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IN THIS ISSUE: We end the Trade Brief series by discussing the views of participants  
in the CRNM’s Trade Power Dialogues over the past two years. Sessions were held in  
CARICOM Member States engaged in the CSME process. We highlight the unfiltered  
comments of participants and their recommendations on how trade agreements can be 
made more meaningful for Caribbean business. 

 

 
HOW HAS THE CRNM REACHED OUT TO THE PRIVATE SECTOR? 

 

 

 

WHAT HAVE BEEN THE RESULTS OF THIS OUTREACH? 

 

WHAT HAS THE PRIVATE SECTOR SAID ABOUT TRADE AGREEMENTS? 

 
HOW HAS THE CRNM REACHED OUT TO THE PRIVATE SECTOR? 

Between 2005 and 2006, the CRNM’s private sector outreach programme focused on awareness 
building through short information-sharing exercises called “Trade Power Dialogues”-TPD. These 
TPD sessions were a precursor to more intensive, capacity building interventions dubbed 
“Interactive Trade Negotiations Boot Camps”.  
 
In 2007, the focus of the outreach shifted to getting the capacity building component implemented 
through two-day training programmes called Trade Negotiations Boot Camps. Sessions were held 
in Dominica on February 6 and 7 and subsequently in Antigua and Barbuda on February 13 and 
14. These workshops were held in partnership with USAID’s Caribbean Open Trade Support 
(COTS) programme.  
 
Over 30 persons took part in the Dominica workshop. The session in Antigua/Barbuda attracted 
roughly 10 participants. The following outcomes were achieved.  
 

• Preparation of four  position papers on services and trade facilitation which have 
influenced the text of the Economic Partnership Agreement (EPA) which the 
Caribbean is currently negotiating with the European Union;  

• Significant press coverage by the Antigua Sun, Dominica Broadcasting 
Corporation, among other media houses;  

• Improved private sector understanding of how the World Trade Organization 
(WTO) and EPA negotiations will influence business in Dominica and Antigua and 
Barbuda.  
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The CRNM also completed assessment studies on the regional telecommunications and 
agribusiness distribution services sectors. Afterwards, both reports were the subject of separate 
consultations with the relevant stakeholders across the region. The telecoms consultation took 
place on September 7, 2007, whilst the one for agribusiness was held on May 24, 2007.  
 
Next on the CRNM’s agenda is an energy services study. Proposals have already been received 
from consultants in response to published invitations. Following completion of the study, the 
CRNM plans to host an energy services sector consultation. Funding for this consultation in the 
first quarter of 2008 has already been approved from the EU-Funded BizClim facility. 
 
THE RESULTS OF THE CRNM’S PRIVATE SECTOR OUTREACH 

In a nutshell, here are the main outcomes of the CRNM’s private sector outreach: 
 

1. Trade Power Dialogues in all CSME (CARICOM Single Market and Economy) 
participating states. There were over 400 participants; 

2. Trade Negotiation Boot Camps in Antigua and Barbuda and Dominica. There were over 
40 participants; 

3. 26 Trade Briefs (i.e. short electronic newsletters) dealing with various trade and trade 
negotiations topics were written and distributed to over 700 business executives monthly; ; 

4. The production of over 100 radio programmes (Caribbean Tradebeat) which were 
distributed for weekly broadcast by nine stations around the region. The 10-minute 
programme addressed topics ranging from “Aid for Trade” (A4T) to innovation.  

5. A strengthening of the CRNM’s partnership with the Caribbean Association of Industry and 
Commerce (CAIC) and the Caribbean Export Development Agency (CEDA), two leading 
regional private sector development agencies; 

6. Development of a private sector database of over 800 persons. The process of inputting 
additional contacts is ongoing; 

7. Ad hoc national awareness building sessions in which the CRNM participated. These 
included town hall meetings with the Private Sector Organisation of Jamaica (PSOJ) in 
Mandeville and Kingston, and various Board meeting presentations to the Jamaica 
Exporters’ Association (JEA) executive; 

8. Establishment of a Private Sector Advisory Group (PSAG) of top regional business 
executives which has been meeting and providing advice that has helped to steer the 
CRNM’s private sector outreach; 

9. Three annual surveys (funded by the Canadian International Development Agency (CIDA) 
to gauge the regional private sector’s awareness of trade negotiations. 

 
Additionally, the Trinidad & Tobago Manufacturers Association and the Jamaica Manufacturers 
Association made submissions on the proposed Economic Partnership Agreement (EPA) with the 
Europe Union. These have influenced trade negotiations. 
 

WHAT HAS THE PRIVATE SECTOR SAID ABOUT TRADE AGREEMENTS?  

At the Guyana Trade Power Dialogue held on March 13, 2006, Mr. Yesu Persaud, Chairman of 
Demerara Distillers Limited (DDL), expressed the view that energy costs should be seen as critical 
to competitiveness and an important prerequisite to entering any trade arrangements. He stated 
that DDL is a conglomerate which began exports through sales of bulk rum. However, recognizing 
that bulk rum was price elastic and that the bulk rum market was duty free, DDL decided to get into 
branded rum.  Branding is expensive, according to Mr. Persaud, and no business support is 
available in Guyana specifically to assist in packaging design and marketing.  
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He noted that international distributors were hard to find and could only be found where you have 
export orders of over US$1 million. Additionally, to get a United Kingdom product listing, 
companies had to spend £10,000 with no refund. Because of an inability to utilize traditional 
distribution channels, DDL went through small distributors, attended the International Wines and 
Spirits Competition and won best rum five out of seven years with the El Dorado 15 year old rum. 
Persaud reported that another DDL product, El Dorado Rum Cream, was also outcompeting 
Bailey’s. Building on the success of the 15 year old El Dorado, DDL has created an El Dorado 25 
which is being sold for over US$200/bottle. That is premium even over Johnny Walker Black. Mr. 
Persaud recommended that Guyana should look forward to new opportunities and utilize its human 
resources development more effectively to stem a “massive brain drain”. He stated:  “In five years, 
we can transform Guyana into a booming economy”. 
 
Other participants at the Guyana TPD recommended:  1) easing access to development financing 
via trade negotiations;  2) provision of consistent business advisory support; 3) subsidization or 
reduction of electricity for manufacturing. There was a recommendation that trade negotiations 
should include external aid for hydro power. Reference was made to a project at the Amaila Falls. 
It was also recommended that ingenious ways, such as environmental or R&D tax breaks, which 
are not prohibited by the WTO, should be used to subsidize marketing costs for penetrating new 
markets where it is recognized that exporters have to under-price products to gain initial market 
share. The Government of Guyana was asked to execute national image building programmes to 
reduce the overseas marketing costs for individual exporters because Guyana, in many cases, is 
confused with Ghana on the international scene. 
 
At the St. Kitts & Nevis TPD held in January 2006, Mark Wilkin of the St. Kitts Brewery raised 
issues related to market penetration, including the following: 
 

1) Shipping costs and logistics; 
2) High duties on some raw materials and inputs; 
3) High export marketing costs; 
4) Complex labeling legislation; 
5) Using export credit/guarantees to reduce bad debt; and 
6) Smuggling  

 
Mr. Jose Rosa, the CEO of Kajola Kristada, an electronics component firm, explained that the 
company was a part of the New York-based PPC group and that MERCOSUR (a trade bloc 
comprising Argentina, Brazil, Paraguay and Uruguay) was a major market for them. 
Major issues Mr. Rosa raised included: 

1) High import duties into Brazil; 
2) Having to cut prices drastically and sacrifice 

margins in order to get into the MERCOSUR 
market; 

3) Excessive freight costs as a result of having to use 
Fed-ex to meet on-time delivery; 

4) Shipping logistics that cause exports to have to go 
through Miami and reduce lead time; 

5) Limited variety of products offered as margins are 
low. 

 
Another participant, Mr. Mahesh Nariani, the CEO of Sun  
 

Jose Rosa (right), CEO of Kajola Kristada,  
explaining a point to Dr. Claudius Preville at 
a CRNM factory meeting 
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Island and Victory Packaging, raised the following issues related to penetrating export markets: 
 

1) The absence of export insurance which forces his company to extend credit to suppliers 
and incur bad debts; 

2) A one stop shop is required for trade and business facilitation; 
3) St. Kitts-Nevis does not have an adequate supply of labour but the work permit process is 

time consuming and opaque. 
 
At the Jamaica TPD, Mr. Patrick Gayle, the Export and Logistics Manager for Red Stripe beer, 
revealed that exports this year were projected to outstrip domestic sales for the first time.  He 
indicated that in the USA, their major market, Red Stripe needs to invest heavily in secondary 
packaging (i.e. packaging specific to the particular market’s needs) which, even for a “large” 
company, is a significant outlay. He cited challenges finding a distributor who is aggressive in 
brand managing, and not just seeking to get a commission. 
 
Mr. Gayle indicated that market research was very expensive to support export sales. Citing the 
example of Dragon stout, one of the company’s former premium brands, he disclosed that to meet 
market requirements, six variants of labels were required. He also pointed out that because the 
current Red Stripe bottle had an HCL label -- i.e. one engraved into the glass – changing it was 
difficult without the involvement of the bottle manufacturer which meant extra costs.  
 
The statement implies that Red Stripe has had to stockpile massive amounts of bottles just to meet 
export requirements. Additionally, in terms of security-associated costs, Red Stripe was expected 
to incur approximately US$4 million to export this year because of a 30% increase in port security 
fees. Another problem mentioned by Mr. Gayle was ongoing port congestion which saw Red Stripe 
remaining sometimes on the port for three weeks. This problem significantly affected the product’s 
perishability. 
 
In terms of exporting to Canada, Mr. Gayle recalled challenges with the Liquor Control Board of 
Ontario (LCBO). He mentioned cases where Caribbean exporters were de-listed quickly for not 
meeting sales quotas. He indicated Japan was also another tough market in terms of health 
standards. He recommended that trade negotiators embark on negotiating a successor agreement 
to the Caribbean Basin Initiative (CBI) to address present uncertainty of market access into North 
America. Mr. Gayle’s product benefits from the CBI and he deems market access as important to 
future market efforts. 
 
Mr. Howard Findlator, the Marketing Manager of Jamaica Blue Mountain (JABLUM) Ltd, began by 
indicating that his company (JABLUM/Mavis Bank Coffee Cooperative-MBCC) was over 80 years 
old and produced 40% of Jamaica’s Blue Mountain Coffee. He indicated that 95% of the coffee 
exported was green but, 20 years ago, they began to roast coffee to sell to the tourism industry 
mainly. Now JABLUM even exports liquid coffee to the USA.  
 
Mr. Findlator opined that his company did not face any major market access barriers because strict 
regulation by the Jamaica Coffee Board ensures supreme product quality. This has resulted, 
among other benefits, in a 20 times price premium for Blue Mountain Coffee, when compared to 
global average coffee prices in the International Coffee Organisation. As he saw it, the biggest 
constraint to developing exports of roasted coffee was supply capability; he pointed out: “we 
cannot even supply our green bean requirements for roasting. It takes 160,000 lbs of green beans 
to produce 10,000 lbs of roasted coffee and, as such, value added exporting requires  
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significant increases in green bean production.” 
 
Since redesigning the brand eight years ago, Mr Findlator said his company had opened almost all 
Caribbean coffee markets including onshore tourism capitals and cruise ship centres. In recapping 
a previous point, he indicated that the only market access barriers were various hidden taxes such 
as port charges etc. which together added 20-22% to the landed price. However, because Blue 
Mountain Coffee sales are not price elastic, they do not absorb the taxes. 
 
Similarly to Red Stripe, JABLUM is seeking “hungry” distributors who are willing to invest in the 
brand and are also resident in the export market. Mr. Findlator indicated that in the USA, the 
company launched their Ice Coffee, a liquid coffee drink, and was trying to internationalize the 
brand. They are using the Ice Coffee to expose the JABLUM brand to mainstream consumers 
whom they are aiming to convert to roasted coffee drinkers. JABLUM has purposefully stayed 
away from the “Starbucks” type distribution model, Mr Findlator explained, because they felt taking 
this approach would diminish the premium brand appeal. 
 
He disclosed that JABLUM had completely retooled the green bean side of the operations and was 
looking to complete retooling roasting operations by September. He disclosed that 90% of 
JABLUM’s coffee was being exported to Japan as green beans. However, JABLUM’s objective is 
to have roasted coffee accounting for 50% of exports. Speaking of trade barriers in non US 
markets, he said the Japanese market had strict requirements related to pesticide residues. 
However, in Korea and China, it was mainly tariff escalation, but because of the luxury price, 
again, they did not absorb these tax costs.  
 
Other market access challenges included labeling requirements which mandate the company to 
have mandarin on the labeling for entry into China. JABLUM appointed a distributor in China in 
2005 along with the Coffee Mill as they were also interested in tapping into the over 100 million 
person middle and upper income Chinese market. To address his labeling challenge, Mr Findlator 
disclosed that all labeling approvals were sought at one time to minimize costs. 
 
In the summing up the session, the following recommendations were endorsed by the participants: 

1) Expedited negotiation of a more stable agreement which locks in market access benefits 
into North America; 

2) Focus on sub-national regulatory agencies such as the LCBO in discussions with Canada; 
3) Expediting the removal of restrictions in maritime and port services (including customs 

broker services) across CARICOM; 
4) Focusing on facilitating business friendly labeling requirements in all trade negotiations; 
5) Seeking to bind hidden taxes (other duties and charges) in the export market and facilitate 

their speedy removal;  
6) Both business testimonials seemed supportive of initiating discussions with Asian 

countries. 
 
At the Belize TPD held May 2007, Luis Salazar, (Marketing Manager- Citrus Products Belize Ltd.) 
revealed plans to penetrate the Central American and Japanese markets. However, the main 
future market will be CARICOM.A new company (Beverages Caribbean Limited) has been created 
to penetrate the CARICOM market.  
 
Alberto Young (Grace Kennedy) revealed that they exported 30 to 40 40-ft containers to Jamaica 
annually and were looking at the Dominican Republic and Peru to export 85 containers annually. 
He revealed that it took three days to process export documents and this had the effect of  
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retarding export growth.  
 
Various recommendations were proposed. 

1) Developing a national linkage programme which could include joint ventures for cottage 
industries aligned to major growth sectors such as tourism. Beltraide revealed that a MIS 
system was about to be launched that would provide almost real time information 
concerning prices and supply of agricultural products; 

2) Establishing a closer working relationship between technocrats and business. It was 
revealed that a Trade Monitoring Unit could be rejuvenated and funding sought for this; 

3) Including employers more in trade fora; 
4) Orienting incentives towards compliance with WTO provisions covering R&D, rural 

development, innovation, HRD etc;  
5) Increasing available resources to permit more testing of agricultural products. 

 
At the Suriname TPD held in June 2007, Mr. Danny Lo Fo Sang, the Vice President of the 
Suriname Trade & Industry Association, indicated that trade was vital for Suriname’s survival. In 
this regard, he proposed that the government develop a clear policy on how far it will go in 
liberalizing the economy and spell out the requirements for effective global integration of value 
chains. He also encouraged the promotion of innovation and capacity building for trade support 
institutions.  
 
Mr. Roy Smits, CEO of Leadership Development Ltd, remarked that development was not just the 
government’s business, but everyone’s business. He indicated that services firms were growing, 
but there were certain problems which needed to be addressed, including low labour productivity, if 
Suriname were to be competitive. He remarked that globalization was an opportunity for Suriname 
to improve living standards through wealth creation and attracting global resources. He however 
gave the example of a deal between the Suriname broadcasting commission and a firm from 
Delaware to indicate that the US was not respecting Suriname’s legal system. That, he said, could 
be a barrier to the conclusion of various international business transactions including franchising 
and intellectual property rights. 
 
Mr. Errol Mannes, Managing Director of Suriname American Industries Ltd (SAIL), wanted fishing 
to be treated as a critical component of trade agreements. He said that ultimately, trade 
agreements must deal with oil costs, a critical issue for the fishing industry. He revealed that 
Suriname’s fish/shrimp industry was mainly made up of small firms that exported to Japan. The 
industry directly employs 7,500 persons and another 30,000 persons indirectly. In demonstrating 
the impact of oil costs on the industry, he stated that each boat used 60,000 litres of oil for each 
trip with one boat making on average five trips per year. Hence, oil costs represented the main 
production cost for the fishing industry. To handle the rising oil costs, Mannes said his company 
had to cut his staff from 350 to 100 persons, introduce ISO and HACCP standards and increase 
local sales. He recommended that the CRNM should work with the necessary agencies to 
conclude fishing agreements with Venezuela for oil at 50% of world prices. He also recommended 
fishing agreements with the EU and North America. He submitted a formal paper representing his 
company’s position.  
 
At the St. Vincent and the Grenadines TPD held in July 2006, leading businessman Mr. Ken 
Boyea gave a business testimonial in which he noted that country’s private sector was small and 
splintered in its approach to policy advocacy. He further stated that shipping costs and high utility 
rates retarded regional export growth. He indicated that the lack of deep capital markets had 
resulted in high interest rates  



Page 7 of 8 

 
compared to trading partners. This made goods and services exports uncompetitive in the export 
market, and represented a fundamental barrier to market development.  He stated that a positive 
export experience in plastic bottles was partly because the local firm had invested in generating its 
own electricity to avoid the public energy cost. Mr. Boyea also indicated that the labour pool was 
inadequate to compete globally. 
 
Ms. Vera-Ann Brereton, a tourism consultant, noted the local tourism industry had been globally 
competitive for years. However, she observed developed countries were intensifying the way in 
which they competed for tourism business, including using cruise ships to compete with onshore 
tourism operators such as hotels. She indicated that the days when attractions could be profitable 
without any further development were over and even the best natural attractions now needed 
additional investments in fire safety, first aid stations, etc, to attract any meaningful excursions 
from serious tour operators. She indicated that the absence of minimum industry standards was 
probably the biggest industry retardation factor. She stated that air transport remained critical, and 
its underdevelopment continued to retard the local industry’s growth globally. She stated that 
specific issues such as pricing, routing and charter flights were priority issues to be addressed if 
tourism were to be globally competitive and able to benefit from negotiations. Ms. Bretton further 
indicated that the SVG tourism product could be further enhanced by making linkages to the 
manufacturing sector, through merchandising “Vincymas” and other popular events. She noted 
that SVG would not be able to address the trade deficit without linkages. She also encouraged the 
development of a tourism master plan. 
 
At the Grenada TPD held July 2006 Mr. Chris de Riggs indicated that the Grenada Chamber of 
Commerce, of which he is executive director, was in the process of drafting a National Export 
Strategy (NES) which was to be submitted to Cabinet in August for approval. 
 
Mr. Dennis Noel, CEO of Noelville Ltd, mentioned a general problem with raw material supply in 
the agro processing industry. He noted that the total nutmeg yield had virtually ceased, declining 
from around 13 million lbs per annum to under 1 million lbs. He recommended, however, that 
research should be done on propagating those nutmeg trees with the highest levels of actives as 
currently, the Philippines was exporting nutmeg with higher levels of actives than Grenada, and 
represents a major threat to Grenada.  He also indicated that for greater export penetration, issues 
such as inadequate intra-CARICOM shipping lines needed to be addressed as it was more 
expensive to ship internally within CARICOM than to North America. He also commented that 
currently, more priority was being placed on securing transportation for tourists than for moving 
export freight around the region. 
 
With regard to his flagship pain-relieving product, NUTMED, he indicated that the product was 
registered with the US Food and Drug Administration (FDA), but more assistance was required 
with opening the door to procurement officers for major distributors in the USA. He opined that 
more vertical integration R&D was needed into value added uses for the island’s major 
commodities. He provided an example of nutmeg butter which he stated was being thrown away 
when it had an alternative use in cosmetology. He indicated that nutmeg butter was a superior 
alternative to cocoa butter in skin care. By dumping it, Grenada was throwing away significant 
foreign exchange annually, he said. Mr. Noel also stated that the crushed nutmeg shell  has been 
used as an exfoliator in the skin care industry and could replace cornmeal which is imported using 
foreign exchange  
 
Mr. Christopher De Allie, General Manager of Sissons Paints (Grenada) Ltd, stated that his 
company was part of a CARICOM transnational Corporation (TNC), with R&D operations in 
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Trinidad and Tobago. The company exports to Belize, Antigua, and Suriname and plans to grow 
exports by 25% in five years.  Mr. De Allie viewed language and shipping as two main constraints 
to export development as the costs of translation services had significantly inflated operations 
costs. He also stated that his resource persons were being hassled when moving across the 
region in normal business operations. He stated that even where the firm planned to invest in the 
export market to avoid some of the export red tape, then investment red tape becomes significant. 
He stated that to minimize costs, the R&D operations had been centralized in T&T. He also stated 
that in some cases, trade documents took long to be cleared and it was his belief that trade 
documents were being discriminatorily processed. 
 
He stated that standards were another trade obstacle as there were varying standards for paint 
and varnishes in the region. In this regard, he was coordinating with regional standards bureaus to 
create one regional standard for paints. He further stated that the private sector needed 
negotiating skills as well as skills to deal with export contracts. He indicated that currently, exports 
were 20% of the company’s sales. 
 
Dr. Angus Friday, CEO of Glen-elg Spring Water, stated that capacity was a major challenge for 
his company. He indicated that Glen-elg was an 11 year old company with sales growing by over 
30%. However, sales were mainly to the domestic market. He indicated that the company is 
currently exporting to the US Virgin Islands, Barbados, and the Grenadines. He claimed the 
product was superior to other regional water products as his spring water was filtered through 
volcanic rock material and not simply filtered tap water. He added that the company had developed 
through technical assistance from the OECS and the EU and was embarking on major automation 
for competitiveness. Finance was needed for branding as well. He stated that export finance was 
critical but trade finance from the East Caribbean Central Bank was very bureaucratic. In his 
attempt to attract US$20,000 in venture capital financing, he said he had created a VC firm 
specifically for funding R&D activities. 

Conclusion: Participants in the CRNM’s outreach activities have raised clusters of issues 
including brand management, shipping/logistics, trade/development financing (including export 
insurance), predictable market access, trade with Asia, customs/trade facilitation, business 
facilitation (e.g. one-stop shop for investment), labeling and health requirements, 
innovation/modernization and energy costs. It is clear from these issues clusters that there is more 
importance placed on the internal business constraints (i.e. those which regional governments 
have to address) than on those offshore business constraints (those which can be directly 
addressed by trade negotiations). However, a parallel track has to be developed to address the 
critical internal issues while trade negotiations continue, and probably intensify in the near future 
with a number of critical trade pacts, needing modernization to meet the world trade standards of 
reciprocity etc. 

As usual, we welcome your feedback. Write to us at privatesector@crnm.org. 
 

 


