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Area of Focus 
 
Fashion Designers, a Beauty Product Manufacturer, a Glamour/Fashion Magazine 
Publisher & a Beauty Pageant Organiser are members of this panel. They no doubt have 
strong views on their areas of business, so I will focus on modelling, television, fashion 
events and creative industry development, areas in which we are currently engaged on a 
significant regional basis. 
 
Background 
 
Our background at Pulse, which I founded 25 years ago, come January, is in 
entertainment, fashion & beauty and the creative industries generally. I think this a good 
starting point as it frames our focus and experience and enables a better understanding of 
our views. 
 
Pulse has done pioneering work in a number of these industries in the Caribbean region, 
especially in modelling and event organisation and production and has been involved in 
almost every aspect of entertainment. 
 

- Music -  record production, artiste management, concert promotion, national 
award shows 

- Beauty – Jamaica preliminary to Miss Universe 
- Fashion – design & manufacturing, fashion shows, Caribbean Fashionweek 
- Modelling -  model agency, Caribbean Model Search, international representation 
- Television – live shows televised,  tv reality show – Search For the Caribbean’s 

Next Supermodel, shows produced for tv - Caribbean Fashion Weekly, etc 
- Publishing – various books and magazines 
- Properties – Caribbean Fashion Centre, New Kingston & Villa Ronai Resort - 

now being developed as a Destination Spa and an entertainment retreat driven by 
fashion & glamour personalities and other celebrities from around the world. 

- Development – formation of capital, Stock Exchange listing, grant & venture 
funding, training & research. Creative industry marketing, promotion and 
awareness development. Pulse will relist on the Jamaica Stock Exchange by the 
end of 2004 and hopes to effect cross-listings in Trinidad and Barbados by 2007   
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Trade Issues/Barriers 
 
Creative Industries & Comparative Advantage In Trade 
 
The creative industries are generally blessed with an ability to move product across 
geographical barriers with little difficulty. This of course does not apply to already 
manufactured goods, but to intellectual property and resultant creations which can be 
produced almost anywhere, with the creator earning royalties or other licensing fees from 
ownership of copyright. 
 
A computer, the Internet, tape, satellite link, CD, or similar device, is all that is required 
to move music, books, TV shows, movies, etc., from one corner of the globe to the next. 
As creative entrepreneurs, these industrialists in this age have created the means of 
instant mass marketing and sales through new technologies and the economies of the 
world are now dominated by intellectual property owners. This is a major advantage of 
creative industries and clearly the way to go.  
 
Non-Tariff Barriers 
 
The greatest barriers to the trade in products from the Caribbean’s creative industries are 
of a non-tariff nature. From a practical standpoint, these are related to the need to provide 
a final product that will gain favour in the international market place. Here concerns will 
be about quality (not so much of creativity, but of manufacture), packaging, pricing, 
marketing, distribution, budgets, lack of market information, insufficient contacts, etc. 
 
What Does This Mean For The Caribbean? 
 
Given the nature of our products and their ‘exportability’, the creative industries provide 
a vast opportunity for Caribbean businesses to penetrate a huge global market. As a 
region it is incumbent on us to pursue business models that allow us to take advantage of 
these prospects intra-regionally and globally.  
 
Small entrepreneurs (which most of us are initially), are unlikely to be able to take full 
advantage of these opportunities at the start of their business cycles, but should start by 
taking small practical steps in the direction in which they want to go and as they progress, 
increase the size and sophistication of their business activities. 
 
Manufacturers  
 
Manufacturers, who also own the copyright, or who have acquired licenses, to the 
products they manufacture, should reconsider traditional export in favour of production in 
territories where product is actually sold, if this is feasible.  
 
Where it is not, advantage should first be taken of markets that allow free access, or 
minimal barriers to trade. The region creates unique products which are in demand in 
several countries around the world. 
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Thereafter, barriers to the trade in already manufactured goods, would have to be 
addressed, where they exist, by exporter qualification, negotiation or other means. 
 
CSME 
 
Strategic planning should involve preparation to take advantage of the Caribbean Single 
Market. This immediately provides access to customers representing several multiples of 
current domestic markets. These consumers are generally similar to our domestic 
customers which provides for an easier understanding of their needs.  
 
Barriers to Trade 
 
Pulse - A look at my areas of focus outlined above (Modelling, Television & Fashion 
Events), demonstrate no major barriers to trade, except one. This relates to the movement 
of persons (talent) in the post 9/11 world and the increased visa restrictions, especially for 
persons from the developing world. 
 
Fashion Designers, Beauty Product Manufacturers - I am certain that our fashion 
designers and beauty product manufacturers will have other restrictions to trade on which 
they will no doubt elaborate – country of origin, duties, other tariffs, freight, certification, 
customs, quotas, standards, etc. These issues do not affect us directly in our areas of 
operation, although our fashion designers, whose success is critical to Pulse projects such 
as Caribbean Fashionweek, will have concerns that must be addressed. 
 
The Pulse Experience 
 
Modelling 
 
Models discovered and developed by Pulse are introduced to the international 
marketplace by the ‘mother agency’ system, which operates in all the major markets of 
the world. Under this system, models from an agency in one country are represented by 
an agency in another country in order to obtain work in the second market. There is a 
commission split between both agencies. This in essence becomes a joint venture 
between Pulse and the second agency. One model can have several agencies, each in a 
different market. 
 
Black models often experience ‘quota’ problems in white markets, where agents ‘already 
have’ a model who ‘looks just like you’. Despite this however, the greatest barrier to 
‘trade’ in this industry is the movement of ‘new faces’ between the developed countries, 
especially the United States and Britain, in a post 9/11 world. Established models have it 
somewhat easier, as they have the credibility and performance record necessary to obtain 
work visas, but newly established quotas and tight visa screening has made it extremely 
difficult for new models to obtain tourist visas (just to visit agencies) and even more 
difficult for them to obtain work visas, when actually signed by agencies. 
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We intend to open negotiations with these countries with a view to ameliorating this 
problem, with the support and assistance of our Ministries of Industry and Foreign Trade. 
 
Television 
 
Fashion, being as visually compelling as it is, is a key attraction for television. Fashion 
Television is the greatest example of this. Pulse events (CFW) are not only broadcast by 
Pulse internationally, but, through Fashion TV, are seen in over 150 countries. This year 
Fashion TV produced 4 features from CFW including 2 on Pulse Models. 
 
No major ‘official’ trade barriers exist, in our experience. However ‘cultural’ and 
unofficial ‘quota’ barriers are often raised in certain markets by broadcasters, despite the 
interest of their public in seeing our Caribbean programming. There are also ‘broadcast 
quality’ issues.  
 
One way forward, while developing superior ‘market friendly’ programming, is to 
broadcast to the Caribbean Diaspora around the world, especially in markets such as the 
UK, the US and Canada. As the programming gains viewership and sophistication, it 
strengthens the case for mainstream television broadcast. At the end of the day, all 
businesses are most concerned with revenue, profit and competitiveness. 
 
Live Events 
 
Pulse events are largely staged in Jamaica and, to a lesser extent, the wider Caribbean. 
This reduces the need to contend with cross-border issues. 
 
The better way to export is to make these events more and more ‘for television’. That 
way they potentially reach many multiples of their ‘best case’ live audience. The issues 
then become television issues as outlined above. 
 
Creative Industry Development 
 
Changing the way people think as a function of cultural orientation, is one of the greatest 
challenges that one can undertake.  For the past 25 years, Pulse and myself, have been 
honoured to contribute, in partnership with many industry partners, to a campaign aimed 
at establishing Caribbean creative industries as serious business. Also, we have sought to 
have them understood as key contributors to economic development by regional 
Governments (especially Jamaica’s), in particular, as well as the wider business 
community and the public, generally. 
 
This campaign has been waged through such national initiatives as The Entertainment 
Development Enterprise of Jamaica, The National Industrial Policy of Jamaica, The 
Jamaica Entertainment Board and myriad associations within and across industries, 
countries and communities. Various lobbies to Tourism, Industry, Finance and Education 
Ministries, among others, seeking recognition, incentives, funding and support have been 
unrelenting. Joined by like-minded individuals and organisations inside and outside of 
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Government such as Jampro in Jamaica, CBS and Tidco in Trinidad and the BIDC in 
Barbados as well as funding agencies from the European Union, among others, through 
media and otherwise, we have sold these industries as the way forward, or at least, a way 
forward.  
 
Although we still have a long way to go, today we are seeing the fruits of these many 
years of hard work. The creative industries are probably the fastest growing across the 
Caribbean region as a whole. They represent opportunities for thousands of small 
entrepreneurs with only an idea and the will to make it happen, thereby creating the 
potential to be globally successful within a relatively short time frame.  
 
This workshop is proof of this development and another step in the right direction. It is 
indeed gratifying and I am happy to play a small part in it. 
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