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Trading; Canadian tcclinolo9y for
Mc-xic<ut market access

Eduardo Lulka, Presidcnr of Osr:rnlo, is a nati^c
iMeicican, so Mexico was a natural choice as the
first export market for his fast-growing, Toronu.,-
bascd tic manufacatringcompany.Tcn percent
of the company's sales are in the Afexicar,
market, and Lulka cxpectsconsiderable grow2h
no[onlv in Slcs:ico, hut thruuL;hour Latin
ilmcrica.

Lulka decidedto ^tiork with aMcxican

manufacturer which carriccLl a non competing Eric
and which was targctting the same type of
retailer. As Lulka points our "retailers in 14exico
are uscdto urorkingwith the owners: there arc
direct relationships based onyears of duing

business together. The retailers arc wniv nu«
Icaming to deal with distributors."

Oscardo's firsr X4exicanpartnerwentoui of
business, and Eduardo a nd Oscar Lulka
subsequently foundcd a new companyi:n
partncrship ;t°ith a Ucxican men's-wear
distributorto manuFacture lower-endtiesanri to
distribute the high-quality,Canadian-made silk
tiesin Mexico. Osrtrdo considered producing it,
high-end tics in \tckico but learned that it could
produce them more competitively with the
advanced technology and skilledilabour in its
Toronto plant. Oscardo is also using its technical
and marketing expertise to helpits Mexican
partner to improve manufacturing efficiency and
to des clop cxpurt matrkcts.

'tccording to Lulka, the Mcaican cons ruer is

very fashion conscious. Tic Nsrdths changc as

frequently as they do in Canada and at about d.c

same time, but the Mexican businessman tends

to be mareconservative: "we would neverlscll

bold flowers; rather, the consumer is looking for

something more traditional, somcthinh that

nejrand c-lassiclaokin^.'
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MEWS CLOTHING

The men's clothing market is estimated at about one-quarter of the total apparel
market, or about US $1.3 billion. Import penetration is estimated at about 18
percent which is triple the rate of women's clothing.

Compared with Canadian styles, Mexican men's business and work wear tends to
be less fashion oriented, at least in the low- and medium-price ranges. Suits and
shirts are more likely to be made of blended fabrics with a higher synthetic
component. The most common are polyester/wool for suits and polyester/cotton
for shirts. Mexican apparel plants are fairly well-equipped to meet the demand for
basic commodity goods such as shirts, socks, underwear, suits and jeans. Where
they are less competitive, imports from the United States and the Far East have
filled the gap.

The high end of the work and casual market is well-served by the big-name
European designers, such as Hugo Boss and Giorgio Armani. A few Mexican
companies,such as Confrtalia are able to compete effectively in this market
through licensing agreements with foreign designers and access to foreign fabrics.
Other domestic men's wear manufacturers are becoming more aware of the mid-
to high-end market. Some of them perceive the potential to compete in this niche
if they establish strategic alliances that will give them access to capital,
technology, marketing and design expertise.

OPPORTUNITIES FOR CANADIAN SUPPLIERS

There is an opportunity in this market segment for strategic alliances between
Canadian apparel manufacturers and Mexican firms. Industry observers agree
that there is a shortage of design-intensive products targetted at younger
consumers in the medium- to low-end of the market. In general, young people
in Mexico are style conscious, but lack the income to purchase high-end
products. A private labelling program represents one way of establishing stylish
and relatively low-cost products.

There are also opportunities for direct exports of high-fashion casual wear
aimed at the youth market. Trousers, outerwear and shirts are all imported in
substantial quantities.


