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‘Made 1n Jamaica’ brand reaches new heights

Boasting an enviable reputation for music and
sporting success, Jamaica 1s diversifying

iven a favourable climate and fertile
soil, Jamaica is undoubtedly an ideal
location for agricultural and/or agri-
business-related investment.

Home to several micro-climates thanks to its di-
verse topography, the island has huge potential for
cash crops such as sugar, tropical fruit — bananas
and citrus products — coffee, and vegetables.

Give the country’s proximity to key export mar-
kets — around 500m people live within a four-hour
flight radius — speed to market is one of the sector’s
key competitive advantages.

According to the government, there are around
516,000 acres of arable land, with the terrain alre-
ady used to grown premium Jamaican crops such
as the famous Blue Mountain Coffee that is sold in
countries including the UK.

With the country determined to become self-suffi-
cient in many fresh products — millions of tourists
place heavy demands on the food supply chain —
investment opportunities are abundant.

The government is determined to diversify its agri-

JAMAIGAN PRIDE

DRINK

QO
R I G H T “ REDSTRIPEJAMAICA 18 YEARS AND OLDER ENJOY RED STRIPE RESPONSIBLY

cultural portfolio with the help of local and interna-
tional investors with strategic products that include
rice, yam, turmeric, potatoes, pineapple, onion, gin-
ger, and honey.

To reduce the national food import bill and satisfy
export demand for fine Jamaican produce, ministers
have implemented innovative ideas that aim to sa-
tisfy the growing appetite for Jamaican produce.

These include the development of eight agro-parks
where agricultural land and associated infrastructu-
re can be leased to farmers and/or investors, who
will be responsible for working capital and output.

The agro-park initiative aims to modernise Jamai-
ca’s agricultural sector, improve competitiveness
and efficiency, while at the same time creating jobs
and boosting export earnings.

Sowing the seeds for robust growth
Supporting these drive for self-sufficiency are a ran-
ge of firms involved in the food supply chain, inclu-
ding Technological Solutions Limited (TSL).

The company provides guidance in trade-related
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Salada Foods Jamaica Ltd.

technical requirements, and specialises in food safe-
ty, quality assurance, auditing, production systems
design and implementation.

TSL also supplies plant and facility layout and
design, new product development, profit improve-
ment, trouble-shooting and consulting services.

André Gordon, TSL Managing Director, says: “My
belief when forming TSL was Jamaica needed world
class technical services that would support the agri-
cultural and productive sectors development.

“TSL is the only 100% private entity that focuses
almost exclusively on the application of science and
technology. Our current area of focus is manufactu-
ring, agriculture, agribusiness, importing, distribu-
tion and hospitality.

“We have helped a number of international brands
to set up operations in the Caribbean ,and have pro-
vided them with food safety and quality support
and analytical services.”

The senior executive sees plenty of scope for Briti-
sh companies and investors to make decent returns
on investment through mutually-beneficial projects.

“There is a massive opportunity for UK investors
interested in making good money to set up farming
operations that can meet all agriculture best practi-
ces and ship goods into the UK market,” he explains.

“The growth of our exports to the UK and Europe
has been far below the expectations as, historically,
most of the companies have not been compliant with
the high standards required, now this has changed.”

A national icon currently celebrating its 100th an-
niversary, Red Stripe is the dominant player in the
local beer market and a popular choice among inter-
national drinkers — particularly the large Jamaican
diaspora in the UK and elsewhere.

Part of the huge Heineken family for the past three
years, Red Stripe varieties are sold in bottles and
cans, or on tap, with the brand proud of its rich is-
land heritage.

Sold in dozens of countries, exports have become
a key focus with the beverage set to enter new mar-
kets as part of an aggressive growth plan. Indeed, in
the past couple of years, Red Stripe has debuted in
lucrative markets like Australia, Brazil, and Mexico.

“We really want to explode our exports as part of
our strategy,” confirms Red Stripe Managing Direc-
tor, Ricardo Nuncio.

“The brand has been named one of the four brands
owned by Heineken that they really want to promo-

www.saladafoodsja.com

te globally; we are one of 280 brands owned by the
group across the world. It's a great opportunity.
“We are very proud to return the brand to its au-
thenticity and its roots, before it was a Jamaican
style larger, now it is brewed in Jamaica and we are
trying to promote the Jamaican brand globally.
“What we have tried to do is bring the values of
Heineken to the brand, we have a great vision at Hei-
neken which is to wow the world with our brands.”

National pride in every drop

Mr Nuncio acknowledges the hard work that lies
ahead to ensure Red Stripe is the national pride
that connects with every Jamaican to help them feel
proud of their country and to see the possibilities of
what they and Jamaica can achieve.

“There are a lot of stereotypes of what Jamaica
stands for,” he adds, “but what we want at Red Stri-
pe is to show people what Jamaica really stands for.

“It’s such a vibrant culture, it’s a culture about not
giving up, it’s a culture about possibilities, it's a sma-
Ilisland that is punching well above its weight.”

Turning to the country’s macroeconomic pros-
pects, the senior executive believes higher living
standards and greater disposable incomes bode well
for his company, and many others on the island.

“The economy is on the right track, if we look at
inflation it’s one of the lowest it has been in history,
the Jamaican dollar is much more stable. Unemploy-
ment is going down and we are seeing GDP growth
so the conditions are looking good here.

“Despite leading the sector we see immense poten-
tial here for further growth domestically, when you
look at per capita consumption of beer we are the
lowest in the region.”

Switching his focus to UK operations and poten-
tially elsewhere in Europe, he adds: “Red Stripe is
produced under license in the UK, and our operating
company oversees the licensed production there.

“Here in Jamaica we are in charge of overseeing the
brand globally, and are trying to drive our unique
message and brand positioning to allow for consis-
tency across our operations, which will enable fur-
ther international expansion.

“We are looking to see whether we can start produ-
cing in Europe, in Amsterdam actually. We are very
close to being able to produce it there, however you
must be able to offer a very competitive cost to allow
for the brand to travel across the world.”
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Digital revolution creates thriving BPO climate

Many of the world’s largest BPO operators have
established extensive operations in Jamaica

ubstantial public and private sector in-
vestment in Information and Communi-
cations Technology (ICT) infrastructure
has provided Jamaica with the ideal di-
gital backbone to host technology-based industries
that utilise state-of-the-art hardware and software.

Since the turn of the millennium, the island has
strived to achieve its target of becoming a highly
competitive destination for many of the world’s lea-
ding players in the fast-growing and lucrative Busi-
ness Process Outsourcing (BPO) sector.

More than 25,000 people are employed in the
industry, with BPO operations contributing around
$400m to GDP and utilising four underwater fibre
cables that connect Jamaica to the rest of the world.

The government hopes that over the next decade,
a further 75,000 jobs will be created in the sector,
with its key competitive advantages its proximity to
the US and its English language skills.

“The BPO sector has been doing very well, but we
want it to go further,” states Andrew Wheatley, Mi-
nister of Science, Energy and Technology. “We are

looking for it to move away form the traditional call
centre services so that it can offer more for our ter-
tiary level graduates. It is critical that we bring out
other high-level functions so that we can find oppor-
tunities for our graduates.”

That view is echoed by Diane Edwards, President
of JAMPRO, who notes how key BPO players like
Contax360 and Ibex are investing huge sums and
creating thousands of jobs.

The latter recently announced major investment
in new waterfront regional headquarters that will
feature its state-of-the-art training centre and re-
cruitment hub.

Innovating Jamaica’s BPO scene

Such investment underlines just how much ICT and
BPO are thriving in Jamaica as the success of existing
operations entices rivals to establish operations.

As the largest English-speaking island in the Ca-
ribbean, Jamaica has become the region’s leading
contact centre location with over 30 ICT/BPO com-
panies operating there.

' Leverage our experience
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to grow your business
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make informed business decisions.
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Among the multitude, one homegrown company
— Contax360 — stands out. Smaller than some and
therefore able to offer a more tailored approach to
clients, it is pushing innovative techniques to beco-
me a leader in the competitive field and is already
a major provider of nearshore and blended delivery
services, offering clients resources from the US and
Jamaica.

Jacqueline Sutherland, who founded Contax360
in 2007, says: “Compared to the bigger players, we
are more of a boutique operation, but we have the
distinct advantage over them of knowing the culture
and the needs of the staff, and what motivates them.

a lot of opportunities for Jamaica to do other things
within the sector and this is something that here
at Contax360 we could manage,” as the company
gears up for more growth.

BPO heavyweights continue to flourish
Industry majors like Alorica, Teleperformance, Vis-
taprint, Hinduja Global Solutions (HGS) and Su-
therland Global Services (SGS) continue to invest in
the fast-growing sector.

“Jamaica has also consistently demonstrated the
capacity to provide high quality service in the areas
of customer care, finance and accounting, human

We are able to offer clients a dedicated one-
| on-one experience where they are
our primary focus.

“We are able to offer clients a dedicated one-on-
one experience where they are our primary focus,
whereas some of the larger entities sort of get lost.”

The rationale for founding the company was to
contribute something to the development of Jamai-
ca and to show faith in the country’s economy at a
time when others were leaving.

Cultural affinity worth weight in gold
Jamaica’s ICT/BPO offering is very different to that
of the Philippines or India, which each have around
one million people employed in the sector compared
to some 25,000 on the Caribbean island.

However, as the best nearshore option for the US,
Jamaica gains an advantage over these countries
and it also has a lot of cultural affinity with the UK,
which improves the customer experience as the
mindset and culture is closer.

Contax360 makes a point of treating each custo-
mer as a partner and has grown to employ over 900
agents serving blue chip clients in multiple indus-
tries.

“One of the historic and original players in the sec-
tor, it is looking to offer higher-valued services like
legal process outsourcing to the UK market, again
favoured by the good relationship between the UK
and Jamaica.

However, Ms Sutherland says that “there are still

Jacqueline Sutherland, CEO, Contax360

resource outsourcing (HRO), receivables manage-
ment, technical helpdesk support, outhound sales
and lead generation,” Ms Edwards notes.

“We are the nearshore option for the US and we
have a lot of cultural affinity with them so people
can call them and have a better customer experience.

“They can talk to a Caribbean person who unders-
tands their objective, their mindset and their cultu-
re, rather than someone around 13 hours’ time diffe-
rence away who is not aware of their cultural habits.

According to JAMPRO, Jamaica will attract a grea-
ter range of BPO services as the country moves to
leverage the growing range of applicable skills.

These include the provision of voice-driven servi-
ces, Knowledge Process Outsourcing (KPO), softwa-
re development, testing and maintenance, and Legal
Process Outsourcing (LPO).

“Higher up the value chain, notable annual in-
creases in professional degrees such as law, medical
sciences, computer science and engineering provide
the perfect landscape to tap into KPO,” Ms Edwards
highlights.

“The increased graduate output from computing,
informatics and engineering programmes comple-
ments the various public-private partnership (PPP)
initiatives to advance Jamaica as a knowledge socie-
ty through the promotion of software coding and
development.”

biz.info@tsltech.com | www.tsltech.com
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World leader 1n creating female executives

Jamaica boasts the highest proportion of female
managers not only in the region, but in the world,
with nearly two thirds of all managers women

erhaps an unusual, but certainly welcome,

feature of many successful Jamaican bu-

sinesses is that women, rather than men,

hold many of the top positions at private
sector enterprises, and are prominent in the public
sector as well.

According to the International Labour Organiza-
tion (ILO), Jamaica has one of the highest proportions
of women managers globally, with the amount of wo-
men in senior and middle management positions far
higher than two decades ago.

Among the dozens of companies listed on the Ja-
maica Stock Exchange, women are board directors at
one in every five firms. In addition, Jamaica has the
highest proportion of women managers not only in

the region, but in the world, with nearly two thirds of

all managers female.

An good example of this positive workplace equa-
lity trend is Contax360 CEO, Jacqueline Sutherland,
a Jamaican entrepreneur who spent her professional
career working at Fortune 500 companies in the US
before returning home.

Just over a decade ago, she launched Contax360
with the goal of delivering cutting-edge contact cen-
tre services while maintaining a hands-on partnering
approach with each client.

Under her watch, Contax360 has grown from a
small firm to a leading player in its field, with its focus

on gender equality meaning around nine out of ten of

the company’s employees are women.

“High quality standards throughout every level of

our organisation allow us to fulfill the needs of our
clients by delivering exceptional service and solutions
that positively impact their bottom line,” Ms Suther-
land states.

Coffee company has recipe for success
Meanwhile, a woman is also in charge of the largest co-
ffee processing company in Jamaica and operator of the
only soluble coffee processing plant in the Caribbean:
Salada Foods Jamaica Ltd.

The company is the driving force behind the famous
Jamaica Mountain Peak brand of coffees and instant
teas and its range of products can be found in homes,
cafes, shops, and restaurants across the island and wi-
der region.

Already the leading instant coffee brand in the coun-
try, Jamaica Mountain Peak is now looking to team up
with foreign partners to take its range of beverages into
new markets, particularly those with a large diaspora.

“We are seeing millennials looking to consume a wi-

der variety of coffee products so there is huge potential
for Jamaican coffee internationally,” says Salada Foods
General Manager, Dianna Blake-Bennett.

“Salada is the only instant coffee producing plant in
the English speaking Caribbean, so we see great poten-
tial in not only exporting our products but also part-
nerships and packaging for other people.

“We have a very strong Jamaican brand we have
been in the coffee business since 1958 and we are one
of the first companies to be listed on the main Jamai-
can Stock exchange since 1969, so we are a 50-year-old
company that has managed to survive the scrutiny of
international competition.”

“Our Jamaican Mountain Peak brand is renown
amongst Jamaicans, most Jamaicans would grow up
only drinking our Mountain Peak Coffee. We see great
potential in exporting our Mountain Peak Instant co-
ffee to tap into the large diaspora in the UK.

“Our focus for 2018 is really on the UK market, we
see immense potential with our products there so this
will be the plan for 2018.

“We would love to establish further partnerships in
the UK for us to establish a distribution partnership.
Brexit gives us a great opportunity to reaffirm our rela-
tionship with the UK, we see this as a great opportuni-
ty for Jamaica to establish a better trading relationship
without EU restrictions.

“There are great opportunities for our business and
we really have a serious strategic objective over the
next seven years to really grow our exports to represent
30% of our sales revenue.

“Jamaicans are the most diverse set of people in the
world; in nearly every country you'll find at leas one
Jamaican, thus the diaspora potential is huge.”

Cosmetics industry has global appeal
Investment opportunities can be found throughout
Jamaica’s expanding economy, as illustrated by the
export potential for health and beauty products, par-
ticularly those containing castor oil.

In 2017, JAMPRO revealed it plans to help compa-
nies take advantage of growing international demand
for natural cosmetics, especially ones that are organic
or are chemical free.

“Jamaica is known for rum, fresh produce, sauces
and other food related products,” commented JAM-
PRO President, Diane Edwards, during an industry
eventin London last summer.

“From my perspective, it is essential for Jamaica to
diversify our non-traditional exports to not only boost
the economy, but to boost ‘Brand Jamaica’ overseas.

“With the use of e-commerce and targeted marke-
ting, the sky is the limit for these [cosmetics and hair
product] manufacturers, especially as they focus on
using natural and organic raw materials to create their
products.

“We believe that this mission and others that we
have planned for the year will help these companies
and this industry to make a dent in international mar-
Kkets.”

Other sectors highlighted by JAMPRO as ripe for in-
vestment and expansion, include Jamaica’s renewable
energy resources.

Openings are available in the wind, biomass, hydro
and solar energy sectors, with the government eager
to reduce dependence on imported fossil fuels and, in

the long term, transition into an independent energy
producer.

The government pledge to meet the country’s ener-
gy resource potential is being advanced by the Natio-
nal Energy Policy, Vision 2030 — Jamaica’s Natio-
nal Development Plan, and the National Renewable
Energy Policy.

According to JAMPRO, the National Renewable
Energy Policy outlines a progressive timeline for the
diversification of the energy supply, which will see the
portion of renewables in the energy mix jump to 20%
by 2030.

“The country is advanced in the development of re-
newable energy, surpassing a number of its Caribbean
neighbours,” JAMPRO adds.
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Cultural and natural
treasures sparkle

A record 4.3m tourists enjoyed the paradise
1sland in 2017, making it a regional hotspot

lessed with pristine beaches, a year-round

sunny climate, great hospitality, famous

nightlife, and a rich culture and heritage,

Jamaica has always been one of the most
popular holiday destinations in the Caribbean for vi-
sitors from the UK and other countries.

Visitors can choose from a wide range of daytime
and nocturnal activities, including water sports, golf,
trekking, outdoor excursions, while for those secking
a more leisurely pace, there are many shopping cen-
tres and restaurants offering local and foreign cuisine.

A record 4.3m people visited Jamaica in 2017, of
which around 220,000 people came from the UK,
with those figures expected to grow again in 2018 as
international airlines launch new routes, and more
cruise liners add the island to their itineraries.

Jamaica’s Tourism Minister, Edmund Bartlett, be-
lieves the fast-growing industry can be a catalyst for
economic growth and a key factor in the transforma-
tion of communities through FDT in the sector and
spending by foreign visitors.

“We have seen a 36% increase in visitor arrivals over
the last two decades, with the revenue increase at rou-
ghly 45%,” he says. “Tourism’s impact on GDP has
significantly grown to now account for 8.4%.

“Today, one in five working Jamaicans are emplo-
yed in tourism, 106,000 are directly employed, with
the rest in related industries and services; around
300,000 jobs in total.

“Our people are the most hospitable, friendly and
responsive people. This stems from a wonderful
combination of cultures and ethnicities. We are a re-
flection of everyone else in the world, our food and
cuisine, music — you name it.

“Everyone feels welcome here as we have become a
fusion destination. This means we have a phenome-
nal level of repeat business — 42% of visitors return,
probably the highest figure in the region.

“This plays a huge amount into our growth, as one
out of every two visitors have been here before. More
than this, there is a strong inter-generational linkage
which drives strong word of mouth recognition.”

He continues: “We have looked at the experiential
factors that have driven the increase in European vi-
sitors. Near the top of the list is romance - which has
led to a 40% increase in the UK market alone.

“Food is the number reason for all international vi-
sits. 88% of global experience is driven by food and as-
sociated experiences. Then there is music, obviously
we have Reggae. The UK is the cradle of management
for Caribbean, and particularly Jamaican, music. This
is where our music got its first international platform.
“The diaspora is 10% of our market. As such, we are
looking to drive a greater sense of nostalgia, to drive a
greater sense of curiosity in the third and fourth gene-
ration of the Jamaican diaspora so that they want to
learn more about their roots.”

Minister Bartlett is eager to attract more interna-
tional operators to Jamaica, with many leading ho-
tel chains already present on the island, but with an
additional 20,000 rooms planned to open by 2030,
opportunities in the sector are plentiful.

“Investment facilitation is an essential pillar in dri-
ving FDL” he continues. “We believe it should be easy
for people to do business in our country, although
this is not just about regulations and legislation.

“Our fiscal arrangements allow for straightforward
investment. We have a friendly fiscal environment
that allows the repatriation of profits. We represent
a pristine opportunity for investment in tourism. We
have a product in tourism that is second to none.”

Car rental market moves into fast lane
As the Jamaican economy has moved up through the
gears in recent years, so the demand for rental cars
from business and leisure travellers has accelerated
and created new opportunities for investors.

A leading player in the increasingly competitive
market, AVIS Rent A Car has more than three deca-
des of experience in the industry, with its Jamaican
operations established in 2004.

The firm boasts five locations on the island, inclu-
ding vehicle rental operations at both international
airports, and modern offices in key business hubs.
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Terra Nova All-Suite Hotel.

In the past few years, the group has boosted reve-
nues by more than 20% annually, with heavy invest-
ment in their fleet paying dividends as the brand
goes from strength to strength.

“What is important for us as a company is that
we have a very good quality control, the AVIS bu-
siness is AVIS everywhere, no matter where you are
renting a car, the business needs to be the same so
the AVIS customer can expect the same top quali-
ty service no matter where they are,” explains AVIS
Managing Director, Michael DaCosta.

“Over the last decade, Jamaica has constructed
new roads so it’s easy to move around from city to
city here and that is one of the best features for tou-
rists coming to Jamaica.

“Many times a tourist comes to Jamaica and they
have a problem like a flat tyre, so many Jamaicans
would offer help which is the kind of assistance the-
se people wouldn’t get in their own country and this
typifies the Jamaican persona.

“The repeat clientele we have is just awesome and

this is testament to the positive experiences tourists
have had in Jamaica, nearly one out of every two
people who visit Jamaica will come back, they love
the experience that much.
“To people considering visiting Jamaica 1 would
say to them have no fear, Jamaica is one of the best
places they could choose to visit and until they come
they would never know.

“Tourism is the main driver of the economy and
has so much room for even more growth, despite
performing so well over recent years. This is a sector
that will really change the country.”

Competition in the car rental sector has grown in
line with the significant rise in tourist numbers as lo-
cal and international players seek to take advantage
of the business openings.

“We respect all of our competitors like Island Cars
and ATL Motors’ recent partnership with Enterprise
as they are both formidable forces within the indus-
try,” Mr DaCosta adds.

“Despite this intense competition, there is enough
business in Jamaica for everybody, we are not scared
of any competitor ,or new entry to the market becau-
se we will continue what we are doing in exceeding
our customers’ expectations across the board.”

The largest car rental provider in Jamaica, Island
Car Rentals is a wholly-owned local company that
boasts more than 40 years of industry experience
and serves customers in Kingston and Montego Bay.

From an inauspicious start with around a dozen ve-
hicles in April 1973, the ambitious firm’s operations
have grown to a fleet of more than 1,000 late-model
vehicles, including minivans, light commercial vehi-

www.terranovajamaica.com

cles, small SUVs Jluxury sedans and SUVs., meaning
there is something to suit every driver.

Named “Jamaica’s Leading Car Rental Company”
several times by judges of the World Travel Awards
(WTA), Island Car Rentals has also driven away with
the accolade of “The Caribbean’s Leading Indepen-
dent Car Rental Company”.

Commenting on his company’s excellent track re-
cord and growth prospects, Island Car Rentals” ma-
naging director, Michael Campbell, says: “The secret
Lo our success is we don’t match our clients” expecta-
tions, we exceed them. We operate with no surprises,
we offer what we say, when we say and our customers
appreciate that.”

Despite increasing competition from multi-national
rivals, the senior executive notes growing demand for
customised tours, day trips and VIP chauffeur servi-
ces from international visitors, and is excited about
the opportunities increasing visitor numbers create.

“What we have seen in recent years since the Ja-
maican economy has turned around, there is this ex-
citement in the marketplace its incredible,” he adds.
“There is still so much room for expansion here in the
Jamaican market; the potential is unbelievable.”

Luxury hotel offers outstanding service
Set to celebrate its 60th anniversary in 2019, the Te-
rra Nova All Suite Hotel in the heart of Kingston’s bu-
siness district blends eye-catching European opulence
with contemporary sophistication and comfort.

The luxury hotel thoroughly embraces old world
Caribbean charm and hospitality while striving to
deliver personalised service and the modern ameni-
ties sought by today’s travellers of discerning taste.

The award-winning Terra Nova All Suite Hotel
offers a majestic backdrop for the perfect vacation or
business trip, with guests invited to discover decades
of unparalleled service and exceptional cuisine.

“We have the innate ability to read peoples needs
before they know what they are, as a boutique hotel
we have created a unique family environment that is
very hard to replicate,” says Christelle Harris, Direc-
tor of the Terra Nova All Suite Hotel.

“We have created a homely atmosphere, which is
down to the touch of the family and the relationship
we have with our staff and our ability to communica-
te that to the customer.

“There are beautiful places to visit across the world,
but what I often hear that reinforces what I believe is
our people make the experience completely different.

“Our people are absolutely authentic, a lot of people
have this preconceived opinion of Jamaica, but this is
misrepresented, the average Jamaican is so warm, so
welcoming and so appreciative you came here.”



