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he Mexican people... are very 

open to us, to our ideas." 

Shipping - from page I 

These are provided by various 
Canadian government agencies, 
and the original must be notarized 
by a Mexican consulate in Canada 
prior to shipment. 

Weights and measures should be 
indicated in metric equivalents. 
Values should be notated in the 

original currency, as the exchange 
rate and Mexican peso equivalency 
are calculated from the date the 
goods reach Mexico. 

A packing list should be sent to 
the buyer or customs broker as con-
signee, with the number of copies 
depending upon the means of trans- 

portation. It should include: 
• number of packages in shipment; 
• detailed list of goods contained in 
each package, as described on the 
invoice; 
• net, gross and legal weight of 
each package and of the total ship-
ment; and 
• volume of measurements of each 
package and of total shipment. 

The types of bills of lading vary 
according to the mode of transport. 
Air shipments should be accompa-
nied by their documentation, In the 
case of maritime shipments, the 
commercial invoice, packing list 
and bill of lading should be sent to 
the importer through an internation-
al messenger service. It is advisable 

to send copies to the customs bro-
ker; otherwise the importer must do 
so. The same procedure applies to 
land shipments. These papers 
should be sent by expedited service 
in advance of the shipment of 
goods, to allow for document revi-
sion and special permits. The use of 
mail is not advised, as there could 
be a delay of 2-3 weeks. 

The most important thing to 
remember, once the accuracy of 
documents has been checked, is to 
make sure that they are all abso-
lutely consistent with one another. 

InfoEx distributes an excellent 
publication on this subject — 
request "Export Documentation and 
Foreign Collections." 
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Telecommunications kect 
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Grande, there's 

a big market-
place," said 

Russel Marcoux, President of 

N.Yanke Transfer, shortly before 
his first business trip to Mexico. 
"It's virgin territory in a lot of 

ways, and I suspect there's going 
to be a lot of trade and com-
merce between us." 

So, having built a small 
trucking operation into one of 
the largest transportation 

firms in Canada, and with a 
considerable business developed 

already in the United States, 

Marcoux began to cast his eye fur-

ther afield. As a director of the 
Canadian Trucking Association 

(CTA), he was more than aware of 

the opening market in Mexico; he 
had attended Association meetings 

in San Diego and Mexico City in 

which this theme was explored. 
The CTA had also made represen-
tations at the NAFTA hearings, so 

Marcoux decided to investigate 

the potential for his company by 
undertaking a marketing trip to 
Monterrey. 

N.Yanke is a family-owned 

company based in Saskatoon. 
Founded in 1968 by Norm Yanke, 
the firm was bought by Marcoux 
and his two brothers in 1980. The 
small, two-truck operation has 
since grown to a fleet of 240, and 
now has offices in Toronto, 
Winnipeg, Calgary, Edmonton 
and Vancouver as well as its origi-
nal headquarters. 

The dramatic growth of the corn- 

pony is largely a result of switch-
ing the entire fleet to expedited, or 

express, service five years ago. 
Previously, Yanke Transfer had 
concentrated on dry bulk hauling 
of agricultural commodities across 
Western Canada. But when an 
opportunity arose to enter a long-

term contract with Canada Post in 

1987, the company decided to 
divest its dry bulk division, selling 

it to another western company. 

Thereafter, Yanke dedicateci itself 
to developing its niche as a long-

haul expedited carrier. 
In a year, sales rose from $8 mil-

lion to $12 million. The company 

has a state-of-the-art fleet, the will 

to take risks, a high-tech satellite 
tracking system, a commitment to 
staff training and a sense of team-

work. These attributes have led to 

incremental growth in sales every 
year, so that Yanke's sales projec-
tion for 1993 is about $60 mil-

lion. 
This is a leading-edge company. 

Marcoux says: "We are talking 

and trying to stay in tune with the 

need to diversify, spread ourselves 

out a bit. That's part of our philos-

ophy as a transportation company 
as opposed to being simply a 
trucking company." 

So, he went off to Monterrey to 
spy out the prospects of getting 
Yanke a new market, and came 
back very optimistic after a week 
that included a visit to the border  

town of Nuevo Laredo (end of the 
line, until 1997, for Canadian 
trucks). 

"It really highlighted for me the 
potential, and the willingness of 
the Mexican people to do business 
with Canadians," he said after the 
trip. "They are very open to us, to 
our ideas." 

Marcoux found the Canadian 
Trade Office in Monterrey willing 

to assist. "They served as 

guides to some extent, and 
provided an interpreter 

and were generally very 

helpful." 

Was it a successful trip? 
"I accomplished everything I set 

out to do," Marcoux said. "I got 
the feel of the market, I established 
contact with carriers to partner 

with. The people I met with are, 
admittedly, the cream of the crop, 
very aggressive business people 
who have more glitz and glamour 

than we've seen, great computers, 
glass towers, excellent training 
facilities for staff. I'm very excit-
ed." 

"They are sophisticated techno-
logically; their operation is superi-

or to any North American carrier 
I've ever witnessed," Marcoux 
added. This, from a CEO whose 
fleet, systems, administration and 

training programs are the envy of 
the industry, is high praise indeed. 

Although transportation permits 

will be restricted until the end of 
1995, Marcoux sees plenty of 
opportunity in a new market he 
will certainly enter. 

"VVe're pretty excited about the 
potential of north-south trade," he 
concluded. 

The sell-off of 
government-
owned assets by the 

Salinas administration has 
transformed telecommu- 
nications into a vibrant, 
innovative and opportunity-
laden sector that is thriving on 
private investment. 

The Mexican market has been 
opened to significant sales of foreign 
telecommunications equipment. From 
10 per cent in 1984, the import 
share rose to about 20 per cent in 
1986, partly as a result of increased 
investments in conjunction with the 
1986 World Cup in soccer. 
Gradual increases continued, and 
by 1990, as a result of the decrease 
of import duties and the elimination 
of required import licences, imports 
reached 48 per cent. By 1994, 
imports are expected to represent 53 
per cent of demand in the sector. 

Mexico's telecommunications 
equiprnent market is expected to  

grow by 10 per cent annually, as 
one of the country's stated goals is 
to double the number of its phone 
lines in the next five years. This will 
require about $10 billion in expendi-
ture. Telmex (Teléfonos de Mexico) 
alone expects to spend about $2 bil-
lion this year to improve service and 
install new lines. 

Northern Telecom has had a 
plant in.Mexico since 1991. Bell 

Canada and Mitel have interests 
there. Other Canadian companies 
are already engaged in the develop-
ment of a cellular telephone network 
in Mexico. Over U.S. $100 million 
in sales have been realized annually 
by Canadian firms since 1991. 

Provisions in the North American 
Free Trade Agreement (NAFTA) rec-
ognize the importance of trade in 
the telecommunications sector. All 
tariffs on telecommunications equip-
ment will be phased out over a ten-
year period after implementation. 
Even in the interim, Canada and the 
United States vvill enjoy preferential 
tariff rates over non-NAFTA suppli-
ers. On July 1, 1995, the market will 
be fully open for Canadian compa-
nies established in Mexico (or on a 
previously-banned cross-border  

basis) to provide enhanced telecom-
munication and computer services. 

Competition for what is perceived 
to be a lucrative and long-term mar-
ket will be fierce. As things stand, 
the United States is the largest single 
supplier of telecommunications 
equipment to Mexico, followed, in 
order, by Japan, Sweden, Germany, 
France, and Canada. Clearly, com-
panies will have to maintain a strong 
dedication to research and develop-
ment in their own fields in order to 
achieve continuing success in the 
Mexican market. 

The Europeans and Japanese are 
aggressively pursuing the attractive 
market opportunities in Mexico. 
Price and financing are the most 
important factors affecting Mexican 
demand. Canadian companies can 
now take advantage of Export 
Development Corporation lines of 
credit: a $100 million credit line has 
been established with Telmex. 

The climate is welcoming, the 
need great, and the expertise ours. 
There can hardly be a better combi-
nation for entering or expanding in 
a new market. Mexico is calling, 
and there are many Canadian firms 
well equipped to answer that call. 

11 111 


