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BY CYNTHIA COLÓN

This year has been tough for ev-
erybody and what better way to re-
lax than by getting a top-notch spa 
treatment at Zen Spa. The beauty 
and personal care company has a 
wide variety of treatments for ev-
eryone in the family, with its eight 
brands, Zen Spa; Olas Spa, located 
in the Caribe Hilton hotel; Zen Tan-
ning Studio; Zendera, a collection 
of more than 15 trademark prod-
ucts; Zen Spa Too, a spa for teens 
and tweens; Spaliscious, dedicated 
to bodycare products; Spassport, a 
gift alternative that allows custom-
ers to experience an outstanding spa 
visit at Zen Spa, Zen Spa Retreat 
and Olas Spa; Zen Spa Retreat, and 
its latest addition in the Sheraton 
Puerto Rico Convention Center 
Hotel & Casino.

Zen Spa is headed my Ibis Cintrón 
with the help of her two children 
Michelle Arce and Dennis Arce.  
They have developed an innova-
tive and unique concept of beauty 
and personal care in the most serene 
environment, all under one roof.

“Zen Spa has a new holiday cam-
paign called ‘Don’t Worry, Be Spa 
Happy!’” said Michelle Arce, new 
business & marketing director for 
Zen Spa. “This is the fi rst time we 
have used the same message, in 
English, for all our shops and we 
went very basic this year because it 
just made sense.”

Arce explains that at Zen Spa and 
Zen Retreat treatments are available 
that are innovative and sound very 
tasty. When customers buy a spa 
gift certifi cate, they will receive the 
company’s exclusive tea for free. 
The featured holiday offerings are 
Happy Mojito, Happy Berry, Hap-
py Chai, Happy Minty and Happy 
Sangría.

“These tea offerings are exclusive 
for the holidays. Our daily line of 
teas is more spa-related, such as 
chill-out, unwind, renew, passion, 
alive and restore. Our teas are made 
locally,” Arce said. “With these new 
treatments, clients receive a choice 
of tea and depending which one they 
choose, that is what their treatment 
will be based on. If you choose mint, 
then your treatment will be given 
with mint products.”

Aligned with the spa treatments 
and tea collection are candles. Two 
weeks ago, Zen Spa launched a full 
line of six soy-aroma spa candles 
to its Zendera Collection. The col-
lection includes footcare, bath salts 
and essential aromatherapy oils. In 

addition, Zen Spa has a nail-color 
collection of more than 65 color pal-
ettes and seasonal changes.

Arce said that for 2011, the com-
pany plans to offer rosemary mint, 
lemon sage, eucalyptus and lemon-
grass for its body products, includ-
ing massage oils, body scrubs, bath 
gels and lotions, which are its best 
sellers.

“Our Zendera Collection has been 
a big success for our company. We 
do extremely well when it comes to 
sales,” Arce said.

She added the company has an X-
Mas Shop and RelajaTé Tea Lounge 
in Plaza Las Américas for the holi-
days, where its products will be sold 
until Valentine’s Day. In addition, 
Zen Spa in Condado will be open 
9 a.m. to 1 p.m. Dec. 25 for last-
minute shoppers. �

Don’t worry, be spa happy at Zen Spa

Michelle Arce, new business & marketing director and Dennis Arce, 
wellness & training director for Zen Spa
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BY FRANCES RYAN
frances@caribbeanbusinesspr.com

Making Puerto Rico a more ac-
cessible destination for tour-

ists, business travelers and prospec-
tive investors alike is the mission 
of the island’s Chief Development 
Offi cer Jaime López Díaz, who oc-
cupies a new post established under 
the Economic Development & Com-
merce (EDC) umbrella department.

Managing air and maritime ac-
cess with an integrated approach is 
one of the EDC’s new economic-

development priorities, and the most 
important strategic change within 
the umbrella department since it 
was created in 1994. Until now, air 
and maritime development were un-
der the oversight of the Puerto Rico 
Tourism Co. (PRTC), one of the 
seven economic development agen-
cies under the EDC, whose agency 
cluster also includes the Puerto Rico 
Industrial Co. (Pridco), Puerto Rico 
Film Commission, Puerto Rico 
Trade Co., Land Administration, 
Energy Affairs Administration and 
Port of the Americas. 

“This change enables us to imple-
ment strategies that leverage our lim-
ited resources by integrating tourism, 
commerce and other activities like 
fi lmmaking,” explained Economic 
Development Secretary José Pérez-
Riera during an exclusive interview 
with CARIBBEAN BUSINESS.

Currently, the Caribbean ranks 
among the top three most popular 
destinations in the world, according 
to Smith Travel Research—the tour-
ism industry’s leading source for ho-
tel occupancy tracking and research 
worldwide—welcoming more than 

35 million travelers and 15 million 
cruise passengers every year (CB 
Nov. 4, 2010). 

Despite a couple of years of bumpy 
rides for American Airlines’ opera-
tions in Puerto Rico, resulting in 
the reduction of more than 50% 
of its daily fl ights, the island still 
remains the best airline-accessi-
ble location in the region, with 63 
daily fl ights from 20 major U.S. 
cities. Internationally, Puerto Rico 
has the most nonstop fl ights to top 

Continued on next page 

Island to increase fl ight frequency; add 12 U.S. & international markets 
and four cruiselines over next 12-24 months. Avianca, Aero México, 

Lufthansa mull over Puerto Rico routes; world’s largest cruiseships Oasis 
of the Seas and Allure of the Seas on the horizon.  

Economic incentives secure new airlines 
and cruiselines for Puerto Rico
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international destinations within 
the Caribbean, with direct access to 
Madrid, Toronto, London, Panama 
and Caracas. 

Neither have the past three years 
been smooth sailing for the local 
cruiseship sector, which posted a 
frightening 260,000-passenger drop 
at the beginning of 2009. However, 
it began to show signs of recovery 
toward the end of this year’s sum-
mer season and still supports close 
to 5,000 jobs and pours over $240 
million into the local economy every 
year. 

If all goes according to plan, the 
EDC’s new air and maritime initia-
tives will expand the presence of 
U.S. network carriers on the island 
by adding at least one major U.S. 
airline and additional low-cost car-
rier services into unserved U.S.-P.R. 
markets. 

Also, EDC offi cials are in conver-
sations to strengthen Puerto Rico’s 
airlift to its top European mar-
kets, Madrid and London, and are 
working on the addition of a third 
European carrier from Germany—
possibly Lufthansa, CARIBBEAN 
BUSINESS’ industry sources say. 

As for Latin America, México 
and Colombia, both markets with 
top tourism and existing trade re-
lationships with Puerto Rico, also 
are in the development pipeline. 
Although EDC executives are keep-
ing a tight lid on ongoing negotia-
tions with Latin American carriers 
to serve the Puerto Rico market, 

CARIBBEAN BUSINESS learned 
that Aero México and Avianca have 
expressed interest in serving nonstop 
routes to San Juan from México and 
Colombia, respectively. 

Beyond the tourism value that 
both Latin destinations would add to 
Puerto Rico’s airline portfolio, both 
markets represent additional trade 
and commerce development op-
portunities for the island. Currently, 
trade activity between Puerto Rico 
and Colombia exceeds $298 million, 
while trade relations with México 
represent close to $518 million in an-
nual trade activity for Puerto Rico.

“These existing trade relations can 
be further expanded with the addi-
tion of international airlines serv-
ing those markets nonstop to Puerto 
Rico,” Pérez-Riera said.

DIVERSIFYING THE AIRLINE MIX
Despite the fact that the airline in-

dustry has been in turmoil during the 
past fi ve years, Puerto Rico’s Luis 
Muñoz Marín International Airport 
(LMMIA) has remained the larg-
est in passenger movement in the 
Caribbean. Last year, LMMIA re-
ceived 8.3 million passengers, fol-
lowed by Havana, Cuba and Punta 
Cana, Dominican Republic, receiv-
ing 6.6 million and 4.0 million pas-
sengers, respectively, during the 
same period. Puerto Rico’s airport 
is a hub for the Caribbean. 

“Having a sustainable leadership 
position in terms of airlift within 
the region is the result of a combi-
nation of factors,” López Díaz said. 
“Most importantly, it is an ongoing 

balancing act. Airlines come and go, 
airline prices go up and down—with-
out our control, I might add—but 
travelers around the world seem to 
be regaining confi dence and have re-
sumed traveling. When your market 
is an island, as is the case with Puerto 
Rico, maintaining a diversifi ed airlift 
capacity is critically important for 
connectivity as well as for economic-
development reasons.”

With 20 carriers serving the local 
market, EDC and Tourism Co. of-
fi cials agree that the current airline 
mix meets the island’s short-term ac-
cess needs. However, EDC, Tourism 
Co. and Ports Authority offi cials are 
making the necessary outreach ef-
forts to secure the kinds of airline 
carriers that will provide long-term 
access to the destination in a sustain-
able manner. 

From a competitive standpoint, 
Puerto Rico maintains a healthy 
balance of the different types of air-
line carriers available in the market 
to date, following a traditional air-
line business model that includes 
main legacy and network carriers 
such as American Airlines, Delta, 
Continental and United, as well as re-
gional carriers serving the Caribbean 
and fast-growing, low-cost carriers 
like JetBlue and Air Tran. 

“For example, when we make our 
presentations to different airlines, we 
are taking not only tourism into ac-
count, but also commerce and other 
economic-development activities,” 
Pérez-Riera said. “Some airlines, as 
in the case of network carriers like 
American Airlines and Delta, will 

defi nitely serve the leisure travel 
segment well, as that remains their 
main interest. However, you may 
have carriers like Copa, Avianca or 
Lan Chile that may be interested in 
the tourism business Puerto Rico can 
offer, but also will take into account 
existing or potential trade commerce 
and cargo business our destination 
represents. And those facts will con-
tinue to help shape our overall airline 
portfolio.” 

Having said that, López Díaz is the 
fi rst to admit that while airlift needs 
to serve the market’s existing travel 
and tourism needs continuously, it 
also must secure the kind of airlift it 
needs for future growth. 

“That’s why the mix of airlines we 
attract and maintain is very impor-
tant,” he explained. “And precisely, 
when American Airlines announced 
a second wave of fl ight reductions, 
we saw it as a challenge for our 
tourism industry—especially since 
the announcement was made right 
before the upcoming high season—
but also as an opportunity to replace 
those seats with the kinds of air carri-
ers that will yield the greatest overall 
benefi t for Puerto Rico.” 

There are six legacy carriers serv-
ing the island, including American 
Airlines, American Eagle, Delta, 
United, Continental Airlines and 
US Airways. Combined, these rep-
resent a total of 148 daily fl ights to 
45 destinations. 

Low-cost carriers (LCC), on the 
other hand, one of the fastest-growing 
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SONY offers brilliant 3D effects with BRAVIA LX900
BY CB STAFF

When it comes to business executives, there 
is no question that the perfect holiday gift 

is a little peace of mind and personal quality time. 
For an executive with a fast-paced and stressful 
daily routine, holiday vacations are truly cher-
ished. Sony Puerto Rico’s “Executive’s Wish 
List” is chock full of electronic devices that can 
help make holiday moments memorable. 

Fusing cutting-edge technology with minimalist 
elegance, the slim BRAVIA LX900 Series LCD 
television with built-in 3D delivers a superior 
viewing experience in Full HD 1080. Packed with 
features, this 3D HDTV delivers incredible high 
contrast levels and vibrant colors via the Edge 
LED backlight. Built-in Wi-Fi lets you connect 
to the Internet and access the widest selection of 
entertainment including hit movies, TV shows, 
music and more. Plus, a built-in 3D sync trans-
mitter and included 3D active glasses let you 

enjoy 3D movies and video games in Full HD 
1080p picture quality.

More than a fully loaded HDTV, the LX900 
gives you the option to enjoy lifelike scenes 
that literally jump out of the screen 
when you connect a compat-
ible 3D Blu-ray Disc player 
or PlayStation 3 system. When 
viewed through the 3D active 
glasses, the onscreen image is 
precisely synchronized and de-
livered with the Full HD 
image intact, for an 
optimum 3D-viewing 
experience.

Experience an innova-
tive, monolithic design via the 
OptiContrast panel. As you watch, 
the onscreen images appear to fl oat on top of 
the glass. Turn the set off, and the picture seem-
ingly fades away. To ensure nothing distracts 
your viewing experience, the OptiContrast panel 
also improves picture accuracy while reducing 
glare and refl ection.

Fast-action scenes look better than ever thanks 
to Motionfl ow PRO 240Hz refresh rate technol-
ogy. Sony’s most advanced motion-processing 
technology to date uses unique backlight tech-
nology to produce unbelievably smooth images. 
Whether you are watching movies or sports, 

you’ll experience an incredibly fl uid and realistic 
viewing experience.

With integrated BRAVIA Internet Video, there 
is always something on. Using 

your home broadband Internet 
connection, you can access 

premium content including 
movies, TV shows, videos 

and music from provid-
ers like YouTube and 

many more, to stream 
your favorite media 
instantly.
Features include 

integrated full HD 3D 
for a stunning, real-life view-

ing and gaming experience, built-in 
Wi-Fi access to online content and services, 

Internet gadgets and DLNA-enabled devices, ul-
trasmooth and detailed, fast-moving scenes with 
Motionfl ow 200Hz PRO & Image Blur Reduc-
tion, edge LED & Monolithic Design (to enhance 
viewing and add style to your home), a unique 
OptiContrast panel for a truly cinematic viewing 
experience, and an Intelligent Presence Sensor 
and Ambient Sensor that help save energy and 
create a personalized viewing experience.

The LX900 is available in three sizes: 40-inch 
(102 cm.), 52-inch (132 cm.) and 60-inch (152 
cm.). �
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Christmas GiftsChristmas Gifts
Special Report in the 

CARIBBEAN BUSINESS issue of December 2, 2010
CARIBBEAN BUSINESS presents its Christmas gift suggestions guide for busy 
businessmen and businesswomen leaders.  They have to shop also.

Gifts for husbands, wives, companions, children, co-workers and friends.  

Do you have a lot of time to shop?  
We are sure you don’t.  So, our staff has put together the gifts, stores and 
shopping centers where we think you will quickly fi nd what you need— ideas 
and where to shop for the discerning reader of CARIBBEAN BUSINESS. 
Don’t miss this unique opportunity to advertise your products and location!

Call your advertising agency or Manoly Ponce, Senior VP Sales, at 787-728-3000, 
ext. 4480/3540 or email: manoly@casiano.com to be part of this Special Report.

Smarter advertising for better results at less cost.
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segments within the local market, 
represent a combined 27 daily fl ights 
and 12 destinations. The main low-
cost carriers serving Puerto Rico are 
JetBlue, Air Tran and Spirit. 

Internationally, Iberia, Copa Air-
lines, Air Canada, Virgin Atlantic 
and SunWing Airlines deliver 11 
daily fl ights into Madrid, Panama, 
Toronto and London. Regional car-
riers, six in total, complement all 
other carriers by serving the Carib-
bean region through Insel Air, Cape 
Air, Seaborne Airlines, Vieques Air 
Link, Liat and Air Sunshine. 

“Overall, we are looking to boost 
our airlift to and from the U.S. in two 
ways: By adding routes into markets 
that we don’t have in our list of ser-
vice routes, and by increasing the fre-
quency of fl ights from existing car-
riers into our core markets,” López 
Díaz explained, noting this will 
translate into 10 new U.S. service 
markets from Puerto Rico and a 10% 
increase in frequency of daily fl ights 
into the island’s core markets. Puerto 
Rico’s core markets are New York, 
Washington, D.C., Miami, Chicago, 
Houston and Los Angeles.

In addition to more stateside mar-
kets and higher fl ight frequency into 
U.S. markets, EDC’s airlift initia-
tives are aimed at signing four new 
international airlines—two Latin 
American and two European carri-
ers—to begin operating Puerto Rico 
routes.

López Díaz expects plans for both 
national/domestic as well as interna-
tional expansion of airlift access to 
be completed during the next 12-24 
months.

“That will not only provide the type 
but also the amount of seats our tour-
ism industry needs, as well as access 
into new economic development op-
portunities,” López Díaz said. 

Today’s competitive airline busi-
ness requires not only an integrated 
approach, as EDC Chief Pérez-Riera 
suggests, but also requires attractive 
incentives to secure new airlines, in-
crease fl ight frequency to existing 
routes and open new markets. That 
responsibility is still under the over-
sight of the Tourism Co. (See related 
story).

FLYING HIGH
As fi rst reported by CARIBBEAN 

BUSINESS (CB Sept. 23, 2010), 

American Airlines (American) an-
nounced that it again will reduce the 
number of daily fl ights serving the 
local and regional Caribbean island 
markets. Airline cuts are in response 
to American’s so called Flight Plan 
2020 strategy aimed at eliminating 
most regional and secondary air hubs 
to focus efforts on the top fi ve nation-
al/domestic hubs, including Miami, 
New York, Chicago, Dallas and 
Los Angeles. As a result, American 
will restructure its local operation, 
effective April 2011, by reducing 
American Airlines’ current number 
of daily fl ights by six and American 
Eagle’s by 13—leaving American 
with approximately 16 daily fl ights 
and American Eagle with only 26. 

Currently, the local American op-
eration offers 22 American Airlines 
daily fl ights, while sister airline 
American Eagle has 39 daily fl ights, 
mostly serving the Caribbean region. 
American’s announcement comes 
on the heels of the airline’s 2008 
reductions in the number of daily 
fl ights from an average of 45 down 
to the current 22. American’s 2008 
operations reductions affected some 
500 employees, about 300 of them 
ground personnel.

“The American Airlines situation 
was a matter of urgency,” González 
Lafuente explained. “Flight cuts were 
originally intended to go into effect 
this month, putting Puerto Rico in a 
vulnerable position leading into the 
next high season starting January 
2011. Thanks to efforts made by 
Governor Fortuño, American agreed 
to make fl ight reductions effective 
next April after the high season is 
over. Meanwhile, other airlines, like 
JetBlue and Spirit Airlines, have seen 
this as an opportunity to increase 
their daily fl ights.”

Notwithstanding American Air-
lines’ cuts, during fi scal year (FY) 
2010 (ended June 30), Puerto Rico 
saw 250 new weekly fl ights added to 
its regularly scheduled fl ights, plus 
one new airline, Virgin Atlantic, 
with a route from London’s Gatwick 
Airport. During that period, JetBlue 
added the largest number of fl ights 
a week with a total of 59, followed 
by Spirit Airlines, which added 26 
weekly fl ights. Both are considered 
low-cost carriers. 

Overall, EDC and Tourism Co. 
efforts have helped replace daily 
fl ights scheduled to be eliminated 
by American Airlines and post a 
180-fl ight weekly gain. 

One of the most interesting piec-
es of news, López Díaz said, con-
cerns changes to the island’s airlift 
for 2011, with a total of seven new 
daily fl ights plus two new weekly 
services from London’s British 
Airways, scheduled between April 
and May. New 2011 daily fl ights in-
clude JetBlue’s once-daily service 
to Jacksonville and twice to Tampa, 
and Air Tran’s two daily fl ights to 
Tampa and two additional daily ser-
vices to Baltimore.

“It is defi nitely important to look 
at the kind of seats we are adding 
and replacing within the market. 
When you look at the island’s over-
all 17,000-room inventory, over 80% 
are two- and three-star rooms. Only 
a limited 10% or so are four- or even 
fi ve-star quality rooms,” López Díaz 
noted. “So, when replacing the seats 
American will leave available, we 
need to make sure we are consistent 
with what the market has to offer 
today. Clearly, St. Regis visitors are 
not going to fl y a low-cost carrier 
to get here, but there is an adequate 
presence of business and fi rst-class 
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coverage to meet our existing upper- 
middle and newly created luxury 
categories.”

Currently, St. Regis is the only 
fi ve-star quality hotel on the island 
with 139 guest rooms. As the luxury 
category grows with the arrival of 
the Vanderbilt Hotel in Condado and 
the Ritz Reserve in Dorado, López 
Díaz acknowledges airline mix serv-
ing the island will be modifi ed to 
provide access to future high-end 
visitors.

“However, when it comes to the 
high-end market, it also is true that 
many of the travelers who frequent 
luxury resorts around the world usu-
ally travel on their own in privately 
owned jets or chartered airplanes, 
not necessarily on commercial air-
lines,” he added. 

GOING EAST
“In the short term it is critically 

important that we strengthen our 
airlift to and from the eastern sea-
board markets in the mainland U.S.,” 
Tourism Co.’s González Lafuente 
emphasized. “That is our main 
feeder market, and our new market-
ing efforts are focused on becoming 
again a top-of-mind destination for 
U.S. travelers.”

Within Puerto Rico’s existing air-
lift access, nine airlines provide 63 
daily nonstop roundtrip fl ights to 
San Juan from 20 U.S. mainland 
points, fi ve of which are network 
carriers (American Airlines, Delta, 
Continental Airlines, United and US 
Airways) and three low-cost carri-
ers, namely JetBlue, Spirit and Air 
Tran. 

“Part of the new daily fl ights 
announced for 2011 will help us 
achieve a greater presence within the 
east coast,” López Díaz said, refer-
ring to JetBlue’s new daily service 
to Jacksonville and two daily fl ights 
to Tampa as well as Air Tran’s two 
daily services each to Tampa and 
Baltimore.

Peter James, president of the St. 
Regis hotel chain, agrees.

“There is no reason why Puerto 
Rico can’t be the Hamptons of the 
Caribbean. It is an easy, hassle-free 
getaway for most East Coast points, 
great for weekend leisure travel and 
business,” he said. “Most impor-
tantly, there are not many destina-
tions in the Caribbean and even in 

some other regions around the world 
that can pack so much to do and see 
in such a unique location and with 
the great advantages of being a part 
of the United States. ‘Going East’ 
is a natural-fi t strategy for Puerto 
Rico.”

López Díaz and González Lafuente 
concurred that increasing service 
frequency and capacity in San 
Juan’s core U.S. markets also will 
help increase the number of new 
visitors. 

“Looking at other markets, as 

we mentioned earlier, adding air-
lines from México and Colombia 
are great additions to our Latin 
American portfolio,” López Díaz 
said. “Internationally, we are look-
ing at Germany as the third European 
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BY JAIME SANTIAGO
jaimes@caribbeanbusinesspr.com

The World Affairs Councils of America, the 
Washington, D.C.-based national offi ce of a 

network of 94 member organizations across the 
country, all of which are nonprofi t groups work-
ing to engage and educate Americans in interna-
tional affairs and foreign policy, now has a local 
chapter: the Puerto Rico World Affairs Council 
(PRWAC).

“Puerto Rico, like any other country concerned 
with the state of the world, must now address is-
sues such as the global economy, public health, 
the environment, energy, education and global 
governance,” said Robert Álvarez, founder & 
executive director of the local World Affairs 
Councils of America (WACA) chapter. “These 
factors are, to a great degree, beyond the direct 
control of nations and world leaders alone.”

The WACA has a long history stretching back 
some 90 years. Working alongside the Foreign 
Policy Association (FPA), the founding members 
were concerned that at the end of World War I, the 
United States would choose an isolationist foreign 
policy over one of engagement, and thus worked 
to nurture citizen involvement in international 
affairs. 

In 1986, the national offi ce of the National 
Council of World Affairs Organizations was es-
tablished in Washington, D.C. and evolved into 
WACA, the country’s largest nonprofi t organiza-
tion dedicated to fostering an understanding of 
international affairs.

Comprising the founding board of trustees of 
the local chapter are: Álvarez, U.S. Department 
of Defense resources management offi cer as-
signed to the National Guard Bureau; Ronald 
Chevako, president of Publishing Resources 
Inc.; Terence Ryan, president of Ryan Executive 
Search Outplacement; John O’Connor, corpo-
rate attorney; Vanessa Marzán, public relations 
director at Auxilio Mutuo Hospital; Edgardo 
Agrait-Comas, executive director of Iniciativa 
Tecnológica del Noreste (Intene); and María del 
Pilar Fas-Santiago, family law attorney. 

“What motivated me to start the World Af-
fairs Council of Puerto Rico with the other board 
members was that during these globally diffi cult 
times affecting the island, it was time to have an 
organization in Puerto Rico that would bring our 
island residents a nonpartisan approach to the un-
derstanding of global affairs and events,” Álvarez 
said. “As former member of the World Affairs 
Council of Houston and Washington, D.C., I be-
lieve it is the appropriate time to start the Puerto 
Rico chapter and bring global education to Puerto 
Rico. This also will allow us to share with the 
world the great things we have done in Puerto Rico 
and how much more we are capable of doing as 
we exchange ideas with other countries.”

The PRWAC will present a series of forums, all 
under the so-called Puerto Rico Global Initiative 
umbrella, Feb. 9-11, 2011. Local business lead-
ers, along with high-level government and politi-
cal fi gures will be invited to attend presentations 
given by local and world-renowned speakers. The 
topics to be discussed will be:

• Global trade & international fi nance
• Energy, environmental & green business
•  Information technology & cyberspace 

security
•  Healthcare, pharmaceutical research & 

development
• Regional defense & security 
“Puerto Rico presents itself with an immense 

opportunity to become the regional leader in 
each and every one of these areas,” Álvarez said. 
“Strategically located between two continents 
and with access to trade routes to Europe across 
the Atlantic and to Asia by way of the Panama 
Canal, and with access to the U.S. marketplace, 
the time has come to engage this competitive 
advantage comprehensively.”

On previous occasions, international fi gures 
like Libyan leader Muammar al-Gaddafi , for-
mer U.S. Secretaries of State Colin Powell and 

Condoleezza Rice, current U.S. Secretary of State 
and former fi rst lady Hillary Clinton, investor 
Warren Buffet, Microsoft Chairman Bill Gates, 
former British Prime Minister Tony Blair and 
former Spanish Prime Minister José María Az-
nar, to name a few, have been invited speakers 
at WACA events around the U.S.

The PRWAC also will host other initiatives 
like: the Distinguished Speaker Program, where 
prominent leaders from around the world will 
be invited to address current and compelling 
issues faced by the international community; 
the Roundtable Forum, a program designed to 
bring together local, national and world lead-
ers, and scholars and business leaders to discuss 
current global affairs from different perspec-
tives, including how they affect Puerto Rico; 
and the Consul “Open House” Series, where 
council members will meet diplomats from other 
countries currently assigned to Puerto Rico and 
the U.S.

“The activities we will present will be of great 
benefi t to the local community’s education on 
international affairs that greatly infl uence our 
society,” said Terence Ryan, a member of the 
PRWAC. �  

World Affairs Councils of America inaugurates Puerto Rico Chapter

The founding board of trustees of the Puerto Rico World Affairs Council is comprised of (from left)
Terence Ryan, John O’Connor, Edgardo Agrait-Comas, Vanessa Marzán, Robert Álvarez, 

María del Pilar Fas-Santiago and Ronald Chevako.
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MedicBus is a nonemergency 
transportation broker with 

the expertise to coordinate effi-
cient transportation services for 
the healthcare industry and its ben-
eficiaries. Since 2007, the compa-
ny has been gradually building up 
ridership. Currently based in Hato 
Rey, MedicBus has been provid-
ing services to over 35 municipali-
ties on the island. This will soon 
increase, however, as MedicBus 
undergoes an aggressive island-
wide expansion.

“At MedicBus, our goal is to 
provide business solutions for our 
customers’ transportation needs, 
ensuring that services will be pro-
vided in the most effective and col-
laborative manner suitable to each 
client, while optimizing costs,” said 
Juan B. Medina, MedicBus’ general 
manager, who explained that Med-
icBus builds quality transportation 
networks to deliver comprehensive 
and cost-effective coverage. This 
includes recruitment, credentialing 
and contracting, as well as main-
taining diverse coverage and moni-
toring all associated documentation 
to form a strong network on behalf 
of its clients. 

“When MedicBus was fi rst estab-
lished in 2007, we commenced cov-
ering certain municipalities on the 
island. During this period of time 
we validated our clients’ trust in the 
quality and reliability of the service 
that we provide,” the general man-
ager said, noting that in a recent 
random survey of passengers, 100% 
were pleased with MedicBus’ punc-
tuality and cleanliness, as well as 
the drivers’ and call center’s treat-
ment of passengers. 

Based on repeat business and pre-
vious outstanding feedback Medic-
Bus has undertaken an islandwide 
expansion.

“The demand for our services is 
loud and clear,” said Medina, who 

explained that MedicBus will be es-
tablishing service centers in strate-
gically selected municipalities, en-
suring personalized service to their 
clients throughout the island. 

The expansion represents an 

investment of over half a million 
dollars, including new vehicles and 
equipment, Medina said, noting that 
MedicBus’ clientele “demands safe, 
comfortable vehicles, in compliance 
with American with Disabilities Act 
[ADA] laws.” The expansion will 
create at least 18 direct jobs around 
the island, he added.

It is during an economic down-
turn, like the current one, Medina 
said, that a company like MedicBus 
promises to be a big player, given 
that its business model is based on 
a combined health-management and 
cost-containment approach.

“This represents important sav-
ings to our clients,” he said.

The general manager went on to say 
that the benefi ts of MedicBus’ ser-
vices go well beyond cost-savings.

“The impact of this expansion 
will be very positive for the qual-
ity of life of each client,” Medina 
said, adding that timely compliance 
with healthcare appointment sched-
ules can help clients avoid relapses 
or deterioration of their condition. 
“More and more people will benefi t 

when they arrive for their medical 
appointments at the date and time 
established by their physicians.”

MedicBus is a locally owned busi-
ness, led by an executive team that 
has over 30 years combined experi-
ence in government, health reform 
and in commercial and Medicare 
(including Advantage) coverage, 
Medina explained. He said the ex-
ecutive and management team are 
committed to their clients’ needs: 
total quality service, effective 
communication, compliance and 
availability. 

“Our team has the knowledge, ex-
perience and communication skills 
necessary to provide value-added 
professional services of the highest 
quality,” he said.

Furthermore, MedicBus is a mem-
ber of the Community Transporta-
tion Association of America, pro-
viding transportation services to its 
clients following the organization’s 
high quality and safety standards. 
MedicBus also has partnered with 
Medical Transportation Manage-
ment Inc. (MTM), to provide op-
erational and nonemergency trans-
portation management. 

MTM is the U.S. industry leader 
in nonemergency medical-trans-
portation management, serving 
more than two million people an-
nually in 29 states and the District 
of Columbia. 

“This alliance embodies the ideal 
combination of competence, exper-
tise and knowledge of the Puerto 
Rico healthcare industry to provide 
operational, managerial and logis-
tical support to companies’ health 
insurance nonemergency medical-
transportation proposals,” Medina 
said. “Our service will not only 
make a positive impact on the econ-
omy by creating jobs, but also will 
certainly contribute to helping peo-
ples’ lives by increasing the quality 
standards for our industry as well 
as the availability of nonemergency 
medical transportation.” �

MedicBus to expand throughout the island

From left: CPA Carlos Dolagaray, chairman of the board; 
CPA Francisco Méndez, chief executive officer; CPA Roberto 

Luciano, director; Yanira Alicea, operations supervisor; Juan B. 
Medina, general manager; Kenimel González, associate 

 Juan B. Medina, 
general manager
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market that has no nonstop service 
from Puerto Rico, and potentially 
adding an international airline from 
that area.”

Also doing his part to increase 
Puerto Rico’s connectivity is Alberto 
Escudero, executive director of 
the Puerto Rico Ports Authority 
(PRPA).

For example, Escudero said, the 
Ports Authority has participated with 
the EDC team in negotiations with 
airlines, which is essential to provide 
comfort on the operational aspect of 
the business and to show one com-
mon front. 

“A special project for the Luis 
Muñoz Marín [LMMIA] airport is 
reopening the transit lounge. To im-
prove the airport’s odds in achieving 
this, the Ports Authority has bumped 
up its security systems. We are giving 
the public-private partnership devel-
opment of the LMMIA the utmost 
consideration and have had a very 
active participation in the process. 
Certainly, the great working rela-
tionship between the Ports Authority 
and the Department of Economic 
Development & Commerce has led 

to successful negotiations with air-
lines,” Escudero added.

SMOOTH SAILING
Despite ups and downs in recent 

years, the cruiseship sector continues 
to yield top benefi ts for the island 
economy to the tune of $240 mil-
lion, while helping support 5,000 
jobs. Puerto Rico has a year-round 
cruiseship market, with high season 
beginning in November and ending 
in April.

Industry experts interviewed by 
CARIBBEAN BUSINESS said that 
although Puerto Rico’s cruiseship 
industry has matured over time, 
there is still tremendous room for 
growth amid the launching of new 
mega-cruiseliners, the ever-grow-
ing popularity of the Caribbean as a 
leading destination and new groups 
of travelers making cruising their 
No. 1 choice for vacationing. 

Although relations between the 
cruiseship industry and the govern-
ment of Puerto Rico are in smooth 
waters these days, they are just be-
ginning to yield results after the 
settling of two pending claims with 
Royal Caribbean and Carnival that 
had kept Puerto Rico off some of the 

growing number of cruising routes 
within the Caribbean. 

The fi rst was a $17 million lawsuit 
fi led by Royal Caribbean for money 
owed them related to the construc-
tion of Pier 3. A second claim was 
lodged against the government by 
Carnival; both were settled out of 
court last year.  

Another indicator of smoother sail-
ing ahead for the island’s cruise in-
dustry is that key players—namely 
the Ports Authority, Royal Caribbean 
and the EDC—are fi nally on board 
regarding the upgrades to Pier 3 
needed to allow the next generation 
of 6,000-passenger cruiseships to 
dock in Puerto Rico. Chief among 
those changes, the Port Authority’s 
Escudero is happy to report, is the 
removal of the public art sculpture on 
Pier 3 that impeded the new mega- 
cruiseliners from docking in Puerto 
Rico.

“And for the fi rst time in four 
years, thanks to the combination 
of improved relationships with the 
cruiseship industry, improvements 
to the ports area and negotiations 
with cruise lines, we have seen an 
increase in homeport passengers by 
34%,” said López Díaz, adding that 

the forecast for 2011 is to increase 
transit visits by 13% for the fi rst time 
in fi ve years. 

This means that by 2011, total vis-
its are expected to grow by 8%, the 
fi rst overall industry increase in fi ve 
years.

“In addition to the cruiseship pas-
sengers who energize our local tour-
ism industry, their extended stay has 
tremendous economic impact on oth-
er sectors, like commerce. Last year, 
cruiseship provisioning amounted to 
$16 million while cruiseship passen-
ger expenditures in San Juan alone 
had an economic impact of more than 
$180 million,” López Díaz said.

While it is true that other Caribbean 
destinations like St. Maarten, Jamaica 
and even the Dominican Republic 
have made great strides in develop-
ing homeport facilities, Puerto Rico 
continues to be the main homeport 
facility in the region, receiving 1.2 
million cruise passengers on a year-
ly basis. Still, Puerto Rico occupies 
the eighth position among the top 
15 Caribbean itineraries for visit-
ing cruiseships and is fi fth among 
regional ports. 

“We do need to keep an eye on 
the competition,” said González 
Lafuente, referring to what the small 
island of St. Maarten has accom-
plished during the past three years 
while Puerto Rico has struggled with 
the cruiseline industry.

“From 500,000 annual cruise pas-
sengers, they are already receiving 
about 1 million, almost the same as 
Puerto Rico,” the Tourism Co. chief 
said. “However, no one can argue 
that Puerto Rico’s overall destination 
offer is the best in the Caribbean. 
With many of these issues out of the 
way, I fi rmly believe that not only 
will we strengthen our leadership 
position, but also we will be able to 
continue growing our cruiseship sec-
tor steadily.”

BUSINESS RELATIONS TIGHTEN 
WITH CRUISESHIP INDUSTRY 

Puerto Rico is currently served by 
12 cruiselines and is home to six of 
them, including Royal Caribbean, 
Princess Cruises, Silversea, Carnival, 
Celebrity Cruises and SeaDream.

Growing the cruise market is de-
cidedly an integrated effort, Pérez-
Riera noted.

“One area in which the EDC, the 

Continued from page 21

Continued on next page 
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Tourism Co. and the Ports Authority 
are working in great synergy to re-
coup our leadership position is [the 
cruise market],” the EDC secretary 
said. “But it has to be done with a 
macroeconomic development vision, 
one that understands how cruiseship 
activity fi ts in with other economic 
sectors from tourism and local com-
merce, and even how it impacts our 
local ports operations.” 

López Díaz is counting on a fi ve-
point development strategy to give 
the local cruiseship industry a solid 
departure. The strategy starts with 
improving air access, based on the 
additional airlines and daily fl ights 
currently in the pipeline, coupled 
with pre- and post-offers to extend 
visitor stays—and thereby expand-
ing the overall economic impact on 
the local economy. 

Improved overall passenger experi-
ence is a major area of importance for 
cruiselines, contends Michele Paige, 
president of the Florida Caribbean 
Cruise Association (FCCA). 

Paige explains that in addition to 
the island’s already successful cruise-
ship incentives in place, the overall 

on-land experience can be improved 
by introducing new tours and new 
area attractions, and by expanding 
the tour offer beyond the traditional 
surfi ng, El Yunque and Old San Juan 
souvenir-shopping alternatives.

“From an operational standpoint, 

we are working to make our veri-
fi cation and custom-clearance pro-
cess quicker for easier access to the 
market,” Ports executive director 
Escudero explained. 

Product enhancement will be 
greatly facilitated when revisions to 

the new incentives law are approved. 
Law 99 of 2008, also known as the 
Puerto Rico Special Incentives Fund 
for Cruise Ships Law, which estab-
lished amendments to the original 
Law 76 of 2005, will expire at the 
end of June 2011. 

Raúl Candelario, executive direc-
tor of the commonwealth House 
Treasury Committee, added: “In-
terestingly, during our recent meet-
ing with government and industry 
representatives, we learned that 
our current incentives are not only 
competitive when compared to other 
Caribbean markets, but also that our 
cruiseship incentives law is being 
used by cruiseship companies as a 
model when they do business with 
other destinations. Most importantly, 
however, we learned that offering 
cruiseship companies more fi nancial 
incentives doesn’t necessarily guar-
antee they will bring more cruise-
ships to Puerto Rico. Instead, there 
are factors and considerations inher-
ent in the way the cruiseship indus-
try operates that dictate what these 
companies are looking for above and 
beyond fi nancial incentives.” 

“Indeed, we are in conversations 
with the key members of the cruise-
ship industry and working jointly 
with the Treasury Committee of the 
Puerto Rico House of Representatives 
to ensure our cruiseship incentives 
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 As Ranked by  ®

PUERTO RICO’S LARGEST SURGICAL & MEDICAL DEVICE 
MANUFACTURERS

(Listed According to Number of Full-Time Employees as of August 2010)

Current/
Previous
Ranking

Company Name
Telephone/Fax
Internet Address

Physical Address No. of 
Full-Time
Emp.

No. of
Mfg.
Plants

Main Devices Manufactured Year 
Est.
in P.R.

Top Executive/Contact Person
Title

1/1 Medtronic Puerto Rico Operations Co.
(787) 561-2200 / (787) 561-2397
www.medtronic.com

Ceiba Norte Ind. Park
Rd. 31, Km. 24.4
Juncos 00777

2,600 3 Devices for cardiovascular, diabetes,
neurological, spinal & gastrological 
conditions

1974 Manuel Santiago
Vice President

2/2 Johnson & Johnson Family of Cos.
(787) 272-1848 / (787) 272-1070
www.jnj.com

Los Frailes Ind. Park
475 C St.
Guaynabo 00969

2,016 3 Meshes, blood glucose monitoring test 
strips, cardiology devices 

1962 Iris N. Ramos
Public Affairs Director 

3/3 USSC Puerto Rico Inc.
(787) 844-4526 / (787) 259-1485
www.covidien.com

201 Sabanetas Ind. Park
Ponce 00716

1,590 1 Endo mechanical staplers, sutures & 
laparoscopic ports

1979 Carlos Palou
Site Director

4/4 Fenwal International Inc. 
(787) 838-3000 / (787) 838-2110
www.fenwalinc.com

Rd. 357, Km. 0.8
Maricao 00606

1,400 2 Disposable blood components collectors 2007 Manuel Palmas
Plant Manager

5/7 Stryker Puerto Rico Operations Ltd.
(787) 839-7688 / (939) 307-2501
www.stryker.com

Las Guásimas Ind. Park
Hwy. 3, Km. 131.2
Arroyo 00714

1,052 1 Advanced cement mixer, constavac 
blood conservation system, Stryker 
endoscopy radio frequency ablation 
system, Stryker interpulse system, 
arthroscopy & cast-cutting equipment

1988 Luis T. Rodríguez
Plant Manager

6/5 Baxter Healthcare of P.R.
(787) 735-8021 / (787) 735-6343
www.baxter.com

Rd. 721, Km. 0.3
Aibonito 00705

1,000 1 Intravenous solutions sets, platelet, 
plasma & blood cells collection

1957 Enrique Morán
General Manager

7/8 St. Jude Medical P.R. LLC
(787) 746-1111 / (787) 704-6035
www.sjm.com

Valle Tolima Research & 
 Development Ind. Park
Lot 20, B St. 
Caguas 00725

967 2 Heart valves, pacemakers, catheters, 
neuromodulation

1987 Ángel Ortíz
General Manager

8/10 Boston Scientific Puerto Rico
(787) 796-2115 / (787) 796-4848
www.bostonscientific.com

12 Rd. 698
Dorado 00646

700 1 Cardiac leads 1989 Juan Carlos Kuang
Vice President Operations

9/6 BD Caribe Ltd.
(787) 738-4242 / (787) 738-8929
www.bd.com

Lot 6, Vicks Drive
Cayey 00737

755 4 Sensi discs, RPR antigens, blood culture 
media, Quick Heel lancets, blood 
transfer devices

1957 Alejandro Blanco
Plant Manager

10/9 Zimmer Manufacturing B.V.
(787) 259-5959 / (787) 259-5960
www.zimmer.com

Turpeax Ind. Park
Hwy. 1, Km. 123.4
Ponce 00715

660 1 Orthopedic implants 1993 Eduardo Jacobo
General Manager

Chart includes medical & surgical devices manufacturing plants only.
Full-time employees includes part-time employees where applicable (every two part-time employees = one full-time employee and may include temporary employees).
Unless otherwise noted, all information was provided by the companies.
Research by Eduarda Mejía
Copyright © 2010 CARIBBEAN BUSINESS
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For almost two decades, Dueñas 
Trailers Rental Inc. has been 

in the business of providing space 
solutions across many industries 
in Puerto Rico. The company mar-
kets, services and distributes its 
products and services all around 
the island and the Caribbean.

“Our modular offi ces and com-
plexes provide ideal, innovative and 
cost-effective space solutions for the 
pharma and healthcare industries,” 
explained José Dueñas, marketing 
manager of Dueñas Trailer.

The Dueñas marketing manager 
explained that modular construc-
tion meets both temporary and 
permanent needs while providing 
for a wide variety of uses: general 
and administrative offi ces, fi eld 
offi ces, labs, restaurants and caf-
eterias, training centers, waiting 
rooms, dental facilities, conference 
rooms, storage and fi ling rooms, 
emergency and outpatient centers, 
magnetic resonance imaging (MRI) 
units, sterilization rooms, and many 
others.

“Often faced with immediate of-
fi ce, clinical, lab or storage needs, 
companies such as Amgen, Lilly, 
Merck, Baxter and Medtronic have 
relied on our services to provide 
an economical and custom-built 

solution to their space needs while 
maintaining strict and aesthetic 
specifi cations,” Dueñas said. “Our 
modular buildings are designed 
and constructed with the high-
est-quality standards and can be 
customized according to clients’ 
needs and specifi cations.”

Modular buildings meet the 
unique space needs of all sec-
tors while offering a shorter time 
to occupancy than conventional 
construction methods, Dueñas 
explained. Production and fabri-
cation tasks occur simultaneously 
rather than sequentially, so the over-
all time for project completion is 
condensed.

“This results in lower costs and 
faster occupancy with decreased 
site disturbance to workers or 
those around the installation site,” 
he said.

“Our unsurpassed client service 
and attention to detail will always 
set us apart from the rest of our 
competitors and have been the keys 
to our business success,” Dueñas 
said.

For Dueñas Trailers, as with many 
other businesses, the biggest hur-
dle has been the current economic 
condition. Nonetheless, we foster 
innovation and look for new ways 
to complement our existing prod-
uct lines and services. We already 

have added three new categories to 
our current product lines: refrig-
erated trailers, trailer chassis and 
our new Dueñas media advertising 
services,” said the Dueñas Trailers 
marketing manager, who believes 
the new products and services won’t 
compete with Dueñas Trailers’ cur-
rent offerings but will complement 
them.

The new refrigerated trailers are 
intended for any industry that re-
quires large refrigerated areas, Due-
ñas explained.

“These new refrigerated trail-
ers can be used to transport food 
throughout the island, or can be 
stationed to temporarily increase 
refrigerated storage space at a fi xed 
location,” he said.

Along with the new refrigerated 
trailers, Dueñas plans to distribute 
trailer chassis to complement its 
line of trailers. Dueñas is betting on 
increase future demand as the Port 
of the Américas (in Ponce) com-
mences operations and the economy 
recovers.

Lastly, Dueñas has been offering 
advertising and promotions through 
Dueñas Media.

“This is a service I thought of back 
in college and now can implement,” 
he said. “Our trailers, used on fi xed 
routes between San Juan and Ponce 
as well as San Juan and Fajardo, for 
example, can be branded to promote 
a company’s product or service.” 
Past Dueñas Media clients included 
a movie studio, which advertised 
one of its blockbusters.

In fact, Dueñas explained that giv-
en the success from advertising the 
fi lm, Dueñas Media is now offering 
its services to new customers.

“We have only scratched the sur-
face; this service has endless pos-
sibilities. For example, trailers also 
can be used as stationary advertis-
ing. We can even place trailers near 
concerts and other large gather-
ings,” Dueñas said. “Ultimately, we 
believe our trailers can be used to 
fi x any space or advertising problem 
a client may have, either for tempo-
rary or permanent use.” �

Dueñas provides space solutions for the pharma & healthcare industries

Dueñas trailers at 
pharmaceutical facility.
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BY FRANCES RYAN
frances@caribbeanbusinesspr.com

Puerto Rico’s air and maritime in-
centives program is one of the 

main tools that help the local tour-
ism industry remain competitive as 
the leading destination within the 
Caribbean. 

“The main goal of the airline in-
centives program is to promote 
the creation of new air routes as 
a means to stimulate economic 
growth. New airline routes yield 
economic impact both through the 
expenditures of those airlines in the 
local economy as well as the eco-
nomic activity generated by new 
visitors,” explained Mario González 
Lafuente, executive director of the 
Puerto Rico Tourism Co., which—
by law—oversees the approval and 
disbursement of both airline and 
cruiseship industry incentives. As 
this week’s front-page story details, 
the assignment of these incentives is 
the result of a combination of efforts 
from the Economic Development 
& Commerce Department and the 
Puerto Rico Ports Authority. 

Incentives are available for carri-
ers with scheduled or charter fl ights 
that need fi nancial support during 
the launching of their new airline  
operation on the island. 

New airline services are evaluated 
on a case-by-case basis to ensure 
they meet program criteria and are 
on par with the government’s strate-
gic development initiatives. Values 
of incentive packages vary accord-
ing to several factors, including 
fl ight frequency and type of aircraft 
equipment. Currently, local airline- 
incentive packages include the fol-
lowing main four components:
•  Discounts on operation costs and 

airport taxes—reimbursement of 
50% of airport landing fees and 
applicable terminal fees for the 
period of one year.

•  Reimbursement of applicable start-
up costs—the Puerto Rico Tourism 
Co. will reimburse airlines for 
startup costs of up to $50,000 as-
sociated with setting up operations 

at one of the main airports in 
Puerto Rico. Related set-up costs 
considered for reimbursement in-
clude airport signage, lease-hold 
improvements and connecting into 
the terminal.

•  Co-op marketing—through a 50% 
reimbursement fund, the Puerto 
Rico Tourism Co. matches a new 
airline’s investment in promoting 
the new fl ight services to Puerto 
Rico. Marketing co-op funds are 
available to new airlines for one 
year only, with amounts varying 
based on market target ($5 on av-
erage for each inbound seat from 
U.S. markets, and $10 per inbound 
seat for international services).

•  Income guarantee—the Puerto 
Rico government will guarantee 
the new airline a specifi c income 
level or a “break even” income on 
the new route for a period of six 
months to a year from the start-up 
date. The specifi c income level on 
which the guarantee is based is 
negotiated individually with each 
new airline. 
“In addition to new airline incen-

tives, the Tourism Co. also has co-op 
marketing funds available to stimu-
late growth and diversifi cation of ex-
isting fl ights and routes,” González 
Lafuente said. “These are applicable 
to, or give priority to, existing routes 
or fl ights to and from hubs within 
Puerto Rico’s core target markets.  

“These marketing incentive ef-
forts are based on $1 per inbound 
seat on nonstop fl ights with an in-
centive ceiling of $700,000 and dur-
ing a 12-month period,” González 
Lafuente noted, adding that the total 
amount of the incentive will be dis-
tributed 80% outside of Puerto Rico 
within the mainland U.S., Canada, 
Europe, Latin America and the 
Caribbean. The remaining 20% will 
be allocated to stimulate growth of 
outbound fl ights and to meet export 
trade. 

Airlines that qualify for co-op 
marketing funds must agree to in-
vest 20% of the funds in airline 
tickets, integrated marketing efforts 
and other co-branding initiatives by 
matching funds of their own. 

“The government of Puerto Rico 
periodically reviews the use of in-
centives by recipient airlines as well 
as identifi es, on an ongoing basis, the 
needs of new underserved markets,” 
González Lafuente said. “Companies 
that reach their $700,000 incentive 
limit and have added a new fl ight to 
or from a gateway of an underserved 
market will receive an additional 
$1.50 per inbound seat for that par-
ticular market,” he added. 

RATED THE BEST
 INDUSTRY INCENTIVES

Soon to expire, the island’s cruise-
ship incentives law has not only 

proven effective to spur growth 
within this important tourism indus-
try segment, but it has also become 
the standard incentives model for 
the Caribbean. 

“Law 76 specifi cally establishes 
a fund, separate from other public 
funds, to promote the island’s cruise-
ship industry,” González Lafuente 
explained. “Since 2005, the fund has 
operated with $5 million from the 
Tourism Co., plus another $4 mil-
lion from the General Fund.”

Some of the existing cruiseship 
industry incentives include: 
•  Destination incentive—whereby 

the Tourism Co. contributes $2.95 
for each passenger who arrives at 
the San Juan port and who pays a 
full M-1-6 fare of $13.25. If the 
fare is reduced, the incentive to 
the cruiseship company will be 
reduced accordingly.

•  Frequent visit or homeport incen-
tive—another $1 is reimbursed per 
passenger to cruiseship companies 
that use the San Juan port as their 
homeport facility. The company 
must use the port at least 20 days 
during a six-month period.

•  Transit incentive—cruiseship com-
panies also receive an incentive of 
85 cents per passenger traveling 
on transit cruises spending at least 
eight hours in the San Juan port 
during their scheduled visit.

•  Volume incentive—designed to in-
crease the volume of passengers 
cruiseship companies bring to the 
San Juan port, this incentive gives 
companies $2 per passenger when 
their total number of passengers to 
Puerto Rico is between 10,000 and 
139,999. From 140,000 and up, the 
incentive, at $4.50 per passenger, 
is substantially more attractive.

•  Provisioning incentive—cruise-
ships docked at the San Juan port 
receive a 10% reimbursement for 
the total cost of their provisioning 
expenses while in San Juan. An 
additional 5% reimbursement is 
given when buying local produce 
from the certifi ed list of prod-
ucts approved by the Puerto Rico 
Department of Agriculture. �

Delivering the best air and 
cruiseship industry incentives
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law continues to serve as an im-
portant tool to stimulate the growth 
and diversifi cation of this impor-
tant tourism industry segment,” 
González Lafuente concluded. “As 
facilitators of this process, we are 
continuously looking for ways to 
reduce bureaucracy and diversify 
our market offer in staying ahead 
of cruiseship industry changes.” 

For example, we are considering 
the possibility of making some of 
these incentive payments directly 
through the Ports Authority without 
having to use the Tourism Co. as a 
clearinghouse for the distribution of 
these incentives. This will greatly 
expedite the disbursement of these 
incentives,” he said.

New attractions already identifi ed 
for cruise passengers include Toro 
Verde in Orocovis, featuring the 
world’s second-longest zip-line out-
door attraction, San Juan’s Museum 
of Wildlife and Punto Verde theme 
park. The latter is in keeping with 
one of the most notable cruiseship 

industry trends: the number of chil-
dren cruising in the region totaled 
one million last year.

In addition to new excursions, 
the San Juan Waterfront redevelop-
ment, or the new Bahía Urbana, is 
a 15-year, $1.5 billion waterfront 
initiative that will develop the San 
Juan ports area from Pier 3 to the 
Convention Center District. In ad-
dition to Bahía Urbana is San Juan 
municipal government’s own wa-
terfront initiative, which will pump 
another $1.5 billion into the area 
and will kick off with the instal-
lation of San Juan’s new light-rail 
train, considered by city offi cials 
to be the backbone of the San Juan 
waterfront transformation (CB Nov. 
18, 2010). 

“Strategic alliances in this industry 
are crucial,” López Díaz added, re-
ferring to one of the key points in the 
fi ve-point strategy. “We are working 
on joint marketing initiatives with 
other Caribbean islands to share 
resources and most importantly to 
develop two-destination packages 
that result in an increased number 
of visitors. By having joint offers 

or special Caribbean deals, not only 
will Puerto Rico benefi t, but we also 
can contribute to keeping passengers 
coming to the region.

“Our partnership with the Florida 
Caribbean Cruise Association 
(FCCA) is already paying off and 
continuing to expand individual re-
lationships with cruise companies 
through programs that include on-
board marketing efforts to promote 
homeport visits and extend passen-
gers’ length of stay.”

In fact, Puerto Rico will host the 
FCCA’s annual convention next 
year. 

NEW CRUISES ON THE HORIZON
In the end, the idea of a robust 

cruiseship industry and ports infra-
structure is to attract new cruise-
ships and the next generation of ex-
citing mega-cruiseliners, González 
Lafuente said. 

New cruises visiting Puerto Rico 
this fi scal year include: 

•  Celebrity Eclipse (Celeb-
rity Cruises)—inaugurated in 
April with capacity for 2,850 
passengers.

•  Ms. Nieuw Amsterdam (Holland 
American Line)—inaugurated 
during the summer with capac-
ity for 2,106 passengers.

•  MSC Magnífi ca (MSC Cruises)—
inaugurated in March with ca-
pacity for 2,518.

•  Silversea Silver Spirit—inaugu-
rated in early 2010 with capacity 
for 540 passengers.

In addition, there are three possi-
ble targets including Cunard, Disney 
Cruise Line and Aida Cruises. Other 
short-term goals on López Díaz’s 
agenda include increasing the num-
ber of Carnival homeport vessels, 
to work with Holland America Line 
to increase transit calls on nearby 
islands and increase Vieques and 
Culebra visits.

“These new lines are a part of our 
forward-looking targets. In addition, 
we have made a great deal of prog-
ress to include Puerto Rico in the 
Oasis of the Seas and Allure of the 
Seas [the world’s largest and second-
largest cruiseships in the world to 
date] itineraries. These represent the 
new generation of 6,000-passenger 
cruiselines that Puerto Rico needs 
to move to the next level in home 
porting,” López Díaz said. “Ideally, 
we could see an increase in home-
port vessels, rerouting from México 
cruises, and fi nalizing of ports infra-
structure development in the ports 
area [Bahía Urbana] through public-
private partnerships.” �
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Thomas Forester, general manager & share-
holder at CRB Caribe, said that with the 

enactment of the recently passed Law 154, the 
decline of the economy will continue at least 
through 2013. “During 2007 to 2010, for the 
first time in our recent history, home values 
have declined, government had to close because 
it didn’t have funds to pay employees, a new 
sales tax was needed, and government employ-
ees were fired.”

He added that for many decades local govern-
ment promoted the establishment of new manu-
facturing operations on the island through tax in-
centives and other supportive activities through a 
well-organized plan.

Meanwhile, a series of events has made Puerto 
Rico less competitive, according to Forester, such 
as the end of Section 936 tax incentives from the 
U.S. tax code and the expiration of the economic 
incentives law in 2007. A draft of the tax law also 
would have made the tax rate fi ve times higher 
and would have caused many major projects to 

be redirected somewhere else in 2007 and the 
beginning of 2008. The law, fi nally signed in 
2008, had a new tax rate twice as high as the 
original. The new Law 154 also places a 4% tax 
on the value of manufacturers’ sales.

As an example, Forester said a 4% sales tax 
could represent 40% of a company’s 10% profi t 
margin. “The worst part of this is that invest-
ments were made in Puerto Rico with the trust 
that tax-decree agreements between investors 
and Puerto Rico would be honored. I believe it 
will be hard to repair the loss of that trust,” he 
said.

The local problem, he added, is a lack of knowl-
edge of the island government and the contribu-
tions and benefi ts manufacturing has provided the 
local economy.

“What Puerto Rico needs to create wealth is 
opposite the current trend. We need to promote 
manufacturers through improved incentives and 
support projects to help reduce their costs such 
as the price of electricity. Using a lower-cost 
fuel like natural gas isn’t a bad idea if the proj-
ect [the Vía Verde natural gas pipeline] is done correctly and safely and a true price reduction 

is achieved.”
CRB Caribe LLP provides full engineering and 

architectural design and construction support ser-
vices, including all engineering disciplines. The 
service range includes all phases in the project de-
velopment cycle: technical studies, project scope 
development, capital planning, project planning 
and others.

The majority of Caribe LLP’s clients are manu-
facturers from such fi elds as biopharmaceutical, 
medical devices and other industrial manufactur-
ers. CRB Caribe also exports services to the U.S. 
mainland with support from its CRB Engineers 
affi liate company in Mexico. �

CRB Caribe: Law 154 hinders manufacturing

“Investments were made in Puerto 
Rico with the trust that tax-decree 
agreements between investors and 
Puerto Rico would be honored. I 

believe it will be hard to repair the 
loss of that trust.”

—Thomas Forester, general manager
 & shareholder CRB

Thomas Forester, general manager & 
shareholder  at CRB Caribe


