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"When we start to connect
seafarers to each other to
share ideas a whole new
opportunity opens up."
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"We continue to argue
that seaborne trade
volumes in 2030 will be
little higher than today,
growing by an annual
nual
average of just 1%."
%."
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Futurenautics
recommends
REPORT: CISCO ANNUAL CYBERSECURITY REPORT
Cisco

The Cisco Annual Cybersecurity Report, now
in it’s tenth year, examines the latest threat intelligence gathered by Cisco security experts, providing industry insights that reveal customer security
trends.
The 2017 report also highlights key findings
from the third annual Cisco Security Capabilities
Benchmark Study (SCBS), which examines security professionals’ perceptions of the state of security
in their organizations.
It shares geopolitical trends, global developments around data localisation, and the importance
of cybersecurity as a boardroom topic.

REPORT: SHIPPING MARKET REVIEW Danish Ship Finance
The most recent piece of wisdom from
Christopher Rex and the team at Danish Ship
Finance makes for sobering reading.
The December 2016 edition of this mustread report is now available to download free of
charge from the Danish Ship Finance website
and we are grateful to Christopher Rex for giving a precis of its contents in his article 'Reset?'
in this issue.
You can also connect with Danish Ship Finance via its LinkedIn group to ensure you're
notified when the report launches.
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CB Insights used its data to surface
55 companies that it believes are solving
very important and/or big problems, or
that are building truly innovative technology. While some of these companies
are what many would call “moonshots,”
all have admirable goals and are thinking
outside the box in order to solve “real”
problems. And that includes in transport
and logistics.
Dubbed the CB Insights Game
Changers it makes a fascinating read
and can be downloaded free of charge
from CB Insights.

The best business books of 2016? Here are our picks for
some quality aeroplane-time reading
Careers are not linear, predictable
ladders any longer; they are fluid trajectories. No matter our age, life stage,
bank account balance, or seniority, we
are all being asked to navigate career
changes much more frequently than in
years past.
Whether you have hit a plateau in
your perfect-on-paper job, are considering taking on a new role in your current
job, are thinking about starting your
own business, or you want to move into
a new industry altogether, one thing remains clear: your career success depends
on your ability to determine your next
best move.
If change is the only constant, let's
get better at it.

Payoff investigates the true nature of
motivation, our partial blindness to the
way it works, and how we can bridge this
gap.
With studies that range from Intel
to a kindergarten classroom, Dan Ariely digs deep to find the root of motivation—how it works and how we can use
this knowledge to approach important
choices in our own lives.
Along the way, he explores intriguing
questions such as: Can giving employees
bonuses harm productivity? Why is trust
so crucial for successful motivation?
What are our misconceptions about
how to value our work? How does your
sense of your mortality impact your motivation?

In this candid and riveting memoir,
for the first time ever, Nike founder and
board chairman Phil Knight shares the
inside story of the company’s early days
as an intrepid start-up and its evolution into one of the world’s most iconic,
game-changing, and profitable brands.
Young, searching, fresh out of business school, Phil Knight borrowed fifty
dollars from his father and launched a
company with one simple mission: import high-quality, low-cost running
shoes from Japan.
Selling the shoes from the trunk of
his Plymouth Valiant, Knight grossed
eight thousand dollars that first year,
1963. Today, Nike’s annual sales top $30
billion.
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Floating
Ideas

Crew welfare has been the traditional driver for connectivity at
sea, but as the balance now shifts to operational efficiency, could
the real value lie in tapping the 'global brain'? When might we see
the first sea startup? asks Walter Hannemann.

T

here are around 1.5 million
seafarers in the world, split
almost 50/50 between officers and ratings. On seagoing vessels in
merchant shipping, work assignments
last usually for several months at a time,
and for long days. Seven days a week.
In recent years, a lot has been said
about crew welfare and how important
connectivity is. Communication, either
via old-fashioned phone calls or modern online chat has been considered so
vital that we even have the Maritime
Labour Convention (MLC 2006) stating that ‘reasonable access’ to ship-shore
telephone, email and Internet facilities
should be provided.
And still there is much to be done,
as it’s a moving target – the technology is always advancing and so are the
demands from seafarers.
The 2015 Crew Connectivity study
from Futurenautics which surveyed over
3,000 seafarers underlined the store that
is set by connectivity. 73% of respondents said that the level of crew communications services provided onboard did
influence their decisions about which
shipping company they worked for. Of
the 73% of crew that believed it was
important 78% said that it was a strong
or very strong influence on which contract they decided to take.
However, with the current long
downturn in commercial shipping and
shipping companies struggling to make
a profit—and the reality is that on
the contrary, we see huge losses being
reported—it has become the norm
to look for savings, everywhere. In
consecutive, yearly rounds, savings are
being sought in already cut-to-the-bone
budgets.
Some smart savings are driven by
optimisation and effectiveness; some
by blunt budget cuts and others by
Image credit © Getty Images

inconsequential cancelled investments.
Yet still several shipping companies are
simply going out of business.
The obvious conclusion is that
because of this many crew connectivity
initiatives have never been funded to
the extent required for them to make
a real difference, and still more have
never even seen the light of day. When
one only considers the cost part of the
equation then perhaps the lean times
the industry is seeing, might be viewed
as a justification. But that view is a
simplistic one.
A recent study by Intelsat showed
that for the first time ship operators
are citing operational efficiency above
cost cutting and crew welfare as the key
drivers for investments in connectivity.
That is an important watershed for
shipping, because it indicates that the
mindset is changing. Whereas cost cutting and compliance were previously the
drivers, now there is value coming into
the equation. When we start thinking
in value terms then there are other possibilities and opportunities to consider.
Many probably agree that technology, particularly smart infrastructure
and systems can not only drive expected
efficiencies but also create fertile ground
for unforeseen innovation. Systems
change the way we work, drive human
behaviour, improve processes, allow
people to evolve. But one could say
that we have been doing that: shipping
companies are improving their usage
of information technologies in their
offices and applications and systems are
improving their management practices
ashore.
But what about our often overlooked colleagues at sea? To become a
master or chief-engineer, one not only
needs many years of formal education
but also quite a lot of hands-on work
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No matter where your journey takes you, you’re never beyond reach.
With the Intelsat Globalized Network, ship owners, operators and crew are guaranteed reliable, high-speed
connectivity along busy trade routes, in congested ports of call and anywhere else the ocean takes you. Increase
productivity, streamline operations and beneﬁt from innovative new services that not only improve the quality of life
for everyone on board, but transform your business. The connected future has arrived.

Get connected, www.intelsat.com/mar/fn
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and leadership experience. If we put
together all the knowledge that the
officers and seafarers in general have,
being onboard or not, we can agree that
it makes for a fantastic, unique volume
and quality of knowledge.
To date that knowledge, collectively,
remains largely untapped. Knowledge
that could be harnessed and multiplied
to create a completely new way of doing
things. How? By providing people with
the platform and the tools required to
capture the value.
It’s been proven time and again
that companies that adopt newer and
more open tools and systems, improve
processes and the ways their people can
work, also empower their people to be
innovative. Such employees also become
more successful as a result; are more
ready for—and adaptable to—change
and new situations, and tackle challenges more effectively.
Imagine what might happen then, if
the hundreds of thousands of vessel and
shipping experts at sea – the seafarers
– had access to modern, connected IT
infrastructure and systems? If we gave
them Internet connected computers so
they could work digitally onboard and
open, collaborative frameworks for doing their jobs?

What if they could be in permanent
contact with other experts at sea or
onshore? What could happen if they
could just chat with colleagues around
the globe, instantly? What if they could
Google solutions for their problems,
share troubleshooting tips with others
facing the same problems? What if
they could join other creative minds in
defining the next big thing?
When we think about collaboration
it is often in the context of companies
co-operating to get to a solution faster
than they would otherwise. But many in
the industry are inherently suspicious of
such collaboration between competitors,
even if it may lead to a win-win. On top
of that look at the pressure we pile onto
senior management in shipping, expecting them to come up with the big idea
that will map out the future.
We talk a lot now about how data
can be the basis for disruptive ideas, and
yet the data and intelligence we have
onboard our ships at sea is not being
utilised. Given the chance to share their
intelligence with each other and across
their company, what might they start
inventing? Something that changes the
way the industry has been working for
decades perhaps?
The belief that only those in senior

management in companies ashore are
responsible for coming up with the big
ideas misses the point.
The benefit of the connectivity
which the world has now is primarily about connecting people and their
ideas. There are countless examples
of companies who are tapping their
corporate and the wider global brain to
solve their problems and innovate their
way to new digital models and value. It
was a young, junior person in Amazon
who came up with the idea of Amazon
Prime, for example.
How many young seafarers are
sitting on disruptive ideas that their
companies and colleagues have no idea
about, which could be game-changing?
We talk about connecting up systems and equipment on board to save
costs, but the collaboration we might
unleash by connecting up the people on
board could start to deliver value.
Connecting seafarers to their
families is only one part of the equation.
When we start to connect them to each
other to share their ideas a whole new
opportunity opens up. Because that's
the path to something I wonder when
we'll be seeing - the first “sea startup”?

Connecting seafarers to their
families is only one part of
the equation. When we start
to connect them to each
other to share ideas a whole
new opportunity opens up
Q1 2017
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Athens Calling
I

t's become a standing joke that
in the twenty-plus years I've
been travelling to Greece—and
Athens in particular—I have never
managed to actually set foot in the
Acropolis. Every visit starts out with
good intentions, a determination to
carve out the time necessary to make
it up the hill and finally take that allimportant selfie that will prevent me
being the butt of any more jokes. But
every visit ends up the same, with me
boarding the plane having failed to do
so.
So I had to smile when I saw that
the venue for leading maritime satcoms
provider Navarino's customer gathering—at which they'd kindly invited me
to speak to them about the future of
the shipping industry—was to be held
at the Acropolis Museum. Although it
may not be the Acropolis, I was definitely getting closer.
Coincidentally it was at around the
same time of my very first failure to
visit the Acropolis in the mid-1990's,
that the Tsikopoulos brothers, one of
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Someone once said that knowledge speaks, and
wisdom listens, and the results of the Navarino
conference suggests that Greek operators have
been listening intently, says Roger Adamson.
whom, Dimitris, remains Navarino's
CEO, founded Navarino down the
road in Piraeus. Since then the company has grown into one of the major
distributors of Inmarsat services worldwide, with offices in the UK, Greece,
Cyprus, Germany, Norway, Singapore
and Hong Kong. Focussing solely on
the merchant marine market Navarino
covers the entire range of connectivity
requirements, from satellite airtime to
hardware, together with value-added
services and a global installation and
on-board service network covering
every continent.
Today Navarino generates 12 per
cent of all Inmarsat FleetBroadband

traffic globally, is on track to reach
5,000 sales of its Infinity product by
the time you read this and, according to
our research, touches in excess of 6,000
ships. With such a significant market presence and influence I was very
interested to be part of the conference,
together with senior representatives
from Inmarsat, Cobham and Intellian,
as the company helped its customers
to understand the implications and
benefits of the new Inmarsat Fleet
Xpress service.
Enabled by Inmarsat's Global
Xpress ka-band high-throughput satellite service, Fleet Xpress is one of the
next-generation connectivity solutions

which have been on the horizon for a
while now, and like all HTS services,
promises unprecedented data rates. Navarino believes it has created a compelling product around the service though,
packaging it with the Navarino Infinity
Cube to deliver a truly, fully redundant
option. Offering a dual Network Service Device (NSD) installed across both
Infinity Cube nodes means that in the
event of a failure of one node, the other
seamlessly takes over.
Gathering key personnel from both
the commercial and technical operations, together with partners like Inmarsat, Cobham and Intellian, and sitting them in front of its customers, the
objective was for the more than 75 ship
operators at the event to get answers to
their questions about the Fleet Xpress
service. However, thanks to a live polling tool deployed at the conference, the
ship operators themselves volunteered
answers around their attitudes and
intentions towards ship connectivity
which were really fascinating.
Asked what the number one driver
for considering upgrading to a higher
bandwidth solution on their vessels,
the majority of operators said it was to
improve operational efficiency (37%),
with the second biggest driver being to
improve crew welfare (32%).
Interestingly this mirrors the results
of the maritime satellite applications
survey Futurenautics Maritime carried
out with Intelsat (download free of charge
at www.futurenautics.com/maritimesatcoms-applications-2016) which for the
first time indicated that operational efficiency had overtaken cost reduction as
the prime driver for satcoms. Although
a more regional test of opinion, it would
seem that—amongst the Greek operators at least—that sentiment is holding.
At 28%, 'reducing costs' was the third
most popular reason, with 'complying
with owners requirements' a distant
fourth at 4%.
When asked about crew internet
Navarino customers overwhelmingly
reported that they charged crew for all
Internet usage (60%), with those that
offer a proportion of access for free and
charge for additional access representing a much smaller group (19%). Those
which offered crew internet either completely free of charge, or don't offer it at
all were evenly balanced at 11% apiece.
Asked what they considered the
most interesting and attractive aspects of the Fleet Xpress service, ship
operators pointed to the fixed fee for

(Above) Navarino VP of media & communications Christian Vakarelis is joined on
the panel by senior representatives from partners including Inmarsat's Drew Brandy.

(Above) Over 75 of Navarino's Greek ship operator customers joined them to gain a
better understanding of both the commercial and technical benefits Fleet Xpress delivers,
together with senior personnel from Cobham, Intellian and Inmarsat (below)
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Smart Play
Interest is shifting from efficient operations to smart
operations. The emergence of technical Big Data,
analytics and insight is leading to an understanding
that technology deployment can not only deliver
cost savings, but create value.
Enterprise-grade connectivity and ICT is crucial, as
is a strategic appreciation of how the connected,
smart vessel enables broader digital initiatives and
more efficient ways of working with customers and
suppliers.
The Futurenautics Maritime/ Ericsson Smart Ships
White paper examines the reality and potential of
smart shipping and the IoT for shipping today, and
tomorrow.
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Register for your free
copy online today
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(Above) The impressive Acropolis Museum was the setting for a very technology-oriented session,
whilst offering a classic Greek welcome and hospitality (below).

Despite the persistent efforts by some in the industry
to suggest that maritime satellite communications
aren't reliable enough, the findings of the polling in
Athens is a reflection that enterprise-grade coverage
and reliability are now considered by operators as a
given.

Image credit © Navarino

unlimited usage (60%) and higher
bandwidth with guaranteed speeds
(55%) as key aspects, whilst 'global
coverage' (28%) and 'reliability' (20%)
were considerably less important. It's
an interesting set of results, indicating
perhaps that operators are recognising
the importance of the connectivity to
their operational efficiency objectives
and are determined to ensure they have
the bandwidth they need.
Whilst coverage and reliability
scored lower, it's likely that the represents a maturing of expectations rather
than a lack of importance attached to
either. Despite the persistent efforts to
suggest that maritime satellite communications aren't reliable enough on the
part of some within the industry, the
reality is that both Inmarsat and Intelsat routinely deliver enterprise-grade
services, and this finding is probably a
reflection that operators consider that
level of coverage and reliability as a
given.
When asked about their future
plans for connectivity, the message
from ship operators was an eye-opener.

Q1 2017
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Anecdotally the shipping and maritime industry would appear
to be lagging others its digital investments and transformation,
but until now no hard, reliable data existed on which to base
this assumption.
Together with Ericsson Futurenautics Maritime has undertaken
a ground-breaking survey delivering hard data that will allow
the industry for the first time to have an informed conversation
around digital, understand where, as an industry, we are on the
transformation curve, and why.

Register for your free
copy online today
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Despite concerns across the industry
about the unavoidable costs operators
will face in the coming year from compliance with environmental mandates,
just over half (51%) of operators indicated that they 'definitely' intended to
install an unlimited bandwidth solution
during 2017. A further 30% said that
they were 'very likely' to do so, with only
20% reporting that they were either unlikely or definitely would not install an
unlimited bandwidth solution this year.
Similarly, when it came to cyber
security, the message from Navarino's
customers was clear. 73% of them
indicated that they either definitely intended, or were very likely to implement
a cyber security solution for their vessels
during 2017.
It's been said many times that the
Greek ship operators have an almost
supernatural ability to read the market
correctly and seem to know things that
others don't—hence their success. On
this evidence it would appear that Navarino's customers at least do seem to have
worked out where the future lies.
The evidence that connectivity is
the bridge to the digital operations, cost
efficiencies and new value which shipping has to find in the new digital era,
is everywhere. Yet despite it, there are
still many ship operators struggling to

Image credit © Navarino

make the foundational investments in
enterprise-grade connectivity which are
becoming urgent. The knowledge that
connectivity is crucial is spreading, but
the foresight to make the investment
now, in the face of the toughest markets
in memory is in shorter supply.
I left Athens having failed once
again to visit its most famous landmark,
but I came away with a sense that once
again, the Greek ship operators might

be about to outmanoeuvre the rest of
the industry. Because in the same way
that there's a difference between data
and information, there's a difference
between knowledge and wisdom—of
which Athena, the city's patron, is Goddess.
I may never have made it to the
Acropolis, but that much I have picked
up.

Image credit © Navarino

(Top right) Sessions included discussions on Fleet Xpress, connectivity drivers and cyber security and were
rounded off with an analysis of the future of the industry from Futurenautics Maritime CEO Roger Adamson
seen here (bottom right) chatting with Navarino founder and CEO Dimitris Tsikopoulos (far left), and UK
MD Ray Brough (centre).
Q1 2017

futurenautics

17

The train now
departing
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I

f you're walking through the
main concourse at London's
King's Cross station you might
notice that there's what appears to be
half a luggage trolley sticking out of
the wall. For those parents like me who
have been subjected to every one of the
Harry Potter franchise movies—more
than a few times—this requires no
explanation. But for all you others, here
it is.
Harry Potter is a fictional boy
wizard whose journey to his magical
boarding school begins each term at a
secret, magical platform at King's Cross
station. The existence of Platform 9¾—
for that is its nomenclature—is known
only to wizarding folk who gain access
to it by running headlong with their
luggage trolleys, into the brick wall
between platforms 9 and 10.
The idea that there is a platform
that's connected to the station not by
footbridge or staircase but by unshakeable belief that you can walk through a
brick wall captured the imagination of
children worldwide. And, never ones
to miss an opportunity to fleece those
children's parents for a piece of nasty

It's where the adventure always starts.
Where the magic begins. If you can't get
onto the platform then you're going to get
left behind, says K D Adamson.

merchandise made by other far less
fortunate children in factories halfway
across the world, the Harry Potter
machine has opened a shop in King's
Cross, and stuck half a luggage trolley
in the wall next to it.
For most kids the idea that someone
wouldn't know all about platform 9¾
and its significance is kind of mystifying. It's where the adventure always
starts. Where the magic begins. If you
can't get onto the platform then you're
going to get left behind.
In a nutshell that's what I told
Splash 24/7 at the end of last year when
they asked me for my predictions for
the shipping industry in 2017. That the

coming year would see the new platforms emerge from which the industry
would begin its digital transformation
journey in earnest. I'm the first to admit
that I'm not right about everything—
don't tell my husband that—but on this
I am right, and as Sam Chambers of
Splash 24/7 reflected last month, I've
been proven right far faster than even
he anticipated.
A brief look at the headlines—
from DNV GL's Veracity platform,
to Maersk and Alibaba, Cargill and
Amazon—has earned me my futurist
chops this year so far, but this is only
the beginning. Because under the skin
of this is a far bigger platform, and the

Wizarding folk gain access
to the platform by running
headlong with their luggage
trolleys into the brick wall
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digital initiatives you're seeing appear in
shipping now are all built on and driven
by it.
That platform is a computing platform, and in the paradigm of numbered
platforms it follows number one—the
mainframe computer system; and
number two—the client/server system.
So you will be unsurprised to hear it's
called the third platform. But its power
and its reach may be somewhat more of
a surprise.
There are four pillars holding up
this platform—perhaps five—and you'll
have heard of all of them. I've referred
to the SMAC technologies before,
and they are one and the same. Social,
Mobile, Analytics (including Big Data)
and Cloud are the established foundations, but there is debate over whether
the Internet of Things (IoT) is another
pillar, or an accelerator.
Speak to Gartner and they'll tell
you that the IoT is one of the pillars,
because the endpoints of the IoT form
part of the Intelligent Digital Mesh
that's generated by this new paradigm.
And the Intelligent Digital Mesh
(IDM) is really significant.
Digital is about information and the
Intelligent Digital Mesh is essentially
the information of everything. Businesses have always dealt with data, and
they are now getting to grips with much
bigger data, but the key to understand-

tion and services that these endpoints
access."
Essentially what the mesh does
is to exploit the connections between
the exponentially growing number of
endpoints, whether they are individuals,
companies, content, devices, services
or solutions. What it can deliver and
enable are a whole new set of digital
business outcomes.
The reason it's intelligent refers
to the increasing need for AI driven
interfaces and automation which is
necessary to manage the data chaos
we've unleashed. The IDM is enabled
by digital models, and by business
platforms. Exploiting the IDM requires
the development of platforms and
rich, intelligent services which support
digital business.
I've written and spoken at length
about the fact that technology is becoming embedded in absolutely everything, and how digital products and services are different as a result. They need
to be developed, secured, marketed, sold
and supported differently too. Platforms
are a major part of the equation. They
are generated by, and complementary to,
third platform digital infrastructure.
AI and machine learning, blockchains, digital twins, wearables, augmented and mixed reality and conversational AI interfaces are all going to
accelerate the way that we continue to

Digital is about information and the Intelligent
Digital Mesh is essentially the information of
everything. Data isn't just get bigger, it's getting
less structured.
ing where we're going is that data isn't
just getting bigger, it's getting less
structured.
Right now today approximately 90
per cent of all business data—that's 35
zettabytes—is unstructured. That's because digital technologies allow companies to have digital online connections
to end-customers, employees, assets and
products wherever those individuals,
assets or devices are.
"An intelligent digital mesh is
emerging to support the future of
digital business and its underlying
technology platforms and IT practices,"
explains Gartner. "The mesh focuses
on people and the Internet of Things
(IoT) endpoints, as well as the informa-

merge the physical and digital worlds,
and profoundly change how we manage
and interact with it and each other. All
of these things will support digital business initiatives in the future, and most
will do so via platforms.
That's the case for most industries,
but in shipping where the overwhelming majority of businesses are SMEs it's
even more likely. That's because there
simply isn't the expertise or infrastructure to allow most companies to access
these new technologies and capture the
value from them otherwise.
It's for this reason that the platforms emerging in shipping and
maritime now are going to shape the
future. Not just because they represent

Image credit © Gartner

the focus of opportunity for the growing Digital Transformation—or DX—
Economy in shipping, but also because
they indicate where the strategic thinking has been going on. Where investments have been made already, where
expertise has been gained and where the
exponential path is being trodden.
But platforms are incredibly important for another reason. They come in
all sorts of flavours, Information system
platforms support back office operations
such as ERP, core systems, and associated middleware and development
capabilities to deliver solutions. Customer experience platforms support the
main customer-facing elements, portals,
multichannel commerce, and customer apps. Analytics and intelligence
platforms—increasingly critical—will
deliver information management and
analytics capabilities, enabling datadriven decision making and automating
discovery and action. IoT platforms will
connect physical assets for monitoring,
optimisation, control and monetisation,
integrating with core and operational
technology systems.
But what's really pertinent here is
the business ecosystem platform, one
which supports and connects external
ecosystems and marketplaces via API
management, community, and enterprise-grade security. Because business
in the future will be about ecosystems,
not industries, and platforms are where
ecosystems begin.
What's needed are platforms which
enable both interoperability and differ-
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360°
Blue

What's your place in the DX Economy?
Exponential technology growth is meeting global megatrends and new generational mindsets.
Together they will change the world we know today profoundly. Digital transformation efforts are
shifting from projects and initiatives into a strategic business imperative.
At your fully customised 360° Blue workshop we explore the impacts and opportunities of disruptive developments and radical technology change, identify new risks and how to capitalise on new
kinds of business model, address the need for faster more radical innovation, and acquire a real
360° thinking mindset that's necessary for organisations to find their place in the DX - Digital Economy.
To learn more about how we can help you find your place in the DX Economy, email us at
360blue@futurenautics.com
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TCS's Frank Diana has outlined an ecosystem maturity model that charts the progression
towards the kind of collaborative future business model that looks pretty inevitable
entiation, security and responsiveness.
With disruptive technologies moving
horizontally across vertical markets the
battleground is likely to shift to ecosystem versus ecosystem.
Opportunities for growth are going
to increasingly be found outside of an
organisation's 'core' business. TCS's
Frank Diana has outlined an Ecosystem
Maturity Model that charts the progression towards the kind of collaborative future business landscape that looks
pretty inevitable.
At the entry level partners cooperate and are 'platform-aware',
before moving to collaborating on tasks
incorporating narrow use of ecosystems
and becoming 'platform-oriented'. As
the model matures it moves towards
business model collaboration involving
the broad usage of ecosystems which
are 'platform-enabled'.
The fourth stage involves ecosystem
model integration where ecosystem
thinking and behaviour dominate
leading to business becoming 'platformcentric.' The fifth and final iteration
is what Diana calls Value Integration,
where a finite set of ecosystems dominate, the traditional industry evaporates
and business becomes 'platform-ubiquitous' powered by a general purpose
technology platform (GPTP).

There is a lot of discussion about
collaboration, crowdsourcing and
tapping the global brain. What we're
really talking about is extracting and
sharing information and intelligence.
Integrating with our partners, customers, employees, competitors, regulators,
suppliers and the end-consumer has
to underpin that at a technology level.
From platform to ecosystem the enabler
of that at a technology level is the third
platform and the digital mesh.
That's why the platforms that
emerge this year are crucial, because it
is around them that we will see the nascent ecosystems form. Those ecosystems
are what the shipping and maritime
industry will eventually become, so the
companies that lead the way will be the
companies which own the future.
The emergence of these platforms is,
I believe, the green shoots of recovery
for shipping. They are the first signs of
how and where the digital future could
blossom, and the first step towards
turning shipping's winter of discontent
into a summer of love. Ecosystems
create interdependent, collaborative
operations and contagious accountability around products, services and
industries.
The digital ecosystems developing
now are going to dominate everything

you do in the future, from the way ships
and companies are regulated—much
more on smart regulation and how we
beat the bureaucratic singularity next
time—to how they are evaluated for
lending, insurance cover and—critically—as suppliers to the charterers who
pay the bill.
So this is an huge opportunity for
growth, but it's also the beginning
of a battle for survival. That's why I
told Splash 24/7 that the companies
who dominate the industry today are
unlikely to be the ones who dominate
in the future. Because the important
expertise—in digital technology deployment and management, platform
operation and ecosystem thinking—
isn't in shipping companies. In fact the
vast majority have fallen at the very first
hurdle.
Remember back a thousand words
or so when I was talking about digital
business? Here's what I said, "digital
technologies allow companies to have
digital online connections to end-customers, employees, assets and products
wherever those individuals, assets or
devices are." Now the third platform
is considered by most companies to be
the foundation. That's because it doesn't
even occur to most companies that you
wouldn't have invested in enterprise-
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If you're working in the maritime industry
and you don't read this, then you probably
won't be for much longer.
For three years futurist K D Adamson has
been dispensing regular doses of the tough
love the shipping and maritime industry
needs to reimagine itself for the digital age.
Now Shipping and the 800-lb Gorilla brings
together some of the best of her articles,
covering everything from autonomous
ships, cyber security and artificial intelligence, to the image of shipping, and the
challenges and opportunities the industry
faces as it seeks to reshape itself in the
exponential age.
Fearless and unflinching, she oﬀers cuttingedge insight about where the industry is
going and why, and hands out both criticism
and credit where it’s due.
Astute, occasionally savage, but always
delivered with her unique blend of humour
and clear aﬀection for shipping and the
people in it, if you work in the industry and
would like to continue to in the future, this
book should be both compass and bible.

"Scarily smart."
"Whatever she has to say is both prescient and a must-read for those
rare folk in shipping who actually think more longer term." - Splash 24/7
Order your copy today at www.shippingandthegorilla.com
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grade, as-fast-and-reliable-as-you-canafford connectivity to absolutely every
endpoint, sensor or other source of data
and therefore value-creation, you have
access to.
That's the absolute, non-negotiable,
no-brainer enabling requirement that's
frankly so blindingly obvious that it
would be infantile to reference it.
Except that in shipping it's very
often missing. I'm going to trot out a
stat you've heard from me before, we
should probably update it, but it's still
worth your time.
A few years ago the average Inmarsat customer spent less than 1 per cent
of their operating budget on connectivity. Think about that, and then think
about what that means for shipping
companies and ship managers and their
ability to compete in the digital mesh
and ecosystem environment of the
future.
Without connectivity to their largest assets, key people, equipment, cargo,
customers, lenders, insurers—the list
goes on—it's the equivalent of sending
them into battle with both hands tied
behind their backs. And cutting their
legs off for good measure.
And who are they up against? On
the one side there's Amazon, Uber,
Alibaba, Cargill—huge, well-resourced
companies with clear digital intent; and
on the other lean, technology-centric,
hungry start-ups with passion and vision for what could be, ready and able
to access these platforms and scale fast.
What we now call the shipping
industry is just where the platform happens to be located. But the destination
isn't shipping, it's owning one of the
new ecosystems it will become.
I don't believe it's any accident that
J K Rowling chose to create Harry Potter's magical platform at King's Cross
between platforms 9 and 10. Because
there's a much older story about what
lies under those platforms.
Boudicca was a queen of the British
Celtic Iceni tribe who led an uprising against the occupying forces of the
Roman Empire around AD 60, and was
slaughtered for her trouble. Legend has
it that her body lies somewhere under
those platforms at King's Cross.
Stories are often built on top of
stories, leveraging and amplifying the
layers of meaning and impact as they
go, and technology operates in exactly
the same way. The third platform is the
latest iteration but we're already talking
about the fourth, and thanks to the ex-

ponential growth of computing power,
what we're really doing is moving from
the third to the sixth, then the twelfth,
and so on.
That's at the heart of my advice to
shipping and maritime businesses to
make the strategic investments into
third platform infrastructure and to
start building their own, or co-operating with the emerging platforms in the
industry really, really quickly. And the
absolutely number one priority, if you
haven't got it already, is to get connected.
I've called connectivity the gateway
to digital operation many times, and as
the future speeds up it's turning into

an even more fundamental need. Just
like Harry Potter lining up his baggage
trolley, what's required to open that
gateway is enterprise-grade connectivity, and something else too.
Like Potter, you need an unshakeable belief that there is something on the
other side—something that you can see
clearly if you close your eyes. And most
of all you need an absolute conviction
that it's somewhere that you and your
organisation wants to go.
It's the difference between catching
the digital train, or ending up banging
your head against a brick wall.

You need an unshakeable belief that there's
something on the other side, and an absolute
conviction it's somewhere you want to go.

Image credit © Warner Bros.
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Reset?
A

lot has changed during the
course of 2016, not least
the international political
landscape. Anti-trade rhetoric in the
US presidential election, the UK’s vote
to leave the European Union, massive migration challenges, the rise of
nationalism in various countries and
stark divides among WTO members
have challenged much of the progress
of globalisation.
Political tensions have been building for some years now but became
truly visible in 2016 when public
opinion was formally voiced in various
elections, and have triggered some pub-
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lic backlash against globalisation.
At least part of the explanation can
be found in the low economic growth
that has crystallised since the financial crisis. Larger groups of people,
particularly in the advanced economies,
feel that they have been left behind
by their governments. Some low and
middle-skilled workers have lost their
jobs either due to trade and offshoring
or, equally likely, as routine tasks have
become increasingly automated thanks
to technological innovation.
In many cases, workers have found
it difficult to find reemployment and if
they have, they have often had to ac-

cept lower wages. The only certainty as
we leave the global financial crisis further behind is that the factors affecting
global economic growth are becoming
more complex. They reflect a combination of global forces — demographic
trends, politics, technology — and a
variety of local issues that may prove
strong enough to become regional or
international topics.
In the past, technological innovation was able to create more new jobs
than it destroyed and combined with
the advances in globalisation millions
of people was lifted out of poverty.
Today, the world economy struggles

Image credit © Getty Images

The fourth industrial revolution is disrupting
some very basic mechanisms that have been
facilitating massive growth in seaborne trade
volumes over the past decades, and they
could become outdated sooner than many
people expect, explains Christopher Rex.

with low global economic growth and
the number of jobseekers, mainly in
emerging and developing countries, is
increasing.
The employment outlook for many
of the countries in Latin America, Asia
(especially China), Africa and the Middle East has worsened in recent years.
The world economic outlook is shrouded in uncertainty since the combined
effects of the fourth industrial revolution (e.g. artificial intelligence, robotics, the internet of things, 3D printing
and digitalisation) seem able to disrupt
everything we know about economic
growth, from labour markets to trade

relations. The relationship between
labour market dynamics and economic
growth in the age of the fourth industrial revolution is complex but may hold
the key to better understanding the
outlook for the world economy and not
least for shipping.
The question going forward is
essentially: how to create jobs and
economic growth for the millions of
people that are ready to enter the global
workforce and become consumers in
emerging markets? Many are concerned
that we are heading towards a future
where the number of both white- and
blue-collar jobs — everything from

taxi and bus drivers to X-ray specialists
and market analysts — will shrink. But
how will the world population growth
translate into economic growth if we
are unable to create the millions of jobs
needed? Urbanisation without jobs
simply create slums. How will emerging
markets integrate and prosper if future
demand for a large pool of unskilled
workers and/or for raw materials diminishes with the advent of the fourth
industrial revolution?
These are important issues to
consider since the integration of these
workers into the world economy forms
the basis of many growth outlooks,
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including the most optimistic for
seaborne trade volumes.
We do not have all the answers but
we hope to spark a discussion of the
possible outcomes because the composition of the world fleet is ill-suited to
the expected transformation of trade
volumes and patterns.
The world fleet is young, the average
vessel is larger than in the past, and
more vessels are on order. The general
outlook for the shipping industry is
therefore challenging. Freight rates
and secondhand values are low across
the board, and shipyards are closing, or
reducing capacity, due to overcapacity.
The shipping industry is simply
positioned for growth in seaborne trade

Offshore-related vessels. In short, the
shipping industry is in the midst of a
process whereby supply continues to
expand while medium to long-term
seaborne trade volumes seem to be on
the brink of stagnation or are facing
very low demand growth.
This apparent decoupling between supply and demand is expected
to introduce massive changes to the
competitive landscape of the shipping
industry within the next five years.
We believe that the forces currently
in play will introduce far-reaching
changes that redefine or augment the
established value propositions within
the shipping industry. Some players
are already adapting successfully, while

disrupt existing value chains, enter new
sectors and create innovative business
models.
In today’s market, the hardware of
the industry is increasingly becoming a
commodity. Modern vessels offer little
opportunity for differentiation. However, the data they generate may prove
extremely valuable.
The shipping industry should
increasingly treat data as a competitive advantage. Trade data fuels the
algorithms that provide insights into
markets, customers and business processes. By creating a trading platform
from which data is stored and analysed,
various players within the ecosystem
of global trade – from shipowners to
Image credit © Getty Images

We continue to argue
that seaborne trade
volumes in 2030 will be
little higher than today,
growing by an annual
average of just 1%

volumes and is very vulnerable to forces
— ranging from ageing consumers to
technological innovation and anti-trade
politics — that may reduce growth in
trade volumes. Technological innovation will continue to accelerate globalisation, but the impact on international
trade volumes might diminish.
We strive to take these issues into
account when we continue to argue that
seaborne trade volumes in 2030 will be
little higher than today, growing by an
annual average of just 1%.
The industry continues to struggle
with overcapacity which is stubbornly
infecting most segments; from Container and Dry Bulk vessels to Crude
and Product Tankers, Gas Carriers and

others are lagging behind. We believe
digitalisation could be the way forward
for the industry.
In the past few years, we have seen
digitalisation bring its first benefits
to parts of the shipping industry, yet
enormous untapped potential remains.
In time, digitalisation will transform
the way the shipping industry functions
and has the potential to unleash global
opportunities for value creation.
Promising pockets of excellence
already exist across the industry, demonstrating that the potential is real.
But digitalisation is not only a means
of optimising a company’s existing
operations; it also gives both disrupters
and traditional shipowners the power to

suppliers, brokers, banks and insurance
companies – are able to cultivate existing business models and create innovative new business models that tap into
value far beyond the current scope.
For shipowners, the trade data
could turn out to be at least as valuable
as their assets were in the past and may
enable significant cost reductions from
efficiency gains. The impact on existing
business models could be profound.
Within the next few years, the existing
value proposition could lead the shipping industry to a tipping point: either
disrupt or be disrupted.
The shipping industry is still at an
early stage of digital disruption. New
market mechanisms are likely to be
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Like a glimpse of the future
this Nor-Shipping week?

Join us on the Orange Sofa

Hear top Futurist K D Adamson in conversation on the Orange sofa,
and discover how you can create a digital vision for your business.
Following a sell-out event in Athens, shipping’s Orange Sofa lands in Norway this Nor-Shipping
week bringing with it visionaries from both inside and outside the shipping industry, and a
chance to see top Futurist K D Adamson, live, with her blueprint for the industry’s future.
Join us on the Orange sofa, Wednesday 31st May at the Radisson Blu Scandinavia Hotel in
Oslo and learn how you can create a digital vision for you, your company and your industry.
Places are free but limited, so book now at
www.shippingsorangesofa.com

www.shippingsorangesofa.com

developed in the years to come. Some
may disrupt large parts of the existing
markets and change entire value chains,
but we believe it is better for the industry to disrupt itself than be disrupted by
others.
We hope to develop a view of the
deeper forces behind digital disruption in the shipping industry. It is our
ambition to spark a discussion that
encourages our readers to imagine the
shipping industry in a digital future.
Imagine transportation as a service
distributed on a digital platform: a digital platform would give market-makers
an opportunity to perfect the connection between buyers and sellers globally.
This is clearly about vertical integration, but the scope could be much
broader. It is about unlocking markets
by reducing transaction costs, increasing
transparency and reducing information
asymmetry.
Taken as a whole, these forces hold
the potential to blur the boundaries and
definitions of industries and make more
extreme outcomes a part of the strategic
calculus. The shipping industry could
potentially come up with an entirely
new value proposition that trumps the
one it already has.
These platforms tend to harness
first-movers and network effects and
by redefining the standards, a platform
may force the rest of the industry to
integrate into a new ecosystem built
around the platform itself.
The shipping industry is centrally positioned but could likewise be
marginalised if it fails to move into the
digital space. The champions of disruption are the ones that are creating a new
and significantly enhanced value proposition for customers. Such a new value
chain holds the potential to redefine the
ecosystem of world trade.
Imagine the potential spill-over effects such changes could have. If a new
platform or several platforms were to
be built on technologies that included
blockchain technology (i.e. distributed
ledgers), a wide range of intermediate
industries (e.g. ship brokers, insurance
companies, spare part suppliers, banks
and several others) that are currently
participating in the facilitation of world
trade could likewise be at risk of losing
major parts of their current business.
The ecosystem of the maritime
cluster needs to adapt to a new digitalised industry. The result could be not
only the destruction of sizeable profit
pools but also the emergence of new

Image credit © Getty Images

The world fleet is young, the average vessel
is larger than in the past and more vessels
are on order. The general outlook for the
shipping industry is therefore bleak.

value drivers. Some investors seem to
believe that past dynamics remain intact
and that the shipping industry will be
on its way out of the doldrums in a
few years. We certainly hope that these
expectations come true but we urge
market participants to consider some
of the structural challenges that could
be transforming the long-term outlook
for many parts of the shipping industry.
Well-known futurist K D Adamson
has termed this phenomenon the 'New
Seaconomics'.
The advent of the fourth industrial
revolution is disrupting some of the
very basic mechanisms that have facilitated massive growth in seaborne trade
volumes over the past decades. These
mechanisms could become outdated
sooner than many people expect.
If these trends gain further ground,
they may represent a significant risk,
not just to the shipping industry but to
the global economy, since they have the
potential to hold back economic growth
and global trade in the years to come.
The potential consequences hereof

may or may not come into play within
the lifetime of vessels recently ordered
and could have a major impact on the
shipping industry. Some of the scenarios we envision will play out, while
others will be overtaken by alternative
scenarios or the status quo will prevail,
although the latter is less likely.
Still, it is important to keep in
mind that long-term trends only define
the dynamics in play. These dynamics
may easily be outgunned by temporary
forces defining short-term demand.
Even in oversupplied markets, temporary forces may become sufficiently
powerful to raise freight rates and
secondhand values over several months,
sometimes even longer.
It is therefore important not to
interpret short-term spikes as signs of
a more lasting recovery and to continue
to show restraint with regard to ordering new vessels.
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Space
Age

Some of the world's biggest names
started in a garage, but it's not
just floorspace that's the issue, it's
about headspace too, as Dualog's
new Garage amply demonstrates,
says K D Adamson
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B

ack in the mid-1990s a large British grocery supermarket picked up an interesting correlation in
their purchasing data. They noticed that people who
bought newborn nappies (or diapers for our transatlantic brethren) also seemed to buy an awful lot of beer.
This odd relationship caused them to investigate slightly
further. They discovered that—quite understandably—women
who had just launched a new baby weren't always up to doing
the weekly shop, and therefore sent the husband or partner who
had been responsible for laying down the keel to do it instead.
You can work out the rest.
Having unearthed this little nugget of intelligence the grocer
then proceeded to move the newborn nappies and other newbaby requisites to a gondola on the end of the beer aisle and
promptly grew sales of both by upwards of 15 per cent.

the ground. I use the word 'space' in
its broadest sense, because it isn't just
about the square footage required to set
up your desk, PC and swivel chair. And
it isn't just relevant for innovative startups, it's relevant for any company serious about pursuing the innovations they
need to remain relevant and competitive
in this age of exponential technology
growth and change.
Thanks to their handy locations,
open and collaborative space, yet private
and self-contained footprint, garages
have given birth to some of the biggest
companies of the 20th century. The
garage at 2066 Crist Dr. in Los Altos,
California was designated an historic
site back in 2013, joining the garage at
367 Addison Avenue in Palo Alto—ten
miles down the road. These garages bore
the world Apple and Hewlett Packard

respectively, whilst others have given us
Microsoft, Mattel, Disney and Harley
Davidson. Although where else Harley
Davidson would have started up I'm
not entirely sure.
One can understand then, that in
crowded Singapore the lack of garages
means an acknowledged part of the
start-up alchemy is missing. In some
respects it's a similar problem to that
faced by established companies. Innovation needs not just space, but a particular kind of environment, and whilst
the square footage isn't a problem in
itself, reproducing that kind of creative, passionate, hothouse experience is
tough for process-driven, hierarchical
enterprises.
I wrote last year about the Lockheed Martin Skunk Works, the experimental engineering department set up

Image credit: Arne Helme, CC BY-SA 3.0

I was reminded of this when I was
chatting with Charlie Ill of Red Dot
Ventures, a seed-stage venture capital fund focused on Singapore-based
high-tech startups. "The problem is that
in Singapore very few people have a
garage," he said. What, you may wonder, has the availability of garages—or
lack thereof—to do with the Singapore
high-tech start-up scene? Well, actually,
quite a lot.
What Charlie, and anyone who
works with or supports early-stage,
innovative companies knows, is that
you need some space to get them off

Geir Isene, the Norwegian tasked with driving success
at the Dualog Garage, loves "stuff that amazes me".
So he's in for a real treat in shipping.
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When you speak to Isene you realise
that hiring him could well turn out to
have been Dualog's master-stroke
in 1943 by Clarence "Kelly" Johnson.
Famously the Skunk Works was given
150 days to build the secret XP-80
Shooting Star jet fighter, and managed
to do it in 143. Kelly's unorthodox
approach to sequestering the brightest minds away from the rest of the
organisation and giving them complete
responsibility and autonomy was so
successful that the Skunk Works continues to this day—one of their current
projects is a Compact Nuclear Fusion
Reactor.
It's a great example of the tension
between successfully managing the
day-to-day operations necessary to stay
in business (or in this case, win the
war) whilst driving the kind of innovations necessary to thrive in a future we
are increasingly uncertain about.
That tension is common across
every industry, and examples of Skunk
Works and Garages abound, but in
maritime, despite many companies
recognising the need for innovation,
I haven't come across anything that
looks like a formal attempt to create
something similar.
That's why I was absolutely fascinated to hear from my friend Walter
Hannemann, who also writes for us
this issue, that maritime satellite communications outfit Dualog was setting
up exactly that. A Garage. And they are
serious.
As I pointed out, the Garage is
more than just a physical space, it's
representative of a mindset in which
creativity and innovation are explored
and boundaries pushed, so Dualog has
been very clever not to put the project
in the hands of a dyed-in-the-wool
Dualoger. Instead they've turned to a
non-shipping type, Norwegian Geir
Isene, to set up and lead the Garage.
A self-described nerd, Isene is a
writer, philosopher, artist, musician and
gamer, with a love of mathematics, astronomy, astrophysics, particle physics,
chemistry, hardware and software, and
'stuff that amazes me'. In which respect
he's going to love shipping—am I right
guys?
Joking aside, when you speak to
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Isene you realise that hiring him could
well turn out to have been Dualog's
master-stroke. Because underlying his
myriad interests is a rock-solid record
of commercial success.
On top of that commercial nous, he
brings experience of coaching everyone
from high-performance Olympians to
international artists, inspiring them to
reach their full potential.
"In every software company the initial innovative drive begins to taper off,
that's inevitable," Isene tells me when
we speak, "as a technology company
you find your energy being directed
towards supporting the products,
maintaining them and incrementally
upgrading them, fixing bugs."
It's a problem that even the mighty
Google has to contend with, responding by allowing its employees to work
on their own projects for 20 per cent
of their time. Now it's gone further
though, allowing individuals to pitch
it to set up within its start-up incubator—Area 21—where Google will seed

fund and take a stake in the business
when it eventually spins it out.
Dualog's model has similarities in
that it's physically located within the
organisation's buildings, but in other
respects it is very separate. "Dualog has
a 60 per cent stake in the Garage and
it will have first refusal on any innovations and concepts which we create
there," explains Isene. "That means
that what we develop might be sold to
Dualog, but it could equally be sold to
Doctors Without Borders, if the application is appropriate for them."
The majority of the staff though,
will be from Dualog, "We'll rotate
people into and out of the Garage on
a roughly two or three month cycle,
so that everyone can expand their
thinking, but I expect that there will
be people who end up staying," admits
Isene. Complementing the Dualogers
however will be a variety of new hires
including a German, "black-hat hacker,
turned white-hat, total genius" and a
Chilean with a 'passion for challenge'
whom Isene has persuaded to uproot
his family from Chile and travel all the
way to the bleak Nordic north to take
up residence in his Garage.
Despite Dualog's focus on the
shipping and maritime industry Isene
doesn't have a background in shipping,
although he's already embarking on a
whistle-stop tour of some of Dualog's

BMW founded its own start-up garage in 2013, whilst Google allows
employees to devote 20% of their time to personal projects; (right) a
badge from the legendary Lockheed Martin Skunk Works started by
Clarence 'Kelly' Johnson in the 1940s.

Image credit © BMW/Google/Lockheed Martin

large customers seeking out intelligence about the kinds of problems the
industry needs to solve, and the sort of
questions the Garage should be asking.
When asked how he intends to
manage the Garage Isene is clear that
as, "an anarchist at heart" he doesn't
intend to micro-manage anyone. "If
you work with geniuses you find that
they are very self-propelled," Isene
explains. "My job is to ensure I maintain an environment which is conducive
to innovation, allowing them to think
creatively and not be stifled. If that
means I run around getting them coffee or a massage, it's fine. Fun is a very
important part of experimentation and
innovation."
So what will success at the Garage
look like? "When I see a report in this
magazine about a tangible solution or
service that we've created, that will be a
success for us," says Isene. But speaking
to him what comes across powerfully
is that the mindset Isene brings will be
as important as any single product the
Garage conceives, if not more so.
Aside from numerous companies,
books and music Isene is also the cocreator of four sons, whom he credits

with teaching him the importance
of simplicity. "When questions like
“Daddy, do you believe in reality?” or
queries about parallelisms between
dreams and reality come up, I am challenged to explain complex physical and
philosophical concepts in really simple
terms," he writes on his blog.
"This has been immensely valuable
as I have come to understand the real
power of simplicity. If I cannot explain
a concept such as quantum mechanics
so that a 10-year-old can understand it,
I have not myself sufficient understanding of it. I always seek to understand
subjects, ideas, methods and results to
the degree that I can make it simple
enough for a boy to get it."
I have my concerns about Garages
or Skunk Works when they're the product of big legacy organisations, trying to
recapture their failing innovative beauty,
like a fading movie star. My instinctive
reaction is against anything which silos
off what the organisation perceives as
its best creativity and genius from the
rest of the organisation.
In an era when we are recognising
that great ideas can come from anywhere, that kind of hierarchy strikes me

as counterproductive. But having said
that, these things are all in the execution, and if Isene and the Dualog team
are capable of feeding their people
through the Garage in such a way that
they not only suck up the creativity and
exuberance which Isene is determined
to deliver, but most critically, are able to
go back out into the organisation and
spread those concepts and that purpose in simple terms that everyone can
coalesce around, then that really will be
something of value.
If Dualog can make its solutions
powerful enough to solve problems and
simple enough to be understood by a
ten-year-old, it'll be on the right track.
Innovation may just be the toughest of the tough challenges the shipping and maritime industry is facing,
but whereas so many companies are
paralysed by the sheer scale of the
change coming their way, Dualog is
taking a bold step towards shaping its
own future.
I, for one, will be watching them
and their 'Geirage' with great interest.
And I hope it's a runaway success.

Image credit © Getty Images

If Dualog can make its solutions powerful enough to solve problems
and simple enough to be understood by a ten-year-old, it'll be on the
right track. I shall watch their 'Geirage' with great interest.
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All
Hands
Many hands make light work, and shipping has big problems
to solve, but for collaboration to thrive companies must stop
overestimating the benefits of walking the road alone, says

Sofia Fürstenberg
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he maritime industry has been locked in a commodity game for decades now. Survival mode
has been the default state of mind for many, and
operational stream-lining, efficiency measures and down-sizing
have prevailed.
The biggest operators brace themselves with “cost leadership” and promises of offering cheaper services year on year.
At the same time, never before has the industry seen so many
exciting technology opportunities arriving on the horizon;
3D-printing, smart sensors and novel materials are opening
up a whole new technology space for a very slow-moving and
conservative industry.
How can it unlock these opportunities, and at the same
time step out of the commodity deadlock? Well, many have
realised that doing it alone will be a very hard approach. Thus
the key word here, is collaboration.
The whole idea of industry collaboration is about understanding the core of a problem or opportunity, and identifying
mutual value drivers for the collaborating partners to solve
that problem and/or seize the opportunity together. It is about
bringing all available competencies together, to solve the problem in the very best way possible.
In some other industries it's termed crowdsourcing, but in
the maritime space, an appreciation of the opportunities arising
from collaboration or crowdsourcing—however you care to
describe it—seems to be lacking.
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What reasons might lie behind
this lack of appetite or appreciation for
the kind of collaborative efforts other
industries are increasingly embracing? One explanation is that the ship
operator has a tendency to revert to a
buyer-supplier relationship.
With a very ambitious cost-cutting
agenda, spending money on development where the outcome is uncertain
is understandably both financially and
politically difficult. However, the challenging market conditions should be
acting as a catalyst and an incentive for
collaboration.
Collaboration is a way of solving
the problem, whilst sharing the risk to
some degree. Interestingly enough, this
is often not what happens. Instead, the
collaboration turns into a not very constructive procurement exercise, with the
objective of the ship operator to get the
maximum out for the minimum cost
possible. The risk inside this exploratory
space then becomes unbearable for the
maker, and the collaboration stalls.
Other ship operators overestimate
the benefit of walking the road alone.
When the commodity game is the extent of the vision, scale and operational
efficiency are essential for survival, and
being economic is alpha omega. Following this, any investments in new and
unproven technologies are perceived as
uncomfortable risks; especially if these

There would have been no financial disadvantage in such
a collaboration between competing companies, instead
all parties would have made considerable savings on the
validation process - a salutary lesson that being protective
about knowledge can actually be very expensive.
technologies will not improve the bottom line.
Many new technologies out there
will not actually create any tangible
competitive advantage however, but
instead add more intangible value, such
as reducing operational risks.
Surely that's an opportunity for
horizontal collaboration between
competitors? Imagine how differently
the industry could have approached the
issue of preparing for the Ballast Water
Convention.
Ship operators could have collaborated; shared information with the
competition about how well the systems
were performing, and isolated the top 3
at less cost and with more confidence.
Instead they have been keeping the data
for themselves while undertaking costly
and complex trials alone.
Interestingly in this case there
would have been no financial disadvantage attached to such a collaboration
with competing companies, instead
all parties would have made considerable savings on the validation process.
A salutary lesson that being protective

Synergies will be grasped between shipping,
transport and ocean industries alongside the
discovery of opportunities within the circular
economy.

about knowledge can actually be very
expensive!
Finally, and no doubt familiar to
many, is where the collaboration opportunity is downgraded to a marketing opportunity. The objective for any
collaboration should be to either solve a
problem or grasp an opportunity, which
all partners, in one way or the other,
would benefit from.
In well-functioning collaboration
networks, this is a fundamental premise.
So I guess it is in the poorer-functioning networks that the objectives relegate
into that single opportunity of positive
exposure and profiling.
All too often, in my work as a collaboration facilitator in the industry, I
have discovered how one party is joining a collaboration opportunity in order
to not “miss out”, but at the same time
has no intentions of any (larger) investments into the initiative.
If everybody is joining a collaboration project on these terms, one has
to question how great the value of the
project will be, and indeed whether any
value will be created at all?
I think the maritime space will open
up in the coming years, not least with
regard to potential market disruption,
and the level of excellence in industry
collaboration will play a big role here.
In a few years, we will see digitalisation of the fleet and the advent of true
smart ships. We should see the entry of
new types of commercial platforms for
facilitating trade, the elongation of the
transport chain with the help of drones
and the redundancy of freight forwarders.
Synergies will be grasped between
shipping, transport and ocean industries
alongside the discovery of opportunities
within the circular economy.
The opportunities are many, but the
question the ship operators need to ask
themselves is how fit they are to seize
these prospects for market differentiation and finally break out of the commodity game.
Or if the only way forward, for ever
and ever, is to just push down cost and
get cheaper.

Image credit © Getty Images
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The
movement
begins
The inaugural Shipping2030 event brought
together a diverse audience ready to learn
and share information and searching for new
collaborations for shipping's digital future,
says Amy Berry
40
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ingapore has shipping in its veins
and as a result the city-state
plays host to a constant stream of
maritime and shipping focussed events,
conferences and seminars.
With almost every one of those now
beginning to recognise the importance
of the digital transformation that the
industry is undergoing, ship operators
and maritime suppliers are bombarded
with invitations to events which are trying to map what the future of shipping
will look like.
So on one measure alone the inaugural Shipping2030 Asia event held
in Singapore in December 2016 was a
great success. With over 200 delegates
across two days of packed programme
the turnout even surprised Conference
Producer Richard Howarth.
"We'd worked extremely hard to
create an event that was relevant to the
questions people are asking, but with
any new conference series we're never
100 per cent sure how things will go,"

In association with

m a r i t i m e

he said. "To have this level of participation in a brand new event was fantastic."
The conference was opened by leading futurist and Futurenautics Group
CEO K D Adamson whose keynote
set the tone for the two days. Taking the audience through some of the
global disruption we can expect and the
technologies producing that she then
narrowed down to a view of shipping's
future and the specific opportunities
and threats it faces.
She then challenged the senior
audience to spend the next few days not
trying to predict the future, but creating

it together by finding a digital vision for
their companies and the industry as a
whole.
Interim results from the Futurenautics/Ericsson Digital Infrastructure
Investment and Transformation survey
then provided the basis for a discussion around the difficulties of digital
infrastructure investment.
Panellists including Walter Hannemann of Dualog, Christopher Pålsson
of Lloyd’s List Intelligence, Surinder
Brrar of Pacific Basin and Christian
Nolting, Director of Ship Finance Asia
Pacific, Norddeutsche Landesbank
Girozentrale in Singapore explored the
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Large and lively panels
were a hallmark of the
event and featured Hege
Skryseth of Kongsberg
Digital (top), Rick Hawkins
of PTC, Argyris Stasinakis
of Marine Traffic, and Oskar
Levander of Rolls-Royce.
reality of accessing finance today, where
companies could find a digital dividend and how digital could improve
competitiveness.
The theme continued with an
exploration of how we drive innovation within the shipping industry with
contributions from UASC's Chief
Commercial Officer Uffe 0stergaard,
Hege Skryseth, Chief Executive Officer of Kongsberg Digital and Brent
Bruun, Chief Operating Officer of
KVH Industries, and an evaluation
of how shipping can collaborate with
its customers better with BMW's Al
Cardona and Shen Lee Loh of StoltNielsen.
Large and lively panels were a hallmark of the event including a revealing
session about new relationships and
partnerships.
A diverse group on the stage discussed many different ways in which
new partnerships and collaborations
could be transformative, including
V.Ships' Peter Schellenberger explaining its collaboration with Anglo-Eastern, and Rick Hawkins, Chief Technology Officer at crewing giant PTC
talking about its partnership with the
MIT Industrial Liaison Programme.
Outlining the opportunities to
reach and connect via digital platforms
Sharon Gill of ShipServ, Colin Hayward, Managing Director of Chinsay
and Constantine Komodromos, Chief
Executive Officer and Co-Founder
of VesselBot all made the case for
efficiency and insight that use of such
platforms can deliver.
With disruptive data-focussed
companies including Clearmetal's
Adam Compain and Traxens' Sylvain
Prevot, together with industry veterans
like Marine Traffic's Argyris Stasinakis,
Big Data and its application was a big
theme.
A contribution from IBMs Laura
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Wynter also gave an overview of Project SAFER, a collaboration project
between IBM and the Singapore
Maritime and Port Authority looking at
how advanced analytics can transform
maritime operations.
One of the hottest and most widely
debated topics in the industry—smart
and unmanned ships—was covered
by those at the very cutting edge of
developments.
Rolls-Royce's Oskar Levander,
ABB's Rune Braastad, Eniram's Melvin
Matthews and Inmarsat's Drew Brandy
outlined a vision of shipping that fully
utilised enterprise-grade connectivity, the Internet of Things, advanced
analytics and smart networks to deliver
autonomous and unmanned shipping in
the future.
Following a highly entertaining
drinks reception—including close-up
iPad magic and humorous remarks from
sponsor Henri van Boxtel of Wärtsilä
that continued the atmosphere of great
fun—the conference got down to business again the following day.
K D Adamson began by asking hard
questions about the connectivity available now and in the future to shipping
and maritime companies to a senior
panel which included network operators
Inmarsat and Intelsat, Stephan Romer
Jorgensen of Cobham SATCOM, Walter Hannemann of Dualog and Trevor
Whitworth of Globecomm.
Coming away with an understanding of the falling costs and high standards of reliability available in connectivity, another insightful panel took up the
theme of smart regulation, including
Khorshed Alam of DNV GL, Hans
Pedersen of Danfoss and Norton Rose
Fulbright partner Ian Teare.
With questions coming in thick and
fast from the audience via the conference's interactive app, all the panellists
fielded a wide range of topics demonstrating how central smart regulation
will be in the future.
Continuing that high level of energy was the cyber security and resilience
panel, which was one of the liveliest of
the conference.
K D Adamson opened with some
eye-opening stats around cyber attacks
in the industry asking Bryce Boland,
Chief Technology Officer for Asia Pacific at FireEye, to give a global view of
the current threats and how to approach
them.
Jamie Rubbi-Clarke of Control
Risks took the audience through the

A highly entertaining drinks reception included close-up
iPad magic together with humorous remarks from Henri
van Boxtel of Wärtsilä (above) before the conference got
back down to business again the next day.

challenges of preparing boards to quantify and address cyber risk, whilst both
Daryl Williamson of Lloyd’s List Intelligence and Cornel Ciocan of Net Vision Corporation gave their own views
and experiences of implementing digital
infrastructure and cloud solutions with
security and resilience in mind.
Giving important clarification on
issues around the current state of cyber
insurance, what operators are covered
for and also what the implications of
the new European GDPR regulations
could be, Gareth Williams, partner at
Holman Fenwick Willan, provided
welcome and solid advice to companies
planning their cyber strategies. The
highly engaged audience bombarded
the panel with questions, more than
could be answered on stage, with discussions continuing over coffee.
Having heard the cyber panel
remind them that cyber security is as
much about people as about infrastructure the audience returned for a session
which took up the human face of digital
as its theme.
Opening the session was a direct
and often heartwarming presentation
about the importance of embracing

digital transformation and driving
change from within to protect the jobs
and livelihoods of those who are within
the industry now, from Capt Rajesh
Unni, CEO of Synergy Marine.
Capt Unni then joined a fascinating panel on how we engage people
in the digital age. With contributions
from Sue Terpilowski of Image Line
PR, Thameem Ansari, of Farstad Shipping and a remarkable case study from
Davina Rapaport of Maersk about how
it uses social media to actually make
sales, the audience went into lunch with
plenty to discuss.
Following a range of breakout
sessions picking up the day's themes
the audience came back together for
a final session learning from Charlie
Ill, Investment Director at Singapore's
Red Dot Ventures about innovation
and corporate venture capital, and his
guide to extracting value from Singapore's technology startups like a venture
capitalist.
A wealth of information for those
wanting to collaborate with start-ups,
how to find them and how to work
with them and access local Singapore
funding programmes was followed by
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The cyber resilience
panel with Bryce Boland
of FireEye (top right) ran
out of time to answer the
many audience questions; Clearmetal's Adam
Compain and Inmarsat's
Drew Brandy gave their
vision for Big Data and
connectivity respectively;
whilst Cobham's Stefan
Romer Jorgensen continued discussions over
coffee
Charlie and Nicholas Chan, Founder
& Director at Azione Capital joining a 'Kraken's Den' panel to listen to
pitches by two early-stage companies.
Designed to demonstrate how to
evaluate a new company you may want
to invest in or partner, and for those
considering starting up a new company,
the best way to pitch investors, the
session gave a great insight into the
challenges and the potential benefits of
shipping working more with start-ups.
For some in the room considering
starting up to pursue their own projects
it also gave some vital intelligence
about the process and the hurdles they
may face.
Closing the conference K D Adamson acknowledged the widespread
appreciation amongst the audience for
the quality of the panellists contributions, pointing out that a lot of work
and preparation had been invested into
them by the individuals involved—all
of them senior, busy people.
Thanking the audience for their
attention, insightful questions, and
overall for the sense of energy and fun
in the room and across the two days
of the conference, K D Adamson also
filled the screen with the on-stage
selfie she'd taken—the first known at a
shipping conference—which provoked much laughter and appreciation
amongst the audience.
With feedback from delegates
describing the event as 'outstanding',
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Surinder Brarr demonstrates his tech expertise (left) while K D Adamson and Daryl Williamson of Lloyd's List Intelligence (centre) and
Henry van Boxtel and co. (right) debrief over drinks. With feedback from delegates describing the event as 'outstanding' plans are well
advanced for the European event in Copenhagen in March. (Below) K D Adamson and the 'great audience' taking shipping's first ever
on-stage selfie.

plans are well advanced for the next conference in the series in Copenhagen, Denmark at the end of March.
"The Singapore event was a real pleasure to be part of," said K D
Adamson, "to have so many people determined to meet these challenges head-on and find the opportunities to change things for the
better, all in one place together made for a positive energy I've not
felt at a conference before. These are serious issues, there's a lot to
learn, not much time to do it, and there's a lot at stake. But you need
to balance that with a bit of fun, and I hope that the programme we
worked so hard on, together with the great people involved, delivered
both."
To get a sense of the conference Richard Howarth and his team
have cut together a short film of the event which you can see by visiting the Shipping2030 Asia website.
For those keen to be part of the European event where K D
Adamson will once again keynote and chair, more information can be
found online at
https://MARITIME.KNECT365.COM/SHIPPING2030-GLOBAL/

"These are serious issues,
there's a lot to learn, not
much time to do it, and
there's a lot at stake. But
you need to balance that
with a bit of fun, and I
hope the programme and
the great people involved,
delivered that."
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Gadgets
JetPack Aviation

46

futurenautics

Q1 2017

A

fter a number of public
flights in Europe, the team
at JetPack Aviation has announced it has selected a civilian test
pilot, who will be trained up and given
the chance to fly the extraordinary JB10 jetpack.
JB-series jetpacks, which fly for between five and ten minutes can rise at a
rate of up to 1,000 feet a minute.
The company plan to sell their jet
packs to the general public.

Activ Armor
T

he ActivArmor support device
is a new take on plaster casts.
To get one a patient has a 3D
scan of the body part which is turned into
a digital point cloud model of the limb,
and uploaded to the ActivArmor website.
The company uses that model to create a thermoplastic support device, which
is custom-formed to match the contours
of the limb.
The lightweight support device can be
made in either one complete piece that
slides onto the limb or in a two-piece design that can be taken off and put back
on again using a patented closure mechanism—depending on the nature of the
injury.
The company believes it can complete
the whole process within a few business
days while the patient wears a temporary
splint.

Images credit ©ActivArmor
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RM 50-03
R

ichard Mille and McLaren F1 have collaborated to create one of the world's
most expensive watches, the RM 50-03.
Described as the lightest tourbillon split-second
chronograph ever developed just 75 examples of the
RM 50-03 McLaren F1 will be built, with a price tag
of US$980,000 each.
Carbon fibre and titanium have been used in the
baseplate and bridges and the setup is attached to
a transverse carbon fibre cage, which Richard Mille
says is inspired by the suspension of a McLarenHonda F1 car.
According to the company, this system has survived shock loadings of 5,000 g during in-house testing.
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tarbucks has launched its AI-powered voice ordering interface for mobile ordering and paying
to enable app users to remotely order drinks just
by having a conversation, the same way you would with an
in-store barista.
The Starbucks app has allowed you to order online,
but not using your voice. Starbucks is also launching an
Amazon Alexa version alongside a mobile app bot.

StarBots
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Next Issue

Regvolution
Can digital transform shipping regulation
before the bureaucratic singularity bites?

Out Q2 2017

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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