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1. | NTRODUCTI ON
1.1 Background to the Study

The study was undertaken in 1989 by Warwi ck University's Centre for Research in
Ethnic Relations following an initiative taken by the Wst India Comittee.

Nati onal Westninster Bank and the Department of Trade and | ndustry provided
sponsor shi p.

The aim of the study was to determ ne the scope for increasing trade between
West Indian communities in the UK and the English speaking Cari bbean, the |ong
term goal being to inprove the socio-economc status of West Indian inner city
residents by capitalizing on their entrepreneurial abilities.

The focus of the study was initially upon three inner city areas of particular
interest to the DTI: Handsworth, Notting Hill, and St Pauls. These areas are
classified as economically 'deprived and benefit from DTl Task Force projects
ai red at expandi ng enpl oynent and enterprise opportunities. As the study
proceeded it becane apparent that West Indian businesses not reliant on a
particular | ocation for sales (eg nanufacturers producing for the nationa
ethnic narket) are not necessarily found in the nore depressed inner-city areas.
In order to gain a full understanding of trade opportunities businesses |ocated
out side the designated areas were al so incl uded.

Both export and inmport opportunities were to be included in the study but,
followi ng recognition of the fact that nmany goods (car parts, electrica
appl i ances) exported to the Cari bbean are actively di scouraged by Cari bbean
governments, a decision was taken to restrict the main focus to inport
opportuniti es.

1.2 Approach and Met hodol ogy

The theoretical foundations of the study lie in the growi ng body of literature
devoted to inmgrant businesses and ethnic enterprise.1l 1In particular, the
starting point was Stan Reid' s2 attenpt to identify the conpetitive advantages
that inmgrants woul d possess in conducting business with their countries of
origin.

It was assuned that both the contactual and transactional costs of conducting
trade with the Cari bbean should be | ower for West Indians by virtue of their
easi er access to the ethnic narket and their greater know edge of supply

sour ces.

The assunptions were explored by neans of:
a) Face-to-face and/or tel ephone interviews interviews with approxi mately one
hundred West Indian entrepreneurs; to determne the market opportunities open to

them the nmeans of servicing themand their links with the Cari bbean

b) Interviews with non-West Indian inporters/distributors and with Cari bbean
Hi gh Comm ssion staff.

c) nservations in sel ected shopping centres and focus interviews with Wst
I ndi an consuners.

d) Desk research: including analysis of trade statistics and trade
advertisenents.

1.3 Not e on Ter mi nol ogy



To avoid confusion, the designation Caribbean has been used for persons and
conpani es residing or based in the Cormonweal th Cari bbean. The term West [|ndian
has been used for persons or conpani es of Caribbean descent residing or based in
t he UK.

The termethnic market is often used to refer to that part of trade which is
associated with the distribution and retailing of 'ethnic products' regardless
of origin. In this study the termis used, instead, to refer to an ethnic
mnority group (West Indians) as a distinct consuner segment.

2. ETHNI C DEMAND AND THE ETHNI C MARKET
2.1 The Basis of the West | ndian Ethnic Mrket

The West Indian popul ation in the UK nunbers around 530,000 (see Annex; Tabl es
1,3) and is residentially concentrated in certain London boroughs and parts of
Bi rmi ngham with smaller concentrations in various inner city districts

t hroughout the country (Table 2). There are few signs of the 'nove to the
subur bs' associated with other minority groups.

This residential concentration, along with the distinct tastes and shoppi ng
patterns of West Indians (see below) forms the basis of the ethnic market.

2.2 Products i n Demand

bservations in West |Indian areas of London, Birm ngham and Bristol and
di scussions with whol esalers and retailers established the main areas of ethnic
demand to be:

a) Food: fresh fruit & vegetables, fish, processed and tinned foods, sauces &
spi ces, preserves, alcoholic & non-al coholic beverages.

b) Travel (Table 5) and related services: including an estinmated 'ethnic
travel' market valued at «l7 mllion

c) Fashi on and Cul ture: clothing, accessories, beauty products, crafts,
records, and printed materials.

Al though it was not possible to estimate the exact volune or value of ethnic
trade the pattern of Caribbean non-traditional exports to the UK (Tables 4,9, 10)
suggests that the bulk of these enter the ethnic market. Exceptions include cut
flowers, furniture, cigars, preserves and packaged coffee which are targeted at
up- mar ket rather than ethnic market outlets.

Closely related to ethnic nmarket demand, however, are:

a) Institutional markets involving the purchase of goods & services by
institutions serving ethnic mnority clienteles (schools, hospitals, |oca
authorities). Wrk by the London Food Conmi ssion, Birm ngham City Council and
others indicate that this market is barely exploited.

b) The 'crossover' market for exotic or 'cult' products which are gaining
mass mar ket acceptance through greater nainstream awareness via life style,
travel or nedia exposure. Ethnic foods (Table 6), mangoes or reggae provide
exanpl es as does Red Stripe, a Janai can beer once bought by West Indians but now
enj oyi ng wi der nmi nstream acceptance. Caribbean foods have an estinmated «271
mllion share of this market and ot her Caribbean products with crossover
potential include: fruit juices, |eisurewar, records, books and crafts.

2.3 West I ndian Enterprise



West I ndian enterprises have generally arisen in particular inner-city areas to
cater to the special tastes of the resident West |ndian popul ation. The demand
for their services is essentially local. The majority are connected to

i ndustries associated with West |ndian enpl oynment such as construction,

engi neering and transport; others (Table 16) are commtted to retailing and
personal services (hairdressing, property, finance). Enterprises which deal in
Cari bbean based goods & services can be broadly categorised as follows:

Food Rel ated - grocers, fishnongers, off-licenses, bakeries,
restaurants/catering.

Travel - travel, shipping, property and finance agencies
Culture & Fashion - culture houses (books, crafts), clothing stores, record
shops, beauty parlours, nightclubs.

O the businesses interviewed during the study the majority were small in size
(less than three enpl oyees), conmunity based and they conforned to typical West

I ndi an business in Britain (Tables 13,14,16). Their average annual turnover was
bel ow 100, 000 and they usually ained at maintaining their current |evels of

busi ness. Sone, however were interested in backward integration along supply
chains and their expansion plans placed an enphasis on distinct Caribbean style
products such as new types of food or nusic, designs or specialised holidays.
Lack of capital was the main inhibiting factor to such plans together with the

| ack of bargaining power which resulted fromthe small volunmes they purchase
fromsuppliers.

A sub-set of these conmunity based busi nesses consisted of 'comunity
enterprises', which depend mainly on voluntary association and | ocal authority
support. They tended to place ains such as enploynment creation above those of
plain conmercial success. Sone had devel oped rel ationships with simlar

Cari bbean based organi sations on the basis of shared goals.

Anot her set of businesses was | ess dependent on | ocal conmmunity support and
catered instead for national (ethnic) or nainstream markets. For exanple, a
cosnetics conpany sold its 'black skin care products' throughout the UK a food
manuf acturer was supplying Harrods, a lingerie nmanufacturer designed for

regi onal chains and a public relations conpany arranged UK tours for bl ack
Amer i cans.

Busi nesses falling within this group included: newspapers, record distributors,
food and cl othing manufacturers and a greetings card printer,. Those targeting
the national ethnic market were generally engaged in inport substitution (eg.
produci ng | eat her caps as a substitute for Jammican inmports) while those selling
in the open market often adapted Caribbean styles to appeal to mminstream
tastes. They enployed nore staff than community based busi nesses and were |ess
likely to be located purely on the basis of nearness to a | ocal market. They

al so had specific problenms in coping with "imtators' and with generating the
relatively | arge sunms needed for expansion.

2.4 Survival of the Ethnic Market

I mporters and whol esal ers were di sagreed on the prospects of growmh within the
ethnic market. Some clained that demand was stable or growi ng but others were
actively trying to shift focus towards the mai nstream

Three key determ nants of ethnic market stability were identified.

a) Repl acenent rate of the popul ation



The original inmgrant population is ageing and, together with the decline in
new i nmgration, there is a decline in the nunber of births to West Indian
not hers born in the Caribbean. Thus West |ndians are increasingly UK born.

b) Rate of Acculturation

Mar ket research denonstrates that acculturation exerts a strong influence on
West I ndian shoppers. For exanple; younger housew ves, who are nore inclined to
shop in supermarkets, prefer products and packagi ng that reflect mai nstream
standards. O der shoppers, born in the Caribbean, prefer packagi ng that evokes
the i mage of the Caribbean 'as | renenber it'.

West | ndi an wonmen, who make the nain shopping decisions, play a key role in
transmitting consunption patterns to their children, particularly given the
significant |evel of femal e headed househol ds. Wen asked about the extent to
which their children had acculturised to mai nstreamtastes they expressed the
view that children are affected by school and 'street' influences as much as by
donestic life. Children born in the UK therefore tend to absorb mainstream
preferences until they reach the age of asserting a nore 'conscious' identity.

c) Awar eness of Cari bbean trends:
A strong denand for the | atest Caribbean products and fashions results from
consumer awar eness of current Caribbean trends. The extent to which this

information is transmtted, (via ethnic media and travel |inks) to successive
generations will exert an inportant influence on ethnic market stability.
3. ETHNI C MARKET ACCESS

3.1 Conpetition for West |ndian Custom

West I ndian enterprises face intense conpetition from non-Wst Indian busi nesses
selling Caribbean goods to West Indian consuners. GCbservations in London and

Bi rmi ngham for exanple, show that supermarket branches in certain areas stock
the nore well-known brands in an effort to attract Wst Indian custom

CGoods and services for which there is a well established denand are al so sold by
many i ndependent retailers in the inner cities. Caribbean fruits and
veget abl es, for exanple, are sold by white, Cypriot or Asian vendors in a
variety of corner shops and market stalls.

Asians retailers, in particular, were singled out by respondents as the nmain
conpetitors to West Indians: both in the food sector and as travel agents, where
many offer cheap flights to the Caribbean (Table 16). This partly reflects the
fact that areas of West Indian concentration often host |arge Asian comrunities.
It is also a consequence of the increasing significance of Asian owned

busi nesses i n i ndependent retailing.

For a variety of reasons the post-war expansion of and concentration of British
mul ti ples has slowed, particularly in the inner-cities. As a result,

i ndependent retailers no longer suffer the steep decline in nunbers they once
experienced (Table 8). Asian owned busi nesses, which now account for al nost
hal f of the inner city independents, have played a key role in the stabilisation
process. By offering 'conveni ence shopping' and catering to diverse tastes,

i ncluding those of ethnic nmnorities, they have been able to hold their own

agai nst the nultiples.

Ward3 offers an explanation for why it is that Asian businesses, rather than
West I ndian, play such a role in inner cities.

Not only are Asian communities nunerically stronger in nost places, but they are
nore densely clustered in the inner city areas of old terraced housing. Wile



still unevenly distributed around the city, West Indians are to be found in
roughly equal nunbers both in the ol der working class areas of private housing
and in council tenancies.

This clustering of Asian communities in the older parts of the city, together
with their particularly distinct tastes, provides an ideal basis for the
formation of an 'ethnic business niche'. The process is reinforced to the
extent that retail prem ses are vacated, but not re-occupied by white vendors.
West I ndians on council estates, in contrast, face a diverse popul ation, and
stiff conpetition for the newer and nore profitable, purpose-built retai

prem ses.

An exanpl e of West Indian response to such | ocational factors was provided by a
group of black entrepreneurs who identified 'high street' prem ses in areas of
hi gh West I ndian/low Asian concentration in order to site a 'Caribbean’
supermar ket which will avoid conpetition with Asian traders.

3.2 West | ndi an Shoppi ng Patterns

Many grocery retailers comented on the |ack of West |ndian support for their
busi nesses. They clainmed that consuners were just as inclined to buy in Asian
corner shops or "white' market stalls as to support West |ndi an shopkeepers.

Evi dence from a survey of ethnic mnority shoppers shows that West |ndians tend
to shop at market stalls and corner shops in preference to supernarkets (Table
7). Location and conveni ence account for this, along with the price and

avai lability of certain goods. These factors tend to work together in
inhibiting the growth of '"ethnic loyalty'.



3.3 The Ethnic Market and Inner Cty Retailing

The concl usion drawn fromthe revi ew of West Indian market access is that
Cari bbean products requiring no specialised merchandi sing expertise can be sold
on a price conpetitive basis by vendors fromany ethnic group.

Because increasing nunbers of inner-city residents are fromethnic mnorities,
retailers operating in these areas have had to cone to terms with their tastes
and preferences.

Several supernarket branches, for exanple, carry West Indian food sections, as a
nmeans of attracting custom As West Indians increase their use of these
supermarkets their preference for products such as mangoes coul d eventual ly be
satisfied under the regular 'exotic fruits' category, which would not
necessarily include products sourced in the Caribbean

To a lesser extent a simlar trend is discernible in other sectors. For

i nstance, John Lewis already allows floor space to minority designers and WH
Smiths has featured the Caribbean in its pronotions. This may be inportant in
future years because, although the youth market will decline in size, mnorities
will forma greater part of that narket.

It is also noticeable that Asian owned busi nesses are making in-roads into the
i ndependent distribution systemnot only at the retail, but also at the

whol esal e level. Trade estimates of Asian representation at Spitalfields, for
exanpl e, range fromtwenty to thirty percent. There is also nounting evidence
of Asian involvenent in inporting4 and the study uncovered exanpl es of Asians
importing fromthe Caribbean (sometines in conjunction with West |ndian
partners).

The trade in produce for the Asian popul ation has been in existence for only
about 20 years. The trade channels ...are alnost totally distinct fromthe
channel s for produce for the bul k of the population...Mst, if not all
i mport/wholesale firms in this trade are owned and managed by Asians.5

G ven this level of Asian entrepreneurial activity in the independent grocery
retail sector, it is not unreasonable to speak of an 'Asian distribution system
' operating within the inner-city areas. Trade publications such as Asian

Busi ness al ready attract advertisenents fromthe grow ng nunmber of mainstream
conpani es who wish to tap into this system There is thus a growi ng |ikelihood
t hat

Cari bbean producers will increasingly cone into contact with Asian
entrepreneurs.

4, THE SUPPLY OF CARI BBEAN PRODUCTS
4.1 Direct Links with the Cari bbean

Roughly half of the entrepreneurs interviewed had direct |links with Caribbean
producers. Such links ranged from exploratory contact through to occasiona

i mports, which wth the exception of cultural goods, provided only a small part
(less than 10% of their retail stock. Enterprises did not inmport or whol esal e
on a large scale but, in the case of travel services, they all had sone direct
link due to the peculiarities of the industry.

A significant mnority maintained |links with friends and rel atives abroad who
occasi onal ly provided supplies. However, the nmajority either did not have such
links (particularly those born in the UK) or did not consider themuseful for
busi ness purposes. The mamin strategy for identifying Caribbean partners was to



make enquires at the relevant Hi gh Commi ssion and follow this up with a business
trip to the Cari bbean.

Entrepreneurs consistently reported difficulties with obtaining information from
the Hi gh Comm ssions (with exceptions) on: narkets, prices, product availability
and producers (Table 15). As a consequence a trip to the Caribbean was seen as
the only way to gather such information.

To some extent the Hi gh Comm ssions acknow edged this problem which resulted
from limted resources, and/or unavailability of information fromthe

Cari bbean. There was a feeling that a | ot nore could be done if the resources
wer e avail abl e.

Busi ness trips to the Cari bbean were no guarantee of finding reliable suppliers
and only a few wel |l -established |inkages have arisen fromthis process. The
following difficulties were reported, particularly by younger, British-born
entrepreneurs, who tend to feel that black British entrepreneurs are not taken
seriously enough:

a) Trade pronotion agencies are often "too bureaucratic" but provide little
detailed information. Although general pronotional literature and directories
are available: details of producers, catal ogues and price lists are sel dom
provided. Information on trade docunentation or regulations is not easy to cone

by and conflicting advice is often given. Sources of trade & devel opnent
finance are also hard to access. The problens are exacerbated by the existence
of a multitude of agencies with overlapping functions, none of which provides a
' one-stop' service.

b) Sone Cari bbean small producers are "too |aid-back" and prefer domestic
sales to exports. They do not want the hassles and risks of transport and
conmuni cati on and woul d rather sell FOB (with the exception producers who
seeki ng foreign exchange). This means that the British based entrepreneurs have
to consider setting up their own Cari bbean operation.

c) Product prices are high conpared with the retail price of sinlar goods in
the UK and the quality and appearance not up to (mminstream) narket standards.
Availability of certain goods (eg ackee) is also a problem

d) Those firns that do export, tend to consider the UK market |ess inmportant
than the US. They are therefore only willing to supply the UK when it suits
t hem

Reports by international and regi onal bodies such as UNI D06 and CARI COM/ confirm
that non-traditional goods (processed foods, furniture garments, crafts) are
produced by a host of small firns who tend to suffer fromhigh unit | abour costs
and | ack of international narketing experience.

Probl ems with packaging, pricing and delivery result fromthe fragnmented nature
of non-traditional production and firms prefer to take orders as they cone, or
to export on a regional basis. Those firnms wishing to expand will seek partners
who have significant access to ethnic or mainstream markets abroad and it is the
| ack of such access that probably prevents black British entrepreneurs from
devel opi ng |l arger scale joint projects with Caribbean



4.3 Links with Local Suppliers

West Indian enterprises obtain very few of their supplies directly fromthe

Cari bbean. They obtain themlargely through established whol esal e and
distribution intermediaries. For exanple: restaurant owners shop at street

mar kets such as Spitalfields, retailers obtain supplies through cash & carrys or
deliveries, and travel businesses are serviced by |arger conpanies.

Travel and culture businesses in the regions obtain supplies mainly from London,
al t hough sonme craft itens and cl othing were manufactured locally. The food
sector is based nore on |ocal sources and, in the case of Bristol, Birm ngham
was al so an inportant supply centre

Retailers, particularly in the food industry, often conplained of unfavourable
servicing at the hands of suppliers. Credit was rarely avail able and product
quality low. Non West Indians were generally seen as getting better treatnent
and West I ndian busi nesses perceived as being "at the bottom of the distribution
chain". Exceptions were found in the travel industry where British Airways
provi des training and support for a group of West Indian travel agents.

None of the entrepreneurs were able to identify major distribution operations
owned by fellow West | ndians, which confirns previous observations (Ward, 1984)
t hat West | ndi an whol esal e establishments are virtually non-existent. A West

I ndi an freight forwarder who had once been involved in the inportation and

di stribution of fresh produce from Janmi ca clainmed that the willingness of

Cari bbean firnms to deal nore favourably with non West Indian conpetitors was a
maj or factor in his own decision to quit the business.

5. THE ROLE OF THE M DDLEMAN

The 'm ddl eman' plays a key role as an internediary |inking Caribbean producers
with inner-city retail outlets. Few, if any, major inporters and whol esal ers
are West Indian. Ethnic minority whol esal ers (Jew sh, Asian, Cypriot) are,
however, quite comon in the independent sector and sone are involved in ethnic
trade with the Cari bbean



5.1 Servicing Ethnic Retailers

| mporter/whol esal ers have the opportunity to service the networks of regiona
cash and carries, small clothing chains, specialty food stores, market stalls

and ot her independent outlets handling ethnic products. Inporters interviewed
during the study fell into three nain categories:
a) Subsi di ari es of maj or conpani es who do sone et hnic nmarket business.

For exanple, a |eading rum conpany supplying the ethnic market, sponsors West

I ndi an sporting events, and the international foods subsidiary of a well-known
nmul tinational inports on behalf of ethnic food whol esalers. The parent
conpani es of such generally have |long standing |links with the Cari bbean and
treat ethnic trade as an extension of their regul ar mai nstream busi ness.

b) Est abl i shed i ndependent firns in the food trade such as the famly
busi nesses associated with the major fruit and vegetabl e nmarkets.

For exanple, a Jewi sh owned fam |y busi nesses established before the War is the
| eadi ng i mporter and whol esal er of Caribbean processed foods. |In the case of
cultural products, an Asian owned conpany, with famly links in the USA, has
become a mmj or supplier of Caribbean style novelty and gift itens in both London
and New York

| ndependent inporters who had dealings with the Cari bbean operated very much on
the basis of personal contact with producers. This usually involved regul ar
trips to the Caribbean during which products were purchased on the spot and

shi pped by the inporter. Sonme devel oped | onger termrelationships with
suppliers and mai ntai ned contact through fax or tel ephone. The fragnmentation of
production and the | ack of market experience of small firns gave inporters

consi derabl e buying power, if they could denonstrate, their access to UK

di stribution networks. The gains from such bargaining | everage outwei ghed the
costs of establishing initial contact.

c) One- person busi nesses acting as brokers and agents: usually established on
the basis of previous contacts within the trade.

For exanple, a comm ssion agent for Caribbean swi mwear was fornmerly a buyer for
Mar ks and Spencers and anot her (West Indian) inported on the basis of trade
contacts built with clothing boutiques. These agents are generally exploiting
opportunities in the crossover or 'exotic' markets. A variant on this thene
consi sted of persons who have lived in the Caribbean as expatriates and who used
personal contacts to set up business in the UK An accountant, for instance,
was able to set up business in Spitalfields and a forner housew fe used her
husbands contacts with a Dutch firmto inmport knitwear from Jamaica.

| mporters who wish to enter the nainstreamwi th 'exotic' products tend to
produce their own brands and source in the cheapest |ocations (Table 11),
directing small firmsupplies to the ethnic market. Product adaptation is

usual ly required for mass narket entry and Cari bbean firnms seeking high vol unes
sal es have recognised this. For exanple a Caribbean food conmpany totally re-
designed its packaging and labelling to sell to supermarkets and a garnent

manuf acturer entered a joint venture arrangenent to secure access to new designs
and mar ket s.

West I ndians who wish to act as agents for these firnms, are avoi ded because they
"have no track record or contacts" in the mainstream For ethnic nmarket entry
they are not needed.

West | ndian busi nesses, face established competition in sourcing and marketing
Cari bbean goods. The role of the m ddl eman whol esal ers in using access to the
inner city distribution systemas a bargaining tool for procurenment suggests



t hat higher level involvenment in this distribution systemis the key to
i ncreased West Indian participation in the benefits of international trade.

G ven the lack of resources facing nost West |ndian businesses it is unlikely
that many could nove into high volune/low margin trade, solely on the basis of
servicing West Indian retailers. However, it is possible that by gathering
conparative informati on on sources and suppliers and by devel oping a better
under st andi ng of current distribution structures, Wst |ndians could

col l ectively exercise greater bargaini ng power.



6. CONCLUSI ON

6.1 Et hni ¢ Market Threats and Cpportunities

Al t hough sone inmporters believe the market to be stable, the follow ng

i ndi cators suggest that the ethnic market and/or the demand for Cari bbean goods

may decline in the long term

a) The changi ng age structure of the population, the decline in immgration
and the potential for increased acculturation

b) Increased chain store efforts to attract mnority customto nai nstream
tastes.
c) A growing trend towards sourcing in regions other than the Cari bbean.

Threats to ethnic market survival, however, nust be bal anced agai nst
opportunities for meeting changi ng ethnic demand. For exanple, an ageing

popul ation wi shing to return 'back honme' may open up opportunities for travel,
finance and property businesses and chain store or institutional markets may

i ncrease their demand for nodified ethnic products. The cross-over potential of
exotic products in the areas of food, clothing, nusic or crafts should al so not
be underestimated, nor should growth opportunities for such up-market products
as cut flowers, high quality preserves, furniture reproductions, alternative
hol i days or exotic |iqueurs.

6.2 Strategic Options for West Indian Enterprises

Many West |Indian entrepreneurs survive by retailing or manufacturing new, unique
or hard-to-cone-by products, or by using their know edge of consuner tastes and
behavi our to provide special services to fellow West |ndians. Exanples are
found in the areas of canned or bottled foods, particular styles of clothing,
beauty or health products and specialised travel services. Qhers are able to
adapt such products or services for w der markets.

The conpetitive strengths of West |ndian businesses are based on the flexible
use of cultural know edge to differentiate in both ethnic and nmai nstream
markets. In the case of the ethnic narket this allows themto survive against
conpetitors who market price competitive, 'standard', Caribbean products.

The weakness of many of these enterprises rests mainly on their |ack of
resources relative to non Wst Indian conpetitors and/or from an absence of
trade contacts with mainstream buyers. This neans that they are rarely able to
extend into high volume, low margin trade or even into 'crossover'. In
particular they suffer from

a) Lack of full integration into existing distribution and marketing systens
and a consequent |ack of buying power and supplier support. They are 'at the
bottom of the distribution chain'.

b) Lack of trade and conpetitor information in relation to both to the UK and
the Cari bbean and a | ack of international business know how resulting from
[imted trade experience.

c) Lack of adequate capital, particularly for business expansi on and product
pronmotion (the mai nstream oriented West | ndian businesses tend to get their
first big orders through nedia coverage).

To sonme extent these factors reinforce each other. The lack of ful
participation in the distribution systemresults in a |lack of trade infornation
This restricts nmaking a convincing presentation to potential |enders. The net



result is that the mpjority (but not all) of these businesses operate on a nore
or less informal sector basis, relying on | ocal Wst |ndian support for
survival. Although this creates opportunities for self-enmploynment they are
clearly limted by the extent to which the |ocal nmarket can absorb their
services and their ability to conpete successfully with non West |ndian
conpetitors.

6.3 Rol e of Support Institutions

a) Hi gh Conmm ssi ons

These were nentioned nost frequently as the single nost inmportant source of

Cari bbean related trade information. However, with one or two exceptions they
were not considered as hel pful as they m ght be. This was thought to be

associ ated both with understaffing and the lack of information conming out of the
Caribbean itself. In addition, some entrepreneurs felt that they concentrated
on bi g business only.



b) Enterprise and Traini ng Agenci es

Al t hough the majority of enterprise and training agencies visited during the
study claimed to be actively involved with West |ndian business, few
entrepreneurs nmentioned themas a source of assistance with reference to

Cari bbean trade. Partly this was due to acknow edged agency difficulties in
assessing the viability of inport/export operations (Eg inports of wood carvings
or clothing appear to be comobn for start-up businesses). However,it is equally
possi bl e that busi nesses well enough established to think of international trade
are the ones least likely to rely on the support offered.

c) Chanber s of Commrerce

A snmal |l nunber of entrepreneurs were nenbers of the |ocal Chanber of Conmerce or
associ at ed West | ndi an business clubs. This provided themw th usefu

i nformati on by neans of senminars and di scussions. Some had al so participated in
trade m ssions to the Cari bbean. The UK Caribbean Chanber of Commerce, now
defunct, was singled out by a number of respondents for the trade exhibitions it
had organi sed.

6.4 The Way Forward

Three key areas nust be addressed if West Indians are to benefit fromincreased
trade opportunities:

a) The supply of Caribbean products must be up-graded with respect to
quality, price and delivery. At the same time information flows on sourcing and
i nvest nent opportunities must be enhanced.

b) Expansi on of demand requires the pronotion of Caribbean style goods to
both ethni c and nai nstream consuners.

c) West I ndi an busi nesses must seek inproved access to existing distribution
channel s, particularly with respect to trade information, pronotions, quality
supplies and credit. Access to expansion capital must also be addressed.

The first falls largely outside the anbit of the present study. However, the
i nvol venent of UK inporters, in providing a market |ed approach would not be
out of place. CARICOM may therefore wish to consider the formation of an
Associ ation of Inporters of Caricom Products who could assist with the

devel opnent of pronotions, trade m ssions and buyer/seller neets.

7. RECOMVENDATI ONS
7.1 Research and | nfornmation

a) The Centre for Research in Ethnic Relations should nmonitor ethnic mnority
purchasing patterns and trends as a service to enterprise/lending agenci es and
to firns operating in the ethnic market. Supermarkets and other major chain
stores shoul d be approached for sponsorship, particularly if research on
'crossover' consunption were al so included.

7.2 Trai ni ng

Enterprise and training agencies shoul d supporting the devel opnent of sector
specific programmes for West Indian enterprises to allow better access to
exi sting trade channels. For exanpl e:

i) A training programre for restaurant owners, caterers and teachers
(community coll eges now run Cari bbean cooking classes) ained at creating a
distinct image for Caribbean food and assisting with the procurenment of
rel evant supplies and pronotional naterials.



i) Trade seminars for West Indian food retailers in which buyers,
i mporters, distributors and manufacturers woul d provi de up-dates on current
mar ket trends and opportunities.

iii) Workshops for West Indian travel agents to cover new desti nations,
activities and services for West Indian and mainstreamclients.

iv) Training in crafts procurement and nerchandi sing for comunity
organi sations, 'black theatre' groups and craft producer associations.

Trai ni ng agenci es should al so expl ore the options for providing West Indian
agent s/ brokers with training placements in the purchasing departnents of |arge
mai nstream retail ers.

7.3 Pr onpti on

West I ndian fashion shows, street markets, concerts carnivals, and sports events
provide an ideal vehicle for the pronotion of Caribbean foods, clothing and
crafts to mminstream and second generati on consuners. These are al so inportant
in generating nmainstream nedi a coverage for Wst Indian busi nesses.

Governmrent departnents concerned with ethnic business devel opment shoul d

consi der working with West-Indi an owned newspapers, public relations and market
research conpanies to maxi nze the business potential of such events with
reference to both ethnic and mai nstream audi ences.

The outcone of such an activity m ght include:

i) Pronotional materials; Eg. posters or brochures on Caribbean foods.

i) Articles or videos on West Indian crafts, food or travel for
circulation in ethnic or mminstream nedia.

iii) Case studies in promoting the image of particular events (Eg.
Notting Hill Carnival) or sites (Eg.Brixton Mrket.

iv) Training in the "alternative' nmarketing techniques of Tradecraft,
Oxfametc., and in attracting sponsorship

V) Mar ket i ng consul tancies to individual businesses or for specific
events.

7.4 Suppor t

a) The Hi gh Conmm ssions should collectively devel op a data base of buyers of
Cari bbean products, both national and regional. This information, along with
reports on market and product trends, could be published in the formof a
directory of Caribbean supply. Information on relevant trade m ssions/shows
could al so be made available in order to assist Wst Indians to neet directly
with Caribbean firms.

There is also a need to ensure that current information relating to
sourcing/investnent opportunities, profiles of producers and export/inport
procedures is easily accessible to nationals. This could best be achieved by
est abl i shing regul ar comruni cati on with business clubs, enterprise agencies and
vol untary associations in the formof a 'Caribbean OQpportunities' newsletter.

b) The banki ng sector could provide support in international trade/investnent
by assigning staff with a knowl edge of the Cari bbean business environnent to
West Indian areas. Staff could be seconded (perhaps on training placenents)
from Cari bbean counterpart banks wi shing to assess the potential of Wst |ndian
i nvestors. This would ensure both a synpathetic hearing for West |ndian
entrepreneurs and a realistic appraisals of Caribbean directed business plans.



Cari bbean sources of devel opnent finance and technical assistance could al so be
nore easily identified.

c) I nternati onal agencies such as ODA, Tradecraft and Oxfam shoul d be
encouraged to support West Indian involvenent in their Caribbean-based snal
busi ness programres.
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ANNEX 1 SELECTED TABLES

TABLE 1 Ethnic Mnority Population in Great Britain
(1983 - 85 average)
Et hni ¢ G oup Nunber % born
(000s) in UK
Af ro- Cari bbean 530 50
I ndi an 760 35
Paki st ani 380 40
African 100 35
Chi nese 110 20
Arab 60 10
M xed origin 210 75
O hers 100 25
Total 2,350 4
Sour ce: Popul ati on Trends-46, 1986
TABLE 2 Popul ation resident in netropolitan counties by ethnic group. (000s)
Et hni ¢ I nner Quter Greater West  West UK
Group London London Manchester M dl ands Yor ks

Wiite 1908 3735 2386 2220 1894 51222

Al ethnic

mnorities 498 416 143 372 118 2376
W I ndi an 210 93 25 82 17 547

Sour ce: Labour Force Survey, Spring 1985



TABLE 3

Popul ati on Breakdown by Age and Sex

% in each age group
0-15 16-29 30-44 45-59 60+ per

Ethnic origi
Wiite 20
West | ndi an
| ndi an
Paki st ani
Bangl adesh
Chi nese
African
Arab 17

Sour ce:
TABLE 4

Aquarium Fi s
Snapper/ Shar

n

22 20

26 33

32 26

43 25

51 18

27 25

28 28

48 21

LFS, 1985
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Sour ce:
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TABLE 5 Cari bbean Tourism from Europe/ UK 1986- 87.

Visitors (000'Ss)

1986 1987
Eur ope o/ w. UK Eur ope o/ w. UK
Bahamas 46.5 19.0 67.9 27.6
Bar bados 66.3 47.6 102.2 79.2
Belize 17.2 8.5 17.3 9.0
Doni ni ca 5.1 .3 6.7 2.8
Gr enada 6.8 7 9.6 5.2

2

3.
Janmmi ca 42.2 30.0 58.1 35.2
Kitts/ Nevis 4.4 3.5 5.1 4.2
St. Lucia 34.6 2 42.3 25.8
Tri ni dad/ Tobago 2 16.0 29.5 20.2
St.Vincent 5.9 3.7 10.6 5.6

Sour ce: Adapt ed from Year book of Tourism Statistics, 1988
TABLE 6 Et hni ¢ Foods Market (value), 1986
e m % Mar ket
I ndi an 70 18
Chi nese 52 13
Mexi can 10 3
Italian 258 63

Geek 12 3
O her (inc. Caribbean) 1 -
Total 403 100

Sour ce: LFRA esti mat es



TABLE 7 Type of Food - Shop Used by West |ndians

Type of Food VWher e Bought Type
Spi ces Super mar ket ' Engl i sh'

Ri ce Supermarket 'English'*

CGoat Meat Corner Shop Ethnic

QO her Meat Market Stall "English’

Ti nned Eng. Food Super mar ket ' Engl i sh'

Eng. Fruit & Veg. Market Stall "English'*
W.Fruit & Veg. Mar ket Stal | Et hni c
Salt Fish Mar ket Stal | Et hni c

Bread Supernmarket ' Engli sh'
Dai ry Products Super mar ket ' Engl i sh'
Fl our Supermarket ' English’

* al so ethnic corner shop/stall
Adapt ed From M norities in the Marketpl ace NCC 1982
TABLE 8 No. Food Qutlets by Size of Retail Organisation (1976-84

1976 1978 1980 1982 1984 % change

Si ngl e
Qut | et 94815 80484 76438 73890 69471 -26.7

Smal |
Mul tiple 23484 18988 24319 22253 19985 -14.9

Lar ge
Mul tiple 24249 20723 22094 18632 17387 -28.3

Total 142548 120195 122852 114775 106843 -25.0

Source: Food Retailing 1987, 1GD



TABLE 9 Bar bados: Donestic Exports to EEC (B$. M

1987 1988
Sugar 50. 2 56. 4
Gar ment s 2.0
Furniture
Rum 1.7 3.2
El ectri cal Conponents 1.4 2.1

6.0
0.0
Sour ce: BEDC

TABLE 10 Jamai ca: Non Traditional Exports to UK 1984-1986 (US$ 000's)
1984 1985 1986

Food 12622 14027 14139

Bever ages 3042 4087 3570
Crude Materials 48 72 81
Chemi cal s 254 136 197

Manuf ctrd CGoods 1 10 7
Machnry/ Trnsprt 0 0 0.3
M sc. Man 65 105 196

Sour ce: JNEC



TABLE 11 1986 Devel opi ng Country Share (% of European Markets (sel ected
product s)

Mangoes Mel ons Capsi cuns

Janmai ca 0.6 1.2 0.2

Kenya 2.9

Brazi | 12.1 2.6

Chile 1.4

Senegal 0.2 0.6

Tur key 1.8 2.2

Mal i 8.8

Mexi co 9.2
Bur ki na Faso 6.5

Cote d'lvoire 3.5
Venezuel a 23.9

Sour ce: | TC UNCTAD GATT (1987)

TABLE 12 Econonic Status of People in Enmploynment by ethnic origin: average,
1984- 86

Econoni cal | y VWite WIndian I ndi an Pak/ B. desh
Active (000,S) 21.9 0.23 0.29 0. 09
oW (%

Enpl oyees 87 91 80 76

Sel f Enpl oyed 11 5 19 23

Gvrnmt schemes 2 4 1 1

Sour ce: Enpl oynent Gazette, March 1988



TABLE 13 Sel f Enpl oyment in Specified Socio Economi ¢ Goup (% of al
househol d heads)

Enpl oyers in:
Large Small Self Enplyd Oan
Firm Firm Professionl Accnt

Wiite 0.3 3.8 1.0 4.9

West | nd - 1.0 - 2.6

I ndi an - 4.6 1.6 5.5

Paki st an - 2.4 0.4 5.1

Qher 0.8 5.7 0.5 6.0

Sour ce: Reeves/Ward: Ethnic Comunities in Business (1984)

TABLE 14 Et hnic Enterprise and Economic Sector: GHS 1981-84

"English’ "Euro.'’ Cypri ot Asi an W I ndi an
% % % % %

Ag/ Frstry 3.2 1.2 - - -

Engi neer/

Manuf ctr 7.9 7.5 11.4 10.9 21.4
Construction 27.2 15.0 2.9 1.8 35.7
Di strib/

Catering 31.4 37.5 65.7 78.2 14.3

Transport/

Cmrtt ns 6.2 - 2.9 3.6 7.1
Fi nance 8.0 12.5 - 3.6 14. 3
O her

Servi ces 16.1 26.2 17.1 1.8 7.1

Sour ce: Curran/Burrows: Ethnicity & Enterprise 1988



TABLE 15 Trade Constraints Mdst Frequently Mentioned As Problens (No. of
conpani es nmenti oni ng)

Food Travel Culture
Lack of Information 11 4 1
Lack of ' Know How 7 3
Procedures/regul ations 4 5
Mar ket s/ Conpetition 8 4
Product Quality/Price 10 4 7
Supplier Contact 8
Supplier Reliability 3 1 5
Fi nance 5 4
Trade Paynents 1 1
No. of busi nesses with well
established trade |inks 14 9 8

TABLE 16 West Indian & Asian Retail Qutlets In Selected Areas (%

Lanbet h Brent Hackney Manchst er

W Asn W Asn W Asn W Asn
Hair &
Beaut y 13 - 23 - 12 2 27 -
d ot hi ng 9 2 8 10 42 56 18 17
Recor ds 4 - 10 - 15 - 5 -
Bread 11 - - - - - 9 -
G ocer 6 - 2 3 12 - 5 6
Car Hre 7 2 6 2 - - - -
Travel 4 - 8 - - - 5 6
Fncy Gds - - - 3 4 - 9 -
Dry Cean 7 - 2 2 - - - -
Sour ce: Cross (Ed.): Lost Illusions 1988



