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It basically was

an art before.

We’re just starting

to scratch it

into a science.

Dennis Conner
“Courageous” 

Winner, America’s Cup, 1974

www.awlgrip.com

facebook.com/awlgripfinishfirst

Art and science, an unlikely combination. Yet, in 1973, Awlgrip launched

a revolutionary state of the art topcoat combining the best of both and

changed the future of yacht paints forever. Chemistry and color fused 

like never before, a finish so deep, full of lustre with unmistakable gloss.

The Awlgrip look was born and for 40 years our industry-leading 

innovation has kept the world’s yachts looking their best.

Awlgrip. Beauty through innovation.
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TSR has been visiting the Hainan Rendezvous for three of its 
four years. This year Ellie Brade and Thea Cheney attended 
the event, which bills itself as China’s premier lifestyle and 
luxury show. It is one significant cog in the machine that is 
the campaign to bring superyachting to Asia, but tangible 
results in the form of orders are still a long way off. 

The 
Waiting 
Game
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We confess we had little to 
no idea of what to expect at 

Hainan. Even knowing who we could 
anticipate to find at the show was a 
challenge, with no English listing 
of exhibitors and yachts on the 
show website. Arriving at the Visun 
Marina on the first day we found an 
impressive set-up, including several 
superyachts, the biggest of which was 
50m Sapphire, built by Trinity, and a 
plethora of smaller day and power 
boats. The docks were lined with some 
of yachting’s most well-known names –
Abeking & Rasmussen, Amels, Benetti, 
Blohm+Voss, Lürssen, Royal Huisman 
and more – all of whom say they have 
committed long term to this market. 

As a ‘lifestyle’ show, rather than the 
yacht show format the industry is 
more familiar with, the yachts and 
accompanying exhibitors stood 
alongside aircraft, cars, jewellery and 
other ‘luxury’ items. “This is not a 
boat show, this is a lifestyle event, so 
people don’t come here just to look 
at boats,” said Michael Breman, sales 
director at Lürssen. “They come to 
see the epitomes of a certain lifestyle 
and wealth and we are just one of the 
many products that are available. We 
don’t expect to run into somebody 
here who’s going to buy a boat. That’s 
not the mission. The mission is to 
enhance the brand awareness and 
that’s what we keep doing.”

Of the exhibitors, 11 were members of 
the Superyacht Builders Association 
(SYBAss). Theo Hooning, secretariat 
of SYBAss, was at the show and was 
complimentary about the show’s 

format. “It’s nice to see how you 
can mingle superyachts and the 
super luxury lifestyle, and in that 
way it could be an example for 
future events,” said Hooning. “It’s 
questionable whether a boat show, 
as we do them now, is the best way 
to communicate with our target 
audience. The nice thing about this 
show is that it’s all about luxury 
– you get the planes, you get the 
helicopters, you get the diamonds – 
and very importantly it’s all focused 
on the consumer. If you look at the 
traditional boat show there is a lot of 
business-to-business which is, bottom 
line, not what our members are 
looking for.”

From a journalistic perspective, the 
show was fantastic. Quiet compared 
with shows like Monaco, we had ample 
time to spend speaking with leading 
industry figures. Those who have 
been coming to Hainan since the first 
edition of the show have witnessed 
huge steps forward in the show format 
in just four short years, but to date 
there have been few sales made by 
return. 

In our last report on Hainan (issue 
134, pages 73-81) Tork Buckley 
reported that a ‘softly softly’ approach 
rang true about the introduction of 
yachting to the region, and little has 
changed. The show seemed to be one 
big, expensive waiting game and very 
few of those we spoke to diverged 
from the line of ‘We see the potential, 
and we are willing to wait’. Everyone 
seems convinced the potential is 
there, but on how to market to those 

“the nice thing about 
this show is that it’s all 
about luxury – you get 
the planes, you get the 
helicopters, you get the 
diamonds – and very 
importantly it’s all focused 
on the consumer.”
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potential owners they are not all 
unified. “This year the show has been 
great for networking among other 
people, but I think the interest from 
the Chinese visitors here hasn’t been 
that great,” said Henning Schwarzkopf 
of Cheuram Consulting Group. 

Feadship has one of the few success 
stories of selling recently into China. 
On display at the show was the 
recently launched 45m Blue Sky, 
sold to a Chinese owner at the 2012 
Rendezvous. Having started a focused 
approach on the Asian market around 
2009, they had the bonus of having 
Helix in the region in 2012 for an 
extended tour; that included the 
Hainan Rendezvous, which is where 
Blue Sky’s owner had his introduction 
to what Feadship could offer. 

The yard first began its targeted 
approach to the Asian market some 
four years ago, as a part of its global 
expansion strategy. “Primarily it was 
because it was an up-and-coming 
market and our business is a global 
business, and like other areas of 
the world we want to be the first 
custom yacht builder established 
there if possible,” said Bas Nederpelt, 
commercial director at Feadship de 
Vries. “For newcomers you need to be 
here in several ways. Of course there is 
more than just one boat show, but this 
is the leading boat show. I think the 
show itself doesn’t justify the presence 
of so many large yacht builders, but, 
on the other hand, the market will do 
– for some sooner, for others later.” 

Blohm+Voss have been exhibiting 
since the inaugural Rendezvous, 
and they see the show primarily as 
a branding exercise. “We want to 
communicate that Blohm+Voss is the 
largest and the most expensive yard,” 
said sales manager Isabelle Huet. 
“We have been here four times and 
every time we come it’s improved 
a bit more. It’s incredible how it’s 
expanded and the quality of the 
show has improved over four years. 
The exhibitors are the big names: 
everyone is here.” With a market that 
is only just accustoming itself to the 
idea of yachts over 30m, yachts like 
Eclipse and A still seem a world away, 
but it’s an investment that the yard 
thinks is justified. “We don’t know if 

[the expected market growth] will 
happen, but I have a feeling that 
one day it will. It’s so important to 
be here from the start: you have to 
build a brand.” With yachting such a 
new concept, a lot of education is still 
needed. “The main question that we 
are asked is ‘How much?’ ” said Huet. 
“They have trouble understanding 
how much a yacht costs and why. With 
a car you can look at it, ask the price 
and take it the same day. If you say it 
takes five years to build a yacht, they 
are not willing to wait, the market is 
not there yet.”

One of the core group of yards that 
have been at Hainan since the get-go, 
Lürssen puts a substantial portion 
of its annual marketing budget into 
the Asian market. The yard has seen 
the potential first hand, having sold 
four boats to Asian clients in the 
past. “That came from hard work, 
persistence and a good product,” said 
Breman. The Hainan Rendezvous 
has become the yard’s main event 
in China. “We think this is the Asian 
show with the most potential,” said 
Breman. Even having sold into this 
market before, Lürssen is clear that it 
is a long path to walk until the Asian 
clientele approaches yachting in the 
way that Europeans do. 

“There is a relationship between the 
speed at which wealth is acquired 
and patience,” said Breman. “The 
quicker you make your money the 
less patience you have and if you 
want one of our products you have 
to wait several years, three, four, even 
five years, so I’m fully aware that for 
most Chinese people that is not a 

Blue Sky’s owner had his 
introduction to what Feadship 
could oFFer at a previous hainan 
rendezvous.

“the quicker you make 
your money the less 
patience you have and 
if you want one of our 
products you have to wait 
several years, three, four, 
even five years, so for 
most chinese people that 
is not a proposition. they 
are living at 500 miles an 
hour; what they do in a 
year takes five years in the 
west and they want to 
move ahead.”
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Among the exhibiting fleet at Hainan was the distinctive 
red-hulled 70ft catamaran FENG. Built by Sunreef Yachts, and 
delivered just days before the start of the show, she is Asian-
owned. TSR secured an interview with her owner, who is an 
enthusiastic ambassador for yachting in the region.

What was your first introduction to yachting?
i lived in singapore for two years (2008-2010) and that was the 
first time i saw a lot of yachts. i like sports so i went to the boat 
show there and decided to buy a yacht. i remember at that time 
my friend, who owned a catamaran, told me i should buy a sail 
boat, not a power boat, but i didn’t listen to him because power 
boats are good for speed and have a sleek look. 

What prompted the decision to buy another yacht?
[having bought a motoryacht] i found that if you really want to 
enjoy life on the sea a sail boat is a better choice because you can 
go anywhere, and you have much more space. speed is good, but 
it’s not comfortable with the noise and turbulence, so after two 
years i decided to buy a sail boat as well. 

at first i decided to buy a lagoon catamaran because i didn’t 
know any other brands, but then i wanted a bigger boat. lagoon’s 
maximum is 62ft, so i researched and found sunreef, which 
produced bigger boats. sunreef had one of their 62ft models in 
sanya, so i came down and had a look and i thought the design 
was better than the lagoon, so i decided to buy from sunreef.

How involved were you in the design process of the new yacht?
i wasn’t involved that much because the yard was too far away, so 
i just looked at some options with the dealer. But if i buy another 
boat i will be more involved in the design.

 

How much time do you spend on board your yacht?
when i was in singapore i spent a lot of time on board, almost 
every one to two weeks, but i spend less time there now because 
i don’t travel to singapore so much. with FeNG here [in sanya] 
i should be on board every month. in china we have internet 
access everywhere, so i can still work when i’m on board. i 
accompanied the boat from hong Kong to sanya. it took 40 
hours, which is good. it was not that turbulent, and we slept 
very well.

What are your plans to use the yacht?
i think in the near future i will go to the south china sea and 
west china sea, and maybe one day i’ll go to singapore and 
then the Maldives. 

Is boating becoming more popular in China?
Yes, of course. one of my friends bought a sunseeker in 2004 in 
shanghai and he could not find a captain in shanghai; it was a 
new industry, and there were no marinas. even in sanya, when i 
first came to this boat show three years ago, the condition of the 
marina was very poor; there was no electricity or water. even in 
this condition the industry is picking up. now we have more and 
more beautiful marinas and more and more yard professionals, 
so i think the yacht industry will grow very, very quickly in china. 
it’s really important that the marinas and the professionals and 
the interior service grow, then the industry will pick up too. 

Will you buy another yacht?
Maybe in five years’ time. actually i like this boat, but maybe in 
five years i’ll have the opportunity to buy a new yacht.  g

an owner’s storY
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proposition. They are living at 500 
miles an hour; what they do in a year 
takes five years in the west and they 
want to move ahead.”

Breman emphasised that the pool 
of potential customers in Asia is still 
infinitesimally small despite the wealth. 
“Statistically speaking, there are a lot 
of wealthy people here… but you need 
more than just the ability to spend, you 
need to like boats. You need to know 
what to do with them and where to put 
them. These things are the best part of 
the equation that people always forget. 
You don’t just need money. We grew up 
in the west and most of us have been 
boating as a kid, and we know about 
boats. Most of these people don’t know 
about boats.”

Royal Huisman was also in its fourth 
year as exhibitors. “We always like 
to develop R&D at the yard, but 
from a marketing point of view we 
like to expand and try new things, 
and a show like this is a good start,” 
said commercial manager Evert van 
Dishoeck. “Slowly you start to build 
up relationships with industry people, 
clients and networks here in China and 
that’s a commitment, it takes time to 
show the brand. It’s an investment in 
the future, and we’ll keep on going.” 

The yard was one of the few sailing 
yacht builders at the show, with 
motoryachts being the clear preference 
for most Asian clients. The sailing 
yacht market is making some inroads 
– the owner of FENG (see opposite) is 
one example of a preference for sail – 
and Huisman was fresh from collecting 
an award on behalf of Twizzle for Best 
Regional Charter Yacht from the Asia 
Pacific Boating Awards.

Another European sailing yacht 
builder on show was Nautor’s Swan. 
“Last year we were totally unknown; 
this year people come to us and know 
our name,” said Luca Lucheschi, 
commercial director of Nautor’s Swan. 
“It’s a small presence but it’s building, 
compared with last year.” It has been 
five years since the yard first started 
investigating a presence in Asia and it 
has sold several <30m yachts into the 
area. Partnering with Simpson Marine 
has afforded it a good representation 
across the Simpson office network, 
and it also appointed Jimmy Cheung 
as China & South East Asia area 
manager in 2012. Lucheschi predicted 
a strong growth in business for the 
yard from Asia. “Sanya in particular 
and slowly I think Shenzhen and 
Chingdao will become our main 
hubs,” he said. “Compared with the 
US and Europe it is nothing, but it is 
potentially huge. In five to eight years 
I can see it becoming 30-40 per cent 
of our business. I think it will pick up 
and if it does, it will be quick.”

Westport was in its second year at the 
show – it also exhibits in Hong Kong 
and Singapore – and plans to return 
again in 2014. “It’s difficult to gauge 
what the market does and doesn’t do,” 
said Ron Nugent, head of marketing 
at Westport. “We decided to come 
here because the Asian market is 
huge, especially the Chinese side, 
and production and semi-custom 
yachts are popular.” The yard is yet 
to sell a new build to an Asian client. 
“We’ve found the show interesting. We 
haven’t sold anything and we didn’t 
last year either, but again it comes 
down to brand awareness. That’s what 
we’re doing and that’s what we’ve 
done for the last few years. It’s what we 
did with Europe, which has also taken 

 “statistically speaking, 
there are a lot of wealthy 
people here… but you 
need more than just 
the ability to spend, you 
need to like boats. You 
need to know what to do 
with them and where to 
put them. these things 
are the best part of the 
equation that people 
always forget.”

leFt: the heesen teaM, coMprising sara 
gioanola, MarK cavendish & natalie Ye
aBove: Johan KaasJager & Yunzhu Jhin
oF aMels
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time, and that’s what we’re doing in 
the Middle East too.” The final show 
in their Asia-Pacific campaign is the 
Sanctuary Cove International Boat 
Show (SCIBS). With huge wealth in 
Australia, a country that is well sold 
on yachting, Nugent expressed that he 
doesn’t understand why more people 
aren’t taking Australia more seriously.

While exhibiting at Hainan and/
or other regional shows is the only 
step the majority of companies have 
taken, some yards have taken a further 
move of investment by establishing 
offices or a firmer presence in place 
of dealership representation. “In 
China it is very important to have an 
‘address’,” explained Ewa Stachurska, 
marketing & sales director at Sunreef 
Yachts China, which has just set up 
a Sunreef office in the desirable 
Plaza 66 in Shanghai. The yard had 
the 21.3m FENG on display, which it 
delivered to her Chinese owner just 
days previously (see page 28). “We 
decided it was better to establish 
a direct shipyard presence and do 
everything from our side. Of course 
we will still co-operate with many 
brokers, but we wanted to control our 
interaction with clients.” 

Education is an important part of 
welcoming new clients into ownership. 
“The idea of a custom yacht is very 
new here,” said Stachurska. “Even 
though some do buy big yachts, they 
either buy a ‘ready to use’ yacht or 
they are offered three basic design 
choices. The idea that they can sit 
with a designer and design everything 
themselves is still not very common.”

With custom yachting still a new 
idea, yards that offer semi-custom 
designs will be an ideal compromise 
for many owners. “We are trying to 
bring the semi-custom market to 
Asia: semi-custom has the benefit of a 
short delivery time, which is of great 
importance,” said Johan Kaasjager, 
sales manager at Amels. “A good price 
is always important, and we try to 
focus on quality, Dutch branding and 
building our presence in Hainan.” 

With the 30m+ sector still in its infant 
stages, the smallest of their line, the 
55m LIMITED EDITIONS 180 model, 
is the obvious choice to be marketing. 
Like others who are serious about 
the region, they are taking a direct 
approach, forgoing dealers. Lending 
expertise is Yunzhu Jin from the 
Damen team. “It’s very important   >> 

ewa stachursKa, MarKeting & sales 
director at sunreeF Yachts china.

“the idea of a custom 
yacht is very new here. 
even though some do 
buy big yachts, they 
either buy a ‘ready to 
use’ yacht or they are 
offered three basic 
design choices. the idea 
that they can sit with 
a designer and design 
everything themselves is 
still not very common.”

apsa
Colin Dawson, chairman of the Asia-Pacific Superyacht Association (APSA), talks about the strategy behind the group.

           apsa formalised two years ago, and it took a year or so before that to put together. it came out of the first superyacht conference in 
singapore where there was a call for a regional body that represented the region. we have 62 members at the moment and the structure is 
such that we have a committee and then the advisory board, composed of 13 people; each of them head up the working groups. we set up 
the working groups to tackle very specific issues such as crew immigration, charter, regulations, open-water cruising permits, safety, security, 
marinas, etc. 

one of the difficulties we have in asia is that the authorities in various countries get quite nervous when people come forward wanting 
things; it’s perceived as purely self interest. so the thought process was that if you have someone from australia and new zealand, 
singapore, thailand and hong Kong sitting around with the hong Kong authorities to talk about crew immigration, there is no self interest 
in that. that makes it easier to talk to the government authorities.

“

”
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to have Chinese-speaking people [on 
your team]; without this you cannot 
do anything.” Amels are optimistic 
that the market will soon see results. 
“We have several contacts and 
potentials, but no sales yet, that will 
come,” concluded Kaasjager. 

Celebrating their 140th anniversary 
this year, Azimut-Benetti already has 
a good hold on the market through 
its Azimut line, which is a popular 
brand. “China is a very big potential 
market,” said Vincenzo Poerio, CEO. 
“I say potential market, not yet a 
big market. The bigger yards have 
a lot to thank brands like Azimut, 
Princess, Sunseeker and Ferretti for, 
because they started this difficult task. 

Twenty-five years ago they dreamt that 
Chinese people would enjoy the sea. 
China is a long-term investment. Now 
it’s not yet done, but they are buying.” 

It’s a gradual process, one that Poerio 
said started with the more westernised 
Chinese and is slowly filtering down 
to the more traditional. “For the real 
Chinese, those that are working hard 
to become rich, it is still early days. 
They need to first buy small boats, to 
enjoy them, and step by step it will 
happen,” explained Poerio. “It’s why 
we have to stay here, and not only 
Benetti, but the other shipyards too 
– we all need branding, we have to be 
here, we have to invest every year, they 
[the clients] have to understand who 
we are, understand what we do.” 

“Our market is the whole world, but 
the US, Middle East and eastern 
Europe are still the main market for 
us building 80m+,” said Robert Tan, 
sales manager of Oceanco. “Sooner or 
later China will come, so we decided 
four years ago to start and to be here 
once or twice a year to get a feel of 
how the market develops and build 
relationships in the local market.” 
Tan went on to explain that there are 
several reasons that mean it is still early 
days for this market: “The first is that 
there are few destinations for yachts to 
visit from mainland China, the second 
is that regulatory restrictions mean it is 
extremely difficult to travel freely with 
a yacht as you can in Europe.” 

In addition, “The biggest problem 
is that with the work ethos of the 
Chinese, they never get any time off to 
enjoy themselves. No matter how much 
wealth they have it’s always work, work, 
work!” We asked whether Oceanco 
would ever create a concept tailored 
to this target market. “There are ideas 
that you should adapt your product 
to the local market, but everything 
we hear – Blue Sky is a good example 
– is they don’t want a typical Asian or 
Chinese interior. They want something 
more western.”

Admiral Tecnomar, part of the Italian 
Sea Group, has partnered with a 
local dealer as the first step in its 
move into the Asian market. “We are 
focusing on direct networking more 
than advertisement,” said Francesco 

Francesco carBone, vice-chairMan & 
sales director oF adMiral tecnoMar. 

“anything in china needs 
a long-term approach 
and everything has to 
be properly planned; 
you can’t expect results 
in a month. You must 
have this outlook and 
perspective.”

regulatorY oBstacles 
APSA member Joe Yuen, Lodestone Yachts, discusses the regulatory hoops yachts 
will have to jump through in order to access the region.

             visiting hong Kong is really straightforward for foreign-registered yachts. owners, 
guests and crew members are cleared as tourists for immigration. americans, australians 
and eu passport holders have 90 days visa-free while Filipino and indian passport holders 
have only 14 days. if the owner wants to stay in hong Kong for an extended amount of 
time then the crew with fewer visa-free days will need to apply for visas. it’s a long process, 
which takes about a month, so it can’t be a snap decision to go there. despite immigration 
policies, hong Kong is a fantastic destination for cruising: we have over 250 beautiful 
islands, victoria harbor with a clustered of skyscrapers as the back drop, Michelin star 
restaurants, shipyards with synchro-lift and floating dock facilities, fuel bunker services and 
low import tax regulations. 

in china, yachting is still strictly regulated and can be expensive for some. the country has 
not reduced its luxury tax, import duties and sales tax, which total 43 per cent, for foreign 
yachts being sold in to the local market. this has always been the barrier and there is no 
indication this will change in the next couple of years. For visiting yachts, sanya has opened 
up just slightly where yachts are allow to berth in the marinas during their visit. owners still 
have to go through local procedures and inspections to ensure their yachts can clear cQip. 
these exercises come with a cost and it is up to the owners to decide if it is worth their 
while.

the chinese government has allowed real estate developers to construct marina facilities 
along the coast of the south china sea; it’s a shame to see these marinas with no yachts 
berthed inside. i believe the government will look hard into opening up cruising areas and 
will gradually reduce high taxation policies for importing yachts.

“

”
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Carbone, vice-chairman and sales 
director of Admiral Tecnomar. 
“Anything in China needs a long-term 
approach and everything has to be 
properly planned; you can’t expect 
results in a month. You must have this 
outlook and perspective.” The yard is 
targeting those clients who are moving 
up in yacht size and entering the 
30m+ sector for the first time. “It was 
not like this one or two years ago, but 
the boat sizes are going up and there 
is potential. It’s a different philosophy 
and mindset for the Chinese. That’s 
why you need valid local people or 
you will never get results.”

Abeking & Rasmussen was exhibiting 
at the show for the first time, and 
had good initial feedback with plans 
to return in 2014. “We think it’s a 
developing market,” said Till von 
Krause, sales director. “You don’t want 
to come here once, you have to at 
least look for three years and then see 
how things are developing. But just 
from looking around you can see that 
development is quite strong here.” We 
asked how the yard, which has sold a 
yacht to a Chinese client in the past, 
found the Asian market. “It’s difficult 
to say what the market is like,” said 
von Krause. “We thought the Russian 
market would be a difficult market 
as well but it turned out to be quite 
strong… It’s definitely different, but if 
it is difficult, I don’t know.” With time 
and development they were confident 
that the region would see growth. “We 
need more education about yachting 
as the infrastructure is not really quite 
established here properly yet, but it is 
just a question of time.” 

Meeting with the Kingship team 
on board the 2012-launch Star they 
touched again on this need for 
education. “Potential buyers don’t 
know yachting,” explained Petulia 
Fung, assistant marketing manager 
at Kingship. “They don’t care about 
the interior or class, they just look at 

the price. If they can get a European 
brand – even if it’s FRP – and it’s 
cheaper they will buy it; they don’t 
care if it’s seaworthy.” 

Heesen Yachts is another yard to 
have invested in a Chinese-speaking 
team, with Natalie Ye working as 
regional marketing manager. “For this 
business, not that many people speak 
English, maybe five per cent, not even 
that,” explained Ye. “Understanding 
the local language is important.” Also 
in their arsenal is a Malaysian yard 
space that will mean Heesen clients 
in Asia will be able to have work and 
maintenance done in situ. 

This investment has been prompted 
not least by the swift growth they 
have noted in the Asian region as a 
whole. “If you think back to where we 
were when we did the first Shanghai 
boat show – it’s light years away and 
that was only five years ago,” said 
Mark Cavendish, sales director at 
Heesen. “Back then there were no 
boats over 30m in China, the boats 
on the market were very simple and 
basic. You couldn’t possibly imagine 
an event like this back then. That 
alone is extraordinary.” This growth 
includes a huge development of the 
facilities and infrastructure on offer 
to visiting or residential yachts. “If you 
look at the marinas, Serenity Marina 
[in Sanya] is as good as you’ll get in 
the Mediterranean,” he said. “It’s all 
there, you just need to get some boats 
in it. It’s exactly the opposite problem 
we have in the Med with too many 
boats and not enough marinas. Isn’t 
that a fantastic problem, that someone 
has built this wonderful marina 
and you just need boats?” [Photos 
of Serenity can be found at www.
superyachtnews.com/TSR/145.]

Despite the fairly universal positivity 
from the yards there were some who 
were still a little more cautious about 
how big the Asian market really is 

“the biggest problem is 
that with the work ethos 
of the chinese, they 
never get any time off 
to enjoy themselves. no 
matter how much wealth 
they have it’s always 
work, work, work!”
roBert tan

More well-Known naMes attending 
the show: (l-r) aBeKing & rasMussen, 
Benetti & BlohM+voss
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capacitY
TSR spoke to marine market consultant Ronnie Wang, from Marine Dragon Consulting, about the capacity in the area, plans for 
the future and the infrastructure potential.

                we have 45 marinas in china. the government supports the industry 
and is keen to launch the master planning of marine industry infrastructure in 
many cities. in 2010 we did a yachting industry planning study for the yachting 
marinas, the distribution of the marinas, how to promote the development, how 
to put together all the events and the different elements of the industry for the 
future, planning ahead for 20-30 years. For the next step we did some aerial plans 
to turn sanya’s traditional harbour fishing port into a yachting port. there are 
many fishermen here and over 1,500 fishing boats in sanya, attracted by its natural 
harbour, and they have been living here with their families for a long time. the 
government has decided to shift this fishing industry to another part of the city and 
turn the visun area into the yachting area.

around this marina there will be some other marinas, in the second and third phases, that are outside the harbour and we will have some 
other smaller-scale marinas alongside this area, including a public marina for entry level users. in brief, the developments will consist of:

1. the third phase of the royal Yacht club, which will include a new yacht club and a marina of around 500 slipways; this is approximately 
two years from completion.

2. the sanya superyacht Base, in collaboration with Yacht supply chain association of tuscany, is developing a downtown Yacht service 
centre, located close to the current marina and will cover 3,000sqm. this will cater to yachts up to 30m and will be completed at the end of 
2013. they are also developing a superyacht maintenance complex, which is based in a remote part of sanya and will cover 66,000sqm. this  
will have the capacity to serve yachts up to 80m and should be built by 2015.

also, visun signed a cooperation letter of intent with shenzhen airport group in april 2013 to co-develop a huge yachting complex project 
(model pictured left) next to the shenzhen international airport. this consists of a marina, a maintenance and refit centre, an exhibition area as 
well as commercial developments such as residential, hotels, shopping centres, etc. it will take several years to realise this huge development, but i 
predict it will become another successful marina complex like in sanya because shenzhen is a coastal business hub and it has already developed a 
yachting culture thanks to its neighbour hong Kong.

in the long run, visun will probably expand its business by duplicating its successful model to some other developed area in china. i think 
projects around shanghai and Fujian province might be the next ones; however, these will develop slower than the shenzhen project. 

in shanghai, where i am based, it is a different story; we have the river, but it is polluted due to the heavy industry around the area. around 
shanghai you have some beautiful lakes, which are good for boating as well. currently there are some boat clubs but mainly for the expats 
and people that are used to living abroad. there is a passion to go sailing, so they do this at the weekend and the government is actively 
encouraging this as an activity, especially in Qingdao where all the public schools have set up training lessons for students to go and practise 
sailing.

currently there are 45 marinas, imagine, the coastline in china is 18,000 km long! some marinas are located on the lakes; most of them, 
though, are in coastal cities. as far as i know there are hundreds of projects that are at least being planned, or some of them under construction 
or approved by the government.

”

“

At time of press we received an update from Wang announcing that the Sanya government has 
approved their Sanya expansion plans to turn the current Sanya River estuary area (see above rendering) 
into the city’s pre-eminent yachting lifestyle destination with both private and public marinas, a 
maintenance centre, fuel and bunkering facilities, as well as marine tourism facilities, with three-phase 
construction expected in 2015, 2020 and 2030.
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and could be. “It’s difficult, it’s not 
an easy market definitely, and I’m 
sure you’ll hear that a lot from people 
who are established here in Asia,” 
said Paul Whelan, general manager 
of Simpson Marine (south east Asia). 
“Many people think that it’s booming 
here and all you’ve got to do is show 
up. If you look around this show you’ll 
see lots of European brands here and 
they show up for the show, they have 
beautiful stands and their models and 
their displays, but it is quite difficult 
to break into.” Whelan made the 
observation that the cultural change 
required to truly bring yachting to 
Asia is still some way off. “There are 
definitely superyacht buyers here 
and they are buying in limited small 
numbers, but it’s a long, long way 
from anywhere like Europe or the US 
or even Australia where yachting is 
commonplace and people have had 
generations of progress from small 
yachts to large yachts through to 
superyachts.”

In conclusion, while there was almost 
universal talk of the potential and 
progress of both the Chinese and 
Asian market as a whole, four years 
after the Hainan Rendezvous first 

began there are few superyacht 
exhibitors with any fruits to show 
for their labours. The post-show 
rumour mill told of many sales in 
the sub 30m category, but this is 
yet to translate significantly to the 
upper-size brackets. The docks were 
buzzing, however, and each exhibiting 
superyacht received a host of visitors. 
Only time will tell if the huge 
investments being made will pay off. 
The waiting game continues.    g

Images: Ellie Brade and Thea Cheney

To comment on this article, email 
issue145@superyachtreport.com with 
subject: The Waiting Game

aBove & top: Star, launched BY Kingship 
in 2012.




