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Alpha Zulu RoPAC 

Regional Marketing & Innovation Concept 

A Caribbean-origin, high-technology sailing cargo platform for climate leadership, youth inspiration and export logistics 

[ IMAGE FROM ORIGINAL — reinsert here ] 

Alpha Zulu RoPAC — wind-primary, solar-assisted trimaran under 500 GT. Caribbean designed for scheduled short-sea cargo. 

 

Letter to Permanent Secretaries 
Dear Permanent Secretaries, 

Further to earlier correspondence regarding the Alpha Zulu RoPAC initiative, I would like to share an additional perspective 

which deserves consideration as Governments evaluate the broader national and regional significance of this project. 

Beyond its role as a zero-emission inter-island cargo system under 500 GT, Alpha Zulu has the potential to become one of 

the Caribbean’s most inspirational technology and innovation platforms. 

Recent experience from SailGP, co-founded by Oracle’s Larry Ellison, demonstrates the remarkable public interest that can 

be generated by advanced sailing technology. SailGP reports a cumulative global broadcast audience exceeding 200 million 

viewers per season, averaging approximately 18 million viewers per event, supported by well over one billion annual digital 

and social media views. Significantly, much of this audience is under 45 years of age and is attracted not simply by sailing, 

but by advanced engineering, artificial intelligence, renewable energy, high-performance design and sustainability. 

This demonstrates an important principle: people are increasingly inspired by technology with purpose. 

Alpha Zulu RoPAC offers the Caribbean an opportunity to tell an even more compelling story. 

Rather than racing, Alpha Zulu would demonstrate that Caribbean people can conceive, design, engineer, build, own, crew 

and operate one of the world’s first commercially viable, fully decarbonised, wind-primary fast inter-island vessels 

transporting cargo—and, where configured, passengers—with zero onboard fossil-fuel combustion. 

Every voyage would become a practical demonstration of climate leadership. Every shipment could be digitally verified as 

having been transported without fossil-fuel combustion, creating a globally distinctive “green logistics corridor” for 

Caribbean exports. 

The project has the potential to inspire today’s entrepreneurs to establish new technology and manufacturing enterprises 

while encouraging the next generation of Caribbean students to pursue careers in science, engineering, artificial 

intelligence, advanced composites, renewable energy, naval architecture, software development and maritime innovation. 

That invitation should be extended deliberately rather than left to chance. The occupations this project creates are new to 

the Caribbean, and therefore carry no incumbent workforce and no inherited pattern of exclusion; roles that do not yet 

exist can be designed open from the outset rather than reformed against established custom decades later. The 

programme accordingly sets a floor rather than a target: not fewer than 40 per cent of positions across shipbuilding, design, 

vessel operations and crewing are held by Caribbean women, certified under the MARIFEM scheme established by the 

Merchant Shipping Act, 2024-28 and independently audited. Dedicated seagoing training berths are what make that floor 

attainable rather than declaratory. A generation is not inspired by careers it is not invited into. 

Perhaps most importantly, it would demonstrate that world-class innovation need not be imported—it can be conceived, 

designed and built in the Caribbean by Caribbean people. 
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As Governments throughout the region seek initiatives capable of inspiring confidence, creating high-value employment 

and building long-term economic resilience, Alpha Zulu offers the opportunity to establish a flagship project around which 

an entire innovation ecosystem could develop. 

In my respectful view, its greatest legacy may not be the cargo it carries, but the confidence it instils in an entire generation 

that the Caribbean can once again become a centre of globally significant engineering, manufacturing and maritime 

innovation. 

Thank you once again for your consideration. I would welcome the opportunity to discuss how this vision could support 

Government objectives for food security, export-led short-sea logistics, innovation-led economic growth, industrial 

development and regional leadership. 

Yours sincerely, 

[Name] 

Champion Maritime Limited 

12 September 2026 

[ IMAGE FROM ORIGINAL — reinsert here ] 

At berth: roll-on palletised cargo, temperature-controlled consignments, Caribbean crew. Branding: Barbados Built · Caribbean Owned · 
Caribbean Crewed. 

Developing the regional marketing concept 
The policy brief establishes the commercial and operational case for Caribbean Packet and Alpha Zulu RoPAC. This note 

develops the parallel marketing and innovation narrative: how a Caribbean-origin, high-technology sailing cargo vessel can 

attract enthusiastic uptake, inspire youth and entrepreneurs, and position the region as a credible centre of maritime and 

climate innovation. 

1.  The problem with residual positioning 
Traditional schooner services have seen sluggish customer uptake. Fragmented marketing, irregular schedules and limited 

digital booking have left the informal sector unable to convert geographical proximity into a modern product. Positioning 

Alpha Zulu merely as a “greener schooner” or residual alternative to conventional tonnage would inherit that perception 

problem. 

A stronger frame is required: Alpha Zulu as a purpose-built, high-technology, regionally owned platform that is visibly 

different—in design, in energy system, in digital capability and in the story it tells about Caribbean capability. 

2.  The SailGP lesson: technology with purpose attracts audiences 
SailGP’s audience profile is instructive. Viewership is driven less by traditional sailing culture than by the spectacle of 

advanced engineering, real-time data, renewable propulsion concepts, and high-performance design. The audience is 

young, digitally engaged and responsive to sustainability narratives. 

Alpha Zulu is not a race boat. It is a working cargo vessel. That difference is an advantage. Where SailGP demonstrates 

technology for sport, Alpha Zulu would demonstrate the same family of technologies—advanced composites, wind-primary 

propulsion, electric and solar assistance, digital monitoring—applied to a practical regional need: moving fresh produce 

and small consignments between islands without onboard fossil-fuel combustion. 
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The marketing opportunity is therefore not to imitate SailGP’s entertainment product, but to borrow its insight: technology 

with purpose travels. A Caribbean packet vessel that is visibly wind-primary, instrumented, and operated by Caribbean 

crews can generate attention far beyond the freight market. 

[ IMAGE FROM ORIGINAL — reinsert here ] 

Visible technology: wing-sails, solar arrays on main hull and amas, efficient multi-hull form — the visual language of purpose-driven design. 

3.  The core story: Caribbean-conceived, Caribbean-built, Caribbean-operated 
The central narrative should be ownership of the full value chain: 

• Conceived in the Caribbean to solve a Caribbean logistics and climate problem 

• Designed and engineered with regional and international partners under Caribbean leadership 

• Built or substantially fitted out with Caribbean labour, skills and, where feasible, materials — “Barbados Built · 

Caribbean Owned · Caribbean Crewed” 

• Owned and crewed regionally, by a workforce recruited inclusive from the first intake — not fewer than 40 per cent 

of positions held by Caribbean women, certified and independently audited rather than self-declared 

• Operated on published schedules that serve harvest and consumption rhythms 

This story addresses a deeper regional aspiration: that world-class innovation need not be imported. It can be conceived, 

designed and built in the Caribbean by Caribbean people—and by all of them. 

4.  Every voyage as climate leadership; every shipment as verified green logistics 
Operational marketing should treat each sailing as a public demonstration. Digital verification of zero onboard fossil-fuel 

combustion on specific voyages creates a distinctive product attribute for Caribbean exporters: a “green logistics corridor” 

that can be communicated to buyers in Europe, North America and within the region who increasingly require supply-chain 

emissions data. 

This is not an automatic carbon-credit mechanism; it is a marketable claim of physical performance. It should be supported 

by transparent energy accounting and independent verification, consistent with the policy brief’s insistence on measured 

results. The same discipline applies to the participation commitment: it is externally certified rather than self-declared, and 

buyers increasingly ask for social as well as environmental supply-chain data. 

5.  Seasonality, nimbleness and the produce shipper 
Fresh produce moves at the rate of harvest and consumption. Large conventional tonnage encourages aggregation delays 

and quality loss. Alpha Zulu’s smaller scale and under-500 GT profile are intended to offer greater operational nimbleness: 

lower break-even loads, more frequent or adjustable calls, and the ability to respond to seasonal peaks. 

Marketing to produce shippers and institutional buyers should emphasise reliability of the published timetable, 

temperature-controlled capacity, and the ability to move smaller lots without waiting for a full container. The 

demonstration must evidence that claim; marketing cannot outrun measured performance. 

6.  Inspiring the next generation and building an innovation ecosystem 
Beyond freight, Alpha Zulu can function as a visible platform for STEM inspiration and industrial development: 

• School and university engagement around naval architecture, composites, renewable energy systems, AI-assisted 

operations and digital logistics 
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• Apprenticeships and crew pathways linked to regional maritime training institutions 

• Not fewer than 40 per cent of positions across shipbuilding, design, vessel operations and crewing held by 

Caribbean women — a design parameter of the programme, certified and independently audited 

• Dedicated seagoing training berths providing qualifying sea time, which is the constraint certification actually 

depends upon and the one thing only a shipowner can supply 

• Supplier development for components, maintenance and digital services 

• A public narrative that high-value engineering and manufacturing careers exist in the Caribbean and are worth 

pursuing 

Governments seeking initiatives that inspire confidence, create high-value employment and build long-term resilience can 

use Alpha Zulu as a flagship around which a wider innovation ecosystem develops—shipbuilding and repair, composites, 

energy systems, software, training and export logistics. 

Decarbonisation is also the region’s most effective instrument for gender mainstreaming in this sector, because it creates 

occupations that have no incumbent workforce and no inherited pattern of exclusion. Advanced composites, marine 

electrification, digital operations and remote monitoring are new to the Caribbean; roles that do not yet exist can be 

designed inclusive from the outset rather than reformed against established custom decades later. The character of the 

work reinforces it: composite fabrication and systems work depend far less on sustained heavy manual handling than steel 

construction and engine-room practice. So does the operating pattern: weekly loops in home waters with regular home-

port turnarounds, rather than the six- to nine-month deep-sea contracts that have done more than any formal barrier to 

keep Caribbean women out of seafaring. And because the vessels are new, crew accommodation, sanitary arrangements 

and privacy are designed for mixed crews from the first drawing rather than retrofitted into tonnage never intended for 

them. This is a story almost no one else in shipping can tell, and it belongs in the front rank of the narrative rather than the 

footnotes. 

7.  Target audiences and messaging hierarchy 
Primary (commercial): Fresh produce shippers, processors, wholesalers and institutional buyers who need reliable, 

temperature-controlled, small-consignment carriage on published schedules. 

Secondary (policy and finance): CARICOM governments, development finance institutions and climate funds that require 

measurable connectivity, emissions performance and regional ownership. 

Tertiary (inspiration and brand): Caribbean youth, STEM students, entrepreneurs, diaspora communities and international 

audiences interested in sustainable maritime technology and regional innovation. 

Institutional (gender and blue economy): Maritime gender bodies — among them the Women in Maritime Association of 

the Caribbean, Barbados Chapter Inc., a statutory consultee on the MARIFEM certification scheme — together with 

regional and international development partners and blue-economy programmes. Message: a programme that treats 

participation as a design parameter and submits it to external verification, in a sector where such commitments are 

ordinarily self-declared. 

Messaging should lead with practical logistics and climate performance for commercial and policy audiences, and with 

Caribbean capability and purpose-driven technology for inspiration audiences. The two narratives reinforce each other: a 

vessel that works commercially is more inspiring; a vessel that inspires is more likely to attract the talent and political 

attention needed to succeed. 

8.  Practical marketing actions for the demonstration phase 
1.  Deploy the established RoPAC visual identity and Alpha Zulu vessel imagery across digital, print and port-facing 

materials. 
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2.  Publish a simple, bookable product description: routes, cut-offs, temperature options, through-rates, and digital 

verification of zero onboard fossil-fuel combustion where achieved. 

3.  Engage produce associations, hotel and institutional buyers, and export promotion agencies with soft indications—

not multi-year binding commitments before delivery. 

4.  Partner with regional universities and maritime training institutions for STEM outreach linked to the vessel and its 

systems, and with maritime gender bodies on recruitment into the training and berth pathways. 

5.  Document construction and trial milestones for public storytelling (Caribbean design, build, crew), ensuring the 

people shown reflect the workforce the programme is committed to building. 

6.  Report participation and certification outcomes annually alongside reliability, cargo condition and energy 

performance — certificated mariners produced and participation rate achieved, reported as operating results 

rather than as commitments. 

7.  Treat measured reliability, cargo condition and energy performance as the foundation of brand trust; do not market 

claims that trials have not yet substantiated, and describe MARIFEM certification as intended until the 

Administration has issued it. 

9.  Relationship to the policy brief 
This marketing concept is complementary to the policy brief. The brief recommends dropping AZ6, securing realistic port 

arrangements, developing demand in parallel with construction rather than as a multi-year precondition, and verifying 

performance before fleet expansion. Marketing cannot substitute for those disciplines. It can, however, convert a 

successful demonstration into wider commercial uptake and into a regional narrative of capability that supports food 

security, short-sea logistics, industrial development and climate leadership. 

The greatest legacy of Alpha Zulu may not be the cargo it carries, but the confidence it instils that the Caribbean can 

conceive, design, build and operate technology of global significance — and that the opportunity to do so is open to 

everyone in it. 

 

Note: the MARIFEM certification scheme is established under Part X of the Merchant Shipping Act, 2024-28. Certification is issued by the Administration 
following verification; references in this document are to the programme’s intention to enter the scheme, and no certification level should be displayed or 
claimed until it has been granted. 
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