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EXECUTIVE SUMMARY

This project, commissioned by the European Community Shipowners’ Associations (ECSA), the 
European Transport Workers’ Federation (ETF) and funded by the European Union, reflects the 
necessity to adopt a creative approach, able to bring and include more women in the maritime 
industry, particularly within Europe. This research is focussed on ‘Pillar two’, contributing to an 
attractive, smart and sustainable working environment in the shipping sector – ‘WESS’. Aiming 

firstly to address the issue of women seafarers being underrepresented in the industry. Secondly, we aim 
to identify the best practices companies can adopt in order to attract more women in the industry and 
offer equal opportunities.

The recommendations are underpinned by findings from robust and substantial research conducted 
through a literature review, an industry survey, expert interviews, a European country-wide audit and 
three round table discussions. The research element identified instances of best practice which should be 
applied more generally.  

Measures to enhance recruitment and retention of women in the industry include: 
• Developing an awareness-raising campaign that increases knowledge of and dispels outdated and inaccurate 

perceptions of the industry. 
• Highlighting the attractive career opportunities in shipping both at sea and ashore, where many openings 

exist for persons with seagoing qualifications and experience. 
• Producing guidance to assist shipping companies and seafarers’ organisations in promoting change 

and a corporate culture and behaviour that is conducive to the recruitment and retention of women. 
• Promoting shipboard cultures that recognise the dignity of all crew members. 
• Adopting specific measures to enhance recruitment and retention of women in the industry, such as 

ensuring the provision of female-friendly facilities on board ships and communicating about long-
term career opportunities at sea and ashore.  

• Emphasising and communicating to all how policies in the workplace, such as policies on work-life 
balance, as well as measures to prevent and eradicate bullying and harassment based on the joint 
industry guidelines and training apply to women.  
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The project was conducted throughout the COVID-19 pandemic, and this has influenced not only the research 
practice, through availability of research participants, but also the responses provided to the questions raised. 
COVID-19 has significantly raised the impact of issues experienced at sea, such as uncertain crew changes, 
closed borders to seafarers, heightened job insecurities and it has also significantly changed the outlook for 
women’s employment status in the global job market, reducing their opportunities and work/life balance. 

Whilst many of the issues discussed in this research existed prior to the pandemic, they have been exacerbated 
by current circumstances and pressures experienced during this time. The pandemic will have implications 
for the maritime jobs market, particularly around attracting new seafarers, which needs to be considered and  
accommodated in any promotional strategy, particularly aimed at women or other minorities. Further  
emphasis is therefore placed on ensuring that promotion of maritime jobs for women is actively supported by 
ensuring that their well-being is catered for within the workplace.

Our recommendation is to agree to set a target of a minimum percentage of women in maritime management 
positions within 20 years. Once the baseline data is gathered, we will need to set percentages for interval years 
starting from 2026.

Recently in the maritime sector, there has been a strong drive towards increasing job information available to 
young people: the presumption being that it is a lack of understanding of the possible careers within the sector 
that is preventing the recruitment. From our research analysis, we found that the lack of career visibility forms 
only part of the barrier. For young people, especially young women, they are unable to visualise themselves 
within the maritime world, and by extension, the shipping industry within Europe. Therefore, a better approach 
may be to thoughtfully design the context in which young people seek career information and make decisions. 
This research suggests that supporting informed decisions depends more on the how and when of data provision 
than the ‘what’ of the information provided.

One of the quickest ways to implement change is to directly influence companies’ diversity and inclusion 
behaviours, to move from words to action. What is clear from our research is that both the industry and 
the companies must shift the focus from presenting niceties to creating meaningful actions. Certain key 
quick wins have been identified in policies and company behaviours, as set out in section 7. We have set 
out five recommendations for immediate implementation. We have also provided signposts to helpful 
guides and best practices that are currently available on key subjects. However, we wish to stress that this 
must be a continuing piece of work to ensure it is as accurate and up-to-date as possible.

As our research shows, we must align all the efforts being made in this area. A key recommendation is that 
we all work towards achieving The International Chamber of Shipping Diversity Index objective (published 
November 2020) to significantly increase the number of women on board from 7.5% to 12% in the next 
three years, and to 25% in 20 years.
There was a clear message coming through, that was repeated throughout our focus groups and research - 
the sector needs to show that it is serious about diversity and inclusion. Whilst there are many ways this can be 



done ashore; it can be more difficult to get these messages across onboard. It is vital that the company takes 
diversity seriously and that it will quickly act if there are any inappropriate behaviours.  As part of our work, we 
have produced a free Diversity and Inclusion poster and a booklet, authored by Captain Ayşe Aslı Başak. These 
are available from https://eumaritimewomen.org/ making it easy for companies to make this highly visual  
commitment onboard and onshore.
Summary of key findings
The project’s main findings, recommendations and best practices are summarised below.

Headline survey findings 
• Many people starting careers at sea do not spend their whole careers as a seafarer. 48 % of respondents 

who had worked at sea were not doing so anymore. 
• People leaving a career at sea primarily did so for family reasons followed by wanting a change  

or new opportunity. 
• Travel, closely preceded by financial, were the main reasons given for people choosing a career at 

sea; whilst challenge, interest and an exciting career were the main reasons for people choosing  
a shore-based maritime career. 

• The primary area identified for improving or furthering a career at sea was welfare-based followed by 
further education and skills. Onshore, education and skills were identified as making the most difference, 
with welfare areas coming second. 

• Best practice to increase gender diversity at sea and onshore was associated with equality-related  
areas such as equal treatment, gender blindness, job and pay equality. There was comparability  
evident between the sea and shore working environments, as well as the extent to which improvements in  
equality are required.

• Evidence shows that some women feel best practice includes not wanting their achievements to be 
over-embellished because they are women, or having to be exceptional; they want equal opportuni-
ties and treatment, with the focus being on their working performance, rather than their gender.

Headline interview findings 
• Consensus was that ALL sectors in the maritime industry need input to improve gender representation, 

but in particular this should be focused on senior or leadership roles (sea and shore).
• The industry can prepare now to attract women into the future workforce where jobs will require specific 

technical skills and flexible working patterns in shore-based roles. This is seen as an area of opportunity 
for equality and one that needs immediate industry action.

• Publicly, little is known about the shipping industry, and it is under-estimated and undervalued. Promotion 
of the industry must include work on raising awareness of its many assets, starting early in primary schools 
to show children, especially girls, that this is an interesting and varied industry which they can be part of 
with a fulfilling career. The message should be made relevant and attractive to them, and shared using 
channels, technology and devices that younger people are familiar with and can relate to. 

• There are generational differences towards gender discrimination and equality, with the younger population 
likely to be far more accepting of gender diversity within the workforce. 

10



• The shipping industry is often referred to as outdated and old fashioned; in order to attract more diversity 
and younger people into the industry, its image must be modernised. 

• More engagement with industry leaders is required to change how they work on recruitment and retention 
strategies and represent their companies to attract more women and diversity into the industry.

• Alongside work on increasing the numbers of women in maritime, efforts must be made to ensure 
that they will be entering a safe, supportive, and attractive working environment. 

Research Conclusions
The research conclusions have been developed to form the basis of the work underpinning the marketing 
campaign and policy areas of this report. 

Data gaps and collection 
The research audit has shown that many aspects of women’s participation in the maritime industry are missing 
at the country level data within Europe, Norway and the UK. It is fundamental to have a baseline of information 
that provides a benchmark to measure progress in this area over time and to indicate where resources should 
be mobilised to support change towards gender parity. Annual and consistent data collection about women in 
the industry, at a country level, is therefore recommended alongside an assessment of the progress or decline 
being made.

Industry awareness and presenting a modern image 
The public’s lack of industry awareness is still an issue, with maritime and shipping often associated with nega-
tive events such as oil spills and ship sinkings. Promotion of the maritime industry should start early and target  
primary school children so that they can consider it as a career option when selecting their subjects. This is par-
ticularly relevant to encourage more girls to take STEM subjects. Maritime careers need to be presented and po-
sitioned to fit in with the expectations of a modern lifestyle. This would encourage young people to consider the 
range of exciting career options that the industry can offer. Promotion of the industry must highlight the vital, 
dynamic and far-reaching opportunities that careers in maritime can offer and build tools aimed at young people 
that advocate these advantages.

Industry should prepare now for the future maritime work force and ensure that women have a place 
within it.

All sectors among maritime have been identified as needing input to improve gender representation. Senior 
leadership is an area that women are poorly represented in; support and training are essential to redress this 
balance. More engagement with male industry leaders (male allies) will also be vital to this process.

Key focus areas for the industry in addressing gender in the future maritime jobs market 
• The future maritime workplace, in addition to seagoing roles, will be based around technology including 
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remote monitoring and operation. This has significant potential to increase women’s participation within 
the industry but work needs to be done to prepare for this.

• Shore-based remote monitoring and operating environments will offer more flexibility around working 
patterns which are considered attractive to women coming into the future maritime jobs market. 

• Promotion of gender and equality is necessary to make a sustainable change in this direction.
• How should maritime education and training providers be responding to the future workforce requirement 

with respect to gender representation in maritime?
• The industry needs educators who are prepared and are capable of skilling the future maritime workforce.
• Maritime training and education should focus on offering a realistic picture of the shipping industry, 

especially, life at sea.
• Education materials need to be developed and delivered to prepare women for maritime roles and for men 

to help them accept women in maritime roles. The materials should include diversity inclusion and how 
to deal with harassment and bullying. Educational staff should also be trained to provide support for the 
educational materials.

• Leadership training is required to assist those in senior maritime positions (sea and shore) to promote 
understanding of gender equality and to be able to act decisively when necessary. 

• Promote early awareness of the maritime industry by educating young children (around primary school 
age or younger) about maritime and shipping and what it has to offer them.

COMPANY POLICIES 
These must include: 
• Anti-harassment and bullying 
• Flexible working 
• Corporate diversity and inclusion policies 
• Ensure suitable on-board accommodation and requirements for women seafarers 

REGULATORY 
• STCW Basic Training to have a greater emphasis on diversity, culture and gender training.
• HELM – increase and enhance the diversity, culture and gender training to be a substantial part of the training.
• Gender neutral complaints’ procedures and role of the DPA 88 DRAFT. 

BEST PRACTICE 
• Language –overly masculine language associated with the maritime sector 
• Code of Behaviour
• Corporate diversity and inclusion
• Flexible working patterns
• Ensure suitable on-board accommodation and requirements for women seafarers 
• Family friendly policies and practices 
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• Maternal and Paternal policies 
• Childcare policy 
• Loss and miscarriage 
• Care for family member 
• Breastfeeding 
• Remote working 
• Lone woman general best practice 
• Include in Health and safety policy requirements the provision of ergonomically-suitable PPE that 

meets the needs of all seafarers 
• Menstrual health and hygiene support (a trending subject that is going to become a key company issue 

in the coming years)

RECOMMENDATIONS
Recommendation One 
To achieve the goal of increasing the number of women in maritime roles and at sea, we need to  
initiate change where it can happen almost immediately. Our key recommendation is that we look at  
sharing best practices and encourage companies to implement these policies without waiting for  
legalisation to force them into action. If we effect change downwards to the IMO, we will be able to make 
significant gains whilst the legislation comes into place, smoothing its path as the majority will already been  
implementing it. To enable this, a central point is needed. The EU Maritime website can be expanded to  
become this central point. Otherwise, a dedicated area on ECSA and ETF websites can be developed 
for this purpose. This will contain best practices, sample policies, guidelines and links to other useful  
information, gender neutral vacancy adverts etc.
 
Recommendation Two 
Without the ability to monitor the effectiveness of all initiatives across the industry, we must be able to at least 
benchmark achievements. The International Chamber of Shipping Diversity Index (published November 2020) 
has issued a set of objectives to significantly increase the number of women on board from 7.5% to 12% in the 
next three years, and to 25% in 20 years. This report recommends that everyone should be working to achieve 
the goals that have already been agreed and set, rather than trying to set up others and reducing the impact of 
these agreed goals. 

Recommendation Three
Our recommendation is to agree to set a target of a minimum percentage of women in maritime management 
positions within 20 years. Once the baseline data is gathered, we will need to set percentages for interval years 
starting from 2026.

Recommendation Four
Include in companies’ health and safety policy requirements for the provision of ergonomically suitable PPE 
that meets the needs of all employees.



Recommendation Five
All vessels should stock feminine hygiene products and have proper procedures for their disposal in an easy way.

Recommendation Six
It is recommended that ECSA and ETF promote the poster and encourage them to download, use and share 
them widely.

Additionally
The role of social dialogue and collective bargaining is crucial in promoting the role of women in the maritime 
industry, in supporting life-long learning, work-life balance, and tackling the gender pay gap for instance. 
Strengthening social dialogue at all levels is essential in promoting gender diversity and equality, fighting 
gender stereotypes and gender discrimination.

14
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1.0 PROJECT CONTEXT

W omen worldwide make up approximately half of the working age population. However, 
in 2019 only 38.8% of this global work force was actually employed. Within the EU this 
number is a little higher, with women making up 46.4% of the work force (European 
Commission, 2020). Gender equality has been recognised as a fundamental human right 
for several decades but despite this, substantial variation remains across regions, cultures 

and industries. Various international campaigns and organisations have been and are working to address issues 
and raise awareness of gender inequality; such as the Beijing Declaration and Platform for Action of 1995 (UN 
Women,1995), the United Nations key Sustainability 2030 targets, Goal 5 (UN, 2016), of the World Economic 
Forum (2020), the MeToo Campaign (2021), the Global Women Leaders voices for change and inclusion (GWL, 
2021), the World Bank (2021), the United Nations Women (2021), the Peace Corps (nd) and others.
 
Women are increasingly well qualified and out-performing men in educational attainment (European 
Commission, 2020). In 2016, 44% of women (aged 30-34) had a tertiary education or higher, compared to 34% 
of men; further, in higher education 58.7% of Bachelors’ degrees and 58.3% of Masters’ degrees are obtained by 
women (Catalyst, 2020). 
 
Evidence points to the correlation between investment in women and gender equality and improvements to 
social enhancement. Peace agreements that include women are noted to be more sustainable and parliaments 
with higher numbers of women will have more legislation on welfare issues such as child support, education, 
and health.

“The evidence is clear: equality for women means progress for all.”  (IMO, 2021).



16

Evidence also exists to show that gender balance and diversity within the workplace helps to improve 
productivity, innovation, creativity (WISE, 2019), and financial performance (World Economic Forum, 2019). 
A study by McKinsey and Company (2015) stated that,
 

“Companies in the top quartile for gender diversity are 15 percent more likely to have financial returns 
above their respective national industry median”.  (Mckinsey, 2015)

Despite this, and even after the last 25 years of effort, much more progress needs to be made in the 
empowerment and advancement of women to achieve parity. 

Maritime, particularly the seafaring component, is a traditionally male dominated industry with female 
representation in the seagoing workforce estimated to be approximately 2% globally (ITF, 2021). 

The International Maritime Organization (IMO) has stated, 

“There is ample evidence that investing in women is the most effective way to lift communities, 
companies, and even countries. Countries with more gender equality have better economic growth. 
Companies with more women leaders perform better”. (IMO, 2019) 

The IMO Assembly has adopted a resolution proclaiming an International Day for Women in Maritime, to 
be observed on 18 May every year. The observance will celebrate women in the industry and is intended to 
promote the recruitment, retention and sustained employment of women in the maritime sector, raise the 
profile of women in maritime, strengthen IMO’s commitment to the United Nations Sustainable Development 
Goal 5 (gender equality) and support work to address the current gender imbalance in maritime. 

IMO Secretary-General Kitack Lim said: “This day for women in maritime will further efforts to achieve SDG 5 on 
gender equality. It is a perfect follow-on action to the 2019 theme of empowering women in maritime and the 
Assembly resolution adopted in 2019. I am pleased that the Member States have joined in the call to achieve 
a barrier-free environment for women, so that all women can participate fully, safely and without hindrance in 
the activities of the maritime community, including seafaring and shipbuilding.”
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The maritime transport sector is a key component of European economic development and growth. It is also 
central to the livelihoods of hundreds of thousands of seafarers, as well as countless more people involved 
across the sector more widely, in the supply and other supporting industries. The importance of this sector has 
been highlighted throughout the Covid-19 pandemic and continues to do so as we emerge from the current 
situation into a “post Covid-19” era. 

The digital revolution, heralded as the 4th generation of shipping (safety4sea, 2018) has been accelerated by the 
pandemic, and presents additional opportunities for women to establish themselves within the industry. New skill 
sets will be required both on and offshore where changing technologies and automation will create a wide range 
of new roles (McKinsey, 2021) that should remove some of the gender specific barriers, whether real or perceived. 
 
Addressing the challenge of ensuring that the next generation of the maritime workforce is adapted to meet 
the new ways of working presents an opportunity to address longstanding gender inequalities. This endeavour 
must start immediately by allowing women to have a balanced representation in all aspects of the future 
maritime workforce by allowing them to be equal participants and influencers going forward. 
 
The European Transport Workers’ Federation (ETF) and the European Community Shipowners’ Associations 
(ECSA) are currently working together on their Pillar two project: Enhanced participation of women in 
European shipping.  In order to meet the objectives of Pillar two, the ETF and ECSA commissioned Image 
Line Communications, along with Dr Kate Pike to carry out this report.  
 
The work behind this report was based on: 
 
Research: of measures to enhance recruitment and retention of women in the industry, such as ensuring the 
provision of female-friendly facilities on-board ships, promoting shipboard cultures that promote the dignity of 
all crew members; communicating about long-term career opportunities at sea and ashore, including research 
on the identification of good practices.
 
Awareness campaign: highlighting the attractive career opportunities in shipping both at sea and onshore, 
where many openings exist for those with seagoing qualifications and experience (e.g. through female role 
models). This includes working to increase knowledge of the industry and to dispel outdated and inaccurate 
perceptions. 
 
Policies and good practice: to provide signposting to good practice and suggestions for good policies. 
 
Gender diversity and equality is not simply offering positions of authority and careers to women; it is about 
understanding and changing the perceptions within shipping and also presenting these to a wider external 
audience. This project aims to achieve this change in culture through the persuasion of ideas and new approaches 
and the acceptance of a level platform for all associated with shipping, by offering new insights into the future 
of maritime shipping. 



2.0 PROJECT TEAM

The Project team
Based primarily in the United Kingdom, this is the first formal project that this team has worked 
together on. The team have all had distinguished careers in the maritime industry, and each had a 
diverse background, both knowledge experience and specialisms to deliver a project that utilised its 
expansive research range into clear actions and deliverables.

Dr Kate Pike led the research phase that looked at measures to enhance recruitment 
and retention of women in the industry, such as ensuring the provision of female-
friendly facilities on board ships, promoting shipboard cultures that promote the 
dignity of all crew members, communicating about long-term career opportunities at 
sea and ashore. Her work also supported both other elements of the project ensuring 
that the project outcomes were based on the analysis of the research primarily 
conducted between January 2021 and September 2021.

She had previously worked on multiple international research projects and led the 
Gender, Empowerment and Multi-cultural Crews Project for Solent University in 2016.

Dr Pike has also spent time in Bangladesh with the FISH safety foundation speaking 
to fishermen’s wives to understand safety issues and community impacts related 
to their husband’s professions. In 2017, Kate won Solent University’s Excellence in 
Research Award.
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Sue Terpilowski FCILT OBE led the best practice development phase for both ships 
and shore based offices. 
Ms Terpilowski is owner and managing director of Image Line Communications, 
a specialist PR, Marketing and Visual Events agency that has been working with 
companies, public entities and startups for more than 33 years. She received her OBE 
in 2014 for her work on behalf of micro and small business in London.  Ms Terpilowski 
has been a leading figure in the maritime, ports and shipping world for more than 35 
years and has fought for and championed gender and diversity issues throughout 
her career. She designed and created the Came by Ship campaign for WISTA UK to 

promote the maritime sector to girls through two competitions.  
Ms Terpilowski has been the lead for Maritime UK’s Women’s Taskforce two pioneering 
projects: Speaker Bank to address the in imbalance of women in speaking panels 
at industry events and also the Interview Pool. The pool is where people volunteer 
to help in the recruitment process and interviews with companies that do not have 
the in-house capacity or knowledge to ensure they are open and engaging to attract 
women into also applying for positions.
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3.0 PROJECT STEERING GROUP

Anne Trolle Windfelt, Danish Shipping
Christian Roos, ACV Transcom (Belgium) 
Danny McGowan, Nautilus International
Debbie Cavaldoro, Nautilus International
Elin Jeanette Barstad, Norwegian Shipowners’ Association (NSA)
Estelle Brentnall, European Transport Workers’ Federation
Eurico Ortiga, European Community Shipowners Association
Evangelia Fotiadou, European Community Shipowners Association
Jonas Gunnarsson, Swedish Shipowners Associations
Laurence Martin, Confitarma,  
Lena Dyring, Norwegian Seafarers’ Union
Melanie White, UK Chamber of Shipping
Nikolaos Koletsis, European Transport Workers’ Federation
Rosella Marasco, European Community Shipowners Association
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4.0 PROJECT APPROACH 
AND PHILOSOPHY

T he project team welcomes the ECSA and ETF goal of enhancing the participation of women in 
European shipping. The team’s combination of maritime shipping skills, passion to make a 
difference and previous collaborative work means we have been able to offer a fresh approach to 
industry issues to tackle diversity. Our approach has been to deliver high quality research to inform 
a promotional campaign which will provide meaningful change for women in maritime sector 

across Europe and potentially beyond. 

The maritime industry is changing with a substantial interest in diversity driving it into a new era: there is little 
to suggest this change will decrease in importance. Our collective efforts in raising the profile of the shipping 
sector and in driving diversity within the industry as a whole have given us an informed and visible platform with 
which to develop new initiatives for this challenge. With the recent spotlight on what women are contributing 
within and outside the industry (The International Maritime Organization and MeToo Campaign, among others), 
the timing is right to build on this momentum. 

Gender diversity is not simply offering positions of authority and careers to women; it is about understanding 
and changing the perceptions within shipping and also presenting these to a wider external audience. Our drive 
throughout this project has been to achieve this change in culture through the persuasion of ideas and new 
thinking, the acceptance of a level platform for all associated with shipping and by offering new insights into 
the future of maritime.



5.0 RESEARCH PHASE

5.1  RESEARCH ENGAGEMENT AND CHALLENGES

Research engagement throughout the project had its challenges, and the impacts of the COVID-19 
pandemic were strongly felt throughout the duration of the research, creating a strong element of 
survey fatigue. A slight delay attributed to some of these impacts meant the timing of the majority 
of the research was moved to avoid the summer period. Ultimately, the numbers participating in 
the survey and interviews were good, but there was a significant effort required to reach a total of 

620 survey respondents for the reasons mentioned above. The interviews were held by invitation only. There 
were 22 interviews conducted. The country audits had a low participation rate. This was assumed to be more 
indicative of a lack of knowledge about the questions asked than anything else.

Finally, the Focus Groups had a minimum of six – ten participants in each. This size represents a favourable 
number for obtaining engagement from all attendees within the hour time span allocated, but was not too 
large a group that some people did not get to speak or were ‘crowded out’ by others.

5.2 DATA COLLECTION METHODS
The project data was collected in several ways in order to gain maximum engagement with stakeholders, and 
to provide a range of statistical and qualitative information. This mixed method approach fitted in with the 
diverse nature of the maritime industry and the need to closely examine stakeholder opinions as well as firm 
facts. It also helped to mitigate some of the research engagement challenges from survey fatigue and the 
pandemic, as mentioned above.
Five data collection phases were conducted for the research including:

1. A desktop review of literature examined the extent of research on promoting women in maritime and 
other industries, and to highlight gaps in current understanding on this topic.

2. Country level statistical audit (EU based), engaged ECSA and ETF members for provision of country level 
information about maritime significance and gender representation within the industry (Appendix 1).

3. An industry-wide survey for men and women at sea or working on shore explored general opinion about 
industry attractiveness, movement between sectors, retention and best practice (Appendix 2).
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4. Expert interviews explored opinions collected from a diverse, expert, European, UK and Norwegian 
stakeholder group about increasing women’s participation in maritime (Appendix 3 and 4).

5. Focus groups to generate discussion and explore three main topic areas. These were Europe-wide and 
took place with specific groups of women and men from the industry (Appendix 5).

Each data collection phase is explained in more detail within the relevant section and corresponding appendices. 

Findings from the literature review have been incorporated into the data discussion element of the report and 
elsewhere to provide context and supporting evidence for the project.

5.3  COVID-19 IMPACT
The impacts of COVID-19 on the global labour market and economies have been profound and unprecedented. 
The European Union’s economy has reduced substantially, and data shows that this trend will continue, with 
unemployment worsening, if the crisis is not halted (Eurofound, 2021). The World Economic Forum (2020b) 
noted that inequality in the workplace is estimated to intensify due to the pandemic recession with the greatest 
impacts likely to be experienced by women and the younger workforce where a “deepening of inequalities” has 
been predicted.

Women tend to face disproportionately more challenges in their careers than men due to difficulties in obtaining 
a reasonable work-life balance, and through an increase in unpaid care work in most households. The COVID-19 
pandemic will likely worsen this situation for women, who are trying to balance overtime remote working while 
caring for children and doing unpaid care work (Eur-lex, 2019). 

Eurofund’s survey which focused on how COVID-19 is impacting lives, highlighted gender equality as one of the 
areas that need future attention. COVID-19 has accentuated inequalities between men and women in terms 
of greater job losses and a decline in working hours, poor financial security and poor work/life balance (ILO, 
2020). Much of the impact has been attributed to women having a primary caring role for young children and 
often elderly relatives, particularly during crisis situations such as a pandemic. Women have been faced with 
additional pressures, finding themselves having to accept more unpaid care work, particularly where schools 
and nurseries have been unreliably open to children during the pandemic (Eurofund, 2021). It is additionally 
having a disproportionate impact on women in maritime in terms of their employment and their general well-
being (Nautilus, 2021). Women are also over-represented in low paid or minimum wage jobs in virtually all of 
the EU member states (Eurofund 2020). It should be noted that any research conducted during the pandemic 
period is likely to skew the data results, particularly in light of the above concerns. 
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5.4 COUNTRY AUDIT
ECSA and ETF members were invited to take part in a country audit to gather information about the significance 
of the maritime industry in their country and the gender representation within it. This was designed to provide 
baseline data at a country level that will highlight strengths and areas for development and support for gender. 
The ECSA and ETF members are from the European Union as well as Norway and the UK. The audits were 
completed between March and June 2020, with a low response rate of nine participants, providing information 
about six different countries. The low number of responses and incomplete information that was offered in 
the audit points towards information gaps where countries could be collecting measurable, reportable data 
at a national level. This gap in information, particularly concerning seafarers, concurs with findings from the 
‘Mapping Maritime Professionals’ study (Ellis et. al., 2021, p.5) where the authors note that, 

“None of the data sources which hold information on seafarers at the Member State level has, as 
its core function, the production of a detailed map of the seafaring labour force.” 

There is clearly much more work required even around basic statistics gathering, such as how many women are 
directly employed within the maritime industry and the government’s budget to promote gender diversity and 
equality within a one-year period. Without these figures, monitoring progress on women’s participation within 
the sector will be difficult to quantify and hard to support. 
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5.5  SURVEY RESULTS AND ANALYSIS
A short industry-wide survey was conducted over approximately nine weeks from June 11th – August 
16th, 2021. The survey explored industry attractiveness, job retention and movement within the maritime 
workplace as well as recommended improvements and best practice that can make a difference in these 
areas (see Appendix 2). Maritime men and women from both the sea and shore sectors were invited to 
answer either a ‘Sea survey’ if they were currently at sea or had ever sailed at sea; or a ‘Shore survey’ if 
they had only worked onshore. The surveys were set up on online survey platform ‘Survey Monkey’ which 
allows anonymous online responses to be made. A total of 620 people participated in the surveys.

Headline survey findings
• Many people starting careers at sea do not spend their whole careers as a seafarer. 48 % of respondents 

who had worked at sea were not doing so anymore.

• People leaving a career at sea primarily did so for family reasons followed by wanting a change or new 
opportunity.

• Travel, closely preceded by financial, were the main reasons given for people choosing a career at sea; 
whilst challenge, interest and an exciting career were the main reasons for people choosing a shore-
based maritime career.

• The primary area identified for improving or furthering a career at sea was welfare-based followed 
by further education and skills. Onshore, education and skills were identified as making the most 
difference, with welfare areas coming second.

• Best practice to increase gender diversity at sea and onshore was associated with equality-related 
areas such as equal treatment, gender blindness, job and pay equality. There was comparability evident 
between the sea and shore working environments, as well as the extent to which improvements in 
equality are required.

• Evidence shows that some women feel best practice includes not wanting their achievements to be 
over-embellished because they are women, or having to be exceptional; they want equal opportunities 
and treatment with the focus being on their working performance, rather than their gender.
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DEMOGRAPHICS – SURVEY RESULTS PART ONE

AGE OF RESPONDENTS

FIGURE 1 - AGE OF SEA AND SHORE-BASED RESPONDENTS

SHORE RESPONDENTS - 296 RESPONSESSEA RESPONDENTS - 295 RESPONSES

18-24 5%

25-34 22%

35-44 30%

45-54 23%

55-64 16%

65+ 4%

18-24 9%

25-34

35-44

45-54

55-64 17%

65+ 4%

25%

24%

20%

The age demographic represented by respondents to both surveys was very similar, as seen in Figure 1.
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NATIONALITY OF RESPONDENTS

FIGURE 2 - NATIONALITY OF SEA AND SHORE-BASED RESPONDENTS

SHORE RESPONDENTS - 296 RESPONSES

Europe

Africa

Americas

Asia 17%

SEA RESPONDENTS - 311 RESPONSES

79%

1%

3%

Europe

Africa

Americas

Asia 19%

75%

3%

3%

Although the survey was open to anyone in the world working in maritime, the predominant responses 
came from Europe. This reflected the focus area of the study and the principal networks accessed for the 
data collection (Figure 2).
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GENDER OF RESPONDENTS

FIGURE 3 - GENDER OF SEA AND SHORE-BASED RESPONDENTS

Female 

 Male

Female

Male

SEA RESPONDENTS - 321 RESPONSES SHORE RESPONDENTS - 283 RESPONSES

30%

70%

55%

45%

Despite the heavy under-representation of women within the maritime industry, in this survey, women 
were represented well above the average from both the sea and shore side of the industry (Figure 3).
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CURRENT RANK / JOB TITLE

FIGURE 4 - CURRENT RANK OR JOB TITLE OF SEA RESPONDENTS

SEA RESPONDENTS - 299 RESPONSES

11%

19%

6%

3%

2%

2%

3%

10%

9%

7%

Chief Officer

Master

Second Officer

Cadet

Chief Engineer

Ratings

Catering (Cooks and Stewards)

Third Officer

First Engineer

Second Engineer

2%

24%

2%Third Engineer

ETO

Other

CURRENT RANK AND JOB TITLE ‘OTHER’ CATEGORY DETAIL

FIGURE 5 - CURRENT RANK AND JOB TITLE ‘OTHER’ CATEGORY DETAIL

SEA RESPONDENTS WHO ARE NOW WORKING ASHORE OR RETIRED - 71 RESPONSES

Retired 8%

Senior Leadership 

 Other Leadership

4%

Trainees 4%

42%

 Individual Contributor Employee 42%
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CURRENT NUMBER OF YEARS SPENT 
IN THE MARITIME INDUSTRY

FIGURE 6 - NUMBER OF YEARS SPENT IN MARITIME (SEAFARERS)

SEA RESPONDENTS  - 324 RESPONSES

0-5 years 

6-10 years

15%

20+ years 

21%

 11-20 years 28%

36%

There was a high representation of senior seafarers in leadership positions answering this survey 
(including respondents from the ‘Other’ category) – providing a total of 42%, which included the ranks 
Master, Chief Officer, Chief Engineer, and First/Second Engineer (Figures 4 and 5). Responses from these 
experienced individuals have provided a rich knowledge base of maritime experience to draw on. In the 
‘Other’ category, senior leadership roles included: Executive Director, Chief Operating Office of a shipping 
company, Retired Master Mariner, Head of Defense and Managing Director among some others at this 
level. Additionally, ‘Other’ category roles included VTS Operator, Pilot, Doctor, Maritime teaching specialist, 
and from the cruise industry Steward, Beverage Manager and Cruise Entertainment.

More than half the sea respondents answering this survey (64%) had worked in the industry for over 10 
years and 36% of these had more than 20 years’ experience in the industry (Figure 6). This concurs with 
the high ranks of respondents participating in the survey.

30



ARE YOU STILL EMPLOYED AT SEA?

FIGURE 7 – SEA RESPONDENTS STILL EMPLOYED AT SEA

SEA RESPONDENTS  - 318 RESPONSES

 No 48%

Yes 52%

Just over half of the sea survey respondents (52%) were still employed at sea (Figure 7), demonstrating 
a large movement from sea to shore into different sectors of the industry, or to other industries or 
sometimes due to retirement. What is clear is that many people did not stay in a career at sea for life. The 
remaining 48% had moved ashore. This links to the details provided in Figure 4 (Current rank or job title). 
The main reason given for leaving a seafaring job was due to ‘Family’. This included spending more time 
with a spouse and children, to start a family/ have a baby and family commitments.
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WHAT IS YOUR MARITIME BACKGROUND?
SHORE RESPONDENTS - 271 RESPONSES

FIGURE 8 – MARITIME BACKGROUND

Ship Owner/Manager

Shipping Operations (Agencies and Services)

Legal/Insurance/Finance

Recruitment/Crewing

Ports/Terminals (Management and Operation)

Training/Education

Logistics/Supply Chain

Unions/Policy/Governance

Chartering/Brokering

Other

20%

13%

12%

10%

9%

9%

8%

7%

5%

7%

MARITIME BACKGROUND ‘OTHER’ CATEGORY DETAIL

FIGURE 9 – MARITIME BACKGROUND ‘OTHER CATEGORY DETAIL SEAFARERS

SHORE RESPONDENTS - 19 RESPONSES

Senior Leadership 

 Other Leaders

6%

Trainees 5%

 

47%

 Individual Contributors and Employees 42%

The detailed analysis of ‘Other’ - Figure 9 for shore respondents, shows a majority occupying leadership 
roles and individual employees occupying positions in areas such as flag registration, corporate 
communications, oil and gas off-shore projects, quality and safety and marketing. Additionally, the ‘Other’ 
category for maritime background roles on shore included, Flag registration, Dynamic positioning, Ship 
yard, Hydrographic surveying, Surveyor, Crew, Vetting and Marketing.
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CURRENT NUMBER OF YEARS SPENT 
IN THE MARITIME INDUSTRY

FIGURE 10 – NUMBER OF YEARS SHORE RESPONDENTS HAVE SPENT IN THE INDUSTRY

SHORE RESPONDENTS - 296 RESPONSES

0-5 years 

6-10 years

20+ years 

17%

 11-20 years 31%

35%

17%

Figure 10 again reinforces the high level of experience of the shore survey participants, with 66% of 
respondents having 10 or more years’ experience within the industry.
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HOW MANY DIFFERENT ROLES HAVE
YOU HAD WITHIN YOUR SECTOR?

FIGURE 11 – NUMBER OF DIFFERENT ROLES WORKING ON SHORE IN MARITIME

SHORE RESPONDENTS - 296 RESPONSES

1

2

3

4

5

6

7

8

9

10-20

11%

21%

21%

14%

14%

4%

5%

3%

2%

4%

20+ 1%

A significant amount of movement within the shore-based sectors of the industry was indicated. The 
highest recorded number of different roles was 27 and the majority of respondents had already held five 
different roles (Figure 11). This movement is somewhat predictable when starting within the industry 
due to career development, gaining new experiences and progression within the industry. However, the 
general movement between roles indicated by the survey could be indicative of the numerous career 
opportunities and different sectors within the industry.
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PERSONAL BASED MARITIME INFORMATION – SURVEY RESULTS PART TWO

WHY DID YOU CHOOSE A CAREER
IN THE MARITIME INDUSTRY?

FIGURE 12 – REASONS FOR CHOOSING A MARITIME CAREER AT SEA

SEA RESPONDENTS - 440 RESPONSES

9%

17%

3%

2%

16%16%

12%

4%

5%

15%

2%

7%

2%

4%

Opportunities

Travel

Childhood Ambition

Coincidence

Financial

Love for Sea or Ships

Other

Family/Friends

Exciting/Challenging/Interesting

International

Life Style

Free Education/Structure

Specific Interest

Travel and financial reasons were the main reasons provided for choosing a seafaring career in the maritime 
industry. The category ‘Travel’ included seeing the world and the adventures of travelling; often this reason 
was associated with ‘a romantic idea of seeing the world’. The financial reasons provided included a good, 
competitive salary which was seen as a way of improving a family’s income back home and generally 
supporting a family. The challenge, excitement and interest of going to sea are the three most common
reasons provided for a seagoing career, closely followed by love of the sea and ships. (Figure 12).
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WHY DID YOU CHOOSE A CAREER
IN THE MARITIME INDUSTRY?

FIGURE 13 - REASONS FOR CHOOSING A MARITIME CAREER ONSHORE

SHORE RESPONDENTS - 350 RESPONSES

15%

9%

9%

6%

11%

1%

4%

4%

24%

11%

4%

1%

1%

Opportunities

Travel

Childhood Ambition

Coincidence/Accident

Financial

Love for Sea or Ships

Other

Good Training

International

Suited Specific Interests

Women in a Male Industry

Exciting/Challenging/Interesting

Family/Friends

For those going into shore-based jobs within the industry, this survey shows that they primarily chose to 
do so because they thought it to be an exciting, challenging, and interesting sector to work in (Figure 13). 
Interestingly, a small number of women (four in total) wanted to join the maritime industry because of the 
specific challenges and uniqueness of working in a male-dominated industry as a woman.
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WHAT HAS BEEN YOUR BIGGEST CHALLENGE
WORKING WITHIN THE INDUSTRY?

FIGURE 14 – BIGGEST CHALLENGE WORKING WITHIN THE INDUSTRY ONSHORE

SHORE RESPONDENTS - 330 RESPONSES

5%

7%

18%

17%

8%

4%

2%

5%

3%

6%

6%

18%

Nationality

Discrimination/Abuse

Time

Change/Challenge

Male-Dominated

Future
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Opportunities

Legislation/Policy

Crew Planning

Industry-Specific

Other Issue

Change/ Challenge was the biggest challenge identified by shore respondents about working within the 
industry (Figure 14). In this category, a range of areas were identified including: a feeling of not belonging, 
finding the right balance between costs for ship owners and benefits for seafarers, tough markets and 
building a business from scratch.

Other Issues was the second largest category under the ‘Biggest challenge’ question and included issues 
such as: lack of competent supervisors, very traditional management and leadership, old school mentality, 
non-progressive industry and the COVID-19 pandemic.
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IF YOU ARE NO LONGER EMPLOYED IN
THE SECTOR, WHY DID YOU MOVE?

FIGURE 15 – REASONS FOR MOVING OUT OF SEAFARING

SEA RESPONDENTS  - 120 RESPONSES

Family

Redundancy/Retirement

Working Environment

Work/Life Balance

Change/Opportunity

Pandemic

Health  

 

9%

15%

7%

22%

7%

4%

 

36%

The main reason seafarers gave for leaving a career at sea was family. This category included; being able 
to spend more time with their family, wanting to be with their children who were growing up, wanting to 
start a family or any family issues. Change/opportunity was the next reason provided for leaving a career 
at sea and included being promoted to a shore side position, an opportunity to work ashore and a change 
to a different maritime sector (Figure 15).

The working environment category included some observations which provoked seafarers to leave their 
jobs. These included difficult conditions such as short turnaround times in ports, creating heavy workloads 
and little or no shore leave, not being able to access port cities as some ports are located some distance away 
from the city centres (and most currently have restricted access due to the pandemic). They also included 
mentions of changes to working conditions over recent years and lack of social life onboard, which can vary 
significantly from company to company and often reflects the leadership on board (Pike, 2020).
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WHAT WOULD HAVE IMPROVED OR
FURTHERED YOUR CAREER?

FIGURE 16 – WHAT WOULD HAVE IMPROVED OR FURTHERED YOUR SEAFARING CAREER?

SEA RESPONDENTS - 259 RESPONSES
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Seafarers identified improvements that would help most to advance or further their careers at sea. These 
are primarily focused on enhancement in welfare areas and professional development through further 
education and skills. Welfare improvements covered a range of suggestions including, recognising that 
seafarers are key workers and treating them accordingly, company investment in employees, robust 
systems for medical health insurance and retirement plans, longer hours of time-off on board, parental 
leave, more respect, putting the human rights of seafarers first and protection of seafarers against 
criminalisation.

Education/skills were identified next after ‘welfare’ areas in improving and furthering careers at sea. These 
included: enhancing education to enable moving to maritime jobs ashore, better academic qualifications, 
learning another language, training to improve career development and upgrading and enhancing new skills.

Crewing/contracts were also an issue for a significant number of seafarers in this survey. Whilst crew 
changes and flexibility have always been an issue for some seafarers, this has been exacerbated during 
the pandemic (Figure 16).
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WHAT WOULD HAVE IMPROVED OR 
FURTHERED YOUR CAREER?

FIGURE 17 – WHAT WOULD HAVE IMPROVED YOUR SHORE-BASED MARITIME CAREER?

SHORE RESPONDENTS - 232 RESPONSES

5%

30%

7%

26%

8%

5%

5%

2%

5%

7%

Opportunities

Education/Skills

Leadership

Welfare

Recruitment

Mentoring

Awareness

Regulation

Future

Nothing

Improvements identified by shore respondents that would help most to advance or further their career 
were primarily education and skills. This included some of the following: better language skills, more 
training generally, specific training such as in finance, the brokerage business and vessel operations, and 
obtaining a degree qualification.

The welfare category was the next largest area identified for improving careers onshore and incorporates 
some of the following: equality in pay and promotion for men and women, flexible working hours, fair 
compensation for evening and weekend work, a more inclusive and supportive working environment, the 
need for understanding and empathy from companies, a more inclusive and supportive industry and ruling 
out age discrimination (Figure 17).
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WHAT SHOULD BEST PRACTICE LOOK LIKE 
IN TERMS OF INCREASING GENDER DIVERSITY

WITHIN THE INDUSTRY FOR SEAFARERS?

FIGURE 18 - SEAFARERS’ BEST PRACTICE SUGGESTIONS FOR INCREASING GENDER DIVERSITY

SEA RESPONDENTS  - 327 RESPONSES
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Equality themes were the most prioritised areas of best practice mentioned by the sea survey respondents 
in helping to increase gender diversity within the industry. These have been expanded in Figure 19 to 
provide more detail. Examples provided about best practices in the work environment included women 
having access to well-fitting Personal Protective Equipment (PPE), providing appropriate accommodation 
for women even on older vessels, and creating a safe working environment for all genders as illustrated 
by the following quote.

“Create a team that prioritizes and celebrates diversity. HR teams should make it a priority to train 
staff at all levels about the importance of diversity and recognizing discrimination in all its forms.”

“Making sure it is easy for women to fit in and not have issues fitting in on the ship (eg. uniform 
availability etc).”
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Policy and regulation was a category of best practice primarily focused on the companies and included 
some of the following:

“Making reporting schemes more meaningful and hard hitting.”

“Systemic legal solutions, e.g. regarding payroll”

“Actively disciplining those involved in sex discrimination & harassment, ensuring criminal charges 
are brought forward where appropriate”

“Offer[ing] equal pay.”

“Penalties for people or companies which don’t follow gender equality”

“Sexism being instantly addressed through disciplinary channels, training on working smarter 
not harder (to address the argument that women are physically weaker than men).”

Similar to shore-based roles seafarers felt that best practice should focus on equal treatment of seafarers 
regardless of their gender and in all aspects of the job they were trained and employed to carry out.  
Gender-based attention was felt unnecessary; instead the focus should be on the performance and quality 
of the work conducted. (Figure 19).

For shore-based respondents, good practice was highlighted around ‘blind’ selection for interviews 
(where the interviewers do not know the gender of the person being interviewed until after an interviewee 
selection is made) and gender-neutral job advertisements.

EQUALITY THEMES

FIGURE 19 - EQUALITY THEMES (SEAFARERS)
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WHAT SHOULD BEST PRACTICE LOOK LIKE
IN TERMS OF INCREASING GENDER DIVERSITY

WITHIN THE INDUSTRY FOR SHORE PERSONNEL?

FIGURE 20 – SHORE RESPONDENTS’ SUGGESTIONS FOR INCREASING GENDER DIVERSITY

SHORE RESPONDENTS  - 314 RESPONSES
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This theme has been further analysed to show more detail around suggested best practice on equal 
treatment, pay and gender blindness, among others (Figure 20).
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EQUALITY THEMES

FIGURE 21 - EQUALITY THEMES (SHORE RESPONDENTS)
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Survey respondents wanted equal treatment in shore-based jobs for men and women (Figure 21). Some 
of the areas mentioned in relation to equality include: equal pay, (job) opportunities – with an emphasis 
that this should not be preferential, just equal opportunities, as the following quotes recognise.

“I’m a female engineer but I hate going on LinkedIn and seeing all the #womeninengineering 
tags .. why can’t I just be an engineer? I’m all for diversity but having it rammed down my throat 
and having a spotlight on my career when my male counterparts don’t get “special recognition” 
defeats the point of equality” 

“Equal opportunities but not glorify women seafarers in particular.” 

Equal treatment in career progression and training selection were among other areas mentioned.

Similar to the seafarers, many survey respondents from shore-based jobs reinforced the point that they 
did not want or have to be ‘exceptional women’ - they just wanted to be respected for doing their job well. 
Some of the respondents discussed this area of equality in terms of ‘gender blindness’ meaning that it 
was performance and quality that mattered and not  their gender or nationality.
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5.6 INTERVIEW RESULTS AND ANALYSIS
Semi-structured interviews with 22 maritime professionals were conducted over a six week period from July – September 
2021 with the aim of providing further detail around gender representation within the industry, showing how maritime 
training and education can support this and highlighting  areas of best practice that the industry can share and learn from.

The interview findings are presented alongside selected quotes to further substantiate key points. Due to the nature 
of the semi-structured interviews, conversations sometimes expanded beyond the direct question being asked and 
provided further context and insights around the topic being discussed. These have additionally been commented on 
here in the findings.

Headline interview findings
• Consensus was that ALL sectors in the maritime industry need input to improve gender representation, but 

in particular this should be focused on senior or leadership roles (sea and shore).

• The industry can prepare now to attract women into the future workforce where jobs will require specific 
technical skills and flexible working patterns in shore-based roles. This is seen as an area of opportunity for 
equality and one that needs immediate industry action.

• Publicly, little is known about the shipping industry, and it is under-estimated and undervalued. Promotion 
of the industry must include work on raising awareness of its many assets. It should also start targeting 
the future workforce early in primary schools to show children, especially girls, that this is an interesting 
and varied sector to be part of. The promotion message should be made relevant and attractive to their age 
groups, and shared using channels, technology and devices that younger people are familiar with and can 
relate to.

• There are generational differences towards gender discrimination and equality with the younger population 
who are likely to be far more accepting of gender diversity within the workforce.

• The shipping industry is often referred to as outdated and old fashioned; the industry must modernise its 
image in order to attract more diversity and the younger generation.

• More engagement with male industry leaders is required to change how they work on recruitment and 
retention strategies and represent their companies to attract more women and diversity into the industry.

Summary findings
• The majority of interviewee respondents felt that all sectors of the maritime industry needed input to 

improve gender representation. Leadership positions throughout the industry were in need of the greatest 
attention (Figure 20).

• We cannot only work on increasing the numbers of women in maritime. The industry must also put equal 
effort into ensuring that they will be entering a safe and attractive working environment.

• Resources need to be invested in raising awareness of the industry in all sectors and in reducing its negative image.
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Increasing the numbers of women in the industry was widely supported by the interviewees but came 
with some advisory caveats as highlighted below by these interview quotes. 

“If we are increasing [..] the gender balance then we need to put equal resources in making sure the 
safeguards are there [….]. It’s the same [..] onshore, yes we can have more female board members, 
more female senior managers but we need to actually work on creating a more inclusive industry 
generally and training the workforce we already have to embrace diversity” (Interview 16)

WHICH SECTORS OF THE MARITIME 
INDUSTRY NEED THE MOST INPUT TO 
IMPROVE GENDER REPRESENTATION?

FIGURE 22 - INDUSTRY SECTORS REQUIRING THE MOST INPUT TO IMPROVE GENDER REPRESENTATION

ALL RESPONDENTS  - 26 RESPONSES

Sea Only

Shore Only

All Industry

Specific Industry Sectors

 

15%

35%

23%
 

27%
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Better safeguards within the industry will be of benefit to all existing and future maritime employees, not 
just women.

“I am the biggest supporter of diversity, getting more women especially in and it’s something I 
spend a lot of time doing, but it is balanced by the fact that sometimes it feels like sending [lambs] 
to the slaughter - even now.” (Interview 6)

Some specific industry sectors identified as being particularly underrepresented by women included: 
maritime engineering, shore-side dock workers, chartering, port operations, logistics, the engine room 
and operational roles.

It was suggested that lack of awareness around certain parts of the industry, or even the existence that 
some of these job roles were possible, was felt in part to be accountable for the poor representation of 
women in various sectors.

“I think it’s also the image of the sectors and maybe also the lack of awareness among women, 
that these sectors are open to them, and I think, what also plays a big role, is probably the, [..] the 
small amount of women in the sector at the moment, maybe makes it very intimidating for young 
females to enter into these sectors”. (Interview 17)

The quote also mentions that the small numbers of women in the industry can be a deterrent in itself to 
female participation in maritime.

There was an indication that resistance to women in senior officer roles onboard was generational, with 
less resistance to crew diversity existing in younger generations.

Key focus areas for the industry in addressing gender in the future maritime jobs market

Summary findings
1. The future maritime workplace, in addition to seagoing roles will be based around technology including 

remote monitoring and operation. This has significant potential to increase women’s participation 
within the industry but work needs to be done to prepare for this.

2. Shore based remote monitoring and operating environments will offer more flexibility around working 
patterns which are considered attractive to women coming into the future maritime job’s market.

3. Promotion of gender and equality is necessary to make a sustainable change in this direction.
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The research shows that maritime jobs of the future have a strong potential to increase women’s 
participation within the industry.

The interviews identified future maritime jobs being strongly technology-based, particularly around the 
areas of digitilisation and automation and new energy production, including hydrogen and offshore wind 
farms, which would rely on shipping to facilitate their lifecycle. Interviewees felt that the future job market 
offered wide potential for the participation of women but recognised that there was much work to be done 
in preparation for this yet ill-defined maritime future. The following quote offers some insights on this.

“the whole re-imaging how a crew works on a ship, ten or twenty years from now, with maybe 
almost fully automated sailing, [ …] like if I take a parallel to a production or a process facility, is 
that more [about] monitoring all the processes and systems, which people also do, but even more 
maybe. You know, the ship’s engine will start to talk to you, rather than you walking around smelling, 
hearing, looking, if everything works well. So that means also different roles, with maybe different 
types of people, different skills, [and] how long before you need your Software Engineer on board? 
Just picture a random Software Engineer, maybe from your office, can you imagine him sailing? Or 
can everything be remote? …. and that kind of transforms the idea of the skillsets that we need, 
roles that we need and also what type of people should we start attracting into, into the business.” 
(Interview 8)

Flexible working
The development of automation within many areas of the shipping industry will offer different ways of 
working that may provide opportunities to attract women. These include flexible working patterns which 
would be easier for someone with family commitments or someone planning to start a family.

“ … today you have so much help and a lot of jobs or processes, are digitalised and automated. 
So, I guess that’s another advantage, and also if you really think into the future where you have 
autonomous ships where you maybe can steer a whole fleet from land, then you could also be 
educated as a deck officer, and stay, actually on shore, instead of going out sailing. So, I think you 
have some advantages [for women] there.” (Interview 6)

“automation is fit for all genders so I see everybody doing it. […] they will want to do it because it’s 
not easy to go away from home.” (Interview 4)

I think it will not make a difference whether technology changes, for men and for women, to get a job 
here, ..… It’s just a matter of, you like this job, you like to be at sea, or not. (Interview 5)

“ … this might provide you know, new opportunities for everybody, but particularly women who are 
not included in the industry at 50/50 yet.” (Interview 8)

Interviewees suggested that development of the future workplace should be considered in terms of 
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promoting equality and diversity throughout the industry. Lip service is not good enough and should not 
be accepted.

A few of the interviewees pointed to the European cultural behaviour of mothers, in particular, not leaving 
their children for periods of time so that they can work. Not only is it culturally viewed as unacceptable, 
but they also mentioned that they were made to feel bad about doing this, even for a week. This is not 
the case in some other countries but does suggest that a more flexible working environment would make 
life easier for women in maritime industry.

How should maritime education and training providers be responding to the future workforce requirement 
with respect to gender representation in maritime?

Summary findings
1. The industry needs educators who are prepared and are capable of skilling the future maritime 

workforce.

2. Maritime training and education should focus on offering a realistic picture of the shipping industry, 
especially, life at sea.

3. Education materials need to be developed and delivered to prepare women for martime roles and for 
men to help them accept women in maritime roles. The materials should include diversity inclusion 
and how to deal with harassment and bullying. Educational staff should also be trained to provide 
support for the educational materials.

4. Leadership training is required to assist those in senior maritime positions (sea and shore) to promote 
understanding of gender equality and to be able to act decisively when necessary.

5. Promote early awareness of the maritime industry by educating young children (around primary 
school age or younger) about maritime and shipping and what it has to offer them.

Up-skilling the future maritime workforce
The future industry is not today’s industry, which provides an opportunity to prepare and encourage greater 
diversity; there is evidence to suggest that maritime education organisations need to take a proactive role 
in this area. For example:

“I was giving […] webinar yesterday on autonomous ships and there were a lot of questions about 
how seafarers can upscale and study this, and most maritime educational training establishments 
are just not covering this at all unfortunately .. [they are] very poor in taking responsibility of the role 
that they have in helping to prepare …” (Interview 16).
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The interviewees suggested that there should always be flexibility built into training programmes to be 
able to adapt to the needs of the shipping companies. Specific skills that should be taught, included green 
skills, digital skills, and skills that help with cultural adjustment of working with multiple nationalities and 
different genders. The quote below highlights some of these.

 “ … seafarers go through the human element training which doesn’t really cover diversity and inclusion 
and doesn’t really suitably cover harassment and seeing it from the minorities’ perspective shall we 
say, it’s really, really important, also, to have the educational staff to support this ..” (Interview 6).

“I think there’s got to be a balance in keeping some of the traditional methods, teaching traditional 
methods, but the world now is moving along at such a rate in autonomy, and on the computing side 
of things, that we’ve got left behind quite considerably, and we keep adding little courses on, as they 
will charge you to sit this course as well…. So [there’re] lots of add-ons that actually should be part of 
their [cadet’s] bulk training.” (Interview 12)

Realism in education about careers in maritime
Some interview comments suggested that maritime education and training providers in Europe, the UK and 
Norway, should be thinking about and developing their programmes to provide a more ‘real’ perspective 
of life at sea and to promote gender diversity and equality in the future workforce. This may currently be 
inhibited by mere compliance with STCW which does not include any, or only a tangential, focus on this area.

“.. it’s important that the people that are training our future crew workers know what the business looks 
like today. Because it’s very easy that they have their picture as it was at that time” (Interview 2)

“I think they should start an education to make it very clear to them. If you start sailing, you are 
cut off from the world. Lots of people come onboard and they think they are going on a holiday.” 
(Interview 4)

Leadership
The interviews identified areas where traditional leadership styles were not productive, understanding or 
motivational and were driven by hierarchy and a ‘command and control’ approach. This was considered 
outdated and in need of change, supported by training and education.  

“ … this hierarchy, which in the mindset … of ships [.. ] excludes caring, which excludes involvement 
of the crew in the decision- making of your team, … because I’m the Captain, I’m supposed to know, 
and I have to decide. Total BS … there is nothing more wrong than that …. this old-style culture or 
mindset way of doing things is still being bred in half the maritime academies. And I think that 
that also has an influence on gender, […] interaction onboard (Interview 1).
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The senior officers on board, particularly the Captain are instrumental in establishing the onboard culture. 
This culture is responsible for the environment that people live and work in on board and can also influence 
the crew’s mental health.

Promote early awareness of the maritime industry
A recurring theme throughout the research was the importance of starting to educate and raise awareness 
about the industry at an early stage in schools so that young children begin to relate to the possibility that 
maritime could be a career for them. This strategy must be widely inclusive of girls.

The following quotes support this.

“the industry is suffering from the lack of trained female professionals, partly because gender 
roles are defined already at school. It is at school where girls should be encouraged to develop 
an interest in subjects such as IT, physics, etc. I believe it is important that young girls would be 
enabled to consider a career at sea as much as any other career.” (Interview 13)

“So, it would, I think be very beneficial to go more into the schools, ninth, tenth grade, when they 
are about [to] graduate, to let them know, hey, this is a sector that’s out there, and …. that they 
could maybe go into and this is how you would go about it etc.” (Interview 18)

Education and career support
Mentorship is viewed as a valuable educational tool helping to guide and support women and men 
throughout their careers. This has particular value where confidence might be lacking or the individual is 
in the minority, for example, being the only one of a gender or nationality onboard (or sometimes both).

“A very important issue is mentoring: a successful career is very often linked to a good mentor; 
the industry needs to ensure that a mentor is not only a subject matter expert but has the right 
attitude when helping women to build their career” (Interview 13).

Mentoring is also promoted elsewhere in the data findings.

What contributes to failure of initiatives to promote women within the industry?
The interviewees identified seven main areas where they felt past initiatives, that had tried to promote 
women within the industry, had not been successful. In summary the reasons provided included:

1. Lack of funding.

2. Lack of clear communication about the initiative.

3. Lack of publicity for the initiative.
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4. The need for more collaboration between initiatives with similar goals.

5. Ensuring political will and support.

6. Less talking and more action.

7. The development of initiatives to achieve change (not just to improve public image).

Supporting the call for collaboration between similar initiatives, the quote below also emphasises the 
power of collective work and ultimate success.

“I just feel like it’s lots of little organisations trying to push their agendas without too much 
collaboration. … these organisations need to band together and promote the same thing and, then 
maybe we might actually get somewhere.” (Interview 3)

There is much discussion in the industry about improving gender diversity and a growing feeling, established 
by the research, that now is the time to put the talk into action. This feeling is summed up here.

“I think there’s a lot of talk, but there’s not a lot of actual doing.” (Interview 12)

Gaining government level ‘buy in’ to initiatives that support women in maritime is crucial to their success. 
This was summarised by this quote:

“ if your government is not interested in [maritime] careers, how are you supposed to get the 
people interested in a career at sea.” (Interview 3)

Some initiatives identified by interviewees for best practice
Whilst recognising that many far-reaching and successful initiatives have been established to promote, 
support and raise awareness of women in maritime, the interviewees identified initiatives that they felt 
exemplified best practice within their own countries. They also talked about other initiatives that they had 
seen working well in other countries. Some of these are International or European wide, but the majority 
were based in Northern European, although their reach was often wider.

Many of the initiatives identified have the potential to be adapted to other European countries and further afield.
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1) Identified for raising awareness

Initiative name Country base/reach Area of impact

IMO Day of the seafarer International Awareness raising

‘Bring your daughter to work day’ Norway Awareness raising

Maritime and off-shore 
career events Denmark Maritime careers awareness

Zee Scheepvaart (Sea Shipping) - 
Royal Dutch Ship Owners Association Netherlands Raise public understanding 

of the industry

Lego for girls based around 
the maritime Denmark and EU Lego users

Women at the Helm - IMO International

2) Identified for employment and equal opportunities

European Women in 
Transport initiative EU

Careers at sea ambassadors UK Schools and youth groups 14 – 19 
year olds.

Maritime Career Ambassadors Norway

3) Identified for mentoring and education

Honourable Company of 
Master Mariners UK Mentoring from experienced mariners

Bridge simulation for 
younger students

Use Google glasses and other 
technologies where young people 
can ‘try out’ certain tasks that are 

carried out in ports terminals.

Norway Simulated experience, education and 
awareness.
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Port days for school children Netherlands, Norway

Zeebenen Gezocht – ‘Sea legs 
wanted’ – Seafarers telling their 

story in primary schools to provide 
a ‘real’ picture of life at sea.

Netherlands

School apprenticeships (15/16 
year olds going to sea for a few 

weeks to see how a career 
at sea might be.

Netherlands Education and awareness raising

‘Role Model’ Norway

4) Identified as support networks

WISTA International International Networking and support

SaferWaves UK Information provision and support

Against the Tide Foundation UK

5) Other general areas of best practice

Gender blind commercials Could apply to 
all countries

Maritime FB pages and LinkedIn Could apply to 
all countries

Within shipping company 
women hours, women’s 

groups and networks

Could apply to all 
shipping companies

European Women in 
Transport initiative EU

Women Offshore Global

Maritime UK – Speaker’s Bank UK Registered female speakers for 
conferences and panels
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6) Company policy

Ensure that there is always more than one woman on board.

Absolutely zero tolerance for sexual or harassment of any kind. This should be well 
communicated and enforced throughout the company.

Building a caring culture on board and one that fosters good communication.

A code of practice to govern behaviour on board.

Blind recruitment.

Comply with and respect the rules of pay transparency.

Plan for and ensure suitable accommodation for women on board.

7) Education and training

Specific training to deal with different genders and cultural differences towards gender onboard.

Actively teach leadership skills and how to promote a good on-board culture and the mental 
and physical aspects of human health.

Schools need to work more with shipping companies to expose young people to the  
opportunities and the requirements of the industry.

Start educating the youth about maritime opportunities early and help to change
the stereotypes associated with them.

Interviewee recommendations to promote women in maritime specifically within Europe 
(sea and shore roles)
The table below shows interviewee responses to recommendations to help promote women into 
maritime within Europe. These have been grouped into company policy, education and training, women 
specific, contracts, awareness, role models and ambassadors, equality, future consideration and other 
recommendations.
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8) Women specific

An adapted pharmacy inventory for women on board to cover the duration of a contract and 
some contingency if extended.

PPE that fits women.

Maternity and paternity leave.

Address the gender pay gap.

9) Contracts

Shorter contracts, more flexible working arrangements.

Blind Recruitment.

10) Awareness

Provide a realistic picture of a maritime job and do not make it something that it’s not.

Work placements on board - for career changers as well as for people entering the industry.

Increase industry advertisements, for example: billboards, the radio, commercials, television, 
cinema, social media.

Show maritime as a modern business with modern opportunities.

Encourage more maritime ambassadors to help promote the industry

Enable families to accompany seafarers where possible – not just for officers.

11) Role models and ambassadors

Encourage successful women from the industry out-front to talk about their careers to young 
people.

More female role models.
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12) Equality

Move away from the tendency to over promote women in the industry. Treat them (and 
everyone in the workplace) equally.

13) Future consideration

Plan for modernisation of the industry, looking to the future direction of maritime and skills 
requirements.

Free and reliable internet access on board for all.

More actions on the EU agenda for women

14) Other recommendations

Implement recommendations from this research project

Work together with ‘male allies’ to improve gender diversity and promote women into the industry.
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5.7 FOCUS GROUPS
The focus groups constituted the final data collection phase (see Appendix 5). They were established to 
facilitate discussion groups of selected maritime experts, focusing on a range of topic areas derived from 
the research findings. Each focus group lasted one hour and respectively explored the following areas:

1. Promoting gender diversity and equality in maritime – putting best practice into action.

2. Maritime education and training – how does, or can this, support jobs for women?

3. Leadership and women in maritime.

These groups allowed participants to share their experiences and views with each other and through 
conversation, explore the topics in greater depth. Additionally, the focus allowed the team to review 
existing recruitment policies and best practice in communicating career opportunities, to gain a wider 
understanding of issues and potential solutions to attracting more women into maritime and retaining 
them within the industry.

Focus Group 1
Promoting gender diversity and equality in maritime - putting best practice into action.

Summary Findings

Flexible working patterns
One of the main discussion areas of best practice concerned flexibility around working patterns both 
at sea and onshore. This aspect of the working environment was considered instrumental in attracting 
women and also men into the industry. Establishing flexibility around working hours where feasible, also 
means that existing talent within maritime would be more likely to be able to stay in their jobs, especially 
at sea, as many would otherwise leave for family reasons (see survey results ‘reasons for leaving your 
career at sea’). A discussion area developed around the implementation of flexible work modules within 
the workplace onshore to provide diverse, young talent with room to maneuver. This would be attractive 
in terms of work/life balance and in providing the new work force with some control over their working 
structure. However, it was noted that this would require a change in culture from current employment 
arrangements. More ‘down-time’ or resting time at sea was also seen as important.

Cadet support at sea
Supporting new cadets at sea by ensuring that new recruits are taken onboard a vessel in pairs, was 
an advocated area of best practice. This practice provides what was viewed as a ready-made support 
network to some extent. The value of mentoring was also mentioned in relation to cadets and those in 
minority groups at sea.
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Recruitment of women
Focus group participants felt that the recruitment of women should always be about recruiting the best 
person for the job, based on their performance. In no way should this be about quotas of women and 
become a tick box exercise as a way of increasing numbers. Some participants discussed maritime in terms 
of a life-long career and the importance of getting that message across, as well as the focus on practical 
competence and skills that are required within the industry. One focus group participant mentioned 
Norway’s ‘maritime career’ female role models in relation to best practice in recruitment.
 
Family friendly
Maternity and paternity policies were discussed in relation to creating a better balance for women and men 
in maritime roles at sea. This was considered important in addressing gender equity and acknowledging 
that both young men and women want to spend time with their new families these days.

Bringing families to work and adapting work around family life were also seen as best practice in attracting 
more women and men into the industry.

Raising industry awareness
Participants of this focus group echoed the survey and interview respondents agreement that raising 
awareness of the industry must start with its promotion to boys and girls before they make their career 
choices, in order to realise that maritime could be a career option that is open to them; around primary 
school age group was recommended. Future attraction into the industry was discussed with emphasis 
on how to particularly attract those with technical skills into maritime. It was noted that many industries 
outside of maritime will also need technical skills to develop their businesses into the future. This means 
that competition for these skills is likely to be high.

Focus Group 2
Maritime education and training – how does this translate into jobs for women? 

Summary Findings

Observations
The discussion for this focus group started with some general observations relating to industry change via 
education. For example, if there is positive change in one sector, all sectors can profit from this because 
the industry is so interlinked. It was noticed in Greece that despite one maritime training institution having
more women on their courses than men, the men tended to progress further within their careers. This 
emphasises cultural differences relating to the recruitment of men and women into leadership positions 
where women often do not fare as well. It was agreed that attracting individuals to the maritime industry 
is an issue where much work is needed, recognising that this should be focused initially on the sea-side of 
the industry where female representation is poorest.
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Career progression for women
There was discussion about the work needed to help women into careers within the industry. Some of the 
participants talked about employers who were concerned about recruiting women as they were anxious 
that younger women especially would leave employment to have a family. It was raised that young men 
are currently more likely to want to have time off with a new child. This indicates a need to establish a 
robust framework around maternity and paternity leave for the benefit of women as well as men, who 
increasingly want to spend time with their families. There was a recommendation to strengthen the 
links between maritime education and maritime companies. It was felt that they needed to work closely 
together and that it should be a two-way process. The industry must also listen to the students and 
learn about their needs; the point above demonstrating a relevant example. Links should be strengthened 
between the education centres and the industry and could draw on real case-studies provided by the 
industry to help with this process.
 
Maritime jobs of the future
There was discussion around how women may be better at re-skilling and reinventing themselves and this 
will be needed in the decades ahead as the industry moves into digitalisation and automation. The jobs 
of the future in maritime increasingly require the uptake of Science, Technology, Engineering and Maths 
(STEM) subjects so that students can enter the industry with the relevant background. Digitilisation and 
automation are growth areas for maritime employment in the future and it was discussed that this might 
be helpful in evening out the gender balance in maritime over time. We generally need more young people 
of both genders to take up STEM subjects and then specialise in different maritime sectors. Maritime 
should not be considered in isolation; it should be thought of as part of the supply chain and the future 
should be considered in these terms.

Maritime research and educators
There was an expression that maritime research is being focused in the right areas, but that this research 
needs to be translated back into the classroom and lessons learnt from it. It was felt that some maritime 
lecturers are disconnected from students due to either without any experiences or being out of it for some 
time. It was suggested that this is an area that should be addressed going forward.

Focus group 3
Leadership and women in maritime 

Summary Findings

Starting point
There was an initial discussion in this focus group surrounding the need to consider WHY we want more 
women in the industry and what is gained from it? The collective understanding is that we simply want the 
best people for the job and those people should be selected from across 100% of the workforce, nothing
less than that.
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Maritime women leaders
Discussion moved towards the concept of setting targets for getting more women into leadership 
positions, although consensus around this point was not reached. Achieving leadership positions was 
generally viewed as more difficult for women, and it was felt that women often had to try harder to achieve 
the same positions as men in various roles within the industry. Participants suggested that women have 
much to offer in all maritime roles and were seen to apply more empathy when leading a team than men.

Industry awareness
Participants in this focus group agreed that greater awareness of the industry was needed generally. It 
was felt that it should be possible to be able to promote maritime in a modern world context, possibly 
using a ‘greener’ messaging relating to shipping efficiency, economies of scale and the sustainability of the 
industry. It was suggested that new narratives are required to interest the younger generation and inspire 
them to be the industry’s next leaders. Participants talked about the need to be realistic about what we 
say about the industry and keep expectations realistic. This was discussed in the context of the industry 
also needing to work on retaining women by considering how to get them to stay once they had started a 
career in maritime.

Onboard culture and leadership
National cultural imbalance towards women in some countries was briefly discussed in the context of 
leadership roles for women. The senior management is responsible for the workplace culture and time, 
tools and management. It was discussed that onboard culture should be established by the ship owner 
initially, but that the senior management teams on board and on shore would determine how this culture 
plays out in the workplace. Training for leaders was then discussed as a result of this influence and with 
a view to ensuring that leaders treat all people well and are not differentiating their treatment on the 
basis of their gender or race. Zero tolerance was discussed towards harassment and enforcement of 
relevant established policies. Nationality training to instill the right company culture was mentioned with 
discussion about including this within the mandatory training.

Support for women in maritime
Participants talked about the need for women to support each other in the workplace and get involved in 
mentoring where possible. This support was seen as crucial in underpinning confidence within a maritime
position, particularly within leadership, and one that encouraged people to stay in their careers.
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5.8 DISCUSSION OF THE RESEARCH FINDINGS
This section discusses the main findings from the data collected and provides context for the contemporary 
understanding of these areas by drawing on the desktop literature study conducted at the start of the 
project. Quotes from the research survey and interviews have been used to illustrate various points.

5.8.1  OTHER INDUSTRY COMPARISONS
Industries, such as oil, gas and mining, aviation, construction, medicine, the legal and financial sectors and 
maritime, among others, have traditionally been male-dominated industries. In general, women remain 
underrepresented in these industries across most levels, but especially within senior roles.

The Collins English dictionary simply defines male dominance as,

“ A male-dominated society, organisation, or area of activity is one in which men have most of the 
power and influence.” (Collins, n.d.)

The U.S. Department of Labor defines a male-dominated sector as “one where women constitute 
less than one-fourth of the total workforce.” (The Advocates for Human Rights, 2019. P6.)

Shipping and the wider maritime sector fall firmly within these definitions and show that much work 
is required in many traditional workplaces to balance the dominance of ‘power and influence’ in these 
important sectors that the world relies on.

Catalyst (2021) notes some of the challenges faced by women across many male-dominated industries including:

• Societal expectations and beliefs about women’s leadership abilities. 

• Pervasive stereotypes, such as that of the “caring mother” or office housekeeper. 

• Higher stress and anxiety compared to women working in other fields. 

• Lack of mentoring and career development opportunities. 

• Sexual harassment.

(Catalyst, 2021)
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More companies across industry sectors are realising the value of recruiting from 100% of the workforce. 
Some organisations are looking at the best ways to attract women into their sector and are learning from 
a range of best practice and toolkits which are transferrable between industries. The following areas of 
best practice offer some high-level insights from different industry sectors on promoting and attracting 
women. These can all be applicable to maritime companies and organisations:

• Examine your marketing; what does it say about your company? First impressions count.

• Think about the way that you advertise your job vacancies and eliminate unconscious bias.

• Promote inclusiveness within the organisation.

• Male allies are required to help build a strong female presence within a company and must champion 
and support women within the workplace.

• Women should be recruited for their talent and not just to increase numbers. If talent is nurtured 
within a company, this becomes a promotion tool in its own right.

• Ensure the company culture is supportive of women at all levels so that they are treated equally and 
fairly and do not have to feel like they need to try harder than men to succeed.

• Embed a flexible working approach that supports inclusivity and diversity and that is adaptable to the 
changing workplace.

• Review and regularly revise a company’s diversity strategy, through regular and consistent data 
collection from the employees. Feedback should be acted upon.

• Know where your company is with gender diversity and ensure you collect and report on progress 
made in relation to gender diversity and equality within the workplace.

(Europeanceo, 2019; Australian Human Rights Commission, 2013)

5.8.2 PRESENTING A MODERN INDUSTRY
Some key considerations in promoting the shipping industry focused on the importance of presenting a 
relevant and attractive industry to young people via the use of technology and social media. Traditional
management, old school mentality and the industry not being progressive were mentioned as challenges 
working on shore.
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“I experienced the industry being more traditional and somewhat more conservative than I 
thought.” (Survey respondent)

Using a fresh promotional approach to attract younger people to the industry was suggested as well as 
ways of demonstrating the industry’s technology-based progression. Research participants also wanted 
to see the industry image moved away from the stereotypes of an old fashioned, unwelcoming industry 
and instead one that appealed to the next generation.

Some of the interview participants felt there should be an onus on shipping companies to promote the 
work they are doing in order to appeal to young people who may not otherwise be considering a career in 
the industry. Furthermore, they need to consider the issues that may make the industry less attractive to 
youngsters today and identify ways in which they can bridge this gap. The use of technology as one of the 
most successful promotional tools for today’s youth should be a clear indication that technology plays a 
major part in their lives and decision making (Postplanner, 2021, Digitaldonut, 2016)

Industry selling points
Unique and attractive aspects of the shipping industry that were identified by the research as potential 
promotional ‘selling points’ included but were not limited to:

• The early responsibility that can be gained as an officer working at sea at a young age, with opportunities 
for rapid promotion. 

• Working with people from other cultures and nationalities. 

• The many varied and different sectors of the shipping industry that are open to new recruits and the 
many challenges and different opportunities that this presents.

• Access to movement within the industry and between different industry sectors.

• Opportunities to build highly valuable and transferable skills both at sea and in the office based on the 
points above.

These are aspects of the industry that can be promoted by organisations and used to raise awareness of 
the industry in a positive light.
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5.8.3  INDUSTRY PROMOTION AND AWARENESS RAISING
Internal and external industry awareness
Data collected for this project has clearly demonstrated a consensus that public awareness of the shipping 
industry and the extent of opportunities within it, are lacking and need to be raised considerably in order to 
make the industry more visible and promote job opportunities within it. Additionally, the research survey 
results showed that 5% of responding shore workers and seafarers thought better public awareness of 
the industry would have improved or furthered their careers (Figures 16 and 17). The survey comments 
related to both external and internal awareness of the industry as well as the importance of showing a 
positive image of maritime.

“Our maritime career is not well seen on shore. Our industry is known as the cause of all plastics [in the] 
sea, and only is noticed when there are disasters and big pollutions. Seldom [it] is known as the cause 
of globalisation, and almost 90% of what is consumed is transported by sea.” (Sea survey respondent)

“Promotion on the importance of the shipping industry to the global audience.” (Shore survey respondent)

A lack of internal awareness of various aspects of the industry was identified as an issue in relation to 
improving and furthering the respondents’ careers.

“Knowing about all other opportunities within maritime industry.” (Sea survey respondent)

“If there was a better known pathway between ship [and] shore careers (I was lucky with people 
who helped me).” (Sea survey respondent)“Better knowledge of the wider industry and career paths”  
(Sea survey respondent)

“Knowing the different options that are out there in various job roles” (Shore survey respondent)

Early awareness
When considering raising awareness of the industry and addressing the gender balance within it, the 
research called for an early introduction to maritime information. For example, beginning at primary school 
age by showing children the importance and the extent of the maritime industry and the opportunities 
available to them as possible future careers. This approach should be widely inclusive of girls, who tend 
to be less inclined to choose STEM subjects during their education (OECD, 2018 and Dicke et. al., 2019).
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5.8.4  CAREERS AT SEA
The research identified that working in maritime (at sea and on shore) provides many varied opportunities. 
Understanding these opportunities and how to promote them is important to the industry which should 
collectively ensure that they are talking about these with young people. The surveys showed that a 
majority of 17% wanted a career at sea because of the travel opportunities, although it is recognised that 
time spent in port is quite limited in current times. Nevertheless, the experience of sailing all over the 
world and mixing with other nationalities remains appealing. 

The research interviews show that some felt a more realistic picture, and a beneficial part of a job at sea, 
is that a seafarer will often sail with people of different nationalities and cultures. This, in itself, provides 
a rich variety of experiences which can be promoted to attract people into seafaring careers. Additionally, 
exposure to significant responsibility at a young age is often the case as young officers’ progress through 
the ranks, as well as the challenge of working in a unique and vital industry. These are also considered 
some of the ‘selling points’ of a modern seafaring career. 

The surveys showed that careers at sea were predominantly interrupted for family reasons, followed by 
wanting a new challenge or opportunity. Onshore, the biggest challenges to working in the maritime industry 
identified were also about wanting new challenges or a change within a career. Discrimination and abuse 
were the third and fourth biggest challenges to a shore-based career, as is the case with other traditionally 
male-dominated industries (Daley et al., 2018). Whilst careers at sea and on shore have so much to offer, new 
recruits must feel assured that they are safe and protected in their workplaces and feel able and supported 
to speak up if things go wrong. Cases like the recent rape incident of a female US Merchant Marine Academy 
cadet at sea (gcaptain, 2021) are very public and will have a negative impact on the industry. However, they 
also provide the opportunity to address the underlying issues that lead to events like this and show that 
they will not be tolerated. Confidence in the processes that protect people against abuse is vital as is the 
knowledge that rapid and adequate responses are taken when things go wrong.
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5.8.5  LEADERSHIP
Seafaring is an inherently hierarchical occupation that has led to a ‘command and follow’ style of leadership 
over the years which has not always been tolerant or empathetic of the needs of the crew. Issues relating 
to traditional leadership styles on board were identified by the interviews and demonstrate a need for 
training to promote understanding and recognition of gender issues that need immediate attention. This 
is required for those in senior positions both at sea and onshore. 

Leadership skills can be taught but are still not routinely implemented within companies. Promoting an 
on-board culture that is inclusive, open and ready to react and be proactive to sensitive issues on board, is 
driven by the skills of senior management. The Captain of a vessel has a significant influence in this regard. 

Women in leadership roles
The research identified a consensus that all sectors of the maritime industry needed to improve gender 
representation, and within that, specific focus was required on getting women into senior leadership roles 
at sea and on shore. The World Economic Forum (2020) shows that a similar situation exists globally for 
women in business and on companies’ boards of directors, where the highest representation was found 
in France (43.4%); however, the majority was far lower, with 33 countries having less than 20% female 
representation and 21 countries with less than 10%. Whilst European countries represented the eight 
highest in this list, the overarching numbers remain low (World Economic Forum, 2020b). 

Good, consistent and clear communication, understanding and support for and between the leadership 
roles on shore and at sea is vital, particularly when gender issues arise. A unified, supportive company 
leadership approach from the office, as well as the senior officers on board, can nurture an inclusive, 
diverse workplace that does not tolerate, any forms of abuse or harassment in the workplace and will take 
decisive action against it (Pike et. al., 2016).

Recognition of women in maritime leadership roles has been growing, with organisations such as Maritime 
SheEO and WISTA International specifically established to provide information about the importance of 
diversity in maritime leadership roles and to support businesses with the tools and knowledge to help 
achieve this (maritime sheEO, 2021; WISTA, 2020)
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5.8.5 EXCEPTIONALISM
Being in a minority group, be it as the only woman working on board a vessel, or the only one of a certain 
nationality, can marginalise individuals and make them feel different and potentially vulnerable. Research 
also indicates that those in minority groups on board, particularly lower ranks, are more susceptible to 
harassment and bullying and feelings of isolation (Pike et al., 2016). Being in the minority, particularly as 
a woman on board a male-dominated ship also means that you are likely to draw more attention. This 
may explain why the evidence from this research has shown that women do not want to be identified as 
exceptional or to be ‘glorified’ in their working lives. Some of the survey quotes refer to this ‘glorification’ 
trend on LinkedIn and other social media platforms where women receive ‘special recognition’ for their 
achievements because they are women. They note that this is not the case for men and this approach does 
not support diversity. Women would prefer the focus to be on their working performance and not their 
gender and to be respected for doing their job well. The research showed that women were interested in 
equality and being provided with the same opportunities as men but evidence from the surveys indicated 
that this is not currently the case.

“I actually feel the over glorification of women working at sea does the opposite of the intended 
purposes and companies [ …]  [we] should not be celebrating all female bridge teams as this is not 
gender diversity it is sexism against males. […] I have sailed with many female officers and a female 
captain with no issue, people can be excellent or terrible at their job, regardless of their gender.” (Sea 
survey respondent)

“Although I have never been discriminated against based on my gender, as a female engineer, I am 
usually the minority which makes me feel like I am constantly in the spotlight and therefore need to 
prove myself.” (Sea survey respondent)

Whilst it is easy to understand why there has been a tendency towards spotlighting women’s achievements 
over recent years to demonstrate their capabilities; it is no longer considered helpful to do this when 
promoting diversity and best practice within the industry. Young women do not want to be exceptional; 
they want to be equal.

5.8.6  DIGITILISATION AND AUTOMATION: OPPORTUNITIES TO REDRESS 
GENDER BALANCE 
Automation and digitilisation are a rapid area of development and expansion for most transport sectors 
around the world (European Commission, 2021). They are set to transform the shipping industry and 
the future of maritime (Skillsea, nd.). The adoption of new technologies to improve the optimisation of 
manufacturing and services generally has increasing relevance within the maritime shipping industry 
(UNCTAD, 2019). The key drivers are usually concerned with reducing costs and increasing safety as well 
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as compensating for an increasing shortage of traditional skills (TheNavalArch, 2019). As the shipping 
industry adopts and develops its business around new technologies, the industry must also consider 
the work force that will be instrumental in driving this change, and the skills and requirements needed 
to implement this. During the transition to automation, jobs will be lost and many more will be created 
but the main factor is change with the jobs of the future requiring different skills and different further 
education requirements (McKinsey, 2018).  

Changes adopted and implemented as a result of the COVID-19 pandemic will in all probability have a 
permanent impact on many aspects of people’s lives across Europe and around the world; with an 
increasing dependence on digitilisation and technological innovation likely to continue, develop and grow. 
The World Economic Forum notes that the current COVID-19 pandemic is widening the digital gender 
gap precisely at a time when digital skills are required more than ever to facilitate work, learning and 
general connectivity (World Economic Forum, 2021). Women are marginally represented in Information 
and Communication Technologies (ICT) and STEM careers; therefore, it is imperative that as employment 
in automation and digitialisation industries increase the current dominance of men is not perpetuated. 
Addressing the unparalleled shortage of women studying STEM subjects and working in STEM careers 
within the EU is vital to addressing inclusion and promoting gender equality. The EU Parliament has 
identified the critical role that women could play in fulfilling skills’ gaps generally within their labour 
market and points to artificial intelligence as a potentially “powerful tool to overcome gender inequalities 
and stereotypes” if implemented ethically and without bias (EU Parliament, 2021). 

Of concern, the EU Parliament also notes that: 

“ women are under-represented at all levels in the digital sector in Europe, from students (32 % at 
bachelor’s, master’s or equivalent level) to top academic positions (15 %) in most scientific, engineering 
and management fields and at higher hierarchical levels, even in sectors where they comprise the 
majority, such as education;” 

Similarly, technical developments are driving change within shipping and the wider maritime industry 
and present new challenges as well as opportunities. Our research indicated that the future workplace, 
incorporating further automation and digitilisation, is considered an area of significant opportunity to help 
address the gender imbalance across the shipping industry. Work is therefore needed to ensure these 
sectors grow and are developed in a way that is both attractive to and inclusive of females. Several factors 
that are likely to make the future workplace in shipping more attractive to women include: 

• The development of education and training pathways which are more inclusive, flexible and do not rely 
on traditional measures such as time spent at sea.
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• Remote shore-based operating environments can provide flexibility in working hours, making it easier 
to accommodate lifestyle commitments.

• More focus on technical skills with less physical input required. 
 
Open discussion should be encouraged between early adopters of these new technologies to help 
manage and inform the transition to automation and digitilisation for other companies and ensure that 
development takes place that encourages a diverse workforce and sets out to attract and support women 
and men in an equitable manner.  

Future workplace  
The future of the shipping industry workplace, including seagoing positions, will continue to become ever 
more technology-based and will require a significant up-skilling of the future workforce. Specific ‘green’ 
and digital skills were amongst the areas revealed through the research that should be included in maritime 
education to help prepare these future employees. It was also suggested that more emphasis should be 
placed on skills that will help to equip the workforce with the cultural adjustment of working with multiple 
nationalities and different genders. This has significance in light of increasing diversity and preparing for a 
workplace that is supportive and inclusive. There is scope for these elements of maritime education to be 
addressed and delivered through HELM training, which is currently limited across these areas. 

Maritime education
The technological developments being experienced by the industry calls for a proactive and innovative response 
from maritime educators who must be prepared and capable of up-skilling the future maritime workforce 
(European Parliament, 2021). Our research further showed that training and education in maritime should ensure 
an accurate presentation of the industry is presented, so that new recruits enter the industry with their eyes 
open and that prospective seafarers, both women and men, are fully prepared for this new way of life.  Educators 
should also work closely with the companies that sponsor cadets to ensure that they are aware of all relevant 
support networks, mentoring schemes and any company policy related to inclusion and diversity. Additionally, 
educational materials should be developed which address diversity, inclusion and dealing with harassment and 
bullying. HELM provides a potential platform that could be adapted to deliver this type of training.

The industry needs to adapt to the modern world and consider promotion strategies that address the needs of 
the newest and upcoming career starters. This will inevitably mean the use of technologies, new and current, 
and the requirement of training for new skills that will adequately equip the future work force. It is suggested 
that it is now time to review and update the training requirements and associated syllabus of the STCW to 
prepare and future-proof the industry for the technological challenges and opportunities ahead. This has been 
proposed and will be discussed to the IMO in the upcoming weeks/months: the EU finalised its submission to 
the IMO Maritime Safety Committee for a new output titled Comprehensive review and revision of the STCW 
Convention and Code’.
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5.8.7  BEST PRACTICE IN PROMOTING WOMEN IN MARITIME 
The complex and varied nature of the maritime industry means there are many issues at play relating to 
gender equality on shore and at sea. Nationality, age, leadership and the on-board hierarchical structure 
are some of many influencing factors. Some shipping companies are aware and proactive of the potential 
problems that could take place and go a long way to develop inclusion and welfare strategies to provide 
a safer environment for seafarers to work in (Pike et. al., 2016). The research sought to identify the best 
practice within the industry in promoting women in maritime and also looked at what could be learnt from 
initiatives that had not gone far enough in achieving positive change.
Where initiatives had not worked, respondents pointed to the following areas that needed to be addressed 
to aid the promotion of women in maritime. 

Funding – ensuring programmes and initiatives have sufficient and well thought-out financial backing to 
achieve their goals with adequate resources to do so.

Clear communication – about the initiative. This needs to be consistently broadcast using relevant social 
media channels to keep people informed about what the initiative or service can do for them and who to 
contact about it.

Publicity for the initiative – which ties in well with the ‘clear communication’ point above. Publicity and a 
clear message will help people engage and understand how the initiative can help them.

Collaboration between initiatives with similar goals – to ensure that resources are not wasted in 
duplication and that stronger teams can be built to achieve common goals.

Ensuring political will and support was considered fundamental to the success of an initiative. Without 
national backing, the initiative is not likely to be as far-reaching as it could be. Government support 
contributes additional attention and sometime resource to enable greater success.

Less talk and more action  - is vital. This was a repeated theme throughout the research. There is a feeling 
that people have heard enough and it is time for action and change.

The development of initiatives to achieve change -  and not just to improve public image. 

For any of the above to be effective, an inclusive, tolerant and supportive working environment needs to be in 
place. We cannot work on increasing the numbers of female seafarers in isolation. A concerted effort is vital 
to ensure that the culture and environment that women (and men) are entering into a safe and attractive 
working environment. This will ultimately be good for everyone in the shipping industry. 
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5.9  RESEARCH CONCLUSIONS
The research conclusions have been developed to form the basis of the work underpinning the marketing 
campaign and policy areas of this report.

Impact of COVID-19 on the research
The impact of the COVID-19 pandemic has been felt throughout the duration of this project and has affected 
the data collection phases and the information being provided. Whilst many of the issues discussed in 
this research existed prior to the pandemic, they have been exacerbated by current circumstances and 
pressures experienced during this time. The pandemic will have long-term implications for the maritime 
job market, especially around attracting new  seafarers. This needs to be considered and accommodated in 
any promotional strategy, particularly aimed at women or other minorities. Further emphasis is therefore
placed on ensuring that the promotion of maritime jobs for women is actively supported and that their 
well-being is catered for within the workplace. Further emphasis is therefore placed on ensuring that the 
promotion of maritime jobs for women is actively supported and that their well-being is catered for within 
the workplace.

Data gaps and collection
The research audit has shown that country level data within Europe, Norway and the UK is missing about 
many aspects of women’s participation in the maritime industry. It is fundamental to have a baseline 
of information that provides a benchmark to measure progress in this area over time and to indicate 
where resources should be mobilised to support change towards gender parity. Annual and consistent 
data collection about women in the industry, at a country level, is therefore recommended alongside an 
assessment of the progress or decline being made.

Industry awareness and presenting a modern image 
The public’s lack of industry awareness is still an issue, with maritime and shipping often associated with 
negative events such as oil spills and ship sinkings. Promotion of the maritime industry should start early 
and be aimed at primary school children so that it can be considered by them as a career option when they 
select their subject choices. This is particularly relevant to encourage more girls to take STEM subjects. 
The research showed a tendency for the industry to be perceived as ‘old fashioned’ and ‘traditional’ and 
‘non-progressive’. Maritime careers need to be presented to fit with the expectations of a modern lifestyle 
to encourage young people to consider the range of exciting career options that the industry can offer. 
Promotion of the industry must consider the vital, dynamic and far-reaching opportunities that careers in 
maritime can offer and build tools aimed at young people that advocate these advantages.

Industry should prepare now for the future maritime work force and ensure that women have a place within it
All sectors of maritime have been identified as needing input to improve gender representation. Senior 
leadership is an area that women are poorly represented in, and support and training are essential to redress 
this balance. More engagement with male industry leaders (male allies) will also be vital to this process.  
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6.0 CAMPAIGN

6.1  HOW YOUNG PEOPLE CHOOSE CAREERS, GLOBALLY AND WITHIN EUROPE

Within Europe, as we look beyond Covid-19, automation, migration and a shrinking labour 
supply are shifting the geography of employment. Within the shipping sector, both onshore 
and at sea, automation technologies are transforming the place of work.

The McKinsey Global Institute report ‘The Future of work in Europe 2020’ stated “Each of the more 
than 1,000 local labor markets we analyzed has its own strengths, challenges, and unique starting 
point—and each will need to set its own priorities to address today’s issues and tomorrow’s 
eventualities …  All regions with shrinking workforces will need to focus on attracting and retaining 
high-skill workers as well as boosting participation among women and older workers.”

According to research undertaken by the recruitment company Sabiss, the most in-demand careers for young 
people within the European Union are

1. IT specialists’ careers and jobs: Almost all companies in Europe are headed toward the complete 
digitalization of their systems, which means an increase in demand for IT specialists. They would be 
primarily in charge of creating and maintaining information systems to ensure the best, most efficient 
results possible. IT is an essential support role for any company. But despite the growing need for their 
services, IT specialists are still scarce in the EU, which makes them a great choice for careers and jobs.

 
2. Engineers’ careers and jobs: According to Europe Language Jobs , 52,000 career and job vacancies are 

available for engineers in Germany alone. According to the same source, the economical, mechanical and 
electrical sectors in particular will see a huge wave of retirement in the upcoming years, opening up new 
positions for the younger generations. Furthermore, Europe is home to some of the world’s most renowned 
research facilities, in which demand for chemical and structural engineers among many others is as high as 
can be. Belgium is also in need of a great number of electrical engineers.
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3. Health care specialists’ careers and jobs: With an aging population in most European countries, medical 
staff are in high demand.

4. English teachers and educational facilitators: Various roles within education offer a very stable career 
choice that has a lot of benefits, with significant career flexibility.

5. Social workers: Staff and personnel are constantly needed in this industry to deal with the increasing aging 
population. 

6. Lawyers: Demand for legal specialists/advisors are always present in both the public and private sectors 
and are high across Europe.  

7. Digital marketing: Digital marketing is a great choice for people looking for freedom and flexibility in their 
careers and jobs. 

The young people targeted in this campaign will be reaching the end of their school education and thinking 
about university. In these ‘moments of choice’, young people typically seek information and support to help 
them make decisions.
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A report by The Behavioural Insights Team (BIT) found that although young people feel like they have access 
to all the career information they might need, this is not translating to a generation of young people more 
informed than their predecessors about their options and the future of the labour market.

BIT was commissioned by the UK Careers and Enterprise Company to talk to young people about their future 
careers and aspirations, the resources they draw upon to make these decisions and the context in which 
these decisions occur. They conducted interviews and observations with young people aged 11-18 and career 
guidance professionals (CGPs) in schools and colleges across England. The key findings were:

• Online career advice is challenging to navigate. The information on the internet is dispersed across 
multiple sites, each offering different information in different ways. This contributes to some young people 
disengaging from the full range of available information.

• Information is available, but not accessible. Despite young people saying that they have access to the 
information they want, their knowledge and awareness of careers was generally low, outdated and in 
some cases inaccurate.

• Young people’s aspirations did not align with the direction of the job market. The young people spoken to 
generally had a limited understanding of the breadth of opportunities in the job market. Even the most 
open and engaged young people demonstrated a low awareness of the range of potential careers open to 
them, particularly new jobs in emerging industries. Instead, researchers found that they aspired to jobs that 
were around when their parents and teachers were entering the workforce.

• Career advice is often focused on ‘moments of choice’ when a young person is facing a decision that will 
set pathways or close down options. However, ‘moments of inspiration’ when young people are building an 
understanding of what types of jobs they would like to do, are arguably equally important.

• In addition, career advice is often focused on ‘cold’ information such as long-term directions, salary and 
qualification requirements. Although young people stated that they were interested in this information, 
what seemed to drive their preferences was ‘hot’ information that helped them develop a picture of what 
that job would be like for them.

Across the interviews, the researchers noticed a number of behavioural biases which may influence how young 
people seek and use data to make informed choices. For example, ‘confirmation bias’ may cause young people 
to prioritise information that supports their preconceptions, while ‘choice overload’ may mean that when a 
young person is presented with too many options, they get overwhelmed and avoid the decision altogether.
Recently in the maritime sector, there has been a strong drive towards increasing job type information available 
to young people. The assumption is that a lack of understanding of the various occupations available in the 
industry is limiting recruiting.
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Based on our research we analysed that the lack of career visibility forms only part of the barrier. For young 
people, especially young women, they can not visualise themselves within the maritime world, and by extension, 
the shipping industry within Europe. Therefore a better approach may be to thoughtfully design the context 
in which young people seek careers information and make decisions. This research suggests that supporting 
informed decisions depends more on the how and when of data provision than the ‘what’ of the information 
provided.

6.2  CHALLENGES IN LONG TERM RECRUITMENT AMONGST YOUNG PEOPLE
The shipping industry has long faced a public image challenge. The recent Covid-19 impact on crew changes, 
alongside the public criticisms that the industry is not doing enough to reduce its carbon footprint (whether 
valid or not) are have an affect on the overall recruitment globally, as well as within Europe.

It’s estimated that 400,000 seafarers were unable to return home in 2020 as a direct result of the pandemic. 
Many were forced to stay aboard their vessels for more than 11 months, the maximum period seafarers can 
serve without leave under the Maritime Labour Convention. 

We cannot yet assess the impact that this will have on young people thinking about a potential sea-going career, 
though research has begun. The first findings have been published in the report The forgotten keyworkers: 
challenges faced by British seafarers as a result of the Covid-19 pandemic, funded by Solent University, the 
Merchant Navy Welfare Board (MNWB) and Nautilus International. It explored the experiences of British 
seafarers during the pandemic, and looked at impacts on the organisation of employment; health and well-
being; recruitment, retention and career progression; finances; and support.

51% of respondents who had been at sea during the pandemic reported that they had worked beyond the end 
of their contract; 20% of respondents reported difficulties accessing medical care and 12% reported difficulties 
obtaining prescription medication; 55% felt the pandemic had negatively impacted their career; 36% stated 
that the COVID-19 pandemic meant they were less likely to recommend seafaring as a career; and 42% said 
Covid-19 had negatively impacted their finances (Devereux and Wadsworth, 2021).

Sea cadets and seafarers have suffered the most from the overall drop in maritime activity. Maritime London (a 
scholarship scheme in the UK which offers scholarships for seafaring cadets) has reported a noticeable rise in 
the number of cadets dropping out.
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Industry Voices

“We’ve heard of a number of early retirements for seafarers during the pandemic”

“We’re losing trainees from the seagoing side of things, and you have to wonder whether the 
thought of being stuck on board ships if we ever go into another lockdown, or another pandemic 
happens, will put people off”

“And we’ve heard of a number of early retirements as well for seafarers during the pandemic. “

Phil Parry – Maritime London, March 2021

https://www.ship-technology.com/features/how-are-maritime-careers-expected-to-
change-after-covid-19/

“We’re seeing continued piracy in the Gulf of Guinea. We’re seeing kidnappings week after week. 
We’re seeing environmental spills where the Master is led down the gangway in handcuffs…this is 
sending out a bad image of our industry, our industry does a fantastic job.”

“Is our industry attractive? It wasn’t pre-Covid-19 ... now during Covid-19 with our seafarers overdue 
by months and some seafarers are spending the second Christmas onboard the same ships. These 
ladies and gentlemen have an option, they’ll go home to their families and say, ‘Why bother?’

Matt Dunlop - Group Director HSEQ & Technical for V.Group 

https://www.seatrade-maritime.com/ship-operations/impact-covid-19-pandemic-
attraction-seafaring-career

“However, it is a challenge to encourage the young generation to join the merchant navy in general. 
I joined the merchant navy 29 years ago, I cannot see much changes in wages, much changes in 
welfare, I cannot see attractive points happening in the industry” 

Capt Anwar Buftain - Team Leader Fleet Personal Group - Kuwait Oil Tanker Company (KOTC)

https://www.seatrade-maritime.com/ship-operations/impact-covid-19-pandemic-
attraction-seafaring-career
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“We shouldn’t underestimate the motivational power route to happiness of having a job that 
really matters and having a real sense of purpose and this is what we’re seeing with seafarers 
as key workers ... it elevates that status to its rightful position. We are seeing people outside this 
industry start to understand that and I think that is something we can really build on,” he said.

However, Harris also made the point that the combination of skills required of modern seafarer, 
including digital, communication and leadership were highly sought after in many industries. “We 
are looking for candidates that will really have options….these are people who everybody wants.”

Raal Harris - Group Creative Director for Ocean Technologies

https://www.seatrade-maritime.com/ship-operations/impact-covid-19-pandemic-
attraction-seafaring-career
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The industry was vocal in campaigning for the 300,000+ seafarers stranded at sea due to crew-change 
restrictions as a result of the COVID-19 pandemic. The after-effect is an increased public awareness of the
challenges involved in a sea-going career.

For those careers ashore, there is a growing expectation for shipping to form part of a transparent and 
sustainable supply chain that addresses environmental, social and corporate behaviour concerns.

As we developed our campaign themes, it was important to ensure we need not attempt to ‘cover-up’ or ignore 
the industry’s failings, but rather re-frame the industry in a different way.

There are five key factors that influence the career decisions of teenagers: how they identify themselves, 
engagement with friends, influence from parents, influence from teachers/counsellors and the media/ culture/ 
public perception. 

An industry’s real or perceived culture, its impact on its community (which can be its employees, its customer 
base, its operational areas, its social media presence etc) and the values that it holds, play a large role in the 
career choices of individuals.



6.3  CAREER BOOKLET
Parents and other adults have a strong influence over the career choices that their children make, which 
can be both intentional and inadvertent (Jungen, 2008)..  

With different assessment methodology and timings as well as different national school curriculum 
across the EU Member states, the UK and Norway, the school’s career booklet is aimed to be high level 
but remain useful to all schools. It will be offered in three languages.

The booklet is designed to be ‘localised’. This means that both an editable PDF and the raw design file 
(InDesign) will be made available to all national members of ECSA and ETF for them to include connections
to national maritime and cadet colleges. This section will be left to member states to complete after the 
project completion, and for local printing if required.

The text on the cover image reproduced below was included in report before there was final agreement 
on front and back pages with the ECSA & ETF and may therefore differ from the actual finished version.

1

Careers 
Booklet
The opportunity to increase gender 
balance in the EU maritime sector
Dr Kate Pike and Sue Terpilowski OBE

With financial support  
from the European Union
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6.4  ONLINE CAREERS QUIZ
Provided in three languages and available via desktop and on mobile devices.
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According to the stereotype of millennials, social media, friends, and family are the most important influences 
on career choices. An ‘IdeasForLeaders, (nd.)’ survey of 16,000 millennials around the world, discounts the 
stereotype. Millennials are finding opportunities and making choices on their own, without always leaning 
on  their parents, friends or social media friends. This research follows an earlier survey of young, college-age 
Millennials, which reveals that parents don’t hover as excessively as one might believe. It also shows that social 
media is not the holy grail of Millennial recruitment.

One of the areas explored by the survey is how Millennials weigh the role of institutions, private companies or 
organisations, and individuals in influencing society. The results differed across the regions. While more than 
50% in the Asian-Pacific region see government as being the strongest influence on society, the most dominant 
influence for European respondents was the private sector.

Accessing Social Media-Based Career Information 
Individuals access social media-based career information either intentionally or unintentionally. In the 
intentional mode, individuals gain career information by using search features to find information in social media 
or posting question that leads to an answer or further discussion. Even if individuals have no specific question 
in mind, they can gain career information by intentionally joining online communities where resources about 
occupations, education, training and employment are shared, research is advertised, and ideas and comments 
are exchanged. (Sampson et.al.).

Proactivity plays an important role in obtaining career information in this mode. In the unintentional mode, 
individuals gain career information as they browse posts, tweets, discussion threads, social networking sites, 
images or videos for some other purpose. Serendipity and reactivity play an important role in obtaining career 
information. In both modes, using social media may lead individuals to follow an embedded link, or post or 
tweet a comment or a question, in order to gain further information. The increased opportunity for serendipity 
and reactivity differentiates the use of social media to obtain career information from more traditional print and 
video-based forms of career information. 

When a person making an occupational, educational, training, or employment choice uses Web search features 
to find more specific information on different industries and occupations, it is likely that the resources identified 
contain social media-based information. Industry and occupation wikis with content created or edited by 
multiple users contain many entries about particular fields and occupations that people may consider as 
authoritative information sources.

Career assessments are primarily designed to help career seekers discover skills, aptitudes, talents and 
interests that can lead young people to new career discoveries. Specifically, assessments are helpful in helping 
candidates identify their strengths, as well as areas of weakness. A key finding in our research phase was that 
young women do not “see” a place for themselves within the shipping industry. 
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Using a similar methodology to the My Life My Skills  (WISE, 2018) programme for engineers and other STEM 
roles, we have developed an online introduction to maritime roles that matches those within the school careers 
booklet. The quiz will direct young people to discover a career that meets some of their interests. 

The online quiz asks young people to look at the images. The quiz then helps assess skills, interests, work 
styles and values to direct them to three possible careers within the shipping industry. There are 72 possible 
outcomes for this quiz, and many roles may appear across multiple outcomes.

The language and imagery (CNN, 2014)  chosen for the online quiz are designed to form this sense of belonging. 

The conclusion of the quiz will direct students to register their email address and be connected directly to the 
National Shipping Association in their country.
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6.5 ANIMATION
Animation versus live action 
A key component for campaign identification at early stage was video content.  At this stage of the project we 
looked at both live action and animation as options for this content. Animated videos tend to work best for 
abstract concepts. They represent a way to simplify complex topics and bring them to life by engaging with the 
audience. The main drawbacks are that animated videos can feel more impersonal than live action videos, and 
that they can take three to seven weeks to create, depending on length and complexity.  

An advantage of live action videos is that they carry an authentic, instructive tone. They can also have a 
humanising feel. People can sometimes relate more to live action videos, as they communicate emotions quickly. 
This is because of our ability to read body language. The main drawback of live action generally is that the more 
complex, reputable, and high-quality the video, the more expensive it can get. During the pandemic live action 
filming was complex, and it prevented us from having a wide European participation in the film’s “stars”.

For this specific project we wanted to be able to reproduce this content in multiple languages. Animation 
provided the best vehicle for this.

These types of videos are usually no more than three minutes long to retain the attention of the viewer. To cover 
the depth and complexity of the shipping industry, whilst maintaining the attention of our viewers, we concluded 
that a series of linked short videos would have a more significant impact than a single, lengthier video.

The project team started the pilot phase by producing short, drafted animations as a proof of concept. Once we 
had identified the right style, tone and content, a professional animation company produced the final versions. 
The pilot videos were developed within three themes.
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1. Ship/ location focussed
This film begins with a young person thinking about a potential career. 

She is invited to “explore” the shipping world with a careers guide.

Together they visit a ship, a port and an office and learn about the roles available.
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2. People  focussed
In this style of narrative, the video opens with a number of people who each introduces their respective jobs.
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3. Impact focussed
Our conclusion was that an impact focussed style would allow us to speak to young people in the right style, 
promote our industry in the right way for their generation, and allow us to have animated characters within the 
five films from all participating countries in this project (European Union with Norway and United Kingdom).

In this video, people from different countries in Europe talk about how shipping impacts their day-to-day lives, 
whether as a scientist who needs medical equipment or an office worker who needs coffee. 

The film adds a few elements of humour to engage the viewer (someone can’t pick up a box, or a banana falls 
from the sky).
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We produced six short films in total and this allowed us to include a character from all 29 participating countries
across the films (5 – 6 characters per film) as well as the key imports and exports.
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6.6  ADDITIONAL CAMPAIGN MATERIAL
We have produced some additional campaign material which can be used as advertisements, posters or covers 
for recruitment. These will be available for adaptation and translation from Image Line.

The rationale behind the campaign is based on our research findings, where one of the key drivers for joining 
the industry was the opportunity it offered.

We have also used Natural Language Processing (NLP) and its subset Language and Behaviour LAB techniques 
in the campaign. The main premise is that generally women in times of recruitment turn against the concept of 
being special, different from the mass. It is important to associate the maritime sector with everyone through 
the images we have chosen.



6.7  FUTURE MARITIME PROFESSIONAL ADVERTS - PRINT AND WEB-BASED

Adverts aimed at school children thinking about starting a career as a maritime professional 
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Adverts aimed at college students thinking about starting a career as a maritime professional 



Adverts aimed at university students thinking about starting a career as a maritime professional 
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Adverts aimed at college students thinking about starting a career as a seafarer
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Adverts aimed at university students thinking about starting a career as a seafarer



7.0 REGULATORY AND 
POLICY FRAMEWORK 
AND BEST PRACTICE

7.1 THE IMPACT OF COVID

We have a golden opportunity to use the Covid-19 ‘Reset Button’
At virtually every event, seminar or discussion group looking at gender and diversity in 
the maritime sector, there are a few key elements identified as required to help improve 
gender diversity in the maritime sector: these are regulations and policies. 

At that point, it gets patchy as the next question to ask is - which regulations and policies are needed to make 
a difference? 

There are a few emerging policies and best practices that are agreed almost unilaterally as key to achieving 
gender diversity in the maritime sector. These have been further endorsed by the research undertaken and 
commented upon earlier in this report.

The statements depicted below are the headline findings from our research. These identify the key policies and 
best practices required for companies that wish to be truly diverse and inclusive. They must not just have them 
in place, but must fully embrace and promote within their business.
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Examples of Gender Inequality 
• Unequal pay: gender pay reporting. This is one of the most pressing examples of sexism in the workplace. 

Businesses must now follow government guidelines regarding this matter.

• Unfavourable recruitment strategy: This can include questions about whether the candidate who is a 
woman intends to have children or suggested within the  job spec that the role is better suited for men.

• Different opportunities: The business has career progression opportunities that favour men over women.

• Redundancies: Terminating the employment of a woman employee for making a claim of unequal treatment 
at work.

• Bias: The business shows preferential treatment towards male colleagues over women, such as in 
promotions or day-to-day conversation.

• Sexual harassment: An act of gross misconduct. This behaviour towards men or women can have  
serious consequences.

• Holding sexist views: Promoting outdated views about men or women, such as outdated  
gender stereotypes.

7.2 COMPANY POLICIES
These must include:

• Anti-harassment and bullying

• Flexible working

• Corporate diversity and inclusion policies

• Ensure suitable on-board accommodation and requirements for female seafarers
 
7.3 REGULATORY
• STCW Basic Training has a greater emphasis on diversity, culture and gender training

• HELM – increase and enhance the diversity, culture and gender training to be a substantial part  
of the training

• Gender-neutral complaints procedures and role of the DPA
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7.4 BEST PRACTICE
• Language –overly masculine language associated with the maritime sector

• Code of Behaviour

• Corporate diversity and inclusion 

• Flexible working patterns

• Ensure suitable on-board accommodation and requirements for female seafarers

• Family friendly policies and practices:
• Maternity and Paternal policies
•  Childcare policy
•  Loss and miscarriage
• Care for family member
• Breastfeeding
•  Remote working

• Lone woman general best practice 

• Include in Health and safety policy requirements the provision of ergonomically-suitable PPE that meets 
the needs of all seafarers

• Menstrual health and hygiene support (a trending subject that is going to become a key company issue in 
the coming years)

7.5 RECOMMENDATIONS
Recommendation One
To achieve the goal of increasing the number of women in maritime roles and at sea, we need to initiate change 
where it can happen almost immediately. 

Our key recommendation is that we look at sharing best practices and encourage companies to implement 
these policies without waiting for legalisation to force them into action. If we effect change downwards to the 
IMO, we will be able to make significant gains whilst the legislation comes into place, smoothing its path as the 
majority will already be implementing it.

To enable this, a central point is needed. The EU Maritime website can be expanded to become this central point. 
Otherwise, a dedicated area on the ECSA and ETF websites can be developed for this purpose. This will contain best 
practices, sample policies, guidelines and links to other useful information, gender-neutral vacancy adverts etc.
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Recommendation Two
Without the ability to monitor the effectiveness of all initiatives across the industry, we must be able to at least 
benchmark achievements. The International Chamber of Shipping Diversity Index (published November 2020) 
has issued a set of objectives to significantly increase the number of women on board from 7.5% to 12% in the 
next three years, and to 25% in 20 years. 

This report recommends that everyone should be working to achieve the goals that have already been agreed 
and set, rather than set others up and reduce the impact of these agreed goals..  

Recommendation Three
Our recommendation is to agree to set a target of a minimum percentage of women in maritime management 
positions within the next 20 years. Once the baseline data is gathered, we will need to set percentages for 
interval years starting from 2026.

Recommendation Four
Include in companies’ health and safety policy requirements for the provision of ergonomically suitable PPE 
that meets the needs of all employees.
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To begin to address this, our recommendation is to create a European-wide survey of sector-specific roles 
on gender balance. The results will serve as a baseline for a European Gender Diversity Index which will be 
conducted and refreshed every two years.

Recommendation Five
All vessels should stock feminine hygiene products and have proper procedures for their disposal in an easy way.

7.6 POLICIES 
Anti-harassment and bullying
As our research shows, anti-harassment and bullying are one of the top issues affecting recruitment and 
retention within the maritime sector.

From ICS Diversity Tracker (International Chamber of Shipping ICS) - Violence, Harassment and Bullying.

Workplace violence and harassment include physical, psychological and sexual aspects which can affect the 
victim’s dignity, security, health and well-being. Violence and harassment at work can have physical and 
emotional consequences. Anxiety, depression and sleep disorders are some effects which negatively impact 
welfare and job performance. A 2010 survey by Nautilus International found 43% of respondents experienced 
bullying, harassment or discrimination.

Amendments to the MLC, 2006 protecting seafarers against harassment and bullying entered into force in 
January 2019. Member States should ensure that the implications of harassment and bullying for health and 
safety are considered. 

The latest version of the ICS and ITF Guidance on eliminating shipboard harassment and bullying 
recommendation for a company’s policy on harassment and bullying states:

Companies should ensure that they have a clearly written policy statement on the elimination of harassment 
and bullying. 

The policy statement should:
• Contain a message from the Chief Executive or equivalent in the company.
• Set out the company’s commitment to the elimination of harassment and bullying from on-board ships 

and the goal of creating a working environment in which there is respect for the dignity and well-being of 
all seafarers.
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• Identify a director or appropriate member of senior management in the company as the person with overall 
responsibility for the policy.

• Contain examples of the types of behaviour that may be classed as harassment and bullying. 

• Contain contact information to enable seafarers to report incidents.

The company may wish to discuss the policy with employee representatives and/or seafarers’ organisations to 
obtain their support and commitment.

Once agreed, the company should ensure that all seafarers and relevant shore-based personnel are made 
aware of the policy and understand it. They should be presented with copies of documents containing the policy 
and a similar document should be displayed prominently on noticeboards on-board ships and in shore-side 
offices.

Seafarers’ organisations should also support and promote adherence to the company policy and the procedures 
within, and thus contribute to elimination of harassment and bullying on-board ships. The policy should include 
a statement regarding cyber bullying. An example of a suitable statement could be: 

“Cyber bullying is the use of modern communication technologies to harass, embarrass, humiliate, 
threaten, or intimidate an individual in an attempt to gain power and control over them. The use of 
the company’s communication equipment for such purposes will be treated as a serious breach of 
the company code of conduct and result in disciplinary action against perpetrators.”

The company might also consider running workshops and/or seminars to ensure smooth implementation and 
understanding of the policy.

A company statement to all staff about the company’s policy, standards of behaviour expected and the support 
it will provide can help make all individuals fully aware of their responsibilities to others. An ICS and ITF example 
of such a policy can be found in Appendix 6.

To take it all forward, there is a recommendation on producing a Diversity and Inclusion Poster and Booklet to 
reinforce the companies commitment in a highly visual way. See page 10. 
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Corporate diversity and inclusion policies
A European Commission survey in 2005 revealed that the 83% of European companies with diversity policies in 
place at that time were definitely benefiting from them commercially. Case studies provided by the nearly 800 
organisations that took part in the survey also yielded specifics about the benefits produced by those diversity-
friendly policies, such as one company that credited its decrease in employee turnover – reduced from 25% to 
7.5% in four years – to its new diversity protocol. (Source https://thediversitymovement.com/) 

An example can be found here https://www.acas.org.uk/equality-policy-template

The policy’s purpose is to:
• provide equality, fairness and respect for all in our employment, whether temporary, part-time or full-time

• not unlawfully discriminate because of the Equality Act 2010 protected characteristics of age, disability, 
gender reassignment, marriage and civil partnership, pregnancy and maternity, race (including colour, 
nationality, and ethnic or national origin), religion or belief, sex and sexual orientation

• oppose and avoid all forms of unlawful discrimination. This includes pay and benefits, terms and conditions 
of employment, dealing with grievances and discipline, dismissal, redundancy, leave for parents, requests for 
flexible working, and selection for employment, promotion, training or other developmental opportunities

An addition should be
• Opportunities to report discriminatory or hostile practices. Transforming the workplace environment into 

diversity-friendly means offering applicants and staff a safe means of reporting unfair, discriminatory or 
hostile practices that are looked at seriously and acted upon if found to be unjust.

Flexible working: the business case
Flexible working is defined as working arrangements which allow employees to vary the amount, timing, or 
location of their work, usually to the mutual benefit of the individual and organisation.

The policy aims at encouraging staff to consider flexible working arrangements: That the organisation recognises 
that a better work-life balance can improve employee motivation, performance and productivity, and reduce 
stress. That the business wants to support its employees to achieve a better balance between work and their 
other priorities, such as caring responsibilities, leisure activities, further learning and other interests.

Examples of the types of flexible work:
• Annualised hours where an employee’s contractual working hours are calculated as the total number of 

hours to be worked over the year, allowing flexible working patterns to be worked throughout the year.
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• Compressed hours are when an employee works their usual full-time hours in fewer days by working 
longer blocks, meaning that there is no reduction in their pay. For example, a 5-day week is compressed 
into four days, or a 10-day fortnight into 9 days.

• Flexitime allows an employee to choose, within certain limits, when to begin and end work. An employee 
is required to work during a core time and must work an agreed number of hours during the agreed  
accounting period.

• Homeworking is when an employee regularly carries out all, or part of, their duties from home rather than 
the employer’s premises. The organisation can consider homeworking being an occasional agreed day, a 
mix of home and office-based work each week or a full-time arrangement.

• Job-sharing is an arrangement where a full-time post is divided into two part-time roles. The two job holders 
then share the overall duties and responsibilities. Their skills and the hours each employee wishes to work 
must be compatible and meet the needs of the organisation. Pay and benefits are shared in proportion to 
the hours each works. 

• Overtime is when hours are worked in addition to the usual full-time hours. Overtime can be agreed where 
the organisation would benefit from an employee working more hours. This is voluntary and an employee 
can refuse overtime if they wish. 

• Part-time working covers any arrangement where an employee is contracted to work anything less than 
typical full-time hours for the type of work in question. 

• Term-time working is where an employee reduces their hours or takes time off during any school holidays. 
Any weeks above their annual leave entitlement will be unpaid. Salary can be paid in 12 equal monthly 
instalments (although arrangements may be permitted, where an employee is only paid for the time 
worked and receives no pay during the holidays, apart from their entitlement to annual leave).

Ensure suitable on-board accommodation and requirements for women seafarers
Companies wanting to promote diversity can make the mistake of ‘just putting women on ships’, with no 
preparation or changes made. The result can be women boarding a ship that does not have the right facilities,
with a team that is not prepared nor does it have the right training for such events.

On board, female seafarers can face a lot of scepticism and sometimes bullying and harassment. They can feel 
unwelcome and isolated. That makes them feel they are not good enough. A lot of women decide to be quiet, 
say nothing and just move on. Many women just give up and come ashore. On the other hand, the ones that 
do complain can find that nothing comes out of it and the company simply refuses to hire them again. In some 
instances where they  have been haressed. and then complain, the company’s response is often ‘it is too much 
hassle, let’s not do it. The woman is the problem, let’s not have the woman on board.’
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Apart from facilities and suitable safety equipment (PPE), companies should train all the crew about women 
coming on-board and how to behave. There is a strong case for HELM to contain far greater amount of training 
on diversity and teams through all its levels, with action plan to which they are held accountable to.

Feminine hygiene products and proper procedures for their disposal
From the research that has been undertaken by Nautilus over the last six years, they have found there is still 
a need to get the basics right. The Union’s submission states that ‘a work environment failing to adequately 
cater to women’s sanitation needs presents a barrier to their employment in a male-dominated industry.’  They 
highlight the lack of pre-agreed procedures for the disposal of feminine products. Females onboard ships is 
not a new concept, but female seafarers are having to devise their own solutions because their needs have 
been overlooked. They conclude in their Covid-19 assessment: The crew change crisis has highlighted many 
of the cracks that are glossed over in campaigns to attract more young people to go to sea; however, access 
to hygiene products is one issue which could easily be resolved with just a little thought and effort from those 
ashore. Our research concludes that it is simple and low cost to make this happen.

Lone woman general best practice 
On a ship there should be at least two women. A single woman will find it very lonely. From her perspective, there 
is a far greater possibility of not having anyone to confide in and share experiences with from her perspective.

The Inclusive Offshore Working group recommends the following as immediate steps which can be actioned:

• Banish the stigma around the phrase “lone woman” – the phrase is often used as an acceptable excuse 
that people don’t dig deeper to resolve 

• Designate dedicated women cabins (which can be used by others when not in use). This eases planning for 
Heli admin

• Work with the supply chain and “buddy up” single gender staff so they are mobilising together to allow 
maximum room occupancy

• Encourage early-career professionals to go offshore for more regular visits; this is our largest pool of 
women talent within engineering; and this will help them develop in their careers, reducing and eventually 
eliminating the lone woman concept

• Push back on “bumping” as a default position

 Visit here for more details - https://www.axisnetwork.co.uk/post/iow-the-lone-female-phenomenon.



Workwear – PPE recommendation
Include in companies health and safety policy requirements for the provision of ergonomically suitable PPE that 
meets the needs of all employees.

From ICS Diversity Index Work Gear chapter “All seafarers require work gear that considers their dimensional 
and physical specifics: boiler suits, harnesses, lifejackets, gloves, shoes, raincoats and parkas should be made 
to fit, as loose clothing may pose a danger to seafarers. In many cases, the equipment provided fits a generic 
body type, and is often unsuitably constructed for those whose physical constructs are outside this envelope.

Female seafarers are particularly affected by this, being both of different stature and shape to the generic body 
type served by most equipment. For women to work efficiently and effectively on board, safety protection 
equipment and working gear must be constructed properly as well as design considers physical differences 
between both sexes. This also includes provision of special equipment required to assist in lifting heavy items.”

The same principles also apply to land-based roles where the wearing of these items of clothing is a necessity 
for the role.

Correctly fitting attire should be seen as a fundamental part of a health and safety culture and not a diversity 
issue.

Menopause policy and guidelines recommendations
One crucial way for the organisation to support employees who have reached the menopause is to devise and 
promote a set of internal guidelines. 

This might include the following:

• options for flexible working, e.g. working from home, temporary or permanent part-time working, a period 
of unpaid leave or an adjustment to the employee’s hours

• the option to take rest breaks within the day;

• providing a fan;

• moving the employee’s desk closer to a window that opens;

• providing a private, quiet rest area;
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• the option for a menopausal employee to seek assistance from a particular person within the organisation 
who is trained to provide specialist assistance, instead of the employee having to go to their manager 
directly;

• allowing menopausal employees to attend medical appointments during the working day; providing 
accommodation for employee before and after their work.

• organisations that require uniforms to be worn are starting to explore options to improve the design and 
fabric used to make the uniforms more adaptable to changes in body temperature for workers such as 
menopausal employees.

Other Resources
Danish Shipping 
Danish Shipping took the lead in exploring how the industry attracts and retains more women in relation 
to maritime educational programmes and careers at sea, a taskforce was established in Spring 2019. The 
taskforce consisted of representatives from Danish Shipping’s member companies, professional organisations, 
legislators and maritime educational institutions, as well as several role models.

Their work uncovered that there are three areas of particular importance when it comes to recruitment and 
retention of women in the maritime sector:

1. The culture – The culture in the workplace and in educational institutions is not always supportive and 
inclusive of women.

2. Career planning – The lack of awareness of and support for career and in-service training opportunities is 
a barrier to attract women to the industry.

3. Conflict management – There is a need for a clear complaints procedure that gives the perception that 
complaints are taken seriously.

Visit here for more details - https://www.danishshipping.dk/women/

UN Overriding set of Principles for Policies
If businesses want an easy set of principles for their polices then using the UN’s Ten Principles is a solid 
foundation to work from. The Ten Principles of the United Nations Global Compact are derived from: the 
Universal Declaration of Human Rights, the International Labour Organization’s Declaration on Fundamental 
Principles and Rights at Work, the Rio Declaration on Environment and Development, and the United Nations 
Convention Against Corruption.
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The Ten Principles of the UN Global Compact
Corporate sustainability starts with a company’s value system and a principles-based approach to doing business. 
This means operating in ways that, at a minimum, meet fundamental responsibilities in the areas of human rights, 
labour, environment and anti-corruption. Responsible businesses enact the same values and principles wherever 
they have a presence and know that good practices in one area do not offset harm in another. 

By incorporating the Ten Principles of the UN Global Compact into strategies, policies and procedures, and 
establishing a culture of integrity, companies are not only upholding their basic responsibilities to people and 
planet, but also setting the stage for long-term success.

Human Rights
Principle 1: Businesses should support and respect the protection of internationally proclaimed human rights; and

Principle 2: make sure that they are not complicit in human rights abuses.

Labour
Principle 3: Businesses should uphold the freedom of association and the effective recognition of the right to 
collective bargaining.

Principle 4: the elimination of all forms of forced and compulsory labour;

Principle 5: the effective abolition of child labour; and

Principle 6: the elimination of discrimination in respect of employment and occupation.

Environment
Principle 7: Businesses should support a precautionary approach to environmental challenges.

Principle 8: undertake initiatives to promote greater environmental responsibility; and

Principle 9: encourage the development and diffusion of environmentally friendly technologies.

Anti-Corruption
Principle 10: Businesses should work against corruption in all its forms, including extortion and bribery.

Visit here for more details https://www.unglobalcompact.org/what-is-gc/mission/principles 
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7.7 BEST PRACTICES AND TOOLKITS
This report has not shown examples of best practices for items as identified in our research and listed again 
below, as there are so many variables, i.e. Country employment law, size of the business. 
Our recommendation is that a central point of reference is created where toolkits and case studies can be easily 
accessed and that it will organically grow over time. An example of these is Maritime UK’s toolkits https://www.
maritimeuk.org/priorities/people/diversity-maritime/diversity-toolkits/toolkits/ and Danish Shipping toolkits  
https://www.danishshipping.dk/arbejdsmarked-p2/taskforce-for-flere-kvinder-til-soes-toolbox/

Initial toolkit resources should cover the following items at a minimum:

• Language –overly masculine language associated with the maritime sector

• Code of Behaviour

• Corporate diversity and inclusion 

• Flexible working patterns

• Ensure suitable on-board accommodation and requirements for women seafarers

• Family friendly policies and practices:
• Maternity and Paternal policies
• Childcare Policy
• Loss and miscarriage
• Care for family member
• Breastfeeding
• Remote working

• Lone woman general best practice 

• Include in Health and safety policy requirements the provision of ergonomically-suitable PPE that meets 
the needs of all seafarers

• Menstrual health and hygiene support (a trending subject that is going to become a key company issue in 
the coming years)
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Other Best Practices to be considered
Unconscious bias training (or UBT)
Training interventions to reduce bias - UBT involves teaching people about the psychological processes 
behind prejudice and why we are all biased, and the techniques that can be used to recognise and reduce it. 
Assessments of people’s prejudice, for example the implicit association test (IAT), are also sometimes used as 
a way of highlighting bias.

De-biasing job specifications
Companies should make a concerted effort to try and eliminate bias from notions of who suits a role, team or 
organisation. One way to do this is to stress-test job descriptions for Diversity and Inclusion. The language used 
in job specifications is crucial, and even if it is not drawn up hastily or just because this is what we have always 
used, this can easily reflect bias. Equally, hiring managers should be aware of any limiting assumptions they 
have about who will suit a role and should be coached to put these firmly to one side.

Hiring for complementary fit
Employers would also do well to focus on complementary fit – that is, the unique and complementary 
capabilities and attributes that a candidate should bring to a role – rather than supplementary fit (the candidate 
offers more of what a team already has).

Sponsorship alongside with mentoring
In her book on gender equality interventions, Iris Bohnet advocates not just mentoring but more active 
sponsorship to help women processing in their careers. Her main argument is that sponsorship is a fact 
of organisational life anyway, whether as a formal or informal arrangement and benefits dominant groups 
(especially white). As such, she sees allocating women sponsors and helping them to become better at seeking 
out and approaching potential sponsors as a necessary way to address this inequality and level the playing 
field. (Iris Bohnet, What Work)

Best practice recommendation - Diversity and Inclusion Booklet and Poster
A clear message that was repeated throughout our focus groups and research and that the sector needs to 
show is that it is serious about diversity and inclusion. 

Whilst there are many ways this can be undertaken ashore, it can be more difficult to get these messages across 
onboard. It is vital that the business takes diversity seriously and will quickly act if inappropriate behaviours occur. 
We have produced a Diversity and Inclusion poster, and a booklet authored by Captain Ayşe Aslı Başak which 
companies can adopt to make this highly visual commitment onboard and onshore. The booklet and poster can 
be either downloaded or printed or as an interactive pdf for personalisation. These are available free from the 
EU Maritime Women website https://eumaritimewomen.org. These should form part of the overall Diversity 
and Inclusion policies and practices and do not replace anything.
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Recommendation 6 
It is recommended that ECSA and ETF promote the poster and booklet as best practice to their members and 
encourage them to download, use and share them widely.

7.8 REGULATORY
From the research it is evident that more emphasis on diversity and inclusion must become ingrained in the 
maritime sector.  Best practice and leading examples have a great role to play in achieving this. However, if 
the industry is serious about wanting to make this significant change across the whole sector and not just 
among those businesses that embrace it, then there must be mandatory regulatory changes. Companies can 
make these and encourage their IMO representatives to raise these in the relevant committees. If the practices 
become accepted behaviours, and the vast majority are already following them, then it will be far easier and 
quicker to gain adoption across the industry.

Recommendations for policy changes
• STCW Basic Training to have a greater emphasis on diversity, culture and gender training.

• HELM – increase and enhance the diversity, culture and gender training to be a substantial part of the 
training with action plans and accountability. The DPA should undertake HELM training as well.

• Complaints’ procedures and role of the DPA – the DPA should be legally accountable to take the appropriate 
actions in formal complaints of sexual harassment, bullying and discrimination.
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8.0 CONCLUSIONS AND  
  RECOMMENDATIONS

8.1 CONCLUSIONS
There is increasing support for and understanding of the many benefits that gender diversity and equity 
brings to the workplace. Over the last few decades this has been gaining international momentum. 
More specifically, the value of gender equity is also increasingly being recognised in traditionally male 
dominated industries such as maritime shipping. This change is not only desired, but also necessary in 
order to address key issues such as recruitment and retention and ensure that shipping is prepared for 
the future and help it modernise effectively. The maritime workplace must be open and attractive to one 
hundred percent of the active workforce and improve on the small numbers of women and other minority 
groups that are currently employed within the industry. 

Barriers such as lack of industry and shipping career visibility need to be effectively addressed and 
measures taken to provide thoughtful and timely communication regarding these. Young people need 
to be able to visualise themselves within the maritime industry and by extension, the European shipping 
industry. The workplace needs to be carefully considered and made an attractive and safe place for women 
to work; this of-course, would have benefits for everyone working in maritime. 

Collective industry action is required to support these changes, utilising current best practice, and evaluating 
progress year on year to build on the initial advances that have been made. We need the maritime industry 
to be accountable and take positive steps to make these important changes.  

This research provides actionable guidance and recommendations to facilitate the promotion of women 
within maritime in Europe and to make progress in delivering equitable solutions that will be of benefit 
to all working within the industry. Now is exactly the right time to take action in ensuring that gender 
and diversity are considered and accommodated consistently throughout the industry. Additionally, 
the visibility and communication of the industry’s gender diversity profile needs to be maintained.  
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Sustained action is required and must be supported by all sectors of maritime. These actions must have 
substance and the research and marketing tools provided by this project, informed by industry, and 
supported by the EU, ECSA and the ETF, take positive steps towards achieving this.  

In undertaking this piece of work, it is clear there is willingness from industry stakeholders to take positive 
steps to ensure that women are better catered for within shipping. This report should therefore form the 
platform on which subsequent phases of work are built to increase the momentum gathered over the last 
decade or so in shipping.  

Impact of COVID-19 on the research
The impact of the COVID-19 pandemic has been felt throughout the duration of this project and has affected 
the data collection phases and the information being provided. Whilst many of the issues discussed in 
this research existed prior to the pandemic, they have been exacerbated by current circumstances and 
pressures experienced during this time. The pandemic will have long-term implications for the maritime 
jobs market, particularly around attracting new  seafarers. This needs to be considered and accommodated 
in any promotional strategy, particularly aimed at women or other minorities.  Further emphasis is 
therefore placed on having the promotion of maritime jobs for women actively supported by ensuring that 
their well-being is catered for within the workplace.

Data gaps and collection
The research audit has shown that country level data about many aspects of women’s participation in 
the maritime industry within Europe, Norway and the UK is missing. It is fundamental to have a baseline 
of information that provides a benchmark to measure progress in this area over time and to indicate 
where resources should be mobilised to support change towards gender parity. Annual and consistent 
data collection about women in the industry, at a country level, is therefore recommended alongside an 
assessment of the  progress or decline recorded.

Industry awareness and presenting a modern image 
The public’s lack of industry awareness is still an issue, with maritime and shipping often associated with 
negative events such as oil spills and ship sinkings. The maritime business should be promoted from a young 
age, focusing on elementary school pupils so that they can consider it as a career option when choosing 
their subjects. This is particularly relevant to encourage more girls into taking STEM subjects. The research 
showed a tendency for the industry to be perceived as ‘old fashioned’, ‘traditional’ and ‘non-progressive’. 
Maritime careers need to be presented and positioned to fit in with the expectations of a modern lifestyle. 
This would encourage young people to consider the range of exciting career options that the industry  
can offer. 
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Industry should prepare now for the future maritime work force and ensure that women have a place within it
All sectors of maritime have been identified as requiring input to improve gender representation. Senior 
leadership is an area where women are poorly represented; support and training are essential to redress
this balance. More engagement with male industry leaders (male allies) will also be vital to this process.

8.2 RECOMMENDATIONS 
Recommendation One - Centralization of Information
To achieve the goal of increasing the number of women in maritime roles and at sea, we need to initiate change 
where it can happen almost immediately. 

Our key recommendation is that we look at sharing best practices and encourage companies to implement 
these policies without waiting for legalisation to force them into action. If we effect change downwards to the 
IMO, we will be able to make significant gains whilst the legislation comes into place, smoothing its path as the 
majority will already be implementing it.
 
To enable this, a central point is needed. The EU Maritime website can be expanded to become this central point. 
Otherwise, a dedicated area on ECSA and ETF websites can be developed for this purpose. This will contain best 
practices, sample policies, guidelines and links to other useful information , such as gender neutral vacancy adverts etc.

Recommendation Two - Setting Up Targets
Without the ability to monitor the effectiveness of all initiatives across the industry, we must be able to at least 
benchmark achievements. The International Chamber of Shipping Diversity Index (published November 2020) 
has issued a set of objectives to significantly increase the number of women on board from 7.5% to 12% in the 
next three years, and to 25% in 20 years. 

This report recommends that everyone should be working to achieve the goals that have already been agreed 
and set, instead of trying to set others up and reduce the impact of these agreed goals.  

Recommendation Three - Increase Percentage of Women in the Industry
In order to identify and see significant change in our sector, we need to study maritime jobs on land. Whilst it is 
generally accepted that the gender-split across the sector are on the whole not that bad, this is being masked 
by the inclusion of ‘general’ business positions - i.e., reception, HR, finance -  which are typically held by females. 
As the sector-specific roles show, the figures are much lower at the junior management level and above, with 
the board and non-executive levels being extremely low. 
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Our recommendation is to agree to set a target of at least 40% of women in maritime management positions 
within 20 years. Once the baseline data is gathered, we will need to set percentages for interval years starting 
from 2026.

To begin to address this, our recommendation is to create a European-wide survey of sector-specific roles 
on gender balance. The results will serve as a baseline for a European Gender Diversity Index which will be 
conducted and refreshed every two years.

Recommendations for policy changes
• STCW Basic Training to have a greater emphasis on diversity, culture and gender training.

• HELM – increase and enhance the diversity, culture and gender training to be a substantial part of the 
training with action plans and accountability. The DPA should undertake HELM training as well.

• Complaint’s procedures and role of the DPA – the DPA should be legally accountable to take the appropriate 
actions in formal complaints of sexual harassment, bullying and discrimination.
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ECSA and ETF members were invited to take part in a country audit to gather information about the 
significance of the maritime industry in their country and the gender representation within it. This 
was designed to provide baseline data at a country level that will highlight strengths and areas for 
development and support for gender. The ECSA and ETF members are from the European Union  
as well as Norway and the UK. The audits were completed between March and June 2020. There 

was a low response rate of nine participants who provided information about six different countries. The poor  
response rate indicated a lack of information or knowledge with which to complete the audit, and points  
towards information gaps where countries could be collecting valuable data at a national level.

The following section provides the Country Audit responses that were gathered.

Which country are you answering on behalf of?
Responses were gathered from the following countries. There were two responders for both Germany and 
the UK.
• Germany
• Italy
• UK
• Turkey
• Spain
• Sweden
• Ireland

Do you capture employment data about your maritime sector?
All respondents answered yes. It was speculated that non-responding countries either collected very little 
information about this topic or perhaps, none at all.

APPENDIX 1 COUNTRY AUDIT
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What are the sources of your country’s data? And what year were the latest figures recorded?

Country Sources of your country’s data What year were figures
last recorded?

Germany Bundesamt für Seeschifffahrt und Hydrographie 
(BSH), Knappschaft Bahn See (KBS). 2020

Italy

Harbour office/Port Authority (Capitanerie di 
porto) but their data is not updated. We there-
fore asked for the law reform on the Maritime 

Employment offices.

2020

UK

UK Government Department for Transport’s 
‘Seafarer Statistics: data tables (SFR)’ (UK 
Chamber of Shipping member companies 
& Maritime and Coastguard Agency data), 

Maritime UK’s ‘State of the Maritime Nation 
2019’ report and Maritime London’s ‘The 

UK’s Global Maritime Professional Services: 
Contribution and Trends’ (2016).

2020

Turkey
Maritime and Transportation Ministry 

http://denizcilik.uab.gov.tr/ 
https://denizcilikistatistikleri.uab.gov.tr/

2020

Spain INSTITUTO SOCIAL DE LA MARINA 2020

Sweden The Swedish Shipowners' Employer Association 2019 - 2020

Ireland ICOS 2020
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How is this direct contribution measured? Eg. Gross Value Added (GVA) - Measure of the value of goods and 
services in an area or industry

How many people are directly employed in your country’s maritime sector?

Country How is this direct contribution measured?

Germany German shipping companies create 30 bn. Euros added value 
(1.2 bn. taxes and social security contributions).

Italy Don't know.

UK Gross Value Added

Turkey Don’t know.

Spain VAB

Sweden The total monetary value of all final goods and services 
produced

Ireland Unable to state

Country Number of people are directly employed in your country’s 
maritime sector

Germany 86,000

Italy Likely 65,000 directly employed under Italian flag

UK 220,100

Turkey Unable to state but assumed 100,000

Spain 13,369

Sweden 27,000

Ireland Unable to state
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For direct employment in your country’s maritime industry, how many are women?

In your country, what is the total number of female ratings?

Country For direct employment in your country’s 
maritime industry, how many are women?

Germany 449 (only those liable for social security in Germany), 
no numbers for the whole sector available.

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden Unable to state

Ireland Unable to state

Country How much does the maritime sector directly and indirectly 
contribute to your country’s economy?

Germany 352 (only those liable to social security in Germany)

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden Deck 645, Engine 35, Service personnel 3317

Ireland Unable to state
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In your country, what is the total number of female Uncertified Officers/ non- STCW qualified?

In your country, what is the total number of female Certified officers?

Country How is this direct contribution measured?

Germany Unable to state

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden Unable to state

Ireland Unable to state

Country How is this direct contribution measured?

Germany 97 (only those liable to social security in Germany)

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden Deck 149, Engine 28

Ireland Unable to state
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What is the gender pay gap for seafarers in your country? Please provide a % number.

What is the gender pay gap in the wider maritime industry within your country?

Country How is this direct contribution measured?

Germany On sea there is no gender pay gap

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden
Since we use the same wage scale for all seafarers there is 
no gender pay gap. The pay gap depends on position and 

years in the profession.

Ireland Unable to state

Country How is this direct contribution measured?

Germany Onshore unable to state

Italy Unable to state

UK 43%

Turkey Unable to state

Spain No response

Sweden Unable to state

Ireland 90%
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What is the percentage of women in management positions in shore-based maritime roles?

What is your government’s budget to promote gender diversity & equality (1 year period)? Please complete 
in Euro, or your country’s own currency.

Country How is this direct contribution measured?

Germany Unable to state

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden Unable to state

Ireland 2%

Country How is this direct contribution measured?

Germany Unable to state

Italy Euro 17.1 billion Next generation Italy

UK Unable to state

Turkey Unable to state

Spain No response

Sweden Unable to state

Ireland Unable to state
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What is the gender pay gap for seafarers in your country? Please provide a % number.

List your government’s current initiatives to address gender equality and diversity.

Country How is this direct contribution measured?

Germany On sea there is no gender pay gap

Italy Unable to state

UK Unable to state

Turkey Unable to state

Spain No response

Sweden
Since we use the same wage scale for all seafarers there is no 
gender pay gap. The pay gap depends on position and years in 

the profession.

Ireland Unable to state

Country How is this direct contribution measured?

Germany No response

Italy
Close gender pay gap, increase women employment, reform 
family state aids, create more public childcare/kindergarten 

facilities

UK Diversity in Maritime Taskforce Maritime 2050

Turkey https://www.aile.gov.tr/

Spain No response

Sweden Unable to state

Ireland None that I’m aware of
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Where does your country rank on the gender equality index?

Please list any national/ local government networks that support gender diversity and empowerment.

Country How is this direct contribution measured?

Germany 67.5

Italy Italy ranks 14th

UK 72.7

Turkey Turkey must be below the EU average

Spain No response

Sweden 83.2

Ireland Ireland is not listed

Country List any national/ local government networks that support 
gender diversity and empowerment.

Germany No response

Italy Dipartimento per le Pari Opportunità. 
Presidenza del Consiglio dei ministri

UK

Equality and Human Rights Commission: https://www.
equalityhumanrights.com/en and UK Government ‘Gender 

equality at every stage: a roadmap for change’: https://assets.
publishing.service.gov.uk/government/uploads/system/

uploads/attachment_data/file/821889/GEO_GEEE_Strategy_
Gender_Equality_Roadmap_Rev_1 1_.pdf

Turkey No Response

Spain No response

Sweden Unable to state

Ireland Network Ireland
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If you are working in the maritime industry and are shore-based, please answer the other survey. You 
will be asked to answer 10 questions and it is estimated this will take you 5 minutes to complete.
EU Maritime Women is part of the ECSA–ETF WESS project to create an Attractive, Smart and 
Sustainable Working Environment in the EU shipping sector, by supporting the work towards jobs, 
growth, and the sector’s competitiveness.

The key aim of the project is to increase the participation of women in maritime, thereby creating a more 
diverse and inclusive environment within our sector. 

For more information please visit: www.eumaritimewomen.org

This survey invites all men and women who are employed as a seafarer or are an ex-seafarer, to participate. 

1. How old are you?
• Under 18
• 18 – 24
• 25 – 34
• 35 – 44

• 45 – 54
• 55 – 64
• 65+
• Prefer not to say.

2. What is your nationality? 

3. Are you:
• Male
• Female
• Prefer not to say

APPENDIX 2 INDUSTRY SURVEYS

Survey for all seafarers and ex-seafarers 
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1. What is your current rank/ job title?
• Master
• Chief Officer
• Second Officer
• Third Officer
• Chief Engineer

• Second Engineer
• Third Engineer
• ETO
• Cadet
• Other? (Please specify job title) 

2. Why did you choose a career within the maritime industry? 

3. How long have you been working in the maritime industry? 
• 0 – 5 years
• 6 - 10 years
• 11 - 20 years
• 20+

4. Are you still employed at sea?
• Yes
• No
• Other (Please specify) 

5. If you are no longer employed at sea, why did you move to another sector?

[Please answer either 9 OR 10 depending on your circumstances]

6. What would make the biggest difference to improving or furthering your maritime career?

7. What would have improved your career in the maritime industry?

8. What does best practice look like in terms of increasing gender diversity within the industry?
(Please list as many points as you can).
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For all shore-based maritime personnel (who have 
never been to sea). 

If you are a seafarer or ex-seafarer, please answer the other survey. You will be asked to answer 10 
questions and it is estimated this will take you 5 minutes to complete. EUMaritimeWomen are part of 
the ECSA–ETF WESS project to create an Attractive, Smart and Sustainable Working Environment in 
the EU shipping sector, by supporting the work towards jobs, growth, and the sector’s competitiveness.

The key aim of the project is to increase the participation of women in maritime, thereby creating a more 
diverse and inclusive environment within our sector. 

For more information visit: www.eumaritimewomen.org

This survey invites all men and women who are employed in the maritime industry and based on shore, to 
participate. (Please answer the other survey if you are a seafarer or ex-seafarer).

1. How old are you?
• Under 18
• 18 – 24
• 25 – 34
• 35 – 44

• 45 – 54
• 55 – 64
• 65+
• Prefer not to say.

2. What is your nationality?

3. Are you:
• Male
• Female
• Prefer not to say

4. What is your maritime background?
• Ship owner/ manager
• Shipping operations (ports, services)
• Recruitment/ crewing

• Training and education
• Unions/ policy/ government
• Other? (Please specify)
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1. What is your current job title?

2. Why did you choose a career within the maritime industry? 

3. How long have you been working in the maritime industry? 
• 0 – 5 years
• 6 - 10 years
• 11 - 20 years
• 20+

4. What has been your biggest challenge working in the maritime industry?

5. What would make the biggest difference to improving or furthering your maritime career?

6. What does best practice look like in terms of increasing gender diversity within the industry?



These questions are developed for semi-structured1 qualitative data responses. They will 
draw out opinions around the promotion of gender equality in maritime in three key areas: 
representation in the workplace (with a future focus), the barriers to successful initiatives, and 
best practice that the industry can draw on. The number of questions are deliberately limited 
to allow the interviewer to explore each with follow-up inquiry (hence the semi-structured 

approach) depending on the responses provided. This research method explores the thoughts, feelings, 
and beliefs of the interviewees about these topics.

The interview questions were be emailed to participants in advance of their interview for transparency 
and to allow preparation time if required.

Introduction 
• Recap on the project’s key aims. 
• Discuss consent and research ethics (permission to be sought prior to the interview).
• Seek permission to digitally record each interview and have the recording professionally transcribed 

by a third-party agency - in line with data protection considerations.
• Remind the participants of the European focus of the project.

Personal information:
1. Name:
2. Maritime Sector:
3. Role:
4. Number of years in the industry:

A    Work-place representation and improvements (future workforce) Sea/ Shore
“Proposing a career to young women, in a male-dominated sector, should be a conscious action that outlines all 
benefits and offers a long-term vision. This action requires stronger determination from the side of the companies, 
larger confidence and of course a clear perspective about the future” .2
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APPENDIX 3 INTERVIEW QUESTIONS

1https://www.researchgate.net/publication/301738442_Conducting_Semi-Structured_Interviews
2https://safety4sea.com/cm-women-in-shipping-watch-expert-thinking-on-making-shipping-more-attractive-to-women/
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5. Which sectors of the maritime industry need the most input to improve gender representation and 
why? (Sea, shore side and sector). 

6. Maritime employment – what do you think are the future workforce opportunities for women?

7. What should the key focus areas be for the industry in addressing gender in the future maritime  
jobs market?

8. How should maritime education and training providers be responding to the future workforce 
requirement with respect to gender representation in maritime?

B    Understanding why some initiatives have not succeeded (Barriers).  
Failure can generate an experience which if learnt from can produce resilience, knowledge, growth and value.   
3 Understanding why something has failed can point the way to improvement and new ways of working and 
ultimately success. 4

9. Are you aware of any initiatives that have aimed to promote women in maritime that have not 
realised their full potential or have failed completely? Can you provide examples of initiatives aimed at 
promoting gender equality that have been less than successful?

10. What causes this lack of impetus or failure?

C.   What does success look like? (Best practice and industry recommendations)
Best practice within the industry shows us the optimum way of applying skills and tactics to achieve 
successful and optimum results.5

11. Are you aware of any successful initiatives that have aimed to promote women in maritime which 
have achieved their full potential and effected change? Can you provide examples of these?

12. What causes this success?

13. What is your number one recommendation to promote women in maritime specifically within Europe?

3https://www.wanderlustworker.com/the-importance-of-failure-5-valuable-lessons-from-failing.
https://www.forbes.com/sites/williamarruda/2015/05/14/why-failure-is-essential-to success/?sh=7480e25a7923
4 https://www.entrepreneur.com/article/308943
5 https://www.sciencedirect.com/science/article/abs/pii/S0263237397000339



The interviewee selection ensured a diverse range of European, Norwegian and UK nationalities, 
with nine different nationalities represented in total. A wider range was invited to participate, 
but the final list was constituted on the basis of availability of the participants. A mix of men 
and women, in favour of women by 18 to six, were consulted. Finally, a range of sea and shore 
experience was sought from different maritime sectors in order to stimulate discussion from 

various industry perspectives. 

The totals included seven interviewees who had only worked at sea, 11 from shore-based jobs and four 
that had worked both at sea and onshore. All participants have been kept anonymous.
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APPENDIX 4 INTERVIEWEE PROFILE
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Name M/F Nationality Position Industry Sector

Interview 1 Male Belgian Ex-seafarer 
Crewing Director

Sea and Shore

Interview 2 Male Swedish Captain Sea

Interview 3 Female British Second Officer Sea

Interview 4 Male Belgian Engineer Sea

Interview 5 Female Dutch Captain Sea

Interview 6 Female Danish Executive Director, 
Recruitment and training

Shore

Interview 7 Male Dutch Ex-seafarer 
Oil and gas

Sea and Shore

Interview 8 Female Dutch Ex-seafarer 
Offshore ports

Sea and Shore

Interview 9 Female Dutch SSHEQ Manager Shore

Interview 10 Female Dutch Crew Manager Shore

Interview 11 Male British Captain Sea

Interview 12 Female British MET Senior Lecturer Shore

Interview 13 Male German Maritime Regulator/ policy Shore

Interview 14 Female Spanish Operations Coordinator Shore

Interview 15 Female Estonian Previous Freight Forwarder Shore 
(Left industry)

Interview 16 Female Norwegian Ex-seafarer
Offshore sector

Sea and Shore

Interview 17 Female German Ports Shore

Interview 18 Female German Cruise Sea

Interview 19 Female Norwegian Senior Engineer Sea

Interview 20 Female Norwegian Vice President, Automation Shore

Interview 21 Female British Maritime Training Shore

Interview 22 Female Latvian Logistics Shore



September 14th 2021, 09.00 UK time (10.00 CET)
Theme 1 – Promoting gender diversity and equality in maritime - putting best practice into action
Discussion points
• Where has positive change taken place (examples of successful initiatives)
• How to drive positive change
• What can we learn from? (Initiatives, other industries etc).
• Anything uniquely European to consider?
 
September 21st 2021, 10.00 UK time (11.00 CET)
Theme 2 – Maritime education and training – how does this translate for jobs for women?
Discussion points
• The survey shows that there is high movement of jobs within the maritime sector – is this good or bad 

for women?
• Recruitment strategies – are women getting jobs at sea post training?
• Transitioning from sea to shore  
• Jobs of the future – how can we ensure women are better represented?
• Anything uniquely European to consider?

September 27th 2021, 10.00 UK time (11.00 CET)
Theme 3 – Leadership and women in maritime
Discussion points
• The value of leadership roles for women and the role of the role model
• Why are women finding if difficult to achieve maritime leadership roles (sea and shore)?
• How can numbers of women in maritime leadership roles (sea and shore) be raised?
• What should leadership training include to promote equality and diversity in maritime?
• Anything uniquely European to consider?
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APPENDIX 5 FOCUS GROUPS THEMES
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