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Marine Division Receives Praise

I he entire Marine

Division was lauded
with praise from the
Management of
SCASPA following the
rescue of the MV
Smarty in December.

In a special meeting on
Thursday, January 7,
2010 Mr. Rosevelt
Trotman, Sea Port
Manager, highlighted
the important and sig-
nificant role played by
the crew of Tug Itco.
He described the rescue
mission as trying and
very difficult. He also
complimented and
thanked the tug crew
for their exemplary
professionalism.
“SCASPA and the na-
tion are indebted to the
crew,” commented Mr.
Trotman.

The General Manager/
CEO expressed sincere
appreciation for the
attitude displayed by
the Tug crew. He said
that they not only acted
professionally but went
beyond the call of duty.
He stated that he was
very happy that the Tug
Captain and crew were
with us after being at

sea for three (3) days
on the Tug, and de-
scribed how the man-
agement team felt when
contact with the crew
was lost.

Mr. Douglas said that
Management sought
assistance from our
neighboring counter-
parts and Mr. Nigel
Herbert also went out
of his way to contact
Maritime Rescue Coor-
dination Centre
(MRCC) in Martinique
and other regional coast
guards.

Reflecting on the suc-
cessful cruise ship sea-
son thus far, Mr. Doug-
las thanked the Divi-
sion for their sacrifice
and diligent effort.
These he viewed as
evidence of employees’
strong commitment to
SCASPA.

Mrs. Delcia Bradley-
King reemphasized
what Messrs Trotman
and Douglas said. She
commented that she
could not begin to
imagine what the crew
had been through.

Mrs. King referred to
them as SCASPA’s

heroes and added that
their heroism will be
remembered for a long
time.

Mr. Herbert responded
by thanking everyone
for the support and said
that he was looking
forward to an upgrade
in the necessary areas
of communication.

The other crew mem-
bers also expressed
thanks for the support
and deep concern that
were shown by the Au-
thority. One crew
member mentioned
how pleased he was to
learn that his family
had been contacted.
Another expressed
similar sentiments and
credited God for their
survival. The crew
gave vivid descriptions
of their experience on
turbulent seas, grateful
to have completed the
mission successfully.

Crew members in-
volved in the rescue
mission were Captain
Royden Herbert, Cal-
vert Clarke, Denroy
Herbert, Raven Jacobs,
Clovis Liburd and Glen
England.

Management of SCASPA with Marine Division




Promoting Corporate Image Through Public Relations

Maintaining a positive image has
become a top priority for many
business organizations. This is so
largely because a company’s image,
to a great extent, determines its suc-
cess. Image is defined as the per-
ception or reputation that custom-
ers, employees and the general pub-
lic hold of an organization. It is the
sum of the impressions about a
company. A company’s image is
influenced by many factors, some
of which are the way the telephone
is answered, the presentation of
documents, the treatment of staff
and customers, the condition of its
facilities, and policies and proce-
dures.

The image that SCASPA seeks to
portray is reflected in its vision
statement — To be the leading pro-
vider of safe, secure and customer
focused air and sea ports services
in St. Kitts and the OECS. While
every employee is expected to act
in a manner that creates a positive
image of SCASPA, the Corporate
Affairs and Public Relations De-
partment has the responsibility for
promoting a consistent, positive
image of SCASPA by increasing
awareness of and generating inter-
est in the Authority.

The Department has sought to raise
SCASPA’s profile by generating
publicity and news coverage. The
weekly radio programme Port Call
continues to educate the general
public about SCASPA’s operations,
services, achievements, role in eco-
nomic development and contribu-
tion as a corporate citizen. Inter-
views on current and operational
issues and staff development activi-
ties, for example, serve to increase

awareness and appreciation of
SCASPA as a provider of airport
and seaport services, one committed
to addressing the needs of a chang-
ing environment. Additionally, ar-
ticles and press releases are circu-
lated, and the print and broadcast
media are invited to cover news-
worthy events. Efforts are directed
at informing the internal public as
well. The monthly publication of
The Beacon which replaces the
quarterly newsletter SCASPA Sun-
rise is aimed at making staff aware
of important events and accom-
plishments of the Authority. Using
the media, the Corporate Affairs
and Public Relations Department
ensures that SCASPA receives fa-
vourable publicity. Promotional
material and tools with high visual
impact are also used to generate a
positive impression of SCASPA.
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To date the Corporate Affairs and
Public Relations Department has
spearheaded the production of a
Port Handbook, brochures, flyers
and a short video. There are plans
to publish an updated handbook this
year. The print material as well as
corporate gifts and mementos bear-
ing the SCASPA logo are distrib-
uted mainly at Trade Shows. Other

efforts geared towards boosting
SCASPA’s visibility include plac-
ing advertisements in international
cruise magazines such as Dream
Cruise Review and L1 oy d 6 s
International. A major marketing
project coordinated by the Depart-
ment which has recently been com-
pleted is the redevelopment of the
SCASPA website by eCaribbean
Limited. The website is expected to
be launched in February, and will
continue to be upgraded.

The quality of customer service
offered by an organization is one of
the main factors influencing its
overall reputation. Last year, the
Department aimed to improve
SCASPA’s image by directing ef-
forts towards enhancing service at
the Robert Llewellyn Bradshaw
International Airport. An ongoing
customer service survey captures
passenger ratings of and comments
about various aspects of the ser-
vices provided, and these are circu-
lated monthly to the relevant ser-
vice providers/stakeholders. Quar-
terly meetings are held with the
stakeholders to discuss the feedback
and identify ways to improve ser-
vice. A need for training was iden-
tified, and a customer service work-

Han d b o gshép was conducted by the Depart-

ment for front-line staff at the Air-

Customer Service Training

Cont’d on page 4
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New Year, Make A Commitment!
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A New Year’s Resolution is a com-
mitment to improve one’s life.
However, most often when we
think about a New Year’s Resolu-
tion, we immediately think of
something personal such as losing
weight or concentrating on studies;
being environmentally responsible
or even donating to charity. While
these are commendable, we must
not forget to reflect on the past year
at work and plan for the upcoming
one.

While we are guided by the organ-
izational goals, we must set per-
sonal goals that are aligned with
those of the organization. How
many of us have examined our-
selves to see how we can make a
difference at work this year? Are
we comfortable with our level of
productivity?

Last year, you may have been dis-
gruntled in your job because of dif-
ferent reasons. The most common
areas in which workers are dis-
pleased vary from pay to career ad-
vancement opportunities to overall
happiness in life related to their
jobs.

Salary

It’s rare to find employees

who think they make an amount of
money concurrent with their skill
sets, so it’s no wonder pay (or lack
thereof) made workers’ list of
grievances. Many workers are very
frustrated with their current salary.
It is believed that workers age 18-
24, are most unhappy with their
pay. Conversely, 47 percent of
workers between the ages of 44-62
are content with their current sala-

ries.

Training and learning opportuni-
ties

The great thing about many compa-
nies today is their willingness to
train workers on new ventures
within a company, as well as pro-
vide employees with opportunities
to further their education or en-
hance their skills.

So, it’s not surprising that normally
only a small percentage of employ-
ees aren’t happy with these options
at their companies. Nevertheless,
there are still those workers who are
dissatisfied in this area of work.

Career advancement prospects
Feeling stuck at your job, with no
way to move forward? You’re not
alone. A large percentage of work-
ers may say they are content with
the advancement opportunities at
their company, but again, we will
always find those who feel the op-
posite.

Work and life balance

Balancing work with everything
else in life is a constant battle for
most employees, but thankfully,
numerous companies have realized
this. Employers now provide work-
ers with options to work hard yet
maintain the balance they need out-
side of the office.

Despite this, there are groups who
aren’t as happy as others. While
some workers may say they aren’t
satisfied with their work/life bal-

ance, other employees are dis-
pleased with their work/life equi-

librium.

Make a commitment this year to
increase your job satisfaction by
following the suggestions below.

1. Think positive.

While you might think your job is
the worst on the planet, everything
has a silver lining. For starters, be
grateful you have a job at all. Put-
ting things in perspective — realiz-
ing everyone has a bad day at work
and everyone has to start some-
where — you might begin to feel
better about your situation.

2. Challenge yourself.

If your boss won’t challenge you,
challenge yourself. Set goals for
yourself! Develop mini-projects
within your work and set deadlines
for yourself to avoid boredom.

3. Reward yourself.

Recognition is important for every
employee. For every goal or chal-
lenge met, reward yourself—make
yourself a certificate. Don’t let your
own hard work go unnoticed by
anyone, even yourself.

4. Learn something new.

Perhaps you want to learn a new
language or just how to fix your
computer. Learning should be an
on going process that reaps individ-
ual and organization benefits. If
you are not learning than you can-
not grow, therefore you will remain
stagnant, and eventually become

Cont’d on page 4
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Promoting Corporate Image Through Public Relations
COnt 6d

The result of these efforts has been greater attention being paid to the needs of our customers. There is still
much to be done to achieve SCASPA’s goal of providing exceptional customer service and so improve its corpo-
rate image, and the serious commitment of all employees will be required in this continuous process.

Creating a positive corporate image requires consistent, conscious, coordinated action. = What people think
about SCASPA depends on what they hear, see, read and experience. Let us all commit ourselves to building an
enviable corporate reputation, and through public relations SCASPA’s profile will be raised.

New Year , Make A Commit mjen

5. Help others.

This is a non-selfish approach that helps build and maintain good work relationships. Healthy relationships at
work make the work place an enjoyable place, and that is exactly what it should be. After all, we spend approxi-
mately eight hours daily at our workplace and it should be a place to which we look forward to going..

6. Get organized.
Organization can be a very reasonable goal even if it is to organize your office enough that you can find the sta-
pler when you need it or organizing your work to ensure deadlines are met.

7. Enjoy life.
Given the hectic, stressful lifestyles of many of us, it is no wonder that "enjoying life more" has become a popular
resolution in recent years. It's an important step to a happier and healthier you.

ST. CHRISTOPHER AIR AND SEA PORTS

AUTHORITY
(SCASPA)

Phone: 868658121
Fax: 869658124
Email: info@scaspa.com
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Working harder to serve you better!




