
   - Title Page - 

Bas Prins - MSc Thesis Report: Artisans and the Tourism Industry  

 
 
 
 

Artisans and the Tourism IndustryArtisans and the Tourism IndustryArtisans and the Tourism IndustryArtisans and the Tourism Industry    
 
 

Strengthening Linkages: A Case Study in the 

Dominican Republic 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Author: Bas Prins 
Registration nr: 800627-671-090 
Thesis code: SAL-80436 
 
University: Wageningen University and Research Center 
Department: Department of Environmental Sciences, Chair Group Social Spatial Analysis 
Program: MSc MLE: Leisure, Tourism and Environment 
Supervisors: René van der Duim (WUR) 
 Karin Peters (WUR) 
 Elise Allart (TUI Netherlands) 
 
Date: August, 2006



   - Abstract - 

Bas Prins - MSc Thesis Report: Artisans and the Tourism Industry  

 
Artisans and thArtisans and thArtisans and thArtisans and the Tourism Industrye Tourism Industrye Tourism Industrye Tourism Industry    
 

Strengthening Linkages: A Case Study in the 

Dominican Republic 
 
 
 
ABSTRACT:  This thesis report examines the potential of establishing stronger linkages 
between artisans and the tourism industry in the Dominican Republic. Studies that aim at 
improving linkages are mostly aimed at local agricultural products, the potential for locally 
produced souvenirs and handicrafts seems to be under researched. This study acknowledges 
that there are certain power structures that limit the establishment of linkages between local 
production and the tourism sector. Linkages are analyzed from a holistic approach because a 
diversity of stakeholder voices was incorporated. Information was gained from representatives 
of several government institutions, non-governmental organizations, private sector 
organizations, artisans and souvenir vendors. The aim of this study is to provide profound 
insight into the problems and constraints that local producers of handicrafts and their 
associations in the Dominican Republic have to deal with, and to provide possible solutions to 
overcome those constraints.  
 
KEYWORDS:  Souvenirs and Handicrafts, Small-scale Producers, Constraints, Power- 
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Summary 
 
Background 

 

Tourism has the potential to be an instrument for poverty alleviation. However, several 
studies show that tourism often fails to establish successful linkages with the local economy, 
especially when speaking of resort oriented mass tourism (most prominent in the Dominican 
Republic) with its dependency on imports. Studies that aim at improving these linkages are 
mostly aimed at local agricultural products. The potential for locally produced souvenirs and 
handicrafts seems to be under researched.  
 
TUI Netherlands identified the souvenir and handicraft industry in the Dominican Republic as 
a target sector for focusing actions towards sustainable tourism. The Dutch donor organization 
Cordaid has been approached to assist TUI in accomplishing its sustainability goals, which 
resulted in collaboration. To assist TUI and Cordaid in defining their actual strategy in solving 
the constraints that Dominican handicraft production is facing, it is important to survey the 
supply chain of Dominican souvenirs and to gain profound insight into the problems and 
constraints that local producers of handicrafts have to deal with and to provide possible 
solutions to overcome those constraints.  
 
Constraints 

 
In the current situation with regard to souvenirs and handicrafts in the Dominican Republic, 
the tourist is kind of ‘trapped’ in a closed system in which the triangle of resorts, souvenir 
vendors and tourguides limit the interaction between the tourist and the Dominican artisan and 
his products. Resorts dissuade tourist from leaving the resort premises where a gift shop is 
situated that mainly sells imported products. When the tourist goes on an excursion, the 
tourguides only visit gift shops where they receive a commission and that sell mainly 
imported products. The gift shop owners are organized in strong vendors associations and all 
tourguides in the country belong to the tourguides association. The Dominican artisan or his 
products almost have no access into this closed system.  
 
Artisans are not organized in an official way and are operating in the informal sector, 
therefore local producers keep on having the inability to supply the quantity and price 
demanded by sellers and tourists. Even if they might have access to the tourist market to sell 
their products, their unofficial status will restrain them from access to credit. Without credit 
the artisans will not be able to sell their products on credit and will not have the possibility to 
produce stocks to respond to the demanded quantity of the tourist market. Another result is 
that the possibility to invest, to improve their technological capabilities and thereby their 
processing capacity, is limited. 
 
Most initiatives to support artisans have been small-scale, did not include all stakeholders and 
aimed at quality improvement instead of breaking the current closed system which is 
controlled by vendors, tourguides and resorts, that limit interaction between the tourist and the 
artisan. Past development projects by NGO’s and government have not shown to be very 
effective, because changing the system is regarded as impossible.  
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Solutions 

 
With regard to the project TUI and Cordaid intend to start, the following elements should be 
included in the project, so the outcome will be effective; 

• Leading role for a local NGO 
• Involvement of foreign and local tour operator 
• Involvement of government institutions 
• Changing current excursions and developing new excursions 
• Developing a label for Dominican produced handicrafts 
• Support for artisans association(s) 
• Specific credit program for artisans 

 
Combining these elements in a project will not instantly result in a total turnaround of the 
Dominican souvenir industry, but will definitely result in increased linkages between artisans 
and the tourism industry and thereby increased sales and production of handicrafts produced 
in the Dominican Republic. 
The solutions proposed require cooperation and commitment among many of the stakeholders; 
government, NGO’s, tour operators and ground handlers and artisan associations. The 
government has to take its responsibility and develop new policy to regulate imports and 
really bring current laws and regulations into practice.  
A local NGO, supported with foreign funding, should take the lead in the process of bringing 
all stakeholders together. Involving a foreign and local tour operator appears to be a 
prerequisite for a project to become successful because they have direct access to the market 
for handicrafts, the tourists.  
 
Markets, fairs or other places where local people come together to sell their products have a 
high level of attractiveness to tourists. Current initiatives to organize markets or fairs should 
be linked with an association of artisans to regulate the practices of artisans that sell their 
products at these places. Including these places in current tourist excursions could be a huge 
step in establishing direct links between the artisans and the tourists. Existing excursions in 
the Dominican Republic do not include visits to artisans. Developing new excursions that 
include visits to artisans’ workshops could offer an alternative for tourists that want to 
experience more of the real life in the Dominican Republic. Most important is that in such 
excursions the tourguides do not influence the tourist’s buying behaviour.  
Using a “Made in Dominican Republic” label for the products that are sold in these places 
which already has been promoted to the tourists could offer an added value to the product. 
This label could be promoted by TUI Netherlands by using in-flight videos and the travel 
brochures, explaining the tourists the benefit of buying locally produced handicrafts and how 
and where to find these products. 
 
Small producers have to organize themselves and form associations or cooperatives in order 
to be able to interface with tourism businesses. The Dominican artisans association GECDOM 
wants to become a formal association, but the process costs time and money. A project should 
aim at supporting GECDOM in making the association bigger and stronger. At the moment 
not much is known about artisans’ needs and the amounts and terms of credit. Microfinance 
institutions could adapt to that situation by creating a credit program that is specifically 
developed for the needs of artisans.  
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1. Introduction 
 
As part of its sustainable tourism policy the largest travel organization in the Netherlands, 
TUI Netherlands, has identified the souvenir industry in the Dominican Republic as a target 
sector. The souvenir industry in the Dominican Republic has to compete with import from 
Asia which counts for more than 85 percent of the total souvenir sales in the Dominican 
Republic. Problems for the local souvenir industry are the low prices of import, lower quality 
and quantity of local production and inadequate marketing and distribution of local souvenirs.  
 
TUI has searched collaboration with the Dutch donor organization Cordaid to engage in a 
project with the objective of changing the Dominican Republic’s souvenir industry in a 
sustainable way so the sale of ‘made in Dominican Republic’ souvenirs will increase. 
Activities within this project could be: 

1. supply of credit to local souvenir producers (microfinance) 
2. capacity skills improvement of local souvenir producers (training) 
3. linking local souvenirs to the souvenir market (marketing and advocacy) 

 
A preliminary project proposal has been written, and now suitable partners have to be found 
for executing the project. Possible partners amongst others are Dominican Microfinancing 
Institutions (MFI) or banks, UNESCO, local partner NGO’s of Cordaid, the Dominican 
Republic’s hotel and restaurant association and souvenir vendors association.  
Before this project can really get off the ground, preliminary research is needed to survey the 
current supply chain of the souvenirs market in the Dominican Republic and to analyze the 
constraints that local handicraft producers are dealing with. TUI agreed that I could do this 
research for writing my Master’s thesis for the MSc Leisure, Tourism and Environment of 
Wageningen University. By surveying the supply chain of the souvenir market in the 
Dominican Republic I want to provide insight into the current situation to TUI and Cordaid 
for the further carrying out of the project. The project is expected to improve income and 
employment possibilities for people in the Dominican Republic and will that way contribute 
to poverty alleviation. 
 

1.1 Background and Problem Statement 

 
This paragraph describes the background issues that lead to a concise problem statement. First, 
general theory about tourism and its potential to contribute to poverty alleviation is provided. 
Failure of tourism to contribute to poverty alleviation is often imputed to resort oriented mass 
tourism, which is the prominent form of tourism in the Dominican Republic, as described in 
paragraph 1.1.2. Finally, the potential of establishing linkages between locally produced 
handicrafts and the Dominican tourism industry is described. 
 

1.1.1 Tourism and Poverty Alleviation 

 
It is generally agreed upon that tourism could play an important role in poverty alleviation in 
developing countries. Conelly-Kirch (1982) states that for nations faced with development 
problems, tourism has been hailed as a means for generating foreign capital, creating 
employment and stimulating cottage industries for the production of native handicrafts. 
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However, local communities in holiday destinations do not profit automatically from the 
tourism industry, and sometimes possible benefits are even outweighed by the negative 
impacts also brought along by tourism. The findings of Farver (1984) in The Gambia 
conclude that hopes of economic development being catalyzed by tourism are unfounded and 
misleading. Summary (1996) notes that tourism has not been particularly effective in creating 
jobs in Kenya. Moreno and Littrell (2001) found that indigenous Guatemalan peoples realize 
little of the significant revenues that tourism commodities can generate, and Cohen’s (2001) 
study in Mexico concludes that the assumption that economic success because of tourism will 
be generalized to the community at large is often unfounded. 
 
Farver (1984) states that due to the nature of mass charter tourism presently operating in The 
Gambia, employment opportunities have proved to be very limited. This type of vertical 
integration is the prevalent mode of tourism development in underdeveloped countries. Most 
tourists take advantage of this total service and spend the abundance of their time and money 
inside the hotels. Consequently, the potential market for the local Gambian business is greatly 
reduced. Because hotels hold a near monopoly on the provision of services for tourists, there 
are slim possibilities for Gambian businesses to take advantage of the tourist market and gain 
any income from it. At present, outside operators can import building materials, alcoholic 
beverages, soft drinks and food without paying tax or customs duty. They do this instead of 
obtaining them through local commercialists.  
Many studies warn of the large leakages which can occur when the tourism industry relies on 
imported food. Foreign exchange leakage through food imports for tourist consumption 
reduces the net economic impact of tourism in the Caribbean (Bélisle 1983). Torres (2002) 
notes that in resort-orientated mass tourism destinations, the industry attempts to satisfy 
perceived tourist food preferences, even if it results in a high import bill. Rather then attempt 
to change tourist consumption patterns towards local foods and cuisine during their short 
duration in a region. 
 
As becomes clear, in the literature these negative impacts of tourism are especially connected 
to resort oriented mass tourism. The resorts and the tour operators that bring the tourists to 
those resorts often appear to have poor linkages with the local communities and the local 
economy. Improving these linkages between resort/ tour operator and the local economy 
could contribute substantially in enhancing the income and living standards of the local 
communities. The approach of building linkages with the local economy is also known as Pro-
Poor Tourism (Ashley et al. 2006) 
 
The importance of creating linkages, especially between tourism and agriculture, is receiving 
growing recognition among tourism scholars. Bélisle (1983) proposes that the potential for 
linkages is perhaps greatest with agriculture. According to Torres (2002), developing 
backward linkages to local agriculture is critical in reducing foreign exchange leakages and 
increasing local multiplier effects. Development planners assume that tourist-driven demand 
for greater variety and higher quality food will encourage farmers both to increase and 
diversify production. Telfer and Wall (1996) argue that there is potential to increase backward 
linkages between tourism and local food production but that there are substantial challenges to 
be overcome in doing so. They give examples of large tourism development attempting to 
increase linkages with local food producers for their mutual benefit. Such linkages have the 
potential to benefit local residents by keeping the tourist expenditures in the host community.  
 
Tourism thus has the potential to be an instrument for poverty alleviation. However, the 
studies described above show that tourism often fails to establish successful linkages with the 
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local economy, especially when speaking of resort oriented mass tourism (most prominent in 
the Dominican Republic) and its dependency on imports. Studies that aim at improving these 
linkages are mostly aimed at local agricultural products. The potential for locally produced 
souvenirs and handicrafts seems to be under researched. 
 

1.1.2 The Dominican Republic and Resort Mass Tourism 

 
The Caribbean has become the most tourist-penetrated region in the world, and in recent years 
nowhere has the growth been more dramatic than in the Dominican Republic. In less than 
three decades the Dominican Republic has become the largest tourism plant in the Caribbean. 
Between 1970 and 2000 stay-over arrivals increased over 12 % per year, more than double the 
annual rate of expansion (5.2 %) of the Caribbean islands as a whole. In 2000 the Dominican 
Republic accounted for roughly 17 % of all Caribbean island stay-over tourists and visitor 
expenditure. In addition the Dominican Republic maintained the largest facility structure in 
the region containing 25 % of all rooms available (Padilla and McElroy 2005). 
The Tourism Penetration Index (TPI) provides an overall measure of economic, social and 
environmental impact in small islands. Padilla and McElroy (2005) developed the TPI for 
four regions of the Dominican Republic and compared the scores with 42 small islands. These 
regions which contain virtually all the international tourism are the designated tourism areas 
and statistical units. Results place Punta Cana in the east among the most penetrated islands/ 
regions, Puerto Plata/ Samana in the north among the intermediate and La Romana/ San Pedro 
and Santo Domingo in the south among the least developed. These levels of increasing 
tourism penetration loosely fit to an abbreviate version of Butler’s (1980) resort cycle. The 
index can be viewed as an early warning signal for those destinations at or near high-density 
development and potentially damaging levels of visitation. Butler’s resort cycle shows the 
evolution of a resort over time, from exploration, involvement and development towards 
consolidation and stagnation. The resort may then enter rejuvenation through the development 
of an artificial attraction, by exploiting untapped resources, or through renovation. Otherwise 
decline will occur. Resident attitudes are cyclic as well, beginning with euphoria, followed by 
apathy, annoyance and concluding with antagonism (Doxey 1979). Annoyance likely will 
coincide with stagnation of the informal sector and antagonism with its decline. Investors 
must share the fruits of the industry with the local community to maintain local support for, 
and approval of, the industry (Padilla and McElroy 2005). Results of the analysis of Kermath 
and Thomas (1992) in Sosúa in the Dominican Republic, demonstrate that the tourism-related 
informal sector contracts as the tourism-related formal sector expands. 
 
Tourism development in the Dominican Republic has always been primarily based on the 
enclave resort development model, which means that special resort areas were created with all 
the necessary ingredients to attract tourists. One of the main characteristics is the 
inclusiveness of those resorts. Because most developing countries, like the Dominican 
Republic, lack the necessary infrastructure to be able to attract large numbers of tourists, the 
choice of this enclave resort-developing model is understandable. The costs of developing the 
infrastructure and services in a few enclosed areas are much lower than developing the entire 
country in a random way (Freitag 1994). According to Roessingh and Duijnhoven (2004), 
nowadays most of the tourist destinations in the Dominican Republic are dominated by the 
‘all-inclusive’ structure, even though increasing evidence contradicts the beneficial character 
of this structure and shows that negative effects on the destinations have occurred. These 
negative effects of ‘all inclusive’ resort tourism will be discussed further below. 
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The Dominican Republic has been described as “a rich country populated by poor people” 
(Black 1986). The principle development model used by tourism planners in the Dominican 
Republic, the enclave resort, has been shown elsewhere in the world to promote few 
economic or cultural linkages at the local and regional level. Enclave resorts that do not 
attempt to initiate at least some minimal economic or cultural linkages with local communities 
often come to symbolize foreign wealth and privilege in the midst of native poverty (Manning 
1982). Enclave resorts have even been described as the concentration camps of leisure (Reid 
1992). According to Freitag (1994), in the Dominican Republic the enclave resort is still 
given all the government tax and import concessions, while individuals initiating small-scale 
tourism businesses receive little government encouragement. The poorer segments of society 
may have a few more employment opportunities, but these are counter-balanced by such 
negative factors as commodity inflation, rising land prices associated with speculation and 
higher crime rates. While in 1970 there were only 67,000 tourists in the Dominican Republic, 
by 1989 this number had increased to over a million visitors and in 2000 the Dominican 
Republic welcomed 2,972,600 tourists, the highest number so far (Roessingh and Duijnhoven 
2004). Even though statistical data show an incredible growth in the industry over the past 
few decades, the revenues for the local community remain low. 
 
As the studies above show, resort mass tourism in the Dominican Republic has not been very 
successful in boosting regional economic development. However, the Dominican tourism 
industry keeps on growing. To prevent the Dominican Republic from declining as a tourism 
destination and to prevent the occurrence of annoyance and antagonism among local residents, 
the Dominican tourism industry should invest in efforts to establish stronger linkages with the 
local economy. Linkages between the Dominican tourism industry and locally produced 
handicrafts and their informal sector small-scale producers could play an important role. 
 

1.1.3 Handicrafts and the Dominican Republic 

 
The relationship between tourism and locally produced handicrafts has been studied quite 
thoroughly. However, building linkages between the tourism industry and souvenirs seems to 
be kind of under-researched although there is large potential for linkages within the tourism 
business operation.  
Handicraft development is both psychologically and economically related to tourism. 
Memories and souvenirs are the stuff of which tourism is made and Caribbean crafts provide 
an excellent opportunity to combine giving a memento of the Caribbean people and their 
country with a potentially lucrative economic activity (Holder 1989). According to Holder, 
there is the potential to increase foreign exchange revenue if handicraft production could be 
encouraged. Handicraft worldwide is now big business. In Indonesia, food, accommodation 
and souvenirs form the top three tourist expenditures (Telfer and Wall 2000). In Kenya, in 
1970, 23% of the total tourist expenditure was on souvenirs (Summary 1996).  
However handicraft production moved a long way from its historical origins, it has grown and 
survived and tourism has to be credited for that. In the major tourism destinations of the 
Caribbean there is a large quantity and range of goods on display, but these are heavily 
interspersed with foreign handicraft imported at significant foreign exchange costs. This 
demonstrates there is considerable tourist demand for handicraft products but also points to 
serious problems with local production, pricing and marketing of craft. Realistically, given the 
resource endowments of most Caribbean islands, they will be forced for many years to come 
to continue to rely on extensive importation of goods and services (Holder 1989). 
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The Dominican local souvenir industry faces many problems and also has to compete with 
cheaper imports. There is general consensus that locally made artisan products in the 
Dominican Republic are stagnant. Jewelry resources larimar, amber, gold and silver are all 
mined locally. It is estimated that over half of the purchases of local crafts are in the jewelry 
category. Several producers indicated there is need for new design in order to expand their 
markets. It is estimated that 60% of the expenditure is in jewelry. The Dominican Republic 
mines gold, silver and amber and is the only place the world that has larimar, a pectolite. Over 
half of the crafts, excluding jewelry, sold are imported (ATA concept). According to ATA, 
the souvenir vendors sell lots of products made in and imported from Asia. These souvenirs 
have very low prices. You can see a lot of wooden craft elephants exposed by the vendors. 
You can imagine that even some tourists would think there really are elephants living in the 
Dominican Republic. The souvenirs made in the Dominican Republic are much more 
expensive. The Dominican people seem to think that their products are not the right quality. 
Furthermore, they think that there are not enough craftspeople around (ATA concept).. 
Dominican hotel accommodations stick to their core business and rent out office or shop 
space to tour operators and (souvenir)shop managers on the accommodation premises. The 
accommodation suppliers only interfere in the renters’ businesses when products sold are 
vulgar or forbidden. The products and/ or services sold are not always in line with the 
sustainability policy present.  
Souvenir vendors are organized in the ‘souvenir vendors association’. In order to stop the 
hassling of tourists on the beaches of the resorts, the resorts and the souvenir vendors have 
made an agreement. The resorts have souvenir markets a few times a week. The 
accommodations made a deal with the association to send several vendors to the resorts on 
certain evenings during the week. In return the vendors do not come to the resorts’ beaches 
uninvited.   
 
TUI Netherlands has identified the souvenir and handicraft industry in the Dominican 
Republic as a target sector for focusing actions towards sustainable tourism. Their sustainable 
tourism policy and Corporate Social Responsibility are its basic foundations. The Dutch donor 
organization Cordaid has been approached to assist TUI in accomplishing its sustainability 
goals, which resulted in collaboration. It is important to survey the supply chain of Dominican 
souvenirs and to gain profound insight into the problems and constraints that local producers 
of handicrafts and their associations in the Dominican Republic have to deal with and to 
provide possible solutions to overcome those constraints.  
 

1.1.4 Problem Statement 

 
Tourism often fails to establish successful linkages with the local economy, especially when 
speaking of resort oriented mass tourism (most prominent in the Dominican Republic) and its 
dependency on imports. Resort mass tourism in the Dominican Republic thus has not been 
very successful in boosting regional economic development. However, the Dominican 
tourism industry keeps on growing. To prevent the Dominican Republic from declining as a 
tourism destination, the Dominican tourism industry should invest in efforts to establish 
stronger linkages with the local economy. Linkages between the Dominican tourism industry 
and locally produced handicrafts and their informal sector small-scale producers could play an 
important role.  
Therefore it is important to survey the supply chain of Dominican souvenirs and to gain 
profound insight into the problems and constraints that local producers of handicrafts and 
their associations in the Dominican Republic have to deal with and to provide possible 
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solutions to overcome those constraints. This will assist TUI and Cordaid in defining their 
actual strategy in solving the constraints that Dominican handicraft production is facing and 
thereby establishing stronger linkages between local small-scale handicraft producers and the 
tourism industry. 
 

1.2 Research Objective and Research Questions 

 

1.2.1 Research Objective 

 
The objective of this research project is to provide insight into the constraints that Dominican 
handicraft producers have to cope with and to provide possible solutions, by analyzing the 
current situation in the supply chain of the Dominican souvenir industry. 
 
Insight into the current situation of the supply chain of the Dominican handicraft market will 
provide TUI and Cordaid with the necessary information for the further carrying out of their 
project, which aims at enhancing local production and sales of Dominican handicrafts, and 
will thereby contribute to poverty alleviation. 
 

1.2.2 Research Questions 

 
The central research questions in this research project are; 
 
1. What are the main constraints concerning local production and sales of handicrafts in the 

Dominican Republic?  
2. What are the possible solutions to overcome the constraints that local production and sales 

of handicrafts in the Dominican Republic have to cope with? 
 
Sub-questions related to the central research questions this research project aims to answer are; 
 
1. What is the current organization structure of handicraft producers and vendors and which 

(non) governmental and/ or commercial organizations are involved? 
2. What are the characteristics of the handicraft producers? 
3. What is the current assortment in souvenir outlets in the Dominican Republic? 
4. What does the literature say about the constraints concerning local production and sales in 

developing countries like the Dominican Republic and which solutions are proposed? 
5. Are the constraints for local production and sales of handicrafts in the Dominican 

Republic related to power, production, intermediaries or demand? 
 

1.3 Report Structure 

 
The following chapter outlines the review of theoretical and empirical literature. Relevant 
theories concerning the concepts is provided and the concepts are defined in relation to the 
research. Literature with regard to the constraints in establishing successful linkages between 
local producers and the tourism sector is described, and a framework in which the constraints 
are reconstructed and categorized is provided. 
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Chapter 3 first explains the character of the thesis work followed by the methods that were 
used to generate the data. After that the fieldwork and process of collecting the data during 
my stay in the Dominican Republic are described, followed by difficulties that have occurred 
during the research. The chapter concludes with a description of the case study research 
setting. 
Chapter 4 first describes the situation of artisans, souvenirs and handicrafts in the Dominican 
Republic and it highlights private, NGO and governmental initiatives aimed at improving the 
position of artisans. The most fundamental constraints for artisans in accessing the tourist 
market and the causes are discussed and all constraints for the artisans, structured according to 
the theoretical framework, are summarized. 
Chapter 5 consists of a literature review concerning these solutions and applies these to the 
situation in the Dominican Republic. The chapter first describes how to establish linkages 
between the tourism industry and the local economy, the role tour operators can play in that 
process, and how the development of alternative forms of tourism could contribute to 
establishing stronger linkages. Finally, solutions proposed by other scholars that could solve 
some of the power structure, production, intermediary and demand related constraints that 
Dominican artisans have to deal with, are demonstrated. My recommendations are directly 
linked to the applicability of these solutions to the situation of artisans in the Dominican 
Republic. 
The final chapter summarizes the most fundamental constraints for Dominican artisans, and 
links the most workable solutions of chapter 5 to the project which TUI and Cordaid intend to 
start and identifies the possible roles of the different stakeholders.  
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2. Literature Review and Theoretical Framework 
 
This chapter outlines the review of theoretical and empirical literature. Paragraph 2.1 provides 
theory concerning the relevant concepts and defines the concepts in relation to this research. 
Paragraph 2.2 describes relevant literature with regard to the constraints in establishing 
successful linkages between local producers and the tourism sector. Paragraph 2.3 provides 
the framework in which the constraints (described in paragraph 2.2) are reconstructed and 
categorized. 
 

2.1 Concepts 

 
The research units are the actors in the supply chain of the Dominican souvenir industry 
(small-scale producers, intermediaries and souvenir outlets as well as involved (non) 
governmental and private organizations) and the souvenirs and handicrafts that are being 
produced and traded by them.  
The key concepts in this research project are: souvenirs and handicrafts, supply chain, small-
scale producers, intermediaries and souvenir outlets. This paragraph provides relevant 
theories concerning these concepts and defines the concepts in relation to this research. 
 

2.1.1 Souvenirs and Handicrafts 

 
When defining souvenirs and handicrafts it is impossible to neglect the discussion around 
commoditization and authenticity, because the majority of research concerning souvenirs and 
handicrafts deals with these concepts and relates them to handicrafts. Below this discussion is 
outlined and several case studies dealing with authenticity are presented.  
 
As part of their travels tourists may seek opportunities to move from the front stage or more 
superficial aspects of travel to the backstage “authentic life” of a community or region 
(MacCannell, 1976). Tourists purchase crafts and other souvenirs that serve as tangible 
evidence of having found the authentic and as reminders of activities not part of the tourists’ 
daily routine at home. Souvenirs acquired during the special conditions of travel often become 
among the most valued possessions of individuals. Consumers search for authenticity not just 
in the product but in the unusual social and cultural conditions under which it was produced. 
For some tourists a commercialized replication of local customs may suffice as an authentic 
product (Littrell et al. 1993). 
 
Commoditization is a process by which things (and activities) come to be evaluated primarily 
in terms of their exchange value, in a context of trade, thereby becoming goods (and services). 
Developed exchange systems, in which the exchange value of things (and activities) is stated 
in terms of prices, form a market (Cohen 1988). Local culture generally serves as the principal 
example of “commoditization”. In particular, local costumes and customs, rituals and feasts 
and folk and ethnic arts become tourist services or commodities, as they come to be 
performed or produced for tourist consumption. Greenwood (1977) states that commoditized 
cultural products loose their intrinsic meaning and significance for the local people, who in 
turn loose their enthusiasm for producing them. However, some of traditional folk arts and 
crafts have been salvaged or revived through demand by the tourist market. 
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Commoditization is said to destroy the authenticity of local cultural products and human 
relations; instead a surrogate, covert “staged authenticity” (MacCannell 1973) emerges. Fake 
“airport art” (Graburn 1967) is sold to tourists as if it were a genuine cultural product.  
A fully developed mass tourist system surrounds the tourist with a staged tourist space. 
It follows from these assumptions that commoditization, engendered by tourism, allegedly 
destroys not only the meaning of cultural products for the locals, but paradoxically also for 
the tourists.  
Cohen (1988) suggests that authenticity is a socially constructed concept and it’s social (as 
against philosophical) connotation is therefore not given, but negotiable. For curators and 
ethnographers authenticity is a quality of pre-modern life, and of cultural products produced 
prior to the penetration of modern Western influences. For them, the absence of 
commoditization is a crucial consideration in judgments of authenticity. Less alienated and 
hence less concerned individuals, including most rank-and-file tourists, will be content with 
much wider, less strict criteria of authenticity.  
According to the cognitive-normative tourist typology (Cohen 1979), recreational 
diversionary, experiential, experimental and existential tourists differ in their search for 
meaning in their own or the host/ tourist community. The vast majority of tourists do not 
demand total authenticity. According to Cohen’s typology of tourists this will only be the case 
for existential and experimental tourists. Experiential tourists will often focus only on some 
traits of the cultural product when accepting it as authentic. Such tourists will accept a 
commercialized object as authentic, insofar as they are convinced that it is ornamented with 
traditional designs and handmade by members of an ethnic group (even though it may have 
been made of different materials or in different form than the traditional product). 
Recreational tourists, whose concern with authenticity is relatively low, may well accept even 
a substantially staged product as authentic. Such tourists may playfully consent to buy fake 
products as if they were genuine, merely because their resemblance to the genuine thing gives 
these tourists an inkling of authenticity. Finally, diversionary tourists may enjoy tourist 
products, even if they are in their own view completely contrived, insofar as they appeal to 
them as funny, cute or lovely. The majority of the mass tourists in the Dominican Republic 
probably belongs in the diversionary or recreational style. 
 
Cohen (1988) refers to emergent authenticity which means that products that were initially 
produced merely for sale to visitors and tourists may eventually become authentic products of 
an ethnic group or region. He concludes that commoditization does not necessarily destroy the 
meaning of cultural products, nor for the locals nor the tourists, although it may do so under 
certain conditions. Tourist oriented products frequently acquire new meanings for the locals, 
as they become a diacritical mark of their ethnic or cultural identity, a vehicle of self-
representation before an external public. Neither does commoditization necessarily destroy 
the meaning of cultural products for the tourists since these are frequently prepared to accept 
such a product, even if transformed through commoditization, as authentic insofar as some of 
it traits are perceived as authentic. The breadth of such authentic traits necessary to satisfy the 
tourist will depend on the depth of the tourist experience to which the individual tourist 
aspires. According to Cohen, mass tourism does not succeed because it is a colossal deception, 
but because most tourists entertain concepts of authenticity much looser than those 
entertained by intellectuals and experts. Markwick’s (2001) study in Malta showed that 
products and styles for an external market sometimes become appropriated into the producer’s 
own culture. The emergence of the tourist market and growing interest in crafts in 
industrialized countries are the principal factors behind both the preservation and revival of 
crafts in many countries and the invention of some new ones. Moreno and Littrell (2001) used 
the concept of tradition in their study on Guatemalan textile, instead of the authenticity-
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concept. Characteristics that define tradition according to Guatemalan textile retailers are 
color, decorative elements, fiber content, function and meaning, production techniques and 
tools and equipment. The process of negotiating Guatemalan textile traditions sheds light on a 
complex process where characteristics of tradition are potentially traded for alternative 
product attributes highlighting the influence of tourist orientation on the production of cultural 
objects. Several scholars support this finding by noting that tradition is dependent upon the 
pattern or process of production rather than the product itself (Moreno and Littrell 2001). 
The study of Littrell et al. (1993) was limited to authenticity in craft souvenirs. In the study 
the following categories were used to analyze the authenticity in crafts; 

• Uniqueness and originality 
• Craftperson and materials 
• Workmanship 
• Cultural and historic integrity 
• Genuineness 
• Aesthetics 
• Shopping experience 
• Function and use 

An interesting comment of a tourist in their survey was; “The person made it with his own 
hands, not 90% by other people with his name on it”. Tourists do not associate with labels that 
state “made in …”, and showed special irritation with imported crafts. The fact that a craft is 
of high quality and handmade by a person that lives in the area is enough to label it as 
authentic. Use of indigenous materials adds to the authenticity. Authenticity was linked with 
characteristics of the products as well as with the makers and sellers of the items (Littrell et al. 
1993). 
 
Cohen (1989) distinguishes two kinds of commercialization processes, namely spontaneous 
and sponsored. With regard to crafts spontaneous commercialization means that the crafts 
retain some local viability in the sense that a small proportion is still bought and used by local 
people but may have been unlikely to survive without the rapid growth of an external market 
through tourism. Sponsored commercialization occurs with the development of handicrafts 
that are introduced by foreign entrepreneurs to utilize the technical skills of local artisans but 
which are often unrelated to local culture and aesthetic criteria. In a later study, Cohen (1993) 
observes three stylistic types; Orthogenetic represents the continuous production of wares in 
the traditional style, whether in customary form or slightly adapted. Ortho-heterogenetic is the 
modification of traditional products by change in form, ornamentation or coloration in order 
to adapt them to the needs and preferences of the new, external market. And heterogenetic is 
the introduction of utterly innovative forms and designs, unrelated to local traditions, into 
production.  
 
These studies show that souvenirs and handicrafts can be defined by using different concepts 
as authenticity, tradition, the process of commercialization and styles.  
 
Definition of Souvenirs and Handicrafts 

 
With regard to this research, souvenirs can be defined as commoditized products that are sold 
to tourists, which (should) represent the destination that was visited. For the purpose of this 
research a distinction is made between souvenirs and handicrafts, with handicrafts being a 
category of souvenirs. 
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As described above, notions of authenticity are often used when defining handicrafts. Littrell 
et al. (1993) define crafts as items that are handmade, not made in a factory, items made with 
attention to materials, design and workmanship and items that could be useful or decorative. 
According to Markwick (2001) craft industries may be defined as arts and crafts produced 
through skills in the use of relatively simple tools, without involving large economies of scale. 
The relative flexibility that this allows means that products can be variously fashioned to suit 
diverse, individual tastes. Cohen (1993) states that the trademark of Dan Kwien pottery in 
Thailand is the fact that it is handmade and produced by traditional methods. UNESCO 
defines crafts as produced by artisans, either completely by hand, or with the help of hand-
tools or even mechanical means, as long as the direct manual contribution of the artisan 
remains the most substantial component of the finished product. These are produced without 
restriction in terms of quantity and using raw materials from sustainable resources. The 
special nature of artisanal products derives from their distinctive features, which can be 
utilitarian, aesthetic, artistic, creative, culturally attached, decorative, functional, traditional, 
religiously and socially symbolic and significant (definition adopted for crafts/ artisanal 
products at the UNESCO/ ITC International Symposium on “Crafts and the International 
Market: Trade and Customs Codification”, Manila, Philippines, October 1997). 
 
For the purpose of this research handicrafts are defined by incorporating the above mentioned 
definitions, emphasizing the circumstances under which they are produced, these 
circumstances include local small-scale production and workmanship.  
Handicrafts are produced by artisans. Art can be considered a more sophisticated category of 
handicrafts, produced by artists. 
 

2.1.2 Supply Chain of Souvenirs and Handicrafts 

 
The supply chain can be explained as the full range of activities which are required to bring a 
product or service from conception, through the different phases of production (involving a 
combination of physical transformation and the input of various producer services), to 
delivery to final consumers (Kaplinsky and Morris 2000).  
In the case of souvenirs in the Dominican Republic, for the purpose of this research a 
distinction is made between locally produced handicrafts and other souvenirs, including 
imported ones.  
 
The supply chain of Dominican handicrafts can be roughly divided into three stages;  

1. The production stage (where small-scale producers turn raw materials, obtained from 
sustainable local or foreign resources, into handicrafts)  

2. The intermediary stage (can include finishing and packaging of the rough handicrafts, 
storage, transport and the marketing of the handicrafts towards souvenir outlets, and 
might include exports) 

3. The sales stage (where the souvenir outlets market there products and sell them to the 
final consumer; the tourist) 

It is of course possible that several of these stages or parts of these stages are executed by one 
and the same small-scale entrepreneur or organization. 
 
The supply chain of all other souvenirs that are sold in the Dominican Republic is a little more 
complicated, in this chain locally produced souvenirs and imported souvenirs are 
distinguished. However the stages are the same; 
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1. Production (local or foreign producers manufacturing souvenirs out of local or foreign 
raw materials) 

2. Intermediaries (can include finishing and packaging of the rough souvenirs, storage, 
transport and the marketing of the handicrafts towards souvenir outlets, and might 
include exports. In the case of foreign producers this stage includes foreign 
intermediaries and local importers of souvenirs) 

3. Sales (where the souvenir outlets market there products and sell them to the final 
consumer; the tourist) 

Also in these chains it is of course possible that several of these stages or parts of these stages 
are executed by one and the same entrepreneur or organization. 
Taking into account the above mentioned stages in the supply chain of souvenirs and 
handicrafts in the Dominican Republic, the supply chain can be illustrated by the figure 
below;

 
 

Figure 2.1: Supply Chain Souvenirs and Handicrafts in the Dominican Republic 

 

2.1.3 Small-scale Handicraft Producers 

 
Ioannides (1995) and Shaw and Williams (1998) already commented that neglected areas in 
tourism research include studies of local suppliers, entrepreneurs and labour. Tourism 
generates a range of “lower middle” occupations such as taxi drivers, cooks, hotel workers, 
skilled craftsmen and artisans. Indigenous participation in the Gambian context consists 
mainly of three activities; the production and sale of handicrafts, provision of transport and 
what the Gambian call “following the tourists” (Farver 1984).  
Tourism literature commonly theorizes that informal sector activities, rather than formal 
sector, provide the greater benefits for the local population because they offer more 
opportunity for indigenous entrepreneurial participation (Roessingh and Duijnhoven 2004). In 
the Dominican Republic, with the interference of the government and international investors, 
the tourism industry moved from the informal to the more formal economic sphere, even 
though the two spheres continue to exist side by side. The informal sector contains the small-
scale, mostly self-built and unorganized entrepreneurs (Roessingh and Duijnhoven 2004). 
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Kermath and Thomas (1992) characterize the informal sector by easy entry, dependence on 
indigenous resources, family ownership, small-scale of operation, non-formal training of 
workers, unregulated and competitive markets and intensive labour. The formal sphere on the 
other hand contains the large, capital-intensive, well-structured, mostly multinational 
enterprises. The local entrepreneurs hold a central position in the system of cultural 
(ex)change. They are part of the tourism industry as well as the local community, and as such 
they interact more than any other group with outsiders. 
 
Small-scale enterprises have become a vigorous and visible element in the tourism sector 
(Dahles 1999). It is generally accepted that an entrepreneur is someone who builds and 
manages an enterprise for the pursuit of profit in the course of which (s)he innovates and 
takes risks, as the outcome of an innovation is usually not certain. However, what defines a 
small entrepreneur is less clear. Obviously it has to do with the scale of operation, but there is 
no universally accepted norm as to what is small. Each country has a different economic 
structure and market; therefore the definition of the concept small entrepreneur varies 
between countries and regions. The definition used by Roessingh and Duijnhoven (2004) is 
all persons who are either the owner of a small-scale business or self-employed in the tourism 
industry and are not officially linked with any large (multinational) enterprise. Markwick 
(2001) refers to cottage industry craft work, which includes activities undertaken at home 
which lead to the production of items for sale. 
 
Definition of Small-scale Handicraft Producers 

 
For the purpose of this research small-scale handicraft producers are defined as all handicraft 
producing persons who are either self-employed, or the owner of a small or medium sized 
business, and who are not officially linked with any large (multinational) enterprise. The 
small-scale handicraft producers are also referred to as artisans.  
 

2.1.4 Intermediaries 

 
According to Moreno and Littrell (2001), the significant layer of intermediaries between 
artisans and consumers has received less attention in scholarly work. In the contemporary 
marketing of tourist arts, retail entrepreneurs often function at the nexus between consumers 
and producers capitalizing on profitable ventures.  
 
As becomes clear from the supply chain figure that was shown above, the stage of 
intermediaries is more abstract than the other stages. The intermediary stage includes all steps 
the product has to cover from when it has actually been produced until when the product is for 
sale in the souvenir outlet. These steps include the foreign intermediaries and local importers 
in case of imports, product finishing, storage and transportation, marketing towards outlets 
and possibly exports. It is of course possible that several of these steps are executed by one 
and the same (small-scale) entrepreneur or organization.  
 

2.1.5 Souvenir Outlets 

 
The souvenir outlets are the actual selling point of souvenirs and handicrafts for tourists in the 
Dominican Republic. There are many different kinds of outlets, for example; 

• Outlets in accommodations contracted by TUI (shops as well as “souvenir nights”) 
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• Outlets in other accommodations 
• Outlets at large tourist attractions, airports etc. 
• Professional specialized stores 
• Gift shops 
• Small (beach) vendors 
• Local small-scale producers selling their own handicrafts 

 

2.2 Constraints 

 
Much research has been done concerning (mass) tourism and its influence on host destinations, 
the potential of building linkages with the local economy, especially with agriculture and the 
relation between tourism and handicrafts. When analyzing these (case) studies many 
constraints can be distinguished which limit the establishment of strong linkages between the 
tourism industry and the local economy. In this paragraph, first general constraints concerning 
power structures specifically for the Dominican Republic are outlined. Second, a number of 
constraints found by researchers with regard to tourism and agriculture are described and third 
constraints with regard to tourism and handicrafts. Outlining and categorizing these 
constraints has provided me with a framework to analyze the constraints for handicraft 
producers in the Dominican Republic, which is demonstrated in paragraph 2.3. 
 

2.2.1 Power Structures in the Dominican Tourism Industry 

 
Tourism is part of the wider system of intercultural exchange and conflict and small-scale 
producers in the tourism participate in a multi-village industry that is itself part of a national 
tourism industry that is, still, part of a global system (Cohen 2001). This system consists of 
complex power structures that bring along many constraints for small-scale producers. Also 
Mowforth and Munt (2003) indicate that power is crucial to a critical understanding of 
development. According to them, much analysis has played down relationships of power, 
which remain either implicit or are absent. This study therefore incorporates and 
acknowledges that there are certain power structures that limit the establishment of linkages 
between local production and the tourism sector.  
 
Governments depend on the investments and other benefits the large tourism enterprises bring 
along, and thus they will tend to favour these businesses over the small entrepreneurs, thus the 
actual participation of small entrepreneurs is limited. In addition, they tend to have a negative 
attitude towards the government, and therefore it cannot be expected that local entrepreneurs 
feel a strong identification with government linked organizations (Roessingh and Duijnhoven 
2004). Even though it is important to bear in mind that tourism is only part of the wider 
system of intercultural exchange and conflict, local entrepreneurs and residents are blaming 
the government and tourism industry for their dependent position and their feelings of 
alienation. This creates a strong identity of us versus them (Roessingh and Duijnhoven 2004).  
Dahles (1999) concludes that small entrepreneurs usually cannot count on much support from 
governments or networks of multinational enterprises, and they have difficulty reaching their 
source of income, the tourist. Because the individual entrepreneur is constantly competing 
with other entrepreneurs and the large multinational enterprises, and even idealizing the past, 
it seems hard for them to work together, let alone develop collective organizational structures 
to deal with the economic harshness of the tourism industry. Part of this problem is caused by 
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the government’s tourism policy. They have been focusing on attracting foreign investments 
and thus leaving the small entrepreneurs without access to the necessary resources for 
development. By favouring the development of large resorts, financed by private investors, 
the government was able to attract large numbers of tourists and become an important tourist 
destination, but by ignoring the small entrepreneurs they have created a situation of economic 
dependency, frustration and confusion among local entrepreneurs. Although the newly 
developed (international) hotels offered employment to a large group of local residents, they 
affected the local entrepreneurs in a negative way. These large hotels were owned by 
multinational chains that had the connections in the important tourist markets, knowledge of 
the demands and standards of Western tourists and money to invest, all assets that the local 
entrepreneurs did not have (Roessingh and Duijnhoven 2004). 
 
Freitag’s (1994) case study in Luperón illustrates the limitations of the enclave resort tourism 
plan as a development tool in the Dominican Republic because it is not designed to promote 
economic linkages at the community level. Rather, its inherent flaw is that resort management 
seeks to limit the interaction between the tourists and local community to improve its own 
profits. In Luperón, when tourism started, prices were significantly lower in town shops than 
in the resorts. Tourists quickly learned that food, beverages and souvenirs were much cheaper 
in the town of Luperón. British tourists that did not come on an all-inclusive package initiated 
a boom period for community business in Luperón. However this did not last long because of 
strategies of the resort forbidding consumption of non-hotel food and beverages on the resort 
premises, emphasizing that hotel management was not responsible for theft or guest safety off 
resort premises, and mentioning that food hygiene and water quality were inferior in Luperón 
business establishments. Later, the directors of the resort implemented a policy whereby only 
tourists on full-package tours are allowed as guests. In town, two of the restaurants and five 
local gift shops had to close for lack of business and two others only catered for townspeople. 
Freitag also noticed that if local people gain control over the tourist system it is most likely 
the local elite. Luperón is not an isolated case. Elsewhere in the Dominican Republic, the poor 
have typically failed to benefit from tourism growth. When Freitag first visited Puerto Plata in 
1986, small shops, bars and restaurants, owned by members of the local middle class located 
along the ocean front avenue, were full of customers, tourists and Dominicans alike. Street 
vendors, members of the Dominican lower class, thronged the street each day selling a wide 
range of tourism and non-tourism goods. In 1989 the now sterile boulevard was attracting few 
visitors, because the government had concluded that such business harmed the tourist image it 
wanted to create in the city.  
Kermath and Thomas (1992) conclude that with the development of resorts, vendor reductions 
are likely. The number of vendors may increase for a time, but eventually will decrease. In 
Sosúa, several hundred to a few thousand residents were slated for relocation outside Sosúa to 
accommodate the expanding tourism plant. The relocation includes many of the town’s 
informal sector vendors, which thereby displaces them residentially as well as economically. 
On the south coast the best beaches of Boca Chica are now closed to residents of Santo 
Domingo while tourists have free access. At this time, more adventurous tourists are 
discouraged from going out of the resort on their own, supposedly because it would be 
dangerous (Roessingh and Duijnhoven 2004). 
 
As destinations move into a mass tourism industry, receiving the majority of their tourists 
through the tour operator, major fluctuations and decreases in demand directly affect all the 
supply sectors of the destinations. Carey et al. (1997) believe tour operators try to cater to 
their potential clients’ needs and not those of the destinations. This seems to result in the tour 
operator concentrating on the short term growth of their business and not the long term 
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development of a well balanced tourist trade. The mass tour operators have more influence 
and power based on their superior knowledge of the market, than the destination suppliers. 
They are able to drive prices down to compete at home and thus reducing the revenues of the 
destination suppliers considerably. Tour operators also contribute directly and indirectly 
towards the negative environmental and socio-cultural impacts due to their short term 
objectives towards the destinations and the overriding concern for financial success. Tourists 
are strongly encouraged to place more trust in tour operators’ arrangements than those offered 
by local suppliers (Carey et al. 1997).  
Ground handler TUI Dominicana is not a member of sustainable tourism platforms or 
associations. They have not responded to invitations of the Puerto Plata hotel association in an 
earlier stage. TUI Dominicana is a member of the tour operators association. Sustainable 
tourism is not on their agenda yet. TUI Dominicana will place it under the attention of the 
association. TUI Dominicana permits the guides to make souvenirs stops during excursions as 
long as it fits into the scheduled program. The commission earned during the day has not been 
taken into account in the fixed salary. The commission is about 25 per cent of the turnover of 
the sold souvenirs. ATA (concept) notices that most retailers mark-up their purchases 2.5 
times or more in order to give consumers a discount and pay guides a commission that runs 
between 20%-25%. Many stores pay these commissions on more than 75% of their sales. If 
retailers do not pay, the guides will blacklist them. It is a form of extortion, one retailer 
commented. The retailers and artisans realize that their prices are high because of this 
commission. Since guides are licensed, it would be up to the retailers to find a way to put a 
cap on the commission, say 7%, in order for the products to be a value to the consumer. 
 
The studies outlined above show that governments, multinational tourism companies, tour 
operators and resorts have the power. However, they are mostly only concerned about their 
own profits which often results in exclusion of small-scale entrepreneur participation. Causes 
are government policies favouring large resorts, resort policies that discourage tourists from 
leaving the resort premises and tour operators favouring own partners and having the market 
knowledge which local entrepreneurs are lacking. The current power structures that exist in 
the Dominican souvenir and handicraft sector, indicate that the Dominican handicraft 
producers are dependent on various actors in overcoming the constraints they are facing. 
These actors include the government, resorts, tour operators and intermediaries. The 
individual producer has no influence on these structures and is not able to change them. Also 
the tourist is captured in this web of power structures. These power structures are included in 
the framework that is used to analyze the constraints for Dominican handicraft producers. 
 

2.2.2 Local Agriculture and the Tourism Industry 

 
Several authors conducted case studies to analyze why the tourism industry and local 
agricultural producers have not been able to establish successful linkages. These studies 
provide interesting results with regard to constraints that local agricultural producers are 
facing in obtaining access to the tourism sector. These constraints for agricultural producers 
are included in the framework that is used to analyze the constraints for Dominican handicraft 
producers. 
 
In Yucatán, Torres (2002) found that lack of promotion of regional products on the part of the 
tourism industry is an obstacle to creating linkages. Although there is strong demand for 
tropical fruits among tourists in the Yucatán region, tropical fruit offerings to tourists are 
limited with respect to variety, quantity and quality. Limited offerings are attributable to a 
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variety of supply, demand and marketing related constraints in the region. These constraints 
include a lack of investment in regional agriculture, inadequate economies of scale of local 
production, competition from outside producers, local supplier monopolies, a lack of market 
information among local farmers and the tourism industry, among others. Under the existing 
circumstance, crippled by a lack of capital, poor infrastructure, inadequate transportation, 
small economies of scale and their informal nature, local farmers find it virtually impossible 
to break into the region’s tourism markets. In another study in Mexico Torres (2003) 
categorized the constraints she noted concerning linkages between tourism and local 
agriculture: 
1. She observed the following production related factors that may foster or constrain the 

development of tourism and agriculture linkages:  
• poor local growing conditions  
• lack of local production of foods demanded by tourists  
• competition for labour between tourism and agriculture  
• inconsistent and/ or poor quality of local agricultural production  
• local farming enterprises’ poor economies of scale  
• high price of local production  
• chronic under-capitalization of the agrarian sector (the vast majority of peasant farmers 

don not have access to credit)  
• climate of uncertainty surrounding land tenure  
• limited local processing capacity. 

2.  Torres adds to this demand related factors which are:  
• tourist food consumption and preferences  
• a food procurement strategy based more on price than on quality and variety  
• fear of illness among tourists  
• chefs believe local products are grown and handled in less sanitary conditions  
• training and nationality of hotel and restaurant chefs  
• failure of developing strategic alliances by chefs, farmers, food suppliers and tourism 

officials to promote consumption and thereby create demand.  
3. In Mexico Torres distinguished the following marketing/ intermediary related factors:  

• promotion of certain products could enhance tourism by reinforcing a synergetic sense 
of regional identity, and through their consumption, become part of the tourist 
experience  

• farmer marketing difficulties and their exploitation by predatory intermediaries is 
perhaps the most severe problem facing producers and thus limiting access to tourism 
markets  

• stiff competition makes small-scale producers operate individually rather than planning 
and coordinating their production as a group represents not only limitation in 
production, but also marketing  

• developing a consistent supply capacity would allow farmers to secure regular and 
established markets for product delivery throughout the year  

• supplier monopolies that limit market penetration by local producers are sustained 
through corruption  

• the informal nature of farmers and their inability to provide a receipt  
• the lack of communication and deep mistrust that exists between producers, 

entrepreneurs, tourism supplier and hotels has deterred the creation of true partnerships 
between farmers and the private sector  

• infrastructure limitations, lack of appropriate vehicles to transport farm products, toll 
roads, post-harvest handling facilities, cold storage and marketing outlets. 
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Bélisle (1983) found the following reasons which discourage hotels in the Caribbean from 
using more local agricultural products:  
• tourist preferences for similar foods to those found in their own countries  
• imported food may be cheaper, hotels are willing to pay more for imports to ensure quality 

and/ or a reliable supply and the quality of local food is not as good as imports, especially 
hygienically  

• hotel entrepreneurs may not be aware of the types and qualities of local foods available 
• farmers want to maintain their traditional crops and are not able to increase their production  
• farmers lack information about food requirements of hotels  
• hotels and farmers are inhibited from dealing with each other  
• farmers or intermediaries are unreliable in maintaining a regular supply of local products or 

fulfilling contract agreements  
• several studies stress competition of land and labour between food production and tourism  
• farmers also have to deal with both a fluctuation in the number of tourists and with 

agricultural seasonality  
• private and public investment is insufficient  
• technological obstacles include the rudimentary level of farming techniques, the lack of 

farming equipment and machinery and the limited use of fertilizers and pesticides  
 
According to Telfer and Wall (2000), prompt payment is crucial to small suppliers who 
operate with a small budget. A large scale hotel with a diverse menu structure needs to be 
certain that a stable supply network is in place. When the supply system breaks down, the 
large-scale hotels are forced to use alternative sources for food products. Studies in Tahiti and 
Fiji showed that agricultural production diminished because of handicraft production and 
wage employment in the tourism industry (Donehower 1969, Niukula 1980).  
Freitag (1994) found that in Luperón, where a large resort was established, it became apparent 
that the secondary tourism establishments, like small restaurants, provided more local 
linkages with other economic activities than the enclave resort. Local meats, fish, plantains 
and seasonal fruits were all incorporated into the restaurant menus. One would think that 
increased local demand for such products would benefit the poorer farmers and fishermen in 
the region. Unfortunately, this was rarely true. The perennial credit shortages and traditional 
economic arrangements with intermediaries to finance their instruments of production make it 
difficult for poorer farmers and fishermen to benefit from the increased demand for their 
harvests which local tourism promotes. 
 
The case studies outlined above show a wide range of constraints in establishing linkages 
between the tourism industry and local agriculture. Many of these constraints might also be 
applicable for the situation of small-scale handicraft producers in the Dominican Republic, 
and are therefore incorporated in the framework in paragraph 2.3. 
 

2.2.3 Handicrafts and the Tourism Industry 

 
Most studies concerning handicrafts do not specifically aim at improving linkages between 
handicraft producers and the tourism industry. However, the case studies described below 
provide interesting information with regard to handicraft production and the constraints 
handicraft producers have to deal with. 
 



  - Chapter 2: Literature Review and Theoretical Framework - 

Bas Prins - MSc Thesis Report: Artisans and the Tourism Industry             - 19 -

Traditionally handicraft production in the Caribbean as in most other regions in the world was 
mainly for utilitarian purposes. Industrial development made handicraft produced strictly for 
these purposes non-competitive price-wise. This led to a movement of labour away from craft 
production to higher paying jobs in industry, tourism and the commercial sector. So many of 
the craft skills of the Caribbean that were normally handed down from generation to 
generation began to die out (Holder 1989). This is also noticed by Markwick (2001), she 
found that with the global development of mechanization and mass production, Malta tended 
to disregard its traditional crafts, with the result that many of them, such as spinning, weaving 
and wickerwork, had virtually disappeared. Maltese lifestyles and patterns of work and leisure 
have changed, with the arrival of television and computers. Therefore craft production has 
reduced because in the past there were few alternatives. 
 
Currently an unacceptably small amount of human and financial resources is allocated to the 
Caribbean handicraft sector, the management structure is often too badly fragmented and the 
status of craft is undervalued (Holder 1989). The First Regional Handicraft Development 
Workshop organized by the Caribbean Tourism Research and Development Centre (CTRC) 
held in Dominica in April 1989 identified several of the problems that primarily relate to 
pricing, availability of raw materials and most important marketing and management; 
- With respect to price: 

• Taxes on import of raw materials and accessories 
• High costs of labour 
• Mark-up of wholesalers and retailers 
• High costs of intra-regional transport 

- With respect to raw materials: 
• Indigenous raw material supplies are becoming more difficult to obtain 
• No systematic inventory has been taken of the available indigenous raw materials 
• Need for higher level of processing and preparation of raw materials 
• Small producers are not aware of or financially not able to purchase in quantity from 

overseas suppliers of raw materials 
- Management and marketing: 

• Craftsmen lack business skills 
• Craftsmen are incapable of utilizing marginal costing for larger orders 
• Craftsmen don’t have marketing skills and there is no formal institutional mechanism 

established at the national or regional level to assist or relieve them 
 
According to ATA (concept), it is estimated that the Dominican crafts market is more than 
$250 million. While that may be high, the figure is impressive. The market exists throughout 
the nation. The small villages, beach resorts, cities all have a market for artisans. Weaving 
together the opportunities for visitors to purchase will be the challenge. In the Dominican 
Republic, the lack of innovation has opened the market to imports, substitution of expenditure 
in other categories and an overall depression of demand. At the moment, most hotels purchase 
products from outside the country. Often all of their purchases are imported. In places like the 
Mercado Moderno, over half of the handmade products are imported from China, Taiwan, 
Indonesia, India, Mexico, Haiti, Colombia and Ecuador. Importers and retailers remove the 
country of origin labels and often sell the product as made in the Dominican Republic. It can 
be expected that this competition will be continued in the low-end souvenir market. Importers 
will copy the new designs that artisans create (ATA concept). 
 
In the literature on tourist arts there are many examples of a steep rise in price of products as 
they move through the marketing channels from producer to final consumer. Most studies 
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emphasize that the various middlemen and intermediaries who move the products along the 
marketing channels from the producers to the consumers make the bulk of the profits. 
Cohen’s (1993) study found that the price of pottery rises steeply even before it enters the 
marketing channels properly, namely as they are moved from the village producer to the 
mostly outsider-owned shops in the Dan Kwien market. A price increase of 100% or more is 
common. If finishing is done the price may increase by several times. It is observed that also 
in other crafts markets in Thailand the principal value added is in finishing rather than in the 
manufacture of the raw product. Packing and transporting the bulky, heavy and easily 
breakable products add considerably to the marketing expenses. The handmade trademark of 
the pottery inhibits a significant expansion into exports, since local producers are not 
amenable to standardization and do not correspond to the quality and quantity specifications 
of foreign importers. Some local entrepreneurs made an effort to modernize their distribution 
and marketing processes, rather than improving their production. The craft market in Dan 
Kwien is the principal outlet and market owners are therefore keen to preserve finishing and 
marketing stages in their own hands, and to prevent customers from acquiring products 
directly in the surrounding villages (Cohen 1993). 
 
Cohen (2001) noticed that in Mexico, Teotitlán’s textile market is concentrated in the hands 
of merchants and middlemen or women and independent producers who have the economic 
resources, managerial skills and artistic ability to succeed in a competitive market. 
Competition for tourists and exporters pits independent producers against each other and 
against merchants. The result is an industry in which mistrust and competition are high and 
cooperation is difficult to maintain. Merchants dominate the local tourism market for textiles. 
Merchants typically collude with tourguides and establish exclusive agreements that limit who 
tourists meet and where they visit. Many merchants pay a percentage of their sales to 
tourguides to cement these relationships. The contracts and low piece rates paid to contract 
weavers effectively constrain the ability of these weavers to meet tourists or to afford the 
costs of independent production. The contract weavers must rely on other sources of income 
for the investment capital necessary for new economic endeavors. Weaver and gallery owners 
control what tourists see and hear. Merchants and local and foreign middlemen exploit the 
weavers. US buyers exercise a great deal of control over the market, and often dictate designs, 
color schemes and size requirements, while making trips to the region to oversee production. 
For contract weavers and independent producers, the greatest challenge continues to be direct 
access to tourists and access to information held by producers, foreign business interests and 
gallery owners. Craft production may look rustic, but it is production for modern markets and 
consumers who are predominantly from Western countries (Cohen 2001). 
 
Markwick (2001) found that Maltese producers that have kept relying on the local market face 
constraints relating to the small domestic market, coupled in some cases with an inability to 
exploit scale economies, shortages of labour with appropriate design and artistic skills, 
limitations on linkages to the tourism industry together with poor support services, lack of 
marketing of craft villages and poor physical environment, poor collaboration between craft 
firms and private tour operators and commission required by tour guides. Size and market 
orientation are not the sole determinants of success. Respondents frequently referred to the 
importance of quality in the handicraft business. Lace producing women generally considered 
the returns were poor in relation to skills and time invested. Exploitation by intermediaries, 
particularly finishers and retailers quoting selling costs as three times more, resulted in 
respondents selling directly from their workplace. The industry is disorganized, potentially 
resulting in irregular prices, quality and design (Markwick 2001). 
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In recent years the fabric-dying crafts in The Gambia have greatly expanded, involving 
particularly greater numbers of individual women entrepreneurs. As a result the market has 
been flooded with identical fabrics and selling them has become quite competitive (Farver 
1984). Gambian craft producers are not in any significantly better position than middle range 
hotel employees despite their entrepreneurial efforts. Handicraft occupations have become 
mere subsistence activities for many. Because very few crafts people are able to save the 
money from the sale of their crafts, most must borrow to begin production for the following 
season. There is no money left over to enhance their business or to increase their productive 
capacities. The Gambian Artisans’ Marketing Cooperative (GAMCO) was set up in 1977 to 
overcome handicraft marketing problems by developing an export strategy. This plan failed 
because of the poor quality of Gambian handicrafts in general. Most of them must be greatly 
improved to compete on the international markets (Farver 1984). 
 
Conelly-Kirch (1982) found that handicraft sellers in Tonga interpret bargaining as indicating 
that the tourists do not think their handicrafts are worth the price and this offends them and 
their cultural pride. Handicraft selling does contradict certain cultural values as notions of 
hospitality and exchange and also provides a forum for the enactment of status rivalries. 
 
These case studies show that the constraints small-scale handicraft producers are facing are 
primarily intermediary and production related. Exploitation by intermediaries and not having 
the financial and/ or technical resources or skills to improve production seem to be the main 
problems. Other constraints include the stiff competition among producers as well as vendors 
and even cultural values. Of course many of these constraints are interrelated. These 
constraints are also included in the framework which is described in the following paragraph. 
 

2.3 Framework 

 
Based on the literature review described above, I have come to a categorization of possible 
constraints to establishing linkages between small-scale handicraft producers and the tourism 
industry in the Dominican Republic. This categorization of constraints provides the 
framework that was used to analyze the constraints that Dominican handicraft producers have 
to deal with.  
Possible constraints are partly grouped according to the categorization of Torres (2003) who 
distinguished production, demand and intermediary related factors that limit the creation of 
stronger linkages between local agricultural producers and the tourism sector. These three 
categories also correspond with the different stages in the souvenir and handicraft supply 
chain as described in paragraph 2.1.2.  
To be more specific in denominating these constraints, the groups have been further 
subdivided. Production related factors are either financial, technological, organizational, skills, 
raw materials or cultural related. Intermediary related factors are based on power structures, 
exploitation, infrastructure and logistical and import. Demand related factors deal with the 
promotion of products directly to the tourist or the tourists themselves.  
Because there are several factors that cannot be grouped in these categories, but which are of 
great importance when trying to establish stronger linkages between local entrepreneurs and 
the tourism industry, a separate group has been added which are power structures related 
factors. These constraints are caused by existing power structures with regard to government 
policies, resorts, tour operators and the competition of labour between industries. 
Acknowledging these power structures is important when performing tourism analysis 
(Mowforth and Munt 2003). The framework is outlined below; 
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1. Power structures 
• Government policies 

- Uncertainty around local land tenure (Torres 2003) 
- Taxes on import of raw materials and accessories (Holder 1989) 
- Forbidding street vendors because it harms country’s tourist image (Roessingh and Duijnhoven 2004) 
- Closure of beaches for locals while tourists have free access (Roessingh and Duijnhoven 2004) 
- Governments favour large tourism enterprises because of the investments and other benefits, thereby 
   leaving small entrepreneurs without access to necessary resources for development, even 
   displacement of residents for resort construction (Roessingh and Duijnhoven 2004, Kermath and  
   Thomas 1992) 

• Resorts 
- Resorts limit interaction between tourists and local communities to improve own profits (Freitag 1994)  
- Resorts forbid consumption of non-hotel food and beverages on the resort premises (Freitag 1994) 
- Resorts inform tourists that security, hygiene and water quality outside the resorts are low (Freitag  
  1994, Roessingh and Duijnhoven 2004) 
- Resorts allow only full-package, all-inclusive tourists (Freitag 1994) 
- Large hotels are owned by multinational chains with connections in the important tourist markets,  
   knowledge of the demand and standards of Western tourists and have the capital to invest (Roessingh  
   and Duijnhoven 2004) 

• Tour operators  
- Tour operators have superior market knowledge and are able to drive prices down (Carey et al. 1997) 
- Tourists are strongly encouraged to place more trust in tour operator’s arrangements than those 
  offered by local suppliers (Carey et al. 1997) 

• Competition for labour between industries 
- Elevated price of local production (Torres 2003, Holder 1989) 
- Labour is expensive because of competition for labour with tourism (Torres 2003, Bélisle 1983,  
  Donehower 1969, Niukula 1980, Holder 1989) 

 
2. Production related constraints 

• Financial 
- Sellers are used to purchase on credit, small producers need prompt payment (Telfer and Wall 2000,  
  Ashley et al. 2006) 
- Lack of private and public investment in local production (Torres 2002, Bélisle 1983, Holder 1989) 
- Lack of capital local producers; chronic under-capitalization (Torres 2003, Freitag 1994, Holder 1989,  
  Cohen 2001, Farver 1984) 
- Local producers have no access to credit (Torres 2003) 

• Technological 
- Inability of local producers to supply the quantity demand by sellers and tourists (Torres 2002, 2003,  
  Cohen 1993) 
- Low technological capabilities local producers (Bélisle 1983) 
- Local processing capacity is limited (Torres 2003, Bélisle 1983, Holder 1989) 

• Organizational 
- Stiff competition among producers, therefore individual operations instead of group planning and  
   coordination (Roessingh and Duijnhoven 2004, Torres 2003, Cohen 2001) 
- Lack of communication and market information exchange between local producers and tourism  
   industry, local producers are not aware of sellers requirements (Torres 2002, 2003, Bélisle 1983,  
   Cohen 2001) 
- No consistent supply capacity (Torres 2003, Bélisle 1983, Telfer and Wall 2000) 
- Local producers have inadequate economies of scale (Torres 2002, 2003) 
- Informal nature local producers; inability to deliver receipts (Torres 2002, 2003) 
- Local physical conditions and supply seasonality and reliability (Bélisle 1983) 
- Mistrust between producers, suppliers and tourism industry representatives, unfulfilled contracts  
  (Bélisle 1983, Cohen 2001) 

• Skills 
- Inability of local producers to supply the quality by sellers and tourists (Torres 2002, 2003, Bélisle  
  1983, Farver 1984) 
- Local producers stick to traditional products, they copy each other; no innovation (Bélisle 1983, ATA  
  concept, Cohen 1993, Farver 1984) 
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- Lack of business, managerial and marketing skills of local producers (Torres 2003, Holder 1989) 
• Raw materials 

- Indigenous supplies of raw materials are hard to obtain (Torres 2003, Holder 1989) 
- No systematic inventory of available indigenous resources of raw materials (Holder 1989) 

• Cultural 
- The status of craft is undervalued (Holder 1989) 
- Changing lifestyles and work and leisure patterns, therefore dying out of traditional production skills  
   (Holder 1989, Markwick 2001) 
- Selling does contradict certain cultural values as notions of hospitality and exchange and also provides  
  a forum for the enactment of status rivalries (Conelly-Kirch 1982) 

 
3. Intermediary related constraints 

• Power structures 
- Corruption among local supplier monopolies that have entrenched marketing networks that limit  
   market access to small producers (Torres 2002, 2003, Freitag 1994, Cohen 2001) 
- Intermediaries prevent customers from acquiring products directly from the small producers (ATA  
  concept, Cohen 1993, Cohen 2001) 
- Guides demand commission for bringing tourists and blacklist retailers that don’t pay (ATA concept,  
  Cohen 2001) 

• Exploitation 
- Exploitation local producers by predatory intermediaries (Torres 2003, Cohen 1993, Cohen 2001) 
- High mark-ups by wholesalers and retailers (Holder 1989, ATA concept, Cohen 1993) 

• Infrastructure and Logistical 
- Poor storage, distribution and marketing infrastructure (Torres 2003) 
- Low availability of often inadequate, low quality and expensive transportation (Torres 2002, 2003,  
  Holder 1989, Cohen 1993) 

• Import 
- Procurement is based on price instead of quality and variety, therefore cheaper imports (Torres 2003,  
  Bélisle 1983, ATA concept) 
- Sellers are not aware of types and qualities of local production (Torres 2003, Bélisle 1983) 
- Importers remove country of origin labels and sell them as local (ATA concept) 
- Importers copy local designs (ATA concept) 

 
4. Demand related constraints 

• Promotion of products 
- No strategic alliances between sellers, suppliers, producers and tourism officials to promote   
   consumption of local products (Torres 2002, 2003) 

• Tourist related 
- The tourist’s consumption and preferences (Torres 2003, Bélisle 1983) 
- Hygiene and sanitary conditions of local production influence sellers and tourist’s choices (Torres  
  2003, ATA concept, Holder 1989) 
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3. Methods and Research Setting 
 
This chapter first explains the character of the thesis work followed by the methods that were 
used to generate the data. After that the fieldwork and process of collecting the data during 
my stay in the Dominican Republic are described, followed by difficulties that have occurred 
during the research. The chapter concludes with a description of the case study research 
setting. 
 

3.1 Character of the Thesis Work 

 
The research is grounded in the interpretive social sciences and is based on representations of 
the phenomenon under study. The research takes place in a real world setting, the empirical 
social world, where data about the phenomenon are gathered, then analyzed, and theoretical 
constructions are either generated or modified.  
The data are gathered from an insider (or emic) and holisitc perspective, which allows for the 
identification of multiple realities since the perspectives of all social actors are taken into 
account and are equally valued.  
In her study about linkages between tourism and agriculture in Mexico, Torres (2003) also 
takes a holistic approach to analyzing linkages between tourism and agriculture and 
understanding factors constraining the development of linkages. This holistic approach is 
distinct from other similar studies because it incorporates a diversity of stakeholder voices.  
 
The case study is a useful and flexible research strategy to answer the research questions as 
mentioned in paragraph 1.1.2, because the case study provides the ability to gain a profound 
insight into the various elements of the supply chain of the Dominican handicrafts market. 
Because a small number of research units are studied an in-depth view of the units can be 
gained. Characteristics of the case study approach are; 

• Deep and holistic knowledge about the cases involved 
• Focus on understanding and interpreting the case from an inside perspective 
• Observations in a natural context 
• Utilization of multiple labour intensive methods of data generation 

 
By using the case study as a research methodology I was able to make use of methodological 
and data triangulation. This means the study consists of different methods of data generation, 
observation and interviewing, and different sources of evidence, people and documents. By 
triangulation, the potential problems of construct validity are being addressed, because the 
multiple sources of evidence provide multiple measures of the same phenomenon. 
 
The type of case study is a single case study because only one case (the supply chain of 
handicrafts in the Dominican Republic) has been researched. This case study can be regarded 
as intrinsic because the case was selected based on the interest of TUI and Cordaid, which 
corresponded with my personal interests. The approach used in this research based on 
information requirements is descriptive and explanatory. The results are not supposed to be 
representative of the wider population.  
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3.2 Methods of Data Generation 

 
The methods of data generation are: 

• interviewing (people) 
• gathering observational data (people, documents and physical artifacts) 

 
This study draws on the data collection methods of interviews and observation. As a 
consequence of the interpretive social sciences paradigm, the research is subjective because it 
relies on in-depth information and interpretations and the understanding of real people’s 
perspectives. This research does not assume to represent the whole population. 
Interviewing is a suitable method of qualitative data generation. An interview can be regarded 
as a particular kind of conversation with a purpose and role differentiation. But, it is necessary 
to take into account that there has to be a relationship of mutual trust between the interviewer 
and the interviewee. To do this, the interview should be non-hierarchical and me as 
interviewer can add my own personal identity in the relationship. An interview is an exchange, 
which means that the interviewer has to engage with the interviewee. Because of that a good 
reciprocity is very important.  
 
The interview type that is used in this research is the semi-structured interview as well as in-
depth interviews. I see the world as consisting of multiple realities and there is a subjective 
relationship between me as the interviewer and the interviewees, as well as the phenomenon 
under study. The interviews have been conducted based on the topic list as demonstrated in 
appendix II, and the framework which is presented in paragraph 2.3. The interviews consisted 
of predominantly open questions. Notes have been taken of the interviews and as soon as 
possible after conducting an interview a condensed account of the interview was drawn up. 
The goal of my interviews is to gain a profound insight in the factors that provide answers to 
my research questions. 
By making a field visit directly to the case study-site, the opportunity for direct observations 
within the local cultural environment was created. Direct observation adds new dimensions 
for understanding either the context or the phenomenon being studied. For example relevant 
behaviours or environmental conditions have been available for observation. Such 
observations serve as another source of evidence in the case study.  
The observations were informal in nature and were made throughout the field visit, during 
occasions in which information was being collected from interviews. Observational evidence 
is often useful in providing additional information about the topic. Records of the 
observations were made as soon as possible after having left the site. Very interesting on-site 
observations have been photographed which helps to convey important case characteristics to 
outsiders. Permission was asked when taking photos.  
 
The analysis of data as presented in chapter 4 has been performed based on the condensed 
accounts of the interviews and records of the observations. 
 

3.3 Data Collection 

 
The research units in this research project from which primary data will be obtained for 
answering the research questions are; 

• People 
• Documents 
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People give insightful and diverse information and by interviewing them targeted questions 
were asked, which focus directly on the research questions. 
By using documents, evidence from other sources (people) can be corroborated and 
augmented. Documents are helpful in verifying the correct spellings and titles of names or 
organizations that might have been mentioned in an interview. Documents can also provide 
specific details to corroborate information from other sources and inferences can be made 
from them.  
 
To answer research question 1 (see paragraph 1.2.2), first representatives of several 
organizations (NGO’s, governmental and/ or commercial) were interviewed. Contacts have 
been provided by IDDI (who provided me with a working space), TUI and Cordaid. From 
them, information about other important persons and organizations, handicraft producers and 
their associations and useful documents was gained.  By interviewing these people and 
reading the documents, again new information was gained about other interesting persons, 
organizations and documents and small-scale producers and intermediaries. This is called the 
snowball sampling method.  
 
Purposive and/ or convenience sampling was used in selecting the small-scale handicraft 
producers and intermediaries that were interviewed, because it is impossible to map out the 
entire population. The recommendation of Roessingh and Duijnhoven (2004), how to 
approach small entrepreneurs and how to interpret their behaviour has been helpful in 
executing this research. According to them, small entrepreneurs can most easily be observed 
and interviewed within their work environment, when they are on the front stage, and it tends 
to be more difficult to observe them in a backstage area, as they cannot be recognized as 
entrepreneurs in informal situations. Therefore it requires time and patience to build up a 
situation of mutual trust between researcher and entrepreneur before the researcher can begin 
to understand the difference between an entrepreneur’s performance on the front stage and 
his/ her real behaviour. For example, the entrepreneurs are trying to create the impression that 
business is going very well, to show that they offer a good product that is worth consuming. 
To do so they might pretend to be very busy. When asked, most entrepreneurs would say that 
business was going great or picking up again. After some time and several conversations 
when it became clear that the interviewer was no ordinary client but someone they could trust 
and express their frustrations to, they would give a more differentiated answer. On the one 
hand they have to do what is good for their business and cannot afford to show any negative 
emotions, but at the same time it seems that the entrepreneurs foster strong feelings of 
frustration, unhappiness and alienation towards the tourists and the tourism industry. 
Entrepreneurs use the negative image that many tourists have of the pushy, swindling vendors, 
guides, taxi drivers etc. in order to sell their products. By trying to inspire the tourist’s 
confidence they hope to sell their product, which is exactly the same as their competitors sell 
(Roessingh and Duijnhoven 2004).  
 
During the fieldwork in the Dominican Republic I gained information and interviewed 
representatives of several government institutions, non-governmental organizations and 
private sector organizations. All these organizations are stakeholders in the Dominican 
souvenir and handicraft sector. 
I interviewed artisans that have good businesses and several small-scale producers of 
handicrafts who are struggling to sell their products. As well I visited some of their 
workshops. Interviews have been elaborated in detailed interview reports. The interviewed 
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persons and the organizations from which information has been gained are outlined below 
(contact details can be found in appendix I); 
 
Government institutions: 

- Ministry of Tourism 
- Ministry of Culture 
- CENADARTE (government institution for educating artisans) 
- Center of Export and Investment (CEI-RD) 

 
Non Governmental Organizations: 

- IDDI (Dominican NGO that has artisan projects and offers microfinance) 
- ADOPEM (Dominican microfinance bank and NGO) 
- ADEPE (Dominican microfinance institution and NGO) 
- Codespa (Spanish NGO) 
- Cordaid (Dutch NGO) 
- Inter American Development Bank 
- Clusters Puerto Plata and Bayahibe (work on tourism and culture, financed by USAID) 
- José de Ferrari; Dominican handicrafts consultant who has been involved in many 

artisan projects 
- Several volunteers and NGO employees that work in development projects including 

artisans 
- UNESCO 

 
Private sector organizations: 

- TUI Netherlands 
- TUI Dominicana (Dominican tour operator and ground handler) 
- Hotel Association La Romana – Bayahibe 
- Hotel Association Foundation 
- Manager of a 5 stars hotel in Santo Domingo 
- Brugal Foundation (Dominican rum company) 
- Several gift shop owners and employees 

 
Artisans and small/ medium entrepreneurs: 

- GECDOM (artisans association) 
- Women groups that make artisan products (supported by IDDI) in the slums of Santo 

Domingo; El Capotillo and El Café 
- Several women that make artisan products as part of a development project in Villa 

Padre Nuestro 
- Hermanos Guillen; workshop in Yamasá where artisan products are made based on 

Taino (native indian) art 
- Small entrepreneurs in Santo Domingo (supported by IDDI microfinance) 
- Small entrepreneurs and artisans workshops in Santo Domingo, Santiago and La Vega 

(supported by ADOPEM microfinance) 
- Neoarte; workshop in Moca where ceramic artisan products are made 
- Owner of museum of amber in Santo Domingo and artisan 
- Mundo Artesanal in Santo Domingo; commercialization space for artisans and jewelry 

producer 
- Several handicraft producers that sell their products on the street or at fairs or in their 

own small shops 
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Documents: 
- UNESCO (2002) 
- Centro Cultural de España en República Dominicana (2006) 
- “Normativas para clasificacion tiendas de regalos (gift shop)”, regulations for gift 

shops, published by the Ministry of Tourism (appendix III) 
-  “Reglamento de las ferias culturales”, regulations for cultural festivals published by 

the Ministry of Culture (appendix IV) 
-  “Problemática en la Industria Artesanal de la República Dominicana”. Written by 

Evelyn Valoy of the CEI-RD in 2005 
- IDDI institutional profile and annual account 2004 
- IDDI project proposals of development projects, including artisans 
- Craft trails map of the Dominican Republic, published by IDDI, UNESCO and 

ADEMI 
- “Artesania joven con el desarollo”, published by IDDI, UNESCO and ADEMI. 

Photographic catalogue about young artisans 
- Banco ADOPEM Annual Account 2005 
- Artisan client profiles provided by ADOPEM 
- “Artesanos, Artesanías y Desarollo, Notas sobre la Artesnía Tradicional Dominicana”. 

Published by José de Ferrari and UNESCO, provides information about traditional 
Dominican handicrafts and the market. 

- “História y Evolución Artesanal del Poblado “El Higüerito”, Moca, Provincia 
Espaillat”. Published in Santo Domingo, 1997, to provide information about artisans 
in Moca 

- USAID half-yearly bulletin about their competitiveness and politics program 
(Programa de Competitividad y Politicas) 

- Promotional material and of several handicraft producers and workshops 
- Excursion information from TUI Dominicana Region North (appendix V and VI) 
- TUI travel brochures of Holland International and Arke 
- List of artisans in Mundo Artesanal (appendix VII) 

 
It was decided to use the purposive sampling method in selecting the locations of the souvenir 
outlets, because it is impossible to observe all outlets in the Dominican Republic. The 
locations were in Santo Domingo, Puerto Plata, Sosúa, Bayahibe and Punta Cana. This way 
the assortment on offer could be compared between different locations. 

• Santo Domingo; this is the capital of the Dominican Republic and the starting point of 
my research  

• Puerto Plata and Punta Cana; these are the tourist destinations offered by TUI.  
• Sosúa and Bayahibe; smaller tourist destinations compared to the mass tourism 

destinations Puerto Plata and Punta Cana. 
Purposive and convenient sampling has been used in selecting the outlets to be observed and 
interviewed. At arrival at Puerto Plata airport and at departure from Punta Cana airport I was 
able to observe the assortment of souvenirs in the airport shops. During my stay in Puerto 
Plata, Santo Domingo, Sosúa and Bayahibe, I was able to observe the offer of products and to 
talk with some of the shop owners (vendors). For selecting the souvenir outlets in 
accommodations that are contracted by TUI, TUI provided me with a list of accommodations 
that attract most TUI customers. The list includes 2 accommodations per category (all-
inclusive, 5 stars, 4 stars etc.) for Puerto Plata as well as Punta Cana. In the end only 
accommodations in Sosúa and Puerto Plata were visited. Also a Dominican night in a resort 
was visited, where souvenir vendors were present. 
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On the other hand I have participated in an excursion offered by TUI Dominicana to observe 
the tourguide’s behaviour and the gift shops visited. I visited the book fair in Santo Domingo 
where several artisans were present and attended a presentation of the artisan’s association 
GECDOM. I also attended a meeting of the tourism cluster in Bayahibe and attended a 
presentation for USAID of the different tourism clusters in the country. 
 
For the answering of research question 2 (see paragraph 1.2.2), secondary data are used that 
have been generated from answering the former research question and from primary research 
regarding tourism and linkages with local economies. 
 

3.4 Difficulties 

 
Several of the interviews had to be conducted in Spanish and it was surprising how few 
people were able to speak English. Although my Spanish is on intermediate level, some bias 
can exist in the interview accounts because of misinterpretation or misunderstanding. As 
much as possible this was prevented by asking to repeat the answer or to explain the answer in 
different terms. When possible the interview accounts were communicated by e-mail with the 
interviewees so they could check whether the accounts contained certain errors.  
In the Dominican Republic it is quite customary to arrive late for a meeting, as in many Latin 
American countries, or even not to show up at all. When not showing up sometimes this was 
not even announced. When having an interview it often occurs that people come in to disturb 
or that long phone calls are being made while I had to wait. Sometimes these cultural 
differences in dealing with meetings could be quite frustrating and required a lot of my 
patience, but with time I became more accustomed and used to these practices. 
Before starting the research, visits to souvenir outlets and accommodations that are offered by 
TUI was regarded as an important part of the research to gain a profound insight in the 
handicrafts and souvenirs that are on offer in the gift shops, hotel shops and Dominican nights 
at the resorts. However, after having visited several shops in Santo Domingo, Puerto Plata and 
Sosúa it became clear that the offer of souvenirs mainly consists of imported products. No 
significant difference was observed in the offer in different gift shops. Because of that and 
budgetary reasons it was decided not to visit Punta Cana, because it was expected not to 
encounter a different situation. Attention therefore shifted more towards individual producers 
and their handicrafts and all the organizations and institutions that are involved with artisans 
or in artisan supporting projects. 
 

3.5 Research Setting 

 
The Dominican Republic was the setting for the research. This paragraph first provides 
general information with regard to tourism and the Dominican Republic. After that follows a 
description of the typical mass tourism destinations Puerto Plata and Punta Cana. The last 
paragraph gives information about the more quiet tourist destinations Sosúa and Bayahibe. 
 

3.5.1 The Dominican Republic 

 
The Dominican Republic is one of the largest tourism destinations in the Caribbean, with 
almost 3.5 million tourist arrivals in 2004. The figures demonstrated below show the 
international tourist arrivals and receipts of the Dominican Republic from 1990 to 2004; 
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Figure 3.1: International Tourist Arrivals 

 (Source: World Tourism Organization (http://www.world-tourism.org) 

 

 
Figure 3.2: International Tourism Receipts 

(Source: World Tourism Organization (http://www.world-tourism.org) 

 
The Dominican Republic is a third-world country, whose main industry has long been the 
cultivation of sugarcane, tobacco plantations, coffee beans and fruits. The country’s economy 
depended on the export of its agricultural products.  
 

 
Image 3.1: Map of the Caribbean and map and flag of the Dominican Republic  

(Sources: http://www.cnn.com/WORLD/americas/9809/29/caribbean.disaster/caribbean.map.gif,  

http://www.lonelyplanet.com/mapimages/caribbean/dominican_republic/dominican_republic.gif, 

http://www.plcmc.org/forkids/mow/images/dominican_republic-largeflag.gif) 
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The introduction of an industry such as tourism created new possibilities for growth and 
development. The Dominican tourism industry, although generating tourism revenues for the 
government, has been unable to decrease economic leakage, minimize environmental 
destruction, or find long-term solutions to the plight of the Dominican poor (Roessingh and 
Duijnhoven 2004). The Dominican Republic shares with Haiti the island of Hispaniola, the 
second largest island in the Caribbean ,after Cuba (see image 3.1). The island was named 
Hispaniola or La Española by Christopher Columbus. Haiti forms the western part of the 
island (one-third of the island) and the eastern two-third of the island is occupied by the 
Dominican Republic. The Dominican Republic has a population of 8,833,634 inhabitants 
(estimated July 2004), the majority are poor and 19.9% even live below the poverty line 
(Roessingh and Duijnhoven 2004). 
 

3.5.2 History of Tourism in the Dominican Republic 

 
The Dominican Republic started relatively late with the development of its tourism industry 
compared with other countries in the Caribbean region. It was only in 1967 that the 
Dominican government started to take an interest in the tourism industry as a means of 
development for the country. They created a Ministry of Tourism and there was strong 
support for both public and private investments in the tourism industry. This support led to the 
introduction of a special law in 1971, the ‘Tourist Incentive Law’, that offered tax breaks and 
other benefits for private investors (Freitag 1994). The goal of the development of this new 
industry was to improve the economic situation in the country and to raise the living standard 
of its poor population. Together with the Central Bank, the government created an 
organization called INFRATUR (El Desarollo de la Infrastructura Turística) to support and 
finance the development of the necessary infrastructure in the country’s designated tourist 
zones. The first region to receive wide attention from the government through this 
organization was the Puerto Plata zone (the 60 km stretch of northern coastal land from 
Maimón to Cabarete). Going back in the history of this region, the first tourist activities took 
place as early as the 1940s. Many Cuban and Spanish cruise ships would make a stopover in 
the port of Puerto Plata. It was not until the 1970s, however, that the stops of the first 
transatlantic cruise ship, the Boheme, every Monday, turned Puerto Plata into a real tourist 
destination. The Boheme would arrive early in the morning to refuel and would stay in the 
port all day. The passengers would disembark and walk around in the port area of the city. 
This created a lively business for souvenir salesmen, restaurants and other small tourism 
businesses, although the industry still retained a very small portion of the region’s economy. 
By the 1980s there were six transatlantic cruise lines that used the Puerto Plata port as a 
regular stopover (Roessingh and Duijnhoven 2004).  
In order to attract foreign investors for the northern coastal tourist zone (the Puerto Plata 
zone), the Dominican government invested over $76 million between 1974 and 1982, most of 
this money borrowed from international credit agencies (Freitag 1994). The construction of 
the international airport, Gregorio Luperón, in 1979/ 1980 was one of the most important 
actions the government took to develop the Puerto Plata region because this made the 
transport of tourists in and out of the area much easier. Other important tourist zones in the 
country are the Boca Chica zone (on the south coast, near the country’s capital Santo 
Domingo), La Romana (in the southeast), which was the location of the first (foreign financed) 
enclave resort in the mid-1970s, the Samaná zone (the peninsula in the northeast), the 
Jarabacoa zone (central highlands) and the Barahona zone (southwest). In the 1970s and early 
1980s, the government focused on these zones with their development plans for the tourism 
industry. Initially local investors dominated the tourism industry and it was not until the 
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1980s that foreign investors started to show a wider interest in the Dominican tourism 
industry. Even as late as 1987, it was estimated that only 21% of the hotel rooms in the 
Dominican Republic were foreign owned (Freitag 1994). 
 

3.5.3 Puerto Plata and Punta Cana 

 
The two main tourist destinations in the Dominican Republic are Punta Cana (on the east 
coast) and Puerto Plata (on the north coast). Both destinations mainly offer luxurious all-
inclusive accommodation for a relatively low price. Both regions are almost entirely focused 
on the tourism industry. The difference between the two destinations is that Punta Cana was 
an unpopulated area where private investors decided to develop a resort area in the late 1980s 
and early 1990s, while Puerto Plata has a history that goes back to the colonization of the 
island. Puerto Plata’s combination of history and newly developed resort areas means that the 
impacts of the tourism industry in this region have been, and still are, considerable. Beside the 
large multinational resorts that are dominating the tourism sector in the Dominican Republic, 
there are many local tourism entrepreneurs who started working in the industry expecting to 
gain a steady income from the rise of this new economic activity (Roessingh and Duijnhoven 
2004). 
 

 
Image 3.2: View of Puerto Plata and the port from “Pico Isabel de Torres” 

 
During the 1980s and early 1990s, the tourism industry bloomed in the Puerto Plata region. 
The number of international arrivals grew steadily each year; the area was full of small 
businesses like restaurants and shops, and the infrastructure improved significantly. By this 
time, the vast majority of local residents were working in the tourism industry, either directly 
or indirectly. It seemed as if the development of this new industry was a great success. 
However, by the late 1990s the situation was quite different. The port of Puerto Plata (see 
image 3.2) had deteriorated considerably and it could no longer harbour large cruise ships. 
This contrasted with other cruise ship destinations where this type of tourism was increasing 
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at a rapid rate. Plans to renovate the port are being developed but it seems that, due to 
bureaucratic and financial difficulties, these plans will not be carried out any time soon. The 
disappearance of the cruise ship industry meant a major loss of clientele for the small 
businesses in Puerto Plata (Roessingh and Duijnhoven 2004). 
 
By the late 1980s, the tourism industry had become an important source of income for the 
Dominican Republic and it was at that time that a private investor decided to develop the 
unpopulated area on the east coast into a luxury resort area. In the next decade this area (the 
Punta Cana/ Bávaro zone) rapidly became the number one tourism destination of the 
Dominican Republic with its luxury hotels and white sandy beaches. In Punta Cana area there 
is little to do. The most nearest city of Punta Cana is an hour’s drive away. What was different 
about this area was the concept of the ‘all-inclusive’ holidays, a market trend in tourism that 
became popular in the Caribbean in the 1990s. These all-inclusive resorts offer luxury 
vacations whereby the tourist pays the total price upfront, and everything is paid for during 
the stay in the resort. Because of the competitive prices in the Punta Cana/ Bávaro zone and 
other Caribbean destinations, due to this ‘all-inclusive’ structure, the remaining destinations in 
the Dominican Republic were forced to follow this new trend in tourism.  
This development meant another setback for the local businesses in the Puerto Plata region 
(after the decrease of cruise ship tourism), as this all-inclusive system resulted in a further loss 
of business for the small shops, restaurants and hotels. Nevertheless, the introduction of the 
‘all-inclusive’ system in the Puerto Plata region could not help prevent the decline in tourist 
arrivals starting from the year 2000. By 2002, the region was back at the level of international 
visitors of the early 1990s. It appeared that Puerto Plata, with its relatively old hotels, could 
not compete with the much more modern resorts in Punta Cana, the country’s number one 
destination since the mid-1990s (Roessingh and Duijnhoven 2004).  
These setbacks in the tourism industry in the Puerto Plata area showed the weak economic 
position of the region. Already during the Trujillo dictatorship (1930–1961), many big 
companies were moved to Santo Domingo and with the development of the tourism industry 
most of the remaining businesses had to move as well to make way for this new and 
promising industry. Almost all residents of the region are employed in the tourism industry in 
one way or another and the economic decline made it clear that the whole economy depends 
on this industry. The region is going through a difficult period, even though the resorts are 
still fully occupied during the high seasons (Roessingh and Duijnhoven 2004). 
 
Trends that are visible in the Dominican Republic, according to Padilla and McElroy (2005) 
are the relative stability of tourism impact in Santo Domingo and the rapid increase in 
penetration in the other regions especially in Punta Cana. This is the direct result of the many 
large hotels, mainly European owned and all-inclusive, which have been constructed in the 
last decade. Most striking is the average daily density of 204 visitors per 1000 population 
recorded for Punta Cana in 2000, particularly this area was essentially uninhabited one decade 
earlier. This is over three times higher than the level for Puerto Plata, the oldest and most 
heavily developed tourism region. Visitors in Puerto Plata reported uniformly lower levels of 
satisfaction with their vacation experiences than did those in the other regions. 
 
The new hotels in Punta Cana tend to be more upscale and full service (more expensive) than 
many of the older properties in Puerto Plata where deep discounts for hotel packages are 
offered. Since Punta Cana has become the most developed region, serious consideration 
should be given to monitoring tourist impacts. Caution should be exercised in encouraging 
expanded development along the east coast. Special policy attention should be given to Puerto 
Plata to enhance its attractiveness (Padilla and McElroy 2005). 
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3.5.4 Sosúa and Bayahibe 

 
Sosúa, capital of the municipality of Sosúa in the province of Puerto Plata, has approximately 
11,000 inhabitants. The town, situated on the country’s north coast, lies 25 kilometers east of 
Puerto Plata and 5 km east of Puerto Plata International Airport. The 
site is a crescent-shaped, well protected bay with a mile-long, white sandy beach that trends 
northeast and southwest. Three distinct divisions of the town envelop the beach: “El Batey,” 
northeast of the beach; “Los Charamicos,” southwest of the beach; and “Los Cerros,” south of 
the beach. “El Batey,” formerly a Jewish colony, currently houses a majority of the town’s 
more exquisite restaurants, discos, and hotels. “Los Charamicos” retains its unsophisticated, 
yet colorful Dominican demeanor; while “Los Cerros,” with its chic vacation homes, 
resembles a North American resort. The legacy of the Jewish refugees set the stage for 
Sosúa’s dynamic growth. By 1979, prior to the opening of Puerto Plata International Airport, 
the town contained four restaurants and four hotels. In 1984, a total of 14 new hotels and 
restaurants opened, with 16 in 1985, and 32 in 1986. Eleven units neared completion and 
numerous additional sites were under construction by 1987. A 352-unit planned community 
on the edge of town was scheduled to open by 1992, and official plans indicate a four- to 
fivefold expansion of the town by the year 2005. The proportion of foreign-owned formal 
sector businesses increased significantly during the 1980’s. Of 10 establishments in 1980, one 
was foreign owned. In 1981, seven facilities opened, only one Dominican owned. By 1987, 
foreigners owned approximately 75 % of all formal sector establishments in Sosúa (see image 
3.3). Whether a function of demand or policy, tourism clearly is seasonal in Sosúa. Nearly all 
vendors and formal sector representatives indicate, based on occupancy rates and earnings, 
that a tourist season in Sosúa runs from mid-December through March (Kermath and Thomas 
1992). 
 

 
Image 3.3: Local paintings are sold in front of a closed foreign owned business near Playa Sosúa 
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Bayahibe is a small village at the southeast coast, about 20 kilometers south from La Romana. 
It only has a couple of thousand residents and no paved roads. Everyday the village is visited 
by many tour buses of tourists from all-inclusive resorts located in all popular tourist 
destinations of the Dominican Republic. They all head to Isla Saona (see image 3.4), an island 
south of town in the national park (Parque Nacional del Este). In the short period that the 
tourists are in town, in the morning and again in the afternoon, the townspeople try to sell 
them all kinds of goods, handicrafts and souvenirs and food and drinks. At all other times, 
Bayahibe is a quiet place with reliable hotels, excellent snorkeling and diving and a friendly 
atmosphere (Chandler and Chandler 2005).  
 

 
Image 3.4: Boats to transport tourists to Isla Saona at Playa Bayahibe 
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4. Findings and Analysis 
 
This chapter first describes the situation of artisans, souvenirs and handicrafts in the 
Dominican Republic and it highlights private, NGO and governmental initiatives aimed at 
improving the position of artisans. The most fundamental constraints for artisans in accessing 
the tourist market and the causes are discussed in paragraph 4.2. Finally, paragraph 4.3 
summarizes all constraints for the artisans, structured according to the theoretical framework. 
 

4.1 Situation in the Dominican Republic 

 

4.1.1 History 

 
The Dominican Republic has long been behind with regard to crafts production because of its 
colonial history. The Spanish destroyed much of the pre-Columbian local culture and 
exterminated the indigenous inhabitants. In the colonial period the Dominican Republic was 
isolated and local production was prohibited by the Spanish. Only for the last twenty to thirty 
years a revival is being observed of Dominican culture, including handicrafts. 
 
After a demonstration of native art of the Taino (pre-Columbian inhabitants of the Dominican 
Republic) in the 1960’s, the government became interested in arts and crafts. After that 
CENADARTE was established by the government in 1965. CENADARTE is a school for 
improving the quality of Dominican handicrafts and to improve the technical skills of the 
artisans. Before the CENADARTE had institutions all throughout the country, but because of 
economic reasons there is only one school left in Santo Domingo. Numbers of students are 
reducing, according to the director of CENADARTE; 
“Young people are not interested very much in producing arts and crafts, they have more 

interest in technology” (pers. com.).  

 
The FDD (Dominican Development Foundation), also founded in 1965, started a national 10-
year development plan for handicrafts in 1976, however after 1986 it was not continued 
because the 10 year term had elapsed and the government at that time set other priorities. The 
plan included finance for artisans. Many artisans were contented with the accomplishments of 
that plan, but according to them since then the role of the government in supporting artisans 
has been concise. Several NGO’s have executed projects with foreign funding to support 
Dominican artisans, but also the results of these projects have not showed to be very 
successful, reasons for this are exemplified later in this chapter. 
 
At the moment locally produced paintings and jewelry produced by using locally found 
larimar (a blue-graded gem variant of pectolite and only found in the Dominican Republic) 
and amber are the most profitable products for artisans. Main reason is that the potential for 
exporting these products is bigger. Other interesting high quality products that represent 
Dominican history and culture are the faceless porcelain dolls and products based on the 
Taino history. For more information on Dominican produced handicrafts, UNESCO (2002) 
and Centro Cultural de España en República Dominicana (2006) have published interesting 
catalogues. 
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4.1.2 Artisans and the Tourist Market 

 
Remarkable is that very few artisans have been able to establish successful enterprises in a 
country that receives about three million tourists per year. Of the total amount of money that 
is spent by tourists in the Dominican Republic, about 70 % leaks out of the country, for 
example through imports.  
Of the total tourist expenditure in 2004 of 3.2 billion Dollars (Figure 3.2), 7 - 8 % has been on 
souvenirs and gifts which is approximately 250 million Dollars. Estimations of the total 
import of handicrafts and souvenirs run between 60 % and 90 % (J. de Ferrari; pers. com.), 
which is approximately 200 million Dollars. 
 
The majority of the souvenir gift shops sell mainly imported products. Locally produced 
handicrafts are hard to find. Gift shop owners are organized in strong vendors associations. 
Tourists do not know where to buy locally produced Dominican handicrafts. This was 
mentioned by artisans but also by several tourists and foreigners that I met during my stay in 
the Dominican Republic. For example at the large amount of souvenir vendors near Playa 
Sosúa you are hardly able to encounter any products as demonstrated in the UNESCO (2002) 
catalogue.  
 
Resorts dissuade their tourists to leave the resort’s premises by telling them it is unsafe to go 
into the towns. Actual reason is that they want the tourist to spend their money within the 
resort. Contact between tourists and local artisans is thereby limited because also the gift 
shops on the resort’s premises are owned by souvenir vendors. In the gift shops of the resorts 
you will hardly encounter any locally produced handicrafts. Resorts organize ‘typical’ 
Dominican nights. These nights offer trade shows where tourists can buy souvenirs. It are the 
vendors who are present at Dominican nights in resorts. In a pilot in Bayahibe, artisans that 
were trained as part of a development project were allowed to demonstrate their products in 1 
hotel at the Dominican night. This only lasted for six weeks because the vendors were able to 
prevent the women from coming. The director of the hotel association La Romana – Bayahibe 
noticed; 
“For the artisans group of Bayahibe it is very hard to access the market because the market is 

controlled by a Mafia-like syndicate of vendors” (pers. com.). 

 
Gift shops in Santo Domingo appear to be selling more locally produced handicrafts than 
shops in tourist destinations like Sosúa or Puerto Plata. This is probably because the majority 
of artisans live in or around Santo Domingo and therefore access to gift shops and distribution 
is easier. Might an artisan sell his products to a gift shop, then he does hardly make a profit 
out of it. Local distributors and gift shops sell their products with profit margins over 300 % 
and have payment policies that can take up to three months. Most artisans do not have well 
established businesses to be able to sell their products on credit. Small producers need prompt 
payment, and especially poorer artisans need instant money. Therefore they are not able to 
produce stocks and sell their products for very low prices. 
 
Tourguides that guide tourists during excursions are member of the tourguides’ association, 
which is the only association of tourguides. Tour operators are only allowed to use tourguides 
of the association, but have no control over them. The director of TUI Dominicana northern 
region commented;  
“When TUI Dominicana needed a Finnish speaking guide and none of the association’s 

guides spoke Finnish, we had to put two guides on the excursion, because there also had to be 

one of the association” (pers. com.).  
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Tourguides are certified by the Ministry of Tourism. As part of excursions the tourguides take 
the tourists to established souvenir vendors that sell mainly imported souvenirs. These shops 
are able to offer the tourguides commissions up to 35% for bringing the tourists to their stores. 
Officially these gift shop visits are not included in the excursion but the tour operator does not 
have the power to change these practices because they are only allowed to work with the 
tourguides’ association. When Dominican artisans are visited during excursions, tourguides 
influence the tourists’ buying behaviour by telling them that the products are too expensive or 
of bad quality and that they know a better place to buy the products. This happened to an 
artisan from Moca who cancelled the visits. He explained;  
“I had invested a lot of time and effort in guiding tourists around my very interesting 

workshop but in the end I did not make any money because I was not able to sell many of my 

products. Tourguides told the tourists that my products were too expensive. I was not able to 

afford the commission that was demanded by the tourguides” (pers. com).  
Also taxi drivers demand commission for bringing tourists to gift shops. 
 
I participated in a Puerto Plata city tour excursion of TUI Dominicana. During the tour three 
souvenir shops were visited. One was the store inside the museum of amber which was 
included in the excursion program, and the other two were well established (one foreign 
owned) jewelry vendors, not included in the program. Besides jewelry, which is often locally 
produced, using larimar and amber, they sell only imported products. Most astonishing was a 
wall in one store where only typical Chinese and Southeast Asian products like woodcarved 
Buddha’s and elephants were sold (see image 4.1).  
 

 
Image 4.1: Asian handicrafts on offer in a gift shop in Puerto Plata 

 
During this excursion the tourguide did not try to influence the tourists’ buying behaviour. 
Tourists originating form different countries are treated differently during excursions and gift 
shop visits are adjusted accordingly. According to the tourguide; 
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“Groups of English tourists (the group during this excursion was English) are mainly 

interested in jewelry, as opposed to for example German tourist who are more interested in 

market-like places where different kinds of products are sold” (pers. com.). 

 
As becomes clear, artisans are hardly able to access the lucrative tourist market, because they 
have to deal with many constraints. These constraints and the causes are exemplified in 
paragraph 4.2.1. 
 

4.1.3 Organization of the Artisans 

 
The (potential) handicraft producing sector in the Dominican Republic is very complex and 
consists of many different producer types and sizes. From very small artisans that work solo 
or employ few employees (mostly family members) to medium sized enterprises that employ 
up to fifty workers (see image 4.2 and 4.4). Even these larger enterprises have diversified 
their business because just producing handicrafts does not generate sufficient income. The 
majority of these enterprises still operate in the unofficial and informal sector.  
 

 
Image 4.2: Serial production of handmade Taino sculptures at the workshop of Hermanos Guillén in Yamasá 

 
Artisans are hardly organized and associations that have existed are not active anymore 
because of problems among the artisans. Recently many small jewelry producers went 
bankrupt because of the weak US Dollar and Dominican Peso and the high prices of silver. 
The last years many artisans have stopped producing handicrafts, because they are not able to 
sell their products. This is the case for example in Moca (see image 4.3), where many former 
artisans still have the required skills to produce high quality handicrafts but they had to 
change their profession in order to generate income. 
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Image 4.3: Porcelain dolls at the workshop of Neoarte in Moca 

 
Recently a new association (GECDOM) of artisans has been founded. Their president is a 
well educated artisan that has a good business (Hermanos Guillén, see image 4.2 and 4.4) and 
aims at changing the current position of Dominican artisans. Members have to offer products 
of high quality and through the association the artisans should obtain legal status as small 
companies, thereby having easier access to credit and to be able to start cooperating with (non) 
governmental and private organizations. The president explained; 
“I decided to start my own association because other associations that existed were not 

effective or corrupt and had not accomplished anything” (pers. com.).  
He has a wide network of contacts and realizes that only when working together they have the 
possibility to change current practices. At the moment the association has about fifteen 
members. It is very hard for the president to convince other artisans to become a member 
because of the individual characters of the artisans and the failure of associations that existed 
in the past. The attitude of the president and the members is very professional and their 
products have great potential to sell to tourists. 
 

 
Image 4.4: One of the workshops of Hermanos Guillén in Yamasá 
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“Mundo Artesanal” in Santo Domingo is founded by a businessman and jewelry producer. It 
is a large store which intends to help small producers of handicrafts in selling their products 
by offering them a selling space. At the moment of visit, 31 artisans were represented in 
Mundo Artesanal (see appendix VII). This way the producers can offer their products directly 
to consumers and wholesalers and promote themselves. The offer of products should consist 
of only locally produced items, but when visiting I also noticed imported souvenirs. An 
employee commented; 
“The director was persuaded by an American business man to buy imported souvenirs from 

China. Now he regrets the purchase because it was a big investment and he does not know 

how to sell the products” (pers. com.). 

The employee explained that Chinese producers are fair in labeling their products as ‘made in 
China’, but on the imported products I observed in Mundo Artesanal these products did not 
have these labels and stated ‘Dominican Republic’. The director recognizes the problem of 
imported souvenirs but is also thinking of moving production activities to Southeast Asia 
where finishing is cheaper. The silver they use for production is imported from the United 
States and Italy.  
 
Artisans in the Dominican Republic are hardly organized and initiatives among artisans to 
organize themselves or to assist each other are quite rare, although GECDOM and Mundo 
Artesanal are exceptions. The causes for the weak organization of artisans and the constraints 
this brings along are exemplified in paragraph 4.2.2. 
 

4.1.4 Role of the Government 

 
Several government institutions are concerned with the support of artisans and/ or promotion 
of their products. These institutions are the Dominican Center of Export and Investment (CEI-
RD), the Ministry of Culture and the Ministry of Tourism. Their initiatives are described 
below. 
 
The CEI-RD is currently executing feasibility studies in order to create a label for products 
produced in the Dominican Republic, the “Marca País”. They want to learn from countries 
like Mexico and Colombia which produce high quality products and are doing better in 
protecting their own domestic products. This label should be for the majority of producers and 
not just for a select group, like UNESCO is aiming at with it’s Seal of Excellence, which is 
supported by the Ministry of Culture.  
The Seal of Excellence (see image 4.5) has before been established to promote Southeast 
Asian handicrafts. The seal was jointly established by UNESCO and the ASEAN Handicraft 
Promotion and Development Association (www.AHPADA.com) in order to establish 
standards of quality and to enhance international market awareness of handicrafts from 10 
Southeast Asian countries. Products or product lines qualifying for the UNESCO-AHPADA 
SEAL must conform to rigorous standards of cultural, environmental and production 
excellence. UNESCO now is developing a similar seal for handicrafts from the Caribbean. 
Only artisans with already established businesses will be able to apply for it, which is 
admitted by the Ministry of Culture. According to the director; 
“Artisans had to send samples of their products to UNESCO’s head office in Cuba, but many 
were afraid to send their samples because they thought their designs would be copied” (pers. 

com.). 

Another interviewee noticed; 
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“UNESCO did not promise the artisans to send back their samples. This restrained many 

small producers because resources to send free samples are not available” ( pers. com.). 

 

 
Image 4.5: UNESCO’s Seal of Excellence  

(Source: http://www.unescobkk.org/index.php?id=811) 

 
The ”Marca País” and the UNESCO Seal of Excellence are not competing initiatives. The 
Seal of Excellence is even supported by the CEI-RD as it might enhance export of some 
Dominican handicrafts. The creation of this label by the CEI-RD is a long process, but 
creating a label just for artisan products might be realized a lot faster with the help of foreign 
organizations and then later be included in the Marca País. The artisans first have to start 
organizing themselves, recommends an employee of the CEI-RD. Difficulties in the process 
of creating this label are acknowledged by an employee of the Ministry of Tourism; 
“Problem is that each organization that is involved wants the Marca País label to be the 

project with their name on it. Cooperation between the different organizations in such a 

protectionist environment therefore is very hard” (pers. com.). 
 
According to the Ministry of Tourism there is a law that gift shops have to comply with. In 
page 4 of these “Normativas para classificacion tiendas de regalos” (appendix III) it is stated 
that the proportion of imported – locally produced products sold in the shops should be 10% - 
90%. In reality it is often even the other way around. An employee of the Ministry of Tourism 
commented;  
”Although there are inspectors employed by the state to check whether stores do comply with 

these regulations, they are not good instructed or corrupt” (pers. com.). 

The Ministry of Tourism believes that the biggest opportunity for Dominican artisans is the 
international export market. Changing the current national market situation will be very hard. 
Therefore the Ministry of Tourism arranges for the participation of Dominican artisans in 
international fairs and exhibitions. But they also admit that the majority of Dominican artisans 
do not have the capacity to participate in large fairs. An artisan commented with regard to 
these fairs; 
“Only the place at the fair and costs of staying are provided by the Ministry of Tourism. All 
other transport costs have to be paid by the artisans themselves” (pers. com.).  
The Ministry of Tourism would also want to arrange exchanges between Dominican artisans 
and for example Southeast Asian producers to educate the Dominicans in how to industrialize 
production. 
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At the moment a study is being executed by the government on tourist preferences, including 
crafts. There already has been done a study on the Dominican handicraft market, but when the 
government changed, the consultant did not want to present his study to the new government, 
unless he got paid a lot more.  
 
The import of foreign produced souvenirs or handicrafts is hardly regulated by laws. Imported 
products have labels that state “Made in Dominican Republic”, these are either added in the 
country of origin or by the importers. The director of the Ministry of Culture promised that 
they will start working on regulating imports (L. Camilo de Cuello; pers. com.).At the 
moment it is possible to register products at the customs to prevent copied imports, but the 
fact that producers have to deliver five copies of the product and have to pay for the 
registration, restrains the artisans from doing so.  
The Ministry of Culture is planning to have permanent weekly exposure of artisans and their 
products at Plaza Maria de Toledo in the capital Santo Domingo. A connection with possibly 
similar exposure spaces in tourist areas could be established (Puerto Plata, Villa Padre 
Nuestro, Bayahibe, Punta Cana). Feasibility studies for the creation of such a Plaza have not 
been undertaken. The regulations and requirements to participate in such a fair are described 
in the “Reglamento de las ferias culturales” (appendix IV). The Ministry of Culture even 
wants to attract high class artists to teach Dominican artisans new designs and thereby 
improving their products. The intention of supporting artisans is there, however capability 
seems to be lacking, but the director is receptive to assistance, this became clear when the 
director asked if I could please assist her by giving advice.  
 
The Ministry of Culture believes that poor design and quality of Dominican produced 
handicrafts are the main problem artisans have to access the tourism market. This view is 
shared by the Ministry of Tourism. The role of the government in supporting artisans does not 
seem to be very active nor effective. The constraints this brings along for the artisans are 
exemplified in paragraph 4.2.3. 
 

4.1.5 Role of NGO’s 

 
Several NGO’s are concerned with the support of artisans and/ or promotion of their products. 
Various projects and initiatives which aim at the support of artisans are described below. 
 
Several women groups in the slums of Santo Domingo have been trained and started with the 
production of handicrafts as part of a development project (see image 4.6). Distributing the 
products from the neighbourhood to the point of selling and organizing themselves are their 
main problems, according to coordinating NGO IDDI. The women groups are closely 
connected with community projects that deal with garbage disposal and recycling. The 
women are very aware that they need a market that wants to buy their products. At the 
moment they are unable to find possibilities to sell their products. Now the project is finished 
the women don’t receive support anymore from IDDI. Without this support they feel kind of 
powerless. It seemed that many promises were made to the women which have not been 
fulfilled. One of the women stated; 
“The motivation is gone. We are thinking of stopping with the activities to do other things that 

generate income” (pers. com.).  

Within IDDI someone was appointed on voluntary basis to deal with the promotion of the 
handicrafts and the organization of the groups. She quit the job however, and nobody has 
taken over the tasks.  
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Image 4.6: The women group in El Capotillo, Santo Domingo 

 
In another project in Villa Padre Nuestro also several women were educated in producing 
artisan products. Participants of trainings sometimes have no interest in making a living by 
producing handicrafts as they already have jobs in the tourism sector. Selling the products is a 
problem because of quality reasons and prices that are relatively high. A volunteer who is 
responsible for the marketing of the products gave the following example; 
“A talented girl that makes necklaces and bracelets by hand from coconut has to compete 

with Taiwanese import which costs less than half the price for which the girl is able to 

produce” (pers. com.).  
The story behind Villa Padre Nuestro provides an example of how the opinion of a 
community was neglected in executing a development project. After it was discovered that 
contamination of the water used by Bayahibe hotels was caused by a poor community living 
at the water source and a severe hurricane destroyed many of their houses, it was decided to 
start a project to relocate the community to a new village, Villa Padre Nuestro. The project 
should solve the water contamination and improve the living conditions for the community. 
The community itself was not involved in drawing up the project proposal. The hotel 
association La Romana – Bayahibe bought the land for the relocation, USAID funded the 
construction of housing and facilities and Codespa financed the construction of a community 
building. IDDI was included to convince the community to relocate. After a tough two years 
process finally all 180 families (except for one) had moved. The water source was included in 
the national park. Although the NGO’s regard the project as very successful, the volunteer 
commented; 
“At the moment many of the original families have moved to other parts of the country and 
Haitian immigrants are moving into town” (pers. com.). 
 



  - Chapter 4: Findings and Analysis - 

Bas Prins - MSc Thesis Report: Artisans and the Tourism Industry             - 45 -

Spanish NGO Codespa supports handicraft projects concerning the improvement of quality 
and quantity of local handicraft production, how to compete with cheaper imports and how to 
create a stronger Dominican cultural identity. Funded by UNESCO, they are now executing a 
study which has to lead to the creation of a compound on CD of Dominican culture and 
history. This CD will be used to educate (potential) Dominican artisans about their own 
culture and history, thereby stimulating their artistic creativity which has to lead to innovating 
products. Historical topics for example that are currently not found in Dominican handicrafts 
are the pirate history and the ‘bateys’, the villages of people working at sugarcane plantations. 
The coordinator of the project explained the reason to start the project; 
“The idea for the project came into being when I encountered a Buddha statue in a 
Dominican gift shop and the vendor told me that tourists buy everything he presents in his 

store. I was very astonished and started thinking about how to change these practices so 

tourists can buy souvenirs that really represent Dominican history and culture” (pers. com.).   
According to several of the interviewees, Dominican artisans at the moment have difficulties 
expressing their own Dominican culture and identity in their products, because of the colonial 
history. Artisans even make products that have nothing to do with Dominican culture, for 
example typical Costa Rican buses, parrots that don’t even live in the Dominican Republic 
and porcelain dolls that wear Victorian style clothing.  
 
A development project that was supposed to offer outlets to handicraft producers in a Santo 
Domingo shopping mall did not come through because the executing NGO did not use quality 
product selection criteria. The NGO also seemed to favour friends and relatives that also 
produce handicrafts. Main reason for the failure of the project was the high rent demanded by 
the shopping mall, this resulted that the producers could not have a permanent selling place. 
However, one artisan gave another reason for the failure of the project; 
“The NGO used the available funds for other purposes” (pers. com.). 
 
Dominican NGO IDDI has presented a project proposal to Dutch NGO Cordaid. The project 
aims at supporting artisans in Bayahibe and Puerto Plata. The project includes training of the 
(potential) artisans and support by starting their small businesses and improvement of the 
conduct of business. The project proposal includes marketing of the products. IDDI expects 
that an agreement can be reached with the Puerto Plata and Bayahibe vendors associations to 
start selling the locally produced handicrafts. At the moment the majority of these eighty 
people are not very active with the production of handicrafts. 
 
In Bayahibe a project will be executed funded by the Inter American Development Bank 
which includes two points of commercialization for artisans, the ‘arte publico’ in Villa Padre 
Nuestro and the creation of a vendor’s plaza in Bayahibe which includes a space for artisans. 
In Villa Padre Nuestro, a community nearby to Bayahibe, several organizations want to start a 
project which will transform the community’s homes and commercial locations into ‘public 
art’ by decorating and painting them, involving the residents’ ideas and creativity. Plan is that 
the community will become more appealing for tourists that pass by and that it will become 
an art and handicraft shopping destination. Capacitiation of (potential) artisans is also 
included in the project proposal, however young people did not show a lot of interest in 
producing handicrafts, because other jobs in the tourism industry appear to pay better. 
In Puerto Plata the Cluster aims at revaluing Puerto Plata as a tourist destination, by using 
culture. They are working to change an old chocolate factory into a cultural center. Also in 
Puerto Plata there is an initiative of creating ‘El Pueblito’, a Plaza for artisans. The Brugal 
foundation (the Dominican Republic’s largest rum company) supports several development 
projects and they also support the Puerto Plata cluster.  
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It seems that in the past large amounts of funds have been invested to boost the Dominican 
artisan sector. Most projects have been dealing primarily with training the artisans and 
improving the quality of handicrafts. However, more recent initiatives put more emphasis on 
the promotion and selling of the handicrafts. The role of NGO’s in supporting artisans does 
not seem to be very effective. The causes and the constraints this brings along for the artisans 
are exemplified in paragraph 4.2.3. 
 

4.2 Fundamental Constraints and Causes 

 
Constraints that Dominican handicraft producers have to deal with are caused by several 
factors. In trying to solve these constraints, the factors that come forward to be the 
fundamental causes for the current situation should be taken into consideration. Most 
important factor is the access of the artisan to the tourist market. Weak organization of the 
artisans and insufficient support from government and NGO’s and no cooperation among 
these organizations are other important factors. 
 

4.2.1 No Market Access 

 
The main constraint for Dominican artisans is finding a market to sell their products. I have 
observed Dominican artisan products of outstanding quality that really represent Dominican 
culture and/ or history, but it is very hard for the artisan to sell these products to the tourists. 
The tourist market is controlled by souvenir vendors, who are very well organized in 
opposition to the artisans, sometimes even classified as Mafia-like syndicates. These vendors 
sell mainly imported products that have profit margins that are a lot higher than local products. 
Reasons for selling these imported products are that the vendors can rely on a reliable supply 
of large quantities of products for competitive prices. Reliability of local producers is 
questioned by the vendors. Foreign distributors and importers of souvenirs hold specific 
market information which local producers don’t have, because they already have experience 
with what kind of products have proved to sell in other destinations. 
 
In the current situation with regard to souvenirs and handicrafts in the Dominican Republic, 
the tourist is kind of ‘trapped’ in a closed system in which the triangle of resorts, souvenir 
vendors and tourguides limit the interaction between the tourist and the Dominican artisan and 
his products. Resorts dissuade tourist from leaving the resort premises where a gift shop is 
situated that mainly sells imported products. When the tourist goes on an excursion, the 
tourguides only visit gift shops where they receive a commission and that sell mainly 
imported products. The gift shop owners are organized in strong vendors associations and all 
tourguides in the country belong to the tourguides association. Tour operators are not allowed 
to work with other guides.  
The Dominican artisan or his products almost have no access into this closed system. At the 
moment the artisans sell their products, the sales are based on individual contacts with clients 
or they have individual contracts with local distributors or vendors that offer low prices for 
their products. Other possibilities for artisans are to sell their products directly to the customer 
or tourist at international or national fairs. Few successful artisans are able to export their 
products.  
When government and NGO’s offer support or assistance to artisans it is often support that 
aims at quality improvement or at commercializing the handicrafts through alternative 
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marketing channels as fairs or export. Support is not directed at changing the current closed 
system, on which government and NGO’s at the moment have very limited influence. 
The scheme below clarifies this closed system, in which the tourist is ‘trapped’ in a triangle of 
resorts, gift shops and tourguides, and whereto the artisan does not have access. The bold 
actors are the ones that control the current situation and have the power. 
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 Foreign Distributors 

  
 
  
    Importers            Gift Shop         Tourist 
  
 
 
      

Excursion       Tourguide 
 
 
 
              Local Tour Operator        Tourguides  
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 Individual Contacts 
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 (Inter)national Fairs 
 
 Export     Government  NGO’s  
 
Figure 4.1:  A Complex and Closed System 

 
As long as artisans do not have access to the tourist market they will not be able to generate 
sufficient income to improve production, invest in improving the business and obtain legal 
and formal status to access credit. Current power structures leave the artisan powerless and 
therefore the artisans do not have a fair chance to change the existing closed system.  
 

4.2.2 Weak Organization of the Artisans 

 
Associations of artisans that have existed are not active anymore because of problems among 
the artisans or corrupt practices. Artisans are from all classes of society and therefore 
cooperation is very hard to arrange. They are also very individual and egocentric persons, 
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according to several of the interviewees this is the nature and personality of an artist or artisan. 
Business thinking is lacking among the majority of Dominican artisans. This is mainly 
because of low levels of education. The majority of Dominican artisans do not think forward 
and plan for the future. Primary bad experience among artisans in cooperating restrains them 
from organizing themselves as this is considered a waste of time. An artisan explained; 
“It is very hard to work with artisans as they do not show up at meetings and because of their 

individual personalities. Organizing themselves and form a strong group will make them able 

to escape from the current situation in which they are powerless” (pers. com.). 
 
Many of the artisans don’t have the funds to improve and industrialize production, and access 
to loans is very limited. Specific problem for artisans is that they need a lot of time to convert 
a raw material into money when the craft is sold. That way the artisan is often not capable of 
repaying the first term of the loan in time.  
At the moment it is very hard for artisans to access credit, because they don’t have registered 
guarantees that are demanded by for example government bank Promipyme. Their informal 
and unofficial status is the main cause according to some artisans. The microfinance 
department of IDDI has very few clients that are artisans. The director of the credit 
department of IDDI noted;  
“We have very few artisans as clients, because the market for artisans is very complicated. 

Besides credit, artisans need support in other areas, for example in organization and 

marketing. Our credit department does not have a lot of experience with artisans and 

therefore we do not know a lot about their needs and amounts of credit” (pers. com.).  
Besides these restraining factors for an artisan to obtain credit, an interviewed microfinance 
specialist commented; 
“Artisans have a very bad reputation among financial institutions in the Dominican Republic 

concerning the repayment of loans” (pers. com.). 

 
Artisans are not organized in an official way and are operating in the informal sector, 
therefore local producers keep on having the inability to supply the quantity and price 
demanded by sellers and tourists. Even if they might have access to the tourist market to sell 
their products, their unofficial status will restrain them from access to credit. Without credit 
the artisans will not be able to sell their products on credit and will not have the possibility to 
produce stocks to respond to the demanded quantity of the tourist market. Another result is 
that the possibility to invest, to improve their technological capabilities and thereby their 
processing capacity, is limited. 
 

4.2.3 Weak Government and NGO Support and Cooperation 

 
Most artisans themselves do not know where to go for assistance or support. Foreign 
assistance and support is still needed according to many of the interviewees because 
Dominican government bodies have other priorities or insufficient funds. Current government 
support is small-scale, although some initiatives have the potential to make a change in the 
current situation in which artisans are powerless. These initiatives are the creation of the 
“Marca País” label and the artisan fair at Plaza Maria de Toledo in Santo Domingo. Their 
potential will be exemplified in chapter 5.  
 
NGO’s have a lot of interest to participate in projects linking artisans to the tourism industry. 
However, the NGO’s are all in need of funds. Results of previous development projects have 
shown to be quite poor. Incapability of NGO’s that executed the projects, using available 
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funds for other purposes, overlapping project proposals, mixed interests and exclusion of 
government institutions and other important stakeholders all seem to be causes for that. Main 
problem is that the majority of these projects aim at improving the quality of products in stead 
of thinking of how and where to sell the products. Sometimes the kind of products that are 
taught to the artisans are not very attractive for a tourist. Current development projects offer 
free capacitating trainings to (potential) artisans. To commit the artisans more, several 
interviewees recommend that artisans should also contribute something to cover the costs of 
those trainings.  
 
There does not seem to be a lot of trust and confidence between government institutions, 
NGO’s, the private sector and artisans, and because of that cooperation is very concise. The 
Ministry of Culture and the Ministry of Tourism or the private tourism sector are hardly 
cooperating. An interdisciplinary group of institutions should develop policy concerning 
marketing, technical support and finance of artisans and their products. At the moment each 
of these organizations is doing its own thing and there is no cooperation. According to the 
director of CENADARTE, the Ministry of Culture should facilitate this process. According to 
an employee of the CEI-RD, within the Ministry of Culture nobody takes responsibility in 
improving the situation for Dominican artisans. 
The successful artisan and owner of the museum of amber in Santo Domingo explained;  
“I do not have many confidence in NGO’s and government institutions. In the past many 

people have come around to talk with me but I have never seen any results” (pers. com.).  
He also commented that artisans do not receive any government support, their working spaces 
are unsafe and not subject to regulations and they do not have pensions. Other artisans as well 
expressed to be very skeptical with regard to support of government and NGO’s. 
Commitment among people working for development organizations and government seems to 
be lacking which results that projects are not very effective. An employee of the Ministry of 
Tourism admitted; 
“The main priority of the Ministry of Tourism is to sell land for the construction of resorts” 

(pers. com.).  
The director of the Brugal Foundation is the former vice minister of tourism. She explained; 
“I do not have a lot of confidence in government organs because they talk and write a lot but 

actual actions are seldom taken, or they take a lot of time. All that bureaucracy is the reason I 

resigned from the current government only after six weeks” (pers. com.).  
The director of the hotel association La Romana – Bayahibe does not have many confidence 
in cooperating with the government, especially with the Ministry of Tourism. 
 
Most initiatives to support artisans have been small-scale, did not include all stakeholders and 
aimed at quality improvement instead of breaking the current closed system which is 
controlled by vendors, tourguides and resorts that limit interaction between the tourist and the 
artisan. Past development projects by NGO’s and government have not shown to be very 
effective, because changing the system is regarded as impossible.  
The government should be primarily concerned with the regulation of imports and the 
execution of already existing laws and regulations. Integral development plans are needed to 
boost the sector, in which all kinds of organizations cooperate. From the interviews became 
clear that the intention to cooperate is there, however constructive initiatives seem to be 
lacking. The artisans themselves should not be excluded in these plans as they are the ones 
that have a lot of knowledge and know best what problems they are facing when trying to sell 
their products. 
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4.3 Constraints for Local Handicraft Production 

 
Dominican artisans deal with very complex problems. Identification of the nature of these 
problems depends on the interviewed person’s or organization’s perspective. Almost all of the 
constraints that already have been defined by other scholars, as presented in the theoretical 
framework in paragraph 2.3, were mentioned as problems that Dominican artisans have to 
cope with. The most significant problem is the limited access to the tourist market to sell the 
products. This is because of existing power structures as described in figure 4.1, on which the 
artisans have no influence. Weak organization of the artisans themselves is another important 
constraint which closely relates to financial and technological factors. Constraints with regard 
to skills and cultural factors were mainly mentioned by representatives of NGO’s and 
government institutions.  
 
Although the most fundamental constraints that have the highest priority, already have been 
described in paragraph 4.2, and many constraints are inter-related, the scheme below also 
shows other constraints that were mentioned by the interviewees. The framework was 
adjusted and now summarizes all constraints for handicraft producers in the Dominican 
Republic, based on the findings and analysis as described above. The framework serves as the 
basis for the formulation of recommendations in the following chapter. The framework is 
outlined below; 
 
1. Power structures 

• Government policies 
- Existing laws are not executed 
- Weak protection of domestic products 
- Artisans do not receive government support, working spaces are not subject to regulations and they do  
  not have pensions 

• Resorts 
- Resorts limit interaction between tourists and local communities to improve its own profits 

• Competition for labour between industries 
- Elevated price of local production 
- Labour is expensive because of competition for labour with tourism industry 

 
2. Production related constraints 

• Organizational 
- Competition and mistrust among producers, therefore individual operations instead of group planning  
  and coordination 
- Informal nature of local producers 
- Lack of communication and market information exchange between local producers and tourism  
   industry, local producers are not aware of sellers requirements 

• Financial 
- Sellers are used to purchase on credit, small producers need prompt payment 
- Artisans don’t have the funds to improve and industrialize production  
- Access to loans is very limited   
- Artisans have a bad reputation in the Dominican Republic concerning the repayment of loans 
- Few knowledge among microfinance institutions about the specific needs of artisans 

• Technological 
- Inability of local producers to supply the quantity and price demanded by sellers and tourists 
- Low technological capabilities local producers 
- Local processing capacity is limited 

• Skills 
- Inability of local producers to supply the quality demanded by sellers and tourists 
- Local producers stick to traditional products, they copy each other; no innovation 
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- Lack of business, managerial and marketing skills of local producers 
• Cultural 

- Changing lifestyles and work and leisure patterns 
- Dominican artisans have difficulties expressing Dominican culture and identity in their products 

 
3. Intermediary related constraints 

• Power structures 
- Corruption among local vendor monopolies that have entrenched marketing networks that limit market  
   access to small producers 
- Vendors prevent customers from acquiring products directly from the small producers 
- Tourguides demand commission for bringing tourists to gift shops 
- The monopoly of the current only tourguides association 

• Exploitation 
- Small-scale handicraft producers are exploited by commercial intermediaries as the producers don’t  
  have the resources and connections for distribution and selling the products. Therefore the artisans    
  have to sell their products very cheap 
- High mark-ups by distributors and retailers 

• Import 
- Procurement is based on price and quantity instead of quality and variety, therefore cheaper imports 
- Importers and foreign distributors remove country of origin labels and sell them as local 
- Foreign distributors and importers copy local designs 

• Logistical 
- Expensive transportation 

 
4. Demand related constraints 

• Promotion of products 
- No strategic alliances between sellers, producers, tour operators, NGO’s and government to promote  
  local handicrafts 

• Tourist related 
- No knowledge about tourist’s consumption and preferences 
- Tourists don’t spend as much money as they used to 
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5. Discussion: Possible Solutions 
 
To solve the wide range of constraints that small-scale producers are facing in becoming part 
of, and successful in, the tourism industry, scholars propose many solutions. This chapter 
consists of a literature review concerning these solutions and applies these to the situation in 
the Dominican Republic. The general basis in solving these constraints is the establishment of 
linkages between the tourism industry and the local economy, which is explained in paragraph 
5.1. Paragraph 5.2 exemplifies the role tour operators can play in that process, and paragraph 
5.3 describes how the development of alternative forms of tourism could contribute to 
establishing stronger linkages. Paragraph 5.4 demonstrates solutions and international 
examples of good practice proposed by other scholars that could solve the power structure, 
production, intermediary and demand related constraints that Dominican artisans have to deal 
with, directly followed by my recommendations are with regard to the applicability of these 
solutions to the situation of artisans in the Dominican Republic. 
This chapter is the basis for the conclusions in chapter 6. Chapter 6 links the solutions to the 
project which TUI and Cordaid intend to start and identifies the possible roles of the different 
stakeholders. 
 

5.1 Building Linkages 

 
Most tourism planners agree that in the context of developing nations, linkages between 
tourism and other economic sectors such as agriculture or manufacturing, are weak and 
should be improved. Tourism must be integrated into the local economy and successfully 
serve to promote other local activities in order to meet development goals (Freitag 1994). 
Through employment, tourism provides the opportunity for direct and indirect linkages with 
the local community. Efforts to maximize the economic benefits derived from tourism in 
destination areas have centered on increasing the number of tourists, increasing the tourists’ 
length of stay and increasing tourists’ overall expenditures. A complementary way to enhance 
the benefits is to expand the backward economic linkages by increasing the amount of local 
food used in the tourism industry (Telfer and Wall 1996). 
 
The main tourist expenditures are on accommodation, food and souvenirs. Approaches 
towards building linkages between accommodations and the local economy include among 
others the hiring and training of local staff, establishment of local partnerships and purchasing 
directly from local small and micro businesses and thereby making them directly part of their 
supply chain. Linkages between tourist consumption of food and the local economy and the 
constraints that have to be overcome in establishing these linkages have been researched quite 
thoroughly. For example the study of three Indonesian hotels of Telfer and Wall (2000) shows 
that, however caution must be taken in drawing generalizations, in a productive agricultural 
area with a diversity of products, it is possible for star hotels to purchase high quality products 
locally, as a result a larger percentage of the money spent on food stays in the local economy. 
Small-scale lodgings seem to buy almost all of their foods locally. By using small local 
suppliers, the hotels are afforded an element of flexibility as the small suppliers were often 
more willing to handle smaller and irregular orders than the larger companies (Telfer and 
Wall 2000). 
 
Ashley et al. (2006) applied Pro-Poor tourism principles to the situation in the Dominican 
Republic. This is the approach of building linkages with the local economy. According to 
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them, tourism is a central part of the economy in the Dominican Republic, but poverty is also 
a fact of life for many. Although tourism is a driver of economic growth and a major source of 
employment, there is potential for tourism to contribute more to local economies, and to 
contribute more to the livelihoods of poor people, particularly in the areas around tourism 
resorts. Tourism business can be adapted to boost its development impact, thereby help to 
enhance its own security and operating environment and realize opportunities to upgrade the 
product and enhance the tourist experience. Hotels and tour operators can purchase directly 
from small and micro-businesses, increase recruitment and training of local staff, establish 
partnerships, and support the development of local arts, crafts, cultural products and tourism 
services, both by developing new excursions and by encouraging tourists to spend in the local 
economy. This approach to building linkages with the local economy is known as Pro-Poor 
Tourism. There are strong business cases for the tourism sector to invest in local linkages. 
Tourism operators need secure, attractive and hospitable local neighbourhoods and the 
support of local people. They also need to innovate and develop their product, and linkages 
with local entrepreneurs can be one way to upgrade the tourism experience. Linkages can be 
established through: 

1. Bringing local producers in the supply chain 
2. Building links with local farmers 
3. Excursions involving local people and products 
4. Encouraging tourists to spend in the local economy 
5. Neighbourhood partnerships 

The potential of creating linkages is demonstrated schematically in the figure below; 
 

 
 
Figure 5.1: Different kinds of linkages between tourism businesses and the local economy  

(Source : Ashley et al. 2006) 
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Building linkages between the tourism industry and local handicraft producers seems to be 
kind of under-researched, however there is large potential for linkages within the tourism 
business operation. Ashley et al. (2006) recommend the following to boost local craft sales; 
• Products specific to the destination (based on amber, coconut, rum, colonial ‘firsts’) 
• More production on-site, at the stalls 
• A range of differentiated products: not all vendors selling the same 
• Product innovation: combining local skills with modern preferences (e.g. in the Gambia,    
   women make Gambian dresses for Barbie dolls) 
• Less hassle of tourists: harassment stops sales 
• Price information for tourists (a range within which haggling is appropriate ) 
• Better quality products 
• Better presentation of products 
• Ensuring products can be packed and are transportable 
• Sales inside hotels 
• Labeling and interpretation to tell ‘the story’ and thus add value 
• Tailor-made items made to order (e.g. personalized with names) 
• Code of conduct among sellers governing behaviour, prices, location, management of  
   environmental impacts of materials used 
• Art and craft areas or clusters, where tourists can see producers and competition drives  
   innovation 
• Reputation and popularity (the idea of must-have souvenirs) 
 
With regard to building linkages between Dominican artisans and the tourism industry, there 
are several options, based on figure 5.1. Accommodations could directly purchase soft 
furnishings for decoration purposes from local handicraft producers and could promote local 
excursions, fairs and events where artisans are able to sell their handicrafts and not to 
discourage the tourist from leaving the resort premises. The souvenir outlets within these 
accommodations could be persuaded by the resort directors to offer more locally produced 
handicrafts instead of imported souvenirs that often do not have any connection with the local 
culture. Tour operators can indirectly influence the sales of locally produced handicrafts by 
promoting and informing their tourists about Dominican produced handicrafts and 
encouraging them to spend in the local economy. Also by persuading the accommodations 
they do business with, to use and offer more locally produced handicrafts in the out rented gift 
shops. Ground handlers and local tour operators can offer excursions that include local 
handicraft producers. Measures like this will enhance the tourist experience as they will learn 
more about local culture. Finally, partnerships should be established between resorts, souvenir 
vendors, ground handlers and tour operators, and of course with artisan associations. The 
following paragraphs show how some of these principles can be applied more specific to the 
situation of handicraft producers in the Dominican Republic.  
 

5.2 Role of Tour Operators 

 
Tour operators can play a very important role in establishing stronger linkages. Several 
companies nowadays recognize they must be accountable for their social, environmental and 
economic impacts. They recognize the need to preserve the environment, to look after their 
workforce and to give something back to communities. All this needs to be done while 
running a profitable business. This approach is called corporate social responsibility or CSR 
(Gordon 2002). Tour operators are integrating CSR and sustainability principles more and 
more into their business approach. The Tour Operators Initiative (TOI), the support of tour 
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operators for the Pro-Poor Tourism Partnership (PPT) and Europe’s largest travel organization 
TUI having a sustainability department are examples of this relatively new approach. It is 
about customer satisfaction, environmental protection and a positive contribution to 
development. It means developing quality products and offering consumer choice. It includes 
training staff, providing a healthy and supportive working environment and entering long-
term partnerships with suppliers. CSR calls for a consistent set of policies, programs and 
practices that will integrate social, environmental and economic principles into existing 
business processes. This needs to be from head office throughout the supply chain, making it 
part of core business operation. Market research showed that that half of the interviewed 
tourists were more likely to book a holiday with a tour operator that has an ethical code, and 
the majority of those were willing to pay for that guarantee (Gordon 2002). According to 
Gordon tour operators should:  

• work throughout the supply chain to develop and implement purchasing policies that 
will focus on local ownership  

• use local labour, foods and crafts  
• work with the suppliers to encourage good environmental management and build this 

up to include social areas such as employment standards and minimum wage levels  
• produce and disseminate a code for tourists to help them travel in a more informed and 

responsible way and include advice on how they can support local development 
projects. 

 
As intermediate between tourists and tourism service providers, tour operators bring together 
a variety of tourism-related service to form a complete holiday package, which is then 
marketed to customers either directly or through travel agents. Tour operators are not always 
in direct control of the environmental and social impacts of those products. Yet, consumers 
increasingly expect the companies they buy from to ensure that their products provide not just 
quality and value-for-money, but also safeguard environmental and social sustainability. 
For tour operators who offer products comprised almost entirely of contracted goods and 
services, this means that effectively implementing sustainability policies requires working 
closely with suppliers to improve sustainability performance throughout the life cycle of a 
holiday package (TOI and CELB 2003). 
From a financial standpoint, improved sustainability can lower costs through increased 
operating efficiency and reduced waste generation. Sustainability practices can also lead to 
increased revenue and shareholder value by generating more repeat business from customers 
who value good environmental and social performance. A strong positive reputation as a 
company that cares about sustainability issues, coupled with improvements to the quality of 
the tourism experience provided to clients, can result in increased customer satisfaction and 
loyalty, strengthened brand value, and enhanced publicity and marketing opportunities. 
Good performance and a high-quality, sustainable product can also help a tour operator 
reduce the risk of conflict or problems with governments, staff and local communities, and 
improve its status as a respected partner in destinations. This may mean enhanced access to 
key business resources such as capital, the ability to develop products to meet growing market 
demand, improved relationships with governments, and a motivated and loyal staff.  
Steps towards integrating sustainability into the tour operators’ supply chain include 
establishing a sustainable supply chain policy and management system, supporting suppliers 
in reaching sustainability goals and integrating sustainability criteria into suppliers’ contracts 
(TOI and CELB 2003). 
 
After a lot of work in the past in the ecological field, the sustainable tourism department of 
TUI Netherlands wants to investigate the possibilities whereby TUI can utilize its large-scale 
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of operations (international distribution network, reach of customers and image) for structural 
and financial sustainable improvement to the incomes of poor people in developing countries, 
instead of small-scale initiatives. This research is executed to assist TUI Netherlands in 
reaching these goals. With regard to improving the position of handicraft production in the 
Dominican Republic, TUI could play a role in the following areas; 

- Promoting and informing their tourists about Dominican produced handicrafts and 
encouraging them to spend in the local economy.  

- Persuading the accommodations they do business with, to use and offer more locally 
produced handicrafts in the out rented gift shops and not to discourage the tourist from 
leaving the resort premises.  

- Ground handler TUI Dominicana could offer excursions that include local handicraft 
producers. Current excursions could include spaces where artisans will be able to offer 
their handicrafts and new excursions could be developed which visit artisan 
workshops.  

- Establish partnerships with resorts, souvenir vendors, government, NGO’s, ground 
handlers and other tour operators, and of course with artisan associations. These 
partnerships should aim at enhancing the sales of locally produced Dominican 
handicrafts. 

 
The role of TUI is exemplified more specific in paragraph 5.4, where workable solutions with 
regard to the constraints for Dominican artisans are being proposed. 
 

5.3 Alternative Tourism 

 
Alternative forms of tourism are often hailed as means that provide the opportunity to 
establish stronger linkages between local production and the tourism industry. Recent debates 
about the problems brought on by mass tourism have resulted in growing attention on 
alternative types of tourism. Among these are eco-tourism, community based tourism, ethical 
tourism and sustainable tourism. Carey et al. (1997) promote that a balanced Societal 
Marketing approach towards a broader spectrum of other tourism types is more likely to 
achieve a sustainable tourism rather than the equivalent of a single, dominant type of tourism. 
As such, much more emphasis has to be placed on the role of intermediaries in achieving 
sustainable goals. Torres (2002) indicates that in Dominica and St. Lucia, the transition from 
beach mass tourism to niche tourism such as eco-tourism (Dominica) and health tourism (St. 
Lucia) has enhanced tourism and agriculture linkages by increasing demand for, and 
production of organic foods. Thus, the linkages between local producers and the tourist have 
the potential to be stronger with alternative forms of tourism. 
 
This trend also has consequences for destinations that are almost entirely focused on mass 
tourism, like the Dominican Republic. It is to be expected that destinations have to adapt to 
these new demands in order to continue to compete in the international tourist market. 
Although the Dominican government is directing some attention to alternative forms of 
tourism in their 10-year plan, there are no signs yet that this will improve the opportunities for 
small entrepreneurs (Roessingh and Duijnhoven 2004). Furthermore the focus on one type of 
(sun, sand and sea) tourism creates the risk that, in the fast changing tourism industry, where 
alternative types of tourism are in growing demand, the Dominican Republic might loose its 
attraction. On the other hand there is a chance that precisely this change in the tourism 
industry enables small tourism entrepreneurs to react to these alternative demands by using 
their skill to adapt their business according to the different types of tourists (Roessingh and 
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Duijnhoven 2004). Padilla and McElroy (2005) recommend that in the long term Dominican 
policy makers should consider directing expected future growth to the less penetrated outlying 
regions, like La Romana/ San Pedro in the southeast, Barahona west of Santo Domingo and 
the island’s interior where alternative forms of tourism could be developed.  
 
The development of alternative forms of tourism could prevent the Dominican Republic from 
declining as a tourism destination according to the resort life cycle of Butler (1980), and could 
move the Dominican Republic into a phase of rejuvenation. Current initiatives that aim at 
developing alternative forms of tourism in the Dominican Republic and have potential to 
strengthen the linkage between Dominican handicraft producers and tourists are; 

- In Puerto Plata the Tourism Cluster aims at revaluing Puerto Plata as a tourist 
destination, by using culture. They are working to change an old chocolate factory into 
a cultural center. Also in Puerto Plata there is an initiative of creating ‘El Pueblito’, a 
Plaza for artisans. 

- The Ministry of Culture is planning to have permanent weekly exposure of artisans 
and their products at Plaza Maria de Toledo in the capital Santo Domingo. 

- The creation of a vendor’s plaza in Bayahibe which includes a space for artisans.  
- “Vive Bayahibe” is a local workgroup of different stakeholders in the tourism industry 

that aim at enhancing Bayahibe as a tourist destination. Organizing festivals and fairs 
that bring locals and tourists together is part of their plans. 

- The ‘arte publico’ project in Villa Padre Nuestro. Plan is that the community will 
become more appealing for tourists that pass by and that it will become an art and 
handicraft shopping destination. 

- The NGO ADEPE is working on an eco-tourism project, which includes the 
development of trails and accommodations. 

 
For all the above mentioned initiatives and projects it is important that the executing 
organizations think very good about how to link their project with the tourist. Out of several 
interviews with these and other involved organizations it came forward that they have not 
executed a solid market research or formulated a sound marketing plan. The attitude seems to 
be that when the product has been created, the tourists themselves will automatically find their 
way to the product. It is obvious that they do not take very well into account that the majority 
of tourists that visit the Dominican Republic are ‘trapped’ in the closed system as described in 
figure 4.1. Partnerships should be established with Dominican ground handlers and tour 
operators to include these initiatives in their excursions. The following paragraph links the 
above mentioned alternative tourism initiatives more specific to workable solutions with 
regard to the constraints for Dominican artisans. 
 

5.4 Solving the Constraints for Dominican Artisans 

 
The previous paragraphs provide the basis to come to solving the constraints for Dominican 
artisans. This paragraph demonstrates several solutions that could strengthen linkages 
between artisans and the tourism industry as proposed by other scholars. Probably the 
majority of these solutions do not work on their own and need to be combined with a number 
of other solutions.  
These solutions are linked to the categorization of constraints as mentioned in paragraph 4.3 
and require cooperation and commitment among many of the stakeholders; government, 
NGO’s, resorts, tour operators and ground handlers and artisan associations. Below, the 
proposed solutions per category of constraints are demonstrated; 
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Power structure solutions 
- Government policy 
- Institutionalization 

 
Production related solutions 

- Organizational: formation of cooperatives 
- Financial and technological: microfinance and alternative sources of income 
- Skills and cultural: innovation 

 
Intermediary related solutions 

- Import substitution 
- Tourist markets and fairs 
- Visit the producer 

 
Demand related solutions 

- Promotion 
- Understanding the tourist 

 
The following paragraphs provide an elaboration of these solutions and when possible, the 
solutions are linked to international examples of good practice, directly followed by my 
recommendations with regard to the situation of artisans in the Dominican Republic. It has to 
be clear that it is hard to overcome some of the constraints that have been mentioned before. 
For example power structure constraints with regard to competition for labour between the 
handicraft sector and tourism businesses and resort policies. But combining several of the 
proposed solutions could in the end also lead to solving these constraints. This also counts for 
cultural constraints, as a revival of Dominican produced handicrafts could lead to a 
strengthening of local cultural identity.  
The solutions with regard to intermediary related constraints aim at getting round the 
intermediaries and try to put them offside, by establishing more direct contact between 
producer, the artisan, and consumer, the tourist. Thereby the closed system as described in 
figure 4.1 could be fundamentally changed.  
 
Chapter 6 links the most workable solutions, which are proposed here, to the project which 
TUI and Cordaid intend to start, and identifies the possible roles of the different stakeholders. 
 

5.4.1 Power Structure Solutions 

 
Government Policy 

 
Holder (1989) advices Caribbean governments to devise a craft development policy which 
takes account of the various areas needing assistance, e.g. education and skills training, supply 
of raw materials, sources of finance and the probable linkages with other economic sectors. 
Holder also notes that programs on small business development should be undertaken to 
improve marketing and business skills of the craft workers.  
 
For the Dominican Republic, it is important for the country to have a strict import law that 
requires the country of origin label be applied before it is shipped and must be kept on all 
products through the final sale subject to a stiff fine (ATA concept). This legislation will not 
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hold down sales of imported products, but it will begin to make the merchants more honest 
about what they are offering.  
The government should become more involved in regulating imports of (copied) souvenirs. 
The CEI-RD, Ministry of Culture and Ministry of Tourism should work together in solving 
these problems. When gift shops really have to comply with current regulations of selling 
90% locally produced items (as described in appendix II) and control is executed, demand for 
locally produced handicrafts should rise simultaneously.  
The monopoly of the current only tourguides’ association and the practices of their tourguides 
is another constraint that limits the selling of locally produced handicrafts to tourists. Policy 
of the Ministry of Tourism should aim at breaking their practices of demanding high 
commissions to bring tourists. Guides should work for a bigger cake, not for a bigger share of 
a small cake (Ashley et. al 2006). Bah and Goodwin (2003) have provided an example of the 
development of codes of practice with local guides and vendors in The Gambia; 
 
Palma Rima local guides draft code of conduct (Bah and Goodwin 2003) 
 
Each local guide will act at all times in ways that lead to the public having trust and confidence in 
them; enhances the good standing and reputation of the Association; looks after and preserves 
Gambian culture; and above all safeguards the interests of tourists. 
 
Each local guide is accountable for his or her own conduct and will: 

1. Act always to promote and safeguard the well being and interests of tourists 
2. Ensure that no action or inaction on his/her part is harmful to the service or safety of tourists 
3. Always be neat and tidy in appearance and will avoid ‘rasta’ clothing or hairstyles 
4. Take every opportunity to improve their knowledge, skills and competence 
5. Promote good relationships, work in a collaborative and cooperative way, and respect the 

contribution made by other sectors 
6. Take account of the customs, values and spiritual beliefs of tourists 
7. Avoid any action, which harms the relationship between local guides and tourists 
8. Try to resolve problems themselves and will seek outside assistance if there is no immediate 

resolution 
9. Have a system to seek feedback from tourists 
10. Behave appropriately by ensuring that there is no hassling of tourists; or violence; or bad 

language; or stealing; or cheating; or the carrying of weapons; or the use or selling of drugs 
(including alcohol) whilst on duty 

11. Accept jobs as they are allocated and not act in ways that bypass the system 
12. Protect the environment and encourage tourists to act similarly 
13. Help other guides to develop their skills, knowledge and competence and be ready to assist 

others so that the needs of tourists are met 
14. Wait for guests to offer a price for their services and not seek gifts or favours that would 

interfere with the relationship that must exist between tourists and local guides 
15. Take any action that will meet the needs, interests or safety of tourists 
16. Act always in the interests of the Association except where such action would harm the safety 

of oneself, other guides or tourists 

 
Institutionalization 

 
Working relationships between the tourism industry and local producers and suppliers need to 
be institutionalized to ensure constant communication (Telfer and Wall 2000). Local suppliers 
need to be made aware of the quantity and quality of products required in the industry, as well 
as when demand will increase.  
The case study of Telfer and Wall (1996) of a four star resort in Lombok, Indonesia shows 
successful attempts to establish linkages. Initial contact with local producers was made by the 
Executive Chef. On the initiative of the chef, who took time to investigate the potential use of 
locally produced products, supply and purchase agreements were established. Through 
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ongoing communication with the local suppliers, quality standards were established and 
maintained. Over time the resort rejected progressively fewer local products as the suppliers 
adapted to the high quality standards imposed by the resort. Ultimately, if the projects are to 
succeed, traditional small-scale producers must be able to meet the requirements of the 
modern, large-scale tourism sector. As a result of these projects and other efforts to become 
integrated in the local economy, such as training and employing local people, the resort has a 
very positive image in the community. One of the important factors in ensuring the 
continuance of these relationships is their institutionalization so that they do not depend solely 
upon the interest and commitment of one person, the chef. 
With regard to tour operators, Gordon (2002)  notes that tour operator’s actions towards 
sustainability already taken are often ad-hoc and may be limited to the manager or a few staff 
members in a company. He recommends that institutionalizing these actions ensures 
continuity.  
 
For the situation in the Dominican Republic this means that resorts should commit themselves 
to use more locally produced products and integrate this into the conduct of business, by 
changing their business strategy into a more sustainable strategy. Concerning artisans resorts 
could buy more soft furnishings and decorative items and gift shop owners could commit 
themselves to sell more locally produced handicrafts.  
Travel organization TUI already has a sustainability department, ground handler TUI 
Dominicana however does not have a lot of concern regarding sustainability principles. When 
sustainability principles would be integrated into the conduct of business, changing or 
developing new excursions which contribute more to the local economy would fit better into 
the company’s business strategy. This is also stated by Ashley et al. (2006). According to 
them there is less economic pressure on ground handlers to innovate if what they have already 
developed sells. Creating new quality products requires auditing by overseas tour operators 
for resale and takes time for them. They need to recognize the long-term advantages. 
Establishing partnerships between tour operators, resorts and artisan associations could be a 
step towards creating stronger and lasting linkages between artisans and the tourism sector, by 
developing a strategy that aims at enhancing the sales of locally produced handicrafts. 
 

5.4.2 Production Related Solutions 

 
Formation of Cooperatives 

 
Currently Dominican artisans are not very well organized as has become clear from chapter 4. 
Organizing themselves is an important step towards improving their position. Dahles (1999) 
concludes that small entrepreneurs have to develop strategies to be able to coexist with the 
large, dominant enterprises. Freitag (1994) suggests that the national government should 
provide more support in establishing regional marketing cooperatives whose goals are to 
interface with tourism businesses. Elsewhere in the Caribbean, marketing cooperatives have 
had some success in establishing mutual beneficial linkages with the local tourism industry. 
Such cooperatives are more successful in supplying quantity of goods demanded by large-
scale resorts at the level of quality demanded by the metropolitan tourist. In this way, 
organized local producers, such as farmers, fishermen and artisans are able to interact with the 
management of resorts more as business equals. 
Cohen (2001) notes that after the formation of Mexican textile producers society, the society 
took and distributed loans to families who then purchased equipment and materials. The 
demand for loan outpaced available funds. The Gambian Artisans’ Marketing Cooperative 
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(GAMCO) was set up in 1977 to overcome handicraft marketing problems by developing an 
export strategy (Farver 1984). 
Bah and Goodwin (2003) provide the following example of the formation of an informal 
sector association in The Gambia. By informal sector is meant all those individuals and micro 
enterprises, which engage with tourists and the tourism industry, but are not members of the 
Gambian Hotel Association or the Ground Handlers and Equipment Hirers Association. The 
Association of Small-scale Enterprises in Tourism (ASSET), resulted from a previous British 
High Commission sponsored Gambian Tourism Concern Workshop on Private Small-scale 
and Community-Based Tourism Enterprises held in The Gambia in October 1999. It was 
established in April 2000, bringing together some 40 small and micro enterprises. These 
include craft market vendors, tourist taxi drivers, official tourist guides, juice pressers and 
fruit sellers as well as a number of small hotels, guest houses and ground tour operators. The 
main objective of ASSET is to enable small-scale tourism enterprises to benefit more from 
their participation in the tourism industry and it works with its members on product 
development, marketing training, access to finance and quality assurance, and represents its 
members’ interests to government and the formal sector. It functions as a trade association for 
the small and medium enterprises in the informal sector (Bah and Goodwin 2003). 
 
The above mentioned examples show that small producers should organize themselves and 
form associations or cooperatives in order to be able to interface with tourism businesses. The 
Dominican artisans association GECDOM wants to become a formal association, but the 
process costs time and money. It is a private initiative and GECDOM has no support from 
government or NGO’s. With some financial, facilitating and organizational support for 
GECDOM of these institutions, the process would be easier and would give the artisans the 
feeling that they are not on their own.  
 
Microfinance 

 
Because of their informal status, Dominican artisans do not have access to loans from official 
banks. Microcredit has already proved to be a suitable instrument for poverty alleviation in 
developing countries. Microcredit is usually offered to small entrepreneurs who are thereby 
able to improve their small businesses. However, institutions that offer microcredit to small 
entrepreneurs (who are usually operating in the informal sector and therefore do not have 
access to loans by banks) often do not have sufficient funds to serve the total demand for 
credit. The term microfinance includes the offering of credit but also other banking services as 
savings. 
 
The device of microcredit is to “help people to help themselves”. Micro-credit refers to small 
loans made to low-income individuals to sustain self-employment or to start up very small 
businesses, usually operating in the informal economic sector (Kamp 2005). Although there is 
no standard definition of micro-credit, in practice such loans are quite small, amounting to a 
few thousand dollars. Informal sector enterprises are the principal providers of employment in 
developing countries. In Latin America for example, it is estimated that 85 % of all jobs is 
created in the informal sector. The most promising perspective for progression and poverty 
alleviation in developing countries therefore should be sought in assisting the informal sector 
entrepreneurs (Kamp 2005). 
In contrast to banks which expect customers to come to them, the micro finance institutions 
(MFI’s) visit their (potential) clients in the environment of their own small enterprises. 
Applications for microcredit are usually dealt with within a week and when approved the 
money will be paid instantly. This fast procedure is possible because microcredit is not based 
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on laws, regulations and warranties, but on mutual trust between MFI and entrepreneur. Most 
credits are paid off in weekly terms with a total term of one year. MFI´s worldwide report 
repayment percentages of more than 95 % (Kamp 2005).  
 
MFI´s are mostly dependent on donors from the Western world, which brings along 
dependency and interference. Offering saving possibilities for the poor is another field in 
which MFI´s operate. Eventually these savings should become the source of financing for the 
MFI´s. The formation of credit groups is an often used strategy by MFI´s in offering credit. 
Microcredit is expensive, the interest rate demanded by MFI´s varies between twenty and 
forty percent, usually about ten percent higher than the rate of commercial banks. One third 
two fifty percent of the interest earnings are used to pay the salaries of the MFI´s employees. 
The high interest rate has proved to be not a constraint for the small entrepreneurs. Although 
having a profit objective, the aim of poverty alleviation of MFI´s is not influenced in a 
negative way. Because of these profits the institutions can provide more and more credit. 
Most advantages of microcredit often cannot be expressed in terms of money, but in terms of 
improved living circumstances. By offering credit to small entrepreneurs the MFI´s show 
appreciation and respect for the small businesses. MFI´s often also provide, or cooperate with 
NGO´s for technical and supporting assistance to the entrepreneurs (Kamp 2005). 
 
With regard to microcredit, Brux (2005) notes that only after targeting the clients and having 
a complete understanding of their needs and desires can the micro-finance projects begin, 
because the most appropriate model can only be determined after soliciting information of the 
small producers themselves. 
Brux cites several authors that point out the benefits of micro-enterprise credit for poor 
women living in rural areas; improved health, access to enough food, clean water, housing, 
clothing, and education, children of women participating in a microcredit program have 
higher height and weight values than other children, empowerment of women, increasing 
numbers of children (including girls) who are in school and their mothers have greater access 
to mobility, economic security, legal awareness, decision-making, freedom from domestic 
violence, mutual support from the women in their groups and enhanced food security.  
Any increase in women’s incomes or status automatically improves the well-being of their 
children, and any technology or procedure that reduces the demand on women’s time also 
automatically benefits their children. These outcomes occur because women have the role of 
caring for the children, and when constraints are removed, they use their time, status, and 
income to benefit their children. We also know that the greater the likelihood that women are 
educated, the greater is the likelihood that they will have lower fertility, their children will 
survive, and their children (including girls) will be educated. The education of girls means 
that benefits are intergenerational and self-sustaining, as they too will have healthier babies, 
lower fertility, and educated children. Furthermore, women who do well in the rural sector are 
less likely to join the exodus of rural people in many Latin American (and other) countries 
who leave farming to move to the city in search of non-existent jobs and  services, which 
really just replaces rural poverty with urban poverty and squalor. 
The social benefits of credit for low-income women create strong positive externalities. For 
economists, the existence of positive externalities means that external support is appropriate 
in order to obtain a more socially optimal level of services and positive outcomes. Therefore 
Brux (2005) recommends that NGO’s, governments, and international organizations all play a 
supportive role in assisting the establishment of microcredit organizations. 
 
From interviews with representatives of NGO’s Codespa and IDDI and microfinance bank 
Adopem, information has been gathered with regard to microfinance and microfinance 
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institutions in the Dominican Republic. There are 2 kinds of organizations offering 
microfinance; 

1. Organizations that offer saving possibilities as well, and thus are official banks and 
subject to government permission and supervision. 

2. NGO’s that offer only microcredit, which is funded from own resources or grants. To 
grow they need more grants. 

 
Regulated Microfinance organizations in the Dominican Republic (banks): 

1. ADEMI, started as an NGO and has a portfolio that represents an amount of 5 times 
higher than Adopem. 

2. Adopem, is more socially oriented, supports more poor people and is a very well run 
official organization. They have about 50.000 clients and the average loan is the 
lowest. 40% is owned by the NGO Adopem.  

3. B.H.D., is a commercial bank and will probably become the biggest microfinance 
organization within few years.  

 
Non regulated microfinance organizations (NGO’s) 

- Coop ADEPE, which is a cooperation of farmers and cattle keepers. 
- Fondesa 
- F.D.D., has a portfolio of USD 2,5 mln. 
- IDDI, with a portfolio of about USD 2 mln 
- MUDE, about USD 1 mln in portfolio. 

 
According to the director of the credit department of IDDI, in the Dominican Republic the 
demand for credit is a lot bigger than microfinance institutions are able to supply. At the 
moment only 25 % of all Dominican micro-enterprises have access to credit. The institutions 
lack loans and funding to assist more micro-enterprises (M. Mendez; pers. com.). As has 
become clear, credit is not the primary need of the Dominican artisan, and microfinance 
institutions do not have many artisans as clients. Several of the interviewees commented that 
it is hard for artisans to access credit, because the majority does not have legal or formal 
status. Besides that, artisans in the Dominican Republic have a bad reputation because in the 
past they had high levels of no repayment of loans. Microfinance institutions could adapt to 
that situation by creating a credit program that is specifically developed for the needs of 
artisans.  
 
Alternative Sources of Income 

 

Small-scale producers should not be totally dependent on one form of production and make 
sure they have alternative sources of income. For example smiths and tailors in the Gambia 
are in a better position to benefit from the tourist industry because they are not entirely 
dependent upon it for their livelihood (Farver 1984).  
The study of Conelly Kirch (1982) focuses on the role of handicraft selling in the Kingdom of 
Tonga, and on how this activity –even though socially problematic–  enables individuals to 
meet the economic demands of everyday life and maintain participation in culturally-valued 
traditional activities. The adaptive significance of temporal forms of handicraft selling in 
Tonga must not be underestimated, since in addition to providing many Tongans with an 
immediate source of much needed cash with low costs to the producer, they also provide time 
to exploit other income generating options or subsistence agriculture. 
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The majority of Dominican artisans is not totally dependent on the production of handicrafts 
for the generation of income. Many already have diversified their business or have other 
sources to earn an additional income. Finding alternative sources of income is not a solution 
for the constraints artisans have to deal with at the moment.  
Only when all other proposed solutions do not work out, an alternative source of income is the 
final option for artisans. 
 
Innovation 

 
Constant innovation and adapting the products to the wishes of the tourist has proved to be a 
successful strategy for artisans. Cohen (1993) investigated the process of transformation of a 
simple craft to a highly diversified tourist art, through the example of the pottery production 
of Dan Kwien in Thailand. At first the products were simple and cheap utilitarian objects, 
intended for daily use. Outsiders to the locality were the principal initiators of innovation and 
diversification. Production for the traditional internal market continued, however new types 
and styles of products were introduced as innovators competed to secure external audience, 
the tourists. A cycle of innovation and copying by competitors, unbridled as it is by any 
cultural stylistic considerations, customary or legal norms, appears to partly account for the 
astounding variety of products on the Dan Kwien crafts market. According to Cohen the 
lucrativeness of standardized export stifles innovativeness and reduces variety and variability 
of products. In their study in Guatemala, Moreno and Littrell (2001) found that retailer 
intermediaries seek to offer products that represent Guatemala while providing items that 
appeal to international tourists. There, the retailer does not eliminate the weaver, they just 
change the product by advising the weaver about tourist preferences. 
 
In the Dominican Republic, the quality of handicrafts seems to be the main concern for 
government institutions like the Ministries of Culture an Tourism. Also NGO’s that execute 
projects aiming at improving the position of the Dominican artisan often primarily focus on 
quality improvement of the products. This means there already is sufficient attention to 
improve quality and stimulate innovation of handicrafts, therefore new initiatives should aim 
at other constraints artisans are facing. When artisans would be able to come more into direct 
contact with tourists it would probably automatically lead to innovative products because then 
the artisan will know more about the tourist’s wishes and preferences. 
 

5.4.3 Intermediary Related Solutions 

 
Import Substitution 

 

A theoretical study on the Bahama’s used input-output tables to investigate the effects of a 25 
% reduction of food imports and a 25 % increase in food supplied by local farmers (Taylor et 
al 1991). Changes in tourism multipliers were presented to reflect the change in the origins of 
agricultural inputs. The study found that with import substitution, a one Bahamian dollar 
increase in sales in the tourism sector resulted in an increase in output of 43.1 cents in the rest 
of the economy compared to 39.5 cents using the existing levels of foreign inputs. The crop, 
fruit and vegetable sector would also experience an expansion of 650 jobs. There would be 
some job losses in wholesale, retail and trade sectors. However some jobs may be replaced by 
the increase in trade between local agricultural producers and hotels. In Malta, outside 
influences have led to the gradual revival of many spurned traditional crafts, particularly in 
response to the growing demand of tourists. The early growth of the tourist market in Malta 
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was accompanied by a surge of foreign souvenir goods, imports accounting for 1 million 
British pounds in 1971. However, traditional and new local handicraft firms fought to 
establish a greater share of the tourist market. Such was their success that by 1972, the value 
of souvenir imports had been considerably reduced by locally produced handicrafts acting as 
import substitutes. Whilst more expensive than imported mass-produced souvenirs, local 
handicrafts seemed more appropriate to match the needs and motivations of the souvenir-
purchasing tourist (Markwick 2001). 
 
The mentioned studies show that substitution of import by local production does not have 
negative impacts for the local economy. On the contrary, it stimulates local production and 
creates extra jobs. As stated in paragraph 4.1.2, it is estimated that the amount of imported 
souvenirs and handicrafts in the Dominican Republic in 2004 was about 200 million Dollars. 
Substitution of import by local production with for example 25 % implies that almost 50 
million Dollar could be earned by local handicraft producers, which in turn could create many 
jobs and income for many poor Dominican families. Further research is recommended with 
regard to the effects of import substitution by using the model of Taylor et. al (1991). To be 
able to reduce current levels of imports, the government has to take its responsibility and 
develop new policy to regulate imports and really bring current laws and regulations into 
practice (already described in paragraph 5.4.1). 
 
Tourist Markets, Festivals and Fairs 

 
The First Regional Handicraft Development Workshop organized by the CTRC came up with 
many recommendations, for example that craft fairs should be established on a regular basis 
in locations accessible to tourists and that adequate promotion of these fairs should be 
arranged (Holder, 1989). The fact that craft fairs and markets are attractive to tourists is also 
recognized by Kermath and Thomas (1992). According to them, the nature of a market as 
attraction requires that the street vendors remain, because the tourists wish to experience the 
colorful, indigenous nature of an open market. Building attractive, fixed structures for vendors 
would maintain local involvement and be aesthetically pleasing to tourists. This should be 
combined with vocational training which would provide locals with enhanced skills and 
greater marketability in order to secure formal sector employment and maintain local resident 
involvement, thereby reducing foreign exchange leakages and increasing tourist multipliers 
(Kermath and Thomas 1992). Bah and Goodwin (2003) describe the success of a craft market 
in The Gambia where the market resulted in a threefold increase in income. According to 
Cohen (1993), bigger customers even find it more convenient to buy at the market, because a 
wider selection of products is offered, even though the eye of the visitor only captures the 
choice of wares actually offered at the moment of visit. The variety of products that are, or 
can be, produced is in fact much greater. According to Ashley et al. (2006), local market visits 
are boosted by: local colour, range of products, opportunities to see producers at work, 
reliable transport and opportunities to mix with locals. 
 
Ashley et al. give the example of the St. Lucia Jazz Festival, which was originally conceived 
in 1992 as a marketing tool to raise market visibility and boost arrivals in the low season in a 
relatively low cost way. The initiative required an enormous amount of stakeholder 
collaboration. The festival boosted arrivals, raised awareness of the destination, provided 
exposure for local artists, and a ready audience for other tourist accommodation, transport, 
food, performances and souvenir services (Ashley et al. 2006). At Rodney Bay, also in St. 
Lucia, the public square features local culinary specialties as well as local music and other art 
forms. Ashley et al. Believe that many other Caribbean islands could benefit from the 
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development of local open spaces that can both serve the community and double to feature 
events that enhance the tourism product. They also state that festivals are a way to involve 
local people in the tourism product, and encourage tourists to enjoy, and spend in, the local 
area. Festivals have also proved to be very useful boost the area as a whole, by creating a new 
tourism season. The best example is the Trinidad carnival, the largest festival in the region in 
terms of visitor arrivals and expenditures (Ashley et al. 2006).  
 
The colorful indigenous markets in for example Otovalo in Ecuador and Chichicastenango in 
Guatemala have proved to be extremely popular tourist destinations for many years now. 
These examples show that markets, fairs or other places where local people come together to 
sell their products have a high level of attractiveness to tourists. The initiative of the Ministry 
of Culture at Plaza Maria de Toledo in Santo Domingo and Mundo Artesanal, “El Pueblito” in 
Puerto Plata, the vendor’s plaza and “Vive Bayahibe” festivals in Bayahibe and Villa Padre 
Nuestro have the potential to become attractive tourist destinations as well, where the tourist 
is able to meet local people selling locally produced handicrafts. This offers an interesting 
cultural experience for the tourist. Using a “Made in Dominican Republic” label, as described 
in paragraph 5.4.4, for the products that are sold in these places which already has been 
promoted to the tourists could be of great help. 
Including these places in current tourist excursions could be a huge step in establishing direct 
links between the artisans and the tourists. TUI Dominicana could be persuaded to change 
current cultural excursions, for example the Puerto Plata city tour, the Santiago shopping tour 
and the Santo Domingo city tour (appendix VI), and excursions that pass through Bayahibe or 
Villa Padre Nuestro (appendix V), by including a one hour stop into the excursion program at 
“El Pueblito” in Puerto Plata, artisan workshops in Santiago, La Vega and Moca, at Plaza 
Maria de Toledo and/ or Mundo Artesanal in Santo Domingo, or the vendor’s plaza and “Vive 
Bayahibe” festivals in Bayahibe and/ or arte publico in Villa Padre Nuestro. 
 
Visit the Producer 

 
Excursions provide memorable experiences and ‘stories to tell’, particularly when based on 
direct interaction with local people. They can also encourage repeat visits by introducing 
tourists to other parts of the country and showing that there is more to be seen. Excursions can 
spread the benefits of tourism, particularly in all-inclusive resorts, and enable tourists to buy 
directly from craft producers or to contribute through entrance fees to the maintenance of 
natural and cultural heritage (Ashley et al. 2006). It is the perceived authenticity of craft 
products which renders them attractive to the tourist market, particularly if production skills 
can be observed and products purchased in the places where they are made. In Malta the 
producers are usually concentrated in craft villages which themselves serve as tourist 
attractions (Markwick 2001). All stages from production to sales can be carried out on-site so 
that the contact with visiting tourists is direct. 
Existing excursions in the Dominican Republic do not include visits to artisans. Developing 
new excursions that include visits to artisans’ workshops (‘talleres’) could offer an alternative 
for tourists that want to experience more of the real life in the Dominican Republic. 
Especially in the Puerto Plata region organizations are working hard to revalue Puerto Plata as 
a cultural destination. New cultural excursions could add to this. Most important is that in 
such excursions the tourguides do not influence the tourist’s buying behaviour. Interviewed 
artisans have showed a lot of interest in receiving tourists and educating them about the 
production process, but only if they are respected and treated in a fair way by the tourguides 
and tour operators. Development of codes of practice with local guides and vendors as 
described in paragraph 5.4.1, and executing control could be an important step. 
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5.4.4 Demand Related Solutions 

 
Promotion 

 
The creation of name brands to aid in identification and promotion of locally grown products 
can prove effective in strengthening linkages. Campaigns to promote consumption of local 
foods must be accompanied by parallel efforts to improve the quantity, quality and 
consistency of local production and to create farmer-friendly direct marketing schemes 
(Torres 2002). Bélisle (1983) promotes the demonstration effect, which is the phenomenon 
whereby tourist consumption patterns influence those of the residents. If tourists consume 
local food the demonstration effect can be a positive force for local production and import 
substitution. Ashley et al. provide the example in Barbados, where a national logo 
competition was held by the Agro-tourism Linkages Centre, aimed to enhance the 
development of a signature Barbadian product, ‘Barbados Blackbelly Sheep’. A workshop 
was held for artisans to consider ways of using the logo on a range of functional and 
decorative craft items. Such unique locally branded products may be marketed through hotels 
or sold directly to tourists (Ashley et al. 2006).   
 
ATA (concept) promotes development of a “Manos Dominicanas”- label aiming at the higher 
end “master” market in order to create a broad market for thousands of artisans in the 
Dominican Republic. Meeting the artisans and buying direct will also create the market. The 
market that Dominican artisans sell into should be one that is not based so much on price as 
one that is built on the story and the uniqueness. This proposal of ATA resembles the Seal of 
Excellence of UNESCO, a label for which only artisans with already established businesses 
will be able to apply. The initiative of the Dominican Center of Export and Investment to 
create a label for products produced in the Dominican Republic, the “Marca País” seems more 
feasible for Dominican artisans as this label is supposed to be for the majority of producers 
and not just for a select group. Labels that explain more about the production process and the 
historical and cultural value of the handicraft give the tourist an added value to the product for 
the tourists. Certain labels are used for example by the artisans of Hermanos Guillen and 
Neoarte, and give an added value to the product.  
 
Understanding the Tourist 

 
In her study in the Yucatán Peninsula in Mexico, Torres (2002) concludes that tourist food 
consumption and preferences do not represent a major obstacle to promoting future tourism 
and agriculture linkages. Understanding the tourist and his/ her consumption patterns is 
critical to the analysis of linkages between tourism and agriculture. Their tastes and 
preferences are the primary determinants for both the constraints to, and potential for, creating 
linkages to local production.  
 
With regard to handicrafts and souvenirs in the Dominican Republic not much is known about 
the tourist’s preferences and tastes. Several tourists that I talked to expressed that they were 
hardly able to encounter Dominican produced handicrafts and souvenir and they had no idea 
where to go to find these products. Although the majority of these tourists were not typical 
resort mass tourists, it indicates that tourists have potential interest in buying locally produced 
items. Executing studies concerning tourist preferences, as at the moment is being done by the 
Ministry of Tourism, are recommendable.  
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6. Conclusions 
 
The establishment of stronger linkages between artisans and the tourism industry in the 
Dominican Republic is quite a challenge. Constraints that artisans have to deal with in 
accessing the tourism market are very diverse and complex. Many of these constraints are 
inter-related and it is impossible to think of a solution that would solve all the constraints. 
This chapter first summarizes the most fundamental constraints for Dominican artisans. Then, 
workable solutions are proposed to overcome these constraints. These solutions are linked to 
the project which TUI and Cordaid intend to start, and the possible roles of the different 
stakeholders are identified.  
 

6.1 Constraints 

 
The main constraint for Dominican artisans is that they don not have the possibility to access 
the tourist market to sell their products. The market is controlled by souvenir vendors, who 
sell mainly imported products because the vendors can rely on a reliable supply of large 
quantities of products for competitive prices. In the current situation the tourist is kind of 
‘trapped’ in a closed system in which the triangle of resorts, souvenir vendors and tourguides 
limit the interaction between the tourist and the Dominican artisan and his products. Tourists 
appear to be willing to buy locally produced handicrafts but they do not know where to find 
them. Resorts dissuade tourist from leaving the resort premises where a gift shop is situated 
that mainly sells imported products. When the tourist goes on an excursion, the tourguides 
only visit gift shops where they receive a commission and that sell mainly imported products. 
The gift shop owners are organized in strong vendors associations and tourguides are member 
of the tourguides association. Tour operators are not allowed to work with other guides.  
The Dominican artisan or his products almost have no access into this closed system. These 
current power structures leave the artisan powerless and therefore the artisans do not have a 
fair chance to change the existing closed system. As long as artisans do not have access to the 
tourist market they will not be able to generate sufficient income to improve production, 
invest in improving the business and obtain legal and formal status to access credit.  
 
Associations of artisans that have existed are not active anymore because of problems among 
the artisans or corrupt practices. Business thinking is lacking among the majority of 
Dominican artisans. This is mainly because of low levels of education. Primary bad 
experience among artisans in cooperating restrains them from organizing themselves as this is 
considered a waste of time. All this means that local producers keep on having the inability to 
supply the quantity and price demanded by sellers and tourists. Even if they might have 
access to the tourist market to sell their products, their unofficial status will restrain them 
from access to credit. Without credit the artisans will not be able to sell their products on 
credit and will not have the possibility to produce stocks to respond to the demanded quantity 
of the tourist market. Another result is that the possibility to invest, to improve their 
technological capabilities and thereby their processing capacity, is limited. 
 
Most artisans do not know where to go for assistance or support. There does not seem to be a 
lot of trust and confidence between government institutions, NGO’s, the private sector and 
artisans, and because of that cooperation is very concise. The Ministry of Culture and the 
Ministry of Tourism or the private tourism sector are hardly cooperating. Commitment among 
people working for development organizations and government seems to be lacking which 
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results that projects are not very effective. When government and NGO’s offer support or 
assistance to artisans it is often support that aims at quality improvement or at 
commercializing the handicrafts through alternative marketing channels as fairs or export, and 
does not include all stakeholders. Support is not directed at changing the current closed 
system, on which government and NGO’s at the moment have very limited influence.  
 

6.2 Recommendations for an Effective Project 

 
The objective of the project which TUI and Cordaid intend to start is to change the current 
souvenir industry in the Dominican Republic in a sustainable way, so the production and sales 
of locally produced handicrafts will increase. Foreign donor organizations (like Cordaid) that 
support artisan projects in the Dominican Republic should judge project proposals whether 
they aim at overcoming the fundamental constraints as described in the previous paragraph. If 
not, the efficiency and effectiveness of the projects can be regarded questionable, as has been 
proved in the past. In this paragraph I recommend which actions should be taken and which 
elements should be included in the project, so the outcome will be effective. These elements 
are; 

• Leading role for a local NGO 
• Involvement of foreign and local tour operator 
• Involvement of government institutions 
• Changing current excursions and developing new excursions 
• Developing a label for Dominican produced handicrafts 
• Support for artisans association(s) 
• Specific credit program for artisans 

 
Combining these elements in a project will not instantly result in a total turnaround of the 
Dominican souvenir industry, but will definitely result in increased linkages between artisans 
and the tourism industry and thereby increased sales and production of handicrafts produced 
in the Dominican Republic.  
 
Leading Role for Local NGO 

 
The solutions proposed here require cooperation and commitment among many of the 
stakeholders; government, NGO’s, tour operator and ground handler and artisan associations. 
Contact details are provided in appendix I. It also has to be clear that funds are needed to 
facilitate the process of bringing stakeholders together and to execute the project.  
 
A local NGO, supported with foreign funding (from Cordaid and/ or TUI), should take the 
lead in the process of bringing all stakeholders together. IDDI and NGO Adopem both seem 
to be suitable partners to take this leading role, although IDDI has more experience with the 
capacitation of artisans. The directors of IDDI and Adopem both have a wide network of 
contacts in all sectors of the tourism industry and handicraft sector and government 
institutions. Therefore they will be able to bring several of the parties together. The director of 
IDDI already mentioned that he would be interested in taking the facilitating role of bringing 
stakeholders together. TUI could use its leading and powerful position in the international 
tourism industry to persuade government institutions to effectively participate in a project. 
Stakeholders that should cooperate in this project are: 
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• Local NGO (IDDI or Adopem), supported by Cordaid 
• TUI Netherlands and TUI Dominicana, possibly TUI World 
• Ministry of Tourism, Ministry of Culture and Center for Export and Investment (CEI-RD) 
• Artisans Association (GECDOM) 
The actual roles of these stakeholders are explained more specifically below. 
 
Involvement of Foreign and Local Tour Operator  

 
Involving a foreign and local tour operator (TUI Netherlands and TUI Dominicana) appears to 
be a prerequisite for a project to become successful because they have direct access to the 
market for handicrafts, the tourists. Executing studies concerning tourist preferences with 
regard to excursions, handicrafts and souvenirs are recommendable. TUI could survey its 
tourists to learn more about their wishes and preferences with regard to handicrafts and 
souvenirs so promotion of Dominican produced handicrafts and the development of 
excursions can be directed more effectively according to the preferences of the tourist. 
 
Involvement of Government Institutions 

 
Government institutions appear to have other priorities or insufficient funds, however the 
interviewed government officials showed interest and willingness to participate in a project 
that improves the position of Dominican artisans. The government should become more 
involved in regulating imports of (copied) souvenirs. The government has to take its 
responsibility and develop new policy to regulate imports and really bring current laws and 
regulations into practice.  
The CEI-RD intends to develop policy for the protection of Dominican domestic products. 
This policy should forbid import of copies of Dominican produced handicrafts and the use of 
“Dominican Republic”-labels on imported souvenirs. Customs officials have to be instructed 
how to deal with these new regulations.  
 
When gift shops really have to comply with current regulations of selling 90% locally 
produced items (as described in appendix III) and effective control is executed, demand for 
locally produced handicrafts should rise simultaneously. The Ministry of Tourism has to 
instruct their inspectors in a better way, how to distinguish locally produced handicrafts from 
imported ones. Developing a database where artisans can register their products (free of 
charge or for a small fee), to which customs officials and inspectors of the Ministry of 
Tourism have access, could solve these problems. Corruption among government officials 
should be dealt with judicially. 
The monopoly of the current only tourguides’ association and the practices of their tourguides 
is another constraint that limits the selling of locally produced handicrafts to tourists. Policy 
of the Ministry of Tourism should aim at breaking their practices of demanding high 
commissions to bring tourists. Jointly developing codes of conduct on commission and 
practices would be a step in the right direction. 
 
Changing Current Excursions and Developing New Excursions 

 
Projects that aim at getting round the intermediaries and vendors and try to put them offside, 
by establishing more direct contact between the artisan and the tourist have great potential. 
Thereby the closed system as described in figure 4.1 could be fundamentally changed.  
Markets, fairs or other places where local people come together to sell their products have a 
high level of attractiveness to tourists. The initiative of the Ministry of Culture at Plaza Maria 
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de Toledo in Santo Domingo, Mundo Artesanal, “El Pueblito” in Puerto Plata, the vendor’s 
plaza and “Vive Bayahibe” festivals in Bayahibe and “arte publico” in Villa Padre Nuestro 
have the potential to become attractive tourist destinations, where the tourist is able to meet 
local people selling locally produced handicrafts. These initiatives should be linked with an 
association of artisans, for example GECDOM, to regulate the practices of artisans that sell 
their products at these places. The organization of these markets and fairs can be regulated by 
the Ministry of Culture as also will be done at Plaza Maria de Toledo. Their regulations for 
cultural fairs are demonstrated in appendix IV. Possibly these regulations have to be adjusted 
in consultation with other stakeholders in order to fulfill their demands. 
Including these places in current tourist excursions could be a huge step in establishing direct 
links between the artisans and the tourists. TUI Dominicana could be persuaded by TUI 
Netherlands to change current cultural excursions, by including a one hour stop into the 
excursion program at one of the above mentioned places where artisans are able to sell their 
products, instead of leaving the guide time for visiting a gift shop.  
 
Existing excursions in the Dominican Republic do not include visits to artisans. Development 
of new excursions by TUI Dominicana that include visits to artisans’ workshops (‘talleres’) 
could offer an alternative for tourists that want to experience more of the real life in the 
Dominican Republic. Therefore cooperation with artisans (e.g. GECDOM) is required to be 
sure tourist visits are spread equally among as many artisans as possible. Artisans show a lot 
of interest in receiving tourists and educating them about the production process, but only if 
they are respected and treated in a fair way by the tourguides and tour operators. Most 
important is that in such excursions the tourguides do not influence the tourist’s buying 
behaviour. Development of codes of conduct with local guides and vendors and executing 
control could be an important step. Therefore, cooperation with the Ministry of Tourism is 
necessary. 
 
Developing a Label for Dominican Produced Handicrafts 

 
Using a “Made in Dominican Republic” label for the products that are sold in these spaces 
which already has been promoted to the tourists could be of great help. The initiative of the 
CEI-RD to create a label for products produced in the Dominican Republic, the “Marca País”, 
seems most feasible for Dominican artisans as this label is supposed to be for the majority of 
producers and not just for a select group. This label could be promoted by TUI Netherlands by 
using in-flight videos and the travel brochures, and by TUI Dominicana when handling the 
transfer from airport to hotel. Promotion should include explaining the tourists the benefit of 
buying locally produced handicrafts and how and where to find these products; when going 
on cultural excursions offered by TUI Dominicana! 
 
Support for Artisans Association 

 
Small producers have to organize themselves and form associations or cooperatives in order 
to be able to interface with tourism businesses. The Dominican artisans association GECDOM 
wants to become a formal association, but the process costs time and money. It is a private 
initiative and GECDOM has no support from government or NGO’s. With some financial, 
facilitating and organizational support for GECDOM of these institutions, the process would 
be easier and would give the artisans the feeling that they are not on their own.  
 
A project should aim at supporting GECDOM in making the association bigger and stronger, 
instead of only capacitating (potential) artisans and trying to organize them separately from 
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existing associations. Members of GECDOM could even be involved in offering workshops 
and trainings. When GECDOM would become a formal association with members that have 
legal businesses, the process for other talented artisans to establish a business would be easier. 
 
Specific Credit Program for Artisans 

 
As has become clear, credit is not the primary need of the Dominican artisan, and 
microfinance institutions do not have many artisans as clients. However, when as result of this 
project the demand for handicrafts increases, artisans will need funds to improve their 
businesses and increase production. At the moment not much is known about their needs and 
the amounts and terms of credit. Microfinance institutions could adapt to that situation by 
creating a credit program that is specifically developed for the needs of artisans. Dutch NGO 
Cordaid and travel organization TUI could support a Dominican NGO or microfinance bank 
by providing a loan for the specific artisan credit program and by providing financial and 
technical support to set up the program. The choice for a bank or NGO should depend on 
whether funds are only available for the credit product, or also for technical and 
organizational support of the artisans. NGO IDDI would be more suitable in offering the 
combination of credit and support in other fields, like teaching the artisans business skills. 
Bank Adopem is recommendable when the support consists of only credit. 
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Appendix I: Contact Details 
 

1. Government institutions 

 
Ministry of Tourism 

 
Tatiana Bodden 
Sub-Directora de Turismo Cultural, Secretaria de Estado de Turismo (Ministry of Tourism) 
30 de Marzo Esq. Av. Mexico, Bloque D, Officinas Gubernamentales, PO Box 497, Santo 
Domingo, Rep. Dom., Tel: 809-221-4660 exts: 2475, Fax: 809-221-6035, Cel: 809-756-0095 
Email: tcbodden@yahoo.com 
 
Ministry of Culture 

 
Lourdes Camilo de Cuello 
Director of the Ministry of Culture (Secretaria de Estado de Cultura) 
Av. George Washington, esq. Pte. Vicini Burgos, Santo Domingo, D.N., Rep. Dom. 
Tel: 809-221-4141/ Ext. 307, Email: lourdes.camilo@gov.do, came41a@yahoo.es  
 
CENADARTE (government institution for educating artisans) 

 
Manuel Antonio de la Cruz 
Director CENADARTE 
Hector Homero Hernandez n. 49, La Fe, Santo Domingo, Republica Dominicana 
Tel: 809-5652952, Email: cenadarte@hotmail.com 
 
Center of Export and Investment (CEI-RD) 

 
Evelyn Valoy 
Plaza de la Bandera, Apartado 199-2, Santo Domingo, Republica Dominicana 
Tel: 809-530-5505 ext. 295, Fax: 809-530-4665, Cel: 809-855-3845 
Email : evelyn.valoy@cei-rd.gov.do, Web : www.cei-rd.gov.do 
 

2. Non Governmental Organizations 

 
IDDI (Dominican NGO that has artisan projects and offers microfinance) 

 
David Luther 
Director IDDI 
Calle Luis F. Thomen No 654, El Millón, Santo Domingo, República Dominicana 
Tel: 809-534-1077, Fax: 809-534-1080, Cel: 809-710-5325,  
Email : dluther@iddi.org , Web : www.iddi.org  
 
Mariluz Mendez 
Director credit department IDDI, Email: mmariluz@iddi.org 
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Teresa Morrobel 
Directora del Departamento de Promoción Social, IDDI 
 
Núria Girós 
Former employee for the promotion of artesania 
 
ADOPEM (Dominican microfinance bank and NGO) 

 
Mercedes Canalda de Beras-Goico 
Vice president 
C/ Heriberto Pieter No. 12, Ensanche Naco, Santo Domingo, R.D. 
Tel: 809-563-3939, Fax: 809-547-2922,  
Email: m.canalda@verizon.net.do, Web: www.adopem.org.do 
 
Lic. Eddy Santana 
Gerente de Crédito y Sucursales, Email: esantana@adopem.org.do 
 
ADEPE (Dominican microfinance institution and NGO) 

 
Dorca Bacarcel 
Director, Tel: 809-578-2811 
 
Codespa (Spanish NGO) 

 
Juan Manuel Diaz Parrondo 
Caribbean regional delegate, Codespa 
Calle Santiago No. 153, Gazcue, Santo Domingo, R.D. 
Tel./Fax: 809-688-0004, cel: 809-494-9875, Email: santodomingo@codespa.org  
 
Cordaid (Dutch NGO) 

 
Drs. J.H. van der Sterren 
Consultant for Cordaid, Email: sterren.j@nhtv.nl  
 
Inter American Development Bank 

 
Armando Chamorro 
Tel: 809-562-4805 
 
Clusters Puerto Plata and Bayahibe (work on tourism and culture, financed by USAID) 

 
Danilo Cruz-De Paula 
Director Clusters, Contratista USAID, Chemonics, Programa de Competividad y Politicás 
Los Pinos No. II, Ensanche La Julia, Santo Domingo, Rep. Dom.  
Tel : 809-412-5957, Fax : 809-412-2892 
Email:dcruz-depaula@chemonicsdo.com, Web :www.chemonics.com 
 
Oscar Hungria 
Director Cluster Puerto Plata, Cel: 809-853-3463 
Email: fundacion_atlantica@yahoo.com  
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Jose de Ferrari 
Handicrafts consultant, USAID, Chemonics, Programa de Competividad y Politicás 
Los Pinos No. II, Ensanche La Julia, Santo Domingo, Rep. Dom.  
Tel : 809-412-5957, Cel : 809-224-9178, Fax : 809-412-2892 
Email: jdeferrari@chemonicsdo.com, Web :www.chemonics.com 
 
Samuel Bisonó 
Contratista USAID, Chemonics, assistente principal de proyectos,  
Email: sbisono@chemonicsdo.com 
 
Luis Andrés Pérez 
Contratista USAID, Chemonics, Gerente monitoreo y Evaluación 
Email: laperez@chemonicsdo.com 
 
Rafael Antonio Luis B. 
Participant in Cluster Bayahibe meetings, Bayahibe seatours & real estate 
Tel: 809-520-3307, 809-767-6832, Email: ecicorp@hotmail.com  
 
Daniel Flaquer 
Participant in Cluster Bayahibe meetings, Tropical Tours S.A. 
 
Volunteers and NGO employees that work in development projects including artisans 

 
Rosa Garza 
Villa Padre Nuestro  
Volunteer Economic Community Development and Coordinator Artisan Project Bayahibe 
Peace Corps in cooperation with Asociación de Hoteles La Romana-Bayahibe 
Tel: 809-723-9881, Email: rmbgarza@gmail.com 
 
Daisy Melo 
Project Bayahibe, Tel: 809-272-4343 
 

3. Private Sector Organizations 

 
TUI Netherlands 

 
Elise Allart M.A. 
Sustainable tourism, TUI Netherlands N.V. 
P.O. Box 157, 2280 AD Rijswijk, Volmerlaan 3, 2288GC Rijswijk 
Tel: +31(0)70 3266801, Fax: +31(0)70 3266765 
Email: elise.allart@tui.nl, Web: www.tuinederland.nl/duurzaamtoerisme 
 
TUI Dominicana (Dominican tour operator and ground handler) 

 
Elizabeth Gonzalez S. 
Gerente Regional Norte, TUI Dominicana 
C/ Respaldo Hermanas Mirabal 3, Puerto Plata, Republica Dominicana 
Tel: 809-586-9373, Fax: 809-586-6084, Email: egonzalez@es.tui.com 
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Hotel Association La Romana – Bayahibe 

 
Lisette Gil 
Director of hotel association La Romana – Bayahibe 
Av. 27 de Febrero esq. Abraham Lincoln, Unicentro Plaza, 2 Nivel #35, Santo Domingo, 
República Dominicana, Tel: 809-472-7859, TeleFax: 809-472-9565 
Email: romanabayahibe@verizon.net.do, Web: http://www.romanabayahibe.com 
 
Rosanna Siri Green 
Coordinadora proyecto GTSB Bayahibe,  
Cel: 809-983-4846, Email: rosannasirigreen@hotmail.com  
 
Hotel Association Foundation 

 
Arsenio Jiménez Polanco 
Vice president Fundacion ASONAHORES 
Av. Tiradentes esq. Presidente González, Edif. La Cumbre, 8vo. Piso, Ens. Naco, Santo 
Domingo, Rep. Dom., Tel: 809-567-6843, Cel: 809-350-1428, Fax: 809-540-4727 
Email: aranjipo35@verizon.net.do, fundacion.1@verizon.net.do 
 
Manager of a 5 stars hotel in Santo Domingo 

 
Jaime Tió Fernandez 
Vice president of the Hoteles Nacionales S.A. and board member of ADOPEM 
Hotel Meliá Santo Domingo ***** 
365 George Washington Avenue  Santo Domingo,  DOMINICAN REPUBLIC   
Tel: (1) 809 2216666, Fax: (1) 809 6878150, E-mail: melia.santo.domingo@solmelia.com 
 
Brugal Foundation (Dominican rum company) 

 
Mirtha Olivares 
John F. Kennedy 57, Santo Domingo, Rep. Dominicana 
Tel: 809-566-5651 Ext. 2416, Fax: 809-563-3502, Email: molivares@brugal.com.do 
 

4. Artisans and Small/ Medium Entrepreneurs 

 
GECDOM (artisans association) 

 
Esteban Guillen 
President Grupo Etnico Cultural Dominicano (GECDOM), artisan Taino sculptures/ art 
Nicolas Ureña de Mendoza #54, Los Prados. Santo Domingo, D.N. Rep. Dom. 
Email: gecdom@yahoo.com, Tel : 809-566-0287, Cel : 809-704-0436 
 
Women groups that make artisan products (supported by IDDI)  

 
D’Trio artesanal, Capotillo-Simon Bolivar-La Zurza 
C/ 6 Esq. Resp. José Marti No. 06 (altos), Ens. Capotillo, Santo Domingo, R.D. 
Tele/ Fax: 809-538-9404, Email: d_trioartesanal@hotmail.com  
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Creaciones Las Norias 
Mujeres Artesanas del barrio El Café, Santo Domingo, República Dominicana 
Tel: 809-531-8034 
 
Small entrepreneurs and artisans workshops in Santo Domingo, Santiago and La Vega 

(supported by ADOPEM microfinance) 

 
Romana Rodríguez Valerio 
Artesanías en barro, Recadero, Tel: 809-281-3049 
 
Owner of museum of amber in Santo Domingo and artisan 

 
Jorge Caridad 
Calle Restauracion No. 104, Zona Colonial, Santo Domingo, R.D. 
Tel./ fax: 809-686-0482, Email: m.ambar@verizon.net.do, fundarte@verizon.net.do 
Web: www.fundarte.org 
 
Mundo Artesanal in Santo Domingo; commercialization space for artisans  

 
Cleo Gomez 
Mundo Artesanal, manager David Morillo (jewelry producer) 
Calle Conde 251, Esquina Duarte, Zona Colonial, Sto. Dgo. 
Tienda: 809-688-3889. Officina: 809-682-8448, 809-689-2099, Fax: 809-685-0546 
Cell Cleo: 809-383-4332, Website: www.laridomgem.com 

Email:arte.morillo@verizon.net.do, mundo-artesanal@laridomgem.com 

 
Handicraft producers that sell themselves, at fairs or in their own (work)shops 

 
Hermanos Guillen 
Workshop in Yamasá where artisan products are made based on Taino (native indian) art 
C/ La Colorada #1, El Rincón Yamasá, Rep. Dom., Tel: 1-809-454-7665, Fax: 809-525-9021 
 
Henry Crisostomo 
Neoarte Palafito, Autopista Ramon Caceres Km 7 ½, Moca, Rep. Dom. 
Tel: 809-278-5594 / 809-395-1994, Email: gerencia@neoarte.com, Web : www.neoarte.com 
 
Artesanía Puello 
Cambita Garabito, San Cristóbal, República Dominicana 
Tel: 809-528-8301, Fax: 809-528-3939, Email: artesaniapuello15@hotmail.com 
 
Arteco 
Estancia Nueva Km 2, Tel: 809-267-9494, Aut. Ramón Cáceres Km. 7, Tel: 809-844-3020 
Moca, R.D., Email: arteco_co@hotmail.com, Web: www.arteco.com.do 
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Appendix II: Topic List for Interviews 
 
1. What is the current organization structure of handicraft producers/ vendors in the 

Dominican Republic? 
• Are there (non) governmental and/ or commercial organizations involved, and what 

are their roles? How do they perceive the supply chain of Dominican handicrafts? 
• What does the organization of the “souvenir vendors association” in the Dominican 

Republic look like? What other associations of handicraft producers/ vendors are 
there and how are they organized? 
o Do these associations represent the majority of Dominican handicraft producers/ 

vendors or are there many private producers/ vendors? 
o What are the strong points of these associations and what constraints are they 

facing?  
• Who are the handicraft producers and what are their characteristics? 

o Small-scale entrepreneurs? 
o Informal sector entrepreneurs? 
o Many women involved? 
o Handicraft production for additional income or main job? 
o What constraints are they facing?  
o Do they have access to and need (micro)credit, in what amounts? 
o What kinds of handicrafts are produced locally? 
o Which raw materials are used? 
o Where and how do local handicrafts producers sell their products? 

 
2. What is the current assortment in souvenir outlets in the Dominican Republic? 

• What kind of outlets are there in the Dominican Republic (resort outlets, at large 
tourist attractions, town shops, small beach vendors etc.)? 

• What kind of souvenirs are on offer in these outlets? Imported souvenirs as well as 
locally produced handicrafts and in what proportion? 

• Why are mainly imported souvenirs sold in stead of locally produced handicrafts? 
• Where are the souvenirs in the outlets’ assortments being purchased?  
• Are many intermediaries involved? 
• What are the profit margins? 

 
3. Are the constraints that local production and sales of handicrafts in the Dominican 

Republic have to cope with related to power, production, intermediaries or demand 
(based on the framework as outlined in paragraph 2.3)? 
• Alternative solutions with regard to these constraints? 
• Is microcredit a possible solution in enhancing local production and sales of 

handicrafts in the Dominican Republic?
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