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Foreword 
This assessment of Barbados’s creative and cultural industries is many years in the making, building 
as it does on other efforts to understand the size, scope, impacts, and needs of the sector. 

While this report highlights several prior initiatives, including 2010’s National Cultural Policy and 
2016’s formation of the Barbados Cultural Industries Development Authority [BCIDA], since it is not 
intended to be an historical critique, it’s enough to note that through the years, faced with major 
global transformations, Barbados has searched for the right mix of public support to stimulate 
private initiative and investment, empower creative workers, and grow its creative economy. 

In 2006, for example, Invest Barbados was formed with several goals in mind, including identifying 
and attracting foreign investment in the form of money, people, ideas, knowledge, technology, 
and/or expertise to enhance the Barbados Brand in indigenous services and creative enterprise. 

It was during the early build-out of Invest Barbados that we discovered a radical digital and 
creative cluster called DigitalCity that was disrupting ‘business as usual’ in northeast England. Built 
from the ground up by this report’s lead overseas consultant Mr Mark Elliott, under his tenure, 
DigitalCity won more than £60m in private and public investments for the Tees Valley even as it 
gained wide recognition as one of Europe’s most successful enterprise projects. 

What’s most compelling about DigitalCity is that it didn’t enjoy the advantages that flow from 
creative hotbeds like London. Tees Valley at the time was much less sophisticated, hamstrung by 
multiple social, economic, and political constraints in a largely underdeveloped part of the UK. 

Yet, the principles and techniques Mark’s team applied at DigitalCity Business have universal 
appeal: the pursuit of excellence; realism about the situation being confronted; getting things right 
at the start; highly ambitious goals tempered with practical business-by-business, person-by-person 
solutions; and embedding a culture of continuous improvement. 

So back in 2008, the idea was to invite Mark, with his global knowledge, entrepreneurial networks, 
ideas, and expertise, to partner with us to develop targeted solutions that would grow Barbados’s 
creative economy, value our local culture, leverage local talent and experience, positively 
transform local conditions, and fulfil local aspirations to engage successfully with the world. 

We believed then, as we believe now, that many of DigitalCity’s core principles and techniques 
can be applied in Barbados with a high expectation of success.  As such, this report’s findings and 
the process used to uncover them reflect a fusion of the global and local designed to honour the 
best of Barbadian culture, talent, and traditions while leveraging the creative imagination and 
energy of global best practice in its most relevant forms. 

While it is tempting for small open economies like Barbados either to look wholly inward for fear of 
surrendering what is unique about our nation-brand, or to look wholly outward shaped by the 
vestiges of colonial rule, this report seeks to bridge the divide by distilling what is most valuable 
about both approaches into a map that takes the creative and cultural sector forward.  The 
ultimate goal is to spur the kind of economic growth that creates a sustainable future for Barbados. 

A special thank-you to Mark and the other member of our consultant team, Dr Allyson Leacock, 
former head of the National Cultural Foundation, for the energy and enthusiasm they have poured 
into the project. BCIDA and the Ministry of Culture, Sports and Youth also are to be commended for 
their commitment to finding models that work for Barbados’ creative and cultural stakeholders, 
many of whom are already ‘doing it for themselves’ in unique and remarkable ways. We certainly 
owe the members of the creative community a debt of gratitude for their tremendous response to 
this mapping process, and look forward to our nation navigating an exciting course into the future. 

Annalee C. Babb, PhD 
Lead Local Consultant 
Founding & Former CEO, Invest Barbados 
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Executive Summary 
The mapping work carried out during the early part of 2017 shows Barbados has a strong and 
vibrant creative and cultural sector, which, while now largely ‘under the radar’, has the potential to 
become a key sector contributing significantly to the national economy and society.  

There is a sense of confidence across the creative and cultural sector as a whole. Far more people 
and businesses believe they’ll be expanding over the next few years than don’t.  There is also real, 
palpable ambition in terms of markets: whatever their level now – hyper-local, local, regional, 
international or world – people want to enlarge their markets and are determined to do so – and, if 
necessary, to learn how to do so. The sector clearly believes it can become one capable of 
performing on the world stage. 

While island living and the distance it can create might sometimes skew people’s appreciation of 
their real skills and talents, it is refreshing to discover that by and large this is not the case in 
Barbados. There is also a good understanding of the need to develop business skills as much as 
creative ones – people are keenly aware of what they can do, and what they need to achieve. 
There are already businesses and practitioners who are undoubtedly international – and in some 
cases world-class – and have the potential to act as exemplars for the sector as a whole. 

Currently, we estimate the creative and cultural industries represent approximately 1.2% of GDP – 
with the potential to grow significantly over the next few years. The UK makes an interesting 
comparison: widely regarded as one of the world’s creative powerhouses, its comparable figures 
indicate the UK’s creative and cultural industries contribute 2.9% of GDP1. 

We hold that the current economic importance of the creative and cultural industries justifies 
Government investment significantly exceeding current levels. But that is only the start of the 
matter: while the sector has huge commercial potential, this represents only one of the many 
dividends the sector can deliver for Barbados. These other dividends relate to areas such as health 
and wellbeing, social cohesiveness and national identity, learning, place and innovation – as well 
as improved overall economic performance. The creative and cultural industries hold the key to 
the future of the nation.  

Barbados has much to play for. 

But there is much to be done if Barbados is to realise its potential.  Our work reveals areas in which 
there are significant barriers to growth and success. With expectations of growth, buildings will be 
needed. The talent pool needs to be enlarged. The business-academia interface needs to be fully 
optimised. And the sector’s leadership, networking and support need to be rationalised and 
coordinated.  

These themes are far from unique to Barbados – they occur worldwide – but we found that for 
many of them there are already initiatives and ideas on the ground that have the potential to 
deliver powerful solutions if developed further with appropriate resource. Established artistes are 
already coaching younger generations – often below the radar. Co-located spaces are already 
developing – and those developing them are learning important, early lessons. Pop-up galleries are 
indeed popping up and proving very successful. There is a deep groundswell of opinion – and 
thought – going into what it means to be Bajan, and how that can be utilised to benefit the nation. 
There is a huge number of highly innovative development ideas for activities that could play a 
major part in the overall growth of the cluster – many of them excellent, imminently practical, and 
ready to fly. And, in our opinion, there are people that can step up and form a coherent, powerful 
lead function.  

But many of the problems – the things that are really holding back the success of the sector – exist 
at national, government and agency levels, have developed over time, and have not been 
addressed for – in some cases – far too long. 

So much so that it is not hyperbole to say very large parts if not all of the creative and cultural 
sector – practitioners, businesses, teams and individuals – have lost both faith and trust in key 

                                                        
1 There is a large ICT, software and computer services subsector included in the official statistics for the UK’s creative and 
cultural industries.  That subsector is not included here.  If it were, the number would be 5.2% of GDP.  See also page 31. 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  6 

institutions, and in their capacity to effect positive outcomes. The reasons for this extend to flawed 
policy strategies and legislation; organisations that pay lip service to the creative and cultural 
industries, but little else; organisations [often the same ones] that would, in an economic sense, 
prefer to reap before they’ve even sowed; organisations that do not play on an even field; an 
ever-increasingly difficult economic environment, often made worse by the very measures taken 
by those organisations to ‘improve’ it. 

There are also deep concerns within the sector about other areas we had not expected to be 
drawn into. They became powerful ‘emerging themes’ in the work and include cultural renewal 
and education, national attitudes to both the creative and cultural industries and 
entrepreneurship, and in a more general sense, an increasingly difficult ease-of-doing-business 
environment.  

These things need to be fixed. They have to be fixed. And by fixing them for the creative and 
cultural industries, the nation as a whole will benefit because these are things that don’t just affect 
that particular sector. 

A fair wind favours all boats. 

And it is our belief that things can be fixed. 

All it takes is will – the will to make a difference, to get things right, to make the effort, to play a 
hand, and to play that hand fairly. 

In that regard, everyone we spoke to in the creative and cultural industries is determined to play 
their part. 

It is time for Government, its agencies and its players to rise to the occasion. 
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Glossary 
BCIDA  Barbados Cultural Industries Development Authority 

BCSI   Barbados Coalition of Service Industries 

BIDC  Barbados Investment and Development Corporation 

BYBT  Barbados Youth Business Trust 

CARIFESTA  The Caribbean Festival of Arts, a multicultural event held every few 
years to showcase the art, music, food, folklore, theatre, dance, and 
overall artistic expression of the Caribbean and Latin America. 

Barbados is hosting CARIFESTA XIII from August 17-27, 2017, under the 
theme “Asserting Our Culture, Celebrating Ourselves”. 

Chatham House Rule  The Chatham House Rule is a method for debates and discussions 
named for Chatham House, London, headquarters of the UK Royal 
Institute of International Affairs, where the rule originated in June 1927. 

Under the Chatham House Rule, anyone who attends a meeting may 
use information from the discussion, but is not allowed to reveal who 
made any comment. It is intended to promote openness of discussion. 

All aspects of our survey, focus groups, one-on-one interviews and 
meetings with Government and its agencies are understood to have 
been held under this rule. At no point in this report shall we – unless 
expressly permitted by that source – reveal the source of a comment.  

We will however indicate on occasion the general direction an insight 
came from – for example, from a pre-eminent and highly experienced 
practitioner, or a senior executive at a support agency, and only if it is 
important to do so for the sake of clarity and context. 

Cluster    A business cluster is a geographic collection of linked businesses, 
suppliers, and partner institutions in a particular field. Experts believe 
clusters increase members’ productivity and competitiveness. 

The term business cluster originated in Michael Porter’s The 
Competitive Advantage of Nations [1990]. However, the idea of 
clusters goes back much farther in the real world: quarters in towns 
and cities concentrating on certain trades [the gun quarter, the 
jewellery quarter] have a history stretching back hundreds of years. 

Creative and cultural 
industries, sector, area 
etc. 

 The generic term to describe the aggregated activities and disciplines 
that fall under the ‘creative’ and ‘cultural’ banner. The actual term 
used in the report will vary from place to place – for example, creative 
and cultural industries at one point and creative and cultural sector at 
another – but unless indicated, there is no significance in this other 
than to avoid repetitiveness. 

See below for a full exploration of the terms, and how they’re seen by 
those in the creative and cultural industries.  

Creative and cultural 
practitioner, worker, 
individual, business 
etc. 

 Again, a generic term, this time to describe the people working in the 
creative and cultural sector. The actual term used varies from place to 
place throughout the report. 
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GDP  Gross Domestic Product. 

GVA plus taxes on products, minus subsidies on products.  

There are different ways to calculate GVA and GDP. We used a very 
simple, standard model to do this. For full details see Appendix 2. 

GVA  Gross Value Added. 

GVA is important because it measures the contribution to an 
economy, sector, or region made by an individual producer, industry 
or sector. It is the dollar value of goods and services produced, less 
the cost of all inputs and raw materials directly attributable to that 
production. 

There are different ways to calculate GVA and GDP. We used a very 
simple, standard model to do this. For full details see Appendix 2. 

Local Economic 
Impact 

 Local Economic Impact is related to both GVA and GDP, but instead 
of creating large-scale national numbers, focuses instead on assessing 
the impact of businesses and jobs at more local ‘on the street’ levels. 

See Appendix 3 for a fuller explanation and calculations. 

NCF  National Cultural Foundation 

NDPB  Non-Departmental Public Body: in the UK, an NDPB is a classification 
applied to organisations that carry out government policy, but are 
positioned at arms length from government. They are not central to 
any government department, though ministers are ultimately 
responsible to Parliament for the activities of the public bodies 
financed by their departments.  

In the context of this report, examples include the Arts Council, 
England, and Creative Scotland, which are linked to the UK 
Government and the Scottish Government respectively. Both are 
known as Executive NDPBs because they deliver a particular public 
service and are overseen by a board rather than ministers. Ministers 
confirm key appointments following the Code of Practice of 
the Commissioner for Public Appointments.  The NDPBs set their own 
strategies, employ their own staff, and are allocated their own 
budgets. 

SBA  Small Business Association 

SME  Small or Medium sized Enterprise  
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Part One: introductions, 
context, definitions and 
Creative Truth to Power 
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Introduction and acknowledgements 
The Government of Barbados and the various agencies representing artists of all disciplines, cultural 
workers in every area and commercial creative businesses of all sizes have become increasingly 
aware that the creative and cultural sector is growing in importance across the world, both of itself 
and as the heart of the ‘creative economy’ – an economy that thrives because it’s being driven by 
new thoughts, insights and innovation that get turned into good for society in countless ways.  

So, in January 2017, Dr Annalee C. Babb – an independent international consultant based in 
Barbados – was tasked by BCIDA with establishing a clear picture of Barbados’s creative and 
cultural industries and practitioners – from the largest, most high-profile business to the sole traders, 
artists, practitioners and producers who are so very important to the mix.  She invited Mr Mark Elliott 
– a UK-based creative practitioner and economic development strategist – to partner with her on 
this important mapping exercise.  Together, they asked Dr Allyson Leacock – former head of 
Barbados’s National Cultural Foundation – to join them on the journey.  

This comprehensive report is the culmination of more than six months’ work. It charts the findings of 
a creative and cultural industries’ sector mapping exercise for Barbados, including conclusions and 
key recommendations – easily navigated using the detailed table of contents. 

Briefing and methodology 
The study was conducted in line with the tender proposal submitted in response to a call issued by 
BCIDA, and followed the methodology described in that tender proposal. Details of the project 
brief and methodology used can be found in the Appendix 4. 

In sum, the team went through a number of stages to gather data and information, analyse it, and 
further develop its context before presenting the findings here, drawing conclusions and making 
recommendations. 

To fully understand Barbados’s creative and cultural industries, we adopted a staged process - 

1 Baseline survey: we designed and created a survey to gather baseline information and 
attitudes across a range of topics. The survey was available both online and on paper. 

2 Preliminary analysis: a ‘straight line’ reading of individual findings in the survey told us the raw 
facts about Barbados’s creative industries. These are important, but the real value in the raw 
facts starts to get extracted in the - 

3 Cross-correlation and context exercise: working across the individual results, correlating data 
[for example between the maturity of each creative business and turnover / revenue trends] 
revealed deeper characteristics of the sector, key strengths, weaknesses, issues and 
opportunities. And it also indicated important emerging overriding themes. 

4 Focus groups and one-on-one interviews: these gave us the opportunity to further examine 
the survey findings and resulting emerging themes. These focus groups and one-on-one 
interviews were in-depth, thorough, and because they were held, in effect, under Chatham 
House rules, extremely revealing, adding huge robustness and rich detail. 

5 Government and agency meetings: at the same time as conducting focus groups and one-
on-one sessions, we met with Government Ministers, support agencies and their staff, and 
other organisations in the public realm. 

6 Global perspectives: as and when necessary, we added global perspectives which gave us 
further robustness and rich detail to fully round out the developed insight. 

7 Draft report: the draft report was written, and then circulated to key members of the creative 
and cultural industries for comment. The reaction was overwhelmingly positive. 
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Response rates, robustness and credibility 

The wisdom of the crowd 
We were determined that the report would be full, comprehensive, and take into account the 
views and understandings of every party involved in the creative and cultural industries, from the 
creative and cultural practitioners and businesses themselves, through the Government Ministers, 
officials and policy makers who shape so much of what happens in the nation, to the support 
agencies that have a vital role to play.  

In this, numbers matter. A few responses to an online survey, a dozen or so people at focus groups, 
and the odd Minister or two would not have cut it. We needed genuine take-up and engagement 
from all. 

And we got it. 

Baseline survey response rate 
We received a tremendous response rate. It not only pleasantly surprised us but also defied all 
expectations. 

Response rates vary according to a number of factors, particularly in regard to the type of survey 
developed. According to leading survey sites, surveys you distribute internally [i.e. to employees] 
generally have a much higher response rate than those distributed to external audiences [i.e. 
customers]. Internal surveys will generally receive a 30-40% response rate [or more] on average, 
compared to an average 10-15% response rate for external surveys2. This means that a database 
the size of BCIDA’s, once streamlined, might have been expected to elicit between 30 and 45 
responses. 

The different motivation levels of these two target audiences have a lot to do with the big swing in 
response rates. A survey to employees is likely well targeted and they probably have good reasons 
to fill it out [because the business should be making decisions based on their responses]. The same is 
rarely true of external surveys, even to well-segmented groups of customers, as they won’t often 
reach just the right type of respondents. And no matter what incentive is chosen, it won’t appeal to 
everyone who receives the survey. Other factors that can hinder high response rates include the 
length of the survey, and a very wide-ranging target grouping. As a result, external surveys can be 
regarded as a success if they elicit a 10-15% response rate – but can also fall below 2% when the 
respondent population is less-targeted, when contact information is unreliable, or where there is less 
incentive or little motivation to respond. 

Given that our survey fell within the external category and, with more than 50 questions, was very 
long, it might seem we were asking for trouble.  And we very quickly came to realise this would only 
be exacerbated by what emerged as a healthy level of scepticism from people in the creative 
and cultural area, given this was a Government-sponsored initiative3.  

But we believed with the right messaging and the right format, we had a chance to push the 
envelope. We made a long survey as easy to take part in as possible, explained that it was long 
because we wanted to build as genuinely accurate a picture of the sector as possible, and asked 
people to take part, and get others to take part, because it was a chance to put incontrovertible 
data and messages to the powers that be [more on this later]. This approach worked. 

We received 150 responses to the online survey. This represents a response rate of 50% against the 
assembled, streamlined database. This is undoubtedly an extraordinarily good response rate for this 
kind of survey. 

                                                        
2 https://www.surveygizmo.com/survey-blog/survey-response-rates/. 
3 Technically it is BCIDA managing the mapping project – but as we were to find out, BCIDA and the Government are, to 
many people’s eye, one and the same. 
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Focus groups and one-on-one interviews  
We undertook six focus group sessions and a number of one-on-ones with creative and cultural 
practitioners, representative bodies, and businesses in May 2017.  

More than 70 people took part in the focus groups. That number, had it been for the online survey, 
would have represented a very good return of 23%. That it represents people who gave up large 
parts of their day, unpaid, proves they care about the creative and cultural life of the island, are 
deeply committed to its healthy future direction, and are prepared to engage. 

We also worked with more than ten prominent, highly successful practitioners and industry 
professionals in one-on-one sessions that added a level of deep understanding and context. Again, 
that they were prepared to engage, despite there being ‘little in it for themselves’, speaks 
extremely well of the commitment to the creative and cultural life of the nation. 

Government and agency meetings  
We met with both Government, and government agencies including BCIDA, BIDC, NCF, and the 
specially formed CARIFESTA XIII Secretariat, as well as business support organisations like the BCSI, 
SBA, and BYBT. Four ministries – including three Ministers of Government and a Parliamentary 
Secretary – were also gracious in the time they gave and the opinions they freely shared.  

As a result of the unprecedented response to the survey, focus groups and meetings, we can 
confidently state that the numbers, views and opinions drawn from the work we have undertaken 
are as robust as it is possible for them to be at this stage. The findings here are solid and firmly 
based – and should not be ignored. 

Baseline survey observations 
The foundation of this report is the online survey. As has been noted, the response was extremely 
high, giving us good grounds to be confident about the findings that emerge. This is particularly 
because of the way we constructed the survey.  A few clarification notes will help to explain the 
approach we adopted that produced this unprecedented response. 

We knew that with such a wide range of people in the creative and cultural area, ranging from 
individual practitioners to large companies, at all stages of career or business maturity, across all 
the varied art and creative forms, it would be impossible to design an in-depth survey in which 
every question would, without fail, be totally relevant to every single responder.  

So we designed the survey to be ‘self-selecting’: people could answer the questions relevant to 
them, knowing their input would be respected. For example, an individual sculptor, working by his- 
or herself, is hardly likely to find questions about staffing levels relevant to their practice; and 
someone working from home and content to stay where they are isn’t going to be overly 
concerned about what great accommodation might be like. These are entirely natural reasons for 
non-completion, and non-completion in no way invalidates, or reduces the value of, other answers. 
Designing a survey this way means every response becomes valuable, and a lack of completion 
does not invalidate the questions answered. In fact the reverse is more likely to be true, as the 
answers indicate the questions the responder feels most strongly about, and the issues most 
relevant to their part of the creative and cultural industries. 

Baseline numbers 
We have some very strong baseline numbers. In the results for numbers of people engaged in 
creative economic activity, the number of people employed, growth rates, earnings and turnover, 
and markets we have very clear baseline numbers for mid- and long-term data gathering. We also 
have the clearest indications of the respondents’ ambitions with regard to earnings, markets and 
desired infrastructure. And we have a good indication of the kinds of support they’d like to see put 
in place, as well as their perception of how well they are being served by the organisations, support 
services and products currently operating in Barbados. Not all of the latter findings are entirely 
complimentary, and there are some worrying trends: we will not avoid these issues in our analysis, 
and we’ll seek to find routes through to happier places. 
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Some questions produced reduced response rates. Again, this is fine – the survey was designed to 
be self-selecting, with people able to skip questions that were not germane or relevant to them.  

However, a number of questions where a 100% response rate would from experience be expected 
produced considerably lower return rates. Included in this was the income/turnover question.  The 
reasons why this was not responded to [elicited through one-on-one and group conversations] 
were both informative and worrying. We’ll deal with this in the main body. 

Cross referencing 
More than a straight reading of the baseline numbers, the real value in the survey comes when we 
start to cross reference findings, and from this draw out deeper truths. If, for example, we consider 
earnings against average working hours and the maturity of the business [which we will], insight can 
be gained with regard to the ability of companies/creative practitioners to realise their business 
potential and, further, the systemic problems underlying the surface facts. 

Comparing and contrasting 
Obviously baseline numbers can build up a clear picture of what’s on the ground. We can 
compare this to successful clusters with known histories, and discover two things. 

First, we can discover what they have in common, and what in terms of strategy and action can 
be learnt from precedent. We can also discover what the differences are, not for the sake of 
identifying differences per se – all clusters grow from unique starting points, and take different 
routes – but in order to discover specific elements of the Bajan creative industries that either 
present challenges [and so require specific solutions], or present very specific potential [and 
therefore opportunities]. 

A question of trust 
Other than the nature of a question not being germane to an individual responder, we came to 
find that there were other factors causing people to opt out of a potential response. In early 
conversations and in the team’s survey marketing, we discovered some reluctance to engage in 
the mapping exercise in any way. Investigating further, we found two causes.  

First, many people were suspicious about a government-sponsored survey from what might politely 
be called a ‘data security’ perspective – or more bluntly, from a lack-of-trust perspective. As in, a 
lack of trust in the Government not to take information in the survey and use it for purposes other 
than those outlined in the proposition. 

And then there is a distinct cohort who simply would not engage [or were extremely reluctant to] 
because they had long ago grown weary of what they see as repeated Government failures in 
regard to the creative and cultural industries. 

Both lack-of-trust and disenchantment emerged extremely strongly and came into greater focus in 
our focus groups and one-on-one conversations, and are major emerging themes in this report. 

However, winning an unprecedented 50% response rate very strongly suggests the survey 
managed to overcome these objections. This augurs well for the Bajan creative and cultural sector 
since despite the years of disenchantment, and despite the lack of confidence in the systems in 
place, they were prepared to come forward and express their views, and contribute to a debate. 

They have acted, and it is for others to respond appropriately.   

There is one more point to be made on initial findings of the survey. The picture emerging of the 
creative industries in Barbados is someway off that which might be considered one of a developed 
or mature cluster. Again, this is not of itself a problem: Barbados is where it is, and only by knowing 
that can we hope to develop the creative industries as fast and successfully as possible. 
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Creative Truth To Power 
One key idea that drove our work needs to be understood before entering the main body of the 
report. This is the ethos or spirit through which it was conceived and executed, and which has 
guided the report’s writing.  

It is encapsulated in the phrase Creative Truth To Power. 

We came to realise that the commissioning of the report was a once-in-a-generation chance to 
both map the creative and cultural industries and to unequivocally state the case for its future 
success. But we also quickly realised that for various groups some of what we were going to have 
to say would not make for comfortable reading. The temptation in these situations is to sugar the 
pill, reduce the impact of the reality, or to simply redact/censor the difficult stuff. 

This, we decided, we could not and would not do. The reasons are threefold - 

• First, large parts of the creative and cultural industries are utterly frustrated and disillusioned 
by successive governments they believe for years have talked the talk, but failed to walk the 
walk. Added to the lack of trust already cited, this means there is a creative and cultural 
sector we are trying to engage that is, very largely, totally uninterested in engaging with 
Government. We had to find a way to break through that barrier.  

• Second, there is a palpable sense in the creative and cultural sector that they are not being 
listened to – that the Government and its agencies are simply deaf to their concerns. A 
heavily top-down approach to policy and strategy seems to reinforce this view. It was clear 
we had to find a way to rebalance the conversation.  

• Third, it was incumbent on us in a very real, operational sense to set things out according to 
how they are, and not how people might want to have them, or how they’d like them to be 
perceived for any number of reasons – including political ones – unrelated to the actual state 
of the creative and cultural industries. And this is because if you want to get somewhere, you 
need to know your starting point. In his seminal work Good to Great4, Jim Collins looks at the 
reasons why some organisations make the transition from good to great, and identifies seven 
common elements that characterise these organisations. One is called Confront the Brutal 
Facts. It really needs no further explanation, and if it’s key to becoming something truly great, 
we have no choice but to adopt it. 

It’s clear that if we are to achieve what everyone – including Government, its support agencies, 
businesses and individual practitioners – wants, which is a successful, vibrant and proud creative 
and cultural sector, then the brutal truth needs to be established. It is the common platform of 
understanding and intent from which focused, effective and efficient activity can take place. 

Jim Collins inserted an important coda about the brutal facts: while confronting them, no matter 
how daunting they are, it’s vital never to lose hope. While optimism and wishful thinking alone will 
only generate failure, a carefully devised plan, mindful of the brutal facts and effectively executed 
by determined, greatly talented people will create every chance of great and sustained success5.  

Our commitment  
And so we made a promise to the people and businesses in the creative and cultural sector. We 
said this is your chance to make your voice heard, and influence Government in terms of its policies 
towards the sector. We said whatever came out, we would report clearly and unambiguously. 

We also promised that all contributions to the work would be treated with the utmost 
confidentiality; that our objective would never be to delve into companies or individuals, but to 

                                                        
4 Good to Great: Why Some Companies Make the Leap... and Others Don't – Jim C Collins – 2001. 

5 This coda Jim Collins calls the Stockdale Paradox is named after admiral Jim Stockdale, a United States military officer held 
captive for eight years during the Vietnam War. He was tortured more than 20 times, and never had much reason to believe 
he would survive the prison camp – yet he never lost faith during his ordeal. Then comes the paradox: Stockdale noted that 
it was always the most optimistic of his prison mates [in other words, the ones not facing up to the real odds of survival] who 
failed to make it out alive. 
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create understanding through aggregation; and that anything said would never be used in any 
way that might identify an individual, a particular business, or any aspect of it. 

These two commitments – to tell the full truth, and to keep confidentiality – are ones we are 
honouring, and will continue to honour. 
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Background to the mapping exercise: the 
current worldwide context 
This report focuses on the creative and cultural industries, and represents the final part of a greater 
piece of work that includes a benchmarking exercise, an online survey, focus groups, one-on-one 
sessions and follow-up context conversations. 

These activities are all explained in the project’s inception report, which contains a section outlining 
the current position of the creative and cultural industries in a wider context. Key points made in 
that report are paraphrased briefly in this section because of their relevance. 

Essentially, this second decade of the 21st Century is exposing weaknesses in the established global 
order of things. No doubt, these will have consequences for developing countries, including their 
creative and cultural sectors. Recent events clearly show cracks in Barbados’s traditional model of 
social democracy with its heavy focus on access to universal healthcare, education, and other 
social services, and its historical linkages to major trading partners like the UK and the United States.   

The cracks have been worsened by a global shift in the engines that fuel economic growth.  Today, 
it’s based more on value-added inputs like ideas, knowledge, innovation, and technologies linked 
to knowledge and information production and dissemination. This knowledge-based model puts 
value in the intellectual and creative capability of people.  Countries, governments, industries, 
institutions, firms, brands, products, services are only as appealing as the talent they attract and 
successfully develop. 

The global economy is also being reshaped by digital information and communication 
technologies [ICTs], leading to deep changes in traditional ways of organising economic activity.  
In their place new models, players, and challenges are emerging. Competition is intense, fuelled by 
a different kind of creator or producer, a different type of consumer, and a different sort of worker, 
with extremely high expectations.  In this complex, uncompromising, interconnected world, time-
bound notions of economic development are being tested.  In 2017, it’s extremely difficult to 
predict the future. 

Not surprisingly, this global transformation is placing tremendous pressure on Barbados’ established 
foreign exchange earning sectors, including tourism, international business and financial services, 
agriculture, and manufacturing, as well as on its delivery of universal social services.  As old models 
fail, it’s critical for Barbados to design new ones that might allow it to unleash the full potential of its 
citizens to create lasting value. In this context, Barbados’ ability to successfully leverage the 
creative and cultural industries to breathe new life and added value into traditional areas of 
economic activity while also discovering new avenues for creativity and innovation might become 
the critical competitive advantage to achieving economic turnaround. 

The mapping of Barbados’ creative and cultural Industries represents a key step in Government’s 
efforts to develop new models and methodologies for economic growth. This project is designed to 
set the foundation for creation of practical approaches to the continuous gathering of data on the 
sector, eventually leading to a more nuanced understanding of its economic and social impacts, 
as well as its quantitative and qualitative importance to Barbados. 

The outcomes of this report are expected to lead to increased sector visibility, enhanced 
understanding of the needs of cultural practitioners, positioning of the sector as a sustainable 
platform for economic development and, ultimately, identification of Barbados’s core cultural 
Industries, including with respect to production, distribution, exhibition, and export of cultural goods 
and services, as well as the leveraging of associated returns on intellectual property. 

Based on this understanding, specific objectives are to – 

• Define what is meant by the creative and cultural industries, and outline the generic 
parameters of the sector as informed by regional and global best practice;  

• Build a comprehensive picture of the specific makeup of Barbados’ creative and cultural 
industries by identifying the subsectors, businesses, individual practitioners and organisations 
operating within the sector;  
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• Generate a SWOT analysis of Barbados’ cultural industries;  

• Identify key ways in which Government might best facilitate and support the ongoing 
development of the sector;  

• Develop a preliminary framework and recommendations for the creative and cultural 
sector’s development;  

• Recommend quick wins to enhance the sector’s development potential, including with 
respect to the generation of foreign exchange and jobs;  

• Provide final recommendations; and 

• Reposition the creative sector through a validation exercise aimed at getting stakeholders 
excited about their roles in the sector’s ongoing development. 
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Defining the creative and cultural industries 

What we’re talking about, and how we talk about it 

Definitions: what we’re talking about 
Early on in our work we realised there were, at times, some basic misunderstandings about what 
make up the creative and cultural industries. We covered this in both our benchmarking and 
interim reports, but because they are attached as appendices we don’t propose to cut and paste 
the full argument here. However, we are aware that many readers of this report will either be 
unfamiliar with the prior reports, or without sufficient time to read them. Therefore it’s important that 
the basics we covered in prior reports are set out here. 

Definitions matter. They’re one of the key methods by which we divide the world up and make it 
intelligible. They matter especially in government, to politicians and even more to those we call 
policy wonks. Definitions underpin the frameworks by which all governments operate, on which 
strategies and agendas can be built. So, from that organisational point of view, it would seem only 
natural that there is a need to define what the creative and cultural industries are, and then define 
those activities that go into the overall group. 

There’s been much work over the last 30 years or so to define what the creative and cultural 
industries are across the world.  These days, in most places, that definition is pretty consistent and 
stable. With very little deviation from this now-established ‘global norm’, Barbados got there early: 
this, from the 2002 Policy Paper to Inform the Propelling of Barbados’ Creative Economy: a Cultural 
Industries Development Strategy6 -  

The development of the Cultural Industries is a key component of the 
Creative Economy. Cultural Industries are defined as ‘industries which have 
their origin in individual creativity, skill and talent and which have a 
potential for wealth and job creation through the generation and 
exploitation of intellectual property’. These cultural industries directly or 
indirectly produce cultural products and services, which cut across multiple 
economic sectors giving rise to exceptional value and wealth. 

This seems to us, for all practical purposes, an entirely reasonable definition. And Barbados did not 
rest there. What activities make up the creative and cultural sector were then defined in the 2007 
publication A National Policy for Cultural Industries In Barbados7 – 

Categories of Cultural Industries 

Within the Barbadian context, cultural industries are categorized  
as the following: 

• Arts and Culture: Performing Arts, Visual Arts, Literary Arts, Photography, 
Craft, Libraries, Museums, Galleries, Archives, Heritage Sites, Festivals 
and Arts supporting Enterprises; 

• Design: Advertising, Architecture, Web and software, Graphics, 
Industrial Design, Fashion, Communications, Interior and 
Environmental; 

• Media: Broadcast [including Radio, Television and Cable], Digital 
Media [including Software and Computer Services], Film and Video, 
Recorded Music and Publishing. 

                                                        
6 Policy Paper to Inform the Propelling of Barbados’ Creative Economy: a Cultural Industries Development Strategy - The 
National Task Force on Cultural Industries, 2002. 

7 A National Policy for Cultural Industries In Barbados - Prime Minister’s Office, Cultural Policy and Research Section - April 
2007. 
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Again, this list is, for all practical purposes, both an entirely reasonable definition and the same as 
the one adopted generally across the world.  

Note, however, the bullet point divisions, which are in the original document. They represent a 
move to further define activities, dividing them into creative and cultural ‘subsectors’. While this 
might seem a reasonable and innocuous move, it’s one that requires a nuanced approach born of 
deep understanding of how the creative and cultural sector works in everything from developing 
strategy to day-to-day support for the sector.  Yet, this deep understanding was lacking on the 
implementation side, and led to some elementary mistakes the Barbados sector is struggling to 
overcome today. 

So let us, without altering the constituent parts, reorganise that list. Or more to the point, liberate it 
from constraints. These are the creative and cultural activities considered in this report – 

• Arts and Culture 

• Performing Arts 

• Visual Arts 

• Literary Arts 

• Photography 

• Craft 

• Libraries, Museums, Galleries and Archives,  

• Heritage Sites 

• Festivals  

• Arts supporting Enterprises; 

• Design 

• Advertising 

• Architecture 

• Web and Software 

• Graphics 

• Industrial Design 

• Fashion 

• Communications 

• Interior and Environment design 

• Media 

• Broadcast  

• Radio 

• Television and Cable 

• Digital Media  

• Software and Computer Services 

• Film and Video 

• Recorded Music  

• Music and Publishing  

Now let’s go further. If the way the activities are structured in lists or formats shape thinking, then 
maybe the best way to represent the creative and cultural industries is in a word cloud – 
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It’s the same constituent activities - but without sub-divisions, silos or categories. A vibrant mix of 
approaches to the same ‘industries which have their origin in individual creativity, skill and talent 
and which have a potential for wealth and job creation through the generation and exploitation of 
intellectual property’. Note that this is only one of an almost endless variety of word clouds we 
could have produced: it’s here to make one point in particular, and not to suggest any 
prioritisation of activity, whether by word size or position. And the point is this: creative and cultural 
businesses and practitioners work best when there are no false barriers – intellectual, practical or 
physical – put in place. They work best without barriers because that allows cross-fertilisation, 
hybridisation, cooperation, collaboration and innovation. 

Silo activities and you’ll get narrow thinking, bunker mentalities and stagnation8.  

Free the thinking, and you’ll get rewards. 

Language: how we talk about things 
The term creative industries was first used in a policy context in 1997 by the UK’s Labour 
Government. Since then it has spread across the world and gained – to a large extent – a common 
definition – which has been covered above. 

In deference to the prevalent use of ‘culture’ as well as ‘creative’ in Barbados, we’ll tend towards 
using the phrases creative and cultural sector and creative and cultural industries for the overall 
sector. There is some academic debate across the world as to the differences between ‘culture’ 
and ‘creative’, and what should be referred to as a ‘creative activity’, and what constitutes a 
‘cultural one’. But we hold that this is very much the stuff for academics only, and from our point of 
view, in the real world, the difference is of no import. All creative activity has a cultural component 
and all cultural activity has a creative one. 

                                                        
8 We’ll be dealing with these issues later in the report. 
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But there is a more important element to the use of the phrases. While governments, support 
agencies and policy makers are comfortable using terms such as the creative industries, the 
creative and cultural sector, and indeed creatives, these are not terms the people working within 
the sectors, industries and the disciplines contained in them use, or are even comfortable with. An 
artist working for eight hours a day on large canvasses does not think of himself as a ‘creative 
practitioner’. And a filmmaker struggling to raise finance does not automatically think of herself as 
part of the ‘creative industries’. 

The terms are convenient and powerful ‘legal fictions’: things that help to get things moving, 
policies defined and resources allocated. And nothing more. 

But this has two implications that we need to be aware of. 

First, when using these terms governments, support agencies and policy makers should never forget 
what they’re really dealing with: a vibrant, hugely diverse area of life in which few if anyone will 
recognise the appellations. Second, those people within the creative area need to understand 
that for governments, support agencies and policy makers the ‘legal fiction’ of the creative and 
cultural industries is vital. 

A little common understanding will go a long way. If we’re to build the cultural and creative 
industries in Barbados, we need the buy-in from lots of different people, and it sometimes helps to 
learn, and then speak, the various languages they use. 

So, to the people engaged in creative activity who are reading this, please bear with us if we refer 
to you as the creative and cultural industries or the creative and cultural sector, or as creatives or 
creative practitioners. Know it’s just shorthand for a huge variety of different practices, disciplines, 
individuals and businesses of all kinds, with their own ambitions, hopes and challenges. But that 
shorthand helps us present a unified voice to policymakers.  

We will vary the phrase. This is, more often than not, simply to keep the text flowing and to avoid 
repetition. We’re confident context will help narrow the exact meaning in any particular 
occurrence [we’ll trust in the smarts of the reader]. 

And please bear with us if we refer to creative businesses, and you’re working as, say, an individual 
artist. Things could get very crowded if we constantly write creative artist, cultural worker, freelance 
creative or a cultural or creative business. You know what you are, what you do, what you 
represent. We’ve said that once and that’s enough! And you know that we’re here for you. As 
someone far more skilled than this writer once said - 

A rose by any other name would smell as sweet. 
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Part Two: the current 
creative and cultural 
industries picture 
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The overall picture 
With some 300 individuals and businesses identified in official databases as belonging to the 
creative and cultural industries, and very strong evidence to suggest there is a sizeable number of 
people and quasi-businesses operating in the grey economy, the creative and cultural industries in 
Barbados appear to be a significant cluster in the making.  

The overall picture we are painting in this section of the report is drawn largely from the results of 
the online survey, but in all cases the findings we present are backed-up and indeed reinforced by 
what we discovered in the focus groups and one-on-one interviews.  

Below, we first summarise a number of key findings around demographics, business age and 
subsectors. It’s important to establish these very basic data sets at the outset even though they do 
not offer deep insight of themselves, because they are vital to the emergence of much deeper 
insights when triangulated with other data we have gathered.  

For example [and as we will reveal] there are profound insights to be gained by comparing 
business age with hours worked and earnings and turnover. And in respect to one key finding – the 
size of the creative and cultural industries in Barbados – we were able to make a robust [and we 
believe reliable] estimate by using a number of key responses in the survey, when it became clear 
that owing to the ‘trust’ issue already mentioned [and that will be explored in greater depth later in 
this report], the direct route would not have given us a reliable number. 

This triangulation of data starts in this section of the report, and produces some of the emerging 
themes that are then developed in subsequent parts. 

Demographics: gender, age and education 

An even balance of gender and age 

The online survey reveals a sector with a gender balance, a wide spread of ages, and a level of 
new practitioners. 

There is an even balance of gender. With the exception of the computer games, ICT and software 
subsectors [in which there’s often a heavy male bias] this would be expected in the creative and 
cultural industries more or less wherever they occur. 

In regard to age, the splits we put in place are to differentiate between those who might 
reasonably be regarded as being at a relatively early stage of career development, and an older 
cohort that would be expected to have reached a level of career maturity. Almost a third of the 
responders are under 35, which suggests a healthy ingest of new talent. 
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Business age 

The age of the businesses and practices follows a similar pattern, with a heavy emphasis on longer-
lived activity – more than three quarters [77%] are what might be considered mature practices / 
businesses. This would be unusual in a more standard business cluster, where the average lifespan 
of an SME is often about ten years. But it is not entirely to be unexpected in a creative and cultural 
cluster made up of both businesses and practitioners. There is a simple and likely accurate 
explanation for the heavy numbers in the more than ten-year area: a preponderance of 
vocational careers, or lifestyle businesses. There’s compelling evidence that a large number of the 
responders are what are often called ‘lifestyle businesses’, and people for whom their employment 
represents ‘life calling’. These by their nature will tend to last … a lifetime. 

There is however the question of a slow start-up rate. Just 3% of businesses being new, and only 15% 
covering the next two years is unusually low compared to more standard clusters where much 
higher numbers would be the norm. If we were dealing with a mature cluster in a developed 
nation, we’d expect a high level of start-ups, a drop off in the 3 - 5 years area [start-ups often 
survive the first year – most SMEs, if they’re going to fail, do so in years 1 – 3], and a majority in the 5 
– 10-year bracket [the average SME lasts no longer than ten years before it either scales, is sold, or 
closes].  

This presents an issue that needs further scrutiny, which will take place at a later point in the report. 
The relative prevalence of mature businesses will also present an issue when put up against our 
findings for turnover and earnings. 

A spread of education 

The survey also indicates that the sector has a good spread of educational attainment. A little 
caution needs to be applied here: high levels of education do not automatically mean high levels 
of creative excellence, or innovation.  
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The creative and cultural sector is often a rewarding place for people who, despite not faring so 
well in the educational arena, are quite talented. And conversely, a high level of education does 
not automatically mean someone is creatively talented. The nature of the sector – and one of its 
great advantages – is that it can be all-inclusive. 

The relationship between pay and creative work  

The final key piece of the demographic jigsaw is how people see the relationship between their 
paid employment and creative work. Almost two-thirds see the relationship as either inseparable, 
very close or fairly close. But there is a significant group – over one in five – who see no relationship 
between their creative work and earnings. 

Subsectors: the make-up of the creative and cultural 
cluster by discipline  
Overall there is activity across a wide spread of creative and cultural subsectors. This can be taken 
as a positive since a healthy creative eco-system needs diversity. But no areas dominating can also 
represent a weakness: in this case survey findings suggest nothing to ‘hang the Bajan hat on’ in 
terms of robust, innovative subsectors with enterprise leaders that help lift the tide for other players. 

It is very clear from the input that many – if not all – practitioners work across a number of fields. 
Again, this is hardly surprising: there are no clear boundaries between, say, film and video and 
advertising, or crafts and visual arts – and they often go hand-in-hand. 

What is surprising, however, is just how many areas some practitioners work in. While we asked 
responders to limit their answer to three areas [because experience tells us such a number tends to 
encompass the bulk of the activity any particular responder will be involved in], many responders 
felt the need to indicate more – and in some cases, many more. This is, of itself, interesting: clearly 
they feel the need to do this, and perhaps by doing so tell us the sheer variety of areas they’re 
interested in – or to indicate the number of disciplines they have to engage in [for economic 
reasons, perhaps]. We believe this is an important nuance to the work we are doing, as it suggests 
that at least some of people in the creative and cultural industries are becoming jacks-of-all-trades 
and masters of none.  

This, we believe, needs to be noted by policy makers. Excellence is increasingly the byword in the 
creative and cultural industries, and excellence requires focus, dedication, development, support – 
and resources. 

With this wealth of information, it’s possible to aggregate the areas practitioners work across [for 
example, combining their primary area of activity with their secondary, and so on]; and it’s also 
possible to aggregate closely related areas [so that, for example, the various crafts come under 
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one heading]. Our analysis applies both these approaches, and we present here a detailed 
summary of the findings – the full analysis is available in Appendix 5.  

Doing these things, certain activities emerge as ‘leads’ for the overall creative and cultural sector9.  

Primary Area of activity 

The primary area is what each responder cites as the main focus of activity. This is important for that 
very reason – it’s the principal activity. The results put Music at the head of the ranking, closely 
followed by Fashion and Textiles, Advertising, Writing and Publishing, and Film and Video.  

1 Music 10% 

2 Fashion and Textiles 9% 

3 Advertising 6% 

4 Writing and Publishing 6% 

5 Film and Video 5% 

 

Primary and secondary areas of activity, combined subsectors 

There is another way of making sense of a complicated sector with numerous subsectors, and this is 
to aggregate certain subsectors that have very similar overall characteristics, and are widely 
accepted to be closely related and mutually supportive. So for example, all the performing arts 
grouped together, as are all the finely divided craft activities.  

Extensive first-hand experience in, and research on, the creative and cultural industries and cluster 
development helps us understand that the most significant activities are those people put as their 
primary and secondary ones. Applying these two things to the analysis gives a different complexion 
to the sector.  

 

 

                                                        
9 It’s important to remember what we’re looking at is activity ranking – which may not indicate other things, such as 
economic impact. 

 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  27 

 

 

Leading subsectors in the Barbados cluster 
From the perspective of practical cluster development, experience strongly suggests the most 
significant listing – the one that should be used to base strategy, planning and initiatives around – is 
the one above. Using this, and while noting any criteria making the split between ‘lead’ activities 
for the cluster and ‘other’ will be somewhat arbitrary [or at the behest of the reader], using a cut-
off of double-digit engagement, we characterise the creative and cultural industries in Barbados 
as being led by - 

• Film, Video, 360 Media, Computer Games, Software 

• Visual art 

• Advertising 

• Music 

• Writing and Publishing 

And that this is followed by a number of significant activities - 

• Crafts – combined 

• Fashion and Textiles 

• Cultural and Creative Education 

• Design 

• Photography  

• Performing Arts – combined 

The list encompasses both culturally focused activity and more commercial creative endeavour. It 
also indicates where resources should be placed. However as has already been noted, this should 
not preclude an appropriate focus on embryonic, developing or established talent in any area – if 
that talent has the potential to deliver excellence, and practical ways at the right cost levels can 
be found. Note the focus on excellence - we’ll look at this later. 

  

1 Film, Video, 360 Media, Computer Games, Software 17% 

 Visual art 17% 

3 Advertising 14% 

4 Music 13% 

5 Writing and Publishing 11% 

6 Crafts - combined 9% 

 Fashion and Textiles 9% 

8 Cultural and Creative Education 8% 

 Design 8% 

 Photography  8% 

11 Performing Arts – combined 7% 

12 Radio And TV 4% 

13 Architecture 3% 

14 Heritage 2% 

15 Culinary Arts 1% 
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Further analytical enquiry, and notes 
There are other ways of analysing the sub-sector make-up: by, for example, looking not only at 
people’s primary activity but other main areas they work in; or all the areas they work in; or by 
combining closely related subsectors into a larger subgroup [for example, the various performing 
arts]. We undertook these analyses10 but too much can be read into them. Third-string activities and 
beyond are usually, at most, marginally important to a business, and from our perspective the 
further analysis was to ensure we would not miss hidden ‘lurkers’ – activities that while below the 
radar at top levels nevertheless form an important undercurrent of activity. What we found was 
that there are no hidden areas. In analysing both multiple activities and aggregated subsectors we 
found that the findings reinforced the rankings above. 

We believe there are a number of nuances and points worthy of consideration alongside the 
rankings - 

• Smaller areas: some areas [for example Fashion and Textiles] appear on initial analysis to be a 
significant part of the mix, but turn out to be relatively small portions of the overall ‘activity 
pie’. This should not however preclude them from consideration as an area capable of 
significant development: there may be exemplary talent and/or businesses warranting 
support in this regard. And smaller areas – for example the culinary arts – might only require 
small amounts of support to make huge returns. 

• Performing Arts: even when combined, and whatever criteria applied, these appear at 
relatively low positions in the rankings. For example, under primary area of activity they sit at 
the bottom of the table with just one percent of responders identifying them as their primary 
activity. This is surprising given the undoubted importance of festivals such as Crop Over – 
though the case might be made that the festivals are driven by people who regard 
themselves as, say, musicians rather than performers. 

• Cultural and Creative Education: it’s a long, valuable and venerable tradition for creative 
practitioners to support their own creative activity through teaching. We found considerable 
evidence that this very important component in the overall mix [not just of the creative and 
cultural industries, but for the nation as a whole] is far more vibrant than many would realise, 
with huge amounts of work going on outside the formal education sector. Furthermore, the 
activity is often unrewarded in a monetary sense. This area, and how it could produce 
multiple benefits for many areas of Barbadian society, will be addressed later in the report. 

• Radio and TV: there appears to be an anomaly in regard to the highly placed Film, Video 
and 360 Media grouping, and Radio and TV low down on the list. Most, if not all, activity 
related to Radio and TV should trace back to the Caribbean Broadcasting Corporation, 
which operates the only legal national channel on the island. The fact that work does not 
appear to be flowing to the country’s small producers seems strange, and on an island as 
small as Barbados, very strange indeed. Therefore, there appears to be a real opportunity, 
with small companies being commissioned to create and produce high-quality content for 
the channel. 

• Advertising and Design: it is very likely that this area is, or has the potential to be, an important 
driver for economic activity. Certainly it’s likely many businesses focused on other areas such 
as filmmaking, video and photography will derive real benefit from the existence of 
advertising and design activity.  

There is another consideration that comes out of our feedback work, and relates both to policy-
making and issues practitioners have in regard to support agencies. This is in regard to prioritisation. 
From feedback we received on the draft report - 

  

                                                        
10 See Appendix 4 
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Your listing of subsectors in order of priority places Visual Art just below the 
leading subsector of Film, Video etc. This is the diametric opposite of how 
policy makers have viewed the visual arts, [even] with its links across 
numerous sectors. Your findings expose the prejudice and lack of 
understanding of how the visual arts is the foundation of excellence in so many 
sectors and why a dynamic art education program is essential. 

Current turnover, trends, and the value of the creative 
and cultural industries to Barbados 
A key ask for this sector mapping exercise is estimating the size of the Barbadian creative and 
cultural industries. 

Usually, this is [relatively] simply achieved by asking people to report their turnovers / revenue, and 
then taking the findings from the responding cohort and extrapolating them to fit the size of the 
sector in question. Adjustments are often made to this ‘raw finding’ by using other considerations, 
including but not necessarily limited to desktop research, cluster experience and direct knowledge 
of the particularities of the cluster in question. 

However, in the case of Barbados, the standard approach was not ideal. This is because one of the 
lowest response rates in the online survey was to the turnover and earnings question. To the eyes of 
one of the mapping team – a non-Barbadian – this seems strange, as it’s normally a question 
people have no problem answering when doing similar mapping exercises. 

It is probably less of a surprise to the members of the team who are Barbadian, who at the very 
least have a good idea of why the response rate to the question is so low by the standards of this 
survey [though not of typical survey norms]. The simple truth is – confirmed time and time again in 
conversations, focus groups and one-on-one discussions – that there is a deep and at times total 
lack of trust in the Government and its agencies, and an inherent belief in the unfairness of 
Government’s regulatory and fiscal environment. In other words, people are scared Government 
will use any information they give against them. 

It is this that led to the marked reluctance in very large parts of the creative and cultural sector to 
inform the survey of earnings and turnover figures – and it’s something that, regrettably, factors in a 
number of places in this report. 

But in some ways, the low response rate is deceptive. The question still receives responses from 
approximately half of all responders – in other words, about 25% of the total database, making this 
an acceptable response rate, and substantial enough to extrapolate some extremely useful insights 
into the Barbados creative and cultural sector. 

The value of the creative and cultural industries to Barbados 
It might seem sensible to simply take the turnovers from the 25% of the total creative and cultural 
sector we did receive information from, multiply it by four, and declare that the aggregated 
turnover for the sector. We could even have added in the fairly standard adjustments from desktop 
research, cluster experience and direct knowledge. 

But it would be wrong. 

The reason for this is that there is a very clear skew towards the lower end of the earnings / turnover 
scale from those that did answer. If this reflects the overall picture, it suggests a cluster almost 
entirely made up of part-time, low-earning artists. But even a cursory analysis of the kinds of 
companies we encountered throughout our work tells the lie on this. The Barbados creative and 
cultural sector is far more dynamic than that picture. We came to the view that the skew occurs 
precisely because of the lack of trust in the Government. It means lower earners are more likely to 
report their income because they have the least to lose by revealing their earnings. And the more 
we investigated, the more sure we became that our take on the situation is correct: we became 
aware of businesses and indeed met businesses that are doing very well – and weren’t answering 
the turnover question, or participating in the online survey at all. 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  30 

But the distrust issue means it is not possible to make a direct, or simply derived, estimate of the 
aggregated turnover of the sector [and by extension, its GVA and GDP11].  

But there is a way to do it.  

It involves taking an indirect but validated route based on extensive experience of the creative 
and cultural industries, of cluster structures, and of business dynamics, and triangulating data that 
we do have in such a way that it creates a useful and potentially very accurate guide as to the size 
of the sector, and therefore aggregated turnover. 

The key is understanding the relationship between a business’s turnover, and the space it occupies.  

We know that under most circumstances, there are strong linkages between turnover, staff, and 
space. In other words, businesses or individuals have to be able to afford the staff they employ and 
the space they occupy.  So we might assume that in most instances, larger accommodations and 
more staff translate into higher turnover. Therefore, with the much more extensive information we 
have regarding the size of accommodation, and knowing from experience accommodation size is 
nearly always directly proportional to turnover, we can make reasonable and reasoned estimates 
as to the true nature of the sector’s turnover: estimating, of the 300 or so individuals and businesses 
that make up the known Barbados sector, how many fall within each accommodation band, and 
mapping that onto turnover bands. 

Furthermore, we can use the turnover data we do have to double-check the findings. Does the 
turnover data for the bit of the sector that we have extensive knowledge of in this regard match 
the extrapolations from the turnover / space triangulation? And the answer is that it does. 

Figures can be refined by adjusting for the true size of the cluster. In our interview stage, 
organisations repeatedly mentioned membership numbers that suggest the overall number of 
businesses in the creative and cultural sector is higher than official databases suggest. A significant 
proportion of these might also be larger companies: a media executive producer who knows the 
landscape well indicated they knew of ‘ten or more businesses turning over more than Bds$1m’. 

Estimating an important but unseen element of the cluster can further refine the aggregated 
turnover. There is compelling evidence that there is a ‘grey’ component to the creative and 
cultural industries in Barbados. The size of this component is, by its nature, extremely hard to gauge 
accurately. Asked their view, one agency chief executive who is perhaps much better positioned 
to answer than others stated that the combination of creative workers working at ‘non-creative’ 
companies [such as ‘a company with their own branding and graphic design resource’], and 
creative businesses choosing for one reason or other to fly under the radar, means the hidden 
creative economy could be ‘as large as the main creative industries’. Other sources we 
encountered during the interview stage put the grey component in the 5% - 15% range – and we 
took a middle value of this estimate to adjust our findings, weighted towards the lower turnover 
bands. 

These calculations suggest an initial ‘subtotal’ estimated aggregated turnover for the Barbados 
creative and cultural industries sits at Bds$111m12. 

There is a final ‘outlier’ element that needs to be included in any final aggregated turnover 
calculation. The Caribbean Broadcasting Corporation is a major component in the creative and 
cultural industries and cannot be ignored in the final calculation. We have been informed that the 
CBC operates to a budget of Bds$53m, which covers all operations [radio, TV, and cable]; of 
this, some 43% is allocated to salaries; we were also informed CBC receives no subventions or 
funding from Government at present. 

Therefore, while any figure needs to be regarded as provisional and subject to fluctuation, 
calculations suggest the overall aggregated turnover for the Barbados creative and cultural 
industries sits at Bds$164m13. 

                                                        
11 There are variations in the way GVA and GDP figures are calculated, often reflecting local requirements or overall 
economic considerations. We’ve used a very simple and straightforward approach – detailed in Appendix 2. 

12 Aggregated turnover figures are by their very nature estimates. Industry expertise suggests that the error range is generally 
up to ±20% – a figure we feel our calculations are safely within. 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  31 

We tested our methodology and findings by submitting them to economic experts for 
consideration. Their conclusion is that the methodology is sound and robust, and likely to produce 
results within an acceptable range of uncertainty – and certainly within the range approximate 
GVAs and GDPs are generally estimated. Furthermore in terms of repeated observations over time, 
the methodology is well able to form the basis of ongoing work: because it’s robust and stable, the 
most important aspects to any long-term study – the increases or decreases experienced by the 
cluster – will be accurately revealed. 

From this figure we can add and remove a number of clearly defined amounts to arrive at both 
GVA and GDP figures14. Given the low levels of information in regard to things such as tax receipts, 
subsidies and support spend15, these numbers are less sure than the aggregated turnover. 
However, given the very low levels of identifiable subsidies and support16 we are confident that - 

The GVA and GDP figures for the Barbados creative and cultural industries also sit at or around 
Bds$164m17. 

A number of other factors need to be borne in mind when considering the value of the sector to 
the overall Barbados economy -  

• Bds$164m corresponds to roughly 1.8% of the overall Barbados GDP 

• The figure suggests a Local Economic Impact of Bds$135m18 

• There is anecdotal but persuasive evidence to suggest there may be a considerable informal 
creative and cultural economy. We have factored in a conservative estimate as to its extent, 
but contend that its full benefit to the Barbados economy will only accrue if those grey 
entrepreneurs could be persuaded to join the formal economy. 

• The UK states its creative and cultural industries contribute 5.2% of its GDP [2012]. However, a 
very significant part of its definition of the sector is the ICT, software and computer services 
subsector – in other words, the tech sector. There is a growing body of opinion in the UK that 
this warrants a sector category of its own. Adjusting the UK figures so that this subsector is 
removed gives a creative and cultural industries figure of 2.9% of overall GDP. 

• The UK’s creative and cultural industries have been among the most buoyant in the world, 
and one of the UK’s success stories over the past 15 years or more. Given that, we would 
argue the Barbados finding shows a clearly buoyant sector. 

• Furthermore, given there is an almost universal understanding that the sector has yet to be 
fully developed, that so far efforts in this direction have been intermittent and under-
resourced, and much of the sector remains informal, it is abundantly clear the country has a 
huge opportunity, and that there is every reason to believe the sector can play a significant 
role in the economy. 

• The impact the sector could make beyond its boundaries has not as yet been developed to 
any extent. There is, for example, huge potential in regard to the visitor economy that – as far 
as we are aware – has hardly been tapped.  More is said on this in the benchmarking report 
found in Appendix 6. 

                                                                                                                                                                                        
13 As with aggregated turnover, approximate GVA and GDP figures are estimates. Again, the accepted error range is up to 
±20%. 

14 There are variations in the way GVA and GDP figures are calculated, often reflecting local requirements or overall 
economic considerations. We’ve used a very simple and straightforward approach – detailed in Appendix 2. 

15 Requested but not received: the adjustments we made as a result of the non-arrival of hard tax receipt, subsidy and 
support spending numbers were designed to – if anything – reduce the result of the calculations. In other words, the GVA 
and GDP numbers will tend towards the conservative.  

16 Again, we were unable to establish these figures. 

17 Our methodology and resulting figures have been checked by financial expertise and found to be sound. 

18 For calculations, see Appendix 3. 
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The number of people working in the creative and 
cultural industries 
Once again, when asking about employment and staffing, we encountered a lower than normal 
response rate – no doubt for the same reasons as the turnover and earnings question. The response 
rate to the employment and staffing question is slightly higher than the one for turnover and 
earnings: more than half of all responders gave us an answer [more than 25% of the total 
database]. Again, this represents a good rate compared to similar surveys. And again, responses 
are heavily skewed towards the lower end of the scale, where there seems to be less concern 
about unwarranted scrutiny. 

But this does not make the task of estimating the number of people working in the creative and 
cultural industries easy. 

It’s further complicated by the nature of the creative and cultural industries: it’s a sector that tends 
to spend more than others on talent – the wage bill can take up far more of the overall turnover 
than other industries, so estimates from turnover figures need to be considered with care. Then 
there’s the challenge of factoring the many people who work part time, or work in multiple roles at 
different businesses. And there’s the issue of the workers in the informal or grey economy. 

All this leads to a caveat on the numbers we are presenting here: they are, perhaps more than any 
other number introduced in this report, provisional. A ‘straight’ calculation from the responses 
would suggest there are some 1,400 people employed in the creative and cultural industries.  

However, utilising the mediated data used to calculate the aggregated turnover for the cluster, 
including evidence of larger companies and the existence of grey economy participants, suggests 
the figure could be in the region of 2,100 – 3,000.  

Trends 

And there are clear indications that numbers will increase. We asked business owners to tell us 
whether they thought they’d be expanding, staying steady or reducing staff.  

• 27% – almost a third of responders – anticipated staff increases of up to 20% 

• 11% anticipated increases of up to 50% 

• 5% anticipated increases of up to 100% 

• 6% anticipated increases of more than 100% 

• No-one anticipated reducing numbers 

 
The picture presented by the aggregated turnover and employment levels strongly suggests the 
creative and cultural industries in Barbados represent an important part of the economy, generate 
valuable revenue, and have the potential to be even more important than they currently are.  

The big picture looks vibrant and promising.  

But the same revenue data triangulated with other data we have gathered indicate there are 
issues at a more granular level that need to be addressed. Life on the street is not all roses, and as a 
result it’s not yet time to put the bunting out, so we need to put the celebrations on hold. 
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Life on the street, anomalies in the cluster  
To get a good picture of what life is like for the participants in the online survey and the focus 
groups, we need to look at a number of responses to questions including time spent working 
creatively, earnings, the relationship between earnings and their creative practice, markets and 
business age. And in the triangulation of the resulting data, we begin to see anomalies. 

Care needs to be taken in how these are presented and viewed. Hard, exact numbers can only 
take us so far before they become of interest only to a small circle of passionate statisticians – and 
in the worst cases the truth becomes mired in and obscured by technical detail19. But what is 
without doubt is these anomalies exist, a number of trends clearly emerge from them, and once 
again the ‘direction of travel’ is clear. 

Work and earnings 
It is important to establish how people see their creative work. Are they fully committed to their 
creative and cultural work, or are there other factors at play? Is it full or part time? And if part time, 
is it significant? This is important: a cohort of part-time artists, unconvinced by the attractiveness of 
full commitment, or unsure of the financial implications, presents a very different investment 
proposition to government than a vibrant cohort, packed with fully committed, ambitious 
practitioners, capable of creating a real quadruple bottom line for the economy. 

That is why we asked, How closely is your paid employment related to your artistic work? To 
establish commitment, we asked, How much time do you spend working creatively each week 
[paid and unpaid]? 

We’ve already noted the relationship between earnings and creative work but because it’s about 
to become very important, we’ll restate the results here. 

                                                        
19 As Mark Twain pointed out, there are ‘lies, damned lies, and statistics’. 
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Well over half of the responders indicate their work is either inseparable or very closely related to 
their creative practice. And almost exactly half [49%] of survey responders indicate, in effect, they 
work full time or near full time. Taking into account the cohort that spends half a working week or 
more working creatively, but do not make the full time or near full time category, more than two 
thirds of responders [69%] devote significant time to their practice or creative business. 

All well and good, but taking these results and triangulating them suggests anomalies. It might be 
reasonable to say that levels of earnings, generally, should reflect time worked. But -  

• 69% of responders indicate they spend a significant amount of time working creatively. 

• 57% of responders indicate the relationship between paid employment and artistic work is 
either inseparable or very close. 

In other words, there’s a mismatch between time spent creatively and earnings amongst those that 
might be regarded as ‘heavily committed’ to their practice. And the figures at the lower end of the 
scale are even starker -  

• 17% work relatively low hours per week: these it would be reasonable to suggest might not be 
engaged economically in the creative sector. 

• 35% of responders indicate they do not enjoy economic benefit from their passion. 

A broad take on this is that twice as many people are not enjoying economic benefit as might be 
reasonable to predict. 

That we have these mismatches suggests there is a disconnect between activity that should 
generate economic return, and that which actually produces economic return. This will become 
even more apparent when we consider turnover and earnings.  

There are more anomalies. 

• Inseparable, I am paid as a creative 47% 

• Very closely, I am paid to teach creativity, or to use  
my art as an important part of my job 10% 

• Fairly closely, my creative practice informs my work  
as an employee 8% 

• Only a little, my job calls on my creativity, but it is  
not closely related to my own creative practice 14% 

• Not at all 21% 

1 – 5 hours 8% 

6 – 10 hours 9% 

11 – 20 hours 9% 

21 – 30 hours 20% 

31 – 40 hours 14% 

More than 40 hours 35% 
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Low levels of start-ups and developing business 
If we were dealing with a mature cluster with a range of cultural practices and creative businesses, 
it might be reasonable to expect a spread across the age groups with a high start-up rate, a drop 
off in the 3 - 5-year bracket, and a majority in the 5 -10-year bracket. This reflects the typical life 
story of an SME: many start-ups that do end up ‘failing’ often survive the first year, only to fail in 
years 1 - 3; and most SMEs last a maximum of ten years before they either scale, are sold, or close. 

But this is not what we’re seeing in the data. While the responses do spread across the age ranges, 
there’s what appears to be a low start-up rate, and more than three quarters [77%] are mature 
practices or businesses.  

There is a simple and probably correct explanation for at least part of this. The high numbers in the 
5 - 10-year category suggest a concentration of vocational careers, or lifestyle businesses. There’s 
strong evidence that a large number of the respondents are ‘lifestyle businesses’, and people for 
whom their employment represents ‘life calling’. These by their nature tend to last … a lifetime. 

But there is no easy or convenient reason for the low level of start-ups, or for the low levels of 
businesses in the 3 - 5-year and 5 - 10-year brackets. The start-up rate is certainly lower than might 
characterise a healthy cluster. These, together with the results we gathered for the [biological] 
ages of the responders reinforce the idea that business start-up has declined over time.  

A series of reasons emerge from both the analysis of the survey data and focus group and one-on-
one sessions. These include [in no order of emphasis] - 

• Barbadian attitudes to entrepreneurial activity: the Bajan tradition of ‘working for a salary’ 
most likely plays here. There is a well-attested cultural tendency for people in Barbados to 
seek ‘reputable’, salaried employment, rather than taking the risk of ‘going it alone’ 

• Barbadian attitudes to the creative and cultural industries: there is a perception [common in 
many territories] that somehow the creative industries are not ‘real’ or ‘valid’ areas to go into. 
This is exacerbated by the absence of the creative and cultural industries as a robust theme 
in education 

• The current state of the Barbados economy: maybe 15 - 25 years ago the Bajan creative 
sector and indeed the overall Bajan economy were more buoyant, and so more people 
were able to start creative businesses. This might seem ‘reassuring’ [if only in a strange, 
reverse way], but experience in other economies that have suffered reversals might argue 
otherwise, and so produce further worry in a Bajan context: generally recessions are times 
when start-up rates surge 

• A ‘personal confidence’ dynamic: it can take time to develop the confidence to ‘go for it’ as 
a creative professional. Because the economy isn’t as healthy as it was in times past, it’s 
possible that fewer people are reaching the confidence threshold to even consider starting a 
business – something that’s probably reinforced by the factors above 
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• The legislative, regulatory and bureaucratic environment: there is, without doubt, a legislative, 
regulatory and bureaucratic environment that discourages rather than encourages 
entrepreneurship. This is confirmed by observations from outside Barbados both in terms of the 
report team, and independent assessments, and it emerged extremely strongly in both the 
focus groups and the meetings with Barbadian organisations and agencies. It cannot be 
ignored 

• The lack of the right kinds of business start-up support: this also emerged in the survey results, 
the focus groups, and one-on-one interviews. Again, this issue cannot be ignored, and will be 
examined in greater detail later in the report 

• The informal economy: leading on from the legislative and bureaucratic environment that 
discourages entrepreneurship, there is a well-attested informal economy. As a result, it could 
be argued a lot of business formation occurs outside the official incorporation route. But we 
contend this can’t automatically be regarded as the case because we didn’t ask survey 
responders to answer solely about incorporated businesses. Whether formal or informal, the 
start-up rate should be healthy. And it’s not. 

We hold that the reasons for the low start-up, 3 - 5-year and 5 - 10-year numbers are a combination 
of the factors above. It is an issue that goes to the heart of cluster development, and needs to be 
addressed with urgency. 

Local and hyper-local markets 

We asked people to tell us where they sold to, from ‘worldwide’ to the most local markets – tourists 
and other visitors, and fellow Barbadians. The results are presented in the chart below, with a 
careful use of colour: deepening blue presents an increasing focus on Barbados. 

 

There is an overwhelming area in blue: 54% of responders stated their sales went no further than 
what might be considered the local markets of Barbados and the Caribbean; 43% stated their sales 
were to Barbados only, and 36% were made locally, either to tourists, other visitors or fellow Bajans.   

Conversely, just a third of respondents sold outside the Caribbean, and there was very little activity 
in what might seem like potentially productive markets, including Europe, Africa, the Middle East 
and the Far East [the latter two having no identified activity].  

Again, there might be some obvious ‘first pass’ reasons for this, including – 

• The lack of businesses / practitioners with the required business expertise to sell overseas 

• The lack of product that can be sold overseas 

• A legislative and bureaucratic environment that discourages export activity 

• The lack of the right kinds of business support 
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More anomalies appear, and more questions occur. Why, for example, given that Barbados 
appears to have a large tourist economy, do only 12% of the respondents state they sell to it? It’s a 
small percentage, even if we accept that a large part of the creative and cultural industries will not 
be focused on that particular market. 

One possible element in this is suggested by direct observation: compared with sophisticated visitor 
economies, the Barbados offer does not appear well developed – and the right kind of presence 
appears thin on the ground. A walk down a street in any tourist centre in, say, Portugal’s Algarve or 
Scotland’s Highlands will immediately reveal a multiplicity of opportunities to engage with local 
artists and craftspeople of all levels and price points. They are at the forefront of the overall offer, 
are high quality – and are not hidden away from the main street. 

And again, the spectre of people working hours disproportionate to their earnings is worth noting. In 
the visitor to the island, there is [or there should be] a captive market – but earnings remain low. 
Once again, there might be potential reasons - 

• The lack of sales awareness and expertise: at whatever level people are working at 

• The lack of product that is attractive to tourists: the type range of tourists is wide – is there a 
commensurate range of products and services? 

• The lack of infrastructure: again, type range of tourists is wide – is there a commensurate 
range of destinations and attractions that can draw and retain eyes and wallets? 

• The legislative and bureaucratic environment: again 

• A possible disconnect between Government’s tourism strategy and the creative and cultural 
industries: this came out very clearly in the findings 

• The lack of the right kinds of business support: again 

Earnings against career stage  
There’s a final ghost in the figures. It’s one that can be regarded in many ways as a culmination of 
the others: it’s earnings against business / career stage – 

• 63% of responders have been working in the creative sector for more than 10 years 

• 67% are in what might be described as ‘prime earnings years’ [36 and over] 

• 69% devote significant time to their practice or creative business [and 49% are near full time 
or full time creative practitioners] 

And yet -  

• 63% of responders earn less than Bds$25,000 per year 

• 81% earn less than Bds$50,000 per year 

We know in the creative and cultural sector, it can take years to refine a practice or a business, but 
the ten-year mark is a reasonable point to say people would achieve a good level of practice and 
economic wherewithal. Related to the survey data, it means more than 50% of the responders – 
whatever the nature of the vocation or business – should have reached a point at which their 
economic potential, everything else being equal, has been reached. But what the survey reveals is 
almost two thirds of responders are earning less than half the national average wage.  

As of writing, the average gross wage in Barbados is between Bds$47,000 and Bds$62,00020. That 
almost two thirds of responders indicate their earnings are below half this amount strongly suggests 
there is a disconnect between what should be being achieved, and what is being achieved.  

While we stress the need to be careful about ‘exact’ cause and effect statements, there is no 
doubt in our minds that the anomalies we’ve identified, the ‘direction of travel’ they indicate, are 
very valid, and very real. 
                                                        
20 Sources:  Average Salary Survey: http://www.averagesalarysurvey.com/barbados – average gross wage Bds$61,721, 
average net wage Bds$48,552, Friday, 31st Match 2017, from 160 polls; Salary Explorer: http://www.salaryexplorer.com/salary-
search.php?loc=19&loctype=1 – average gross wage Bds$46,860, 11th April 2017. 
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These anomalies emerged in the early analysis of the online survey, as did the likely underlying 
reasons. Our experience of clusters and gut instinct tell us they ring true. Not only do the focus 
groups and one-on-one interviews confirm them, but also amplify and further refine the truth of 
their existence.  

They influence each other like sympathetic [or in our case, unsympathetic] vibrations. And they 
build on each other, like sound waves do in constructive interference. Except in our case, the 
vibrations are anything but sympathetic, and the inference is de-constructive. 

There are undoubtedly emerging fault lines in the sector. They are serious. And no one has ever 
made something great by ignoring ground conditions.  Even more so, someone needs to act on 
these fault lines.  The underlying issues are troubling and, in the report team’s opinion, represent the 
greatest challenge to realising the potential of the country’s creative and cultural industries. 

In other words, a major rethinking and restructuring of the entire Barbados creative and cultural 
environment, including strategy and support systems, is urgently required. 

We strongly suggest Barbados not avoid these self-evident facts. 

But just as it’s too early to put the bunting out, it’s no time to become disillusioned. There is much to 
work with that forms a good base for optimism. And this is where we go next. 
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Reasons for optimism: ambition, aspiration 
and realism 
Position in the market 
We wanted to understand what people think about the work they produce. Is it ‘high end’, with a 
high degree of skill and workmanship involved? Examples we gave include a business selling higher 
budget design services, companies delivering productions with high production values, fine 
jewellers selling to wealthy locals and visitors, and artists with international representation – with 
prices at the higher end of the scale. At the other end, we wanted to know about practitioners that 
offer value-for-money work that tends to sell at relatively low prices. We asked people to tell us 
where they’re at, and what their ambitions for the mid-term are. 

Caution is needed with this kind of question. It can be hard to self-estimate, and people can 
overestimate [as well as underestimate] the level of their work. There’s also the factor that can be 
called ‘island perspective’ in which communities less exposed to worldwide standards and 
expectations can find it hard to gauge the true standing of work, especially with regard to leading 
markets.  

Yet the results are clear, unambiguous and startling. While caution is again needed, as there can 
be a gap between ambition and realistic prospects, people are aware of their positioning, and are 
ambitious to go up the value scale21. 

Whether there is a genuine ability to move up is something that needs to be assessed, as the ability 
to develop international ambitions [which we’ll come to later] is going to rely heavily on what’s 
being produced. And, of course, ability is only part of the answer. We’ve already noted a number 
of other factors will play including regulatory systems that not only make international trade easy, 
but also facilitate it. 

One thing we believe is in place in Barbados is the existence of exemplars – practitioners and 
businesses either working successfully in ‘creative first world’ markets, or capable of doing so. It is 
quite clear that in several areas there are outstanding artists and practitioners. Music is one. 
Jewellery is another. And in the opinion of at least one of the report team, there are fine artists quite 
capable of attracting an ‘art-sophisticated’ audience. There’s no doubt the very best practitioners 
are working to a high international standard. 

 

                                                        
21 A little adjustment to the raw data was required: responders who selected ‘high end’ for their current output tended not 
to complete the question’s future element: quite reasonably, as we were asking for realistic ambitions at this point and 
having already achieved this level, the request became null and void. We are confident the adjustments we made are 
sound: in an ambitious cluster it would be reasonable to expect almost everyone in a particular band to want to ‘move up’ 
– and the adjusted figures reflect that. 
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      now future  delta 

The work is ‘high end’, with a high degree of skill and  
workmanship involved. Examples of this would be a  
business selling higher budget design services, companies  
delivering productions with high production values,  
fine jewellers selling to wealthy locals and visitors,  
and artists with international representation –  
with prices at the higher end of the scale 38% 78% +40pts 

Work is medium end market. Examples of this would be  
quality products for cruise-ship tourism and local markets, or  
a design company selling creative services to budget-sensitive  
local companies. The products might not be as ‘high end’ as  
others, but have medium prices that reflect that 37% 18% -19pts 

The work is value for money and tends to sell at  
relatively low prices 25% 4% -21pts 

 

Current 

Future 
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Where people sell to – and want to 
We also wanted to know to whom the creative and cultural cluster is selling – again, both now and 
with regard to future ambitions. 

So we asked - 

In terms of what you produce / sell, can you tell us how much goes abroad? In other words, 
how much foreign exchange comes in? If you’re a business, you may want to think about 
where your clients are. If you’re a sole trader or an individual artist, you may want to think 
about the proportion of your work that leaves Barbados, however that happens… 

Currently, the overall market has a localised ‘earnings geography’. Over half of responders stated 
their work was commissioned in Barbados, and/or stayed in the country. Just one in four earn more 
than 50% of their revenue from overseas. This, in itself, is not a bad result: it’s just where we are. More 
importantly, it means there are practitioners and/or businesses that are already selling successfully 
abroad.  

Going forward, there’s a considerable upshift. The most spectacular is the move away from earning 
in Barbados only.  In the future, three-quarters want to earn more than half their income from 
overseas. 

 

Future 

Current 
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Again, the result suggests ambition. And because there is a spread across bands [as opposed to 
being a ‘mad rush’ to the other extreme], we can say with some confidence that this ambition is 
not based on fantasy or false assumptions: people are also realistic.  

It’s significant that there’s already a cohort of practitioners and/or businesses selling abroad. It 
represents a nucleus of knowledge and expertise that – if harnessed properly – would help to 
develop international activity across the creative and cultural industries sector in Barbados. 

 

Geographical markets – future ambitions  
We also asked people to tell us their geographic market ambitions. We’ve already noted there is 
currently heavy emphasis on local and hyper-local markets. What, we wondered, are the plans? 

We asked people to describe their markets, with the option of selecting one or as many of the 
options as they consider appropriate. And again, we asked them which markets they would like to 
sell into over the mid-term. The first graphic has already been presented in this report – there’s a 
preponderance of blue, localised markets. 

The future plans are clear, and reinforce the findings of the previous questions. There’s a massive 
increase in the yellow to red range, representing increasingly widespread international reach. 
There’s real ambition: across the board, people want – whatever their current markets – to step up 
to new, larger ones.  

There’s a pronounced shift from hyper-local markets to Caribbean ones, and from restricted to 
significant international activity: almost two-thirds of responders have ambitions to sell outside the 
Caribbean. While the ‘obvious’ or ‘traditional’ overseas markets like the USA, Canada and the UK 
remain important [and important to new ‘stepping up’ cohorts], what is marked is the awareness of 
possibilities in ‘non-traditional’ or new markets, including Africa, the Middle East, and the Far East. 

The latter two, previously completely untapped, appear for the first time. And as people flex their 
international ambitions, the local ambitions diminish - the blue on the graphic shrinks by a half. It’s 
true the intended markets of Barbados and the Caribbean still stand at 11%, but it’s almost certainly 
a different set of people making this their ambition. This is evidenced by the drop in people seeking 
to sell hyper-locally – to tourists, visitors or to fellow Bajans – from 34% to just 10%. 

There’s a subtle but important difference between source of earnings and markets sold into. They 
add colour to, and clearly reinforce each other. Combined with the findings in regard to 
positioning, they suggest a huge awareness of the opportunities, and the ambition to capitalise on 
them. 

 

  

 current future delta 

I’d say most if not all of my work comes from,  
and stays in Barbados 54% 3% - 51pts 

Up to 25% of my work goes overseas,  
or is commissioned from abroad 19% 22% + 3pts 

Up to 50% goes overseas, or is  
commissioned from abroad 7% 21% + 14pts 

Up to 75% goes overseas, or is  
commissioned from abroad 9% 29% + 20pts 

The vast majority of my work goes overseas, or is  
commissioned from abroad 11% 24% + 13pts 
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Plenty of raw material 
We’ve noted a low start-up rate, but we also need to note that there appears to be a steady 
stream over many years of people wanting to create businesses in the creative and cultural 
industries. One agency that has supported more than 13,000 young people over a 21-year period 
indicated that approximately 20% of those people were looking to enter the creative and cultural 
industries. Averaged, this equates to some 124 people per year, looking to go into a wide range of 
disciplines – music, song writing, filmmaking, animation, comics etc. 

Clearly, not everyone who expresses interest actually starts a business [otherwise we’d have far 
more than 300 businesses on the official databases – even allowing for the grey economy]. And 
many who don’t go into business for themselves may yet be working in the creative and cultural 
industries, or in the larger creative economy. That they don’t may very well be explained by the 
factors we noted when discussing the low start-up rate, but it’s clear if the issues are solved there is 
a deep well that can be drunk from. 

  

Future 

Current 
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Something else: the agency’s view was unequivocal – 

The talent levels are there.  

Overall the findings are clear. People have a real awareness of how they’re currently operating. 
They’re also aware of the opportunities. People want to step up standards [and therefore what they 
can charge]. They want to expand their customer base [away from localised buyers], and to 
extend their international markets. And they want to hugely expand foreign earnings. 

The creative and cultural cluster has real ambition, and there are deep reserves of talent waiting to 
come forward. 

This augurs well. But realising this ambition – achieving each and every element required for the 
overall ambition – requires the right resources, support, knowhow and networks. In this regard, 
agencies have a key role to play but we also discovered there are concerns that these things are 
not being delivered in the right way or to the required quality. 

This is something we’ll investigate later in the report. 
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Skills and knowhow  

Skills and gaps  

The current take 
We asked responders to tell us the levels of skills they have at their disposal, in a number of areas. 
The areas and questions covered - 

• The creative skills needed for what they do 

• The digital media / tech skills needed for what they do – including web, social media, data 
analysis etc. 

• Sales and marketing skills 

• Market research skills and knowhow 

• Finance and accounting 

• International trade skills, including understanding how international markets operate for their 
sector, and the global standards and quality expectations they need to be aware of 

• General business skills [including inventory management/sales projections etc.] 

• Management and strategic skills [including financial and accounting services, business and 
strategic plan preparation] 

• The legal and/or regulatory skills they need to set up and run a business 

The possible answers were – 

• I’m completely happy with the skills that I have at my disposal: we’re at the top of our game, 
the skills are international class, and while everyone can always develop further, we’ve got 
what we need to pursue our goals… 

• I’m fairly happy with the skills that I have at my disposal: we’re ok, but there are gaps in our 
knowledge, or areas in which we’re not strong… 

• We rely on external help in these areas… 

• I’m aware that we’re weak regarding the following skills – and the weakness might well be 
holding us back… 

• We really need help in these areas! We’re not really skilled up in these areas [and can’t find 
them locally], and we need to be if we’re to achieve our ambitions… 

In general, about two in ten are ‘completely happy’. This does not mean there’s a cohort 
representing one fifth of the overall creative and cultural industries that are completely skilled up. 
Few if any businesses will have this ‘across the board’ knowledge and expertise. 

It does, however, suggest there is an established body of skills and knowhow in the creative and 
cultural industries. This echoes other findings – for example, the existence of world-class talent in a 
number of areas. If correct, it suggests a potential within the Barbados sector to build on existing 
skills and knowledge, with ‘skilled up’ businesses transferring knowledge to others. 
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Skills gaps 
Perhaps more important are the skills gaps. Aggregating the responses for ‘weak’ and ‘really need 
help’, the following results are generated in regard to need - 

 

 

So while there’s a clear ‘mass’ of skills and knowledge within the creative and cultural sector, there 
are also skills gaps across the board22. The blue columns representing general business skills, 
including management, strategic, and finance, feature heavily – possibly not surprising since 

                                                        
22 Percentages indicate the proportion of total responders indicating need. 

Finance and accounting 54% 

Management and strategic skills [including financial  
and accounting services, business and strategic  
plan preparation] 43% 

International trade skills, including understanding how  
international markets operate for your sector, and  
the global standards and quality expectations  
you need to be aware of 42% 

Sales and marketing skills 38% 

General business skills including inventory  
management/sales projections etc. 32% 

The legal and/or regulatory skills needed to set up  
and run a business 32% 

Market research skills and knowhow 31% 

The digital media / tech skills needed for what you do –  
including web, social media, data analysis etc. 25% 

The creative skills needed for what you do 9% 

 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  47 

creative and cultural businesses are often started by people with creative skills rather than those 
with skills primarily centred around business. Business development, including international 
knowhow, sales and marketing and market research, also features heavily [yellow columns]. 

These figures indicate responders are generally well aware of weaknesses, and are acutely aware 
of the importance of areas that are sometimes overlooked by creative and cultural businesses. 
While there is a need for developing capacity in the sales, marketing and international marketing 
areas, the results also give the lie to the common assumption that those things are all that’s needed 
to grow a business. They indicate other areas are just as important. It’s finance, management and 
strategic business skills – which one could easily group under ‘platform business skills’ – that top the 
list.  

Future trends  
These comments also hold for future trends. It’s clear to responders that all areas are going to be 
increasingly important to any ambitious, growing business or practice.  

This of itself is no surprise – in an increasingly competitive world, any improvement is important. But 
within the group, it’s business development, management and strategic skills [as in sales and 
marketing, market research skills and knowhow, international trade] that are priorities. So too digital 
media and tech – again hardly surprising given global trends. 

These things need to be factored into any strategic support offering. 

Accessing skilled people 
Finding people with the right skills is vital for a business, so we asked people to tell us how easy they 
find it.  

We asked them to tell us - 

How easy [or how hard] do you find it to source people with the right levels of skills, from trainee 
and basic skills, through intermediate skills, to advanced and/or world class skills. 

As would be expected, there’s a ramp up of difficulty the higher the skill set required. However 
there’s also a small number of people responding that it’s unrealistic to look for people across all 
bands, and this runs at between 7% and 10%23. That it’s deemed unrealistic to look for trainees or 
people with basic skills seems strange, and is potentially significant. 

 

                                                        
23 Indicated by the darker shading on the right hand columns. 
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The situation becomes even clearer if we aggregate the ‘difficult’ categories [it’s hard, it’s almost 
impossible, it’s unrealistic] to form a picture of the overall challenges in the skills market. It’s very 
evident that considerable difficulties are experienced by significant proportions of the responding 
cohort when attempting to access skills, at all skills levels -  

• 25% found it difficult to access trainee and basic skills 

• 35% found it difficult to access intermediate skills 

• 56% found it difficult to access advanced and/or world class skills 

Why are these findings potentially significant, and worrying? Because they might suggest 
underlying weaknesses in any number of areas, including, but not necessarily limited to -  

• Business knowhow [1]: the offers put out by these businesses / creative practitioners when 
looking for talent simply aren’t developed enough: in other words, their offers are simply not 
attractive enough, and/or competitors are outcompeting them in the market 

• Business knowhow [2]: the approaches taken by these businesses simply aren’t working: they 
either don’t have the networks they need, or they’re not executing the talent search well 
enough 

• Lack of market fluidity: a level of fluidity in the creative and cultural labour market – usually 
taken as a sign of a healthy ecosystem - hasn’t developed fully. This is not unusual in early 
stage, smaller creative and cultural hubs, or hubs experiencing economic reverses [in which 
people tend to want to stay put] 

The cause might be any one of these things, or a combination.  

What doesn’t factor is the channels people use to search for and recruit talent. We considered the 
possibility that businesses weren’t using the appropriate channels to access skills and talent. But this 
doesn’t seem to be the case: survey responses clearly indicate all relevant channels are being 
used, including word of mouth, social media, adverts, employment agencies and headhunters.  

But there’s another observation that casts a shadow over this issue. One in ten [10%] responders 
stated it’s unrealistic to search for people with trainee and basic skills, and an aggregated one in 
four [25%] indicated it’s difficult. While it might be understandable that on a relatively remote, small 
island finding people with advanced and/or world class skills would be hard, the same ought not to 
be true of people at the entry level – especially in a country that has long prided itself on having a 
high-quality education system.  

Something is clearly amiss. 

Training and developing skills  
We wanted to establish general attitudes towards the development of skills within businesses. 

• 32% of responders have a formal in-house training and development scheme 

• 17% indicate everyone has a PDP [professional development plan] that is monitored and 
encouraged by senior staff 

• 23% allocate time for staff to work on their skills and business development 

• 17% encourage self-directed professional development, and allocate working time for staff to 
do it 

Conversely, we also found - 

• 45% don’t have a formal scheme [but do expect staff to develop their skills] 

• 17% don’t have a formal company-wide scheme but invest in training if the case is made by 
the member of staff [which can be a daunting proposition for that member of staff] 

And finally - 

• 38% would like to see more national training schemes put in place 
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There are some apparent conflicts in the responses [our italics] - 

• Almost half indicate that while they expect their staff do develop their skills, they don’t have a 
formal scheme in place 

Yet - 

• Less than a quarter indicate they allocate time for their people to work on their skills and 
personal business development  

And - 

• Just one in six businesses have professional development plans for all staff members, 
monitored and encouraged by senior staff – when in-house development is acknowledged 
as one of the best investments a company can make 
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A cluster snapshot 
The findings of the survey covered in this section establish a snapshot of the Barbadian creative 
and cultural industries. 

We can say with confidence that it is a diverse cluster with more than 300 practitioners, businesses 
and organisations working across the entire spectrum of creative and cultural disciplines. There is 
compelling evidence that the cluster is actually larger than this, with a cohort operating in the 
informal economy. Because of this it’s hard to put an exact figure on the number of people 
working in the creative and cultural industries, but we estimate it is between 2,000 and 3,000. 
Calculations indicate the cluster generates some Bds$164m aggregated turnover [with very similar 
GVA and GDP] and an estimated Local Economic Impact [which the writers of this report would 
suggest is actually the more germane number] of Bds$135m. 

We would argue that these figures absolutely refute the notion cited by a senior agency executive 
as a major issue that – both inside and outside the government – the creative and cultural industries 
‘are not seen as a legitimate business’. 

It is also clear the sector has yet to be fully developed, and there is every reason to believe it can 
take a significant role in the economy. In this regard, the survey indicates the ambitions of the 
cluster, and that confidence is high. People want to grow, they expect to expand, and they want 
to be successful across increasingly wide markets. 

But there are issues. The online survey reveals disconnects between activity and earnings, and low 
international reach. There’s the issue of an informal economy cohort, and a lack of integration 
between the creative and cultural industries and other sectors of the Barbadian economy – most 
notably, the visitor economy. And worryingly, there’s a very low business start-up rate. 

So far, we’ve only lightly touched on what we think might be behind these issues. This reflects the 
way we conducted the initial analysis of the online survey – we wanted the numbers to speak for 
themselves, and stimulate their own strands of enquiry we would follow. 

We took these lines of enquiry to the focus groups and one-on-one interviews. The sessions 
confirmed these are indeed important, and added deeper context to them. The sessions also 
revealed other themes regarded as vitally important to the development of the Barbadian creative 
and cultural industries. 

It is these emerging themes that form the next part of the report. 

Some of what we have to report will make uncomfortable reading for agencies, organisations and 
government departments. But we would be derelict in our duty – and short-changing our promise 
to speak creative truth to power – if we do not state the facts and faithfully record people’s 
frustrations as well as their ambitions, hopes, energy and determination. 

And nothing that follows is written down to embarrass anyone or any organisation. It’s there so that 
together we can help develop the Bajan creative and cultural sector as fast and successfully as 
possible, and by doing so, help Barbados as a whole to do the same things. Because if what 
people are saying is heeded and acted upon effectively, and the ambitions, hopes, energy and 
determination shown by the creative and cultural industries are matched in government, there is 
much to win. 

  



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  51 

Part Three: the emerging 
themes 
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Emerging themes: introduction 
In this section of the report, the voices of the practitioners, artists, creatives, business owners and 
entrepreneurs who engaged with the sector mapping exercise come to the fore. The focus group 
and one-on-one sessions we held exceeded all expectations: far more people gave of their time 
than we could ever have expected, and the sessions lasted much longer and ranged over far 
wider areas than we anticipated  – even at our most optimistic. People were passionate, and 
without exception spoke with honestly and sincerity.  

The overriding message they sent is that they, more than anything, want to see the creative and 
cultural industries become as successful and vibrant as possible, so it can take a pivotal role in both 
Bajan society and the country’s economy. In this, they are clear about what needs to happen: 
these are the emerging themes we are about to examine. 

There’s a final bit of the overriding message: the people in the creative and cultural industries are 
more than willing to do their part to achieve their ambitions and goals; but in return expect the 
Government as a whole, and its support agencies, to do their part as well. 

If this suggests to the reader that there are criticisms forthcoming, then the reader would be right. 
But we repeat: we need to put the facts on the table, so everyone can understand where we are, 
and so that we can all move forward. 

In this regard, it’s important to understand how we have handled direct quotes. They either appear 
in the main body of the text, or like this - 

A move to understand what it means to be Barbadian – not in fact  
just as a creative practitioner, but as a Bajan… 

We’ve included them because they can often get across what report text cannot – the feelings, 
the passion and the deep insight of particular people who have lived and breathed Bajan air all 
their lives. But we have also been very careful. All quotes are anonymous, and if any had elements 
that could serve to identify a speaker, business or organisation, we’ve adjusted the quote to 
remove the risk – but never to alter the meaning of the original. We also took the liberty of adjusting 
spelling and grammar if we deemed it important to do so. In some cases in which the quote’s origin 
is important to understand the context it sits in, we have ascribed the source but in the most 
general way possible [for example, so the reader can understand it’s coming from a support 
agency and not a practitioner]. And to ensure that quotes are truly representative of the common 
take, we have in nearly all cases used just one of many on the same lines. We’ve also been sure to 
exclude ‘outlier’ quotes that could not be backed-up in this way, or that are refuted by the data 
we have gathered. 

The emerging themes follow. They are not in any particular order of importance.  

This is because they are all important.  
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Culture, education and renaissance  
While all the emerging themes are important, it’s perhaps fitting that we deal with culture and 
education first. Primarily because without these things, nothing else can or will develop. Without 
knowledge of your culture, you have no sense of true identity, no place in the world. Without 
education, you have no means to articulate that culture – and in many ways no future at all.  

And as we’ll see, that last statement is now more fundamentally true than ever. 

The ground rules 

Culture is not [just] what you do – it’s how you do it. 

There were times in the work we did for this report that it seemed everyone was absolutely sure of 
what culture and cultural identity are – and no one had exactly the same understanding. So for the 
sake of a little clarity, here’s the position24 we’ve taken for this report – 

Culture is essential to our understanding of ourselves and our universe. Various modern 
cultural studies and social theories have investigated cultural identity, and in recent 
decades a new form of identification has emerged which breaks down the understanding 
of the individual as a single, coherent whole subject into a collection of various cultural 
identifiers. These may be the result of various conditions including location, gender, race, 
history, nationality, language, sexuality, religious beliefs, ethnicity, aesthetics and food. 

We would argue these all play in Barbados. 

As a historical reservoir culture is an important factor in shaping identity, and revisions are 
made either consciously or unconsciously in the historical record in order to either bolster 
the strength of the cultural identity or to forge a revised one. 

Some critics argue that the preservation of cultural identity, based as it is on difference, is a divisive 
force in society and that cosmopolitanism, seeing oneself as part of a global community, gives 
individuals a greater sense of shared citizenship. But cosmopolitanism can – and tends to – go 
hand-in-hand with homogenised international culture, and this argument ignores the power and 
value of difference and uniqueness. Apple sold itself with think different, not think the same. And no 
one goes to Scotland for a watered-down experience they might get elsewhere. The same is true 
of Barbados: a coherent cultural identity is not just the thing that binds – it’s the thing that sells. 

Culture and the Barbadian identity 
Throughout the workshop there was a frequently cited and often deep unease about how much 
the authentic Bajan culture with its intertwined and symbiotic history was slowly but inexorably 
being lost. That is a serious matter in an island nation whose history does not go back so very far. It 
has at its core some pretty major issues central to human experience, and has probably suffered 
‘whitewashing’ that at best has obscured those issues. George Santayana’s observation that 
‘those who cannot remember the past are condemned to repeat it’ becomes highly relevant. 
Unless Barbados assembles its past and nurtures its culture, it runs the risk of repeating history: it 
could lose its individuality, its authenticity and its energy, and become a slave to a new form of 
imperialism represented by an alien, imported and homogenised international culture.  

We don’t have a politician who has a vision in regard to culture. 

One Government minister frankly and honestly acknowledged uncertainty about what Barbadian 
culture meant or encompassed. That no one challenged this in a room of senior members of the 
Government suggests this issue is not unique. Nor, we would add, is it a Government-only issue. Time 

                                                        
24 With acknowledgements to Wikipedia. 
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and time again, the matter of Bajan culture came up, so much so that it became one of the 
strongest emerging themes in our study. 

Perhaps the loss of cultural certainty is caused by a 50-year focus on developing a modern, 
‘respectable’ nation. Perhaps there is unease about how slavery sits in a modern global context, 
directly affecting as it does the entire nation. Or perhaps it’s because people have forgotten or not 
yet remembered their African heritage. Maybe it’s a mixture of all these things, or maybe there are 
still more elements to it.  

But one thing is certain: culture is important, and if the Bajan creative and cultural industries are to 
succeed, they need a strong sense of culture to draw from. Otherwise, they’ll just be producing 
facsimiles of other peoples’ culture, and they’ll be bit part players adrift in that homogenised 
international culture. And in order to do this, there needs to be - 

A move to understand what it means to be Barbadian – not in fact  
just as a creative practitioner, but as a Bajan… 

Given the above, one person’s statement that the solution to Bajan cultural development lies in 
locking culture into national identity seems a redundant proposition. Culture and national identity 
already are intimately locked in a symbiotic relationship: one feeds the other, which then feeds 
back into the first. But in another sense, the statement is both profound and important: it 
acknowledges a current disconnect in Barbados between culture and national identity, and 
locking suggests the absence of some form of conscious, deliberate embedding.  

Otherwise known as education. 

Education 

Repositioning arts education 

Every primary school, everyone should know every folk song, and so 
strengthen the sense of Bajan identity, preventing 16-year-olds falling victim  
to the dance hall culture. 

The arts need to be sold to the nation. 

Whatever you call it [cultural education, creativity, art education – it doesn’t matter], education 
about arts and culture is key. It’s as important as reading, writing, and science. Yet many in the 
survey, focus groups and one-on-ones felt the current education system in Barbados is failing in 
terms of cultural and creative development. Time and time again they were clear that it simply 
does not prioritise art education nearly enough. Currently underplayed and under-valued in 
schools and higher education, the view is that – at best – art education is positioned as something 
only the ‘very talented’ or the academically weak should engage with.  

But that is to ignore other very important aspects in creative and cultural education. Everyone 
engages in cultural and creative activities at many points in their lifetime – as producers or 
consumers. Everyone should, by right, be educated in their own culture. And as we’ve hinted, there 
are hugely important reasons why a creative education is vital for Barbados going forward – so vital 
that to ignore it is to invite an existential threat to the prosperity, health and wellbeing of the nation.  

Arts education needs to be seen as a core subject… 

[Everyone] who leaves school should have a qualification in art. 

[There] needs to be a more holistic approach to arts education… developing 
an awareness of the possibilities of the creative and cultural industries. 
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What people are very clear about is that this education needs to start in the earliest school years, 
while minds are still open and not dulled by an [often inadequate and inappropriate] outside 
cultural onslaught. It needs to be from ‘the get go’, and a major strand of the curriculum, and - 

The curriculum needs revising, with a focus on Barbados itself and the 
Caribbean. 

It is way beyond the remit of this report to go further than this or even start to define a curriculum, 
but revision towards a more indigenous approach has some merit. However, it could go too far, so 
we would encourage people to think both locally and globally. If it’s vital to build up knowledge 
and understanding of Bajan arts and culture, it’s also vital to be able to place these in global 
contexts – and for that you need knowledge and understanding of the arts across the world. 

There are also widespread and grave misgivings about the way events, particularly competitions, 
are structured. We interviewed musicians who are walking the world stage and have created 
extremely successful careers for themselves, and their views are very clear: while competitions 
might develop competitive skills, they aren’t particularly good at developing artistic ones - 

Competitions stymie creativity…  

Limit the variety of what you could get…  

Create failures… 

Render consumers ignorant… 

It’s the curse of the X Factor. 

And possibly most telling - 

De-emphasise competition as a vehicle for artistic expression… NIFCA has 
outlived its usefulness 

Competition obscures something else that people feel is important. Attention hasn’t been given to 
the real route successful performers travel: hard work, exposure to excellence both within and 
outside Barbados, and practice, practice and more practice. Nor has there been attention 
focused on what transforms performers into genuinely creative artists, into innovators: 
inquisitiveness, not accepting the status quo, being prepared to go against the flow and to strike 
off in new directions, and being prepared to stick with their instincts. According to at least one 
highly successful practitioner, none of these reflect the Bajan personality, which holds a 
‘resentment for individuality’. What’s needed is nothing less than - 

The re-invention of the Bajan personality. 

The Bajan personality [if such a single, coherent entity does exist] also emerges in another major 
strand of thought regarding the repositioning of arts in Barbados. While arts education is currently 
underplayed in schools and higher education and positioned as something only the ‘very talented’ 
should engage with, the wider economic issue seems to be completely absent. The creative and 
cultural industries require far more than just ‘art’ skill sets. They require business acumen just as much 
[something clearly recognised by the online survey responders]. Which means a significant step 
forward would be - 

Making creative and cultural businesses a real proposition  
for business graduates. 

Education – the awareness of the economic opportunities afforded by the creative and cultural 
industries – is one part of the mix. The sector needs to be repositioned, and if successful [as has 
been the case in other economies] the results can be dramatic. ‘Making creative and cultural 
businesses a real proposition’ would also require the reshaping of the regulatory and financial 
regimes, which might not be so speedily achieved.  
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But getting this right is really important for Barbados. Without the right environment in which to build 
creative and cultural businesses, creative practitioners – especially those who can scale and 
therefore produce large benefits in terms of jobs, wages, profits and taxes – will move away. 
Retention is key – but that needs people who want to engage with the business side of the creative 
and cultural industries, tax and regulatory regimes that are fair and promote growth, and a wider 
population that understands the vital role arts and culture play in the overall wellbeing of the 
nation, particularly the economy and society. 

Towards a repositioning strategy 
Creativity changes a place and the people who live there for the better. 
Creative people are inventive, imaginative and innovative. They think 
differently and see and do things in new ways that remake the world about 
them. But to be a truly creative nation, we need to identify and nurture  
talented people from all parts of the community. Without a genuinely  
diverse talent base, creative possibilities will be capped and personal 
potential will remain unfulfilled. 

Darren Henley, CEO Arts Council England25 
 

We’ve already stated that it’s beyond the remit of this report to define a curriculum, and even 
though there were more than a few intriguing ideas put forward at the focus groups and one-on-
ones, we do not propose to do this. But what we can suggest are channels through which arts 
education might develop. And this development is vital – the quote above from one of the UK’s 
leading thinkers on creativity [whom we’ll quote further in this report] sums it up nicely. Many of the 
channels we suggest here are simple, practical opportunities that do not require huge financial 
input and that could be put in place speedily – if there is the will to do so.  

Artists teaching in schools 

One suggestion coming out of the focus group sessions is that creative and cultural programmes at 
schools could be aided and, indeed, driven by engagement with artists, with those artists teaching 
through a ‘cultural contributor’ funding scheme, in which the informal but highly effective voluntary 
teaching sessions that are already prevalent across the nation are acknowledged by the system 
with low-level [to the Government] but significant [to the creative practitioner] payments. 

We can confirm the engagement is already there. In the online survey we asked about how 
practitioners engaged with their community. A very large cohort already do so. We also asked 
about whether their engagement was paid or unpaid. Of the people that engaged with each 
organisation, we discovered there are differences in this regard.  

                                                        
25 http://eandtbooks.com/book/arts-dividend-why-investment-culture-pays 

 paid unpaid 

Non-profit organization 20% 80% 

School 20% 80% 

Church 18% 82% 

Government 58% 42% 

Private company 82% 18% 

Tertiary Institution 33% 67% 

Public spaces [public art] 20% 80% 

Community centre 7% 93% 

Service Clubs [Rotary, Lions, Kiwanis etc.] 8% 92% 

Retirement community, assisted-living facility 0% 100% 

Library 17% 83% 

Hospital or other health care facility 33% 67% 

YMCA, YWCA 0% 100% 
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There are doubtless many things that can be drawn from these figures, but a number stand out -  

• Almost a quarter of the entire 150 survey responders indicate they are engaged with their 
community through schools, while 80% – four fifths – of them do so unpaid 

• A further significant cohort engage through tertiary institutions, while 67% – more than two 
thirds – do so unpaid 

It might be argued that the public purse is already stretched to a maximum and payments to these 
artists cannot be made. But we’re not talking huge amounts by national standards, even if the 
amount on offer might be life changing for the artists in question [we checked this conjecture at 
the focus groups, and found it to be sound]. There’s another piece of data that further tells the lie - 

• People engaging with their community through government channels are much more 
frequently paid 

Is it fair that one group is [largely] rewarded, while another group doing at the very least work that is 
just as important [and what many would say is far more important] is discriminated against? 

We can confirm demand for artist-led learning is also there. One of the highly successful musicians 
we interviewed noted huge levels of enthusiasm. A workshop was organised, and the musicians 
expected maybe 20 and at most 50 people. 200 turned up. It is a tale that was retold by others 
time and time again. One other thing the musician noted: of those 200, perhaps just three or four 
had the ‘potential to show potential’. While this resonates with the real route successful performers 
travel and the need for pathways to be created, there’s another point. This musician is speaking 
from a world-class perspective, and a commitment to excellence. And while 2% might seem a low 
number showing genuine potential, it was spotted, and in truth it’s a decent going rate. 

The raw talent is also there. 

Exemplars and role models 

The notion of world-class leads to another very important idea. Raw talent needs inspiration, and 
one of the most potent ways to do this is through exemplars and role models.  

Role models need to be developed. Currently there are few visible. 

These things [they can be teams, organisations and businesses as much as individuals] do not 
develop spontaneously. They have to be identified [many could-be role models have never 
thought of themselves in that way]; they need to be persuaded to engage [even more have never 
thought of doing this]; and they need promotion [the very best role models tend not to be ‘self-
serving’].  

A system needs to be developed.  

But it’s not hard to develop, and ‘currently there are few visible’ does not mean there are few to 
be engaged. In the online survey we asked people to name those people and organisations they 
thought were truly great in their area of practice [in other words, great from an expert practitioner’s 
perspective].  

We got plenty of responses, and the result is the name-cloud that follows below: the sizes of the 
names equate very generally to the number of citations each person or business received [with the 
spellings taken directly from the contributions26]. 

We’d point out that this name-cloud is not being put forward as a definitive list in any way. There 
are other organisations and individuals that don’t appear and yet would make great role models, 
and/or are already doing great work. Equally, there may be some on the name-cloud that would 
not, for one reason or another, make great role models. 

The point we are making is this: there are plenty of potential role models out there. 

  

                                                        
26 If yours has been misspelt, please accept our apologies. Perhaps being recognised here is the most important thing at this 
point! 
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Talent, like rivers, flows unseen in Barbados. Every name in this cloud represents a potentially 
valuable role model. Some are already engaged in this way. Others might need to be 
encouraged. And doubtless, there are many who didn’t surface in the exercise but who could be 
just as valuable to the development of arts and culture in Barbados. And note, we’ve not included 
Rupee, Shontelle or Alison Hinds – three names that would grace just about any country’s roster.  

Embedding artists in schools 

As well as learning in the classroom, it’s important for young people to  
be able to make a connection with the people who create the art  
and culture around them. 

Darren Henley, CEO Arts Council England27  

With artists working in schools, the relationship need not stop at the lesson’s end. One often-cited 
suggestion is that practitioners could appropriate space on campus, so their practice becomes an 
ongoing, living, learning opportunity, and cultural work – the idea of creative and cultural work as 
part of society and the economy – is then normalised28.  

This idea if delivered effectively might also contribute to the ‘cultural contributor’ scheme [the 
space forming part of their payment], and contribute another nuance to the development of co-
location spaces. 

These kinds of schemes should not be hard to create, structure and deliver, though we need to 
guard against a refrain from the focus groups and one-on-ones we became very familiar with - 

                                                        
27 http://eandtbooks.com/book/arts-dividend-why-investment-culture-pays. 
28 And along the way, help to solve space shortages. 
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That's our big problem... we always think of why something  
should not be done rather than why it should be done. 

The reasons for these schemes are compelling and should be acted upon. That all the elements 
aren’t in place is not a valid excuse as there are world-class initiatives that can be engaged with, 
learnt from, and against which benchmarking can be done. The Paul Hamlyn Foundation is one of 
the pioneers in the field, working in both the UK and India and its website has many starting points29. 
One of its key delivery partners in the UK is the ArtWorks Alliance30, a professional development 
initiative for artists working in participatory settings.  

Perhaps best of all, a partnership between the Paul Hamlyn Foundation, ArtWorks Scotland and 
Creative Scotland has produced Is this the best it can be? This is a new toolkit that can be used by 
anyone delivering arts and creative learning through collaborative or participatory projects and 
programmes. The toolkit is available online31. 

Barbados might be a small island nation in the Caribbean, but it can be world-class.  

Arts in the media 

One other powerful and obvious way to reposition culture and creativity in Barbados is by using 
media effectively. Again, it’s beyond the remit of this report to propose a detailed media strategy 
but a hearts and minds campaign, carefully designed and effectively executed would 
undoubtedly over time reposition the creative and cultural proposition. Traditional paper media will 
play a part. So too, increasingly, will online and social media.  

But perhaps the earliest win involves television. The idea that Bajan arts and culture was one of the 
nation’s ‘best kept secrets’ came up repeatedly: surely, the argument went, why not then create a 
culture TV show – a win all round given it could be produced by independent companies, feature 
the best of Barbados creativity, and help both on educational and visitor economy levels. 

Food  

If we’re working to our ground rules, food is an important make-up of cultural identity. It’s also a key 
element in the tourist and visitor economy. More and more – and especially in destinations looking 
to capture the high end of the market – authenticity and uniqueness of experience are key drivers, 
and the culinary arts have the ability to provide these things. This is borne out in many major tourist 
nations. Italy, France, Portugal, Spain and others all have powerful food components in their 
offering. And there’s no doubt whatsoever that the boom in Scottish tourism has been very much 
underpinned by culture, and food and drink in particular. 

So even though just a small fraction of the Bajan creative and cultural industries identify themselves 
as focused on food – a number possibly depressed because traditionally culinary arts are not 
considered part of the creative and cultural industries – it is an important ingredient in the mix.  

There were articulate and very vocal contributions in this regard at the focus groups. The sentiment 
– along with that in terms of Bajan culture generally – is that the uniqueness is being lost. Some 
concern was voiced in the focus groups that traditional Bajan cuisine is not developing, its very 
foundations crumbling. And while there’s been a push to increase standards, there’s little point in 
having a Michelin star restaurant in Barbados if all it serves up is classical French cuisine – 

We need ‘innovation, not foreign replication. 

The proposition of developing this key component of the Barbados brand is a good one but 
cannot be achieved without focused efforts. Tourism agencies and the hotel sector need to be 
divorced from the notion that all tourists want is North American or European fare. There are Bajan 
chefs opening their own establishments, and several successful mobile canteens using local 
                                                        
29 See the following links - 

http://www.phf.org.uk/our-work-in-the-uk/education-learning-arts/ 

http://www.phf.org.uk/our-work-in-the-uk/arts-access-participation/ 

30 http://www.artworksalliance.org.uk/about-us. 
31 http://www.creativescotland.com/what-we-do/major-projects/creative-learning-and-young-people/artworks-scotland/is-
this-the-best-it-can-be. 
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ingredients: there is some celebration and promotion of these, but more should be made of them – 
and others encouraged to follow their lead. Authenticity should be emphasised: Oistins 
underscores the merit of promoting Bajan cuisine but needs to defended from the risks of a drift 
towards ‘the plastic’. During the focus group sessions, apprenticeships were mentioned time and 
time again – not just in relation to food but across a wide range of commercial art forms including 
film and television. As one person succinctly put it - 

Everyone using it, no one developing it. 

What is needed is a transformation - 

From cooks to chefs. 

Internships, apprenticeships and training schemes 
There’s one final piece of the education theme that emerged as extremely important. It’s clear 
from the sector mapping that skills and knowhow are in demand, and are often hard to find: 
internships, apprenticeships and training schemes will all have vital roles to play in developing the 
kind of talented, skilled individuals that the creative and cultural industries – indeed Barbados in 
general – require.  

Time and time again this issue came up – and the need is most acutely articulated in respect to 
apprenticeships.  

As we referenced with respect to the school curriculum, it is beyond the scope of this report to seek 
to shape or in any way define what the apprenticeship system should look like. We would however 
clearly state that it needs to be the highest quality possible if Barbados is to compete on the world 
stage, and that the body charged with developing it should be able to access the kind of high-skill 
levels, deep experience and extensive knowhow that would make this possible.  

We would further argue that a very important part of this approach should be the promotion of in-
house personal professional development initiatives to the sector. Properly executed these are 
proven to be highly effective – and over and above increased productivity, promote other benefits 
including worker loyalty. This is likely to be a hearts and minds campaign as much as a training 
programme because there may be some who say what happens if we train people and they 
leave? 

To which the reply is what happens if we don’t and they stay? 

It’s vital that people – especially young people – get the chance to engage with the sector in 
structured, well-planned initiatives. And it’s vital that they are given every opportunity to choose 
and then develop a rewarding career in them.  

Why creative education is vital to Barbados’s future 
Let me be unambiguous here: every child should benefit from the opportunity 
to study cultural education subjects to a high level in the classroom through 
out their schooling. 

Darren Henley, CEO Arts Council England32  

There is one final reason why art education needs to be successfully addressed if Barbados is to 
grow and develop as effectively as possible. It’s one that goes far beyond the confines of the 
creative and cultural industries. 

Every year nation after nation produces programmes and strategies designed to guide national 
development across every conceivable area of activity. Education, business, research and 

                                                        
32 http://eandtbooks.com/book/arts-dividend-why-investment-culture-pays 
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development, investment, banking, social care, housing, transport, the environment, infrastructure – 
they’re all considered. There are many others too. 

But what most governments do not do is look further than three to five years into the future. Very 
few reach to a decade. There are reasons for this. Political cycles are nearly always short, and few 
in the democratic world go beyond five years. But this – while perhaps making sense to a politician 
– is not a good reason to ignore longer-term thinking.  

The paradox of this is that the further out you look, the more difficult it becomes to see anything 
with any clarity. And while there are some things that look pretty definite such as potential 
catastrophes at environmental and climate levels, the ways to tackle them are not yet clear. 
Technology is moving too quickly for accurate predictions to be made, and so putting bets on this 
or that technology and feeding that back into the education system can be misguided. Sure, add 
tech and coding skills to the curriculum because those skills drive the current information revolution, 
they’re in great demand and there’s a world shortage. But do not lose sight of the fact there’s 
another part of the ‘pretty certain’ future: Artificial Intelligence (AI) means that in 20 years or so – 
possibly less – the vast majority of coding, along with numerous other skill sets, will be better done by 
machines. 

So if you can’t predict the future, the challenges it will bring and the tech that might solve them, 
are there any skills you can bank on being needed? Is there anything you can bet the nation’s 
house on? 

Turns out, there is. While you can’t predict longer futures, and so you can’t teach in relation to 
those futures’ requirements, you can future-proof. Because one thing is certain and it’s that the 
challenges and opportunities that are going to come up will only be solved by the application of 
creativity and innovation. 

And you can teach creativity. You do it through creating a thirst and appreciation of culture and 
the arts. Some may go on to become actual artists and performers but everyone will have been 
exposed to the creative mindset, which they’ll take with them whatever path in life they choose to 
follow. They’ll be able to use creatively wherever they go, and be able stimulate, trigger and 
participate in innovation. 

You teach culture and creativity. You create a creative and innovative mindset in every person. 
You build an innovation nation, and in doing so you build Barbados’s future. Or as the senior 
executive at one national agency said –  

The creative industries will save Barbados. 
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Space 
If the creative and cultural industries are going to save Barbados, space and accommodation will 
play a key role. Be it floor space, entire buildings, areas in towns and cities, or multiple sites across a 
nation, they drive dynamics in a range of ways. At the most basic, space and accommodation 
provide room for people’s activities. They also provide focus, and because of that they can seed 
any number of cluster development dynamics, including creation of networks and informal support 
systems. And in a world increasingly focused on it, the right kinds of spaces are vital for innovation. 
Coupled with the right kind of activity and support systems, buildings are powerful catalysts for the 
regeneration and transformation of entire communities – and indeed nations. 

When the focus group and one-on-one sessions looked at space, two distinct subjects emerged. 
The first can be described as co-location space, the second is the very particular issue of a national 
art gallery – or more to the point, the lack of one. In both cases, more than one route forward 
emerged in discussions.  

And as we’ll see in one approach, the two became one. 

Co-location space 
By and large, co-location spaces where people can come together, work, network, collaborate 
and build relationships are regarded as one of the most powerful plays an ambitious economic or 
cluster development strategy can invest in. With the right kind of culture and ethos, these kinds of 
buildings benefit not just the people working in them: they become centres for entire communities, 
drawing in people working elsewhere [who may for example want to use the facilities the building 
possesses, or may want to benefit from the support centred there], bringing in ancillary support 
businesses such as lawyers and accountants, and acting as centres for education projects. 

While this kind of dynamic can work with any sector, the creative and cultural industries have often 
been used to regenerate and transform entire locales. For example, in the 1970s, Shoreditch in 
London was a depressed community: traditional industries had collapsed or deserted the area, 
leaving a vast number of dilapidated Victorian warehouse and factory buildings to quietly decay. 
But the very things that had made the buildings uncomfortable for traditional industries were 
deeply attractive to the creative and cultural sector. Quirky characterful architecture, large flexible 
‘studio type’ spaces, and a close-knit set of streets were exactly the right kind of environment. And 
they were cheap. The first music venue came in the late 70s; the first art gallery sprung up in 1980 
and was quickly followed by the first creative and cultural co-location space. It took less than 20 
years for Shoreditch to become one of the most successful areas in London, home not just to a 
vibrant creative and cultural sector but also the epicentre of London’s burgeoning tech industry 
[often referred to as ‘Silicon Roundabout’33]. The area is more affluent, diverse and productive. And 
property prices have gone up too. 

And it’s not just big cities that can do this. The team writing this report has direct experience of what 
the right kind of physical regeneration can do for poor communities. DigitalCity in the north east of 
England was sited in the poorest ward in the poorest area of England34. And it was situated in an 
area that did not, at the project’s inception, have anything near the vibrant and committed 
creative and cultural sector that Barbados enjoys. While radical but proven support activities were 
the first things put in place, the aim was always to put activities and buildings together, and the 
vision for the regenerated area was always clear - 

A Creative Industries Quarter like no other – a radical complex of stunning new build 
sparking refurbishment of the area's Victorian buildings. A genuine creative hub where new 
businesses, established successful companies and support agencies work together under 
one roof. Unique in the UK. Unheard of round the world... 

                                                        
33 For more on Silicon Roundabout and Shoreditch go to https://en.wikipedia.org/wiki/Old_Street_Roundabout, and to 
http://www.siliconroundabout.org.uk/. 

34 The 9,456 wards in the United Kingdom are the primary unit of electoral geography for civil parishes, and borough and 
district councils. Each ward has an average electorate of about 5,500 but the number can vary substantially.  
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Managed workspace for start-ups, accelerating companies, spinouts and established 
businesses. Space for large companies to build. Cafés, restaurants and shops spill out. 
Exhibitions and events on every corner. First Wednesday every month. Multi level meeting 
zones. Street life 24-7-365... 

A safe, bohemian environment where people can do their best work, come together, 
collaborate and thrive. Inspired by the Soho’s in New York and London, the most successful 
creative centres of the past forty years. 

The DigitalCity geared up in 2004. Building started in 2008. By 2014 DigitalCity was regarded as an 
outright success: the Financial Times identified it as the only digital hotspot in the UK north of 
Birmingham, the area rated fourth out of 400 areas for high-growth potential businesses [from 
plumb bottom], and while the first three buildings were funded from the public purse a further 
five [involving millions in investment] came to life through private equity. And these were not 
ghost buildings: because of the advantages of co-location, there were world-class companies 
across the board, a predominance of international trade and world tech HQs for 
multinationals. There were millionaires out of standing starts, and unprecedented growth in 
private sector investment – and new confidence, ambition and aspiration in the community. 
The European Regional Development Fund commented this shows that ERDF funding is not just 
used for the construction of a building or the support of one enterprise, but that it has a real 
impact on the region and the people living there. In this sense, [DigitalCity] is probably one of 
the best success stories there are. 

What was achieved at DigitalCity was not rocket science and in the view of the report team the 
dynamic can be replicated in Barbados. 

The current situation 
The current situation in regard to space is that very largely, people either work from home or from 
an office they own. Almost two thirds of responders either have a home office or some other 
arrangement at home. And a further quarter have an office or studio elsewhere that they own. 
[See chart below]. 

Working from home is in no way unusual, especially in regard to arts practitioners. People will find 
the optimum arrangement for themselves, and if that means working from home – or even the 
kitchen table – then so be it. But it does mean the advantages of co-location are not taken, and 
that’s at the more commercial end of the creative and cultural industries. 

Emerging awareness, emerging demand 

We want to own our own work and retail space. 

On the ground there is both a growing awareness of what the right kind of spaces can do, and 
evidence of an increasing demand for them. 

At the same time, there is little commercial uptake of space, with almost two thirds [64%] of 
responders indicating they work from home. Whether this is due to economic constraints [people 
simply not being able to afford rented space] or lack of available space at affordable rates is open 
for debate – though it is likely a combination of the two.  

There is also a large group indicating they would seek to move in the mid-term: the finding from the 
online survey is that more than half [51%] of responders think they are likely to move in the next 
three years. Given that most businesses also indicate they expect earnings to go up, it’s reasonable 
to assume they will want more space than they currently have. Furthermore, more than half of 
respondents [53%] indicate they would be prepared to relocate. 
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Given the three-year time scale many responders used to indicate their readiness for relocation, it is 
conceivable that a range of co-location spaces [perhaps both publically and privately funded] 
can be developed. This would require a well planned and executed strategy [with, for example, 
carefully chosen locations], the involvement of many partners and stakeholders, and an approach 
that accommodates price sensitivities. But it undoubtedly represents a real and concrete 
opportunity to trigger all the benefits co-location spaces can produce. It is an opportunity that 
should be acted on immediately. 

Ideal spaces [desirable features] 
There was also a clear idea of what constitutes the kind of space people want.  

In the online survey, we asked people to tell us what they’d prioritise if they were looking for new 
space. We asked them to indicate their preferences in terms of feature importance, and we did 
not ask them to select any ‘either/or’ choices – though these can be inferred. 

Aggregating vital and important responses, we arrived at the following results -  

I have a home office! 37% 

I work from the kitchen table  
[or some other informal set-up at home] 27% 

It’s an office/studio/shop, owned by  
myself / my business 23% 

It’s a furnished office, which is leased  
or rented, with services included 3% 

It’s an unfurnished office, which is leased  
or rented, with services included 3% 

It’s leased or rented, but has no included  
services, and no furniture 3% 

I use a desk in a larger space, and/or  
share accommodation with others 2% 
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When looking at the results, it’s important to remember there will be groups for which a particular 
feature is important, even if it doesn’t rank highly overall. For example, a gallery would tend to want 
a heavily trafficked area, while the many artists the gallery represents may not find that important 
at all in regard to studio space. 

What is pretty overwhelming is the desire for good light and air. While this result might seem obvious 
given the nature of the creative industries, there’s a ‘hidden factor’. People work more effectively 
in workspaces with these things: figures vary, but research previously undertaken by this team 
[when building DigitalCity’s flagship building Boho One35] indicate a 3% - 5% increase in efficiency – 
which real-world experience bore out. 

Fast broadband [74%] and superfast broadband [60%] are important for many. We would argue 
the numbers indicate a growing demand for increased speed, and that this will rise with time. We 
live in a digital world, file sizes grow ever larger, and there is competitive advantage in speed. 

While realism about the quality of space is a common factor in the creative industries across the 
world, the responses with regard to a concentration of cultural and creative workers/businesses in 
the vicinity, and good café and/or restaurant facilities in the building or nearby is a surprise [at least 
to the non-Bajan eyes on the mapping team]. Such features are regarded as key components in 
the sharing of knowledge and knowhow, the driving of excellence, and the cross-pollination of 
ideas and innovation that can come when people get together, meet, and exchange ideas. 

Having stated that, acknowledgements of their importance in the 40-50% range is by no means 
weak, and there is a 68% take on good levels of networking and collaboration space. The focus 
groups clearly evidenced a strongly growing awareness of the advantages of co-location, and it 
might only take one or two exemplar projects [which need not be expensive, might already exist, 
and can be readily championed] to render a major attitudinal shift – realising the massive 
advantages inherent in the ‘networked’ approach.  

And comments indicate responders understand the power of clustering activity - 

Being around fellow creatives would be a tremendous plus. If there was  
a space that we could have an office that also housed other creatives  
we would be interested. Collaboration and inspiration can take place  
plus a faster turn around, ride sharing, cost sharing etc… 

Personally, when I move into a space I would want to keep that space as long 
as possible. Flexibility, in terms of being able to modify or add on to the space 

                                                        
35 http://www.xsitearchitecture.co.uk/portfolio/boho-one/project-page.html  

• Plenty of natural light 86% 

• Plenty of fresh air 81% 

• Good transport links [road and bus services] 75% 

• Good parking 74% 

• A fresh air system [where the air is regulated to  
a certain temperature but retains its fresh air qualities] 74% 

• Fast broadband 74% 

• Good levels of networking and collaboration space 68% 

• Superfast broadband 60% 

• High quality office specification 50% 

• A concentration of cultural and creative  
workers/businesses in the vicinity 48% 

• Air conditioning 48% 

• Standard broadband 46% 

• Good café and/or restaurant facilities  
in the building or nearby 42% 

• Heavily trafficked area 38% 
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would be a great asset. I really just want a space that people can consistently 
visit me at, without changing locations too often. Easy access to art 
supplies/suppliers would also be a great asset. 

Many co-location spaces offer a number of accommodation options, from hotdesking [using a 
desk as required or on rotation] and reserved shared space to dedicated offices. This approach 
not only creates a more appealing dynamic in a building but also increases the commercial 
opportunities for the owners. Again, people were aware of the possibilities - 

I think it's important to distinguish if persons need an individual space or if 
shared space options can be useful to them. I would be happy to have a 
shared or co-owned space with another business.  

It is vital that contemporary artists have access to purpose storage units for 
their work, short and long-term studio access and a studio gallery to show 
work in progress.  

Currently in my business, an arrangement similar to what is available at Regus 
would be great – i.e. a studio space that I can rent as and when I need, 
whether for just a few hours or a few days. And then in the mid term, I would 
like an option that I could share with another creative or business where we 
each have an office in the location but share studio space on a set but flexible 
schedule. 

The same practitioner summed up another important factor: price - 

I would love a more affordable option than what is available at Regus even if 
the facilities are more basic and not as nice. 

The comment also sums up another important truth – the creative and cultural sector is more than 
happy to adopt spaces that are less than optimal from a conventional point of view. And that is, as 
evidenced by Shoreditch and DigitalCity – a good thing. Artists move in, energise an area, draw 
more people and activity in, followed by investment. 

While foot traffic is important to many [almost certainly those that can sell directly to tourists, visitors 
and Bajans], the equation can be reversed.  

I would like to have access to an outdoor external area for air-drying my 
materials e.g. a beach or local park. It would not negatively affect the 
environment and may even attract tourists to see part of the batik process. 

The examples chosen – beach and local park – are not the only ones that could work. Carefully 
created spaces can go just about anywhere, and when the opportunity arises artists and artistic 
activity can become attractions of themselves – and drive further activity across the range. 

Things are already happening 
One of the emerging themes we’ll look at later in the report is called doing it for ourselves. It’s the 
idea that instead of waiting, cap-in-hand, for others [often the public sector] to do things, people 
could and would seek to do them for themselves. And in regard to developing spaces, there are 
people doing just that - 

We have just built our studio space. 

I am building my own 'dream' studio. I just need a healthier and more vibrant 
economic landscape in order for me to generate the money that would allow 
me to bring the building to an operational stage. 

And it’s not just individual practitioners or businesses. Over the past year a group of entrepreneurs 
and creative workers has developed a co-location project in Bridgetown, and has formed a non-
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profit social enterprise to deliver it. Members identified a building whose owner was willing to 
work with them to develop innovative terms and conditions, utilising the Cultural Industries 
Development Act to facilitate aspects of the partnership. 

One other aspect of this development: the Project Initiation Team actively pursued [and continues 
to pursue] information, advice, expertise and mentoring from outside Barbados in order to 
strengthen their knowledge base and proposition. This kind of approach is something we’ll return to 
when considering support systems. 

People are doing it for themselves. 

Wrong approaches, wrong turns 
If the new development in Bridgetown fully flowers, there’s no knowing the catalytic effect it might 
have. Time will tell. But there are developments that can teach a lot about what can go wrong 
when bad decisions are made. One of the most common complaints our work revealed can be 
summed up by the comment about projects that go badly wrong when they’re driven by - 

Technocrats who don’t understand the arts. 

This comment was made in reference to Pelican Village, which most of the people we talked to 
regard as having ‘benefitted’ from disastrous interventions. These turned an attractive and 
authentic chattel house village that was well connected with contiguous areas [especially the bus 
depot, leading to a constant feed of curious locals and visitors], into a badly designed 
development of concrete outlets. 

The ‘chattel house shops’ might have looked good on paper, as might the ‘stream’ running 
through the development and no doubt intended as a centrepiece of the renewal. But the end 
result has little charm and no authenticity [when the authentic is what the tourism industry 
increasingly demands]. The effect is most definitely ‘sub-Disneyland’. Without the rides. 

It gets worse: even the most cursory investigation by urban designers might have highlighted a 
problem: that a retail village clearly designed to tap the cruise ship market yet separated from it by 
a major road is not the best decision in the world – especially when the option was there. 

And it got worse in the execution. As one practitioner pointed out, the build quality leaves much to 
be desired - 

Thirteen million dollars and the walls aren’t straight. 

Which has only been made worse by years of underinvestment. That attractive stream? If it runs at 
all it’s sluggish. It’s got rubbish in it. And smells. Non-fragrantly. 

Compounding the problem is that - 

The village has never been marketed properly. 

Indeed, presiding authorities actually put in conditions that militate against effective marketing – for 
example, rules against signage. That businesses have ‘survived in spite of the conditions’ says much 
about the perseverance and ingenuity of the creative and cultural practitioners involved.  

There’s another fall-out of the Pelican Village intervention. We’ve already mentioned the old 
physical connections in the original chattel house village, which played an important role in many 
ways. They were, for example, a significant magnet for the local population. People would - 

…take the bus, and come in to see what the artists were doing… 

…and in this way more than a few young Bajans were inspired to become artists. It’s one benefit of 
the great space dynamic. Now the improvements and the resulting isolation of the village have 
brought this dynamic to a virtual standstill.  
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More than buildings: incorporating creative quarters into the thinking 
We’ve already noted that developments, executed effectively, can be powerful catalysts for the 
regeneration and transformation of entire communities. Experience shows that is all the more so if 
the development goes beyond the singular building. There are a number of factors playing here, 
and not the smallest of them is of course scale: multiple buildings clustered together will produce a 
much greater dynamic. And they’ll produce much greater impact than a single building of 
equivalent size: develop multiple buildings in the right relation to each other and you develop a 
foot-flow between them, encouraging innovation as people bump into each other and trade 
ideas, knowledge and knowhow, and allow the space in intervening buildings for other 
developments – both directly related and ancillary – to take place.  

Historically these things have tended to develop of themselves – organically. London for example is 
full of old ‘quarters’ even if the industries that gave them their identity no longer exist in that 
location. The same is true of just about every town or city in Europe that can trace its history back 
even a couple of hundred years. 

But more recently with the rise of clustering as an economic driver, the ideas of zones – a new word 
for quarter – has been taken into the planning departments of economic development units. In 
new towns these can often be exclusively reserved for one kind of industry or another. But this can 
falter, especially if the zone is so exclusive it hinders innovation, which requires new people and 
new ideas all the time. And in older towns with often-complicated ownership conditions this 
approach is rarely viable. The alternative – multiple buildings in the vicinity of each other – comes 
to the fore, and produces the kinds of benefits cited above. Especially when it’s coupled with that 
other key Bajan driver – the visitor economy. 

And, it would seem, Barbados has the opportunity to develop such quarters. To a regeneration 
professional’s eye there are likely areas in Bridgetown that would appear prime prospects. And 
Speightstown, with its long and intriguing history36 has huge potential to position itself as a creative 
and cultural zone – and even has the seed artistic presence in galleries and jewellers.  

The National Art Gallery 
The feelings about maybe well-meaning but ultimately disastrous interventions at Pelican Village 
were very clear and strongly held, and were underlain by a quiet anger. But the volume of the 
anger at our next port of call is of a completely different scale. Perhaps nowhere else in our 
investigations [apart from possibly certain aspects of the supporting agency system] do feelings run 
so high, and the outpouring of frustration and rage become so absolute. 

People are, to say the very least, angry about the National Art Gallery – or more specifically its non-
appearance. It’s a history of government neglect and broken promises that can best be summed 
up in a few quotes, the first of which comes not from our work but from Sir Henry Fraser37, published 
contemporaneously with the online survey - 

I’m calling for our banks and businesses to support the visual arts. And I’m 
calling even more loudly for government to keep its forty-year-old promise of 
a National Art Gallery – of converting Block A, the Garrison, into the National 
Gallery, promised by three successive administrations over nearly fifteen 
years, and announced repeatedly by the Minister of Culture over the last two 
or three years. This is a national priority – a powerful flagship of our culture and 
our identity as a people. It’s a shame it’s not been done for CARIFESTA, at a 
cost of a few hundred thousand dollars. Perhaps it can at least be started, 
providing a useful boost and a save of face! 

If spaces can be catalysts for activity and regeneration, then national spaces are even more 
powerful tools. 

                                                        
36 http://barbados.org/speightstown-history.htm.  

37 We’ve named him because the passage is already in the public domain. 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  69 

The notion of a National Art Gallery becomes even more compelling when it goes beyond a basic 
‘art on walls’ idea and becomes a multifunctional arts centre where people of all kinds – including 
but not limited to practitioners, entrepreneurs, educationalists, people in education, consumers and 
visitors to the island – can come together, create, take part in events, look at different creations, 
talk, share, support and buy. 

Such centres provide jobs, stimulate the visitor economy, provide focal points for cultural activity, 
and are pivotal in terms of education. Across the world, cultural developments very frequently 
spearhead overall regeneration. In Spain, Bilbao drove one of the most successful urban-scale 
developments ever through its Frank Gehry designed Guggenheim Museum, and in Scotland 
Dundee’s centrepiece of a current citywide regeneration is the new V&A design museum. 

It could be argued that developments like the Guggenheim and the V&A are massively expensive, 
what only rich countries can afford, and out of reach for smaller economies like Barbados. But 
while the money is admittedly enormous, and is in all likelihood not available to Barbados, the 
argument does not hold. A national building can be achieved at the right price for Barbados.  

It could also be argued that there is no suitable building. Again, the argument does not hold – 
there’s been at least one available for decades, at Block A, the Garrison, according to Sir Henry. 
And while water condensation on the walls has been given as an intractable problem, Bajan artists 
have been using simple solutions for this for a long time - 

I have had my studio in same sort of building for 25 years. My art has not 
suffered for it as I had a mounting for hanging and I put corks behind the 
paintings to keep them off the walls. 

And, with the right mindset, this approach could offer intriguing and highly creative opportunities: a 
contemporary and visually stunning solution could, for example, utilise maritime steel wire rigging 
systems. But maybe the positive mindset required is lacking in the civil service - 

That's our big problem... we always think of why something should not be done 
rather than why it should be done. 

So the bottom line appears to be that the only real problem is the Government’s attitude -  

As ever with the visual arts the Ministry of Culture begs poor. The fact that not 
one cent, I repeat, NOT ONE CENT was relegated to the visual arts for our 50th 
Anniversary is shameful… 

In this regard there’s something very telling about its decision to allow - 

1,000 pieces of Bajan art… [to be] kept downstairs in the Police station in 
Holetown. 

Doubtless in conditions less than beneficial to their long-term survival. 

The National Art Gallery as a hub for across-the-board activity 
The idea of a National Art Gallery as the driver of catalytic activity is powerful, and becomes even 
more so when it is truly fused with that of a multifunctional arts centre where people of all kinds – 
including but not limited to practitioners, entrepreneurs, educationalists, people receiving 
education, consumers and visitors to the island – can come together, make things, take part in 
things, look at things, learn, talk, share, support and buy. And it is not without massive, successful 
precedent. 

There are many centres around the world that successfully use this model, and the beauty of it is 
that it can be adjusted to fit whatever environment it’s triggered in, at whatever budget is 
available. From large-scale projects such as the Centro Botin Gallery in Santander, Spain, to much 
smaller centres in less populated areas such as Burgh Hall in Dunoon, Scotland, the concept of a 
multifunctional space works and works well. It drives creative and cultural activity, it regenerates, it 
drives the economy, and it draws visitors including tourists. 



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  70 

There are additional lessons from these examples. 

Dunoon Burgh Hall was a derelict theatre threatened with demolition, and the initiative that re-
invented and refurbished it turned it into a multi-purpose, culture-focused local and regional 
centre. It has a large main performance theatre [that itself can be used for multiple purposes], a 
dedicated, national quality smaller galley, workshops and resources for artists, meeting rooms, a 
shop, café and restaurant. It houses arts shows, can put on performances across the entire range of 
performing arts, holds workshops and educational events, and is available for hire for other events. 
While it received backing from a range of organisations including Creative Scotland, it ultimately 
relied on a massive buy-in from the local population and dedicated volunteer efforts to see it 
completed successfully – and its business model is predicated on continued local involvement. 

At the other end of the scale, one half of the Centro Botin Gallery houses 2,500 sq m of gallery 
space on two levels, with the other half containing workshops and a 300-seat auditorium for 
concerts, festivals and classes in music, dance and cookery in keeping with the centre’s aim for art 
with a social mission. But the key point about the Centro Botin gallery is this: it was designed by 
Renzo Piano – which would strongly suggest that if the idea of a multifunctional arts centre is good 
enough for one of the world’s greatest living architects and the creator of 25 museums and 
galleries around the world… 

It should be good enough for us. 

So under these conditions, we’d argue there are no good reasons to delay the National Art Gallery 
any further. Indeed, given the dynamic produced by such a building and all the crosscutting 
benefits a well-worked and executed scheme will deliver, the argument actually becomes - 

Can Barbados afford not to do it? 

The distributed, multi-purpose National Art Gallery 
Out of the findings of the survey, focus groups and interviews comes a key concept, or controlling 
idea, that the nation needs to embrace creativity and culture at a fundamental societal level. 
Education needs to embrace it. Business too. And government.  

Buildings are one way that nations, states and indeed individuals can indicate their culture and 
beliefs. So it is perhaps not surprising that one of the most innovative ideas to emerge from the 
focus groups is the merging of these two ideas – the nation embracing creativity and culture, and 
the provision of space – into a different concept as to how a national gallery might evolve. 

The idea is that, rather than having a single art gallery, the country could have many. This way 
every parish could have part of the National Art Gallery. In each location, decisions could be 
made about the kind of building used that fits local conditions [and ambitions]. It could be built 
from scratch. Or it could occupy an existing, suitably refurbished building. Old buildings [perhaps 
including those on old sugar plantations] could be brought back to life. Each, housing a specific 
part of the national collection, would have its own story to tell. And draw visitors, both local and 
from abroad. 

And the local art galleries need not stop at showing art. Once again, the idea of co-location 
comes into play. Artists’ studios, education spaces, performance spaces, and creative and cultural 
business accommodation could be incorporated. The spaces would allow artistic residencies to 
take place, and so bring outside, world-level influences to bear. And they would help to drive art 
into the heart of the community. 

None of this need take away from the proposition of a main National Art Gallery in Bridgetown. 
Indeed, they have the potential to be symbiotic. One of the key recommendations in this report 
[spoiler alert!] is going to be that a new, strong and vibrant cultural and creative strategy is 
developed for the whole of Barbados. If this recommendation is adopted, we would strongly urge 
that the multi-location, multi-purpose National Art Gallery concept is looked at very closely indeed. 
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Agencies and support 
One of the key elements in any economic development strategy is the role and effectiveness of 
the support agencies charged with driving that development. And this – along with education and 
the National Art Gallery – produced some of the most focused scrutiny in our sector mapping work. 
The online survey indicates there is both a demand for support, and issues surrounding the current 
supply. 

Support: current and future demand 
When we asked in what areas people and businesses would like to see support products and 
services, the response indicated very significant, and focused demand. 

There is a very high level of demand for support across a range of areas - 

We also asked which areas would become more important over the next three to five years. When 
looking at these figures one needs to bear in mind that these represent increased importance on 
things that are already deemed very important.  

 

Combined, we’d argue that the responses indicate an acute awareness of what it takes to 
develop successfully. The focus is on exactly the same areas for which people indicate need when 
asked about their existing skills and knowledge. In other words, people are clear and consistent 
about the levels of their skills, knowledge and experience – and what they need to get good at. 

 

Current 

Networking: including networking and collaboration events,  
trade shows and conferences [including how to ‘own the room’] 86% 

Business development: including general marketing and sales, digital  
marketing, social media, sales support and product management 84% 

International marketing and sales 80% 

Business strategy and planning: including business management,  
general operations, business innovation and risk management 75% 

Accessing finance: including investment readiness advice 71% 71% 

Finance and accounts: including planning, financial management  
and financial awareness for non-financial managers 71% 

Leadership and high level management skills development 60% 

 

Increasingly important 

Business development: including general marketing and sales, digital  
marketing, social media, sales support and product management 59% 

International marketing and sales 55% 

Accessing finance: including investment readiness advice 33% 33% 

Networking: including networking and collaboration events,  
trade shows and conferences [including how to ‘own the room’] 26% 

Finance and accounts: including planning, financial management  
and financial awareness for non-financial managers 24% 

Business strategy and planning: including business management,  
general operations, business innovation and risk management 22% 

Leadership and high level management skills development 9% 
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Networking 
We’ve noted that buildings are one part of the mix needed to develop a highly integrated, 
collaborative and innovative sector. Another is the activity that goes on inside them, and one of 
the key elements is networking.  

We asked people to tell us about the attitudes they held with regard to networking. 

In the chart, the colours very roughly correspond to how optimal the attitudes indicated are. These 
optimal attitudes are key to successful networking initiatives.  Ones that not only benefit individuals 
and businesses but the cluster as a whole are where people understand that giving is more 
important than taking, that the sharing of knowledge, experience, smarts, knowhow and ideas is 
the fastest way of attracting reciprocal benefit, to the benefit of all participants. In this situation, 
ideas are shared, cross-pollinated, and new ideas come up; best practice is rapidly disseminated; 
and people can most easily find the skills and talents they need to drive their work forward. 

We’re avid networkers, and primarily look to see how  
we can help others 21% 

We’re avid networkers, and look to give as much as take 20% 

We have a clear networking culture at the company and  
encourage everyone to engage where they can 21% 

We use networking to learn more about other parts of  
the arts and creative industries 44% 

We mainly use networking to meet new people and  
get new ideas 33% 

We’re avid networkers, and look to gain real advantage  
right across the board including business development leads,  
learning new skills, developing knowledge, finding new ideas,  
getting new contacts, meeting mentors and wiseheads 26% 

We mainly use networking to look for mentors and wiseheads 15% 

We mainly use networking to look for business development leads 31% 

We network when we can, but don’t regard it as vital 12% 

We have a networking culture at the company and  
regard this as a management / senior level activity 4% 

We are not comfortable networking at all.  
We’re interested in creating 17% 

We think networking’s a waste of time 0% 
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Those in the red to orange range indicate optimal or near optimal approaches. Those that are 
green are still positive approaches, if not optimal. They could be regarded as good territory to ‘up’ 
the network dynamic. The blue zones are the less than optimal approaches. 

The picture is encouraging. While only a quarter or so of responders are indicating attitudes that 
are genuinely optimal, that’s a good start – and with the right kind of networking events and 
opportunities, the healthy contagion will only spread. Yes, there’s another quarter or so that 
indicate they adopt sub-optimal approaches, and that suggests the real value of networking is still 
to be discovered by at least some of the creative and cultural industries, and that the way 
networking is best approached in order to achieve those outcomes also needs to be developed. 
But there’s an absence of people who think networking is a total waste of time and there’s the 
healthy contingent of people in the green zone – ready to move up. 

Of course, great networking relies on the right kind of events at the right level, so we asked 
questions in these areas. We asked how often people attended the ones put on by the various 
agencies -  

 

While these numbers might look low, we would argue that a frequent attender response of 15 – 16% 
for NCF and BCIDA is respectable. Not everyone wants to attend networking events, those that do 
cannot always make them – and there are many demands on time. That between one third and 
almost half of responders indicate they at least go occasionally is also positive. But there is work to 
be done. We were made aware of less than optimal arrangements. Some of these are easily 
solved - 

NCF gives little or no notice of workshops. And then complain that there are no 
attendees forgetting that people have lives, work, families etc. 

Others will require more thought. The following indicates the numbers of people who are not aware 
the organisation holds events - 

 

While no-one can reasonably expect total awareness across the board, organisations that only 
have a four in ten awareness rating – especially in an island nation which is contained and 
relatively small, and to groups they should be able to reach effectively – is not great. 

We also asked people whether they thought there is enough networking activity of the right sort. 
The results suggest there’s a patchiness in terms of quality. Only a fifth [18%] felt the networking 
available was about right in terms of both quality and quantity, while four in ten [40%] had negative 
views of the networking available, either because it isn’t high quality or productive.   

 frequent  attend in any form 

NCF 16% 46% 

BCIDA 15% 34% 

BSBA 3% 10% 

BIBA 1% 4% 

 

 unaware 

NCF 24% 

BCIDA 40% 

BSBA 43% 

BIBA 46% 
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More than a few times we heard comments summed up by the following - 

There is not enough good, high quality networking. 

There is not enough good, high-quality networking in the cultural industries; 
when it occurs there are usually seminars, not networking 

I actually like to get things done when networking. I do not admire talk shops. 

There's some networking for certain fields and little to none of the right 
networking for others. Matchmaking the wrong people together for networking 
just wastes everyone's time. 

Targeted networking with specific objectives and goals was also felt to be lacking - 

Sometimes we can have very good attendees but more one-on-one time 
needs to be made with key players for real development to occur... 

The support of tourism in the networking is the missing element. When press 
teams arrive there should be an opportunity for an artist / culture meet-and-
greet as well as gift bags containing culture content. 

It’s not the first time we heard of the disconnect between the creative and cultural industries and 
other sectors. This needs to be addressed – and not just in regard to the visitor economy.  

But the issue of driving the most effective kinds of networking is a two-way street, and not 
everything can be laid at the door of the events’ organisers. As one responder put it -  

Networking is great, but the idea of networking in Barbados is different to what 
I experience overseas. In Barbados networking means get to know people so 
that you can make that money on your own. I prefer to get to know people so 
that we can collaborate and work in teams. Few locals are willing to work in 
teams when it comes to business ventures. 

Clearly a commentator who’d be right in the red to orange zone, well aware of the issues. And the 
issue this commentator identifies comes up again and again. For one reason or another [or maybe 
a combination of several], in Barbados there’s a ‘siloed’ approach to an industry that only 
genuinely thrives when networking, collaboration and cooperation – drivers of innovation and key 
elements of the Medici Effect38 – are in place. 

One of the reasons may be the following. This last comment is again representative of more than a 
few we received throughout the course of our work - 

Only certain political groupings are invited to network 
                                                        
38 The Medici Effect: Breakthrough Insights at the Intersection of Ideas, Concepts, and Cultures is a 2004 book written by 
Swedish-American entrepreneur Frans Johansson and published by Harvard Business School Press. In it, the author argues 
that innovation comes from diverse industries, cultures, and disciplines when they intersect, bringing ideas from one field into 
another. 

You can never have too much networking! 29% 

There’s about the right amount of networking opportunities,  
and it’s the right quality / type 18% 

There’s about the right amount of networking, but  
the quality does vary 14% 

There’s not enough good, high-quality networking 19% 

Nothing ever comes out of the networking here 21% 
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The accusation of political bias in the treatment of individuals and businesses in the creative and 
cultural industries is deeply problematic and recurs in other contexts at later points in this report. 

It is an issue that needs addressing, along with the overall development and improvement of the 
various networking initiatives. 

Workshops, mentoring and coaching 
Another key element in any cluster development activity is increasing the smarts of the individuals 
and businesses in it – improving the skills and knowhow needed to work and grow successfully.  

Types of learning 
Everyone learns differently and it’s possible to deliver support in a number of ways: face-to-face 
sessions, through small and large groups, online … so we asked about preferred delivery methods.  

The results whether for first choice or aggregated [we asked people to rank up to three options] 
clearly indicate a marked preference for face to face [which implies mentoring and coaching], 
small groups [which implies the same], or online interactive content. Wide-scale events and 
conferences – often promoted because of ‘economies of scale’ – are at the bottom in both lists. 

This is very much in keeping with the survey team’s experience in economic development support. 

And the experience is that the preferred choices are also the most effective ones in terms of 
business and cluster growth. ‘Economies of scale’ become highly uneconomic if the desired end 
result is genuine and sustainable growth. 

Quality 
There was a very clear awareness of quality. We asked whether mentoring and coaching from 
high-level mentors and coaches with successful and extensive track records was desirable. The 
answer was overwhelmingly positive. People not only know what they want to learn – they want to 
learn it from people who’ve really been there and done it. To that we’d add a third phrase. 
Experience has proven that mentoring and coaching needs to be from people who’ve been 
there, done it, and continue to do so. There’s no point learning from someone who might have 
been a success 20 years ago but has not kept current. The world moves on. 

Furthermore our experience shows that for the support to be truly effective and long lasting, those 
people need to be working at the very highest levels. If a creative or cultural practitioner wants to 
expand their markets, they have to be able to compete internationally. And if the Government 
wants to drive foreign earnings, it cannot expect to do so unless it enables its most talented 
creative and cultural practitioners and businesses to operate on levels that can create winning 
overseas activity. Not ‘any old person’ in the room will do. 

  

Delivery methods  

 1st aggregated 

Face to face 36% 49% 

Small groups / workshops 26% 62% 

Online interactive support 18% 43% 

Web support 8% 17% 

Social media 6% 26% 

Larger workshops 5% 56% 

Wide-scale events and conferences 2% 21% 
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This approach – the emphasis on world-class work and excellence – is increasingly being adopted 
by creative and cultural industries internationally. It benefits everyone – even those not immediately 
seeking to go worldwide. For example, the artist seeking to sell to a visitor needs to know what’s 
available to those people in other destinations. It’s the only way they’ll know they’re offering 
something of the right quality – something that can’t be picked up in any other port of call.  

A rising tide lifts all boats39.  

Current support offerings 
Practitioners and businesses in Barbados’s creative and cultural industries have a well-grounded 
understanding of what they’re good at, what they want support in, and the kinds of support and at 
what quality they need. It is against this that the current support offering can be assessed. 

In the online survey we asked people to rate the support products and services provided by a wide 
range of agencies. First, responders that had interacted with agencies and rated the support either 
brilliant or pretty good - 

Conversely, those that had used the organisation and rated the support neutral to negative - 

 

Clearly there’s divided opinion, and this is not to be unexpected. Even though the ambition might 
be for everyone to receive optimal service, organisations, like every other human endeavour, are 
fallible. There’s also nearly always a contingent of people who will find fault no matter how hard an 
organisation tries. And there’s a well-attested tendency for people not to value what is given to 
them free of charge. 

                                                        
39 https://en.wikipedia.org/wiki/A_rising_tide_lifts_all_boats.  

Brilliant or pretty good  

NCF - National Cultural Foundation 46% 

BCIDA - Barbados Cultural Industries Development Authority 39% 

BIDC - Barbados Investment and Development Corporation 31% 

BSBA - Barbados Small Business Association 30% 

Caribbean Export 24% 

BTMI - Barbados Tourism Marketing Inc 18% 

BTPA - Barbados Tourism Product Authority 18% 

Invest Barbados 15% 

BIBA - Barbados International Business Association 14% 

BCSI - Barbados Coalition of Services Industries 13% 

Neutral or negative 

BTMI - Barbados Tourism Marketing Inc 39% 

BCIDA - Barbados Cultural Industries Development Authority 41% 

NCF - National Cultural Foundation 46% 

BIBA - Barbados International Business Association 44% 

BCSI - Barbados Coalition of Services Industries 52% 

BTPA - Barbados Tourism Product Authority 53% 

Caribbean Export 61% 

BIDC - Barbados Investment and Development Corporation 64% 

BSBA - Barbados Small Business Association 65% 

Invest Barbados 67% 
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But in a well-run organisation with the right kind of support offerings and the right people delivering 
them, the contingent representing potential beneficiaries for whom the organisation misfired, or 
who were never going to be pleased, or who were not made aware of the value of the support 
should be low.  

And there are also benchmarks against which performance can be judged, and which we can 
apply. One of the ways to do this is to develop an overall satisfaction rating by developing a ratio 
between those that found the experience brilliant or pretty good with those that found it neutral to 
negative.  

In the table below, a satisfaction rating ratio higher than 1.00 indicates more people find the 
experience positive than don’t. A ratio lower than 1.00 shows more people find the experience 
unproductive than rate it highly. The lower the ratio, the lower the overall satisfaction. 

 

Again, we stress that rating support agencies can be troublesome, and this is particularly true of 
sectors that are very demanding. But this survey has been scrupulous in its approach, and gave 
every chance for people to give their honest take on things. And with the number of responders, 
there can be no question that the results are robust. And having said that, the bottom line is this - 

The results are not positive. Not a single organisation has more than half the clients surveyed rating 
its products and services either brilliant or pretty good. No organisation has a positive satisfaction 
ratio. Dissatisfaction rates are – across the board – high. 

Even considering just the positive results, to have less than half [46%] of users rate the best-regarded 
organisation as brilliant or pretty good indicates something is not right. To have [at best] four out of 
ten customers dissatisfied40 is even less so. And to have no single organisation with a positive overall 
rating – where more people find the services helpful than do not – is not right at all. 

The team charged with building this report has extensive experience in business support and cluster 
development, particularly in regard to the creative and cultural industries. Their track records in this 
area show that with the right support services delivered by the right people, the brilliant or pretty 
good rating can easily score way above 50%. In the UK for example, a carefully built support 
strategy, with products and services diligently delivered by genuinely knowledgeable, skilled and 
experienced, high-quality professionals received very high satisfaction ratings – from exactly the 
same kind of demanding clientele – of above 85%, year in, year out, with dissatisfaction never 
going above 5%. That’s a satisfaction rating ratio of more than 1741. 

We believe this kind of satisfaction rating is entirely attainable in Barbados. 

Our experience strongly suggests anything less than 50% indicates a troubled support system. The 
reasons may be varied. Common ones include the wrong support products and services, products 
                                                        
40 There are those who may argue that aggregating neutral with not great is skewing the results negatively. But this is simply 
not the case: support is supposed to improve things, and a neutral outcome does not do that. Time and money on both 
sides is being spent on, at best, a ‘nothing’ outcome. And that is most definitely a negative. 

41 DigitalCity Business, 2003-14. 

Satisfaction rating 

NCF - National Cultural Foundation 1.00 

BCIDA - Barbados Cultural Industries Development Authority 0.96 

BIDC - Barbados Investment and Development Corporation 0.49 

BTMI - Barbados Tourism Marketing Inc 0.46 

BSBA - Barbados Small Business Association 0.46 

Caribbean Export 0.39 

BTPA - Barbados Tourism Product Authority 0.33 

BIBA - Barbados International Business Association 0.31 

BCSI - Barbados Coalition of Services Industries 0.24 

Invest Barbados 0.23 
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and services that are badly designed and/or badly delivered, and people delivering the support 
who are not up to the task. 

There are others. Flawed or misguided strategies, stifling red tape, uncoordinated agencies, and a 
lack of resources across them can all play a part. In our work we found unquestionable evidence 
of all these things, which means the issue goes beyond a troubled support system. 

It means the entire system is troubled. 

The troubled system 
There is unassailable evidence that as a whole, the support agencies are not delivering. It came 
through strongly in the numbers from the online survey, but it was when we started to examine in 
the focus groups and one-on-ones why the agencies were not delivering optimally that the dam 
broke. The resulting flood of discontent was both articulately argued and passionately expressed. 
Comments were often strongly worded, but no less accurate for that. They clearly reveal the river 
of disappointment and frustration people are feeling. 

Work in the focus groups and one-on-ones identified a list of issues that have either created or are 
symptoms of the troubled system. We make extensive use of direct quotes because it’s important 
the voices of the practitioners and businesses in the creative and cultural industries are clearly 
heard, directly and unmediated. They cannot and should not be dismissed. We have established 
the sector is important to Barbados and will only become more so. And the online survey numbers 
underpin each and every quote. So does our extensive experience in economic development, 
and specifically with regard to creative industries cluster development.  

The issues are maladies that need to be resolved. They sit in different places. There are major issues 
at Government level. The cause of others lies in the way the various agencies at work in Barbados 
were created and in some cases perpetuated. Some manifest in the agencies themselves. And 
some, regrettably, lie in the people that inhabit the agencies.  

All require remedy. Fixing one or two of them might improve things, but Barbados will not maximise 
the potential of the sector without successfully tackling them all. If the creative and cultural 
industries are to save Barbados, it first needs to give them every chance to do so. 

The issues 
These are the causes and symptoms of the troubled system that need to be solved. 

Multiple agencies 
Barbados has a proliferation of agencies charged with working in the creative and cultural 
industries.  

To outside eyes it is simply inexplicable why an island nation as small as Barbados should have 
multiple agencies treading the creative and cultural ground. If nothing else, with duplicated 
management and overlapping support efforts, they’re monetarily inefficient. Multiple organisations 
encourage multiple, competing and conflicting strategies. And they create siloed thinking and 
activity – the antithesis of what the creative and cultural industries need. 

We hold that this situation needn’t have been the case. We are aware that prior to the creation of 
BCIDA, a report42 was developed for the Government that recommended among other things the 
creation of an ‘independent, intermediary agency’, that this should be ‘dedicated to providing 
support to creative businesses, from start up through entrepreneur-led growth’, and that ‘it must 
work in partnership with other agencies of government, government departments, agencies of 
CARICOM and, critically, the private sector’. It also recommended that ‘the provision of business 
development advice’ across agencies and departments should be a ‘coherent package’. 

                                                        
42 Accessed via the Internet. 
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While it is not explicitly stated, we hold that there is a clear intention that the new agency should 
replace previous ones. Both common sense and good practice demand this – multiple agencies 
can only create confusion and expensive overlap, and Barbados is simply too small to afford more 
than one43. Clearly, this was not fully understood.  

Another key element of the recommendation is that the new entity was to be an ‘independent, 
intermediary agency’. This clearly follows the general trend in many parts of the world. In the UK for 
example, such organisations are called NDPBs [Non Departmental Public Bodies]: while they may 
receive the bulk of their funding from government, and may receive general policy direction from 
the same source, the interpretation of that policy, and the actions to deliver on the policy are theirs 
to decide. Their independence is acknowledged, and actively maintained. It means that genuinely 
relevant expertise, skill and experience can run the ship, with government ministers and civil 
servants – who rarely have these things – kept at a distance.  

But this didn’t happen. Not only are there multiple agencies, none of them are independent in any 
sense of the word. If what we picked up is true, in at least one agency it would appear as if even 
the purchase of stationery requires ministerial approval. 

Nor, across the agencies is there anything resembling a ‘coherent package’ of support. This may 
be due to inter-departmental competition at government levels, or the simple inability of the 
agencies to coordinate. And yet people are clear: there were frequent comments about the 
simple wrongness of having multiple agencies for a single sector. There needs to be a - 

One-stop-shop. 

Time and time again, comments indicated that the situation makes no sense and that rather than 
improving the situation things have gotten worse because before forming BCIDA, policymakers 
simply hadn’t taken the time to work out what needed to change from the old system. One very 
experienced creative practitioner [and one of the island’s most successful artists] summed it up - 

The reason there’s so many vehicles is that the original vehicle didn’t work… 
[so they formed a new one]… but they don’t know why it didn’t work.  

But to do this – create new agencies without learning the mistakes of the early ones [and without 
closing them down] – summons up an observation usually attributed to Albert Einstein. 

Insanity: doing the same thing over and over again and  
expecting different results. 

Overlapping remits, competition, and a lack of coordination  
Multiple agencies with overlapping remits have the potential to create massive problems on the 
ground. This is especially true when what could militate against the problems – collaboration and 
coordination – do not take hold.  

These issues are well understood in the sector. What is perhaps more surprising is that they are also 
well understood and acknowledged inside the agencies themselves. From a senior agency 
executive, about inter-agency coordination - 

The right hand doesn’t know what the left hand is doing,  
both internally and externally. 

Another agency executive stated that because BIDC, BCIDA and NCF are supposed to 
complement each other, there should be clarity as to their roles. Instead, there’s -  

Confusion. 

And all this despite an observation from an agency executive that - 

                                                        
43 England - with a population of 53m spread across a hugely larger landmass, and with a far larger and far more complex 
creative and cultural sector - has just two, which have both clear remits and a high level of coordination. 
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There is evidence that when they do work together, results are achieved. 

When we asked two of these agencies in separate meetings to name the areas for which they are 
responsible, they created lists that heavily overlapped. This leads to confusion in the potential 
beneficiaries of their services and – almost inevitably - competition between agencies. That 
competition could be minimised [indeed it could be eradicated] through close coordination of 
strategy and delivery. But while BIDC, BCIDA and NCF are indeed supposed to coordinate, and 
there is some activity in this regard [in terms of, for example, agencies sitting on each others’ 
boards], there is a frank admission that - 

The entities do not meet.  

In the confusion of multi-agency support offerings and inter-agency competition, things go wrong. 
Some genuinely good work is being lost. They become, to quote one agency executive, ‘best kept 
secrets’. Another agency executive stated the organisation has simply ‘not carved our space’.  

Underlying these frank admissions is a suspicion that there is a lack of expertise in regard to 
marketing: the agencies are simply not very good at communicating the benefits they bring. While 
this is worrying given they’re supposed to be skilled-up in the creative and cultural areas of which 
comms is key, another question begs: is it even right that agencies should have to spend precious 
resources competing among themselves? 

Here are more fault lines in the multi-agency landscape. 

Lack of adequate funding 
What makes the loss of precious resources to interagency competition so painful is that we 
repeatedly heard the Government is – to put it politely – parsimonious in its support of the agencies. 
From senior executives at various agencies -  

There’s huge demand, but little government money. 

We have a large mandate, but a small budget. 

Despite repeated requests for accurate, up-to-date, detailed budgets for the agencies, none were 
forthcoming. To obfuscate matters, in conversation different figures were quoted: BCIDA’s funding 
ranged from Bds$800,000 to Bds$500,000. Even at the top end, this would seem to us inadequate, 
given that before any support can take place, staffing and overheads must be absorbed. Making 
matters worse we discovered BCIDA’s funding is in no way fixed. Subject to changing Government 
decisions, it appears to be highly variable from month to month, which makes planning and 
delivering a coherent package of support very difficult, if not impossible.  

It is a situation that the multiple agency landscape only makes worse. There are automatic 
inefficiencies in the system. The duplication of roles at every level from executive to junior posts 
costs money. So does the duplication of support and networking initiatives. Rationalising the 
agencies would produce efficiencies – and would not automatically create staff redundancies: 
new roles could be created and the organisation’s areas of operation expanded for no extra cost.  

But the fact remains that from everything we were able to ascertain, this will not solve the central 
issue: the Government is not investing in one of its vital sectors. While there are dangers in making 
direct comparisons, they do give context.  

Every year Scotland – regarded as having one of the world’s most culture-committed governments 
– spends some Bds$33 per head of population on support for the creative and cultural industries 
through Creative Scotland alone. Added to other Government funding sources [for example it 
funds, by tradition, some national companies directly], the figure rises to Bds$72. Malta – an island 
nation in the EU with a population very similar to that of Barbados – spends approximately Bds$8.  

In comparison, the quoted Bds$800,000 represents a Bajan spend of under Bds$3. 
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A lack of leadership 
Time and time again we were confronted with evidence that not only are the agencies 
uncoordinated, underfunded and competing against each other, they also lack leadership.  

The legislation that created BCIDA, for example, clearly states there should be a Chief Executive for 
the organisation. Yet, more than two years after its formation, this pivotal position is still not filled. 
Again, if not to Bajan eyes but certainly to outside ones this is inexplicable. Organisations need 
leadership [and great ones require great leadership].  

In countries with effective institutional frameworks and skilled talent to manage the creative and 
cultural industries, it is reasonable to expect qualified people to ‘step up’ and fill any leadership 
voids that might arise.  

But in the case of Barbados, it might help to ask some pointed questions. Is there something in the 
Bajan personality that militates against the kind of ‘intrepreneurial’ or maverick behaviour that 
allows managers to act independently and with decisiveness? Is it even possible for them to do so 
in the face of a government apparently determined to retain control over all aspects of 
implementation? Or is it more likely that after repeated intrusions from a parent Ministry, weak 
leadership within statutory boards might choose to duck and cover? Finally, might it not be even 
more difficult to step up if the ties of kinship, often prevalent in small island nations, have to be very 
carefully navigated? 

Some people are skilled at manoeuvring through such potentially choppy waters. Others aren’t. So 
whatever the reasons, evidence suggests there is currently a lack of strong leadership in many key 
agencies, making them unable to champion the creative and cultural industries. 

But one thing is certain: if the creative and cultural industries are to succeed, things have to 
change. Strong, capable leadership needs to be put in place, and properly empowered. 

No strategic plan 
One result of the leadership gap is the lack of any strategic plan for the creative and cultural 
industries. In BCIDA’s case, there is no plan by which to navigate. But it would appear BCIDA is 
hardly alone in this regard. 

It goes further than the strategic plan. We were unable to identify any sort of plan at all. We were 
given no sight of anything resembling an action plan, a business development plan, or a support 
services plan. 

There may be other factors involved in this. The paucity of budget and the associated cash flow 
uncertainties would argue against any plan being pursued with confidence. But this is not to say a 
plan could not be developed – and plans are often the first essential component of a budget 
justification. So it could be that the people at BCIDA are simply not experienced or do not have the 
necessary skills to develop the kind of plans required. 

Certainly, there appears to be the type of activity that flows from a lack of planning. Piecemeal 
support initiatives, with [as far as we could see] no specified outputs or outcomes – and no tracking 
of those that actually arrive.  To take things a step further, there seems to be the tendency to 
confuse outputs like activities, meetings, conferences, trade shows, expos, reports and the like with 
outcomes, meaning clear, measurable, proven, impacts and/or client-based testimonials attesting 
to positive returns or results. 

There is at least an awareness of these issues inside parts of BCIDA. And it could be argued that the 
organisation is new, and needs time to develop things [though we’d disagree – there’s been time 
enough and a strategic plan is the first thing that should have been on the agenda].  

But BCIDA has commissioned this report, which, while not designed to deliver a strategic plan, goes 
some of the way there and does provide the baseline information upon which to build that 
strategy. Other agencies cannot say the same, thus the rationale cited above cannot apply. 
They’ve been around long enough to have up-to-date strategic plans, and the systems in place to 
deliver and continuously evaluate their performance. And yet one organisation admitted - 

Baseline data is missing. 
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Another noted - 

A real need for tracking. 

Strategic planning gives clear direction to an organisation. It allows for targets to be identified and 
outputs and outcomes to be defined. It develops the organisation into a results-guided mission – 
results which can be tracked by the right systems being put in place. 

In our opinion, leadership, strategy and delivery systems are fundamental requirements. The lack of 
them needs to be addressed. As one agency put it, a new, professional, different approach needs 
to be taken - 

A more critical analysis… a more critical approach…  
not everything is brilliant, and objectives need to be understood. 

It would be easy to lay all the blame on the organisations’ existing administrations, but while they 
cannot escape responsibility, to condemn them for the entire situation would be unfair. Rather, the 
ultimate responsibility must lie with those who have allowed the situation to develop. In BCIDA’s 
case, that the Government has allowed a key executive role to remain unfilled might be 
accidental. To then run what should be an independent organisation from within the Government 
is not. 

Favouritism, nepotism and the lack of a level playing field 
The perception of favouritism, nepotism and lack of a level playing field in terms of support and 
opportunities emerged as a major issue as we worked on the mapping. It came out in the online 
survey and continued to be cited. And it appears to pervade the entire agency system, from the 
highest levels to the lowest. There also appears to be a shared sense that it starts at the top - 

The political patronage is the worst I’ve seen it. 

There’s a subtlety in this statement, an obvious implication that while the political patronage might 
be worse than it’s ever been, it has existed for a long time – almost certainly longer than the lifetime 
of the current Government.  

We are aware this issue, which clearly stretches far beyond the creative and cultural industries, 
might be seen as lying outside our remit. But inasmuch as it directly impacts the development of 
the creative and cultural industries, and stifles talent and innovation, we have an obligation to 
comment. We are after all committed to speaking creative truth to power. 

Our comment is this. Many countries embrace a number of principles with regard to public service. 
In the UK they’re referred to as the 7 Principles of Public Life44. These include the principles that 
holders of public office should act solely in terms of the public interest, and that they must act and 
take decisions impartially, fairly and on merit, using the best evidence and without discrimination or 
bias. These principles are in place because not only should democracies be as fair and transparent 
as possible, but also because evidence shows such democracies are far more effective, efficient, 
and successful. 

The negative influence of favouritism, nepotism, a lack of fairness and transparency by its very 
nature trickles downhill. This creates situations in which all levels of government, including its 
agencies, receive that trickle-down and become infested with bias as well as resentment. This 
leads to personal preferences [and ties] becoming ‘valid’ justifications for action or inaction. Of the 
main agency approach - 

The CEO doesn’t give a damn about the visual arts. 

So too, political and kinship ties: in regard to government sponsored events - 

                                                        
44 https://www.gov.uk/government/publications/the-7-principles-of-public-life/the-7-principles-of-public-life--2 
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You see the same people chosen to perform all the time…  
the government claims that there’s an independent committee that  
decides these things… but it’s under political control. 

Musicians won’t enter competitions [such as NIFCA] because of the judges. 

These things are not confined to the highest levels of organisations: the trickles continue down, and 
like a virus invading the organs of a body, nepotism, favouritism, a lack of fairness and transparency 
spread through every part of organisations. Time and time again we were confronted with people 
in organisations who appeared to be allowing bias, petty grudges and personal vendettas to 
influence decisions – accusations made too often and from too many people for them to be 
without foundation.  

People hold grudges – personal vendettas. 

And the consequences are not good - 

People live in fear of being ostracised.  

As a result there’s a marked tendency towards non-engagement - 

People are ‘hermiting themselves’. 

And so a significant number of creative and cultural practitioners now have an ‘I’m just doing it for 
myself’ attitude. Hardly conducive to the networked, cross-fertilised and innovative nation 
Barbados should be aspiring to develop. All the more so because being so pervasive, the trickle 
seems to have dulled the senses of many: people within agencies telling us how they’ve been 
discriminated against, only for those same people to be accused of bias is an irony not lost on us.  

While it might be argued that favouritism, nepotism and lack of a level playing field are a matter of 
perception.  The ramifications of such perceptions are very real, very wrong, and need to stop if 
Barbados is serious about taking its development to the next level.  Agreeing a set of governing 
principles for public service is a good place to start … even if only because adhering to them is 
likely to assist the Government in ‘shunning the very appearance of evil’. 

The lack of knowledge and expertise 
There is hard evidence of a lack of knowledge, experience and skills in organisations to drive the 
creative and cultural industries forward. 

Our focus groups and one-on-ones were populated by highly experienced, extremely 
accomplished practitioners and businesses, artists, creatives and performers. Their view, 
aggregated with the findings of the online survey, is that the support agencies – that should be 
repositories of sector-specific skills, knowledge and expertise if they are to fulfil their remits – simply 
do not have what’s required. 

People are being appointed for the wrong reasons - 

People aren’t appointed based on knowledge, but who they know…  
we do have expertise, but the agencies are political. 

And inadequate skill sets -  

There needs to be the recruitment of the right people…  
most agency people aren’t any good. 

There are exceptions, but even these have caveats. There are some, for example, who think NCF 
staff members have valuable experience – but for organisational reasons it isn’t being used 
effectively.  
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But these exceptions only prove the rule. Really basic areas of expertise seem beyond even the 
senior members of some agencies: one who was asked to explore the agency’s attitude towards 
creative and cultural value chains was simply unable to give a coherent answer. 

And yet much expertise that would enable agencies to steer a sure course, or skills to be built within 
the nation, is already in existence. This expertise is held by many successful practitioners in the Bajan 
creative and cultural sector, in the private sector and in civil society. In other words - 

The expertise is in the sector… the government should use it. 

Flawed initiatives  
The lack of knowledge, experience and skills plays a part in another common complaint: that 
initiatives are often flawed, and/or naive, and/or badly run, and/or ineffectively delivered.  

For example one agency, sharing in relation to the difficulty of tracking projects, initiatives and 
results, referred to a particular [named] initiative they had set up and tasked to report back on a 
quarterly basis. It simply never did, they lost control and, in their words, it ‘failed’. The irony that the 
project probably failed at least partly because they did not oversee it effectively was lost on them. 

At one agency we were confidently informed by one staff member that they had no fear of taking 
over workshops because they knew everything there was to know about the subject. This begged 
two questions. If they genuinely know everything, why employ a workshop leader [especially given 
the lack of funding]? Or is the self-assessment fundamentally flawed?  

The grand tours 

More evidence of naivety comes from the apparent prevalence of overseas trips. One agency 
executive stated that they had ‘stopped taking people on grand tours’ [trade missions of any sort 
being great examples of ‘supply side thinking’ – certainly when applied to SMEs]. This rejection of 
the grand tour is actually good news as it indicates that in at least one agency there’s both a 
learning dynamic, and a developing policy in the light of that learning. The issues with trade 
missions are not confined to Barbados: while they might be important to governments [as soft 
power events] and big business [who have usually secured the deal in whatever country they’re 
going to before they go], for small businesses the picture is very different. As one experienced 
Bajan business leader bluntly put it, ‘they don’t work’. And the truth at SME level is that they can 
often be counterproductive. While they might provide the agency staff with nice trips, they can 
also breed ‘false confidence’: people go on them, everyone they meet is nice [because everyone 
is nice when there’s nothing at stake], and in the bubble of the tour or tradeshow the practitioner 
starts to believe the hype, feel they’re right up there. And then they return home with no orders and 
to a harsher reality than when they left. 

We were curious to know about the outputs and outcomes of the trips that had taken place.  
No-one could give us accurate information, but perhaps ignorance is bliss when - 

A window dresser is classified as an ‘installation artist’  
and gets to go to a contemporary arts show. 

But this kind of ignorance cannot go on. Overseas trips – all too often seen as perks by agency staff 
with little regard to meaningful outcomes – need to be fundamentally rethought. 

Smarter approaches take different forms. Iceland, for example, provides help for talented 
individuals to go and work abroad. Cultural exchange programmes in which practitioners can go 
to other places to work and learn are common – and have the reciprocal advantage of bringing 
outside talent to the territory in question.  

CARIFESTA XIII 

As of writing, the dust is only just settling on CARIFESTA XIII, hosted by Barbados. This should have 
been the ideal opportunity to showcase what Barbados has to offer, but by all the accounts we 
have received, it was anything but. 

It’s still far too early to make an in-depth analysis of what occurred – and it’s beyond the remit of 
this report to do that – but the following comments strongly suggest the lack of knowledge, 
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experience and skills [and indeed confusion created by multiple agencies] played a part in a 
flawed project - 

CARIFESTA… so many fabulous things… so f$&.4ed up by petty bureaucracy 
and ridiculous red tape, and those able to, putting up blocks to both 
organizers and participants. 

From many overseas participants, [the reaction was] this is the worst organized 
CARIFESTA. The secretariat was set up only about six months ago, despite 
knowing CARIFESTA would happen for two years [before that]. It had multiple 
overlapping organizational elements – the Secretariat under the Ministry of 
Culture, BCIDA and NCF.  

People could not get LPO's in a speedy fashion, so had to buy resources and 
hope for reimbursement. Plinths and screens, which were ordered in February, 
never appeared. Some invitees were not greeted at the airport and found no 
hotel reservations had been made, and the per diem was given only on the 
last day. Some visiting artists never received their accreditation. It took me an 
hour to get mine from the Secretariat. In addition it was supposed to be a 
photo ID, but the system they had couldn't accommodate this, so it was a plain 
ID anyone could use.  

Suriname in 2013 was so much better. 

Summary: the brutal facts, and getting things right 
Again, there are mitigating factors – extenuating circumstances – to the existing lack of 
knowledge, experience and skills. Why should it be a surprise when people without the right skills 
and experience are recruited by people who themselves don’t possess the experience or skills to 
evaluate talent? All the more so if training and personal development that might upskill people to 
the levels required hasn’t been forthcoming. And if you’ve never been exposed to exemplar 
projects and best practice, is it really your fault?  

But these mitigations matter little to the creative and cultural practitioner or business that’s being, in 
effect, short-changed – handled by someone who knows little and has little experience, tends to 
be bureaucratic and is quite possibly either one of the proponents or one of the beneficiaries of the 
favouritism and lack of transparency that so blight the picture. The disappointment is pervasive -  

We have a system that is designed to frustrate people.  

The comments are backed up by our own observations: time and time again, when we offered 
possibilities from our experience and knowledge of successful approaches elsewhere, we were met 
not by open minds but by closed ones. It echoes an oft-repeated view - 

Success should be facilitated - not why you can’t do it. 

And bleak and unforgiving though they are, one comment in regard to a particular agency sums 
up the widely held view about the organisations in general - 

If I ran it, I’d fire everyone and ask them to reapply. 

And worse comment of them all, about the agencies themselves - 

 None are fit for purpose. 

These final comments might seem dramatic and tough, but they shouldn’t – and aren’t. They 
encapsulate what this sector mapping exercise finds – from the initial numbers generated by the 
online survey, through the focus group sessions and the one-on-one sessions, to the meetings with 
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agencies and the Government itself. They sum up a mass of comments and observations from 
many artists, practitioners, businesses and entrepreneurs at all stages and levels of career 
achievements, from relatively new entrants to the creative and cultural industries through to 
people who stride the world stage as highly successful international artists. 

In Good to Great: Why Some Companies Make the Leap... and Others Don't, renowned academic 
and researcher Jim Collins describes how businesses can transition from being good companies to 
great companies [defined as outperforming not just its competitors but the stock market as a whole 
for at least 15 years straight]. Extensive research by his team identifies seven characteristics45 that 
mark those organisations that achieve true greatness. One of the key messages is that though the 
lessons were gleaned from large US corporations they can also apply to smaller businesses and 
indeed any entity – including clusters, sectors, and even nations.  

Another message is this: you and your enterprise may not ever achieve greatness, but in trying to, 
and developing even a few of the seven characteristics, you will massively improve your 
performance. In truth, all of them with only minor adjustments apply to the situation at hand. Early 
on we flagged leadership, and there it is in first place. First Who, Then What covers both getting the 
right kind of person on board, and developing the right plan. 

Most relevant to the question at hand is the third characteristic, confronting the brutal facts. This is 
about looking at the situation you’re in with total honesty and, no matter how bad it is, working out 
how to resolve things. Because if you do this, and acknowledge what’s wrong, then the only thing 
you need to do to improve things hugely is… 

Fix them. 

To be absolutely clear, this report establishes what’s wrong. The online survey’s findings tell us much, 
and the articulate commentary from the practitioners and businesses in the creative and cultural 
industries build depth to the numbers, context, and leave no room for doubt. 

There is one final area that needs to be explored in regard to the brutal facts. If the observations 
about the support agencies are strongly felt, then the following section deals with something even 
more sharply described: the Government, its policies and practices, and the current business, and 
fiscal and regulatory environment.  

                                                        
45 We’d argue that with only slight adjustments to reflect the support agency environment, all seven characteristics can be 
applied to agencies, and they’re all highly relevant to Barbados. We only note them here, though Good to Great is a book 
we’d recommend being read by every person working in the creative and cultural industries support arena. They are - 
• Level 5 Leadership: leaders who are humble, but driven to do what's best for the company 
• First Who, Then What: get the right people on the bus, then figure out where to go. Finding the right people and 

trying them out in different positions 
• Confront the Brutal Facts: the Stockdale paradox: confront the brutal truth of the situation, yet at the same time, 

never give up hope 
• Hedgehog Concept: three overlapping circles: What lights your fire [passion]? What could you be best in the world 

at [best at]? What makes you [driving resource]? 
• Culture of Discipline: rinsing the cottage cheese 

• Technology Accelerators: using technology to accelerate growth, within the three circles of the hedgehog concept 
• The Flywheel: the additive effect of many small initiatives; they act on each other like compound interest 
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Part Four: Government 
issues 
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Policies and practices, and the fiscal and 
regulatory environment 
Throughout this report we’ve touched on Government’s influence on the creative and cultural 
industries. What we’ve discovered is that in many cases this influence is not optimal. We do not 
propose to go over the same ground again in this section, but to concentrate on wider issues that 
impact the creative and cultural industries including policies and practices, the fiscal and 
regulatory environment, and the ease of doing business in Barbados. 

Again, there are a number of issues. Some came through even before the online survey, when we 
were conducting desktop research. Others came through at the survey stage, and other results 
threw further light on previous discoveries. And once again, the focus groups and one-on-ones 
released a torrent of complaint, discontent, disappointment and frustration. 

And like the issues surrounding the agencies, they cannot and should not be dismissed. Once again 
we state that the sector is important to Barbados and will only get more so. 

The issues are a set of maladies that need to be resolved. 

A Government that doesn’t ‘get’ or respect  
the sector 
If the creative and cultural industries are to truly take a key role in Barbados, they need politicians 
and policymakers who ‘get it’, and respect it. It could be argued that the commissioning of this 
report is a step towards these things, though the counter argument is that there have been reports 
in the past quite capable of representing that key step but have been ignored.  

What cannot be contested is that there is a clear view that many of the current batch of ruling 
politicians and policymakers do not understand what the creative and cultural industries represent 
or the potential they have, nor do they value the sector as a genuine economic ‘industry’. 

This view of Government is held to be true not only in the creative and cultural sector itself, but 
inside government. At agency meetings, the central issues were described as -  

A lack of valuing [creative] people and their contribution. 

A delink between where entrepreneurs are, and where policy makers are. 

People in government don’t know their areas…  
they are largely ‘square pegs in round holes’. 

It might be argued there are reasons for this state of play. In most bureaucracies, civil servants are, 
by design, generalists. The tradition in the UK [which may or may not have had profound effects on 
Barbados] is that civil servants are never kept in one role for too long. To a certain extent the same 
applies to politicians at senior level: people don’t automatically hold a single mandate for long. But 
in the UK the civil servants and ministers are supposed to come up to speed with their new area of 
responsibility, and/or ensure they have the right kind of expertise to rely on. They are not expected 
to remain uninformed or uncommitted. 
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The problem exemplified - in one document 
Perhaps the best ‘case example’ of the lack of respect came at – literally – the last moment of 
writing this report. At the start of this Sector Mapping Exercise, we asked the Barbados Government 
to supply us with plans and allocated budgets for the current and future years. Over six months 
later, and after numerous repeat requests, we received the Programme Budget Document, 
Financial Year 2017-18, with Multi-Year Projection to 2020. It is published by the Ministry of Culture, 
Sports and Youth, and purports to set out the Ministry’s plans and related expenditure.  

The document in many ways goes to the heart of not just the understanding and respect issues, but 
to many others we have noted in this report. 

That we received this key document late – when, almost certainly it was written some time ago – is 
inconvenient to say the least. It would suggest a certain reluctance to allow us access. But the fact 
that we received it just three days before our final deadline for the submission of the report to 
BCIDA, and in paper format making transmission of it to the various members of the team extremely 
problematical, would seem to suggest that people definitely didn’t want it scrutinised. In truth, a 
deep analysis would take longer than we have.  

But even a first reading indicates real issues, amongst which are -  

It’s an astonishing reversal of priorities 
There is a frankly inexplicable and genuinely astonishing omission in the document. In the Sub-
Programme Statement of the document [page 5 onwards], the following statement is made - 

During the fiscal period April 1, 2017 to March 31, 2020, the Culture Division of the Ministry of 
Culture, Sports and Youth through this sub programme will undertake the following. 

Thirty-three [33] undertakings are made in regard to the creative and cultural industries. The first is - 

‘Provision for the payment of travel allowances to relevant officers’.  

This is followed by other activities such as - 

‘Facilitation of the attendance of the Minister, Administrative and Technical Staff at 
Conferences and Meetings’; ‘Payment of Insurance on vehicles, office equipment and 
furniture’; the ‘Introduction of Staff Awards to encourage and reward excellence in 
performance’; and ‘Continuation of subscriptions to journals and magazines’… 

And not one mention of creative and cultural practitioners or businesses. 

Some of the activity in the report relates to larger-scale, general actions that could be painted as 
support for the creative and cultural industries. These include - 

‘Continued implementation of the National Cultural Policy and Action Plan’, ‘Coordination 
and implementation of the approved Management Plan for Barbados’ World Heritage 
Property – “Historic Bridgetown and its Garrison”’, and ‘Implementation of CARIFESTA XIII.  

But given the dissatisfaction expressed by the creative and cultural sector in regard to these things, 
and the scathing criticisms we have received in regard to CARIFESTA XIII, it would be hard to put 
these in the positive column of the account.  

The total lack of focus on the actual sector is bad enough. But to have the vast majority of the 
planned activity [and we assume, expenditure – car insurance costs, after all] focused on the 
ministers and their government staff is, quite frankly, incredibly disrespectful to the sector itself. But it 
seems this has been sorted, and everything will be all right, because one of the other actions is the 
– 

‘Pursuance of an effective public relations campaign in relation to the Ministry’s 
programme in the area of culture’.  

All’s well that ends well! 

Except it doesn’t end there. 
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It’s the same old wish list 
The document is little more than a list of things the Ministry would like to see done. Again, it’s 
meaningless, given the uncertainty over finance. And subject to doubt too: many of the ideas in it 
[such as the National Art Gallery] have been around for a long time, and there’s nothing in this 
document to shift things along. 

The numbers are meaningless 
Any numbers in it are in effect meaningless. This is because the whole document is set up as a 
‘plea’ [their word, not ours] for finance. That means any numbers in or attached to this document 
are highly provisional, or more honestly put, hypothetical. All the more so as we have established 
that the financing of the various creative and cultural industries agencies is variable on a day-to-
day basis. 

There’s a defeatist culture at work 
The Preface – in effect this document’s executive summary and conclusions – concludes with the 
following - 

The challenges facing the development of culture, sport and youth empowerment are all 
resting on the lack of finance. Policies have been articulated but funds are not available to 
put some of them into place. 

The area identified for most economic impact among all three sectors is that of facilities, 
and the response in this area has been less than encouraging. A plea is therefore being 
made for priority to be given to these sectors. 

The problems associated with this should be abundantly clear. But for the sake of clarity, we’ll mark 
out the main issues - 

• All economic development rests on people, processes and places – not just on facilities.  

• Indeed, by generating progress in other areas, the confidence [and often the revenue 
needed] to develop buildings and infrastructure also develop. 

• The conclusion completely misses the fact that two key components of Barbados’ future – 
the creative and cultural industries and its youth – are being dismissed without investment. 

• A ‘plea’? This does not suggest a Ministry determined to develop its remit.  

The circle of self-interest 
There is one final point to draw out of this illuminating document. It’s that – consciously or not – a 
circle of self-interest has developed. 

Governments need to be very careful in resourcing institutions that have been created to facilitate 
and/or develop elements of society – whatever these might be. Without a clear strategic plan, 
measurable [at least in part] in meaningful, productive outcomes and outputs, there is an inherent 
danger: that these institutions end up becoming the end, and not the means. As they age and 
their remits spread out, as a lack of clear objectives allows mission drift and empire building [again, 
conscious or not], the institutions suck the resources from the very sector they are supposed to 
energise and quicken. They evolve to become focused not on the delivery of their remit, but on 
their own survival, often supported in this by the very political bodies that brought them into being.  

It’s a circle of self-interest, which does nothing to help the original objectives. The Programme 
Budget Document is proof positive that this negative dynamic is at work in Barbados, to the 
massive detriment of not just the creative and cultural industries, but to Barbados as a whole. 
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Supply side systems 
One of the pitfalls that can occur – especially when decision makers have no direct experience of 
their areas of responsibility, and no expertise to guide them – is that they fall back on what they 
know. In the case of policymakers and politicians, this usually bottoms out at top-down approaches 
– supply side economics – build it and they will come mentalities.  

Given this, and the marked tendency for this Government to want to not only rule but also call all 
the shots, it’s hardly surprising that much of what is being done in the creative and cultural 
industries is supply side thinking: grand tours that go nowhere, events that look great on paper but 
produce few results, and attempts to get standard banks to engage with the creative and cultural 
industries when anyone with any experience in the sector would have known that this is completely 
unlikely in the current situation, and highly unlikely at the best of times. 

For absolute clarity, supply side thinking is not just a problem confined to Barbados: it is an issue that 
exists across large swathes of the world and often blights business support [indeed support of any 
kind]. Bureaucrats, policy makers and politicians gather, decide what’s best and do it from their 
perspective. But if you really want business and commerce to grow as fast and successfully as 
possible, you’re far better advised to listen to what’s required. 

Policy drift 
We were asked as part of this exercise to investigate Barbados’s national policy and regulatory 
frameworks, and comment on whether they are fit for purpose. Our findings have already been 
presented to BCIDA, and are attached to this report at Appendix 7. 

The summary of our findings is that across a long history of policy documents stretching back more 
than 15 years there is, very largely, nothing wrong with the words on the page. They show a good 
level of understanding of the creative and cultural industries and their potential. 

However, there are, in our opinion, two serious flaws. The first – contained in the policy framework 
itself – is with regard to how the creative and cultural disciplines are broken down into a number of 
groups for which policy can be made. But the thinking – and so the divisions made and the way 
they are presented – is flawed, and it might explain a certain amount of the dis-functionality 
apparent in day-to-day practices and approaches that have been adopted by the Government 
and its agencies. The second is that some of the best insights in the policy framework have simply 
not been acted upon, or have not been acted upon effectively and with commitment.  

This second issue is particularly worrying, as it relates to recent policy and legislation. So we quote 
extracts from the report we submitted earlier this year - 

Barbados Medium-Term Growth and Development Strategy 2013-2020.  

Set against the impact of the world’s biggest economic crisis in perhaps a century, this 
document46 highlights the role the creative and cultural industries could play [our italics] - 

The current global economic crisis has created for Barbados one of its 
greatest challenges and it is therefore to culture, values and traditions, 
which the country must turn as it seeks to overcome the challenges. It is 
accepted that a well developed cultural sector has not only the ability to 
capture the expressions of people’s imagination with its products and 
services, but that it also offers opportunities for the sustainable diversification 
of our economy, and has the potential to generate meaningful 
employment for individuals and to provide opportunities for earning 
significant foreign exchange. The cultural industries therefore, must be seen 
as a tool and vehicle for positive social and economic development. 

                                                        
46 Barbados Medium-Term Growth And Development Strategy 2013-2020, The Economic Affairs Division 
Ministry off Finance and Economic Affairs – 2013. 
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Global statistics confirm the vast economic potential of the cultural and 
creative industries and also highlight the fact that despite the cultural 
richness of the “developing” countries, the “developed” countries have, 
over the years, been the major beneficiaries of the vast wealth generated 
by these industries. It is therefore important that Government takes 
immediate steps to change the traditional view of culture as a ‘soft’ sector 
and that it be included in mainstream economic activity and as such, 
treated as a dynamic catalyst in the development of the diversified 
economy. 

In regard to strategies for collaboration - 

…if the development of the culture sector is to be sustainable and effective, 
there must be an inter-sectoral approach to the exercise. Many 
government agencies must work closely with the Ministry responsible for 
Culture to ensure that the local infrastructure is adequate. 

And in regard to Culture and Education - 

The role of education is critical to the development of the creative 
imagination of our people, a creative imagination which is vital not only for 
artistic achievements, but for developing in our citizens the ability to solve 
problems and to be innovative in all areas of endeavour.  

The Ministry of Education must ensure that the curricula made available to 
our young people adequately prepares them for involvement in the cultural 
and creative industries, and sensitises them to the new and non-traditional 
areas of employment. Education should be a tool of empowerment for the 
individual. 

And regarding Culture and Tourism - 

Greater collaboration between the Ministries of Culture and of Tourism will 
ensure that greater emphasis is placed on our culture and heritage in 
traditional tourism programmes, and that we capitalize on our cultural 
heritage in the marketing of Barbados overseas.  

Particular emphasis should be placed on the recently inscribed World 
Heritage Property. Increased collaboration would also assist with the 
provision of high quality and varied cultural activities so that Barbados can 
be promoted as a tourist destination which is truly a “cultural centre” in the 
region.  

All this is, in our opinion, clearly expressed and to be welcomed. The question with regard to 
developing the creative and cultural industries is this:  have these things been acted on? 

The Cultural Industries Development Act, 2013-15 

The second key document in relation to issues in Government treats to the legislation that set up 
BCIDA. Again, we quote from our earlier report. Some of this may appear to go over ground we 
have already covered – the issues with Government control over BCIDA for example. We would 
however argue that we are going over the ground in a different way: and that what this does is 
clearly establish that there was the opportunity to get things right, and that indeed much of the 
legislation was reasonably well constructed, and that without doubt the clear intentions of the 
legislation have not been acted upon by the very Government who created it.  

BCIDA was created as a result of the Cultural Industries Development Act, 2013-15. While legal 
opinion is divided as to whether the Act itself contains legislative flaws, the writers of this report 
consider that in a practical sense – of converting policy into action – there are flaws in both its 
design and subsequent implementation. 
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We are aware of substantial work carried out, with a report issued in 2012 that we must consider a 
‘trigger’ for this piece of legislation. The work was technical assistance for the creative and cultural 
industries, and was carried out by Andrew Senior47 on behalf of the Ministry of Family, Culture, Sports 
and Youth. While the report – part funded by the EU and UNESCO – has not been forwarded to us 
by the Barbados Government we have been able to establish that a key recommendation is the 
creation of an independent intermediary agency with a mission to provide support to creative 
businesses, from start up through entrepreneur-led growth. 

The key word here is ‘independent’. In all the work we have done [for this project and others], there 
is a common understanding that there needs to be an organisation dedicated to the 
development of the creative and cultural industries, and that for this organisation to be truly 
effective it must be independent, with political and non-expert control and interference kept to a 
minimum. In this sense the UK’s NDPB [Non-Departmental Public Body] model is a good reference 
point.  

But the effect of the Cultural Industries Development Act is the exact opposite. To quote just two 
clauses of many we could cite - 

Directions of Minister 

The Minister may give the Authority directions of a general nature or specific 
nature in respect of the policy to be followed by the Authority in the 
performance of its functions under this Act, and the Authority shall comply 
with those directions 

And - 

Application for approval of cultural project 

The Minister may, with the approval of the Cabinet, declare by order any 
cultural project that meets the requirement of this Act to be an approved 
cultural project for the purposes of this Act 

Control is clearly at Ministerial level – and we can only assume this is at loggerheads with the 
aspirations and ambitions scoped out in the work that triggered the Act. We are aware that 
practical application can sometimes ‘correct the balance’ and produce a productive 
environment. In this regard, there might have been potential with the appointment of a credible 
and effective CEO for the new agency: but some two years in, that role still lies unfilled. All the 
power lies with the Government, and in particular a specific Minister. 

There are other aspects to the Act we believe are less than optimal. While it created a new agency, 
it neither dissolved existing Agencies that covered the creative and cultural sector [such as the 
NCF] nor considered the creation of a ‘festivals and events bureau’ within the new agency, as had 
been envisaged in earlier policy documents. 

We hold these things to be flawed … as flawed as the ease of doing business in Barbados. 

The ease of doing business 1: World Bank rankings, and 
why they’re not good news for Barbados 
The World Bank publishes league tables ranking economies across the world on a number of 
criteria48. Two in particular are highly relevant to this mapping exercise. They are the Ease of Doing 
Business, which ranks economies with one another, and the Distance to Frontier, which benchmarks 
economies with respect to regulatory best practice, showing the absolute distance to the best 
performance on each Ease of Doing Business indicator49. 

                                                        
47 Director, Andrew Senior Associates, London, UK. 

48 http://www.doingbusiness.org/rankings. 

49 All benchmarked at June 2016. 
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Ease of Doing Business 
In the Ease of Doing Business ranking, along with most of the other major creative industries 
powerhouses [and indeed powerhouses generally], the UK at 7th overall is at the top of the table. 
Near neighbours include the United States, Canada, Hong Kong, New Zealand, Singapore, 
Denmark, Norway, Sweden, Australia, Germany, Ireland, and Iceland – all of which have successful 
and growing creative and cultural industries. 

We would argue that this position – towards the top of the table – is where a country wants to be if 
it’s going to drive its economy forward. But Barbados is in 118th place, out of 190. It’s grouped with 
countries not overly envied for their place in the economic eco-system:  Nepal, Ghana, Namibia, 
Sri Lanka, Swaziland, Uganda, Jordan, Papua New Guinea and – yes – the Islamic Republic of Iran. 

Being in the same basket as what many observers would regard as economic basket cases does 
not augur well – and is really important. 

This is because attracting foreign investment and developing inward investment is extremely 
demanding. Being in 118th place does not help. Especially when key factors are so punishing with 
regard to Barbados. Take a look at the table above, which is the World Bank’s rating for Barbados 
in terms of the ease of doing international trade. Some of the costs associated with doing trade are 
astronomically high compared to more developed economies, and represent a sure way to 
disincentivise potential investors and trading partners [economies or businesses]. Put bluntly, why 
would any investor look at the Barbados’s creative industries with these barriers in place? They look 
less like tariffs, and more like punishments. 

Distance to Frontier  
The Distance to Frontier league table that benchmarks economies with respect to regulatory best 
practice [showing the absolute distance to the best performance on each Ease of Doing Business 
indicator] also makes for sombre reading. While the same economic powerhouses occupy high 
positions in the table, Barbados languishes in 130th place, out of 212. Worse, its distance from the 
best performers has recently been increasing. 

Delving a little deeper seems to suggest why this is so. In the table, we can see the World Bank 
rating for Barbados in terms of the ease of doing international trade. Line by line, there are some 
really interesting numbers, but the key one is the overall performance. In that, while Barbados’s 
overall DTF [Distance to Frontier] score has remained constant, its position in the league table has 
slipped three places over the two years looked at [2015 and 2016].  

This strongly suggests that while other economies are addressing issues, Barbados is not. Going 
further, it suggests a radical overhaul of regulatory practice, taking it as close to best practice as 
possible, might be a really good move. 

With regulatory best practice, potential foreign investors / trade partners would see - 

• A nation ready to do business 

• A benign business environment  
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• Faster, easier transactions [of all kinds] 

• A good place to do business 

And the advantages play both ways. With regulatory best practice Barbados would see - 

• Increased international trade 

• Its current advantages [such as a centre recognised as safe and reliable] hugely boosted 

• Far less wasted effort and time: consider just the ‘time to export’ data above -  

At 54 hours, it’s almost 20 times longer than more developed economies. And while that’s a 
huge turn off for foreign businesses, it cuts both ways: imagine how much this process ties up 
hard-pressed Bajan public servants.  

Furthermore, making changes would mean less wasted effort, and time converts to far more 
opportunity for those Bajan public servants to do other things. So we would get - 

• More efficiencies in the public sector including cost savings 

The ease of doing business 2: life on the street 

A system that’s designed to thwart rather than encourage 
entrepreneurial activity 

The community of creatives needs an avenue to grow and develop…  
the government should be laying the road, so why does the government  
so often put up roadblocks? 

There’s another way of looking at the ease of doing business that doesn’t require offshore expertise 
to deliver rankings and tables – though these are useful because they give the lie to the suggestion 
that things are as they are and cannot get better. 

The other way is to look at just a few things that Barbadians have to overcome to earn a living, let 
alone build a world-class business. We present them in snapshot form because what’s needed at 
this stage is a record of the situation – not in depth analysis of why these things have occurred, or 
the solutions to them. Though we would point out that all of them can be solved easily, and if 
solved would deliver benefits all round – including to the Government’s shrinking coffers. 

Starting a business 

Starting a business in Barbados takes weeks if not months. It also costs a significant amount of 
money and requires a lawyer’s services. Compare this to the UK, where a limited company usually 
takes less than half an hour to form, with VAT [tax] registration taking at most a week – and does 
not prevent the business from operating from Day One. 

Overbearing bureaucracy 

It seems the Government’s love of paperwork knows no bounds. Apart from a steady stream of 
complaints from the creative and cultural industries, there are complaints from within the agencies. 
Forms to prove you’re eligible for support from the agencies by proving you are an artist or cultural 
worker are, to outside eyes, plain mad. Especially when they require input from other people – who 
doubtless have better things to do with their time. A competent member of a competent support 
agency would be able to confirm the legitimacy of a person’s creative or cultural claim in a short 
interview. Time all round would be saved: we were told by one agency staff member that a huge 
amount of time is wasted on needless bureaucracy. Time better spent doing productive work. 

Pre-emptive taxes that discourage enterprise 

Time and time again tales of pernicious taxes that discourage business assailed us.  

Disproportionately high import duties are cited often – particularly in regard to equipment and 
supplies needed for creative and cultural activity. Everything from larger sound systems for the 
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music business, to canvass and paints for artists, and even penny whistles for education are 
mentioned. And in each case the prohibitive rates are deterring people. And in truth, doing the 
Barbados Revenue Authority no good either: a ‘one hit’ import tax might bring revenue at the 
earliest point possible, but that revenue would pale into insignificance if the long-term gain from 
taxes levied on profits and earnings – profits and earnings that would grow because of the 
equipment brought in – were taken into consideration. 

Other issues surround the insistence that VAT on tickets for certain live events, and on 
complimentary tickets, is paid upfront. There seems to be absolutely no understanding of how SMEs 
have to work, and how close to the line their cash flows usually are in this instance. 

To this can be added the aforementioned costs of starting a business. This, at the very least, looks 
like punitive taxation to anyone used to the regulatory set-ups of countries nearer the top of the 
World Bank ratings. Barbados is actively punishing people who want to start and grow businesses – 
businesses that could and would pay taxes. 

These demonstrate, at the very least, Government disdain for private enterprise – particularly, we’d 
argue, small to medium sized enterprises. And it demonstrates short-sighted economic 
housekeeping. It’s trying to harvest before sowing. 

And it gets worse. With this tax regime in place, is it any wonder people decide to take part in the 
informal economy? And is it any wonder companies will choose to circumvent rules they deem 
unfair if they can possibly do so? The real long-term losers in these cases are the Barbados 
economy as a whole and the Barbados Revenue Authority in particular. 

A question of trust 
But perhaps the biggest issue in terms of the creative and cultural industries and we suspect much 
greater parts of Barbados is that the Government and its various agencies have, over a long 
period, acted in such a way that individuals and business no longer trust them.  

This lack of trust is evident on multiple layers, and extends to many [if not all] areas of government. 
Promises not kept, arbitrary decisions and a lack of strategy with regard to the creative sector, top-
down rather than demand-led initiatives, vanity projects, nepotism, business-inhibiting systems, and 
overwhelming and overbearing bureaucracy are just some of the reasons cited for what has been 
a gradual and almost total erosion of belief, trust and willingness to engage.  

Across the world, dissatisfaction with the public sector is normal – so much so it sometimes seems 
almost a sport. No-one is immune to it: governments, councils, politicians, public sector 
organisations and individual public servants all seem fair game. Often the most voluble critics are 
business and commerce. While criticism is either largely or partly justified, there is criticism that 
emanates from a lack of understanding of how the public sector has to work. Not all is valid, and 
there are times when business complaints are simply ‘calls for help’. 

But the situation in Barbados seems to go way beyond this, even beyond dissatisfaction. The lack of 
trust and faith in Government and its institutions is endemic and severe – at times extremely severe. 
In the survey team’s wide and varied experience, this type of cynicism is rarely, if ever, as 
widespread and deep in a country like Barbados that prides itself on being well run and stable. 

We were confronted by a knock-on effect of this lack of trust when preparing and launching the 
online survey. The common wisdom was that we would get few people to respond to the survey 
because of the total disregard any officially sanctioned initiative would enjoy.  

It shows us just how deep the wounds are. But in dealing with the issue, potential solutions for the 
situation have been tested. The reasons we did get people responding in unprecedented numbers 
lies in the approach we adopted: positioning the survey [and indeed the whole mapping exercise] 
as independent of Government and BCIDA, establishing the team’s credentials as being of the 
creative sector, and promises of confidentiality all played a part. These, added to an overriding 
promise to represent the hopes, fears, ambitions and needs of the creative individuals and 
businesses of Barbados and to deliver an utterly truthful report no matter how uncomfortable it 
might be for Government, its representatives and agencies.  This gave us credibility, and led to buy-
in from creative and cultural practitioners and businesses throughout the nation. 
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The sector mapping exercise demonstrates that a rapid and across-the-board buy-in to a new 
approach is possible, and the massive engagement from the creative and cultural sector it 
enjoyed is something Barbados can develop further.  

Trust can be re-grown – and this is vitally important because without a swift, complete and 
successful resolution the Government’s ambition to maximise the benefits of the creative sector will 
not be achieved. And this issue is almost certainly one that goes far further than the creative sector: 
the very problems that have vexed them so much confront the entire Barbados economy. 

This more than anything is where the brutal facts must first be confronted, and where the fixing must 
begin. And once this begins, there is much on the ground that can be utilised.  
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Part Five: Conclusions 
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Time for a major overhaul 
It’s clear that while there is huge potential in the creative and cultural industries, in order to realise it 
a series of significant issues must be resolved. Chief amongst these are the confused and deeply 
troubled agency and support system, a lack of leadership and planning, and an overbearing 
Government that demands but does not fund adequately. 

Having analysed the findings of desktop exercises and the online survey, and having consulted 
extensively with multiple parties – creative and cultural practitioners and businesses, the support 
agencies and the people inside them, and Government – through focus groups, one-on-one and 
group interviews, we have come to the conclusion that nothing less than a complete overhaul of 
the support system and its agencies is required. 

This will not be a shock to most. Certainly not to the overwhelming majority of the creative 
practitioners we spoke to, who believe such a move is not only necessary but also essential. And 
certainly not to the various agencies: a majority of the senior executives with whom we spoke 
acknowledge the situation is not working. One went so far as to suggest they’d be willing to step 
down if stepping down was a price that had to be paid for a system that worked. 

The detail of what the overhaul should look like is beyond the remit of this report, but we think it 
important to state what we believe the overarching themes should be. They are - 

• A single, intermediary, and functionally independent support agency for the whole of the 
creative and cultural sector; its remit would be to develop the creative and cultural industries 
as successfully as possible, with an emphasis on achievable growth and excellence in all 
aspects of the arts. 

• All creative and cultural activity should come under the new agency’s remit: including 
festivals, special events, museums and galleries. 

• An initial funding agreement from Government should be agreed at the outset; the amounts 
involved should be realistic, capable of delivering and commensurate with the ambitions 
held. 

• The agency would be headed by strong and effective leadership with both management 
and creative and cultural experience. 

• The leadership would be responsible to a Board largely made up of representatives from the 
creative and cultural industries, with additions from academia and other related areas 
including tourism. Government officials would attend, observe and offer guidance – but 
would not vote. 

• A Strategic Plan should be developed speedily, out of which a well-designed and effective 
set of support products and services can be built, and meaningful outputs and outcomes 
developed. 

• The agency should be populated by highly skilled and knowledgeable staff, and where there 
are gaps training and mentoring put in place to ensure the skills needed are developed. 

None of this is impossible. In fact we’d argue it’s all readily achievable. 
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The case for investment  
There is a genuine case for investment in Barbados’s creative and cultural industries. We have 
already cited the current estimated value of the sector in monetary terms, and this alone should 
make the prospect of growing the sector both exciting and worthy of significant investment.  

But the argument goes far beyond the ‘simple’ GVA. Increasingly across the world, the creative 
industries are seen as the key driver for entire economies. And the case goes further than even this. 

The arts dividend 
In The Arts Dividend – Why Investment in Culture Pays50, Darren Henley, CEO Arts Council England, 
makes a highly compelling argument as to the value of arts and culture across the entire society. 
While the book focuses on the UK – widely regarded as one of the world’s leading creative and 
cultural powerhouses – the points he makes51 are absolutely valid for other ambitious countries 
including Barbados. 

Creativity is at the heart of great art and culture, and it runs through all six of the arts dividends that 
come out of investing in the arts - 

The creativity dividend: creativity makes the world a better place. It enhances our lives. Through 
being creative in our approach, we can innovate – we can imagine a better future, and then 
realise it… 

The learning dividend: some young people will learn about art and culture – how to create it, enjoy 
it and appreciate it – and it will enrich their lives intrinsically. Others will learn skills that they will put to 
good use in whatever walk of life they end up pursuing. Some, meanwhile, will end up with careers 
that directly utilise their learning from studying cultural education subjects. All three outcomes are 
equally valid, but they can only be if cultural education actually forms part of a young person’s 
life… 

The feel-good dividend: scientific evidence shows that taking part in artistic and cultural activities 
can improve health and wellbeing. At a time when financial pressures on the NHS have never been 
greater, therapies involving arts activities and cultural venues offer a cost-effective alternative to 
drugs and other treatments… 

The innovation dividend: when technology and arts come together, there always seems to be a 
real spark of extra creativity. It’s as if the two feed off each other to amplify an initial idea… 

Ian Livingston, founder of Games Workshop and former Chairman of UK games developer Eidos 
exemplifies the insight: we are only as good as our last creative idea. If we want to be a country of 
innovators we need to be constantly creative. To become creative, innovative and imaginative, 
we need to expose ourselves to new ideas. A vibrant arts and culture community is the easiest way 
to make this happen… 

The place-shaping dividend: artists, arts organisations, museums and libraries have the power to 
regenerate, define and animate villages, towns and cities, including those where there has 
historically been little arts infrastructure or activity… 

The enterprise dividend: investment in arts and culture pays out economic dividends, including 
creating jobs and driving commercial success in related industries. Cultural tourism reaps financial 
rewards for villages, towns and cities… 

In 2012, the European commission highlighted the spill-over effects of the creative and cultural 
industries – the side effects of investment in art and culture. Particularly strong were: knowledge 
[stimulating creativity and learning]; industry [improving business and investment]; and networks 
[urban development, health and wellbeing]. And steady investment over 20 years has resulted in 

                                                        
50 http://eandtbooks.com/book/arts-dividend-why-investment-culture-pays.  

51 Direct quotes are in italics. 
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the UK’s creative and cultural sector growing by 8.9%52 in 2013-14, almost double the rate of the rest 
of the economy as a whole, and faster than any other sector including financial. 

Why Investment in Culture Pays identifies a further dividend that results from the first six - 

The reputation dividend: the reputation dividend is the cumulative effect of the other dividends. It 
takes time to build a reputation, but once you do, it affects every aspect of a nation’s activity, 
both at home and internationally. Like Good to Great’s Flywheel, it creates an ever-building return: 
it draws talent and investment; it makes somewhere a better place to be; it improves people’s lives 
and makes them feel better about things; it creates health benefits, social cohesion and harmony. 

To these dividends, we’d add final and possibly vital one. It relates to many of the others, but is 
distinct and quite possibly more important than all the others. We’ve mentioned it before, but it’s so 
important we reiterate our argument here: it’s - 

The future-proofing dividend: if you can’t predict the future, the challenges it will bring and the tech 
that might solve them, are there any skills you can bank on being needed? Is there anything you 
can bet the nation’s house on? While you can’t predict longer futures, and so you can’t teach in 
relation to those futures’ requirements, you can future-proof. Because one thing is certain and it’s 
that the coming challenges and opportunities will only be solved by the application of creativity 
and innovation. 

And you can teach creativity. You do it by nurturing a thirst for and appreciation of culture and the 
arts. Some may go on to become artists and performers but everyone will have been exposed to 
the creative mindset, which they’ll take with them whatever path in life they choose to follow. 
They’ll be able to use creativity wherever they go, and be able to stimulate, trigger and participate 
in innovation. You teach culture and creativity. You nurture a creative and innovative mindset in 
every person. You build an innovation nation, and in doing so you build Barbados’s future. 

The key point is that monies invested in the arts are not subsidies – they are never one-sided 
transactions in which one party gives for no return. Instead they produce real dividends, often in 
unexpected areas.  

Public funding for art and culture is important because a sustained strategic approach to cultural 
investment pays big dividends in all our lives, and while investment and dividends might be 
dismissed as economic rather than creative terms, the point is that these dividends flow only when 
art excels.  

Future success depends upon a sustained supply of national talent. Barbados needs to identify, 
nurture and develop this talent from an early age. The importance of this maximised, realised 
potential cannot be over-emphasised, and it reaches far beyond the boundaries of the cultural 
and creative industries. This is because the new, emerging paradigm for the healthiest economies 
in the world [and by extension the healthiest cultures and nations] is that of the creative economy, 
in which innovation and creativity are central to and drive every other part of the economy. Many 
believe that how well a nation develops a creative economy will define its performance over the 
next century: those that do will prosper and become wealthy, while those that do not will flounder, 
and possibly fail. 

In this regard, there is good news for smaller countries, countries less centrally located, and 
countries that are ‘behind’ in the development race, or have fallen back.  

First, the creative economy does not require the core constituents of a traditional industrial 
economy such as bulk raw materials, large-scale industrial infrastructure, highly developed 
‘physical’ transport systems, or even a cheap [and acquiescent] labour market. And it does not 
need to be near markets physically to benefit from them. This is because the creative economy is 
centred on research, innovation, the use of digital tech and digital communications and, given the 
way the world’s going, increasingly on solving problems [as opposed to creating new consumer 
items, though these are not mutually exclusive]. 

Second, developing a creative economy does not require 50 years of ‘catch up’ because its key 
driver, digital transformation, is new to everyone, and so a smart, organised economy can replace 

                                                        
52 Creative Industries Economic Estimates – Department for Culture, Media and Sports, January 2015: the sector is now worth 
£84.1 billion. 
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‘catch up’ with ‘leapfrog’. This is no mere rhetoric: Estonia, which 20 years ago was starting from a 
base far further back than Barbados today, is now a paradigm of digital progression, from 
government services through to the entrepreneurial economy. 

Barbados, with a tradition of good education, an international outlook and an undeniable creative 
potential has some of the elements needed to trigger not just a surge in the cultural and creative 
industries, but has the makings of a creative economy. And in regard to the practical, structural 
and societal issues that need to be resolved, the nation is small enough to make the changes – 
decisively and swiftly.  

We would argue these dividends represent an undeniable and irrefutable justification for 
considerable investment in the creative and cultural industries – and in the education system that 
can sustain the supply of talent and ambition. 

All it will take to achieve these things is a decision, determination and hard work.  

Doing it for ourselves 
We’ve already noted that despite the deep disillusionment and resentment the creative and 
cultural industries as a whole feel for the Government, the deep reservations they have about 
investment and strategy for the sector, and the reservations they hold for the support agencies, 
there is also a huge willingness to get involved. The fact that this sector mapping exercise garnered 
a huge response and massive engagement is proof positive that the right approach, sincerely 
delivered, can produce the kinds of synergy that bodes well for the further development of the 
creative and cultural industries. 

In short people are ready to do things for themselves and / or work in genuine partnerships of 
equals with the Government and support agencies to deliver projects that might otherwise be 
deemed impossible. For example - 

• With new start-ups already creating success in the building area, who is to say that the right 
coalition of purpose and small amounts of funding could not deliver and then run the 
National Art Gallery in short order? 

• With pop-up galleries proving successful – in of all places, above a supermarket! – who is to 
say that the same players with small amounts of funding could not organise and deliver a 
highly innovative set of pop-up galleries designed to hit, say, the visitor economy? 

• With an already significant amount of unpaid, voluntary teaching going on in schools, who is 
to say that with relatively small amounts of funding and the use of toolkits such as Creative 
Scotland’s Is This The Best It Can Be? [adapted for the Barbados environment if necessary], a 
hugely beneficial shift to the Bajan education system cannot be delivered in a short space of 
time? 

• With pre-existing websites that are well regarded, who is to say that the most basic levels of 
financial support would not encourage groups to curate and further develop a central arts 
site for the country? 

We hold that these examples are just the surface of a deep well of projects, initiatives and activity 
that the right stimulus would trigger. And if it did, we could add another dividend to the list above -  

The in-kind dividend: where the sector takes over initiatives and projects, or at the very least 
contributes significant levels of effort and energy to deliver them, because they have the skills, 
knowledge and expertise necessary to deliver them. 

All it would take is a Government and its agencies engaging properly.  
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The past is prologue  
The final piece is another reason why the myriad issues around Government and its agencies do 
not mean it’s all doom and gloom. If ‘the past is a foreign country: they do things differently there’ 
is in any way true, and if the Barbados of the past is indeed a different country where they did 
things differently, then an argument can be made that because the things they did were often 
successful, they can be learnt from. The experience, knowledge and skills are still around. They only 
have to be re-gathered, and persuaded to engage. 

It is an observation that people made, both in the sector itself, and indeed the agencies. Many 
talked about initiatives that were well thought-out and well received, but often we were told - 

Great initiatives have been done, but not acknowledged.  

And many were - 

Ditched for political reasons. 

But confirming at least part of our hypothesis above - 

The expertise is still here. 

There are people who remember these successful initiatives and projects, and whose expertise can 
be tapped. The country is full of exemplars, and potential role models. And there can be a return to 
a culture and ethos that people still allude to - 

A culture for positive results. 

A culture of swift, successful resolution for the client. 

There is much to aim for. Once again we state, it’s just a question of decisions being made and 
followed up by action and determination. 
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The end of one story, the start of another… 
The story we are telling – if any report can be said to be a true narrative – comes to an end here. It 
is customary – at least in literature of a certain kind – to have some form of epilogue to round off 
anything left unsaid, to hint at – if the reader has not yet grasped these things – what might be 
reflected upon, and taken out into the world. 

But such is the nature of reports, we’ve already done this – in the Executive Summary right at the 
start. We do not intend to go over it again in full: suffice to note we have discovered Barbados has 
a strong and vibrant creative and cultural sector, which, while now largely ‘under the radar’, has 
the potential to become a key sector contributing significantly to the national economy and 
society. It has a sense of confidence and real, palpable ambition. It is already genuinely valuable 
to the national economy, and has the potential to be even more so; but the economic is only one 
metric in which it pays dividends, and others such as health and wellbeing, social cohesiveness and 
national identity, learning, place and innovation can play a major role in the country’s long-
awaited renaissance. 

It should be self-evident that these things are important, but if a further, very contemporary 
reference point is needed, consider the current escalation in violent crimes, in particular those 
involving guns, that seems to be gripping parts of Barbadian society – being attributed to those 
whom some call the ‘boys on the block’ who largely feel ‘invisible’, ignored and hopeless. Not only 
does this have the potential to inflict great harm economically [imagine the negative effects on 
Crop Over and the Barbados tourism brand alone], it also impacts the entire Barbadian society. 
Escalating violent crime may well have complex roots – these things are rarely the simple good 
versus evil formula so liked by populist pundits – and these will be found in, among other things – 
education, economic prospects, health and wellbeing, social cohesiveness, national identity and, 
quite simply, hope and ambition.  

All of these are areas in which arts and culture can deliver immense, positive impacts. 

While there are significant barriers to growth and success, there are also solutions – many of which 
the creative and cultural industries hold the keys to – if only the Government would finally, fully 
engage with them as equal partners. There are people who can step up and form a coherent, 
powerful lead function. 

If the story we have told is to have any meaning, its conclusion must be the start of a new narrative. 
This one must be of action, based either on the recommendations we make in the final, following 
part of this report, or on even more ambitious goals set by the practitioners, businesses and 
entrepreneurs working in the creative and cultural industries itself. 

We close with the same two statements that closed the Executive Summary.  

We say again - 

The creative and cultural industries are determined to play their part. 

It is time for the Government, its agencies and its players to rise to the occasion. 
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Part Six: Recommendations  
We were asked to formulate a series of short-term, medium-term and long-term recommendations. 
The following section does this. However there are four caveats to what we have written here.  

First, we are determined that these are not somehow construed as a strategic plan for the creative 
and cultural industries ‘on the cheap’. While we believe the recommendations are sound, a 
strategic plan needs an organisation to deliver it, people capable of delivering it, and an 
underpinning culture and ethos – most often codified in Mission, Vision and Values statements 
capable of inspiring the transformation required to realise the future. And it needs resources. These 
are not things we are playing with in this report.  

The second is that we regard these as ‘provisional’ recommendations, and they should be tested in 
the wider community. This we regard as entirely positive: if this report has any strength and insight, 
it’s because all parties contributed – particularly the individuals and businesses in the sector. They 
must be consulted again because the recommendations will be stronger for the same intensive 
and energetic input we received throughout the sector mapping work. We all need friends who 
are not afraid to be critical, and we should celebrate them. 

The third caveat is that the longer-term recommendations are looser and more tentative than 
nearer-timed ones. 

The final caveat is we hope that long before the longer-term recommendations come into range, 
the early recommendation of a new agency becomes reality, and a strategic plan along with its 
own targets [which might include some or all of ours] is put in place. That should render our  
long-term suggestions here null and void – and that, given it would involve a new agency,  
would be a good thing. 

Early actions [quick wins] 
The short term or early actions were recommended to BCIDA in July 2017.  

A statement of intent and commitment,  
followed by immediate actions 
The Government makes a very public and explicit statement of its commitment and determination 
to support the creative and cultural sector, which is immediately followed up by action and 
appropriate resources. 

Actions with resources follow - 

A commitment to a single, independent  
creative and cultural agency 
There should be a commitment to create a single creative and cultural development agency.  

It is clear that all stakeholders acknowledge the current ‘multiple agencies’ state of affairs should 
not carry on. Therefore this agency would replace the existing ones [which would be wound up]. 
And it should not be an aggregation or merger of existing agencies, programmes, or staff. It needs 
to start fresh with staff having the requisite expertise in the multiple areas of creative and cultural 
competence.  

What would be aggregated – and produce real efficiencies of scale – would be budgets.  
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And while its core funding would come from the Government, it would be independent of 
government control. The model for this kind of body is well-established elsewhere – for example the 
UK’s Executive NDPBs [Non Departmental Public Body]53. 

A single, common strategy 
A single, common creative and cultural industries strategy should be created, resourced and 
acted upon. 

This creative and cultural strategy should closely reflect the findings and recommendations of this 
report and other themes that might emerge. 

This task might be devolved to the new independent agency [cited above], but this has 
disadvantages. Creating and staffing a new organisation will take time, and a strategy cannot 
wait. Therefore we recommend that – at the very least – a strategy is speedily put in place and 
acted upon by the entire creative and cultural industries eco-system – including the Government, 
support agencies, and the creative and cultural community. 

Agreement between political parties  
to keep continuity 
The political parties should agree to put the creative and cultural agenda above day-to-day party 
politics, and pledge that they will keep a continuity of strategy, commitment and resources. 

It’s clear the growth of the creative and cultural sector is vital to the Barbados economy. It’s also 
clear that while gains can be made over the short-term, the sector will only develop fully – and so 
deliver on its potential – over the mid- to long-term.  

Therefore the parties must agree that their commitment, resources and support will be for the long-
term, and transcend their normal relationship so that whatever strategy is put in place does not 
become a party-political plaything.  

Bring the sector to the table –  
and give them teeth 
The creative and cultural industries should be invited to self-organise and create a Guidance 
Board, which would inform, advise and directly influence policy, strategy, and operations – and 
hold Government and the support agencies to account. 

This Guidance Board needs to be properly resourced, and needs to represent the entirety of the 
Bajan creative and cultural industries. Terms of service would need to be carefully worked out to 
ensure it does not become institutionalised [the same people on it year after year], and does not 
fall foul of all the temptations that seem to be prevalent elsewhere. 

From what we have seen during our work, all this is entirely possible. There is great intellectual 
firepower, enthusiasm, altruism and leadership potential in the people with whom we engaged. 

All they need is to be asked to the table. 

Initial action to re-position the  
creative and cultural industries 
Government should instigate early-stage work to plan and activate a major re-positioning exercise. 

There is much to be done to re-position the creative and cultural industries as an important part of 
the overall Barbados cultural, economic and societal eco-system. The same is true in terms of 
entrepreneurship and the role of small business. And it is acknowledged that these things take time 
to get right and bear fruit. 

                                                        
53 https://en.wikipedia.org/wiki/Non-departmental_public_body.  
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But early stage work on them can start straight away: much can be crowd-sourced from the 
creative and cultural sector itself – but it will also require resource and possibly independent, 
external expertise to facilitate. 

Remove bureaucracy at  
the agencies 
Immediately remove all unnecessary and obstructive bureaucracy at the agencies. 

The idea of having to prove, amongst other things, status as a creative and cultural practitioner is – 
from any vantage point but Barbados [and then only within the agencies] – frankly laughable. 
Everyone at any of the agencies should be capable of recognising what is, and isn’t a creative 
and cultural practitioner – and if they’re that non-expert, they shouldn’t be employed. So why have 
the requirement? 

And the reduction in bureaucracy should not start and finish with sign-up. Every aspect of the 
system should be reviewed, and all unnecessary and obstructive bureaucracy cut. Ruthlessly. 

This might need external help as in many ways we’re talking about a complete culture change. But 
minimising bureaucracy would undoubtedly produce benefits all round: it would make it as easy for 
people to engage as possible, and so encourage people to get involved; and freeing agencies 
from pointless, needless bureaucracy would give their people a fabulous opportunity to do more 
productive things.  

Establish a ‘Cultural Mavin’ fund  
A ‘Cultural Mavin54’ fund should be established quickly to acknowledge, reward and stimulate 
voluntary, in-kind contributions to the development of the creative and cultural industries 

Huge amounts of voluntary, in-kind effort go into education and training by existing, ‘time-served’ 
creative and cultural practitioners. Small amounts of ‘nudge’ money to acknowledge this 
contribution would make a huge amount of difference to these practitioners, who though 
accomplished and highly skilled are often suffering personal financial hardship. 

The results could be significant all round: a boost in expert knowledge transfer; a highly cost-
efficient yet massive boost to the education system; more engagement by creative practitioners in 
that system; and money in their pockets to make life a little easier, and for them to carry on their 
practice. 

Scrap business start-up costs  
The Government should, with immediate effect, scrap all business start-up costs, and remove the 
obligation to employ lawyers in the start-up process. 

These things are simply stopping people starting up and growing businesses effectively. It’s just one 
of the things that prevents entrepreneurs and would-be entrepreneurs entering the regulatory and 
tax system. So it reduces, not increases, government income. 

Doing this – making business start-up easy – is something that’s taken for granted in countries where 
the ease-of-business rating is high. It’s time for Barbados to catch up – and while much that needs 
to be done to make a better showing in the ease-of-business ranking will take time, this is something 
that can happen quickly – and there’s nothing to stop this happening, apart from fixed mindsets. 

                                                        
54 A mavin (also maven) is a trusted expert in a particular field, who seeks to pass knowledge on to others 
(https://en.wikipedia.org/wiki/Maven). 
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Scrap taxes centred on the import and export  
of materials, product and equipment  
The Government should, with immediate effect, scrap all withholding taxes55, and all import duties 

on materials, products, supplies and equipment to be used in the sector. 

Again, these things are simply stopping people working and earning – and so reduce tax income. 
And again, this is something that can happen quickly. 

Create a new capital artwork scheme 
The Government should pass legislation that requires larger capital projects [including but not 
limited to hotels, offices, and infrastructure projects] to source all artworks locally – and then 
enforce it. 

It is acknowledged that there was legislation in the same vein in the past [which may or may not still 
be active]. But the overwhelming consensus is that it was flawed, and especially in practice and 
enforcement.  

The new initiative would cover not just new build, but refurbishments and renovations, and the 
resulting demand for local artworks would directly stimulate the sector [with a knock-on effect on 
government revenues]. Should artworks still be imported for such places, the initiative would impose 
import duty, with the resulting revenue stream going directly to the new creative and cultural 
agency to further support the sector. 

Consideration needs to be made with regard to what constitutes a large capital project, and 
whether the exclusive home market might be included in the definition – or if not, whether a ‘half 
way’ house arrangement might be made. 

Mid-term actions 
It is vital to understand that medium-term does not automatically mean things can be held in 
abeyance until some time in the future and then done in short order. In most cases medium-term 
initiatives take a fair time to achieve from the get go – and therefore they need to start as soon as 
possible.  

Develop a long-term strategic plan for  
the creative and cultural industries, and  
secure all parties’ commitment to it 
This should be tasked to the reformed agency – and it requires all parts of Barbados to buy into it 
and commit resources to it. These parts include Government and all its agencies, academia and 
education, and of course the creative and cultural industries themselves, as well as the wider 
private sector and civil society.  

Help, if needed from more developed overseas agencies with reputations for strategic excellence, 
should be secured.  

  

                                                        
55 Some of those interviewed used the term ‘export duties’ to mean ‘withholding taxes’ on locally produced creations sold to 
markets overseas. Whatever the name used, the levies applied when goods come in, and go out of, the country are stifling 
activity – to the detriment of the sector, and ultimately to the Government’s finances.  
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Redesign arts education in Barbados –  
and ensure it’s implemented 
The ‘Cultural Maven’ fund should be part of a totally redesigned arts education strategy. So too 
toolkits.   

Again, help if needed from overseas agencies with track records in education should be secured.  

And within this - 

Launch and develop the Barbados  
exemplar ‘inspiration stream’ 
Accomplished Bajan artists and creatives should be engaged to inspire the next generations – and 
the tools and resources required for them to do so should also be developed.  

Re-position the creative and  
cultural industries 
The creative and cultural industries in Barbados need to be repositioned. The understanding of how 
important they are should be developed across Government and its agencies. Across the nation as 
a whole, their position as a key economic driver should be established. They should be accepted 
as a valued and valuable sector offering genuine and diverse life opportunities for wide ranges of 
people: not just those deemed ‘talented’, but also support workers, business professionals and 
entrepreneurs.  A detailed media strategy including a hearts and minds campaign carefully 
designed and effectively executed would be critical in these regards. 

Develop a coherent and consistent  
set of business support products  
We know money and resources are tight. And that support is often expensive [especially when it’s 
good]. But the right amount of resource, applied through the right kind of people, can have 
dramatic effects. 

The Government should task its independent support agency with delivering a strategic, carefully 
planned, and extremely carefully resourced business support programme. By ‘extremely carefully 
resourced’ we mean that the people delivering are genuinely capable of making a difference – 
people who’ve been there, done it, and continue to do so. If it is deemed there is not enough 
experience in the independent support agency to either develop the programme [including its 
outputs and outcomes], or to source the right kind of expertise to deliver it, outside help should be 
secured. 

Because of the costs involved, there will need to be prioritisation: the bulk of the support should go 
to businesses and practitioners who demonstrate the greatest potential to grow their practice and 
business. But this prioritisation doesn’t mean others should be left unsupported: there are many 
good support products out there that can be readily accessed – and many of them are free of 
charge [for example, Google’s Re:Work]. It’s very much about applying the right type and level of 
support to the right targets.   

The independent support agency should investigate how to harness enthusiasm from the sector to 
help others and, working with existing private sector networks, implement a system that would 
facilitate high-level mentoring, and innovations such as ‘time-banking56’. 

                                                        
56 Time banking is a way to develop long-term sustainability in mentoring and coaching. Imagine you’re a start up, and over 
a couple of years, receive 50 hours of help from experienced mentors and coaches, free of charge. The time banking 
concept is that you now ‘owe’ that time back to the creative and cultural sector, and that one day in the future when 
you’ve become successful and knowledgeable in your own right, you will ‘repay’ that 50 hours by delivering your own 
mentoring and coaching to the next generation of start-ups. Time banking is cost efficient, and encourages the 
development of exactly the right kind of mentors and coaches. 
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The independent support agency, working with others, should investigate how to deliver an online 
focal point: a place where everyone and every business, initiative and organisation in the creative 
and cultural eco-system could go to find out who’s out there, what’s going on, and what support is 
available. 

Again, help if needed from overseas should be secured. 

Within business support, develop a high-quality IP stream 
The new agency should be tasked with ensuring that intellectual property rights are better 
understood within the sector. A business-focused approach in the language of the creative and 
cultural industries is essential.  

Intellectual and technical capacity in intellectual property rights should also be further developed; 
scholarships should be used to build capacity. 

A coherent skills strategy, plan and delivery 
The key is to develop the talent pool as quickly and effectively as possible. The absence of this, 
perhaps more than anything, is likely to cause slow-downs in the development of the sector. The 
Government [or its agency] should facilitate a joint discussion between educational institutions, 
creative and cultural industries businesses, and practitioners to ensure business needs are better 
met, and those leaving education are better prepared for work in the sector. 

Training and skills are expensive but essential. Therefore any resources made available should fit the 
potential benefit to the sector. In this sense, subsectors that have the most [proven] impact and 
companies at key points in their development should be prioritised [for example, businesses about 
to scale]. 

Again, help if needed from overseas should be secured. 

Develop well-thought out and effective internships, apprenticeships 
and training schemes – and start delivering them as soon as possible 
The Government should, as soon as possible, cause these schemes to be researched, designed 
and funded. The creative and cultural industries should be heavily involved in the consultation 
stage to ensure that the schemes are as effective and robust as possible – and that they deliver 
industry needs. 

Push networking 
A coherent and beneficial networking initiative, with clear focus and wide reach, should be 
developed. People should be educated about the real power of networking, which would help to 
shift those that have sub-optimal attitudes into better places.  

One element networking should emphasise is making links across the creative and cultural 
industries. While some of the practitioners and businesses we engaged with appear to work in 
‘silos’, there was frank amazement at times in the focus groups [deliberately set up to mix sub-
sectors together] when people realised the potential for collaboration across disciplines, and at the 
wealth of knowledge and skill available ‘just next door’. 

On a wider scale, moves should be made to facilitate more targeted international networking 
through a new, market focussed programme that would build business understanding and 
capacity, ideally with parallel, reciprocal opportunities. Stronger, more strategic relationships with 
key global hubs in the creative economy should also be nurtured, focused on providing better 
market intelligence and access to opportunities. 

Ditch ‘grand tours’ because they don’t work. 
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Develop cross-sector capacity 
Establish how the creative and cultural industries could support the development of other sectors in 
the Barbados economy and how, in turn, those sectors could support the creative and cultural 
industries. All sectors should be considered, but the most obvious link is with the visitor economy.  

Property and Infrastructure 
We’re aware that in the current public funding climate, huge amounts of money are not available. 
But there are many ways – through low-level ‘nudge’ funding for example – that even small 
amounts of cash could have dramatic effects.  

In recognition of the clear demand for additional office space with reliable fast broadband over 
the next three years, the Government and/or its agencies should - 

• Focus their efforts on investigating all opportunities for the public funding of new and 
refurbished creative-focused buildings, especially in potential development zones. In this 
regard, it should be noted that to a very large extent, buildings that work for the commercial 
creative industries also tend to work for the digital and tech sectors 

• Develop all possible means to encourage private investment in speculative creative focused 
buildings, especially but not exclusively in development zones 

• Engage / collaborate with existing owner / development groups in order to drive a common 
understanding of the advantages of creative-spec refurbishment, resulting in a take-up of 
these advantages 

• Quickly develop ways in which the Government could speed up and incentivise delivery of 
these refurbished properties to the market [for example incentives, speed of approvals] 

• Across the board, the Government should look at ways in which all the buildings could work 
together to nurture a networked and collaborative culture within and between buildings. The 
same approach should be encouraged across the entire island, and especially in other 
institutions and organisations that control pivotal buildings. 

Develop the National Art Gallery as quickly as  
possible [with a hard date set] 
Though this is set as a medium term objective, work should start as soon as possible to develop a 
‘co-production’ route by which all parties could engage with and contribute to the successful 
development of the National Art Gallery. 

In this work, consideration should be given to the National Art Gallery being handed over to the 
sector – for example through an artist-centric trust – with committed public funding to add to in-
kind and other hard-cash contributions.  

Development of the distributed  
National Art Gallery model, tying in events,  
practice, work and exhibition space and education 
Again though this is set as a medium term objective, work should start as soon as possible to 
develop a ‘co-production’ route by which all parties could engage with and contribute to the 
successful development of the multiple art centres and the distributed National Art Gallery. 

Medium-term means they take a fair time to achieve from the get go – not that they should be 
held until a convenient time and then done in short order.  
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Long-term actions 
Again, it is important to understand that long-term does not automatically mean things should be 
held in abeyance until some time in the future and then done in short order. In most cases, long-
term initiatives take a long time to achieve – and so they need to start as soon as possible.  

International  
Barbados requires a high-quality international approach to the creative and cultural industries that 
reflects both ambitions and the current reality. In this regard, elements of the programme should 
include - 

• A careful process in which businesses and practitioners with genuine international potential 
are selected for focused support 

• A new skills development programme specifically targeted at creative businesses to support 
international trade and collaboration. This would include understanding of foreign cultures, 
customs, processes and traditions, and of course language. 

• A review of international markets based on commercial potential and ease of access, 
contextualised with a genuine understanding of where what Barbados produces has the best 
chance of successfully entering a market.  

Finance 
The creative and cultural industries are complex. And in the sector, finance and investment are not 
well understood. There is a need to build capacity to provide high-quality advice on finance 
models and access to finance relevant to creative businesses, their ambitions including target 
markets, and their stage of development. 

A new package of micro-finance, community banks and other forms of traditional and/or 
innovative funding models, geared towards the creative and cultural industries, should be explored 
and tested.  

In this regard we would note that during our work a number of extremely interesting propositions 
were put forward. Some of these were at concept stage, while others were actively being 
developed. In several cases we were asked to keep the details confidential, and we concluded 
that this should be applied to all the schemes mentioned to us. With the new environment 
envisaged by this report, we are confident these will be brought forward by their owners. 

The Bajan cultural identity and the media 
Developing the Bajan cultural identity is essential. Work – and if necessary funding – should initiate 
with the Caribbean Broadcasting Corporation for it to develop a commissioning strategy for the 
production of high-quality content – especially for children. These should be backed by  
high-quality production in other modern media forms. 

  



Creative Truth to Power 31st August 2017 

Mapping of Barbados's Creative and Cultural Industries  113 

 


