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Regan S Objectlve

~ More New Jobs Thr@u

The more Canadians can increase thelr
- sales abroad the more the economy will
grow at home. In this interview with Brian
Cabill, Hon. Gerald Regan, Minister for In-
- temnational Trade, updates the sectoral free

- trade_talks with the U.S.-and discusses
. other trade initiatives. _ 4

Q. To begin with a basic question: Why
does Canada need aMinister for lnter—
" national Trade?

‘A Because, to be just as basrc intema-
_ tional trade is of great and growing
importance to the general economic
well bemg of Canada.
Q. Could you be more specmc'? ‘
A. Yes. In the 1960’s exports of goods

and services ‘were generating about
20% of our gross national product. By

the mid-70’s the figure had risen to

. 25% anditis now about 30%. This kind

. of growth has a direct effect on the

"~ amount and kind of employment avail-

- _ . able to Canadians. Today about 2 mil-
Ixon Canadlan jobs derive directly from

Exports Double Over Seven Year Period -

things we grow and process and rnme
and make; and then sell overseas.

That's 20% of the labor force, one job

in five. And these are not just jobs for
“hewers of wood and drawers of wa-
ter.” Partially or fully manufactured
products — as distinct from food and
resource products — currently make
up about 71 per cent of our exports,
and their proportion is increasing.

None of this came about by acci-
dent. Hard work, initiative and compe-
tence on the part of Canadian
businessmen have had a lot to do with
it. So has the increasing ability of
Canadian industry to produce goods
and materials that can be sold on the
very competitive international mar-
kets. And so have government policies
and action designed to encourdge
growth, and guide the direction of
growth, in Canada’s international
trade. -

In other words, a working part-
nership between Canadian entre-

h Ex por&s

preneurs mdustnahsts and govemment
is producing-results beneficial to all
Canadians. This is a continuing and
- developing process. And as part of the
process it makes eminent sense to
have responsibility for the government
end of the partnership vested in a

--—-minister.-This reflects, at home and

abroad, the importance which govern-

. ment attaches to international trade. It
—Tepresents assurancé to Canadian
_-business and industry of high-level

yovemment support for their efforts to

-increase and diversify foreign trade. It
adds clout in dealings with foreign gov-
emments and business organizations.
Frankly; we'd be foolish not to have a
Minister for Intemational Trade at this
time. - . .

When the departments of Industry,
Trade and Commerce and Regional
Economic Development were merged
last year most of the external trade
function of ITC was moved to External

Tum to page 2

Total Sales Top
$90 Billion Mark

By John Meyer .

A rapidly growing number of businesses
are drawing on govemment export assist-
ance programs to break into foreign mar-
kets which were otherwise beyond their
reach. As they do, many are finding that
their production and sales are rising faster
than those businesses confining them-
selves to the domestic market. .

The latest quarterly survey by Statistics
Canada found that 48% of exporters expect
increases in production and sales this
spring. This compares with the 29% ex-
pecting increased production and 33% ex-
pecting increased sales among all domes-
tic manufacturers.

e T e
U.S. SALES PACE RISE
Pages 4, 5, 6

The increase in the number of
businesses entering the export market
helped push export sales to the record level
of $90.6 billion last year. All current indica-
tions are that export sales will top thatievel
this year.

Canadian producers are finding, often as
aresult of the recession shake-out, they are
now able to compete in foreign markets
with products as diverse as spices and food
seasonings in the Persian Gulf, systems
controls in the forest industry of Brazil, and
a broad range of industrial and consumer
products in the U.S. and Europe.

The importance of export sales to indi-
vidual Canadian businesses, and to the
economy as a whole, can't be overstated.
The Conference Board in Canada esti-
mates 20% of employment and 30% of the
national production of goods and services
are attributable to them.

Canada is usually thought of as an expor-
ter, primarily, of agricultural and other re-
sources products. Grains and field crops,
fish products, metals, coal, pulp, paper and
lumber stilt constitute the largest proportion
of foreign sales.

But exports of manufactured products,
paced by automobiles and parts, are

Tum to page 2
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_Contlnued from page 1

== 0f the total as Canadians find they cancom- :
*-—pete, not just in terms of price and quality,
= -.but also in those products wrth a hugh tech-
ey nologlcal content :

.7 Exports of aerospace technology for ex-
“m ample totalled- an-estimated $1.7 billion
- last year. Exports of communications and’
.- related technology reachéd an estimated -

- portable are Canadian experience and pro--
"“duction technology in resources develop-
ment - =l ) s E .

- federal Departrnent of Extemal Atl‘alrs

e
. -,a-.- -

- help_small and medium’ businesses, and -
- — * first-time exporters which have neither the -
R Hon. Gerald Regan o f“ - financial resources nor the working know- -

kets e i

‘domg the preliminary research necessary -~
' to establish whether a foreign market exists .

"does how that market can best be served

- Other programs help underwnte costs of
participation-in trade shows and other
media for contact with possible customers.

" program which offers expert help i in naifing -
" down complex contracts whlch may mvolve

' establlshment of the Aid-Trade Fund which -
. was-annotnced in the February budget. -
The fund is intended to support a larger role

tlonal development programs

é‘:,?;é?:ét:’::é;aéﬁiﬁ’dfxi‘;?@f‘ e ‘9 s Sons formy vt was {0 Newsletter
" ' P For. Exporters

Ietter to ‘play,” Gerald Regan, - ‘Minister for
International Trade, -told newsmen: while -
launching the new pubhcahori last fall. “it's .-
needed to bridge the information gap that -
so often prevents Canadian manufacturers- -
from taking advantage of world markets.”.

'ahonally ftis all part of
ourdriveto gain greater understandmg
of the needs ofthe business oommun-

/ that i i

- tributed free to producers of goods-and
services, is designed to keep exporters — -
. and would-be exporters— up todate witha
-growing range of government programs o
and services aimed at helpmg them sell
their products abroad ’

been described by trade officials as “one of -

tion vehicles to hit the export commumty in -
‘along timeS.: . i

other elements of the informatics s e o v ng ¢ 101wl % viod The newsletter can be obtalriéd_bj;writ- :
tor — by May and some sectoral free b : ; Sdvinl e e ' . ing to CanadExport, SCS, Dept. of Exter-
trade agreements could possibly bein : el il o ] A 2 nal Affairs, Lester B. Pearson Building, 125 .
effect before the end of the year. Ot : i vt v Sussex Dr., Ottawa, Ont. - K1A: 0G2,0rby

ourse we will ieed to cansuilt first wi : ha.ar 12 ! . : 5 phoning the External Affairs Trade Informa- - -~ ..
vrndustry %nd the provmces No prom- ol . : ] , TNELY p TELCSES . tion Centre hotline — 1.300 267-8376_- i T

(Ottawa area: 593-6435)

~ accounting fora progresswely largu.share

o Actrvely enoouraglng thei increase in the - :
~ number of exporters are the export assist- -~
ance programs now administered by the

Thesehavebeenstructured pnmanly to R '

'MmlsteTr International Trade 7 ledge they need to break into lorelgn mar- .-

Exlemal Atl‘axrs for example, wrllassrstln ‘-: E

~for ‘specific Canadian products and, if it -~ B

At the other extreme is the “third country”,,‘ ,‘ Lo

Roundmg out these efforts was‘ the =

for private producers in Canadas mtema- L

“There s a tremendous role for the news- L

CanadExport, abl-weeklynewsletterdls- S

This umque new “eye” on’ the world has L

- the most practical and useful new informa- - °

_ "The newsletter is avallable in Engllsh or il
French et e L

“several fbreign producers.” 7 ¥ "“f‘-_"“*_““ .

$1.3 billion. Also proving to be_highly ex-’ ; celat




- Want' to export but don't know' where to

e ,start? Do as so many othersare dorng Go

the trade fair route. It can take you into just *

“ about any market wrth just “about any pro- L.
- duct."

f‘"‘Trade “fairs’ have been bnngrng buyers*
co andseIIerstogethersmcethedawnofcom-
merce. They. continue to.do so, in ever

greater numbers, because no better way of

making direct contact between the two has
: yet been devrsed ; .

) “The requrrements fora successful partn- -
~ cipation.in a. trade fair are, however ex-
: ,actrng ones: T

Exhrbrtors must have the nght product at

the right price. Their production facilities

must be geared to meet delivery terms.
They must know about custom, freight and

~ - insurance charges. Dependtngon theirpro- -
_ - ducts,: they. must. make provrsron for
'-hnancmg L

" Exhibitors must alsobe careful to choose B

the trade Tair which is most appropriate to
their products. The number of trade fairs -

" being held each year is growing rapidly. -~
" .. can apply for direct support for your com-

_ pany's exhibit under PEMD. You'li still have
" expenses — personal travel and accom- -

Inevitably, some are better than others in

EE -their choice of site, quality of exhibits, and -
'the customers they draw. . -

" Trade tarrs arealso becomrng highly spe— o
cialized. Selecting the trade fair whose ex- -
hibits’ will complement your product line, to -~

your best advantage can be drttrcult

. 7 Through the Promotional Projects Prog- .
.- ram {for national exhibits) and the Program * -
~ for Export Market Development (for indi-
. vidual company exhibits) the Department of---

Extemal Affairs can help youin this asinall

other aspects of your participation. If you: - -

decide to go the trade fair route, the Depart- -

" ment will provide knowledgeable and ex-
* perienced gurdes

"~ First, though you have some homeworkj.. :
- todo. You may want to export but have you ..
an exportable product? Is it superior or at -

- least competitive in price, design or utility? -

attractrve to foreign customers’? -

Extemal's trade oﬁroers can otten help

Trade tarrs put Canada on drsplay to the world

Meet Your Customers

Go Trade FarrRoutea:;

‘ (PEMD)

It

. planmng by organizers as wellas exhibitors

you with the answers to such quéstions. If
additional market research is required, you .
“~might also apply for assistance through the

" The Department of External Affairs,

' which assumed responsibility for trade poli-

cy and promotionin 1982, has trade officers
“in the regional offices of the Department of
_Regional industrial Expansion whichit uses

-1 as the domestic delivery system for its ex-
e port assistance programs. -

it.is by contactlng trade ottrcers in the
DRIE offices that a growing number of small
and medium size businesses take their first
step towards entenng the export market.

The trade ottrcers advise businesses of

:the requirements they must meet to qualify

as exporters, the markets towards which

- they should’ direct their sales efforts, and

. ‘types of tederal assrstance for which they

.. can apply

The latter rnclude the Program for Export

“ Market Devejopment (PEMD) and the

Promotional Projects Program (PPP).

Additionally, trade officers can draw in rep-
resentatives of other govemment agencies
such as Export Development Corp. (EDC),

- -the' Canadian Commercial Corp. (CCC)

and the Canadian Intemational Develop-
. ment Agency (CIDA), each with specralrzed

: export assrstance functrons

" Program’ for Export Market Development ”

You must also estabhsh in’ advance -
whether you have.the plant capacity. to
satisfy export customers. If you make an
export sale andthen can't meetthe delivery
date, you'll be in trouble. And what of oper-
ating margins? Will they be adequate to
cover future costs of servicing those new
and distant customers” ) : .

‘Once’ you are cont” dent you have a pro-

* duct which you can export profitably, where
. should you exhibit it, how and when? The
Fairs and Missions Division can provide -

you with a select list of upcoming fairs and’
shows in the markets of interest to you. If a
national exhibit is planned, the Department
will book exhibition space, design‘and in-
stall the “Canada” booth, and look after the

for your product. -

Ifa natronal exhibit is not planned you

modation expenses, for example, and
some or all (depending where the fair is
held,) of 'your shipping- expenses. You' 1l
have advertising and hospitality expenses,

_ some of which you might share with other

exhibitors, some of which you- might
assume on your own. External’s trade de-
velopment officers can give you an adv-
ance reading on what to budget and how
much ST S
The dates for trade fairs are announced
well in advance because of the detailed

which is necessary to their success: A -

“would-be exporter, ‘conceivably, might
. make a strong last-minute entry into a show
- but most would be better advrsed to wart—
- until the next one. ’
= Isitunique in other ways that would make it

- If you are gorng the trade farr route you

’ have to betully preparedif you are to have a
protrtabte 1oumey

~numerous details of creatrng a showcase

At the other end of the information pipe-
line are the regional desk officers in Ottawa
.and the ‘500 trade commissioners and
officers in"90 posts in 65 countries. The
latter maintain- a continual flow-back of
commercial. inteligence directed towards

.- keeping Canadian exporters fully mtormed; -

of developments and opportunities in their
respective markets. . .

~ Potential exporters can also test the wa-

" ters by contacting trade officers in the mar-
~ kets in which they think their products will

: By Ken Mark '

sell. In doing so, they-should provrde full
details about their businesses as well as
their products which can thenbe passed on

to appropriate drstnbutors and potential -

customers.

The Canadian exporter may find that the
next step should be a personalvisitto follow

_up his initial contacts. If qualified, he could

apply for a PEMD contribution to help
finance his sales trip. In its first 12 years,
76.5% of PEMD applications were made by
companies with less than $5 million in
sales. In fiscal 1982-83, $20.9 million was
paid out to 3,900 applicants compared to
$9.9 million to 1,726 applicants in 1978-79.

- The program pays up to 50% of the cost
of penetrating new foreign markets. If the

- sales effort results in a contract, the amount

is repayable. Otherwise, itis written off after
three years.

To complement PEMD, Extemat Affairs
offers the Promotional Projects Program
through which it invites selected Canadian
companies to participate in govemment in-
itiated trade promotion activities such as
outgoing missions, seminars, trade exhibits
and foreign visits to Canada. Since Exter-
nal initiates these activities, the procedure
for participation reverses the one used to
award PEMD contributions. .

On visits to foreign countries, Canadian
industry participants benefit from being part

-of an official Canadian delegation with their

‘travel e expenses totally paid by the program.

*_Potential exporters can tap into this net-

~ work of programs and services by keeping

their local DRIE office informed of their
needs and capabilities. .

‘Other Aids To Exporters

Among the meatier portions of the feder-
al government's alphabet soup of agencies
for helping small and medium-size expor-
ters are: -

Government?to-Govemment Sourcing

The Canadian Commercial Corp (CCC)
was established in 1946 to serve as a gov-
ernment-to-government contractor for
sourcing the needs of torergn govemments
and intemational agencies from Canadian

. supphers

Quahfred businesses mterested in ex-
porting need only indicate this when reg-

-z istering with Supply & Service Canada

.(SSC) forinclusion in its sourcing list. When
foreign governments and agencies submit

tenders_for. goods and services which-

* Canadian companies can supply, the CCC
invites qualified businesses to submit bids.

The prospect of selling to such high-
powered customers might frighten some

potential bidders. But in fiscal 1982-83,

~ '46% of CCC's suppliers were small

businesses with less than $5 million in
“annual sales and fewer than 100 em-
ployees. At the same time, 83% of con-
tracts awarded.were for less than
$100,000.- = v .

Trade-Aid '

The Canadran Intematronal Develop-
ment Agency (CIDA) provides, through its
Industnal Co-operatlon Program, grants

ranging from $15,000 to $250,000 for star-
ter and viability studies,- for its Canadian
Project Preparation Facrlrty (CPPF) and
other programs.

CIDA’'s major concern is transferring
technology to third-world countries. Since
foreign aid is part of its mandate, Canadian
firms must specify in their grant applica-
tions how their products and services will
boost the economy of the receiving nation.

Export Financing.

Unlike other government agencies and
departments which help Canadian: firms
find overseas markets, the Export Develop-
ment Corp. (EDC) is in business to ensure
that these companies get paid.

EDC will insure any product or service as
long asits four major criteria are met: (1) the
buyer is creditworthy; (2) the country is
acceptable; (3) the supplier is both tech-
nically and financially viable; and (4) the

- product or services has at Ieast 60% Cana-

dian content.

EDC also offers frnancrng packages. For
exports of capital goods such as equipment
and machinery sold on terms exceeding
two years, funds are loaned drrectly to the
buyer.

. Under lines of credit, EDC makes funds
available to a foreign bank to facilitate that
country’s purchase of Canadian goods and
services.




Trade Relatlons
Seldom Warmer

By William Lowther

WASHINGTON — One cold and gray
February momning this year, a small troop of
Canadian boy scouts carrying a Canadian

flag filed through the doors of the United-

States Senate building on a guided tour.

Immediately on seeing the flag, one of
theguards jumped to attention and saluted.

“That's the only flag aside from the stars

and stripesthat Il honor,” he said with a big
friendly grin.

The incident — trivial, charming, even
touching — is a pointer to the underlying
depth of goodwill in Washington towards
Canada. Nor does it stop at Capitol Hill
guards. It goes right to the top.

Andit's reflected in the current warm and
receptive attitude towards Canadian trade.

~ There are some possible storm cloudson
the horizon and special interests such as
the border broadcasters and Maine pota-
to farmers quite often cause an anti-
Canadian furor.

But when the overall trading relationship
is brought into perspective from the Amer-
ican side the atmosphere and the tone is
seen to be very positive.

~—v~-A---—8n‘Febru*'“a-,-‘7 William Brock, the Un-

ited States Trade Representative, met in
Washington with Gerald Regan, Canada’s
Minister for Intemational Trade, to open
talks aimed at eliminating trade barriers in
certain sectors of the economy.

Initially the ongoing talks are focusing on
steel, agricultural equipment, government
procurement of urban mass transit equip-
ment, and trade in computer services.

Canada requested the talks and the Un-
ited States readily agreed. Working groups
from both sides are now investigating the
implications in depth and will report back by
early May on the practicality of this kind of
trade liberalization.

Says Brock: “With all the negative news
on trade, both domestic and international,
and the pressure on the world trading sys-
tem, it is a matter of real consequence that
the two largest trading partners in the world
are holding conversations about liberaliz-
ing trade, about expanding trade, jobs and
growth.”

His words are echoed by economist Dr.
Peter Morici of the privately funded Nation-
al Planning Association which makes a
special study of U.S.-Canadian relations.

1977 1978 1979 1980 1981

1982
R

Sales to U.S. pace export rise

Dr Morici stresses that not everything is
rosy —thereisconcerninthe United State$ -

about the procurement provisions of-the -

National Energy Programme which effects

U.S. exports to Canada for example— but -

in general he insists “the atmosphere is
very favourable.” N

He adds: “Things are pretty good. There

are irritants but no major problems."Amer-

icans have big trade problems with the
European and the Japanese and certain’
-Third World countries. Thats where the
attention is.”

A number of American industries, includ- :

ing copper and steel, have asked forimport
relief in the form of quotas or higher tariffs
to protect them during this difficult econo-

mic time and as a result of the complex _
legal system involved President Ronald -

Reagan will be called upon to make a deci-

~sion in these cases this autumn, just a

month before the presidential election.

1t has been suggested that he might be

1983

scrambimg for votes in |ndustnal states at
thattime and will be under enormous press-
ure to bow to protectionist interests. .~ -

Strong Support

.-On Free fTra_gl_e_ B

That view, oommg from the administra-
tion side, is backed upon Capitol Hillwhere -

“Canada has so often been threatened in .
- the past by proposed protectionist Iegisla-

tlon

A House of Ftepresentatives staff mem-
ber who deals directly with Canadian trade
issues is now adamant: “There is no nega- -
tive sentiment regardmg imports from -
Canada. .

“There is a lot of negative sentlment re- -
garding imports from Japan and to some "
extent from Western Europe but that does_ -
not have a spill-over effect on Canada.”

On the question of free trade between
Canada and the United States, the Con-
gressional official said: “l think that's up to

" you guys. All we can do is sit on the side- -

lines and see how the polmcal climate de-
velops in Ottawa T PR

“There is greater support for free trade in

. the U.S. than there is in Canada. Obviously .

DrMoriciis fairly confidentthis won’thap- ~

pen but he points out: “This is an election

year. Things are bound to be a little more

active but | think that ultimately we will find
that rhetoric will exceed the bite.” .

William Merkin,-a U S. Govemment of—

ficial who works on Canadian trade affairs,
agrees. “We are very interested in freeing~

because the Canadian economy is more
vulnerable than the American economy -
Canada has more to gain but also more to
lose if things don't go right.” - ‘

Looking to the future, the official feltit was

. possible if President Reagan is re-elected

" up trade bilaterally” he says. And he adds::

“Generally there is a very positive atmos- - 1

phere conceming trade with Canada right - -
now. That's not to say there aren’t rsolated

- disputes but the tone lS right™> .

“Even where we do have disputes we are
talking and trying to find solutions as
opposed to the confrontation that characte-
rized the relationship a couple of years ago.
U.S.-Canadian -trade relations are much
better than U.S. trade relations with any
other ma;or country

Canada and U.S. Slgn
Bllateral Trade Understandmg

Canada and the U.S. have signed a bl-'

lateral “Understanding” which provides for ~

consultations before either country im- .

poses protective import restrictions that .

could affect the other.

Gerald Regan, Minister for Intemationalr
Trade, who signed for Canada, described

~the Understanding as a “constructive and

positive step, and further evidence that bi-
lateral trade relations are general!y ingood -
shape.” .

He added that the understandmg re-

that legislation backing free trade with.--
Canada in at least some sections of indus- =

i try will- be introduced about.this: time, next«....
year and that it could become law in 1986. .-

He felt however that a Democratic presi--
dent will be less likely to push the free trade. -

“idea and that under a leader such as one

present Democratic Party contender, for-
mer vice president Walter Mondale, there
might be a gradual increase in some forms
of protectionism that could eventually im-
pact Canadian goods.

Interestingly however, Senator Gary Hart -
of Colorado, the candidate now running .

' ahead of Mondale, favours free trade with

solves some long-standing differences be-

tween Canada and the U.S. on the inter-
pretation of safeguard provisions under

. GATT.

Canada and is committed to actively push
for it if elected. - P SN

Allin all, the long term view sees Cana»
dian-U.S.trade relations contmumg alonga :
steady if not exactly smooth path. There
will, of course, be occasional potholes,

.

. muddy patches and puddles.

But seen in the context of the complete ’
trade picture they are expected to remain |

~ minor.

“There is a definite sense that both sides -

are working for improvement and that's got
to benefit everyone, saidthe Congression-
al official. .

CANADA
EXPORT
TRADE
MONTH

“Exports build Canada."‘
That is the theme of Canada

Export Trade Month which will .
" be observed nationally dunng

October.

The co-operative undertaking
of federal and provincial govern-
ments, business and labor,

Canada Export Trade Month is

directed towards making all
Canadians more aware of the

~importance of exports as-a

source of employment, invest-
ment and economic expansion.

Awards will be made to
businesses and individuals for
superior export performance.

Trade exhibits will be presented -

and export seminars will be held.
Special efforts will be made to

attract more businesses,- parti-.

cularly small and medium ones,
into the export trade.

Canada’s exports have been
growing vigorously in recent

- years as producers have be-

come more competitive in the
pricing and quality of their pro-

ducts and more experienced in

marketing abroad.

Canada Export Trade Month

is directed towards helping to
maintain that growth.




ttention has been

paxd to the impact these changes have had-

n the management of bilateral relations

ith the U.S. Stated simply, the political sys-,

em appears fragmented or “atomized” to

leasures. for narrow

ments. Dependmg on the
entify potential aliies with-
nthe Admrmstranon the Congress the pn-,j

as the issues change A

PO_ ter On one |S$Ue will be an
- were harmed by Congressnonal action. ltis

nterests’ requIre a whole new level: of‘.f:."ja process which is becoming mcreasmgiyv.

sophrshcatlon to successfuny defend their. Az,unmanageable and which carries grave

: nsks for.

- concemed with the economic future of this .
~ country, it is imperative that you recognize :

Congressmen, 'S0 often:
,tuency pressures will -

".natronat issues. If we are to maintain and
_enhance our posmon ‘within the world trad-

JrrentAmencandebate
*t:omsm The move t

~more active participants in the formulation
of international economic policy. Cana-
_ dians should also be concerned about our

etition s primarily aCon- = - (U5 o policies as well as foreign ones.

Presrdent Reagan his -
( ‘othe

tion from other countries cannot be dis-
: coumed ifwe pursue potncues whi

_not do. In the U.S., many of the initiatives

 councils of the U.S. private sector. Use
‘them to amculate business’ own views, 0.
- heighten U.S. appreciation of Canadian.

_provide: ready-made forums. for~ the ex-

Canada’s. eoonomrc future

‘Let me su gest a 1ew gmdelrnes for::
anadian busmess-v Bl e
i Recogmze your mlerests are engaged

Whether you are’a Canadian directly inx>
volved in trade with the U.S. or are simply

he. |mportance ‘of the United States to
Canada. U.S. trade and other policies have |
adirectimpact on us. Current U.S. debates
on protectionism, on trade recrprocrty on
the multilateral. tradmg 'system all engage
Canadianinterests. Canadian business

wes it to itselt to foliow what'is happemng

o, ) Ca adxan posmo s‘on m:er-"\

ng system it is xmportant that the private
ector devote energies to articulating. a’)
Canadian position on the critical issues 0
he day. Either individually or as members
f larger groups such as trade associations
r professional organizations, Canadians
n both business and fabour must become

Canadian calls for protection from foreign -
competition will be heard abroad. Retalia-

Recogmze there
ment can do and things’ Government can,‘,

whrch become identified with pamcu!ar

Canadian Govemment does approach the
us. pnvate sector in an effort to umpress
pon them our national concems, but in
many instances Canadian’ businessmen
ave much better access to the deliberative

concems,._‘rhe .Chambers of ‘Commerce
nd other, more specialized, associations

'kae itor not Canadlan businessmen :
re often regarded as unofficial Canadian
ambassadors. Seek out opportunities to
ngage Americans in:constructive dra-;ﬁ
ogue. Some of the finest explanations in -
e U.S. of Canadian policies have been:
' de by Canadlan busmessmen Equally”-

Pleas‘ \Tum to pag 7 8




™ Canadian exporters, actual and poten-
tral know the U.S. market is large. They
know it is generally affluent. They do not
always recognize, however, just how dxver-

sified it can be.

Consumer preferences vary widely from
one region to-another. What sells out in
New York can die on the shelf in Los -
Angeles. .It's not just that life-styles are
different. Each region also hasits own char-
acter, shaped and refrnedbyenvrronmental ;

~-and demographic influences.

The type of major industries in each re- -
gion can also vary widely. New England,’
having lost much of its traditional industries,
is now more a region of high-tech produc-
ers. Ohio and adjacent states remain an
unique industrial heartland while much of
the aerospace rndustry is based in the

northeast.

Canadian businesses wanting to break
into the U.S. market or to extend their pre-
sent position in it must recognize these re-
gional differences and target products and
marketing strategy accordingly.

* The Department of Extemal Affairs, in
connection with its U.S. Trade Develop-
ment Bureau, has permanent trade offices
in each of the clearly identifiable regions in

the U.S. (see below).

The Department of Ex-
temal Affairs has-trade
offices in each of the
11 market regions in
the U.S. Guides to each
region are available to
.exporters. They can be
obtained from the trade
offices (see below) or
from the U.S. Trade and
Investment Develop-
ment Bureau, Depart-
ment of Extemal Affairs,

Ottawa, Ont., KTA OHS."

Tel.: (613) 593-5725.
Telex: 053-3745.

A quick description of
each of the regions fol-
lows, starting with New
York and moving north
and west: —

New York — Includes
“State of Connecticut,
northern New Jersey,
southern New York as
well as New York City.
Total population 17.5
million. This densely
populated market is
open to just about any
product which is com-
petitively marketed and
priced.

For further informa-
tion: Commercial Divi-
sion, Canadian Consu-
late General, 1251 Ave-
nue of the Americas,
New York City, NY,
10020. Tel.: (212) 586-
2400. Telex: 00126242
(DOMCAN NYK).

A major function of the trade offrces is F B
on-site market research. Regional market. -
studies have been prepared, and are con-

- tinuously revised, which identify and de-
scribe export opportunities for Canadran"
producers, particularly those of small and '
medium size.. - . .

. The studies cover market op'portunrties ’
as broadly varied as those for livestock,

* -medical supplies, packaging equipment -
and residential fumiture. They are freeon

request. , R

Export sales are also actrvely promoted
through trade fairs and -selling: mrssrons".
More than 45 of them are scheduled thrs
year alone in various parts of the U.S. .

TheU.S.isanatural market for Canadran ’
producers but it can't be taken for granted..
Canada’s trade offices can help prepare- -
the way for Canadian exporters through
market studies, trade fairs and continuous
contact with potentral customers in.each:
region. They serve, in this respect, asthe
representatives for all exporters.-.

But, however cordially Canadians are -
greeted as good neighbors, the successful
exporter is the one with oompetrtrve pnces
and servicing, products whichare uniquein ",
design and quality, and who_ has carefully S et

targeted his markets.

land and Vermont as
well as defence and
high-tech industries in
Connecticut. Total

- population 10.2 million!

Economy has shifted out
of consumer goods into
durables and particularly
into high-tech products.

For further informa-
tion: Commercial Divi-
sion, Canadian Consu-
late General, 500 Boy!-
ston St., Boston, MA
02116-3775. Tel.: (617)
262-3760. Telex:
00940625 (DOMCAN
BSN).

Upstate New York —
Includes the 39 coun-
ties in the northern part
of the State of New York.
Total population 5 mil-

lion. The Buffalo--

Rochester-Syracuse
economic belt is similar
to Toronto-Hamilton or
Belleville-Montreal-
Eastem Townships cor-
ridors.

For further informa-
tion: Commercial Divi-
sion, Canadian Consu-
late General, One
Marine Midland Center,
Suite 3550, Buffalo, NY,
14203. Tel.: (716) 852-
1247. Telex: 009-1329
(DOMCAN BUF).

Eastern Midwest —
Includes the State of

Ohio except for Toledo,,
western Pennsylvania,
and the States of Ken-
tucky, and West Virginia.
Total population 19.8

New England — In-
_cludes States of Maine,
‘Massachusetts, New
Hampshire, Rhode Is-

million. Unified rndustnal

-and marketing base for-.
‘steel, automotive, tire,

coal, machine tool, paint
and pigment industries. -

For further informa-
tion: Commercial Divi-

sion, Canadian Consu-' .
late General, Iluminat-

ing Building, 55 Public

OH44113. Tel.: (216)
771-0151. Telex:.009-

Michigan and Indi-
ana— Includes the met-

ropolitan area of Toledo, :

Ohio, together with the
two States of Michigan:
and Indiana except for
the five northwest Indi-
ana counties. Total.
population 15.4 million.
Area imports raw mate--..

rials and components
. and ships finished pro-

ducts with heavy emph-:
asis on transportatron
equipment. -

For further informa-
tion: Commercial Divi-
sion, Canadian Consu-
late General, 1920 First
Federal Building, 1001
Woodward Ave., Detroit,
Ml 48226. Tel.: (313)
965-2811. - Telex:

00230715 (DOMCAN

DET).

Chicago and Mid-
west — Includes the
States of lllinois, Mis--
souri and Wisconsin.
Total populatron 20.2
million. The region pro-
duces about 25% of total

Canada’s T rade Offrces in US Market

agrrcultural productron southwest comer of the) and agrrculture wrth
-and has-13% of the' Sunbelt. Total- popula—. ‘electronics, road and rait -

country s manufac—
turers.

’ For turther rnforma
tion: Commercial Divi-

.sion, Canadian Consu-

late General 310 South.
Michigan Ave., Suite _

1200, Chrcago s
Squarey Cleveland -

60604. Tel.: (312) 427--

11031. Telex: 002541 1"
1 - (DOMCAN CGO).
85364.(DOMCAN CLV).

Upper Midwest — tn-
cludes the States of Min-
“nesota, North and South
‘Dakota, lowa, Nebraska
and-Montana. Total -
population 10.7 million.

~Practrcally any product
-will sell in this market if .

-priced right and:intel-.

_ligently and aggressrvely

-marketed.-
“For further informa-
_tion: Commercial Divi—

-sion, Canadian Consu-
. late. General, 15 South
“ Fifth Street, Mrnneapo-’

lis, MN.55402. Tel.:
(612) 333-4641. Telex:
00290229 (DOMCAN
MPS).

" Western States —
These are divided into
three subdivisions each
with lts own trade office.”

The trade office re-
sponsible for the State of
Arizona, the 10 southern -

tion-26 mrllron Ex-"

" periencing @ strong;,

inflow of new-manufac-
turing to supplement
base in aerospace and
electromcs

 For. further informa-
~tion: “Commercial Divi-
“sion, Canadian' Consu-
late General, 510 West
-Sixth Street, Los
Angeles CA 90014.
Tel.: (213) 627-9511.
* Telex: 00674119(DOM-
. CAN LSA) ‘ -

- The trade office re-

~ sponsible for the States
of California (except

the 10 southem coun-'

-ties), Colorado, Hawaii,
Nevada (except Clark
~County), Utah and

-Wyoming is located in

San Francisco. Energy

.exploration and de-

velopment -and agricul-
ture predominate. .

- For further informa-
tion: Commercial Divi-

‘sion, Canadian Consu- -

" late General, One Mari-

‘time Plaza, Alcoa Build-'
ing, Suite 1100, Golden
Gateway Center; San:
Francisco, CA-94111.

‘Tel.: (415) 981-2670.

Telex: 0034321 (DOM-—

‘CAN SFO). .
The trade office. re-

‘counties of California sponsible for the States

and Clark County in- of. Alaska, ldaho,

‘Nevada s located in Los Washmgton and Oregon
_Angeles. The area can .
be des_cribed as the- area is strong in forest .

.islocated in Seattle. The’

transportation” equip-
ment, construction.
equipment and marine

—rndustnes supplement-

ing aerospace activity.

_For further-informa-

‘tion: Commercial Divi-’
sion; Canadian Consu-

late General, 412 Plaza
600, Sixth and Stewant,
Seattle, WA98101. Tel.:

(206) 233-1777. Telex:

032:8762 (DOMCAN" =

SEA). -

Southwestern
States — Includes the -
States of Texas, Arkan-_
sas, Oklahoma, Kansas,
Louisiana, New Mexico. ..
Total population 27.7
million. The general area

is developing fasterthan
most others in the U.S.,
offering a strengthenmg

~market for quality con-
‘sumer goods :

. For further informa-

sion, Canadian Consu-
late General, 2001
Bryan Tower, Suite
1600, Dallas, Texas-
-75201. Tel.:"(214) 742-
8031. Telex: 00732637
(DOMCAN DAL).

Southeastern
-States ™— Includes the
- States of Alabama, Flor-
ida, Georgia, Mississip-
pi, North and South
i Carolina and Tennes-
see, and Puerto_Rico. .
Total population 38.4
million. The area has ex-

perrenced a strong o

‘population'growth and-a~* -

continuing shift away_
from_agriculture . rnto
modem 1ndustry

. For further rm‘orma-gj

“ tion: Commercial Divi- --
" ’sion, Canadian Consu-

late General, 4th Floor, - -
400 Omni Intemational,

Atlanta, Ga 30303. Tel.: -
(404) 577-6810._Telex:

005—42676 (DOMCAN;-
"ATL). =
Mid-Atlantrc Area —
Includes States of Dela-:

>"_ ware, Maryland and Vir-- -

ginia, District of Col--
umbra. eastem Pennsyl- - -
_vania-and.southern:’
New Jersey. Total
population 21.8 million.
Heartof North America’s
largest” urban mdustnals
" complex. .. '

For- further rnforma— -
tron ‘Commercial Divi-
sion,. Canadian-Consu-- -

-"late General, 3 Parkway - - :
- Building, Suite 1310, Phi- - -
tion: Commercial Divi- -

ladelphia,-Pa: 19102...

Tel.: (215) 561-1750.::

Telex: 00845266 (DOM- T

CAN PHA) :

NOTE- S

Boston trade ott” ice is re—

sponsible for. .~ ._ . -
St.- Plerre et-~

quuelon T

New York trade ofhce rs
responsible.for - . .
Bermuda. -

Atlanta trade’ offrce isre-

-sponsible for - ”
British and U.S.” -

" Virgin.Islands.. -7
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. partner, dominates exports to Pacific coun-.

- compete anywhere,” says Mrs. Jean

- Bureau Department of Extemal Affalrs

Japanese

~ Sales Strong

Japan Canadas second largest trading

- tries to the point that other export markets
" are sometimes overlooked. Australia_and- -
- New Zealand, for example, are growing

- markets for. consumer goods and capital _

equrpment. _Other Asian countries offer.

possrbrlrtles for- partrc:patron in deveIOp- B

ment pro;ects g

Japan however is the largest market “lf'» f‘"»:

*Ganadians can: compete there, they can

‘McCloskey, director general, Pacific

Most exports to Japan are resource“,
based or energy related — metals, miner-

als,  forest- and agricuttural-products, and -
petrochemrcals But upwards 5% are.
manufactured products and the prospects .
“forincreasing their sales, at least in certaln
sectors, are enoouragrng

Canadlans have found markets in Japan '

? for such consumer products as furs, sport-
" ing equipment ‘and .sporiswear, jewellery -
" and floor coverings. They have also found

markets in such specialized sectors as.
“héalth care, lnstrumentatlon and aeros

- -pace.. P

.. The Japanese market is a demandmg
. one in terms of price; quality and teehnolo—_ ,
~ ‘gical content. But the potential for market
growth is also large. The Japanese-eco- '
_nomy is expected to expand at an annual
‘rate of an averdge 3% through the 1980s,
paced by a continuing heavy investmentin -
research and,development\ e e i

At the sametlme theJapanese industrial
base is being restructured and rationalized
"~ toreduce dependence upon foreign oil. The -
character of the Japanese socrety rsalso :
changlng : :

Both devel0pments offer possrbmtles for
. “broadening and drversrfyrng Canadas ex-
ports there. .. -

. Central to- expandmg trade is estab-
Ilshrng and maintaining close working rela- -
t:onshrps between Canadian exporters and -

" their Japanese customers. This is often .

done ‘through bilateral committees, both
_private and government. Industrial co-
- -operation is the evolving common theme in

these' relationships. with improvements in -
the quality of the product and ease of delrv- -

ery their common objectrves R

The malntenance of sales and sennce

. offices in Japan and_intercorporate parti-..

cipation are other routes towards lndustnal

_co-operation. . . -

Canadas export development strategy
also places strong emphasis on keeping -

-~ Canadian products and services ondisplay -

in Japan. More than 50 trade promotion .

*'In addition to reducrng rts dependenoe
uponimported energy, Japanis also direct-
ing research and development spending
towards the improvement of the qualrty of
lite, towards ‘further advances in-the in-.
-formation mdustry and towards new mate-

ot nals technology

One example of the potentlal for Cana

- dian contributions-towards reachrng these

objectives is found‘in provision of better -
“housing. The broadenxng application of the
- Canadian platform_frame system to re-

- sidential construction is opening. new -
opportunmes for lumber and plywood ex- .-

,“.-’Ae
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Canadran—bmlt subsea oil well installation

-

European Market PrOSpects Brlghtenmg

-The prospects for an |ncrease in exports .

" to Westemn Europe are brightening as the
pace of economic recovery plcks up there.
_-Exports had been declining since 1980 asa
result of the recession” and a stronger
Canadian dollar. relatrve to key European
currenc:es . ]

total population of 350 million. Together

of the U. S.A. -

: _ports, they represent a share of market of

Ftussra May

" The prospects for rncreased Western'-v‘~

: sales to the Soviet Union look very promis-: -
_ing for 1984.-Figures released by Soviet::
authorities mdrcate that investment alloca- .
- tions will be up by 5. 2% over 1 983

less than 1%.

Europe, is onlv now. startmg to'take off. .

Cable televrsron has 30 to’ 40% of the
market in Swrtzerland and Austna but only

Over 40% of investment funds wrll be’

spent on machinery and equipment.. West- - o
- ern sales of such goods to the USSR could " -
*‘amount to an estimated $6.2 billion, or a-

uarter of fotal Sovret urchases i the o
- projects, mainly participation in trade fairs, . - ellest . P n ]

have been scheduled for thls year alone. -

Aocordrng to the plan for 1 984 $363
brllron has been set aside for the mod-

_ernization of existing industrial facilities and

for the completion of existing projects and '~
production capacities. Heavy investmentis- - =
.budgeted for the energy sector, where ma--
lor pro;ects are scheduled for completron T

A series of large plpellnes is planned in=
cludrng a line parallel to the Siberian-West _ :

_European gas transmission line. Resource

- .development is pushing towards the Arctic
_ circle, initially with the building of an entire

socral lnfrastructure in West Siberia.

~0il output is belng increased in the Komi _

Republ:c (rn the north European USSR)be—

The 19 countnes in the reglon arcing’
“from Norway and Sweden in the north to . -
- Greece and Turkey inthe southeast, have a:

“But while' exports there now. account tor:‘,f.; .
. approxrmately 10% of total Canadian. ex- .

about 3% in the rest of Westem Europe.
- Now a market is' developing for Canadian

.+ management expertise and software asthe

lndustry expands

The Westem Eu r0pean market isa wrde—
ly diversified one. The countries in the north

- and’ central areas are relatively affluent,
' their economies- mature. They present
- opportunities for the'export of consumer

goods which are unique in quality or design

vor lik d -
they ‘constitute a market of exceptional -~ - are, like hockey and other sports equip

__breadth and potentxal exceedmg even that ~

ment rdentmably Canadran .

They also have a contrnumg requirement
for:resources. products, at one extreme,
and competitive technological advances at -
the-other. They are, in this respect, similar
to U.S..markets after allowing for national

e -~ differences in, for example consumer pre-
- The. opportunmes are there, offi cuals;"]',ferences : S

' porntout but they must first be recognized,
__defined and carefully developed to sustain *
" profitable trade. One example of such..
opportunities was found in the cable televi-

- sion industry which, for most of Westem

With the exceptlon of Italy, the countries

~to the south and east are considerably less

- affiuent, their economies in various stages

- of development. They are less markets for -
- .consumer goods than they are markets for

capltal goods and development projects,
many of which are eligible for_ multllateral

. aid tlnancsng

- cause of rts relatlve closeness to the indust-
“rial and’ population centres of the Soviet

::Union. A significant boost to production is
-also expected from Kazakhstan which- -
stretches east from the Caspian Seatothe *

. Soviet frontrer wrth Chlna
"Offshore the S‘oerets are explonng poten-
tial oil and gas fields along the north coast in

the Baltic and Barents Sea, in the Black .

Sea and in the Sea of Okhotsk off Sakhalin
Island. For Arctic offshiore work; the Soviets
must rely heavily ‘on Westem technology
and’ equrpment s

The mid-1980's wrll be apenod to assess -
. the hydrocarbon potential of the Barents
Sea and to thoroughly test the new tech- -
e nologles By the late 1980’s the Soviets will

hope to have the technical capability and

- expertise to move eastwards into the more

" hostile Kara Sea, an area thatmay have the

. highest hydrocarbon potentral ofany Sovret
otfshore area St .

ThlS year appears to bethe yearin whlch :
* the Soviets plan to launch a major initiative - -

to-solve the problems. of the agricuttural
sector The polrtrcal 1mpetus torthzscomes

A w,

+ ~which $1.6.billion.came from Canada. , : ’

Within these broad generalmes can be
found numerous exceptions. Norway’s
offshore oil development, for example, pre-
sents opportunities for Canadian sales of
production_equipment and such support ..
technology as communications and trans-
portation.

A key aspect of Canada’s export de-
velopment strategy has been the mainte-
nance.of a strong Canadian presence in
European markets by way of the trade
offices in embassies and consular posts,

“active participation in trade fairs, and sell-

ing missions. Trade fairs have proven parti-
cularly imporntant since they are-an institu-- ..
‘ tion in Europe, attracting visitors from

~around the world. Exhibits sponsored by

External Affairs at these events have fre-

‘quently led to sales in excess of $10 million

in Europe and further afield.
. . Ty

In addition to 22 trade officers in Europe,
Canada has representation at the ambas-
sadorial level o the General Agreement on
Tariffs and Trade at Geneva, to the
European Community at Brussels and to
the Organization for Economic Coopera-
tion and Development at Paris.

”Buy l\llore from the West

from the Food Program announced by
Brezhnev and subsequently reiterated by

" Andropov. The Party’s promise to improve

the diet of Soviet citizens has resulted in the>~
allocation of a major share (approximately .
30%) of capital investment to the agro-
industrial sector.

Involvement with Western firms has
already taken many and diverse forms.
West European firms have already signed
licensing agreements for the manufacture
of agricuitural machinery in the USSR; a
‘West German firm is jointly developing a
diesel engine with the USSR for tractors; a
U.K. chemical company has agreed to test

" agricultural chemicals in the USSR.-

Canadian firms have potential for the role
of genetic material for cattle breeding (se-
men, embryos, live animals); for the role of
agricultural machinery and equipment; and
for the licensing for manufactunng of equip-
ment.

In 1981, NATO countries exports to the
USSR totalled $13.1 billion dollars (U,S.) of =*
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Mld Eastern Potentlal
Can Be Rewardmg

Markets in the Mnddle Eastcan be difficult
to crack for firsttime exporters. They re--

-~ quire time, patience, up-front money and,
- most of all, an understanding of the cus- .

toms and practices of the Arab wortd

But once into those markets, as a grow-
ing number of Canadians are finding, they
can prove to be particularly»protitable.

* “There are some 200 million peoplein the _
18 countries in the region,” notes John Nel-

son, director, Middle East Trade Develop-
ment Division, Department ot Extemal

_ Affalrs

' "Just about anything we produce in

" Canada can find a market there — from -

pharmaceuticals to spices, iron and steel
products to grains.”

Last year “Canadians sold $t .5 billion
worth of goods and $750 million worth of
services in the region. The present indica-
tions are that these levels w;ll be surpassed
this year .

- "Its an mtensely oompetmve market "
Nelson wams. “But if you have the right

product at the right price, and you've done -
your homework, a carefully mounted sales
effort will usually pay oft.” :

The homework is absolutely essential.
Each of the 18 countries in the region.— -

Iraq, Iran and Syria to the north, Egyptand .~ .

" Sudan to the south, the Persian Gulf and .
‘ R dlans generate sales in the area. We start .

- by providing would-be exporters with a-

Mexmo s Market

Regaining Its Promise of Growth

fore they reach the desired Ievel of

Mexico is rapidly regaining its status of
one of Canada’s most promising export
markets asit works its way out of the foreign
exchange crisis of 1982. Key toits recovery
strategy is maintaining oil revenues while
increasing and diversifying other exports.

This translates into more foreign direct
investment and accompanying transfers of

technology in several areas, says R. J.

Brooks, Mexico Desk Officer, Central
America and Caribbean Trade Develop-
ment Division, Department of External
Affairs.

“Canadais particularly favored in this re-
Spect,” Brooks continues. “We're in a very
good position to meet many of Mexico's
requirements for improving its economy.
Moreover, Canada is one of five countries
with which Mexico wants to establish closer
trading relationships.”

Export opportunities for Canadian pro-
ducers are to be found in agriculture, fisher-
ies, energy, mining, steel production, trans-
portation, communications, petrochemic-
als and forest products. Mexico wants to
expand domestic production in all these
areas but in some instances it is lacking
equipment and technology, in others the
basic infrastructure is inadequate.

“Mexico has the potential to achieve self-
sufficiency in agriculture,” Brookes notes.
“But to do so, it has to overcome problems
of spoilage for lack of refrigeration and stor-
age facilities, and problems of transporta-
tion, particularly by rail. Mexico's rallways
have been improved and expanded in re-
cent years but there is still much to do be-

efficiency.”

So it is with the other areas of economic
development to which Mexico has given
prionity. Progress is being made but as it is,
it is generating continuing requirements for

- more production equrpment, more technol-

ogy, more supporting services. .
Canadian exporters, however, should

not expect to treat Mexico as another prom-

ising sales temitory. Mexico wants to be
more than just a customer for the goods
and services others can supply. It also
wants to establish its own capacity to pro-
duce those goods and servtces

Within the framework of this pohcy, most
exporters are advised to approach the Mex-
ican market through joint ventures with
Mexican private and govemment princip-
als. They are further advised to structure
those joint ventures in ways which will pro-
vide for a progresswely larger dom%txc
production capacity. - .

Mexico wants. d:rect foreign rnvestment

TRADE HOTLINE

Canadian businesses can obtain
qunck information on the export support
services and programs provided by the
federal govemment. v

‘All they need to do isto dlal the Trade :
Information Centre of the Department of
Extermnal Affairs toll-free. The number:
1- 800—267—8376

Y

but it wants that investment in ways that
contribute towards achieving the country’s
economic ‘objectives. It also wants the
latestintechnology which can be employed
dlrectly or adapted to its use.

At the_ same time, it has relaxed many of
its earlier restraints on imports and tends to”
take a more flexible and pragmatic
approach in dealing with foreign suppliers.

" It's operating guideline is that such transac-+

tions must be demonstrably to mutual
advantage

Canada maintains a large and know-

ledgeable trade office in its embassy in
‘Mexico City. Officers there can direct ex-
porters to the appropriate Mexican author-
ities. Exporters can also make preliminary
enquiries to Central America and Carib-
bean Trade Development Division in Otta-
wa or to.trade officers at DRIE offices in
other Canadian cities.

Significantly, those industries to which
Mexico attaches high priority are industries
inwhich Canadahas already achieved high
levels of advancement. Just as significantly,
this has happened under conditions gener-
ally similar to conditions in Mexico.

Canadian mining equipment and tech-
nology, for example, has been directed to-

/ wards hard rock mining such asis donein .~

Mexico. Canada has developed highly
sophisticated equipment for long-range.
communications such as is needed in Mex-
ico. Canadian equipment and technology
for forest products, for thermal and hydro

. power generation, for petrochemicals and

steel production are also saleable. -

Mediterranean oountnes in between—has ~
markedly different charactenstlcs o “_;;_j

Israel’s markets have much in common ~ .
with those in Europe and its- commerclal

practlces are also S|m|Iar -

Arab customs and practlces, however
- are very different from westem ones. The

Canadian expecting to do business in the
region the same way that he does in North
America or Europe is wasting his time.

He has instead to be prepared to culti-
vate his potential customers over a period -
of upto 12 to 18 months. Arabs prefertodo -
business face-to-face, to assess the char-

* - acter of the supplier as well as the quahty ot -
his product. ~ N

-~ They build their busrness relatronsh:ps on
_a foundation more of mutual trust than of

N

credit ratmgs and bank references. And
when a sale is concluded, they expect the

" delivery dates and other conditions to be
- scrupulously honored. In retum they’ll pay

quickly, usually with aletter of credit agamst
a clean on-board bill of Iadmg

_The different requnrements of domg busn-

reason why Nelson and his colleagues de-

T

" ness in the Middle East is the dominant ..

vote so much of their time to conditioning ™.

Canadian exporters to what to éxpect when
they visit the region. )

“Our job,” says Nelson, “is to help Cana-

thorough grounding on the way businessis ™

done there rather than by providing them

with the usual commerclal data. R

“We want to make sure that they know
just what to expect when calling on a poten-

- . tial customer for the first time. We want
- them to realize that it's a totally different.

world out there and what they must be pre-
pared to conform to its conditions.” -

And then, continues Nelson, “if the ex-

porter is still interested, if he is still prepared -

_to invest time and money, we give him all
the commercial data we can, we help -

arrange his itinerary, set up contacts by

“way of our embassies’ and, to the extent »
- that we are able, assrst hlm In'every other :
. way possible.” '

Exporters must also be prepared to con- -

" tinue to visit the region to service their

accounts. Telephone -and telex com-

munication systems are generally adequ- -

ate but they are no substitute for the per-
sonal contact on which busrness rela-
tionships are bullt ) :

- Canada’s largest smgle customer in the
Middle East now is Iran. Like other coun-
tries in the region, itis in the market for the
latest North American technology in a broad

variety of activity, from communicationsto -

oil and gas development.

Canadians, Nelson contmues, have
been generally well received in the region.
“We share some surprising similarities in,

for example, the extreme of our respective

climates or in the relatively small popula-

" tions and relatrvely Iarge areas of some g
- countries.”

The potentral fori mcreasrng exportsthere

is unusually promising but, Nelson adds,
“the first priority continues to be recognizing
that to sell successfully there we must be
prepared to do business in their terms,
according to their customs and law.” -~
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