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Surfrider Foundation Europe is an NGO 
that has been working to protect the 
oceans, coastal environment and uses for 
over 29 years. As such, it pays particular 
attention to the marine pollution caused 
by maritime shipping (illegal discharge, 
container losses, erroneous planning and 
tracking of shipments leading to acci-
dents, CO2 and NOx pollution, etc.).  

Possible Future is an agency that shapes 
the future with innovation — at the speed 
of a startup. We help businesses create 
products, services and businesses that 
address today’s economic, social and en-
vironmental challenges. 

 
We acknowledge the environmental im-
pact of shipping on ecosystems and we 
want to help maritime shipping compa-
nies transform their business models to 
make them more sustainable. We want to 
trigger businesses’ ecological transition 
by designing and creating relevant, sus-
tainable and economically positive inno-
vations.  

 
Produced by Possible Future in collabora-
tion with Surfrider Foundation Europe, 
this report was created to show shipping 
companies the urgency of considering 

consumer demands for more virtuous 
and sustainable business models and the 
benefits that this evolution will generate. 

This report aims to: 

1. 
Identify the competitive and environ-
mental dynamics within the maritime 
shipping industry. Vertical and horizontal 
integrations are intensifying but the envi-
ronmental impact remains high. 

2. 
Show how consumer demands are evol-
ving and will force brands to implement 
necessary changes. The food industry 
shows us how informed consumers are 
increasingly willing to sacrifice conve-
nience for sustainability. 

3. 
Discuss the impact of those evolutions 
on brands and on shipping companies’ 
business models. Incremental technolo-
gical innovations will be essential but not 
sufficient as competitions from newco-
mers will surely pick up speed. 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 1. EXISTING PLAYERS 
UNDER PRESSURE 

# From Sea Freight Transporters to 
Logistics Providers 

90% of the world’s trade is carried by 
sea. Over the years, shipping companies 
have focused on delivering containers at 
the lowest cost and in lead times, pushing 
them to form alliances in order to gene-
rate cost and capacity synergies. 

90% 
of the world’s trade is car-

ried by sea 

Today, in an effort to optimise fleet 
management, control and speed of deli-
very, many existing players are digitali-
sing their operations, which previously 
relied on heavy paperwork. A recent 
example of this trend is the partnership 
between Maersk and IBM aimed at deve-
loping an efficient digital ecosystem. In 
this day and age, controlling logistics 
from end-to-end is becoming essential in 
order to stay competitive in the market 
and adapt to the needs of e-commerce. 
Shipping companies are implementing 
strategies in order to do so, as highligh-
ted by the recent acquisition of Ceva Lo-
gistics by CMA CGM. 

This is especially true considering that 
e-commerce giants such as Amazon are 
taking matters into their own hands by 
creating their own ocean shipping ser-
vices, enabling them to control the entire 
supply chain from A to Z. These e-com-
merce giants are becoming major threats 
to existing players as they ramp up their 
ocean shipping services and attempt to 
disrupt the market by providing superior 
value to what is currently being offered 
by existing players.  

# Evolving Environmental Legisla-
tion 

In addition to having to adapt to 
mounting market pressure which is for-
cing them to create more efficient supply 
chains from end-to-end, shipping compa-
nies are having to respond to demands to 
minimise the impact that the ocean ship-
ping leg has on the environment. Indeed, 
although the ocean shipping industry is 
considered one of the least polluting in 
terms of amount of CO2 emitted per kg 
of merchandise carried (10 to 40g emit-
ted per metric ton of freight and per ki-
lometre of transportation for modern 
ships versus 500g for air planes), the 
amount of green house gas emissions 
released by cargo ships remains enor-
mous. 

The world’s 
15 biggest 

ships 
create more pollution 

(oxides of nitrogen and sul-
fur) than all the cars in the 

world 
 The impact of the industry is not limi-

ted to emissions: container loss, biofou-
ling or waste management are other 
examples of negative externalities affec-
ting the environment. The coatings and 
paints used to protect ships from corrup-
tion or fouling contain several types of 
plastics and release microplastics into the 
ocean during building, maintenance, re-
pair, and use - marine coatings actually 
account for 452 kilotons of global plastic 
consumption per year (IUCN, 2017). Le-
gislation is getting stronger in order to 
curb these externalities and players are 
required to build strategies to respond to 
them. 

The legislation is created by the Inter-
national Maritime Organisation (IMO), a 
United Nations specialised agency, in ac-
cordance with the Agenda For Sustai-
nable Development and its 17 Sustainable 

 3



Development Goals. Although there are 
many correlations, the most relevant 
goals for the maritime industry are goals 
number 9 (Industry, Innovation and Infra-
structure), 12 (Responsible consumption 
and production), 13 (Climate Action), 14 
(Life Below Water) and 17 (Partnerships 
for the goals). 

50% 
Reduction in greenhouse 

gas emissions compared to 
2008 

The IMO has set a strategy for 2050: 
reduce greenhouse gas emissions by 50% 
compared to 2008. The result is a set of 
measures that will gradually come into 
effect , such as the IMO “g loba l 
cap”  2020. The IMO 2020 aims to intro-
duce a limit for sulphur in fuel oil used on 
board ships and ultimately result in “ma-
jor health and environmental benefits for 
the world, particularly for populations li-
ving close to ports and coasts.” 

Maritime transport companies are 
answering to the IMO 2020 with different 
strategies. Some are installing solutions 
on their ships known as “scrubbers”, 
which capture sulfur emissions, but which 
are controversial since certain scrubbers 
then reject the emissions in the ocean. 
Others are betting on Liquified Natural 
Gas (LNG), which reduces Sulphur and 
CO2 emissions by 95%, but then releases 
methane and therefore cannot be 
thought of as a long term solution. 
Others are investing in low-sulfur marine 
fuel, which could be widely adopted by 
container ships but currently triggers a 
25% increase in fuel cost and therefore 
seems inconsistent with the cost reduc-
tion mentality of the industry, in addition 
to the refining process generating more 
onshore pollution. 

Players are having to think of longer 
term solutions in anticipation of legisla-
tion which will be revised periodically 
(2023 is the first deadline that the IMO 
has set) and certainly get tougher as we 
realise that current efforts to curb the ef-
fects of global warming are not sufficient. 
Some players are considering slow stea-

ming, which consists in reducing the 
speed of boats in order to reduce emis-
sions. Others are looking at wind (sails, 
kites, flatter rotors) or electric powered 
ships, route optimisation, and partner-
ships are being formed in order to make 
these visions a reality. 

On top of environmental legislation 
comes another increasing pressure that 
existing players need to anticipate as of 
now if they are to survive, and that is the 
pressure from consumers regarding the 
impact of the sea shipping industry on 
the environment. 

# Shifting Public Expectation 

Guy Platten, CEO of the UK Chamber 
of Shipping, sums up the current situation 
quite well: “Huge investment has gone 
into better hydrodynamics, more efficient 
engines and lower carbon fuels. But make 
no mistake, these marginal gains alone 
are not enough to meet the 50% target, 
and certainly will not be enough to meet 
the public’s expectations of a more fully 
decarbonised industry.” 

Indeed, the public will increasingly ex-
pect the products they purchase to be 
transported by means which have a low 
impact on the environment. Their leve-
rage in order to make sure that this hap-
pens will be to put an increasing pressure 
on the brands which they purchase from, 
that are ultimately the clients of shipping 
companies. Shipping companies there-
fore need to double down on their efforts 
today in order to innovate and be ready 
when that demand comes.  

As sea shipping companies transition 
to becoming logistics providers under 
stricter environmental laws, how can they 
make sure that they create supply chains 
which are low impact and answer the 
shifting demands of end consumers? 
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2. THE GREAT 
CONSUMER AWAKE-
NING 

There has been a gradual shift in the 
way consumers have access to informa-
tion and make decisions about what pro-
ducts they feel comfortable buying. The 
food industry provides a crystallization of 
this sweeping change: it is an industry 
every citizen is in contact with every day 
and it has deeply evolved over the past 
decades. 

Looking at the food industry can en-
able us to understand which direction 
consumer demands might take the mari-
time industry in the future. 

# Processed food: convenience over 
quality 

The food sector became an industry in 
the 1920s when the first food brands 
were created and started to look for effi-
ciency. 

Processed food was born earlier, in the 
1810s, when Frenchman Nicolas Appert 
discovered a way to preserve foods for 
longer periods of time: canning. Back 
then, the main goal was to simplify logis-
tical operations for armies invading re-
mote places and it was not until the 
1940s that processed food reached the 
mainstream food industry.  

Food that could be kept virtually fore-
ver by the time’s standards, heated up in 
a few minutes and served on a plate was 
a boon for many consumers. 

Convenience outranked quality at a 
time when the connection between one’s 
diet and their health was merely being 
explored. Ingredients lists were getting 
longer, made less and less sense for 
consumers and some ingredients that we 
look at cautiously today were being ad-
ded unceremoniously to recipes by food 
manufacturers. 

Information was not readily available 
to consumers and so their decisions were 
based on different factors back then. 

Let’s consider the chicken nugget for a 
minute. Who exactly knows what is in this 
epitome of processed food? From wild 
theories stating there is no chicken at all 
to McDonald’s claiming they are “made 
with 100 percent USDA Grade A chicken “ 
- note the  “with” and not “from” - it 
seems almost impossible to know with 
certainty. Especially when the staple food 
boasts a lengthy list of 30 ingredients. 
Consumers buy chicken nuggets because 
they like them and because they are 
convenient, not because they are good 
for their health. 

This careless attitude has been evol-
ving over several decades as the link 
between nutrition and health has been 
explored by countless studies. Informa-
tion is more widespread than ever and 
the repercussions of that transparency 
are now being felt across the whole food 
industry. 

# Access to information leads to 
better decisions 

One key driver of consumer trends in 
the food industry, or any other industry, 
has always been access to information 
and consumer education. Transparency 
has become almost mandatory for brands 
and the digital age has largely empowe-
red consumers to be more proactive in 
knowing what they eat. Getting to know 
more about the core product, the actual 
food, is the first step in their education 
journey. 

Perhaps the biggest manifestation of 
this phenomenon is the rise of organic 
food. During the 1960s, consumers disco-
vered, or re-discovered, the amount of 
pesticides and chemicals that go into 
growing crops. The organic farming mo-
vement, revived during the 1940s in res-
ponse to the use of synthetic fertilizers, 
gained momentum when Rachel Carson 
published Silent Spring in 1962, chroni-
cling the effects of pesticides on the envi-
ronment. As a result, many have questio-
ned the agriculture industry practices and 
have made the choice to consume pro-
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duce grown according to stricter stan-
dards. 

Slowly but surely, through the spread 
of information, the values of this “fringe” 
movement have seeped into the mains-
tream psyche, so much so that demand is 
now outpacing production. 

€30B+ 
Sales of organic products in 

the EU in 2016 

Labels provide another information 
channel for consumers, in a format that is 
easy to digest and helps them make deci-
sions by immediately knowing the rules 
that were followed during production. For 
example, the standardized EU organic la-
bel was introduced to boost adoption of 
organic products even further as it pro-
vides a set of common rules and fosters 
consumer trust.  

This change in consumption behaviour, 
from careless to conscious decision-ma-
king, that went beyond the core product 
to touch on all aspects of a product was 
only the beginning: the whole supply 
chain is now scrutinized more intensely 
than ever. Consumers are aware that the 
products they buy go through many dif-
ferent steps in their lifetime and that they 
are part of a bigger supply chain. 

# Scrutiny everywhere 

Consumers are developing a holistic 
view of their consumption and it is lea-
ding them to question their habits in or-
der to be part of a more sustainable 
culture. Through their consumption 
choices, they are asking industries and 
brands to implement fundamental 

changes to their business models and 
practices. 

Because it is ever present in our daily 
lives, the food industry has arguably been 
the most widely criticized and analyzed. 
But this growing consumer knowledge of 
consumption in general has lead them to 
turn their attention towards other indus-
tries: working conditions in the textile in-
dustry or animal cruelty in cosmetics are 
just a few examples of consumers putting 
pressure on industries and brands to act 
more respons ib ly. Env i ronmenta l 
concerns, mainly focused on climate 
change, have driven consumer interest in 
packaging and recycling practices.  

This full awareness has also manifested 
itself through behaviors that would have 
been deemed crazy only a few years ago 
but seem to make more sense today. One 
powerful example is the Flying Shame 
Movement.  

# Consumers shaping the world 
they live in 

Originating in Sweden and led by star 
athlete Björn Ferry, flygskam consists in 
refusing to travel by airplane because of 
the environmental cost. Members priori-
tize a healthy planet over their own 
convenience in a gesture that is more 
than symbolic. 

5% 
of human-led climate 

change comes from the 
aviation industry 

The internet culture has also allowed 
more consumers to get informed and to 
support existing initiatives. Platforms 
such as Change.org, SumOfUs.org or 
Avaaz empower citizens in order to make 
their demands harder to ignore for legis-
lators and brands. 
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279,000 
signatures on a petition led 

Tesco to decide to phase 
outsourcing of eggs from 

caged hens by 2025 

We operate under the belief that in the 
future consumers will be able to analyze 
all industries, make informed decisions, 
and act on them, across the whole supply 
chain and all aspects of a product. An in-
creasingly greater number will sacrifice 
convenience for sustainability and will 
expect brands to assist them by offering 
better alternatives. 

How can brands attempt to satisfy 
those ever-changing consumer needs? 
How can they push back against compe-
titors and newcomers hoping to capita-
lise on sustainability trends? 

# Brands need to react to consumer 
pressure 

Existing initiatives by forward-looking 
brands can provide a template as to how 
other players should respond to the shift 
in consumer demands in order to be suc-
cessful in the age of full consumer aware-
ness. 

Consumers’ transition towards full 
awareness of the impact of their 
consumption has manifested itself not 
only in changes in their consumption ha-
bits, but in their relationships with their 
own employers as well.  

4,200 
Amazon employees calling 

for change 

The ubiquitous online retailing giant, 
Amazon, is a recent example of a compa-
ny that has been forced to take action in 
response to a bottom-up, employee-led 
movement. Employees have adopted a 
new strategy that uses the stock they re-

ceive as compensation to agitate for 
change - like any other shareholder, they 
can file a resolution urging a particular 
corporate change that investors vote on 
at a company’s annual meeting. The mo-
vement started at the end of last year 
with 16 employees filing shareholder pro-
posals, but by April had grown to over 
4,200 employees who signed a letter cal-
ling for Amazon to approve a resolution 
that would force the company to develop 
a plan to address its carbon footprint. 

The movement has already delivered 
some meaningful results. Earlier in the 
year, Amazon made 2 big announce-
ments: 1) it will disclose its companywide 
carbon footprint for the first time this 
year, and 2) it unveiled a new initiative 
called Shipment Zero that lays out the 
company’s vision to make all Amazon 
shipments net-zero carbon, with 50 
percent of all shipments net zero by 
2030. 

In order to get ahead of people-led 
movements like this one, companies will 
need to be transparent regarding their 
carbon footprint and their plan for redu-
cing it. Amazon’s reaction was mostly a 
response to employee sentiments rather 
than to business pressures, but moving 
forward, companies that fail to be proac-
tive run the risk of losing business to 
those that catch the trend early. Consu-
mers have shown time and time again 
their willingness to abandon products or 
companies that no longer meet their 
needs and desires - the classic riches-to-
rags examples are Blackberry, which in-
famously missed the touchscreen boat, 
and Kodak, which stubbornly stuck to 
film while the rest of the world moved on 
to digital.  

Some companies have recognized the 
growing consumer awareness around en-
vironmental issues and sustainability, and 
have developed products and strategies 
to capitalize on this. Adidas has a line of  
shoes made in part from recycled ocean 
plastic (the first 7,000 sold out instantly, 
and Adidas is set to make a billion dollars 
from another production run of five mil-
lion pairs) and earlier this year revealed a 
new running shoe that is 100% recyclable 
as part of its recent pledge to only use 
recycled plastics by 2024.  
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Also in the apparel space, Patagonia 
has built an entire brand around sustai-
nability, creating high-quality, long-lasting 
products, offering a repair and reuse pro-
gram, and even going so far as taking a 
stand against the rampant consumerism 
of fast-fashion by discouraging customers 
from purchasing too many of their pro-
ducts. Through initiatives like these, com-
panies like Adidas and Patagonia have 
been able to boost their brand image and 
popularity amongst younger generations 
that are becoming more and more aware 
of the environmental impacts of their 
purchasing behaviours.  

# The Future for Brands 

We believe that by looking at success-
ful companies like Amazon, Adidas, and 
Patagonia today we can get hints of what 
successful brands of tomorrow might 
look like. Companies that will thrive in this 
age of full consumer awareness will need 
to build their sustainability strategy 
around two main pillars.  

Honest brand image: sustainability and 
environment will no longer be limited to 
the confines of a sustainability report that 
only the most discerning consumers, as 
well as shareholders and employees, will 
read. Instead, it will be at the forefront of 
advertising campaigns and will be one of 
the core pillars of a brand’s strategy. Im-
pactful and innovative environmental ini-
tiatives will differentiate companies from 
their competitors. 
Full transparency: tomorrow’s consumers 
will demand information about each part 
of the manufacturing and supply chain in 

order to ensure that they are making a 
well informed, conscious decision when 
choosing one brand over another, so 
companies need to be able to provide 
them with that information. 

One way that would allow brands to do 
that in a simple and easily digestible 
manner is with the creation of a new pro-
duct label that communicates some in-
formation about that product’s supply 
chain, for instance.  

Product labels have already been used 
in a number of other industries to com-
municate information to consumers: the 
“Eurofeuille” mentioned above for orga-
nic foods, EnergyStar for energy efficient 
machines, and the EU Ecolabel for pro-
ducts and services that meet high envi-
ronmental standards throughout their 
life-cycle are just a few examples. The 
data suggests that consumers actually do 
use this information to not only shape 
their opinions, but also their purchasing 
behaviours: a 2017 survey found that over 
three quarters of respondents believe 
that products with the EU Ecolabel are 
environmentally friendly, and one third of 
respondents consider eco labels like EU 
Ecolabel in their purchasing decisions.  

79% 
Of people associate EU 

Ecolabel with environmen-
tally friendly products 

Clearly, consumers are already familiar 
with labels as a means of communicating 
information about products, and we be-
lieve that a new label, created by a repu-
table third party and focusing on the sus-
tainability of a product’s supply chain, 
could give brands another way to diffe-
rentiate their products in areas that 
consumers care about. 
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3. SHIPPING COMPA-
NIES: EVOLVE OR DIE 

Consumers are pressuring brands, and 
in turn, brands will start demanding more 
from their supply chain partners. In the 
future, satisfying regulations alone may 
not be enough to prevent loss of market 
share to competitors who are better at 
adapting to customer needs and to the 
new paradigm around sustainability and 
transparency (how this shirt was made, 
how it was moved, how it was stored, etc. 
). What are the biggest areas of opportu-
nity for maritime players to capitalize on? 
How can shipping companies best pre-
pare themselves for the fast-approaching 
changes? 

# Data Collection 

Because sustainability and smart busi-
ness will be intertwined in the future, 
brands will choose suppliers, partners, 
and vendors based on not only standard 
metrics of performance, but also on me-
trics of sustainability. They will choose to 
work with shipping companies that have 
positive numbers and strong environmen-
tal initiatives in order to communicate 
that back to their own consumers. More 
concretely, brands will be incentivized to 
choose shipping options that would en-
able them to put an “EcoShipped” label 
on their products, for example, and to 
advertise that they use zero-impact ships 
for all of their shipping. 

The shift is already happening today - 
the most recent sustainability documents 
of both CMA-CGM and MAERSK highlight 
the growth in customers who are reques-
ting CO2 emissions data. There are alrea-
dy some brands like IKEA and Everlane 
that offer their customers higher levels of 
transparency than most and are able to 
give customers more detailed information 
about their supply chain. Everlane, for 
example, gives the consumer the cost 
breakdown of each large part of the sup-

ply chain for any individual product, so-
mething they call transparent pricing. 

If you imagine a similar diagram with a 
focus on environmental impact, the criti-
cal part most relevant to the maritime in-
dustry would be the transportation num-
ber - this could be an indication of CO2 
emissions, for example, and could even 
be further broken down into CO2 emis-
sions from sea transport, land transport, 
and port activities. Shipping companies 
today may have CO2 emissions data al-
ready, but not necessarily at the level of 
granularity needed for the future. They 
may provide aggregated CO2 emissions 
numbers for their entire fleet as a whole, 
but if a customer wants to know product-
specific details like CO2 emissions from 
the shipment of that exact product, then 
that may extend beyond the capabilities 
of companies today. Product-specific in-
formation like this is exactly what a brand 
would need in order to get an “EcoShip-
ped" label onto their products, or to ge-
nerate a “transparent environmental im-
pact” page like Everlane. 

Shipping companies need to invest in 
technology that enables them to collect 
this detailed, granular data, and there are 
already a number of interesting startups 
exploring this space. In many cases, start-
ups are not just collecting data, but ra-
ther going one step further and providing 
shipping companies with a way to act on 
the data as well.  

We4Sea is a SaaS platform that uses 
big data analytics to measure the opera-
tional efficiency of a ship or fleet. Instead 
of requiring additional hardware or sen-
sors, they use big data analytics and in-
formation about wind, currents, and 
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waves to help cargo ships increase fuel 
efficiency and reduce emissions. 

HawkEye360 is a startup that aims to 
use satellites and radio frequency techno-
logy to calculate the geolocation of ships. 
The current use case is increased fleet 
transparency for shipping operators and 
better maritime contraband tracking for 
governments, but this data could also be 
used to understand the operational effi-
ciency of ships. 

Container xChange helps container 
lines around the world find partners for 
one-way container shipments. The com-
pany is addressing the issue of dead 
miles (moving empty containers back 
and forth), which costs the shipping in-
dustry nearly $20 billion and has an envi-
ronmental cost as well. It’s the world’s 
first online marketplace for container lo-
gistics and connects users and suppliers 
of container equipment to help negotiate 
deals and track containers. 

ShipChain is working towards a fully 
integrated system based on blockchain 
technology that tracks each individual 
point across each contract in the entire 
supply chain, from the moment a ship-
ment leaves the factory, to the final deli-
very on the customer’s doorstep. With 
this system, only the parties involved in 
the shipment itself have access to the 
data and tracking, and this will give ship-
pers more visibility across their supply 
chain and allow carriers to communicate 
with ease. 

Intelligent Cargo Systems is a startup 
focused on ports instead of ships or 
containers - the platform minimizes idle 
time at ports, allowing the ships to sail 
slower, save fuel, and save money. By ac-
curately predicting cargo completion 
time in advance, the software allows 
companies to start reducing turnaround 
time in port and bunker consumption at 
sea. 

With technologies like these, shipping 
companies would have the tools to col-
lect data on their existing operations, and 
perhaps even use that data to perform 
slight optimizations. However, these 
technologies wouldn’t help shipping 
companies make significant improve-
ments in their environmental footprint, 

another critical element to keep existing 
customers and attract new ones in the 
future. For that, we’ll have to look elsew-
here. 

# Innovation? 
Investing in innovation has always been 

a key characteristic of successful compa-
nies. However, investing in disruptive in-
novations requires 1) a realization that in-
cremental solutions are not sufficient to 
address the coming challenges, and 2) 
the increased willingness to take risks 
that comes with that realization. 

We believe that investments in disrup-
tive innovations are particularly necessary 
in times like these, in the face of a chan-
ging market landscape and consumer 
perspectives. Both small and large 
players in the maritime industry have al-
ready started to realize the importance of 
these disruptive innovations as well - 
these companies are developing new 
fuels, using new energy sources, and even 
re-designing boats from the ground up: 

• BlueBenu is developing an eco-fuel 
solution that converts organic and 
plastic waste into crude oil and 
other virgin petrochemicals  

• Rolls Royce has been working on a 
project to monitor and control a 
fleet of remote-controlled and auto-
nomous seafaring vessels around the 
world, using data from the ships’ 
vast networks of systems  and sen-
sors 

• YARA Birkeland , a Norwegian 
container ship, will be the world’s 
first electric, autonomous, zero-

 10



emissions ship when it is delivered in 
2020 (fully autonomous by 2022 af-
ter phase-in). A similar project with 
Tesla and Portliner is under deve-
lopment. 

• Airseas, an Airbus spin-off, has de-
veloped Seawing, an automated 
flying wing system that can tow 
commercial ships 

These are just a few examples of dis-
ruptive innovations in the industry today 
that are tackling the operation of ships, 
but the environmental impact of ships 
isn’t just limited to their operation. The 
environmental impact will also encom-
pass the full life cycle of the ship, inclu-
ding how they are produced and how 
they are dismantled - this is an area ripe 
for innovation and improvement, as 90% 
of all vessels in 2018 were still dismantled 
on ship recycling beaches in Southeast 
Asia (Bangladesh, India, Pakistan) despite 
well documented environmental, health 
and safety concerns. Is there an opportu-
nity to incorporate end of life considera-
tions into the design of new ships? Can 
we develop a market around reusing and 
recycling ship parts to prevent them from 
ending up on beaches?     

90% 
Of ships dismantled in 2018 
were done so on SE Asian 

beaches 

A number of large players have already 
laid out plans to reach zero emissions by 
2050, and it’s commendable that they 
have concrete goals and plans that 
they’ve publicized to investors and cus-
tomers. 

Perhaps these companies are looking 
at the problem from the point of techni-
cal feasibility (what can we realistically do 
in the next 30 years), but looking at it 
from a consumer standpoint (what will 
consumers want and when), do we really 
think that the consumer shift will take 30 
years? Will consumers be willing to wait 
patiently for the next 30 years before 
they have the option for zero-emissions 
shipping, or will a dark horse step in, ap-
ply truly disruptive thinking to the indus-

try (perhaps by drawing on experience in 
a different, seemingly unrelated industry), 
and use their agility and speed to seize 
the opportunity and dominate the indus-
try?  

If history was any indication, our bet 
would be that in 30 years, these zero-
emission goals will likely have been left in 
the dust by new players in the market. 
One need only to remember that it was 
just 11 years ago that Tesla unveiled its 
first car and its ambitious plans to change 
how cars were build and sold. It isn’t until 
recent years that the automotive industry 
has finally been able to produce competi-
tive electric vehicle alternatives, and as 
the world continues to shift away from 
gas guzzling vehicles, Tesla is in prime 
position to take advantage.  

Speaking of Tesla, it’s not completely 
out of the question that they could turn 
their sights to ocean transport at some 
point in the near future. Electric, autono-
mous trucks are already in their pipeline, 
and while ships are a lot farther from 
trucks than trucks are from cars, Elon 
Musk has never been one to shy away 
from grandiose challenges with large im-
pact on human society. Amazon is ano-
ther company that comes to mind - with 
a business model centered around logis-
tics, operations, and distribution, and ha-
ving already invested in the transporta-
tion space with their drone delivery pro-
gram and purchase of an ocean shipping 
licence in 2016, it isn’t by any means a 
stretch of the imagination to believe that 
Amazon could decide to design and build 
their own ships at some point. 

Consumers and brands are changing, 
and players in the maritime industry need 
to invest in disruptive innovations to en-
sure that they will still be relevant in the 
future. To prevent companies like Ama-
zon or Tesla from disrupting their indus-
try, it’s critical that companies go beyond 
just business-as-usual timelines and start 
to think about how customers are chan-
ging, what they’ll want in the near future, 
and how to develop offerings and value 
propositions to meet those demands. 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4. OUR PREDICTIONS 
We have provided insights as to how 

consumer and brand demands will even-
tually force the maritime shipping indus-
try to evolve. What could the (maritime) 
shipping landscape look like in a few 
years or in a few decades? Here is our vi-
sion of what the not-so-distant future 
could be. 

# Fewer, bigger players: collabora-
tion to increase control and re-
duce emissions 

The maritime industry will be domina-
ted by players which are able to control 
the supply chain from end-to-end. These 
players will have gone through a series of 
vertical and horizontal mergers and ac-
quisitions, a recent example being the 
purchase of CEVA Logistics by CMA 
CGM. E-commerce giants such as Ama-
zon will consolidate their position on the 
market by providing new standards in 
customer centric service, open these ser-
vices to other businesses (as they have 
done with Amazon Web Services) and 
take considerable shares of the market. 
Players with supply chains that are zero 
impact will be in a position to command 
higher margins as more and more 
consumers and brands will demand ser-
vices that have little to no impact on the 
environment.  

Partnerships like the recent one bet-
ween Maersk and IBM will keep emerging 
to create digital platforms powered by 
blockchain technology, such as Trade-
Lens, which creates a safe and indelible 
record of the entire supply chain. This will 
enable global trade to be more trans-
parent, efficient, secure and environmen-
tally friendly. This transparency will give 
more visibility to brands and consumers 
on the impact of the maritime industry on 
the environment. It will also create inno-
vation opportunities as the data collected 
will highlight problems along the supply 
chain which need to be a solved. 

Shipping companies will have mana-
ged to create complete LNG-based door 

to door supply chains by following the 
example of CMA CGM, which has recently 
acquired Containerships, a company 
which invests in LNG powered vessels as 
well as LNG-fulled trucks. Partnerships 
between companies like Ikea, CMA CGM, 
The Good Shipping Program and the 
Port of Rotterdam, which are currently 
testing and scaling the use of sustainable 
marine bio fuel in an effort to demons-
trate the scalability of the technology will 
continue to emerge, convincing other 
players to implement and improve on the 
technology, and eventually making ves-
sels zero emissions as sustainable marine 
bio fuel becomes widespread.  

# Disruptive Innovation as a key dif-
ferentiating factor 

Shipping fast, reliably, transparently 
and at a low cost will be common prac-
tice in the industry, although customers 
will always demand improvements in 
these areas. As actors such as Amazon 
enter the market and make logistics more 
customer-centric, and as consumers ask 
for greener shipping practices from 
brands, customer expectations will be 
much higher across the board regarding 
environmentally friendly logistics, and it’s 
those companies which have implemen-
ted the most disruptive innovations that 
will be best positioned in order to answer 
this need. Those which cannot answer 
due to a lack of flexibility and innovative-
ness will see their customers shift to-
wards other suppliers or develop their 
own in-house logistics.  

At sea, fleets of ships will have been 
designed to be zero impact, and will be in 
high demand. More companies like Re-
nault will take matters into their own 
hands if they decide that the perfor-
mances of their transporters are not good 
enough to meet their environmental 
goals. Through partnerships like the one 
Renault has formed with Neoline, current 
shipping company customers will roll out 
disruptive innovations that will enable 
them to control their own supply chain. 
The most advanced ships will eventually 
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be unmanned and fully powered by wind, 
solar or other sources of clean energy.  

A key part of the zero impact fleet will 
be containers, and technologies such as 
machine learning and automation will be 
utilized to completely eliminate the envi-
ronmental impacts of containers. Events 
like the 1992 loss of 28,000 plastic du-
ckies into the ocean will be a thing of the 
past - no longer will we go to a beach 
and see manufactured products like these 
washing up on the shore due to operatio-
nal or logistical malpractice. Container 
content will be automatically checked 
and categorized to eliminate misrepre-
sentation of goods, and smart features 
such as optimized container stacking and 
automatic verification/testing to ISO 
standards of stability, latch performance, 
size, etc. will be both commonplace and 
required. In the new connected system, 
containers that no longer meet ISO stan-
dards will be immediately removed from 
circulation.  

On land, trucks will be unmanned and 
fully electrical. This reality is actually not 
so distant, and thanks to Tesla we have 
already seen the first models of this type 
of technology unveiled on the market 
with the Tesla Semi. 

Disruptive technologies such as the 
hyperloop will be used to transport 
goods, providing a faster alternative to 
trucks as well as trains on land and repla-
cing transportation by air in certain areas 
of the supply chain. Logistic providers 
such as DHL are currently rolling out se-

veral projets in order to make this a reali-
ty.  

In the air, more and more drones will 
be used and eventually replace vehicles 
where legislation permits. Ecommerce 
giants will keep raising the bar, especially 
when it comes to last mile delivery, and 
traditional players need to think of ap-
plications of other technologies as alter-
natives today in order to be able to com-
pete with drone technology tomorrow. 

Although currently not taking off as 
fast as expected, 3D printing is the type 
of technology which could prove useful 
to gain a competitive advantage by shor-
tening supply chain lead times and 
conducting manufacturing closer to 
where demand is. Existing players need 
to stay ahead of these types of technolo-
gies and find the right applications for 
them across their supply chains. 

# Full transparency 

The overall impact on the environment 
of each transported good will be readily 
available to all brands and consumers. An 
array of services will be available to them 
such as Clean Cargo, which is already 
used today and which provides its mem-
bers with data on shipping emissions in 
the form of annual emission scorecards. 
Members include shippers (Heineken, 
H&M, Nike, …), carriers (Maersk, CMA 
CGM, COSCO, …) and freight forwarders 
(DHL, Bolloré, Ceva, …). The scorecards 
allow shippers to integrate environmental 
performance into business decisions and 
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carriers to make reduced emissions a 
competitive advantage.  

Labels will be implemented on pro-
ducts providing consumers with informa-
tion as to whether the supply chain which 
was used to source the product is green 
and what impacts this supply chain has 
had on the environment. These labels will 
go further than emissions and inform 
consumers on overall impact, including 
elements such as container loss, biofou-
ling or adverse effects on bio diversity. 
Consumers will be given the chance to 
offset the impact of their delivery when 
they purchase their goods and logistics 
companies will be in charge of forming 
partnerships with the relevant bodies in 
order to make this possible. 

# What’s next? 

Players in the maritime industry are fa-
ced with meeting ambitious environmen-
tal goals and increasingly stringent de-
mands from end users - and this will be-
come evermore important in the coming 
years.  

In all likelihood, incremental innovation 
will not be enough to create the supply 
chain of tomorrow. But disruptive innova-
tion will require risk taking today… or the 
risk of facing disruption tomorrow from 
new actors!  

Instead of waiting for tomorrow’s 
constraints, we believe that the maritime 
industry should seize the moment to turn 
challenges into opportunities, and shape 
a better future - for itself, and for us all.  

Get in touch! 

thomas@possible-future.com / +337.88.11.12.35 

faten@possible-future.com / +336.27.09.25.40 
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