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Executive summary

The Ministry of Economic Development (MEQ) commissioned the design of the Creative
Industries strategy under the National Export Strategy (NES) initiative. This strategy has
been defined through a consultative process involving public and private stakeholders. The
strategy's goal is to chart a path for Curacao to become the centre of the creative industries
in the Caribbean.

The creative industries have great potential to generate economic value, foster innovation
and contribute to happier and wealthier lives for people engaged in the sector. Film, music,
digital design, new media, performing arts, software, heritage and arts are just a few of the
wide range of subsectors that fall under the creative industries umbrella.

For small island developing States (SIDS) and other natural resource-constrained coun-
tries, the creative industries can play an important role in promoting economic growth,
job creation, social well-being and national resilience. The sector can serve as a catalyst
for social, technological and economic changes that leverage people’s creative energy
and resources. There are also many positive spillover effects deriving from the creative
industries, including the flow of ideas across networks of entrepreneurs, supporting link-
ages with other sectors, and the promotion of national identity and culture.

For Curacao, the creative industries’ potential is evident. The sector’s development is
identified as a priority in Curagao’s National Development Plan 2015-2030. If supported by
greater investment in entrepreneurship skills and small businesses, the creative industries
can become a significant part of exports from the island.! The sector is also well aligned
with Curagao’s strengths. Most creative industries subsectors rely on highly skilled, crea-
tive and motivated individuals. These individuals are often young people and, as such,
developing these subsectors can help reduce youth unemployment. Furthermore, most
subsectors within the creative industries are not capital intensive and are not reliant on
economies of scale for their competitiveness. This makes it feasible for Curagao to become
internationally competitive in this sector within a relatively short period of time.

Curagao’s creative industries ecosystem

Analysis of the sector’'s competitiveness constraints, market opportunities, inadequacies
within the business ecosystem, institutional support limitations, and bottlenecks affecting
entrepreneurship and export performance reveal several fundamental considerations.
These are:

1.— Government of Curacao and United Nations Development Programme (UNDP). ‘Building on Strengths: National Development Plan

Curagao 2015-2030".
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= Graduating the sector from its nascent state into a well-defined and organized sector
can improve its performance and attractiveness domestically and internationally.

= Given that freelancers and small businesses are the core of its production capacity, the
sector’s future depends on its ability to establish a collective approach to export growth.

= Higher-quality outputs and business development are needed to increase the sector’s
value proposition and comparative advantages against rivals producing at lower costs.

= There are talented and experienced individuals offering specialized services in a unique
creative style. However, new skills, digital trade, materials and funding are needed for
scalable growth.

= A well-organized sector with a range of bundled services for target markets and active
engagement in promotional activities can boost demand from international clients.

m Public sector support and structured public—private dialogue is vital.

= Creative services in branding and marketing productions can support the promotion of
other sectors and draw in more business linkages.

The strategy focuses on the development
of three key subsectors

Stakeholders identified three key subsectors with strong export potential. They are music,
video and film, and marketing, communications and web design.

Music plays an important role in the country’s cultural identity and unique offerings.
Products stakeholders identified as having export potential in this sector include the pro-
duction of radio commercials, sonic branding, and jingles and tunes. Key target markets
include advertising agencies, radio stations, and broadcasters based in Europe, North
America and Latin America.

Video production in Curacao is a budding industry with motivated stakeholders. Products
stakeholders identified as having export potential include the production of documentaries,
corporate videos and providing services to international movie productions.

Marketing, communications and web design is a relatively established sector on the island.
The majority of services offered by these firms include branding strategies and materials,
translation services and website development. Key target markets include advertising
agencies and marketing agencies based in Europe, North America and Latin America.

There is a potential to build strong linkages across these different subsectors. For example,
the music industry can assist with the scoring of videos and films, and the marketing and
communications sector can help promote creative products. Moreover, the value chains
these different subsectors rely on are quite similar, which facilitates the building of linkages
and networks across subsectors. This can help reinforce each subsector and help to retain
value from international projects on the island.

How to develop the creative industries

The development path for the creative industries sector is based on five steps of
improvement.



The five steps of improvement for the creative industries

1. Improved 2. Improved | 3. Improved | 4. Improved
access to skills training access to sector
equipment and talent finance coordination
+Reduced import attraction «Engage banks to «Public-private
fees and tariffs *Developing local better understand dialogue
*Music production talent (training risks *Dialogue between
centres courses) *Develop special major sector
«Video/film «Attracting foreign financing facilities associations
production centres talent +Engage domestic sIncrease
*Mentorship development membership
support for young banks (CDI, *Improve
+Use of IP Qredits, collaboration
Korpodeko)
—
Build the foundation to mature the sector and ——

optimize service level towards export-readiness "

The first step is improved access to the equipment and resources required to sustain
the local supply chain’s vitality. Currently, the quality, volume and diversity of production
suffers from a lack of specialized equipment and professional working spaces. Specialized
equipment tends to bear high import fees due information gaps between government and
the sector on key resources needed to produce services. Generating a list of essential
production resources for the creative industries is needed for government to conduct
reviews of which products can benefit from reduced import fees. Collaboration and pooling
of resources can also improve access to professional equipment. For example, exploring
options for opening a co-producing space can facilitate access to a variety of services and
resources, including mentorship, training, event spaces, hardware, software and specialist
equipment. These initiatives can also support young people’s exposure to creative activities
and training opportunities.

The second step is centred on nurturing human capital by improving skills training and the
mobility of talent. The sector’s nascent state of development means that it is overlooked as
a viable career path, which has made it even more vulnerable to the effects of brain drain.
However, as a young sector, it has the potential to position itself as a breeding ground
for entrepreneurs and foreign talent. Mentoring and counselling young people can also
equip them to become active contributors to the sector. Peer-to-peer knowledge sharing
and training on global standards can also help overcome hurdles related to quality and
professionalism.

The third step seeks to improve access to finance. Funding remains one of the most press-
ing challenges for creative industries. It is often faced with high barriers when applying
to commercial lenders, as it is generally deemed a high-risk investment sector. Raising
awareness for lenders to better understand the risks and identify investment opportunities
is a promising means of breaking the cycle.

The fourth step advocates for improved sector coordination and supports the development
of creative industries as an independent sector. Currently, there is no umbrella association
in the private sector that represents the interests of professionals working in diverse areas
across the creative industries. Improving collaboration can be a way to facilitate the pooling
of scarce resources such as equipment, business networks and specialist knowledge.
Under a common direction for export growth, stakeholders will enable better representation
of their interests and greater access to and acquisition of commercial opportunities.

The fifth step prepares the sector to increase acquisition of international clients by improv-
ing marketing and promotion, guided by a new component on market orientation of the
value chain that matches products with target client profiles. This matching is captured in

EXECUTIVE SUMMARY | 3
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the product—client combination of the future value chain for the sector. It also encourages
participation in trade promotion activities such as trade fairs and the establishment of a
working relationship with the Curagao Investment & Export Promotion Agency (CINEX) and
MEQ for technical assistance on trade development and promotion.

The strategic framework

Following a series of group discussions, stakeholders involved in developing the NES for
the creative industries have articulated the following vision for the sector:

‘ ‘ Curagao — creative centre in the Caribbean , ,

The vision statement emphasizes the ambition of stakeholders in the creative industries
to develop into an independent sector of Curagao’s economy and fill the role of becoming
the creative centre in the Caribbean.

The fundamental ideas behind the statement emerged from two key characteristics of the
creative industries sector:

(i) Graduating the sector from its nascent state into a well-defined and organized sector
can improve its performance and attractiveness domestically and internationally ;

(i) Higher-quality outputs and business development are needed to increase the sector's
value proposition and comparative advantages against rivals producing at lower costs.

To fulfil this ambitious vision, three strategic objectives were defined during the consulta-
tions. These strategic objectives provide a framework for developing the strategy in the
next five years.

Strategic framework of the creative industries

Adopt a common national definition, classification system and data
Strategic Objective 1: co'IIe'ction gpproagh for the creative industries to increase its prominence
) ) within policymaking
Establish a favourable business Improve access to specialized industry equipment by adjusting
environment for sector import regulations and establishing production centres
development 3 Improve access to finance conditions by establishing financing schemes
tailored to the creative industries

Strengthen dialogue with the public sector to create clear mechanisms
through which industry needs are communicated

Improve the role and capacity .2 Strengthen existing sector associations to enhance local collaboration
of private sector associations and coordination, and expand international business networks

Strategic Objective 2:

J

Strategic Objective 3: A1 Increase skills trainings and knowledge sharing to promote
Support skills development and youth engagement and quqllty standgrds' .
pursue market development Promote priority product-client combinations by strengthening
opportunities their value chains and pursing export promotion activities

Source: ITC, based on stakeholder consultations.
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1. Establish a favourable business environment for sector development. This objective
is primarily directed at resolving constraints in the business environment and supply
side. It emphasizes the stream of improvements needed to create an environment that
is conducive for growth and for the stronger productive capacities that can sustain
business development.

2. Improve the role and capacity of private sector associations. This objective lays the
foundation for institutional strengthening that can empower the private sector to be-
come more organized, export oriented and capable of retaining value in Curagao. It
targets forming strategic alliances. Tighter partnerships can also facilitate communica-
tion with other sector associations and industries, both within the country and abroad.
As a young sector, stakeholders must work together to compete internationally.

3. Support skills development and pursue market development opportunities. This objec-
tive observes the need to overcome skills shortages, nurture human capital and raise
the attractiveness and level of professionalism before tackling market entry constraints.
Increased skills training is the baseline for transformative changes in business develop-
ment. It builds on the momentum of an organized sector offering speciality bundles of
selected products and services for target markets. It is also influenced by marketing
statements set forth by stakeholders during consultations that position Curagao as a
centre for activating entrepreneurship and realizing creative potentials.

Implementation management

Coordinating activities, tracking progress and mobilizing resources for implementation is
critical for successful achievement of these targets. To that effect, industry representatives
emphasized the importance of high-level support from the government and collaboration
within the private sector to grow Curagao’s creative industries. Curagao’s National Export
Council will serve as the platform for this collaboration and will be tasked with supervising
the strategy’s implementation.






Introduction

Brief history of the creative industries

The roots of the creative industries as an economic sec-
tor emerged from the cultural industries, and dates back
to the early twentieth century.2 The notion that creativity
is an asset with commercial value was first introduced
through economic policies in Australia dating back to the
1990s.% In 2001, the publication The Creative Economy:
How People Make Money from Ideas helped bring the
sector into the scope of economic theories and popu-
larized the term creative economy.* The publication also

widened the sector by including 15 new industries ex-
tending from the arts to science and technology.®

Similarly, in 2013, the Inter-American Development
Bank (IADB) released The Orange Economy: An Infinite
Opportunity, which redefined the concept of the creative
industries as a motor of development and change, em-
phasizing the sector’s entrepreneurial potential for Latin
America and the Caribbean.®

Defining the creative industries

Despite its potential, defining and measuring the eco-
nomic performance of the creative industries is challeng-
ing. Like many of its outputs, the value of the creative
industries is often tied up in hard-to-measure intangible
assets. In Latin American and the Caribbean, the infor-
mality of the labour market in the sector makes it difficult
to measure its economic and social benefits.” The large
spillover effects and web of cross-sector linkages that
characterize the sector often leads to systemic under-
reporting. Data and performance indicators are spread
across economies, making it difficult to gather and an-
alyse sector-specific data. Furthermore, a lack of data
feeds into poor monitoring and accountability of the sec-
tor. The lack of widely accepted measurement methods
of the creative industries has resulted in the creation of
multiple definitions based on the differing objectives of
policymakers or institutions.

Considering the complex nature of the creative indus-
tries, it comes as no surprise that different countries
and organizations define creative industries in different
ways. Among them, some of the most widespread defi-
nitions include the United Nations Educational, Scientific
and Cultural Organization (UNESCO) definition, which
stresses the cultural and intangible value of the indus-
tries, and the United Nations Conference on Trade and
Development (UNCTAD), which highlights creative as-
pects of the goods/service production founded on the
exploitation of creativity and intellectual capital. The
World Intellectual Property Organization (WIPO) em-
phasizes the value of copyright and relates creative in-
dustries directly to the subject of intellectual property. A
summary of the common definitions of the creative in-
dustries is provided in Table 1.8°

2.— University of Latvia (2014). ‘Cultural and Creative Industries concept — a historical perspective’.

3.— Commonwealth of Australia (1994). Creative Nation. Canberra: AGPS.

4.— Howkins, John (2001). Creative Economy: How people make money from ideas.

5.— United Nations Development Programme (UNDP) ; United Nations Educational, Scientific and Cultural Organization, (UNESCO) (2013).
6.— Inter-American Development Bank (2013). ‘Orange Economy: An Infinite Opportunity’.

7— Inter-American Development Bank (2017). ‘Future Landscapes of the Orange Economy’

8.— Orange Economy, Inter-American Development Bank (IDB). ‘The set of activities that in an interlocking way allow for ideas to be transformed

into cultural goods and services'.

9.— Inter-American Development Bank (IDB) (2013). The Orange Economy.

| 7
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Table 1: Common definitions of the creative industries

Organization ‘ Definition

International Trade Centre (ITC)

A National Export Strategy (NES) identifies the creative industries as those economic activities
that rely heavily on human creativity, knowledge and technology to produce products with a
commercial orientation and that are directed towards international buyers.

United Nations Conference
on Trade and Development
(UNCTAD)

The creative industries are at the core of the creative economy, and are defined as cycles of
production of goods and services that use creativity and intellectual capital as their main input.
They are classified by their role as heritage, art, media and functional creations.

United Nations Educational,
Scientific and Cultural
Organization (UNESCO)

The cultural and creative industries are those that combine the creation, production and
commercialization of creative contents that are intangible and of a cultural nature. These contents
are usually protected by copyright and can take the form of a good or a service. Besides all
artistic and cultural production, they include architecture and advertising.

World Intellectual Property
Organization (WIPO)

The copyright-based industries are those that are dedicated, interdependent, or that are directly
or indirectly related with the creation, production, representation, exhibition, communication,
distribution or retail of copyright-protected material.

Department for Digital, Culture,
Media & Sport (DCMS) of the
United Kingdom

The creative industries are those activities based on creativity, individual talent and skill, and that
have the potential to create jobs and wealth through the generation and exploitation of intellectual

property.

Inter-American Development
Bank (IDB)

The cultural industries include the goods and services that are traditionally associated with public
cultural policy, creative services and sports. They are classified in three categories: conventional,

other and new.

Source: ITC adaptation based on Inter-American Development Bank, The Orange Economy, 2013.

DEFINITION OF THE CREATIVE
INDUSTRIES WITHIN THE SCOPE
OF THE NATIONAL EXPORT STRATEGY

For this strategy, the most relevant definition of the crea-
tive industries to adopt is the ITC definition (see Table 1).
This definition was specifically designed for the develop-
ment of an export strategy, and as such emphasizes the
commercial orientation of the sector.

The National Export Strategy (NES) for Curacao iden-
tifies the creative industries as those economic activ-
ities that rely heavily on human creativity, knowledge
and technology to produce products with a commer-
cial orientation and that are directed towards internation-
al buyers. Micro, small and medium-sized enterprises
(MSMEs) are the backbone of every economy across the
world. They make up more than 90% of all firms world-
wide and account on average for up to 70% of total em-
ployment and half of gross domestic product (GDP)."
Furthermore, within the context of a NES, this strategy is
geared towards increasing the foreign exchange earn-
ings of companies operating in the creative industries.
Moreover, a competitive creative industries sector can
help improve the quality of human capital, increase the
adoption of digital technologies, and contribute to job
creation and socioeconomic progress.

10.— International Trade Centre.

The core subsectors of the creative industries are com-
mon in most of the classification models, for example,
music, arts, design, and film and video. In some classi-
fication systems, cultural subsectors are also highlight-
ed. However, within the context of a NES, it is important
to distinguish cultural activities and export-oriented
activities.

Perpetuating a national culture and keeping it vibrant re-
quires substantial investment and creativity. However, it
is more based on tradition and social behaviour, adapted
to the national market, whereas the creative industries
exploit creative talent directly oriented at commercial
gains, targeting national and international markets.

Therefore, ITC classifies creative industries in five major
categories as follows: arts, audiovisual, creative writing,
design, and music. Each of the categories includes a
variety of subsectors as illustrated in Figure 1. This ex-
port strategy will stand on ITC’s classification to analyse
and prioritize subsectors in Curagao that have high ex-
port potential.
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Figure 1: ITC classification of the creative industries

Animated film Essay Advertising Advertsing
Fiction film Music lyrics Architecture music

Documentary Novel Crafts Composition
Video Play script Fashion Game soundtrack
Poem Games Movies
Short story Graphic soundtrack
TV/movie Industrial
script Interior
Software

* Performing
Choreography
Festivals

Live music
Play and opera

Puppetry Song

* Visual
Painting
Photography
Sculpture

Source: ITC.
THE RELATIONSHIP BETWEEN classification of an accountant and graphic designer.
CREATIVE INDUSTRIES, CREATIVE The creative economy encompasses the following:
OCCUPATIONS, AND THE CREATIVE _ _
ECONOMY = Enterprises that produce goods and services;

= People with creative occupations working in the crea-
The creative economy includes many types of crea- tive industries;;
tive activities, both within creative industries and crea- ® Workers with creative occupations working in any
tive occupations. Figure 2 provides an example of the other industry ;

= A non-creative job working in a creative industry.

Figure 2: Creative industries, creative occupations, and creative economy relationships

Creative Industry

Yes No

Industry creative and Not industry creative but
occupation creative: occupation creative

Yes eEie designer in a graphic Graphic designer in an
design firm accounting firm

Creative Industry
(o

Creative
Occupations

reative occupation

Industry creative but not Not industry creative and
[\[eJl occupation creative: not occupation creative

- & Creative economy

Accountant in a graphic Accountant in an
design firm accounting firm

Source: 2019 Otis report on the creative economy, prepared by Beacon Economics.
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The impact of technology on the creative industries

The sector is heavily influenced by digital technology
and due to the growing size of the digital economy, the
creative industries are increasingly linked to the internet,
where creation and distribution between producers and
consumers has reduced barriers." Digitalization ena-
bles new forms of production and can lower the cost
of distribution, making international trade of creative
goods and services more accessible. As a result, it is
becoming easier for new businesses to enter interna-
tional marketplaces.

Digital technology is becoming an important instrument
supporting the growth of the sector. For example, mu-
sicians and creators of audiovisual services use digital
tools such as recording equipment, cameras, and video

Figure 3: Opportunities created by digital technology

editing software. Furthermore, new technologies such
as virtual reality, augmented reality, and 3D printing are
enabling new forms of expression and consumption, and
ultimately new business opportunities.

Online platforms and social networks enable artists and
creative professionals to collaborate with one another, en-
gage with consumers, gain access to new knowledge
and increase their own visibility. Music streaming chan-
nels and e-commerce platforms lower intermediate costs
and widen audiences while receiving direct feedback from
consumers. Finally, advanced technologies such as block-
chain can be used to protect intellectual property rights
by tracking royalty payments.'? Figure 3 demonstrates
some of the opportunities created by digital technology.

Distribution

/Commercial
ization

On-demand services
(music, film)

L 4

Social media,
Streaming websites,
Online advertising

Skills, ideas,

network,
knowledge

Blockchain for ‘

authentication and e Getting jobs _
protection of intellectual protection / ggtnggsa E"g ‘INOHFS’
property rights reelancing

‘ Opportunities in the ‘
digital-creative economy nexus
E-commerce,

Digital hubs, Online
platforms, E-learning

SRR | ow-cost hard/software,
works: o
SO Synthetic biology,
‘ Virtual reality,
Online news, and
E-books

Source: World Bank Group, 2020.

11.— Inter-American Development Bank (2018). ‘Launching an Orange Future’.
12.— World Bank Group (2020). ‘Orange Economy: As a Driver of Jobs for Youth'’.
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Global and regional context

Leading competitors

The latest and most comprehensive source of data on
the global economic outputs of the creative industries
is from 2013 and found in a report prepared by Ernst &
Young.” The study found that, globally, the sector ac-
counts for 29.5 million sustained jobs, and $2,250 billion
in revenue or approximately 3% of world GDP." Asia—
Pacific is the world’s largest creative industries market,
generating one-third of total revenues, followed closely
by Europe and North America (Figure 4). Latin America,

Figure 4: Global revenues of creative industries by region

and Africa and the Middle East, rank 4th and 5th re-
spectively, but the potential and opportunities in these
two regions is striking." Visual arts and television are
the biggest producers of economic value from the sec-
tor, generating more than 39% of trade and supporting
35% of jobs in 2013 (Table 2). Music, movies and the
performing arts generate more jobs relative to revenue,
indicating they are more labour intensive.

North America

US$S620b | 4.7m

revenue jobs
3.3% of regional GDP

Europe

revenue
3% of regional GDP

USS709b | 7.7m

APAC

USS$743b | 12.7m

revenue
3% of regional GDP

jobs jobs

Latin America and
the Caribbean

USS$124b | 1.9m

revenue jobs
2.2% of regional GDP

Africa and the Middle East

US$58b

revenue
1.1% of regional GDP

2.4m
jobs

Note: *Rounded figures.

Source: Ernst & Young, and UNESCO (2015). Cultural times. The first global map of cultural and creative industries.

13.— Ernst & Young (2015). ‘Cultural times: the first global map of cultural and creative industries’.

14— Ibid.
15.— Ibid.
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Table 2: Estimated revenues and employment from subsectors within the creative industries (2013)

Cultural and creative industries (CCl) sectors

Revenues (USD millions)

Employment (Number of jobs)

Television 477 000 3527 000
Visual arts 391 000 6 732 000
Newspapers and magazines 354 000 2 865 000
Advertising 285 000 1953 000
Architecture 222 000 1668 000
Books 143 000 3670 000
Performing arts 127 000 3538 000
Gaming 99 000 605 000
Movies 77 000 2 484 000
Music 65 000 3979 000
Radio 46 000 502 000
Total (before double counting) 2285 000* 31 524 000*
Total (minus double counting) 2 253 000 29 507 000

Note: *Rounded figures.

Source: Ernst & Young, and UNESCO (2015). Cultural times. The first global map of cultural and creative industries.

The European Union is a key market player within the
creative industries in terms of size, employment and val-
ue addition. In 2016, the European Union (EU) sustained
more than 6.7 million jobs and 2.45 million enterprises,
and obtained €290 billion in total value added within the
sector. The sector’'s GDP is approximately 4%, similar to
the hospitality sector, but with a higher number of enter-
prises than both the information, communications and
technology (ICT) and hospitality sectors. Interestingly,

the number of creative enterprises has steadily increased
in 2008—16. The Kingdom of the Netherlands is among
the top performing countries, with more than 10% growth
and with the most creative enterprises, along with the
Federal Republic of Germany, the United Kingdom
of Great Britain and Northern Ireland, and the French
Republic. Similarly, employment rates in the sector have
been on the rise in 200816, with subsectors such as the
visual arts and multimedia on the rise.

The Creative Industries in Latin America and the Caribbean

In Latin America and the Caribbean (LAC), the creative
industries sustained 1.9 million jobs in 2013. Regionally,
it generated $124 billion in revenues, making up 6% the
sector’s global market in 2013. Methodologies vary from
country to country, but it is estimated that the average
contribution of creative or cultural industries to the GDP of
LAC countries hovers at approximately 2.2%. Developing
countries contributed to 45% of international trade
of cultural goods in 2014, compared to 25% in 2005.

In countries such as the Argentine Republic, the United
Mexican States, the Federative Republic of Brazil, the
Republic of Chile and the Republic of Colombia, gov-
ernments have made efforts to facilitate an ecosystem
of innovation for the creative industries. However, data
of sector performance in the region suggests there are
still vast opportunities for growth. In 2017, barely 1.8%
of the world’s exports of creative goods originate in LAC
countries. Less than one-third of these exports go to oth-
er countries in the region, more than 64% are directed
to developed economies, and less than 3% go to other

developing markets. This is consistent with the general
trend that trade between countries in the region is largely
unexplored. Although countries in the region are close
geographically and culturally, many remain divided by
legal, tariff and non-tariff barriers that hinder the flow of
services in the region.

ENTREPRENEURSHIP IN LATIN
AMERICA AND THE CARIBBEAN

A survey of 250 entrepreneurs within the creative econo-
my in Latin America and the Caribbean shed more light
on the entrepreneurial composition of the sector in the
region. Some of the key findings are:

= There is a strong focus on design. Twenty-three per
cent of creative entrepreneurships are dedicated to
various types of design. Other strong fields are tour-
ism and heritage (14%), publicity (11%) and visual
arts (10%).



= The majority are microenterprises or work alone or in
very small teams. The average number of employees
does not reach two.

= The majority of entrepreneurs are men (62%) and a
minority are women (38%) ;

= The average age of the creative entrepreneur is 35.

= Most are well educated. From those surveyed, 90%
completed a university education.

= Many are not professionally trained in business. Only
approximately 14% of entrepreneurs had profession-
al business training, while 23% were self-taught, 9%
completed online courses and 30% learned by doing.

= The level of command of the English language is
strong. Nearly half of respondents speak fluent English.
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= Of those surveyed, 77% self-identify as businessper-
sons. For others, business is often not their focus, or
they lack business knowledge.

= Financing for entrepreneurs is scarce and the major-
ity are self-financed. Nearly half indicated that most
of the initial source of investment into their business
came from their own funds.

= The majority had intellectual property registered.

= Most of their income derived from other sources, with
only 38% from their creative business income.

= | ess than half were able to cover their living expenses
with their business.

= More than 60% did not know about the creative econ-
omy and its impact.

Characteristics of the labour market

in the creative industries

The sector is driven by small businesses. Most creative
workers tend to be young, operate their own business
or are informal workers. In 2013, in the LAC region, more
than 40% were self-employed and 24% were freelanc-
ers. Self-employment in the LAC region is higher than the
global average of 30%. Moreover, in many countries, the
sector tends to favour the participation of women more
than in other traditional industries. A 2015 survey by
UNESCO among 35 low- and middle-income countries
found more than half those countries had more women
than men in the sector.

Estimates from the informal creative economy in emerg-
ing countries add up to 1.2 million jobs and $33 billion

Economic resilience
of the creative industries

The creative industries can increase economic resilience
of national economies, because creative trade is less
volatile than trade in commodities and manufacturing.
This was the case during the recession of 2008 where
the sector maintained stable trade performance with
an average growth rate of 7% in 2002-15, compared
to a decline of 40% in oil exports. Since the start of the
COVID-19 pandemic crisis in 2020, over-the-top media
consumer demand and services have increased sub-
stantially, creating new growth opportunities for the cre-
ative industries.

in revenues in 2013. These figures are an indicator of
the reservoir of jobs and the widely untapped source
of income that the sector can be for developing econ-
omies. Because marginalized groups are more likely to
be engaged in the informal sector, this also shows that
the sector employs people from disadvantaged popula-
tions, such as women, minority groups and youth. For ex-
ample, in some countries such as the Republic of Peru,
the Republic of Paraguay and the Republic of Honduras,
young workers accounted for nearly 20% of sector oc-
cupations in 2015. At a global level, the share of youth in
low-income countries is larger than advanced economies.

Photo: ©ITC
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Sector overview:

The creative industries in Curagao are a vibrant close-
knit community made up mostly of small enterprises and
self-employed individuals. The country’s cultural diversi-
ty and valuable human capital are the sector’s bedrock.
However, throughout the consultative process, stake-
holders have consistently indicated that the creative in-
dustries are not formally recognized as an economic
sector by government and trade support institutions.
Therefore, The Ministry of Economic Development, and
public and private stakeholders have strongly supported
the inclusion of the creative industries as a priority sec-
tor within the NES.

Although there is minimal industry data available to as-
sess the economic impact from business activities in
the sector, a business performance audit across the
sector has been possible due to the small number of
stakeholders involved. The audit revealed a wide range
of low productive capacities as root causes preventing
the sector from developing. During interviews with firms,
many indicate they are aware of their economic poten-
tial, but lack access to internal and external resources to
grow domestically, let alone internationally. As a result,

Curagao

most productions are for domestic consumption and the
sector lacks a unified strategic approach for industry
development.

An ITC diagnosis of trade performance indicates creative
productions are mostly catered to the domestic market,
with a strong dependency on tourism for indirect exports
from international consumers and the hospitality sector
for business development. However, direct exports are
minimal, confined to niche pockets within the Caribbean
region or to diaspora in the Netherlands. Firms oper-
ate on a small scale and do not have enough staff to
scale up operations. Job creation along the value chain
is minimal, although there are many untapped value-
addition activities capable of generating new employ-
ment opportunities.

Additionally, as part of the consultative process of the
NES, a series of surveys to gather more information on
the sector were launched in March 2021. The survey re-
vealed information consistent with findings from desk re-
search and interviews done earlier in the process. These
survey findings support the overview of the sector below.

Sector identity, scope and scale of business activity

The sector is not well recognized as an economic sec-
tor. As a result, it has very limited power to influence and
benefit from government policy. Furthermore, due to the
operational capacity of firms and the informality of the
sector, exporting is sometimes not perceived as feasi-
ble. Weak export performance is primarily attributed to
the sector’s small-scale productive capacities, leading to
very weak economies of scale. At the managerial level,
business growth is interrupted by inefficient division of
labour between business management, operations, and
technical production due to a lack of personnel within the
firm. Additionally, few components of the value chains
of subsectors are captured by the domestic market. In
film, most foreign productions import skills, services and
equipment rather than hiring local crew.

The majority of professionals involved in the creative in-
dustries only work part-time and as a result, enterpris-
es tend to be small. Based on a survey ran by ITC, the
largest firm in the sector has about 20 employees, and

a high number of professionals are working as free-
lancers. Despite the entrepreneurial ambitions of many,
many describe the labour market they are engaged in
as part of the ‘gig economy’ resulting in unstable em-
ployment. Stakeholders also felt that creative outputs
are sometimes undervalued, resulting in low wages and
even low morale with the community. At the financial
level, firms report unfavourable access to credit and are
therefore less capable of investing resources to support
growth, specialization of the workforce, and marketing.

Although export activities are reported on surveys,
most international trade activities are on a small scale
and an ad hoc basis. Largely, there is a low capacity to
develop and implement export-oriented business mod-
els and marketing strategies that can enable efficient
growth. Without these, the creative community has
not been well equipped to leverage its competitive or
comparative advantages. Generally, the low labour cost
comparative advantage has declined. Although many



services are well priced to compete in the European
market, Curagao’s pricing is generally not competitive
in other regions. In the case of Europe, clients perceive
services offered by professionals in Curacao as good
value for money, mainly because they tend to be of
similar quality to European producers, but are offered
at lower prices. For clients in North America, the prices
in other Latin American countries tend to be lower than
that offered by Curagao’s firms, partly due to the lower
cost of living in those competing markets. Moreover,
multi-language and time zone advantages are not com-
monly integrated as unique value propositions in mar-
keting strategies.

Operating under a gig economy ecosystem, the sector
relies heavily on the spending capacity of internation-
al tourism, leaving it increasingly exposed to travel dis-
ruptions. Business-to-business development primarily
occurs with local hospitality and banking enterprises,
mostly by a small cluster of firms in digital design ser-
vices for marketing, telecommunications and entertain-
ment projects. Market linkages across the industries and
economy are not well activated. Each market specialty
tends to remain isolated, not yet capable of collaborat-
ing with others to improve the quality, volume and value
chain fragmentation. Creative outputs generally include
graphic design for branding campaigns and video pro-
ductions for corporate promotion.

Subsectors

The sector is characterized by its diversity of creative
professionals, including graphic designers, art directors,
marketing and communication specialists, architects, il-
lustrators, copywriters, photographers, web designers,
social media experts, painters, sculptors, new media art-
ists, app designers, game developers, fashion design-
ers, composers and musicians, singers, film makers,
interior designers, publishers, stage actors, and more.

Because most creative professionals work independent-
ly, informally or in small firms, their respective creative
business activities are organized or large enough to con-
sidered a full-fledged subsector. Given the lack of scale,
the classification of subsectors for this strategy is based
on stakeholder consultations and the identification of
clusters of creative entrepreneurs with the strongest po-
tential for export growth.

Three subsectors were identified as part of the consulta-
tive process. They are music, video and film, and mar-
keting, communications and web design.
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The sector is highly affected by brain drain. Valuable
human capital is credited to the island’s cultural rich-
ness, as well as access to professional training in the
Netherlands. Skills acquired abroad are predominantly in
technical areas such as audiovisual production, graphic
design and music editing. Many opt to build their careers
abroad, and it tends to be where they develop their busi-
ness network. If professionals return to the island, many
depend on the business networks they built abroad to
subsist, and often return to those countries when oppor-
tunities to scale up arise.

The creative industries are an untapped market, with low
levels of competition on the island. Despite this, the crea-
tive industries in the country are not yet sufficiently ap-
pealing as a breeding ground for young professionals
or entrepreneurs to build success. The country’s multi-
cultural richness supports valuable soft skills, particular-
ly in cross-border communication with North America,
Latin America and Europe. These are massive advantag-
es for business development across borders. However,
most lack professional skills in business development.
Most firms do not have enough personnel available to
source different areas of business management. As a
result, most firms or entrepreneurs are not able to im-
plement adequate business strategies that can sustain
long-term growth.

MUSIC

Music plays an important role in the country’s cultural
identity and unique offerings — so much so that there
are ongoing discussions for the establishment of a mu-
sic commissioner that can spearhead the development
of the music subsector. Music events and performanc-
es are also a staple of the Curagao tourism experience.
Festivals during the internationally recognized carnival
season and speciality events such as the North Sea Jazz
Festival have attracted many visitors and foreign reve-
nue for years. However, music events and performances
capitalize on only a small segment of the music indus-
try’s export potential. Additionally, this segment of the
industry tends to be dependent on seasonal demand.
It competes heavily with other islands offering similar
experiences and has been widely impacted by the de-
cline of tourism in the wake of the COVID-19 pandemic.

Due to these limiting factors, this strategy has centred
on identifying other segments of the subsector that can
drive export growth and diversify the country’s music in-
dustry offerings beyond events and performances. As a
result, the NES stakeholder consultation process found
signs of export potential for music production services.
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The baseline for growth lies within strong technical skills
found in the country and a global market for audio pro-
ductions with a Latin American (LATAM) flavour. In re-
cent years, music producers from Curagao have been
increasing cross-over collaborations with internation-
al producers interested in LATAM sounds mixed with
European music styles. Collaboration has been primar-
ily with Germany and the Netherlands, countries where
many local producers have built business networks while
completing their foreign studies or are able to tap into
diaspora communities. There is potential to grow if pro-
ducers can cast a wider international network.

Music production services include sounds for radio com-
mercials sold to advertisement agencies and radio sta-
tions. One type of sound production is sonic branding,
which refers to the sounds or songs associated with a
brand, product or service. Several Curagao microenter-
prises that specialize in producing jingles and tunes sold

Figure 5: Value chain components of the music industry

to international clients for these services are based in
the Netherlands, Europe, the United States of America,
and neighbouring countries in South America and
the Caribbean.

Despite these clusters of microenterprises exporting ser-
vices, client demand is sporadic and on an ad hoc ba-
sis without clearly defined markets for Curacao’s firms
to offer these services competitively. Access to equip-
ment and a professional recording studio is a barrier to
increasing production at scale and quality for interna-
tional demand. For example, Curacao producers are cur-
rently unable to offer services such as music recording
for record labels. Therefore, short-term contract services
in sonic branding are more common because they are
less dependent on professional equipment and record-
ing studios. Figure 5 shows the value chain components
of the music industry.
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Source: ITC.

VIDEO AND FILM

Video production in Curacao is a budding industry with
highly motivated stakeholders. It is an industry look-
ing for an opportunity to elevate its export capacity
through the support of the Curagao Film Commissioner,
launched in 2017 under the Ministry of Economic
Development. In the same year, the Commissioner es-
tablished the Curacao Film Office (CFO) as part of its
mandate to promote Curagao as a film, video and mul-
timedia destination and facilitate business development
with foreign markets. In February 2019, CFO, together
with MEO, published the Policy Document for the Film
Industry in Curacao. The policy described the film in-
dustry as having the potential to make substantive con-
tributions to the country in generating foreign exchange

income and job creation. Unfortunately, the COVID-19
pandemic has negatively impacted the industry’s ability
to attract foreign film productions due to travel restric-
tions and budget cuts across the global film industry.

While there is significant room for growth, CFO has
played a key role for the sector as it is one of the few in-
stitutions working towards export development for the
creative industries. CFO is confined in its operational ca-
pacity due to a limited budget provided by MEO and only
one staff assigned to develop services and implement
policy. Since its launch, the CFO has brought the indus-
try closer together by increasing dialogue between the
public and private sectors, as well as delivering mean-
ingful outcomes in export promotion. This includes new
activities at international trade events and a website with



a directory of more than 35 companies, ranging from
casting agencies to make-up artists and stunt coordina-
tors. The Commissioner has also worked closely with the
Curacao Tourist Board in building business partnerships.
As aresult, international productions such as reality tel-
evision programmes have found their way to the island.
Despite the faltering momentum due to the COVID-19
pandemic, the office is working towards a vision for es-
tablishing a film academy and gathering more financial
resources to operate more independently.

Although the CFO plays an important role in the indus-
try, there is need for a private sector association to align
stakeholder interests and collaboration towards export-
oriented growth. Most doing business in video produc-
tion are freelancers and small enterprises, occasionally
working together in ad hoc projects involving foreign
clients. There is a wide range of expertise across the
subsector that can be pooled to increase capacity and
competitiveness for the international market. Expanding
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the market to key foreign destinations would help to
boost exports and foreign exchange earnings.

Most companies offer services for the domestic market
and only occasionally to international clients. Services
commonly offered to international clients include produc-
tions for television commercials, documentaries, corpo-
rate branding, news reports, and short films for music
promotion. There are also some companies highly spe-
cialized in marine videography and wedding shoots for
the tourist market. These videographers have the tech-
nical capacity to diversify into other types of video pro-
ductions if they were to build better linkages with others
in the sector, such as directors and producers. Since
Curacaon firms do not own sufficient professional equip-
ment and facilities to produce motion picture films, most
focus on service production contracts with foreign film
productions. Service production includes scriptwriting,
hair and make-up, and crew and sound. Figure 6 shows
the value chain components of the video industry.

Figure 6: Value chain components of the video and film industry
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MARKETING, COMMUNICATIONS,
AND WEB DESIGN

Creative services are an important arm of marketing,
communications and web design. An enterprise offering
these types of services is often referred to as a creative
agency that falls under the umbrella of marketing and
advertising. Traditionally, a marketing agency is a busi-
ness that researches, strategizes, brands and promotes
a company'’s products or services. Marketing agencies
can partner with other companies, such as a specialized
creative agency, to develop, manage and execute their

marketing strategy to achieve defined business goals.
Together, creative services illuminate a company’s ad-
vertising and marketing strategy execution through ap-
pealing designs and other forms of imaginative creative
solutions that can help businesses increase their brand
awareness and profits.

In practice, firms can operate as both marketing and cre-
ative agencies. Therefore, creative agencies are some-
times called marketing agencies. There are also different
types of marketing and creative agencies, which include
specialized services in advertising, digital, design, and
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interactive solutions. Based on the type of focus areas,
these firms can provide services that include developing
a business strategy, the branding design of the business
and its products, integrating technological solutions, and
advertising. Communication, social media, graphic de-
sign, and copyrighting are often by-products of market-
ing services.

In Curagao, there is a cluster of micro and small enter-
prises specialized as marketing and creative agencies.
This cluster of approximately 30 firms has organized as
the Curacao Marketing Association (CMA). The major-
ity of services offered by these firms are for small-scale
marketing, telecommunications, and entertainment pro-
jects on the island or with neighbouring countries. The
largest marketing firm has approximately 20 employees,
which is considered a small enterprise by global stand-
ards. However, there is great potential for these firms to
play a bigger role in the sector’s export growth. Many
of these businesses already cater to larger international
marketing agencies located in South America, name-
ly Colombia and the Bolivarian Republic of Venezuela.
Other types of clients include tourism organizations
on neighbouring islands. However, like other subsec-
tors, the client base is sporadic and confined to small
business networks acquired by professionals while liv-
ing in the Netherlands, personal business networks or
through diaspora communities. Additionally, many of the

marketing agencies located in Curacao are subsidiaries
of marketing firms located in the Netherlands. In these
cases, the Curagao branch tends to focus on business
development, such as acquiring clients in the Caribbean
region. The production of a service, such as the graphic
design component of a branding strategy, is delivered
by employees or freelancers located in the Netherlands.
The Curacao branch can also provide services in lan-
guage translation and cultural interpretation of marketing
content. While not all Curacao firms function in this man-
ner, there is a strong tendency to hire foreign workers.

In addition to the challenges in accessing other markets
and maintaining a consistent client base, according to
some stakeholders, the quality of most outputs has been
substandard for some international clients, as most of
the production experience is at the level of small-scale
projects. Most firms are not offering competitive pricing
or sufficient value-added services for international cli-
ents, particularly as there are many market rivals in the
region. However, the subsectors are well prepared to
attract niche segments of the international market that
are culturally closer, such as clients from North America
and Western Europe. Language, location, and ability to
adapt content for multicultural audiences is a competitive
advantage firms on the island have over their regional ri-
vals. Figure 7 shows the value chain components of the
marketing, communications and web design industry.

Figure 7: Value chain components of the marketing, communications, and web design industry
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Value chain of Curagao’s creative

iIndustries

A value chain provides a detailed overview of where val-
ue is added in any given industry. As such, it provides a
solid foundation for analysing and developing the sec-
tor's competitiveness.

The current value chain

Figure 8 maps the current value chain for the sector as
well as the key trade and investment support institutions
for the sector. It comprises the following activities.

Inputs: The basic materials and competencies needed
to be able to produce a product or a service. Equivalent
to raw materials, inputs are comprised of critical resourc-
es needed to start producing creative industries prod-
ucts or rendering services, including human resources,
equipment and materials, backbone infrastructure, fi-
nance and investment, certification, and trade regu-
lations. They represent the enabling environment and
support activities for the industry. They largely determine
the cost structure of services and are the drivers of busi-
ness performance.

Product development: Core components of a product
and activities related to creating a product or service.
The product development stage can involve the develop-
ment of a product vision, as well as research and devel-
opment. Core components are procured, technologies
and subsystems are selected and, if applicable, proto-
types are developed and tested. This activity also com-
prises the actual development of the new products or
services and their compilation and packaging to an ex-
ecutable format.

Product and services: This stage lays out the final
products and services offered for sale to customers.
Examples are sound engineering, corporate designs
such as logos, user interface designs, propriety soft-
ware, audio mixing, costume and design for video pro-
ductions, video shooting and script writing.

Marketing and distribution: Encapsulates the process
of acquiring clients, selling to them, and distributing the

Photo: ©ITC

product or service. This activity involves the launching of
the products/services and their transmission to custom-
ers through sales and promotion. Offerings are made
available on the market so that potential customers are
aware of them and are able to purchase them. Products
or services are either directly sold to end customers
through physical or digital means, or indirectly through
intermediaries such as retailers and brokers.

Client segments: This describes to whom the product is
being sold both in terms of the type of client and where
they are based. They are the final users of the services
and products offered by creative industries companies.

Key trade support institutions: Trade support institutions
are those trade and investment support institutions that
have an interest in, or a bearing on, the development and
competitiveness of the sector. They comprise ministries,
government agencies and associations responsible for
influencing and implementing policies at the national lev-
el or that provide a range of technical services for crea-
tive industries firms across the value chain.
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Competitiveness constraints

\
Overview of constraints Business environment issues
This chapter presents the main constraints affecting ® Lack of national recognition of the sector;
the supply-side, business environment, market entry  ® Lack of sector coordination;;
and development aspects of export competitiveness.  ® Lack of institutional capacity;
Below is a summary of the main competitiveness con- = Barriers to e-commerce ;
straints facing the creative industries in Curagao. = Weak links with intellectual property protection.
Supply-side issues Market entry issues
= | ack of affordable and reliable internet ; = Challenges acquiring international clients ;
= |mport regulations and high cost of materials ; = | ack of a client-oriented sector identity ;
= Shortage of high-quality human capital; = |nsufficient representation at international trade
= |ack of access to finance; fairs.
= [nsufficient business management skills.
Development issues
= Employment instability.
J

Supply-side issues

LACK OF AFFORDABLE
AND RELIABLE INTERNET

The cost of acquiring a high-quality internet connection
is high. This limits the types of production or collabora-
tion that can be done within the sector, as many digital
files are several gigabytes in size (or bigger).

Severity: 0000@®

IMPORT REGULATIONS
AND HIGH COST OF MATERIALS

Due to the lack of local suppliers, specialized equip-
ment and materials for production are regularly imported
and are subject to high tariffs. There is also an absence
of local service providers such as maintenance profes-
sionals for hardware and raw materials. A lack of profes-
sional equipment prevents enterprises from delivering at

high-quality standards and at the volumes required for
market diversification.

The sector is disadvantaged by not being able to offer
a full range of high-quality services due to the lack of
supplies or the high cost of production. A high depend-
ency on imported goods and services along the value
chain minimizes the economic impact and spillover ef-
fects of the sector into the local economy. Long process-
ing times and customs procedures affect the ease, cost
and efficiency of export transactions. Reducing the cost
of importing supplies can reduce the business cost of
bringing foreign productions to the island. For exam-
ple, the Curagao Film Office has been able to establish
agreements for filming equipment and materials for vis-
iting foreign productions, which in turn hire the produc-
tion services of local suppliers.

Severity: 00000
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SHORTAGE OF HIGH-QUALITY HUMAN
CAPITAL

The sector is heavily reliant on foreign education to ac-
quire professional skills, leaving it vulnerable to the ef-
fects of brain drain. Breaking the cycle is challenging,
since there are not enough quality training programmes
for developing creative industry professions directly on
the island. Although the country’s small population is a
contributing factor, the principal human resources chal-
lenge in this context is the low level of experienced and
educated professionals available to work along the val-
ue chains of production. This supply problem is mostly
due to brain drain and overall attractiveness of the sec-
tor to new entrants. As a result, enterprises and start-
ups regularly fail to grow and stay in business. There
are not enough professionals with the education and ex-
perience available to support firms with the productive
capacities needed to manage big projects or deliver at
the volume and quality standards required to compete
internationally.

Severity: 000©@0

LACK OF ACCESS TO FINANCE

The small sizes of most businesses combined with a
‘gig economy’ business model leads to negative percep-
tions of the sector in the assessments of potential finan-
ciers. As a result, many people lack access to financial
instruments, which in turn hinders access to resources
needed for business growth. There is little communica-
tion between the sector and financiers that might help
bridge the gap between the perceived risks and the ac-
tual risks of investing in the sector.

Severity: 00000

INSUFFICIENT COOPERATION
AND BUSINESS MANAGEMENT SKILLS

Low levels of professional training in businesses have
an adverse effect on the business acumen and skills
needed to manage commercial growth. In general, the
business culture is not very conducive to collaboration.
Most often, cooperative structures degrade quickly un-
der power struggles. Nepotism sometimes compromises
the product’s quality. Local businesses are accustomed
to informal transactions and unreliable payment habits.
All of these aspects of the business mentality can af-
fect the quality and professionalism of services, creat-
ing challenges when collaborating with and delivering
outputs to international clients.

Severity: 00@00

Business environment iSSUes

LACK OF NATIONAL RECOGNITION
OF THE SECTOR

There is no national definition or national classification
system for the sector. At the policy level, the creative in-
dustries are treated inconsistently and are generally not
viewed as a sector that contributes or can contribute to
Curagao’s economy. There are few laws, policies, rules
and regulations that cover the development of the crea-
tive industries and its subsectors. While there is a film
industry policy, it is not a framework for the entire sector.
Some aspects of the sector are also framed by policies
on tourism and culture, but are not specific to the sec-
tor's development as an export sector.

Severity: 00000

LACK OF SECTOR COORDINATION

The lack of a national definition for the sector creates a
barrier that prevents the various subsector stakeholders
in creative industries from working together. This reduc-
es the sector’s export potential and has a direct influ-
ence on existing perceptions of its economic value and
risk status by lenders. Specific challenges faced by the
sector and opportunities for growth have not been ad-
dressed and the sector, therefore, remains on the out-
skirts of economic development priorities.

There is a no sector-wide association with the capacity
to mobilize stakeholders to organize as an independent
sector so that they can participate in activities such as
public—private discourse and international trade fairs.
There is no interlocutor with the government that allows
for more cooperation and business support specific to
the sector’s needs. As a result, the creative industries
have remained nascent and uncoordinated, with mini-
mal institutional support geared towards sector devel-
opment or advocacy on market opportunities. Without
an association or an equivalent organization, the sector
has also not been able to engage with other industry as-
sociations either locally or internationally. Although the
CFO has made good efforts on international outreach
for the film industry, the film industry is just one of the
subsectors making up the creative industries.

Severity: 00000

LACK OF INSTITUTIONAL CAPACITY

Most of the existing institutions focus on fostering tal-
ent, but are not equipped as business support organi-
zations with sufficient knowledge of the ins and outs of



the sector. Most are not able to provide tailored sup-
port to enable growth and address sector-specific
challenges. Some institutions have the potential to in-
fluence sector development, but lack tailored services
such as business planning and marketing strategies
for the creative industries. There is also a shortage of
market knowledge on the sector, specifically on op-
portunities for export growth. Firms and individuals do
not have sufficient market intelligence to make well-in-
formed business decisions to become competitive in
international markets.

Severity: 0000@®

BARRIERS TO E-COMMERCE

Stakeholders in the sector cited challenges doing
business with foreign clients related to the difficulty of
accepting foreign payments. Widely used payments
platforms such as PayPal are not available in Curacao
and, although alternative options exist, awareness and
support for these options are limited. The inability to
make online payments is harmful, as it ultimately pre-
vents firms and individuals from making low-cost in-
ternational payments. Overall, this renders the creative
industries and island unprepared to increase exports
through digital trade.

Severity: 0000@®

WEAK LINKS WITH INTELLECTUAL
PROPERTY PROTECTION

The sector has not been targeted by specific and dedi-
cated policies on intellectual property. The Bureau for
Intellectual Property of Curacao (BIP) represents the in-
tellectual property interests of creators, innovators and
the public. There is a need to increase the regularity
and awareness raising of tailored support and services
to the creative industries. Poor sector coordination also
plays arole in the degree of support directed at the sec-
tor, because there is no focal point to facilitate coordi-
nated efforts.

Severity: 00000

Market entry issues

CHALLENGES ACQUIRING
INTERNATIONAL CLIENTS

Without an organized group of stakeholders representing
the sector through an institution like an association, the
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sector has not been able to engage with foreign asso-
ciations and institutions that can help build international
presence and networks. Client acquisition is mainly done
through an informal referral system.

Severity: 0000@®

LACK OF A CLIENT-ORIENTED
SECTOR IDENTITY

Destination branding and promotion efforts are mainly
conducted in the context of tourism promotion. There is
no common strategy or entity for building and reinforc-
ing the country’s profile, national brand and image on an
international level, which might boost exports and attract
investment for the creative industries. The brand and val-
ue proposition of the creative industries in Curagao have
not been developed. Sector associations and firms do
not have a marketing portfolio of products and services
to use in promotional events.

Severity: 00@00

INSUFFICIENT REPRESENTATION
AT INTERNATIONAL TRADE FAIRS

Business support organizations, the private sector and
public sector entities do not participate in industry trade
fairs in a coordinated manner. Missed opportunities for
sector promotion at prominent industry events prevents
visibility of the sector on the global stage and limits op-
portunities for access to new business networks.

Severity: 00000

Development issues

EMPLOYMENT INSTABILITY

Employment in the creative industries is unstable and
does not always provide a sustainable source of income
for individuals in the sector. Young people interested in
the field are particularly vulnerable, as a profession in
the sector is often perceived as a hobby without a pros-
pect to gain productive employment. Many young peo-
ple opt to migrate in order to seek professional training
and obtain gainful employment abroad, contributing to
the cycle of brain drain and a shortage of qualified pro-
fessionals in the country.

Severity: 00000
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The way forward

Overview of the sector’s future orientation

Fundamental considerations have been taken into account when elaborating a way forward

for the creative industries sector. In summary:

= Graduating the sector from its nascent state into a
well-defined and organized sector can improve its
performance and attractiveness domestically and
internationally.

= Given that freelancers and small businesses are the
core of its production capacity, the sector’s future de-
pends on its ability to establish a collective approach
to export growth.

= Higher-quality outputs and business development are
needed to increase the sector’s value proposition and
comparative advantages against rivals producing at
lower costs.

= There are talented and experienced individuals of-
fering specialized services in a unique creative style.
However, new skills, digital trade, materials and fund-
ing are needed for scalable growth.

= A well-organized sector with a range of bundled ser-
vices for target markets and active engagement in
promotional activities can boost demand from inter-
national clients.

= Public sector support and structured public—private
dialogue is vital.

= Creative services in branding and marketing produc-
tions can support the promotion of other sectors and
draw in more business linkages.

The creative industries can become an independent sec-
tor contributing to Curagao’s economy. Although cur-
rently mostly restricted to the domestic market, many
businesses already offer their services to international
clients. This budding success is something to build on,
and digital trade is the bridge to increase foreign ex-
change earnings.

Underlying problems for export growth include the un-
coordinated approach to sector development and barri-
ers to digital trade. This sector export strategy addresses
the key competitiveness constraints facing the sector
and has a strong focus on the improvements within the
private sector’s reach. For example, mentoring young
professionals can help attract new talent and jobs, and

Photo: ©ITC

establishing a sector brand and marketing strategy can
also attract more clients. The resolution of some of the
competitiveness constraints affecting the sector, such
as the lack of reliable access to the internet and on-
line banking for e-commerce, are also addressed in the
Master Strategy (a companion strategy within the NES
framework).

This strategy’s design process has afforded one of the
first opportunities for the sector to organize under com-
mon interests. Through the NES consultative process,
stakeholders demonstrated a strong willingness to press
ahead.

The following development pipeline and strategic frame-
work focuses on building the foundation to mature the
sector and optimize services for export readiness to
achieve this vision. Figure 9 demonstrates the stream
of improvements needed for export development of
Curagao’s creative industries. The framework to make
these improvements operational is outlined in the stra-
tegic and operational section. Subsequent activities for
implementation are outlined in the plan of action.



Figure 9: Creative industries development pipeline
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[ 1. Improved | 2. Improved | 3. Improved | 4. Improved | 5. Improved
access to skills training access to sector marketing and
equipment and talent finance coordination promotion
*Reduced import attraction «Engage banks to «Public-private «Improved client

fees and tariffs «Developing local better understand dialogue acquisition by
*Music production talent (training risks *Dialogue between prioritizing client
centres courses) *Develop special major sector segments
«Video/film «Attracting foreign financing facilities associations +Trade fairs
production centres talent *Engage domestic | sIncrease *Engaging CINEX,
*Mentorship development | membership MEO
support for young banks (CDI, *Improve
«Use of IP Qredits, coltaboration
Korpodeko)
N
Build the foundation to mature the sector and —

optimize service level towards export-readiness

Improved access to equipment: The first step is im-
proved access to the equipment and resources required
to sustain the local supply chain’s vitality. Currently, the
quality, volume and diversity of production suffers from a
lack of specialized equipment and professional working
spaces. Tariffs and import fees add another layer of cost
to already expensive specialist equipment. Thus, limited
supply and high costs pose a barrier to many domes-
tic businesses, which capture only a few components
of the supply chain. For example, commercial printing
of branding material is outsourced to international pro-
viders. A community hub or co-producing space can
promote collaboration, innovation and social integration
among creative workers while achieving economies of
scale and scope. These community spaces can provide
not only a workspace, but also access to a variety of
services and resources, including mentorship, training,
event spaces, hardware, software and specialist equip-
ment. These initiatives can also support young people’s
exposure to creative activities and training opportunities.
Investment in and access to production facilities and
equipment can increase value addition and production
capacity, and foster spillover effects.

Improved skills training and talent attraction: The sec-
ond step in the pipeline involves nurturing human capital
by improving skills training and talent mobility. The sec-
tor's nascent state of development means that it is over-
looked as a viable career path, which has made it even
more vulnerable to the effects of brain drain. However,
as a young sector, it has the potential to position itself
as a breeding ground for entrepreneurs and foreign tal-
ent. Mentoring and counselling young people can also
equip them to become active contributors to the sec-
tor. Training opportunities in business development and
management are lacking for creative workers. The provi-
sion of such courses can help to translate their creative
talent into commercially viable endeavours. Peer-to-peer
knowledge sharing and training on global standards can

Activate export-readiness to achieve vision

also help overcome hurdles related to quality and pro-
fessionalism. Securing a strong local supply chain in re-
sources and human capital sets the scene for the third
pillar.

Improved access to finance: The third step prepares
the sector for business expansion by improving access
to finance. Funding remains one of the most pressing
challenges for creative industries. It is often faced with
high barriers when applying to commercial lenders, as
it is generally deemed as a high-risk investment sector.
Raising awareness for lenders to better understand the
risks and identify investment opportunities is a promising
means of breaking the cycle. Developing special financ-
ing activities and even taking a cooperative approach
to financing are also possible solutions. A collaborative
movement to achieve this strategy’s objectives can also
leverage support from domestic development banks.

Improved sector coordination: The fourth step advo-
cates for improved sector coordination and supports
the development of creative industries as an independ-
ent sector. This stream emphasizes the need to create
mechanisms for dialogue between the sector, public in-
stitutions and other major sector associations. It recog-
nizes that, as a nascent sector, stakeholders are often
working independently, but without a common vision
and orientation for export growth. Currently, there is no
umbrella association in the private sector that represents
the interests of professionals working in diverse areas
across the creative industries. Improving collaboration
can be a way to facilitate the pooling of scarce resourc-
es such as equipment, business networks and special-
ist knowledge. Increasing stakeholder membership in
private sector associations will enable better represen-
tation of their interests and greater access to and acqui-
sition of commercial opportunities. This step prepares
the sector to tackle market entry issues and acts as a
vehicle into the final step.
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Improved marketing and promotion: The fifth step pre-
pares the sector to increase acquisition of international
clients by improving marketing and promotion, guided
by a new component on market orientation of the val-
ue chain that matches products with target client pro-
files. This matching is captured in the product-client

Photo: ©Curacao Tourist Board,

combination of the sector’s future value chain. It also
encourages participation in trade promotion activities
such as trade fairs and the establishment of a working
relationship with CINEX and MEO for technical assis-
tance on trade development and promotion.

Future value chain map for the creative industries

The future value chain presents the selection of prod-
ucts and services to prioritize for export growth, along
with the target market for each product and service. The
future value chain is an outcome of a series of consul-
tations held to evaluate the export potential of existing
products and services using the NES development cri-
teria. The criteria include a strong demand in target mar-
kets, high-value addition potential, job creation potential
and intersectoral linkages.

As a result, the creative industries’ future value chain
map includes the product—client combination column,
broken down by subsector. The product—client combi-
nation includes a new component on market orientation
that matches products with target client profiles. These
product—client matchings are based on stakeholder con-
sultations set around identifying the products with the
most potential to meet the quality, value proposition and

overall demand of target clients. Target clients were se-
lected based on existing demand and/or potential new
markets segments, but with the ambition to continue to
increase the volume of clients.

Secondly, the future value chain presents upgrades to
product development activities aimed at increasing value
addition, as well as market development and penetration
activities set on increasing the volume of international
clients and sales.

Upgrades to the sector’s product and market develop-
ment activities complement the strategic and operational
objectives, which provide more specific improvements
to productive capacities. All areas of improvements in
the value chain are included in the plan of action. Figure
10 provides an overview of the value chain upgrades in-
cluded in the plan of action.
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The strategic framework

The strategic framework is composed of three elements:
(i) vision; (ii) strategic objectives and operational objec-
tives; and (iii) plan of action. Together, these elements
define the strategy’s way forward objectives, and how
those objectives will be met.

VISION

This vision statement was agreed on by all stakeholders
that participated in the consultations in Curagao.

The vision statement serves as a rallying call to unite
and motivate all stakeholders around a shared vision for
the sector’s future. Following consideration of the com-
petitiveness constraints and market opportunities and
a series of group discussions, stakeholders involved in
developing the NES for the creative industries have ar-
ticulated the following vision for the sector:

‘ ‘ Curagao — creative centre in the Caribbean , ,

The vision acts also as a signal to both foreign and domes-
tic audiences that the creative industries and the country
as a whole are looking to take a major leap in nurtur-
ing and exporting creative talent. The creative centre and
key principles supporting the vision are outlined below.

Figure 11 provides a visual representation of the vision.

= Description of the creative centre: Curagao becomes
a place where business and creativity connect.

= Products and services: A one-stop shop for the pro-
duction of marketing content and services, based on
the value chain linkages and full-service packages
between the priority subsectors.

Figure 11: Vision of the creative industries

= Unique values: Fosters the island’s competitive ad-
vantages set around its cultural diversity. The cultural
elements influence the production of visual designs
that blend into a European—Caribbean flavour. Value
addition is also generated through language and cul-
tural interpretation of creative content. The small is-
land ambiance translates into a tailor-made approach
to delivering services.

= Global corridor: Multicultural and multilingual profes-
sionals with networks in target markets are the gate-
way for tapping into international market segments.

= Talent mobility: The business environment nurtures
local and international talent and entrepreneurship.
Networks built in foreign markets helps attract high-
skilled workers to Curagao.

Talent

ﬁ Inspiration

PRODUCTS & SERVICES

Innovation

Business and creativity connect
One-stop-shop for
marketing content

production & services

Multicultural & multilingual
professionals with networks
in target markets

Curacgao-creative centre in the Caribbean

A .
A <
GLOBAL CORRIDOR TALENT MOBILITY

talent and entrepreneurship

UNIQUE VALUES

+
&
Cultural diversity
Tailormade services
Visual traditions that blend
European-Caribbean flavour

Source: ITC.



STRATEGIC AND OPERATIONAL
OBJECTIVES

The vision defined by the industry will be transformed
into concrete results through the achievement of three
strategic objectives. These objectives begin the process
of focusing and prioritizing the vision. They respond to
the constraints and major themes identified in the an-
alytical section. More concretely, the strategic objec-
tives should answer the question: what do we want to
achieve?

Figure 12: Strategic and operational objectives
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Strategic objectives are subdivided into operational ob-
jectives. Operational objectives are more specific, have
a smaller scope, and answer the question: how do we
achieve the strategic objectives? Finally, the operational
objectives are also broken down into activities called a
plan of action. The plan of action will respond to the vi-
sion by addressing the constraints and exploiting oppor-
tunities in a comprehensive manner. To this end, efforts
will be deployed along the following strategic and op-
erational objectives (Figure 12).

Strategic Objective 1:

Establish a favourable business
environment for sector
development

~

Adopt a common national definition, classification system and data
collection approach for the creative industries to increase its prominence
within policymaking

Improve access to specialized industry equipment by adjusting

import requlations and establishing production centres

Improve access to finance conditions by establishing financing schemes
tailored to the creative industries

Strategic Objective 2:

Improve the role and capacity
of private sector associations

Strategic Objective 3:

Support skills development and
pursue market development
opportunities

J
Strengthen dialogue with the public sector to create clear mechanisms
through which industry needs are communicated
Strengthen existing sector associations to enhance local collaboration
and coordination, and expand international business networks
J
\\

Increase skills trainings and knowledge sharing to promote
youth engagement and quality standards

Promote priority product-client combinations by strengthening
their value chains and pursing export promotion activities

Source: 1TC, based on stakeholder consultations.

Strategic Objective 1: Establish
a favourable business environment
for sector development

Strategic Objective 1 is primarily directed at resolving
constraints in the business environment and supply side.
It emphasizes the stream of improvements needed to
create an environment that is conducive for growth and
for the stronger productive capacities that can sustain
business development. Based on this, the strategic ob-
jective is split into the three operational objectives:

1.1. This operational objective deals with increasing the
sector’'s prominence on policymaking by aligning
views at country level to adopt a national definition
of the sector and a commercial code classification
system for creative outputs. It seeks to legitimize

the sector by formalizing its scope, relevance within
policymaking and setting a system for determin-
ing its economic value. From this, it formulates a
data collection system that can adequately evalu-
ate sector performance on the island. Performance
studies can measure foreign exchange earnings,
job creation and other trade findings that can be
used to inform policy, business plans and marketing
strategies.

1.2. This operational objective draws in closer to resolve
supply-side issues by adjusting import regulations
and establishing production centres that can im-
prove access to industry equipment. Given the ex-
isting small-scale conditions in which services and
goods are produced, it aims to trigger stronger
productive capacities that can enable an increase
in quality, volume and product diversification.
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Improving customs procedures can also effect posi-
tive changes in the availability of equipment, as well
as smooth the procedures of foreign productions.

1.3. Establish financing schemes tailored to the sector's
needs by improving access to capital. Industry-
tailored schemes factor in small business con-
straints, a shortage of business development skills
and lenders’ risk aversion due to information gaps
on its economic value and potential.

Strategic Objective 2: Improve the role and
capacity of private sector associations

Strategic Objective 2 lays the foundation for institutional
strengthening that can empower the private sector to
become more organized, export oriented and capable
of retaining value in Curacgao. It targets forming strategic
alliances. Tighter partnerships can also facilitate com-
munication with other sector associations and industries,
both within the country and abroad. As a young sector,
its stakeholders must effectively work together to com-
pete internationally. Based on this, the strategic objec-
tive is split into two operational objectives:

2.1. This operational objective aims to strengthen
dialogue with the public sector to create clear
mechanisms through which industry needs are
communicated. This operational objective opens a
seat at the table for industry to present the sector’s
interests in public discourse. Through this strategy,
the sector can have an informed dialogue on its in-
terests and constraints. Under a common strategic
direction, it can advocate, engage and monitor solu-
tions affecting its performance, such as cross-cut-
ting issues addressed through the National Export
Council.

Strengthen existing sector associations to enhance
local collaboration and coordination and expand
international business networks. This objective

2.2.

Photo: ITC

confronts the need for a sector-wide association
or associations with the capacity to mobilize stake-
holders to organize as an independent sector that
can participate in activities such as public—private
discourse and international trade fairs.

Strategic Objective 3: Support skills
development and pursue market
development opportunities

Strategic Objective 3 observes the need to overcome
skills shortages, nurture human capital and raise the at-
tractiveness and level of professionalism before tack-
ling market entry constraints. Increased skills trainings
are the baseline for transformative changes in business
development. It builds on the momentum of an organ-
ized sector offering speciality bundles of selected prod-
ucts and services for target markets. It is also influenced
by marketing statements set forth by stakeholders dur-
ing consultations that position Curagao as centre to ac-
tivate entrepreneurship and realize creative potentials.
This strategic objective is achievable through two op-
erational objectives:

3.1. Increase skills trainings and knowledge sharing
to promote youth engagement and quality stand-
ards. This objective provides solutions to improve
the quality of skills and professionals in the sector,
as well as how they are perceived both locally and
internationally. Youth engagement is designed to
address development issues related to unstainable
jobs and planting the seed for future growth.

3.2. Promote priority product-client combinations by
strengthening their value chains and pursing ex-
port promotion activities. This objective counts on
the development of a sector brand and marketing
strategy for the creative industries that can be used
for trade promotion in various channels, including
trade fairs and CINEX programmes.



IMPLEMENTATION FRAMEWORK | 31

Implementation framework

Implementation of the strategy is essential. The NES was
developed as a comprehensive framework for Curacao’s
export development. The benefits deriving from this strat-
egy will depend entirely on the ability of Curagao’s gov-
ernment, institutions, and enterprises to implement the
strategy’s prioritized activities defined in the plan of ac-
tion. Therefore, only with a strong and credible commit-
ment, and coordinated and synchronized interventions
from the top of government down, can export develop-
ment drive positive change in the country.

To achieve the vision and objectives laid out in the NES,
it is essential that Curagao establishes an adequate gov-
ernance mechanism to coordinate NES implementation.
This should include thoughtful use of limited recours-
es, clearly assigned responsibilities for key implement-
ing agencies, and transparency on the progress of

Figure 13: The governance structure for implementation

implementation from both public institutions and private
sector organizations. Therefore, the key essential ele-
ments for strategic export development include:

= Planning and coordinated support of key implement-
ing agencies, especially from national planning and
budget departments;;

= QOrganizing public—private dialogues on emerg-
ing challenges and opportunities for sectoral growth;

= Engaging the private sector to support priority
interventions;;

= Tracking and reporting on implementation progress.

Figure 13 is a visual representation of the governance
structure for the implementation management of the
NES.

Policy level
Endorsement and guidance

Oversight level
Overall supervision

and resource allocation
Corrective

actions,
if required

Management level
Coordination, monitoring and
evaluation, and resource mobilization

Implementation level
Projects implemented in line
with NES priority activities

Projects implemented by national or

©
m
(2]

Cabinet of Ministers

Curagao Export Council

Specialized

subcommittees

CEC Secretariat

international organizations

Source: ITC.
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Curacao Export Council and Secretariat

The Curacao Export Council (CEC) is an independent
council tasked with supporting the implementation of
the NES. It provides the leadership and guidance nec-
essary to implement the strategy. The Curacao Export
Council acts in an advisory capacity to the Cabinet of
Ministers on matters relating to trade and competitive-
ness. Legislation establishing the CEC was passed in
June 2020, and the Council was launched in March
2021. The CEC has a number of critical roles, including:

= Coordinating implementation of the NES by the gov-
ernment, private sector organizations or other imple-
menting partners;

= |dentifying and recommending allocation of required
resources;

= Recommending to the Cabinet of Ministers policies
that support the implementation of the NES;;

= Monitoring and measuring implementation to ensure
that targets are being achieved, informing decision
makers regarding successes and challenges, and
taking corrective action where necessary ; and

= Revising and updating the NES so that it continues to
respond to the needs and long-term interests of the
business community.

For effective implementation, it is crucial that the CEC
secures broad and extensive political support. Such
support incentivizes collaboration and ensures that im-
plementation continues despite potential changes of
government. The CEC has legal backbone through leg-
islation, which ensures its stability, independence and
autonomy. Furthermore, the CEC has an official mandate
to coordinate, monitor and mobilize resources across
governmental institutions and agencies and private sec-
tor institutions.

The CEC is composed of an equal number of public
and private sector/civil society representatives. In ef-
fect, it brings together all decision makers who have a
bearing on international trade and competitiveness. It
is co-chaired by the Minister of Economic Development
and a rotating elected representative of the private sec-
tor, who jointly report to the Cabinet of Ministers twice a
year. It meets on a frequent and regular basis, at least
quarterly (but it is recommended to meet monthly un-
til it starts running smoothly). The CEC can set up ad
hoc task forces or specialized subcommittees to assist
it in its work.

To support the work of the Curagao Export Council, a
secretariat has been established within MEO. It is strong-
ly recommended that staff assigned to the secretariat
work on implementation management on a full-time ba-
sis. The success of the NES will depend heavily on the
coordination and communication emanating from the
secretariat. The core responsibilities of the CEC secre-
tariat are to:

= Prepare the CEC’s meetings and agenda, as well as
relevant supporting materials to allow effective debate
and decision-making;;

= Follow up on CEC resolutions and develop work
plans for their achievement;

= Prepare proposals, including budgets and plans of
action, for the implementation of NES activities ; and

= Collect information from implementing agencies,
track the progress of the strategy implementation,
and prepare regular reports for review by the CEC.

Private sector support and participation

The NES is ultimately designed to support the growth
and success of the private sector. The private sector
should benefit from implementation through, for exam-
ple, improved productive capacities, reduced costs
of doing business and facilitated administrative pro-
cedures. Therefore, it is essential that the private sec-
tor support and advocate for the implementation
of this strategy.

The establishment of a Curagao creative industries sec-
tor association (CISA) is central to the success of this
strategy. The government and the private sector should
work closely together to ensure such an association is
created and that it represents as many creative indus-
try professionals as possible. Such an association has

been given a leading role in many of the activities in the
plan of action, and thus a large part of this strategy is
dependent on the creation of a CISA.

During consultations, the private sector clearly ex-
pressed its willingness to contribute to implementation,
directly or in partnership with public institutions. These
commitments must be translated into tangible action.
The private sector’s practical knowledge of business op-
erations is essential to ensuring that the strategy’s activi-
ties are effectively targeted and implemented.



Sensitization of
implementing institutions
to build ownership

The key implementing institutions detailed in the PoA
need to be informed of the strategy’s content and the im-
plications for their own programming. This sensitization
is essential to building further ownership for the strategy.
Moreover, a thorough programming approach will permit
better resource allocation within the responsible agen-
cies. This allocation can be formalized by integrating the
strategy’s activity into the institution’s programme plan-
ning. Additionally, the funds should be allocated from
the national budget to support the activities assigned to
various responsible government agencies, which range
from capacity building to regulatory reform. Successful
NES implementation will rely on an annual planning and
budgeting exercise to assign resources.

Building awareness

The NES can only succeed with broad support from both
the government and the wider public. Therefore, imple-
menters should focus on engaging the media and social
networks to keep the wider public informed with regards
to implementation. Media interviews, round-table discus-
sions, and short talks can be a way to show progress
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and success stories throughout the five-year implemen-
tation period.

The private sector should also take an active role pro-
moting and supporting the NES through its many inter-
actions with industry stakeholders.

Financial resource mobilization

for implementation

While resource mobilization is only part of the solution, it
plays a crucial and indispensable role in supporting strat-
egy implementation. An integrated resource mobilization
plan should be elaborated as soon as the NES is adopt-
ed. Resource mobilization involves drafting project pro-
posals and then getting these projects funded. Resource
mobilization should leverage diverse sources of finance
to support implementation, including the use of nation-
al budgeting, the private sector, and development aid.

= National budgeting: The government will need to
validate a defined minimum budget support towards
the implementation of the different strategy compo-
nents of the NES, including the sector and function
strategies. This support for the strategy’s activities
will demonstrate the government’s commitment to
the initiatives.

= Private sector contributions and investments: The
strategy will only succeed with tangible private sector
support. Just as the government will need to support

implementation through national budgeting, sector
associations and individual businesses will also need
to contribute financial resources to implementation.

= Development aid: Public—private platforms, together
with the authorities, will have to capitalize on the sig-
nificant momentum gained as part of the strategy de-
sign process and leverage it for smooth and efficient
implementation. International development agencies
can use the strategy as the logical framework for
their programmes, as they will surely benefit from its
favourable conditions for operation (i.e. political en-
dorsement, private sector buy-in and improved col-
laboration with national institutions). The strategy’s
plan of action should serve the public—private plat-
forms as well as national institutions to improve com-
munication and facilitate the negotiation, planning,
coordination and evaluation of commitments made in
the context of development aid, in particular through
the development of programmes and project propos-
als aligned with the strategy’s priorities.
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Efficient planning and reporting

In order to obtain the results and achieve the targets
prioritized in the NES and sectoral strategies, it is cru-
cial to effectively plan, track and mobilize resources for
export development. An established secretariat within
MEQ, responsible for data collection from implement-
ing agencies and tracking the progress of the strategy
implementation, is only part of this. Each ministry should
not only be sensitized about the NES activities, but they
should also include relevant activities in their annual pro-
gramming and request funds from the national budget

for their implementation. Following this, they should re-
port to MEO on a regular basis regarding the progress
of the implementation of their NES activities. The secre-
tariat, in turn, should prepare regular reports for review
by the CEC. An annual budget-planning cycle should
be in place to get funds to support NES implementa-
tion. Ideally, in each agency, there should be a focal
point nominated to report on NES progress and chal-
lenges, and the officer from the planning department
should work closely with them and MEO.



Plan of action

The plan of action, structured according to the strategic and operational objectives, con-
tains the activities which will need to be executed in order to achieve the strategy’s vision.
For each activity, the plan of action specifies the following:

= Priority level: Priority 1 represents the highest level of importance and priority 3 the
lowest.

= Start/end dates: The expected time frame within which the activity will be achieved (note:
timeframes may be adjusted during implementation).

= Targets: Quantifiable targets that allow monitoring of the activity during implementation.

= | ead implementing partner: A single institution assigned primary responsibility for
implementation in order to increase accountability.

= Supporting implementing partners: Any institution involved at any stage of the activity’s
implementation.

= Possible funding sources: Financial or technical support identified during the beginning
of the implementation phase of the strategy.

| 35
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Annex I: List of participants in the public-private

consultations

Bas Nuissl|

Designation

Art director, business developer

Company or institution

Independent

Dave Mourion

Music producer

The Jingle Planet

David de Bruijne

Owner

David de Bruijne animations

Dennis Jilisen

Marketing consultant Independent

Derek Durgaram Owner/web designer Green Media

Dopie Keys Music producer Independent

Egon Sybrandy Marketing expert Independent
Eloise van Wickeren Film commissioner MEO

Emly Francisca Artist, researcher Independent
Evert Jan Boon Graphic designer Ejpeg
Fiona Curie Policymaker MEQO

Franklin Salgado Unknown Arawak Teatro

Gonneke van den Kieboom

Creative strategist/team leader

WOW! Innovation, marketing &
communication/Creative Industries

Strategy
Hans Hogenboom Art director Westontwerp
Hester Jonkhout Director and cinematographer CamRock
Joeri Oltheten Literary publisher Wintertuin
Joost Schrier Owner/web designer Bling Web Studio
Liz van de Laar Online marketing creative director Profound
Louis Martina Business manager Six & Ten Group
Luis Abreu Ladeira de Dean, Faculty of Engineering UoC, Faculty of Engineering
Monique Rafaela Director CITI
Monique Rosalina Art director Passaat design
Nathania Engelhardt Business manager Six & Ten Group
Niels Boven Film director Caribbean Legacy
Oscar Bor Music producer Independent
Randal Corsen Music producer Independent
Raygen Zuiverloon Event director Kaya Kaya
Raynel Martis Policy advisor MEO
Rowendy Arion Unknown Unknown
Samari Bariento Marketing manager TAO
Samuel Kruiner Export development consultant CINEX
Vanessa Toré Director, Foreign Economic MEO/NES

Cooperation/Navigator

Yanina Urbaez

Policy advisor

MEO
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Annex IlI: Inventory of sector support network

Policy support network

The Ministry of Economic Development (MEO): MEO
gives direction to the sustainable economic develop-
ment of Curacao to achieve a higher level of prosperity
for Curagao’s society. It plays an important role in creat-
ing a stimulating business environment and high-qual-
ity production by providing optimum services, working
on strengthening economic structure and responding
effectively to social and international developments.
Effectively, MEO has a leading role in establishing the
economic integrity of the creative industries sector, as
well introducing its export potential to international and
local audiences. Through its governmental directive, it
has the authority to initiate cross-sector collaboration
and provide specialized services for subsectors, as it
has done by setting up the Curagao Film Commissioner.
There are also existing plans exploring the launch of a
creative office and a music commissioner aimed at pri-
ority subsector growth. However, MEQO is limited in its
operational capacity, as there are only a few staff mem-
bers and resources available for sector development.

Trade support network

Bureau for Intellectual Property (BIP): BIP registers
trademarks and patents in Curagao for private persons
and domestic and foreign companies. It gives informa-
tion on copyright protection, takes care of trademark
registration, files for patent protection and promotes the
importance of protecting intellectual property. Despite
its potential to influence sector development, it lacks tai-
lored support and services to effectively raise awareness
of training and services in intellectual property protec-
tion for the creative industries. Due to a low operational
capacity, it is not able to offer more quality services and
mostly offers registration services without sufficient sup-
port of other types of procedures and information.

Curacao Chamber of Commerce & Industry (CoC): The
CoC represents the interests of the Curacao business
community, registers new businesses, and provides in-
formation and services to local and international com-
panies with an interest in doing business in Curacao.
CoC lacks tailored services to support creative sector
development, but has the potential to enhance the busi-
ness mentality of the creative sector by providing an in-
clusive outreach to creative industries microenterprises
and entrepreneurs.

The Ministry of Education, Science, Culture and Sport
(OWCS): OWCS is the government ministry responsible
for determining the policies and direction of the educa-
tion system in Curacao. It is committed to guarantee-
ing facilities to ensure that all residents of Curagao have
equal opportunities to fully develop and grow into fully-
fledged persons who can constructively build on their
potential and participate in and contribute to the com-
munity’s economic and general social development.
Although it is short in staff and resources appointed di-
rectly for the development of the creative industries as
an economic sector, the OWCS is influential in fostering
creative talent by offering after-school skills training pro-
grammes for youth and subsidizing cultural institutions.
Following its mandate, the OWCS can play an impor-
tant role in liaising creative industries curriculum devel-
opment between private sector and academia, creating
a bridge between creative talent and entrepreneurship,
and integrating Curacao’s culture into the branding of
the sector.

Curacao Film Office (CFO): The CFO is a mechanism
for promoting Curagao’s film industry. In its function
as a platform for the promotion and business growth
of international film productions, the CFO is a driving
force behind the sector’'s development. It is a member
of the Association of Film Commissioners International
(AFCI) and serves as a contact point for all produc-
tions that take place on Curacao. It is also an intermedi-
ary between foreign producers and government. It has
been influential in facilitating international business ex-
change, such as enabling special procedures with the
customs office and maintaining a database on eco-
nomic and cultural contributions to Curagao’s develop-
ment. Participation in trade fairs and events has also
led to increased exposure of locally produced films in
international festivals. The CFO maintains a high level
of commitment to its mandate, with plans to establish a
high-level training facility and remain actively engaged in
sector development. However, its operational capacity is
fairly weak, as it only has a one staff member available
to develop services and implement policy. It is financed
by MEO, without an independent budget and low levels
of financial resources available.
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Curagao Innovation & Technology Institute (CITI): CITI
encourages innovation and promotes the use of new
technologies for businesses in Curagao. It also supports
start-ups and runs incubation programmes. CITIl does
not have tailored services designed for the needs of cre-
ative start-ups, but remains an influential player with the
potential to lead in e-commerce development and entre-
preneurship support for the creative industries. Its scope
of work can enable more synergies between technology
and the creative industries, particularly in digital media.
As itis largely known to have a good level of operational
capacity and financial resources, it has the ability to up-
grade its programming to provide tailored services for
the sector. Lagging at the foreground of successful in-
cubation of businesses, it is an institution that stands to
benefit from more cross-sector collaboration.

Curacao Investment & Export Promotion Agency
(CINEX): CINEX is Curacao’s trade and investment pro-
motion body. It seeks to attract foreign direct investment,
as well as to promote and encourage the export of lo-
cal products and services in order to boost economic
development. Its focus is mainly on national large-scale
investments and it is not at the forefront of promoting the
creative industries. Although it has been responsible for
organizing the widely popular Smart Investment Summit,
it has not delivered any direct outcomes to increase in-
ternational trade from the creative industries. Largely due
to its limited operational capacity, CINEX is not an influ-
ential player to lead in the development of the creative
industries. However, it remains an important partner to
engage with as the sector levels into export readiness.

Business support network

Association of Musicians and Artists of Curagao
(Asosiashon di Musiko i Artista di Korsou, AMAK):
AMAK represents the interests of all musicians and
artists of Curagao. It is one of the few institutions with
a high level of influence in sector performance, mainly
due to its long-standing history as actively engaged ad-
vocates in the music industry. The association is also
well known for organizing the largest festival of local
music during carnival season. AMAK can continue to
play an influential role in sector development based
on its strong management capacity to mobilize and
maintain an actively engaged membership, plan large-
scale events and provide effective industry represen-
tation. However, the association can play a bigger role
in sector development by strengthening its capacity
as a business support organization that can offer new
services that extend from the local context into export-
oriented programming.

Software Industry Making Impact Abroad (SIMIA):
SIMIA is a new collaboration bringing tech indus-
try players under an association focused on export

Curacao Tourist Board (CTB): CTB is responsible for
marketing Curagao as a leisure and business destina-
tion. It seeks to coordinate planning, promotion and
management of tourism-related activities in Curagao.
The CTB plays a strong role in building Curacao’s na-
tional brand through destination marketing campaigns
such as ‘Feel it For Yourself’, which showcases cultural
and creative experiences. As the national authority for
destination marketing, it has the influence and network
to promote the creative sector. However, its promotion
of the creative industries has been mostly focused on
the cultural offer and will, therefore, need to be involved
in the process of building a sector identity and mar-
keting strategy that captures more subsectors of the
creative industries. It can also improve on the hiring of
local design services for its own marketing production.
Generally, CBT is regarded as a well-organized repre-
sentative of Curacao in international events, with suc-
cessful outcomes in boosting awareness of the country.
With a stable flow of financial resources and a strong
operational capacity, CBT has been attracting high-
potential markets for the creative industries, including
the meeting incentives, conferences and events (MICE)
segment, and effectively bringing in large film produc-
tions through cross-over collaborations with the CFO.
More public—private sector collaboration can have an
influential impact on export growth for the creative in-
dustries, as well as in rehabilitating tourism from the
CQOVID-19 collapse.

development of local technology applications and ser-
vices. It is mainly focused on the tech industry and has
not yet achieved successful export-oriented synergies
with the creative sector. Despite a low level of influence
on sector development, it remains as a potential part-
ner to foster industry collaborations between design
and technology.

UniArte: UniArte is a creative platform with a physical
space for local and international artists to collaborate,
complete a cultural exchange residency and build a pro-
fessional network. Its founder is a filmmaker, but has
acquired a diverse group of high-skilled professionals
with international experience to join the institution. It is
not focused on the creative sector’'s economic or export
development. Although it ranks low as an influential play-
er, UniArte has a valuable network of professionals that
can transmit technical knowledge of international trends
in the arts and business development in other markets.
Due to unreliable sources of revenue, mainly donations
and grants, it struggles to maintain physical space and
operational capacity.



Civil society network

Instituto Buena Bista (IBB): IBB is a preliminary train-
ing institute focused on painting and graphic arts skills
training for youth, with a focus on preparing students
to develop portfolios for admission into higher educa-
tion, which are mostly abroad. The IBB occasionally
collaborates with audiovisual media projects, such as
student-led productions of short films for the Curacao
International Film Festival Rotterdam. In the communi-
ty, it is recognized as a breeding ground for young tal-
ent. In spite of being a small-scale operation without a
direct influence in the economic or export development
of the creative industries, it does have a valuable profes-
sional network and access to training opportunities that
can bring benefits to the sector’s development process.

Mediaschool: Mediaschool is a foundation-level skills
training institution for students seeking to enter the field
of media production. The school mainly offers short-
term courses at a certificate level in order to prepare
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students to study abroad and/or enter into higher-level
training. It also offers some specialty training in pho-
tography. Because the school is not yet able to offer
higher skills training, it ranks low as an influential player
for the sector.

University of Curagao (UoC): The UoC is the state uni-
versity of Curagao. It is charged with providing students
with world-class education in a broad set of fields, in-
cluding engineering, business management, law and
economics. The university is a fundamental player for
the sector, as it is able to develop the technical and busi-
ness skills for some subsectors, mainly in architecture
and graphic design. It also has the capacity to prepare
students to present portfolios and skills for business
communication. However, there is a need to increase
its capacity to support more subsector specialties
and retain more students from needing to seek higher
education abroad.
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