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editor’s note
M

ention innovation and
everyone will nod knowledgeably. But ask them
to define it and you'll find a very diverse
range of opinions. For decades the word
was hi-jacked by marketers, and still
most consumer brand extensions are
trumpeted as an 'innovation in' skincare,
haircare, toilet cleaning, pizza bases or
yoghurt.
That's really what's termed incremental innovation—the steady, gradual
improvement of a product or service in

propositions and service delivery, often
using digital means to disintermediate
incumbent companies, cutting out inefficiencies—which often equal margin—in
the process.
When the 79% of companies
surveyed by Boston Consulting Group
for its 2015 innovation survey say that
'innovation' is the top most or top three
priority for their organisations, that's the
kind of innovation they're talking about.
At least I think it is. Actually it really
doesn't matter, the crucially important

Broadly speaking shipping would just like things to get back to 'normal' - there's no hunger for something new, just a longing for a past
it understands. Perhaps that's because we aren't showcasing and
connecting people with the big ideas and the huge opportunities.
response to competitors and the maturing and changing of market demand.
Evolution if you will. Granted there are
companies who haven't engaged wholeheartedly in that, but they are increasingly rare.
Companies who want to grow have
to evolve their products and services to
meet the changing needs of their customers, and in a globalised world there is
just too much competition waiting to eat
your lunch if you don't.
But there's another kind of innovation, the type that overturns sectors
and markets very quickly. That kind of
transformational innovation is revolution
to incremental innovation's evolution—
the equivalent of the asteroid that wiped
out the dinosaurs. Think Uber, Netflix,
Airbnb, Google, Facebook and Tesla.
That brand of highly disruptive
change is almost inextricably linked to
the growth of digital technologies and
operations. It is characterised by fundamental changes in business models, value

point is that it's their top priority. Why?
Because despite all the discussion about
innovation in the shipping and maritime
industries, the prerequisite of making
it happen—the recognition that it is an
existential need within the company—is
still too often missing.
There are exceptions of course, more
on the supply side than ship operators
themselves, and I've asked some of them
to write for you this issue. It's a little
innovation—or at least evolution—of our
own, and I'd like to take this opportunity
to thank them all for their contributions which I have no doubt you'll find
fascinating.
By and large, however, ship operators look at you a bit blankly when you
ask them how they approach innovation.
As one of our contributors points out
many are very sceptical about whether
this whole digital thing isn't just a ploy
by suppliers to sell them things they
don't need, and can see no value in—like
Big Data for example. Plenty of ship

operators can't see that any of this really
applies to them. And the way they currently operate their businesses, they could
well be right. The awful reality though is
that the world is changing with unprecedented speed. Connectivity, Big Data,
analytics, IIoT and all those other things
that suppliers are ready to work with ship
operators on, are the basics of what business is going to need in the future just to
stay alive.
It's typified by the reaction to the
development of autonomous, unmanned
ships. In the context of the current business models, technology and demand
trends the autonomous ship is being
dismissed as uneconomic. But as one of
the participants at our roundtable on the
subject pointed out, you can't judge it on
the basis of today, because tomorrow so
much is going to look very different.
So perhaps the bigger problem is that
the industry is still deluding itself that
growth in shipping volumes is going to
happily increase in tandem with global
GDP, and some country somewhere is
going to become another China.
That's really what the shipping
industry wants to hear, and that's why in
conference after conference you'll find
analysts taking reassuring guesses about
when the market's going to pick up and
everything is going to get back to 'normal'. Broadly speaking there is no hunger
for something new, there is just a longing
for a past it understands.
The cover is a reference to Henry
Ford's contention that if he'd asked his
customers what they wanted they'd have
said a faster horse. In shipping we don't
have that excuse. On one side shipping's
customers are screaming their frustration,
and on the other suppliers are offering
increasingly powerful digital services and
solutions, while in the middle many ship
operators are struggling to survive.
Those conditions mean shipping
should be in a frenzy of innovation, but
it isn't. I strongly suspect that's because
we aren't gathering, showcasing and
connecting those big ideas—whether
they're from seafarers, start-ups or Silicon
Valley—in a big and bold enough way.
Because there may be threats but boy, are
there opportunities too.
It's what Futurenautics was designed
to do. I guess we need to do it
bigger and better.
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Walter Hannemann

Walter Hannemann has been innovating in IT and business
since the 1980’s. He graduated in Electronics and Information Systems, and initially started working in the design lab
of a computer factory. Throughout his career Walter went
from software development to solution architecture, infrastructure design and management, IT service delivery and
even “.com” entrepreneurship.
With a passion for “making things work”, shipping applications and all digital equipment onboard entered his
“interest radar” from 2008. Having headed IT departments
in Maersk Tankers and Torm, he recently became Product
Manager for Dualog, based in Copenhagen.
Walter enjoys finding solutions for big (and small) business problems using IT, while keeping an overview and a
forward-looking approach, with deep dives in technical
subjects when necessary—or possible.

M

Seeds of Change
Creating a culture of innovation requires more than just repeating the
word in meetings, it's time to think dandelion says Walter Hannemann
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any would agree that the
maritime shipping industry
tends to be very traditional.
It is a fact that the adoption of new technologies and processes is slow, although
that can be blamed on a lot of different
factors—like regulations and the safety
culture for instance.
But as much as this is a challenge, it
also offers a great opportunity to innovate, particularly if we're prepared to learn
from other industries.
Much is being said about innovation,
or the need for innovation, in traditional
industries. It’s also fairly well understood
that we can’t create innovation by decree
or by repeating the word in a lot of meetings.
We look at the Silicon Valley startup
environment and wonder what we could
do to bring the innovation culture in our
workplaces and companies. But is that
even possible? What factors could be relevant for it to happen?
I'd like to start by comparing innovation to dandelions—that stubborn yellow
flower that grows everywhere and particularly where you least expect it to.
In your driveway, in the middle of
the road, in your backyard. First there
must be seeds, coming on the wind from
somewhere. Then all of a sudden they're

The seeds are already there in everyone's minds. We all have
ideas, all the time, we can't really avoid them, but we need the
right conditions to make them sprout and become the Ûowers
of innovation.
sprouting in those weird places. But only
if they're given the right conditions. That
small crack in the pavement, sunlight and
rain—with those in place you can’t avoid
them sprouting. If you don’t have a crowd
of people constantly stepping on them,
even better.
Let's expand that analogy. Those
seeds are already there in everyone's
minds. We all have ideas, all the time; we
can’t really avoid them. It's in our nature.
However, we need the right conditions to
make them sprout and become innovative
dandelion flowers.
So we have the seeds, continually
flowing around in the air. What are the
cracks in the pavement, the water, and the
sunlight we need to make them germinate? And what is the stepping crowd we
should avoid?
Let’s imagine you are paving your
driveway. You measure it up, from side to
side; from start to finish. You thoroughly
plan the work and outcome. You excavate
it so it's free from all fertile soil. You fill

the hole with stones and then you cover
every square centimetre of it with a thick,
smooth, water-repellent layer of asphalt
—a perfect driveway. No cracks and nowhere for water to accumulate. No possibility that a small seed could cling to
anything.
That's exactly the same as many commercial projects, planned in advance to
deliver the perfect product or service to
meet a very specific need. But too planned,
with no room for change or adaptation in
the future.
The same applies to the companies
whose structure is so stiff and hierarchical
and processes so controlled that they don’t
leave room for any improvements or new
things to happen.
Even worse, many companies compound the situation with a narrative of
inertia. “This is how we've done things for
the last 50 years and it’s been working fine,
so we don’t need to change,” they claim.
With that mindset, driving any innovation is going to be very difficult. Not only
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Tero Hottinen

According to Edison invention requires a pile of junk and a good imagination, but it

A Pile of Junk
And a good imagination

also requires a really compelling problem to solve, says Martin Kits van Heyningen.

P

eople always ask me, “What made
you think of that?” or “Where
do these ideas come from?” Well
the truth is, I have no idea. However, I
spend a lot of time studying the markets,
talking to customers, finding interesting
bits of technology, and trying to absorb
as much raw data as I can. Perhaps this is
the modern analog to Edison’s quip, “To
invent, you need a good imagination and
a pile of junk.”
Of all the things we do, trying to
do something that has never been done
before is always the most rewarding—the
riskiest, but also the most rewarding.
That’s where our company has always
excelled. We’ve never been imitators,
we’ve always been innovators bringing
disruption to an existing market or even

become pioneers, and we all know what
happens to the pioneers, they are the
ones with the arrows in their backs!
My attitude towards failure is that
you must think of it as the opportunity
to succeed. When we launch a risky new
technology in an unproven market, we
do so knowing that by proceeding, we
have the opportunity to become successful. If we do nothing, we don’t have that
opportunity.
In a technology-driven society, if you
don’t accelerate product development,
you will already be behind by the time
a new product or service launches—it
simply will have taken too long to go
from idea to final form. So we push, we
use automated test processes, we encourage our engineers and design teams to

"Better testing leads to risk-taking by the creative and engineering teams,
and because failure is caught early and not punished you end up with
people willing to take more risks."
creating a new market. We like solving
problems, with one caveat: they have to
be really difficult problems, the simple
ones just aren’t that compelling.
How do you encourage an innovative
culture in a company? I’m sure I don’t
have all the answers, but I do know that
many companies take risks, and many
companies have ideas that fail. But if you
don’t keep thinking of new ideas, and
trying them out, you never move forward.
There are lots of smart people who
believe that successful people and successful companies fail more often than
unsuccessful ones. Which means that
you have to be able to take risks. We’ve
always taken big risks as a company—we
Image
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think out loud, together, and outside of
the norm—every day. Better testing leads
to risk-taking by the creative and engineering teams—because failure is caught
early and not punished. That's how you
end up with people willing to take more
risks.
If you fear failure too much, the
organization becomes conservative and
innovation is stifled. In the maritime industry, the culture to innovate is extremely strong in some areas and pretty much
nonexistent in others. Our company
started with an innovative compass product for competitive sailboat racing. This
very thin slice of maritime—the world
of ocean racing sailboats and America’s
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Martin Kits van Heyningen
Tero Hottinen works as a General Manager, Business Innovation at Wärtsilä’s Services Business Division.
Tero has worked both in the energy and marine sectors,
and has a solid background in R&D, technology and business
development, and innovation management.
One of his key interest areas has lately been start-up collaboration. Tero holds both Doctor of Science in Technology
(Helsinki University of Technology, Finland) and MBA (Aberdeen Business School, UK) degrees.

Martin A. Kits van Heyningen is one of KVH’s founders
and has led the company since 1982, now holding the positions of president, chief executive officer, and chairman of
the board.
During the past 30 years, he has overseen KVH’s growth
from an entrepreneurial startup that began operations in the
Kits van Heyningen family basement into a strong public
company with over 500 employees in 10 offices around the
world.
Under his leadership, KVH developed the mini-VSAT
Broadband network, which is now the world’s leading maritime VSAT service.
A graduate of Yale University, Martin has been issued
seven patents and is actively involved in the day-to-day operations of the company.

Have your cake,
and eat it
By attracting the best start-ups with their crazy ideas and welcoming
them into open collaboration, one can gain much more insight into what
could happen and be better prepared for the disruption. Even perhaps to
lead it.

I

Disruption means the maritime industry pie is up for grabs, but getting
innovation strategies right could see incumbent companies keeping their
hands on the knife, says Tero Hottinen.
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nnovations can be classified many
different ways. One very simple
but helpful way is to differentiate between incremental and transformational innovations. The former often
denotes improvement or providing new
value-added offerings and services for
existing assets. The latter—as the word
implies—refers to something which radically changes the landscape; either from a
niche offering point of view or concerning the whole logic behind the business
models.
The marine industry can be considered good with technical innovations,
as is often the case with traditional and
highly engineering-oriented industries.
There are plenty of good examples of
continuous improvements and next
generation products in the field. From
Wärtsilä, one could point to the Guinness record holding W31 engine, for
example, or Genius Services to optimise
the customers’ asset operations. I could
list a vast number of other great new
products and services providing clear
added customer value from many players
in the industry.
But no matter how great many of
these solutions and innovations are they
fall into the incremental category. And
this is very often the case with innovations within a traditional and highly
engineering-oriented industry. It is very
difficult to build up truly transformational elements from within a field, where
most of the players have a long history.
But this is exactly where it becomes
interesting, and the key words are “from
within”.
Even though Uber and AirBnB are

well-worn examples, they are good ones,
because they describe what business
model disruption can be at its best. Or
at its worst, if instead of the end user
you ask the players whose status quo was
disrupted.
Uber and AirBnB were both startups that no one really saw coming, and
this is something that is good to keep in
mind. There are plenty of start-ups working with radical innovations that may
today even seem bizarre, but could turn
into something that really rocks the boat.
This is especially the case now that
the digitalization wave is really rolling
into the marine industry, as many of the
solutions are horizontal across industry
boundaries.
And this is where the “from within”
comes into play. If the disruption is triggered by external players, that equals new
players in the industry, and that inevitability means that the whole pie is divided
in a totally different way than today.
Many of the existing players need to
reactively reinvent themselves and often
also settle for a smaller piece of that
pie—or slowly fade away. If the disruption can be created from within, the pie
will still be divided differently, but at
least the ones causing it—the existing
players—can have more proactive control
in how it happens.
As the marine industry is geared towards incremental innovation, disruption
is highly unlikely to only happen from
within, but it can happen in collaboration
with the external players.
This is where start-up collaboration plays a role. Not as an all-inclusive
solution, but as one important stream. By

attracting the best start-ups with their
crazy ideas and welcoming them into
open collaboration, one can gain much
more insight into what could be happening, and through that be better prepared
for the disruption. Even perhaps to lead
it.
The tricky thing is that start-up collaboration requires a much more open
approach to innovation than typically
exists within the marine industry. We all
tend to keep our ideas to ourselves and
protect the IP at all cost.
In start-up collaboration one of
course can—and must—still protect
the core IP, but what is needed is open
interfaces and sharing of knowledge, so
that the new and radical initiatives can be
developed to fit the rest of the industry. Otherwise the ideas are developed
somewhere else and it is the rest of the
industry that no longer fits in the puzzle.
So what we all need to do to get
prepared for the disruption is not to
close our doors, but to go for more open
innovation and interfaces while looking
for joint benefits in a way that serves the
needs of the final customer.
Enabling start-up collaboration is one
element in this, and the Wärtsilä Marine
Mastermind contest has been a good
example of the journey towards that goal.
You can find out more at www.wartsila.
com/marinemastermind.
We are still just scratching the
surface, but I believe that the journey
towards a new era has begun.
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Constantine Komodromos

Expecting a Eureka moment to solve shipping's
innovation problem is a mistake, but building the
right intellectual infrastructure and widening the
pool of ideas might, says Kirsi Tikka
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Constantine is a the co-founder and CEO of VesselBot, an
SaaS-enabled marketplace that brings together charterers and
vessel owners. He is a Fellow member of the Association of
Charted Certified Accountants (ACCA) and has working experience in a number of multinational organizations such as
WPP Group, PWC, Fortis, SAIPEM, Geneva Group International, and Bernhard Schulte Shipmanagement.
He has gained significant experience in Strategy, Finance,
Business Development, Risk Management, and Human Resource Management in both organic positions held in those
organizations and via the multinational organizations he has
consulted in markets including the UK, Greece, India, Indonesia, Nigeria, and Cyprus.

Innovation is nothing new for mankind, it's
been practiced since the first humans existed
and it's in our DNA to evolve and innovate

Image credit © Getty Images

I

have found myself wondering
why there is so much fuss about
innovation lately. Why is there so
much noise about disruption in markets?
Everybody seems to be talking about innovation, but what is it? Is it something
new to us human beings, or just the logical way that human beings evolve and
adapt their environment.
In my mind innovation applies to
everything, because we change and our
needs change. In response someone,
somewhere in the world will identify
that change and in response produce
something which either didn't exist
previously, or improves on what went
before. Without most of us even being
aware of it this process is happening
daily, and these innovations could be
changing the way we live—perhaps in a
few years, or even in a few months.
So in my view innovation is nothing new for mankind, it's been practiced
since the first humans existed and it's in
our DNA to evolve and innovate.
The maritime industry is no stranger to this process, it has constantly
improved and changed. It has been a
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late adopter, though. Its very traditional
culture is responsible for it lagging in
regard to innovation and change, so it
always takes a few years for the industry
to adapt to the kind of change that's occurring in the rest of the world.
That's not because it doesn't embrace
innovation though, but rather because it
has a longer reaction time. As in every
traditional market like financial services
or insurance, the culture that is cultivated in maritime is more risk averse,
focussed on creating a safer environment
rather than big shifts in strategy.
Some might argue that the maritime industry is walking a fine line as
far as the sustainability of its operating
model is concerned, and that its failure
to adapt to the leaps of innovation that
have taken place in recent years is partly
responsible.
Many different steps are being taken
in the industry to adjust certain aspects
of their operations and bring them more
in line with technological improvements,
yet still there is resistance. Particularly
when it comes to the fear of failure,
something which is inherent in the

industry culture. As an entrepreneur of
an innovative start-up I meet this kind
of cultural resistance head-on on a daily
basis. VesselBot is an online chartering
marketplace that digitizes the whole
chartering process.
Although users acknowlege that VesselBot provides cost and operational efficiencies, and solves a problem maritime
organisations are faced with continually,
still cultural resistance and the reluctance
to use a new technology tool creates barriers to adoption.
Organisations are afraid to be early
adopters because of the uncertainty this
creates. In the maritime culture that
word, 'uncertainty' causes unease, whilst
in the lexicon of innovative companies it
provides a thrilling opportunity.
I've lost count of the number of
times I've heard people within the
maritime industry tell me that what
we're trying to do won't succeed, or that
because something similar was tried ten
years ago without success, the same will
be true today. The truth is that ideas fail
for a variety of reasons, but the important question is, does the idea solve a real

problem for an organisation? It's crucial
to understand the reasons that earlier attempts to solve the problem failed.
An example I often cite is LevelSeas—a very forward thinking innovation initiative led by industry heavyweights which didn't manage to survive.
What was responsible? Have any of
those factors ceased to exist since then?
Has the business environment changed
since then? Has technology changed
since then? Was the timing right for this
initiative? And of particular importance,
can big multinationals, given the intrinsic
values, culture, and ways of operating
they bring as a legacy, allow them to
function like a startup?
A start-up is agile, quick to react
to changes and what it learns, takes
measured risks (usually), and undertakes
a lot of experimentation until it achieves
the best possible result. Does the culture
of big multinationals with their big cost
structures, internal politics and all those
cultural barriers allow them to act freely,
and innovate to create disruption in their
operating models?
For me those are rhetorical questions.

Change may come as a result of internal innovation from the
current incumbents—which in all honestly I doubt—or via lean
startups with totally different business models, more effective
cost structures and agility.
It may happen if there's a total cultural
shift, but did it happen in the case of the
LevelSeas project? I think not.
That's why I believe that the disruption will come from small, agile startups
that don’t have all those barriers and are
not afraid to make huge leaps of faith—
particularly in the maritime industry. Innovation and technological changes will
come sooner or later, this is the normal
course of things, and maritime will not
be exempt from it.
The organisations that realise this
early in the cycle will adjust quicker and
gain competitive advantage over their
peers.
Those that don't react as quickly
may end up spending significantly more
resources in order just to catch up, or
risk becoming obsolete and completely
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out of the game. This change may come
as a result of internal innovation from the
current incumbents—which in all honesty I doubt—or via lean start-ups, with
totally different business models, more
effective cost structures and agility.
The only question that then remains
is whether it will be one of those startups that comes to dominate the market,
or becomes a target for acquisition of the
current incumbents.
In the end it's all about the right
strategy, and making the right decisions.
Sometimes that will involve a leap of
faith to get you from this side to the
other.
Which side will your organisation
choose?
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onversations about technology, innovation and disruption
have become commonplace
in the shipping industry, but often the
outcome is a good headline or snappy
sound bite rather than something we can
apply in practice.
There are a number of reasons for
this. The first is that we are an industry
that is driven more by short-term market
fundamentals than by the application
of new ideas—at least in ship design,
construction and operation.
Traditionally, the impetus to change
has been regulatory or evolutionary
rather than innovation-driven. These
changes include the introduction of specialized ships, such as containerships and
gas carriers, improved cargo handling and
economies of scale.
We are now faced with much more
disruptive innovation—from automation and big data analytics—but to some
extent we need a roadmap to this future,
mainly because it involves leadership and
expertise not commonly found in our
industry.
Collaboration could be an answer, but
the stakeholders are worried about losing
their competitive edge if they share ideas;
they are in business for a reason, and
intellectual property is valuable. Perhaps

the reality is that shipping has always
been too fragmented for the take-up of
really new ideas; there are only two major
civilian aircraft manufacturers, but here it
appears to encourage innovation.
Shipping needs a strategy, and this
is not just a vanity project. It is required
to tackle operational issues and regulatory challenges and to find ways of being
more competitive while remaining envi-

of harnessing these kinds of discrete elements into a future innovation strategy.
If we are to do something different, more
disruptive, but ultimately more sustainable, the question is how do we do it and
who is going to drive it?
Class has a fundamental role to play,
and the steps we are taking will enable us
to move sustainably towards an industry
that is smarter and safer. Smart use of

"If we are to do something different, more disruptive, but ultimately more sustainable, the question is how do we do it, and who is
going to drive it?"
ronmentally and financially sustainable.
It seems inevitable that the next
generation of ships will feature more
monitoring, control and intervention
from the shore side than ever before. This
means class has to evolve with the industry, taking advantage of the potential that
technology offers.
The glue holding these elements
together is data. But although big data is
a reality, collectively we are still figuring out how to best apply it. There are
plenty of stories of increased volumes of
data collected from ships without a clear
strategy of how to manage and act on
the results. The bigger need is a means

April 2016

data means class can be less intrusive and
more predictive in the way we work with
industry and less bound by calendar-driven events. But to make safety decisions
based on data, we need to be confident of
its quality and reliability.
The bigger truth we need to confront
is that shipping is a relatively small circle
of people who tend to think alike. The
circle of input and ideas is too small and
too focussed on incremental improvements to make the kind of changes we
will need in another decade and beyond.
Innovators don’t think like that. I
don’t imagine Google is really interested
in automobiles. What it wants is a platApril 2016 future
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Kirsi Tikka

Kirsi Tikka is Executive Vice President, Global Marine at
ABS. Prior to her appointment, Kirsi served as the Division
President for Europe and Africa, and as Vice President and
Chief Engineer.
She is a native of Finland and holds a Doctorate in Naval
Architecture and Offshore Engineering from the University
of California, Berkeley, and a Master’s degree in Mechanical
Engineering and Naval Architecture from the University of
Technology in Helsinki.
Before joining ABS in 2001, Kirsi was professor of Naval Architecture at Webb Institute in New York. She has
also worked for Chevron Shipping in San Francisco and for
Wärtsilä Shipyards in Finland.

Element of Doubt

Oskar Levander

The message to shipping is that digital transformation is no
longer optional, and whilst a degree of scepticism is healthy,
harsh times could be the signal to invest, says Steve Williams

T

he Maritime industry is no
stranger to innovation, and
has a long and proud history
of adapting to the potential of new
technologies. However, the industry is
widely perceived to be lagging behind
others in innovating to take advantage of
some of the latest technological trends.
As the Strategic Policy Forum on
entrepreneurship (a think tank commissioned by the European Commission) says – “digital transformation is
no longer an option – it is a must. And
speed is of the essence”
So why is this important now? There
are two reasons.
The first is that technology is reducing the barriers to entry for new entrants
and ‘substitute’ services across many
industries.
There was a time, not so long ago,
when the cost of technology prohibited
all but the best funded and biggest organisations from exploiting the potential
of that technology.
This is not the case now—new
entrants can access enterprise-ready
systems and technology on the cloud
and build competitor, or ‘new’ services
without the legacy of an existing business. The result tends to be technology
‘disruption’—a business model, or an
aspect of a business model, changing
rapidly.
The second reason is that broad
availability of far more granular data is
changing the balance of power in the
industry supply chain. There is a general
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Oskar Levander joined Rolls-Royce in 2012 as VP Innovation, Engineering & Technology, Marine. Before this, he
worked for most of his career in Wärtsilä where he held various roles, most recently as Director, Concept Design, Marine Lifecycle Solutions. He graduated with honours from
Helsinki University of Technology in 2000, with a MSc in
Naval Architecture.
Oskar has been working mostly with the development
of new ship design concepts and propulsion solutions for
various ship types. Deeply involved in the development of
more energy efficient ships and an active force in promoting
the marine use of LNG, most recently Oskar has been associated with Rolls-Royce's Ship Intelligence solutions and
projects around autonomous/unmanned ships.
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he fundamentals of innovation certainly involve investing in R&D, as you would
expect, but there’s much more to it than
that. It’s also about having people with
the right mix of foresight, together with
a broad understanding of the maritime
industry.
But there is another essential ingredient and that is having a team of innovators that have the freedom to innovate.
Free from barriers that hold back creative
thinking and often prevent the best
ideas from getting anywhere near reality.
Successful innovators need to have the
freedom to explore new and often unfamiliar ideas.
We’re at a very exciting point in
the history of shipping. You could say
we’re reaching one of those fundamental
points, just like the transition from sail
to coal, or more recently the containerisation of shipping. And that point in
history is about ship intelligence.
Think about containerisation. It was
one of the most fundamental changes
that the industry has ever seen. And,
while it did take many years to become
the norm, it was a transformational
step and one that changed the industry
forever. The growth in digital technology
today and how it will be adopted by our
industry is that next fundamental step.
Within Rolls-Royce we have what
we call the Blue Ocean team, and that’s
a group of people where we do have that
freedom to consider new and exciting
ideas without the constraints that can
sometimes hold back the transformational ideas, which can often be then case
in large organisations.
In the past innovation has tended
to be driven more by regulation forcing
industry to act. What we’re seeing today
in the field of Ship Intelligence is that
innovation is being triggered by developments in technology elsewhere and also
broader societal acceptance of new digital
capability.
One way of creating the future is to
create a future market opportunity, and
the long term value that goes with it.
Think smart phones. Only ten years ago
the very idea that you could manage your
life through a small glass screen, was
considered not only disruptive technology, but almost impossible.
Just look how those small devices
have changed the way the world commu-

nicates and does business—how would
you cope without one?
I strongly believe that the shipping
industry is ready for disruptive innovation. Not disruption in the sense of creating problems, but disruptive in the way of
challenging traditional ways of thinking
that will ultimately spawn the new ideas
and technologies that will shape the
future of shipping.
Interest in digital shipping has gathered pace rapidly over the last two years
and as we have engaged more and more
with stakeholders, there is real traction
in the future possibilities, including autonomous operation. The latter is an area
which is indeed edging towards reality.
What’s different now is that we’re
seeing a great deal of interest from innovators outside of our traditional maritime
community. The debate on ship intelligence has allowed us to stimulate the
development of what has the potential
to be a real game changer for shipping,
and the more credible the possibilities,
the more visible future goals we have to
focus on.
Another difference we see is the
speed of innovation today. Digital
development is moving extremely fast
within society. You only have to look at
examples like Spotify, Uber and AirBnB
to see how quickly disruptive change is
happening to rapidly create new market
opportunities.
We’ve recently been involved in an
exciting research project in Finland, the
result of which was that we were able to
demonstrate to the world via digital simulation what a shore based control centre,

"There is a general scepticism over whether all
the buzz words associated with new technology–
‘big data’, ‘machine learning’, ‘cyber security’ etc.
are anything other than marketing ploys designed
to extract money from the industry."

remotely managing a fleet of ships, could
look like. It may look very futuristic and
may not become a reality for 10, 15 or 20
years, but it’s really important to get these
innovations out there and test the market
reaction whenever you can.
In some ways it’s a bit like the automotive industry showing off its latest
concept cars. It gives you the opportunity
to look, consider and dream about what
the future might just look like.
The more prominent the prospect of
intelligent shipping becomes, the more
interest we get from innovators outside
our normal sphere of operation. For
example, from small start-ups. They can
offer a different dynamic in terms of the
ability to innovate. They tend to have
more freedom and can move quickly.
We are adopting similar ways of
working both within our own teams but
also working with other technologists
who can bring in a blend of innovation
that we don’t necessarily have.
I’ve been asked before whether our
industry needs a more formal approach
to innovation. I actually favour a much
less formal approach, unconstrained by
bureaucracy. However, in order to get
game-changing technology into the
marketplace, it is vital that you get a wide
industry backing for your ideas.
For me it is about the pace of innovation and whether or not there is an
appetite for disruption. I really believe we
are going to see change happening much
more quickly than we have in the past.

"In some ways it's like the automotive
industry showing off its latest concept
cars. It gives you the opportunity to
look, consider and dream about what
the future might look like. In order to
get game-changing technology into the
marketplace it is vital you get wide
industry backing for your ideas."
April 2016
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levelling of the information held by
buyers and sellers. This can increase the
bargaining power of buyers, and will put
pressures on margins in aspects of the
industry.
I see two main challenges from the
industry to adopting innovative, technology-driven models at the moment.
The first challenge is that there is a
general scepticism over whether all the
buzz words associated with new technology– ‘big data’, ‘machine learning’, ‘cyber
security’ (and so on) are anything other
than marketing ploys designed to extract
money from the industry.
A degree of scepticism is healthy. If
maritime is behind others in adopting
new technology, we can learn from what
is actually happening in other industries. So, has the adoption of innovative,
technology-driven models fundamentally changed the operation of other
industries?
Service industries have clearly been
disrupted—for example, think of the

impact the Internet has had on how you
work with your bank or listen to your
music.
Heavier industries have been slower
to change, and the case for a real fundamental shift is debatable. There is,
however, some evidence of change.
For example American Airlines' use
of tablet computers to store flight data,
such as flight plans and maps, removed
35lb of paper manuals they were required
to carry and saved 400,000 gallons of fuel
annually.
The degree of investment in technology in the non-service industries (think
of the UKs £11 billion investment in
smart metering and the impact on the
energy industry for example) makes it
difficult to believe that some disruption is
not imminent.
The second challenge is that the
industry is facing unprecedented margin
pressures. Existing businesses need to
invest energy, time and capital in fostering and managing technology innovation.
This is difficult to achieve when there are
such financial pressures on the business.
This can lead to procrastination—it is

easier not to invest in innovation when
the pressure is on and margins are tight.
The harsh news is that pressure on the
industry might well indicate that this is
exactly the time to invest in innovation,
and if we are not doing this now, that
might just allow new entrants to gain a
foothold in the industry.
While the fundamentals of the
maritime industry may, in the short
term, remain largely unaffected from
overwhelming technology disruption, it
seems likely that the services that support
the industry, and the environment in
which the industry operates will be heavily impacted.
The experience of the last 20 years
should lead us to expect new entrants
and services to begin to have an impact
on the industry over the next 5-10 years.
In the slightly longer term, there are a
range of technology-driven threats, from
machine learning to 3-D printing, that
are starting to disrupt heavier industries,
but it remains to be seen whether these
will make a fundamental difference.
One thing is certain, with the barriers for entry being reduced for new
participants, and the massive investment
from government and industry alike in
disruptive technology, no aspect of the
maritime industry can ignore the need to
innovate, and the ever reducing cost of
technology offers a great way to do this.
The alternative is that someone else
will do this for you and replace you in the
market.

April 2016
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Steve Williams

Steve is a leader in technology risk and regulation at Moore
Stephens. He has been chief information security officer in
the financial services industry and the UK public sector, and
has audited and advised hundreds of clients in managing
technology risk over his 20 year career.
Steve has directed public reports on behalf of the UK
Financial Services Authority (now FCA) and the UK National Audit Office, where he specialised in information and
cyber security and the impact of digital technologies. Steve
is also an active participant in the development of standards in digital, technology risk management and security. He
is a past President of the ISACA London chapter and has
worked with both BSI/ISO and the ICAEW on technology
and standards.
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REPORT: 2016 GE Global Innovation Barometer
Now in its fifth edition and spanning across 23
countries, the GE Global Innovation Barometer is
an international opinion survey of senior innovation
executives all actively engaged in the management
of their firm’s innovation strategy.
In addition, this year, the GE GIB also surveyed
the views of Informed Publics in 13 countries.
With both audiences, the Barometer explores
how the perception of innovation is changing in a
complex, globalized environment, and how they appreciate the framework for innovation their country
has developed.
In addition, it explores the perceptions of Informed Publics on the impact and value of innovation, the associated responsibilities with driving and
supporting innovation and their opinions on the
future of work.
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Read for: Global view of how businesses and individuals view innovation
Download:
www.gereports.com/innovation-barometer/

REPORT: The State of Innovation 2015 Boston Consulting Group
In its tenth year the Boston Consulting Group's global
survey on the state of innovation shows that 79 per cent
of respondents ranked innovation as either the topmost priority or a top-three priority at their company,
the highest percentage since they began asking the
question in 2005.
At the same time, science and technology continue
to be seen as increasingly important underpinnings of
innovation, enabling four attributes that many executives identify as critical: an emphasis on speed, well-run
(and very often lean) R&D processes, the use of technological platforms, and the systematic exploration of
adjacent markets.
Read for: Strategic insight into what makes the most
innovative companies
Download:
www.bcgperspectives.com/most-innovative-companies-2015/
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WHITEPAPER: Autonomous Ships Futurenautics
Taking place in 'Maritime's Silicon Valley' in Aalesund, Norway, the Futurenautics Round Table on Autonomous
Ships demonstrated just how disruptive
they could be. With stakeholders from
customers to insurers, connectivity and
technology suppliers, Master mariners,
ship operators and innovators, the resulting white paper is an indication of the
scope, and the requirement for change
across the piece.
Register your details online to be notified when the White Paper is launched
next month.

VIDEOS, INFOGRAPHICS
etc. The internet-of-sofas,
the future of mobile handsets, an awesome-looking
snowmobile, and a smart
mattress you quite possibly
won't believe
There are some things you just can't put
into a magazine—even a digital one.
Those find a home on the Futurenautics
website. This quarter you can follow the
links to see a snowmobile which looks
like it's been driven off the set of Star
Wars, a sofa which you can redesign before you sit on it, the HoloFlex handset
that could be the future of mobile, and
the 'Smarttress', a clever name for a mattress we can't believe anyone is going to
buy.
Find it all at www.futurenautics.com

BOOKS: How To Fly A Horse, Kevin Ashton
Technology pioneer Kevin Ashton has
experienced first-hand the all-consuming
challenge of creating something new.
Now, in a tour-de-force narrative twenty
years in the making, Ashton demystifies
the sacred act, leading us on a journey
through humanity’s greatest creations to
uncover the surprising truth behind who
creates and how they do it.
From the crystallographer’s laboratory where the secrets of DNA were first
revealed by a long forgotten woman, to
the Ohio bicycle shop where the Wright
brothers set out to “fly a horse,” Ashton
showcases the seemingly unremarkable

individuals, gradual steps, multiple failures, and countless ordinary and usually
uncredited acts that lead to our most astounding breakthroughs.
Drawing on examples from Mozart
to the Muppets, Archimedes to Apple,
Kandinsky to a can of Coke, How to Fly
a Horse is essential reading for would-be
creators and innovators, and also a passionate and immensely rewarding exploration of how “new” comes to be.
Read for: Fascinating insights and plenty
of surprises.
Buy from: Amazon & book stores

April 2016
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A Pile of Junk
And a good imagination
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According to Edison invention requires a pile of junk and a good imagination, but it
also requires a really compelling problem to solve, says Martin Kits van Heyningen.

P

eople always ask me, “What made
you think of that?” or “Where
do these ideas come from?” Well
the truth is, I have no idea. However, I
spend a lot of time studying the markets,
talking to customers, finding interesting
bits of technology, and trying to absorb
as much raw data as I can. Perhaps this is
the modern analog to Edison’s quip, “To
invent, you need a good imagination and
a pile of junk.”
Of all the things we do, trying to
do something that has never been done
before is always the most rewarding—the
riskiest, but also the most rewarding.
That’s where our company has always
excelled. We’ve never been imitators,
we’ve always been innovators bringing
disruption to an existing market or even

become pioneers, and we all know what
happens to the pioneers, they are the
ones with the arrows in their backs!
My attitude towards failure is that
you must think of it as the opportunity
to succeed. When we launch a risky new
technology in an unproven market, we
do so knowing that by proceeding, we
have the opportunity to become successful. If we do nothing, we don’t have that
opportunity.
In a technology-driven society, if you
don’t accelerate product development,
you will already be behind by the time
a new product or service launches—it
simply will have taken too long to go
from idea to final form. So we push, we
use automated test processes, we encourage our engineers and design teams to

"Better testing leads to risk-taking by the creative and engineering teams,
and because failure is caught early and not punished you end up with
people willing to take more risks."
creating a new market. We like solving
problems, with one caveat: they have to
be really difficult problems, the simple
ones just aren’t that compelling.
How do you encourage an innovative
culture in a company? I’m sure I don’t
have all the answers, but I do know that
many companies take risks, and many
companies have ideas that fail. But if you
don’t keep thinking of new ideas, and
trying them out, you never move forward.
There are lots of smart people who
believe that successful people and successful companies fail more often than
unsuccessful ones. Which means that
you have to be able to take risks. We’ve
always taken big risks as a company—we

think out loud, together, and outside of
the norm—every day. Better testing leads
to risk-taking by the creative and engineering teams—because failure is caught
early and not punished. That's how you
end up with people willing to take more
risks.
If you fear failure too much, the
organization becomes conservative and
innovation is stifled. In the maritime industry, the culture to innovate is extremely strong in some areas and pretty much
nonexistent in others. Our company
started with an innovative compass product for competitive sailboat racing. This
very thin slice of maritime—the world
of ocean racing sailboats and America’s

April 2016
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Like a glimpse of the future?

Join us on the Orange Sofa
Hear top Futurist K D Adamson in conversation on the Orange sofa,
and discover what companies like Uber & Google mean for shipping

The global shipping industry is in challenging waters,
but what if the ‘inevitable’ upturn isn't any longer?
As digital forces reshape the global economy the old
rules and the old solutions increasingly don’t apply.
Today’s environment may be tough, but what lies
ahead will be magnitudes more complex, volatile and
ambiguous than anything shipping is used to.

From the likely impact on shipping volumes to new
finance and ownership ecosystems, customer relationships and the birth of smart regulation, Orange
brings you near-term vision of how far and how fast
the shipping industry is likely to change, helping you
to start answering questions for your business and
your customers.

Join us for a unique event during Posidonia in Athens
on 7th June when we put those at the cutting-edge
intersection of technology and business—both inside
and outside shipping—on the Orange sofa.
Places in the audience are free, but limited, so book
yours today at book@shippingsorangesofa.com

www.shippingsorangesofa.com

Cup yachts—thrives on pushing the
edge. Commercial shipping, by contrast,
is more about a traditional way of doing
things, but even in that traditional world,
innovation is taking hold.
Access to the Internet is changing
everything, and affordable high-speed
connections at sea are the change agents.
Not only do seafarers want access to
more content and communications while
on a vessel, the operational efficiencies
that broadband enables for a ship operator are truly remarkable. Driving our innovation today is a constant thought process about what broadband connectivity
can do for a vessel. What are all the ways
we can support the professionals onboard
a vessel and the systems themselves?
Our IP-MobileCast content delivery

service is a great example. We saw there
was a huge demand for more and more
data—large multimedia files for the
movies or sports clips that crewmembers
want to watch, for example.
KVH pioneered a new way to get
those large files delivered via satellite
network without running up a vessel’s
airtime costs. We pioneered this new
type of service by working through the
technological issues one by one, because
we knew there were great advantages
to using idle network time to multicast
large multimedia files to all vessels at
once. We now enjoy a commanding lead
in this new market.
Knowing that we can deliver large
files efficiently and affordably makes
many things possible, and we are working

on products and services that can give
our maritime customers the benefits of
data, both for operational systems and
analytical systems.
If there is information that will make
it easier for a crewmember to solve a
problem quickly onboard, let’s make
sure they can easily access that data. We
are also working on hyper-efficient data
upload technologies, so the data from the
vessel can be sent off the vessel affordably
to enable analytics in real time.
Real problems can definitely prompt
innovative thinking, we see that every
day in maritime. But I also spend a lot of
time thinking about the power of ‘what
if.’
And once an idea takes hold,
pretty much anything is possible.

"Real problems can definitely
prompt innovative thinking, we see
that every day in maritime. But I
also spend a lot of time thinking
about the power of ‘what if.’ And
once an idea takes hold, pretty
much anything is possible."

April 2016
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Have your cake,
and eat it

Disruption means the maritime industry pie is up for grabs, but getting
innovation strategies right could see incumbent companies keeping their
hands on the knife, says Tero Hottinen.
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By attracting the best start-ups with their crazy ideas and welcoming
them into open collaboration, one can gain much more insight into what
could happen and be better prepared for the disruption. Even perhaps to
lead it.

I

nnovations can be classified many
different ways. One very simple
but helpful way is to differentiate between incremental and transformational innovations. The former often
denotes improvement or providing new
value-added offerings and services for
existing assets. The latter—as the word
implies—refers to something which radically changes the landscape; either from a
niche offering point of view or concerning the whole logic behind the business
models.
The marine industry can be considered good with technical innovations,
as is often the case with traditional and
highly engineering-oriented industries.
There are plenty of good examples of
continuous improvements and next
generation products in the field. From
Wärtsilä, one could point to the Guinness record holding W31 engine, for
example, or Genius Services to optimise
the customers’ asset operations. I could
list a vast number of other great new
products and services providing clear
added customer value from many players
in the industry.
But no matter how great many of
these solutions and innovations are they
fall into the incremental category. And
this is very often the case with innovations within a traditional and highly
engineering-oriented industry. It is very
difficult to build up truly transformational elements from within a field, where
most of the players have a long history.
But this is exactly where it becomes
interesting, and the key words are “from
within”.
Even though Uber and Airbnb are

well-worn examples, they are good ones,
because they describe what business
model disruption can be at its best. Or
at its worst, if instead of the end user
you ask the players whose status quo was
disrupted.
Uber and Airbnb were both start-ups
that no one really saw coming, and this is
something that is good to keep in mind.
There are plenty of start-ups working
with radical innovations that may today
even seem bizarre, but could turn into
something that really rocks the boat.
This is especially the case now that
the digitalization wave is really rolling
into the marine industry, as many of the
solutions are horizontal across industry
boundaries.
And this is where the “from within”
comes into play. If the disruption is triggered by external players, that equals new
players in the industry, and that inevitability means that the whole pie is divided
in a totally different way than today.
Many of the existing players need to
reactively reinvent themselves and often
also settle for a smaller piece of that
pie—or slowly fade away. If the disruption can be created from within, the pie
will still be divided differently, but at
least the ones causing it—the existing
players—can have more proactive control
in how it happens.
As the marine industry is geared towards incremental innovation, disruption
is highly unlikely to only happen from
within, but it can happen in collaboration
with the external players.
This is where start-up collaboration plays a role. Not as an all-inclusive
solution, but as one important stream. By

attracting the best start-ups with their
crazy ideas and welcoming them into
open collaboration, one can gain much
more insight into what could be happening, and through that be better prepared
for the disruption. Even perhaps to lead
it.
The tricky thing is that start-up collaboration requires a much more open
approach to innovation than typically
exists within the marine industry. We all
tend to keep our ideas to ourselves and
protect the IP at all cost.
In start-up collaboration one of
course can—and must—still protect
the core IP, but what is needed is open
interfaces and sharing of knowledge, so
that the new and radical initiatives can be
developed to fit the rest of the industry. Otherwise the ideas are developed
somewhere else and it is the rest of the
industry that no longer fits in the puzzle.
So what we all need to do to get
prepared for the disruption is not to
close our doors, but to go for more open
innovation and interfaces while looking
for joint benefits in a way that serves the
needs of the final customer.
Enabling start-up collaboration is one
element in this, and the Wärtsilä Marine
Mastermind contest has been a good
example of the journey towards that goal.
You can find out more at www.wartsila.
com/marinemastermind.
We are still just scratching the
surface, but I believe that the journey
towards a new era has begun.
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Core Issue
The world is in flux, so it's no surprise innovation is a top
priority. Or is it? Shipping's customers are crying out for
a Model-T, but are we just delivering a faster horse?
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t's a curious fact that—in the
Western tradition at least—apples have a long-established
association with disruptive change and
innovation. For a start, the apple which
Eve consumed in the Garden of Eden
was from the Tree of Knowledge. Contrary to what many assume, it wasn't the
disobedient act of eating the apple which
caused Adam and Eve to be banished by
God, it was the knowledge they gained
by eating it. Part of that knowledge was
an awareness of their nakedness. Once
they were no longer innocent of that,
they couldn't remain in the garden. And
the rest, as they say, is history.
Fast forward to the 1660s and possibly one of the most famous moments
of innovation. Sir Isaac Newton, sitting
under an apple tree and watching an
apple fall to the ground conceived his
theory of Universal Gravity. Some like
to think the apple actually struck him
on the head, a metaphysical representation of how random and how powerful
Newton's idea was.
29th June 2007 and another Apple
changed everything—at least in the mobile phone ecosystem. The introduction
of the first iPhone catapulted Steve Jobs
from leading a floundering company to
pride of place in the global pantheon of
history's great innovators. These days
it's easy to forget that Apple had its toes
hanging over the edge of the precipice
before Jobs saved it with the iPhone
and turned it into America's richest
company. But Jobs never did. "Innovation distinguishes between a leader and
a follower," he once said, and continually
reinforced his status as the genius innovator at the core of the company.
It's the way we all like to think about
innovation—one individual having a
sudden and blistering insight which
fundamentally changes everyone else's
perception. In an age of global media
and connectivity acquiring that kind
of reputation can get new ideas funded
and products bought. It can grow global
brands and create cult-like status. But
it cuts both ways. Jobs has been gone
a while, and without him people are
watching closely to see what's left. The
news hasn't been too good.
Apple recently announced weaker
than expected second quarter results
which included its first year-on-year
decline in profits in thirteen years. What

followed was eight straight days of share
price decline which saw it close last Friday at a level last seen in 2012. In eight
days Apple has lost all the share price
gains it made in the last four years.
At the heart of this is the concern
that Apple has stopped innovating,
and started renovating. Steve Jobs
undoubtedly was an innovator, but new
CEO Tim Cook is an operations guru.
Although he's talking about all the cool
stuff they have up their sleeves, the thing
they've been adorning people's cuffs with
recently—the Apple iWatch—hasn't
been an innovative game-changer. In the
crowded field of wearables it was nice,
but not transformative.
But this is a company with US$233
billion cash in its back pocket, and a
price-to-earnings ratio of 10—lower than
IBM (11), Cisco (13), Google's Alphabet
(31) and out of sight of Facebook's (92).
And yet investor confidence is dwindling
and the market is pricing it as a company
in long-term decline. Now just stop and
think about that. Because it's the most

ruptive innovations are fewer and farther
between, and interestingly they often
come in batches. Roman technology still
underpins infrastructure today, whilst
the flowering of the Renaissance and
the industrial revolution all saw major
scientific and technological disruptions
that changed lives.
What's happening now is that both
kinds of innovation are speeding up, and
that's due to the exponential growth of a
range of technologies which are combining together to create what's described
as combinatorial disruption. As they do
so they're spreading horizontally across
business and society, breaking down the
vertical markets we're used to and eroding the power of domain knowledge and
expertise.
This exponential growth is leading
to dramatic falls in the cost of a range
of technologies—from solar to robotics
to biotech—which are bringing them
within the reach of smaller, less well-resourced companies. These new companies
are building on the technology platforms

Apple has US$233bn cash in its back pocket and a price-to-earnings ratio of 10, yet investor confidence is dwindling, and the market is pricing its stock as a company in long-term decline. That's
the most tangible measure I can point to right now of just how
central and crucial innovation is to a business.
tangible measure I can point to right now
of just how central and crucial innovation
is to a business.
It's always been important because—as others point out this issue—it's
part of human evolution. What we've
experienced so far has been a mixture of
incremental innovation, and some intense
periods of disruptive innovation.
As an example of incremental innovation may I suggest the toilet. Waterflushed toilets appeared in Knossos and
Akrotiri in the ancient Minoan civilization from the 2nd millennium BC.
Although we now have those which heat
the seat, shoot temperature controlled
water jets at you from unexpected places,
and come with a control panel which
wouldn't look out of place on the bridge
of the Star Ship Enterprise, it's taken
quite some time to get there, and the
basic concept hasn't really altered. Dis-

which have gone before, iteratively using
them to experiment and test out their
own innovative ideas, using them as the
foundation for the next leap forwards.
This presents a real issue for incumbent companies, burdened by cumbersome legacy structures, operational silos
and—crucially—domain myopia.
Some recognised the limitations of
that model many, many years ago. For
example, the origins of the Lockheed
Martin Skunk Works—whose compact
nuclear fusion reactor project I wrote
about last year—go back 70 years to 1943
when the US Army needed a jet fighter,
and they needed it yesterday.
Lockheed's Kelly Johnson set up his
Skunk Works based on an unconventional organisational approach, breaking
rules and challenging the bureaucratic
system that stifled innovation and hindered progress. For 1943 his philosophy
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Clarence 'Kelly' Johnson, whose unconventional
approach to innovation created the Lockheed
Martin Skunk Works. It managed to deliver the
XP-80 to the US Army in only 143 days. 70 years
on it's still going strong, current projects include
compact nuclear fusion reactors.
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was truly revolutionary, but Johnson and
his team proved it was sound by designing and building the XP-80 in only 143
days—seven less than the US Army had
demanded.
There are many more skunk works
around today—which in some respects is
a measure of how little company structures and limitations have changed and
how much they're likely to soon—but
they're just one part of a much larger
arsenal that organisations focussed on
innovation are deploying.
Google famously has its R&D factory
"Google X", where Chief of Moonshots
Astro Teller's mission is to invent and
launch 'moonshot' technologies that
could make the world a radically better
place. Some of their publicly known
projects include the self-driving cars, the
smart contact lens, high-altitude windpower generation, and Project Loon, to
name a few.
That's all great, but spinning out
an R&D skunk works is by definition
separating that innovation from the core
business of the company. What's increasingly required is to harness and drive innovation within the company itself. And
there even Google is having a problem.
You may assume that anyone who was
prone to having good ideas would want
to work at Google, but the reality is those
highly motivated employees also have
a habit of getting great ideas and then
leaving to make them happen.
The result is—reportedly—Google's
'Area 120'. Google already allows employees to work on '20 per cent projects',
personal ideas they can spend a fifth of
their working day on. Successful 20 per
cent projects have included services like
Google News, AdSense and Gmail.
But now Google is going further, creating a startup incubator that will allow
employees to work on personal projects
full time. Employees will pitch the
company for a place in Area 120 and if
accepted will access funding and support
with Google becoming an early investor
in successful projects.
Of course, you might say that tech
companies like Google would do that,
wouldn't they. But here's the thing. It
isn't just technology companies that recognise the importance of innovation.
The Boston Consulting Group has
spent the last ten years undertaking
an annual global survey of the state of

79% of respondents to the 2015 BCG Innovation survey ranked
innovation as either the top-most or a top-three priority at their
company. That's the highest percentage since the survey started
in 2005.

innovation, and in 2015 79 per cent of
respondents ranked innovation as either
the top-most priority or a top-three priority at their company. That's the highest
percentage since the survey started in
2005.
The survey shows that science and
technology continue to be seen as
increasingly important underpinnings
of innovation. The data has led BCG to
identify four attributes that many executives point to as critical to innovation
success—an emphasis on speed, well-run
and very often lean R&D processes,
the use of technological platforms, and
the systematic exploration of adjacent
markets.
The importance of technology to successful innovation means it's no surprise
that BCG's list of the 50 most innovative companies over the last ten years
has included those closely associated
with that capability. The likes of Apple,
Google, Microsoft, Samsung, Amazon,
and IBM have made the list in nine out
of the ten years, but that doesn't tell the

whole story. As the years have gone by
technology companies have not elbowed
their more traditional counterparts aside
as you might have expected, there are
still plenty on the list. In fact five of the
top ten companies in 2015 are non-tech
companies. On the longer list of 50, 38
(76 per cent) are non-tech companies.
That's important. Because as I've
said many times technology can enable
a competitive advantage, but rarely is it
the advantage in itself. What the nontech companies on that list have done is
to understand the scope and the power
of exponential technology growth and
leveraged it.
So what's this telling us? Clearly
building an innovative company is a
complex challenge, but there appear to
be some basic ingredients.
Technology is important in two
respects. On a tactical level it's key that
the organisation has the correct technology infrastructure to allow it to take
advantage of data and analytics, collaborate, secure itself, connect and share

In order to keep its innovators
Google is launching 'Area 120', a
startup incubator employees can
pitch and which will allow them
to work on personal projects full
time. Google will give funding and
support and become an early investor in successful projects.

Googlers, with faithful friend, at the Mountain View Campus Image credit © Google
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ideas inside and outside. But what's also
necessary is a much wider strategic grasp
of the big technology trends reshaping
the world, and how they will impact on
traditional economics, markets, consumer demand and value chains.
That, plus domain expertise and data
should allow you to identify the big

problem that you should set about solving. But there is a fundamental prerequisite to all of this, which is that your
company must have both the desire and
the intent to innovate.
And in the shipping and maritime
industry we fall at that first hurdle. Everyone in the industry seems to be talking

The fundamental prerequisite to innovation is that your
company must have both the desire and intent to innovate.
In shipping and maritime we often fall at that first hurdle.
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about innovation—a point universally
acknowledged by the contributors to this
issue—but very, very few are doing anything about it. At this stage it's important to separate out the maritime supply
side and the ship owners and operators,
because while there is clear desire and
intent amongst some of the supply side,

Maritime suppliers have learnt to look to what IMO is going to force ship operators to buy next, rather
than innovating around their problems. In what one hopes is a low-water-mark, maritime manufacturers
blocked the ECDIS 'S' mode their customers wanted in an heroic effort to protect their own profits at the
expense of solving their customers' problems.

that's in shorter supply amongst shipping
companies themselves.
In most industries suppliers create
products to meet the needs of customers, but we've reached a situation in the
maritime industry where shipping companies buy so much kit and services to
ensure compliance with regulations, the
link between customer need and product
development has all but decoupled.
Maritime suppliers have learnt to
look towards the next set of regulations,
creating products that IMO wants—and

they know shipping companies will have
to buy—rather than identifying the real
problem and innovating to address it.
But it gets worse. Take ECDIS for
example. Speak to any shipping company
and there is almost universal despair at
the bugger's muddle ECDIS has become.
IMO's mishandling of the affair is one
thing, but what it did provoke was a very
rare agreement amongst ship operators
that the plethora of different ECDIS
systems and user interfaces was complex
and potentially dangerous. What ship
operators wanted was an 'S' mode, something that would provide a common view
across all systems.
In what one hopes is the low watermark for maritime manufacturers, they
blocked it. In fact one maritime electronics manufacturer association actually trumpets its part in preventing ship
operator customers getting what they
wanted—on safety grounds—lobbying
heroically against 'S' mode in order to
protect the profit of its members.
Is it any wonder that so many ship
operators just don't trust technology suppliers in maritime? And is it any wonder
that suppliers are endlessly renovating
their products and services, rather than
innovating. The reality is that too many
of them just don't know enough about
what their customers actually do day to
day to identify the problems they might
be able to solve for them. Wedged into
their silos—HVAC, catering, pumps,
navigation, paints, broadband—none
of them are trying to understand the
interactions across those silos which new
technologies are driving and which are
changing how ships will be operated in
the future.
But the ship operators are no better.
If you're part of a shipping company
which is genuinely innovating around
your business model and customer
requirements then, congratulations. Help
yourself to a biscuit and shut the door on
your way out.

As for the rest of you, let's be clear
that reducing your emissions and giving
your seafarers access to broadband is not
innovating. Nor is ordering more ships,
or bigger ships, or slow steaming. I have
a lot of conversations with shipping
people and on the subject of innovation
they are almost universally a bit helpless.
I think there's a simple reason for that.
Great innovation comes from solving big problems, and shipping—in its
usual, self-obsessed way—has picked the
wrong problem.
Shipping thinks that the big problem
is no one is making money. But that's
not the problem, it's actually just a
symptom. The real problem is that shipping isn't providing an adequate service
to its customers. But shipping can't see
that. It's too busy doing anything it can
to make money, and just to compound
the problem, it's doing it at the expense
of the customers it serves.
Let's take bigger ships. Huge, expensive boxships which allow the liner
companies to get even better economies
of scale. Customers hate them. They
hate them because they can only get into
a handful of ports, which means that
customers are then faced with a variety
of new surcharges—high-tide surcharge,
low-tide surcharge, etc.
On top of that the customers then
have to grapple with port infrastructure
creaking under the weight of coping
with tens of thousands of containers
being discharged—if of course you're
fortunate enough to have your container
arrive at all, or vaguely on time, which
is close to an even chance. Then the
customer has to truck that cargo from
the only port big enough to accommodate your behemoth of a ship, adding
emissions to the customer's tally rather
than yours.
And whilst we're on the subject of
emissions let's look at the great innovation of recent years, slow steaming.
We're all very smug about that. Look at
April 2016 future
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Reducing your emissions and giving your crew broadband is
not innovating. Nor is ordering more ships, or bigger ships, or
slow steaming. That alone potentially cost shipping's customers
around US$5.7bn last year. Still think shipping oils the wheels of
world trade?

the emissions and cost we've saved and
the market we've propped up. And what
has that meant for customers?
According to an analysis by McKinsey, slow steaming adds three days to
the supply chain between the United
States and Asia. The additional annual
inventory and obsolescence costs for
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US importers can reach $415 million.
Worldwide, that same three-day delay
could cost about $5.7 billion.
That's without factoring in the environmental impact of manufacturing that
additional inventory. But at least these
big cargo owners benefit from their own
economies of scale. Don't they? Appar-
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ently not. According to research by our
friends at Xeneta, big cargo owners making long term deals with container lines
are getting worse rates than the little
guys booking stuff on the fly. Still think
shipping oils the wheels of world trade?
It isn't even as though customers aren't queuing up to tell shipping
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research, data and information about
what's happening globally to disrupt
markets and economies is there for the
taking. It's so prevalent that one wonders
how shipping can really avoid knowing what's going on, but they're doing
a marvellous job. One commentator, a
ship operator writing for a popular shipping website, plaintively asked recently
if anyone had a 'big idea' for shipping,
before going on to make the following
statement.
"Consider the 3D printer," he wrote,
"– at the moment, not much more than
a toy, but capable of very much more."
Tell GE it's not much more than a toy;
they're 3D printing everything from
transducer probes to aircraft engines.
"The real problem," the commentator
continues, "is working out how to make a
lot of money in a non-expansionary shipping market." No. Wrong problem.
But whilst shipping companies and
maritime suppliers are by and large still

When asked about his multiple
achievements, innovations and contributions, Sir Isaac Newton said, "If I have
seen further it is by standing on the
shoulders of giants." The disruption,
when it comes, may feel to those like
our friend trying to get to grips with 3D
printing, to be an unexpected bolt from
the blue. But the foundations for them
are being laid down now. And for some
of us they won't be any surprise at all.
Kirsi Tikka of ABS writes this issue about the need for an innovation
infrastructure for the shipping industry.
It's a genuinely good idea. I'd like to see
it start with a new kind of innovation
event, one that is truly collaborative, instead of pulling in ship operators for free
and then pimping them out to suppliers
whose only interest is in flogging them
stuff. We need a space in which shipping, its suppliers and its customers can
come together to identify what the big
problems are and go about solving them

"The real problem," says one commentator, "is working out how to make a
lot of money in a non-expansionary market." We aren't even trying to give
customers a faster horse, just the same old emphysemic donkey.

what's wrong, but they aren't listening.
Henry Ford famously said that if he'd
asked his customers what they'd wanted
they would have told him a faster horse.
Shipping doesn't even have that excuse.
Shippers are begging for a Model-T and
they're getting an emphysemic donkey.
Access to the kind of intelligence,

flogging their dead horses to their respective customers, there are others who
are working together to create some real
disruption. At our Autonomous Ships
roundtable late last year we brought
together ship operators, customers, technology suppliers, insurers, lenders and
cyber security experts at Rolls-Royce's
technology centre in Aalesund.
The result of that morning was a
fascinating arc of disruptive innovation
which encompassed everything from the
design, size, propulsion, maintenance and
autonomous operation of the ship, to
regulation, ports, sea traffic management,
smart logistics and intelligent transport
systems, new ownership ecosystems
encompassing lenders and insurers, and
new seafarer skillsets.
So to that commentator I say, there
are ideas. Big ideas. The kind that have
the capacity to sweep things away very,
very quickly. And they are slowly taking
shape in maritime suppliers, class, flag
states, ship operators, and customers.
What at the moment I think we're
missing is the link between them all
that's going to hook everything together.
But that's on its way.

together. We need to gather, showcase
and connect those big ideas whether
they're from seafarers, start-ups or Silicon
Valley in a big, bold way. Not for fear of
the potential threats, but in search of the
huge opportunities.
Of course you can only take the
shipping horse to water; you can't make
it drink. At the moment it isn't thinking
big enough so those identifying the big
problems, and with the thirst to solve
them, aren't shipping companies.
As Martin Kits van Heyningen says
in his article this issue, there's no point
in trying to solve the little stuff. It's the
big, hairy audacious goals that innovators like him, and Walter Hannemann,
Oskar Levander, and Tero Hottinen, and
Constantine Komodromos want to get
their teeth into. And that also goes for
the people outside shipping that these
guys are helping to draw in.
In the meantime most ship operators remain oblivious to everything other
than their own sticky situation, delivering
a marginally faster horse, that eats a bit
less and farts a bit less, but will
ultimately end up as glue.
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Seeds of Change
Creating a culture of innovation requires more than just repeating the
word in meetings, it's time to think dandelion says Walter Hannemann
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any would agree that the
maritime shipping industry
tends to be very traditional.
It is a fact that the adoption of new technologies and processes is slow, although
that can be blamed on a lot of different
factors—like regulations and the safety
culture for instance.
But as much as this is a challenge, it
also offers a great opportunity to innovate, particularly if we're prepared to learn
from other industries.
Much is being said about innovation,
or the need for innovation, in traditional
industries. It’s also fairly well understood
that we can’t create innovation by decree
or by repeating the word in a lot of meetings.
We look at the Silicon Valley startup
environment and wonder what we could
do to bring the innovation culture in our
workplaces and companies. But is that
even possible? What factors could be relevant for it to happen?
I'd like to start by comparing innovation to dandelions—that stubborn yellow
flower that grows everywhere and particularly where you least expect it to.
In your driveway, in the middle of
the road, in your backyard. First there
must be seeds, coming on the wind from
somewhere. Then all of a sudden they're

The seeds are already there in everyone's minds. We all have
ideas, all the time, we can't really avoid them, but we need the
right conditions to make them sprout and become the flowers
of innovation.
sprouting in those weird places. But only
if they're given the right conditions. That
small crack in the pavement, sunlight and
rain—with those in place you can’t avoid
them sprouting. If you don’t have a crowd
of people constantly stepping on them,
even better.
Let's expand that analogy. Those
seeds are already there in everyone's
minds. We all have ideas, all the time; we
can’t really avoid them. It's in our nature.
However, we need the right conditions to
make them sprout and become innovative
dandelion flowers.
So we have the seeds, continually
flowing around in the air. What are the
cracks in the pavement, the water, and the
sunlight we need to make them germinate? And what is the stepping crowd we
should avoid?
Let’s imagine you are paving your
driveway. You measure it up, from side to
side; from start to finish. You thoroughly
plan the work and outcome. You excavate
it so it's free from all fertile soil. You fill

the hole with stones and then you cover
every square centimetre of it with a thick,
smooth, water-repellent layer of asphalt
—a perfect driveway. No cracks and nowhere for water to accumulate. No possibility that a small seed could cling to
anything.
That's exactly the same as many commercial projects, planned in advance to
deliver the perfect product or service to
meet a very specific need. But too planned,
with no room for change or adaptation in
the future.
The same applies to the companies
whose structure is so stiff and hierarchical
and processes so controlled that they don’t
leave room for any improvements or new
things to happen.
Even worse, many companies compound the situation with a narrative of
inertia. “This is how we've done things for
the last 50 years and it’s been working fine,
so we don’t need to change,” they claim.
With that mindset, driving any innovation is going to be very difficult. Not only
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If all new ideas are met with scepticism, negative criticism
or lack of interest, it’s the equivalent of someone constantly
stepping on or running over that dandelion sprout.

that, but the minds carrying the seeds of
innovation will be blown away to better,
more hospitable places very fast, looking
for somewhere fertile to set down their
creative roots. Either that or the seeds
will dry out and die.
But even if you provide a fertile soil
for the seeds of innovation, without access to sunlight they won't sprout, or if
they do they won't develop properly. That
sunlight is the infrastructure your company provides to grow and commercialise
the ideas.
Take the example of Internet connectivity in many of the commercial shipping vessels. Extremely limited in both
data capacity and speed, they cripple the
use of slightly more advanced IT systems
and applications and prevent the usage of
data that's already available—for example
in the VDR.
Without the correct infrastructure
even the most innovative Chief Engineer
onboard, if left with no access to communicate with others and research solutions
online, has little opportunity to innovate
in his role.
And the impact that lack of infrastructure has on the capacity of the organisation to attract young, innovative
minds in the first place, can't be understated. Lack of proper Internet connectivity has benefits way beyond simple
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crew welfare. An investment in creating
a proper infrastructure not only solves an
immediate or perhaps previously intractable problem, it also creates the opportunity for innovative new usage—but only
if you create the space for it. The space to
be inspired.
For our dandelion the water does that
job, from the rain above and from the
soil below, the water provides a reservoir
of inspiration around you. That water is
things you use, the tools provided for you
to work with that make you wonder how
you can make them better.
Diesel trains would not have existed
without the first steam engines. Can you
imagine an app developer being able to
create a good app if he or she is not a user
of apps? The reality is that innovation
usually comes in incremental steps, innovation builds upon innovation. If you're
very lucky it comes in leaps and bounds,
but a more realistic expectation is continuous improvement and inspiration.
That's clearly the case in Silicon Valley—start-ups usually taste their own
medicine first; they use what they create
between them and eventually some will
break out and also become successful
outside the start-up environment. Innovative solutions like remote, globally
dispersed teams started in those innovative companies. It happened because
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there was space for it to happen, which
in turn made those companies successful.
What if the systems onboard incentivised
people to take responsibility, to start solving the problems they found? And if they
were provided with the training and support to do so.
So finally we come to the stepping
crowd, the people you need to keep away.
That's maybe a more obvious one.
Ultra-conservative top management;
the direct manager afraid of losing control; the colleagues that have lost their
passion; or the mouldy company culture.
If all new ideas are met with scepticism, negative criticism or lack of interest,
it’s the equivalent of someone constantly
stepping on, or running over that dandelion sprout.
It will keep trying to grow for a while,
but it will never flourish. It won't produce
the seeds that could eventually spread to
other cracks and generate more new, innovative ideas. Instead of a dandelion
you're left with a stunted, crooked, yellowish leaf.
So if your company is trying to “create” innovation, stop. Because you can't.
What you need to do is to create the right
conditions for innovation to happen—
that's the only way.
The dandelion way.

Leap of Faith

Just because an idea didn't work in the past doesn't mean it
won't work in the future. Sometimes what's required is a leap of
faith—and incumbent companies aren't always good at those,
says Constantine Komodromos
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Innovation is nothing new for mankind, it's
been practiced since the first humans existed
and it's in our DNA to evolve and innovate

I

have found myself wondering
why there is so much fuss about
innovation lately. Why is there so
much noise about disruption in markets?
Everybody seems to be talking about innovation, but what is it? Is it something
new to us human beings, or just the logical way that human beings evolve and
adapt their environment.
In my mind innovation applies to
everything, because we change and our
needs change. In response someone,
somewhere in the world will identify
that change and in response produce
something which either didn't exist
previously, or improves on what went
before. Without most of us even being
aware of it this process is happening
daily, and these innovations could be
changing the way we live—perhaps in a
few years, or even in a few months.
So in my view innovation is nothing new for mankind, it's been practiced
since the first humans existed and it's in
our DNA to evolve and innovate.
The maritime industry is no stranger to this process, it has constantly
improved and changed. It has been a
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late adopter, though. Its very traditional
culture is responsible for it lagging in
regard to innovation and change, so it
always takes a few years for the industry
to adapt to the kind of change that's occurring in the rest of the world.
That's not because it doesn't embrace
innovation though, but rather because it
has a longer reaction time. As in every
traditional market like financial services
or insurance, the culture that is cultivated in maritime is more risk averse,
focussed on creating a safer environment
rather than big shifts in strategy.
Some might argue that the maritime industry is walking a fine line as
far as the sustainability of its operating
model is concerned, and that its failure
to adapt to the leaps of innovation that
have taken place in recent years is partly
responsible.
Many different steps are being taken
in the industry to adjust certain aspects
of their operations and bring them more
in line with technological improvements,
yet still there is resistance. Particularly
when it comes to the fear of failure,
something which is inherent in the
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industry culture. As an entrepreneur of
an innovative start-up I meet this kind
of cultural resistance head-on on a daily
basis. VesselBot is an online chartering
marketplace that digitizes the whole
chartering process.
Although users acknowledge that
VesselBot provides cost and operational efficiencies, and solves a problem
maritime organisations are faced with
continually, still cultural resistance and
the reluctance to use a new technology
tool creates barriers to adoption.
Organisations are afraid to be early
adopters because of the uncertainty this
creates. In the maritime culture that
word, 'uncertainty' causes unease, whilst
in the lexicon of innovative companies it
provides a thrilling opportunity.
I've lost count of the number of
times I've heard people within the
maritime industry tell me that what
we're trying to do won't succeed, or that
because something similar was tried ten
years ago without success, the same will
be true today. The truth is that ideas fail
for a variety of reasons, but the important question is, does the idea solve a real
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problem for an organisation? It's crucial
to understand the reasons that earlier attempts to solve the problem failed.
An example I often cite is LevelSeas—a very forward thinking innovation initiative led by industry heavyweights which didn't manage to survive.
What was responsible? Have any of
those factors ceased to exist since then?
Has the business environment changed
since then? Has technology changed
since then? Was the timing right for this
initiative? And of particular importance,
can big multinationals, given the intrinsic
values, culture, and ways of operating
they bring as a legacy, allow them to
function like a startup?
A start-up is agile, quick to react
to changes and what it learns, takes
measured risks (usually), and undertakes
a lot of experimentation until it achieves
the best possible result. Does the culture
of big multinationals with their big cost
structures, internal politics and all those
cultural barriers allow them to act freely,
and innovate to create disruption in their
operating models?
For me those are rhetorical questions.

Change may come as a result of internal innovation from the
current incumbents—which in all honestly I doubt—or via lean
startups with totally different business models, more effective
cost structures and agility.
It may happen if there's a total cultural
shift, but did it happen in the case of the
LevelSeas project? I think not.
That's why I believe that the disruption will come from small, agile startups
that don’t have all those barriers and are
not afraid to make huge leaps of faith—
particularly in the maritime industry. Innovation and technological changes will
come sooner or later, this is the normal
course of things, and maritime will not
be exempt from it.
The organisations that realise this
early in the cycle will adjust quicker and
gain competitive advantage over their
peers.
Those that don't react as quickly
may end up spending significantly more
resources in order just to catch up, or
risk becoming obsolete and completely

out of the game. This change may come
as a result of internal innovation from the
current incumbents—which in all honesty I doubt—or via lean start-ups, with
totally different business models, more
effective cost structures and agility.
The only question that then remains
is whether it will be one of those startups that comes to dominate the market,
or becomes a target for acquisition of the
current incumbents.
In the end it's all about the right
strategy, and making the right decisions.
Sometimes that will involve a leap of
faith to get you from this side to the
other.
Which side will your organisation
choose?
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Expecting a Eureka moment to solve shipping's
innovation problem is a mistake, but building the
right intellectual infrastructure and widening the
pool of ideas might, says Kirsi Tikka

C

onversations about technology, innovation and disruption
have become commonplace
in the shipping industry, but often the
outcome is a good headline or snappy
sound bite rather than something we can
apply in practice.
There are a number of reasons for
this. The first is that we are an industry
that is driven more by short-term market
fundamentals than by the application
of new ideas—at least in ship design,
construction and operation.
Traditionally, the impetus to change
has been regulatory or evolutionary
rather than innovation-driven. These
changes include the introduction of specialized ships, such as containerships and
gas carriers, improved cargo handling and
economies of scale.
We are now faced with much more
disruptive innovation—from automation and big data analytics—but to some
extent we need a roadmap to this future,
mainly because it involves leadership and
expertise not commonly found in our
industry.
Collaboration could be an answer, but
the stakeholders are worried about losing
their competitive edge if they share ideas;
they are in business for a reason, and
intellectual property is valuable. Perhaps

the reality is that shipping has always
been too fragmented for the take-up of
really new ideas; there are only two major
civilian aircraft manufacturers, but here it
appears to encourage innovation.
Shipping needs a strategy, and this
is not just a vanity project. It is required
to tackle operational issues and regulatory challenges and to find ways of being
more competitive while remaining envi-

of harnessing these kinds of discrete elements into a future innovation strategy.
If we are to do something different, more
disruptive, but ultimately more sustainable, the question is how do we do it and
who is going to drive it?
Class has a fundamental role to play,
and the steps we are taking will enable us
to move sustainably towards an industry
that is smarter and safer. Smart use of

"If we are to do something different, more disruptive, ultimately
more sustainable, the question is how do we do it, and who is
going to drive it?"
ronmentally and financially sustainable.
It seems inevitable that the next
generation of ships will feature more
monitoring, control and intervention
from the shore side than ever before. This
means class has to evolve with the industry, taking advantage of the potential that
technology offers.
The glue holding these elements
together is data. But although big data is
a reality, collectively we are still figuring out how to best apply it. There are
plenty of stories of increased volumes of
data collected from ships without a clear
strategy of how to manage and act on
the results. The bigger need is a means

data means class can be less intrusive and
more predictive in the way we work with
industry and less bound by calendar-driven events. But to make safety decisions
based on data, we need to be confident of
its quality and reliability.
The bigger truth we need to confront
is that shipping is a relatively small circle
of people who tend to think alike. The
circle of input and ideas is too small and
too focussed on incremental improvements to make the kind of changes we
will need in another decade and beyond.
Innovators don’t think like that. I
don’t imagine Google is really interested
in automobiles. What it wants is a platApril 2016 future
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The Intelsat

Globalized Network
High-speed connectivity on the high seas.
With the Intelsat Globalized Network, ship owners, operators and crew are guaranteed reliable, high-speed
connectivity along busy trade routes, in congested ports of call and anywhere else the ocean takes you.
Increase productivity, streamline operations and beneﬁt from innovative new services that not only improve
the quality of life for everyone on board, but transform your business. The connected future has arrived.

Get connected, www.intelsat.com/mobility/maritime
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form for its technology and perhaps there
is a similar opportunity in shipping?
Fundamentally, we appear to lack the
intellectual infrastructure to build a longterm innovation strategy. We have plenty
of associations, professional bodies and
internal champions, but innovation seems
always to be left to the market.
If we are truly to tackle the challenge,
the shipping industry needs to embrace
‘open innovation’ and a much wider pool

of ideas and influences. We should recognise disruption and be prepared to ‘think
different’ about how we respond.
More and more companies are doing
this, complementing in-house research
with input from start-ups, universities,
research institutions and customer pools.
Class could play an important role
here, providing a platform for new ideas,
or acting as an incubator for innovation.
Innovation does not come in eureka

moments. Albert Einstein predicted the
existence of Gravity Waves a century
ago. Proof of his prediction came after
50 years of trial and error and 25 years of
perfecting a set of instruments sensitive
enough to identify them.
In doing so, scientists proved a fundamental principle of scientific enquiry
and the pursuit of ideas: the future is not
something you travel to, it’s something
you create.

"We should recognise disruption
and be prepared to 'think different'
about how we respond."

April 2016
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T

he fundamentals of innovation certainly involve investing in R&D, as you would
expect, but there’s much more to it than
that. It’s also about having people with
the right mix of foresight, together with
a broad understanding of the maritime
industry.
But there is another essential ingredient and that is having a team of innovators that have the freedom to innovate.
Free from barriers that hold back creative
thinking and often prevent the best
ideas from getting anywhere near reality.
Successful innovators need to have the
freedom to explore new and often unfamiliar ideas.
We’re at a very exciting point in
the history of shipping. You could say
we’re reaching one of those fundamental
points, just like the transition from sail
to coal, or more recently the containerisation of shipping. And that point in
history is about ship intelligence.
Think about containerisation. It was
one of the most fundamental changes
that the industry has ever seen. And,
while it did take many years to become
the norm, it was a transformational
step and one that changed the industry
forever. The growth in digital technology
today and how it will be adopted by our
industry is that next fundamental step.
Within Rolls-Royce we have what
we call the Blue Ocean team, and that’s
a group of people where we do have that
freedom to consider new and exciting
ideas without the constraints that can
sometimes hold back the transformational ideas, which can often be then case
in large organisations.
In the past innovation has tended
to be driven more by regulation forcing
industry to act. What we’re seeing today
in the field of Ship Intelligence is that
innovation is being triggered by developments in technology elsewhere and also
broader societal acceptance of new digital
capability.
One way of creating the future is to
create a future market opportunity, and
the long term value that goes with it.
Think smart phones. Only ten years ago
the very idea that you could manage your
life through a small glass screen, was
considered not only disruptive technology, but almost impossible.
Just look how those small devices
have changed the way the world commu-

nicates and does business—how would
you cope without one?
I strongly believe that the shipping
industry is ready for disruptive innovation. Not disruption in the sense of creating problems, but disruptive in the way of
challenging traditional ways of thinking
that will ultimately spawn the new ideas
and technologies that will shape the
future of shipping.
Interest in digital shipping has gathered pace rapidly over the last two years
and as we have engaged more and more
with stakeholders, there is real traction
in the future possibilities, including autonomous operation. The latter is an area
which is indeed edging towards reality.
What’s different now is that we’re
seeing a great deal of interest from innovators outside of our traditional maritime
community. The debate on ship intelligence has allowed us to stimulate the
development of what has the potential
to be a real game changer for shipping,
and the more credible the possibilities,
the more visible future goals we have to
focus on.
Another difference we see is the
speed of innovation today. Digital development is moving extremely fast within
society. You only have to look at examples
like Spotify, Uber and Airbnb to see how
quickly disruptive change is happening to
rapidly create new market opportunities.
We’ve recently been involved in an
exciting research project in Finland, the
result of which was that we were able to
demonstrate to the world via digital simulation what a shore based control centre,
remotely managing a fleet of ships, could

look like. It may look very futuristic and
may not become a reality for 10, 15 or 20
years, but it’s really important to get these
innovations out there and test the market
reaction whenever you can.
In some ways it’s a bit like the automotive industry showing off its latest
concept cars. It gives you the opportunity
to look, consider and dream about what
the future might just look like.
The more prominent the prospect of
intelligent shipping becomes, the more
interest we get from innovators outside
our normal sphere of operation. For
example, from small start-ups. They can
offer a different dynamic in terms of the
ability to innovate. They tend to have
more freedom and can move quickly.
We are adopting similar ways of
working both within our own teams but
also working with other technologists
who can bring in a blend of innovation
that we don’t necessarily have.
I’ve been asked before whether our
industry needs a more formal approach
to innovation. I actually favour a much
less formal approach, unconstrained by
bureaucracy. However, in order to get
game-changing technology into the
marketplace, it is vital that you get a wide
industry backing for your ideas.
For me it is about the pace of innovation and whether or not there is an
appetite for disruption. I really believe we
are going to see change happening much
more quickly than we have in the past.

"In some ways it's like the automotive
industry showing off its latest concept
cars. It gives you the opportunity to
look, consider and dream about what
the future might look like. In order to
get game-changing technology into
the marketplace it is vital you get
wide industry backing for your ideas."
April 2016
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Model Behaviour
The structure of the industry can make the kind of digital
infrastructure investment that supports innovation tough,
but Norbulk is one ship manager showing it can be done.

T

here's a movie from the early
1970's called 'A Touch of Class'
in which a female Brit and
a male American accidentally meet in
London and have an affair.
During a heated argument she accuses him of being 'typically American'.
Exasperated he asks her which Americans she means—the Daughters of the
American Revolution? The Mormons in
Utah? "I'll tell you, they're all throwing
rocks at each other," he says, "The only
thing "typically American" about the
200 million Americans is that they never
do anything "typically" alike."
The same goes for the 'shipping and
maritime industry' which is so often
considered as a homogenous lump, but
in reality isn't at all. Yes, there are some
common challenges posed by the digital
revolution and market conditions, but
the response from individual companies
varies dramatically.
Simply reading the industry headlines every day doesn't give you a
real picture of where and how digital
infrastructure investment and transformation is playing out in ship operator
companies. Happily, later this year Futurenautics will be able to give some real,
definitive and groundbreaking research
statistics around that, intelligence that
will allow everyone to understand how
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far and how fast the digital shift is happening, and where they sit on the scale.
Last issue we reported the latest
white paper we'd released on 'Big Data
and the new IT', which came out of a robust roundtable event bringing together
InterManager and a range of connectivity and technology suppliers. One of the
strong themes which emerged was that
typically ship managers didn't trust technology suppliers, and were neither ready
for, nor interested in, digital transformation and Big Data in particular. I have
no doubt that there are plenty of ship

which provides full technical management services to its fleet of more than
80 vessels, including LPG carriers,
VLCCs, product and chemical tankers,
bulk carriers, refrigerated cargo container
vessels and Ro-Ro's. "VSAT costs have
dropped, but the equipment is still very
expensive," said Norbulk Director Walter
Woodage when I chatted with him and
fellow Director Peter Karlsen together
with Quality Assurance Safety Manager
Mark Myles. "Some of the lease purchase
deals that are becoming available are useful, but if you're an owner you may not

"Some of the lease-purchase deals that are becoming available are useful, but if you're an owner you may not be planning to hold the asset that
long. What's important here is to understand why the owner is in the
market. For the long term, or for an asset play?"
managers who would agree, but—typically—there are also those who wouldn't.
For most companies the decisions
about how and where they make investments in digital transformation is broadly
down to them. But when it comes to
third-party ship management the picture
becomes more complex. You'll read
plenty in this issue about digital innovation only focussing on cost reduction and
efficiency, leaving the big money—value
creation—on the table. It's easy to assume that asset optimisation, efficiency
and route planning are the simple, obvious no-brainer of the digital equation
for ship operators. If you own the asset
then maybe it should be. But what if you
don't?
Nowhere is this better illustrated
than with connectivity, right now the
gateway to digital operation, optimisation, data transfer and analytics for the
vessel. Without it none of that nobrainer optimisation and efficiency can
really happen, and connectivity suppliers
are—quite rightly—pointing out that the
cost of that pipe is far outweighed by the
cost savings and efficiencies it opens the
door to.
But fitting that pipe is costly, and if
you're a ship manager with a vessel which
could well not be under your management in a few months time, and its
owner who sees no value in an investment in kit which won't make his vessel
worth anymore at the end of it, that
gateway is remaining firmly locked.
It's a scenario familiar to Norbulk,

be planning to hold the asset that long.
What's important here is to understand
why the owner is in the market. Is he
there for the long term, or is he there for
an asset play?"
For the third party management
model it's an inherent structural hurdle, one that many on the supply side
recognise and are working at trying to
overcome.
But whilst you will find managers citing it as a brake on their digital transformation, that isn't the case for Norbulk.
Over the past two years the company has
been further developing its digital Integrated Management System platform,

and recently completed its migration to
the cloud.
“We are continually developing our
management systems and implementing cloud-based technology has assisted
our goal of adopting paperless systems,"
explains Peter Karlsen. "The benefits to
the company, through this change in
information flow are very real, systems do
run much more efficiently as a result.”
Getting the data flowing efficiently
is a challenge, but it's only the first part.
As Woodage explains, the next step is to
focus down on analytics. "We're in the
process of pulling that data in some sort
of model so that we can gauge sister vessels on different charters and make sure
they're operating as economically as possible and also pick up any problem areas."
Interestingly the Integrated Management System—of which Norbulk see the
analytics capability as a natural extension—isn't off-the-shelf, but developed
in-house over the past twenty years or
so. It sits alongside other applications
including ShipServ which Norbulk has
been using almost since its inception.
"We are on ShipServ and have been
since the outset, most of our purchasing is done through ShipServ," says
Woodage. And the company is clearly
leveraging the increasingly powerful
analytics the platform offers them. "Actually I've just received the latest dashboard where it trends the results against
the industry, so we're doing a lot with
ShipServ." When it comes to the vessels

Norbulk Director Walter Woodage. The company is
'continually developing management systems' and
cloud-based technology is part of that
Image credit © Norbulk
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themselves and the systems, software
and analytics on board, the structural
issues of the third party management
model come into play again. There are
however some owners who are investing
in systems. One of Norbulk's owners
is currently trialling some DNV GL
software onboard. "The owner is very
transparent and happy for us to take this
data into our systems and get whatever
value we can out of it," says Woodage.
Karlsen agrees, "With improved
communications and transparency, we
are able to access and interpret greater
amounts of information," he says. Talking to charterers that subject comes up
again and again: communications and

transparency and the requirement for
more of it. But whilst Norbulk clearly
gets it, the accusation is that a lot of ship
operators don't, and actively don't want
to see more of either.
"From a ship manager's perspective
we would push for transparency," says
Woodage. "The problem over the years
has tended to be that the commercial
operation don't want to give you all
the information, but I do believe that
that's improving. Of the commercial
operations we deal with the ones that
are more transparent are the ones that I
believe get the best results from everyone. I've noticed over the last 12-18
months that it's changing for the better,

there's a lot more information shared
by the commercial people and I think it
really helps."
Karlsen points out that there's a lot
of crossover between technical management and commercial management.
"It's very important that everyone works
together as a team, charterers are fully
informed about the condition of the
ships and where we are with various
maintenance programmes, and likewise
as technical managers we need to know
exactly what the commercial position is
on the ships so we're all working towards
the same goals."
And in its purest form that's what
digital investment should be enabling—

"Of the commercial operations we deal with the ones
that are more transparent are the ones that I believe get
the best results from everyone. I've noticed over the last
12-18 months that it's changing for the better, there's a
lot more information shared by the commercial people
and I think it really helps."
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Technical Superintendents Oleg
Styazkhin and Igor Ryumin
interrogate the IMS at Norbulk's
Kaliningrad office.
better intelligence and better teamwork.
But not just ashore. Norbulk recognise
that seafarers are making judgments
about who to work for based on new
criteria like the availability of broadband
at sea and better crew entertainment
packages, and are responding by making those things available. Talking with
them though it's clear that they are aware
that more opportunities exist than purely
improvements in crew welfare.
When one considers the wealth of
experience and expertise in those crews,
using digital platforms to capture it for
the organisation could be a powerful way
of using digital to create value. Already
some operators have set up message
boards for shipboard engineers where
they can collaborate to solve problems,
which in many respects are embryonic
enterprise social networks like those
being used in major organisations to
harness that expertise and capture it. It's
a dimension of social networking that
more operators should be considering,
a counterbalance to the more obvious
concerns about the sharing of information online by crew.
The benefits of this new transparent, collaborative landscape are clear to
Norbulk, but so are the emerging risks
attached. Cyber security and resilience

is at the heart of that. In today's market
there's little margin for error with safety,
training and environmental standards
set so high, so the cross-business risk of
a cyber breach could have devastating
consequences.
"Presently we have the RDS, remote
desktop system which has inbuilt security
giving all the applications between the
office and ships firewall protection,"
explains Mark Myles, Norbulk's Quality
Assurance Safety Manager. "That's not to
say it's impregnable though," he acknowledges. "Cyber is a vulnerability that
we recognise and an area where we need
to gather more information. Particularly
with the ships moving over to ECDIS
it means the exposure is far greater. If
you had malicious software getting into
the ECDIS network then that's of great
concern to us."
It's refreshing to listen to that kind of
pragmatic assessment from a ship operator, and more so to realise that Norbulk
isn't simply focussing on the threat to
the vessel and its systems, as too many
seem to be. "We've already seen breaches
ashore, fraudulent emails, requesting
payment of freight etc.," says Karlsen.
"I think it's as much a concern for the
commercial operators that their systems
aren't compromised, that you don't see

organised criminals trying to breach
systems and divert payments or earnings,
so it's certainly as much an issue for us
ashore as it is at sea."
There's been a lot of hand-wringing
recently about what anyone can possibly
do in shipping—the suggestion seems to
be that we are all sitting around waiting
for someone to have 'the big idea'. But
as Tero Hottinen of Wärtsilä says in his
article this issue, innovation isn't always a
big idea, it's also an incremental process.
Developing the digital infrastructure,
data and analytics competencies within
the organisation that we all know are
going to power the businesses of tomorrow comes under that heading. Norbulk
may not be turning the ship management
industry on its head, but it's quietly going
about reinventing itself to ensure it's in
the best possible position if and when
somebody does.
“You won’t stay competitive unless
you look ahead at advancements and
digitisation and how that’s going to
improve your businesses going forward,”
says Peter Karlsen.
Typical or not, it's a model other
operators would do well to adopt.

April 2016

futurenautics

41

Slide Show
Googlers whooshing down slides in California or riding bikes through their offices
might be the face innovation presents to the world, but under the surface lies a far
more structured approach—and there's an app for it.

I

deas. As Walter Hannemann
says in his article Seeds of Change
this issue, you can't avoid having
them, everyone has them all the time.
And as simplistic as it may sound that
is the essence of innovation. As Walter
correctly points out creating an optimal
environment for innovation to thrive is
essential, but doing it properly is a complex operation. Capturing and nurturing
those ideas—and then just as importantly killing and discarding some—can't be
left to chance.
The ubiquitous images of Googlers
whooshing down slides or riding bikes
around the office cements a popular belief that the way to drive game-changing
innovation is just to leave things fluid
and casual and, like, let it happen. Man.
For some companies that's going
to be an ingredient, but really successful innovators approach the business of
innovation in a far more business-like
fashion. BT, featured in the Boston

Consulting Group's top 50 most innovative companies in the world is one.
According to the Steve Healey Head
of New Ideas at BT, for every $1 they
spend on innovation they have returned
over $75 to the business. How can he
be so precise? Because he, and others
in that top 50 are using an innovation
software platform to help them.
Founded in 1999 BrightIdea
launched the first-ever online innovation
platform in 2005, designed to improve
the efficiency, effectiveness, and allow
the measurement of an organisation's innovation process. Today it uses a mix of
specialised software and curated services
which allow those responsible for innovation within companies to centrally
track all of their activities—across the
whole ideas 'lifecycle' from initial idea
collection to execution.
Its Innovation Apps mean you can
easily set up, track and compare various
initiatives from hackathons to design

The famous Google slide in Zurich
Image credit © Google
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thinking projects to crowdsourcing and
more, then identify which are producing
the best results and where to put your effort—and money—for maximum return.
The software is in use by hundreds
of leading brands and acknowledged
innovators including GE, Accenture
and also Cisco. Nick Selk is Innovation
Program Manager at Cisco and oversees
the Services organisation. With 13,000
employees in over 96 countries it helps
customers to lower operating costs, increase availability and optimise network
performance and contributes 22% of the
company's revenue.
"We've achieved $54 million in
recorded innovation outcomes over the
last couple of years and we have very
strong projections going forward," says
Selk, of his experience of the BrightIdea
platform.
In the past six months we've begun
to see more of these kinds of activities
seeping into maritime. Tero Hottinen
of Wärtsilä writes for us this issue about
the way he's approaching collaboration
with start-ups via the Wärtsilä Marine
Mastermind competition, while Kalmar,
part of Cargotec, organised its first "CargoHack" during April.
According to Soili Mäkinen, CIO
at Cargotec, "Cargotec is on a drive to
become a world leader in intelligent
cargo handling, increasing our focus on
software, services and digital innovation." The hackathon represents a real
commitment to doing so.
"Increasing focus on digital innovation isn't just about making the most of
new technologies - it's about changing
our culture and working practices, and
changing the way we co-create with our
customers and other partners including
software companies, start-ups and universities, too," said Tommi Pettersson,

Vice President, Automation at Kalmar.
"We believe that through open innovation and co-creation the industry will be
exposed to new ideas and thinking that
can help the entire value chain around
terminal operations on the road to automation and increased efficiency."
Driving innovation in the industry is
a complex picture but if we are to create
what ABS's Kirsi Tikka describes as
an innovation strategy and intellectual
infrastructure more companies need not
just to explore these kinds of initiatives
but formalise how they approach and
determine the ROI they provide.
Adoption of software like BrightIdea might well deliver that internal
infrastructure quickly and efficiently.
Just pause and consider the 1.2 million

tive approach which really interests me in
the BrightIdea story, because it's already
thinking much bigger about where it
goes next.
Championed by CEO Matt Greeley,
the idea of an 'innovation grid' is built
on a global network through the BrightIdea's innovation programme management software to 'facilitate and capture
the flow of new ideas that surface from
inside and outside the firewall.'
What BrightIdea is envisioning is
hundreds of companies and organisations
globally connecting to this innovation
grid enabling a truly collaborative innovation ecosystem.
With customers like GE and SAP on
the tech side to Bosch and Electrolux in
manufacturing and Humana and Roche

Connecting shipping and maritime with the ideas already floating
around inside it—literally in the case of our 1.2 million seafarers—and
the big ideas people are having outside it, could be transformative.
seafarers sailing the oceans and the colossal amount of knowledge, experience and
plain old ideas going untapped.
Connecting those seafarers—giving
them Internet access—has always been
about retaining their services, but what
about accessing the huge potential value
of their ideas?
Given the right environment of challenges, incentives and often just a way to
channel their enthusiasm for an industry
they mostly love and want to see succeed
and thrive, what innovations might we
collectively uncover? Being able to actually measure its ROI could just convince
people to give it a go. It's that collabora-

in healthcare, the potential for cross-fertilisation and speed of innovation could
be significant.
I've already written about the importance of cognitive diversity, and the lack
of it in maritime and shipping. It's also
core to making an innovation strategy
work.
Connecting maritime and shipping
with the ideas already floating around—
literally in the case of seafarers—within
it, and with the big ideas people are also
having outside could be transformative.

fn
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Element of Doubt
The message to shipping is that digital transformation is no
longer optional, and whilst a degree of scepticism is healthy,
harsh times could be the signal to invest, says Steve Williams

T

he Maritime industry is no
stranger to innovation, and
has a long and proud history
of adapting to the potential of new
technologies. However, the industry is
widely perceived to be lagging behind
others in innovating to take advantage of
some of the latest technological trends.
As the Strategic Policy Forum on
entrepreneurship (a think tank commissioned by the European Commission) says – “digital transformation is
no longer an option – it is a must. And
speed is of the essence”
So why is this important now? There
are two reasons.
The first is that technology is reducing the barriers to entry for new entrants
and ‘substitute’ services across many
industries.
There was a time, not so long ago,
when the cost of technology prohibited
all but the best funded and biggest organisations from exploiting the potential
of that technology.
This is not the case now—new
entrants can access enterprise-ready
systems and technology on the cloud
and build competitor, or ‘new’ services
without the legacy of an existing business. The result tends to be technology
‘disruption’—a business model, or an
aspect of a business model, changing
rapidly.
The second reason is that broad
availability of far more granular data is
changing the balance of power in the
industry supply chain. There is a general
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levelling of the information held by
buyers and sellers. This can increase the
bargaining power of buyers, and will put
pressures on margins in aspects of the
industry.
I see two main challenges from the
industry to adopting innovative, technology-driven models at the moment.
The first challenge is that there is a
general scepticism over whether all the
buzz words associated with new technology– ‘big data’, ‘machine learning’, ‘cyber
security’ (and so on) are anything other
than marketing ploys designed to extract
money from the industry.
A degree of scepticism is healthy. If
maritime is behind others in adopting
new technology, we can learn from what
is actually happening in other industries. So, has the adoption of innovative,
technology-driven models fundamentally changed the operation of other
industries?
Service industries have clearly been
disrupted—for example, think of the

April 2016

"There is a general scepticism over whether all
the buzz words associated with new technology–
‘big data’, ‘machine learning’, ‘cyber security’ etc.
are anything other than marketing ploys designed
to extract money from the industry."

impact the Internet has had on how you
work with your bank or listen to your
music.
Heavier industries have been slower
to change, and the case for a real fundamental shift is debatable. There is,
however, some evidence of change.
For example American Airlines' use
of tablet computers to store flight data,
such as flight plans and maps, removed
35lb of paper manuals they were required
to carry and saved 400,000 gallons of fuel
annually.
The degree of investment in technology in the non-service industries (think
of the UKs £11 billion investment in
smart metering and the impact on the
energy industry for example) makes it
difficult to believe that some disruption is
not imminent.
The second challenge is that the
industry is facing unprecedented margin
pressures. Existing businesses need to
invest energy, time and capital in fostering and managing technology innovation.
This is difficult to achieve when there are
such financial pressures on the business.
This can lead to procrastination—it is

easier not to invest in innovation when
the pressure is on and margins are tight.
The harsh news is that pressure on the
industry might well indicate that this is
exactly the time to invest in innovation,
and if we are not doing this now, that
might just allow new entrants to gain a
foothold in the industry.
While the fundamentals of the
maritime industry may, in the short
term, remain largely unaffected from
overwhelming technology disruption, it
seems likely that the services that support
the industry, and the environment in
which the industry operates will be heavily impacted.
The experience of the last 20 years
should lead us to expect new entrants
and services to begin to have an impact
on the industry over the next 5-10 years.
In the slightly longer term, there are a
range of technology-driven threats, from
machine learning to 3-D printing, that
are starting to disrupt heavier industries,
but it remains to be seen whether these
will make a fundamental difference.
One thing is certain, with the barriers for entry being reduced for new
participants, and the massive investment
from government and industry alike in
disruptive technology, no aspect of the
maritime industry can ignore the need to
innovate, and the ever reducing cost of
technology offers a great way to do this.
The alternative is that someone else
will do this for you and replace you in the
market.
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HoloFlex

L

ike a peek into the future of smartphones? The
team at Queen's University Human Media Lab calls its new
device HoloFlex and it's equipped
with bend sensors that allows the
user to flex the display as a means
of moving objects on the display
along a Z-axis. But more than that
it's also holographic, rendering 3D
images visible from different angles
without the need for glasses or head
tracking.
"By employing a depth camera,
users can also perform holographic
video conferences with one another," says the lab's director, Dr. Roel
Vertegaal. "When bending the display users literally pop out of the
screen and can even look around
each other, with their faces rendered
correctly from any angle to any onlooker."
Compared to the 2D non-flexible mobile devices we have today
it's still very low resolution, but, one
suspects, not for long.

Gadgets

Image credit © Queen's University
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Snoped

M

eet the Snoped (pronounced 'snow-ped')
which has been created by Joey Ruiter (no,
me neither-Ed) as a "mash-up between art,
design, fashion and lifestyle."
It has a rectangular slab body which is reminiscent of
something out of the latest Star Wars movie, an exposed engine and a Chrysler Sno Runner track at the rear to propel
it, with a steering ski at the front.
The 76-in (193 cm) long chassis is made from aluminium to keep the weight down enough to allow the 90 cc
engine to power it adequately.
Apparently Joey doesn't intend to 'commercialise it', but
he will build you one if you ask him nicely. I wonder if he
does light sabres too.

Image credit © Logitch/Lenovo

Images credit © Joey Ruiter/Terracraft

Terracraft Super Trike

I

f you don't fancy the Snoped, how
about something you can order
today? Trikes are getting very
popular, but this one is a little different.
Terracraft's Super Trike gives you a
pair of handlebars to control steering, but
the angle to which you tilt is determined
by an intelligent CoPilot computer system that keeps the cabin perfectly level
whilst leaning into corners. The CoPilot

system is a million lines of code that uses
readings from a load of accelerometers,
gyroscopes, wheel speed sensors and other
position sensors to calculate and actuate
the correct lean angle, 1,000 times every
second.
Without any input from you the Super Trike will lean far enough so that your
body weight it pushed downwards instead
of to the outside of the corner as it would

be in a car, making riders feel secure and
helping to prevent anyone reversing their
breakfast.
It comes in a range of engine sizes—
so that'll be the biggest please—has a rollbar safety system and can accommodate a
friend too. It's classed as a motorcyle, but
it's definitely one in a pillion...
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Lift-Bit
D

esigned by Carlo Ratti Associati, in partnership
with Swiss furniture manufacturer Vitra, the LiftBit is described as an "internet-of-things sofa." It
comprises individual upholstered stools that combine together
to form a digitally-reconfigurable piece of furniture.
"Lift-Bit draws on the potential of internet-of-things technologies to transform our interior landscape, giving form to an
endlessly reconfigurable environment," explains Ratti. "In the
future, we could imagine an architecture that adapts to human
need, rather than the other way around – a living, tailored space
that is moulded to its inhabitants' needs, characters and desires."
Lift-Bit changes shape by way of motorized linear actuators
built into each of the stools. These allow the height of the stools
to be raised up or lowered in seconds. Any number of stools can
be combined in a modular manner, staying together with the
help of magnets. Carlo Ratti Associati suggests that two can
form a chair, four a chaise longue or nine a large sofa.
If you like the idea then be prepared to digitally reconfigure your bank account to the tune of US$16,000
for a 22 piece lounge sofa.

48

futurenautics

April 2016

Images credit © ArcaBoard

Hovr

D

eveloped in partnership with
the Mayo Clinic and the
University of Illinois, the
Hovr is designed to increase your movement without leaving your desk or even—
get this—being conscious you're moving
at all.
Available with an independent stand
or a mount that attaches to the bottom of
a desk, once installed all you have to do is

put your feet on the footrest to apparently
benefit from the swinging motion.
The Hovr allegedly burns around
the same or slightly more calories than
a standing desk but puts no pressure on
your joints. It also claims to let you burn
17% more calories compared to normal
sitting, but there is some small print about
"depending on the person." And as we
all know, small-print is the equivalent of

a 'but'. i.e. everything before it is usually
a lie.
But it could work, and you can decide for yourself if you crowdfund it on
Indiegogo where it will cost you US$79
or US$44 without the stand. Shipping is
expected from July.

and finally, the Smarttress

I

Images credit © Durmet/Hovr

f, like us, you weren't sure that the Durmet Smarttress
wasn't an elaborate April Fool's Day hoax, I suggest you
take a look at its You Tube advertisement. The Spanish
company has indeed made a mattress which pings your smartphone whenever it is “in use".
In keeping with this innovation issue of Futurenautics the
company has apparently innovated to solve a problem—a global
problem, to wit, a "global infidelity crisis [that] knocks on your
door."
Via the app the Smarttress can give you data on duration,
intensity and 'impact per minute', as you speed down paranoia
freeway. “If your partner isn’t faithful, at least your mattress is,”
the Durmet ad concludes. Personally I think it's solving
the wrong problem. It'll be ideal to stop the kids bouncing
on the beds.
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Next Issue

Seaconomics
-The Great Decoupling
Projections for the shipping and maritime
industry show healthy growth, but that
assumption is always based on the link
between GDP growth and trade volumes.
With evidence that link is decoupling
what is the truth about shipping volumes
in the future? What does that mean for
the shipping and maritime industry, from
economic to environmental sustainability,
and where do disruptive forces like 3-D
printing, changing consumer behaviours,
resource scarcity, and collaborative
consumption fit in?

Out July 2016

Looking for a lightbulb moment?
Shaping a strategy for the future is incredibly complex, but there's
a simple step you can take today to improve your odds of success.
Futurenautics offers analysis, insight and comment every quarter
identifying the trends, threats and opportunities shipping's technology-enabled future holds.
Take out your free subscription today.
www.futurenautics.com/subscribe/
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