats from 30' (9m) to 300' (91m)
In addition to the above, there are also steps towards establishing Australia and New
Zealand as repair and refit hubs. New Zealand aims to build on its strong reputation in
superyacht construction to develop a superyacht cluster – “it is very clear that New Zealand
built and refurbished superyachts are held in very high regard around the world. Not only do
New Zealand built superyachts regularly win the world‟s most prestigious international
superyacht awards, those who buy our superyachts often come from countries in Europe or
North America that also have strong superyacht industries”265. The high-end cluster
redevelopment of a 20ha space known as the Marine Industry Precinct (MIP) at Hobsonville
Point would focus on the superyacht (manufacturing and refit) and boatbuilding industry. As
proposed, the redevelopment could create 2,000 jobs. The site, at Yard 37, benefits from the
combination of naturally deep water and flat land.266 Detractors of the redevelopment feel
that the marine industry is not investing enough given that the majority of the benefits will fall
265
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to the industry – “ratepayers are being asked to provide for the land, the infrastructure for the
industry and take on risks that the precinct cannot generate the necessary level of sales.
Given the arguments that the industry is constrained and that this site provides for a unique
marine precinct it is expected that industry demand should be far more certain''267. While the
project has been approved by both the Auckland board and council, the next step in the
project is to secure firm commitments from key marine industry companies.
The service offerings related to repair, maintenance and refit are well-established in the
main cruising areas of the world. Presently, South Africa offers limited capacity to target
certain parts of this market. The section that follows discusses international offerings and
South African capabilities in terms of the main purchasing criteria used by owners and
captains of superyachts.
1.

Accessibility / additional costs for reaching location

The majority of motorised superyachts spend the cruising season in the Mediterranean and
the Caribbean, where a wide range of services from well-established facilities is easily
accessible. France, Spain (Mallorca), Malta, Italy and, more recently, Turkey in the Eastern
Mediterranean are prominent in the new build, repair and refit markets. Superyachts based
in the Caribbean are very close to the numerous facilities provided in Southern Florida. But,
as the owners of superyachts increasingly come from outside of these regions and the
desire to explore new locations increases as well, there is an opportunity to expand services
in new locations.
In Southeast Asia, Singapore aims to take advantage of the increase in superyachts in
Phuket, the Andaman Sea, and Koh Samui. Because Singapore is little known as a repair
destination by superyacht charterers, brokers, owners and captains, it is actively promoting
its services to superyacht owners from Europe and the Middle East.
Safety considerations of the passengers and crew make travel through certain regions in the
world undesirable. Due to piracy concerns in the Horn of Africa region, there is anecdotal
evidence that sailing yachts on their way from Southeast Asia to the Mediterranean may
choose to circumnavigate the Cape of Good Hope instead. This trip may increase the
likelihood of a stopover in the established ports and marinas of South Africa. For motor
yachts making the journey from Europe there are some potential refuelling stops en route
(e.g. the Azores).
International example to support secure access to repair and maintenance services –
Singapore Superyacht Association
Along with wider support for the superyacht industry, the Singapore Superyacht Association (SSA)
aims to address security issues that could arise when transitting through the Straits of Malacca,
through:
 High level advocacy to government as well as to captains
 Exploration of strategic alliances with specialised maritime security companies
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Availability and standard of facilities

South Africa offers a range of facilities that focus mainly on smaller yachts but occasionally
provide services to superyachts. Yacht Port SA has a fully equipped boat yard with the only
indoor yacht maintenance and repair workshop in Southern Africa. The marine lift facility has
the largest travel lift in the country and is capable of handling catamarans and mono hulls of
up to 26m (85‟) length overall (loa) or 9m (30‟) beam width and up to 100 ton displacement.
Cape Town Port‟s Synchrolift is capable of handling ships up to 61m in length, 15m beam
and 1,806 tons, and the Robinson drydock measures 161.2m in length with an entrance top
of 20.7m and a depth of 7.9m.
One of the concerns regarding yacht berthing and haul-out facilities is the lack of „clean‟
facilities, e.g. the Robinson drydock and Synchrolift are situated in the commercial port,
which also services commercial vessels. The City of Cape Town has embarked on a blue
flag marina programme, which will help to improve the profile of marinas (with False Bay
Yacht Club, Granger Bay Water Club and Royal Cape Yacht Club participating in the
programme); however, these marinas may not offer the scale of facilities required to support
superyacht repair.
Facilities offered in established repair and refit locations are described below:
Competitors – facilities
Palma de Mallorca
 Servicios Técnicos Portuarios – Technical Port Services (one of the largest facilities in the
Mediterranean) provides facilities for over 20 superyacht repair and refit-related companies
Facilities include:
– 5 travel lifts able to lift greater than 750 tons
– Over 50 berths for yachts up to 90m (295‟)
2
– 55,000m of hard standing for vessels up to 60m (197‟)
– 6 keel pits for sailing vessels up to 60m
 Astilleros de Mallorca, located within the STP offers:
– Haul-out facilities from 55m (180‟) length and 400 tons hoisting capacity to 74m (242‟)
length and 1,700 tons hoisting capacity
Malta:
 Palumbo Group offers the following:
2
– 45,000m , including 2 dry docks measuring 160m x 25m and 140m x 18m
– Shed with 30m high retractable cover
– Capability for servicing of motor and sailing yachts longer than 40m (131„)
– Facility for crew offices, project management
– Dedicated workshops for engineering, painting, carpentry, hardware and rigging and
steel fabrication
– Docks are served with dockside cranes with a lifting capacity of 50 tons
– 12 ton mobile crane, a forklift and eight scissor lifts
– 500m quayside is available for alongside afloat repairs
 Other facilities include:
– Dry-dock with a maximum of 8m draught and up to 360m length overall
– Slipways which can accommodate vessels up to 60m (197‟) in length, 500 ton
displacement and 3.9m draught
– Floating docks which can accommodate up to 68m (223‟) in length, 750 ton
displacement and 4m draught
Singapore
 Dauphin Shipyard Yacht Division:

– Planned investment includes a dedicated paint shed, increasing lifting capacity from
1,000 tons to 1,100 tons, a new floating dock and paint shed
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United States of America – South Florida
 Bradford Marine (Fort Lauderdale):

– 300 ton Synchrolift marine elevator – yachts of up to 150‟ (46m) in length
– Side carriage transfer system provides over 1,000 linear feet of drydock space
 Rybovich Superyacht Marina & Refit (Palm Beach, Florida):
– 40,000 sq foot superyacht service centre
– Wet slips for 15 yachts up to 90m (295‟)
– Hard space for 9 yachts up to 55m (180‟)
 Spencer Boat Company (Miami):
– Undercover work bays with 10‟ (3m) draft, 50‟ (15m) overhead clearance, and up to
250‟ (76m) length
– Haul-out capabilities for vessels with up to 9.5‟ draft, 160‟ length, and 40‟ beam as well
as dockside capability of up to 250‟ (76m)
 Jones Boat Yard (Miami):
– Hauling and dry dock capabilities of 300' (91m) length, 60' (18m) beam and 1,800 tons
– 2 dry docks specialising in non-load bearing keels – one accommodates vessels up to
1,800 tons displacement and 300‟(91m) + length with 60' (18m) between wing walls;
the other accommodates vessels up to 950 tons and 180‟ (55m) + length with services
performed between a 48' (15m) wing wall expanse
– 3,700 linear feet of dockage, Travelifts, a Syncrolift
– Covered sheds for eleven 200' (61m)+ yachts

International examples of government support for facilities development
Internationally, the provision of superyacht repair and refit has been supported by government
as follows:
 Mallorca
– RS Global was awarded a 12 year concession by the Balearics Port Authority to
2
manage the RS Global building, which offers approximately 3,000m of rentable
workshop and office space on two floors, including the bar/restaurant
 Malta
– Palumbo Group was awarded contract for €29.4m (US$38.8m) by the Maltese
2
Government to manage a repair yard of 45,000m for an annual rent of €500,000 (US$
659,450) for 30 years
– The site comprises two dry docks measuring 160m x 25m and 140m x 18m and a
retractable shed

3.

Availability of quality workmanship, supported by good project management

South Africa does offer skilled craftsmen in all areas of service and there is a constant effort
to provide training to workers. Yacht Port SA in Saldanha offers full boat cleaning, valet,
maintenance and repair services. The company also provides brokerage, boat dry storage,
sail training, vessel surveys, and hosting of conferences and functions.
Action Yachting can perform small repairs through to major refits offering the following
services: fibre glass repairs, carpentry repairs and refits, plumbing repairs and new
installations, instrument repairs and new installations, mast and rigging repairs and
servicing, mechanical servicing and installation, motor servicing and complete new
installations, anti-fouling and hull servicing, re-spraying of yachts and general spray painting,
monthly yacht maintenance contracts, yacht surveying, new keel fitting, anti-corrosion
prevention applications, commissioning of new yachts / motor yachts, rigging and
transportation of boats, osmosis treatment, and parts procurement worldwide.
In addition, South Africa‟s ship repair industry has strong experience in maintaining and
modernising sophisticated vessels, including offshore diamond mining, arctic vessels, etc.
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There are approximately 80 companies of various sizes throughout South African ports with
internationally recognised large companies such as DCD Dorbyl in Cape Town and Dormac
in Durban. The industry employs around 9,000 people and has a R3.4bn annual turnover.
While there are many skilled craftsmen in the country, some work cannot be done as
efficiently as it is done in international yards due to a lack of capital investment in state-ofthe-art equipment and software (e.g. CAD software, and tooling and machining centres).
Offering cheaper labour on older equipment makes labour less productive and potentially
more expensive when time is taken into account.
Services offered in established repair and refit locations are described below:
Competitors – services
Malta (Palumbo Group):
Timber, steel, aluminium, and composite (incl GRP) repairs
Engine overhauling
Electrical and electronic installations and repairs
Gyro compass repairs and service
Engineering works
Compass swinging
Surface preparation techniques, including grit blasting to S.A 2.5 finish, hydro blasting
Osmosis treatment
Propeller repair, pitching, rebushing and balancing
Shaft removal and alignment
Life raft servicing, repairs and certification
Spray and brush painting under cover
Renewal for teak decks (recaulking) under cover
Interiors/upholstery
Hydraulic system repairs
Air-conditioning and refrigeration repairs and installation
Sail repair and rigging
Thermoplastic cover construction
Personal water craft and tender servicing
Additional services / amenities include: shore power, fire main, compressed air, telephone land
lines and wireless internet connections






















Mallorca:
 Yacht Engineering Solutions (YES):

– Diagnosis and design capabilities (including CADCAM)
– Fabrication of plastics components
– Glazing replacement and repair (in partnership with YachtGlass of Germany and
GlassFix of Holland)
– Fitting and light machining
– Scanning, colour and thickness measurement
– Closure control systems using multi-function air springs in partnership with Hahn of
Germany
– Custom designed seals
– Sub contract services of metal fabrication
– Hydraulics, carpentry and electronics
 Astilleros de Mallorca:
– Workshops for steel, stainless steel, aluminium, engineering, painting, spray cabins,
joinery, carpentry (deck and interior projects), electricity, electronics, plumbing and pipe
work, air conditioning, rigging and upholstery
– Project management supported by a purchasing department with a database of
worldwide suppliers
 Pure: Refit management services from planning, budgeting, berthing, liaison with contractors,
etc.
 Additional services include:
– Concierge services: preparation of documents for VAT exemption, apartment or hotel
rental, organising transport of goods via courier or truck, travel arrangements and tickets,
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visas, car hire, support for immigration and customs, fine wines and foods provisioning
(RS and Pure)
– Crew recruitment (RS)
– A crew store (Astilleros de Mallorca)
Singapore:
 Mech Marine offers services across engineering; mechanical, electrical, electronic, hydraulic

systems; power and water generation, air conditioning and piper services, navigation and
communication equipment
United States – South Florida:
 Jones Boat Yard – Miami









– Services include: interior and exterior refit and repair, custom extensions and additions,
mechanical and welding services, carpentry and cabinetry craftsmanship, teak decking,
and paint and fiberglass work
– In-house teams specialising across carpentry, electrical, machinery, mechanical, paint,
ship's systems, welding
Bradford Marine
– Services include: paint jobs, air-conditioning/electrical installation and repair, welding,
fiberglass and hydraulic work
– Machine shop is equipped to make propeller shafts, propeller shop, carpentry shop –
joinery, deck laying, and cabinetry
Rybovich
– Services: mast and rigging services, tank services, blasting and recoating maintenance
– Class-certified technicians and welders across carpentry, mechanical, electrical, metal
fabrication, pipefitting, machining, shaft & alignment, hydraulics, and interior & exterior
refinishing
– Partnerships with sub-contractors
– Dedicated project management teams
Spencer Boat Company – Miami
– Full-service shipyard for refit and repair of yachts and vessels
– Work done to international standards and Classification Societies requirements, including
ABS, Lloyds, and US Coast Guard Regulations (including Inspected Passenger Vessels)
Additional services provided: Dockside power and amenities, including water, ducted a/c, highspeed WiFi, and telephone (Spencer Boat Company)

8.1.6

Marketing

Yacht Port SA currently relies on word-of-mouth marketing for their activities, and generally
responds to referrals given to yachts enquiring about repair work on entering South Africa.
Yacht Port‟s website provides general information about their services along with photos of
the facilities and some of the work completed.
The City of Cape Town recently provided R1.5m (of R16.2m budgeted) for the two-week
stopover of yachts taking part in the Volvo Ocean Race in December 2011. The funds were
allocated towards investment promotion events, branding, marketing costs, and volunteers.
This was the eighth time the race has come to Cape Town. The City estimates that the last
visit, in 2008, resulted in a direct economic impact of close to R308m, while Cape Town
received worldwide media exposure valued at R77m. Over 30,000 tourists linked to the race
stayed in Cape Town268. The event was also used to heighten local awareness of boating
and sailing, particularly among school-age children. There are several other yachting events
including the Clipper that use Cape Town as a stopover and race venue. The event provided
the opportunity for South Africa to provide repair and maintenance services to the yachts,
which also resulted in skills transfer for the local industry.

268

http://www.capetown.gov.za/en/Pages/VolvoOceanRaceaboostforCapeTown.aspx
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Superyacht industry leaders in Singapore made a concerted effort to enter the market,
building on the country‟s long history related to shipping. With the Singaporean government
focused on positioning Singapore as a lifestyle and added-value services hub, the
superyacht industry identified an opportunity to use this platform and promote Singapore as
a full service industry, from construction to high-end marinas. Besides investment in building
up services and repurposing parts of shipyards to focus on the superyacht refit and repair
market, marinas attached to luxury real estate developments have also enticed owners with
offers of free membership and access to the marina for periods of up to 10 years.
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SECTION D: STRATEGIC ASSESSMENT AND SUPPORT RECOMMENDATIONS
9 Strengths, weaknesses, opportunities and challenges
This section provides a SWOT assessment for the boatbuilding industry at an overall level,
followed by assessments for each of the selected potential opportunity areas.

9.1

Overall strengths, weaknesses, opportunities and challenges facing the
boatbuilding industry

Based on its current capabilities and performance, the South African boatbuilding industry
faces the following strengths, weaknesses, opportunities and threats:
STRENGTHS
 Globally competitive in certain segments with some SA companies seen as global leaders:
















– Strong position and brand in the catamaran and multi-hull product segments
– Good reputation of South Africa in traditional export markets, with leading companies in
various segments able to compete in international markets
Focus on product customisation and strong customisation skills
Companies have developed capacity in niche segments in commercial and public sector
markets, e.g. fire-fighting boats, crew transport boats for oil and gas sector
Diversification of multihull expertise into power catamaran market
Strong skills in hull production using fibreglass and metal
Small but internationally-recognised design capabilities
Strong focus on quality by manufacturers (seen as competitiveness driver by many companies)
Some companies with good links into existing markets, e.g. through vertical integration into
charter industry or through offering financing products to customers
Relatively easy sailing route to the US East Coast and Caribbean
Proximity to emerging markets in sub-Saharan Africa
Some R&D capacity and innovation activity, e.g. boat management systems, engine design, hull
design, design of boats for container transport to minimise transport costs, development of trimaran, development of stronger and lighter masts through material experimentation
Competitive labour costs relative to developed markets, therefore competitiveness in labourintensive processes (e.g. fibreglass hull production)
Large potential labour base – on-the-job training is possible, and thus prior skill-sets/formal
qualifications are not essential
Capability and strengths in related sectors, e.g. electronics (defence)
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WEAKNESSES
 Limited investment in product development and innovation:


















– Limited innovation and uptake of new production technologies and materials
– Slower cycles for bringing in new models than international competitors
– Reliance on old and often dated moulds by some catamaran companies
Limited focus from higher education and research institutions on boatbuilding R&D and
applications, and high costs related to product development and testing
Companies are generally undercapitalised, leading to difficulties in investing in product
development, difficulties financing boat production (and move towards more “mass” rather than
project-based production), and limited capacity to hold stock of finished boats
Dependent on multihull leisure segment, with limited focus on commercial craft
Heavily export dependent, with weaker domestic market (constraints to domestic market include
a lack of available berths and mooring infrastructure)
Long distance from markets relative to international competition
Poor business management practices in some cases, including cash flow management, supply
chain management, and quality control
Lack of purpose-operated industry launching facilities
Poor price competitiveness, in particular given dependence on imports of a high proportion of
components and high tariff structure, as well as previous dependence on R/US$ exchange rate
to support competitiveness
Lack of transformation
Gaps and shortcomings in support, including:
– Coordination issues in skills development (e.g. development and adoption of materials for
training not provided for in terms of current framework, difficulties obtaining accreditation as
training service providers)
– Gaps in supply of skills development (e.g. requirement for skilled managers, limited training
and education facilities in KZN)
– Support not catering to industry needs in terms of timings for application and approval for
incentives, requirements for applications, and flexibility to allow boatbuilders to adapt to
external changes (e.g. import duty exemptions)
– Limited understanding of sector needs across government (e.g. Department of Transport)
Lower skills levels and skills service providers outside of the Western Cape
Poor awareness of support programmes and limited capacity – in particular for small
companies – to access support
Lack of scale, industry consists of several small players and there is limited industry coordination

OPPORTUNITIES
 Expansion of exports in non-traditional markets, including:







– Non-traditional products, e.g. RHIBS, patrol vessels
– New markets driven by industrial development, wealth creation, and tourism development in
emerging markets (including sub-Saharan Africa, Asia, South America)
– Development of products and services linked to boating (e.g. marine tourism and events;
refit, repair and maintenance)
Growth of domestic markets, including recreational sailing
Improved access to public sector markets in South Africa
Improved access to export markets:
– Development of links into distribution networks and continued vertical integration through
dealer networks, charter companies, and joint financing models in partnership with
distributors
– Expansion of in-country marketing and after-sales support presence
– Design of products specifically for efficient transport
Continual improvement of “value proposition” to customers, for example:
– Increase investment into product innovation and development of new models
– Shift products to cater to trends in demand such as sustainability and green technologies
(e.g. improving fuel efficiency)
– Raise status of South African boatbuilding through improved sports performance of sailors
– Build on image of strong customisation by engaging customer more closely in design
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process
– Leverage South Africa‟s tourism offerings by linking these into products / services
– Expansion of after-sales support networks in export markets
Increased innovation through collaboration between industry and research organisations – e.g.
CSIR, Armscor / Department of Defence, university research units, related industries, and
international companies
Improve and upgrade production and management processes and strategies, for example:
– Improve productivity through equipment and skills upgrades
– Link into existing skills in other sectors (e.g. production management), as well as into
international expertise (e.g. materials development, design and engineering)
– Improve industry productivity through industry consolidation and collaboration
Alternative supply chain approaches to access markets and take advantage of relative areas of
competitiveness, e.g. linking into international supply chains to improve competitiveness (e.g.
equipment fitting in other countries)
Expand local materials and component supply – would be driven by scale of demand (e.g.
customised aluminium profiles, carbon fibre)
Expansions into related industries – boatbuilders have both the training and expertise to
compete in manufacturing processes involving composites, aluminium, plastics, etc. such as
wind turbine blade manufacture, aquaculture, interior moulded fittings and consoles
Potential for Marine Hub development, e.g. Atlantis previously raised as a potential site for a
hub (benefits include proximity to launching facilities, proximity to large potential labour base,
proximity to other boatbuilders which may lead to knowledge-sharing, adoption of best practice,
etc., and lower factory and premises rental)
R&D into new materials, equipment and systems, linking into existing research competencies
and focus areas:
– Green energy/hybrid engines
– Durability of high-end „quality‟ yachts
– Safety / security performance and features

THREATS
 Vulnerability to market fluctuations due to focus on leisure boat market:

– Recession has impacted on luxury and lifestyle products, in particularly in developed markets
– Declining sailboat sales (with or without auxiliary motor) between 2006 and 2010
 Squeeze of margins due to rising input costs and competition on price (including labour costs)
 Challenges to remaining competitive:
– High overhead costs (partly due to boatyards operating below capacity)
– Low cost production from other countries (e.g. China)
– Exchange rate fluctuations increasing sales price (where previously the industry has
competed on price)
– Limited reinvestment in product innovation – as second-hand availability increases,
customers for new boats are increasingly demanding new models and product features
– Skills shortages, poor labour relations, and productivity issues stop South Africa from taking
full advantage of lower labour costs relative to developed countries
– Government support for competitors, e.g. funding for commercial boats, subsidised sales
 Market perceptions:
– Being branded as a producer of mid-level leisure catamarans, which may affect ability to
reach higher end parts of the market
– Poor quality or service from one company affects entire sector through „Brand South Africa‟
 Competition with, rather than integration into global supply chains, e.g. lack of links to
established brands
 Increase in technical or non tariff barriers in international markets
 Relative ease of acquiring international financing vs. local financing means that local companies
may lose control of intellectual property and subsequent production activity where innovation
and product development is financed internationally
 Loss of faith in government and support entities – along with factors inhibiting cost
competitiveness – leading to migration of industry towards lower-cost production areas
internationally
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9.2

SWOT assessment – selected potential opportunities

9.2.1

Expanding markets for medium-sized luxury multihulls

Expansion into new and emerging markets for multihulls (sailing and power) faces the
following strengths, weaknesses, opportunities and threats:
Strengths

Weaknesses
 Limited focus on power catamarans

(preference in newer markets except for Brazil)
 No ready stock so it takes a long time to deliver

after purchase decision
 South Africa known for building good craft
 Industry is well-established with good links into

traditional markets, including through:
– Attendance at boat shows
– Links to charter industry and distributors
 Generally costs lower than the competition (in
Europe)
 Have been marketing through boat shows for
some years
 Good logistical back up

Opportunities

 Older designs not updated
 Little research and utilisation of new materials

and processes
 Lack of application of national standards
 Companies are undercapitalised
 Lack of clustering / scale of the industry,

leading to higher costs
 Lack of management and supervisor skills
 Lack of capacity to target new markets,

including:
– Limited foreign language abilities and
documentation
– Limited availability of management
– Limited dedicated marketing personnel
– No in-market presence to provide
marketing, sales and after-sales service
 Distances to new markets adds to cost
Threats

 Greater emphasis and shift towards power

catamarans
 Develop new models based on style trends,

could draw on use of international designers as
advisors
 Target new markets through:
– Development of charter presence in
target markets
– Joint product development and marketing
with tourism sector, luxury brands,
clothing and textiles, etc.
– Partnering with local companies to
provide assembly / fitting and finishing
(e.g. in Brazil)
 Research and development of green yachts,
and new materials and processes
 Upgrade management and supervision training

 Increasing wage rates and material costs will

affect South Africa‟s cost advantages
 Company insolvencies which would lead to

industry contraction and damage South Africa‟s
credibility
 Increasing competition from the second-hand
market
 Growing production in countries with lower cost
bases (e.g. China)
 Protectionism of boatbuilding industries
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Bespoke, larger catamarans (60-100ft+)

Expansion into the market for larger sail catamarans faces the following strengths,
weaknesses, opportunities and threats:
Strengths


 South African boats already known for good

strength and sea keeping





 South African companies have good reputation

for custom builds



 Four South African companies already in that

size range, with some investment in facilities to
cater to size range
 Skills already in place
 Current labour cost advantage
 Some well-known South African high-end and
luxury brands (e.g. tourism, wine, jewellery)
















Opportunities
Entry into market while it is relatively new and
developing – opportunity to develop a new
national brand around large catamarans
Increasing collaboration with well-known
international designers
Joint product development /packaging and
marketing with luxury / high-end brands and
products (South African and global)
– Innovative product development
– Niche products where South Africa has
strengths / competence
– High end tourism offerings
Development of innovative products, e.g. ecofriendly offerings
Introduce national support from banks (marine
mortgages)
Clustering of boatyards and support
infrastructure
Increased training and employment

Weaknesses
Few local international yacht designers and
interiors designers
Lack of local standards
Difficult launching facilities and transportation
Low level of project and production
management expertise
Low level of knowledge and skills related to
more advanced materials and production
methods (e.g. carbon fibre)
Inadequate funds for investment in premises,
tooling and moulds
Inadequate funds to invest in boat construction,
difficulty marketing without product on hand
Inadequate funds for extensive marketing, in
particular where advertising costs are high
ECIC not able to commit to support within time
required by boatbuilders in sales negotiations
Threats

 Increasing interest by a range of competitors in







the market segment (including from countries
with a lower cost base)
Learning curve and potential difficulties with
working with new materials such as carbon
fibre
Longer time scales for cash flow control
Damage to South Africa‟s reputation in the
case of poor delivery by a single operator
Erosion of cost competitiveness through
increasing wage demands
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Expanding commercial boat (incl RHIBs) supply to sub-Saharan Africa

South Africa faces the following strengths, weaknesses, opportunities and threats related to
supply of commercial boats into sub-Saharan African markets:
Strengths



 Companies in mature stage
 South African companies can be flexible in

what they produce (type / material)
Record of quality craft produced
Good (but small) domestic design capabilities
Lower costs than international competitors
Proximity to African markets
South African conditions have led to strong and
good sea-boats (in particular for RHIBs)
 Strengths in related industries, e.g. defence,
electronics, software, oil and gas services
 Existing relationships with African governments


















Weaknesses
Poor links to markets – including no presence
in target markets to take advantage of
unadvertised opportunities
Difficulty in identifying purchasing decision
makers in some African countries
International companies (Shell/Chevron and
service providers) have established links with
suppliers in their home countries
Materials (aluminium steel) costs high for class
requirements and limited domestic supply of
specialist products
Inability to offer short-term financing options for
buyers unable to fund vessel purchases directly
Limited domestic demand
Limited knowledge of quality of South African
boats
No commercial boat show
Slow speed of ECIC for export credit finance,
lack of support for bid bonds
No national organisation for commercial
boatbuilders
No national standards such as MCA leading to
having to use Classification societies

Opportunities

Threats

 Growing African markets, related to oil and gas

and infrastructure development
 Supply to select specialist niche (military,

patrol, rescue)
 Competitive supply, including overland delivery
of package boats
 Research and development into new materials
to differentiate from competition
 Greater inter-governmental collaboration with
African countries and facilitation of expanded
trade, e.g. funding assistance

 Wage and material cost increases will reduce

competitiveness
 Aggressive marketing by international

competitors, with support from subsidies
 Local content requirements in target countries
 Threats from low-cost „kit‟ boats from China in

lower value commercial segments
 Exchange rate fluctuations
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Developing service offerings – superyacht repair, maintenance and refit

Development of South Africa‟s superyacht repair, maintenance and refit offerings faces the
following strengths, weaknesses, opportunities and threats:
Strengths
 SA has available (although limited) capacity –









whereas European refurbishers may be heavily
booked
Seasons counter to Northern Hemisphere offer
an attractive location for off-season repair
Situated on route preferred by superyachts
travelling east-west / west-east to avoid piracy
Good group of expert contractors based in the
boatbuilding and ship maintenance and
modernisation work force, including strong
capacity in mast and sail production
South Africa offers an easy place to do
business for Western crews and owners (e.g.
English-speaking, strong banking and legal
environment, time zone)
Attractive tourism offerings, including luxury
hotels, events, nature and wildlife attractions,
medical tourism














Weaknesses
Far from major motor superyacht cruising areas
Limited facilities to accommodate large vessels
for docking, painting, etc. – large capital
expenditure or government support needed
Limited support from National Ports Authority
for accommodating yacht / boatbuilding
industry within ports
Lack of state-of-the-art equipment (e.g. CAD
software, tooling, machining centres)
Labour cheaper, but less productive than other
regions
Inefficient government processes (e.g. licenses,
customs and immigration) and poor
administrative knowledge and processes
amongst local operators (e.g. VAT)
Weak domestic and regional market – difficult
to build repair and refit market without a base
market
High dependence on imported parts and
supplies

Opportunities
 Market South Africa as a superyacht refit










country able to offer services during the
European and US off-season
Actively promote South Africa as a destination
for yacht and boating races
Develop a new niche around combining yacht
repair with luxury / ultra-high end tourism
offerings
Greater involvement of project management
companies to arrange and quality assure work
of local contractors
Public private partnership with government
operating/leasing yards and private firms
providing services
Sailing yachts circumnavigating Cape of Good
Hope to avoid piracy in the Horn

Threats
 Competition for facilities and skills with ship

repair industry
 One bad project can damage the credibility of









South Africa, requirement for industry
supervision
Failure to sufficiently invest in and promote a
“Brand South Africa” – little government
representation at conferences abroad
Development of new repair and refit hubs (e.g.
Singapore, Australia, Caribbean) closer to
existing and emerging markets
Countries that try to compete on labour costs
without investing in technology may not be as
productive, thus eroding any real cost
advantage
Potentially low numbers of superyachts that
can be attracted
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10 Recommendations on sector support initiatives
This section presents sector support recommendations based on analysis of the South
African boatbuilding sector and potential market opportunities. These recommendations aim
to address identified market failures within the boatbuilding sector, to support realisation of
opportunities, and to address shortcomings in government support for the sector. These
recommendations relate both to potential opportunity areas discussed above as well as
wider opportunities and challenges facing the boatbuilding sector.
The following priority areas of support have been identified to address these challenges and
to support realisation of opportunities:
1)

Supporting marketing and market access for boatbuilders – recreational boats

2)

Supporting marketing and market access for boatbuilders – commercial boats

3)

Encouraging industry restructuring and clustering of boatbuilders to improve
production efficiencies and market links

4)

Improving the business environment for boatbuilders and aligning incentives to
industry needs

5)

Encouraging upgrading of skills and design, and R&D and technology

These areas are discussed in the sections below. Furthermore, as part of this support, there
should be ongoing efforts to address shortcomings in government support, including ongoing
support for information sharing and communication between government and industry.
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Supporting marketing for boatbuilders – recreational boats

Key opportunities targeted by support
 Medium-sized multihulls in China, Southeast Asia, Brazil, India and the Middle East
 Bespoke, larger catamarans (60-100‟+/18-30m+) for the global market of very high and ultra high

net worth individuals
Key challenges to be addressed
 Relatively high barriers to marketing and limited marketing capacity of South African companies:

– Lack of capital for financing show boats and stock boats
– High marketing costs, including boat show attendance, advertising, ongoing in-market
presence and after-sales service, etc.
– Limited dedicated marketing staff or availability of management personnel
 Reliance on existing markets and marketing channels
 Focus of boatbuilders on current markets, may be limited willingness in expanding to new,
“unproven” markets
 High tariff and non-tariff barriers

Key support actions
1.

Roll out stock boat programme, ensuring that it incentivises more recent designs and
new designs (funding proposal process already underway)
Indicative timeframes:
Incentive development and introduction: 1 year
Regular incentive review

2.

Hold national pavilions and support industry attendance at selected emerging market
boat shows (using EMIA mechanism)
Indicative timeframes:
Target 1 national pavilions in emerging markets: within 1 year
Expand to 3 national pavilions: within 2 years
Regular reviews of performance

3.

Develop an in-market presence to provide a permanent marketing presence in
targeted markets – Brazil, China, India, SE Asia:
– Select and station skilled marketing professionals within target markets with the brief
of promoting the South African boatbuilding industry as a whole. Key activities would
include:
- In partnership with SABBEX, engage in marketing and promotion platforms and
facilitate participation by South African boatbuilders (e.g. Rio / Sao Paulo boat
show, India: Mumbai / Goa boat show, China International Boat Show
(Shanghai), Hainan Rendez-vous
- Conduct market research on an ongoing basis
- Undertake advertising, PR and showcasing activities with distributors, dealers
and buyers
- Facilitate links between boatbuilders and in-market distributors and dealers, as
well as financing institutions
- Source and refer leads to appropriate South African boatbuilders (e.g. according
to product requirements
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-

Identify and facilitate links with potential in-country partners (e.g. to perform local
assembly) to encourage production sharing to reduce costs and allow for easier
market access
- Provide a communication and access point for South African boatbuilders
- In the longer term, there is the potential to expand these services into after-sales
care and yacht management
– Ensure relevant skills amongst staff (e.g. through selection / training), including
language skills, market knowledge and network, knowledge of South African
boatbuilding sector, use of social media, etc.
– Support in-market presence with high quality online presence (including use of social
media)
Indicative timeframes:
Develop initial presence in SE Asia (e.g. Thailand, Hainan in China): 8 months
Expand to 2 other target markets: 1 year
Ongoing review of performance, programme review after 3 years
4.

Provide incentives for inward tours (could also make use of EMIA, could be scheduled
to coincide with South African boat shows), for:
– Distributors and dealers, to support interactions and relationships with South African
boatbuilders, including collaboration on financing / risk sharing
– Industry journalists
Indicative timeframes:
To be introduced once in-market presence and marketing is underway: 8 months
Ongoing review of performance, programme review after 3 years

In addition to the above, the following support options would support enhanced market
development and market access for the boatbuilding sector. These have not been prioritised
for support from the dti as part of this study, however could be taken up in future by the dti,
or, by other stakeholders:
 Support grassroots training and development for sailing and other boating activities (e.g.
support club-level training and development
 Joint marketing campaign to raise profile of boating by industry, e.g.
– Attract events sponsorship by boatbuilding industry and outside sponsors (e.g.
luxury goods, tourism, etc.)
– Undertake PR and advertising to raise the profile of boating
 Reduce barriers to boating activity, e.g.
– Investigate ways to make boating easier, e.g. develop boat storage and launching
solutions
– Investigate and support boat leasing / joint ownership
 Include issues around market entry into trade and cooperation negotiations and
agreements, including:
– Brazil import tariff, duties and taxes
– French subsidies
– Access to African markets
 For inbound yachts, streamline (and ensure high standards of professionalism) customs
and immigration processes to provide easy access for superyacht refit, repair and
maintenance (could learn from support efforts for oil and gas services sector)
 Address concerns about poor standards and quality by applying strict industry standards
and accreditation
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Supporting marketing for boatbuilders – commercial boats

Key opportunities targeted by support
 Expanding commercial boat supply (including Rigid Hull Inflatable Boats or RHIBs) to sub-Saharan

Africa, focusing on harbour work boats – fire-fighting and pollution control, patrol boats, oil and gas
supply craft
Key challenges to be addressed
 Emerging industry with limited access into African markets
 Limited information on purchases, bureaucratic processes
 Tied financing assistance for acquisitions

Key support actions
The following prioritised support is recommended to enhance market access for South
African boatbuilders in commercial markets in sub-Saharan Africa:
1.

Support information sharing and promotion of South African commercial boatbuilders
in the rest of Africa:
– Build FER capacity and knowledge about the South African boatbuilding sector
– Develop and distribute promotional materials to key Ministries / public sector
institutions
– Conduct further in-market research (e.g. using local researchers)
– Develop information-sharing agreements with key buyers across Africa, including
harbour and ports authorities, security / naval organisations, and oil and gas sector
players and disseminate information amongst South African boatbuilders
– Actively facilitate introductions and relationship-building activities between
boatbuilders and prospective buyers, as well as with potential in-market partners
Indicative timeframes:
FER capacity building and material development: 6 months
Market research and development of mechanisms for ongoing information-sharing: 1
year
Ongoing information-sharing / linking activities: 3 years
Continuous review of performance

2.

Explore, develop and market financing offerings to support acquisitions in the rest of
Africa, including
– Build relationships with African governments to understand needs
– Advocate for greater support to African countries (along with supply of craft) in terms
of funding and training to upgrade / expand craft for transport / harbour activities /
safety and security
– Approach finance institutions such as the DBSA and IDC to support financing of
government acquisitions / commercial boat acquisitions
– Partner with Build FER capacity and knowledge about the South African boatbuilding
sector
– Develop information-sharing agreements with key buyers across Africa, including
harbour and ports authorities and security organisations
Indicative timeframes:
Investigation and consultation with relevant stakeholders: 6 months
Development, marketing and implementation: 1 year
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Market research and development of mechanisms for ongoing information-sharing: 3
months
Ongoing review of performance
3.

Conduct further research into potential designation of boats as part of Preferential
Procurement Framework Act regulations (could draw on learnings from support for local
procurement of rolling stock by PRASA269), including:
– Gather available information from industry on capabilities and assess factors such
as levels of competition and level of local content
– Strategically assess potential designation given potential trade partners approaches
to local content
Indicative timeframes:
Research and strategy development: 1 year

269

65% localisation target
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Encouraging industry restructuring and clustering to support
production efficiencies and market links

Key opportunities targeted by support
 Sector-wide opportunities

Key challenges to be addressed





Lower cost competitiveness of smaller companies
Lack of financing to invest in tooling, working capital, upgrading processes
Currently limited industry collaboration
Resistance to physical clustering, due to proximity to current skills base and management lifestyle
in main urban areas (e.g. Cape Town)
 Reluctance of some companies to take on external equity financing

Key support actions
Potential initiatives to support industry restructuring, clustering and investment, include the
following:
1.

Promote a collaborative approach within the boatbuilding industry, with related
sectors, and with relevant services, including:
– Hold regular industry meetings to develop networks and identify areas for
collaboration
– Develop case studies of outcomes of collaboration (e.g. joint development of
infrastructure or equipment, partnering with specialist marketing companies, joint
approaches to training, sharing of production facilities / workforce)
– Identify and invite key external stakeholders to collaborate with South African
boatbuilding industry

Examples of areas of potential collaboration with other sectors / within the boatbuilding sector
 Support for joint product offerings with related sectors – e.g. with defence, security, oil & gas,

aquaculture, electronics
 Collaboration with other sectors to develop / serve ‘lifestyle’ offerings (e.g. packaging tourism

solutions for hotels, charter companies, clothing and textiles, tourism, sports) – this could include:
– Joint marketing with other luxury South African brands
– Linking offerings for repair, refit and maintenance to tourism industry offerings
– Joint marketing with destination management and promotion agencies (e.g. Vanilla Islands)
– In-market charter / yacht management presence
– Philanthropy
 Greater use of digital media and online social networks (including facebook, twitter, youtube)

Indicative timeframes:
Industry meetings: monthly, first meeting within 3 months
Case studies: ongoing
2.

Attract investment into the boatbuilding sector to promote design of new models and
upgrading of production processes:
– Identify platforms for promoting the industry to potential investors, including venture
capital, angel investors, BBBEE investment companies, etc.
– Facilitate pitching sessions for boatbuilders to promote new projects
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Indicative timeframes:
Industry meetings: monthly, first meeting within 1 month
Case studies: ongoing
3.

Through support to MIASA / regional boatbuilding clusters such as EMC, promote
collaboration / clustering amongst boatbuilders:
– Facilitate networking events / workshops to identify potential cluster participants
– Identify and support pilot cluster initiatives – both short term and long term initiatives
– Incentivise clusters through including clustering as a consideration for incentives
award (e.g. qualification for a larger incentive where clear indication of engagement
in clustering)
– Develop organisational structures / mechanisms to promote cluster
– Support identification of key cluster priorities
– Facilitate links to relevant stakeholders to assist clusters (e.g. NPI, MERSETA,
research institutions, etc.)
Indicative timeframes:
Initial workshops: 3 months
Pilot cluster initiatives: 1 year
Expansion into wider initiatives: 2 years
Potential areas of collaboration through clusters

 Joint marketing and production sharing through a lead cluster organisation and sub-contracting













agreements
Joint negotiation, purchasing, transport and storage of inputs
Joint approaches to mould-making and tooling, e.g. joint equipment
Joint negotiation with service providers use of testing facilities for prototypes
Joint use of boatyard space and labour forces
Professional development
Research into global best practice and company benchmarking, e.g. “lean manufacturing/
competitiveness service provider” (see New Zealand example of similar support). This could be
done through leveraging existing related programmes, e.g. expert mentoring through PUM
Netherlands (development organisation with over 3,500 retired business experts in various fields),
UNIDO (e.g. provided benchmarking support as part of Competitive Supplier Development
Programme), Work Place Challenge programme
Demonstration / trouble-shooting of new technology
Satellite / mobile courses / distance learning for boatbuilders not based in the Western Cape
Joint research projects and partnerships into identified areas, e.g. reducing costs of moulds such
as modular/adjustable moulds, materials development, processes, etc.
Diversification into other products requiring similar skills and processes (e.g. fibre glass work,
welding)
Industry foresighting

4.

Conduct further research into physical clustering opportunities in locations that can
offer more suitable space to boatbuilders, in particular smaller harbours (Western Cape
Department of the Premier plans to investigate use of harbours to support boatbuilding
activities, also see next section on access to launching and berthing facilities)
Indicative timeframes:
Research and strategy development: 6 months, commencing after initial support for
collaboration / clustering

Prepared by Kaiser Associates Economic Development Practice and Dr Brian Gowans

120

the dti – Boatbuilding industry competitiveness and market development

10.4

March 2011

Improving the business environment for boatbuilders and aligning
incentives to industry needs

Key opportunities targeted by support
 Sector-wide opportunities

Key challenges to be addressed
 Difficulties in accessing government incentives that aim to support investment and export

competitiveness, e.g. duty exemptions for imported goods for the manufacture of goods for export
 Inadequate access to launching and commissioning facilities (particularly if production expands or

where boatbuilders move to larger size craft)
 Tariff environment inconsistent with supporting local value add

Key support actions
1.

Develop a platform for ongoing troubleshooting, communication and refinement of
industry incentives
– Hold regular information sharing and feedback sessions between the dti staff,
regional and local support institutions, and the boatbuilding industry
– Appoint a person within the dti responsible for “real-time” problem-solving regarding
applications for support, including:
- Promotion of support
- Assistance with applications
- Tracking applications and addressing bottlenecks
- Ensuring feedback and timely response to industry
Indicative timeframes:
Setting up of dedicated capacity / mechanism: 3 months
Information-sharing and feedback sessions: within 6 months, held regularly

2.

Align incentives supporting the sector:
– Work with ECIC to reduce timings required to develop / approve guarantee
agreements270
– Revise EMIA requirements to adapt to the boatbuilding sector, e.g. waiver
requirements to submit quote/waybill on airfreight costs, provide decisions on
support within an agreed/specified time period before a show, allow for support
where stock boat does not return to South Africa
– Develop financing support targeted at design and development of new models
Indicative timeframes:
Draft revisions to incentives: 5 months
Implemented amendments: 1 year
Ongoing improvement
Development and roll-out of incentive for model design and development: 1.5 years

3.

270

Work with industry players to support revision of import tariffs on imported components
so as not to disadvantage domestic manufacturers, for example:
– Facilitate information sharing across boatbuilders of inputs not available locally to
which import tariffs apply
– Provide information on ITAC support and processes
Currently up to 5 months – customers have much shorter waiting periods for boats supplied elsewhere
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Indicative timeframes:
Identification of tariff lines: 3 months
Application to ITAC: 8 months
Examples of import tariffs that may disadvantage boatbuilders in domestic market
 Balsa core (HS44219090) – 10% from MFN, 3.25% from EU
 Foam core (HS 39211100) – 10% from MFN, 5% from EU
 Some glass fibre and articles thereof attract import tariffs

4.

Initiate a cross-sector coordinated approach to identifying and implementing an
appropriate enabling role for ports and harbours to play in supporting economic
development
– Set up a working group with NPA on getting improved access to launch and berthing
facilities, as a priority in Cape Town and potentially in other areas (the EMC has
already undertaken initial planning for accommodation of boatbuilding as part of
changes to Durban port).
– Secure senior level advocacy with relevant provincial role players (e.g. Western
Cape DEDAT), the dti, DPE, and the National Planning Commission
– Advocate and facilitate development of a national maritime policy to deal with
infrastructure and service provision to support boatbuilding, shipbuilding and repairs,
and oil and gas
– Support and promote engagement by industry with the Ports Consultative
Committees to address issues relating to port access
Indicative timeframes:
Working group set up: 3 months
Policy development: 8 months

In addition to the above, the following support options would contribute to improving the
business environment for the boatbuilding sector. These have not been prioritised for
support from the dti as part of this study, however could be taken up in future or by other
stakeholders to support the sector:
 Work to retain labour cost competitiveness (relative to developed countries):
– Research and advocate for a change in wage determination approach (MEIBC
minimum wages increases, application of minimum wages to lowest skills levels)
– Assess labour productivity issues e.g. absenteeism, staff turnover, output per
employee
 Advocate for financial institutions to improve provision of forward cover agreements, in
order to assist boatbuilders with managing exchange rate fluctuations when paying
foreign creditors. This could include development of forward cover products and partial
guarantees where boatbuilders‟ assets and order books are too low to access adequate
forward cover271

271

Stakeholder interview – Prasheen Maharaj, SA Shipbuilding. Typically, security is required to the value of 1020% of the full amount covered by the agreement.
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Encouraging upgrading of skills and design, and R&D and technology

Key opportunities targeted by support
 Sector-wide opportunities, including drawing on existing R&D expertise and capacity in other

sectors
Key challenges to be addressed
 Poor management (cash flow management, inaccurate estimates, poor supply chain management)
 Limitations on transformation, where skills development would enable previously disadvantaged

individuals to move into higher skills areas
 Small current design capacity (no dedicated naval architecture and design course)
 Frustrations amongst boatbuilding sector regarding support for skills development and difficulties of

skills development (e.g. becoming an accredited skills provider, poor commitment from learners,
bottlenecks in roll out of course materials)
 Companies reluctant to take up unproven technologies or unfamiliar technologies that present risks
 Limited capacity at small businesses to pursue and participate in research
 Limited collaboration on R&D and innovation

Key support actions
1.

Through delivery partners, support introduction of a boatbuilding management
training course (e.g. modular / part-time courses):
– Support initial training sessions to secure buy-in from industry players
– Identify key partners for developing the course and programme, including: education
and training service providers and institutions, international experts, boatbuilding
industry participants, materials, equipment and technology suppliers, etc.
– Facilitate development of an organisation structure (e.g. part of MIASA) to drive the
programme
– Support development of course programme – areas to cover could include various
areas of management such as build technologies (e.g. vacuum infusion), new
materials (e.g. carbon fibre), CAD-CAM, marketing approaches, production
methodologies, etc.
– Promote and incentivise course participation by boatbuilding industry
– Support roll out of a pilot course programme
Indicative timeframes:
Initial modules: 8 months
Key partners, structure and course development: 10 months
Roll out of course: 1 year
Expansion of course: 2 years

2.

Through MIASA and regional support clusters, share information on design and
technology developments within the sector, as well as in related sectors:
– Collect and disseminate information on technology advances in boatbuilding sector
– Host information and networking sessions with other related industries and research
institutions (e.g. through the Green Building Council, with industry players from the
automotive, aviation/aerospace sectors, and renewable energy sector, CSIR
Biocomposites Centre, Armscor / Department of Defence)
– Attract boatbuilding sector to participate in innovation support initiatives (e.g. SAINE)
– Share information on support initiatives, including THRIP, SPII, and through TIA
Indicative timeframes:
Information sessions: within 6 months
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Support implementation of skills upgrading through the SETA framework:
– Support implementation of Recognition of Prior Learning to encourage staff to
upgrade skills levels
– Advocate for flexibility in requirements for accreditation as a service provider (could
be through a clustering initiative to support joint training – see above)
– Address roll-out of course materials (that have already been developed)

In addition to the above, the following support options would support enhanced skills and
R&D within the boatbuilding sector. These have not been prioritised for support from the dti
as part of this study, however could be taken up in future or by other stakeholders:
 Introduce a fulltime postgraduate course in naval design and architecture (under
exploration by Stellenbosch University)
 Support collaboration with wider design sector in South Africa, e.g. through boatbuilding
design competitions / assignments for industrial and interior design students
Summary of further research prioritised as part of support recommendations
The prioritised support recommendations include the following areas of further research:
 Ongoing market research as part of in-market presence supporting recreational boat marketing
 Further in-market research to support information-sharing on opportunities for commercial boats in

the rest of Africa
 Research into potential designation of boats as part of Preferential Procurement Framework Act

regulations
 Research into the potential for physical clustering opportunities

Furthermore, data should be continue to be collected on the sector to provide sector intelligence
(including awareness, applications and takeup of incentives, as well as boat orders).
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Appendix A: Stakeholders consulted
The stakeholders listed below were consulted during the preparation of this report. In
addition, the project team gained input through engaging with the Ethekwini Marine Cluster
task team on 20 February 2012.
South African boatbuilding industry
1. Ace Boating, Dayalan Naidoo
2. Aquaquad, Marcel Kageler
3. Austral Marine, Donald Jarratt
4. Caudwell, Stewart Rowe
5. Crusoe Craft & Marine, Guy Joubert
6. False Bay College, Achmat Geyer and Marilize Roots
7. Gecat Marine, Errol Plowes
8. Gemini Marine, Graham Simmonds
9. Icarus Marine, Shawn de Villiers
10. Maverick Yachts, Rudi Pretorius
11. Matrix Yachts, Peter Wehrly
12. Nautic, Greg Wessels and Dominic Chennells
13. Nautic/KND, Nicole van de Wall – initial discussion
14. Pata Finns, Greg Davis
15. Performance Craft, Stephen du Toit
16. Quantum Sails, Craig Middleton
17. Robertson and Caine, Gavin Rogoff
18. SA Shipbuilding, Prasheen Maharaj
19. Southern Spars, Richard Stubbs
20. Southern Wind Shipyard, Alberto Del Cinque
21. Stealth Technology, Dick Churley and Ralph Dill
22. Tag Yachts, Leon Scheepers
23. Twin Boats And Trailers
24. Two Oceans, Mark Delany
25. Veecraft Marine, Andre van Niekerk and Edmund Erasmus
26. Voyage Yachts, Kay Oldenburg
27. Yacht Port SA, Craig Roberts
28. Yacht Technology, Fred Utley
South African boatbuilding industry support
29. CSIR Defence, Peace, Safety and Security Unit, Andre Negpen – initial discussion
30. CSIR, Sean Moolman – initial discussion
31. CSIR, Willie du Preez and Sagren Govender
32. CTBi, Veda Raubenheimer, Vanessa Davidson and Jason Bell
33. SAMSA, Greg Dirksen and Debbie James
34. The dti, Charles Mills – initial discussion
35. The dti, Mandla Khoza – initial discussion
International market players
36. ACOBAR (Brazil), Jorge Camasmie
37. Berthon UK, Sue Grant
38. Dream Yacht Charter (Thailand), Sebastian Caveriere
39. Ghana Ports and Harbour Authority (Ghana), Captain James Owusu Koranteng –
Harbour Master
40. Ghanaian Maritime Authority (Ghana), Captain Owiredu
41. Inshore Fishing Association of Ghana (Ghana), Laud Agbee – Treasurer
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42. Keny Ferry Service (Kenya), Mwachia Kituli – Senior Safety Officer
43. Kenya Ports Authority (Kenya), Samuel Mahinda – Marine Engineer
44. Kenya Wildlife Service (Kenya), Jacob Orahle – Marine Park Warden
45. Lake Naivasha boat operator (Kenya), David Kilo
46. Lake Naivasha boat operator (Kenya), Samuel Kimani
47. Marcon International, Martin Coombe
48. Morley Yachts, Tim Morley
49. Namport (Namibia), Liz Sibindi
50. Nigerian Navy (Nigeria), Officer Babayemi
51. Northrop & Johnson Asia (Asia), Bart Kimman
52. Ocean Blue (India), Sujay Chohan
53. Ocean Crest International Services Limited (Nigeria), Captain Taiwo Akinpelumi Franklin
– Head of Operations/Managing Director
54. Simpson Marine (China), Mike Simpson
55. Simpson Marine (Malaysia), Simon Theseira
56. Simpson Marine (Thailand), Mario Zanasi
57. SMIT Octomar (Angola), Robert Smits
58. Volta Lake Transport Company (Ghana), Dr. Yorke Abaidoo – Technical Director
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Appendix B: Documents consulted
The following documents were amongst the resources consulted during the preparation of
this report:
1.
2.
3.
4.
5.
6.
7.
8.
9.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.

Innovation Norway, (2010) Leisure Boats in France
Innovation Norway, (2010). Leisure Boats in Spain
COFISA (2010) Report on Western Cape Boat Building Industry
CTBi (2011). Annual Boatbuilding Sector Intelligence Report
Ferguson (2007). Bridge the Gap between US and Chinese Boat Markets. Shanghai
Boat Show April 5-8 2007
Francesetti (2006) „Recreational Boat Yards: World Structure of the Industry and
Importance of Social Responsibility‟
Innovation Norway – Germany market, p.35
KPMG. Date unknown. UK Competitiveness Analysis
Marine Logistics Ltd. (MLL), 2009, „Integrated Transport Strategy – Lakes Tanganyika
and Victoria study developed by for the Central Development Corridor (CDC) Spatial
Development Initiative (SDI) project‟
Nhabinde and Schoeman (2005). Taxes on Retirement Benefits, Consumption and
Saving in South Africa. Pretoria: University of Pretoria.
Nugent (2010) „Navies: A World Market Overview‟ Presentation by AMI International
for MAST America
Offshore Wind Energy Supply Chain Opportunities (2010)
Shawyer & Pizzali (2003) „The use of ice on small fishing vessels‟ FAO Technical
Paper 436
The dti (2011) Industrial Policy Action Plan 2011/12 - 2013/2014
The Sailing Company (2009). 2009 North American Sailing Industry Study
UNTWO Tourism Highlights (2011)
USAID, (2011) „Corridor Diagnostic study of the Northern and Central Corridors of
East Africa, Action Plan, Volume 2: Technical Papers, F. Lake Transport‟
Superyacht Intelligence Quarterly: Evaluating the Refit and Repair Market Spring 2011
The (super)Yachting Index; Fourth Edition – July 2011 published by Camper and
Nicholsons International in collaboration with www.SuperYachtTimes.com
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Appendix C: Selected international examples of support
Market access for commercial boats – Botswana public procurement
The Botswanan independent parastatal authority, The Public Procurement and Asset Disposal Board
(PPADB) is responsible for the coordination and management of Government procurement in
Botswana. In 2009, the Central Transport Organisation applied to the Board for a waiver not to tender
but instead directly appoint Botswanan boat manufacturers Aliboats to supply a new ferry boat at an
estimated total amount of BWP15.8m.

Support for domestic market development – Discover Boating website (New Zealand)





Aimed to increase domestic demand
Project of Marine Industry Association New Zealand
Offers advice on purchasing a boat, lists of boat clubs, boating maps
Information on industry training

Industry clustering – Riviera Yachting Network (RYN)

272

The RYN supports industry development through:
 Lobbying for large yacht berth and facility development in the region (e.g. estimate that the industry
can bring €30-50m euros annually to the port)
 Facilitation of shoreside development of the refit industry
The Riviera Yachting Network has 43 members involved in yacht repairs and maintenance, as well as
a range of members offering other marine services such as electronics support, transportation,
insurance, brokerage and crew placement. The repair and maintenance companies are clustered
around seven areas of expertise. These are as follows:
 Mechanics, hydraulics, propulsion systems, electricity
 Metal works, metal casting, piping, welding, rubber and plastics
 Painting, coating, surface treatment, protection and cleaning, scaffolding
 Joinery, fittings, bespoke design materials, saddlers
 Insulation, air conditioning, refrigeration, kitchens
 Sail making and repair, rigging, hardware
 Shipyards (that also undertake new builds)
The network repairs approximately 600 boats per year, and RYN President Laurent Falaize argues
that it shows strong potential for growth, with approximately 60% of the world fleet (approximately
3,000 yachts) sailing along the French coast in the summer months.
RYN, in cooperation with the Maritime Competitiveness Pole, located at Toulon on the Riviera,
organised the first business convention for super yacht repair in November 2011.

272

www.rynetwork.com ; http://www.rynetwork.com/presse/wp-content/uploads/jde-syrren-2dec11.jpg
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Management training and skills development – Solent University design and engineering skills
273
development
Solent University offers three undergraduate courses in yacht and boat design. These courses are
accredited by the Royal Institute of Naval Architects and are full time for 3 years. The courses offered
as follows:
 BEng Yacht and Powercraft Design
 BEng Yacht Production and Surveying
 BSc Watersports Technology
The courses aim to provide graduates with theoretical understanding and design skills needed to work
in the yacht and small craft industry across all boating segments. Three themes inform the course
across all three years: small craft technology, CAD and design practice, and engineering theory.
Trainees also benefit from facilities that include: a 60m towing tank, a 4m stability tank, laboratories
and fibre reinforced plastic workshops.
Approximately 46% of graduates from the Yacht and Powercraft design in 2009 found employment.
Examples of jobs obtained by leavers include:
 Manufacturer & development manager
 Naval architect
 Yacht designer
Warsash Maritime Academy, part of the university, also offers internationally renowned
training, consultancy and research to the international shipping and offshore oil industries. The
Academy is used for practical field and boat work.

Skills and production efficiency upgrading – Competitive Manufacturing Initiative, New
Zealand (2007-10)
In order to support up-skilling and competitiveness in the marine sector in New Zealand, the New
Zealand Marine Industry Training Organisation chose the Competitive Manufacturing Qualifications as
an improvement and staff development methodology for companies interested in increasing
competitiveness.
The Competitive Manufacturing Initiative is a generic manufacturing initiative, which uses a
systematic approach to produce high quality goods and reduce costs and waste. This results in staff
achieving competitive manufacturing qualifications.
Funded by the New Zealand Marine Industry Training Organisation, a service provider – QCD
Systems – was appointed to deliver the training and assess staff. Focus companies were SMEs with
5 to 50 full time employees, but the NZ Marine ITO only worked with those companies willing to fully
engage with the training and with a total management commitment to the programme.
Each company was appointed a CMI coach, who spent half a day on site each month. Training for
staff was approximately 5.3 hours per week per person.
One of the participants, Formula Cruisers, employs 18 staff and manufacturing custom yachts
between 10m (32.8‟) and 23m (75.5‟). The company utilised the Competitive Manufacturing Initiative

273

Sources:
http://www.solent.ac.uk/courses/undergraduate/yacht_and_powercraft_design_beng/course_details.aspx
http://www.solent.ac.uk/courses/undergraduate/yacht_and_powercraft_design_beng/resources/beng-yachtpowercraft-design.pdf
http://www.warsashacademy.co.uk/about/about.aspx
http://www.investinhampshire.co.uk/site/eng/Marine_2
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(CMI) to reduce total build hours per boat from 33,000 to 22,000 (33%) by tackling „waste‟ in
274
seven key areas . The company quantified return on investment (ROI) on „Lean Marine Thinking‟ as
a ratio of 10:1.

R&D – ‘Competitiveness Poles’ in France

275

The „Competitiveness Poles‟ programme in France aims to support regional innovation efforts and
achieve national/international excellence through the establishment of „competitive poles‟. These
poles emphasise a collaborative approach by a wider range of stakeholders, including associations of
firms and research and higher education centres.
Seventy-one poles have been established in France since 2000. A 2008 review of the programme
highlighted the positive impacts of the initiative as including networking among stakeholders, and a
high level of SME involvement. The review found that the competitiveness poles programme triggered
or accelerated cooperation on innovative projects in all industrial sectors, and also highlighted the
central role played by public research laboratories in driving collaborative projects.
The government divided the competitiveness poles into three types: world-class (7 poles), globally
oriented (10 poles), and national or regionally orientated (54). However, the report found that funding
was focused on the world-class poles, which received approximately 80% of the €36m grant for
operational costs.
The Brittany Maritime Cluster, a „globally orientated‟ pole, is the core of a network where large
companies, SMEs, research centres and higher education combine their ideas and skills to develop
innovative projects in the maritime industry. It is one of two maritime clusters in the competitiveness
pole initiative – the other being located in the Cote D‟Azur region.
As of December 2009, the Brittany cluster had 325 members. The cluster is governed by a Board of
18 directors taken from each of the membership categories. These membership categories are as
follows:
 Large companies (55)
 SMEs (167)
 Universities, colleges, training centres, research and innovation centres (58)
 Professional organisations and organisations supporting economic development and innovation
(45)
The Brittany maritime cluster focuses on five themes including maritime safety and security, naval
and boating; marine energy, fisheries and aquaculture; and environmental and coastal management.
276

Key outcomes :
 The Brittany Maritime Cluster supports 38,000 employees across the member organisations, and
accounts for 15% of direct maritime industrial employment in France
 The cluster conducts 50% of French marine research
 Brest, where the cluster is focused, is also the leading port for military fleet maintenance and civil
naval repair
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http://www.nzmarine.com/site/nzmarine/files/NZ%20Marine%20ITO%20CM%20case%20study%2073%20Formula%20Cruisers%20Dec%202010.pdf
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Sources: Technopolis Group (2010) „Competitiveness poles and public-private partnerships for innovation‟;
OECD (2010) „Regional Development Policies in OECD Countries‟; http://www.pole-mer-bretagne.com/
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http://www.invest-in-france.org/Medias/Publications/1105/Brittany-marine-cluster-france-en.pdf
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Appendix D: Distributors contact details
Distributor

Location
UAE

ART Marine

Contact details
Wael Bittar
Marketing Manager
+971 4 3388955

Thailand

wael@artmarine.net
www.artmarine.net
+66 76239111

Brazil

www.asia-marine.net
Jose Bastos

Asia Marine

CB Nautica
UAE
Duboats

Thailand, Malaysia,
Singapore

+55 24 9988 9560
joao@cbnautica.com
Miguel Contreras
Manager
+971 4 3994554
Miguel.contreras@duboats.com
www.duboats.com
Jurg Hofer & Peter Walsh
+66 76 273 476

Elite Yachts

Australia, New Zealand

broker@phuket-yachts.com
www.phuket-yachts.com
Mark Elkington
Director
+61 7 54525164

India

mark@multihullsolutions.com.au
www.multihullsolutions.com.au
Sujan Chohan
Managing Partner
+91 22 6457 2244

Multihull Solutions

Ocean Blue

Singapore, Malaysia,
Thailand
Prometheus Marine

Simpson Marine

China, Hong Kong,
Thailand, Malaysia,
Singapore, Philippines,
Indonesia

China
Speedo Marine

sujay@oceanblue.in
www.oceanblue.in
Alan Pickering
+65 6299 1603
michelle@promarine.com.sg
http://yachtsasia.com
Mike Simpson
Group Managing Director
+852 2555 8377
mike.simpson@simpsonmarine.com
www.simpsonmarine.com
James Li
Managing Director
+86755-8367 9323
james.li@speedomarine.com
www.speedomarine.com
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Distributor

Location
China, Europe, Middle
East

March 2011

Contact details
Yoyo Zang (China)
+86 137 0163 9883

Splash Catamarans

China, Hong Kong,
Singapore, Malaysia

asia@splash-catamarans.com
www.splash-catamaranes.com/
Edwin Ho
Owner
+852 255 52805

Starship Yachts
starship@starshipyachts.com
www.starshipyachts.com
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Appendix E: Selected international boat shows
International boat shows in selected emerging markets (and Australia), along with shows
typically attended by South African boatbuilders, catamaran-focused shows, and premier
boat shows are listed below:




































London Boat Show, 6 Jan 2012
Dusseldorf Boat Show, 21-29 Jan 2012
Melbourne Summer Boat Festival, 3-5 Feb 2012
Miami International Boat Show & Strictly Sail, 16-20 Feb 2012
Kuwait International Boat Show, 8-12 Feb 2012
Mumbai International Boat Show 2012, 23-26 Feb 2012
Dubai International Boat Show 2012, 13-17 Mar 2012
Moscow Boat Show, 20-25 Mar 2012
PIMEX – Phuket Boat Show, 29 Mar 2012 - 1 Apr 2012
Hainan (China) Rendez-Vous, 5-8 Apr 2012
20th Edition Boat Asia (Singapore), 12-15 Apr 2012
Rio Boat Show 2012, 12-18 Apr 2012
19th Argentina Boat Show (Buenos Aires) (Salon Nautico), 13-22 Apr 2012
International Multihull Fair, Lorient (France),18–22 April 2012
China (Shanghai) International Boat Show, 19-22 Apr 2012
Singapore Yacht Show, 27-29 Apr 2012
Yacht & Boat Korea 2012, 10-13 May 2012
Beirut Boat Show 2012, 16- 20 May 2012
Sanctuary Cove (Australia) International Boat Show, 24-27 May 2012
Korea (Gyeonggi Province) International Boat Show, 30 May 2012 - 3 Jun 2012
Melbourne Boat Show, 5-9 Jul 2012
Sydney International Boat Show, 2-6 Aug 2012
National Boat Show Johannesburg, South Africa, 10-12 Aug 2012
Auckland International Boat Show, 5-9 Sep 2012
Salon Nautique, Cannes (France), 11-16 Sep 2012
Southampton Boat Show, 14-23 Sep 2012
Sao Paolo Boat Show 2012 - 15th Edition, 27 Sep 2012 - 2 Oct 2012
United States Sailboat Show (Annapolis), 4-8 Oct 2012
Genoa Boat Show, 6-14 October 2012
United States Powerboat Show (Annapolis), 11-14 Oct 2012
53rd Fort Lauderdale International Boat Show, 25-29 Oct 2012
China (Shenzhen) International Boat Show 2012, 26-29 Oct 2012
Barcelona International Boat Show, 3-11 Nov 2012
9th Goa International Boat Show 2012, 16-18 Nov 2012
Paris Boat Show, 3-11 Dec 2012
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Appendix F: Note on use and interpretation of trade statistics
The trade statistics used in this document are obtained from the International Trade
Centre277, which provides import and export data as reported by trading countries. The
statistics are captured and arranged according to an internationally standardised system of
codes and classifications called the Harmonised System (HS). The HS codes have varying
levels of detail, from HS2 which contains very broad categories (e.g. live animals or organic
chemicals) to HS6 which contains the most detailed internationally standardised descriptions
available. The statistics below are based on HS6 codes.
Trade statistics should be interpreted with caution – whilst the data is useful in providing a
good indication of the main products, markets and growth areas, there are a number of
issues which need to be kept in mind278:
 Trade data is never complete: Smuggling and non-reporting represent a serious problem
in a number of countries. In addition, trade statistics, like any source of information, are
not free of mistakes and omissions.
 Re-exports: Most countries include imports for re-exports and re-exports in their trade
statistics.
 For trade in boats, a boat may be registered in one country, but used in a different
country. This is further affected by countries offering “flags of convenience”, where less
onerous regulations apply to boat ownership and registration – this means that exports
to countries such as Liberia or the Marshall Islands would be overstated where boat
owners are seeking flags of convenience.
 Merchandise vs. services trade: Detailed trade statistics are available only for
merchandise trade and not for services, although the latter may account for a sizeable
share of national exports.
 Misleading product groupings: Even at the lowest level of disaggregation, product
groups in the trade nomenclatures do not necessarily reflect trade names and often
contain a wide range of different products. The term “not elsewhere specified”,
abbreviated as nes, is used to indicate products that do not fall into other identified
categories, therefore this category can only be interpreted relative to other product
categories. In addition, categories may be defined by products which they exclude,
rather than products which they contain.
 Exchange rate fluctuations: Exchange rate fluctuations are not always properly recorded
in international trade statistics. Values are normally aggregated over the period of one
year in local currency and converted into US dollars.
 Mirror statistics: For countries that do not report trade data to the United Nations, partner
country data is normally used – an approach referred to as mirror statistics. Mirror
statistics suffer from a number of shortcomings:
– Mirror statistics do not cover trade with other non-reporting countries, creating
difficulties for assessing South-South and intra-African trade.
– In the case of trans-shipments, the actual source of supply may be hidden.
– Mirror statistics invert the reporting standards by valuing exports in c.i.f. terms (i.e.
including transport cost and insurance) and imports in f.o.b. terms (excluding these
items).
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www.trademap.org
TRALAC, Weaknesses of trade data:
http://www.tralac.org/cgibin/giga.cgi?cmd=cause_dir_news&cat=1044&cause_id=1694#weaknesses
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