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Introduction 

"The CEO Project has hi an important impart on how we view our m o d  a d  hnn uu go a h w  
e.rponing and promoting investment. . . .When 51-e l d  had in 5 or 10 y-urs. an! ~kvelopmcnt 
that has  m-crrrred trill he kcau.ce of theforrndation that CSAID har helped build. " 

Geoffrey DaSilba CEO Gn-ln\est 

Although a final report is not a conuactual requirement. we believe that it is important to pro\-ide 
a written record for those who follow and who u-e hope u-ill build on the foundation laid under 
CSAID's Guyana Economic Opportunities (GEO) project. This document is not a detailed listing 
of the myriad of activities undertaken or a recording of the numbem of petsons mined or ,tudie.i 
completed: these are all thoroughly detailed in the quarterly and annual reports. Instead. uhur we 
have provided is a broader overview of what worked and what did not work. why u e  c k w  a 
particular path or paths and what paths remain to be taken. and a record of the lesions we l e d  
along the w q .  so that those who follow may have an easier journe!.. In recounting our own 
journey. we rely heavily on examples of our successes, challenges. and the hezt practice,. that 
evolved as we worked with various entrepreneurs. officials. and institutions. 

I. Project Overview 

USAWs Guyana Economic Opportunities (GEO) project wai implemented by Chemonics 
International Inc.. in association with Management Systems International IMSI). GEO u a i  
initially planned as a five-year (1999-200-t). CSS6.I million economic -ou rh  project under the 
Mission's Suategic Objective I (SO1 ): Expanded Economic Opportunities for the Chan and 
Rural Poor. 

A The hopct Setting 

During much of the 1970s and 1980s. Guyana was chancterized h. a wcialist political regime 
and an increasingly state-run economy. It also is generally conceded that the government had 
remained in power for almost 3 decades through rigged elections. A combination oi IOU 
international prices for primary commodities. high fuel prices. and economic mismanagement 
led to a near collapse of the economy by the mid- 1980.;. Foreign resenes were counted in days 
of imports instead of months, the economic infnitructure u-as disintegrating. and outward 
migration reached such high levels that the overall population -mu-th rate wai  negative. .\gain% 
this backdrop. by 1989 the government had little choice but to accept an IMF structural 
adjustment program. 

The initial impact of the MF~World Bank program. agreed to in 1989. was veF  positive. The 
government abandoned statedominated policies and adopted pmmarltet reforms. Inflation and 
interest rates were brought under control and the exchange nte was stabilized. Production and 
export of Guyana's primap commodities (timber. bauxite. sugar and rice1 +mated and GDP 
growth averaged a strong 7 percent through the mid- 1990s. Much of this grou-th. however. u~as a 
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recouping of prior losses. By 1997. for example, the production of rice, which had tripled 
compared to the late 1980s. had reached only the levels previously attained in the 1960s. All 
sectors were in need of capital to re-tool and expand if the growth mtes of the first half of the 
decade were to be maintained. Increasing political and ethnic tensions in the lead up to and 
following the presidential elections of 1997 also helped to slow earlier economic gains. 

Although the government of Guyana (COG) had accepted the private sector as the primary 
engine of economic growth, many key public sector institutions, regulations, and legal 
frameworks were not yet in place. While average national income had risen substantially, the 
urban and rural poor were yet to experience the benefits of the improved economy. Guyana's 
economic recovery was also hindered by land conflicts, housing shortages, and rising 
unemployment. It was within this context that USAID developed its economic growth program 
as part of its assistance strategy for Guyana. The overall aim of this strategy under its Guyana 
Economic Opportunities (GEO) project was to increase the government's capacity to implement 
economic policy, improve the climate for private investment. strengthen private sector 
involvement in public policy, and increase support to small and microentrepreneurs. The 
underlying premise was that a more streamlined regulatory and policy environment, coupled 
with a dynamic private sector, would lead lo increased investment and greater economic 
opportunity for all Guyanese. 

8. The USAlD Results Framework and GEO 
Partners 

The Results Framework 

The original strategic objective (SO) of the Mission 
economic growth program was to increase economic 
opportunities for Guyana's urban and rural poor. Four 
intermediate results (IRs) supported this SO: 

IR 1 Increased capacity to implement 
economic policy 
IR 2 Improved climate for private investment 
IR 3 Strengthened capacity of the private 
sector to influence public policy 
IR 4 Increased services available to support 
small and micro enterprises 

I GEO at a Glance 

I Final Budget: $6,391,848 

Period: April 1999 -June 2004 

I Key Results: 

Advocacy & Policy Refonn: 
Small Business Act and Investment Law 
enacted 
National Trade Strategy developed 
Government agrees to tax reform 
Regional chambers of commerce lead 
advocacy efforts 

InvestrnenWExport Promotion: 
Investor Roadmap developed . Investment processing time cut in half 
Beef exports resume after 30 years . Fresh produce exports up 70 percent 

In 2000, the Mission modified its country strategy and the SO1 strategic objective. IR2. 
improved climate for private investment, was elevated to become S o l ,  with the other three 
original IRs remaining unchanged. The final SO1 results framework under which the project 
operated is depicted in Figure 1. Later, we discuss in more depth the activities, problems, 
successes, and impacts under each intermediate result. Below we provide a brief overview of 
each IR. It should be noted that the TRs themselves were closely linked and many of the activities 
undertaken could have as easily fit or been reported under another IR. 
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IR I :  Increased capacig ro implement rronor~ric polic!. After the Mission's modification of its 
strategy and SO1 in late 2000, all of GEO's activities with government ministries and agencies 
were re-puped under IR I .  Although by the end of the project we had registered major impx-ts 
in strengthening policy-related agencies and their ability to implement economic polic?. the early 
going was difficult. Go-Lnvest. which by the end of the Project had hecome one of our c l w w  
implementing partners, was initially slow to accept GEO assistance. The kick-off to their 
involvement and an event which has had a lasting effect on the agency. w ~ s  a stud? tour 
organized to visit well-functioning. successful export and investment promotion a g e n c i ~  in the 
Caribbean. The then minister of trade who participated. and who is now the CEO of Go-Ink-est. 
still keeps a checklist of future improvements for his agency based on that initial trip in 2000. 

Perhaps of greater concern was the initial low interest on the part of both the public and private 
sectors on issues relating to preparations for upcoming trade agreements and negotiations t IR 1.2) 
for UTO and FTM. It was only after a sene5 of national seninan that different sectom kgan to 
realize that agreements were due to come on line shortly and that in many respects Guyana wa. 
ill-prepared. By the end of the project. assisted by a restructuring of ministries in 2000. coupled 
with a better awareness of the importance of the looming changes. hoth the pri\ate and public 
sectors were much niore involved in working on trade issues. 

USAIWGEO Results Framework (Revised) 

IRZ: Srrrngrlrenrd cr~pcic-it?. of the privutr sector to injluence prrhlic pl ic! .  Whereai results under 
IR1 were at first slow in coming. the impact of CEO assistance in strenghening the advocacy 
skills of PSOs was almost immediate. During start-up. the project worked u i ~ h  m a t  of the 
Georgetown-based (and sector-based) private sector organizations and the four then-existing 
regional chambers of commerce to develop strategic plans to help them to better anicullue their 
goals and objectives. to identify resource needs. and to determine how the pmjec~ could hest 
assist. Of the original seven or eight PSOs that developed plans, only the regional chamkn I& 

the next step (and many succeeding steps) of turning their objectives into action plans. liocher 
IRs were slow in starting, lR2 and particularly the regional chamben. brought immediate and 
long-lasting results. On their own initiative the original four chambers laer helped hs inesm in 
other communities to star! new chambers. and then created a national umbrella organization to 
give them a stronger voice on local. regional. and national i\>ues. 

Stratepc &@cIm 
Improved Clunate for Pnvate Investment 

t 
t t 

IR1 
lmwcapac fw 

To Implement 
E u x ~ w n ~  Poky 

IR2 
shengmeoed~ 

01 pnvate Seclor to 
Influence PuMz Pokcy 

I R3 
ImreasedSeMeesAvailable 
to smyl. Mrrceniefpnses 
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IR3: Increased Services Available to Small and Microenterprises. Early focus under lR3 was on 
strengthening Guyana's only SME financial institution, the Institute for Private Enterprise 
Development (IPED). Largely a creation of and funded hy the U.S. government under previous 
PUS0 programs, at project start-up IPED was only beginning to recover from a downward spiral 
that saw loans in default and at risk reach 30 percent of its portfolio. Initial work under CEO was 
to shore up IPED's procedures, to provide training in delinquency management. and to 
implement improved management systems and procedures. Within two years the percentage of 
loans either in default or at risk had fallen below 10 percent. Concurrent with assistance to 
increase access to micro- 
financing, a quick survey was 
conducted to determine the 
strengths and weaknesses of 
small firms to identify their 
assistance needs, in addition to 
credit. With a small population 
and highly competitive sectors 
where SMEs dominate, there is 
little room for domestic growth 
for most D ~ O ~ U C ~ S .  Therefore. for 

Table 1. GEO Partners 

I Ministw of Tourism. lndustw / - ~om~et i t ion  wlicv I 

I ,.. .. . L M E C )  I rlLman resource devgopment 
G~yana Off~ce iorinvestment . Investment & export promollon 1 

and commerce (MTIC) 

(Go-Invest) - Instltutlonal strengthenlng 1 

, . 
- WTOIFTAA awareness 
- Tourism Promotion 

much of the last three years of the - Human resource development 
- Leqal and requlatory environment 

project, GEO efforts focused on Guvana Natlonal Bureau of - lnstltutlonal strenothenlna 

Ministry of Foreign Trade and I - Trade policy planning and formulation 
lnternatlonal Cooperation - Institutional strengthening 

- ~ .. - 
exwrt exnansion for Standards (GNBS) - Human resource development 1 ~ ~ 

1 ~ - ~ -  r ~ ~ - ~ ~  ~ ~ - - -  

nontraditional products. - Standards development. 1 
New Guyana Marketing - lnstitutional strengthening 

Impressive results under TR3 led Corporation (NGMC) - Human resource development 
in part to the mission's new - ~xport quality training 

strategy which focuses on trade - Export marketing 
- Exporter and farmer training 

policy and export promotion. 

Work commenced almost Private Sector Commission - Economic policy reform 
(PSC) - Advocac immediately at project start-up in Tourism and Hosp~tality - Strategic planning 

developing investment and export Association of Guyana -Tourism marketing and promotion 
promotion informational - (THAG) 

products, and in improving Forest Products Association - Strategic planning 
(FPA) - Marketinq 

business laws and regulations. Guyana Manufacturers' - Strategic planning 

However. it wasn't until work on Association (GMA) - Institutional strengthening 

advocacy training and a - Advocacy and policy reform 
Association of Regional - Institutional strengthening 

reorientation of project focus I 
Chambers of Commerce - Advocacy training 

toward export promotion under (ARCC) and the individual - Business development, export and ! 
IR3 had significantly progressed nine to ten regional chambers investment promotion i 

- Policylregulatory reform 
that many of these policy and I 

Institute for Private Sector - Institutional strengthening 
promotional initiatives came to Development (IPED) - Human resource development 

fruition. This again underscores the interrelatedness of pro~cct activities and impacts across and 
between the different activities and intermediate results. 
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GEO Partners and Stakeholders 

In developing the overall GEO project implementation plan. annual work plans. and specific 
activities. Chemonics and USAID worked with an impressive number of partnerc and clients. 
Although work with some agencies. ministries. or private sector organizations may haw h e n  
limited to one or only a few activities. others continued to work with GEO over the life of the 
project. We were extremely fortunate to have a strong core of committed p n e r s .  It is thrwgh 
their dedication and hard work that GEO was able to have an important impact on the in\-eament 
climate, in strengthening the advocacy skills of PSOs. and in promoting nnn-traditional exports. 
An oven-iew of the main GEO partners and the types of project activities undertaken u-ith each 
are shown in Table I. 

Although the organizations listed in Table I represent what might be considered our strongest 
partners and those with whom GEO worked the closest. they by no means represent our on]? 
clients. We also worked, although on a more limited. less permanent hasis. with the Bank of 
Guyana (anti-money laundering and remittances). the Small Business Asmiation (the Small 
Business Act). the Beacon Foundation (peanut production and agricultural extenrion~. the 
Guyana Youth Corps (institutional assesment). and the Small Business Development fin an^^ 
Trust (micro-credit). In addition. the Office of the President was directly involx-ed in some 
activities fe.g. anti-money laundering); i t  also participated in most of the project's annual 
stakeholders conferences. Finally. there were a mulritude of direct heneficixie?, of GEO 
assistance in the training progms. workshops, seminars and through direct ;~siistancz sponsored 
by the project. Although some may have k e n  members of the PSOs andlor agencies listed in 
Table 1. many were not. and were simply individual firms and entrepreneurs eager to ! e m  neu 
methods for operating their businesses. improving product quality. or accessing new markets. 

C. Key Challenges 

Although we were blessed with interested and dedicated partners. implementation of the GEO 
project was not without its challenges. Sfany of these challenges can he mced to Gu~ana's p t -  
independence economic and political development. From the early 1970s r h u g h  much of the 
1980s. Guyana followed increasingly socialist economic policies. which by 1989 multed. 
according to some estimates. in the State controlling almost 80 percent of economic =ti\-it>-. 
Imports of most food items. capital goods. and replxement pans were either h a n d  outrighl or 
severely restricted. By the late 1980's. the result was an economy on the verge of collapse. a 
rapidly deteriorating economic infnstrucrure, and an educarional .;!stem falling apm due to lack 
of resources. 

Absorptive capacie. A major impact of the deteriorating economic. social. and political situation 
was emigration of many of the most skilled individuals who qualified for overseas job. Into the 
early 1990s. despite the adoption of an MF-sponsored structural adjustment proem. overall 
population growth was negative. Although this trend slowed after the 1992 elections. emi-mation 
remains high. Guyana's exodus included the most skilled and qualified labor as uell as 
managers. Increasing political tension and an explosion in the level of crime over the past few 
years. have semed to exacerbate the situation. The ovenll result. and a key consrnint which 
affected project implementation, was the deanh of qualified persons in hoth the public and 
private sectors. As an example, some ministries and agencies are at 50 percenr of staff strengh. 
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Thus, project activities had to be well planned and sufficiently spaced over time to permit 
partners to participate in project sponsored training programs, for example, while still leaving 
time to complete their normal work. 

The irnpact of a closed society. A second factor, also a result of Guyana's socialist experiment 
and a strictly enforced policy of self-sufficiency and import substitution, was that Guyana has 
almost an entire generation of businesspeople and entrepreneurs who had little or no experience 
with exporting. Policies of import substitution, tightly controlled foreign exchange, and 
decreasing production in all sectors left little for export. As a result, few firms and 
businesspersons had experience in international trade; their equipment was old, which affected 
quality; and they had little knowledge of regional or international markets, how to access those 
markets. or how to negotiate contracts. Due to Guyana's increasing isolation during the 1970s 
and 1980s and resulting emigration, the project was faced with a relatively inexperienced 
entrepreneurial class. While Haiti and Nicaragua are both listed as being poorer than Guyana, 
their economies are much more export-based, and the business sectors have much more 
international experience. Thus assistance was needed at a much lower level than would normally 
be the case elsewhere in the Caribbean or South and Central America. 

Mistrust and lack of coopercrtion. Business in general is based on the self-interest of the firm and 
the entrepreneur. However, there are times when everyone in a product sector or the overall 
business sector must work together. whether to push for policy reform or to cooperate to fill a 
large order that a single firm alone might not be able to handle. Guyana's business community 
tends toward mistrust and jealousy, and often lacks a spirit of cooperation. There were noticeable 
exceptions, such as Denmor Garments, whose CEO recognized the need for and encouraged the 
development of a more vibrant garment industry. He realized that he could actually benefit, 
despite increased competition, from a growing number of new, companies if this would make 
Guyana more widely known for its textiles and garments. The advocacy work of the regional 
chambers and ARCC was also an exception, made more striking by the lacking or half-hearted 
advocacy campaigns by many other business organizations. Again, these instances unfortunately 
are the exceptions. which made working with PSOs more difficult due to a lack of a common 
vision and willingness to share information, resources, and perhaps most important, their time. 

Politics. Guyana is a small country with a small population. With less than one million 
inhabitants concentrated along the coast, everyone's business is soon known by everyone else. 
Projects such as GEO operate in a fishbowl. Care must be taken not to he seen to be siding with 
one faction or another, or taking sides on certain issues. Even the appearance of favoring one 
group or one association over another can cause problems. Such problems can never be 
completely avoided, so it is extremely important to keep all planning and activity implementation 
as transparent as possible. It is also extremely important to keep as many organizations and 
groups as possible informed of the project's activities. Several such instances arose during GEO 
implementation which unfortunately resulted in delays. 

Increasing crime. During 2002 and 2003, Guyana was hit with a severe crime wave which forced 
curtailment of work in some areas. Although the crime situation had improved somewhat by the 
end of the project, caution continued to be the watchword for consultants working in certain 
areas at certain times. 
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II. Major Accomplishments and the GEO Approach 

Despite many challenges. the CEO project was able to build up an impressi\-e m y  of successes 
and measurable results. Detailed descriptions of all GEO xtivities are in the annual u-ork plans 
and project reports. Instead of repeating these details. we focus on the major project 
accomplishments and the approaches used during implementation. The discussion and examples 
are grouped below into the following categories: institutional strenghening. policy and 
advocacy, and export promotion. 

A Institutional Strengthening 

Stronger organizations and institutions were a key objective under the GEO project. Budget- 
constraints in both public agencies and private sector organizations meant that many were 
understaffed. In addition. the outward migration mentioned earlier h a  iAen it, toll. pruricularl! 
on the pool of qualified managers and administrators. The result in Guyana is that the staffs of 
many of the institutions are young and inexperienced. The Chemonics approach to institutional 
strengthening t w k  different paths. depending on potential partner organizations' e r p m ~ d  
needs. state of institutional development. and the level of interest. Institutional strengthening 
should not be measured merely in terms of outputs. such as number of staff persons trained or 
number of policy papers written. Instead. under CEO. the focus was on the inrrcduction of nsu 
ideas and new processes. By definition. institutional development should hr measured by t k  
degree of adoption and sustainability of these new methods and skills. 

Sr114\. tcxrrs. Two key organizations with which CEO was mandated to wok were &Invest. 
Guyana's investment and export promotion agency. and IPED. the principal small and 
microlending institution. Early in the project. neither organization voiced specific nsedi for 
assistance and neither seemed particularly inlerested in the t>-pes of technical a,sistance md 
training that we could provide. Both were interested, however. when we pmposed study toun to 
visit well-knou-n and well-functioning regional institutions that provide the wle or similar 
services as their own. The CEO of Go-Invest. several of his officers. the minister of e. and 
two representatives from the private sector visited in\-estment and erpon promotion agencim in 
Trinidad (TIDCO) and Costa Rica (CINDE). The general manager of IPED and se\eral memhers 
of the staff visited several micro-finance institutions in Bolivia (BASCO SOL. KSD-PRO and 
FIE). Both tours had a significant impact on the participants and led to immediate ques ts  for 
various tkps  of assistance based on whal the participants had seen and learned. Ln ihs particular 
instances of WED and Go-Invest, a lack of information abut  what their om-n institutions cwld 
and should be doing may explain their initial reluctance to work with the project. Having the 
participants meet with their peers in similar institutions proved an excellent means to get horh 
institutions on board. 

Assessmenrs. With the exception of the two study tours. an instinrtional assessmeni uas the 
tkpical starting point for working with agencies and organizations. Again. depending on the 
particular organization. these assessments could be comprehensi\-e organizational and technical 
evaluations or more informal facilitated discussions among staff and managemnr. Whale\-er the 
type of assessment. the objectiw was threefold: first to identify the suength\. wealins\ws. and 
areas where assistance was needed: second. to identify those areas where GEO could provide 
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assistance; and finally-and perhaps most important-to obtain the buy-in to the assessment 
process, to the results of the assessment, and to the role that the project would play, at least 
initially. Fundamental restructuring and re-organization resulted for both Go-Invest and NGMC, 
whereas the assessment results for the regional chambers and the Bureau of Standards focused 
more on program development. Common to all was an identification of training needs. 

I Client Databases 1 
Planning. Perhaps the most important 

The Bureau of Standards is developing quality standards 
GEO's assistance to strengthen and recommendations for manv oroducts. Previouslv. the 

associations developed strategic plans, as I newspaper column. Each topic coveredin both mediums 
was of interest to only a few persons in the sector or 

did the Bureau of Standards. Assistance to product covered and no one could anticipate when his or 
the Ministry of Foreign Trade included the her sector would be the topic. 

the various institutions was, for some, the 
introduction of planning; for others. it was 
the of the planning process. 
Ten of the orivate sector business 

development of a trade policy strategy and 
To bener target clients, the GEO Project helped the an action plan for its implementation. Bureau to develop a client database by sector or product 

NGMC and Go-Invest have instituted so that most jewelers, as an example, could be contacted 

annual work plans with end targets and directly about a new standard, an up-coming training 
program, or product specific information. Similar intermediate milestones. Although GEO databases were developed for Go-Invest and NGMC, 

was instrumental in initiating the first p h s ,  ! greatly improving and speeding up information flows. 

the process itself is becoming Although not completed by the end of the project, the goal 
was to develop a mailing system so that clients with The of for ' internet access recelved emails, those with fax machines 

examole, continues to use a work plan were faxed. and letters sent via the oost for those with 

Bureau sponsored a half-hou~t~levision program and a 
weekly "Standards Column" in the newspaper in an 
attempt to keep clients informed. In developing a 
communications strategy, it was leamed that few clients, 
if anyone, watched the television oroaram or read the 

originally developed in 2000 as the basis for "Ither a fax nor an emall aCcount. 1 
each annual update. 

Team building. Culturally or by tradition, Guyana's organizations, both public and private, tend 
to be very hierarchical with little delegation of authority. The proper management of any 
organization greater than a certain size, however, requires sharing responsibility, information. 
and decision-making. In an attempt to foster a more open management style and to obtain greater 
feedback from staff for planning purposes, GEO facilitated team-huilding exercises for several 
institutions. Staff retreats were also held for several organizations. including GNBS, Go-Invest 
and several PSOs. The results were mixed. Although most participants praised the initial retreats, 
it is not clear what will be the long term impact of the resulting two-way dialogue and the 
opportunity for having a say in organization decision-making. Only turo organizations are 
continuing the annual retreats on their own, fewer than we had expected. 
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Commrmications. Closely allied to the sense of working as a team was the need for bener 
communications both within the organizations and with those outside each institution. Assisiance 
was provided in developing communication strdtegies for Go-Invest, GNBS. SGMC and the 
regional chambers. In addition to better information between management and staff and m n g  
various divisions of the organization. better flows of information outside the organization were 
also needed to keep superiors abreast of activities. progress. problems and successes of the 
organization. In developing the strategies. it also became evident that the institutions' clients 
(farmers, businesspeople. investors, etc.) often did not have a clear undentanding of h role of 
the agencylorganization, the senices it could or should provide. or how the qency's a-sistanc~ 
could be accessed. As with many other interventions under GEO. the means chosen by each 
organization were not always the .same. Although 
all of the organizations began to make better use 
of the media (news releases. press conferences). 
Go-In\-en and NGMC are now using \-arious 
television talk shows to communicate messages 
to their clients about what the organizations are 
doing. the successes and impacts for individual 
exporters and investors. and to inform the public 
and clients of upcoming activities. ARCC hosts 
an annual press day. to which go\-emment 
officials and representatives of other PSOs are 
invited to discuss ARCC's progress over the past 
year and plans for the next. 

Staff training. The various assessments. retreats 
ru~d team building exercises. and specific training 
plans identified the technical. administntive and 
managerial training needs of project panners. 
Table 2 presents a list of the wining programs 
developed and implemented under GEO. Several 
topics were covered. from computer and internet 
use to writing skills and each agency's technical 
areas. 

B. Policy and Advocacy 

Policy development and strengthening policy implementation were imponant to achieving results 
under all three intermediate results. Key to the success of changing policy were the lobhying and 
advocacy efforts of the private sector. A necessary component to the drafting and ultimaie 
adoption of two key pieces of legislation was the dialogue between the business sector and [he 
government. Below. we first review progress made in developing a coherent uade policy and the 
current status of its implementation. The pmess  ofde\-eloping and enacting the invesment lau 
and Small Business Act is then described. Finally. we review the advocacy effans of various 
private sector organizations over the life of the project. with particular emphasis on ARCC and 
the regional chambers. 
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Trade policy. As alluded to earlier, interest in matters relating to W T O R A A  and other 
multilateral agreements was initially very low. The ministry responsible for trade matters, the 
then-Ministry of Trade, Tourism, and Industry (MTTI), responded slowly to suggestions that 
Guyana needed to begin preparations for WTO and FTAA. Perhaps the feeling was that 
CARICOM and the Regional Negotiating Machinery (RNM) would handle these matters. 

Trade awareness and issue specific-worksho?ps. In an effort to make politicians, the 
public service, and the business community more aware of the importance of 
upcoming trade negotiations, the GEO project organized a series of seminars. Several 
seminars focused on such agreements as the WTO, FTAA, and Caricom's own single 
market economy (CSME). More detailed workshops were also organized on specific 
trade issues such as competition policy, trade in services, and the Caribbean Basin 
Initiative (CBI). The key objective in all of these seminars was to inform the audience 
about the ways in which these agreements and specific trade issues would likely 
impact them personally and directly. rather than as some theoretical concept that the 
government alone should address. The result was that by late 2001 (two years into the 
project) there was a growing awareness in both the public and private sectors that free 
trade, regional trade agreements, and an increasingly global economy were already 
knocking at the door, and that Guyana needed immediately to focus on these issues. 

Trade policy strategy. After the 2001 national elections the new minister of foreign 
trade (in a new Ministry of Foreign Trade and International Cooperation) recognized 
the need to prepare for the negotiations leading up to the planned start-up of WTO 
and FTAA in 2005. GEO provided assistance in developing an overall trade policy 
strategy that would guide Guyana through the negotiations. The strategy called for a 
coordinated approach to trade policy among the ;lpproximately 20 agencies involved 
in various trade issues. The strategy provided for a mapping of Guyana's existing 
rights and obligations under WTO land by reference FTAA); it prioritized Guyana's 
trade objectives over primary, secondary, and tertiary issues; and identified key 
market access issues upon which to concentrate. Of the 20 action items identified for 
the first year of the strategy. 19 had either been completed or were ongoing by the 
end of the project. GEO has had a significant impact in  developing Guyana's trade 
policy, first facilitating a recognition of the importance of trade policy. trade issues 
and impending negotiations, and second, in helping the various agencies to begin 
necessary preparations. 

Trade policy review (TPR). One of the first items on the trade policy action agenda 
was to undertake a mapping of Guyana's existing conlmitments and obligations under 
WTO. The GEO project's trade specialist was able to move Guyana up to the top of 
WTO's list for trade policy reviews (TPR). The TPR is the WTO's official 
assessment of a country's overall readiness for full pxticipation or accession into the 
World Trade Organization. By moving Guyana to the top of the list, the Ministry of 
Foreign Trade was able to make an immediate and official determination of Guyana's 
standing. The review was completed in late 2003; it provides a blueprint of the 
critical issues remaining to be addressed. 
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Trade capoci@ building 
strateg!. At the 2002 Quito 
Ministerial. trade ministers of 
FTAA countries approved the 
Hemispheric Cooperation 
Program (HCP). The HCP is 
intended to strengthen the 
capacities of smaller 
economies to participate in 

GEO Training *Mbf. Tnde Nagotobonr . . 
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that m6 mulb-agency apprmd should be used m ail Consultative Group on Smaller hRure prwram tor trade ne90bam. ~. 
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- 

countries wishing to benefit from such a%sistance develop a capacity-buildins 
strateg. The project helped the Ministry of Foreign Tnde to develop Gu>-ma-s 
capacity-building strategy. The work involved identifying the capacity-suenghening 
needs of 20 ministries. agencies. and private sector organizations u-ith a role in t i d e  
matters. The HCP will provide resources for the implementation of the strategy to 
further smnghen Guyana's trade policy capacity and the private sector's abilit? to 
compete. 

Specific po11c.v inirinrives. In addition to trade policy. requests for assistance were received irum 
both the private sector and the government for a variety of policy isues. Two of these. the 
investment law and the Small Business Act. though protracted in their de\elopment. could have 
an important impact on the business and investment climate. The development of hnrh pieces ot  
legislation underscores the CEO approach: a reiterative process and wide p~icipation. GEO 
work on migrant remittances and anti-money laundering are already having an effect and hxh 
represent the project's ability to react quickly to new opportunities and unenptcted request\ for 
assistance. 

The Inresrmenr Law. Drafting an investment code hlls long been on the pi\-ate 
sector's agenda and predates the GEO project. The Private Sector Commission r PSC! 
introduced it again during a presidential summit with the private sector in 1%. Thr 
president challenged the private sector to provide a d n f t .  Although countries m l y  
enact investment codes or laws today. the private sector understood that it  was 
important for Guyana to make a strong statement ahout it, break with its sociaiiu 
policies of the past. The law's purpose is to clearly lay out hoth the rights and 
obligations of investors in Guyana. Such a code is intended to pi\-e a cenain level of 
comfort to an investor. either domestic or foreien. that his propen! and ownership 
will be protected. 
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Over the first 6 months of 2000 the project helped the private sector to draft an 
investment law based on Guyana's particular needs and circumstances. The drafting 
followed an iterative process of formulation, review, editing, re-drafting, review, etc. 
In the final stages. the Private Sector Commission held workshops throughout the 
country to discuss the law and to obtain feedback. Although submitted to the 
government in early 20011 no action was taken until 2003. Through lobbying by the 
private sector and gentle nudging by the USAID mission, the president finally agreed 
to meet with the private sector to review, discuss. and finalize both the investment 
law and the Small Business Act (see below). Both were finally tabled in parliament in 
July 2003, and enacted and finally signed into law in March 2004. Although it was 
too early by the end of the GEO project to assess the impact of its enactment, Go- 
Invest is already using the law in its investment promotion activities. 

The Sntall Business Act. As with the investment law, the president challenged the 
private sector to produce draft legislation. The Office o f  the President ultimately 
asked the project to provide assistance. As with the investment law, a reiterative and 
participatory approach was used in drafting and obtaining private sector input into the 
proposed legislation. The seven then-existing regional chambers of commerce 
provided assistance in organizing chamber members and other businesses in their 
communities to participate in workshops held throughout the country to discuss 
various drafts. The overriding purpose of the legislation is for the government to 
recognize the importance of and focus on including srnltll businesses in the decision- 
making process on issues that directly impact small companies. As with the 
investment law, the Small Business Act was finally enacted a couple of months 
before the end of the project. However, its provisions for government procurement 
from small businesses, simplified registration, and having an input into policies 
affecting SMEs all bode well for a stronger, more vibrant small business sector. 

Remiftances. The high outward migration was noted above as a key challenge to 
implementation, especially because of the exodus of highly skilled persons. 
Emigration can also have a positive influence thro~~gh the remittances sent back 
home. At the request of the mission and the U.S. embassy. the project undertook a 
rapid survey to determine the importance of remittances in Guyana. Although 
government figures put remittances' annual value at about US$50 million per year. 
the GEO-sponsored study estimated the figure at well over US$100 million. A later 
survey of remitters in the U.S. and recipients in Guyana indicated that the actual value 
is probably more than $200 million, making i t  significant in relation to Guyana's 
GDP, estimated in 2003 to be approximately $720 million. The two national 
seminars, organized and sponsored by the project team, drew a large attendance. and 
the topic of remittances. and in particular the estimated magnitude of remittances, was 
hotly debated. The two surveys and seminars served to highlight the importance of 
remittances and kindled spirited discussion of ways that remittances can be used to 
better foster development in Guyana. 
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An early impact has already been felt from the remittance wok.  In the seminar and 
report from the first survey. the costs of transfen from the five or six uanskr 
companies operating in Guyana were widely reported in the media Although the 
dominant transfer company strongly denied that its costs were higher than its 
competiton, within six weeks the company had reduced the costs of its uansfers b) 
more than 10 percent. making i t  less expensive to send remittances to Guyana. ..\l\o 
as a result of the project's work. the government. with suppon from hometown 
associations abroad and the donor community. is now seeking ways to funher reduce 
transfer costs and to funher involve these associations in Guyana's development. 
Several associations have contacted USAID to determine how they can aszia and 
collaborate. and the banking sector is O i n g  to determine how it can k o m  a les, 
expensive and simpler conduit for remittances. 

Anti-mone~ la~rrrdering. Money laundering and the drug trade are issues high on the 
agendas of the U.S. Department of State and the C.S. Government. Given the crime 
and corruption usually associated with the illicit drug wade and the huge sun& of 
money involved. stopping money laundering is also a priority of the Government of 
Guyana. T k  project undertook an assessment of Guyana's current anti-mow? 
laundering program. reviewed the current legislation and regulations covering it. and 
assessed the capability of the private banking sector to identify and r e p n  suspected 
instances of illegal money transactions. As a direct result of this assi5tm-e. 
modifications have k e n  made to banking laws and the anti-money laundering 
legislation. banking regulations have been modified to provide sp-ific reponing 
procedures. commercial hank employees have been trained in spotting suspiciiws 
transactions. and the go\-ernment hxs set up and staffed a Financial Ln\estigation Knit 
(m') in the Ministry of Finance to oversre all anti-money laundering acti\ities. 

Prirare sector odrocac~. The institutional-strengthening activities and the dratiing of specific 
legislation. such as the investment law. were important components of the project's goal of 
improving the climate for private investment (SO1 and slrmglhening the implementation of 
policy (IR I ). However, they do not by themselves necessarily mean that laws would tr enacted 
or policies changed. The third and critical element is a private sector able to wok  with the 
government when needed or pressure the government into action when required. to make c e n i n  
that the desired changes occur. In such a small society as Guyana lobb!-ing and sdvccac! m l ?  
can be conducted anonymously. Instead, advccacy often k o m s  a personal issue kt--ssn thcw 
lobbying for change and those who are expected to change. It is this ohen personal naure and 
the smallness of the society that have made advocacy particularl>- challenging in Guyana 
Nonetheless. the GEO projec~ has been successful. though at times on a hump!- d. in 
strengthening the private sector's ability to advocate for change. 

In some instance and for some issues, the private =-tor. in whole or in pan. has been involwd in 
active lobhying for particular changes or new polices. The investment and small business laws 
are two examples where most P S a  participated in developing. debating. or lohh>ing for 
enactment. In other instances (e.g. local or regional issues). only one or two PSOs may have k e n  
involved. Belou-. we briefly describe the advocac). work of two project pmnea.  hXh of uhich 
ha\-e been particularly successful. 
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Guyana Manujacrurers' Association (GMA). Two issues have been on the policy agenda of the 
GMA for several years: 

Developtnent banking. Lack of financing or access to credit is an often-heard 
complaint of businesses, and, in particular, Guyana's manufacturing sector. In reality, 
credit is available, but long-tenn financing is more difficult to obtain. Manufacturers 
cite the need to retool and make long-term investments in order to compete in 
international markets. As with the investment law, creating a development hank was 
raised at the Presidential Summit with the private sector in 1999. The president again 
charged the private sector, in this case the GMA, to submit a proposal. At the GMA's 
request, the GEO project provided assistance in exploring the feasibility and options 
for starting a development bank in Guyana. As in many countries, Guyana has had 
experience with government-mn development banks. As in many other countries the 
experience has not been positive in the long term. with the financial assets of the 
banks gradually being eroded by bad loans, high default rates, insufficient oversight, 
and mismanagement. 

Through CEO assistance, the GMA explored the various options; measured the costs, 
benefits, and problems associated with each; and explored the feasibility of each 
model. The gamut of options ran from a new, fully state- or government-owned bank 
at the one extreme (which the government was against) to a wholly privately owned 
bank at the other extreme (to which the private sector was not willing to contribute), 
with various combinations of the two in between. One option recommended by the 
project's banking expert was to convince an existing development bank operating in 
the region or beyond to open a subsidiary or a credit window in Guyana. After a 
thorough review, this is the option the GMA decided to pursue. 

A Trinidadian development bank, Development Finance Limited (DFL), was invited 
to visit Guyana and to talk to the membership. Over the next year, several visits were 
made in both directions in search of common ground and a means to introduce 
development banking. with longer term loans to Guyana. As a first step, the DFL 
began to offer financing to Guyanese businesses through its hank in Trinidad. The 
GOG became involved when the issue of start-up concessions was raised (tax 
holiday, duty free concessions. etc.). Although the tripartite negotiations were long 
and at times one or the other party threatened to pull out. the DFL finally announced 
in 2004 that it had reached agreement and that a branch office would be opened in 
Guyana. 

Taxation. A second issue of major importance to manufacturers is taxation. Guyana 
currently has a consumption tax with rates varying between 20 percent and 40 
percent, depending on the product. The levying of the tax and tax collection are even 
more controversial due to the often less-than-transparent system of tax rebates for 
certain products or sectors. In addition, some imported manufacturing inputs are not 
taxed, whereas the same locally made inputs can be, creating an unfair advantage for 
those using imported inputs. The GMA had been pushing for tax reform prior to the 
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CEO project, but not in a systematic fashion. CEO assisted the GMA's adrocat! 
efforts. first with a review of the tax system in general and then with a more detailed 
look at the effects of the consumption tax. The GEOlG5fA anal!= and repons u-ere 
presented to the minister of finance. The project also sponsored a national s?mposium 
on the value-added tax (or VAT). which the GMA believes should replace the 
current. often unfair. consumption tax. The forum included presentations b~ an 
international tax expert well schooled in various tax systems. a regional tax expen 
who had helped introduce a VAT in neighboring Trinidad and Barbados. the head of 
the Barbados Chamber of Commerce and industry to relate the experience of VAT 
introduction. and a local tax expen (and GMA member) to assess Guyana's readiness 
for a VAT. 

Although the consumption tax has not yet been replaced by a value added tax. the G51.4 uas 
partially successful in obtaining some change in how the consumption tax is applied. The 
government has signaled its agreement in principle to eventual introduction ofa  value added tax. 
with GEO assistance, both the private and public sectors now have a better idea of what a \..AT 
is. how it operates. how long it will take to introduce. and the problems that likel? will arise. It is 
a first step. The VAT is now expected to be introduced after the 1006 national elections. 

ARCC and the resional chambers of commerrr. There have been important successes in 
lobbying for change. both at the national level (the in\-estment law. tax reform) and at the 
sectoral level (Small Business Act). However, i t  is in working with the regional chambers of 
commerce and their umbrella organization, the Association of Regional Chambers of Commerce 
(ARCC). that the project has most improved the ability of the private sector to influznc~ public 
policy. As noted earlier there were only four regional chambers of commerce at ihe stm utoi the 
GEO project in 1999. representing the husiness communities in Linden. Esquibo. Seu 
Amsterdam. and the Upper Comnt)ne. Of the approximately eight PSOc with which we hegan 
work. the four regional chambers were by far the most interested and willing m devote their time 
and resources to strenghening their own chambers and to learning the art of ad\mack. 

The project team used a "learn-bydoing" approach in teaching ad\-ocaq skills. Chamber 
members are business people who are fully occupied with business matters. in some i n > t m ~ s  
simply trying to stay afloat. We realized that they did not have time to read abut  advcrx-?- 
techniques or to learn these techniques in a clacsmm setting. The CEO ad\-iior did most of his 
work with the chambers in the evenings and on weekends, when members were more readil? 
available. In developing each chamber's stralegic plan (a first step for CEO assistance). one task 
was to identify and agee on one or sevenl key policies that the chamber members u-cwld like to 
change. Although each of the chambers ultimately identified several issues at both the local and 
national level. we encouraged each to focus on one manageable laral or regional issue. Ow of 
the first techniques discussed and employed was the issuing of a press release to inform the 
media on a given issue and desired policy change. The CEO advisor %-role m t  of h e  earl? 
press releases as examples for each chamber to follou-. Gradually. chamkr members began 
composing their own releases with the advisor editing. each time reviewing and explaining the 
subtle changes and whj- they were made. Today. all of the chambers are comfonahle uith issuing 
press releases. 
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Other techniques included letter-writing, identifying potential advocacy supporters and 
opponents, and negotiating. 

I Gettina Farm Animals off the Road 
Many counterparts held the belief that. 
in general, meetings are an inefficient 
use of time. GEO addressed this 
concern through direct training on how 
to most effectively conduct a meeting 
with a minister, an ally, or an opponent. 
Specific points covered and put into 
practice included: 

Don't overload the agenda 
or the meeting with topics to 
be covered. Focus on one or 

In the 1970s and 1980s. during the government's national 
self-sufficiency program, farmers were encouraged to 
increase dairy and beef herds in order to better meet 
consumer needs along the coast. Large numbers of cattle can 
still be found in populated areas, causing disputes between 
farmers and herders. The cattle, which usually sleep on the 
main roads at night, are also a danger to motorists. 
particularly for farmers going to early morning markets. The 
Upper Correniyne Chamber of Commerce, situated in eastem 
Guyana along the Surinam border, chose this as its first 
advocacy issue and proceeded to write letters, and hold 
meetings, seeking bener enforcement of existing laws. 
Despite its best eflorts, the chamber had little effect on local 
government control of stray animals until the chamber invited 
the DCM from the U.S. Embassv to soeak at a chamber 

two key points or issues. luncheon. In his luncheon speech ihe ~ d ~ c o n ~ r a t u l a t e d  the 
chamber for its efforts to control stray animals. His remarks 

Script the chamber's were ~ i cked  up bv the medla and reported widelv in the local 
presentation beforehand: press: ~ l though the DCM was criticizkd by the ~overnment for 

State issues and questions getting involved in local matters, the chamber's advocacy 
initiative was instantly known throughout the country and a 

succinctly to avoid taking new tactlc was therebv discovered. A few words bv a diolomat 
too much time and to ensure greatly expanded the media coverage the chamber' could 

the correct message is receive on policy issues. Ambassadors and officials from 
donor agencies soon became the favorite speakers at 

communicated. chamber functions. 

The tone of the meeting 
should be open and non-threatening, 
Offer the chamber's assistance on the issue, don't just request government action. 
Solicit pledges and commitments. Suggest a joint press release if appropriate. 
Hold a review session afterwards to evaluate the meeting. What happened and why'! 
How could the meeting have gone better'? 
Follow up. 
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Table 3. Advocacy I s sue s  a n d  Impacts  of the Regional Chambers of Commerce 
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Mistakes were made along waj-. but the chambers leaned by doing. Some of the l e s m s  l e d  
included: 

Be prepared for the long haul: advocacy rarely results in quick wins. Some of the 
issues in Table 3 t m k  years. 
You rarely win 100 prcen t  of what you want: be ready to compromise and be 
prepared to give up something in return. 
Know your friends and foes. but treat them all with respect: on the next issue. [he 
friend may be the foe and the former foe now your ally. 
Follow up: a person you are trying to convince to change mmething nrely  sees an 
incentive to remember to do  so. 

The results of CEO's input and the success that the chamben and ARCC ha\-e had exceeded our 
expectations. r\lthough most were local issues. the chambers have lobbied and been succesiul  at 
the regional and national levels. In Table 3 we list a few of the issues and the impact of the 
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advocacy efforts of the various chambers and ARCC. Table 3 is not a complete list of the issues 
on which the chambers and ARCC worked; success still eludes them on many others. 

For the final two years of GEO, the project 
played a more advisory-rather than a 
training-role. In most projects, there is a 
noticeable drop in the activity of partner - A 

agencies or institutions once donor support 
stops. This has been true with ARCC and the 
chambers, but to a much lesser extent than we 
have seen elsewhere. Most of the chambers and 
ARCC continue to be involved in local 
community issues, and ARCC continues to be a 
force for change at the national level. As a final 
example of an advocacy effort and also as an 
example that ARCC and the chambers are 
standing firm on their own feet, at the height of 
a crime wave that was terrorizing the nation in 
the spring of 2003, ARCC organized a 
successful one-day shut-down of the entire 
business sector across the country to express its concerns at perceived government inaction. 
From a beginning of four independent chambers five years ago. in part through USAIDIGEO 
assistance, the chambers have become leaders in their communities and their umbrella group, 
ARCC, has become a recognized force at the national level. 

First ARCC Chairman Bhookmohan at achamber- 
to-chamber meeting in neighboring Boa Vista. 

Brazil where plans for joint cross-border lobbying 
efforts for the Guyana-Brazil road were planned. 

C. Export Promotion 

The third large component of GEO activities, and one which. again. cuts across and includes 
goals and activities under all three R s ,  was the project's export promotion program. Although 
not specifically defined under the original scope of the contract. export promotion became a 
major focus of GEO and has resulted in significant sector- and firm-level impacts. 

Background. During the first two years of GEO, the major focus of project activities under IR3 
was increasing access to credit and strengthening Guyana's sole small and micro-finance 
institution, the Institute for Private Enterprise Development (IPED). In identifying other areas in 
which to assist small and micro-enterprises (SMEs), the prqject undertook an assessment and 
review of the SME sector in 2001 to determine: in what productive sectors small businesses 
operate; what are their major concerns, problems, and constraints to growth, and in what industry 
or locations is the greatest opportunity for growth? The assessment's first conclusion was that, in 
Guyana, the usual division of large, medium, small and micro-sized firms was perhaps not 
appropriate. The largest firms ( 15 to 20 companies) are much more self-sufficient, experienced, 
and generally have better business acumen. They do, of course, have problems, but the problems 
are generally different from those faced by smaller companies. Hence, it was determined that, 
given Guyana's small population and small business sectors, GEO's focus should extend beyond 
a traditional definition of small- and micro-enterprise and also include medium-sized firms. 
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A second finding was that Guyana's small business sector is generally competitive domsstically. 
With a limited domestic market ( t o d  population less than a million) there is little room for 
,pwth. Helping one small baker to grow his firm. for example. does not mean that we will then 
all eat more bread; instead. it would probably mean that the market share of other haken would 
fall. Therefore. the second pillar of the SME support program was to focus on expnns. Tk third 
key outcome from the assessment wa_c that we knew what SMEs were doing (predominantly 
fresh produce. agro-pmcessing. fish and seafood. value-added wood products. handicnfts. and 
tourism) but since Guyana's economy had heen closed for most of the pa t  tuo decades. it uas 
not certain what Guyana's SMEs could sell and where products could be sold. Thus. looking at 
the export market and market demand became our third pillar. and it pointed us to what u s  
needed next. 

'Marker demand. With impon substitution and self-sufficiency the hallmark of the go\emment's 
economic policy over the latter part of the 1970s and most of the 1980s. enponinp during that 
period was limited mainly to the state run-parastatals (sugar and bauxite) and prim- prcdwts 
such as rice. gold and timber. At project start-up. most producers in other sectors had little or 
experience in exporting and there was no clear picture of what productz sere or could hz in 
demand. A series of GEO-sponsored rapid reconnaissance surveys identified the ptential for 
Guyanese non-traditional export products. Since agro-processing and f o a l  pnducts uere 
identified as industries in which SMEs tend to dominate. and becauw of the small size and 
limited production capacity of Guyanese companies. the first markets targeted for market 
surveys were in Kew York, Toronto. and London. where large Guyanese populationr seemed to 
offer the potential demand for home-country products. In addition to confirming demand for 
some products. the surveys also identified key problems and constr~ints in accessing thew 
markets. Problems identified. which became the focus of later training pmprams and technical 
assistance. included the poor reputation of Guyana's products and exponen in tho* markets: 
poor quality, inferior packaging and labeling: and failure of producers and exponen to meet 
delivee deadlines and promised quality and quantities. 

Clienr derrrc~nd. The initial SME =tor assessment and early expon market s u r v e ~  identified 
some of the challenges to expanding export markets. and the problems and w e a k m w  of 
companies and their products. The next step was to determine with whom the project should 
work and what issues should be tackled first. It was decided that given the relativel?. .mall size 01 
the economy. the project would not pre-select sectors. firms. or products. In5ted sufficient 
resources could be found to assist most client firms or asmiations reque3ting asistanct. Xmwg 
the fim steps u-as to provide the market information obtained from the rapid Lisessmsnts to a 
wide an audience as possible. Although we understood some of the problems wawnahl? u-ell. 
we decided that conclusions about issues or constriint> to be addressed first should be joint 
decisions. thereby obtaining client buy-in to the project and ownership of CEO activities. Thus. 
CEO expon activities were based first on market demand and second on client demand for CEO 
services. 

Susrainabili~. To help build sustainability of GEO assistance post-project. it u a  decided from 
the beginning to work through existinp institutions. wther than stting up an independmt GEO 
expon promotion center. Go-Invest (responsible for all government export promotion activitie! 
and NGMC (for non-traditional agricultural products) became the conduits for project a s s i s tm~ .  
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GEO was thus able to work directly with and affect the 
export capabilities of individual firms and sectors. 
while at the same time teaching new methods and 
introducing new techniques to Go-Invest and NGMC. 

Training. GEO's firm-level training began with basic 
courses that walked inexperienced and potential new 
exporters through the export process. Export 101 and 
Export 102 were practical in nature, included a limited 
number of participants per session to ensure maximum 
interaction and participation, and were taught on 
weekends when producers and exporters would be 
available. Key areas covered in the export series 
included: 

The decision to export 
The skills of successful export managers 
The export market: where to export and 
targeting markets 
Market research 
Costs and pricing 
The importance of customer relationships 
Quality and standards 
Packaging and labeling in international 
markets 
Getting paid 

A second series of training programs focused on 
improving the quality and export marketability of 
Guyana's products, using the demand of potential 
clients and sectors to prioritize training topics. The 
first sector targeted for improvement was fresh 
produce. With plentiful land and being well-placed 
geographically on the northern tip of South America. 
Guyana has long been viewed as the potential bread 
basket for the Caribbean. At project start-up, however, 
total fresh produce exports were less than US$500,000 
per year. 

Assistance included upgrading procedures, standards, 
and packaging at Guyana's only packinghouse, and 
training programs were developed to improve post- 
harvest handling. The post-harvest training was first 
presented to NGMC, NARI, Ministry of Agriculture 
extension agents, and to interested personnel from a 
variety of local and donor-funded projects. Trained 

Marketing Specialist Jim Krigbaum 
makes a point during Export 102 

Collapsed single-ply cartons 
on air cargo pallet. 

GEO post harvest handling expert David 
Picha reviewing procedures with NGMC GM 

Nizam Hassan at the packinghouse. 
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NGMC staff initially shared responsibility for the training of farmers and exponers with GEO 
staff. but by the end of the project they were presenting the workshops to fanners on their ou-n. 
Among the topics covered were proper timing and method of harvest. cold storage and 
maintaining the cool chain, transportation. packaging. the use of banana/plantain bunch coven. a 
demonstration hot bath treatment to kill fruit flies. waxing. and heat treatments. 

Q~cali& standnrds. Assistance to the Guyana National Bureau of Standards (GSBS) was an 
integral part of the GEO export promotion program. Responsible for developing and monitoring 
standards, the bureau plays a critical role in ensuring quality of both imports and exports. 
Assistance included strenghening the bureau's ability to develop and enforce s t a n M i .  creation 
of a national conformity assessment program. and training in IS0 9000 and 14000 cunification. 
The bureau was also instrumental in developing quality management standards for small 
businesses based on IS0 9000, and in helping local laboratories to obtain IS017025 curtiticalion. 
which will permit Guyanese exponers to use local test result> to meet health and safety 
requirements in international markets. The ability to have these tests performed locally will 
speed up import inspection procedures and greatly reduce the time and cost for Guyanese 
exporters. 

Marker infomarion. An important consuaint identified by exponers and producers uas a lack of 
information about potential markets. market demand char~cteristics. and in panicular p s i b l e  
contacts in those markets. Since these problems were identified during the earlier aisessment of 
the domestic SME sector. this information was included in later rapid reconnaissance sun-e>T. 
The suneys provide the following information: 

Current demand for products that Guyana either currently produces or could prnduce 
Char~cteristics of that demand in terms ofquality. quantit>-. and timing 
The country that is currently supplying the product ieither domestically or through 
imports) 
Guyanese exporters and products currently in the market. and how they are viewed 
Prices. either retail andlor wholesale. at a point in time during k survey 
Finally. and perhaps most important for many companies. e x h  report provides a 
detailed list of importers. wholesalers. and retailers for each sector covered. and 
includes contacts and identities products in which buyers may ha\e exp re sd  an 
interest. These contact lists also include the relevant go\ernment agenciec in the 
importing country which deal with permits. licenses. inspections. and certificaion 
needed to import and sell a given product. 

The original concept in undertaking the North American and U.K. market studiec =xi to target 
the Guj-anese diaspora and in particular to identify market opportunities for Guyanese p n x e s d  
agricultural and food products. Subsequently. in working with NGMC and Go-Invest. additional 
rapid reconnaissance surveys were conducted in tk Caribbean to identify other potential market 
niches. Instead of targeting finished food products in the Caribbean. it w a  trlieved t h  there 
might be ,water opportunities for agricultunl and semi-processed agricultural products as inpuu 
to regional processon. Value-added wood products. fish and uafood. and o tk r  pnducts were 
also included in investigating the market potential on seven islands. 

GUYANA ECOHXlC BPORTUNlklCS F1W. CSir(p7 2 1 
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Other informational products were developed to enhance entry into export markets through the 
production of technical bulletins on quality, initially for the fresh produce sector. Post-harvest 
handling and resultant poor quality were identified as important problems for Guyana's fresh 
produce exports. A series of technical bulletins was developed to cover best practices and 
methods for harvesting and handling fresh fruits and vegetables from the field, during transport, 
at the packing house, and to final destination. Bulletins were developed for sanitary 
requirements, cold storage and maintaining the cold chain, washing and waxing, hot bath 
treatments and the use of bananalplantain bunch covers. In addition, crop-specific post-harvest 
handling bulletins were developed for more than 30 crops which are either currently exported or 
for which opportunities may exist. A more detailed bulletin, developed in conjunction with 
NGMC and the National Agricultural Research Institute (NARI). is intended for extension 
personnel, projects, and more advanced producers and exporters. Simpler one-page fact sheets on 
produce handling were developed for farmers and less-experienced exporters. 

Mf~rket linkages. A final component of the export promotional activities under GEO was to 
facilitate linkages between Guyana's producers and exporters, and importers in other countries. 
As noted earlier, producers of non-traditional products have little experience in identifying new 
markets, making contacts, or negotiating and closing deals. Even for more traditional exports, 
such as logs and timber, firms have generally been able to wait to be contacted by interested 
buyers, rather than having to pursue potential clients. Several means were used to bring 
Guyanese exporters and producers in contact with buyers. Specific sections of the Export 
1011102 course addressed these issues. In addition, the rapid market surveys also provided 
information and contacts for potential buyers and importers in a number of countries. Other 
means included participation at trade shows and exhibitions, and facilitated one-on-one linkages 
with potential buyers. 

Trade sho+vs. The project had a dual objective in promoting attendance and later participation in 
a series of trade shows: first, to introduce producers and potential exporters to the world outside 
Guyana to see the quality of products that is required; and second. to give Guyanese exporters 
the opportunity to meet and interact with importers. Trade shows were also used as training 
exercises for Go-Invest and NGMC staff to give them experience in planning and facilitating 
attendance at future shows, and in assisting with buyer-seller linkages. Below, we provide an 
overview of some of these shows and highlight some of the impacts that are already being felt. 
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Hiph Point Norrh Cumlina. Manv - 
manufacturers in the GMA and the Forest 
Products Aswiation (FPA) had lamented the 
lack of contacts and markets for their wood 
products in the U.S. It was evident from talking 
with them that few had experience with the 
U.S. market or understood market requirements 
in terms of quality or quantity. The project. 
therefore, organized a study tour to the C.S. to 
see fmt-hand how the market for value added 

I Thcnighpo*l1WoodRobctr  
A- T a r  I 

wood products operates. The area in and k u s u n g  h m r e  at me nade s h w  

around High Point, North Carolina is the I 
furniture capital of North America and the 
home of the twice-annual International Home 
Furnishing Show. High Point is also the center 
of one of h largest clusters in the world for 
companies involb-ed in the \-alue-added wood 
sector: fumiture manufacturers. woodworking 
machinery. tools and equipment. wood 
importers. lumber dealers. and a host of 
subsidiary companies that provide inputs to the 
furniture and other woodworking industries. I AlookatUShanjwdRmng 
Re~resentatives from 12 Guvanese firms 

I 
E 

inb'olved in the wood produfts sector 
(furniture. lumber and tlooring. molding and 
siding. etc.) and an expon promotion officer 
from Go-Invest participated in the tour. 
Panicipants paid for their own flight>. while 
the project arranged accommodations and set 
up the various meetings and visits. 

Prior to departure, the project helped 
participants to develop individual company . . 
information and product hulletinh, us uell ;L\ 
fact sheets about Guyana's hardwoods. uood I Modmrugn*.dnrmm 1 
products. and Guyana itself. Samples of 
Guyana's commercial hardwoods were given 
to each of the companies and their 
representatives. 

The tour was successhl in achieving the 
objective of making the participants aware of 
the U.S. market and market requirements. Ke)- 
findings and conclusions from the panicipants - 
upon their return to Guyana were: 

G W A W  EtONOIBC W K X T U l l E l E S  ill 
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Guyana's furniture manufacturing has a long way to go in terms of quality 
and design. 
The U.S. market is huge and Guyana as a country (let alone an individual 
firm) probably can not meet the minimum quantity per order - even for 
products such as molding and hardwood flooring. 
Firms will need to learn to work together to fill larger orders. 
The sector should target niche markets (e.g. the high end housing market) 
where demand is lower and where tropical hardwood interiors products 
could demand a premium. 
Kiln-dried wood is an absolute necessity for the U.S. market. 
Firms need to re-tool to meet quality and quantity standards. 
In the short term most firms should focus on regional markets in 
preparation for expansion. 

Building and lnterion Tradeshow 

Building and Interiors Tmde Show. Whereas High 
Point was primarily an awareness tour, the next 
step in GEO's assistance was to begin showcasing 
Guyana's products. Based on lessons learned at 
High Point, the wood product sector's first foray 
into an international market was closer to home at 
Trinidad's Building and Interiors Trade Show 
(BITS). Since most of the firms had never 
participated in an international show, the proiect . - 
provided assistance in designing and building a 
booth that would enable the companies to 
showcase their ~roducts. Assistance was also 
provided to improve the quality of participants' 
promotional materials. A major promotional effort - A 

was undertaken to ensure high attendance at 
Guyana's booth. Guyana's Honorary Consul to 
Trinidad was enlisted to assist with television 
appearances, ads, and press releases, and the 
project developed a database of Trinidadian 

The Guyana Booth 1 

- - 
companies which might be interested in buying or I 

distributing Guyana products. A total of 500 invitations to visit the tradeshow and the 
Guyana booth went to Trinidadian firms. An afternoon "Guyana Lime" (featuring 
Guyana rums and traditional food) was also organized to enable potential buyers and 
distributors to meet informally with Guyana's manufacturers. 

The results of Guyana's first venture to an international wood products trade show 
were impressive. Of the 11 participating Guyanese firms, 1 cemented a 
distributorship with a Trinidadian firm, 2 companies received orders for their 
products, and 2 others entered negotiations for possible sales. All of the firms gained 
valuable experience in participating in exhibitions and shows and all continued to 
learn about marketing their products, marketing their firms, and the need to market 
Guyana. 
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Glcxana Trade Erpos. With the positive results in the u-ocd products sector. Go- 
Invest requested GEO assistance with other potential expon secton. Working u-irh 
both Go-Invest and the firms. the project was instrumental in organizing and 
implementing a Guyana Expo to Barbados. The exposition highlighted all of 
Guyana's current and potential export products. including wood products. food and 
agro-processing. fresh produce. garments and the budding fahion s t o r .  jewelry. 
tourism, and handicrafts. More than 60 companies and individuals were represented. 
The project again assisted Go-Invest to develop a database of Barbadian firms to 
ensure full attendance of relevant companies at the expo. Coupled with strong prior 
advertising and promotion. it  is estimated that more than 30.000 pemns visited the 
four-day show. The results at the firm level were again impressi\-e. Forty-one firms 
visited the Go-Invest booth to register interest in importing a \-ariety of pmducts: 10 
companies expressed interest in investing in Guj-ana or in possible joint venturn. 7hs 
reaction of and impacts on some of the firms that pmicipatcd in the Guyana Tnde 
Expo in B h a d o s  are sumrnwized in Table 4. 

Table 4. Firm-Level Impacts of the Guyana Trade Expo to Barbados 

Two additional trade expos in Toronto and Trinidad featuring all of Guyana's 
potential expon products were held toward the end of the project. Pmjzct assistance 
was reduced as it was felt that Go-Invest could take over more of the organization and 
implementation. GEO continued to provide support for promotional activities and 
ensuring turnout. The success of previous trade $how has spread by uord-of-mwth 
and as a result of press conferences and presentations by panicipants upon their 
return. Work is still needed to improve the quality of Guyanese products. individual 
booths and displays. and firms' promotional materials. However. the series of uade 
shows has been a success. Guyanese companies now know better what is q u i d  in 
regional markets: they have experience in presenting and marketing products. ;up 
becoming better at negotiating and. perhaps most important.  he hu5iness.e art 
growing. 
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The World Travel Mtrrt and Tourism F~zmili~zriintion Tour. From project start-up the 
tourism sector, and in particular eco- or nature tourism, had been identified as having 
considerable potential for growth. With 90 percent of Guyana's population located 
within 10 miles of the coast, much of Guyana's interior remains untouched. Although 
we saw the potential, neither the ministry charged with tourism nor the private 
sector's tourism association showed much interest in working with GEO or in 
requesting assistance. Toward the end of the project, however. the newly created 
Guyana Tourism Authority (GTA), a semi-autonomous agency. requested project 
assistance in helping to prepare Guyana's tourism operators for attendance at the 
annual World Travel Market (WTM) in London. WTM is the largest European trade 
show for the travel industry. Assistance included improving promotional literature, 
helping to design Guyana's booth, and organizing a "Guyana Night" at the WTM so 
that Guyana's contingent could meet one-on-one with key European tourism 
companies. One Guyana tour operator commented that. after having no luck in 
making contact with several tourism firms targeted at previous shows, due to the new 
and more professional quality of Guyana's participation at the 2003 show, these firms 
are now pursuing him. 

As a follow-up to the success at WTM and to maintain momentum in the sector, GEO 
proposed a familiarization (FAM) tour of Guyana for North American tour operators. 
As is the case in other sectors and with other products. unknown is unsold. Since 
tourism exports a knowledge of Guyana, it is important for those who package and 
sell tours to experience first-hand what Guyana hac to offer. As with other activities 
and other trade shows, the familiarization tour had multiple objectives: first to begin 
to inform the outside world and North American tour operators about what Guyana 
has to offer. Unfortunately most people are not familiar with Guyana, and others may 
only have heard of i t  because of the tragic events of Jonestown almost 30 years ago. 
A second objective was to begin to forge linkages between tour operators in North 
America and the local resorts and tourism operations. The final objective was a 
training exercise for GTA, THAG, the ministry, and local operators in how to plan, 
organize and implement this type of marketing tour. A key part of this learning 
exercise was the direct feedback that each of Guyana's operators received about their 
resorts from the I?-meniher North American contingent. 

The overall reaction of the tour group was very positive; most felt that Guyana has 
strong potential in the natureleco-tourism market. Some general recommendations 
included: 

Improvement is needed in the promotional materials available for Guyana and for 
individual resorts. 
Birding is a very strong eco-tourism niche and birders are willing to travel to spot 
a new species. Guyana needs to develop bird tours and appropriate promotional 
material. 

n More cultural interaction is needed with Guyanese and Amerindian communities 
in the interior. 
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o One of the most consistent obsewations across the group was the need to upgrade 
the presentation skills of and information content provided by tour guides. 

n Upgnding of meals. Although the fcrd u-w generally good. they u.ould have 
liked to see more local food and more variety. 

The group also provided an evaluation of the accomm&tions and ameniti- of their 
visits to each of the 10 resorts and hotels. All indicated a strong interest in including 
tours to Guyana in their future sales brochures. However. the brochures for 2001 are 
already published. and the brochures for 2005 have gone to press. Sonetheless one 
Xorth American opentor contacted the Guyanese resorts within a monrh of the 
,mup's return to Canada to plan several packages toward the end of 2001. 

F~~cilirared directfirm-to-firm lirtkogrs. In addition to tnde shows and inward missions. the 
project also provided direct assistance to individual firms to make buyer-%Her linkages. ei~her 
through the project itself or in collaboration with pmners like Go-Invest and NGSIC. S s \ - e d  
examples are listed below: 

Cnndv soles ro COSCO. GEO's 
marketing specialist worked with 
Chico's Candies to identify 
possible markets in the U.S. X 
sample was sent to COSCO. 
Although the candy did not m t  
its strict quality standards. 
COSCO nonetheless felt that the 
product was worth pursuing and 
is now working with Chico's to 
improve the quality. 

Beef r.rports. Guyana is one of 
the few countries in the 
Caribbean with the land to 

Master &It&,. ~ r a d  W L ~  w b l g  I 
beef cuts for lntemaboMl markets lo Guyanese br&hers 1 

support beef production. However. due to hoof and mouth disease. Guyana h a  k e n  
unable to export for almost 40 years. Guyana was declared free of the diuacr in 2002 
and. with assistance from the GEO project. one producer is now exponing to rhe 
Caribbean. 

Hone! to Barbodus. After assistance from the project. a local honey producer has 
improved the quality of his packaging and labeling and the quality of the honey has 
been improved by reducing the water content. He recently sent his second shipment 
of honey to B h a d o s  and is expanding the number of hive!. to meet the increasing 
demand. 

Less e.rpensi1.e inputs from 6ra:il. While on a CSAIDIGEO sponsored chamber to 
chamkr exchange in Northern Brazil. Xatsram Ramnanan (also known as the 
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Juiceman) was able to purchase a new juice press at half the cost of purchasing it in 
Georgetown. He has since purchased two more presses and expanded his operation. 

Section IV of this report provides several success stories of firm- and institutional-level impacts 
from CEO project interventions. 

Ill. Lessons Learned and Best Practices 

Although Chemonics was successful in implementing the CEO project, having a positive impact 
on policy reform, advocacy, and in providing firm-level assistance, the road was not always 
smooth and there were lessons to be learned along the way. Below, we highlight some of these 
lessons and underscore some of the best practices which helped make GEO a success. 

A. Lessons Learned 

Nothing comes easy ... orfizst. It should be clear by now that. although partners, stakeholders, and 
the project team may all see a given activity as necessary and important, this is no assurance that 
the activity can or will be done immediately. The five years of the GEO project are replete with 
examples: work on the investment and small business laws began in 1999, and neither was 
enacted until 2004; the GMA's proposal for a development hank was finalized in early 2000 and 
development bank services, while apparently back on track, still appear to be several months 
away. Other examples abound, which though perhaps not taking five years, seem to have taken 
an inordinate amount of time. The message is the same as that we gave to the chambers as part of 
their advocacy training: don't give up, persistence does (occasionally) pay off. 

Whenparnlers are ready. Although in the contract Chemonics was responsible for certain 
results, the contractor is not always in control of whether host country partners are ready andlor 
willing to work toward the same objective. As an example, assistance in meeting WTO and 
lTAA commitments was a key result under IRl. However, for the first three years of the project, 
succeeding ministers responsible for trade showed little inclination to focus on those issues. We 
needed to approach the problem from another angle, and therefore began with the series of 
awareness seminars described previously. In another example. at project start-up we had 
identified the eco-tourism sector as one offering high potential for growth. Again, however, 
succeeding ministers responsible for tourism and succeeding leaders of the tourism association 
showed little enthusiasm for assistance. It was only after almost three years that the newly 
formed Tourism Authority showed interest. From that moment. all in the sector were excited by 
our assistance and clamoring for more. 

Changing personnlities. Perhaps a corollary to the lesson above is that working well with an 
organization does not necessarily mean that the same relationship will continue after a change of 
leadership. Different heads of the same organization often have different views and priorities for 
the agency, ministry, or PSO. GEO had an excellent relationship with the first chairman of the 
private sector commission, a difficult relationship with his successor, and a merely good 
relationship with the third. The first CEO of Go-Invest was st best marginally interested in GEO 
assistance for the first year of the project, while his successor became our strongest partner. The 
lesson learned is that partners, despite AIDIGOG SO agreements. are not always as committed to 
the contractual responsibilities of the contractor. The impact is also not unidirectional: the 
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willingness of hostcountry organizations to participate can improve or deteriorate when the 
personalities involved change. 

Living in aJishbotv1. With a population of les than I million, the majority of whom live on a 
narrow strip bordering the coast. everyone in Guyana tends to know everyone else's busims. 
This holds for both the project and project staff. as well as for what individual businesses are 
doing. The result can be jealousy of firms pmicipating in a project-sponsored activity and of 
organizations that receive assistance. This has the potential to cause-and did cause in some 
instances-problems for the project. 

Fo1Iou.-rrp. The GEO project was designed with one long-term technical assistant (LIT.-\,. the 
COP. two technical assistants for 12 to 18 months, and an abundance of shon-term technical 
assistants (STTA). Although this reliance on SITA sometimes worked well. e.g. in the face o f 3  
limited absorptive capacity, a primary weakness was that it  did not allow for sufficient follow- 
up. A larger long-term team would have permitted more of the one-onane follou--up and t k  
continuous encouragement necessary to keep new initiatives movins ioru-ard and new methods 
properly implemented. Although we brought in a junior manager in the la\! year ofthe project. 
more help was needed. 

6. Best Practices 

"I think thrrr arr hvu rhings rlrizr muclr CEO iliffrrrnrfr<~m orlrvr (lonor prirjrc-13. Finr. r h e ~ ~  
askrcl 11s whur wr \ranted - the\. <li<Irr ' r  stun h! trllin,q us ~hr ~e .shouI~f or rht~ulrtr~r drr ...... lhc 
second di@rrrncr of CEO is r h r  rhrx wlr,ehr us 111 rtun ~cirh rhr nwnlrr. Orhrrpn>jrc.r hut e 
come in and rirld us. 'here is how xozr shorrlrl inc.rru.sr thr prixluc.ti<w of rh1.s rn,p or pnducr. ' 
CEO said .... 'Irt's srr.tirst ichur cwn hr sr~l<t and rltvn \*-r'/l L I - O I ~  J:~e-kwurcfs ro impro~-c rhc 
qzzalin or incrrasr prruilri.ri~n rfrhosr prm1rri.r~ which ha\-r p>rrnrWI. '" 

Gzoffre\ M i h a  - CEO ofGvln\eg 

Any success of the GEO project is the success of our parmers. The pannen d o p e d  neu 
techniques. modified or enacted legislation. successfully pushed for r e f o m .  found new market>. 
and clinched new deals. We and our partners have found some appmaches. activities. and 
methods that worked better than others. We brietll describe some of these below. 

Irnplrn~entation c~c le .  For each organization or agency with which the project worked. and 
sometimes for different typrs of activities with an organization. we generally followed a cycle of 
assessment. issuefpmblem identification. joint review. solution(sl proposed. joint 
reviewla-pement. implementation. reviewlevaluation. etc. In only a few instances did GEO 
embark independently on an activity. and in those few cases i t  was at the request of the mission. 
considered a full partner. At each stage. before. during. and afrer an activity. each step uas 
jointly reviewed by the project and the partner. Scopes of work were reviewed first in drafr. 
repons were reviewed. and if needed. modified before finalization and submission to either the 
agency or USAD. Evaluations. either formal or informal. were conducted after each mining 
session. seminar or consultancy to evaluate the results and suggest improvements. %me pannets 
indicated that it was the first time they had felt they had ownenhip of and input into 3 pnject. 
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The participative cycle used was a major means of obtaining partner buy-in, and it contributed to 
project success. 

High-quality STTA. In the lessons learned section above, we indicated that the reliance on STTA 
was in a sense a negative, in that there was sometimes not enough follow-up. However, the 
quality of STTA that Chemonics was able to provide and the manner in which it was provided 
were major factors in the project's success. We identified a solid core of qualified short-term 
consultants who were willing to return on a periodic basis to provide continuing assistance. What 
is also striking is that each became committed to Guyana's development, a feeling shared by 
their Guyanese counterparts which contributed to the project's success. The absorptive capacity 
was identified as a key constraint earlier in this report. Our core of intermittent STTA helped to 
overcome this constraint. These exceptional people bear mentioning here: 

Dr. David Picha is a post-harvest handling specialist who was known by all fresh 
produce exporters and many farmers around the country. 
Dr. Craig VanGrasstek is a trade policy expert who developed an extraordinary 
relationship with the Ministry of Foreign Trade, helped to forge the National Trade 
Strategy, and used his personal contacts to move Guyana's WTO agenda forward. 
Jim Scott is a standards specialist who helped the Bureau of Standards and private 
firms make significant strides toward certification and accreditation of laboratories 
and environmental and management systems. 
Jim Krigbaum is a marketing specialist who trained exporters throughout the country 
in export processes and assisted in developing linkages with foreign buyers. 
Cathy Holler is a tourism expert who brought tremendous knowledge and excitement 
to the tourism sector; her work is already resulting in new tours to Guyana. 
Osbome Nurse is an institutional strengthening specialist who has helped to bring 
order and planning to a host of private and public sector organizations. 

All of these experts were integral to the GEO team and were known and respected by project 
partners. Their willingness to work on GEO went well beyond earning a salary; they showed a 
true dedication to the development of Guyana, which was evident to our partners. 

Demand-driven activities. Rarely were activities implemented that were not demand-driven by 
one partner or another. Buy-in and ownership of activities were key to GEO success. 

Inclusion. The regional chambers of commerce taught us a valuable lesson: Georgetown is not 
Guyana. Our willingness to work any time and anywhere was a definite factor in the project's 
success. The private sector advocacy advisor conducted most of his work in the evenings and 
weekends, when businessmen are available. Working with the regional chambers also benefited 
the project. With their assistance, we were also able to bring important policy issues to the 
regions. The chambers helped by organizing seminars and training programs for their members 
and others in the business community. Export 1011102 and seminars on export potential were 
presented in the regions, and drafts of the investment and small business laws were vetted in 8 of 
Guyana's 10 regions. As noted previously and described more fully in a success story to follow, 
our greatest impacts from advocacy were the result of our work in the regions. 
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Communication. A strong communications suategy proved to be essential to obtaining results 
under GEO. Communicating with an executive director of an organization. the minister. or 
agency head does not guarantee hat  the information will filter down to the m k  and file. .A 
combination of messages and vehicles was needed. including group meetings at the beginning of 
the project to explain the purpose. a fact sheet for distribution. and periodic meetings at key 
points throughout the year. For specific activities. we used newspaper ads. letten to 
organizations. and emails and telephone calls to indib-iduals to maximize reach. Outside of 
Georgetown. this often meant using local television stations and working thmugh. for example. 
the regional chambers of commerce to communicate messages. An annual stakeholden' 
conference was held to review progress and discuss the work plan for the following \ex. These 
meeting usually included several ministen of government. a presidential advi-wr or two. the 
heads of key partner agencies, and representatives ofthe private sector. .Again. the purpow wai 
to obtain feedback and to keep everyone informed. Despite these efforts. we still cxcasionall> nn 
into the "fishbowl" problems discussed above. 

Start from the m a r k .  On the export promotion side. clearly one of our best approachedpr~tices 
was in starting from the market. Many other projects in Guyana and elseu~here have 5tmed from 
the supply side. "Let's improb-e the quality of these widgets and then expon them" ... or "let's 
grow more Y and then sell it abroad." Too often when starting from the supply side. there ma>- 
be little or no demand for the widget or for a given cmp. however impmbec. After quickly 
reviewing the domestic sector to determine what SMEs produce in Guyana. our first step was lo 
assess the market potential in likely export markets. starting with the large d i a p ~ n  in Sonh 
America and the U.K.. followed by regional markets in the Ciuibkan and neighboring Bnzil. 
While assessing the demand in these markets. we also determined the demand chancteristics: 
point-in-time prices: and key contacts for importers. wholesalm. and retallen. 

Nothing brred.~ interest like .rrrcc.ess. For each of the IRs. or in productive secton where n-e 
worked. our goal was quick success. Success can instantly build the confidence of F n e r  
organizations. and success has a way of spreading to other organization3 and s t o n .  We nere 
fonunate to have an early impact for some of the advocacy work by targeting simpler and mvr 
local issues. Early successes o f a  few participants in the Expon 101 course encounged cuhers. 
and interest built quickly by word of mouth. Early work to develop a suaregic plan for the 
Guyana Manufxturers~ .qssociarion (GMA) led the president of the GX1.A (who wa, a lw on the 
board of the Bureau of Standards) to request our assistance for the bureau. Similarly. early 
satisfaction with GEO assistance provided to Go-ln\-est led the CEO to a\k for help for the S e n  
Guyana Marketing Corporation (SGMC). GSBS and SGMC ullimatel~ were among our cl~xest 
partners. 

Q~rick response. Quick response to requests for assistance were also important to o w d l  smxes 
ofthe project for several reasons. First. we strongly believed ihat it was important to instill a 
sense of service. Our partners were our clients. and they. in turn. have their own clienu. .And 
while emphasizing the importance of quick and responsive service. we set an example h\- k i n g  
service-oriented in our relations with oovemment agencies and PSOs. Just as with quick 

L - 
successes, the reputation of a productive project also drew more interest from more agencies and 
individual firms. Our focus on respondin: quicklx helprd us earn a reputation a, a "can do" 
project team. 
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Linkages: trade shows and studv tours. Given Guyana's relative isolation, the project's early use 
of tours was important in making partners aware of what the "best practices" are outside Guyana, 
and in generating interest in the services and assistance the project could provide. 

Weaning and sustainability. The ideal of any project or donor assistance program is to work 
itself out of existence-to make the assistance self-sustaining. However, due to the generally 
short life cycle of donor funding, projects usually end before that point of sustainability is 
reached. In implementing GEO, we decided to build in as much sustainability as possible along 
the way. Many training programs were also taught as training of trainers courses, so that 
Guyanese counterparts could develop the skills, knowledge, and experience to present the course 
material themselves. Export 101 and 102 are now taught by NGMC and Go-Invest employees. 
After observing post-harvest handling courses and attending a training of trainers course, the 
NGMC staff has already presented the post-harvest handling workshop twice on its own. The 
executive directors of four regional chambers took a GEO-sponsored "business uses of the 
Internet" course, and a training of trainers supplemental course so that they can provide the same 
instruction to their members. 

A final example is the advocacy work with the regional chambers. In the beginning, the GEO 
advisor worked closely with the chambers. He wrote the first press release and helped the 
chamber to write the second release while providing editing suggestions. Although the advisor 
worked with the chambers for two years, by the second year he was focusing more on investment 
promotion with firms and less on advocacy. Over the final two years, after the advocacy advisor 
left, the project played only an advisory role to ARCC when an outside view on an issue was 
needed. Although there may have been some slippage in their advocacy efforts, the regional 
chambers and ARCC are here to stay; they are participants in the process, and they continue to 
be the leaders in lobbying efforts in Guyana. 

IV. Unfinished Business 

The mission encouraged us to continue to work at full speed up to the end, with the expectation 
that ongoing work would be completed under its new strategy. In this section we detail ongoing 
project activities, which, although started, have not been completed. We also identify completed 
activities which will need more follow-up and suggest possible new activities for the future. 

Investment guide. The GOG had requested GEO assistance to develop an investment guide. 
According to our understanding, the guide would be both informative and promotional about 
investment opportunities in Guyana. The government wanted the work to cany the name of a 
well-known international accounting firm in order to lend the guide additional credence. Due to 
time and budget constraints, Chemonics was not able to begin this work. 

Tourism marketing plan. In the past, decisions about attending trade shows or organizing a 
marketing event have generally been made at the last minute, resulting in a less-than-optimal 
participation or presentation of Guyana's tourism opportunities. Following assistance provided to 
the tourism sector in attending the World Travel Mart, it was jointly decided among the project, 
the tourism authority, and THAG. that a needed next step (after the FAM tour) would be to 
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develop a marketing plan to determine which marketing acti\-ities to undenake: to identif)- the 
necessary resources: and to set responsibilities. timelines and milestones. 

Dlbe1in.p seminar. Label quality for many products does not meet international standards. 
In early lOOI the project sponsored a semindworkshop on nutritional laheling for a g m  
processors and food producers. Follow-up assistance was planned. but not implemented. to 
improve the graphic design and quality of labels currently used. In addition to producers and 
exporters, Guyanese companies involved in graphic design. marketin: and the printing of labels 
should be invited to attend. 

HardwoodJ7ooring brtlletin. For the High Point wood products study tour. the project helped to 
develop promotional products to leave with potential huyers in Nonh Carolina. Ebch firm or 
individual was left with samples of Guyana's main commercial varieties of tropical h d u d i  
and a bulletin describing the chmcteristics of each spscies. The group decided that for future 
promotions and advertising. it would be beneficial to develop a pmfessionalquality bulletin of 
Guyana's hardwood flooring with pictures of the product. similar to those used by 1'3 u-cwrd 
flooring firms at High Point. The project staned the work. but did not complete it. 

Weinig trainins. Another lesson learned at High Point hy participating firms was the need to 
improve the finish quality of Guyana's wood products. Potential improvement3 were k t ter  
machinery and better maintenance of. and the proper setups for. cutting tools. One of the tool 
manufacturers visited at High Point. Weinig America. and their local distrihutc>r. Fafan b: 
Mendes. offered to share costs with the project to provide a demon3trdtion md training p m p m  
on the proper maintenance. set-up. and use of woodu-orking equipment. 

Ministp of Foreign Trade IT/net,rork. Early assessments of the ministn and hoth the Satianal 
Trade Policy Strategy and the FTA.A Tnde Capacity Building Strategy naed the need for an 
improved IT network capacity. The project completed an IT assessment and provided 
recommendations for equipment and training. The two strategies also hoth provided 
recommendations for developing a trade l i b r q .  Unfortunately. time did not permit the 
implementation of either activity. 

Erport 102/101. More than 100 exponers and potential exponers have taken the Expm IOlilO2 
course. Go-Invest and NGMC are now ahle to  resent the material to other interested clients. 
Additional training should be developed (perhaps an expanded Export 103 courselto help 
exponers and domestic firms to calculate product costs. ut prices. and learn the an of e x p n  
contnct negotiation. 

Bunch corer video. The project helped NGMC to develop an informationaWtnining video on the 
use of hunch covers to improve the quality and quantity of plantains destined for expon. The 
video was completed. hut follow-up may be necessary to ensure that it is u-i&ly distnhuted and 
aired on local television stations. 

Prontotion of infonnatiortalprd~rcts. .Many investment- and expon-related infomtional 
products were developed over the life of the project in collahomtion with Go-Invest. ZGXfC. 
NARI, the  minis^ of Agriculture and others. Several were completed at the end of the project. 
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including a rapid reconnaissance survey of the Miami area, surveys of several organic markets in 
Europe (U.K., Germany, France, the Netherlands), fair trade, and several recently completed 
post-harvest handling bulletins. Interested exporters and farmers must learn of these products' 
existence. Newspaper ads, press conferences, distribution of copies to relevant PSOs and 
inclusion of these materials on relevant Web sites will help to mke the information more widely 
available. 

Review of the Go-Invest and PSC Web sites. Work was near completion on the development of 
websites for Go-Invest and the Private Sector Commission. A final edit of both is recommended 
and training should be provided to relevant staff in both organizations so that they can update the 
information on the Web sites. 

Updating existing informational products. The information on some promotional materials 
should be updated. Although the section on concessions and incentives in the investor roadmap 
was recently updated, other sections were not. Each agency and organization should be asked to 
review the present information covering their activities, and update as needed. 

Investment Law. The investment law was finally signed into law in March 2004. A review of 
existing legislation covering investment should be reviewed to ensure that these other laws and 
regulations are in sync with the new investment legislation. 

Small Business Act. The Small Business Act was also enacted a few months before the end of the 
project. Assistance may be needed to help set up the various agencies, boards or committees 
called for under the Act. In addition, as with the investment law, other existing business laws and 
regulations should be reviewed to ensure that there are no conflicts with the new act. 

Hot bath treatment. At certain times of the year, Guyana has a surplus of mangoes which are left 
to rot on the ground. Although mangoes are not allowed into the U.S. due to phytosanitary 
restrictions, they are permitted in Canada where Guyana's Buxton spice variety commands good 
prices among Guyana's diaspora and the West Indian community. However, anthracnose often 
means losses of up to 40 percent in transit, lowers the aesthetic quality of the fruit, and greatly 
reduces shelf life. GEO helped NGMC to build a low-cost, test hot bath treatment which could 
essentially eliminate the anthracnose, greatly increasing the profitability of mango exports. Some 
fine-tuning of the test hot bath treatment is needed to make it fully operational. 

V. Success Stories 

The overriding objective of USAID assistance is to promote change which will have a positive 
impact on the lives and livelihoods of the Guyanese. In this final section we provide a few short 
success stories, using several GEO client exporters, businessmen, and organizations, to 
exemplify USAID's positive impact on the people and institutions it sought to help. 
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PRODUCERS OVERCOME EXPORTING OBSTACLES 
G u y a n a  is once again exporting produce,  a n d  sales a r e  rising 

On August 6. 1995 Bisnm Sinph had assembled a 5.000-pound shipment of pineapples. - 
waterm-clons. and limes for expon to Barbados. His prod; 
normal and taken to the Cheddi Jagan international 
airpon for shipment. While waiting for the plane to 
arrive Mr. Singh was informed that the Government of 
Barbados had issued a statement earlier that day 
indicating they would no longer be accepting any fresh 
produce shipments from Guyana due to the discovery of 
the pink mealy bug. At first Mr. Singh didn't realize the 
significance of this announcement and expected that his 
shipment would be delayed but would eventually pet 
through. Three days later when his produce be, oan to rot 
he realized that his business was in serious trouble. Mr. 
Singh shifted his expon business to domestic wholeule 
and was forced to drive a taxi for two years in order to 
supplement his income while waiting for Guyana to 
eradicate the pink mealy bug. 

The pink hibiscus mealy bug can devour 250 different L 
kinds of plants and trees. Its spread in Guyana caused most fresh produce exponh to be hmned 
from 1995 until late 2000 when shipments were slowly resumed. In late September 2001. a !-ear 
after Guyanese expons to Brubados were resumed. Mr. Singh restaned his expon husins~s.  

Mr. Singh's first introduction to the CSAIDfGEO project was shonly after he resumed pmducx 
exoorts. 'Thev informed me of the uccominn oroorms." he said. Since this introduction. Mr. 

Singh has been one of the L'SAIDffiEO 
project's most lo!-d program p a n i c i p t s .  -1 
attend as much as pos.;ihle-at least I give 
each new p m p m  a g o d  s h . "  

In fact. Mr. Singh has now panicipated in 
L'SXU)/GEO's hasic exponing courses 
(Expon 101 and 102r and its PI-hanest 
handling workshops. and has a l w  benefited 
fmm market sunekr. and project-spothod 
trade shows in Barbados and Trinidad. -1 
have been working with L'SAIDffiEO quite a 
lot. I have been successful in using the 

I Mr. Singh (len) disc- P m r  bndlng methods 
*vim GEO post harvest handkg specialist Dr. D a d  

Picha at the padunghorrse. 

senices  given by CSr\ID/GEO. and 
information coming out of the p r o p t  has .. 
enhanced my business. 



CHEMONICS INTERNATIONAL INC 

Of particular value, says Mr. Singh, has been the improved quality of his produce which he 
attributes to the assistance he has received from USAIDlGEO's post-harvest handling specialist, 
Dr. David Picha. "He has assisted me a great deal in exporting," he said. Mr. Singh was 
especially pleased with the results of initial tests for waxing fruit as demonstrated by Dr. Picha. 
Mr. Singh explains that waxing adds an aesthetic value to the fruit and results in a longer shelf 
life, both of which have contributed to his receiving higher export prices. He is also following 
Dr. Picha's advice and looking at  sing palettes for containers to reduce the amount of damage 
and spoilage in handling. What Mr. Singh has learned through the USAIDIGEO project is 
improving his entire supply chain. He is now working to implement a crate system for pineapples 
that will be used by farmers, which he hopes will further reduce the amount of bruised 
pineapples from field to packinghouse and packinghouse to final destination. As Mr. Singh 
explains, "crushed (bruised) pineapples cannot be identified until three days later on the way to 
the market." Mr. Singh estimates that the pineapples have up to 15 different container changes 
before reaching overseas markets. Rough handling, he estimates. results in about 20 percent 
spoilage. With simple changes his losses are now down to less than 10 percent and eventually he 
hopes to eliminate spoilage completely. 

Mr. Singh's initial resumption of exports in 2001 
was relatively small with a 3,000-pound 
shipment of pineapples and watermelons, all of 
which went to Barbados by air. These 3,000 
pound shipments soon grew to 15,000 pounds 
per month and Mr. Singh found that he was 
having increasing difficulties getting sufficient 
air cargo space to meet his clients' demand. In 
part because of GEO's exporting course (Export 
1011102), Mr. Singh says he decided to try 
sending his produce by refrigerated container. 

Mr. Singh says that continued assistance from USAIDIGEO should focus on transport options, 
farm certification procedures, and packaging improvements. He believes that these, along with 
the continued post-harvest handling and Export 101 to 104 courses, will be of great help to the 
Guyanese exporter. "A lot of people want to export [but] you can't just want to export-you 
need the knowledge." Mr. Singh attributes Dr. Picha's assistance with helping him achieve such 
rapid success. "Many things he said I have put into practice or tried such as waxing pineapples. 
I'm 100 percent satisfied with his assistance. The future is hright for me-I wouldn't think that 
my future was dim." 

"They encouraged us to 'think outside the box' 
and so I did," he said. His business has since 
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Mr. Singh (yellow shirt) supervises the loading of his 
first container shipment to Batbados 

expanded to 35,000 pounds per month and 
averaged 40,000 pounds a month last year. This year Mr. Singh'\ goal is 50,000 pounds per 
month and he hopes to reach two containers per month, sending one every other week so that his 
clients will have sufficient time to market his produce and so that Mr. Singh can provide a 
consistent supply. 



REGIONAL CHAMBERS OF COMMERCE LEAD ADVOCACY EFFORTS 
An association in Guyana is bringing business opportunities to the regions 

Speaking with Muntaz Ali. the current chairman of the Association of Regional Chamhers of 
Commerce (XRCC) and Ramdial Bhookmohan. ARCC's past chairman. it's easy to forger ha t  
we are sitting in Georgetown. Guyana's capital. and not in one of the s e c o n d a ~  cities where 
ARCC's membership is located. Both Mr. Ali and Mr. Bhookmohan me pasionate dvocares for 
the regional chambers that they helped to unite under ARCC in 2000. 

Mr. Ali explains that ARCC was created because much of the country's commerce and policy 
making traditionally occur in Georgetown whose population of more than 250.000 makes up 
more than a third of the country's population. Given this. the regional chambers were finding it 
difficult to advocate and cooperate individually with the Guyana government or with the 
Georgetown-based private business orgianizations. As a result. the six regional chamhen of 
commerce from the towns and regions of Linden. Cpper Corentpe. Berhice. Rupununi. Bartica. 
and Essequibo came together in November 2000 to form ARCC in the hopes of gi\-ing heir 
individual chambers a stronger. national voice for the businesses in the interior ma\ where - 
commerce occurs across Guyana's vast 
83,000 sq. miles of land. 

Mr. Ali gives USAID's Guyana Economic 
Opportunities project (USAWGEO) credit 
for helping the organization to create a 
meaningful fomm for its member chambers. 
"CSAIDIGEO's help is just what we 
needed." says Mr. Ali. "USADIGEO has 
helped us implement our strategic 
plans ... they have k e n  a solid mentor:' 

ARCC-s firs exffutrve axmmYee 
At USAIDIGEO start-up. the project offered 
assistance to 5 or 6 Georgetown (and 
generally product-based) private sector organizations (PSOs) as well as h e  hen-existing four 
regional chambers of commerce. Although all I0 PSOs participated in the fin! a\sistance 
provided-that of developing suategic plans-it wrrs only the four regional chambers tha~ were 
willing to take it to the next stage of turning the strategic plans into action plans hy auigning 
responsibilities and setting timelines for implementing various activities. In developing their 
plans. each chamber identified two or three key policy issues which they hoped to chane.  The 
project's long-term pri\-ate sector advisor provided hands-on a5sistance. using a learn-byiloing 
approach. to strengthen the chambers advocacy skills. 

Working mainly in the evenings and weekends when businessmen were more readilx available. 
the USAIDIGEO advisor taught the chamber members how to develop an effa-tiw lnhh?ine 
campaign. Defining the issue. identifying potential allies and opponents. learning to write p s  
releases. researching laws and regulations. learning to use the media and how to hold a meeting 
with government officials k a m e  the new focus and topics of discussion at chamkr merings. 
Focusing initially on local issues. the chambers soon began to have an impx-t on the policies 



CHEMONICS INTERNATIONAL INC 

they had targeted. The Berbice chamber was invited to place representatives on regional 
government boards; the Upper Correntyne chamber mounted a campaign to get farm animals off 
the roads where they posed a traffic hazard and interfered with commercial transportation, and 
for the first time the Linden Chamber was invited to review and give its recommendations for the 
use of the regional government's annual capital budget. 

News travels fast in Guyana and these early successes quickly became known along the coast, 
where most of Guyana's population lives. These successes also piqued the interest of business 
leaders in other communities, who increasingly sought out the chamber leaders for information 
and assistance in creating their own chambers. The chambers and the USAIDIGEO project team 
met with businessmen in these communities to explain the how and the why of creating a 
chamber and helped them to organize and to develop and register charters. Within a year, the 
number of chambers had grown from 4 to 6 and today there are I0 regional chambers throughout 
the country. 

Buoyed by the successes in influencing policy at the local and regional levels, the chamber 
leaders met several times to discuss the feasibility of working together on common local and 
national issues. The result was the creation, at the end of 2002. of an umbrella organization or 
federation of the by-then six regional chambers of commerce. The resulting Association of 
Regional Chambers of Commerce (ARCC) has as its mission the promotion of business 
development throughout Guyana, with a particular focus on areas outside the capital. By sharing 
information and resources, and by working together on common issues. ARCC has been able to 
bring added strength to advocacy issues on the national level. Through the provision of 
computers, office equipment and internet linkages, the USAIDIGEO project has helped to 
promote this information sharing and helped to promote better private sector coordination 
throughout the country. ARCC Chairman Ali is particularly pleased about the increased ability to 
communicate and exchange ideas across Guyana. "If not for LTSAIDIGEO we couldn't have had 
such a strong link of communication." 

Now representing more than 400 mainly small and medium-sized businesses, ARCC is repeating 
the success enjoyed by the chambers at the local level. For years there has been talk, but no 
action, in building an all-weather road to neighhoring Brazil. The improvement of this vital 
commercial link is of critical of importance to three or four of the regional chambers, and the 
road improvement became one of the ARCC focus advocacy issues. When the governor of the 
State of Roraima from neighboring Brazil visited Georgetown. ARCC and the chambers were 
invited to participate in the bilateral meetings. ARCC and the chambers had been invited to the 
table and at the national level. And although USAIDIGEO assistance was reduced when the 
private sector advisor left in 2001. ARCC and the chambers have continued their successful 
lobbying efforts. When an increasing crime wave threatened to spiral out of control, and with the 
government seemingly unable to bring it under control, ARCC was instrumental in unifying 
PSOs to voice the private sector's concern. ARCC and the chambers have gained the respect of 
the government and other business organizations; they have become full players on the national 
level. 

According to Mr. Ali, "USAIDIGEO is just the help that we needed to get things started." 
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JUICEMAN OF ESSEQUIBO 
A businessman in Guyana makes a name for himself 

While driving along a narrow paved road in the remote region of Essequibo in nonhern Guvana. 
I considered how the man I was meeting, Nateram Ramnanan. had managed to pain the t!ps of 
notoriety that had rendered his given name superfluous. Throughout ihe counm.. he h a  h w m e  
known simply as "Juiceman." When we finally arrived at the roads end we were - p e t &  u-ith a 
view of the Pomeroon River where the ha6or.s activity wa\ .\umunded by a uareh0u.w. several 
stands selling a range of food from hot sauces to fresh fruits and \-egetables. to hou.srwarrs. and a 
notorious dock which had tloated away due to poor engineering five years earlier. And m n g s t  
it all was: the "Original Juice Center and Comer Store" which Juiceman ouns. Given the 
dichotomy of his one-name notoriety throughout Guyana against the backdrop of this remote 
location. my curiosity was piqued as Juiceman emerged from the small office in the  hack of his 
juice center and ,geered me with a large smile and friendly handshake. 

The Original Juice Center is the only retail outlet for 
Juiceman's product. It sits alongside the Pomermn River 
which is a natural corridor for commerce (and the only means 
of transportation) from the coast into the interior of the 
Esseauibo region. And while Juiceman's remote location - 
affords him a large variety of naturally organic fresh fruits. 
nuts. and herhs. it also presented him with a dauntins . 
challenge when he considered expanding his business. 
Plentiful inputs for production facilities in remote locations 
are a tqpical problem facing Guyanese entrepreneurs. And in 
fact. the obvious transport challenges facing Juiceman were 
only a few of those that he described to me as we sipped on 
samples of Peanut Punch and guava juice. 

Juiceman produces a variety ofjuices ranging from typical 
tropical fruit varieties such as soursop. mango, and guava to 
more exotic brands like pumpkin. janioon and peanut punch. 
On the day of my visit he let me sample a brand named 
Mauby Punch which is made from the hark of a local tree and 
is reputed to be a natural aphrodisiac. 

Juiceman has always experimented with creating products based on the various local @uce 
available and documenting not only the production process but also his customers' reactions. He 
has developed more than 15 varieties of juice in the I0 yean of operations and ha% rccentl?- 
considerrd expanding his product line to include some of these experimental p d u c t s .  Houewr. 
following the USAIDIGEO Expon 101 and 102 counes. he decided against this product line 
expansion, at least for now. Juiceman realized that expanding the number of products n-= MX the 
right next step for his business. Instead. based on what he learned in the CS.4ID-sponsored 
export course. he decided to expand his market and change his product labeling. Juiceman said 
that this insight and others have helped him to "expand my knowledge-hot\- to prepare 
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products, make a good decision on expanding the product line, and decide yes or no about going 5 

ahead in certain aspects of the business." 

Juiceman then attended USAIDIGEO's labeling course. after which he completely changed the li 

design and content of his labels. They now contain nutritional information (he is still obtaining 
the data for some labels), and are all one size and the same style allowing Juiceman to better 
"brand his product. Similarly, he decided against trying to enter the Canadian market at this I 

point and is instead focusing on the domestic market first and on improving product quality so as 
to be able to better meet international standards. 

6 
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Juiceman told me how on a recent USAID sponsored 
trip to Brazil he had found an industrial juice extractor. 
He immediately realized the value to his business of this 
machine, which sells in Georgetown for 365,000 
Guyanese dollars but cost only 56,000 Guyanese dollars 
in Brazil, including transport. The industrial juicer 
purchased in Brazil has allowed Juiceman to produce 
smoother juice and it is more efficient than his previous 
extractor. Since this first trip to Brazil, he has purchased 
a second extractor and recently acquired a pasteurizer, 
which has enabled him to prolong the shelf life of his 
juices. 

As a result of this increased capacity and longer shelf- 
life Juiceman, has increased production and is now 
selling to Georgetown (bulk juice), Port Kaituma (near 
the Venezuelan border), and plans a further expansion to 
Linden. He has even explored the idea of exporting 
coconut water to Brazil but will need a few years to 
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work out the required refrigerated transportation. 
I 

Juiceman attributes much of this expansion of his 
business to assistance he received from the USAIDIGEO Juiceman's store at the center of a hub of 

project. The GEO-sponsored business exchange to activity in Charity, Guyana. m 

Brazil allowed him, "to go to these countries where you 
can see and learn new things that directly benefit you." Juiceman also credits the project's Export 
1011 102 course with helping him to improve his business skills in dealing with clients, in 9 
creating good relationships with input suppliers, and in teaching him to market and advertise his 
products. "I realized from the exporting courses what are wild goose eggs and, instead of chasing 
these, I'm working to improve my business in a knowledgeable way." ~t 



"SOUTH AMERICA'S LAST FRONTIER" 
Guyana's tourism industry develops a tag line 

What do you have when you combine 215.000 square kilometers of land mass (slightly smaller 
than Idaho) 97 percent of which is uninhabited jungle. 459 kilometen of coast line. and an entire 
population less than the size of an average C.S. city'! In the case of Guyana. you have a countn- 
with an enormous potential for ecotourism. 

Kaieteur Falls, the norld's longest singledrop waterfall. 
is just one of the many natural attractions that can be 
found in Guvana's largelv untouched. pristine 

Bernard Lee Yong. general manager of Shanklands Lodge and Tours. has attended the World 
Travel Market (WTM) in London for many yem. but with little to show for his effons. f \ l h g h  
WTM is the premiere uade show for the European travel industry. Mr. Yong had k e n  unahlct to 
even meet-let alone interest-imponant European operators in developing tour packages to 
Guyana. With USAfDIGEO's a~sistance for the 2003 show. Mr. Yong noles that the Guyana 
booth had a much better turnout than in previous ysm.  He atuibutes this increaw to the 
preparatory work provided by CSAlD in kt ter  preparing GT.A and individual operates for the 
trade fair. Mr. Lee Yong commented that several factors were critical in getting the positive 

- - 
wilderness. Georgetown. the capital. has tine example.; of 
colonial architecture, including the world's tallest 
wooden suucture. St. Georges Cathedral. which is 
reminiscent of Guyana's centuries as a Dutch. French. 
and finally a British colony. Guyana (u-hich means land 
of many waters) is a c o u n q  dominated by mighty rivers. 
including the D e m e m .  the Berbice. and the Esxquiho. 
all of which serve as essential highways into the 
rainforests and jungles of the interior. Very little of the 
country ha k e n  developed and. as such. it  remains one 
of the world's most exciting destinations for adventure 
travel and explontion. 

L'nfonunatelq-, not many adventurelnature tourists m 
currently choosing Guyana as a destination. Those 
unfamiliar with Guyana may remembr only the tragic 
events at Jonestown 30 years ago. As the saying in 
business goes. -'unseen is unsold and this is a key 

GUYANA E C W U l C  WPOPrUHRfi :H*. W W *  28 

Kaieteur F*. rrhere the 40C-1001 wde 
Potaro Rrver plunges 822 feel 

hom  he Pakaraha Flateau. a the 
nortd's ~onges! s r + d ~ q ~  watertal 

problem which has hampered Guyana's efforts to attract tourists who might k aheru-ise drawn 
to the natural wonder and beauty that lie within its borders. At the request of the blinisu? of 
Tourism. the Guyana Tourism Authority (GTAI and the private sector's Tourism and Hospitalit) 
Association of Guyana (THAG) LrSAlD's Guyana Economic Opponunitie~ rGEO1 pmjfi-t is 

pro\-iding assistance in organizing and promoting tourism to Guyana. This a i s i s t m  hi come 
in a number of forms. For instance, CSAIDIGEO helped create h e  tag line. "South Amsnsa's 
Last Frontier" which was an imponant first step in defining a common t h e m  m n g  twri.im 
operators and in marketing Guyana tourism abroad. 
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response from Guyana's participation last year. Among these factors were a better booth, more 
media coverage, and a Guyana-sponsored reception to which key members of the tourism media 
and the most important eco- and European adventure tourism companies in attendance at the 
show were invited. In part because of USAID's assistance, Mr. Yong made a solid connection, 
and is now negotiating with three companies that he had targeted unsuccessfully in the past. As 
Mr. Lee Yong said, "if you do your preparation early, it helps all the way." He also noted that 
USAIDIGEO's assistance for this event and others like i t  will begin to put Guyana on the 
adventure tourism map. 

The assistance at WTM was followed up in early 2004 
with a familiarization tour (FAM) of 12 North 
American adventureleco-tourism companies that 
visited 11 tourism operations throughout Guyana. The 
FAM had three objectives: first. to increase awareness 
in North America about Guyana as a natureleco- 
adventure tourism destination; second to serve as a 
trainingflearning exercise for tourism operators in 
Guyana, for THAG and for GTA in planning, 
managing and implementing a FAM tour; and finally 
to obtain feedback from professional international 
tourism experts (the North American FAM Canopy walk high above 
participants) on how to improve Guyana's tourism the lwokrama forest 
image and tourism readiness, and to get 
recommendations for improving the individual tourism operations visited. 

Representatives of 10 tourist operators from the United States and Canada, and a representative 
of British West Indian Airlines (BWIA), spent 10 days in Guyana visiting a total of 12 interior 

resorts/sites and over-nighted in 6 of them. A "Guyana 
FAM Tour a Success 

After a quick Of lhe 
American operators in the weeks 
following the FAM, GEO tourism 
specialist, Cathy Holler reported. "There 
will be a great 'OI Veturn On 

investment) from this FAM as already 
two of the ooerators are workino 
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Market Place" was organized to showcase local handicrafts 
L. ~~~~~ 

in conjunction with the final debriefing held before the 
group departed at the end of the tour. The reactions of FAM 
participant were ovewhelmingly positive, with the most 
often heard comment being "We never realized that Guyana 
had all this to offer." Again: unknown is unsold. The 

together to oft& a new tour this fali 1 recommendations for improvements were on target. but it 
another has a small group Ibis summer, 
and a few of the others are in the 
planning stage for 2005 and one for 
2006. So my estimate is at least six 
new Operate Over lhe few 
yean." commented Gerry Gouveia. 
president of G~~~~~~~ ~~~~i~~ 
Association, W e  owe USAlD a lot." 

was necessary for Guyana's industry to hear them from 
professionals. The recommendations ranged from improved 
informational products and maps available at each resort, to 
better and more out-going guides. Each resort also received 
a private assessment of its operation. 

' Although only a beginning. USAID's assistance has 
provided a big boost to putting Guyana on the map as a nat~~reladventure tourism destination. It 
is also clear that with a few more similar well programmed activities, Guyana's rich multiethnic 
cultural traditions and untouched rainforests in the Amazon Basin will no longer be unknown or 
unsold. 



CAPOEY HANDICRAFTS BRING IN BUSINESS 
Arawak products provide a customer draw for a Guyanese businessman 

According to folklore in Guyana. many. many years ago. a p u p  of Xative American .\nu-A 
Lndians discovered the beautiful Lake Capney. Nso  according to legend. the lake. u~hich s i ~ s  
deep in the wilderness just off the Essequibo road. was resting calmly k l o w  a hright full moon 
and was so stunning that the group began to exclaint "Oh Capoej" which in Arawak m a n s  full 
moon. Today. it is possihle to visit Lake Capney and see the descendents oflhiz legend* -group 
of Arawaks who settled the area and still live in small villages m u n d  t h e  lake. 

.Many custom and traditions have survived for 
generations in the .4rawak villages and remain today. 
Among these traditions is the hmesting of tihisiri grass 
which grows wild in the swampy areas on the lakes edge 
and is then woven into intricate household items. Sow. 
much like in the past. the villages often weave an excess of 
baskets. bowls. and unique items. One such craft is a 
"man<atcher." which is a small cone that fits over a 
prospective partner's finger and tightens as he tries to pull 
away. Another piece is a matapee. which the Xrawaks tie 
to trees and pull in order to extract the juice of the 
indigenous fruits and "ground provisions" such as cassava. 
Trade in these items allows the k - w a k  to continue their 
traditional lifestyle and cope with the challenges facing 
their community. like logging and the loss of younger 
generations to jobs in the communities around the lake. 

Mr. E t w m  has also changed his approach to buying. marketing. and selling his products 
because of the courses. Lfr. E t w m  changed the way in which he displays and markels his 
products. First, he reorganized his shelves according to hrand type. placing h e h o l d  gonb. in 
one section. canned foods in another, etc. He has also begun to sell cenain products as -- led 
items." When we visited his store, 1%. E t w m  wa\ selling sandpaper for Ul Gu>-ana dollars. 
making only a small profit in order to encourage customers to and hu! other g d s .  

Manadeen E t w m  grew up near Lake Capoey. in and 
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Matladeen Ehwanw, at ha Gsmed : 

Store n Al6ance 

around hrawak villages. He now owns a general store in Aftiance on Guyana'> E ~ q u i h  C w t .  
Mr. E t w m  has attended USXIDIGEO's Expon 101 and 102 courses. Alrhough he d m  ncx 
currently export. he says that he gained vduahle insight from the courses that h a  hel@ him to 
increase sales and stem the tide of lost customers, who were increa\ingl! going to h r g e t o u ~ n  
for many of their household and hardware supplies. The Anwak t r ik  provides some of the 
handicrafts that Mr. E t w m  now sells. 'The lifestyle is hard hut the>- haw a natural u-a? of liie 
and they are q i n g  to change and 1 am hoping to help them in a small u-a) h>- slling their gd 
in my store." By featuring the Amerindian goods. &fr. Etwaroo learned that he can bring 
customers into his store and keep them in the store longer as they discuss the various featured 
handicrafts. 
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When Jim Krigbaum, USAIDIGEO's Export 101 and 102 course leader, stressed the technique 
of listening to the market, Mr. Etwaroo took his advice seriously. He conducted research by 
asking his customers about their likes and dislikes and ohserving their habits. He came to realize 
that the local pet bird market provided enough demand to make it advisable to carry pet supplies. 
Now this product line creates his biggest margins. 

As a result of changes in the way he does 
business, Mr. Etwaroo estimates that he has 
increased his sales by at least 15 percent. As 
for the future, he is working to capitalize on 
another aspect of USAIDIGEO's courses 
which stressed the importance of working 
with suppliers. Mr. Etwaroo said, "this year 
I've made it a plan to do more to strengthen 
my supplier relationships." He also plans to 
expand his business by researching suppliers 
from Brazil, where he can procure many of 
his products for a lower price and where he 
also intends to explore the possibility of 
exporting locally made products. While Mr. 
Etwaroo is not yet exporting, he has gained 
valuable insights from the Export 101 and 102 courses. According to him they have, "helped me 
to get organized in my business and have helped me to look more keenly at what works and what 
does not." 
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GO-INVEST UNDERGOES A CHANGE 
Guyana's investment promotion agency is reorganized and  refocused 

Chion Profit is an investment officer at the Guyana Office for Investment (Go-Invest,. \lr. &fit 
has worked at Go-Invest for the past four years and during this time has w i t n e s d  many change3 
in the way the organization operates internally and interacts u-ith its clients. He credits CS.AID 
for many of these positive changes. -CSAIDIGEO has helped a whole lot in man! wa!s ... 

USAIDIGEO has assisted Go-Invest in a number of areas 
from process improvements and strengthening human 
resources management. to helping the institution to become 
more client friendly and results driven. Chion points to 
USAIDIGEO assisted improvements in the Go-Invest 
website. the creation of promotional materials such as 
investor and sector fact sheets, assistance with trade shows. 
information technology support. and staff training as 
creating a comprehensi\-e institutional change that has led to 
a fundamental shift in Go-Invest procedures and client 
relations. Perhaps in pan as a result of CSAID's assistance. 
in a recent C S C T ~  report. Guyana moved up from 4 1st to 
17th place on the list ofcountries having the most conducive 
investment environments. 

Many of the GeInvest staff who have worked in the 
institution for more than three years point to the 
CSALDIGEO facilitated staff retreat in 2002 as the point at 
which Go-Invest changes reached a new level. Although 
CSAIDIGEO had been working intensively with Go-lnwst 
previously. the retreat was the fint time institutional change had herome uuly employee-rlri\en. 
Go-Invest staff participation in the development of a strategy at the retreat marked the first time 
for many that their views about the organization and its operations were and 
incorporated into a plan. The retreat. which was professionally facilitated hy a CSALWGEO 
institutional expen. led to seven recommendations from the group on organizational 
improvement goals for 2003.  

I 

i 

In November 2003,  15 months after the seven recommenda~ions were adopted. &In\-ir held a 
second retreat. without USAKYGEO assistance. to follow up on and evaluate the work plan. 
During the review of staff recommendations they agreed bat  six of the seven had k e n  achir\ej. 
As Kchenna Gibson. export promotion officer. cornmmts. 'The retreat did impact each and e w n -  
one of us and changes were made at the agency." 

Go-Invest Georgetown Omce 

Leading up to the retreat. USAIDIGEO conducted several institutional ilssessments. pmms 
improvements in information technology. workflou-. and organizati~3nal focus: and targeted 
training for Go-Invest staff. Among these process improx-ements and mining events uas an 
investor roadmap. The roadmap documents the processes. procedures. and regulations for 
starting and running a business in Guyana. The roadmap sen.ed zj a tool to tnin h t h  the Gcr- 

: 
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Invest staff and their governmental counterparts who had previously been unaware of the 
investment process in its entirety. Now, as Mr. Profit says, the "roadmap is one of the major 
documents that we use to advise investors." 

As a result of the investor roadmap, a series of fact sheets on investment in Guyana were created. 
Mr. Profit said that the fact sheets developed through USATDIGEO assistance are "the source" 
for information for new and existing entrepreneurs coming to Go-Invest. He points out that the 
fact sheets give practical information of which many in government, including some Go-Invest 
officers, had not previously been aware. For instance, the roadmap and fact sheets pointed out 
that it is less expensive to register first and then incorporate. "The Deeds Registry didn't even 
realize this!" he says. 

The results achieved from the staff training. institutional assessments and the retreat are but a 
few examples of the ways in which USAIDIGEO assistance has positively affected Go-Invest. 
Geoffrey Da Silva, chief executive officer of Go-Invest, is "very happy with the relationship with 
USAIDIGEO." Mr. Da Silva particularly likes the fact that when he sits down to discuss 
initiatives with USAIDIGEO he is treated as a partner and, most importantly, "we have a real 
results orientation.'' 

Results orientation is the key factor underpinning much of USAIDIGEO's and Go-Invest's 
success, in Mr. Da Silva's opinion. And the results are impressive. As Mr. Profit explains, ". since ' 

USAIDIGEO has started working with Go-Invest, we have cut the processing time. A few years 
ago, a normal land issue might take two or three years to resolve. Now, leases are granted within 
a year. Tax concessions were taking six to eight months, now it is averaging eight weeks." Go- 
Invest has increased the number of clients it can serve, and the time taken to see the investment 
process through has decreased, resulting in improved client opinions of Go-Invest. In fact, the 
percentage of clients that rated their overall satisfaction with GO-INVEST as "satisfactory or 
better" has increased from 46 percent in 1999 to more than 90 percent by the end of the project 
in 2004. 

The results orientation of USAIDIGEO assistance has been amplified through a process 
characterized by adaptability to the needs of the institution's clients and a gradual transfer of - 
responsibility f i r  su~cessfuiactivities to Go-Invest officers. For example, Ms. Gibson points to 
the Export 101 and 102 courses. originally developed and taught by Jim Krigbaum, a 
USALDIGEO business specialist. Go-Invest staff, along with NGMC staff, attended the courses 
and were trained separately by Mr. Krigbaum as future trainers. Their training completed, Ms. 
Gibson and Mr. Hassan at NGMC are now delivering the course on their own. 

When a need to create a professional booth for the Trinidad wood products trade show was 
identified, USAIDIGEO stepped in and "really made the difference," as Chion put it. in 
mobilizing the team and designing and assembling the booth. USAIDIGEO is currently assisting 
Go-Invest with an assessment of packaging needs for Guyanese products. Ms. Gibson points out 
that the issue of inadequate packaging available to Guyanese producers was raised at a 
USAIDIGEO-sponsored seminar on packaging and labeling late last year. Gibson sees this 
planning with USAIDIGEO as important because it leads to the most relevant assistance. 
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The results orientation is beginning to pay off in ways that Mr. Da Sil\-a had not imagined. For 
example, the market-oriented expon work that USAIDIGEO is doing with Go-lnvrst focuses on 
practical training, which leads to enterprise ,mwth through increaxd transactions. Mr. Da Silva 
noted that other donor agencies which traditionally have had a supply-side appmx-h to assistance 
are now picking up on the Gelnvest and GEO success and have started to re-orient their projects 
according to the market-driven approach that is fundamental to USXID assistance. For example. 
the Canadian International Development Agency (CIDh) used to prnvide \-ocational mining 
with very limited inputs from the Guyanese business community: now it is looking ar needs and 
reorienting programs according to the expressed demands of the business community. E\-en the 
Chinese are being forced to re-think a bamboo products prognm when the ministry of financ~. 
the project's counterpart. began to ask ahout the specific marlier demand for the product.\. 
"USAID-GEO has significantly helped to move the donor projects toward practical and results- 
driven programs." 
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GUYANA MARKETING CORPORATION GETS A NEW START 
Nontraditional agricultural products capture Guyana's attention 

In September 1985, the Guyana Marketing Corporation was restructured. The mandate to expand 
the market for local agricultural products on the local and external markets was renewed and 
renamed the New Guyana Marketing Corporation. The New GMC (NGMC), mandate is to 
promote the production and marketing of non-traditional agricultural exports. 

Since this new name's inception. NGMC has struggled to 
make a significant impact on nontraditional agricultural 
exports from Guyana. As a result, three years ago 
USAID's Guyana Economic Opportunities project 
(USAIDfGEO) was approached by the NGMC board 
chairman, Mr. Geoffrey DaSiiva, to see if USAID could 
assist in NGMC's export promotion program. Mr. 
DaSilva, in addition to chairing the NGMC board, is also 
CEO of Go-Invest, Guyana's investment promotion 
agency. Pleased with the assistance that GEO had been 
providing to his agency, Mr. DaSilva hoped that USAlD 
would also be able to put NGMC on the right track. 

New GMC offices in Georgetown I 
Instead of jumping immediately into trying to change NGMC, one of the first activities 
USAIDfGEO supported was to undertake a series of rapid reconnaissance market surveys to 
determine what products-including non-traditional agricultural products-Guyana was 
currently selling or could possibly sell in regional markets. The market surveys also queried 
fresh produce importers in those markets about their relations, if any. with Guyanese exporters 
and their opinions of Guyana's products. These initial surveys served as the basis for subsequent 
assistance to strengthen NGMC. Says Mr. DaSilva, "one of the best lessons USAIDfGEO taught 
us is to start from the market and work backwards." 

The market surveys were also intended to assist exporters of nonagricultural products by 
identifying market potential and demand characteristics, and to develop a contact list of 
importers, wholesalers, and retailers in the importing countries. For the fresh produce sector, the 
surveys provided a roadmap for improvements necessary to the sector's growth and prosperity. 
Problems identified included uneven quality, late deliveries. and poor packaging. The ~enera l  
manager of NGMC, Nizam Hassan, notes that USAID assistance has been very important in 
improving his agency's ability to provide assistance to fresh produce exporters. USAID's 
program included training for NGMC staff and exporters, improvements to Guyana's only 
packing house facility, market information, and training of exporters and businessmen in the 
basics of exporting. The latter, a course entitled Export 101 and followed later by Export 102, 
walked participants though the process of exporting, from determining readiness for exporting, 
finding markets, and setting prices, to packaging, transportation, and-very important to all 
businesspeople-how to ensure payment. 

USAIDIGEO has also worked to improve the operations at the packing house. This assistance 
has included the installation of a demonstration hot bath treatment for mangos. The hot bath 
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helps to eliminate anthracnose. which causes black 
spots on mangos, speeds up decay. and reduces 
market price. After being installed, the hot bath 
nas used on a pilot shipment to Toronto where the 
normal loss of 20 percent of the mangos was 
reduced by half. Currently. USAIDIGEO is 
advising the NGMC on expanding the packing 
house to meet growing demand by Guyanese 
exporters. 

Since USAIDIGEO began working with the 
SGMC. fresh produce exports have risen 

increased from 198.000 kgs. in i00l .  t i  698,000 in 
2002. reaching a total of one million kilos of 
produce exported from the facility in 2003. 
Exports to neighboring Barbados. Guyana's most 
important market have increased by 70 percent in 
the three yeas that CEO has been working with 
SGMC. 

dramatically. Exports from the packinp house have 

Two things stand out in Mr. Hassan's view. First. 
he notes. CEO provides hands-on assistance. 
LSAIDlGEO's assistance with wst-harvest 

1 I 
I 

handling through Dr. David Picha has been 
particularly effective. As Mr. Hassan descrihes it, 
"he is practically a hou.sehold name with some 
farmers. The kind of assistance he provides is very 
much needed." It is the simple things that helped 
the most. such as waxing. de-,geening of citrus. 
and using banana bunch covers. These three issues 
were identified as constraints in the early market 
studies. The use of bunch covers to protect 
plantains while growing can increase the size of 
the fruit and protects it against insect damage. 
garnering fanners and exporters a better price. The 
second observation about CSAID, says Hassan. is 
that its work will be sustainable. 'They have taught 
us how to provide the acsistance." Mr. Hassan and 
a Go-Invest officer are now teaching the Export 
101 and 102 courses themselves. Mr. Nizam's staff 
at NGMC also has taught Dr. Picha's post-harvest 
handling workshop to three groups of farmers. 
Says Hassan, "With USAID assistance we're now .. introducing new techniques to our farmers. 

Improved pachnghouse pmcebres 

Packapng and WanWmabOn 
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BEEF EXPORTS RESUME AFTER A 30-YEAR HIATUS 
Guyana producer e y e s  the Caribbean 

Plentiful in rainfall and crisscrossed by mighty rivers, Guyana is truly. as the name implies in the 
Arawak language, a "land of many waters." Guyana is also blessed with a huge land mass 
relative to its small population, with plentiful arable land for agriculture and miles of 
uninterrupted savannahs for cattle grazing. With such bountiful agricultural resources, it is no 
wonder that Guyana has long been considered as the potential bread basket for the Caribbean. 
Unfortunately, Guyana has not yet lived up to that potential. An almost 30-year experiment with 
socialism and increasing state control of the economy severely constrained private sector 
develooment in the oost-inde~endence era. With more and more restrictive controls. there was 
little incentive to produce agricultural surpluses for export. In the cattle and beef industry, 
restrictive policies were compounded by the emergence of hoof and mouth disease in the 1970s, - 
resulting in a beef export ban that lasted almost 30 years. 

With the export ban lifted two years ago, Guyana is once again, through the efforts of one 
entrepreneur, poised to become a major beef supplier to the Caribbean. Assad Habibula and his 
family have owned cattle herds and been in the meat processing industry for as long as he can 
remember. The family's agribusiness, Rising Sun Abattoir, is located in the Berbice region of 
northern Guyana, not far from the Surinam border. In addition to raising cattle, the Habibulas 
also farm more than 500 
hectares of rice and operate an 
abattoir and butcher shop in 
the country's capital, 
Georgetown. "We were 
excited when Guyana was 
finally declared free of hoof 
and mouth disease," Mr. 
Habibula says. "It has taken a 
long time for the ban to be 
lifted. We saw it as an 
opportunity to expand our 
business by starting to 
export." In anticipation of 
exporting, the Habibulas built 
a new abattoir on the family 
farm. 

Mr. Habibula says he went 
to USAID for help, because 

GEO meat processing expert Brad McCloud demonstrates a cut to a group 
of Guyanese butchers, including Assad Habibula (in black shirt) and his 
father (behind McCloud). 

he knew that the cuts of beef for international markets are not the same as those in Guyana. "In 
Guyana," he explained, "we knou the large wholesale cuts like front and hind quarters or sides." 
But for the retail market, especially in Guyana's local open air markets. the cuts are usually 
hunks of meat with the bone left in. "It doesn't matter if the bone is broken or if there are chips 
of bone left in - meat is usually cooked in stews or curry and we want the bone flavor." But he 
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realized that they did not have experience with some of the retail cuts required ourside. In 
response, USAID'S GEO project developed a practical training program and ofiered it to all 
butchers. "GEO was quick to respond to our request and sent Brad SfcCloud to train us. But that 
turned out to be only the beginning of assistance we received from CSAID." GEO also 
recommended changes to the new abattoir to help meet HACCP requirements. pro\-ided &et 
information. and helped Mr. Habibula 
negotiate his fint expon contract. 

"I never expected to get all the help I 
did when I fint went to the GEO 
office." Mr. Habibula says. ' lhey even 
met with the Grenadian health officials 
when they came to inspct our 
abattoir-to help assure them that we 
would keep up the necessary health 
standards . . . i t  got so that if I didn't 
hear from someone on the project each 
week. I would ask if they had forgotten 
about us." With recent beef scares over 
mad cow and hoof and mouth disease in 
the C.K.. Canada. and the C.S. Mr. 
Habihula and his family are well 

Asad HaWub's lather tnes hrs hand at a beef cul tbtmg the 
GEO tralnlng program 

positioned to expand their new expon 
business. Rising Sun is now supplying t h e  outlets in Grenada and negotiating with importers in 
Jamaica and Trinidad. Says Mr. Habibula. "I know we have a long way to go. hut I !hank KS.4D 
and the GEO project for the help they gave us in getting stmed." 
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