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Clear for takeoff

The business model is successful
for a variety of reasons, but primarily because it can be very profitable.
The rates pawnbrokers can charge
are capped at 20% a month. No, that
isn’t a misprint—20% a month. That
means if you pawn an item today for
$100 and pick it up in 60 days, you
will need to come up with $140 to
recover your item.

A flurry of air-access and cruiseship
deals positions Puerto Rico for
regional leadership

BY FRANCES RYAN

frances@caribbeanbusinesspr.com

P

uerto Rico will turn Blue this
summer.
JetBlue, that is.
The airline has confirmed, during an exclusive interview with
CARIBBEAN BUSINESS, that it
will surpass American Airlines as
Puerto Rico’s No. 1 passenger carrier before the end of this summer
season, following what it expects
will be a 28% spike in business from
January to July 2011.
When it completes its local expansion, the airline will provide more
than 30 flights per day to some 11
stateside and international markets
from the island.
While the JetBlue revelation is the
biggest, it is but one of many.
A string of deals with new and existing airlines and cruiselines that
service the island is expected to increase visitor traffic to Puerto Rico

by an estimated 25% in the coming
years.
Joining JetBlue from the States is
AirTran, which also has confirmed a
notable increase in local flights.
Puerto Rico Department of Economic Development & Commerce
(DDEC by its Spanish initials) Secretary José R. Pérez-Riera, still celebrating the recent news of US Airways’ increase in flights to and from
Puerto Rico, told CARIBBEAN
BUSINESS that Delta is expected to
do the same in the coming months.
Southwest Airlines, for its part,
also has announced plans to fly to
Puerto Rico from key cities in the
States. And Pérez-Riera is moving in
on direct flights to Canada, namely
Toronto and Montreal.
From the Old Continent, England’s
British Airways plans a return to the
island later this year, while Germany’s
Condor airline will enter for the first
time, and new Spanish charter-airline
Economic Development Impulse of

NEW REGULATIONS CALLED
‘EXCESSIVE AND ONEROUS’
On Feb. 23, Law 24 was passed, repealing Law 138 of 1998, which previously regulated the industry. The
new law takes effect April 25 and
is known as the “Law to Regulate
the Business & Operations of Pawnbrokers.” This law aims to impose
stricter regulations for the registration and supervision of pawnbrokers.
In addition to registering with OCIF,
pawnshops also now must be registered with the Treasury Department
and comply with the requirements of
Law 18 of 1983, known as the “Law
Regulating the Purchase & Sale of
Precious Metals & Stones.”
All pawnshops currently licensed
and operating retain their current
licenses; however, at the time of
expiration, they must adhere to the
new renewal requirements. Under

the West (IDEO by its Spanish acronym) will begin direct flights from
Madrid and Barcelona in 2011 as
well, expanding Puerto Rico’s connections to the European market.
Not to be outdone, two Latin American airlines are expected to get in on
the Puerto Rico act, namely Aeroméxico and Colombia’s Avianca. DDEC
officials are also in talks to open direct
access to such Southern Cone destinations as Chile, Perú and Argentina.
“This increase in airlines and flights
will further establish and promote
Puerto Rico as the principal destination and hub in the Caribbean,”
Pérez-Riera said.

GROWTH FROM THE HIGH SEAS
Meanwhile, on the cruise front,
CARIBBEAN BUSINESS has confirmed that Royal Caribbean’s Oasis
of the Seas mega-cruiseline will dock
regularly at the Port of Ponce and the
Port of Mayagüez starting next year,
giving those regions a much-needed

tourism boost. (See related story on
page 4)
Separately, Azamara Cruises, a
high-end cruiseline, will call San
Juan home with arrivals scheduled
later this year.
In addition, as previously reported,
the long-anticipated arrival in San
Juan of the Disney Fantasy cruiseline will take place in 2012, catering to the region’s growing family
segment.
Disney’s 4,000-passenger ship will
offer weekly dockings, each pumping some $500,000 into the island’s
economy and providing a solid boost
to Puerto Rico’s $240 million cruiseship industry.
The new arrivals couldn’t have come
at a better time, as CARIBBEAN
BUSINESS has confirmed the departure of one smaller ship that had long
homeported in San Juan, Princess
Caribbean, and a cutback by Royal
Continued on next page
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the new law, operators must have
no less than $10,000 in assets, of
which no less than $5,000 must be
liquid, and have an adequate establishment from which to conduct
their business.
The application fee has been raised
from $150 to $1,000 and the performance-bond requirement has been
raised from $5,000 to $10,000. The
annual license-renewal fee also has
been raised from $100 to $1,000.
The maximum-allowable interest rates remain the same—5% for
the first five days, 10% for the first
10 days, 15% for the first 15 days
and 20% per month. If a borrower
doesn’t redeem their property by
paying the principal, interest and
storage fees within the predetermined time, the pawnbroker must
wait 30 days before selling the property. Additional limitations include
a prohibition on operating the business before 7 a.m. or after 7 p.m.
The new law has been harshly
criticized by many pawnbrokers,
including Carrión, who said, “The
new law imposes excessive and
onerous requirements on the industry that are discriminatory.”
The PBA will be challenging the
new law regulating the industry in
the U.S. District Court.
“The law is discriminatory against
an industry that fills a necessary void
in society,” Carrión said. 䡲
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Economic downturn is a
boon for pawnshops
188 brokers are registered with OCIF; volume grew 30%,
granting $30 million in loans between 2006 & 2009

BY ALEXANDER LÓPEZ

alopez@caribbeanbusinesspr.com

T

he economic downturn of the
past several years has been a
boon for one industry—pawnshops.
The business is regulated by the Financial Institutions Commissioner’s
Office (OCIF by its Spanish acronym), where all pawnshop owners
must register and file annual reports.
Prior to 2006, only 95 businesses
were registered to operate as pawnbrokers with OCIF. Since then, 137
new pawnbrokers have registered
with the office.
The pawnbroking industry also
has experienced a 30% rise in the
volume of loans it issued from 2006
to 2009, when it granted more than
$30 million in loans. The average
amount of a loan dropped from
$152 to $106 over the same time
period.
In an economic crisis, such as
Puerto Rico’s ongoing recession,
the pawnshop has become the lender

of last resort for people struggling
to pay their bills.
“About half of all items pawned
are never recovered,” said Josué
Carrión, owner of Oro Centro and
president of the local Pawnbroker’s
Association (PBA). “That gives the
shop a broad variety of inventory,
which it will soon be marketing online through its website.”
Proliferation of pawnshops in areas such as Bayamón, Caguas and
Santurce has forced owners to increase their advertising and promotional campaigns. Some shops have
lowered their rates on a permanent
basis to 10% a month, while others are offering limited promotions
of 0% for the first month. This may
seem like a good deal, but at the end
of the month, you still have to pay
back the principal.
There are currently 188 pawnbrokers registered with OCIF that
operate a total of 256 branches in
62 municipalities throughout the
island. Not surprisingly, San Juan

has the most pawnshops with 45, or
one for every 9,653 residents, while
Comerío has the most per capita
with one pawnshop for every 6,667
residents.
In the 1980s, no more than two
new pawnshops were registered per
year with OCIF. The ’90s saw its
peak growth in 1997 with the registration of nine pawnshops. Between
2000 and 2005, 43 new shops were
registered. From 2006 to 2010, more
than 122 shops were registered with
a peak of 36 registrations in 2009.

THE ABCS OF PAWNBROKING
A pawn is the simplest and oldest
form of banking. Simply stated, a
borrower takes an item of value to
a pawnshop. The pawnshop owner
keeps the item of value as collateral
for a specified period. The borrower
has the specified time to repay the
loan with interest. If the loan isn’t
repaid within the specified time, the
property is forfeited and can be sold
by the pawnshop owner.

Pawnbroking existed in the ancient Greek and Roman empires.
Likewise, in the East, the business
model existed in China 3,000 years
ago. In Puerto Rico, the recent proliferation of pawnshops has been accompanied by expanded service offerings. Most pawnshops traditionally engage primarily in accepting
gold and jewelry. However, many
shops are now accepting a broad array of items.
“Our stores accept almost anything of value—including jewelry,
electronics, tools, musical instruments, motorcycles and even cars,”
Carrión said.
In addition, some shops are opening cybercafés, like the recently inaugurated Oro Centro at the Ponce
bypass, which received a large gathering of clients last week.
“I believe the strong acceptance
was due to the need for this type of
service in the area,” Carrión said.
Continued on next page

Caribbean’s Serenade of the Seas,
which will now homeport only during the busy winter season.
In addition to welcoming a new
home-port ship and two new-generation mega-cruiselines, CARIBBEAN
BUSINESS learned that as many as
four cruiseships will be making regular in-transit stops in Puerto Rico
starting this year.
New arrivals include the Celebrity
Eclipse (2,850 passengers), MS
Nieuw Amsterdam (2,106 passengers), MSC Magnifica (2,518 passengers) and Silversea Spirit (540
passengers).
The new cruise activity is greater
than the estimated $50 million lost
from the Princess and Serenade pullback, when calculating the average
per-passenger spending on the island
during in-transit visits ($69.74) and
home-port stays ($159.33).
The new cruise activity should contribute $88.7 million to $100 million
to the local economy.
That is just passenger expenditures. Home-port ships have an additional economic impact on the local economy through locally sourced
provisioning.
“For the first time in four years,
thanks to the combination of better relationships with the cruiseship
industry, improvements to the ports
area and negotiations with cruiselines, we have seen a 34% increase
in home-port passengers,” said Jaime
López Díaz, DDEC’s chief development officer.
The goal for 2011 is to increase
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transit visits by 13% for the first time
in five years.
This means that through 2011, total
visits are expected to grow by 8%,
which is the first overall industry increase in five years. Puerto Rico currently occupies the eighth position
among the top-15 Caribbean itineraries for visiting cruiseships and is fifth
among regional ports.

INCENTIVES FEAST
DDEC’s Pérez-Riera expects a net
gain as well from the new air routes,
which have been achieved in large
measure from an incentives boost
promoted by his agency.
“Within the next three months,
Puerto Rico will welcome three inaugural flights from top mainland-U.S.
markets. This has been possible in
great part to the Puerto Rico Tourism
Co.’s [PRTC] co-op marketing program for existing airlines to promote
services to Puerto Rico,” confirmed
PRTC Executive Director Mario
González Lafuente.
In addition to funding for co-op
marketing for airlines already serving the local market, the PRTC also
has been fundamental in creating an
incentive fund to promote regional
services to and from Puerto Rico’s
main island as well as Vieques and
Culebra, he added.
Year-to-date, PRTC has invested
$15 million in these incentives, $10
million for our connections and $5
million to attract new cruiseships.
“The incentive’s objective is to increase the load factors and yields of
the services, and is limited to airlines

with aircrafts that have fewer than 50
seats. The total qualifying incentive
amount will be distributed as follows:
80% outside Puerto Rico (mainland
U.S., Canada, Europe, Latin America
and the Caribbean) and 20% inside
Puerto Rico, stimulating outbound
local demand,” González Lafuente
explained.
Each airline must match 20% of this
investment, either in barter (tickets,
onboard efforts or ticket discounts
for event co-sponsorship) or matching-dollar funding, depending on the
terms of the agreed collaboration, the
PRTC executive explained.
He noted such efforts as featuring Puerto Rico in top-destination
packages sold by JetBlue through
its Getaways program have further
enhanced promotional efforts.
Nine airlines currently help maintain Puerto Rico’s 63 daily round-trip
flights and 20 nonstop destinations to
top U.S.-mainland markets. Of the
nine airlines actively working the
Puerto Rico market, five are network/
legacy carriers while four are lowcost carriers. Over one-third of visitors who come to Puerto Rico travel
on low-cost carriers.
One stateside airline, AirTran, has
pledged its commitment to the local market with the addition of two
new routes to Tampa and Baltimore
with two daily flights each. The airline is awaiting federal approval for
its merger with Southwest Airlines,
which the local government has been
courting for years.

“We are currently in contract negotiations with Delta for this year as
well,” López Díaz expressed.

TO EUROPE
“We have gone from one flight to
Europe [Spain] to five airlines scheduled with weekly flights in a matter of
six months,” López Díaz added.
It has been neither easy nor cheap.
New European routes will cost
Puerto Rico upward of $5 million
in incentives, co-op marketing efforts and other initiatives.
Perhaps just in time to attend the
royal wedding of Prince William and
Kate Middleton, British Airways
will launch its inaugural flight to
Puerto Rico March 28, with plans
to add two weekly flights on a yearround operation.
“This is such an important addition to Puerto Rico’s airline roster,”
Pérez-Riera said. “Based on market
projections, the new service potentially will bring Puerto Rico more than
10,000 passengers a year. The new
flight will have full connectivity with
Iberia and American Airlines through
the OneWorld Alliance and definitely
will help induce higher demand on
Virgin Atlantic Airlines’ flights already serving the local market.”
Then there is Germany’s Condor
Flugdienst airline (Condor), which
begins serving the Puerto Rico market by year’s end, with direct flights
from its base at Frankfurt Airport.
Continued on page 18
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“Condor’s plans are for two weekly
flights of 270 seats each. That represents approximately 14,000 visitors
a year and an economic impact of
more than $9 million for the island,”
Pérez-Riera said.
Condor operates scheduled leisure flights to the Mediterranean,
Asia, Africa, North America and the
Caribbean. In addition to its main
base at Frankfurt Airport (where all
long-haul flights depart), its secondary bases for Mediterranean flights
are Munich, Hamburg, Düsseldorf
International, Stuttgart and Berlin’s
Schönefeld airports.
Spain also features high on the local agenda. In addition to Iberia’s existing service and connecting flights
from other legacy carriers, Puerto
Rico will expand its service from
that main European gateway through

JetBlue
flying
high in
Puerto Rico

BY FRANCES RYAN

frances@caribbeanbusinesspr.com

T

he local government isn’t
the only one celebrating the
expansion of JetBlue on the island. So is JetBlue itself.
“We are very excited with the
growth and support we see in
the Puerto Rico market,” Dave
Clark, director of route planning
at JetBlue Airways said during
an exclusive interview with
CARIBBEAN BUSINESS.
“We have received a tremendous response from the island
and, as we become Puerto Rico’s largest carrier this summer, we are thrilled to continue
providing more flights with the
great fares and award-winning
service our customers have
come to expect from us,” Clark
added, noting JetBlue will be
No. 1 in ASMs (available seat
miles) by June 2011 and the
leader in total number of seats
by July.
JetBlue has put Puerto Rico
front and center on its expansion plans within the mainland
U.S. as well as Latin America
and the Caribbean, added Mateo Lleras, manager of communications for JetBlue’s Latin
America and the Caribbean.
“Over the past year, we have

announced new service to Tampa and Jacksonville [both in
Florida] from San Juan and increased frequency from Boston
to San Juan just in time for the
2011 summer season. Likewise,
the Dominican Republic route
will be increased in frequency,”
Lleras said.
The most significant expansion thus far from JetBlue
comes from the San Juan-New
York (JFK) route, which will
double to eight daily flights before the summer.
As the airline grows, JetBlue
executives are evaluating options to expand its presence
at Luis Muñoz Marín International Airport, either at its
existing location or with new
counter space at the new airport
terminal.
“We expect to announce such
plans this summer,” Lleras said.
“Our Puerto Rico expansion is
tied closely to our expansion
into Europe and Latin America.
We are leveraging our leadership position in the New YorkJFK airport with strategic alliances with other airlines.”
Such is the case with LAN
Chile, South African Airways,
Emirates, American Airlines,
Air Lingus (Ireland) and Lufthansa. 䡲

Internationally, five foreign airlines service eight international
destinations from Puerto Rico, including Air Canada, Iberia, Virgin
Atlantic, Copa Airlines (Compañía
Panameña de Aviación SA) and
InselAir International B.V.
Two U.S. airlines, American and
JetBlue, provide international connectivity through their mainland hubs. In
addition, there are 51 jet flights taking
off from Puerto Rico every week.

TO LATIN AMERICA
Also in the development pipeline
are Latin America, México and
Colombia, markets with extensive
tourism and trade relationships with
Puerto Rico.
Although DDEC officials are keeping a tight lid on ongoing negotiations with Latin American carriers,
CARIBBEAN BUSINESS learned

“This increase in airlines and flights will
further establish and promote Puerto Rico
as the principal destination and hub in the
Caribbean.”
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New Triple-S campaign includes cutting-edge technology, integrated agenda
BY ANGELA VARGAS

U

nder the slogan “Triple-S tiene todo para protegerte,” (Triple-S has everything to protect
you), the insurance company has launched an
innovative campaign that addresses all products
Triple-S Group offers in health, life and property
insurance.
“Usually, people automatically equate Triple-S
with health, but we are so much more than that,”
said Ramón Ruiz Comas, president & CEO of
Triple-S Management. “This campaign is the result of an evolution of all the work we have done
through the years. The integrated campaign lets
people in on our entire catalog; we are the group
that takes care of you from the moment you are
born and all throughout your life.”
This commitment of protecting its insured is
echoed through the many features that distinguish Triple-S from its competitors. “Our service,

accessibility and integration set us apart from the
rest,” Ruiz Comas said. “Now, more than ever, we
are completely accessible to our island’s youth.
We have billboards, TV ads and posters in place
in a number of hospitals and medical offices, and
QR codes, which are designed for a new dawn of
technology headed by smartphones.”
QR codes are a type of barcode that is placed
in all advertising outlets which allow your smartphone to scan, recognize and automatically redirect you to a webpage where all services are
identified and explained. All that is needed to
access this novelty is to download an application
that authorizes the scanning process.
Moreover, with the past campaign “Triple-S soy
yo, Triple-S somos todos,” (I am Triple-S, We are
all Triple-S) the company has internally organized all three subsidiaries to be fully integrated,
making it possible to access all information on
the company’s offering. In this way, employees

—José R. Pérez-Riera,
Puerto Rico Economic Development & Commerce Department secretary

the addition of the nonprofit IDEO, a
charter service with direct flights to
and from Barcelona and Madrid.
“IDEO charter flights are scheduled to begin April 2 with weekly
flights into Aguadilla’s regional airport, which will represent a major
boost to the economy of the island’s
western region,” said airline-industry
veteran Kike Cruz, who championed
the negotiations for the new Puerto
Rico charter.
This charter, which was promoted
to the tune of $2 million in PRTC incentives, already has posted its travel
offers online.
“Germany is one of the top-three
gateway markets in Europe, while
British Airways and the IDEO charter flights out of Spain will expand
our offer to those two countries by
helping induce additional traffic for
Virgin Atlantic and Iberia, which
already travel to Puerto Rico,”
González Lafuente added.
“From a competitive standpoint,
instead of trying to reach many
European cities, we are focusing on
three main markets: Spain, England
and Germany.”

Aeroméxico and Avianca have expressed interest in serving nonstop
routes to San Juan from México and
Colombia, respectively.
“We are also in preliminary conversations with other airlines serving these South American countries
to establish direct connections with
the most-frequented cities,” PérezRiera said.
Beyond the tourism value that both
Latin American destinations would
add to Puerto Rico’s airline portfolio, both markets represent additional
trade- and commerce-development
opportunities for the island.
Trade between Puerto Rico and
Colombia currently approaches $300
million, while México represents
$518 million in trade relations with
Puerto Rico.

TO THE CARIBBEAN
Regional connections throughout
the Caribbean also are being strengthened. Last December, Seaborne
Airlines announced its daily service from the Luis Muñoz Marín
International Airport to Vieques and
Continued on next page

Ramón Ruiz Comas, president & CEO
of Triple-S Management

from Triple-S’ every sector are informed on all
products or, at the very least, on how to get the
appropriate information to potential clients.
Some of the services listed are group & individual coverage, car & home insurance, funerary
insurance, life & cancer insurance and others.
“We are striving for uniformity all under the
umbrella of Triple-S Management, which is our
parent company, to bring to the public eye all that
is Triple-S, even for people to get their bearings
as to what coverage is most cost-effective for
them in these uncertain economic times,” Ruiz
Comas continued.
“We are nurturing all our customers’ needs,
serving the public as a whole but also taking that
message: ‘We not only are health, we are health,
life and property,’ and all these companies are
backed by the stronghold that is the Triple-S
Group,” Ruiz Comas stated. “We are one of the
chief companies established on the island, which
in turn sends out our message: ‘Triple-S is here
to do business for a long time and we will tend
to everything our clients need,’” Ruiz Comas
said. 䡲
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Aon Hewitt and its global network are supporting island’s market trends
BY ANGELA VARGAS

A

on Hewitt understands the
trends driving the local marketplace, and what the company
offers is unique in Puerto Rico: a
one-stop shop for all of a company’s
human-capital, risk-management,
insurance-brokerage and property
& public-responsibility solutions.
Due in part to changing labor conditions and tough economic times,
Aon Hewitt Puerto Rico has recently
been aiding a new phenomenon: the
transfer of a company’s operations
to another country.
“We are at a historical time where
a lot of local enterprises are looking
outside of Puerto Rico, especially
to Latin America, to re-establish
themselves as a company, and we

are instrumental to ease that transition,” said Eduardo Martí, CCO &
vice president of Aon Puerto Rico.
Aon, a global leader in risk-management services, insurance brokerage, reinsurance and human-capital
consulting services, not too long ago
merged with Hewitt, also globally
known for its expert solutions in consulting and human-capital outsourcing, as reported by CARIBBEAN
BUSINESS. (CB Jan. 27)
“With this consolidation, the
spectrum of services we now offer our clients is truly spectacular,”
Martí stated. “The merger has been
smooth sailing, we have been able
to integrate personnel and services,
in fact, things that usually take six
or seven months, we have been
able to do in three, and all in an

Iván Méndez, CEO & president
of Aon Hewitt

Eduardo Martí, CCO &
vice president of Aon Hewitt

organized manner. In the next 30
days, our companies should be fully
merged.”
It turns out this merger is a godsend to the relocating trend in Puerto Rico. “With our global presence,
any business from any industry can
use us as a bridge or as a facilitator
to move off the island, and we can
assist them with all types of risks,
labor solutions, employee benefits
and compensations, and the list goes
on,” he said.
Aon Hewitt P.R. also can assist
with an employee’s fulfillment of
state and federal laws, with costcontainment strategies, in the design of a benefits’ structure and
with health programs by employing surveys, consulting, market
analysis, employee-communication
strategies, auditing and comparative
studies by industry.
“The reception we have gotten so
far has been very good. We have
clients who successfully relocated
to Panamá, Costa Rica, Chile and a
number of other Central American
countries; it has been a very rewarding experience,” Martí said.
Under the Aon Corp. banner, there
are three branches that offer these
services: AonRisk Solutions, which
offers insurance brokerage, captivecompany management, personal
risk and all insurance-brokerage
services; Aon Hewitt, which is a human-capital consulting division that
takes care of a company’s employee

benefits, compensation, humanresources services and consulting,
among others; and Aon Benfield,
the only reinsurance division on
the island that offers reinsurance
contracts, financial consulting and
all types of technical and analytical
assistance.
Aon works with your company so
you can be readily insured against all
commercial and personal contingencies, or risks, that can threaten all the
hard work a company is built on.
“I always tell small, midsize and
even large enterprises, especially
those that are family-owned, those
that have second or third generations
at the helm, that have been successful and maybe see insurance coverage as a necessary evil, I tell them
‘you have reached this point with a
lot of people’s blood, sweat, tears
and sacrifice, and to maybe save
some money and not pay what it
costs to manage those risks you are
putting generations’ work in harm’s
way,’” Martí said assuredly. “The
moment you ignore or circumvent
risks is the moment you put your
company at risk.”
With 190 employees in Puerto
Rico and a global presence in 120
countries around the world, Aon
Hewitt provides enterprises access
to all local and international markets, solid relationships with insurance companies and the stronghold
of having an insurance broker with
global leadership at their side. 䡲

St. Croix and St. Thomas.
“This is beneficial, especially for
visitors traveling to Vieques, since
it provides them better connectivity when they arrive on major U.S.
airlines to our international airport,”
López Díaz noted.
Puerto Rico is still by far the best
connection to the Caribbean, with
104 daily nonstop flights to 26
Caribbean destinations. Six regional
airlines, including American Eagle
(34 daily flights, 64-seat ATR72 aircraft) and Cape Air (45 daily flights,
9-seat Cessna 402 aircraft), service
the regional market.
Other regional airlines include Air
Sunshine, LIAT (Leeward Islands
Air Transport), Tradewide and
Vensecar.

FLYING IN STYLE
Pérez-Riera, a pilot himself, has
his sights set on the growing privateaviation segment in Puerto Rico and
its high-net-worth customers.
Puerto Rico will participate in
major tradeshows, advertise in specialized media and work with top
industry representatives, many of
whom are renowned celebrities, including John Travolta, Tom Cruise
and others.
There are more than 220,000 private
aircraft in the U.S. According to industry estimates, the average weekly
spending per private aircraft when visiting a destination is more than $8,000
just to maintain the equipment, not
including personal expenditures by
pilots and their guests.
“These folks travel with a very different mentality, making their own
schedules and visiting those hotels
and destinations that fit their lifestyle.
Puerto Rico has a lot to offer to this
very powerful group of people: the
destination’s great diversity, beautiful beaches, world-class gastronomy,
rich cultural heritage and the security
of being under the U.S. flag,” PérezRiera expressed. “It is a natural and
very profitable market segment for
Puerto Rico.”

AIRLIFT, AIRLIFT AND MORE
AIRLIFT

As the premier airline hub in the
region, Puerto Rico is served by six
commercial airports and receives 8.3
million annual visitors.
Internationally, the island offers
Continued on page 20

Puerto Rico faces homeporting
competition for cruiseships
Industry experts highlight need for better synchronicity between air routes and
cruise schedules; travel agents concerned about departure of two cruiseships
BY FRANCES RYAN

frances@caribbeanbusinesspr.com

T

he departure of Serenade of the Seas and Princess
Caribbean cruiseships next year may have been
replaced and surpassed by new lines, but not everyone
is celebrating, as the exit may mean troubled waters
for some local travel agents.
“For local travel agents, who depend almost entirely
on selling cruise packages and other travel services
to local customers, the departure of these ships will
be damaging because
they represent two of
the three most popular cruiseships for
Puerto Ricans,” explained Daphne Barbeito, president of the
Puerto Rico Chapter
of the American Society of Travel Agents
(ASTA).
From a business perspective, Raúl Candelario, longtime executive director of the
House Treasury Committee and a veteran
of the cruise industry,
agrees the departure
of any cruiseship is
“never a good thing,
but efforts underway
will guarantee Puerto
Rico a net gain between new cruise
activity and the two
ships that are departing.”
Barbeito, though, is quick to point out that the departure does represent a reduction in the number of ships
homeporting in San Juan, which has an even deeper
adverse economic impact on the local economy.
Homeporting, the ASTA executive noted, “is essential to maintain the local travel industry, which
has become the fastest-growing group of cruise customers in the region. Homeporting also generates
greater economic activity through their longer stays
and provisioning from local suppliers.”
On the plus side, she added, “contrary to previous
pullbacks by companies, like American Airlines’ sudden departure, the local industry will have about a
year to prepare for the exit of these two cruiseships,
the arrival of new products and the opportunity to

diversify the local business by offering new cruises
and destinations.”
Candelario said homeporting activity in the region
declined following 9/11, while other ports have entered the picture to compete with Puerto Rico.
“Several home-port facilities have sprung up since,
like New Orleans, the expansion of Jacksonville,
[Fla.,] and to the south, Brazil and Colombia are new
to the game with their own home ports. Certain Caribbean destinations have continued to grow as well, like
the Dominican Republic and St. Martin. This has an

impact on the overall number of people who travel
to Puerto Rico to depart on a cruiseship, since they
have more options closer to home,” he said.
“We need to recognize all the destinations in exciting
places, such as Eastern Europe, South America and
Africa, that are offering cruiseships nowadays. The
playing field is more crowded than ever before.”
At the same time, Barbeito continued, there is a
need to create greater synergies between airlift and
local cruiseship offers.
“Right now, there is an increase in airlift to Puerto
Rico, which is excellent for the local tourism industry, but not all the airlift is in sync with the departures of cruiseships from San Juan, which is essential to keep the industry—specifically home-port
activity—growing.”䡲
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the most nonstop flights to leading
Caribbean destinations.
Still, López Díaz is first to admit
that efforts to expand airlift must
continue vigorously, particularly
focused on mainland-U.S. markets
that deliver 80% of the total visitors
who come to Puerto Rico.
“In addition to new routes, increased
frequency of existing routes, as we
have achieved with US Airways, is
just as important,” Pérez-Riera expressed. “Since January, every single
airline in the market has increased its
frequency to their top cities.”
American, soon to be the island’s
second-largest passenger airline, is
committed for now to maintain a
respectable presence in the market,
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with an average 63 daily flights from activity has further strengthened
20 major U.S. cities.
Puerto Rico’s leadership as the transportation hub of the Caribbean, the
INTEGRATION
latter being one of the top-three mostPérez-Riera credits these results popular destinations in the world with
to “managing air and maritime ac- 35 million travelers and 15 million
cess with an integrated approach cruise passengers every year.
while giving it top-priority status in
The cruise industry, despite ups
Puerto Rico’s economic-development and downs in recent years, continefforts.”
ues to yield top benefits for the isThe integrated approach “enables land economy, to the tune of $240
us to implement strategies that lever- million, while helping support 5,000
age our limited resources by integrat- jobs. Puerto Rico has a year-round
ing tourism, commerce, our Rums of cruiseship market, with high season
Puerto Rico platform and other activ- beginning in November and ending
ities like filmmaking and entertain- in April.
“In addition to the cruiseship pasment,” the DDEC secretary added
during an exclusive CARIBBEAN sengers who energize our local tourism industry, their extended stay has
BUSINESS interview.
This bevy of new air-maritime tremendous economic impact on other

sectors, such as commerce. Last year,
cruiseship provisioning amounted to
$16 million while cruiseship-passenger expenditures in San Juan alone
had an economic impact of more than
$180 million,” López Díaz said.
For González Lafuente, the cruiseship industry is vital to the local
economy and a main economic driver
within the Caribbean region.
Puerto Rico, he said, receives more
than 1.2 million cruise passengers
yearly at its ports in San Juan, Ponce
and Mayagüez.
In addition to welcoming a new
home-port ship and two new-generation mega-cruiselines, as many
as four cruiseships will be making
regular in-transit stops in Puerto
Rico starting this year. 䡲

Reliability
Our successful path has earned us both domestic and international recognition as a leading professional and trustworthy
insurance intermediary, capable of performing at global standards of excellence. We enjoy excellent relationships and
credibility with the most prominent property and casualty insurance markets in Puerto Rico as well as in the continental United
States and in European markets. Vidal & Rodriguez, Inc. is also a Lloyd’s of London correspondent broker in Puerto Rico.

“Is your insurance
broker as reliable
as mine?”

‘Spectacular comeback’ hailed by cruise-industry leader

BY FRANCES RYAN

frances@caribbeanbusinesspr.com

M

ichelle Paige, president of the Florida
Caribbean Cruise Association (FCCA),
highlighted the speed with which Puerto Rico
has come back from the recent downturn in its
cruise business.
“I haven’t seen such a spectacular comeback
from any destination in years,” referring to Puerto
Rico’s relationship with Royal Caribbean and
Carnival, which had gone sour over two major
lawsuits.
“The government of Puerto Rico has done a
phenomenal job addressing past situations that
were keeping the island off many of the new

Caribbean routes and from participating in new
industry products. I think it is extremely important
for all members of the industry, and the people
of Puerto Rico, to understand how important this
effort is, and take advantage of it to get Puerto
Rico back in the game,” Paige stressed.
The first was a $17 million lawsuit filed by
Royal Caribbean for money it was owed related
to the construction of San Juan’s Pier 3. A second
claim was lodged against the government by
Carnival. Both cases were settled out of court
last year.
Another indicator of smoother sailing ahead for
the island’s cruise industry is that key players—
namely the Tourism Co., the Ports Authority,
Royal Caribbean and the Puerto Rico Economic

Development & Commerce Department—are
finally onboard regarding upgrades to Pier 3,
which are needed to allow the next generation
of 6,000-passenger cruiseships to dock in the
Port of San Juan.
Chief among those changes, the Ports Authority
facilitated the removal of the public art sculpture
on Pier 3 that impeded the new mega-cruiseliners
from docking in Puerto Rico.
Meanwhile, Raúl Candelario, longtime
executive director of the House Treasury
Committee and a veteran of the cruise industry
who has championed the revision and renewal
of the local cruise incentives law, said that has
been vital in attracting new cruiseship activity
to the island.
“Puerto Rico has the best cruiseship incentives
in the region. In fact, FCCA has modeled its
efforts in other countries after our incentives law.
In addition to the changing nature of the cruise
industry around the world, we also need to exert
an even more proactive role as the main port of
the Caribbean, which is considered a destination
onto itself,” he said.
The FCCA will celebrate its annual conference
in Puerto Rico in October. It will build on
momentum from the International Destination
Expo, the premier annual event of ASTA’s
destination expo, also taking place in Puerto
Rico during mid-April.
The FCCA conference will gather more than
1,500 participants, including decisionmakers
from 15 of the world’s top cruiseline companies,
which also are members of the FCCA. The
combined economic impact of both industry
conferences is estimated at $6 million with 6,100
room-nights. 䡲
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