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internationally oriented market,
competition is fierce. Prospective
local buyers must be given suffi-
cient information if they are to
decide whether or not to pursue
the offer.. Follow-up may be re-
quired in many instances (time
pressures and business absence
are common here too) and is a rec-
ommended practice - credibility
follows consistency.

Quotations may be done in Ca-
nadian or U.S. $; and either F.O.B.
Canadian (air) portor C.LF. Dutch
(air) portanditis usually appreci-
ated toask the prospective buyers
for their preference.

Itis quite reasonable to arrange
for an L/C for initial shipments
withmorerelaxed payment condi-
tions when sufficient mutual trust
has developed. Newly imported
products are often promoted by
importers or agents through local
trade fairs—participationin these
is a good way to identify agents.

Interested local prospects willin
most cases demand exclusive rep-
resentation, which should begiven
serious consideration as the mar-
ket as a rule is too small for more
than one representative. Many
distributors in the Netherlands
have access to neighboring mar-
kets and may be interested in
covering a larger area than the
Netherlands alone. Depending on
their representational arrange-
ments in those markets, Cana-
dian exporters should consider
such requests and, if possible,
examine them on their merits.

Europe 1992

The direct consequences of the
removal of remaining barriers are
cost reduction and improved ac-
cess to all markets of the EC. At
the same time, one large Euro-
pean market will mean fiercer
competition from sources both
within and beyond the EC. Thisin
turn may lead to a downward
pressure on prices and subse-
quently lower profit margins.

Many medium and large compa-
nies are in the process of consoli-
dating their positions through
mergers, take-overs and joint

venturesinanticipation of Europe
1992. For smaller companies not
operatingon an EC-widelevel, the
implications may be limited, but
greater efficiency and strategy
adjustment, where necessary, are
the key words for all businesses.
Inthe Netherlands, the business
community is actively preparing
for Europe 92. More than ever the
country promotesitselfas the focal
distribution point of Europe, with
ambitious projects being discussed
or carried out to expand and im-
prove the infrastructure in the
surface and air transport sector.

More Than a Market

The accelerated development of
largetrading blocsin theindustri-
alized world may require a differ-
ent approach to the traditional
way of exporting.

When the Single European Mar-
ket is in place, the Netherlands
will be a region rather than a
nation with borders; the Dutch
trade and industry will likewise
dividethe EC intomarketingareas
according to individual strategies
—or may already have done so.

Canadian exportersalready sell-
ing to the Netherlands and other
EC countries should take a hard
look at their present representa-
tional or distribution arrange-
ments. Should these be main-
tained as they are? Would it help
to save costs and thereby enhance
competitiveness by creating some
sort of presence - directly or by
working with one or more EC
firms? Istherea need to reinforce
theidentity of the productor prod-
uct range? These are but a few
questions that may emerge in
considering the possible effects of
the Single Market.

Overall Advice

For companies new to the mar-
ket, it is important to: make sure
that you have a good product —
the higher the quality in terms of
design, finish and durability, the
better your chances for success,
particularly if you conduct busi-
nessinamanner the Dutch appre-
ciate. Above all, purpose, patience
and perseverance are prerequi-
sites for positive results.

EDC Supports Exports

A variety of financing, guaran-
tee, and insurance services in sup-
port of Canadian exports to the
Netherlands is available from the
Export Development Corporation
(EDC).

Over the past five years, EDC
has provided short-term insurance
in support of approximately
CAN$117 million-worth of Cana-
dian exports to the Netherlands,
and has provided approximately
$329 million in commercial financ-
ing support for exports of capital
goods and services to the country.

EDC financing covers up to 85
per cent of the value of Canadian
exports. In addition to standard
buyer and supplier credit facili-
ties, EDC can custom-tailor a va-
riety of commercial financing
geared to borrower preferences,
including debt financing into
domesticand foreign leases, credit
enhancement, guarantee of debt
securities, interest rate capping,
and multiple currency loans.

Canadian exporters can obtain
protection against losses due to
non-payment by foreign buyers.
To learn how EDC can help you
make the most of your export op-
portunities in the Netherlands,
contact one of the EDC regional
offices: Vancouver, Winnipeg,
Calgary, Toronto, Ottawa, Lon-
don, Montreal and Halifax.

Useful Contacts

Patrice Veilleux, Western Eu-
rope Trade, Investment and Tech-
nology Division (RWT), EAITC.
Tel.: (613) 995-6440. Fax: (613)
995-6319.

Canadian Embassy, P.O. Box
30820, 2500 GV the Hague, Neth-
erlands. Tel: 011-31-70-361-4111.
Fax: 011-31-70-356-1111
Canada-Netherlands Chamber
of Commerce
Montreal—Tel.: (514) 288-4466
Fax: (514)288-9183

Toronto—Tel.: (416) 366-8035
Fax: (416) 366-0335
Vancouver—Tel.: (604) 688-5017
Fax: (604)684-7194
Halifax—Tel.: (902) 421-1779
Fax: (902) 423-2438.
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