
he first thing to do is to come and take part in 

a show... the second is to meet our people — 

find out... how we eat. 
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At first blush 
the idea of Ca-
nadians attempt-

ing to export fish and 
seafood products to Mexico 
might seem a little like carry-
ing coals to Newcastle. Mexico 
has 11,593 kilometres of coastline, 
and many fertile and healthy fish 
beds in its huge continental shelf. ft 
has millions of tonnes of fish and 
seafood that can be safely exploited 
within its Exclusive Economic Zone. 

But Mexico does provide a great 
potential market for Canadian fish 
and seafood products, says Richard 
Stead, Vice President of the 
Canadian Association of Fish 
Exporters. 

"When you look at 
Mexico, with its popu- ii 
lotion of about 85 mil- 
lion, you see abodt 
20 million in Mexico 
City. What a lot of 
people don't realize is 
that six to eight million of those peo-
ple shop in North American-style 
supermarkets, and have a high 
demand for processed products." 

Stead notes that there is also a 
market for fresh fish and seafood in 
Mexico. "Import licences on shrimp 
and lobster have been removed; 
Mexico produces plenty of shrimp, 
but the Canadian lobster is quite dif-
ferent from their rock lobster. There 
is demand for these products in the 
wealthy and tourist populations." 

But the market for processed and 
partially processed products is 
greater. "Mexico does not have ade-
quate facilities for large-scale processing; 
Canadians are well-placed to service the 
requirements for these products." 

Mexican consumers need pre-
pared products, from breaded  

shrimp to simple fish sticks. There is 
also room for expansion of 
Canadian sales in smoked salmon, 
salt fish and canned goods. Several 
Canadian companies are already 
making inroads into some of these 

markets, with growth anticipated 
in the range of mid-priced goods. 
"There's a certain amount of con-

sumer education needed for some of 
our products in the Mexican market. 
There is interest in canned pink 
salmon, but Mexicans are not used 
to the bones — they're more familiar 
with boneless canned products such 
as tuna. Canned sardines offer a 
great opportunity." 

For example, Connors Brothers of 
New Brunswick, makers of 
Brunswick Sardines, have recently 
entered a partnership agreement 

with a Mexican firm, Comercial 
Agro-Pesquera, for distribution of 
their product. One of the distributors 
carrying the Connors line is the U.S. 
Wal-Mart chain. Wal-Mart is 
expanding into Mexico and expects 
to have 100 stores nationwide there 
in a few years. "Here is a chance to 
sell a product with the connotation 
of being imported, yet one that is 
very price-competitive." 

Mexican firms are also interested 
in technology transfers in the fish 
and seafood sectors, including con-
sultations on processing techniques, 
the purchase of used canning equip-
ment, refrigeration and freezing 
technologies and the like. As a result 
there is an opportunity to form 
alliances, partnerships and joint ven-
tures at the technological as vvell as  

retailing end of the fish industry. 
All potential exporters of fish and 

fish products to Mexico should make 
themselves aware of importing 
requirements, which vary from prod-
uct to product. For example, for-
warding of fresh and frozen prod-
ucts should be completed by mid-
day on Fridays due to lack of refrig-
eration in many ports of entry that 
are closed over the weekend. This 
and most other information relevant 
to participating in this field can be 
obtained from The Canadian 
Association of Fish Exporters, 
(613)232-6325. 

Hugo lbarra Barrios, of the 
Distribution Centre for Fish and 
Seafood in Mexico, says there is a 
great deal of interest in Canadians 
at governmental and industry level. 

"The first thing to 
do is to come and 
take part in a 
show such as the 
ANTAD, Mexico's 
National Retail 
show, or a Cana-
dian Embassy 

solo show. The second is to meet our 
people — find out what we are like, 
how we eat." 

Stead points out that Mexicans are 
large consumers of salt fish during 
the festive periods — including, but 
not only, Christmas and Easter. "We 
have sold salted hake in the past. 
With the NAFTA, as our tariffs go 
down, we can compete against the 
Norwegians, who are still subject to 
tariffs, in other salted fish lines." 

If Canadians do go down, and 
see the extensive fish market of La 
Vigo in Mexico City, as well as 
assessing the scope of demand for 
fresh and processed fish products 
(check the counters and aisles in 
large supermarkets), they will recog-
nize a huge potential market waiting 
to be supplied.  

lit
ii I t's another 

culture 
down 

there," says Ian 
Tatham of Mex-
ico. "You do 
business differ- 

ently in the southern United States — 
Georgia or Tennessee — than you 
do in Chicago, and Mexico is that 
much more different again." 

Tatham is Pre-
sident of Hyd-
Mech Saws Ltd., 
a medium-sized 
business in  
Woodstock, near 
London, Ontario. The company, 
whose claims to fame include having 
cut the roof of Skydome, was 
founded as a family business by 
Stan Jasinski in 1977, operating out 
of garages. It has grown to occupy 
100,000 square feet of manu-
facturing space with about 75 work-
ers. Overall sales are now in the 
$7 million ballpark, and Tatham 
estimates that "about 80%" of sales 
are exports. 

The product is a band saw 
whose applications make it valuable 
in the aerospace and automotive 
industries. "There's lots of com-
petition, but we make a heavy duty 
product at a good price; it's easy 
to run; it's adaptable, which is a 
big part of hovv we happened to 
get the Skydome contract; and it's 
easy to get parts — our customers 
can get parts anywhere, not only 
from us." 

Hyd-Mech sold its first saws in the 
United States in 1983. "We distrib-
ute in the U.S. through a group of 
about 100 machine-tool dealers, 
and our sales in the States went from 
$4 million to $6 million in 1992." 

"We manufacture in large runs, 
which allows us the economies of 
scale. We don't sell a high-price 
product: our profits are driven by 
volume." 

Hyd-Mech is a relatively recent 
entrant to the Mexican market. A fter 
trade shows in 1992 in Monterrey, 
they had sales of about $150,000. 
Tatham engaged a Mexican sales 
representative, Juan Cardenas, 
whom he had met previously in 
Canada. Cardenas, an engineering 
graduate from a Louisiana university, 
had  worked here in the machine tool 
industry before returning to Mexico 

to establish a company to help 
Canadian businesses in Mexico. 

"The first trade 
show I went to was 
the Canada Expo. 
That's what really got things started. 
Juan had been kind of interested in 
us, but non-committal, until he saw 
the response to the product at that 
show, and he immediately signed on 
to our team." 

Tatham found continued inter-
est at other 
trade shows he 
attended in 
Monterrey. 
"There is a big 
demand for our 
product there — in Mexico, the 
saws look 20 years behind — 
they're torching steel. Ours cut 
faster and give a better end-
product quality." 

Asked about subsequent sales, he 
says, "Everyone's waiting for the 
NAFTA. Why get into it all before 
tariffs and licences are removed or 
reduced? But there's lots of interest." 

Tatham's view is that a local repre-
sentative is an essential component 
in succeeding in Mexico. "Sure, 
most of the senior business people 
and government officials speak  

• Woodstock, Ontario 

English — many have been educat-
ed in the States. But the Mexicans 
don't want Canadians and 
Americans coming down there and 
telling them how to do things, or 
what to do. They want to deal 
with Mexicans. In Mexico, a rep 
will save you a lot of time; it's a 
different culture." 

Tatham reports that Canadian 
sales have remained "flat" in the 
post-recession, while "the American 

market is exploding. And Mexico is 
waiting: this is a big market, and it 
has to be managed." 

Hyd-Mech is well-placed to 
move into Mexico. "We have a 
plant in Houston that is basically 
a service depot and spare parts 
arm — we felt we should have 
an identity in the community 
we serve, and the vast majority 
of our sales are in the States. 
It will help us produce and distri-
bute more easily for the Mexi-
can market." 

A problem in exporting to Mexico, 
Tatham says, is the cost of money — 
"We"re looking around for cheap 
money, from Export Development 
Corporation or wherever; borrovving 

costs and interest rates are very 
high in Mexico." 

The 10% import tariff has been 
another problem. Removal of the tar-
iffs is a specific benefit Ian Tatham 
anticipates from NAFTA to help his 
company develop its potential in the 
Mexican market. He sees wider 
benefits as well. "From a psycho-
logical point of view, the freer trade 
atmosphere will make people more 
open — vve'll tend to help each 
other out. Yes, I think the NAFTA 
will be positive." 
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