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THE HOME OF GLOBAL PASSENGER SHIP INTERIOR DESIGN

Tomas Tillberg Design explains its 
role in China’s burgeoning cruise 

ship building sector

Four ferry executives outline how 
they design long-lasting interiors 

for their ships

Industry executives discuss 
the importance of collaborating 

on design projects

FAIR WEATHER AHEAD ENDURING APPEAL COLLECTIVE WISDOM

http://digital.tudor-rose.co.uk/cfi/2020/
https://www.cruiseandferry.net/digital/magazine/2022/interiors/
https://www.cruiseandferry.net/digital/magazine/2021/interiors/


Cruise & Ferry Interiors celebrates the work of individuals and companies whose creative genius and hard work has 
resulted in the most inspired interiors in today’s passenger ships.

The interiors of passenger ships have developed as rapidly as the industry has expanded, providing a crucial element in 
attracting new passengers, ensuring customer satisfaction and securing repeat business. The creative articulation of a 
ship’s interior has a key role and it is the designer’s task to offer visual diversions and ambience to delight passengers as 
well as to encourage a sense of social cohesion onboard.

Distributed in more than 70 countries, Cruise & Ferry Interiors is an annual publication dedicated to passenger ship 
interiors and the people behind them. The magazine has become an essential resource for cruise lines, ferry companies 
and shipyards, both for their newbuild and refurbishment projects. As with Cruise & Ferry Review, we offer advertising 
opportunities that cover print as well as a range of display options within our digital editions.

Cruise & Ferry Interiors is the official magazine for the Cruise Ship Interiors Expo events and will be the only publication 
in the delegate bag. I am delighted to be a member of the advisory panel for the event and hope to see you there!

 
 
Jon Ingleton 
Executive Editor
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Cruise & Ferry Interiors is proud to partner with:

The official show magazine for:
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Each year, Cruise & Ferry Interiors delivers a wealth of content, making it the 
essential guide to passenger ship interior design.

Content

Detailed editorial summaries for the upcoming issue of Cruise & Ferry Interiors are available from your account manager.

Keynote interview
Each issue of Cruise & Ferry Interiors 
includes a keynote interview with a 
leader in the field of ship interior design.

Cover star
Since our very first issue, we have invited 
one of the industry’s foremost designers 
to create our cover page design.

CFI Curated
The publication opens with a selection 
of the latest news and insights from the 
world of ship interiors.

Featured topics
For our main feature articles, we 
present expert insight into some of 
the key topics facing ship interior 
designers. 

Special reports
Cruise & Ferry Interiors includes 
special reports on aspects of a ship’s 
interior, from materials to artwork  
and more.

Interior views
Our interior views section profiles  
the interior design choices on new  
and refurbished ships.

Design perspectives
Ship interior designers provide their 
unique insights into specific aspects of 
their work.

Interviews
We go one-to-one with a range of 
industry figures to find out more about 
their motivations and approach.

CFI Directory
Our guide to some of the finest 
companies involved in the cruise 
and ferry interiors sector.

Design legend
Each issue of Cruise & Ferry Interiors 
closes with a conversation with one of 
the legends of the business.
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Breaking  
new frontiers 
Tomas Tillberg and Nedgé Louis-Jacques 
tell Rebecca Gibson about Tomas Tillberg 
Design’s first projects in China and why 
they predict fair weather ahead for the 
nation’s cruise ship building industry

Greg Mortimer broke 
new frontiers when she 
debuted as part of the 
Aurora Expeditions fleet 

in November 2019. Not only was she 
the first of seven new Infinity-class, 
purpose-built expedition cruise vessels 
for SunStone Ships, but she was also the 
first-ever cruise ship to be built in China. 

Despite breaking shipbuilding 
tradition by choosing a Chinese yard, 
SunStone Ships wanted to ensure that its 
vessels would offer the same high quality 
as those delivered by European shipyards. 
To ensure this, it enlisted the help of 
veteran cruise ship design firm Tomas 
Tillberg Design, which has more than 50 
years of experience in the business. 

“China Merchants Industry Holdings 
(CMIH) has around 7,000 employees, 
huge dry docks and the capacity to 
handle about 5,000 tons of steel per 
day,” says Tomas Tillberg, managing 
partner of Tomas Tillberg Design. “It’s 
much bigger than any of the European 
shipyards that regularly build cruise 
ships, so SunStone Ships knew it could 
easily handle the technical and steel 
requirements of a cruise ship project. 
However, it had never built a cruise ship 
before, so it didn’t have any experience of 
delivering the hotel side.

“Our team has designed interiors for 
some of the world’s biggest cruise brands 
and we’ve been refurbishing SunStone 
Ships’ vessels for a long time, so we had 
the skills and experience for this project. 
However, we’d never worked with a 
Chinese yard or designed the interiors of 
an expedition cruise vessel that was being 
purpose-built for the polar regions, so it 
was a new challenge for us too.”  

Carlos Reyes, one of Tomas Tillberg 
Design’s managing partners, was 
instrumental in helping SunStone Ships 
to identify which Chinese shipyard 
would be best suited to carry out the 
project. He also played an important 
role in bringing together the other 
parties involved in the project. Once all 
the main partners were secured for the 
project, Tomas Tillberg Design’s team 
began by developing general arrangement 
(GA) plans for the interiors of the guest 
accommodation areas and public spaces.

“Expedition cruise guests aren’t looking 
for a huge ship with aqua parks and 
glamourous entertainment options; they 
want a ship that sails smoothly and has 
warm and comfortable lounges, dining 
venues and cabins to relax in after a long 
day of outdoor adventures,” says Nedgé 
Louis-Jacques, partner and vice president 
of design at Tomas Tillberg Design. 

COVER STORY
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Aurora Expeditions’ Sylvia Earle features a Science Centre & Lounge to 

enable guests to learn more about the destinations and the wildlife
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As the Quantum series expands with 
Odyssey of the Seas, the company 
can reflect with pride on another 
groundbreaking class of ships. “We 
have very enthusiastic expectations for 
Odyssey of the Seas because it is coming 
full circle for us,” says Gonzalez. “When 
we started designing the Quantum 
Class series, it was intended to be for the 
Caribbean, but markets were changing 
rapidly and so we were quite deep into 
the project when the decision was made 
to deploy her in Asia. Then Ovation of 
the Seas and Spectrum of the Seas went 
to China and they’ve been incredibly 
successful, so Odyssey of the Seas will 
now be deployed in the Caribbean 
market, which we know really well and 

is a sweet spot for us, giving us a lot to 
build on and dig into.”

Royal Caribbean promises that Odyssey 
of the Seas will “capture the imagination 
of families and adventurous vacationers” 
with her onboard offerings and captivating 
allure. “Perhaps the area that embodies 
the atmosphere of the ship more than 
any other is on the open decks, including 
the totally reimagined pool deck,” says 
Gonzalez. “I think that SeaPlex is now 
more connected with the open decks and 
we’ve put a great deal of attention into the 
design of Splashaway Bay and the other 
pool areas that we have onboard.” 

The connection between the open 
decks and nearby activity-led venues will 
inevitably generate a buzz too. Moving 

inside, highlights are numerous and 
easy to find, says Gonzalez: “The suite 
experience is very special for us. It’s an 
area that we’ve really developed and 
strengthened from Quantum to Odyssey 
and I think it has really hit its stride now.”

Several signature venues have also 
been enhanced for Odyssey of the Seas. 
“Two70 has been very special from 
the beginning but we’ve made some 
small adjustments to improve it,” says 
Gonzalez. “We’ve also introduced a new 
concept – Giovanni’s Italian Kitchen 
& Wine Bar – which offers guests the 
chance to look down over the mezzanine 
level and into the main dining room. 
This also creates a beautiful connection 
through The Via to the finale at Two70 

Royal Caribbean International 
claims that each successive class 
of its ships is an “architectural 
marvel” that “pushes the 

envelope of what is possible” and 
that is certainly the case with its new 
Quantum Ultra Class. The new Odyssey 
of the Seas is the second in the class, 
making her the twin sister of Spectrum 
of the Seas. Both are amped-up 
iterations of the original Quantum Class 
series, which debuted with the launch of 
Quantum of the Seas in 2014. 

“The Quantum Ultra Class didn’t 
incorporate big architectural changes – we 
weren’t stretching or lifting the ship – the 
big moves were really about focusing on the 
venue offerings, the artwork programme 
and the delivery of outstanding 
experiences,” says Kelly Gonzalez, senior 
vice president of architectural design, 
newbuilding and innovation at Royal 
Caribbean Group. “Two easy examples 
are the introduction of Playmakers 
Sports Bar & Arcade and an incremental 
enhancement of the staterooms.”

INTERIOR VIEW

Jon Ingleton talks to Kelly Gonzalez 
about the new innovations onboard 
Royal Caribbean International’s latest 
Quantum Ultra Class ship

Odyssey  
of the Seas

The ship’s next-generation SeaPlex venue is the largest indoor and outdoor activity space at sea, with bumper cars, the venue’s first Playmakers Sports Bar & Arcade, and more

Odyssey of the Seas features various entertainment options, such 
as the Sky Pad virtual reality bungee trampoline experience
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DESIGN PERSPECTIVE

W e don’t think anyone 
expects cruising to go 
back to what it was 
before Covid-19. While 

the pandemic has been devastating 
around the world, it has also given us an 
opportunity to view our past and present 
lives from a new perspective, both on 
a professional and a personal level. For 
designers, it has opened the possibility 
to innovate and introduce new ideas. At 
first, we were driven by the need for virus 
prevention and safety, but as technology 
has taken leaps forward on that front, we 
have put our focus on guest experience.

The guest has always been at the 
centre of every cruise brand’s vision and 
at Tillberg Design of Sweden we have 
committed to ‘Delivering Dreams’ for 

our clients. Working together with a 
client’s chief experience officer is now 
common, and there is a wealth of data 
to guide us in making intelligent choices 
when developing a new concept. Cruise 
lines have introduced wearable devices 
and phone apps to guide their passengers 
onboard. These innovations are both 
entertaining and informative but are also 
regarded as a safety measure.

Many of us have done some self-
reflection while living in a bubble. Our 
preferences in travel might have shifted 
and, as designers, we can now further 
tailor the guest experience by creating 
a variety of options. Whether they are 
travelling on a 4,000-passenger ship 
or on a small expedition vessel, guests 
can feel that they have more control 

over their onboard experience. Working 
remotely from your cabin or the poolside 
should be convenient. Following a health 
regimen should be effortless. You should 
not have to stop living by sustainable 
values just because you’re on holiday.

Just six months ago, installing 
plexiglass and floor decals were 
considered crucial by cruise operators. 
Now, we are designing for the guests, 
who have been waiting for the return 
of adventure while not having to worry 
about their well-being onboard. Change 
is on its way and, as designers, we 
welcome the opportunity to help shape 
the future of travel. CFI

Iina Forsblom is cruise design director at 
Tillberg Design of Sweden

Though the Covid-19 pandemic has been devastating, it has 
given designers the chance to innovate and introduce new ideas 

By Iina Forsblom, Tillberg Design of Sweden 

Designing for the future normal 

Designers’ perspectives have changed during the pandemic, according to Iina Forsblom
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International Federation of Interior 
Architects/Designers  
155 East 44th Street 6th floor, New York,  
10017, USA

IFI secretariat
Tel: +1 212 884 6275
staff@ifiworld.org
www.ifiworld.org

Based in Europe, Eumar Design is an award-winning bathroom interior manufacturer 
that specialises in cruise ship and land-based hospitality projects. The company assists 
in creating aesthetically pleasing, high-quality, cost-efficient and functional bathroom 
environments. It supplies lightweight composite stone washbasins, bathroom furniture, LED 
mirrors and shower enclosures using a fully integrated design approach that minimises risk 
and maximises value. 

Eumar has delivered tens of thousands of bathrooms for crew, passenger and public areas 
for at least 50 different cruise ships worldwide. The company’s core DNA can be seen in 
its unique injection moulding technique, the speed at which it develops new products to 
meet customer needs, its engineering perfection and its passion for innovation in product 
functionality and design.

Adventure Golf & Sports (AGS) is an international company with more than 35 years of 
experience specialising in cruise ship, river and ferry boat passenger recreation activities 
including: miniature golf, game courts (bocce ball, croquet, shuffleboard, bean bag toss, 
Bimini ring toss, paddle tennis and pickleball), golf hitting/swing bays, putting greens, 
SplashGolf (water mini golf on a splash pad), and portable RollOut Mini Golf. It also offers 
various accessories, such as benches, game storage benches, rubber putters and ball 
packages, theme elements, putting and rough turf and more.

New products coming soon will include GamePark Promenade, archery ranges and a 
high-tech indoor mini golf experience. AGS has an in-house creative design team and 
experienced construction crews for newbuilds, revitalisations and refurbishments for any 
ship location worldwide. 

AGS is based in Traverse City, Michigan with offices in Chicago and Florida.

Ocean Shade Canopies & Awnings (OSCA) is a specialist in tensile fabric architecture. The 
company develops imaginative, yet robust fabric structures, ETFE roof systems and fabric 
deckhead ceilings specifically for the marine environment.

All canopies and awnings are fully engineered, and wind-load tested to handle the extreme 
conditions at sea. The company works with both newbuild and refurbishment projects, 
either direct with the cruise line or with outfitters.

OSCA demonstrates consistent reliability and a determination to react quickly and 
effectively within restricted timelines. Specific areas where the company works range from 
open deck canopies for restaurants, bars and hot tubs, to side deck shading, fabric ceilings 
and crew break-out areas. OSCA also offers structural and decorative rigging systems and a 
certified rope access and spider crane capability for complex installation work.

The International Federation of Interior Architects/Designers (IFI) is the global voice and 
authority for professional interior architects and designers. It is the singular international 
federating body for interior architecture and design organisations.

IFI acts as a global forum for the exchange and development of knowledge and experience 
in worldwide education, research and practice. The organisation connects the international 
community to further the impact, influence and application of the design of interiors, 
promote global social responsibility and raise the status of the profession worldwide. 

Founded in 1963 as a not-for-profit to expand the international network of professional 
interior architects/designers as an association’s association, IFI represents close to a 
quarter of a million designers, educators and industry stakeholders in the international 
design community in all continents, collectively representing practicing interior architects/
designers worldwide.

Adventure Golf & Sports 
1742 Barlow, Traverse City, Michigan,  
49686, USA

Scott Lundmark, President
Tel: +1 231 922 8166
info@agsgolfandsports.com
www.agsgolfandsports.com

Eumar Design  
Maleva 2E, Tallinn, 11711, Estonia

Arkadi Berman, Managing Director
Tel: +372 60 50530
arkadi.berman@eumardesign.com 
www.eumardesign.com

Ocean Shade Canopies & Awnings 
Grilstone House, South Molton, Devon,  
EX36 4EG, UK

John Pilkington, Director
Tel: +44 7779295291
jp@osca.uk.com
www.osca.uk.com

CFI  DIRECTORY
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Cruise & Ferry Interiors has a large and highly engaged readership of decision makers in the passenger shipping industry, with 
our entire readership representing a range of sectors and geographies, as follows:

Circulation

4

Sector Geography

Our planned magazine circulation in 2023 is as follows:

Print run: 5,000 copies (of which 3,400 copies are directly distributed to individuals and 1,400 copies are circulated at events)

With a conservative estimate of an average of three readers per copy, the above figures can be tripled for an estimate of our total print readership. 

Shipyards

Europe

Interior 
designers 

and outfitters

Interior suppliers

Cruise and ferry
The Americas

Other Rest of world
Asia/Australia



Over recent years, our digital audiences have grown rapidly, giving our content a vastly greater reach, and allowing our readers 
to consume Cruise & Ferry content on the channel of their choice. 

Digital edition
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Cruise & Ferry Interiors 2023 will be sent to over 17,000 digital subscribers

The digital edition of Cruise & Ferry Interiors 2022 received 135,634 page views from 7,168 users

(Digital audience data correct as at October 2022) 

READ 
NOW

https://www.cruiseandferry.net/digital/magazine/2022/interiors/
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Our promotional packages and advertising options provide a blend of advertising and content 
marketing and represent excellent value for money. 

Cover story £12,000

A complete package of coverage including your design featured on our cover 

Sponsor	 Varies

We can tailor a bespoke sponsorship package to suit your specific requirements

Double page advertisement	 £6,750

Full page	 £4,000

Half page	 £2,750

Quarter page	 £1,500

Profile	 £500

Your company profile and logo will appear in both the printed publication 
and online at www.cruiseandferry.net

Advertising rates

6

Why advertise?

There are multiple good reasons to promote your 
organisation in Cruise & Ferry Interiors:

Widely read – A captive and in luential readership 
developed over more than 30 years

Rich heritage – A rich history of positive and 
productive relationships and reader appeal

Low price – Our rates represent excellent value for 
money, with options to suit every size of budget

Editorial profile – Opportunities to extend and 
enhance your profile beyond traditional advertising

High production values – High quality brand that 
enhances your corporate image

Long shelf life – Readers likely to reuse and share 
throughout the year.

The industry’s own – written for the industry, by 
the industry, about the industry

Global coverage – distributed to subscribers in 
over 100 countries

6

http://www.cruiseandferry.net
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A marketing alternative to display advertising for occasions when a story is the priority.

Content marketing is published with a standard eyebrow when our editorial style and values are met. 
A ‘sponsor’ eyebrow may be used when the editorial style and messaging is prescribed (* page lengths may vary depending on source material)

Content marketing

Two pages			   £7,500	

One page			   £4,500	

Half page			   £3,000	
	

		  	

Standard: Half page advert and Marketwatch story		  £4,250	

Enhanced: One page advertisement and one-page story*		  £6,250	

Premium: Double page advertisement and two-page story*		  £9,500	

Promotional packages
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Testimonials

“�I’ve been reading Cruise & Ferry Interiors 
since I started designing the ships. I 
found great trust in the facts and I also 
found the publication so helpful to 
educate myself on the suppliers for the 
cruise industry. Not only is it a nice read 

– it is also a great looking magazine and 
brings that glossy feel that any designer 
would like to be published in. Thank you 
for all your hard work and thank you for 
letting me be part of it!” 
Petra Ryberg 
Studioberg

“As newcomers to the industry, 
Cruise & Ferry is our go to publication...
we read it cover to cover and sometimes 
over again! It provides a wealth of 
insight and support to our design studio. 
I particularly love Cruise & Ferry Interiors, 
it’s inspiring to read about what other 
designers are creating.” 
Callie Tedder-Hares 
Volume Creative

“�If you are looking for a great resource on 
this industry, Cruise & Ferry Interiors 
is where you should be allocating your 
time. I’ve been reading and always 
enjoying it since years. I can say that it is 
an excellent magazine, reach of exciting 
news and stimulating sections. Thank 
you for all your hard work.”  
Andrea Bartoli 
Carnival Corporate Shipbuilding

“Cruise & Ferry Interiors has always been 
a good source of information for me, 
with interesting and well researched 
articles. Thank you for providing a 
great magazine for our industry.” 
Tomas Tillberg 
Tomas Tillberg Design

“��I always enjoy reading Cruise & Ferry 
Interiors.” 
Petu Kummala 
Carnival Cruise Line

“�Cruise & Ferry Interiors is a fabulous 
interior design resource for the marine 
industry. I read this publication from 
cover to cover, always full of great 
content and inspiration!” 
My Nguyen 
Holland America Group

“�Cruise & Ferry Interiors is a fantastic 
publication. It is the best source of 
information for all things related to 
cruise interiors. The articles are always 
well written and informative. Jon and 
his team are doing a great job.” 
Stephen T. Fryers 
STF Project Management

“�I enjoy Cruise & Ferry Interiors as it’s 
always interesting and informative. It’s 
well illustrated and the copy tells a 
pertinent story. Plus it’s broad coverage 
seems to reflect the depth of the 
industry. All good information to keep 
track of what’s happening.” 
Joseph Farcus  
Joseph Farcus Architect

“�The information provided in your 
magazine is extremely useful and the 
way it is presented provides very easy 
and pleasant reading. Especially the 
additional digital version when you are 
traveling. We simply love your magazine!” 
Jacco van Overbeek 
Bolidt

Cruise & Ferry Interiors is my go-to 
source for finding out the latest interior 
projects and new materials in the cruise 
industry. It is the source to see what 
is transpiring in the interior world 
of new builds and refurbishments. 
The magazine is my glimpse of what 
brands are doing that we at DADO 
don’t currently work with. Also what 
my fellow architects and designers are 
doing and learning of new products 
as well as new uses and advances 
of existing products. Cruise & Ferry 
Interiors is my must-read.” 
Greg Walton 
Studio DADO



If you need help creating artwork for your advertisement material, Tudor Rose – publisher of the Cruise & Ferry 
publications – offers a low-cost advertisement design service.

Other projects

Tudor Rose can also help with any other marketing projects you have, by deploying the skills of our project managers, 
copywriters, graphic designers and digital team. For anything from branding to brochures and websites to social media, 
we can help meet your objectives.

Marketing services
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Grand Bahama Shipyard Limited
QUAL I TY       REL IAB I L I TY       LOCAT ION

DRYDOCK
Length
Breadth
Vessel Draf t
L i f t ing Capaci ty

NO. 1
268.3 m (880 f t )
33.5 m (11.5 f t )
8 m (26 f t )
27,000 tonnes

NO. 2
300 m (985 f t )
58.5 m (192 f t )
9.1 m (30 f t )
82,000 tonnes

NO. 3
310 m (1,017 f t )
54.6 m (179 f t )
8.5 m (27.6 f t )
54,000 tonnes

Cer ti f ications OHSAS 18001:2007 • ISO 14001:2004 • ISO 9001:2008 • I.S.P.S

Grand Bahama Shipyard Ltd. 
is located in the Por t of Freepor t 

Bahamas

Services Of fered
DryDocking & Fabricat ion
Steel • St ructural • Piping

Electr ical • Blast ing & Coating
Engineering • Sur veying & 

Inspect ions

P.O. Box F-42498-411, Fishing Hole Road 
Freepor t, Grand Bahama 

Ph: 1-242-350-4000 
Fx: 1-242-350-4010

mail@gbshipyard.com
www.grandbahamashipyard.com 

•   •

Grand Bahama Shipyard-v1.indd   1 16/04/2013   14:44

PORT OF GAZENICA, ZADAR 
New sea gate to enter heart of Croatia

WWW.PORT-AUTHORITY-ZADAR.HR

Tudor Rose

Tudor Rose is a publishing and marketing 
services company based in Leicester, UK. 
For more than two decades we’ve worked 
for a range of businesses from global 
household names to local startups, to help 
turn their marketing visions into reality. 
From customer magazines and corporate 
brochures, to logo design and websites 
and much more in between, our design, 
copywriting and management services help 
you to attract profitable new customers 
and reinforce your brand message.

We take full responsibility for progressing 
every project to the desired end result, 
and are focused on excellence from the 
original brief to successful sign-off. Large 
or small, global or local, print or digital – 
whatever your requirements are, we’re up 
for the challenge!

To see examples of our work, please visit  
www.tudor-rose.co.uk.

To discuss a new marketing services 
project, please contact:

Toby Ingleton
toby.ingleton@tudor-rose.co.uk
+44 7977 859514

Digitalisation in 
passenger shipping

A CRUISE & FERRY SPECIAL  
REPORT WITH INMARSAT
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CONNECTIVITY

Connecting 
the fleet
Peter Broadhurst explains why the ability 
to increase or adapt capacity is a 
powerful tool in a connectivity market 
where customers have become 
accustomed to inflexibility

Connectivity is a constant 
challenge for ferry operators 
as they address the need 
to balance demand from 

operations with the passenger side of their 
business. Shipowners are accustomed to 
having to buy costly packages to have 
large bandwidth available at peak times, 
while seeing their investment wasted 
during low-use periods.

As a company that owns satellites and is 
thus able to offer service flexibility that is 
out of reach for many of its competitors, 
Inmarsat is well placed to lead much-
needed changes in this environment. 
Customers in the ferry sector can quickly 
realise return on investment benefits 
from products like Fleet Xpress and 

Fleet Hotspot, both of which allow the 
shipowner to stay in control of how 
bandwidth is utilised onboard.

“Traditionally, ferry connectivity 
has been seen as a hospitality service, 
not owned by the vessel,” says Peter 
Broadhurst, senior vice president of 

yachting and passenger for Inmarsat. 
“When it comes to passenger 
connectivity, it is about setting the 
expectation and meeting it – but often, 
wi-fi on ferries is not managed.” 

Broadhurst says portals can be used to 
meet the needs of all users, with charges 
for extra bandwidth. “With us, you only 
buy the service you need and can add on 
extras. So the base price point is the right 
price point.”

Inmarsat controls everything from the 
satellite onwards – so as a single service 
provider can offer much greater flexibility 
to operators than they are accustomed to 
and can also foresee their future needs.

The company holds impressive ‘space 
tonnage’: four Global Xpress (GX) 

satellites in operation, plus GX5 in service 
before year-end, two GX6 units scheduled 
and GX7, GX8, GX9 and two GX10s on 
the way. Each has a lifespan of between 15 
and 20 years. “We have got the big picture 
as to what we need for the future and it’s a 
key selling point,” says Broadhurst

Inmarsat’s wealth of resources in 
the sky means it can encourage ferry 
operators to run different sides of their 
business through separate pipes, thus 
boosting available bandwidth and 
safeguarding essential services. “We can 
add second or third pipes to services and 
guarantee services,” Broadhurst says.

Generous bandwidth availability allows 
operators to capture massive amounts 
of data covering what is happening 
onboard and send it ashore – from how 
many burgers passengers consume to 
how much paint has been purchased for 
refurbishment. “This enables operators to 
see their ROI,” says Broadhurst. “It’s about 
small efficiencies, which are especially 
important for a ferry operator.

“We control the satellite network, 
ground infrastructure and architecture of 
the service we offer. It allows us to tailor 
services to a client’s needs. This includes 
the amount of data or whether they want 
timed solutions that they will only use a 
couple of hours a day.

“We also offer geo-scoping, where 
the service only works in a certain area. 
With Fleet Xpress, as part of the service 
you get highly resilient L-band included. 
So, for example, if a catastrophic wave 
wipes out your antennas, you have a 
backup service for the ship’s operational 

“ We have got the big picture as 
to what we need for the future”
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safety. We have had ships on secondary 
communications for six months at no 
additional charge and we are happy to 
provide that level of service.”

Inmarsat guarantees backup capacity 
with all of its solutions. “In an emergency 
scenario, passenger traffic would 
probably be stopped to protect operations 
and billing. Billing needs to be a separate 
pipe, one that will fall over to the backup 
service, so you’ve got resilience.”

Ferry operations benefit from the Fleet 
Data service, which can pull data from 
the ship’s Voyage Data Recorder (VDR) 
or other systems and put it in the cloud. 
Previously, says Broadhurst, when an 
operator wanted to track data and assets, 
“they had to get on the ship each time. 

We put it all in the cloud, so there is no 
need to go on the ship. We can do it once 
and then share it.”

Some companies that work with ferry 
operators are accustomed to taking 
data direct from the ship – for example, 
from the engine. Broadhurst says that 
there have been no problems convincing 
these companies of the advantages of 
taking it from the cloud instead. “There 
is no reason they can’t have dedicated 
bandwidth through a service we call Fleet 
Connect, or a pipe going into the cloud 
and then interface with applications 
from the specialists. Once in the cloud, 
they can have different dashboards if 
they want. They can use all the data in 
different ways.”

Broadhurst believes the rapid shift in 
requirements driven by the Covid-19 crisis 
has drawn attention to an underlying 
weakness in many operators’ investment 
strategies. To address this, Inmarsat is 
committed to providing next-generation 
connectivity for operators, with Broadhurst 
drawing attention to the Fleet Hotspot 
developed via Fleet Xpress as exemplary. 
“We are solving a lot of problems by 
facilitating a digital revolution,” he says.

If any business can say that with 
confidence, it’s Inmarsat. Having been in 
operation for four decades, the company 
has outlived many of its competitors. “For 
a technology company to be 40 years old 
is unusual,” says Broadhurst. “We believe 
that Inmarsat has got a strong future.” CFR

Inmarsat has its own satellites so can offer service flexibility that is out of reach for many other providers
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http://www.tudor-rose.co.uk


Engage

Keep up-to-date with the latest news 
from the cruise and ferry industries at 
www.cruiseandferry.net

Become a digital subscriber to receive 
our magazines and newsletters for free at 
www.cruiseandferry.net/subscriptions

Follow Cruise & Ferry on social media:

  LinkedIn 
  Twitter 
 Facebook

Add news@cruiseandferry.net 
to your PR mailing list to ensure that 
we’re in the loop with news about  
your organisation.

Contact
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For editorial enquiries please contact: 

Jon Ingleton, Executive Editor
jon.ingleton@tudor-rose.co.uk

Rebecca Gibson, Editor
rebecca.gibson@tudor-rose.co.uk

Kimberley McLean, Account Manager
kimberley.mclean@cruiseandferry.net
+44 116 318 4140

Shelly Palmer, Publication Manager
shelly.palmer@cruiseandferry.net
+44 7852 133833

Ben Surtees-Smith, Account Manager
ben.surtees-smith@cruiseandferry.net
+44 7555 377904

Benedict Pask, Account Manager
benedict.pask@cruiseandferry.net
+44 7734 463823

Speak to your account manager to explore the options to go to market alongside leading industry 
organisations and start to realise the benefits of your participation today.
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