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In my address, I will begin by telling you a bit about Sacha, and more specifically about the strategies 
we have employed to open doors in foreign markets. I hope that by sharing our experiences, I will 
be able to enlighten you as to what obstacles we all encounter and what can be done to overcome 
them. 
 
Sacha Cosmetics began operations 25 years ago. Today, Sacha is the dominant brand of cosmetics in 
the local market. It is also distributed in 23 other countries. In Puerto Rico, Sacha is sold to Wal-
Mart, the world’s largest retailer.  
 
Sacha was the Official Cosmetics of the Miss Universe Pageant and the first non-American brand to 
be the Official Cosmetics of a Miss USA Pageant. 
 
At Sacha, we have long recognized that Caricom is a very small market with very limited growth 
prospects. We knew that the time would come when we would outgrow this market and began 
developing strategies that would allow us to spread our wings.  
 
Once we began to look outside the region however, we realized that we had a serious problem. Most 
people in these countries know very little about T&T and some know nothing at all. This is very, 
very frustrating. If Sacha was made in America, distributors would be all over us because we have a 
very good product. But, we can’t blame them when they are not interested since, really, who would 
want to carry a brand from a country they had never heard of 
before?  
 
This is why, every time I address a forum such as this, I keep asking the powers that be, to do 
whatever is necessary to help us build a positive country brand. How can we, for instance, brand 
ourselves as the land of calypso when most people in the world people have never heard of Trinidad 
and Tobago? How can you ever hope to achieve first world status when most people in the world 
have never heard of you?  
 
Recently, I went to the Far East and everyone new of Jamaica and almost nothing of Trinidad. This 
is because Jamaica promotes its music and its country. Every time Air Jamaica takes off, the airline 
promotes Jamaica. Here we are pumping all this money propping up an airline called “BWIA West 
Indies Airways”. This is madness. What are we doing to build a country brand? The time to do it is 
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now, because if we don’t, then we will be allowing others to brand us. This is dangerous. We 
certainly don’t want to be branded as something scary as “the kidnapping capital of the world”. But 
that is what could happen if we allow our country’s branding to emerge naturally.  
 
Building a positive brand starts with brand awareness. Why is our airline not named Trinidad 
Airways, or Air Trinidad? This is huge publicity. I advocate that be aim to be known worldwide as 
“the land of calypso” because music is powerful branding since it is universal. But this won’t happen 
by accident. We have to take a structured approach.  
 
This is why for years I have been crying out for the erection of a Calypso Hall of Fame to promote 
our local music and honor our heroes. This is how you build a brand. Today, we have lost pan. 
Tomorrow we will lose calypso. Already we see that in the US, there are now soca awards. Calypso is 
on its way out and nobody is lifting a finger to stop its demise. All we hear is talk, talk and more talk.  
 
Since trade liberalization, our non-oil, manufacturing sector has been in continual decline. Over the 
past few years we have seen international products, that were produced locally by companies like 
Lever Bros. and Nestle, now being imported. This is jobs lost. In the cosmetics industry, it is now 
cheaper to pay the duty and import TCB hair relaxer from the US, than to manufacture it locally. 
More jobs lost. 
 
We have to accept the fact that we are a small country. Manufacturers in countries like the US will 
always enjoy economies of scale and will always have that advantage on us. However, even though 
they have this huge advantage over us, when they begin to feel the pinch, their government jumps in 
gives them the support they need. 
 
Recently, the US government announced $76.5 billion in tax breaks to give relief to “its battered 
manufacturing sector”. Isn’t our manufacturing sector battered also? While we are ten times more 
battered, was there any measure in the budget to level the playing field for local manufacturers? Are 
we going to wait until the horse has bolted? 
 
Another obstacle we all face in our own market is the fact that we are local. Too many of our people 
prefer to support foreign garbage, rather than excellent local brands. When you go up the islands, 
people congratulate our manufacturers on their very high standards. It is only in Trinidad, people 
don’t appreciate this. 
 
Every manufacturer, musician, designer, artist and cultural performer in this country suffers because 
of this mentality. You go to Venezuela and every woman wants to wear a Carolina Hererra outfit 
because Carolina Hererra is Venezuelan designer. You go to Jamaica and all you hear is Reggae 
music. 
 
You go to the Dominican Republic and the clothing in demand is by their famous designer, Oscar 
de la Renta. What about Meiling, Peter Elias and Heather Jones? These are world-class designers too 
but they suffer from this banana republic mentality.  
 
What the Government ought to do is to launch an aggressive advertising and marketing campaign 
locally, to promote local products, local music, etc. You will build the economy, create jobs and 
preserve foreign exchange. Unless we get serious, build a country brand, and support our local 
manufacturers, artistes, masmen and designers, the year 2020 will come and we will be worse off 
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than we are today.  
 
We sometimes forget that oil and gas are depletable resources, the prices of which are determined by 
external forces. We can never achieve first world status if we continue to be dependent on resources 
of which we are price takers. We have to diversify the economy so that we will move forward on a 
sound footing, socially, culturally and economically. It is then and only then will we be truly 
independent and on our way to become first world.  At Sacha, we employ 150 people. We 
manufacture locally, add value and earn foreign exchange. If Sacha was made in America we would 
be making a fortune. All we would have to do is import the brand, hire two sales people, advertise 
the fact that we are “foreign”, and we have a booming business.  
 
I would have thought that we would be the type of manufacturing entity worth encouraging and 
indeed promoting. A few years ago, manufacturers had in place an export allowance to help us 
defray the costs of developing extra-Caricom markets. 
 
With one fell swoop, the export allowance disappeared. The explanation was that it was a 
requirement of the FTAA. However, while we are busy playing nice guy and complying, almost none 
else is. Try exporting to any Latin country and you will see the number of non-tariff barriers they 
have in place to block our exports. In Venezuela, we have to pay to register every simple shade of 
lipstick, nail polish, etc. We had to get health registration, trademark registration, distributor 
registration and a host of other things put in place, before we are allowed to ship a single product. 
 
Apart from the tremendous cost, this process could take years, and every time you enquire, it’s 
always manana. By the time you do get approval, styles have changed and you have to start over the 
process of getting these new colors approved. While these Latin countries put up all sorts non-tariff 
barriers, effectively making the FTAA a sham, their manufacturers can simply hop on a plane, come 
to Trinidad, take orders, and start shipping the next day. Now, is this a level playing field? Before we 
even think of lobbying for the FTAA headquarters, these are issues that desperately need to be 
addressed.  
  
In any event, to me the FTAA is nothing more than a sham. If you follow the US elections you will 
get the distinct impression that there is nothing really called “globalization”. There is only  
“Americanization”. If the FTAA is good for America, then it moves forward. If it is not, it simply 
won’t come off the ground. 
 
These, my friends, are some of the obstacles we all have to face. I sincerely apologize for coming off 
so cynical. But, while we are busy twiddling our thumbs, our manufacturing sector is disappearing. If 
we do not seriously take stock it will be only a matter of time before we become a nation of traders. 
 
At the end of the day however, you cannot sit by, waiting for Government assistance or support. We 
have been there, done that. You have to go out there and promote your business as best as you can, 
and take control of your own destiny. We at Sacha have resigned ourselves to the philosophy that 
life deals you a hand and you have to play that hand. We accept the fact that everything we achieve, 
would have to flow from the sweat of our brows. 
 
For us, remaining a purely local or regional brand has never been an option. You see, from the 
inception we have had this vision of building the Caribbean’s first ever truly global brand. We have 
visions of a brand that would compete worldwide, head to head, with the American mega brands. 
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To us therefore, Caricom is little more than a stepping-stone into the global market. 
 
The first step in building a global brand is to build global brand awareness. To do so, we undertook 
the expenditure to become the Official Cosmetics of the Miss Universe and Miss USA Pageants. 
While costly, our association with these international pageants have given us enormous credibility 
and brand recognition. 
 
While this did help us move forward, the fact that we were an unknown brand from an unknown 
country, continued to haunt us. We needed to do much more. What were our options? We certainly 
could not afford to undertake a massive television and magazine advertising campaign, since it 
would have cost several millions of dollars a year, which we did not have. I started Sacha with 
$5,000. We therefore had to devise innovative strategies that would help us 
build this brand awareness.  
  
Over the years, we had successfully developed cutting-edge products that worked because we have 
always recognized that people buy benefits, not features. For example, when women buy cosmetics, 
what are they really buying? They are really buying hope. They hope to look more beautiful. So our 
philosophy at Sacha is, we do not make cosmetics. We make women look beautiful.  
 
Because of this unwavering focus we saw the desperate need to develop a line of foundations that 
would look natural on any skin tone. You see, foundation is like the primer the artist uses to coat the 
canvas. Get it wrong and you can never create a beautiful work of art. Get foundation wrong and 
women could end up looking like a Christmas tree. 
 
For years, darker women wearing the foreign brands of foundation would look two-toned as if they 
were wearing a mask. The darker the skin tone, the worst they looked. We knew that if we could re-
invent foundations, we would have succeeded in making all women look naturally more beautiful. 
 
After years of painstaking research we finally succeeded in developing a line of foundations that 
matches today’s diverse skin tones more perfectly than any other brand. After extensive testing, we 
were thrilled that it even looked natural on the most difficult darker tones. 
 
This was eight years ago. The first beauty contestant to wear our new foundations was Margot 
Bourgeois who was adjudged 2nd runner up in the 1997 Miss Universe Pageant. The next year, we 
did all the makeup for Wendy Fitzwilliam, Miss Universe 1998. The next year, as the Official 
Cosmetics of the Miss Universe Pageant, we also did the makeup for Miss Botswana, who was 
crowned Miss Universe 1999.  
  
In fact over the past eight years, the mighty USA, has had six Miss Universe finalists. T&T has had 
four, and we closely worked closely with all of them.  
 
The question you may ask is, why did other foundation manufacturers not work as hard in 
addressing this obvious problem? Well, this is what I describe as intellectual laziness. They were all 
too busy making incremental changes to their formulas, so that they could market them as being 
“new and improved”. We on the other hand went back to the drawing board and reinvented how 
foundations are made. 
 
Incrementalism is the enemy of innovation. In today’s world, you simply can’t improve your way to 
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success. Constant improvement in pursuit of perfection is admirable. But if you are focusing on 
continual improvement, you are not focusing on reinventing.  
 
To be successful you not only have to have the best quality, you have to have innovative products 
that differentiate you from the competition. At the end of the day you can’t market quality. If you 
don’t have the best quality in the world you are not even in the game. We therefore view quality as 
the price to get into the market, and focus all our efforts on marketing, branding and positioning.  
 
When you are satisfied that you have superior quality then you devise a superior strategy to 
differentiate your offering from the competition in as many ways as possible. This is the key. You 
have think outside the box, creating products, services and strategies that are almost revolutionary.  
 
The revolutionary platform we focused on to build global brand awareness was the Internet.  Unlike 
the big guns, with deep pockets, who could afford mass advertising, we saw the Internet as the ideal 
vehicle for us to build global brand awareness on a shoestring.  
 
We first built our website in 1998, long before the dot com crash. I felt so confident that this was 
the correct approach that I personally committed myself to working with our web designers to 
create a world-class site. At the time however, I barely knew how to turn on the computer. So, I had 
to literally re-invent myself to lead this charge.   
 
Today, www.sachacosmetics.com is one of the most powerful cosmetics sites on the Net attracting 
3,000 visitors a day. The site is professionally designed, loads quickly, is easy to navigate and ranks 
impressively in the search engines. Search for “cosmetics” on the #1 search engine Google and you 
get 18 million results. Our website is ranked #6 in the world, ahead of multi-million dollar brands 
such as Revlon, Maybelline, L’Oreal, Estee Lauder and Avon.  
 
Maintaining our high position in the search engines is a constant battle with these mega companies 
fighting us all the time. The good thing is, they can’t buy a higher position. They have to earn it. 
They may have all the money in the world, but we have the commitment, determination and 
brainpower to deal with them. That’s the beauty of the Net. It allows you to swim with the sharks, 
without being eaten alive. 
 
Presently, we get over one million visitors a year to our website. With a single ad in Cosmopolitan 
costing U$100,000, you can well imagine how much global branding we get for free, on the Net. A 
good website is your company’s best advertisement. 
 
When we approached Wal-Mart in Puerto Rico for a meeting to show them our brand, it was like 
pulling teeth. Remember, Wal-Mart is not only the largest retailer in the world, it is the largest 
corporation in the world. It is usually impossible for the owners of a new brand to get a meeting 
with them, when they already carry all the major brands.  
 
Undaunted, we invited them to visit our website and see if they like what they saw. If they didn’t 
then there would be no need to waste each other’s time. They did and our website made a powerful 
first impression. This is important because you never get a second chance to make a first impression. 
Right there and then, because of our amazing website, to them, we were not a Trinidad company, 
but a global player, operating on the cutting edge of technology.  
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When Wal-Mart saw that our site ranks right up there with all the big guns in the search engines it 
bowled them over. They were especially impressed when they saw that we are also the #1 ranked 
site for “Latin Cosmetics”. We got the meeting, and this gave us the opportunity to show them our 
exquisite colors and to demonstrate how beautifully our natural-looking foundations looked on 
Latin skin. They were totally impressed and immediately decided to move out another brand and 
gave us four feet of premium wall space, alongside the top US brands.  
 
At the end of the day, the proof of the pudding is in the eating. You could dazzle your way onto the 
market, but you had better perform of you will soon get tossed out the door. Today, after three 
years on the market in Puerto Rico, Sacha is easily Wal-Mart’s fastest growing brand of cosmetics. 
Some of their outlets now report that Sacha is their fastest selling brand. Now that we are a 
successful Wal-Mart brand in Puerto Rico, we now have a toe in the door with Wal-Mart USA. 
Doors are also opening up for us with other retailers who simply want to follow the leader. 
 
The point here is, without a powerful web presence, there was no way in the world we would have 
even gotten a meeting with Wal-Mart far less been presented with the opportunities we have today. 
Sacha Cosmetics was also the first regional company to build an online store and sell its products 
online. On the Net, we sell Sacha at five times our local prices and the customers pay the shipping. 
Since we also make money of the shipping, this is very profitable business for us. However, the 
global brand exposure we get, is far more important to us. The Sacha name is slowly but surely 
becoming a recognized brand in beauty circles all over the world. Each week, we get scores of 
enquiries from distributors worldwide, searching the Net for new brands. By them finding us, rather 
than us making country visits to look for them, it saves us a lot of money. Last year we established 
nine new country distributors, seven of whom found us on the search engines.  
 
In today’s world therefore, if you are serious about building a successful business, you have to think 
globally and you have to play the cards you are dealt with. If the powers that be decide to lend a 
helping hand, then halleluiah. In the meantime, you have to take your destiny in your own hands. 
Look at a map of the world. We are a dot. The Internet allows you to seamlessly cross-global 
borders, giving you access to markets, worldwide.   
  
Before I close, I would like to say how happy I was to be asked to make a contribution to this 
seminar and workshop. It is definitely a step in the right direction. However, from my experience, 
the biggest problem we have in this country, is not taking decisions but implementing them. We 
could have the best ideas in the world, but we would all be wasting our time, if we do not put them 
into effect. We live in exciting times, full of hope and opportunity. I trust that the experiences I have 
shared with you have given you food for thought.  
  
The paradigms of today are far different than the ones we grew up with. In the past, we could make 
excuses such as “it takes money to make money”. Today, it takes commitment, desire and 
knowledge. I therefore urge you to think big, think global and embrace technology and you too can 
be a global player no matter what business you are in.  
 
I thank you.
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