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Caesar’s Army

While not a “band” per se, it
has become a driving force
in redeﬁning the way we
enjoy Carnival, making its
presence felt not only in
Trinidad Carnival, but in
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identifying and developing
Priority Areas for Action
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Industry.
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Giving the children of
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spectators annual fun
and colourful History
lessons that will last
a lifetime.
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Chairman’s Message
Mahindra Satram-Maharaj

Welcome back Ladies and Gentlemen!
Mas Quarterly Magazine is proud to release our 11th Issue for your
reading pleasure, and we are happy to report that things are moving
smoothly towards the extremely short Carnival Season of 2016.
However, before we delve into Carnival matters for the beneﬁt of the
party-loving fanatics (ourselves included), let me take this opportunity
to wish each of you a very Merry Christmas, and a bright, hopeful,
and Happy New Year. Before we go out to have a great time please
take a moment to reﬂect on the blessings you have had in 2015, and
be sure to do something kind for someone else, in honour of the
Christmas Season.
Last Issue we oﬀered a pan-loving perspective on “Exodus Steel
Band” and this time around we shine the cover spotlight on Youth,
but with a very corporate twist i.e. Young Upwardly Mobile Adults
(YUMA). While many of us have already secured our spot to revel in
YUMA’s ‘Fountain of Youth’, believe it or not this is a very stressful
period for YUMA, with a barrage of business decisions to be made,
and more ‘Committee Meetings’ than one would care to know about.
From the boardroom to the streets of Port of Spain, YUMA’s Vibe is in
full swing.
Similarly, the masquerade armies are almost in proper formation, and
leading this charge Mas Quarterly sat down with ‘Commander in
Chief’ Jules Sobion of Caesar’s Army, for a closer look at his ‘battle
strategy’. According to Jules, there are four strategic interventions
being deployed for Carnival 2016, and he plans to wage these
oﬀensives from the beaches to the roads across Trinidad and Tobago.
Look out, because our sources tell us that one can easily be
‘AMbushed’, but for that you will need a ticket.
Issue 11 demonstrates that the Mas Transformation Secretariat is
waging its own battle for the beneﬁt of Mas, and there is no playing
around. The Secretariat ﬁrst struck with its development seminar on
“How to Acquire Sponsorship”, and this initiative saw 50 Mas
practitioners training to secure greater corporate buy-in for their Mas
products and services. Also, CAF - The Latin American Development
Bank, was brought in to provide tactical support, as the Secretariat
continues to advance through the formulation of a “Strategic Action
Plan for Priority Action Areas (PAAs), for Trinidad and Tobago’s
Masquerade Industry”.
Undoubtedly, things are looking up for Trinidad and Tobago Mas. Thus,
with people like Celebrity DJ Duchess roaming the globe spreading

Chairman/CEO - Mas Transformation Secretariat

Soca Music and cheer, the peoples of the world continue to crave the
rhythms of ‘Trinbago’ music, a pillar of our ultimate Masquerade
experience. Moreover, while DJ Duchess ‘burns up’ the airwaves at
home and abroad, the National Carnival Commission (NCC) and the
National Enterprise Development Company (NEDCO) have
partnered to ‘shake things up’ on our local Carnival Management
scene. Mas Quarterly gladly puts the word out...Trinidad and Tobago
Mas is ready for business.
But don’t take our word for it, ask veteran Mas Maker Jason Griﬃth,
who built his legacy by producing Fancy Sailor Mas for over 50 years.
Go ahead, ﬂip to page 28 to better understand this man, his art, and
our Mas, because without icons like him, Trinidad and Tobago could
not oﬀer the world the ‘Greatest Show on Earth’. In like fashion, Issue
11 highlights Juness Garcia of Victoria Creative Mas Company,
because her commitment ensures that ‘Trinbagonians’ can truly
experience Mas, even if they can’t aﬀord to pay her for it.
Think of it, the greatest thing about our Mas is the ‘Spirit of Carnival’
where everyone has the freedom to be unique. As such, Tisha Neilson
of Featheration Motif has built a rather sexy business, by helping Mas
practitioners and masqueraders become well embellished for all their
costume needs. Of course, we know that the Carnival season is also
an imbibing season, so drinking responsibly is of paramount
importance. Nonetheless, we provide a few words of wisdom on how
to prevent that dreaded ‘hangover’, just in case you need it.
Mas Quarterly continues to express deep appreciation to the
stakeholders that make what we do possible, especially longstanding
Corporate Partners like Massy Motors and TRINRE. We also welcome
more recent Corporate Partners in Beacon Insurance, and The
Lollabee Group of Companies, while hailing the support of advertisers
such as the Ministry of Community Development, Culture and the
Arts, The Centre of Excellence, Featheration Motif, TDC, and the
National Carnival Commission.
Remember to be safe! Happy reading, and continue to make Mas
Quarterly Magazine the worst kept secret in the history of Trinidad
and Tobago.
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Better
SPONSORSHIP
MEANS
By Adanna Roland

Better MAS
Great things are happening, as per usual, at the Mas
Transformation Secretariat. In fact, the Secretariat
recently hosted another one of its intense training and
development seminars, this time focusing on the issue of
Sponsorship. The session was in keeping with the
Secretariat’s mandate to continuously educate, train and

kiddies Mas have lamented that they do not make any
proﬁts, and at times fund their band’s presentation out of
their own pocket. Therefore, a seminar on ‘acquiring
sponsorship’ was added to the Secretariat’s training roster
as it was of paramount importance for the Secretariat to
assist with this issue, for the sake of sustainability.

develop the Mas Practitioners of Trinidad & Tobago, while
feeding the wider objective of making the Mas industry
sustainable throughout the year, and not just narrowly
focused on the Carnival season.

So, on October 24th 2015, a number of band leaders were
hosted by the Secretariat for a one day training workshop,
titled “How to Acquire Sponsorship”. This capacity building
session was successfully hosted at the Secretariat’s training
room in St. Augustine and participants freely discussed how
not being able to secure adequate levels of sponsorship
was impacting on their operations. Event Management
Consultant and Lecturer, Sandra Basheer, acted as facilitator
of the workshop. She has over thirty years of experience
both lecturing and mastering the art of Events Management
and Protocol. With this lengthy accolade, the Mas
Transformation Secretariat was proud to have such a

Why address a topic such as Sponsorship? Consultants at
the Mas Transformation Secretariat conducted a short
survey among Mas practitioners and reviewed feedback
from previous training programmes, resulting in the
conﬁrmation that one of the major challenges, year after
year for Mas entities has been their inability to acquire
sponsorship. Most of the small bands in both adult and
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The Workshop was highly over-subscribed and resulted in a
space allocation for ﬁfty participants, while interest was
received from over 100 organizations. The Mas fraternity
openly welcomed the initiative and the attendance register
showed participation from small, medium and large Mas
bands, as well as Kiddie bands, J’Ouvert bands, and other
artisans in the Mas Industry.
Participants committed to an interactive but intense eight
hours of working sessions where Ms. Basheer delivered the
training around central pillars including:
• What is Sponsorship
• Types of Sponsorship
• Sponsorship Beneﬁts
• The Sponsorship Environment
• Event Suitability for Sponsorship
• Sponsorship Policies
• Identifying Appropriate Sponsors
• Components of a Sponsorship Proposal
• Sponsorship Relationships

Ms. Basheer unpacked several important ‘sponsorship
elements’ that support preparing for Masquerade portrayals.
For instance, conducting marketing research and identifying
potential sponsors are key tenets of a good Marketing Plan.
Similarly, participants were shown how to conduct a
SWOT (Strengths, Weaknesses, Opportunists, and Threats)
analysis of their organisation, given the highly competitive
nature of the Mas Industry. This exercise sought to help
participating organisations identify their core capabilities and
the areas that need strengthening. Resulting from this the
Mas practitioners gained an awareness of several issues in
their respective organisations that were perhaps before,

being overlooked. For many, this process aided in
conceptualising business improvements that would generate
strategies for identifying which sponsors to target,
approaching such sponsors and presenting their organisation
eﬀectively.
This training initiative surmised that sponsorship must be a
mutually beneﬁcial relationship that is developed over time
between sponsor and client and in this case is an essential
element of preparing for Mas band presentations. The
session emphasised that sponsorship can occur in various
forms such as, money, promotional products, materials,
branding, drinks, music and banners. It is safe to say that
some Mas practitioners have mastered the art of acquiring
sponsorship, while others are yet to gain a real understanding
of this key component.
The Mas Transformation Secretariat is proud to share that
many participants walked away more conﬁdent and with a
better understanding of how to approach sponsors, not for a
handout or donation, but rather to exchange value with
corporate Trinidad and Tobago. As we move forward, the
Secretariat is strengthened by the belief that investing in our

Mas will pay tremendous dividend to the entire Creative
Industry, the wider economy and the cultural diversity of the
world at large. We therefore remain undaunted by the task of
making Mas sustainable, and continue to support the men
and women who put their love and passion into the craft and
culture of Trinidad and Tobago.

Photography by Arnold Persad and Jael Dirpaul of Lime.tt
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dynamic individual facilitate our Sponsorship Workshop.
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Fountain
of

Youth
By Sheldon Waithe

Youth. It’s associated with excitement, with impetuousness,
bright-eyed boldness and groundbreaking novelty. YUMA Young Upwardly Mobile Adults - reﬂects these traits to such
an extent that in its few short years in existence, it has
become a major player on the T&T Mas landscape.
Co-Founder Stefan Monteil sheepishly oﬀers that while he espouses the ethos of YUMA, he
is not the face of the organization; it’s for the younger generation. Together with Eddie Seow
and Sean Burkett, Monteil decided to focus upon the sector of society that Mas incorporated,
but did not focus upon; they identiﬁed a niche market. “My business partners and I were part
of a former organization and we realised that there was the need for an intimate, family
oriented band. We looked at the other bands and they were huge. We listened to what
people wanted and they didn’t all want these mega-bands, just something smaller.”

12
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Thus, in 2010 YUMA took to the streets to instant acclaim.
The timeframe from bright spark to implementation was
relatively quick, fuelled by the energy and gusto of its
founders and their inclusion of the nation’s young adults.
Though, Monteil admits, it took some persuasion on his part.
“I kept calling Sean Burkett to say ‘Sean this is a great idea
we have to do it’, but he kept replying he was ﬁnished with
Carnival, it was too much of a headache and bacchanal.”
There is a trait in successful entrepreneurs that leaves them
undeterred when faced with refutation, Monteil’s
determination to get Burkett’s buy-in meant that, “I was
calling him at four in the morning, then ﬁve, he said ‘Boy
yuh doh sleep or what?’ I said that I was going ahead with
the band but I was not doing it without him.” Eventually,
Burkett relented. He married his expertise of Mas on the
road - trucks, music, logistics - to Monteil’s marketing nous
but they recognised that a crucial element was the
Production Manager. “I knew someone that had retired from
Tribe that I could bring back into Mas. Her name was Vindra.
It took 8 months of planning after which it was about
coming up with the name of the band.”

“

We looked at the other bands
and they were huge. We
listened to what people
wanted and they didn’t all
want these mega-bands, just
something smaller.

”

Eﬀectively the branding dictated the character and culture
of the organization. “There weren’t a lot of positive things
being said about the youths of the nation, yet at the time
we were surrounded by some talented, smart, eager youths
who wanted direction, advice and opportunities. So we said
‘What about YUMA?’ Everyone liked it so that was it.” The
band’s oﬃce staﬀ, designers and on the road personnel all
average in their 20s; YUMA is a philosophy, with the
parameters constantly revamped to reﬂect its ethos. “Every
year we have a new young designer, to give them exposure
while working with our core Design Team.” But Monteil
ﬁrmly outlines the idea of empowerment, “I tell them that

it’s not a pension plan, I expect you to learn and move on.
They will always have a place with us, but it’s a stepping
stone. It’s about lifting youths.”

“

Every year we have a new
young designer, to give them
exposure while working with
our core Design Team.

”

Where is the band in relation to its competitors? “We keep
trying to raise the bar but everyone is doing the same thing
and there is only so much you can do. We try to excel in
terms of customer service, to enhance the business and not
just be about proﬁtability. When someone is paying their
hard earned money, you have to deliver service. Look at the
collection of our costumes at MovieTowne; the rationale
behind it was that you have parking at a central location,
nice ambience, and diﬀerent stores that can pass the time.”
Given their retention rate of 85% and foreign participation
of 25%, YUMA’s methods are working. “We always try to be
creative with our marketing, e.g using videos. That has
peaked the interest and we thrive on having top quality
videos.”
Given the band’s impact in a market that sees tradition at
odds with modernity and the changes that brings, they are
in a perfect position to oﬀer opinion. “The main reoccurring
problem is that the streets of Port-of-Spain are too small for
the number of Mas bands. I think the Soca Drome is the
future. Let’s look at the genesis of the Soca Drome: the
Savannah has always been challenging, with four hour waits
to cross the stage. Based on the times allotted for Mini,
Small, Medium and Large bands, it's a simple calculation.
Take 45 bands of varying sizes, by an average of 15 minutes
each to cross the stage; that's at least 11 hours per day, and
bands don't always stick to their allotted times to cross.
Plus, this does not include changeover times between
bands or the parade hours lost when bands idle along the
route, and make it to the stage in a laissez-faire manner. So
it's highly impossible.” But the masqueraders need a stage,
so necessity dictated the harmony of band leaders. “We all
listened to what the organisers of ‘Parade of the Bands’ said

14

M A S Q U A R T E R LY - I S S U E 1 1

that the party bands were all coming to the Savannah but
they are not competing. We realized that it was true and
decided to build a stage for the party bands to cross and
ease the congestion. We (the bands) got resistance and little
help, so we have to fund it ourselves. Fortunately some
private enterprise have seen the future and come on board.
We’ve made it into a show, incorporating traditional Mas,
Kings and Queens and Kiddies Carnival. Now the new
Minister is lobbying to get the Drome subsidised so that we
can ease up the traﬃc and the Carnival can ﬂow.”
With the business frame of mind and globalisation, it was
inevitable that YUMA would spread its wings to the other
Carnivals, but Monteil points out, “we wanted to get it right
in T&T ﬁrst before accepting invites to other countries. We
want to partner with people that have the same ideologies
as us. This year for the ﬁrst time we joined up with a band in
Miami, MasCots. We also partnered with ‘Just for Fun’ the
biggest band in St. Lucia.” The band has even gone beyond
the realms of Carnival, with YUMA being invited to New York
Fashion Week 2015, where they showcased their costumes,
again opportunities for their young designers, while
promoting Mas to the global audience.

“

We try to excel in terms of
customer service, to enhance
the business and not just be
about proﬁtability. When
someone is paying their hard
earned money, you have to
deliver service.

”

YUMA Vibe
#12 Alcazar Street, St. Clair, Port of Spain, Trinidad and Tobago
Phone: 1 (868) 628 1919
Email: info@yumavibe.com
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There is energy about the band, which is exuded by Stefan
Monteil, as he speaks about the present and future of the
festival with youthful exuberance. He may think that age
prevents him from being the ideal representative of YUMA,
when in fact his brand has widened the parameters of Mas
infrastructure to disprove the old adage of youth being
wasted on the young. YUMA itself is upwardly mobile and
taking Mas along for the ride.
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and directing the eyes of the world to our Trinidad and Tobago
stage.
The Army is organised by military rank, and is led by founder
and “Commander in Chief”, Mr. Jules Sobion. His business
partner is “General” Hasani Lesedi Wattley, who fulﬁls the role
of Chief Operating Oﬃcer. Next in rank is Darcel Kajim-Roach,
who is the Manager and is responsible for all operations
located in Trinidad and Tobago.

By Roslyn Carrington

Caesar’s Army is best known for four major events, each of
which represents a unique concept. Take their J’Ouvert band,
which doesn’t hit the streets with everyone else in the early
hours of Carnival Monday, but which instead, parades early
Sunday morning in Tucker Valley, Chaguaramas, along the
route to Macqueripe beach. This event is called AMBush.
Masqueraders can enjoy an authentic J’Ouvert experience,
with costume, body paint and music trucks, culminating in an
after-party at Samaan Park; which is transformed into a
playground with inﬂatable bouncy castles, water trucks, food,
drinks, and, of course, music. AMBush 2016 takes place on
Saturday the 6th of February 2016.

One of the greatest things about Trinidad Carnival is that it is
timeless and traditional, while also being bold, innovative,
and constantly evolving. Caesar’s Army, while not a “band”
per se, has become a driving force in redeﬁning the way we
enjoy Carnival.
Caesar’s Army is an event production and event management
company that has been making its presence felt not only in
Trinidad Carnival, but in other world Carnivals; spreading the
message of fun and excitement while creating employment

The concept has so captured the imagination of fete lovers
that the demand for tickets has been as much as 10,000
people, but due to quality control measures they are only able
to facilitate between 3,000 – 4,000 masqueraders. “Our ﬁrst
year, ﬁve years ago, we only had 130 people.” explains Sobion.
“We took a chance. But we were hearing the concerns of the
women in particular, who place a strong emphasis on the
jump-up on Carnival Monday, and who wished J’Ouvert could
be moved so that they would be free to enjoy Monday.”
How diﬃcult is it to manage such a venture? Not all that hard,
according to Sobion. “We’re a professional company. Once you
follow the procedures and map out the logistics of what you

16

M A S Q U A R T E R LY - I S S U E 1 1

This time, their followers will enjoy a Carnival Monday-type
jump-up vibe, with their Monday wear, old costumes, whatever
they desire, and party along a parade route in the vicinity of
the Hasely Crawford Stadium.

want to do, it’s not hard. When you’re this innovative, it’s all a
matter of trial and error, especially as there is no blueprint to
follow.”
The second notable event is AMBeach, held on the Thursday
before Carnival, which grew out of the huge demand for
AMBush. It involves breakfast on the beach and includes
explosive acts such as Machel Montano, Sean Paul, Bunji Garlin
and Faye Ann Lyons. “It’s almost like MTV Spring Break mixed
with soca on Tyrico Bay.”

Innovative and exciting -these great ideas are sure to appeal to
both locals and visitors alike, thus cementing the popularity of
Trinidad Carnival among younger fun-lovers. What’s more,
Caesar’s Army has been making inroads into Carnivals beyond
our shores, at diﬀerent times of the year. “We also have teams
in Jamaica and Barbados,” he says. “Our intent is to hold
events throughout the region.”
This plays a great role in focusing attention on Trinidad, not
just for Mas lovers, but for performers and artistes. “Trinidad
and Tobago is the Mecca of all Carnivals,” he says, “The more
popular you are in Trinidad, the more popular you are
throughout the region. Because of our popularity here in
Trinidad, we have been able to export our events to the other
islands. It was a very easy transition.”

This event seeks to cater to more international tastes, to
convey all that is special about Trinidad. “A lot of visitors come
to experience Carnival, but they have little to enjoy on the
beach, especially during Carnival Week. At AMBeach, they can
be on the beach as the sun comes up. There are water trucks,
soca acts - that kind of frenzy.” This event starts around 3:00
a.m. and accommodates between 2,500 – 3,000 people.
The third event is Mai Tai Carnival, which is held on the Sunday
before Machel Monday. This represents the Army’s foray into
the world of all-inclusive events. It caters primarily to younger
party-goers who may not be able to aﬀord the better
established all-inclusive fetes, which become more and more
expensive with each passing year. “This is for our generation Generation Next!”
Mai Tai Carnival is held in picturesque venues like Brechin
Castle, Couva, against the backdrop of waving sugar cane
ﬁelds and the old factory. “We wanted to go somewhere
non-traditional.” He also wanted to interest party goers from
areas other than the traditional West, into the Caesar’s Army
brand.

All in all, Sobion believes that Caesar’s Army, as well as other
similar production companies, can be viable, full-time
employment generators for many entrepreneurs. “Once you
are able to produce and manage successful events, it can be a
genuine profession. I can see the opportunities, and the
beneﬁts, not only individually, but also from an organisational
perspective.”
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Finally, there is Bacchanal Road, which will be held on the
Sunday of the Panorama Semi-ﬁnals, and which has grown out
of the over-crowding on the greens at the Queen’s Park
Savannah on that day. “It was becoming segregated; it wasn’t
as intimate and as fun as it was in the past.”

As a matter of fact, other territories, such as Grenada, St. Lucia,
St. Martin and the Cayman Islands, are all interested in seeking
the help of Caesar’s Army to enhance their Carnivals. “We have
become regional ambassadors. When we produce events in
these islands, they then become excited to come to Trinidad
Carnival, and they travel with their groups.” This, he thinks, has
resulted in a distinct and direct impact on the Carnival economy.

Caesar’s Army Ltd
#1 Flagfort Villas, Flagstaﬀ Residences, Long Circular Road, St, James, Trinidad and Tobago
Phone: 1 (868) 707 ROME (7663) Email: info@caesarsarmy.com
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The Masquerade
Ball Has Begun
By Kennedy Pemberton

To some, the idea of coordination among development
entities in the Masquerade Industry is far-fetched and they
may even attempt to brand such eﬀorts as merely paying
lip-service to the art-form. Contrastingly, others have
argued that Mas should be produced solely for the ‘love of
culture’ and therefore requires no real business planning.
The aforementioned views have typically impeded the
development of Trinidad and Tobago Mas as an ‘industry’.
Thus, while culture will always remain at the heart of our
Mas, is simply professing to love our culture enough to
ensure its sustainable survival for the enjoyment of
generations to come?
Sadly, the answer is NO, and strategic action must be taken.
Action must be taken to understand the true impact of Mas,
not just on our society, but also on our economy. Action
must be taken to learn from the mistakes of those who have
failed, while adopting the best practices of those who have

tasted success. Action must also be taken to carefully craft
an industry that is resilient, professional, and bankable,
while authentically representing Trinidad and Tobago’s
cultural legacy in a globally recognisable way.
Thus, on October 15th & 16th 2015, the Mas Transformation
Secretariat, in partnership with CAF - the Latin American
Development Bank, concluded the ﬁrst strategic step in
identifying and developing Priority Areas for Action (PAAs) in
Trinidad and Tobago’s Masquerade Industry. These PAAs
represent a consensus among key stakeholders and were
gathered from a focused approach to fashioning tangible
strategies that chart a sustainable path for the continued
evolution of our Mas over the next 3 – 5 years.
Dr. Keith Nurse led participants through a diﬀerentiated look
at Mas as a composite sector. A sector not limited to the
tangible production of costumes for a two-day Carnival
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event, but one also being ably supported by the provision of
services and the potential to export this value proposition
globally. This Strategic Planning Session challenged
participants to consider Mas for its true potential, by
evaluating its impact at the micro level - i.e. individual Mas
Practitioners, macro level - i.e. the entire Creative Sector, and
brand level - i.e. national goodwill and perceptional worth.
Discussions focused on how these three operational levels
interact, and how to coordinate these levels to generate
synergies, facilitate horizontal and vertical integration, and
ultimately enhance the global footprint of Trinidad and
Tobago Mas.
Central to the discussions was the question of how society
views Mas vis-à-vis the entire Creative Sector.
Subconsciously, many participants equate Mas with our
Carnival Monday and Tuesday and more speciﬁcally tie its
worth to the production and sale of a single tangible
product, typically a costume. Thus, it was only after Dr. Nurse
systematically challenged this perception did participants
begin to understand the true potential that lays dormant in
Trinidad and Tobago’s Mas. For instance, while Carnival
Monday and Tuesday represent the epicentre of our Mas
locally, Mas is demanded abroad throughout the entire year.
If we look within the region it is easy see that “Crop Over” in
Barbados has embraced our ‘Trinibago’ styled Mas, and the
same applies internationally with “Caribana” in Canada and
“Notting Hill Carnival” in the United Kingdom.
Simply put, our Mas does not disappear after Carnival
Monday and Tuesday, but it continues to be reincarnated in
foreign lands, ably assisted and even led by Mas
Practitioners of ‘Trinbagonian’ origin. But even before
claiming success for Mas abroad, do you know that if we
omitted the mecca of Mas that is held in Port of Spain, it
would take you 52 years to ‘play Mas’ in every regional
Carnival in Trinidad alone? So go ahead, shake up your Mas
experience by enjoying both Traditional and Contemporary
Mas, for ‘Kiddies’ and ‘Adults’ alike.
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Workshop participants were also challenged to ask
themselves how Trinidad and Tobago’s Mas could be further
diversiﬁed. Interestingly, answers ranged from the
harvesting of low hanging fruit like oﬀering costume design
services, producing eco-friendly costumes, and securing
copyright royalties, to the more tangential leveraging of
entertainment spinoﬀs like music, ﬁlm and fashion to tap
into new commercial revenue streams.
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However, what are good intentions without the requisite and
appropriate actions to bring these intentions to life? This
notion featured prominently across both days of planning,
and after widening the lens through which Mas as an
‘industry’ is deﬁned, participants began laying out the
elements that must be present to create the enabling
environment for Mas to blossom even further. In oﬃcial
terms, we refer to these elements as “Critical Success Factor”
(CSFs), and without them any attempt to build Mas into a
sustainable industry is doomed to fail.
Let’s consider two out of a list of nine Critical Success
Factors that were identiﬁed. First, we must strengthen
institutional capacity, and as a precursor stakeholders must
agree on which entity will lead the charge towards
developing Mas, and ensure that this ‘champion’ is
adequately prepared for the job. Having done this the Mas
Champion must then become the catalyst for ingenuities,
including:
a. Reviewing and assessing the existing Carnival
Legislation of 1991.
b. Clarifying and coordinating the governance structures
for Mas & Carnival.
c. Boosting resource allocations for the growth of
Mas the ‘industry’ rather than the event.
d. Widening the scope of the National Carnival Commission
(NCC) to include development work as well as Carnival
Management.
e. Addressing the ‘free rider’ problem by partnering with
entities (e.g. hotels) that tremendously beneﬁt from Mas,
but contribute very little towards placing such on a
stable footing.
The second Critical Success Factor we will consider is market
and economic intelligence, which is expected to shift our
Mas into a new paradigm. Is it fair to expect government and

other organizations to support our development aspirations if
we lack hard evidence about the contributions, impact, and
value of our Mas? Notably, this particular point was echoed
repeatedly by Dr. Keron Niles – Business Development
Manager at the Economic Development Board, who
challenged participants to always remember that any attempt
to shape government policy must in eﬀect answer three
essential questions in order to be taken seriously.
1. What is the economic case?
a. What is the commercial case for the product
or service you are producing?
b. How is your product or service commercially viable?
2. What are you selling?
a. How would you deﬁne your content or product?
b. What is the value added you are creating?
c. Where would you fall on the value chain?
3. Where are the target markets for your product?
a. Who are you selling to?

There is no question that the Strategic Planning Workshop
has started the ball rolling, and shortly Dr. Nurse will present
his preliminary report on the Priority Areas for Action,
encapsulating the discussions held and making speciﬁc
recommendations for projects to be implemented under
each priority area. In fact, expect to see the return of a new
and improved Tourism Bulletin for Trinidad and Tobago,
which will capture hard data about how Mas impacts our
Tourism Industry. The best is yet to come, and the Mas
Transformation Secretariat expresses heartfelt thanks to the
Latin American Development Bank for facilitating our
strategic planning, as we chart a more sustainable course for
Trinidad and Tobago’s Mas.
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By Roslyn Carrington

Alicia Awai is a banker by day and a Duchess by night Celebrity DJ Duchess, that is! The Trini music lover has her
own show every Saturday on Hott 93.5, called Beauty and
the Beats. On other evenings and weekends her schedule is
full, playing music for parties, clubs, fêtes and corporate
events.
Her high season is, of course, the Carnival season, starting in
November and culminating after the last costume chips oﬀ
the stage on Carnival Tuesday. “I DJ for Fantasy on Carnival
Monday and Tuesday, and with Mudders International for
J'Ouvert. I also do some of the big parties, like UWI
All-Inclusive, Hyatt Lime All-Inclusive, the Old Hilarians’ Fête
(Bishop’s), and the Original Vale Breakfast Party”. Once the
last note fades away, she is oﬀ again, playing at several
Carnivals throughout the Diaspora.
She is in high demand, thanks to her crowd-pleasing
selections. “I play a little bit of everything, from mainstream to
pop”. But her most anticipated sets have that Soca vibe. The
Duchess has no problem ﬁnding out what her listeners want,
they contact her and make requests via text message, Twitter,
Instagram and WhatsApp; basically any electronic social
medium.

But it is her connectedness with her listeners that allows her
to sense what people most look forward to, both during her
radio shows and at her Carnival fête gigs. “We play what we
like, and what we feel the crowd likes, too. I ask my
masqueraders what they want to hear.” Carefully observing
the crowd reaction during the lead-up to Carnival also informs
her choice of music on the road during those two big days.
“That gives you an idea of what song creates the most hype.”
That “hype”, by the way, is often also boosted by the Hype
Man - a chatterbox speciﬁcally employed to egg on the crowd
and keep the party thumping. DJ Duchess doesn’t have a
Hype Man; instead, she pops out of her booth to interact with
the crowd via microphone. “It’s not that easy, I have to run
quickly back to my music to mix in the next tune.”
Generally, she thinks that Mas has become more commercial,
with all parties involved being more focused on dollars and
cents, especially the more modern bands. Older
masqueraders, she points out, are probably more focused on
playing traditional Mas, while the younger ones look for a
party in the street. She doesn’t see this as a bad thing; in fact,
she expects that some of the younger players would be quite
intrigued by traditional Mas, since they are unlikely to have
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Celebrity DJ Duchess
Phone: 1 (868) 682 4973
Email: duchessalicia@gmail.com
Website: www.iamduchess.com
@aliciadduchess
@duchess868

She sees music as the heart of Trinidad and Tobago Carnival.
“It plays a big role, because people look forward to that
‘vibesy’ music, for them to have a good time on the road, and
play their Mas. If the music isn’t so good, well, they won’t have
such a good time.”
As such, she makes it her personal responsibility to ensure
that people enjoy themselves. This she does with careful
planning of her sets and always bearing the pleasure of her
listeners in mind. “Some DJs think they can just come and
play all the hits, but there is a speciﬁc formula to it — which I
won’t disclose, of course! You have to know what to play, and
when to play it. You have to ﬁnd a balance between the hits
and the classics.”
Her royal nickname was bestowed upon her by a popular
Canada-based artiste called Dr Jay The Soca Prince, who
happened to hear her play at a Vale party and was taken by
her skills. At the time she called herself Alicia LKC, after her
brothers’ band, the Love Kid Crew. Instead, he dubbed her The
Duchess, and invited her to play at parties in Toronto, which

she did for several years.
Her conﬁdence in the viability of oﬀering her DJ skills to
foreign markets is unshakeable. The DJs, she thinks, are the
ﬂag bearers for local music. “We help spread the Spirit of
Carnival; we are part of it. A lot of us are getting work outside
T&T. We promote the main music. Even other Caribbean
artistes come here, because they know this is the main venue.
If you can get to perform here in Trinidad, you know you’re
safe; your music will be played elsewhere throughout the
entire year.”
She also understands that when she is hired to play abroad,
especially at the many Carnival events all over the world, her
clients expect Soca. “If you hire me, you know that’s what
you’re going to get. Even in Jamaica, as much as they like their
Dancehall, when they call me, that’s what they expect.”
For Carnival 2016, she expects to do all of her usual events,
with the addition of a spin-oﬀ from the Vale Breakfast Party
called the Vale Vibe Cooler, on 2nd February at Bayview,
Maracas. “It’s going to be vibes, fun, bacchanal and COOLERS!”
she promises. Play that sweet music DJ Duchess, and keep
Soca music ‘pumpin’ for the world to enjoy.
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experienced it before. “So it might be a good idea to bring it
back.”
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Shaking Things Up In
Carnival Management
By Kyle Pilgrim
Communications Specialist, National Carnival Commission of Trinidad and Tobago

“Give a man a ﬁsh, and you feed him for a day;
teach him how to ﬁsh and you feed him for a lifetime”
- Maimonides

Over the course of several decades, Trinidad and Tobago’s
Carnival has evolved into a complex, dynamic, multi-sectoral,
multi-million dollar festival; one that attracts an average of
40,000 visitors to our shores over the span of two intense
weeks each year. Yet, as one of our country’s most viable and
sustainable industries, Carnival remains woefully
underdeveloped.
For the past 25 years, guided by the belief that Carnival has to
be managed properly and given room to grow and develop, the
National Carnival Commission of Trinidad and Tobago (NCC) has
actively pursued its mandate to transition Carnival from an
annual one-oﬀ event to a sustainable, year round industry; one
that can conﬁdently hold its own against many of the other
industries in our country. The key to achieving this lies in
increasing capacity building within Carnival Management; that
is, empowering the Carnival community to take greater control
of its destiny.
Without question, this is a tall order given the fact that the
Creative Services Industry can never surpass the Oil Industry’s
high levels of revenue and expenditure. However, in a time
when the Oil Industry continues to be buﬀeted by shocks to,
and drops in the price of oil, it is clear that economic

diversiﬁcation is needed more now than ever, and that
diversiﬁcation can best come from our underdeveloped
Carnival Industry.
The challenge is that Carnival, so unique by its very nature, with
a diverse creative community and a lack of a formalised
economic and social architecture, is diﬃcult to develop. This is
coupled with slow growth in the comprehensive formal
education system and certiﬁcation in the Creative Sector.
DIFFICULT, BUT NOT IMPOSSIBLE
The NCC and the National Entrepreneurship Development
Company Limited (NEDCO) ushered in a new age of
collaboration with the signing of a historic Memorandum of
Understanding (MoU) back in May 2015. Topmost of the MoU’s
objectives was a business development workshop series
designed to empower and educate the Carnival community.
The series owed much of its origins from research work by
NCC's Strategy and Business Development Unit and its
manager, Dr. Mareba Scott, who identiﬁed and prioritised critical
training areas, as well as areas for development across various
Carnival sub-sectors.
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Following the MoU signing, things quickly got underway at a
business-building session at the NCC’s VIP Lounge in the
Queen’s Park Savannah, Port of Spain in May. Over 100
participants learned more about a variety of NEDCO's services,
including start-up support, loan facility, training services, advisory
services, incubator services, and knowledge/library services.
That momentum kept building in late October when the NCC
hosted an immersive session on Customer Service; sharing
proven strategies on the subject including Deﬁning and
Understanding Customer Service, Dealing with Customer
Challenges and Conﬂict, Service vs. Product and the Importance
of Customer Service.

Central to this is the forming of new alliances within both the
public and private sectors; relationships that redound to the
Carnival community’s sustainable development across all
markets, locales, and to its cultural legacy. Having only given
the tools and awakened a spark to develop, the NCC stands
willing to do more.
NCC Chief Executive Oﬃcer, Michael Guyadeen believes that
the vision of turning Carnival into a highly organised, united
and transparent industry; one capable of serious consideration
in the discussion about economic diversity in Trinidad and
Tobago, is going to take all hands on board to make it a reality.

WHERE TO NEXT?
While the beneﬁts of the workshop collaboration between
NCC and NEDCO may not be seen until after Carnival 2016,
planning has already begun on other ways to empower the
Carnival community.

“This is why the partnership with NEDCO and the national
community is so critical. As the Commission moves toward even
greater transparency and accountability in our own operations,
we are always on the lookout for new ways and new partners
that share the vision of a sustainable Carnival industry.”
“More than a mandate, teamwork, transparency, and
accountability have become our mantra – a guiding principle to
which we adhere very closely.” As it looks back on where it has
been over the course of 25 years in the service of not only the
Carnival community, but also the national community, the NCC
looks ahead to future partnerships and achievements, including
closer ties with the Mas Transformation Secretariat, knowing full
well that an industry can only stand as tall as its backbone
allows. The Carnival industry, with its backbone of Mas makers,
steelband stalwarts, calypsonians, soca artistes, vendors,
artisans, craft makers, hoteliers, and much more, is no diﬀerent.
With the doors closed on the workshop series for 2015, the
NCC continues looking to the future; a future of in-depth public
consultations with all stakeholders where recommendations
are made and implemented; a future that, with the return of
creativity to Carnival, sees a tandem evolution in the way we do
business; a future for Carnival that is a vibrant and beautiful as
the Parade of the Bands crossing the Queen’s Park Savannah
stage on a lovely Carnival Tuesday.
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In early November, the NCC brought building ﬁnancial
management capacity into even greater focus with an intensive
two-day training session, facilitated by NEDCO. Participants
learned ﬁrsthand about Costing and Pricing, Record Keeping
and Cash Management and Preparing Financial Statements.
The series proved to be a resounding success, with extremely
positive feedback across the board. In fact, several participants
felt that the training was better than expected; saying that they
look forward to future training programmes from the NCC in
order to improve their businesses. With such positive
encouragement, the NCC wants to take it even further.
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Jason
Griffith

Photo provided by TriniView.com

The Man, his Art, and our Mas
By Janelle Duke, Research Clerk, National Archives of Trinidad and Tobago

The Fancy Sailor Mas tradition dates back to the late
nineteenth century, when British and United States Navy
personnel became a common sight, when their ships docked
in Port of Spain. The original ‘Fancy Sailor’ portrayals
became realistic imitations of the sailors’ persona and dress,
complete with rolling gait, smoking pipe and a lady on the
arm.
The evolution of the sailor was nurtured by Belmont born,
George ‘Diamond Jim” Harding, the early pioneer of ‘Sailor
Mas’ in Trinidad and Tobago. Standard issue uniforms gave way
to elaborate headpieces and colourful uniforms, however, the
gait and drunken demeanour was maintained. By the late
1930’s the Belmont community had become synonymous with
the ‘Fancy Sailor’ genre and many of the assistants under
Harding’s tutelage eventually created their own bands.
One such ‘assistant’ is Jason Griﬃth, who is viewed as
Harding’s creative heir and has contributed heavily to the
further perfection and evolution of the ‘Fancy Sailor’ genre,
cementing it as one of the traditional caricatures in Trinidad
and Tobago’s Carnival experience. A most formidable Mas-man,
Jason Griﬃth has inﬂuenced Sailor Mas for more than 50 years.
Born in Belmont on June 20, 1927, Griﬃth would go on to
become one of this country’s revered Mas makers, earning
numerous awards including the Humming Bird Medal Gold in
1990.

D. Ken
Morris
Message
1993

As a boy he would run away to see Harding ‘make Mas’ at his
Mischievous Sailor Band, the U.S.S. Mischievous. Later as a
young man, he became an apprentice, assisting Harding to
produce headpieces. It was not until 1946, after the end of
World War II, he had the opportunity to participate in his ﬁrst
Mas portrayal, COLTS (the Belmont Batallion), with Jim Harding.
For the next two years, he worked with Cecil Jobes U.S.S.
Michigan before ﬁnally launching his ﬁrst major production
entitled the U.S.S. Sullivan in 1949. Due to the competition
from more established bands such as Desperadoes and
Syncopaters, Griﬃth together with ﬁve other compatriots
formed the “Big Six” which further perfected their Carnival
portrayal. Griﬃth in a 2005 interview stated that “It was never
Jason alone. You had committees that you sat down with, so it
was always our band not Jason Band.”
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Preserving
memories,
Enriching
lives.

The ‘Fancy Sailor’ experienced a revival in 1969
when Griﬃth launched his Old Fashioned Sailors
which brought about a change in the ‘Fancy Sailor’
aesthetic. Griﬃth states,
“... All of a sudden the Fancy Sailor Mas died out until I came
back in 1969, and all I wanted was six fellows, because I had
a big six in 1950, 1951 and 1952. From 1969 without any
advertisement or anything, the band started to grow. At ﬁrst
we were singing on the road all the old time tunes, then we
got a pan round the neck pan-side. Then eventually we had
a DJ, then we went with two DJ’s and a steelband, so it was
good, it was real good.”
Legends
of the Sea
1992

The costumes maintained their playful absurdity, while
introducing new artistic elements such as copper
work. Griﬃth notes that, “we had wire bending in the
Mas, especially when the band was big. But this is the
ﬁrst time that a sailor band came out with copper. A
year we played in “Retrospect to Belmont Heroes”,
with Harold Saldenah, Ken Morris, Horrace Lovelace

and other people.” It is these elements that have added a new
twist on an old craft.
The 1980’s and 90’s marked the Golden Era of artistry and
design in Jason Griﬃth’s Sailor Mas Portrayals. Griﬃth’s Mas
truly evolved during this period as he took local and
international events and merged it with the traditional ‘Fancy
Sailor’ aesthetic. He not only highlighted the artistry, but
also married the vibrancy of colours, the extravagance of
the headpieces or in some cases its sheer simplicity
to create a sophisticated costume that linked
the Sailor Mas of the past to the modern era
in Carnival.
The Old Fashioned Sailor Band grew steadily
over the years and went on to win multiple
titles for presentations such as, “In the Realm
of the Nipponese Wonder” (1987), “Days of
Chivalry and Royal Pageantry” (1991), and
“Legends of the Sea Carnival” (1992). The
band’s impact was so far reaching that
it was featured in various Diaspora
Carnivals abroad such as New
York and Miami. Griﬃth also
received numerous awards from
local entities including, but not
limited to, the National
Carnival Commission (NCC),
Downtown Carnival
Committee, Mt. Hope
Connection, Belmont Action
Group, and Cutting Crew and
Friends.
Men like Jason Griﬃth have
contributed immensely to the
cultural aﬄuence of our Mas and
must never be forgotten. Because of
pioneers like Jason Griﬃth today we
boast about the uniqueness of our
Mas, and we celebrate his legacy for
the example he has set, and all that
he has done to help designate our
Mas as “The Greatest Show on Earth”.

Sailor Mas demonstration by Ralph Dyette, Master King Sailor’
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Chivalry
and Royal
Pageantry
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Awaiting Carnival 2016
As we gear up to jump and fete, Band Launches were a
huge success, costume deposits have been paid, and
everyone already knows their section. So assemble
your crew, choose your makeup, and ﬁnalise your
Monday Wear. Masqueraders Enjoy!

ENTICE BAND LAUNCH 2016
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ISLAND PEOPLE BAND LAUNCH 2016
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LEGACY BAND LAUNCH 2016
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RONNIE & CARO BAND LAUNCH 2016
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SHOWTIME BAND LAUNCH 2016
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YUMA VIBE BAND LAUNCH 2016
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Victoria
Creative
Mas
By Carol Quash

History, Mas,
And So
Much More.

History plays a major role in the Mas presentations
of Victoria Creative Mas Company, a San
Juan/Barataria based band, led by Juness Garcia.
"The band has been in existence for the past eight
years," Garcia tells Mas Quarterly. "We enter all the
Junior and Senior competitions in Port of Spain,
Tunapuna and Arima, and we have won lots of prizes
in all areas and even made it to the semi-ﬁnals."
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Bringing out a Mas band is hard work by any standards, but
this certainly does not deter the band members. She
explains that all the work is done by a team comprised of
dedicated family and friends, who, as with members of
other Mas bands, are faced with the challenges of ﬁnancing
what they have conceptualized to bring their creations to
life. She says for the past eight years the team members
have been diligently hosting fund raisers to ensure that

they are able to bring a quality Mas band every year without
fail. "My funding comes from raising funds. I don't have a
sponsor," she shares.
In addition to the role of bandleader, Garcia also has the
responsibility of designing the costumes. "All the designing
is done by me," and she particularly enjoys designing
costumes for Senior Kings and Queens. The Mas season
always seems to roll around so quickly but Garcia and the
Victoria Creative Mas Company team have everything under
wraps as they waste no time in beginning preparations for
the following year. "I start preparing straight after Carnival."
Despite the fact that Garcia is extremely history oriented,
she does have a futuristic streak and big plans for the band,
which she envisions happening sooner rather than later. "I’d
like to see my band in the near future making costumes for
international Carnivals."
But for now Garcia and her team at Victoria Creative Mas
Company will continue focusing on their craft here at home;
giving the children of their community and spectators
annual fun and colourful History lessons that will last a
lifetime.

Victoria Creative Mas Company
LP 80B Upper 6th Avenue,
Mallick, Barataria, Trinidad and Tobago
Phone: 1 (868) 304 1337
Email: junessdass01@gmail.com
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She says last year the band presented, A Tribute to Nelson
Mandela, which saw masqueraders cavalcade with
unmatched vitality and pride along the parade routes. She
vividly recalls the Port of Spain route, which took them to
downtown Port of Spain, then around the bridge, before
they enthusiastically made their glorious mark in the
Savannah – the Mecca of all Mas judging points. "The
costumes were black and white," she says nostalgically. "All
my inspiration comes from history," she explains. Although
her heart overﬂows with pride whenever she sees her work
being portrayed on the streets at Carnival time, the thing
that never fails to bring her immense joy and satisfaction is
what Victoria Creative Mas Company is able to do for the
children in the community. "What is special about the band
is that the parents who cannot aﬀord to pay can get a free
costume for their children. What I love to see is the glow on
the faces of the children when they get their free costume,"
Garcia beams. “The band caters to both adults and children.
There are about 50 children in the band,” Garcia estimates.
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Takes Full Flight
By Carol Quash

Two years ago Tisha Neilson identiﬁed a niche market in the
Mas industry and made it work for her; as well as for hundreds
of masqueraders and a number of costume designers. Her
brainchild, Featheration Motif is based in St James and
customises Mas costumes and retails raw materials to
designers. The company also engages in costume production.
"Customizing costumes is a relatively new trend. People just
want to be special and stand out in their costumes. They
purchase their costumes and then come to Featheration to
tweak them. We customize costumes by embellishing and
making things like feather collars. There was a demand for it
so we started doing it."

Fortunately for her, she doesn't see the trend dying anytime
soon. "Monday wear is also a new trend in costuming that is
beginning to look more like Tuesday costumes as opposed to
the last ﬁve years. Back then bands gave masqueraders a baby
tee or a tank top to wear on Carnival Monday. Now Monday and
Tuesday costumes are more or less on par, with Tuesday being
just a little bit more elaborate." She opines that the demands for
embellishments to costumes are increasing. "People are really
serious about their costumes and how they look on the road."
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makes a contribution. "It works hand in hand with Mas. We are
here to assist the masqueraders and designers and they in turn
help build the business."

As far as the retailing aspect of the business, Neilson explains
that the service she provides to designers is a much needed
one. "A lot of designers come here to buy raw material
because it helps them if they don't have to leave the
country to source material”, which she says is of good
quality. "Everything in the world seems to be
sourced from China these days. But like with
everything there are diﬀerent grades. What I
try to do is ﬁnd the right balance between
good quality and a reasonable cost."
Her costume production ventures have also
taken root. "We do a lot of contract jobs when it
comes to costume production. We design for bands
in Antigua and Barbados. We did a couple of costumes
for Carnival Queens. We don't have a production
house per se. Diﬀerent people do diﬀerent things
at diﬀerent locations."
Neilson, a former accountant, is no stranger to
the entertainment industry or costume
production. "I have been in the entertainment industry for a while. I have even danced for soca
artistes." Her ﬁrst experience with costume production
began when she and some friends brought out a section in
the now defunct Barbarossa, and the following year in Poison.
She eventually moved on to Island People, where she did
costume production for eight years. "My last year there was
in 2013. It was just time to move on and I always wanted to
work for myself, which is why I started doing costume
production in the ﬁrst place. The timing was right."

She believes that in any business customer service is of the
utmost importance, as is giving customers value for money. "It
is all based on what the customer wants. What sets us apart is
that we basically cover a bit of everything - the provision of raw
material at the retail store, the costume customization and the
production. And you see the ‘do it yourselfers’, they love to
come in. Even the ones who can't draw or explain what they
want. We show them some options and you won't believe how
excited they become when they go home and do it themselves.
You have to treat your customers right." Additionally, Neilson
emphasizes the importance of good workmanship. " You
certainly don't want to produce a costume that falls apart on
road. Whether we do 10 costumes or 1000 costumes, we do
them well."
She has her opinion on the bikini and beads trend and where
she wishes Mas would go. "I would like to see it become a little
more theatrical, a little more fabric. But I don't think that is
going to happen anytime soon," she chuckles. "But I must say I
am pleased with how business is going. It has been a nice
constant run since we opened, and dealing with customers is
very rewarding."
As for the future of Featheration Motif, Neilson sees nothing but
expansions. "It is something I love so I want to see more
Featheration branches throughout the country – Central and
South. I also want to get into doing more marketing as it relates
to the retailing and costume production. You can never have
too many sales, right?" Eventually, she says she will explore
wholesaling through the store but that would depend on the
trend of Carnival. "You never stop learning in this industry. It is
stressful and you have to love it in order to survive."
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Why Featheration Motif? "Because my goal is to sell every
diﬀerent type of feather. The retail part of the business is
mostly about feathers and embellishments. Plus, I wanted to
play on the word ‘federation’." She sees her company as a
partner with the Mas fraternity as opposed to just an entity that

Featheration Motif
#12 Bournes Road, St. James, Trinidad and Tobago
Phone: 1 (868) 221 0436 Email: featherationmotif@gmail.com
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stop that

HANGOVER!
So, the all-inclusive fete was swinging last night;
the music was sweet and the drinks were flowing.
Now you lie in bed with the blinds closed and a
wet towel on your face, wishing the spiders would
quit stomping around on the ceiling in steel-toed
boots. And did the sun go supernova? Because
it’s burning a hole in your retinas. Admit it; you
had two, three, or four too many, and you
woke up with the kind of hangover that
leaves you crying for mommy.

So, what is a hangover?
Consider your headache, unquenchable thirst, nausea,
fatigue and sensitivity to light the price you pay for
overindulgence in alcohol. But why does something
that tastes so good make you feel so bad?
Apart from stimulating your pleasure centres,
lowering your inhibitions and making you think you’re
a superhero, alcohol dehydrates you. (Think of how
many trips you make to the bathroom once you have
a beer or two under your belt). It even dehydrates the
brain, which causes it to shrink slightly, hence that
agonizing headache. It’s responsible for your
cotton-mouth and killer thirst.

The term ‘What’s your poison?’ was coined for a
reason. Alcohol is, essentially, a toxin, and the body
treats it as such. The levels of toxins vary with the
drink. Seasoned drinkers indentify some culprits, such
as wine, as being far worse than ‘purer’ drinks like
vodka, which many trust for a hangover-free drinking
spree. A good rule of thumb is ‘the clearer the better’.
Experienced party-goers also know that mixing
drinks is a one-way ticket to a lousy morning after.
This is because a greater variety of toxins in your
body puts your liver under more stress, and makes
the body work harder to flush them out.

Make it stop!
Dr. Obvious would suggest that the best way to avoid
a hangover is not to drink at all. But with Carnival
season in full swing, that option is, for many people,
unthinkable. The question is, how do you enjoy your
fete, have a few drinks, and not wake up feeling like
death warmed over?
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Drink on a full stomach
Drinking on a full stomach won’t stop you from
getting drunk; it will only slow down the process. On
an empty stomach, a stiff drink can hit you head-on
in about 30 minutes. With the buffer of a solid meal,
it can take 3 times as long.
Hydrate yourself
Drink high-fructose stuff like fruit juice, which will
help speed up the metabolism of alcohol. Have lots
of water; you can stir a spoonful of honey in for the
fructose. Coconut water or sports drinks such as
Gatorade will not only replace the water you lost, but
also boost your electrolytes.
The hair of the dog that bit you
For drinkers, ‘the hair of the dog’ refers to taking a
single alcoholic drink upon waking. This slows down
or reduces the hangover slightly because your body is
experiencing mild withdrawal symptoms, similar to
those suffered by people kicking a serious drug habit.
Giving the body a small ‘fix’ will help reduce the pain
of withdrawal. But remember: you’re imbibing more
alcohol, and your body still has to deal with it. If
really you want to try this, make it a Bloody Mary.
The tomato juice and celery will give you vitamins,
minerals and electrolytes, all of which were depleted
during your drinking binge.

The Gross, the Bad, and the Ugly.
For the more daring among you, here are some
bizarre hangover cures that drinkers swear by.
Try them at your own risk:
Drink a cup of pickle juice.
Eat a greasy hamburger and fries...but only before you
drink. The fat helps slow down the absorption of
alcohol. Once the hangover has kicked in, don’t
bother. It will make you feel worse.
Take a shower, preferably one cold enough to make
you scream.

Have some vitamin B-12 tablets. Alcohol strips your
body of this and other vitamins.
Swallow a tablespoonful of olive oil—if you can.
Eat some cole slaw.
Rub a slice of lemon on your tongue to help remove
the nasty-tasting carpet that sprouted on it overnight.
Some suggest rubbing it under your armpits; why is
beyond us.
Cringe-worthy, don’t-even-think-about-it ‘cures’
include eating pickled sheep’s eyes, favoured by the
Mongolians, or ground-up, dried bull penises, much
touted by the Sicilians.

Don’t bother with...
Burnt toast. It does contain carbon, but that’s not the
same as activated charcoal, which is used to treat
poisoning. They don’t use charcoal to treat
hangovers, anyway.
Black coffee. It doesn’t make you any less drunk. It
might delay you before you get behind the wheel, but
not long enough to be sufficiently sober. (It takes
several hours for your blood alcohol content (BAC) to
return to normal). It’s also a diuretic, which will make
you more dehydrated.

Have fun, but keep your head on
Avoiding a hangover doesn’t mean you shouldn’t
drink; just remember the basic preventative guidelines
above. Better yet, try the ‘one on, one off ’ technique;
alternate between alcoholic and non-alcoholic
beverages. Keep your head on, rely on the support of
non-drinking friends, defer to them when they say
you’ve had enough, and don’t get behind the wheel.

Article was
originally
published in the
U Health Digest Issue 12
uhealthdigest.com
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Have a safe Carnival.
Drink raw eggs. This probably works because it’s so
disgusting you’re bound to throw up, thus ridding your
stomach of any alcohol left in it.

Incorporated in 2011 under the Trinidad and Tobago Companies
Act, the Mas Transformation Secretariat was formed to implement
the projects emanating from the National Carnival Development
Foundation's (NCDF) Strategic Transformation Plan. Thus, the
Secretariat is mandated to transform the Masquerade (Mas)
component of Trinidad & Tobago’s Carnival from being viewed
as just a Cultural Activity into a Sustainable Industry.
The Secretariat continues to partner with several Private and
Public Sector Entities and some of its successes to date include:
1. The conceptualisation and publication of Mas Quarterly
Magazine - the ONLY Magazine that highlights the Business of
Trinidad and Tobago’s Masquerade (Mas) for Global Export.
2. The development of Standards and Quality Criteria for Mas with
the National Training Agency (NTA).
3. Completing Phase 1 of the ‘Mas Gone Green Initiative’ by
undertaking a Baseline Study and Green Carnival Costume
Exhibition as tangible steps towards ensuring that Trinidad and
Tobago’s Mas becomes 100% Environmentally Friendly within the
next 3 – 5 years.
4. The Development of the BSc. Degree in Carnival Studies with
University of the West Indies (UWI) Centre for Creative Arts.
5. Planning and implementing the first and ONLY Mas Trade
Mission to Europe, focusing on Paris, France and Rotterdam,
Netherlands.

Contact Mas Transformation Secretariat:
Oﬃce:
59 Churchill Roosevelt Highway,
St. Augustine, Trinidad and Tobago W.I.
Mailing:
P.O. BAG 336, U.W.I, St. Augustine,
Trinidad and Tobago W.I.

Interested in submitting articles
or advertising in Mas Quarterly?

P: 868.223.4687
F: 868.223.8722
E: info@mastranstt.com
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