
The Ocean 
Thought Leaders

A series of articles with the very best minds, from the very best 
companies, who know our ocean better than almost anyone else. 
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Time to lead
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Facing an uncertain world, with an unpredictable 
industry, in an age of constant technological 
evolution and innovation, the need for strong, 
enlightened and capable leadership has never 
been greater. Thankfully the maritime and ocean 
industries are rich in top-level talent.

The road ahead is littered with both challenges and 
opportunities. 

Industry and society must step carefully to preserve 
and strengthen the fragile marine environment, while 
still finding the solutions to unlock the enormous 
value that lies within our most precious and 
abundant resource, the ocean.

Impossible problem?
And this is a puzzle we must solve. As global 
populations grow the demand for energy, nutrition 
and consumer choice escalate, but the landmass 
that habitually caters for those needs does not. So 
we have to be smart. We have to look away from 
the land and determine how else we can meet that 
demand – how we can use the sea to deliver not just 
our survival, but our continued prosperity.

And for that we need our very best minds, from 
some of the very best companies, who know our 
ocean better than almost anyone else. 

We need our leaders.

Building on strong foundations 
Over the following pages you’ll find a coterie of 
CEO’s, chair people and business heads that, for 
the most part, have built their expertise in maritime 
and are now looking to how they can use their firm’s 
unique competency, experience, infrastructure and 
networks to drive future success in both shipping 
and the ocean space.

They believe that commercial and environmental 
sustainability can go hand in hand – with new 
business opportunities springing from the 
challenges that lie on the horizon.

They believe in technological advance, they believe 
in the need for a strong industry and, most of all, 
they believe in the power of people – their ambition, 
their innovation, and their power to collaborate for 
the greater good.

Our industry needs its leaders, but most of all they, 
and society in general, needs you – our people.

You are at the heart of the solution. You are at the 
heart of Nor-Shipping 2019.

Welcome to Nor-Shipping’s Thought Leaders. 
Welcome to Your Arena for Ocean Solutions.
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Morten Fon is smiling. Nothing 
unusual about that, you may 
think, given the affable nature of 
the long-term Jotun chief (soon 
to be celebrating 30 years with 
the business, with the last 13 as 
CEO). However, what makes this 
flash of enamel noteworthy is 
its display during a discussion 
on the prospects for the marine 

coatings segment – a segment 
that, he freely admits, has endured 
“horrific” conditions for much of 
the last decade. “There are clear 
signs of light at the end of the 
tunnel,” he says, referencing the 
fact that Jotun signed contracts 
for three times the number of 
newbuildings in 2018 as it did the 
previous year. “Short to mid-term, 
there are better times ahead,” Fon 
adds, noting: “By Nor-Shipping in 
June we should all, hopefully, be 
smiling just a little bit more.”

Enabling opportunity
Jotun has been a familiar face 
at Nor-Shipping since the Oslo 
and Lillestrøm based event week 
swung open its doors 54 years 
ago. Fon calls it a “vital arena” to 
meet the firm’s global customer 
base, showcase innovations and 
take the pulse of an industry that, 

like Jotun, is constantly evolving. 
“Nor-Shipping provides a window 
into the future,” he states. 
“Gathering a vast array of industry 
stakeholders in one place so we 
can gauge development, identify 
trends and plan cooperation to 
fulfil future potential. It constantly 
builds on existing strength to 
enable new opportunity – and 
that fits perfectly with our own 
approach.” It’s an approach that 
has paid huge dividends for Jotun 
over the past 90+ years.

Platform of expertise
When the family-owned business 
filled its first paint tin in 1926 its 
sights were sent firmly on the 
local whaling market. At that 
point Norway was a world leader 
in what is today an increasingly 
unpalatable industry, with 
Sandefjord recognized as its 

national hub. Jotun built its base 
opposite the local shipyard 
Framnes (birthplace of many 
famous vessels, including Ernest 
Shackleton’s Endurance) and 
devised specialized coatings for 
a fleet operating in some of the 
world’s most inhospitable waters.
This expertise provided a platform 
to move into the wider shipping 
market, which in turn gave Jotun 
the understanding to prosper 
in the energy segment when 
Norway struck oil offshore in the 

The art of leadership

late 60s and 70s. Fast forward 
and the business, which now 
employs close to 10,000 staff 
(or ‘Penguins’, as they call them) 
across facilities in more than 70 
countries, has evolved to establish 

either strong or leading positions 
in the worldwide decorative 
(domestic), protective, energy and 
marine segments.

At home in Sandefjord Jotun 
is a true local hero – its name 
is everywhere. The same can 
(almost) be said within shipping.

Culture of commitment
Jotun is the number one provider 
of marine coatings, with products 
protecting around a fifth of the 
entire world fleet. It’s a position 
that is built and maintained with 

long-term vision. “My tenure here 
is not unusual,” says Fon. “We have 
created a culture where loyalty 
and long-term relationships are 
nurtured and cherished. Internally 
we hire and develop with a view to 

creating ‘lifers’, whereas externally 
we are committed to building 
customer relationships that add 
value and help the industry tackle 
its most pressing challenges. That 
attitude helps mould our wider 
business decisions.”
To demonstrate this Jotun’s 
CEO points to the fact that 
the difficult marine conditions 
of recent years haven’t led to 
widespread cuts, but rather to 
a strategy of retaining existing 
talent and adapting capacity to 
meet demand – e.g. focusing on 
opportunities in the maintenance 

and dry docking sectors, while 
refining the newbuild proposition 
to achieve competitive advantage 
when the market does pick up. 
“We have the resources and 
people in place to move quickly 

and meet customer needs,” he 
states. “The value of that is huge 
– both for the company and the 
industry.” As is, Fon adds, Jotun’s 
current transition from a position 
of paint and coating supplier to 
solutions provider.

Better business solutions
Jotun is realigning itself to provide 
concepts and services that 
meet customer needs and solve 
business challenges. For example, 
its Hull Performance Solutions 
(HPS) offering combines premium 
SeaQuantum anti-foulings with a 
suite of sensors to measure long-
term performance in accordance 
with ISO 19030. This provides 
documented proof of HPS’ ability 
to maintain a clean hull (with a 
High Performance guarantee 
promising minimal hull speed 
loss – under 1.5% – over standard 
dry docking periods) delivering 
increased fuel efficiency and 
consumption. For shipowners this 
translates to lower OPEX and CO2 
emissions.

Suddenly coating choice 
becomes much more important 
than simply comparing paint and 
prices, it’s now a crucial long-
term investment opportunity. 
An opportunity that, with HPS 
adorning almost 900 vessels in 
the world fleet, the industry is 
waking up to.

Fon references the launch of 
Jotun’s SeaStock Management 

Clipper HPS 61. Photo credit Jotun

“Nor-Shipping provides a window into the future”.

Jotun has maintained its number one position in marine coatings despite the “horrific” 
market conditions of the past few years: adapting, evolving and building to stay ahead. 
Now, says CEO Morten Fon, with what appears to be “light at the end of the tunnel”, 
the company is well positioned to consolidate that leadership.

“We have the resources and people in place to move quickly and meet 
customer needs,” he states. “The value of that is huge – both for the 
company and the industry.”
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Solutions in 2018 as a further step 
forward. This effectively allows 
Jotun to take on the management 
of all on-board paint maintenance 
– including condition surveys, 

all ordering and logistics, 
and much more – to ensure 
predictability, optimal quality 
and protection, and hassle free 
administration. He explains: “It 
allows our customers to focus on 
what they do best, running their 
fleets, while we focus on what 
we do best – protecting people 
and property with world leading 
solutions. It’s simple, efficient and 
helps bring us closer, increasing 
understanding and performance. 
That’s something we can all 
benefit from.”

Moving forwards together
That spirit of increased 
collaboration will be key to the 
future, Fon believes, both for 
maritime and the broader ocean 

space. “Data is a key issue,” he 
states. “Access to data will allow 
us to provide better solutions, 
while sharing data across relevant 
platforms will help the industry 
in general push for optimized 
performance, efficiency and 
regulatory compliance. Greater 
transparency will help give us all 
the ability to navigate what, in the 
past, has been an unpredictable 
industry. That’s crucial.” As 
is, he imparts, being open to 
fresh horizons. “Nor-Shipping’s 
decision to enable new ocean 

opportunities for its maritime base 
is indicative of how this industry 
evolves,” he concludes.

“If you look at Jotun we have 

grown from shipping to 
embrace industry, energy (both 
fossil and renewables) and are 
now providing expertise for 
aquaculture and offshore fishery 
projects. You can take knowledge, 
transfer it and prosper, as long as 
you find the right partners to work 
with. That’s where events like  
Nor-Shipping come in.” You’ll find 
Fon there this June – meeting, 
mixing and smiling.

“Nor-Shipping’s decision to enable new ocean opportunities for its maritime 
base is indicative of how this industry evolves,” he concludes.

Morten Fon, CEO Jotun. Photo credit Morten Rakke

The solution
is inspiration
Inspiration breeds solutions, that help turn maritime 
challenges into business opportunity. At Nor-Shipping 
2019, world class industry leaders, speakers, innovators 
and visionaries converge to connect and collaborate. 
This is your opportunity to discover inspiring solutions, 
during conferences, exhibitions, gatherings and more. 

Welcome to Nor-Shipping 2019  
– your arena for ocean solutions

Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:
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A touch of class
Knut Ørbeck-Nilssen, DNV GL CEO Maritime, maps out how class can help maritime 
navigate the new digital reality.

Knut Ørbeck-Nilssen is 
unflappable. Sling a question his 
way regarding Donald Trump, 
IMO, cyber security, scrubbers, 
unpredictable market cycles, or 
even understanding British stand-
up comedy, and he responds in 
the same way: A pause, a half 
smile, and a measured answer that 
seems to make perfect sense.
30 minutes in his company and 
you’re left with the impression that 
this is a man you’d want on your 
ship in a storm. Which, given his 
role within the industry, is about 
as apt as apt can get.

Global leader
Ørbeck-Nilssen is the CEO of 
DNV GL Maritime. The Hamburg-
headquartered operation is 
the world’s leading shipping 
classification society, with a 
presence in more than 100 
countries, classing over 11,500 
vessels in the global fleet. The 
outgoing Chair of the International 
Association of Classification 
Societies (IACS), the Norwegian 
native (educated in Edinburgh, 
hence the appreciation of British 

humour) speaks with a quiet 
authority about the industry as 
a whole. An industry that, he 
believes, requires “calm heads”, 
now more than ever.

A vital role
“There are tectonic shifts 
within maritime on three fronts 
right now,” he opines over a 
coffee at DNV GL’s group HQ 
in Høvik, Oslo. “We have the 
shifts in the market, which are 
increasingly unpredictable, shifts 
in regulations, headed by the 
upcoming 2020 sulphur cap, and 
shifts in technology, driven by 
the constantly evolving nature of 
digitalisation. “Within that context, 
DNV GL has a vital role to play.”

Ørbeck-Nilssen sees classification 
societies as independent third 
parties, or “helping hands”, that 
exist to ensure industry meets 
regulations and operates with 
the safety and quality that all 
stakeholders demand of it. In a 
changing world that assistance 
is more important than ever, 
helping customers adapt, adopt 

new technology, and position 
themselves to seize opportunity 
and mitigate risk. “We’re not here 
to push one technology, product 
or solution,” he stresses, “but 
rather to use our huge breadth 
and depth of competence, from 
operations and relationships 
spanning the globe, to help 
customers plot the best course 
forwards.” And, as the coffee cups 
are emptied, it becomes clear 
that digitalisation is increasingly 
important when it comes to 
charting that route into the future.

First mover
DNV GL is an old hand when it 
comes to new technology. The 
society was the first to implement 
electronic class and statutory 
certificates for the entire fleet 
serving all flags in 2018 (with pilot 
vessels sailing with e-certificates 
since 2016), the first to publish 
a class programme for the 
approval of manufacturers for 
additive manufacturing in 2018 
(having undertaken research 
and development work since 
2014) and in the same year 

released a comprehensive guide 
for autonomous and remotely 
operated ships (as it looks to 
establish a robust safety culture 
ahead of implementation)… to 
name just a few developments.
Its presence in leading maritime 
and innovation clusters – such 
as Norway, Hamburg, Singapore 
and Shanghai – added to its 
involvement in an array of 

pilot projects, for example in 
autonomous shipping, helps it 
stay at the vanguard of progress.
“There aren’t many others that 
invest as much in R&D as we do, 
namely five per cent of our annual 
group revenue,” Ørbeck-Nilssen 
reveals, adding: “We have to 
evolve to stay relevant, and that’s 
as true for the shipping industry 
as a whole as it is for us.” An 
appreciation of the value of data, 
or more specifically sharing data, 
is, he says, absolutely imperative 
to the success of that evolution.

Unlocking value
“In the new digital reality data 
is our currency,” Ørbeck-Nilssen 
states. “Think of it as your cash. 
In the old days people would 
stuff it under their mattress. This 

keeps it safe, but also dormant, 
unutilized. However, when you 
invest it with others, when you 
share it on a platform – e.g. in a 
bank or investment fund – you 
can utilize that currency and 
create new value. Suddenly it’s 
active; it’s working for you. “So, a 
shipping company that collects 
data but stores it in silos is 
wasting opportunity. It should be 

shared throughout organisations, 
and sometimes throughout the 
industry, so we can learn from it; 
enhancing emission performance, 
increasing efficiency, improving 
safety “And that, in short, is why 
we created Veracity.”

Sharing benefits
DNV GL launched Veracity in 
2017. An open, but secure, digital 
industry platform, Veracity 
provides an ecosystem for sharing 
data, enabling collaboration 
and, as Ørbeck-Nilssen stresses, 
“extracting value”.

DNV GL services such as Smart 
Survey Booking or DATE (Direct 
Access to Technical Experts) 
can be accessed through 
Veracity, but so can services 

from independent third parties. 
Data can be shared in closed 
networks, or industry wide to help 
promote understanding, improve 
environmental standards or 
enhance safety. Shipowners can 
share data with manufacturers or 
suppliers to improve equipment 
performance, or with regulators 
to detail premium quality records, 
hence demonstrating lesser need 

for inspections. KPI results can be 
assessed, charterers can research 
ships, routes can be optimized 
across fleets… the possibilities are 
as open as the ocean’s horizon.

In a very concrete example, the 
DNV GL Maritime chief points 
out that Veracity is now used 
by clients for the fully digitized, 
automated collection and 
verification of data for the EU MRV 
scheme – minimizing workload 
and eradicating potential for 
human error. “There are huge 
benefits to adopting an open, 
transparent approach to data, and 
there’s a growing appreciation 
of that within the industry,” he 
says. “As a result we see more and 
more of our customers moving to 
Veracity.”

“There aren’t many others that invest as much in R&D as we do, namely five per 
cent of our annual group revenue,” Ørbeck-Nilssen reveals, adding: “We have 
to evolve to stay relevant, and that’s as true for the shipping industry as a whole 
as it is for us.”
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Combatting threat
That said, opportunity and threat 
often go hand in hand. With 
increasing reliance on digital 
systems and interconnectivity, 
especially with regard to 
automation and autonomy, there’s 
growing risk potential, particularly 
in terms of cyber security. Again, 
according to Ørbeck-Nilssen, this 
is where class can step in.

DNV GL released its first ‘Cyber 
Secure’ class notations in 2018 
and is focused on demystifying 
the subject, providing practical 
advice on what is needed – on 
ships and shore – to combat 
threat and protect integrity. 
This ranges from classroom and 
e-learning modules for crew 
members, to penetration testing 
within organisations aimed at 
mapping awareness levels.
“Every customer is different,” he 
notes, “so tailored approaches 
are often necessary to address 
behaviour, install barriers and 
ensure optimal cyber resilience.”
Interestingly, this tailoring extends 

to letting ‘certified ethical hackers’ 
loose on vessel systems to find 
potential loopholes, allowing 
owners (especially in the cruise 
segment apparently) to address 
them before someone else does.
“We have established real 
competency in certified ethical 
hacking,” Ørbeck-Nilssen 
imparts, “reflecting the unique 
depth of expertise we can offer 

in the maritime marketplace. 
“That shows our commitment to 
meeting the demands of today, 
and tomorrow.”

Meeting opportunities
But it’s not all about being digital.
Ørbeck-Nilssen is a firm believer 
in people power – in talent, in 
experience and in doing business 
face to face. This is why he 
values DNV GL’s presence in 
key shipping clusters, actively 
encourages collaboration, and is 
a firm supporter of Nor-Shipping. 
“We’ve been a main sponsor of 
Nor-Shipping for many years. And, 
of course, host the DNV GL BBQ, 

where 2,500 decision makers from 
across the maritime and ocean 
industries meet during the event 
week,” he notes, quickly crossing 
his fingers for sunshine at this 
year’s gathering (taking place at 
Høvik on 5 June).

“The chance to bring the maritime 
community together in this way, 
building relationships, sharing 

knowledge and accessing new 
business opportunities, is unique. 
Nor-Shipping is also recognised 
as a hub for showcasing the latest 
innovation and, as I’ve outlined, 
that’s incredibly important to 
us and to the industry as we 
evolve. I’m looking forward to it 
immensely.” Which is something 
not everyone set to host a 
party for 2,500 people might 
be expected to say. But then 
again, when you can stay calm 
navigating tectonic industry 
shifts, holding a big BBQ probably 
doesn’t seem that stressful.
It seems it pays to be unflappable.

“There are huge benefits to adopting an open, transparent approach to data, 
and there’s a growing appreciation of that within the industry,” he says. “As a 
result we see more and more of our customers moving to Veracity.”

Following tradition, the Nor-Shipping BBQ is hosted on the grounds of DNV GL headquarters in Høvik

The solution 
is at this  
destination
The Nor-Shipping 2019s exhibition brings together around 
1000 of the leading businesses and innovators in the ocean 
industries. During the days of the exhibition, the halls are 
turned into one destination of infinite opportunities. While 
the Blue Economy hall features tomorrow’s solutions, you 
can find instant inspiration in the Think Tanks, or connect 
with next generation businesses in the start-up lounge. 

Welcome to Nor-Shipping 2019 exhibition  
– your arena for ocean solutions

Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:
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Trust in transparency

“Put it like this,” states Frank Olsen 
with obvious conviction, “if you’re 
a leading shipping company that 
values compliance, responsible 
operations and optimal efficiency, 
why would you choose a ships 
agency that offered anything less 
than those same standards?”
Olsen, who assumed the CEO 
role at Inchcape last year, is 
talking about a phenomenon 
that he openly admits to being 
“puzzled” by. Namely, why 
around 80% of the ships agency 
market is captured by small, 
local operations that focus on 
their home ports, rather than 
larger, more strictly controlled, 
international organisations.
It’s not a question of attacking 
those smaller firms, he quickly 
clarifies, rather of pondering why 
the industry has not woken up to 

the very real need for stringent 
standards, governance and 
regulatory compliance on the 
ground in some of the locations 
where it’s needed the most.
“Professional shipowners, 
operators and charterers need 
professional ships agencies,” 
Olsen stresses. “I think as that 
realization dawns – and it’s 
beginning now – it’s going to 
transform this segment, delivering 
real benefits for customers. We’re 
positioning to be at the vanguard 
of that change, providing added 
value through transparency and 
building complete trust with our 
partners. There’s very interesting 
times ahead.”

A history of service
Inchcape is a big fish in an ocean 

of smaller competitors. The firm, 
which can trace its routes back 
to Calcutta in 1847 (where the 
British East India Company was 
its first client), has over 300 
offices, in 68 countries, covering 
around 2,500 ports. As such it can 
provide a vast array of services – 
ranging from full cargo agency, 
to dry-docking, crew logistics, 
financial management, and 
bunker calls – in around 85% of 
all global ports. It employs 3000 
of its own staff, while outsourcing 
selected services to, and this is an 
important point, carefully vetted 
suppliers worldwide. 

Everyone, Olsen says, knows what is 
expected of them, meaning clients 
know what to expect too – “people 
and services they can rely on.”

Universal compliance
He continues: “Inchcape has 
developed a culture of very strict 
corporate governance, with 
an embedded, company wide 
compliance programme that has 
been assessed and recognized by 
third parties as ‘industry leading’. 
So when you deal with Inchcape, 
no matter where that be, you 
can expect the same degree 
of integrity and reliably high 
standards.”

Here he mentions a recent letter 
he received from a customer 
praising an employee in Nigeria 
who, when travelling with vessel 
officers away from port, was 
stopped by traffic police who 
demanded bribes.

“The customer was very 
impressed by the way our man 
handled the situation, with 
confidence, authority and a calm 
refusal to submit to the demands. 
The result was they went on 
their way without a facilitation 
payment.

“Although this is the standard for 
us, wherever we are, it is not the 
same for everyone. Owners have 

to be aware of this. They should 
not expose themselves to the risks 
of corrupt practices.”

Olsen says smaller, independent 
agencies are often used as 
there’s a perception they know 
their local area and relevant 
suppliers and authorities better. 
But, he notes, Inchcape’s huge 
network of local representatives 
are equally as familiar with their 
home ports, however, they have 
the added advantage of adhering 
to uniformly high corporate 
standards.

“That,” he says, “is a key distinction. 
But it’s not the only one.”

The digital difference
The Inchcape CEO is speaking 
ahead of Nor-Shipping, taking 
place in Lillestrøm and Oslo, 
Norway, between the 4th and 7th 
of June. Here the firm will use 
the leading global maritime and 
ocean industry exhibition week 
to showcase itself as not only a 
prominent ships agency, but also 
an increasingly important player 
within the shipping value chain.
And digital technology is key.

“The amount of data we collect, 
along with the ‘eyes and ears’ we 
have in ports across the globe, 
gives us a unique position to 
deliver meaningful intelligence to 
our customers,” Olsen explains. 
“That ranges from dynamic 
operational data and market 
intelligence, to static port 
information and risk assessment, 
through to real time performance 
benchmarking – all made 
instantly available through our 
digital dashboard, or integrated 
into client ERP systems. The 
value that delivers positions us 
as an important partner for our 
customers, not just an ad hoc 
service provider.”
As an example of the tangible 
benefits derived from this 
approach, Olsen refers to ‘just in 
time’ arrival, smarter schedule 
planning and cost avoidance.

Clear advantages
“Shipowners who want to optimize 
their arrivals, adjusting speed and 
minimizing fuel consumption, and 
hence reducing emissions, need 
reliable information with regard 
to what’s happening in port. We 
can deliver this through our digital 
channels and help them meet 

Inchcape Shipping Services is determined to shine a light on the traditionally shadowy 
world of ships agencies, combining its global presence with the power of digital 
technology to position itself as a trusted partner for maritime leaders. CEO Frank Olsen 
believes change is on its way.
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both commercial and regulatory 
requirements. On the subject of 
regulations, we can also advise 
them on availability and quality of 
the fuel grades needed to achieve 
compliance with IMO 2020. That 
will be a key issue over the coming 
months.” 
In addition, Inchcape has also 

devised digital payment 
systems to ensure that all monies 
changing hands are fully tracked, 
accountable and, here’s that word 
again, transparent. “At the end of 
the day that doesn’t just eliminate 
the risk of corruption,” Olsen 
says, “it also enhances efficiency 
and optimizes cost control. “For 
shipowners and operators in 
today’s ultra-competitive business 
environments that is a must.”

Unique platform
Inchcape believes Nor-Shipping 
will provide an ideal ‘soapbox’ for 
the firm to begin communicating 
to the 80% of the industry that 
are yet to switch to “a smoother, 
smarter and totally transparent” 
ships agency partner.
“There’s nothing quite like Nor-

Shipping,” opines the Inchcape 
CEO. “It brings together the 
maritime industry’s key players 
in one place, for one week, 
giving us the opportunity to 
engage with them face-to-face 
and communicate these critical 
messages.

“In fact, it’s such an important 
arena that we’ve actually taken 
the position of a lead sponsor 

for 2019, raising our profile and 
creating awareness for our unique 
offer.” Sitting back in his chair, 
Olsen concludes with a smile, but 
still with that same conviction: 
“We believe that this year will be 
the year when maritime really 
recognizes the benefits of moving 
to global ships agency players 

and taking enhanced control of 
their operations. Obviously we 
want to be a central player in that 
transition. I think we can be pretty 
transparent about that!”

“There’s nothing quite like Nor-Shipping,” opines the Inchcape CEO. 
“It brings together the maritime industry’s key players in one place, for 
one week, giving us the opportunity to engage with them face-to-face and 
communicate these critical messages”.

Frank Olsen, CEO, Inchcape

Ph
ot

o 
by

 Ia
n 

Si
m

m
on

ds
 o

n 
U

ns
pl

as
h



14 15

One vision, countless 
opportunities
Kristin Holth is focused on the big picture. The Head of DNB’s Ocean Industries 
division believes long-term value, for the bank and its customers, can be unlocked 
by viewing the ocean as a single arena, rather than standalone segments. Here she 
explains why DNB has dived into a new way of working.

Consistently ranked as one of 
the most powerful figures in 
the ship financing sector, Holth 
has more than thirty years of 
experience at DNB, with high 
profile tenures in London, New 
York and her hometown of Oslo. 
Until September 2017 she was 
Global Head of Shipping, Offshore 
and Logistics at the financial 
institution, still one of the world’s 
top five maritime lenders, and 
has now spent the last 18 months 
developing a proposition she 
believes reflects the changing 
horizons of a broad global 
customer base.

“We’ve gone beyond capturing 
segments”, she says, flashing a 
determined smile. ”Now we want 
to capture the ocean.”

Bold approach
On 1 September 2017 DNB 
changed. For the first time the 
Oslo-headquartered bank – 
Norway’s leading consumer and 
investment institution, and largest 
asset management company 
– grouped all its ‘sea’ related 
business into a single Ocean 
Industries division.
This meant combining segments 
that account for 70% of all 
Norwegian exports (and annual 
value creation approaching 
NOK 700 billion) under one roof. 
Suddenly teams working with 
maritime customers were direct 
colleagues with those offering 
expertise in seafood, energy, 
offshore activity and logistics. It 
was, and is, Holth’s job to steer that 
transition and help turn potential 

benefits into tangible gains.
“From a personal perspective, 
it’s been an extremely exciting 
journey so far,” she comments. 
“Learning about how these 
segments do, and can, interact 
and where the crossover potential 
can deliver most value. These 
industries are key to the success 
of Norway, and the ocean is 
obviously crucial to the future 
prosperity and health of the 
world, so it’s an absolute privilege 
to be given this responsibility.” 
“Suddenly the factors driving 
developments become more 
visible”, she explains, “and that 
allows for better analysis, decision 
making, and ultimately, return on 
investment. Everybody benefits 
from that.”

Added value chain
Holth is quick to stress that this 
new ‘joined up’ approach doesn’t 
mean sacrificing individual 
segment expertise, but rather 
leveraging it in new ways to 
enable industry convergence as a 
cornerstone for future success.

“We have the benefit of having a 
very strong foothold in each of 
these capital intensive, export fo-
cused business areas,” she notes.
“So, now we have aligned them 
into a single unit, with a single 
management team, we can sha-
re knowledge, discuss how we 
manage and evolve portfolios, 
and look for opportunities where 
one area can feed into another. It’s 
about understanding the whole 
value chain, through a holistic 
approach, and thus being able to 
deliver added value to customers 
and stakeholders. There aren’t 
many other financial institutions 

that could make a success of this 
concept because they do not have 
our strength across the board.”

As an example of how this works 
in practice, Holth highlights 
tanker ships. She notes that if 
the institution supporting the 

shipowner also supports the drilling 
company, the offshore service 
providers, and has an intimate 
understanding of developments 
within the wider energy markets, 
then decisions can be made with 
a level of insight far beyond a 
‘conventional’ more segmented 
approach. This also means that 
more relevant metrics can be 
identified and used to measure 
progress in a tangible way.

Accessing opportunity
DNB’s move is, to an extent, 
indicative of a new approach to 
the ocean space also shown by 

Nor-Shipping’s 2019 repositioning 
as Your Arena for Ocean Solutions. 
Both organisations (and DNB 
is a headline sponsor of Nor-
Shipping, taking place in Oslo 
and Lillestrøm, Norway, from 04 
to 07 June) are seeking to help 
customers take advantage of 

the vast commercial potential 
that has prompted OECD to 
forecast a doubling of ocean-
based value creation by 2030. 
Together they see possibilities for 
greater overlap and collaboration 
between segments, with 
established expertise the key to 
accessing new opportunity.

“I think what Nor-Shipping is 
doing is absolutely the right 
thing for the future of their 
industry and the ocean economy, 
”Holth states. “We see that our 
customers are starting to work 
more closely together and that 

“The potential within the ocean is huge,” she says, “but so is the need for 
capital to build the infrastructure and develop the technology and 
expertise to realize that.”
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ideas, technology and skills can 
be shared across segments.
“Look at the difficult times the 
offshore industry has experienced 
over the past years for example. 
That was challenging, but it 
also provided opportunity for 
crossover, with entrepreneurial 
players transferring competency 
and technology into the seafood 
segment, which is growing fast, 
particularly here in Norway.”
“So, it pays to have a broader 
perspective,” she stresses. “By 
embracing segments beyond its 
traditional maritime core Nor-
Shipping is serving its audience 
by helping them position for the 
future.”

“That’s ultimately what we’re 
doing too – investing in this 
new division so that customers 
gain competitive advantage 
and achieve long-term success. 
We want to be the advisor and 
financial partner that helps our 
customers to drive the agenda 
and become future winners.”

Strength in numbers
Long-term is a phrase Holth is 
keen to end on. She says DNB is 
‘here to stay’, working alongside 
customers in trusted, reliable 
relationships, rather than simply 
as a provider of finance.

“The potential within the ocean 
is huge,” she says, “but so is 
the need for capital to build the 
infrastructure and develop the 
technology and expertise to 
realize that.”

On this note she mentions that 
the required investment in the 
fish-farming sector in Norway 
alone over the next few years is 
expected to top NOK 50 billion.
“Activity is growing, and it needs 
to to rise to the global challenges 
of providing enough food, energy 
and minerals for the future of 
global society. It is our task to be 
here to channel finance in the 
most effective manner to support 
that drive. We will do that by 
working more closely – sharing 
insights, relevant expertise and 

ideas across the ocean space 
to unlock value.” With a last 
smile Holth notes this approach 
will benefit everyone looking 
to achieve long-term success: 
“Those that stand in isolation get 
left behind,” she says. “The way 
forward is together.”
Advice that, coming from Holth, it 
pays to listen to.

At Nor-Shipping, the experts and visionaries discuss the 
ocean solutions that will unlock future prosperity. The 
Ocean Leadership Conference, Blue Talks and countless 
networking opportunities give everyone a chance to 
listen, learn and take part in the conversations that bring 
solutions to life.

The solution 
is in the  
conversation

Welcome to the Ocean Leadership Conference 
– your arena for ocean solutions

4 june 2019
Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:
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Shaping the future
Thomas Wilhelmsen isn’t shy about stepping forward. The Wilhelmsen CEO wants 
his group to lead maritime from the front, utilizing a blend of the traditional and the 
transformational to steer the business, and the entire industry, on a value added 
voyage into the future. All aboard.

“I don’t want this company to be 
seen as some kind of digital whizz 
kid.” Considering ‘this company’, 
Wilhelmsen, launched the world’s 
first autonomous shipping firm, 
Massterly, this year, as well as just 
announcing the creation of Raa 
Labs, a unique maritime digital 

start-up, Thomas Wilhelmsen’s 
declaration comes as somewhat 
of a surprise. “There’s been a lot 
of focus on Massterly, our drone 
developments, smart rope, 3D 
printing etc. etc., and on one 
level that’s excellent,” notes the 
Wilhelmsen Group CEO, “but 
it’s hard-core, practical and 
operational maritime competency 
that forms the foundation of this 
business.

“What we want to do is take that 
conventional platform and utilize 
new digital skills to build upon 
it, positioning ourselves to take 
advantage of future business 
opportunity. “It’s about a balance, 
a union, not one thing or the other 
– but two competencies informing 

and feeding off one another 
to shape a better business, a 
better industry. One that delivers 
enhanced value, transparency and 
sustainability. That’s Wilhelmsen.”

Industry giant
And herein lies Thomas 
Wilhelmsen’s challenge. Perfecting 
the balance. The 43-year-old 
is head of one of maritime’s 
biggest names. The group has 

close to 15,000 employees of 
which over 9,000 are seafarers. 
Wilhelmsen Ship Management 
serves nearly 400 vessels globally, 
while Wilhelmsen Ships Service 
handles approximately 75,000 
ports calls (2017), making around 
210,000 product deliveries 

a year (or one delivery every 
three minutes) to about 50% 
of the entire global merchant 
fleet. NorSea Group, in which it 
owns a 73% stake, handled over 
1million tonnes of equipment for 
offshore installations in 2017, while 
WilNor Governmental Services 
has established itself as a key 
NATO supplier, recently providing 
logistical support for the Trident 
Juncture exercise in Norway.

And that’s just some select 
highlights from a 157-year-
old concern that achieved an 
operating profit of USD 176 million 
in 2017 from a total income of 
USD 793 million. In other words, 
Mr Wilhelmsen has a strong 
foundation to build on. And 
building he is.

Masster class
The formation of Massterly, a joint 
initiative with KONGSBERG, was 
arguably one of 2018’s most eye-
catching maritime stories.

The company aims to establish 
the infrastructure and services 
needed to design and operate 
autonomous vessels, creating, 
amongst other things, a network 
of land-based control centres to 
monitor and operate a new breed 
of ships. The first such centre, 
Wilhelmsen reveals, is to be based 
at the group HQ in Lysaker, Oslo.
“If we want to help shape the 
future of the industry, not just 
this business, we have to position 
ourselves at the vanguard of 
development,” he explains. 
“ Autonomous shipping may 
seem like a distant dream, but, 
through projects such as the 
Yara Birkeland (Yara’s battery 
powered autonomous container 
ship, launching in 2019), it will be 
a reality, albeit on a limited scale, 
very soon.

“There’s a need for the 
infrastructure and solutions to 
support that development and 
we can achieve commercial 
advantage by being a first mover 
in delivering it.” Facilitating 
tomorrow “Furthermore,” 
Wilhelmsen continues, “as yet 
there’s no regulatory framework 
for autonomous shipping. So, 
if we can play a key role in 
enabling developments we can 
also help inform and mould 
regulations, using our expertise 
and experience to steer a course 
for the future. That’s an exciting 
opportunity to genuinely ‘shape 
maritime’.”

Even though autonomy may 
not be for everyone, with an 
immediate future that looks 
likely to be confined to short-sea 
operations, Wilhelmsen believes 
elements of the new technology 
will have universal appeal.

“There’s a window of opportunity 
here,” he states. “The industry 
will be able to cherry pick 
relevant systems out of the 
autonomous domain and install 
them on existing vessels, enabling 
next generation conventional 
shipping. With greater control 
we can cut emissions, create 
efficiencies, improve safety and 
enhance industry sustainability. 
So we shouldn’t be looking at 

autonomy in isolation, but rather 
as a facilitator for nurturing wider 
development. “It needn’t be a 
case of ‘all or nothing’.”

People power
But returning to the question 
of balance, won’t the march of 
technology eventually undermine 
the ‘hard-core maritime 
competency’ the group is built 
on? If ships steer themselves and 
automated processes handle 
cargoes and deliveries, won’t 
traditional skills be squeezed out 
along the way? Not according to 
Wilhelmsen.

“There’s always going to be a 
need for maritime skill, for real 
operational understanding,” 
he stresses. “From the design 
phase through to operations, 
people need to feed in individual 
expertise of stability, navigation, 
loading and discharging, a whole 
range of different scenarios.
“That knowledge doesn’t stand in 
opposition to digital competency, 
it helps inform it.

“As an industry we can’t afford 
to overlook the ‘old fashioned’ 
skills, they must be valued and 
preserved. After all we’re building, 
not tearing down what’s come 
before.” Raadical development
On the subject of building, an 
interesting stone has just been laid.

“What we want to do is take that conventional platform and utilize new 
digital skills to build upon it, positioning ourselves to take advantage of 
future business opportunity.

https://www.raalabs.com
https://www.raalabs.com
https://www.wilhelmsen.com
https://www.wilhelmsen.com/media-news-and-events/press-releases/2018/wilhelmsen-and-kongsberg-establish-worlds-first-autonomous-shipping-company/
https://www.wilhelmsen.com/media-news-and-events/press-releases/2018/wilhelmsen-and-kongsberg-establish-worlds-first-autonomous-shipping-company/
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At the end of November 
Wilhelmsen announced the 
launch of Raa Labs. Backed 
by a USD 2 million seed 
investment, split between the 
Wilhelmsen group and Wallenius 
Wilhelmsen, Raa Labs aims to 
deliver digital solutions to meet 
industry challenges and realize 
opportunities, for both Wilhelmsen 
itself and external customers. For 
the sake of comparison, think of it 
as an app developer of sorts, only 
on a much more ambitious scale.
“We’d been scratching our heads 
a little about how to open up and 
create a ‘start-up’ culture, one 
where we can move quickly to 
really seize on digital and tech 
prospects,” Wilhelmsen explains. 
“We came to the conclusion 
that our own start-up was the 
solution. An entity that could 
serve our business areas, but 
also design digital infrastructure 
and applications for outside 
customers, helping them better 
utilize their data or, for example, 
enable collaboration or improve 
environmental performance.

“It’s a digital accelerator the whole 
industry can use.” So far Raa has 
recruited seven team members 
who, Wilhelmsen says, would 
never have otherwise considered 
a career in ‘maritime’. “I’m a little 
amazed we have attracted digital 
experts of this calibre, their 
competence level within their 

field is incredible,” he notes with 
admirable candour. “But they 
understand that shipping is a 
huge industry with huge potential 
for digital. As such they can make 
a genuine difference, impacting 
upon the future of a sector that 
transports 90% of global trade, as 
well as within the oil and gas and 
renewable energy segments.

“With our backing and industry 
expertise allied to their skills, Raa 
is in a unique position to create 
both impact and value. It’s a case 
of watch this space.”

Positively cautious
Wilhelmsen’s optimism dials 
down a couple of notches when 
considering broader industry 
prospects for the year ahead.
He’s looking forward to Nor-
Shipping, he says, taking place 
from 4 to 7 June 2019 in Lillestrøm 
and Oslo, as it “brings the global 
industry to Norway, showcasing 
our reputation for innovation 
and providing a key forum for 
discussions, ideas and doing 
business” and applauds its 
decision to open up its horizons 
to enable new ocean industry 
opportunities for its core maritime 
audience. “Maritime expertise 
will be key to generating value 
from, as well as managing and 
regulating, the commercial use of 
ocean space in the future. So Nor-
Shipping can play an important 

role as a platform for enabling 
developments,” Wilhelmsen 
opines. That aside he believes the 
maritime industry is “deep into 
an up-cycle” raising concerns of 
a future “correction”. He adds: 
“You can see uncertainty creeping 
into the stock markets. And trade 
wars and tariffs are obviously not 
good for this industry. That said, 
there aren’t that many people 
who would favour stopping world 
trade, so I believe, I hope, that 
common sense will prevail.”

Given his macro economic 
concerns it’s not surprising to 
learn that the CEO of this industry 
giant is exercising caution with 
regards to group expansion.
“I think the immediate focus will 
be on organic development,” he 
concludes. “We’ll aim to nurture 
and grow all parts of the portfolio. 
There’s no one standalone area I’d 
like to pinpoint as a potential star 
performer, but I do think we’ll use 
our group strength to continue 
growing, delivering the value and 
standards we’re known for, and 
the innovation we believe can help 
shape this industry.”

And that, at the end of the day, 
sounds like a pretty well balanced 
approach.

The solution
is inspiration
Inspiration breeds solutions, that help turn maritime 
challenges into business opportunity. At Nor-Shipping 
2019, world class industry leaders, speakers, innovators 
and visionaries converge to connect and collaborate. 
This is your opportunity to discover inspiring solutions, 
during conferences, exhibitions, gatherings and more. 

Welcome to Nor-Shipping 2019  
– your arena for ocean solutions

Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:
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Why do we need the 
maritime press?
The media is under attack, from above and below. Leaders cry ‘fake news’, social 
media steals revenues, and audiences evolve, turning backs on traditional channels to 
click, pinch and swipe across a sea of tailored data. Can the maritime media survive 
in this climate and, hold the front page, do we really need it to? TradeWinds Editor-in-
Chief Julian Bray tells the story of his industry.

“All of humanity is in shipping,” 
asserts Julian Bray from his desk 
at the TradeWinds editorial base 
in London. “The tragedies, the 
triumphs, the highs, the lows, the 
love, the loss, and, of course, the 
wrecks – financial or otherwise.”
It is, he implies, a microcosm of 
the macrocosm that is our world 
and, as such, “how could you not 
be fascinated? This is life!” And 
TradeWinds, and, its Editor-in-Chief 
is quick to add, the maritime press 
in general, has a key role to play in 
telling that compelling life story.

People power
Bray is discussing his profession 
ahead of a trip to Nor-Shipping 
later this year. The respected 
journalist, who has been at 

TradeWinds for over a decade 
(following a further eight years 
as Editor of Lloyd’s List), will 
be in Norway for Nor-Shipping 
week (4 -7 June 2019), as always, 
because it’s a natural hub for the 
most important element of the 
industry: its people. “Despite the 
increasing influence of digital 
technology there remains no 
substitute for meeting face to 
face,” he says. “There’s only so 
much you can gather from sitting 
in front of a screen. Talking to 
someone in person, looking into 
their eyes, delivers a different kind 
of understanding, helping to build 
a different kind of relationship. 
That’s important for business, and 
vital for journalism.” Over 30,000 
of the industry’s key decision 

makers know where one another 
will be in the first week of June 
every other year, he says, so it’s a 
natural destination for him and his 
colleagues – at, as he describes 
it, “one of our industry’s great 
gatherings.”

Community focus
“Shipping has a reputation as a 
pragmatic business,” Bray states 
with a smile. “People perpetually 
focus on the bottom line, the end 
results, and ‘outsiders’ could be 
forgiven for thinking that’s all that 
matters. But at its heart this is 
an industry with an astonishing 
sense of community, populated 
by characters that are private on 
one level, yet very colourful and 
engaging on another.”

Within that context Bray likens 
the maritime press to ‘local 
newspapers’. Reporting on both 
the business and social scene, 
uncovering the stories that 
matter to the community and, 
through additional digging (such 
as unearthing deal details from 
brokers and sourcing law case 
insights from lawyers and insurers) 
delivering added value and 
understanding. And then there’s 
the need to report the news some 
would like left unsaid, holding 
those in power to account.
“The media that knows the 
community the best, that invests 
in dedicated resources and 

building networks, will deliver 
the best information, insights 
and intelligence,” he stresses. 
“In doing so we try to paint an 
accurate picture of what’s actually 
going on – beyond the rhetoric – 
and this helps our readers make 
better, more informed business 
decisions. “After all, they’re the 
important ones,” he imparts, “the 
ones we’re really serving.”

The reader is king
Shipping executives of a sensitive 
disposition may want to skip this 
next section. Bray is admirably 
candid when discussing who 
matters most to TradeWinds and the 
wider maritime press, and it’s not 
the people in the paper, it the ones 
who hold it. TradeWinds has around 
8,000 individual subscribers, with 
approximately 3million digital page 
views a month, from about half a 
million unique users. These are the 
people paying the bills. These are 
the customers. “One of my senior 
colleagues said to me many years 
ago – ‘our only friends are our 
readers’. That may sound brutal,” 
he admits, “but in fact it’s a simple 
statement of journalistic intent and 
integrity.

“We are not here to cater for our 
contacts and we do not have an 
agenda. We are not in anyone’s 
pockets, we are independent. We 
are here to try and tell the truth 
and, in doing so, build respect 
and add value.” He continues: “To 
do that we have to do more than 
just republish a press release. We 
have to look into stories, put in 
the reporting legwork, interpret 
information and communicate 
issues that matter to our audience 
in a way that engages them. “That 
is good journalism and it still has a 
very important role to play. But of 
course, not everyone will like that 
all the time!”

A force for good
Bray says the maritime media is 
essential for enforcing increasingly 
stringent standards of governance 
– standards that are demanded 
in, and by, modern society. “The 
days of shipping companies being 
blithely ignorant of corporate and 
social responsibility are over,” he 
states. “They have to conform to 
standards and be held to account 
when they don’t. At the same time if 
regulations or administrative bodies 
are not fit for purpose then they too 
should invite scrutiny.
“As should banks, insurers, 
charterers and all other industry 
stakeholders. We are here to 
perform that ‘watchdog’ role.”
Bray says that online is now the 
preferred platform for breaking 
news, with print favoured as a 
channel for more in-depth analysis, 
for “a longer, slower, rounded read.”

He gives examples with reporting 
in the aftermath of the El Faro 
incident and, more recently, the 
debate on the financial benefits of 
adopting scrubbers versus other 
approaches to compliance with 
the IMO 2020 sulphur cap. Five 
years ago, he admits, he wondered 

if TradeWinds and the industry’s 
other titles would continue in a 
print format, now he seems more 
certain. “There still seems to be an 
appetite for print and, speaking 
from our perspective, as long as 
there is, we’ll keep feeding that.” 
He compares print and digital 
media to radio and TV: “TV didn’t 
kill radio,” he smiles, “radio just 
served, and serves, a different 
purpose, for different times. They 
co-exist and are consumed by 
their audiences according to their 
taste and individual situation. Why 
should print and digital be any 
different?”

Sound investments
As we draw to a close it seems 
natural to compare print to the 
‘face to face meeting’ and digital 
to the screen served business 
relationships. Both have their 
place but the physical contact, the 
tangible experience, is something 
to savour, to value – it’s where 
investments of time and resources 
deliver extra value. In that respect 
the Nor-Shippings of this world 
will always appeal to Bray and his 
colleagues. “The exhibition and 
formal structure of a Nor-Shipping 
is one thing,” he concludes, “but 
the mixing, the networking with 
the people that matter, is another. 
It’s important for us to support 
and contribute to this gathering 
and make it even stronger. We’d 
encourage the industry to have 
the same approach to its maritime 
press.”

“We are not here to cater for our contacts and we do not have an agenda. 
We are not in anyone’s pockets, we are independent. We are here to try and 
tell the truth and, in doing so, build respect and add value.”
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Awakening connectivity
Wärtsilä has a vision unlike any other maritime company. The Helsinki headquartered 
smart technology group wants to transform society itself, laying the foundations for 
a future where connectivity – of systems, industry and stakeholders – drives greater 
efficiency, environmental performance and living standards. Roger Holm, President of 
Wärtsilä Marine Solutions, explains ‘An Oceanic Awakening’.

“If you connect things you create 
greater efficiency, understanding 
and value. That’s smart. Working 
in isolation is not.” If you take one 
thing away from this meeting with 
Roger Holm, take that. It’s a simple 
idea that forms the foundation 
for some very complex systems 
and breathtakingly ambitious 
objectives. It’s an idea that, 
the Wärtsilä Marine Solutions 
President believes, can change 
the world.

Transforming tomorrow
September 2018 saw Wärtsilä 
launch its An Oceanic Awakening 
initiative. This potentially 

revolutionary project aims to 
bring together maritime cities, 
ports, businesses, wider industrial 
players, tech firms, and a broad 
range of stakeholders from across 
society to plan the creation of 
one efficient, digitally connected 
and environmentally sound 
‘smart ecosystem’. This is not an 
ecosystem in one location, but 
rather one with the potential 
to roll out across the world, 
creating more productive working 
environments with better living 
standards for citizens of cities by 
the sea. Ecosystems where, for 
example, port infrastructure could 
be situated offshore allowing for 

a ‘clean’ re-imagination of shore 
side use, innovation hubs could 
be built to help stakeholders 
collaborate for new solutions, 
and automated green transport 
networks could connect urban 
shorelines. It’s a radical approach 
that will spawn, Wärtsilä says, 
“new business opportunities for 
the benefit of all” while creating 
more sustainable, efficient and 
pleasant urban living.
The cynics amongst you may be 
shaking your heads by now.
It all sounds like an impossible 
dream, right? A distant utopia?
Not according to Holm.

2020 vision
“There are so many stakeholders 
working independently to achieve 
their own objectives,” he states, 
“both at sea and on shore. This 
creates a barrier to progress. 
But if we can activate a process 
whereby those stakeholders 
collaborate towards a shared 

objective we can accelerate 
positive change. “We need real-
time communication networks, 
data enabled processes and 
decision making, connectivity 
across segments and industry 
verticals – we need to work 
together. And we believe we’ve 
made a start.”
That start revolves around SEA20, 
the key An Oceanic Awakening 
facilitator. This is a forum in which 
Wärtsilä aims to recruit 20 of 
the leading maritime cities by 
2020, creating a network that will 
collaborate to foster new ideas, 

deploy best practices and adopt 
smarter ways of doing business. 
Rotterdam, Hamburg and Helsinki 
are the first hubs to commit to 
the programme, while the first 
workshop, featuring 18 renowned 
experts from fields as diverse as 
air quality monitoring, crowd-
sourcing, logistics, architecture and 

academia, took place in August.

“It’s the first project of its kind,” 
Holm states, “so we understand 
it is ambitious – but we don’t 
see that as a barrier, rather an 
opportunity. It’s our hope this 
will evolve and take on a life of 
its own, with Wärtsilä becoming 
just one of the participants 
rather than the lead. This form 
of collaboration is central to 
unlocking development.”

Business benefits
Of course the drivers for this 

project are not completely 
altruistic. Wärtsilä is, after all, a 
busines and a successful one at 
that. The company’s latest quarterly 
report ably demonstrates that fact, 
with a year-on-year order intake 
increase of 7% to EUR 4.4 billion 
(January-September) and a net 
sales increase of 5%. The marine 

business, and industry outlook as 
a whole, is “moving in the right 
direction,” according to Holm.

The pay off in terms of the 
Oceanic Awakening is the 
opportunity for Wärtsilä to 
position its technology at the 
heart of the new ecosystems. It 
can and should be, the Marine 
Solutions President states, a 
key enabler. “Our products are 
designed to deliver standalone 
benefits, but really fulfil their 
potential when used together, 
when they are connected. 

Roger Holm – President, Marine Solutions & Executive Vice President, Wärtsilä

“It’s the first project of its kind,” Holm states, “so we understand it is 
ambitious – but we don’t see that as a barrier, rather an opportunity.
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“For example, take our fully 
integrated vessel hybrid power 
system (Wärtsilä HY), our 
intelligent routing and navigation 
software (NACOS Platinum) and 
the automated dock-to-dock 
technology that was successfully 
tested this year on-board Norled’s 
Folgefonn passenger ferry in 
Norway. This latter development 
was the first time in the world 
that an autonomous operation 
took a ferry from dock-to-dock, 
visiting three ports without human 
intervention. The captain simply 
selects ‘sail’ and the journey 
begins.

“So if you combine these 
technologies you can generate 
optimized power on-board 
according to your route planning 
and needs, which in turn is 
dictated by your automated 
‘just in time’ arrival into port. 
The solutions work seamlessly 
together to create the most 
efficient vessel and transport 
ecosystem, which in turn feeds 
into the wider ecosystem and 
delivers better environmental 
standards, with reduced power 

consumption and emissions, 
and safer, more predictable and 
enhanced operations. This creates 
knock on effects throughout the 
whole of the connected society. 
This is the way forward.”

Collaborating for change
Wärtsilä’s smart ecosystem 
strategy is the fulcrum of all 
activity and looks set to be the 
platform for its presence at 
Nor-Shipping 2019. Holm sees 
obvious synergy between the 
exhibition week’s drive to embrace 
wider ocean opportunities, 
encapsulated by its new ‘Blue 
Economy’ hall, focusing on 
the sustainable use of ocean 
resources, and Wärtsilä’s An 
Oceanic Awakening.

“Smarter sustainability and 
smarter business go hand in 
hand, there’s no contradiction,” 
he says. “Regulations and wider 
pressure from society for better 
environmental performance 
creates business opportunity. We 
can all use energy more efficiently, 
find new ways of working together 
and innovate. Nor-Shipping 

is a natural meeting place for 
progressive customers, ideas and 
collaborators, so we look forward 
to connecting with them in 
Norway next year.”

For the time being Holm and 
Wärtsilä look set to focus on 
building momentum behind their 
An Oceanic Awakening initiative 
while continuously developing, 
improving and marketing a smart 
product portfolio that supports it.

“Working with a growing group of 
partners on this project will help 
us understand and influence the 
changing needs of the maritime 
and energy sectors, refining 
our products and sparking new 
innovations for our team.
“But we are just one player in this,” 
Holm concludes. “We can’t do it 
on our own and we need broad-
based participation to create the 
greatest benefits for both industry 
and society. Together we can 
accelerate real change. We just 
need to connect.”

An Oceanic Awakening

The solution
is inspiration
Inspiration breeds solutions, that help turn maritime 
challenges into business opportunity. At Nor-Shipping 
2019, world class industry leaders, speakers, innovators 
and visionaries converge to connect and collaborate. 
This is your opportunity to discover inspiring solutions, 
during conferences, exhibitions, gatherings and more. 

Welcome to Nor-Shipping 2019  
– your arena for ocean solutions

Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:

https://youtu.be/gS-SyFEoHF8
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Bold ambition
Kongsberg Group’s (KONGSBERG) acquisition of Rolls-Royce Commercial Marine sent 
shockwaves through the industry. From seemingly out of nowhere, the Norwegian 
headquartered global leader in control, positioning, safety and automation acquired 
one of the biggest names in ship design, deck and rotating machinery. On the eve of 
the official takeover, 1 April, KONGSBERG President & CEO Geir Håøy explains both the 
rationale behind the purchase and what lies ahead. “Growth.”

It’s that simple. When Geir Håøy, 
previously the CEO of Kongsberg 
Maritime and now KONGSBERG 
group President & CEO, is asked 
about the motivation behind 
the approximately GBP 500 
million purchase of Rolls-Royce 
Commercial Marine, that’s the 
answer. One word. And a smile.
End of interview? Thankfully, 
after a rather long second, he 
elucidates. “Strategic growth,” he 
says. “We want to secure a bigger 
footprint upon our customers’ 
assets and by adding the Rolls-
Royce Commercial Marine 
product portfolio and expertise 
to that of Kongsberg Maritime 
we become more of a complete 
solutions provider. “That adds 

value for our customers while 
strengthening our position with 
them, be they shipowners, yards 
or other strategic partners. We 
become more of a ‘one stop shop’ 
with established expertise across 
a whole spectrum of systems and 
solutions. We believe that is a 
powerful proposition.”
And then there’s the ‘scale’.

Big time
Everything about this acquisition 
is big. The money, the turnovers 
(Rolls-Royce Commercial Marine’s 
was NOK 8.9 billion in 2017, 
while KONGSBERG’s was NOK 
14.5 billion), the global networks 
(KONGSBERG has operations 
in 25 countries, Rolls-Royce 

Commercial Marine 34) and 
the people, with the purchase 
set to add 3600 new staff to 
KONGSBERG’s existing 7000. And 
let’s not forget the market share.

“As a single entity we will now 
have products on around 30,000 
vessels in the world fleet,” Håøy 
notes. “This is a very significant 
installed base and, along with 
the market position, gives us 
considerable opportunities 
within aftermarket services and 
additional sales. “We really do 
see this as an excellent ‘fit’.” A fit 
that, as maritime continues to 
evolve, Håøy believes will become 
increasingly seamless.

Integrated approach
“The digitization of the shipping 
industry is well underway,” 
he states, “but there is a lot 
of potential for development. 
One of the main areas of that 
development will be further 
automation and autonomy. As 
assets become increasingly 
connected – as singular vessels, 
across fleets and with on-shore 
operations – there is greater 
demand for system integration. 
Having one supplier providing 
complete solutions makes perfect 
sense in that regard – with a more 
‘joined up’ approach delivering 
enhanced performance, efficiency 
and data driven intelligence. This 
will impact positively on both 
operations and businesses.”

Together KONGSBERG and Rolls-
Royce Commercial Marine will 
provide a vast menu of options 
for customers, ranging from 
KONGSBERG’s market leading 
dynamic positioning and sensor-
based technology, through to 
Rolls-Royce Commercial Marine’s 
cranes, deck machinery and, as 
revealed in a test with Finland’s 
Finferries in December last 
year, fully autonomous berth-
to-berth vessel systems. Håøy 
says the combined firm is ideally 
positioned to be a “trend setter” 
and enabler for the shipping 
industry, helping it move forwards 
and take advantage of future 
business opportunities.

All eyes on Nor-Shipping
Although the new firm comes into 
being on 1 April, Nor-Shipping, 
taking place in Lillestrøm and 
Oslo between 4 and 7 June, will 
be the first opportunity for it to 
really connect ‘face to face’ with 
the entire industry. “This is an 
important arena for us,” reveals 
the KONSBERG CEO. “Nor-
Shipping gathers the whole of the 
maritime value chain, from right 
around the world, in one location. 
Everyone from shipowners 
and shipyards to equipment 
suppliers, brokers, class societies 
and financial institutions mix 
together, and that gives us an 
excellent opportunity to connect 
with existing, new and potential 
customers and partners. We can 
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use this platform to present the 
combined company to the world.”
Håøy also believes Nor-Shipping’s 
new, wider focus – encompassing 
ocean industries as well as 
shipping – is good for business.
“80% of our activity is focused 
on the ocean, but not just 
on shipping,” he states. “Our 
technology is growing market 
share in fast developing 
industries, such as aquaculture 
and renewable energy, and we 
see huge potential for tailoring 
solutions based on our long 
maritime expertise for new 
business opportunities – both 
above and below sea level. So, 
Nor-Shipping’s broader remit 
complements our own ambitions. 
It’s a good fit.”

Group strength
Given the dire conditions much 
of the maritime industry – and 
particularly the offshore segment, 
where both Kongsberg and 
Roll-Royce Commercial Marine 
have leading positions – have 
experienced, a devil’s advocate 
may suggest the acquisition 
represents somewhat ‘risky 

business’. Håøy doesn’t seem 
perturbed by the suggestion.
“Both businesses have 
experienced reduced levels of 
activity in offshore, that’s true,” he 
says. “However, I’d argue that this 
move – when the industry is at 
the bottom of the cycle – is timed 
well. In short, the only way to go 
is up, and we’re already seeing 
activity escalate on the installed 
base, if not in newbuildings. We 
believe that is a positive sign for 
the future.”

Håøy says KONGBERG’s unique 
group structure, with domain 
expertise in defence and digital, 
alongside maritime, will also 
help the enlarged firm prosper 
going forwards. He speaks of 
“considerable synergy” across 
the divisions with technology and 
knowledge transfer seemingly 
commonplace. “The speed of 
development on the civilian side 
helps create innovation we can 
utilize in defence, while defence 
technology can be exploited 
for civilian purposes,” he notes. 
Here he nods towards the 
much-anticipated Yara Birkeland 

autonomous ship project as an 
example, which features sensor 
technology from KONGSBERG’s 
military applications. “Kongsberg 
Digital’s domain expertise and 
innovation can obviously be used 
across industries,” Håøy adds, 
“and will be a real asset given the 
on-going evolution of maritime.”

One company, one team
Despite his optimism with regards 
to future opportunities, the 
group CEO is candid about the 
challenges of bringing together 
two such large, established and 
renowned brands and companies 
under one corporate umbrella.
It is, he admits, no simple task.

“Our focus in the immediate future 
will be building one company, one 
team,” Håøy stresses. “The last 
thing we want is a ‘them and us’ 
mentality. Obviously it will take 
time to complete the integration, 
and there will be challenges to 
overcome, but we know each 
other well and believe the existing 
cultures are, like the products, very 
complementary. So, we think this 
is an exciting time for everyone.” 

As it is for the industry as a whole. 
There’ll be a lot of observers keen 
to see how the acquisition plays 
out and how the combined firm 
will expand its reach across a 
rapidly developing maritime, and 
ocean industry, sector. As such, at 

Nor-Shipping 2019 you can expect 
Kongsberg Maritime’s stand to be 
both one of the biggest, and the 
busiest. The “growth” Håøy speaks 
of relates not just to the business 
and its asset footprint, but also to 
industry interest. Watch this space.

Experience Geir Håøy on stage 
at the Nor-Shipping Opcean 
Leadership Conference. 
Get your ticket here.

Geir Håøy, President & CEO KONGSBERG

http://www.nor-shipping.com/tickets/
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A new age for 
Norwegian shipping
It’s about more than maritime. Harald Solberg, CEO of the Norwegian Shipping 
Association, sees a world of opportunity from his office overlooking Oslo. Here he talks 
markets, innovation, ocean developments, and even rubbish. Norway, he believes, has 
a leading role to play.

It’s about more than maritime. 
Harald Solberg, CEO of the 
Norwegian Shipping Association, 
sees a world of opportunity from 
his office overlooking Oslo. Here 
he talks markets, innovation, 
ocean developments, and even 
rubbish. Norway, he believes, has 
a leading role to play.

Harald Solberg is 42, but looks 
younger. Hearing him outline a 
career that has so far taken in 
politics, media, the Norwegian 
Royal Palace, and, of course, 
shipping, is a little surreal. For a 
moment one wonders who he’s 

talking about – his boss, a mentor, 
his dad perhaps – until that reverie 
is broken by his determined 
tone, authoritative presence 
and sharp industry insights.  
No, here, right at the top of the 
imposing Norwegian Shipowners’ 
Association (NSA) building in 
central Oslo, Solberg seems very 
much at home.

Evolving approach
The (relatively) new CEO of 
the NSA is the embodiment 
of a transition taking place in 
Norwegian shipping and, arguably, 
the industry as a whole.

In what was once regarded as the 
traditional stomping ground of 
slightly more ‘mature’ individuals, 
Solberg and other leading figures 
– such as NSA President and CEO 
of Klaveness Lasse Kristoffersen 
and Wilhelmsen CEO Thomas 
Wilhelmsen – are putting a fresh 
face on the business. In fact four 
of the 10 NSA board members are 
under the age of 50, with one still 
in their 30s.

But it’s not simply a matter of 
youth; it’s more about attitude, as 
Solberg is keen to stress:
“Shipping is evolving and we have 

to evolve with it,” he states. “Once 
this was an analogue industry, 
transporting cargo from A to B. 
Now it is an integrated part of 
supply chains, with increasing 
digitalization empowering better 
decision making, unlocking 
new value and presenting 
opportunities beyond traditional 
business practices.

“This is an incredibly exciting time 
to be involved in shipping and 
we, in Norway, are determined to 
secure our place at the leading 
edge of developments.”

Dynamic developments
Solberg took up the position as 
NSA CEO on 1 January, after close 
to two years at the royal palace 
as Chief of the Royal Secretariat. 
Prior to that he’d enjoyed almost 
five years at the NSA, rising from 
the role of Director to that of 
Deputy CEO.
As his first year in his new position 
draws to a close he’s more 
focused on looking forwards, 
rather than astern, but takes time 
to assess 2018 as “a challenging 
year” for NSA members.

“Norway has the second largest 
offshore fleet in the world,” he 
notes, “so the low rates and 
demand in that segment impacts 
more upon us than other key 
shipping nations. Tankers and 
chemical tankers also face 
challenges, but there’s more 
favourable conditions for dry bulk, 
while our short sea members are 
more positive. It is, to say the 
least, a mixed market.”

Mention of 2019 doesn’t 
prompt a surge of optimism, 
with talk of Trump, trade wars 
and increasingly protectionist 
attitudes, but mid-term signs and 
long-term prospects see Solberg’s 
smile, and that word ‘evolution’, 
return.

“Norwegian shipping has 
always evolved to embrace new 

opportunities,” he says. “From 
discovery, to trade, transport 
and then into offshore. Now, for 
example, that offshore expertise is 
being transferred to renewables, 
with a new breed of service and 
construction vessels tailored 
for the wind industry, and into 
aquaculture and fish farming. 
The future holds immense 
opportunities for mining and 
mineral extraction, where we 
can bring our strong subsea 
pedigree into play, and there’s 
real excitement around the 
development of the expedition 
cruise segment.”

Here Solberg sees possibilities for 
Norway to establish a mantle as a 
leader in specialized vessels, such 
as the Hurtigruten ships currently 
being built by Norway’s Kleven 
Verft, with frontier operational 
areas (e.g. the Arctic) and an 
emphasis on quality rather than 
volume.

“I genuinely think this segment 
could be a star performer for 
Norwegian shipping,” he stresses. 
“In a way it sums up what defines 
us; high quality, ambition and 
a desire to explore. These are 
values intrinsic to our success as a 
small nation, with a large industry 
impact.”

Leading the way
Solberg’s talk of tourism, deep 
sea mining, aquaculture and 
renewable energy is indicative 
of the aforementioned ‘attitude’ 
emerging in Norwegian shipping. 
The industry, as demonstrated 
by Nor-Shipping’s recent ‘ocean 
solutions’ repositioning, is keen to 
strengthen maritime by engaging 
in emerging ocean industry 
activities.

The NSA CEO is happy to confirm 
the trend:
“It’s natural,” he comments. 
“Norway has a world leading 
maritime cluster and, as we all 
know, commercial activity within 

the ocean space is expected to 
boom. Why not leverage that 
expertise to take advantage of 
the opportunity? If we don’t do 
it someone else will, but I firmly 
believe we’re one step ahead.”
Solberg is keen to position Norway 
and its 25,148 km long coastline 
as a ‘laboratory’ for new ideas 
and technology, as exemplified 
by the opening of the world’s first 
autonomous shipping test-bed 
in Trondheimsfjord in September 
2016, the current growth of 
battery powered ferries, and the 
first development of a hydro-
electric ferry, to be launched in 
Rogaland in 2021.

He believes that new technology 
can be conceived, tested and 
made ready market here – for both 
the maritime and ocean industries 
– before being scaled up for 
global release.

“With the strength of our cluster 
we can pioneer new ways 
forward,” he enthuses, adding, 
“and that is crucially important 
with regards to the greatest 
challenge facing us, and society 
in general, right now – that of 
sustainability.”

Creating value
Here, again, we see that new 
age, approach and energy in 
effect. Solberg doesn’t just want 
the NSA to serve and support 
its members – he wants the 
organization, its members and 
the whole industry to help tackle 
universal issues. Ocean pollution 
and climate change are top of the 
agenda.

To this effect the NSA has been 
pivotal in the launch of two 
recent, and startlingly ambitious, 
projects – Circular Cleanup and 
mapping marine plastics and 
pollution. Circular Cleanup is a 
six-month innovation initiative 
that draws together partners from 
maritime, waste management, 
environmental organisations and 

https://rederi.no
http://www.nor-shipping.com/oceans-of-business-opportunity/
http://www.nor-shipping.com/oceans-of-business-opportunity/
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the public sector to investigate 
the possibility of creating a value 
chain with regards to ocean 
waste.

“Eight million tonnes of plastic 
reach the ocean every year,” 
Solberg states. “At present rates 
there may be more plastic than 
fish in the sea by the year 2050. 
If there’s no value to that garbage 
there’s limited incentive to tackle 
it. But if we could give it a value, 
propose a system whereby people 
get paid for cleaning up, we could 
transform the problem into an 
opportunity. We could help devise 
a new commercial practice with 
the potential to create positive 
global impact.” Sensing the 
enormity of the issue, he smiles: 
“Yes, we know it’s ambitious. But 
it’s high time for action!”

Steps forward
That sentiment is equally 
applicable to the next NSA 
initiative, a public-private 
partnership with The Institute 
of Marine Research, Torvald 
Klaveness and KONGSBERG to 
develop and fit sensors onto 
vessels capable of analysing both 

the type of plastic found in various 
marine areas, and its composition 
and origin. The NSA is leading 
the project, KONGSBERG is 
developing sensors for installation 
on five Klaveness vessels, and 
the institute will analyse the data 
collected. It’s a pilot project that, 
Solberg says, demonstrates how 
society can benefit from the 
industry’s unique position on the 
ocean waves.

“We spoke before about 
challenges, but within challenges 
are opportunities,” he notes. 
“Here we see an opportunity for 
shipping to play a pivotal role in 
finding solutions to one of the 
most pressing environmental 
problems of our time. If we 
understand more about this 
issue we can understand how to 
tackle it. We have a clear role to 
play here, and I’m delighted the 
NSA and our partners are taking 
positive steps forward.”

Global gathering
Progress from both projects will 
be released before the next Nor-
Shipping, taking place at a series 
of venues in Oslo and Lillestrøm 

from 04 - 07 June 2019. Here, as 
a partner and keynote speaker, 
Solberg will no doubt be looking 
to communicate the role Norway 
and his members can play in the 
evolving ocean space. 

“Nor-Shipping is a crucially 
important event for us and our 
members,” he imparts. “It is both a 
meeting place, a global showcase 
and an important access point for 
fresh business opportunities. With 
its focus on ‘ocean solutions’, and 
our desire to leverage existing 
expertise in new areas, that’s 
never been more relevant than 
it is now. “The shipping world 
looks to Norway during Nor-
Shipping,” he concludes. “Here 
at the NSA we want to retain that 
focus on our national sector at all 
times, helping us maximise our 
commercial and environmental 
impact. The industry is changing 
and we’re committed to helping 
it steer a course that is efficient, 
responsible and sustainable, 
benefiting all of society.”
A new age, it seems, may just be 
dawning.

The solution 
is at this  

destination
The Nor-Shipping 2019s exhibition brings together 

around 1000 of the leading businesses and innovators in 
the ocean industries. During the days of the exhibition, 

the halls are turned into one destination of infinite  
opportunities. While the Blue Economy hall features  

tomorrow’s solutions, you can find instant inspiration in 
the Think Tanks, or connect with next generation  

businesses in the start-up lounge. 

Welcome to Nor-Shipping 2019 exhibition  
– your arena for ocean solutions

Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:
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The future, covered
How can marine insurance play an active role in helping industry and society meet 
future challenges and opportunities? Skuld CEO Ståle Hansen knows he doesn’t have 
all the answers, but he’s committed to contributing towards both commercial and 
environmental sustainability in any way he, and his company, can. This is Skuld’s policy 
for tomorrow, today.

Walking into Skuld’s head office in 
Oslo immediately dispels many of 
the preconceptions dogging the 
maritime insurance industry.
The bright and lively building, 
housing around 140 of the 
firm’s 270 staff, is populated 
by smart young people (the 
average age at Skuld is just 41), 
of whom half are female. Multiple 
nationalities mingle together 
as one – there’s 28 represented 
across 10 international offices – 
as do specialisms, with lawyers, 
engineers and data analysts 
ebbing and flowing through a 
series of glass walled corridors.
Conservative and sombre this is 
not. And that’s before a beaming 
Ståle Hansen, Skuld CEO for the 
past four years, appears with a 
warm welcome. There’s something 
afoot here.

Embracing the new
In many ways Skuld is as 
traditional as they come. 
Founded in 1897 as a P&I club 
for Scandinavian shipowners, it 
is now an A rated (Standard & 
Poor’s) insurance leader with an 

acknowledged focus on providing 
first class service to a global client 
base.

So far, so expected…but there’s 
more than it to that. Over recent 
years Skuld has quietly moved into 
a position as a modernizing force 
within its niche, embracing new 
ideas and activities to support 
both its customers and society 
moving forwards.

Under Hansen’s leadership the 
firm has adopted digitalization 
as a key priority area, while last 
year changing its core strapline 
to ‘protecting ocean industries’ – 
nodding to segments far beyond 
shipping. It’s a move that says 
a lot about Hansen’s ambitions. 
“We need to stay as relevant as 
possible to both our industry 
and society,” he says. “The world 
needs to utilize ocean-based 
resources in fresh ways to support 
a growing population, while the 
maritime industry can use its 
established expertise to both 
serve that purpose and unlock 
new value and revenue streams. 

As a trusted insurance provider 
we can use our own lengthy 
experience to help customers 
prosper, while safeguarding 
society. “As such, we believe we 
have a key role to play in enabling 
long-term, sustainable success for 
our stakeholders.”

Ocean focus
Although Skuld’s undoubted 
strength remains in its core 
maritime P & I offering, the firm 
has established a solid base in 
the offshore energy segment and 
is now flexing its muscles across 
new ocean industries.

Offshore wind is an emerging 
specialism, with Hansen noting 
Skuld covers “the majority share 
of construction vessels” while 
it is also developing its product 
portfolio to insure turbines. 
Seabed mining and aquaculture 
have, he opines, “clear potential” 
for the future.

“We have seen a transition of 
our customers’ expertise from 
offshore energy into aquaculture, 

so it makes perfect sense to 
follow them on this journey,” he 
notes. “As demand from society 
grows we expect to see large 
industrialized operations built, 
potentially close to cities, to 
provide food for an expanding 
population. We won’t be insuring 
the biomass, but we do want to 
take a leading position insuring 
the infrastructure itself. “Skuld 
sees this kind of development as 
an important building block for a 
more sustainable society.”

Engagement arena
And here we hit on a central 
theme steering the current 
evolution of Skuld –sustainability. 
The firm is set to use Nor-Shipping 
2019, taking place in Oslo and 
Lillestrøm, Norway, from 04 to 
07 June, to engage customers 
in conversations relating to its 
vision for the future. This centres 
on the active support of the UN 
Sustainable Development Goals 
(SDGs) and an ambition for 
insurance companies to play a 
role in facilitating them.

“Nor-Shipping has a unique ability 
to bring the whole spectrum of 
maritime and ocean stakeholders 
together in one place,” Hansen 

comments. “From shipping 
executives, to engineers, 
financiers, tech innovators and 
students – the next generation of 
our industry – all sharing ideas, 
opportunities and knowledge. In 
that respect it is the ideal arena to 
engage with decision makers and 
today and tomorrow’s influencers 
face-to-face in a sustainability 
discussion. “Given the challenges, 
and opportunities, facing our 
industry and society right now I 
can’t think of a more important 
subject to talk about.”

Intelligent approach
Hansen argues that the marine 
insurance industry, by its very 
nature, already contributes to 
sustainability in very real but 
often under-appreciated ways. 
Companies, for example, actively 
assess and survey shipping 
risks, conduct casualty response 
services and perform extensive 
loss prevention programmes. 
The aim of these is to safeguard 
casualties and prevent injury 
to people, environment and 
property. Skuld is committed 
to going one step further and 
using its expertise to support 
a “precautionary, predictive 
approach” to help mitigate risk 

to industry, society and the world 
around us.

Hansen explains: “We are sitting 
on a wealth of data that can be 
utilized to identify trends – for 
example, what sort of incidents 
cause causalities, which cause 
spills, what are the key threats 
that shipowners have to protect 
against. This creates a suite of 
loss prevention advice that we 
can share with the industry. 
Furthermore, when that data 
can be combined with data from 
other sources – whether that be 
from owners, AIS tracking, or 
authorities – we can refine its 
accuracy and predict risk with 
precision to deliver ‘on time’ 
advice. “This has the ability to 
reduce accidents and claims 
costs, save lives and lessen 
environmental impact.” The Skuld 
CEO says the initiative is “under 
on-going development now” 
with the company’s relatively 
recently established Strategy 
and Operations Department as 
its epicentre. He believes this 
‘joined up approach’ is a natural 
step forward for an increasingly 
digitized industry, especially 
given the move towards greater 
automation and eventual 
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autonomy within maritime. 
Another trend that, with human 
error contributing towards 80% of 
accidents at sea, will likely reduce 
cost and environmental burdens.

Commitment to change
Beyond the positive impact of 
the services it can provide, Skuld 
is also working to practice what 
it preaches by enhancing the 
sustainability focus within its own 
organization.

Hansen says the firm has already 
identified five key SDGs to support 
(SDGs 3, 10, 13, 14 and 16) and in 
the run-up to Nor-Shipping will 
begin the process of establishing 
robust KPIs, targets and a 
systematic reporting structure to 
ensure continual improvement.
“This is a clear commitment to the 
future from Skuld, not just ‘good 
intentions’,” he concludes. “The 
world needs a healthy ocean – but 
also a productive, responsible 
utilisation of its resources – if it is 
to survive and prosper. I believe 
the maritime and ocean industries 
have a pivotal role to play, and 
the insurance segment, with its 

data, experience and expertise, 
can help them deliver upon 
that potential. “I look forward to 
discussing this with the global 
industry at Nor-Shipping 2019. It’s 
a topic we all need to cover.”
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Leading from the front
The Norwegian Maritime Authority (NMA) is working to position itself as a leader 
for not just Norwegian flagged vessels, but for the entire global shipping industry. 
Here Acting Director General Lars Alvestad outlines how innovative technology, bold 
ambition and a committed environmental focus are converging with truly ground-
breaking results.

“It’s an autonomous aircraft, a 
large drone, that will be equipped 
with sensor technology to 
measure vessel emissions in 
Norwegian waters – it’ll fly for 
between two to three months at a 
time taking readings.”

Interviews often experience 
little moments of quiet while 
new questions are pondered, or 
interesting details are digested. 
Rarely do they fall silent through 
sheer amazement.
What…Excuse me?
“Two to three months,” repeats 
Lars Alvestad, Acting Director 
General of The Norwegian 
Maritime Authority (NMA), before 
slowing his delivery a little, like a 
teacher explaining something to 
a dumbfounded pupil: “We’ve just 

reached agreement with Airbus to 
supply it.
“The drone will fly high above the 
surface of the water, much higher 
than our current drone fleet, but 
it will still be able to capture the 
data we need. The concept is 
under development now and we 
expect it be actively operating 
within the next year or so.”
He adds, somewhat needlessly it 
must be said; “It’s the first project 
of its kind in the world.”

Enforcing excellence
The NMA is an authority 
with ambition. Acting as the 
administrative and supervisory 
body for both Norwegian flagged 
ships and foreign vessels in 
Norwegian waters, it’s the job 
of Alvestad and his Haugesund-

based team to enforce national 
and international legislation, 
agreements and political 
decisions, while safeguarding 
maritime people, assets and the 
environment. The latter has been 
singled out as NMA’s key focus 
area for 2019, leading to the initial 
exchange on the Airbus project.

Over the course of 2019 the 
vessel inspections carried out 
by NMA surveyors will have 
increased ‘green’ demands in 
a bid to “influence the industry 
to think and act with greater 
environmental awareness.”

The authority is also working 
to increase awareness of new 
rules and regulations regarding 
emissions to air and discharges 

to sea, while enabling effective 
enforcement.

In fact, this interview comes just 
days after the levying of a NOK 
700,000 (USD 80,000) fine to 
cruise ship MS Magellan, owned 
by the Greek company Global 
Cruise Lines Ltd, for violating 
legislation on fuel sulphur limits 
in Norway’s spectacular World 
Heritage fjords. It was the first 
penalty to be issued since the 
introduction of the law in March, 
limiting sulphur content to just 
0.1% (the Magellen recorded 
0.17%).

“I think we are going to see 
increased frequency in the issuing 
of fines,” says Alvestad, noting 
that the NMA also administers 
regional ECA requirements, “but 
that will be a short to medium 
term trend. Once owners and 
operators get used to the 
legislation – and once they begin 
testing their own fuel rather 
than believing everything their 
suppliers claim – they will adjust 
to the new compliance reality. 

It is, after all, for the benefit of 
everybody.”

Emission accomplished
It’s the new sulphur requirements 
that have been the catalyst for 
the arrival of the drones. Even 
discounting the latest Airbus 
project, the NMA was already 
blazing a trail for the use of 
airborne sensor technology.
In 2018, after a period of intensive 
testing, it became the first 
maritime authority to utilize 
drones in a bid to “uncover illegal 
emissions.”

“As an authority we are always 
looking for new ways to most 
effectively serve our customers 
and society,” Alvestad notes. “We 
like a challenge and we’re keen 
to innovate to solve them, to 
demonstrate what is possible. The 
drones are a case in point.”
NMA currently has sensors 
measuring sulphur emissions on 
three multicopters (drones with 
four propellers), which are in turn 
owned by the Norwegian Coastal 
Administration and operated by 

the Norwegian Coast Guard. They 
can also be fitted with cameras, 
infrared cameras and a variety of 
supporting sensors to assist with 
operations such as oil pollution 
control and rescue tasks. The fleet 
is set to expand by the end of 
2019.

“We basically fly them around 
100m behind vessels,” Alvestad 
explains, “keeping a safe distance 
so as not to endanger passengers 
or assets should there be a 
malfunction. The sensors then 
detect emissions from the vessel 
exhausts and measure them in 
accordance with the relevant 
regulations. It is an incredibly 
effective, and highly efficient, 
way to ensure standards are 
maintained.

“We believe this is a project that 
can be emulated right across the 
world – in fact it should be – so 
we’re keen to discuss it within the 
industry and highlight the very 
compelling benefits it delivers.”

Acting Director General Lars Alvestad
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Collaborating for change
This desire to interact, share and 
position itself as a pioneering, 
ambitious and quality flag admi-
nistration drives the NMA’s high 
profile involvement in Nor-Ship-
ping, taking place this year betwe-
en 4th and 7th June in Oslo and 
Lillestrøm, Norway. NMA has been 
a leading sponsor of the exhibiti-
on week for many years and sees 
huge value in participation.

“Nor-Shipping is an exceptional 
arena for bringing shipping’s 
entire value chain – from 
shipowners, to politicians, 
authorities, equipment 
manufacturers, academia, 
and solution and service 
providers – together in one 
place,” he explains. “The value 
of that can not be overstated. 
It is a facilitating platform for 
collaboration and, as we know, 
collaboration is vital to the 
successful evolution of maritime.”
As an example, Alvestad discloses 
details of a discussion he had 
during Nor-Shipping 2015.
“I’d been invited to speak at a 
Nor-Shipping event focused 
on assessing the potential for 
future autonomous vessels,” 
he explains. “In a stakeholder 
discussion after my presentation 
we were imagining a road map 

to the future and how we could 
best prepare for autonomous 
operations. The issue was raised 
that to enable progress industry 
needed a maritime authority to 
work closely with, to test systems 
and build procedures, standards 
and regulations. I basically said, 
‘well, look no further.”

As a result of that conversation 
– in tandem with a range of 
complementary developments, 
and the stated ambition of the 
NMA to be a leader in maritime 
innovation – progress followed 
swiftly. In 2016 NMA signed an 
agreement with the Norwegian 
Coastal Administration creating 
the world’s first autonomous 
vessel test-bed in Trondheim 
fjord, and since that point the 
organization has been heavily 
involved in the Yara Birkeland 
project (which, when it launches 
next year, will be the world’s 
first fully autonomous container 
vessel). “Good things happen 
when we work together,” Alvestad 
smiles, “and Nor-Shipping is an 
excellent platform for facilitating 
collaboration.”

Dynamic development
Looking to the future – and one 
gets the impression Alvestad and 
the NMA are firmly focused on 

the horizon – the Acting Director 
General sees an increasing pace 
of change and technological 
uptake.

“I’ve been in shipping since 1974 
and have obviously seen a great 
many industry developments, 
but nothing like in recent years, 
when,” he states with a laugh, “the 
industry has gone into overdrive.

“When we had the meeting at 
Nor-Shipping in 2015 some of 
the participants were saying we’d 
have autonomous vessels in 30 
or 40 years. I went out on a limb 
and suggested 10 years. But look 
what’s happened; the first one will 
launch just five years after that 
conversation.

“In such a dynamic environment 
authorities have to stay close 
to industry stakeholders and 
understand, and if possible play a 
part in, the innovation process. We 
must remain relevant to serve and 
safeguard industry and society in 
the best way possible. That is our 
ambition at NMA. We don’t want 
to play catch up, we want to lead 
from the front.”

An objective that, on the back of 
recent developments, is clearly off 
to a flying start.

The Nor-Shipping exhibition

The solution 
is at this  
destination
The Nor-Shipping 2019s exhibition brings together around 
1000 of the leading businesses and innovators in the ocean 
industries. During the days of the exhibition, the halls are 
turned into one destination of infinite opportunities.  While 
the Blue Economy hall features tomorrow’s solutions, you 
can find instant inspiration in the Think Tanks, or connect 
with next generation businesses in the start-up lounge. 

Welcome to Nor-Shipping 2019 exhibition  
– your arena for ocean solutions

Buy your ticket at nor-shipping.com/tickets

Organizer:

Main sponsor: Leading sponsors: Partners:

Charity partners:
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Even better times ahead
Even Matre Ellingsen, Group CEO of Astrup Fearnley, may be new in the ‘hot seat’, but 
he already has calm, clear and ambitious visions for a company that is just about to 
celebrate a major milestone.

Astrup Fearnley is looking good 
for a 150 year old.

The Oslo-based group, originally 
established as a shipping and 
agency outfit in 1869 by Thomas 
Fearnley, is one of the world’s 
leading names in shipbroking, 
maritime investment and advisory 
services. It boasts 13 offices in 
10 countries and specialisms 
in just about every shipping 
sector, offering particular 
strengths in offshore supply, 
offshore (including both rigs and 
renewables), and LNG, amongst 
others.

It’s also, through its owner the 

Hans Rasmus Astrup Foundation, 
acquired a jaw-dropping 
collection of contemporary 
artwork, on show at Oslo’s 
landmark Astrup Fearnley Museum 
(designed by Renzo Piano, 
architect of Paris’ Pompidou 
Centre).

It is a multi-faceted, multi-national, 
and thriving business.
The kind of concern that, one 
imagines, may be daunting to 
steer towards the next 150 years?
Not from the look of Even Matre 
Ellingsen.

Enhancing understanding
Ellingsen, who has been with 

the firm for seven years, after 
16 at Pareto Securities, exudes 
a relaxed, yet focused, and 
affable persona. At the time of 
our interview he’s been in the 
Group CEO role for a little over 
a month, having moved up from 
the position of CEO, Fearnley 
Securities (the group’s investment 
bank). Nevertheless, he already 
appears remarkably at ease – 
unruffled by the task ahead.

“I’m spending much of the first 
90 days traveling around the 
globe to meet, and learn from, my 
colleagues,” he notes. “By ‘getting 
to know’ the many talented people 
within the group I can understand 

the working of the businesses 
better and that will help inform 
any new strategies we put in 
place. What we have – the breadth 
of our offer, our first class people, 
and our excellent reputation for 
integrity within the marketplace 
– works very well, so I certainly 
won’t disrupt that.

“At the same time the shipping 
industry is changing faster than 
ever before, with new demands 
from stakeholders that our 
customers must adapt to. Our role 
is to serve those customers and 
help them achieve business goals 
(including enhancing profitability), 
so we must adapt too.

“However, in the case of Astrup 
Fearnley, it’s going to be evolution 
rather than revolution.”

Strength in numbers
Individually the group businesses 
are strong – Fearnley Securities 
has, for example, raised over USD 
7.7bn in the last three years in 
equity and bond financing, while 
Fearnleys is a leading broker 
for the LPG, LNG, dry cargo, 
tanker and RORO segments. But 
it’s the collective picture that 
Ellingsen seems more focused on. 
Teamwork is a word he frequently 
revisits.

“I’m more interested in the ‘we’ 
than the ‘I’,” he says. “Individual 
talent is, of course, greatly 
valued, but it’s when we put 
individuals together as a team that 
businesses really excel. That’s as 
true for the group as the individual 
company teams.”

Here he hints at a more ‘joined 
up’ approach for the group in the 
future, whereby the ties between 
the businesses are tighter to 
share expertise and deliver a 
‘bigger picture’ understanding for 
clients. This will benefit external 
stakeholders, while internally it 
will help build more of a common 
culture, set of business principles 

and strong group values.

“I see an environment forming 
where we work as one, across 
divisions, across sectors to deliver 
enhanced insights and value,” he 
says.

“Utilising what we already have, 
simply bringing it together – 
assisted by new systems, new 
technology and new data-enabled 
products – to give our clients, 
and ourselves, true competitive 
advantage. That will position us 
well for the years ahead.”

Research and relevance
It’s too early in his tenure, he 
explains, to talk about specifics, 
but technology will be rolled out 
‘aggressively’ – “to communicate 
better internally and develop 
broker tools that enhance our 
external offering” – while research 
strengths will be consolidated.

“We want to offer the best 
advisory, investment and broking 
services and to do so every 
decision must be based on the 
best research,” Ellingsen stresses. 
“We invest between 10 and 15% 
of our turnover every year on 
R&D and our research teams are 
regarded as amongst, or even 
the, world leaders within our 
segments. That will continue 
going forwards, giving us the 
intelligence and analytical 
capacity to remain as relevant as 
possible to our customers and 
their businesses.

“After all, relevance in this 
dynamic industry is critical for 
success.”

Astrup Fearnley has stayed 
relevant over the past century 
and a half by exploiting new 
opportunities and developing 
specialisms carefully, yet quickly, 
where demand emerges. This has 
led to a 45-year strong pedigree 
within offshore, with more 
recent headway made in growth 

segments such as renewable 
energy, aquaculture (“I think 
we’ve brought more new assets to 
market in Norway than any other 
player”) and now an approach into 
harvesting seabed minerals.

“Again,” he states with a smile, “it’s 
a little early to give details of that 
as yet.”

People power
What he will disclose is the group’s 
ambition to invest in human 
capital – a decision that has led to 
their high profile presence at Nor-
Shipping 2019, taking place this 
year between 4th and 7th June in 
Oslo and Lillestrøm, Norway.
Ellingsen argues that people are 
“our most important assets” and 
that the group is always looking 
to attract and, importantly, retain 
talent.
“We don’t have a high staff 
turnover,” he states, “both 
because we build a culture where 
people are valued and, in part 
thanks to the fact that we’re 
privately owned, we invest in them 
for the long-term. We don’t hire 
and fire as the markets fluctuate, 
we continue investing when times 
are bad to give us an immediate 
competitive advantage when 
they are good. The value of that is 
immense. It’s one of the reasons 
we’re still going strong after 150 
years.”

Nor-Shipping will give Astrup 
Fearnley’s people the chance to 
connect with global clients face-
to-face, but, importantly, also to 
engage with a new generation of 
talent – something front of mind 
for Ellingsen.

“Nor-Shipping has the almost 
unique ability to gather the 
whole maritime industry value 
chain in one place,” he states. 
“That is fundamentally important 
for building relationships, 
industry understanding and 
future collaboration. But another 
attractive element is the fact 
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it attracts young people and 
fresh talent – those considering 
shipping as a career path and 
those setting sail now, often with 
innovative ideas and cutting edge 
digital understanding. That is an 
incredibly attractive proposition.”

Next generation Now
As such Astrup Fearnley has taken 
the decision to sponsor Nor-
Shipping’s Ocean Now festival, 
taking place on 5th and 6th 
June at Skur 13 in Oslo. This will 
gather students, entrepreneurs 
and established maritime players 
in a single arena to highlight 
opportunities, discuss and enable 
new ocean solutions, and build 
bridges to working together in the 
future.

“We think this is where some of 
the sharpest and most ambitious 
minds will be during Nor-
Shipping,” Ellingsen opines. “So, 
the chance to tap into that, while 

also positioning Astrup Fearnley 
at the forefront of tomorrow’s 
industry today, was something we 
didn’t want to miss out on.”

Concluding, it’s worth noting 
that the previous Astrup Fearnley 
Group CEO, Jon-Aksel Torgersen, 
held the role for some 27 years. 
Does the new incumbent see 
himself emulating that startling 
longevity?

“Even with our desire to look to 
the ‘long-term’ I think that may be 
taking it a bit far,” he laughs good-
naturedly. “But what I will say is 
that we’ll still be here, still working 
side-by-side with our clients, to 
provide the best services and 
market intelligence, allowing 
them to achieve the best business 
results.

“Hopefully we’ll be as relevant for 
the next 150 years as we’ve been 
for the last!”

Tune back in for the 300th 
anniversary article to find out if 
that’s the case…
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