
to the interviewees, motivation is an important quality that is commonly lackIng in Canadian

printers. Several of tdes Canadian printers think U.S. buyers would flot be interested in

importing their printing due to a strong "Buy Americanu bias, "Printed in Canada" labeling

requirements, .and geographic distance. However, interviewees believe that these can be

overcome and should flot prevent a Canadian printer from exporting.

1. Ove rcoming "Buy Amerîcan n

The "Buy American" bias is perhaps the most feared impediment. John Moriis of

McLaren, Morris and Todd (MM&T) approached a large food manufacturer in the United States

for its label business. His negotiations proceeded to the point where MM&T was invited to

give a presentation to the key decision makers and submit a bid. On the day of the presentation

lie went to the manufacture's office and was greeted by a secretary wearing a large "Buy

American" pin. Mr. Morris turned to his associate and said, "Were flot selling anything here. "

Mr. Morris was right. He went into the meeting and faced a group of executives, who were

almost visibly upset at his being there. Ultimately, MM&T did flot get the account. Stories like

this need flot scare Canadian printers from trying to expand to the United States, but should be

taken as forewarni2 of wbat could happen. Ail exporters may eventually run into the "Buy


