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Veteran tourism industry
executive Alvin Jemmott
has started fresh.
Having worked for about
40 years in the industry,
including managing
various hotels, the
former Barbados Tourism
Marketing Inc. chairman
has launched his own hotel
management company.
He sees major scope
for growth, especially
among smaller hotels,
and wants tourism in
Barbados to focus more
on wealth creation.
(Picture by Christoff Griffith.)

Read more on Page 3.
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Bid to uplift hotels
Stories by Donna Sealy

B

arbados’ hotel sector
is getting a boost.
It comes in the form of
Jemmott Hotel Management Inc.,
which is being called the first,
independent and local hotel
management company, headed by
former hotelier Alvin Jemmott,
who has about 40 years’
experience in the sector.
He told BARBADOS
BUSINESS AUTHORITY he
felt there were “some gaps in the
industry”, particularly among
the small hotels, that if worked
on can redound to Barbados’
benefit.
“Small hotels are challenged to
sustain management structures
that allow them to do the best
possible things. Most small hotels
won’t be able to afford a general
manager, a human resources director,
a financial controller and a sales and
marketing manager because of the cost
structures,” said Jemmott, who retired
last December.
“If you have a minimum of ten rooms,
you can’t afford that kind of management
structure but those are specific disciplines.
My feeling is that sometimes we try to roll
these disciplines into one person, but I don’t
know that one person knows everything.
“This is where Jemmott Hotel Management
Inc. comes in. We do the strategic management
at our level, the financial reporting is done by
a qualified accountant, sales and marketing
strategies are done by someone who has that
forte. The operations strategies are brought

Veteran tourism industry executive
Alvin Jemmott says he ready to help
uplift local tourism management.
(Picture by Christoff Griffith.)

within our ambit and that allows the hotels to
do what most hotels in Barbados do a great job
at, and that is providing hospitality,” he added.
The former chairman of the Barbados
Tourism and Marketing Inc. said that the

company would assist small hotels in areas
such as forecasting, revenue management,
trends in the industry, financial reporting,
critiquing financial outcomes,
preparing and providing training
to meet industry demands, and
digital marketing strategies.
“There are four directors of this
company and three support staff.
We are a small team concentrated
on our part of the business, which
will allow the hotels to focus on
their end – welcoming the guests,
treating them with love and
respect, having that one-on-one
relationship with them,” he said.
“When you are in the midst of
service delivery and you’ve got
to worry about product that you
have to buy and service you have
to give, guest satisfaction in a small
operation, how then do you spend
enough time keeping pace with the
trends and developments in the industry?
“Jemmott Hotel Management Inc.
is razor focused on this element in the
industry. We also believe that if we can help
some of the small hotels to achieve this, that
we can help the entire country to achieve
better. If every small hotel optimises its
revenue opportunities, the island
is a beneficiary because it means the subject
that we like to talk about – tourism
spend – would be enhanced,” he said.
Jemmott said by the end of 2020 the
company hoped to be working with 200 rooms.
Furthermore, it would operate “by the highest
possible standards”, have “a continuous focus
on the client’s objectives related to “what is
possible and what is reasonable” and work
with people from the gardener up. (GBM)

Tourism wealth creation needed
Retired hotelier Alvin Jemmott
wants to see greater emphasis
on wealth creation in the
tourism industry.
“I don’t believe that there’s
enough of the ownership in the
major sector of the Barbados
economy from the local populace.
I feel that if we want to control
our destiny as a people, we ought
to own more of the sector that
drives the economy and that sector
happens to be tourism,” he said
in a interview.
“We don’t own the airlines. We
don’t own the major hotels. We
don’t own the tour operators but
still we’re dependent on this sector.
We are, in my opinion, still at the
mercy of those who own the
product and I think that after
50 to 60 years of officially doing

tourism in Barbados, that there
ought to be greater ownership of
the tourism sector by the locals.”
Jemmott now operates hotel
management company, Jemmott
Hotel Management Inc., the main
focus of which is “on executing
value added strategies while
managing properties on
behalf of the property owners
to remain profitable”.
The former chairman of the
Barbados Tourism Management
Inc. said that if Barbados’ education
system was as important as it
was said to be, it was imperative
that wealth be created and the
precept of people finding a job be
minimised.
“Don’t get me wrong. I don’t feel
everybody can own a business
but by and large, I still think that

the educational system should
be preparing our people for
entrepreneurship.
“I’ve seen great success at the
level of the chefs where more
of them are now taking the top
positions in some of the private
restaurants and some of the hotels.
But are we really developing the
full cadre of senior management
in the industry?”
Jemmott, who headed Divi
Southwinds Beach Resort for
12 years, contended there must
be greater benefits related to
“the knowledge transfer from
the relationships we have with
the brands that come into the
destination”.
“For instance, I worked with
Marriott for 18 years and I know
of some other good people who

worked for Marriott for a long time,
Jon Martineau being one of those
success stories. For me, there has
to be at some point where what is
being taught and the understudy
that goes on in working with the
international chains is transferred
to the locals so they can take it and
use it. I think as a people this is
where we have to be going,” he said.
“So, when you get these
international brands coming in,
there has to be some point at which
we say we can observe, live with
and by the proven standards of
international brands. We, as a local
public, at some point have got to
be able to take over the reins and
execute those standards. It also
means that as locals we’ve got to
be prepared to live by the highest
possible standards.” (GBM)

