Manne, hies been very actve. In August 1290,
we added our new D-Tronic range of four-, six-
and eight-cylinder electronic-direct-injection
diesels o our popular MerCruiser 3,61 and 4,21
indirect injection models,

To complement our diesel offering, we intend
1o extend MerCruiser sterndrive technology o
other diesel manufacturers, specifically Yanmar
of Japan and Cumins Marine, based i the US.
We believe our alliance with these two leading
diesel engine manufacturers will expand con-
sumer choice and acually increase the overall
size of the diesel marine market

Baoatl and engine markets which have shown

sirength in the past year cerainly include
European markets such as the UK, the
MNetherlands, Norway, Spain and Belgium. In
Afnica, South Africa has been particularly
sirong, In Latin America, Chile. Argentina and
Brazil have shown the results of stronger
economies. There is also rencwed strength in
Asia, with exporiers to Japan benefiting from a
sronger Yen plus increased activity in certain
areas of China and Malaysia.

Arcas which have shown weakness include
Germany which is suffening from the highest
level of unemployment since the war, Italy
where consumer confidence is at a low ebb, and
France which continues to be stugnant, reflect-
ing general weakness in eConomic activily.

Finally, the marine industry is increasingly
challenged with restructuring and rationalisa-
tiom in both distrbution and manufacturing as
well as with a growing number of alliances
hetween builders, engine manufacirers and
even distributors and dealers. This is the resuli
of pressures on manufacirers and dealers who
face new threats rom regulation and reduced
demand for marine products. It i3 also a resaltofl
nereased effons on their part W mest cus-
fomers” growing demands for case of purchase
and increased value,

The industry's greatest challenge, however,
5 b0 renew interest in boating and promaote the
virtues of boating as enjoyable family
recreation. While the fun is still there, other
eisure activities have taken an increased share

af the: limelight. , ,
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- Bud Ellis, international sales
' manager, Westerbeke
. Corporation, believes that the
big players don't have it all their
own way:

esterbeke has heen
exporting for 16 years
and expor sales comprnse
16 per cent of wtal sales.
Owur growth has followed the market for US
boats and risen as the number of US boats
exports has increased. The number of expont
destinations has risen as well,

In North America. there his been little
growth in Mexico, due to lack of infrastructun:
and dhseretionary income. Those things may
come in the next couple of vears. Canada hus
been not that great.

In Europe, the United Kingdom is up, and
British boatbuwilders typically export o other
| countries in Europe, Exports o the Nordic coun-
ries are wp 0.

Pleasureboat building is growing in easiem
Europe, for example in the Ukraine and Croatia.
In Poland, they have the expertise, good crafts-
marnship and skills, and the prices are stll com-
petitive.

In the Middle East and Africa, Kuwait is
slowly refurbishing after the Iragis took out
boais dunng the Gulf War. Distribution is also
growing in Bahrain and Egyp

Looking at Asia, Taiwanese boatbuilders
have moved into India and Malaysia, where
EOVEMMENts are supporting wourism. Boating is
now being suppored by the governments by
rescinding impor. Singapore is building its
marinas and infrastructure. Indonesia, China and
Tarwan are stll mamly commercial markets.
Hong Kong remains essentially the same
(despite its impending return to the People’s
Republic. There is a bit of a scramble to handle
the port, where there 15 concern that mainland
China will build pors with containers.

The economies have picked up in Australia
and MNew Lealand and these countnes have
always be strong technologically, especially for
miega-vachis,

In Latin America. Brazil has seen inflation
drop, and boats can now be imponted. Argentina

and Chile are also strong.”
| (Om product development: ) “As far as power-
boat builders are concerned, the lalians and
British have added the most in terms of technol-
oy and styling from BEurope, Their accents and
shapes are often seen duplicated clsewhere, It
could be said the Evropeans and Americans are
swapping styles. Competition from Amenca has
spurred European boatbuilders 1o take on some
of the niceties of Amencan boats, so that
European boats are a bit less spanan.

Air conditioning is beginning to catch on,
Previously, it was found only in megavachis.

Enviranmental concerns in the form of
CMissions restrictions are present in both the LS
and Evrope. In the states, California sets the
standarids: in Europe, it's Bodensee/ake
Constance.

Acquirng the CE mark 15 a nuisance, but lev-
els the playing field for all competitors.

Globally, Westerbeke sells in 35 countrics
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Malaysia, Indonesia, and Thaland. While com
mercial boating has always been strong, plea-
sure boating is starting to pick up.

Things are also strengthening in Latin
America. Boating is picking up in South Africa,
where the locals build good boats and offer
competitive prices.”

{Where does Westerbeke figure in all of this?)

| O relatively small size when compared 1o its

competitors is actually a competitive advantage
because il forces us to keep our designs basic
and simple, which builds-in reliability. Our
engines are easier 1o trouble-shoot and a boater
can ahways find a mechanic able 1o service
them.

But in order w succeed in the future, we will
all have to comply with emissions standards,
build larger engines for larger boats, and provide

sound reduction. , -’
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Tom Calhoun, vice president
intemational sales, Crusader
Engines considers the interna-
tional market from a inboard
prespective:

& must speak from a gas-
enging viewpoinl because

that's all we do, which
restricis us 1o a small
inlernational market. We must tailor our gas
engines o European gas emissions standards
We do what we must to comply with the CE
mark.

O international business has been sporadic
and imconsistent. Miches come and go. We've
sold 1o a jet boat builder in the UK and we've

done some business in Evrope through Boesch
i@ Swiss builder of mahogany sportsboats) and
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| Riva (Italian luxury powercruisers), but it's a

diesel market.

The European market lags behind the US (in
the warld economic cyele) and is almost counter
cyclical. There has been little change the last
fiew years. Elsewhere, the Pacific Rim is a big
growth arca

Chur biggest challenge is (o ke the product w
muarket and fgure out how 1o do it pn:ﬁu-,-.,

* o
Paul Rabe, vice president
marine systems, Outboard
Marine Corporation: sees inno-
vation and a holistic approach
to marine leisure becoming ever
more important.

e see 4 conlinuing and
increasing need in the
glohal manine recreation
markel for rue innovi-

tions and for environmentally- {and also con-

sumer-} friendly products. This includes look-
ing at the marine recreational market as a
whnlas cveram amdd oo i wrewrlr e andd mlave
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