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T

his issue is brought to you
by the letter 'S.' Well, if it
was good enough for Sesame
Street then it's plenty good enough for
us.
S is, of course, for shipping, but it's
also for Seaconomics. What I've named
the new paradigm being driven by
changing global demographics, exponential technology growth and new mindsets, which shipping is doing its heroic
best to ignore. But it's getting harder by
the day.
The problem is that evidence of the
coming change is already beginning to
show itself in a very stark way. There's an
article of faith upon which every shipping projection is based—from COP21
to shipping loans—namely that shipping

investing in the kind of digital infrastructure other industries are already piling
into. Vague theories about how prepared
or otherwise the industry is for this digital transformation aren't enough.
What's needed is data, to understand
where and how shipping and its suppliers, and its customers are investing in
digital infrastructure, and how and where
they're transforming their businesses to
operate in the new digital environment
and capture value from it.
So S is also for study, the first Digital
Infrastructure Investment and Transformation Survey Futurenautics Maritime
is conducting together with Ericsson,
to answer those questions, and more.
You can find out more in our Fish out of
Water? article.
Driving that infrastructure and
transformation, and creating the digital
vision requires more than money though.
S is also for skills, because the skills and
the people who have them might not be
the ones we're routinely promoting and
recruiting any longer.
S is for soft, which is a slightly
misleading way of describing the new
skillsets leaders and their teams need if

'S' is for Seaconomics, and suspicion. The suspicion that something
really, really significant is happening to shipping and maritime, and
that there's a need to do things differently. For those who have that
suspicion, 'S' is for Shipping2030.
volumes will increase at a rate a couple of
percentage points above global GDP.
But that link is decoupling, and the
implications for shipping are massive—it
represents a chillingly alternative nearfuture for the industry.
And it isn't as if the present is all
that. Reading the headlines each day
it's clear that a good proportion of the
industry is on the point of turning turtle,
and righting itself in the digital age is
going to take more than waiting for the
next cyclical upswing.
S is for survival, and that's going to
depend upon companies getting a grip on
the digital shift, fast. Creating a digital
vision for your business and transforming
it to deliver means understanding and

they're to shift from being 'I' shaped to
'T' shaped organisations, capable of coping with a future with no guarantees and
a constantly shifting set of parameters. A
more holistic, collaborative approach that
can deliver both creativity and pragmatism.
S is also for stupid, or 'hopelessly
stupid' as the weavers insist anyone must
be who can't see the non-existent suit of
clothes they've persuaded Hans Christian
Andersen's emperor that he is wearing.
The Emperor's New Clothes should be
required reading for all those at Posidonia who continued to insist that shipping
is just going through the usual cyclical
motions, and all those who suspect that
isn't the case, but are too afraid to speak

up. So S is for suspicion, the suspicion
that something really, really significant
is happening to shipping and maritime,
and there is a need to do things differently. For those who have that suspicion
S should stand for something else very
important too, and that's Shipping2030.
I wrote last issue that there was a
need to gather, showcase and connect the
big ideas—whether they're from seafarers, start-ups or Silicon Valley—in a big
and bold way. Something Futurenautics
was designed to do, but needed to do
bigger and better.
Shipping2030 is our response, a
collaboration with KNect365 which will
deliver a major series of events across
the world, beginning in Singapore this
November.
People have been asking us to put on
a conference for a long time, but collaborating with the wealth of expertise
and talent at KNect365 is going to create
something far better than we could ever
have done alone. The goal is to connect
people with ideas, technology and each
other—ship operators, their customers,
their suppliers, start-ups and investors—
enabling companies to be more agile, collaborative, knowledgeable and attractive
to new talent, and accelerate their digital
transformation. It's a Big Hairy Audacious Goal, and I hope very much you'll
decide it's worth achieving, and worth
being part of.
S is for surrender too. Mine. Having refused for years to be featured as a
Futurenaut, I finally gave in. Thankfully
I didn't have to interview myself—although I guarantee I would have given
myself an extremely hard time—Amy
Berry got that job. So for those of you
who enjoyed the show but didn't know
who was working things underneath, all
is now revealed. I am assuming that the
Miss Piggy image is a nod to Sesame
Street, and nothing else.
So, that's all kids, thank you to the
letter S, which we mustn't forget also
stands for something we all deserve. And
that's a summer holiday.
May I wish you all a very
enjoyable and relaxing one.
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REPORT: SHIPPING MARKET REVIEW Danish Ship Finance
Regular readers will already know that for future
shipping market insight there is one outfit worth
bookmarking.
Together with his team Mette Andersen and
Ninna Møller Kristensen, Christopher Rex, Head
of Research at Danish Ship Finance produces a
must-read report twice a year. May's is absolutely
worth your time, giving more meat and detail about
much of what lies behind the new 'Seaconomics'
we're talking about this issue.
You can also connect with Danish Ship Finance
via its LinkedIn group to ensure you're notified
when the report launches.
Read for: In-depth, pragmatic assessment of where
trends like Industry 4.0, changing demographics
and the current and future orderbook will impact
shipping.
Download: http://www.shipfinance.dk

REPORT: THE WAY AHEAD
Norton Rose Fulbright
Norton Rose Fulbright's transport survey is always
worth reading, particularly as it sets shipping in the
context of the wider transport industry—useful as we
develop the intelligent transport systems of the future
we'll be looking at next issue.
According to NRF, the transport sector is anticipating further growth and is primed for consolidation.
Over the next five years, China, India and the United
States will be key markets for investment.
Low carbon technology and predictive analytics are
the technologies expected to have the greatest impact
on the sector. Infrastructure is viewed as the best investment opportunity and inadequate infrastructure is seen
as the greatest challenge to operational efficiency.
But the picture for shipping is markedly different,
it remains the least optimistic industry. NRF attribute
this to overcapacity. But, as we outline this issue, that
could be the least of our worries.
Read for: Useful insight about shipping in the context
of the wider transport industry
Download:
http://transportsurvey.nortonrosefulbright.online/
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WHITE PAPER : SERVITIZATION IN THE MARITIME
INDUSTRY Danelec
There's a new Seaconomics,
but there's a new paradigm for
manufacturers too. Servitization is
a transformative process in which
manufacturing companies shift
from a product-centric orientation
to an integrated product-services
focus.
The strategy has been widely
adopted worldwide, but not so far
in maritime. Danelec is one of the
first and its white paper outlines
how servitization isn't just an initiative, but a digital vision requiring a wholesale transformation of
the business.
Read more on this in our article
'Are You Being Served?' this issue.

VIDEOS, INFOGRAPHICS
etc. A wheel that makes any
bike electric, a surfboard
you don't need waves to
use, taking photos with a
blink of the eye, and luggage
with a higher IQ than you.
There are some things you just can't put
into a magazine—even a digital one.
Those find a home on the maritime future website. This quarter you can follow the links to see BMW's latest take
on connected cars, a modular inflatable
surfboard which will do 30mph without
waves, a camera that takes a photo when
you blink at something, and quite possibly the most intelligent luggage that exists in this, or any other, galaxy.

Read for: An insight into what
digital transformation looks like.

Download: http://www.danelec-marine.com/news/white-paper-on-servitization.aspx

BOOKS: TECHNOLOGY VS HUMANITY
GERD LEONHARD
Are you ready for the greatest changes
in recent human history? That's the question our Futures Agency colleague Gerd
Leonhard is asking in his new book.
Technology vs Humanity discusses
the multiple megashifts which are altering
not just society and economy but values
and biology.
"Wherever you stand on the scale
between technomania and nostalgia for
a lost world, this is a book to challenge,
provoke, warn and inspire," says the publisher, and they're absolutely correct.
If you've not had the chance to read
or see Gerd live then get yourself a copy
and block out your next flight. You'll land
with a different perspective on plenty of
things than you had when you boarded.
You can pre-order now prior to launch in
September.
Read for: A humanist take on the science-fiction world we're entering.

Find it all at www.futurenautics.com

Pre-order from: http://fastfuturepublishing.com/main/shop/tech-vs-human/
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Fish out of Water?
Shipping and maritime is in a state of digital shift, but is it
really a fish out of water? A ground-breaking survey is about
to deliver its verdict, says Roger Adamson.
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n maritime definitions are everything. If you want to undertake
high-quality research in this
industry, which will deliver robust insight
you can be confident of investing around,
you have to be able to speak the right
language.
It's something which has tripped up
plenty of market research companies bidding for projects in this sector—many of

which ultimately end up on the phone to
Futurenautics asking for help, or delivering poor quality data of limited value to
their clients.
This is a difficult market to understand because it's complex and fragmented, but particularly because it hasn't
followed the same technology trajectory
as almost every other shore-based industry has done. That's why definitions can

be difficult. To a shore-based company
'technology' will absolutely include the
full spectrum of digital and ICT, whereas
for many shipping companies 'technology' is still predominantly propulsion,
ship design and engineering.
To add to the confusion, serving
those ship operators who are struggling
to even class IT as technology, you have
big technology-companies on the supply
side, whose experience and understanding of digital operation and infrastructure
is hugely in advance of their customers'.
It was something which a Futurenautics round table on Big Data and the
New IT highlighted very strongly last
year, that is the need for common understanding, collaboration and education on
both sides of the industry. But there's a
third side to this triangle too, and that's
customers.
As Industry 4.0 gears up businesses
are preparing to digitise almost all areas
of their operations, and these people are
shipping's customers. So it isn't enough
just to understand shipping's state of
readiness, or that of its suppliers, we need
to put that in the context of the changing
requirements of shipping's customers too.
Which adds to the fun, as big manufacturers are sometimes both supplier and
customer to the industry.
There is plenty of anecdotal evidence
around that shipping is behind the curve
of digital transformation, and 'conservative' when it comes to technologyadoption, but anecdotal evidence isn't
sufficient. When companies are reporting
ROI of up to 240 per cent from Big Data
analytics initiatives and shipping is facing
some of the most challenging trading
conditions in memory, it's in everyone's
interest to really understand whether
shipping, its suppliers and its customers
are transforming fast enough to enable
the industry to benefit from the 'digital
dividend.'
PwC undertook a survey recently
which asked about the adoption of
Industry 4.0 by sector. To the question
'How would you classify the current level
of digitalisation and integration in your
company, and what levels are you expecting in the next five years,' Transportation
and Logistics had the highest growth
figures. Overall the sector believes that
its current level of digitisation is 28 per
cent—the lowest of all the sectors which
include electronics, industrial manufac-
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turing, automotive and metals. However
within 5 years Transport and Logistics
sees its level of digitisation at 71 per
cent—one of the highest percentages and
certainly the largest increase of all sectors.
But as I've already pointed out, shipping and maritime may fall into that
category, but how much of it was represented in that 'Transport and Logistics'
category. If our experience is anything to
go by the likelihood that PwC managed
to actually speak to and survey a robust
sample of senior maritime and shipping
leaders is limited.
At the most basic level the shipping
and maritime industry perhaps needs
to start finding definitions around the
digital shift which will allow us to benchmark properly against other industries.
For me knowing the conversations I
have with the industry and the research
we conduct it seemed clear that what
was needed was an understanding of
the industry's digital infrastructure, how
much and where we're investing in it,
and how and why that's driving digital
transformation.
So we come back to definitions, what
do we mean by digital infrastructure?
Almost everything we depend on in our
personal and professional lives hinges on
digital infrastructure. There are billions
of connected mobile devices, 3.5 billion
mobile broadband subscriptions, 1 billion
fixed broadband subscriptions and 5 billion IoT devices which together connect
to 1 billion websites. When we add in the
IoT—from sensors to wearables to cars—
the number of connected devices could
easily reach 200 billion.
This definition of digital infrastructure, initiatives and transformation is
different to traditional IT. Digital technologies allow companies to have digital

online connections to end-customers,
employees, assets and products wherever those individuals, assets or devices
are. This is now becoming possible in
maritime because of broader technology and IT development but specifically
improved connectivity to vessels and by
extension end-customers and their assets.
For such an important area there's a
real absence of hard data around this, and
it needs to be available not just to a privileged few, but to the industry. That's why
we were delighted that Ericsson felt the
same way and agreed to put their support
and their sponsorship behind what will
be the first Digital Infrastructure, Investment and Transformation Study 2016.
The study will survey respondents
from both ship operators—in which we
group ship managers and owners, and
also maritime suppliers. A small, separate
snapshot of shipping's end-customer's
digital transformation will also form part
of the overall report and analysis.
This kind of data will for the first
time allow the industry to have an
informed conversation around digital,
understand whether we are behind the
curve and where, and why. It will allow
ship operators to benchmark themselves
against each other, it will allow suppliers to understand their customers better,
and it will also highlight where there are
discrepancies between infrastructure and
capabilities between us and the customers we're trying to serve.
We'll hope to answer questions about
how much the separate parts of the
industry are planning to invest in major
digital infrastructure technologies including connectivity and devices, cloud, Big
Data and analytics and AI and robotics.
We'll also try and understand how they're
using them to drive initiatives such as

digital engagement of customers and
their lifecycle management, automation
or improvement of business processes,
and initiatives internally such as in procurement, accounting, HR or legal.
We hope to begin charting the
journey of digital transformation for
the industry too, identifying how these
digital technologies are increasing value
to customers, which digital strategies
companies have found to be the most
effective and created the most benefits
for their organisations, and asking the
question, what does successful digital
transformation really look like?
Of key importance will also be to
identify what the biggest challenges to
digital transformation in this industry
are, whether that's lack of internal leadership or talent, lack of funding for digital
initiatives or fear over cyber-security and
resilience.
We expect to have results available
towards the end of this year so make sure
you're subscribed to the Futurenautics
email list to be notified when the report
is launched. I'm also looking forward to
presenting some of our findings together
with Ericsson at the first Shipping2030
event in late November this year in
Singapore—you can read more about our
partnership with KNect365 on this event
elsewhere in this issue. I hope that we'll
see lots of you there.
It's easy to characterise shipping and
maritime as a fish out of water when it
comes to technology deployment and
digital infrastructure investment and
transformation. But from my 25 years experience, I think things are far more nuanced and complex than that. Of course
that's just conjecture, and that's why we
need this data so badly.

"We hope to begin charting the industry's journey of
digital transformation."
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s part of our mission to chart shipping and maritime’s technology-enabled future, we’re profiling
some of the people shaping that future, and this
issue I have a very tough job, writes Amy Berry. When the
Maritime Future magazine from Futurenautics first appeared
in 2013 covering subjects like autonomous ships, analytics, Big
Data and changing generational attitudes and mindsets in the
shipping industry, its content and tone was unique in the industry.
Its strategic, hard-hitting articles about the digital transformation the industry was going to undergo quickly found
a enthusiastic and broad readership both inside and outside
the shipping industry, helped by its determination to make as
much of its resources as possible free to access.
Those resources also include a range of industry-leading
market research studies, white papers and senior-level round
table events, but that is only a part of the broader Futurenautics
operation.
Futurenautics exists to identify and contextualise how the
technology-enabled future will impact the lives and expectations of human beings whilst equipping them with the information, insight and appetite to fully participate in its creation.
Working with individuals and organisations of all types
and all sizes, across every industry, Futurenautics drives a better understanding of what the future is likely to look like, and
why, helping to create the digital vision and transformations
that will benefit businesses, consumers and society around the
world. Futurenautics founder, futurist K D Adamson is ex-

pert in the impact of new digital paradigms, the exponential
growth of technologies, global megatrends and new generational mindsets on business and society.
From the future of work, healthcare, education and regulation to resource scarcity, privacy, prediction, cyber security,
connectivity and transparency she identifies how the combinatorial effects of a range of technologies will transform our lives
radically in the coming decades and offers a visionary perspective on the threats and the opportunities we face.
The CEO of Futurenautics Group, member of The Futures Agency, author, presenter and keynote speaker, she has
advised a diverse range of major companies and organisations
from FMCG, pharma, high-tech manufacturing and shipping
& maritime, to consumer electronics, feature film, publishing,
advertising, big brands, TV and media companies and the EU.
Acknowledged as the world’s foremost ‘blue’ domain futurist she has an unparalleled understanding of the strategic
global economic, business and technology context for the rapid
change the shipping and maritime industry is experiencing,
consulting and inspiring its leaders towards new digital visions
and transformations.
She also works with start-ups, institutional investors and
private equity, shaping the exponential organisations of the future. Kate, as she's better known, becomes the first futurist, and
second female, Futurenaut. I asked her some of the same hard
questions she poses to others, and here's what she told me.

Q

Q

What do you need to be a futurist, and why do
there seem to be so few female ones?

Technically anyone can be a futurist, but actually earning
your living as one is something else. I think that's partly what
I like about it—it's very meritocratic. If I don't deliver I don't
eat.
Like Liam Neeson's character in the movie Taken says, I
have a very particular set of skills. I'm burdened by both insatiable curiosity and a fierce need to solve problems and I get
bored very quickly, so being a futurist is the ideal job.
There are all sorts of people involved in the field from very
scientific, technical foresight people who develop clever models, to some bloke I saw on the BBC who was interviewed
wearing two ties round his neck because that's what the Back
to the Future movie said would happen. You didn't need to be
a futurist to predict that he was going to be a bit of a pillock.
Why aren't there more female futurists? Lots of people
have suggested it's because women tend to fear being wrong,
or just not being liked. There's probably something in that. I
think that your drive to bring information and enlightenment
has to be stronger than your fear of people disliking what you
say. But that's a judgment we all make day to day. For me it's a
moving target—the ratio shifts constantly—there are things I
make a choice not to say.

Previous page: Image credit © Futurenautics

The Maritime Future magazine has a big readership but people don't always realise there's more to
Futurenautics. Should you be doing more marketing?

In the maritime industry Futurenautics is like an iceberg—
maybe I should think this analogy through first—the most
visible bit, the magazine and the public research represents
three-tenths of what's going on, with the consultancy, advisory,
executive coaching and private market research and analysis
the seven-tenths that's underwater. Should we do more marketing? Maybe, but in the shipping and maritime industry at
least Roger (Adamson, CEO of Futurenautics Maritime) is
well known and the kind of work we do is often a result of
recommendation. The depth of his experience and knowledge
is a real differentiating factor.
Across the board though what people are looking for isn't
slick marketing, it's an organisation that they can trust. In a
world moving so fast people need to have impartial, trustworthy partners for their business. I hope that's what Futurenautics
is. We do have fun too, actually.
One more thing, the reason that this magazine has been
such a success was because there were people who got behind
us from day one. We are, and remain, very grateful to those
people from KVH, InterManager, Intelsat, Inmarsat and others who believed what we were saying was important and didn't
demand editorial coverage in return. They deserve recognition
for that from everyone who finds the magazine useful.
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"There's a difference between predictive
and visionary. Shipping needs both".
Image credit © Informa

Q

People say that the maritime industry is behind
others in digital transformation, is that the case?

Well we're going to be able to judge that definitively pretty
soon thanks to the survey we're currently undertaking with
Ericsson. It's a popular refrain, that shipping and maritime
is lagging behind and I think it is in certain respects, but the
actual technology-deployment isn't as key right now as having
the right mindset.
I often remind audiences that there's a difference between
predictive and visionary. Shipping needs to be both. Shipping
spends a lot of time working out what it thinks will happen
based on past events, rather than deciding what it wants to
happen and making it so.
We also need different skillsets and organisational approaches, read Time for T this issue. Instead of one defined
problem companies these days are faced with multiple scenarios and variable parameters. That requires people who combine
deep cognitive, analytical and/or technical skills in a specific
discipline, with broad multidisciplinary, social skills. Without
them you end up with paralysis.
Perhaps the key problem is that you aren't always going
to get it right, and the mindset of this industry—understandably sometimes from a safety point of view—is box-ticking
compliance. Until we accept experimentation and failure as a
necessary part of growth we're going to struggle.
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Q

DNV GL’s The Future of Shipping report outlines
a scenario where States, charterers and NGOs begin to take a larger role in regulating international
shipping, developing and enforcing more rigorous
standards and rendering IMO obsolete by mid‐century. What’s your reaction to that view?

I've talked before about the 'bureaucratic singularity' when
the exponential growth of technology outpaces the ability of
regulators to regulate it. That's not a problem exclusively for
maritime, it's a global issue. But in maritime there are some
very specific problems it creates.
I think perhaps cyber-security is the inflection point for
IMO, because whatever you say about it, until now IMO has
managed to deliver a global framework which allows ships to
trade anywhere if they're compliant.
IMO's failure to take a proactive role on cyber security and
resilience could well see individual Flag States bringing in their
own requirements—actually I've been fortunate to talk to some
very clever people who are tasked with doing that right now.
And if you think what we have now is complex then different
sets of cyber rules will be incredibly challenging.
If anything is going to set in train the scenario DNV GL
outlines then I believe cyber is the most likely candidate. Having an insecure link in your supply or value chain makes everyone vulnerable, so I can see that acting as a catalyst for charterers etc. to get more involved. But we'll see.

Q

Autonomous ships are the big change everyone is
talking about in shipping, what kind of impact do
you think that will have on the industry?

Of all the disruptive trends autonomy will probably have the
most visible impact, not just in maritime but everywhere. There
are some overlapping revolutions going on in genetics, nanotechnology and robotics which are likely to profoundly change
the world, but seeing a vehicle suddenly animated affects us on
a deep level.
For shipping and maritime the autonomous ship will be a
catalyst for change but I agree with Inmarsat Maritime president Ronald Spithout when he says the journey to get there will
be the most interesting part. What autonomous ships represent
is shipping becoming part of extremely complex, smart logistics
and value chains, integrating with its suppliers, customers and
their end-customers, the consumers, and becoming a proper part
of Industry 4.0.
The likelihood is that it will transform everything from the
way ships look and are sailed and maintained to how they are
owned and invested in, and by whom. It's a question of what
won't change, rather than what will.

Q

You operate in commercial maritime, but you're also
very active with different technology projects and
companies outside the maritime sphere. How important is that broader view when it comes to the
maritime industry?

Essential. We have a range of breakthrough technologies experiencing exponential growth, coupled with global megatrends
and new generational mindsets. In the past vertical markets and
industries tended to concentrate on a few technologies which
were particularly relevant to them, but that's not enough any
longer.
These technologies are combining together to create totally
new business and technology paradigms, any of which could utterly disrupt your industry. Concentrating on one industry or
one technology mean that you can miss the broader combinatorial impacts and opportunities which are being driven by the
convergence.

Q

Big Data is a buzzword in shipping now with lots
of organisations talking about it. Do you think the
industry has realised its potential?

Not even close. The discussions are still mostly around technical, engineering data which is a very small subset. Big Data
and big analytics which is what turns it into information, are
about answering questions. Solving problems, which is kind of
my thing—see above. But we aren't asking the big questions yet.
For example, people are rightly concerned about the degree
of automation and reliance on non-human intelligence we're
going to see. When you look at the data 85 per cent of claims
on ships are caused by 'human handling'. But no one has yet
asked the question, what accidents and issues have been avoided
because there were humans in that loop which wouldn't have
been avoided in an automated environment. That's the kind of
question that's really hard to answer, but Big Data and analyt-

ics might be able to. Imagine how that would inform the way
the industry implemented automation, how much more intuitive and intelligent we could make our systems and how much
clearer we would be about where we have to preserve human
presence? What a hugely valuable and fascinating exercise that
would be. Instead of everyone bleating on about how important
seafarers are, we could actually capture that value, express it and
quantify it.
A large part of my work involves encouraging people to
think of the big questions, because they're the pre-cursor to the
big ideas.

'A large part of my work involves
encouraging people to ask the
big questions, because they're
the pre-cursor to the big ideas.'

Q

What will be the next major technology disruption
in shipping? Who will it most affect?

The next really big disruption won't just affect shipping and
maritime, I think it's going to be an awakening, an individual
emancipation led by the ability of technology—automation,
data and analytics—to deliver truly personalised experiences.
In the nineteenth century in Europe we saw the rise of the
nation-states based on the principles of self-determination, and
I think technology is going to enable a similar wave at an individual level. You have to realise that what we're seeing now isn't
even the start of the disruption we're likely to see.
Everyone talks about these Internet giants and their unicorn
status, but we haven't actually created a new business paradigm
yet. Their profits come from taking your data and using it to sell
you to advertisers. It's fantastically ironic when you think about
it. Advertising—probably the second oldest profession—is what
drives the profits of these 'new' businesses, so digital hasn't created new businesses, its created a technology-enabled method of
making money in a really old-fashioned way.
But new regulations are already ending that model where
you can take data, give a service for 'free' and then effectively
monetise the data as you please. Google and Facebook could not
be founded today and follow the same growth model they have.
Data is the new oil, and in the same way that colonial powers
sucked it out before the locals realised its value, we're going to
see consumers become rich once they understand how to use
their own data. Companies may well be paying us in the future
to be part of their world. Imagine that ad revenue that WPP
posts every year going to the individuals watching the television—or whatever screen— instead? And imagine the impact
that personalisation paradigm will have on shops full of identical
merchandise. You know, the stuff we ship about. There's much
more to this, but you get the idea.
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Q

Which do you think are the most potentially disruptive digital businesses in maritime at the moment?

Right now, this month, I'm calling out KNL Networks, and
WAVE, but it's very fluid.
We advise a lot of people on where they should be looking
for M&A growth and very often companies which you might
not consider to be particularly disruptive—or indeed digital—
suddenly make a highly strategic acquisition and get supercharged.
There are a whole load of potentially very disruptive businesses, particularly start-ups, looking at this sector, and you have
to watch them very carefully. Then there are the likes of RightShip, ShipServ, Danelec, Xeneta, Freightos, digital pioneers
with very smart leadership who you want to keep a close eye
on too.
And you mustn't underestimate the big incumbents, because
necessity is often the mother of invention, and with their margins and revenues under pressure, a big strategic shift from one
could change the market very fast. Like I said before, mindset
and leadership is a huge part of this. It's really fascinating.

"Technology can only enable the
competitive advantage, it's rarely
the advantage in itself. What you
really want is a solution to a big
problem, and you'd be surprised
how many business ideas fail that
test in shipping and maritime."

Image credit © Getty Images
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Q

What advice would you give to someone with a killer
technology idea for the maritime market?

It's not enough. Technology can only enable the competitive advantage, it's rarely the advantage in itself. What you really
want is a solution to a big problem, and you'd be surprised how
many business ideas fail that test in maritime.
Countless start-ups are looking at fuel savings, but the reality
is that a couple of per cent saving on the fuel bill just isn't a big
enough idea, or big enough payback.
I chatted with Google on stage at Posidonia and someone
suggested that Google wouldn't be interested in shipping because it was too 'niche'. The response from Google was that it
was interested in solving big problems which affected the world
and if they existed in shipping then they were interested. And
they do—look at emissions, for example.
I think that Big Hairy Audacious Goals + Technology = success. In maritime or anywhere else. What a lot of people lack
is the understanding of how shipping works and the complex
web of stakeholders, which is the kind of context we can give
as consultants, and try to give via the magazine free to anyone
who wants to understand it. If you've got a BHAG, my door is
always open.

Q

How important do you think gender diversity is for
the maritime industry? There is evidence that having
women on boards can increase profitability, so should
companies take it more seriously?

Diversity is important, in shipping and maritime it's cognitive diversity that we really lack—we have a dangerously homogenous mindset.
What you want are people who think differently, challenge
established beliefs and force you to re-evaluate the group-think
everyone's comfortable with. I think shipping is fascinating in
this respect because we do ethnic, religious, national diversity
better than just about any other industry in the world, but we've
managed to create a culture where regardless of all that everybody still thinks the same.
I'm fond of telling people that Silicon Valley and the shipping industry are very similar in one important respect—there
are precious few women in either. But whereas there are vocal
groups of women in technology trying to change that, in shipping those voices are missing.
I've never really defined myself by my gender, but I've been
struck by how inspired all sorts of people—women and men—
are when they see me doing what I do on stage at maritime and
shipping conferences. I hear again and again that it's good to
see a woman on the stage. I can see no good reason why there
aren't more.
Once again, you hear a lot of whingeing about why there
aren't more women in the industry, but no one is standing up
and asking how we show women it's the right place for them
when an average conference has something like a 5% female
speaker participation rate. It's beginning to annoy me, so watch
this space.

Q

If there was one thing you could change about the
industry, what would it be?

There are some extremely clever people in this industry who
have the potential to do amazing things, but they're fighting an
inertia that's created by complex stakeholders, misaligned financial objectives and an outdated mantra that the industry is cyclical and everything will be alright if we hang on long enough.
What these innovators need—and they are in ship managers
and owners, suppliers, customers and start-ups—is a new narrative about what the challenges really are and where the opportunities lie.
The magazine has pioneered that narrative, and in less than
three years I think it's punched well above its weight in terms
of influencing the industry. But I'm still seeing too many events
reinforcing the old ideas. What the industry needs is a platform
to champion that narrative with sufficient critical mass to permanently change the conversation and signal long-term intent.
That's why Futurenautics has partnered with KNect365—
that's Informa to the uninitiated—to create the Shipping2030
event series. People have been saying Futurenautics should put
on a conference for a long time, but collaborating with the
wealth of expertise and talent at KNect365 is going to create

something far better than we could ever have done alone.
We need to find and share the big ideas and accelerate our
speed of innovation. Connecting people, with technology, ideas
and each other—from ship operators to customers, suppliers,
start-ups and regulators—will enable companies to be more agile, collaborative, knowledgeable and attractive to new talent, and
guide them as they invest in the digital infrastructure and competence they need to thrive in the future.
That's the thing I'd like to change, and with KNect365's help
I'm going to give it my best shot.

Q

You are following future trends and technologies all
the time, you advise companies on their future strategy, keynote and present around the world, write articles and books and also novels. When do you sleep?

I shall sleep when I am dead.

Q

What was the last piece of technology—consumer,
industrial or professional—which made you say
"Wow!"?

Earlier this year scientists discovered a fourth state of water.
They found that under certain circumstances water could not
only be a liquid, a solid or a gas, but it could also be a 'tunnel'.
Tunnelling is a quantum state where a particle, or in this case
a molecule, can overcome a barrier and be on both sides of it at
once, or anywhere between.
For anyone who works in maritime there are some basic
rules about water we all take for granted, and I think that discovery underlines just how profoundly our understanding of the
world is going to change, and what massive uncertainties and
opportunities that change will bring.
I also really like the idea of something which can be in two
places at once. That, I would find very handy indeed.

Water in its bizarre fourth-state
Image credit © ORNL/Jeff Scovil)

K D Adamson is a futurist and CEO of
Futurenautics Group. Visit them at
www.futurenauticsgroup.com
July 2016

futurenautics

17

Feature

If you're worrying about COP21, then you can stop. Shipping
isn't likely to cause that level of pollution by 2050. But there's
a reason for that. It's called the new Seaconomics. And it's
something you probably should worry about.
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The Emperor's
New Clothes
C

OP21 is still reverberating.
If you're worrying about it
then I've got excellent news
for you. You can stop right now. Just take
a chill-pill, bunker-up with the thickest
sludge you can lay your hands on and
steam off into the sunset.
Impressive though the accounting
sleight-of-hand employed by the ICS
in order to make everyone believe that
shipping's emissions were falling was, it
wasn't necessary. It doesn't matter what
shipping's emissions are at the moment.
What matters is the measure everyone's
using to work out what they'll be in the
future.
The IMO GHG report was created
by Dr Tristan Smith, whom I know
personally, and also like, respect and
admire in equal measure. His probity
and accuracy I do not question for one
moment. But he's wrong on this. And for
a very simple reason, not of his making. Coincidentally, it's the same reason
underlying the quiet equilibrium in most
of shipping, the companies which supply
them, the banks which finance them and
the individual investors who buy shares
around the world in their publicly-listed
companies.
When you dig right down, way
down into the detail of where and how

The detonation of this apparently small and unremarkable article
of faith, which everyone seems to have forgotten they've built
all their projections around, represents a chillingly alternative
near-future for shipping.

shipping's share of global emissions are
going to grow to 6-14 per cent by 2050,
it's dependent upon one small fact. That
shipping volumes will continue to grow
at a rate a percentage point or so above
global GDP. Except it isn't a fact. It isn't
even a strong hypothesis any longer. It's
just plain wrong.
That link is in the process of decoupling. As I write today the multiplier has
dropped at least to parity, and it's still
falling. Considering the monumental
implications of climate change and the
angst around suggestions that shipping
may be included in the final COP21
wording it seems almost inconceivable
that no one in IMO or the ICS picked
this up. It's the equivalent of a 'Get out
of jail free' card, and no one's played it.
Why? Well, it's possible that these
powerful representative bodies genuinely

haven't realised that the age-old multiplier on which everything from COP21
to shipping loans are calculated isn't fit
for purpose any longer. But what's more
likely is that even if they did, well, everything from COP21 to shipping loans
are calculated on this multiplier. And
if it isn't fit for purpose any longer, the
implications for the industry go way, way
beyond emissions targets or legislation.
Well, it isn't. And they do. And there
are people who know that. Remember
last year when I told you you weren't going to like what I said about the culture
and cognitive diversity of the industry?
Well, that may have upset you—I'm
afraid I remain unrepentant—but if that
was upsetting, what I'm about to outline
may just act as the greatest laxative
known to man. Because the detonation
of this apparently small and unremark-
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'e' is assumed to mean 'electronic', but it really stands
for 'exponential', the doubling of performance every year
which Gordon Moore (pictured) of Intel first identified as
Moore's Law. But now it applies to industries, sectors
and technologies powered by digital information flows.

Image credit © Intel
Image credit
© Lockheed Martin
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McKinsey predicted that by 2000 there wouldn't be 1 million
mobile phones in use worldwide. There weren't. There were
100 million. McKinsey were off by 99%, and AT&T passed on
one of the most lucrative business opportunities of recent
times.
able little article of faith, which everyone
seems to have forgotten they've built
all their projections around, represents
a chillingly alternative near-future for
the shipping industry. So it's no wonder
those in the know are keeping very quiet
about it indeed.
The impact of this decoupling on
the underlying projections for shipping's
future growth could be—at least for
some overextended operators or suppliers—terminal. But this is about more
than projections, although that's a part of
it. The reason the decoupling is happening is the really important part. The shift
from the global consumer economics
which have held sway for the best part of
a century, to something radically different. Something which will usher in a new
era for shipping—what I call the new
Seaconomics.
Projections have always been problematic things. We have to have them in
order to function, but their accuracy is
always open to question. We've come up
with some incredibly sophisticated models to help us, and in the pre-digital age
where linear growth was the norm, they
worked fairly well. But not any longer.
The prefix for everything digital
tends to be 'e', and that's generally taken

to mean 'electronic'. But in this new
digital world 'e' stands for exponential.
Understanding the difference between
the linear growth we're used to and the
exponential growth we're experiencing
now is at the heart of the speed and scale
of the change we're seeing.
You already know about exponential
growth, Gordon Moore of Intel encapsulated it in the eponymous Moore's
Law—namely that the power of computing will roughly double every 12-18
months. But as the world becomes digital, as industries, sectors and technologies
become powered by information flows
their price and/or performance also begin
to double approximately annually. And
it seems that once that doubling starts, it
doesn't stop.
Dubbed the Law of Accelerating Returns this exponential growth means that
forecasting the way we're used to—using past experience to extrapolate future
performance—doesn't work any longer.
In fact it makes predicting growth and
change incredibly challenging, for a very
simple reason. As David Frigstad, CEO
of research firm Frost & Sullivan once
said, "Predicting a technology when it's
doubling is inherently tricky. If you miss
one step you're off by 50 per cent." Using

linear models to predict technologies
and industries growing exponentially led
McKinsey to advise AT&T not to enter
the mobile phone business. Its models
predicted that by 2000 there wouldn't be
1 million mobile phones in use worldwide. And there weren't. There were
100 million. McKinsey's prediction was
off by 99 per cent, and it meant AT&T
passed on one of the most lucrative business opportunities of modern times.
But this isn't an isolated example,
and it isn't the same as the guy who
turned down signing The Beatles.
What we're seeing isn't incompetence
or poor data. It's the fact that the rules
have changed. You can have excellent
data and clever people, but if you insist
on applying linear growth models to
exponential technologies you are going
to end up looking stupid.
But there's another problem with
these breakthrough technologies. They
aren't sitting nicely in their boxes on
their respective shelves. They're playing with each other, inserting bits of
themselves into other technologies and
giving birth to newer technologies and
disruptive scenarios.
The combinatorial effects are creating disruption on an unprecedented
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Global businesses are about to integrate their
operations into a seamless, digital whole, and
that shift is running up against, and in some
cases combining with, a range of powerful
megatrends which are busily reshaping the
global economy.

Image credit © Getty Images

scale. And it's happening everywhere.
Right now modelling what the future
is going to look like is probably one of
the most challenging jobs on the planet.
Believe me. And the technology is only
one part of it.
Global businesses are about to integrate their operations into a seamless,
digital whole—a process called Industry
4.0, or the fourth industrial revolution—
and that's disruptive enough. But that
shift is running up against, and in some
cases combining with, a range of powerful megatrends which are busily reshaping the global economy.
Between 1970 and 2015 seaborne
trade volumes increased by an average of
around 3-4 per cent per annum, driven
by a demographic 'sweet spot'. Between
1970 until around 1990 the global population expanded fast, with the workingage element increasing significantly. The
addition of Eastern Europe and China
to the world economy in the 1990s and
2000s supercharged everything, accounting for most of the expansion of world
trade volumes.
But that's over now. What we're
facing is a period where demographic
growth is going to slow significantly. Between 2015 and 2030 population growth
is expected to account for only a quarter
of global consumption growth.
The world's population is ageing—average global life expectancy was
71.4 years in 2015—fertility is dropping
and the population decline which we've
already seen in Japan and Russia is now
spreading to Germany and other European countries and even to China where
it's already forced a re-think of the 'one
child' policy.
The implications of all this are massive. We have ageing populations in developed economies and a digital industrial revolution delivering productivity and
efficiency via technology and automation,
but not creating jobs for the huge young

populations in India and Africa that will
pull them up the economic ladder.
But the impacts aren't limited to the
young in the developing world, they're
already hitting the developed economies. Using data from a range of surveys
carried out over decades one study
examined the disposable incomes and
wages of young families in eight of the
15 largest developed economies in the
world which together made up 43 per
cent of the world’s GDP in 2014.
It found that in the US, France,
Germany, Italy and Canada the average disposable income of people in their
early 20s is more than 20 per cent below
national averages. In France, for the first
time the recently-retired generated more
disposable income than families where
the head of the household was under 50.
The average under 35-year-old in
Italy was poorer than the average pensioner under 80. Looking at the US data,
it found that in 2013 the under 30-yearolds had less income than those aged
65-79. That's the first time that's ever
happened, at least as far back as there's
data to analyse.
Why is this important? Because
older people don't spend the way
younger ones do. Their money goes on
tourism and healthcare, but not on commuting, kids toys and houses. Tourism
and healthcare doesn't translate into
seaborne trade volumes, and the people
whose spending traditionally does, are
watching their economic clout evaporate.
A recent report by the Resolution
Foundation in the UK found that the
Millennial cohort, or Gen Y, spent their
twenties earning on average £8,000 less
than their parents' generation did. Many
can't afford to buy houses any longer—
the traditional British rite of passage.
Many have struggled to get jobs at all.
Is it then so surprising that this generation has markedly different concerns
and expectations. The desire for access
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over ownership isn't just a response to
the altruistic concerns around sustainability you could argue is an inevitable
result of a generation growing up with
the threat of climate change hanging
over it. It's also a pragmatic response
to the fact that owning things isn't as
easy or as cheap as it used to be. Unless
they're digital. Or, increasingly, created
by digital means.
I had a conversation with a futurist the other day who said he could see
no way in which 3D printing was a
more sustainable choice for a Millennial
mindset. But it is, on many levels. Not
only does 3D printing enable a level of
personalisation which can make an item
more valuable and useful, and lead to
it having a far longer life-span, it also
enables individuals to maintain items
and equipment which in the previous
paradigm were simply uneconomic to fix.
How many of us have chucked
out an otherwise perfectly serviceable
item because something simple like the
handle broke off ? Now the opportunity
exists for that handle to be printed on
demand, on your high street or in your
back-bedroom, not in batches of 5,000
in Asia and shipped halfway across the
world.
At the most fundamental level one
has to understand that 3D printing goes
by another, far more instructive name,
for a reason. It's also called additive
manufacturing. Traditional manufacturing takes a chunk of material, often
scarce, virgin material, and chips away
at it until it gets what it wants. Additive manufacturing as the name suggests
takes the opposite approach. The item
is built up using only what's necessary.
Little or no waste.
What we're observing is the combinatorial interplay of technology,
demographics and mindsets, and it's all
moving exponentially. This is something
every citizen of the world should be
focussed on. But the shipping industry
should be all over it like a cheap suit.
"Most long term outlooks are
anchored in the historical relationship
between population growth, urbanisation
and increasing seaborne demand. The
emergence of the fourth industrial revolution redefines the recipe for economic
growth by opening the gates for long
term gains in efficiency and productivity.
The outlook for the shipping industry is
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deteriorating accordingly."
That's a quote from the most recent
Shipping Market Review by Christopher Rex and his team, Mette Andersen
and Ninna Møller Kristensen, at Danish
Ship Finance. What they are eloquently
and powerfully outlining in that simple
paragraph is the emergence of the new
Seaconomics.
If you want more detail then I can't
recommend highly enough that you subscribe to their free reports. Because there
are still far too many people who don't.
Here's another quote, this time from
the Greek Minister of Shipping and
Island Policy, Theodore Dritsas, when he
visited Posidonia last month.
"The shipping sector has faced great
challenges over the past years, which are
related to the excess tonnage, combined
with short term reduction in the demand
side for transported cargo volumes, lack
of funding from bank institutions, sharp
decline in vessel values, uncertainty in
oil prices and acute competition," said
Mr Dritsas. "The gradual recovery of the
world economy will certainly lead to the
reduction and hopefully the elimination
of those phenomena.” Dritsas added.
Oh dear. That's not it at all. Which
reminds me, talking of oil prices, did I
mention that the cost of solar and other
renewables is plummeting? The cost
of solar power has fallen from $30 per
KWh in 1984 to under $0.15 per Kwh.
That's a scale of 200 times in 20 years.
Another little 'amuse-bouche' for the
shipping folk who are gaily trumpeting
the tanker segment at the moment.
Except none of this is funny. At all.
Because this is an industry with an awful
lot of people and money depending on
it. And there are at least some who are
beginning to get jittery.
"You see a real nervousness about
the reliability of the industry and the
sustainability of the business model,"
said Joost Sitskoorn, Special Envoy
for the Global Shipper's Council. "The
predictability of cargo flows is becoming
more and more difficult," said Robert
van Trooijen, Chief Executive North
Asia for Maersk Line. "As an industry
we are reacting to trends we did not see
coming."
Nowhere was that more evident than
a place where you might have reasonably expected to hear some serious and
measured discussion of just how the hell
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we're planning to deal with what's on
its way. You might have done. But you
would have been disappointed.
That place was the 5th Capital Link
Analyst and Investor Forum, also held at
Posidonia.
"The majority of owners reiterated
the importance of taking advantage
of second hand ship prices and their
optimism for better markets to come,"
Capital Link reported. "During the
event, shipowners vocalized their interest
in India and Africa as the new markets of
opportunity and advised on a bullish view
of traditional shipping values, advocating
a countercyclical investment play into the
secondhand market. While others differ
in opinion, the overall sentiment was
warm in the dry bulk and tanker sector."

"Maybe shipping will never be an investmentgrade industry like others," says Kristin Holth.
It's a depressing thought, but probably correct if
the 'shipping values' recently espoused at
Posidonia are anything to go by.

Yes, you read that correctly. Let's
have a listen in on what those 'traditional
shipping values' are shall we?
This is from Lloyd's List describing
one panel discussion about whether it
was time to buy second hand tonnage.
"Hamish Norton, president of Star Bulk
Carriers, tended to agree. He said he
was, last night, on a boat of a “very wise
man”, who “is much more motivated at
this point in the cycle by greed”. “It was a
very big boat,” he responded when asked
how to justify the man as “wise”.
“Ignore the analysts, buy anything
that floats that is cheap,” said George
Procopiou, the Chairman of Dynagas
LNG. “The market will come back on
any ship type and you must be there.“
But that doesn't appear to be the

mood music coming from the banks, who
are kicking each other's legs out trying
to get to the top performing loans, whilst
jettisoning operators who just a few years
ago were solid prospects and are now
struggling to get any debt finance at all.
And what about the capital markets? "Investors are looking to invest in
sustainable companies," according to
Christa Volpicelli, Managing Director of
Citi Investment Banking. And do shipping have those? According to Christa,
no, it don't.
Perhaps most depressing was the
assertion by Kristin Holth, Global Head
of Shipping, Offshore & Logistics, DNB.
“Maybe shipping will never be an investment grade industry like others,” she said.
And she's probably correct. Not as

long as traditional shipping values are apparently centred around greed and wilful
disregard of market analysis, anyway. So
the message appears to be that we need
to all shut up and leave it to ship owners
to place their bets as they see fit. Because
that's actually what the industry is all
about.
"People say that shipping is a volatile
business. That’s not the case. Shipping
is the most stable business because it’s
stable in its instability," said Dynagas'
Procopiou. "The volatility is how you
make profits and timing is the key.” Not
customers then? No. Thought not. That'll
come as no surprise to the many I speak
to who are exasperated with being the
collateral damage in a game of tonnage
speculation where the ships are worth
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If Mr Procopiou is right, if volatility is how you
make money in shipping then where is it? You
couldn't ask for a more volatile global economic
and business environment, so—to paraphrase
Jerry Maguire—show me the money, George?

money and the customers aren't. Those
kind of comments are really going to go
down well. According to Capital Link
Mr Procopiou was apparently making, "a
rare public appearance this Posidonia as
a show of support for the Greek industry
during difficult times.” Rare. But perhaps
not rare enough.
But if he's right, if volatility really is
how you make money in shipping then
where is it? You couldn't ask for a more
volatile global economic and business
environment over the past few years,
so—to paraphrase Jerry Maguire—show
me the money, George?
It certainly isn't in evidence in the
container sector, although that doesn't
seem to have made the radar of some
people. Here's my personal favourite
quote from Capital Link at Posidonia,
"George Youroukos of Poseidon
Containerships and Technomar did leave
room for some bullish opportunities for
those with “balls big enough” to invest
in larger secondhand boxships on the
market." Balls big enough, eh? For those
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of us who operate outside shipping, just
listening to this stuff is jaw-dropping.
What's even more astonishing is that the
whole event was supported and funded
by the NASDAQ, the Big Board and
EY.
That's EY, whose latest marketing
campaign is all about digital transformation and the exponential technologies
changing the world, and how they can
help companies profit from it. Maybe
they should divert a tiny fraction of the
millions they're spending advertising it
towards explaining it to their shipping
division. Because judging by this performance, they don't seem to have any idea.
Here's the thing, individual greed
and big balls is a poor basis for an
industry, and in a world turning faster
and more transparently than ever, it's
no wonder things are beginning to fall
apart.
The tragedy is that shipping could
be an investment-grade industry. The
family ownership structures could enable
risks to be taken that would be harder

elsewhere, and enable new relationships
and partnerships that could transform
things.
There are those who have seen the
writing on the wall. Danaos CEO John
Coustas for example, who was a lone
voice at the Capital Link forum.
"For many years, world trade volume
had grown about twice as fast as global
economic output, but that multiplier
dropped to less than one in 2015, Mr
Coustas pointed out," reported Capital
Link. "As a result, this structural shake
up in the correlation between trade and
GDP growth means the latter can no
longer be taken for granted as a practical
indicator of shipping."
People know. People like John
Coustas, and Christopher Rex, and
even Hamburg Süd. Take a look at their
recent annual report and you will find
buried in the executive summary an
acknowledgment that the link between
volumes and GDP can't be relied upon
any longer. MSI's Adam Kent wrote
recently that it was likely for "shipping
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market cycles to become shorter with
lower peaks." So not cyclical any longer
then?
Because if that's the likelihood, then
why not stand up and tell all these people
we're advising that the old chestnut
about shipping being inevitably cyclical,
like that link between global GDP and
shipping volumes, is a busted flush?
Maybe because ship owners don't
seem to like analysts, at the best of times.
Or that analysts have been wrong about a
lot of things.
What about the analysts in Seoul
who were still tipping Hanjin Shipping
to outperform Seoul's main bourse in the
same month that it finally began to seek
creditor approval for restructuring? According to financial data provider Wise
FN, only 0.1 per cent of reports expressed sell opinions. 86.6 per cent gave
buy recommendations, with 3.6 per cent
of those strong buy recommendations.
Apparently there's going to be an
investigation. But I can save them some
time. I know exactly what the problem

is, and how you fix it. There's a certain
Danish gentleman who wrote something
very instructive which should be required
reading for the shipping industry. And I
don't mean Christopher Rex—although
he should be too.
The Dane they should be reading is
Hans Christian Andersen. Specifically
his short story called the Emperor's New
Clothes. It's about a couple of weavers
who tell their emperor they've weaved
him a suit of clothes which is invisible
to anyone who is stupid, incompetent or
unfit for their positions.
Once they've dressed him in the nonexistent clothes he parades amongst his
subjects, none of whom dare to point out
that he's naked. Apart from one small
child.
It's a tale of the blindness of powerful
men, how those who depend upon their
favour will collude with them. And the
importance of speaking truth to power.
The shipping emperor is naked. And
when the emperor is parading around
naked it's hardly surprising that he has

an unhealthy preoccupation with the size
of his balls. But the truth is they're shrivelled and wizened just like his balance
sheet. And it's about time that the people
funding him took a long hard look at just
how unappetising a sight he's become.
It's about time they started asking
the hard questions, about where demand
is coming from in the future? What the
projections for growth and profitability
in his companies are actually based on?
What kind of vision for the future there
really is?
Because until we all begin to accept the reality of the new Seaconomics,
shipping has no chance of righting itself
in the digital age. And being prepared to
stand up and say that really does require
substantial cojones.
Instead of throwing more money at
him, it's time you grabbed that emperor
by those balls of his.
Because then, and only then, will
hearts and minds follow.
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My Solution

NavGrid
Everyone's looking for ideas that capitalise on the exponential growth of technology and
connectivity at sea, and the NavGrid is one senior industry veteran's take.
Captain Ashok Menon explains.

V

essel navigation at sea is rife
with reports of many collisions and loss of human life,
damage to property and the environment. As the sea lanes around the world
become more crowded with the ever
increasing number of vessels, the danger
of collisions become even more of a reality. With the workload of seafarers on
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board vessels increasing day by day and
combined with the reduction in size of
crews, the danger of collision situations
are bound to only increase.
Today’s watch keeping officers are
burdened with increasing workloads due
to the nature of the trade they are in,
especially in shuttle and short voyage
trades, where the principles of “good sea-

manship” being followed are an exception
rather than the rule in watch keeping
practices.
Over reliance on the navigation aids
and distraction caused by new generation
media and entertainment equipment is
also a cause for the poor levels of alertness during watch keeping. There is also
the possibility that a fall in the training
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levels and professionalism of the seafarers may lead to situations where the
usual practices of navigation may not be
sufficient to prevent dangerous situations
at sea.
The increased workload due to the
additional non-navigation responsibilities are sometimes completed during the
sea passages when extreme alertness is

essential for safe navigation and watch
keeping. These may create lapses in the
watch keeping standards expected of
these seafarers.
Traditionally, navigation watch
keeping is carried out by one or more
seafarers—an officer along with a lookout—while the ship is navigating at sea.
The watch personnel's duty is typically

four hours at a stretch, with a break for 8
hours. However, during these eight hours,
he or she may be involved in other duties.
Sometimes this can lead to fatigue during his or her next watch duty.
The navigation “watch” is carried
out by keeping a good lookout for any
incoming vessels that can give rise to a
‘close quarters' situation or a dangerous
target that may be on collision course.
The watch officer adjusts his course as
per internationally agreed rules (Rules of
the Road- ROR) to deviate and increase
the distance between vessels and avoid
collisions.
To assist such watch keeping duties,
the watch officer has an array of navigational aids, primarily GPS (for position
fixing), radars (for detecting targets day
and night beyond the range of eyesight),
Gyro for heading direction, Echo sounders (for depth), speed logs and navigational charts (paper or electronic).
Thus an officer is constantly monitoring this array of equipment to detect at
the earliest the presence of a vessel and
determine the target characteristics so
that he can take early action to keep well
clear and complete his voyage safely.
So it can be seen that the primary
concern of a watch officer is understanding the presence of targets in his visible
horizon that may be of concern and
taking early action by altering course and
deviating. Doing this duty in a safe manner is critical to the success of the voyage
and the safety of the persons, cargo,
property and environment.
If the duty officer could be given the
data of all the vessels that he is likely to
encounter during any intended voyage,
he can be warned of the expected dangers
and be more vigilant to the oncoming
vessels.
He can take early action by deviating very slightly, instead of making large
alterations at a very late stage due to late
information and poor alertness, to give
a larger sea room for safe passing. Such
predicted target data can be utilized at
the route planning stage to avoid areas of
heavy traffic and route the vessel safely
with minimal deviations.
In addition, any Master of the vessel
can decide to assist his officers in their
watch keeping by predicting at what
stage the density of traffic will be high
along the route and adjust his rest hours
accordingly, so he can be there to provide
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Better routing will lead to better fuel management as deviations are less in number and early action
will reduce them further. In addition Search & Rescue services will be more effective as the proximate resources will be identified and available for rescue action.
support for his watch keepers. The gains
that can be derived from the above are
obvious. Safe route planning is a major
gain which is done after taking into
account all known target movements for
the entire intended voyage.
A duty officer is mentally prepared
for the expected targets and the lookout
duties become more efficient. The use of
this software tool can eliminate the need
for additional lookout, especially in open
sea conditions.
Better routing will lead to better
fuel management as deviations are less
in number and early action will reduce
them further. In addition, Search & Rescue services will be more effective as the
proximate resources will be identified
and available for rescue action. Governments and Coastal states will find this a
big boon in their resource planning.
Stress levels will be much lesser on
the bridge and better output can be
expected of the watch keepers. The ocean
and coastal passages will be much safer
and lead to a cleaner environment.

and other vessels that may not take part
in any reporting systems will not show
up in these predictions. But each vessel
that generates a “bird’s eye view” of the
targets around them is feeding into the
system of the new data of captured AIS/
ARPA targets and thus with all other
targets. This will add to the database and
populate the target database improving
the traffic information.
So at all times, a navigator will know
the number of vessels present around the
querying cursor as well as their own ship
position during sailing.
The effectiveness of this tool will lie
mainly in the use of real time data that
can be transmitted via the Internet. So,
a good bandwidth capacity for internet
is essential for its successful and effective
use.
Otherwise, a vessel will have to regularly go online and download the data
that can be streamed from a dedicated
site for updating the database of the
vessel.
An example of a voyage

How the predictive tool works
Information on vessel position is
culled from various open sources using
Big Data analytics (sites like vessel
finder, purple finder, position reporting systems AMVER, INSPIRES, AIS
sources, company vessel position reporting systems etc . Also, information from
these reports is used for predicting their
voyage data (time, position, name, call
sign, dwt, cargo, destination, nationality,
etc).
The route planned by the participating vessel is overlaid on electronic
chart software and the predicted vessel
positions are shown depending on
where the cursor is being queried by the
mariner. The software should calculate
the position of any vessel and present the
same along with other vessel's position
information as per the query by cursor.
So the larger the database of position
reports used, the better the predictive
accuracy will be. Obviously, small targets
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The vessel “MT NAVSTAR” is planning a route from Singapore to Fujairah. The navigating officer has used his
ECDIS to prepare the route plan and
as per his Company procedures, he has
completed all the route checks and finalized the route for monitoring.
He then copies the route plan file
and loads it into the laptop/PC/tablet
where the “Navgrid” software is available, and loads the route plan. He sees
his prepared route on the display and
after updating the software with the latest internet feed for “Navgrid” updates,
he will input his departure timings and
vessel speed for each leg (taken from his
prepared schedule).
Now his cursor can be changed to
query mode and he can get the pictorial
display of vessels that will be on his path
as per the query by the cursor. The cursor
is made to move along the route leg and
according to the ETA at this spot, the
target vessel details are generated from

their predicted route which has been
compiled from various reliable sources.
This will enable a good appreciation
of the oncoming target density and the
navigator now amends the route legs
and gets immediate information of the
new target position details depending on
the query position of his cursor. Thus, by
trial and error, he will be able to plan a
route that will have minimum oncoming
traffic. This route can then be saved and
again loaded back into the ECDIS.
The sailing period
During the passage, every duty officer can check his route for the next few
hours of his duty watch and keep himself appraised of the target movements,
therefore being better prepared for early
avoiding action.
The Master can also do his regular
checks on the system to know in advance when his presence will be required
for assisting the bridge watch. This will
result in a more relaxed bridge team
leading to safer watch keeping.
The “Navgrid” will also feed the
system with intelligent—and real time—
weather information which can be used
to make route planning and passages
more safe and economical.
What benefits could the 'NavGrid'
predictive tool bring?
Obtaining the position reports or
voyage plan of each ship during its
voyage enables us to predict the actual
location of such ships at any moment
along it’s track.
That information will enable us to
share this data with any other participating ship which may be on this similar
route, or likely to come close to it.
This information is of great value to
the participating ship as it will know at
any instant how many ships/targets are
in its vicinity and also their future track.
This information can be filtered as per
vessel requirements—for example, only
targets up to 30 NM from your own

vessel position are to be processed and
displayed to reduce the computing power
required. A Master of a vessel will be
able to better monitor the performance
of his or her officers on navigation watch
and will lead to less off duty calls for the
Master as he or she can assist in bridge
operations according to predicted traffic
movements.
The actual value to each participating
ship is that she can navigate with greater
safety and avoid collisions at sea. This
information is especially useful in poor
weather and/or poor visibility.
Companies will be able to have real
time tracking of their vessels and know
actual ETAs, delays or issues affecting
their vessels as the predicted path will be
available to them at any time.
Search & Rescue (SAR) efforts will
be made more accurate and assisting vessels will have to make the least deviations
necessary as we can target the closest
resources for SAR operations. When
this product is developed fully, the need
for most GMDSS equipment will be

questioned as this will be a better option
for quicker rescue.
What can we, the developer, do with
such information? Keeping in mind that
90 per cent of world trade is carried by
ships around the world, we can mine
information of a significant nature that
has great commercial importance.
For example, we can know the
number of vessels, cargo, type, tonnage
etc., that are moving at any given time
and predict congestion of ports, berths,
bunker requirements, price indicators as
per bunker demands/stores etc.
We can know how many ships are
headed for drydocking, repairs, new
launches and analyse shortage of tonnage
for a particular type of cargo. We can also
understand employment/unemployment
statistics for seafarers amongst other
metrics related to seafarers.
In addition we could learn a range of
other useful data, which I leave you to
consider:
•
Make charter & freight rate predictions

•

•

•
•
•
•
•
•
•
•
•
•

More accurate weather information
- targeted weather information as
culled from noon reports
Superimposition of obtained weather data on routes to advise better fuel
savings/traffic
Vessel information of interest to
insurance/underwriters
Salvage prediction and information
sharing
Search & Rescue effectiveness
Piracy prediction
Breakdown statistics/Stoppage
reports
Actual current information
Information of interest to ship charterers/owners/buyers/sellers
Country export/import data
Country data regarding ports/infrastructure needs/investments
Vessel performance metricsfor owners

What can we, the developer, do with such
information? Keeping in mind that 90% of
world trade is carried by ships around the
world, we can mine information of great
commercial importance.
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Back to the Future?
Image credit © Amblin/Universal Pictures

The assumption is always that new technology will replace the old, but
breakthrough tech can also supercharge stuff we thought was obsolete.

T

he consensus of people I
met at Posidonia this year
was that it all felt a bit tired.
There wasn't anything new or particularly exciting. Maybe that was partly
because the journalists and media kept
saying that Posidonia is all about ship
owners inking big newbuild deals with
yards, and glorious parties overlooking
the Med.
Well, if that is the zenith of shipping's expectations for an exhibition
then maybe you should have felt disappointed. But for me Posidonia was really
quite exciting for a couple of reasons,
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and a conversation about KNL Networks was one of them.
Disruptive innovation has almost
become shorthand for technology innovation, and more specifically brand new
technologies. Airbnb, Uber and even
Facebook would not have been without
scalable cloud platforms, algorithms,
analytics and mobile connectivity. As a
result we tend to find start-ups looking for the next technology advance
and building a customer/value/business
proposition around it to get out ahead of
the competition.
But as I always say, the technology

can enable a competitive advantage, but
it isn't the advantage in and of itself. You
need to step back and understand what's
driving all this technology development,
and that's the underlying exponential
growth of computing power—first
described by Gordon Moore of IBM—
which has become Moore's Law.
Adopting that wider view it becomes
clearer that just concentrating on where
new technology is going is too narrow.
Because these staggering advances in
computing power don't just mean new
things are possible. It means that old
things could now do things they weren't

capable of in the past. Last issue we featured Constantine Komodromos, CEO
of start-up VesselBot, the online chartering platform He made the point that
just because the famous flop with similar
ambition—OpenSeas—didn't work in
the past, didn't mean the idea couldn't
work now.
I agree, and it's something organisations keen to embrace disruption can
forget. The huge strength of the exponential technology growth happening now is
the ability of organisations and disruptors
to build on the platforms which already
exist. Rather than going back to the
drawing board you leverage the technology advances out there and build your
own on top of it. Because, as I say, it isn't
the technology which is the advantage,
it's the strength and depth of the idea
and the excellence of its execution.
How excellent the execution on KNL
Network's part will end up being I don't
know, but the strength and depth of the
idea really is looking good so far. What I
like most about it is its apparent simplicity. Because that's fast becoming the real
prize in the digital world.
KNL Networks are doing HF radio.
I'll let you absorb that for a moment.
Then wonder what a journal which charts
exponential technology-growth and talks
about algorithms and high-throughput
satellites and autonomous ships is doing
soiling its pages with a technology that
even the most crusty Master Mariner
will know and probably love, and which
a class of ten-year-olds with the requisite equipment could bodge together
adequately enough to broadcast a couple
of rude words to the staff room.
But this isn't just HF radio. This is
CNHF radio, which stands for Cognitive
Networked High Frequency, and according to KNL it is "the most advanced
radio device manufactured so far in the
history of mankind." How's that for a
Big Hairy Audacious Goal? Man, I like
these guys.
And it seems I'm not the only one.
"We like companies that are somewhat
"far out", with the potential to change
industries," says Investure who, together
with Butterfly Ventures, led the current EUR 2 million funding round
which should enable KNL to recruit
new talent and speed up the scaling and
commercialisation of its products. "We
could not be more excited to be a part

This isn't just HF radio. This is CNHF radio, which
stands for Cognitive Networked High Frequency.
According to KNL it's "the most advanced radio
device manufactured so far in the history of mankind."
How's that for a Big Hairy Audacious Goal? Man, I
like these guys.

of the Kyynel story." So who are they?
It's a Finnish start-up which formed in
2011 having spun out of the University of Oulu. Originally called Kyynel,
the company is named after a Finnish
lightweight, portable, long-range patrol
radio called the Kyynel 'Tear' which was
developed for World War II. At the time
it was the most advanced high frequency
radio in the world, so it's no surprise that
KNL are talking in terms of militarygrade security.
According to Toni Linden, CEO of
KNL Networks, they soon realised that
their system design was so "out there"
that they needed a prototype. Then during the R&D phase they realised that
they also needed services and a network.
Having been in stealth mode for
four years the result is a new wireless
communications system able to provide
connection anywhere in the world, and
that includes at sea. Even the Arctic. And
according to its developers it is also "the
only known alternative to satellite communication."
Oh, and if that isn't doing it for you,
how about the fact that it can be yours—
Mr. deep-pockets-short-arms ship operator—for $300/month.
Now that I have your full attention,
let's take a look at what this can deliver.
For a start you can use it for file updates,
Internet of Things (IoT) data, instant
messaging, email communications, sensor
data, and even mission-critical, secure
communications.
Thanks to the dual-technology combining traditional HF terrestrial radio
with the latest cognitive and digital software radio tech, it also delivers improved
coverage, including in that polar region I
mentioned, and across a link distance of
up to 10,000km. The innovation continues with the use of the HF spectrum as a

gateway to the IP network. The system is
completely digital with built-in cellular,
WiFi and LAN-connections to provide
IP connectivity to other networks.
What's particularly interesting
about KNL is that it relays information
through different users of the MESHradio network. Here's KNL explaining
what that means.
"The CNHF radio acts as a terminal
or a base station, depending on the status
and location of the user. When a user is
lacking cellular or LAN connection, the
radio operates as a terminal providing
services to the user. While connected to
the Internet or IP-network, the radio
switches to base station mode for offering communication to other users as well,
still maintaining a terminal role for the
end user.”
That's important because it means
that each end user always has access to
a dedicated link, unlike a satcom system
where bandwidth is dynamically assigned
and divided between users. "This enables
an exceptional quality of service for most
applications except very high quality
video streaming,” say KNL.
If you're involved in cyber security
these days then I know your ears will
have pricked up at the mention of a distributed network. With dependence leading to risk concentration of reliance on
one service or network is becoming more
of a vulnerability - read 'Over-Exposed' in
our January 2016 Smart Ships issue for
more on how that might affect insurance
in the future. Considering the expense
and complexity of satellite communications it's perhaps understandable that we
only have a few big network operators,
but there is nervousness about that concentration of dependence in maritime.
There are those who believe that
satellite communications may just be too
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SHIPPINGInsight 2015:
“This was my second SHIPPINGInsight conference,
and I was very pleased to see how it has grown
since my last visit. The conference sessions were
valuable, and I was especially interested to learn
more about cyber security and the U.S.
perspective on LNG as a marine fuel. I enjoyed
the open-dialogue roundtable sessions
addressing pressing topics for the shipping
industry, and networking with technology suppliers
to help me better understand available solutions.”
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2016 conference.”
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vulnerable for the industry and its vessels
to rely on its security in the future. The
distributed nature of the KNL system—
like the blockchain—could hold advantages here.
According to KNL's CEO Linden,
its system is substantially harder to tamper with as it doesn't distinguish between
other users of the system and interference. What makes it so robust is its
ability to detect jamming or interference
and automatically change data parameters to continue transmitting. It also
rapidly synchronises at random points
of the radio spectrum—which are truly
random, and that's a really hard thing to
achieve—which increases the difficulty
for would-be hackers. Speaking earlier
this year Linden claimed that not even
government organisations are ready to
block this at the moment.
And just so that we're clear, this
service is already in operation. There are
maritime customers using this today, and
KNL has the capability to add hundreds
of ships to the network. And the bigger
that network gets, the more powerful it
gets. You know, a bit like LinkedIn.
The plan is that their service will rollout in two phases, the first offering builtin location tracking, email, chat and IP/
file transfer. As the network grows and
the spread and capacity of the MESH
network improves new applications like
VOIP and Internet browsing will come
online.
Installing and operating the system
sounds childishly easy. It's a standard
broadband HF antenna, and additional
3G cellular and GPS antennas, the radio
and a plug. All the devices can be controlled, updated and managed remotely.
At the moment the system's low
bandwidth, which allows data rates of
700-153,000 bit/s, means video streaming isn't a possibility, but when you look
at the current maritime communications
landscape and where we're going, that's a
minor point.
Satellite may be the only game in
town but it's not without its drawbacks,
from polar coverage to the footprints of
the birds themselves, shared bandwidth,
the complexity of the equipment and,
yes, the price. KNL's technology could
indeed be highly disruptive.
The technology is inherently cheap,
with coverage supplied by long-range
high frequency channels operating at a

fraction of the cost of satellite networks,
and of course there aren't any expensive
satellites to maintain or operate either.
Plus it would seem the product is both
at least as secure as what's on offer now,
and probably considerably more so. Add
in the assumption that it's reliable and
the fact that it's globally available and
always-on and, what's not to like?
It isn't just maritime that KNL is
targeting, its customers are also in "industrial and government communications
segments," but in shipping and maritime,
where the perceived cost and complexity of connectivity has acted as a brake
on technology-adoption for so long; and
where the Smart Ships of the future are
going to rely not on crystal clear voice
channels but data and plenty of it, this
could be utterly game-changing.
In case you're wondering how I came
across KNL at Posidonia and you didn't,

it wasn't because I happened upon them
tucked away at the back of Hall 2—
through the cloud of cigarette smoke
billowing from the top floor of the stands
where the smokers were squatting thinking no one would notice.
KNL weren't there. Which just goes
to underline the problem that shipping, and every other vertical market, is
experiencing. Because in the old days any
product, service or technology which had
the capacity to transform your business
or industry—for good or ill—you'd be
pretty much guaranteed to find sitting
on a lavish stand at one of your big trade
shows. These days they can come from
anywhere.
But you've still got a good chance of
finding them here.

Originally called Kyynel, the company is named after a Finnish lightweight,
portable, long-range patrol radio called the Kyynel 'Tear' (below) which was developed for World War II. At the time it was the most advanced high frequency
radio in the world. The latest CNHF version (above) now carries the torch.
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Time for T
Whether your skills are 'I' shaped or 'T' shaped is increasingly important.
As demands on organisations change shipping needs to talk a whole
new language.
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I

wrote last issue about the weaker
than expected second quarter
results which Apple had recently
announced. The report of Apple's first
year-on-year decline in profits in thirteen
years led to a share-price hammering and
questions being asked about Tim Cook,
Apple's CEO.
Tesla had some bad news of its
around the same time, reporting that
manufacturing issues meant it had fallen
short of its first-quarter sales goals, delivering fewer than 15,000 cars. I thought
it was pretty ironic really, that Apple's
Cook—the operations genius—was being panned for lack of innovation whilst
Elon Musk—the mercurial innovator—
was being brought low by poor operations. As Vivek Wadhwa pointed out,
Apple could afford to buy Tesla and solve
both problems at a stroke. Let Musk the
disruptive innovator get on with that
bit while Tim Cook the ops guru makes
everything run smoother than a US politician on the campaign trail. Unless he's
The Donald, of course.
Vivek's is an interesting thought, but
it speaks to a deeper truth. Few of us will
ever run companies like Tesla or Apple, but regardless of the kind of company you are involved with the friction
between innovating and managing day to
day operations is a constant.
When you think about it the two
things require quite different approaches,
and attract different talents which create
different cultures. Operational excellence
in some respects has always been the gold
standard. It's what the management and
leadership schools have been training us
all for. Operational excellence requires
myopic focus on existing products and
services, incrementally innovating around
newer features, lower costs and quality
improvements. It requires obsessional
analysis of markets, customers, competitors and technologies, testing assumptions to make sure the financial targets
can be met.
"But preparing for the future,
especially with strategies based on new,
disruptive innovations, requires a very
different management style. It cannot be
based on rigorous information analysis,
because with new strategies, there is little information to analyze in their early
stages," commentator Irving WladawskyBerger correctly points out. "There are
lots of unknowns because, early on, it’s

When it comes to a future with no guarantees
and a constantly shifting set of parameters,
a more holistic, collaborative approach that
can deliver both creativity and pragmatism
is what we need. But the industry isn't used
to training for, or selecting that.

not clear how the market for a new technology, product or service will develop.
It requires establishing an early market
presence and well-planned experimentation; close external collaborations with
research communities, business partners
and early adopters; and continuous refinement until it becomes clear what the
company’s strategy should be."
And that takes a different kind of
mindset to cope with. In the volatile, uncertain, complex and ambiguous climate
business is having to get used to, achieving the right balance between innovating to disrupt itself and its market, and
managing the company's core business
properly is getting harder, and businesses
are looking to what are being called 'Tshaped' professionals to get the job done.
What constitutes a T-shaped individual? It's one who combines deep cognitive, analytical and/or technical skills in
a specific discipline, with broad multidisciplinary, social skills. IDEO CEO Tim
Brown describes it this way, "The vertical
stroke of the T is a depth of skills that
allows them to contribute to the creative
process. That can be from any number
of different fields: an industrial designer,
an architect, a social scientist, a business
specialist or a mechanical engineer. The
horizontal stroke of the T is the disposition for collaboration across disciplines."
That goes to the heart of it, the growing need for individuals to be able—and
willing—to build collaborative teams
within and across the organisation, teams
which can address the tension between
day-to-day ops and ideas coming out of

left-field. It's a problem shipping and
maritime needs to be thinking about,
because by and large the leaders we have,
and are grooming for succession in our
companies, aren't naturally candidates for
T-shaped operation.
Those who come from business
schools and engineering backgrounds—
so the vast majority of seafarers—are
trained in analytical, disciplined approaches, which are ideal for well-defined
problems with known parameters.
When it comes to a future with no
guarantees and constantly shifting set of
parameters, a man (or indeed a woman)
cannot be an island. A more holistic, collaborative approach that can deliver both
creativity and pragmatism is what we
need, and that just isn't something maritime is used to training for, or selecting.
A recent study by the Annenberg
School of Communications and Journalism asked business leaders around the
world what attributes executives needed
to succeed in the digital economy. Led
by Ernest Wilson, its Dean, the school
found that in additional to those 'hard'
skills we all love so much here in shipping, there were five 'softer' ones that
were indispensable: adaptability, cultural
competence, 360-degree thinking, intellectual curiosity, and empathy.
So what if you don't have those
softer skills? What if you're actually
an I-shaped professional, rather than a
T-shaped one? "Most companies have
lots of people with different skills, the
problem is, when you bring people
together to work on the same problem,
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if all they have are those individual skills
—if they are I-shaped—it’s very hard for
them to collaborate," explains IDEO's
Brown. "What tends to happen is that
each individual discipline represents its
own point of view. It basically becomes a
negotiation at the table as to whose point
of view wins, and that’s when you get
gray compromises where the best you can
achieve is the lowest common denominator between all points of view. The results
are never spectacular but at best average."
By the same token, if all you have are
people with the softer skills you've got
no depth of knowledge to actually do the
intellectual heavy-lifting.
It appears that the job market,
at least in the US, is recognising this
already. According to a paper by Harvard
professor David Deming entitled, 'The
Growing Importance of Social Skills in the
Labor Market', the evidence shows that
the labour market has increasingly been

rewarding these softer social skills. Deming claims that since 1980 social-skill intensive occupations have enjoyed most of
the employment growth across the whole
wage spectrum, and that employment
and wage growth have been particularly
strong in jobs that require both high
cognitive and high social skills. All of
which throws an interesting complexion
on the debate around automation and the
kind of jobs and skills they will—or will
not—threaten.
It isn't just T-shaped professionals
we need in maritime and shipping. It's
T-shaped organisations, ones with crossfunctional management models that
promote sharing of knowledge and data
at all levels of the organisations, whilst
promoting individual expertise at the
same time. And technology platforms are
ideally placed to help us create them.
The current organisational structures
which silo expertise, data and knowledge

in bunkers around the organisation and
make different functions fight each other
to keep their hands on them should be
consigned to the dustbin of corporate
history. But dealing as I do day-to-day
with some of the biggest companies in
the world, and those trying to scale up
innovative start-ups, I know full well just
what an incredible challenge this can be.
It's a challenge we have to meet
head-on though, because as an industry
we have a strong emphasis on I-shaped
people and I-shaped organisations and an
inbuilt distrust—nay, hostility—towards
the 'soft' skills we're missing.
These may just appear to some to be
letters of the alphabet, but what they signify is the need for our industry to start
talking a whole new language.

The current organisational structures which
silo expertise, data and knowledge in bunkers
around the organisation, and make different
functions fight each other to keep their hands
on them, should be consigned to the dustbin
of corporate history.
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There's a new Seaconomics for shipping, but there's a new paradigm for
manufacturers too. Servinomics is a response to the tough new global
reality, and in maritime one manufacturer is leading the way.

W

e're talking about what I
call the new Seaconomics this issue. The impact
of a range of converging mega trends,
generational mindsets and exponential
technologies which are conspiring to
fundamentally change the economics of
just about everything—and ushering in a
new paradigm for shipping.
A large part of this centres around
the fourth industrial revolution—Industry 4.0 as it's being called. Businesses
are on an unstoppable drive to integrate
their operations into a near-seamless
digital ecosystem. For manufacturers
the scale of the change will be immense,
ranging from automation to robotics,
analytics and artificial intelligence, and
because they're shipping's customers the
knock-on effect for expectations about
the way shipping operates will be equally
significant.
Closer integration and closer collaboration is what's going to be needed
if we're going to retain the confidence of
manufacturers who now increasingly have
a range of different options in addition
to producing in the east and shipping to
the west. Whether that's nextshoring or
3D printing, or—most likely—a combination of the two, shipping has to wake
up, because it's never been the easiest, or
the most reliable, option. It's been cheap,
but in the new world the focus is shifting
to value. As supply chains become an
ever more crucial source of competitive
advantage, cheap can turn into very expensive very quickly. The phrase 'spoiling
the ship for a ha'porth of tar' was never
so appropriate.
We hear a lot about collaboration
these days, and how the collaborative
consumption movement or the sharing

economy is going to impact us. On an
economic level it will in the longer term,
but for shipping right now the business
implications of better collaboration are
where real gains could be made.
What digital disruption has taught us
is the danger of being too removed from
your customers. The music industry suffered and publishers the same as digital
products and ecosystems wiped aside the
traditional middlemen like record shops
and booksellers with whom the manufacturer had their relationship. Suddenly
producing a product wasn't enough. The
curation of content, the minute-to-minute relationship with the end-customer
and instant feedback that digital brought
not only sold the product but gave rise to
all sorts of other opportunities from new
product development to cross-selling,
and of course a treasure-trove of data.
And that holds true for any customer—whether they're businesses
or consumers. In fact the distinction
between the two really is becoming
questionable when it comes to virtually
any product. What every manufacturer
is having to face is that no matter how
good his product is, it's the relationship
with the customer which is becoming the
differentiating factor.
There's a new Seaconomics, but
there's also a new paradigm for manufacturers too. Servinomics is a response by
manufacturers to the increasingly tough
global markets they're facing and the
digital disruption affecting their traditional models.
At its heart what the business does
is to move into selling services as well as
products. Anyone who uses Office365
from Microsoft, or the Adobe Creative
Cloud will have experienced the shift.

Whereas Microsoft and Adobe previously spent much time, money and effort
persuading people to buy, upgrade and
patch the software they sent out on disks,
or latterly online, the new incarnations
of their pay-monthly services change
the game completely. From embedded
customer relationships and feedback, to
recurring revenue and security, there are
multiple benefits. Whilst for customers
the knowledge that you are always using
the most robust and latest release, and
have access to support and new features
makes using the product simple and
hassle-free.
Software and big chunks of machinery are very different businesses, but the
model still applies. Xerox has brought in
document management, allowing consumers to manage content online, while
French train manufacturer Alsom has
introduced 'train-life' services offering
maintenance and parts supply services to
transport companies.
Another well-known example is
Rolls-Royce's 'power-by-the-hour'
concept, developed for the aerospace
industry. Using the data they've gathered
over decades Rolls-Royce is now in a
position to fix a fee for a maintenance
contract on an engine. Whereas in the
past if the engine went wrong it was the
customer who suffered and Rolls-Royce
who benefitted—from expensive repair
fees—now the objectives are aligned. It's
in everyone's interest that there's as little
downtime as possible.
As we reported in the January
SmartShips issue of Futurenautics, that
power-by-the-hour model from RollsRoyce is now heading to shipping. As
condition based maintenance grows in
importance these kinds of models are
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bound to develop, but Servinomics goes
beyond that. For most companies, really
benefitting from it will take a wholesale
re-organisation of the way the business
operates.
Posidonia didn't float a lot of
people's boats this year, but there were
a couple of really interesting things and
people I got to see. In an Athens which
had an air of desperation, from the
dispossessed in the streets to the talk of
bargain basement rates from operators,
it was easy to share the sense of helplessness.
But you mustn't, because the industry is not helpless, and if you want to see
what reinvention and digital opportunity

looks like, then I suggest you take a look
at Danelec.
We've covered Danelec in the past,
but if you missed that here's a recap.
Based in Denmark the company was one
of the first to bring to market VDRs and
simplified VDRs to meet the original
IMO carriage requirements. Today more
than 6,000 vessels carry Danelec equipment including VDRs and ECDIS.
The company has service facilities with
factory-trained personnel in more than
50 countries, together with Certified
Service Centres at strategic locations
worldwide.
When I wrote about Danelec back
in 2014 it was in connection with the

"Adopting a servitization strategy for products on
commercial ships sailing global routes across 24
time zones presents unique challenges, but we have
demonstrated these can be surmounted."
Hans Ottosen, CEO, Danelec
Image credit © Danelec Marine
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launch of their new VDR product,
developed to meet the upgraded IMO
standard which came into force that
same year. But it wasn't just another
iteration of the technology. Danelec had
taken the new standard as an opportunity to radically redesign the whole VDR
product. The redesigned VDR was just
one step on a journey though, and part
of the engine driving it is Servinomics.
Danelec had embarked on a digital
transformation, following an integrated
servitization strategy. That transformation is still underway, but when I met
their CEO Hans Ottosen in Athens the
results were clear to see.
There's a reason I said that Servinomics is only a part of the engine, the
other is Danelec's management team
and its CEO Hans. I talk a lot about the
importance of leadership and mindset
in navigating the digital transformation
journey every company has to make.
Hans is a clear example of what can be
achieved if you have the right attitude
and a digital vision for the future of your
business.
Hans joined Danelec as CEO in
September 2011, and having started
his career training as a naval officer he's
familiar with the domain. But an MBA
from IMD in Switzerland and various
global senior management positions
within the industrial and telecom sectors
bring the cognitive diversity I believe is
so important if shipping is to grasp the
digital opportunity.
His digital vision encompassed
everything from designing serviceability
into the product, establishing and upgrading quality controls where necessary,
to standardising procedures across the
service network and using cloud technology to create a fully connected, highly
automated global service network.
What Hans and his team have done
is to take a pretty mundane piece of
fit-and-forget shipboard equipment and
redefined its role, from a static product
to an integrated product-service system.
It's that digital vision for the humble
VDR which elevates Danelec from just
another manufacturer to a company
worth keeping a close eye on.
You can read in detail what the
Danelec team have created in their white
paper about servitization in the maritime
industry—part of our recommended
reading this issue and also available on

the Danelec website. Give it a google.
"Most manufacturers of shipboard
systems today still follow a traditional
silo approach in which the product
development, engineering, manufacturing, marketing and sales functions are
separated from the service department,”
says Hans. “Adopting a servitization
strategy for products on commercial
ships sailing global routes across 24 time
zones presents unique challenges, but
we have demonstrated that these can be
surmounted.”
The benefits that can accrue from this
approach aren't just for the manufacturer. We need to connect a fragmented
industry, develop more integrated and
strategic relationships using the processes
and technology tools which are becoming
available and affordable, and servitization
drives that.
“Servitization has important benefits
for all parties on the sell side and buy

side,” agrees Hans. “For the manufacturer
it provides competitive differentiation,
deeper relationships with customers, enhanced customer satisfaction and loyalty,
and a source of recurring revenues. For
the customer it provides more value for
the money and lower cost of ownership,
in addition to faster and better after-sale
service and support.”
Despite the plethora of companies
scrabbling to get their solutions onboard
ships and data off them, it was Danelec
which led the conversation on Big Data
last year, pointing out that by pre-qualifying data onboard before transmission
its VDRConnect service could deliver
Big Data solutions for US$1 per day.
With the launch of its new eService platform, automating and streamlining the
whole service process—including rating
engineers online—it's still out in front.
Seaconomics and Servinomics are
different facets of the same disrup-

tive change, and it's important that we
understand both. Because the manufacturers supplying shipping are very often
also its customers. The reality is that the
old relationships—that adversarial seller
versus buyer stuff we're so good at in
maritime—aren't delivering any longer.
Suppliers have always claimed to
understand their customers, and delivered
the best service possible, but the reality is
that they've frequently failed to do either.
Shipping can't afford for that to be the
case in the future, for its customers or the
suppliers it relies upon.
If we break down the silos within
companies, and the traditional barriers
between them, and build bridges instead,
we will all be better served in the long
run.
Where Danelec is leading the rest of
the industry must, and will, follow.

If we break down the silos within companies, and
the traditional barriers between them, and build
bridges instead, we will all be better served in
the long run. Where Danelec is leading the rest
of the industry must, and will, follow.
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The shipping and maritime industry needs a new kind of event, that
can provide the platform it needs to find and share the big ideas and
accelerate its speed of innovation. Welcome to Shipping2030.

A

s a futurist the question I get
asked most often is, 'what's
going to change?' In fact the
question you should be asking is, 'what
isn't going to change?'
Many in shipping—and everywhere
else—feel that change is occurring much
faster than they're used to. And you
know what? They're absolutely correct. We're entering a unique period in
human history where a range of global
megatrends are combining with new
generational mindsets and colliding
head-on with a group of breakthrough
technologies which are growing at an
exponential rate.
The result is a raft of wholesale
disruption which is touching every area
of human life—including the global
economy and the businesses we create as part of it. The evidence is that no
industry or sector will be immune from
digital disruption, in fact digital is in
many cases sweeping away the traditional boundaries of what we called vertical
markets—what my Futures Agency
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colleague Gerd Leonhard now describes
as 'arenas'.
As technologies move horizontally across organisations we're seeing
traditional silos break down too—HR,
Marketing and Procurement could all be
using the same underlying technology
platform these days.
Recent research by Gartner has
shown that the movement of IT budget
away from IT towards other departments and individuals is accelerating. 14
per cent of cloud storage, 13 per cent of
social media and 11 per cent of office
productivity software is purchased without the IT department even knowing
about it. In fact IT is no longer the lead
purchaser of technology. According to
Gartner the marketing department is the
new frontrunner and will outspend the
IT department on technology by 2017.
The pressure to survive and thrive in
this new digital paradigm is enormous,
but some industries are better equipped
than others to meet the challenges.
Shipping is often described as being

backward when it comes to technology—
actually 'operating in the stone age', was
how one analyst described it—but it's
important to understand why that situation has developed.
Firstly you have to define 'technology'. From where I sit that includes
everything from artificial intelligence
to smart materials, 3D printing and
nuclear fusion. But shipping's definition
of technology has tended to be narrower,
and bound up almost exclusively in
engineering terms. On that measure then
of course shipping has seen technological
advancement. But that kind of specific
domain engineering expertise is not the
'technology' that the rest of the commercial world has been steadily adopting
over the past couple of decades.
That's the kind of technology which
is based on digital operation, efficiencies,
data, analysis and collaborative working,
and underpinning all of that is connectivity. That goes to the heart of why
shipping has lagged other industries,
because it's been handicapped by the

expense and complexity of deep sea connectivity, dividing it from its data, assets
and its people and—importantly—from
the common technology platforms and
applications which have driven innovations for others.
Actually when you put this 'expensive' airtime into the overall context of
operating the multi-million pound assets
ships represent, for the average Inmarsat
user it equates to less than 1 per cent of
operating costs. Which brings you to the
real crux of the matter. Connectivity—
the gateway to all the digital operation,
efficiencies and insight that other industries know to be essential—has continued
to be viewed simply in cost terms in the
shipping industry. The real question is
not how much that connectivity costs,
but how much value it can deliver for the
enterprise. Too often though suppliers are still talking to IT departments
about connectivity, where cost is the only
metric, when it's other departments—
from marketing to procurement and
HR—who are the ones that could realise
genuine value and competitive advantage
from enterprise-grade connectivity. And,
as Gartner indicate, are beginning to
spend more on technology than IT is.
So what's the legacy of all this? Well,
together with the unique challenges of
the harsh domain in which we operate,
it's meant that by and large shipping and
maritime companies are lagging other
industries on the road to digital transformation—and that's the case on both
an individual organisation and broader
industry level.
Futurenautics has been working hard
to identify and contextualise the technology and wider trends shipping needs to
understand to effect a fast and successful
digital transformation, but that's hard
when the industry doesn't approach
digital in a holistic way.
There are plenty of narrowly-focussed
conferences in the maritime industry
where subjects like connectivity, Big
Data, analytics, autonomy and sustainability pop-up in isolation, but that
just isn't enough. The evidence is that
successfully navigating the digital future
requires an organisational vision, plan
and appetite, and real direction from the
top.
These are dangerous times for big,
well-resourced incumbent companies
in every industry. Falling technology

Image credit © Getty Images

Connecting people with ideas, technology and each other will enable
companies to be more agile, collaborative, knowledgeable and
attractive to new talent, and accelerate their digital transformation.
costs and access to scalable platforms are
levelling the playing field for lean, agile
start-up companies with big ideas which
are threatening to undercut, outmanoeuvre and in some cases disintermediate the
often unwieldy legacy organisations.
That's why it isn't just about technology. Technology can enable the competitive advantage but it won't be the
advantage in and of itself. What's really
required is an innovative mindset to find
the new ideas and make new collaborations—often in unexpected places.
You could say that Futurenautics'
partnership with KNect365 to create the
Shipping2030 conference series is kind
of an example of that. Because one of the
most profound changes will be around
what we've traditionally understood to be
the rules of competition and value creation. The energy and resources wasted in
competing on everything can be far outweighed by the value created by collaborating with each other towards a shared
objective. And then competing the hell
out of each other on the other stuff.
The world it serves is undergoing
a major shift, but shipping is so used
to analysing threats and opportunities
within its narrow silo that it's missing the
big picture.
From internal processes like HR,
procurement and finance, to asset
optimisation and utilisation, smarter
product development, maintenance,
business development, and delivering for

customers, digital innovation offers huge
opportunities.
In a near-future with intelligent
transport and logistics systems, ubiquitous connectivity, data and analytics,
autonomous vehicles, and unprecedented
transparency of operations, shipping
needs some innovative big ideas. Finding
them requires 360° thinking, approaching
the connected future holistically, understanding our suppliers, our customers,
and their customers—the new consumers.
Connecting people, with technology,
ideas and each other—from ship operators to customers, suppliers, start-ups
and regulators—will enable companies to
be more agile, collaborative, knowledgeable and attractive to new talent, and
guide them as they invest in the digital
infrastructure and competence they need
to thrive in the future.
I've been saying this for a while, so
I'm really delighted to be part of this new
kind of event, one whose purpose is to
provide the platform the industry needs
to find and share the big ideas and accelerate its speed of innovation.
That's what's known as a Big, Hairy,
Audacious Goal, the touchstone for
rudely successful companies in the digital
era. If you've got one, let me know.
And if you haven't, come
to Singapore in November
and let's help you find it.
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Gadgets
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Omni Wheel

L

ike the idea of an electric bike
but not the price tag or the
hassle of having two bikes?
Well what about the Omni Wheel from
Evelo?
This cool gizmo allows you to take an
ordinary bike and turn it into an electrichybrid.
The company believes that riding a
bike should be an activity everyone can
enjoy—regardless of fitness level, age,
hilly terrain, or other factors, hence their
wheel, which is able to give those of us
who are challenged in any of those ar-
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eas a boost of power anytime we need
it. There's a bit of a flaw here I guess, in
that if you are someone who finds cycling
difficult then you maybe aren't going to
have a bike in the first place. But let's
park that for the moment.
For those of you who would like to
electrify your existing velocipedes the
Omni Wheel is apparently the work of a
few minutes to fit, and indeed will fit virtually any bike from urban to recumbent.
The Omni Wheel has the motor, battery, and controller all neatly contained
inside the wheel for the minimum of fuss,

and it allows you to pedal as much or as
little as you like while it works 'behind
the scenes to transform your entire riding
experience'.
In short that means that a turn of the
throttle will give you a boost of power up
to 17 miles per hour, with a single charge
providing up to a 40 mile range.
Omni Wheel is available now, priced
at US$999 for the base model or $1,249
for the extended-range version. A cyclical
investment we can recommend.

Olive

O

kay, we Futurenauts do a lot
of travelling, so you'll like
this. It's called Olive, and it's
an intelligent suitcase. Now that doesn't
mean 'intelligent' in the usual, it's-got-achip-in-it' kind of way. This is robotics,
and AI, chum.
The team at Iran-based Ikap Robotics have clearly spent way too much time
being thwarted by airports, so have come
up with what appears to be an average

suitcase, but actually has a higher IQ than
you do.
This thing claims to be able to follow
you around and identify you in crowds using skeleton tracker algorithms, weigh itself, provide reminders and, if you're tight
for time and it's a hike to the gate, it will
even oblige you with a pair of footrests
and a segway-like lift.
Joking aside this is some serious tech,
including a self-balancing auto-locomo-

tion system that maintains stability while
riding on two wheels by using 3D accelerometers and gyroscopes, and an in-built
stereoscopic camera that can build up a
visual map of its surroundings. Oh, and
it can charge portable devices and connects with your smartphone using WiFi
or Bluetooth via an app that can control
the bag, wherever it is. Obviously.
Ikap are looking for investment and
collaboration to manufacture it at the
moment, but are hopeful. Considering the
security challenges the world faces, maybe
this is part of the solution? Unless someone hacks your luggage, of course.
My husband says he can't see the
point. He already has an old bag, and it's
been following him around the airport
nagging him that it's time to board for
years.
The possibility of controlling it from
a smartphone however, should be thoroughly investigated.

Images credit ©Ikpa/Getty Images
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ConnectedDrive
Image credit © BMW

B

MW ConnectedDrive is
ramping up its functionality
in association with Deutsche
Telekom, which will now include highspeed LTE, a WiFi hotspot and the new
e-SIM.
ConnectedDrive provides drivers
with a variety of services and apps for
in-vehicle entertainment, information
and safety. Now you can include Inter-
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net access for up to 10 devices, allowing
everyone inside the car to view different
videos of cats (surely, the latest quarterly
management reports? - Ed.) on their individual devices.
It's interesting because the eSIM
technology used is being bigged-up to
replace your current SIM card, and that's
what's being used to establish the highspeed LTE connection. The tie-up with

Deutsche Telekom is also instructive,
as BMW has already collaborated with
them to develop the SmartHome app,
which allows users to control their house
lights, heating and a load of other things
from the vehicle.
The app has been available as part of
BMW ConnectedDrive since 2015, and
the rest of the functionality will be rollingg
out from next month.
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R

emember Google Glass? Well, one of its
most questionable features is making a
welcome, or unwelcome reappearance—depending upon your point of view.
Thanks to a Japanese start-up called Blincam, your
point of view is going to become all that's necessary to
take a picture, literally in the blink of an eye.
It's a rectangular camera unit which you can attach
to a pair of glasses, and which connects to a smartphone
via Bluetooth. Then you look at something, and you
blink. And that's it. Photo taken.
Now some of you will already have spotted that a
camera which takes a photo every time you blink—
which we do on average between 15 and 20 times per
minute—may have its limitations. However, according to the company the camera's eye movement sensor
is able to distinguish a strong and deliberate blink, or
wink, from a normal, routine one.
Which brings up the next issue, because from the
marketing materials and video available it looks like the
world is going to be plunged into a virtual 'Carry On'
film, with young, bespectacled women winking exaggeratedly at anything and everything.
Before you say it, yes, I know everyone really hated
the idea that someone could be filming or snapping
them without them realising when Google Glass tried
this. But just because something didn't work in the past,
doesn't mean it won't work in the future.
Early-adopters should beware though. Google
Glass wearers were known as 'glassholes'. This lot are
likely to be referred to as a bunch of winkers.

Blincam

and finally, the Lampuga Air

I
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t's that time of the year when thoughts turn to
holidays, beaches and the truly awesome power of
the school-holiday travel premium, in the face of
which mere man feels small, helpless and underpaid.
If you're planning on spending some time near the
ocean and fancy yourself on a surfboard, but spend most
of your time surfing the Net, then how about the Lampuga Air. This bad-boy allows you to look like a pro even
when there aren't any waves, and you won't need to buy a
vintage VW bus to cart the thing around either.
This inflatable jet-drive surfboard will propel you at
speeds up to 29 mph, using the wireless hand-held controller, and Lampuga estimates it'll provide 40 minutes of
hilarity before the lithium battery requires its obligatory
1-2 hour recharge.
Hanging ten has never been so accessible to doughy,
sometime-joggers, more used to catching air at 30,000ft.
Other than the price of course. You'll need another 10
- 10,000 actually, in order to board this baby. The Air retails for €9,900 (approx. US$10,900). But it'll probably be
cheaper when the
kids2016
go back to school.
July
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Next Issue

Blue Logistics
The environment may be harsh, but shipping
is just one part of a wider logistics and supply
ecosystem, and it isn’t delivering the value it
should.
Our customers want improved transparency,
visibility, higher quality Big Data and analytics
to gain business insights, and the adoption
of cloud networking for greater efficiency and
collaboration.
But how do we deliver more value if our
customers only focus on cost? The intelligent
transport systems of the future are taking
shape, and we need to engage with suppliers
and customers to solve that dilemma.

Out October 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. The Maritime
Future magazine from 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, or contact us to learn more about
our consultancy, research and advisory services.
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