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Abstract 

 

This research aims to answer two research questions namely how the shipping industry and its 

associated seafaring careers are currently marketed, and how the shipping industry can be 

marketed more effectively. Methodologies include a survey with seafarers in-depth interview 

with HR managers of ship management companies. It was found that the shipping industry has 

no or negative image in the public while current methods of marketing have very minimal effect. 

This study recommends the development of an employment brand, providing an initial insight 

into the first two stages of such a development. It was also found that there is significant 

opportunity for the shipping industry to differentiate itself from other industries, and change the 

basis of employment competition for seafarers. 
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while current methods of marketing have very minimal effect. This study recommends the development of 

an employment brand, providing an initial insight into the first two stages of such a development. It was 

also found that there is significant opportunity for the shipping industry to differentiate itself from other 

industries, and change the basis of employment competition for seafarers. 

 

Keywords: Shipping industry, seafarer shortage, employment brand strategy. 

 

INTRODUCTION 

The maritime industry plays a critical role in the distribution of world trade and thus economic 

development. Seafarers are employed in this industry to enable the international transport of goods 

produced and consumed throughout the globe (Mack 2007). The topic area of marketing in relation to 

maritime careers has arisen in recent times largely due to the current and worsening shortage of 

suitably qualified seafarers faced by the industry. The shortage of seafarers (mainly officers and senior 

officers) in the shipping industry is real, and will reach approximately 40,000 by 2010 (Futian 1999; 

He and Guo 1999; Veiga 2002; International Maritime Organisation 2003; Kokoszko 2006; Fancun 

and Ruan 2002; Lewarn 2008). The Australian Shipowners Association (ASA) also estimated a 

current global shortage of 10,000 officers, however this is set to grow to 27,000 by 2015 (Hatch 2008). 

Reasons for this shortage vary, but include the lack of initial attraction of entry-level seafarers to the 

industry (through the lack of an industry image), the subsequent challenging working conditions 

experienced by seafarers which impact retention levels (Grewal and Lewarn 2000; Sohmen 1990 in 

Spruyt 1994), and problems with officer training (cost and availability).  

 

Because of the above, the shipping industry must immediately work to make internal changes so as to 

compete more effectively in the fierce labour market for talented employees (Berry & Parasuraman 
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2000). This research will determine how the maritime industry’s image can be improved through 

‘employment branding’ in order to assist in providing a solution to the problematic shortage of 

qualified seafarers. The paper is organised in four sections. First, a research background is provided 

with literature review on how the shipping industry is currently marketed as well as alternative options 

for doing so. This is followed by a detailed methodology framework. Findings are presented next, with 

academic and managerial contributions are discussed and, finally, concluding comments and future 

research directions are outlined. 

 

RSEARCH BACKGROUND 

Current marketing of the industry 

According to the International Maritime Organisation (IMO 2005, p. 30), shipping probably has the 

lowest public profile and the least representative public image of all the sectors that make up the 

global transport infrastructure. Firstly, the maritime industry tends to appear more so as a background 

industry, as most people have little to no knowledge of its operations and global responsibilities and/or 

impact (IMO 2005; Gekara 2006). This lack of awareness also translates through to knowledge of 

maritime careers. Following this, Kokoszko (2006) also finds that the Australian Government has 

given little attention to the importance of developing a national shipping industry. The Maritime 

Union of Australia (in Lewarn 2008, p. 5) concludes that ‘current policy provides no support or 

incentives for investment… [and] policy and practice…weakens an already weak Australian coastal 

sea transport regime’. 

 

What inevitably tends to make up society’s opinion of the shipping industry is when the world’s media 

reports about a maritime accident or pollution threat/disaster. The negative media attracted by 

incidents forms public opinion and a perceived image of the industry (Veiga 2002). The poor image 

that is portrayed of the maritime industry then translates through to those who may be interested in a 

maritime career: ‘The evidence clearly suggests that young people today do not seem to find seafaring 

an attractive or appealing career’ (IMO 2003, p. 22). This lack of image is also, it seems, largely to 

blame on the industry as a whole. Wilkinson & Cahoon (2008, p. 9) see this as a result of the 
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‘industry’s ineffectiveness or lack of desire to communicate and promote their image’. Kokoszko’s 

(2006) research supports this, which provides that employers have not recognised the need to manage 

a reputation, and that respondents believed the industry’s image did not need improving because they 

were already seen as attractive potential employers – contrary to all of the above evidence. This 

reactive recruitment “strategy” leads to obvious problems such as a lack of industry awareness, also 

arising through industry players failing to think and act like marketers, particularly in relation to HRM 

issues (Berry & Parasuraman 2000). In order to gain a realistic view of the actual situation at hand, the 

need therefore arises for other sources of objective evidence to be collected and analysed, beyond (but 

also in conjunction with) the opinions of employers. 

 

Retention of seafarers is also a major problem. These short-term “stayers” (Grewal & Lewarn 2000; 

Hill 1972) are soon attracted to other sectors of the maritime industry (shore-based positions) or even 

completely different industries (where their skills are highly-valued; for example, the offshore 

industry) soon after gaining qualifications and realising the reality of the occupation, while better 

opportunities exist elsewhere (Lewarn 2008; Gardner & Pettit 1999 & Grey 1998 in Grewal & Lewarn 

2000; Kokoszko 2006). Seafarers therefore have the power of choice (Burke 2007), thus making 

seafaring no longer a lifetime career. This triggers the need for the application of new strategies to 

tackle the problem, such as the recently discussed employer/industry of choice. 

 

Employer/industry of choice strategy 

The employer of choice strategy is one that recognises people as a major source of competitive 

advantage to an organisation (Nankervis, Compton & Baird 2005). It works to seek out and 

continually meet the motivational, lifestyle and intrinsic needs and wants of potential employees 

(Nankervis, Compton & Baird 2005). For the shortage of seafarers in the shipping industry, the 

employer of choice strategy is not sufficient as the problem does not exist solely with shipping 

companies. Instead, the industry of choice perspective should be taken as it uses the cooperation 

between stakeholders to be combined with changes in internal industry practices: removing the gap 

between expectations and reality in seafaring (Kokoszko 2006). Wilkinson and Cahoon (2008) believe 
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this must be applied to develop a desirability of the seafaring occupation among potential and existing 

employees to enforce awareness of the perceived additional benefits associated with the career. Berry 

and Parasuraman (2000, p. 177) emphasise the importance of effective internal marketing: ‘the best 

way to attract, develop, motivate and retain first-rate employees is to market jobs worth buying’. In 

adapting the seafaring position to the idea of a product, marketing implications are evident, and 

subsequent strategies can be more effectively developed; especially through the concept of branding, 

which underlies the consumer’s perception of the product and its value (Kotler, Brown, Adam, Burton 

& Armstrong 2007). 

 

The employment brand developed will establish a connection between the shipping industry and both 

the general public (which influences the target market), and that target market to which the industry is 

seeking to reach in order to fulfil recruitment requirements. Branding offers confidence in the product, 

as well as implying a level of quality (Kotler et al. 2007). Promoting the employment brand both 

internally and externally is also an important factor in engaging an emotional attachment to the 

organisation. The purpose of the employment brand is to therefore influence people to make them 

actively choose/want to work for your firm (Burke 2007): ‘Strong employment brands have a 

magnetic affect when it comes to attracting and retaining good people’ (Hudson 2007, p. 1). Burke 

(2007) devises five steps in order to develop a successful employment brand: Analyse, Audit, Aspire, 

Apply, and Assess. To develop an employment brand for the shipping industry, the first two stages 

would be of critical importance. In considering the lack of marketing conducted by the industry, how 

would they know to whom they should target the employment brand? These stages of the framework 

will be focused on in this study, from an industry perspective. 

Insert Figure 1 about here. 

 

METHODOLOGY 

Methods of data collection 

Methodological triangulation i.e. using both quantitative and qualitative methods was used in this 

study to gain unique and important insights into the research problem. Data triangulation method was 
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also employed i.e. exploring the perception of both seafarers and their ship-owners and ship managers 

to provide a complete scope for the study. Specifically, data were collected from current and ex- 

seafarers to be in-line with the first two stages of Burke’s (2007) ‘employment branding’ model, 

which requires a study of the ‘target market’ in order to develop an employment brand. The 

availability of this resource was quite limited due to the geographic spread of current seafarers, and 

therefore Australian Maritime College (AMC) seafaring students were used to fulfil this first need. 

There are also many ex-seafarers at AMC who are completing various degrees or teaching, and could 

therefore share valuable knowledge on the realistic career a seafarer faces, as well as an insight as to 

why they have left that kind of employment, and how they think seafaring’s image and attraction can 

be improved. 

 

Data collection from current seafarers was conducted on campus, consisting of a paper survey with an 

in-person drop-off. Main items included are those of general perception of the seafarer’s life, image 

and attractiveness of the shipping industry and seafaring and other aspects of the employer of choice. 

Data collection for the ex-seafaring participants was also in the form of a questionnaire; these however 

consisted of both quantitative and qualitative questions in order to gain the opinions of personal 

experience to a greater extent. This allowed an insight into the reasons why they have ended their 

seafaring careers and thus the retention issues associated with the shipping industry. The third section 

of data collection encompassed qualitative research using a semi-structured telephone interview to 

gain perceptions and opinions of ship-owners and ship-managers. The quantitative study of seafarers 

was pre-tested with a number of individuals from the population, while the qualitative study was pre-

tested with experienced university lecturers. The questionnaires were pre-coded to ensure the 

efficiency of the data analysis stage.   

 

Sampling strategies 

Due to the nature of seafaring, it would be very difficult to conduct a completely probability-based 

sampling of current seafarers. It was therefore decided that a more realistic and accessible sample 

would consist of the seafarers currently studying at AMC. The structure of seafaring courses at AMC 
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is broken into two groups: deck and engineer. There were three available groups at the time this study 

was conducted: 26 watch keeper students, 26 chief mate/master students and 24 2
nd

 and chief engineer 

students. All of these students have had previous sea-time. They were however distinguishable by their 

status as either cadets (watch keepers) or officers. Out of the above total of 76 seafarers, 47 usable 

responses were gained; giving a response rate of 62%. Of these, 22 were cadets and 25 were officers. 

In addition, five ex-seafarers who are AMC lecturers were also included in the survey. 

 

The sampling frame for seafarers’ employers was gained through the “World Shipping Directory 

(WSD) Online”, as well as through previous industry knowledge of firms. According to WSD Online 

(2008), there are 751 Australian ship operators and 12 ship managers. A total of 5 employer interviews 

were conducted; those chosen by way of convenience and availability. The companies were a mix of 

ship-owners and ship-managers. Specific contact details of the HR managers were gained in order to 

be able to directly contact those being targeted. 

 

ANALYSIS AND FINDINGS 

Perception of the seafarer’s life 

This section aims to identify the main elements associated with a career at sea. Using a five-point 

Likert scale, current seafarers were asked whether they agreed with the seven descriptive statements 

based on their current employment. Ex-seafarers were also asked whether they agreed with these 

statements based on their previous experience as a seafarer. To contrast these responses, employers 

were asked how attractive they believed the seven elements were to their current seafarers. For these 

responses on the scale, ‘1’ represented ‘strongly agree’ and ‘very attractive’, while ‘5’ represented 

‘strongly disagree’ and ‘very unattractive’ (for seafarers/ex-seafarers and employers respectively). 

Table 1 provides the codes for analysis of these seven elements, while Table 2 shows the results of the 

ANOVA test for each factor to determine whether there is a significant difference in opinions between 

the three groups of respondents i.e. seafarers, ex-seafarers and employers.  

Insert Table 1 and 2 about here 
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It can be seen from Table 2 that both seafarer and ex-seafarer groups of respondents generally did not 

express any negative concerns on the seven aspects of the seafarer’s life, i.e. regarding remuneration 

package, balance of ship/shore time, crew management and HR support, living condition and facilities 

onboard, work environment, and career options. The average mean responses across seven aspects of 

the seafarer, ex-seafarer and employer groups are 2.78, 2.46 and 2.40 respectively, which indicate that 

seafarer and ex-seafarer groups did agree on these aspects as positive to the seafaring career, while the 

employer group particularly perceived these as attractive to their seafarers in motivating them to 

maintain loyalty to their company or the seafaring occupation. However, results of the ANOVA test 

indicate that there is no significant difference in opinions between the three respondent groups (as all p 

values are smaller than 0.05 which is the chosen significance level). Current seafarer and ex-seafarer 

respondents were also asked to elaborate on their answer to the aspect on career options that seafaring 

offers. Some of the most common and important responses are that seafaring provides a high-level of 

personal development, yet it is however still lacks a “professional status” as some respondents 

indicated that the transition back to shore-work is difficult.  

 

In order to gain an idea of the leave conditions experienced, current-seafarer and ex-seafarer groups 

were asked to indicate how many months each year they are/were entitled to paid-leave. While there 

was no significance difference in the average leave period between seafarer and ex-seafarer groups 

(3.83 and 3.40 months respectively), there is a significant difference between the mean leave-time 

entitled to cadet and officers respondents (3 and 4.56 months respectively), with officers entitled to 

significantly more leave time. Respondents in the seafarer and ex-seafarer groups were also asked to 

identify what additional facilities or changes to living conditions could make their time living aboard 

more comfortable. The main themes identified in these responses are cheap or free internet, cheap or 

free phone calls, better entertainment systems (video games, DVD’s, stereos, better quality meals, 

allow partners to travel on-board, and a greater focus on the social environment. This perception will 

be further reflected in the below section. 

 

The image and attractiveness of the shipping industry 
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This section aims to explore respondents’ perception of the image and attractiveness of the shipping 

industry. When asked if they thought many members of the general public had a substantial 

understanding/awareness of the shipping industry, all respondents in both seafarer and ex-seafarer 

groups (except one current seafarer) indicated a ‘No’ response to this question. This provides a strong 

indication of the image of the industry in the eyes of the general public, as these respondents act as a 

type of ‘connection’ between the industry and the public. When asked to identify what kind of image 

the shipping industry is portraying to the general public overall, the prevailing response from the 

seafarer and ex-seafarer respondents is that the industry currently has no image, i.e. the public is 

unaware of it. The positive image of the industry is just minimal as only 4.26% of respondents 

perceived so. The results are summarised in Table 3.  

Insert Table 3 about here 

 

In addition, respondents were asked to elaborate on their perception of the type of image the shipping 

industry portrays. The main themes to come from this elaboration are that the public generally only 

see negatives of the industry such as pollution and piracy, and that the public thinks seafarers are 

drunks, drug abusers or womanisers, or earn a lot for doing nothing. From these comments it is evident 

that many of the respondents wished to make mention also of the image of seafaring and seafarers. It 

would be fair to conclude that many seafarers really feel like they are typecast in a way that makes 

them outcasts in society. 

 

The image and attractiveness of seafaring as an occupation/career 

The ex-seafarer group were specifically asked some questions in relation to their perception of 

seafaring as a career. Specifically, 80% of ex-seafarer respondents were not satisfied with the career 

options available when they decided to move ashore. However, an equal 80% of ex-seafarer 

respondents also agreed that seafaring is an enjoyable, satisfying, and attractive occupation especially 

for new recruits. This result indicates that, although the shipping industry is perceived by ex-seafarer 

respondents as a good industry to pursue a career in, marketing and HRM policies could have played a 
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better role in exploring career options for employees and thus enhanced the brand image of the 

industry. 

 

The image and attractiveness of seafaring as an occupation/career to potential cadets is further 

reflected in the perception of seafarer and employer respondent groups. A categorical scale with ‘1’ 

representing ‘Very Attractive’, ‘3’ representing ‘Neither Attractive nor Unattractive’ and ‘5’ 

representing ‘Very Unattractive’ was used to judge the attractiveness of six elements related to the 

employment brand to potential cadets (those young people that may or may not be considering an 

occupation/career in seafaring), namely, remuneration package, study/sea/leave time mix, career path 

options/development/choice, living condition aboard, working condition aboard, and overall 

attractiveness of becoming a cadet. Table 4 denotes the codes of elements of the image and 

attractiveness of seafaring as an occupation/career, while Table 5 presents the descriptive statistics and 

t-test results of the perception of these elements between seafarer and employer respondent groups. 

Insert Table 4 and 5 about here 

 

There are several observations from Table 5. Firstly, the seafaring as a career was generally not seen 

by seafarer and employer respondent groups as unattractive one (as the mean responses of both groups 

across six elements are less than 3) taking into consideration all aspects of remuneration, 

study/sea/leave time mix, career path options, living and working condition aboard and overall 

attractiveness of becoming a cadet. However, the employer group perceived it relatively more 

attractive than did the seafarer group (overall mean responses are 2.13 and 2.44 respectively). 

Specifically, there is a significance difference in the perception of seafarers and employers towards the 

overall attractiveness of becoming a cadet (p value of t-test is 0.02), in that employers believed 

becoming a cadet is more attractive than did seafarers. This ‘gap’ in opinions is important and will be 

further discussed at the later stage when comparing the difference between seafarers’ expectations and 

their experience (reality). Furthermore, the ranking of the most and least attractive elements of the 

seafaring career is also different between seafarer and employer groups, in that the most attractive 

element from the view of employers is remuneration while seafarers believed career path options to be 
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the most attractive to them being a seafarer. This is also in line with the results from section 4.1 above 

in that employers believed seafaring offers both onshore and offshore career options but seafarers 

expressed a neutral opinion on this aspect. 

 

In an effort to gain a greater understanding of the above elements of attractiveness to potential cadets, 

seafarers were asked to elaborate on their answers to identify any other factors which could be 

implemented to increase the attractiveness of seafaring. The main themes derived from responses are 

that better marketing especially in/to schools could have been conducted, better support from the 

government is needed, there should be higher status and professional recognition for the career e.g. a 

degree, more action from companies to recruit cadets as there is a shortage but it is not easy to get 

employed, and that long and short term employments should be considered. What could be understood 

from the above are that the conditions associated with an actual cadetship could be improved, as well 

as could the social environment. The actual training model in-place is also a critical point, since if 

cadets who did a pre-sea course cannot get placement on ships for sea-time, they will generally move 

into another line of work.  

 

Marketing and HRM practices 

This section aims to explore more characteristics of the seafarer and ex-seafarer samples, particularly 

in relation to those potential or actual marketing and HRM practices conducted by employers. Firstly, 

the seafaring group was asked to indicate the main source for their interest in a career at sea. Table 6 

presents a summary of response frequency to this question. 

Insert Table 6 about here 

 

As can be seen in Table 6, the two main sources of interest are ‘family or friend influence’ (46.81%) 

and ‘personal interest in shipping’ (36.17%).  It is worth noticing that apart from the self-interest, 

word-of-mouth is the most effective method to attract people to the shipping industry. This however 

indicates that other marketing means such as career advisor and media advertisement did not generate 

any effect in attracting people to the industry, while other methods such as career fair and related-
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industry position play a very minimal role. In addition, when asked how they first came into contact 

with their first employer, 66% of seafarer respondents affirmed that they did so through unsolicited 

contact while only 34% of them were approached by the employer proactively. Respondents from both 

seafarer and ex-seafarer groups were also asked whether the expectations built by the employment 

brand of seafaring equalled the reality experienced in the seafaring occupation during employment. 

Interestingly, 49% of respondents indicated that the reality did not equal their expectation. Although 

this is inconclusive to a certain extent, it is however true to say that there is a significant proportion of 

seafarers who experienced something different to what they expected. A follow-up question was asked 

to all those respondents who answered ‘expectations did not equal reality’ to determine whether this 

difference was positive or negative. To this end, 74% of respondents perceived that the employment 

brand did not properly represent the reality of seafaring believing that the difference was ‘negative’.  

 

Seafarer and ex-seafarer groups were also asked whether they would recommend seafaring as an 

occupation/career to others. Table 7 summarises the findings from this. It can be seen that although the 

word of mouth communication about the seafaring occupation would generally be quite positive, there 

is still a significant proportion in each respondent group who would not recommend it or are currently 

unsure.  

Insert Table 7 about here 

 

Another interesting finding is relating to respondents’ perception of the marketing of the employment 

brand. When asked whether sufficient marketing of the employment brand was being conducted by 

employers and shipping associations to effectively attract people to a career at sea, 85% of seafarer 

and ex-seafarer respondents indicated a negative answer. This finding is consistent with the above 

result in which respondents perceived that current marketing means did not generate any substantial 

attraction. To follow on from this, ex-seafarers were further asked to identify the main factors that 

need to be addressed in the shipping industry in order to attract and retain seafarers more effectively. 

A major theme involved in respondents’ answers was the need for better overall packages. This 

includes wages of a seafarer, increase of leave period (flexible leave option/long service leave), and 
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financial incentive for coming back from leave on-time. Ex-seafarer respondents were also asked to 

identify the reasons for leaving their career as a seafarer, and the results are summarised in Table 8. 

Apart from family reasons as the most substantial cause of leaving, it is worth noting that other causes 

also play a major role, such as lack of career path options and better opportunities elsewhere. This is 

again very consistent to the above analysis. 

Insert Table 8 about here 

 

In addition to the above, employers were asked what length of time (on average) they were able to 

retain seafarers. 60% of respondents believed that their companies could only retain their seafarers for 

only 3-5 years, while those who could keep their seafarers for over 10 years only account for 20% of 

respondents. Again, this finding of retention problem is in line with other earlier findings on the 

effectiveness of the current marketing and human resource management practices. 

 

CONCLUSION AND RECOMMENDATION 

Although employers indicated that remuneration and leave are the main factors to seafarers, it has 

been found that there are other “controllable” factors that seafarers want, which are not currently being 

met. A significant proportion of respondents indicated a negative difference between the expectations 

of seafaring and the reality they experienced during employment. It is of utmost importance that this 

gap be closed. Potential seafarers need realistic expectations of the career; otherwise they are more 

likely to leave earlier. This is important on both an employer and industry scale.  

 

It has been found that there is significant room for improvement in marketing practices for employers, 

as very little is conducted by individual employers or the holistic shipping industry. From this, it was 

found the image of the industry is either negative or non-existent. Also related to marketing is the 

issue of the target market. It can be concluded from this study that many potential segments are not 

currently being targeted or reached; including those already in the industry to some capacity and those 

school-leavers who do not attend those careers fairs.  
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In addition to the above, this study also aims to identify employment factors of most interest to 

seafarers to understand what the potential audience actually wants. A greater focus on these factors is 

recommended in order to maximise the attraction and retention ability of the shipping industry both in 

general and in more-effectively adapting specific conditions and facilities to each segment’s 

preferences. This is particularly important for those seafarers who shipping companies really want to 

retain. Figure 3 therefore identifies the main factors that this study has found to be of significant value 

to seafarers. 

Insert Figure 2 about here 

A point that needs greater emphasis from Figure 2 is that of the living conditions on-board. The nature 

of seafaring leads to this being a very significant variable in the attraction and retention of seafarers. 

The elements of these living conditions that current and ex-seafarers identified such as internet 

facilities are essential to stay in close contact with friends and family. Additionally, if the factors of 

on-board living can be improved to the extent that employees actually look forward to their on-board 

experience to a greater extent or are even comfortable in their environment, then a greater emotional 

attachment to the organisation/industry can be gained. It is therefore recommended that employers 

take on a differentiation focus of improving elements which make the seafaring career more attractive 

in terms of recruitment and retention rather than simply monetary incentives. Greater overall creativity 

in developing employment packages for seafarers is also an important recommendation to come from 

this study. Individual employers, as well as the industry as a whole, need to make “seafaring” into a 

high-quality, positively talked-about, and well-known brand. Potentially from this development, 

seafarers will feel less like outcasts and more like the responsible professionals that they are, who play 

such a critical role in Australian and global trade. 
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Figure 1: Brand Pyramid 

 

Source: Burke (2007, p. 121) 

Table 1: Coding of the perception of the seafarer’s life 

Code Factor 

REMUNERATION Satisfied with remuneration 

TIME BALANCE Satisfied with ship/shore time balance 

HR SUPPORT Crew management / HR support is/was available and flexible 

ONBOARD CONDITIONS Living conditions and facilities on-board allow/ed a comfortable lifestyle 

SAFE ENVIRONMENT Seafarers work in a safe environment 

FRIENDLY ENVIRONMENT Seafarers work in a friendly and social environment 

CAREER OPTIONS Satisfied with the career options that seafaring offers/offered (on and off shore) 

 

Table 2: ANOVA test for the perception of the seafarer’s life 

Seafarer Ex-seafarer Employer 
Factor 

Mean STD Mean STD Mean STD 
P value 

REMUNERATION 2.87 1.19 2.00 0.71 2.80 1.30 0.29 

TIME BALANCE 2.98 1.17 3.00 1.00 2.40 1.14 0.57 

HR SUPPORT 3.06 1.03 2.80 0.84 2.40 0.89 0.35 

ONBOARD CONDITIONS 2.51 1.00 2.20 1.10 2.40 0.89 0.79 

SAFE ENVIRONMENT 2.85 1.18 1.80 0.45 2.20 0.84 0.09 

FRIENDLY ENVIRONMENT 2.83 0.94 2.20 0.45 2.60 0.89 0.32 
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CAREER OPTIONS 2.36 0.87 3.20 1.48 2.00 0.00 0.09 

Note: (1) For seafarer/ex-seafarer: 1=strongly agree 5=strongly disagree 

(2) For employer: 1=very attractive 5=very unattractive 

 

Table 3: Type of Image Portrayed by the Shipping Industry 

 Perception of image Seafarer Ex-seafarer 

Positive 4.26% - 

Neutral 34.04% 20.00% 

Negative 19.15% 40.00% 

No image (public are unaware) 42.55% 40.00% 

 

 

Table 4: Coding for ‘The Image and Attractiveness of Seafaring as an Occupation/Career’ 

Code Factor 

REMUNERATION Remuneration package 

TIME BALANCE Study/Sea/Leave time mix 

HR SUPPORT Career path options/development/choice 

ONBOARD CONDITIONS Living conditions aboard 

SAFE ENVIRONMENT Working conditions aboard 

FRIENDLY ENVIRONMENT Overall attractiveness of becoming a cadet 

 

Table 5: The Image and Attractiveness of Seafaring as an Occupation/Career 

Seafarers Employers 
Elements 

Mean STD 
Rank 

Mean STD 
Rank 

p value 

of t test  

REMUNERATION 2.11 0.89 2 1.60 0.55 1 0.11 

TIME BALANCE 2.38 1.21 3 2.20 1.64 4 0.82 

HR SUPPORT 2.06 0.84 1 1.60 0.89 2 0.32 

ONBOARD CONDITIONS 2.79 0.78 5 3.00 1.00 6 0.66 

SAFE ENVIRONMENT 2.81 0.88 6 2.60 0.55 5 0.48 

FRIENDLY ENVIRONMENT 2.51 1.00 4 1.80 0.45 3 0.02 

Note: (1) 1=very attractive 5=very unattractive; (2) Relative ranking is based on mean responses 

 
Table 6: Main Sources of Interest in a Career at Sea 

Source % Source % 

Family or friend influence 46.81% Media advertisement 0.00% 

Careers fair 4.26% Personal interest in shipping 36.17% 

Related-industry position 4.26% Internet browsing 0.00% 

Careers advisor 0.00% Other 8.51% 

 
Table 7: Recommendation of seafaring as a career 

Option Seafarers Ex-seafarers 

Recommend 57% 60% 

Not-recommend 13% 20% 
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Unsure 30% 20% 

Total 100% 100% 

 
Table 8: Reasons for Leaving a Career at Sea 

Reason % Reason Frequency % 

Family Reasons 27% Social Environment 2 13% 

Lack of Career Path Options 20% Remuneration Package 1 7% 

Bored / Need Career Change 20% Study/Sea-time Mix 1 7% 

Better Opportunities Elsewhere 20% Retirement 1 7% 

Amount of On-shore Leave 13% Injury / Health Reasons 1 7% 

 

Figure 2: Employment Branding 
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