





THE CANADIAN
TRADE COMMISSIONER
SERVICE

With more than 500 trade professionals in
140 cities around the world, the Canadian
Trade Commissioner Service has helped
thousands of companies succeed at doing
business abroad.

e researched and selected a target market
nadian product or service, your next challenge
will be to successfully enter the market. Success in
meeting this challenge may well depend on
the quality of help and services you receive
from key players on the inside.

What about you?

Are you a Canadian company
that is ready to enter the
international marketplace
for the first time2 Or are
you an experienced
Canadian exporter
seeking to crack new
markets abroad? In
either case, you are
entitled to use, and

keep on using, any

and all of the

following six core
services offered free

of charge at every one
of our offices worldwide:

The Canadian Trade Commissioner
Service can help you find those
players, through the core service
cg?lled Key Confacts Search.

How can | benefit from a Key
Contacts Search?

As a newcomer fo a market
abroad, you will find it necessary
to make contacts and form

business relationships with
knowledgeable persons within the
market. Key players know the local
scene and can provide the kind of
market-specific infc;rmaﬁon you will need to
refine and implement your entry strategy. A
Key Contacts Search can be your key to getting in
touch with just the right people.

Market Prospect
e Key Contacts Search
e Local Company Information
e Visit information
* Face-to-face Briefing
Troubleshooting

What will | get from a Key Contacts Search?

When you contact the Trade Commissioner
Service, you are tapping info a global
network of professionals. You are also
initiating an important partership on which
you can continue to rely as you build your
business abroad.

When you request a Key Contacts Search, our officers abroad
will provide you with a ﬁ,sf of qualified contacts that may be
useful to you in entering and developing the local market. This
list may include any of the following:

potential buyers, partners

agents, manufacturers’ representatives
distributors, importers

consuhants, accountants

government officials

associations, chambers of commerce

What follows is the second in a series of
descriptions of the core services of the Trade
Commissioner Service — available to you,
the Canadian trader. Access our services
on-line at www.infoexport.gc.ca
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lawyers, patent attorneys
technology sources

, ~ joint venture, or investmen
financial institutions - °

- How would you d the
typical buyer, distributor,

- agent, or partner you want

to work with in your market2

e o & e

What information will the
officers abroad require of me?

To make the list as relevant fo
your needs as possible, our
officers need to know about your
company and your export
business plans. In your initial
correspondance with the post,
wherein you request a Key
Confacts Search, you
should provide the
following information:

The quality and usefulness of the
list you receive will depend ,
largely on the thorougﬁf!ess and
detail with which you respond to
these questions. Good contacts
can take years to establish, and
officers aﬁrood put their
credibility on the line each time
they refer a Canadian company
to a key player in the market.
The better the information you
provide, the better assuredy our
officers will be of your company’s
potential, and the more
confidently can they supply you

*  Who are the end
users of your
product or service? Whom
do you sell to in Canada
ancrabroad, and how?

| If you're ready to talk to key players in the market,
| the Trade Commissioner Service can fell you who they are.

in | contact all of the 6fﬁcés "
oad at the same time fo
jather Key Contacts? :

No. Our clients are companies
that have researched and
targeted potential export markets.
To save money and energy, you
should focus your efforts on a
few markets at a time. For those
companies who need help fo
research and select target
markets for their products or
services, call Team Canada Inc.

at 1888 811-1119.

* Market Prospect

* Local Company

FROM EXPERIENCE. OURS.
TRADE COMMISSIONER SERVICE

* Face-to-face Bl'icﬁng

* Key Contacts Search
Information * Visit Information

* Troubleshooting
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Tech Consultin:

m Saskatoon, Saskatchewan » Nezar Freeny, President m Founded company at age 28

(spring 2001) m Employees: under 10 m Exporting since fall 2001 m Export sales: 90%

m Export market: Arabian Gulf

most young exporters would tackle first. But

Amana Tech Consulting Inc. president Nezar
Freeny is not your average exporter, young or not. In
the competitive world of Web-based solutions,
Freeny has carved out a definite niche for his
company. He’s also discovered that the Canadian
and Saskatchewan governments are there to
support his exporting ventures. Freeny, could, in
fact, be a poster boy for government export
programs and services. The half dozen or so he used
in his first year of business alone paved the way for
his first two, major, contracts in the Arabian Gulf.

And he’s only just begun.

Amana is ... a Web-based
solutions company that provides
a comprehensive range of Web
solutions, in English and Arabic,
to clients in Morth America and

i

'|'he United Arab Emirates (U.A.E.) is not a market

Mot surprisingly,
Freeny always knew
he would one day run
his own business. He
didn’t know that he
would do it in
Saskatoon. But that's
where he came to

do a Bachelor of
Computer Science, at
the University of
Saskatchewan, after
living in London, New
York, Washington and
Toronto. Working for a few years
to sharpen his computer skills in
network administration and soft-
ware development, Freeny soon
recognized there was a dgap in the

traditionally served the Arabian
Gulf region, Amana can supply
the same service at a lower cost
because “we’re dealing in
Canadian dollars.”

The Strategé/:

Making Contacts
Amana’s first export contract —
with the multi-billion-dollar Al
Ghurair Private Company in
Dubai, U.A.E. — was the result of
a precisely executed export
strateay to build a reputation in
a region where "it's who you
know before what you know.”

In fall 2001, Freeny attended
QITEX, the largest IT trade show
in the Arabian Qulf, not as an

"As a siﬁall business, you shodld always try to find the gavernment programs

the Arabian Qulf. Amana serves
local start-up companies, Middle
Eastern-owned businesses in
Morth America, and companies
in the Arabian Qulf for which it
specializes in providing Web
hosting and domain name
registration.

From Sudan to
Saskatchewan

Freeny developed his business
acumen at an early age. He was
just seven when he
began helping in
his father’s man-
ufacturing
business in
Sudan. By
the time he
was nine,
Freeny was
the shop
supervisor and,
in his father’s
absence, “the man
in charge.”

and services and use them.”

marketplace in Canada and abroad
for a Web provider with both
English and Arabic capabilities.

"l had the language and cultural
skills, and | thought | was the
right age to start my own busi-
ness,” says Freeny. "In your
twenties you’re more willing to
take risks, you're not completely
settled down. Those are the
negative things said about
young people, but theyre actu-
ally positive attributes for
starting a business.”

Service Tailored
for Overseas

. How does a small IT com-
. pany from Saskatchewan
win, and keep, Arabic-

I speaking customers on
the other side of the
world? By offering sales
and support 24 hours a day,
seven days a week, in their lan-
guage. As for competition with
the U.5. companies that have

exhibitor but as an observer, to
see if the market was a good fit
for his company and, more
importantly, to make contacts.
The Government of Qatar, with
whom Amana eventually signed
its second major contract, in
July 2002, was one of the
exhibitors Freeny approached at
the show.

While he was in Dubai, a personal
friend set up a private meeting
with the president of Al Ghurair
Private Company. After six months
of negotiations, Amana had a con-
tract to provide Web hosting
services to the 40 businesses
owned by the company. "That con-
tract essentially established our
reputation in the region, which
helped us to get the Government
of Qatar contract. The reference
provided by Al Ghurair was also
very important.”

Persistence is also key to
Freeny’s success: "I kept
calling the Government of
Qatar. Something came
out of almost nothing. You
have to keep calling.”

The Challenge:
Building “Amana”
It's no mere whim that
Freeny’s company name,
Amana, means “trust” in
Arabic; building trust con-
stitutes his biggest
challenge as a young
entrepreneur. “"Most of the
CEOs we deal with are
twice my age, and most
older people are not quick
to trust someone much
younger, especially when
it comes to signing a large
business contract.”

Key to winning the Dubai
contract was the fact that the Al
Ghurair president trusted the
"middleman,” who in turn trusted
Freeny. For other contracts,
Freeny sends prospective clients
a list of his accomplishments
and credentials before he meets
them. "It creates a certain per-
ception ahead of time, so
they’re not as likely to ask for
the man in charge when they
first see me.”

Plethora of Program
Assistance

If the number of federal and
provincial government programs
and services that Amana has
already used in its exporting
ventures is any evidence,
Freeny definitely knows govern-
ments are there to help. He first
approached the International
Trade Centre in Saskatoon,
which connected him with the
Canadian Consulate in Dubai.
The Consulate provided him
with helpful market information
and, at Freeny’s request, took
part in the official signing after
Amana landed the Dubai con-
tract. "It’s important in the

i

L to R: Tim Marshall, Fouad Soueid, Janea Bellay, Hatem Al Sibai, Christopher Thornby.

Contract signing at the Canadian Consulate in Dubai, between Amana Tech
Consulting Inc. and Al Ghurair Private Company, May 2002

U.A.E. to have your government
involved. We're a small company
from Saskatchewan, so no one
really knows who we are. Having
the Consul by our side gave us
credibility. The Consulate also
arranged for a lot of media atten-
tion while we were there. That
has helped establish our pres-
ence in the region.”

Freeny credits a good part of his
company'’s success to its loca-
tion in Saskatoon's Innovation
Place, a research park developed
by the Saskatchewan govern-
ment. “We always have other
people we can share ideas with,
and the Internet infrastructure is
superb. These Kinds of things
are very difficult to find if you're

| Just renting an office somewhere

on your own.”

Amana also received market
research reports from the
Saskatchewan Trade and Export
Partnership (STEP), saving it
time and effort in leg work.

Freeny hired his marketing direc-
tor under Human Resources
Development Canada’s Youth

|

International Internship Program
—and also used the program to
send her overseas to sign the
Dubai contract.

Patient Advice

Freeny’s advice to young
exporters can be summed up in
one word: patience. "It’s like
going to a movie. If you’re not
patient enough to wait in line,
you're not going to get in.

"Know ahead of time that when
you approach a potential cus-
tomer, they are going to say 'no.
Take those 'no’s’ and convert
them into 'no’s for now.” Then
contact them again in two to
three months when you have
more experience under your
belt. Keep calling.”

’

Tel.: (306) 933-9825

E-mail: info@amana.ca
Web site: www.amana.ca
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Garrison Guitars

m St. John’s, Newfoundland = Chris Grifﬁths, President

= Founded company at age 26 (2000) « Employees: 63

m Exporting since fall 2001 s Export sales: 94%

s Export markets: United States, United Kingdom, Europe,
Asia, Australia, New Zealand

matched me with a mentor who
was manufacturing and exporting
all over the world and had great
experience to share with me.”

investment Challenge
One of Griffiths” biggest chal-
lendes has been raising the
money to make his idea a reality.
The Genesis Centre introduced
him to an investment capital
company, but it was up to
Griffiths to develop the relation-

The Company

before the

Company

- Launching a success-
ful company at age
26 is a remarkable
feat, no question, but
Garrison Guitars isn’t
even Griffiths” first
company. He opened
Griffiths Guitar Works
— now the largest cus-

Year 2002, Entrepreneur of the Year 2002,

Outstanding Incubator Graduate ... the awards
keep coming for Garrison Guitars. And deservedly
s50. Company founder Chris Griffiths not only
invented a revolutionary acoustic guitar technology,
he also recognized from the very beginning that the
domestic market would not be big enough to justify
the scale of his operations. Garrison, in fact, was
conceived to go global. And gone global it has:
Garrison’s first year’s production has been entirely
pre-sold for distribution throughout Europe, Asia,

N ewfoundland and Labrador New Exporter of the

North America and Australia.

Garrlson Gu:tars
iS ... one of Canada’s
largest acoustic guitar
manufacturers, with a
state-of-the-art manufac-
turing facility located in St.

John’s:\The company'’s
patented Griffiths Active

. Bracing System" (GABS™)

. has revolutionized the way

/ acoustic guitars are made,

“ replacing the more than 30
individually machined and
installed wood pieces found in
traditional bracing systems
with one seamless dlass fibre
component. The technology
adds more structural intedrity
to the instrument and
increases acoustic response
— not to mention reducing
manufacturing time from
several hours to 45 sec-
onds. Rob Baker (The
Tragically Hip), Maureen

| Ennis (The Ennis Sisters),
and Ed Robertson (Bare
Naked Ladies) are just

. some of the Canadian

3

tom gquitar store in
Atlantic Canada -
1993, when he was just 18.
"Absolutely, | cut my teeth on
Griffiths Guitar Works,” says
Griffiths, who first sketched the
idea for GABS™ on an airline
napkin six years before opening

the doors of his manufacturing
facility in September 2001

Incubation at

Genesis Centre

What do you do when you've
dot a multi-million-dollar idea but
no technical know-how to follow
through? You find a business
incubation centre. Griffiths
entered the Genesis Centre (a
public-private-sector incubator for
high-tech start-up companies in
St. John’s) in 1997, where

he gained access to the market-
ing, financing and management
expertise of world-class mentors
and consultants, as well as to
Memorial University’s Manufacturing
Technology Centre.

"Our three years in the Genesis

'ity to help us with
d the Centre

ships (including with private
investors he found on his own)
that would bring in the invest-
ment he needed. “The investors
appreciated the technology | was
developing but wanted more

development in my business

“We were born with the understanding that we were going to be global.”

plan with respect to how the

 market was going to react. They
| sent us off to do more market
‘research. In the end | wrote

three business plans as we got
new information.”

Mow he has a challenge not

The Stratiggo'l‘rade

Shows an ntacts
Attending trade show is Hey to

company unveliled
quitars and GABS™ at the Winter
National Association of Music
Merchants (NAMM) 2000 in Los
Angeles - to incredible
response. But its marketing
began even before the show.
Using the database of 2,700
registered distributors supplied
by NAMM, Garrison contacted

—

each company, describing its
product and expressing its
interest in establishing
distributors worldwide.

It was from Winter NAMM 2000
that the company met its first
distributors, for Australia and the
United Kingdom, and the num-
ber has increased from there.

Don’t be Afraid to

Pick up the Phone

“Find out what the market
needs. Long before the factory
was built, | was calling up poten-
tial customers and saying 'l don’t
have a product yet, but what are
the gaps that need to be filled in
your country?’ Minety-nine per-
cent of the time, you'll find
people are very supportive and
willing to invest their time in
talking to you.”

Tel.: (709) 745-6677

E-mail: info@garrisonguitars.com
Web site: www.garrisonguitars.com

Ecowise

St. John's, Newfoundland
Nycki Temple, Owner and Operator

What do you do if you're a retailer offering eco-friendly products made
from hemp but you're having trouble finding products - and incidentally
your sister is looking for employment? If you're Nycki Temple, owner of the
retail store Hempware in St. John’s, Newfoundland, you hire your sister,
Paula March, to produce the products you need. Then, with March as
partner, you set up a full-fledged manufacturing company and begin
advertising to retailers across North America.

Established in 1999 when Temple was 24, Ecowise manufactures products
such as re-useable coffee filters, quitar straps and pet accessories, all made
from hemp and other fibres that constitute sustainable resources. Cutting her
teeth on her retail operation, which she started at age 21, Temple is not shy
to admit she’s learned through her mistakes. She currently exports 15% of her
hemp products to the United States, mostly to smaller retailers responding to
her magazine advertisements and Web site. She’s now doing more focused
market research so she can actively target potential U.S. customers.

Temple knows that potential customers need to see her products. That's
not easy for a Newfoundland entrepreneur. "You can‘t do just a little road
trip from the island; every trip is a huge road trip.” Temple has learned to
make the most out of a trip by exhibiting at trade shows and by
contacting customers ahead of time to let them know that she’ll be there
and entice them to attend.

One customer Temple knows she can count on to buy her hemp guitar
straps is fellow St. John's company Garrison Guitars (see p. 8).

Tel.: (709) 753-9473 E-mail: info@ecowiseproducts.com
Web site: www.ecowiseproducts.com

SME AbvisorYy BoARD

The Small and Medium-sized Enterprises (SME)
Advisory Board provides SMEs with the opportunity

to give feedback on DFAIT’s existing programs and
services and serves as a forum for testing new

ones. Meeting twice a year and reporting directly to
International Trade Minister Pierre Pettigrew, the 17-
member board is made up of senior executives of
companies representing a range of industry sectors
across the country. Two of the young exporters
featured in this supplement, Garrison Guitars
president Chris Griffiths and ZeddComm Inc.

president and CEO Emad Rizkalla, serve as

members of the Advisory Board. The Board held its
inaugural meeting in June 2002. It will hold its next
meeting in Vancouver in October 2002.












Upside Software Inc.

m Edmonton, Alberta m Ashif Mawji, CEO
m Founded company at age 28 (2000) m Employees: 48

a Exportmg since 2001 m Export sales: 80%

m Export market: United States

From Kenya to
Canada

Born in Kenya, Mawji
began honing his
entrepreneurial skills
from the age of 12,
first selling watches at
local trade shows and
then moving on to
computers, musical
instruments and
motorbikes — all to
earn pocket money.
Coming to Canada in
the late 1980s, Mawji
graduated from the
Northern Alberta Institute of
Technology in 1992 and dove
straight into consulting. In 1995,
he formed I1SC Group Corp., an
IT company that a year later
formed a lucrative partnership
with IBM. Upside Software was
created to commercialize the
contract management software
developed by I5C Group.

is often the mother of invention. And then, if

you’re Ashif Mawji, your invention spawns a
company that becomes one of the leading global
players in its field. For Mawji, the necessity was to
find a viable solution to the contract management
problems of his first IT company, Information
Systems Consulting Group Corp. (ISC Group). The
invention was software that solved the company’s
problems. And the spawned company - created to
commercialize the innovative software — is
Upside Software Inc. Through its ingenious export
strategy, Upside has rapidly grown to become one
of the top suppliers in the global market for
contract management solutions.

When it comes to new business ideas, necessity

' Upside Software
Inc. is .
Edmonton—based company
= that develops and mar-
& kets e-business software
¢ for the business-to-busi-
ness market., Designed to
help streamline financial
' and business operations for
companies of any size,

tive — is to target a particular
industry vertical and approach
the top players in that vertical.
Upside then negotiates joint
marketing agreements, so the
customer can help Upside sell to
other companies in the vertical.
“This strategy works better than
if we went to the individual com-
panies ourselves. Everyone
wants to do what the leaders are
doing. 5o if they’re using our
products, they’re essentially sell-
ing for us.”

As a stellar example, the major
North American railway corpora-
tion Burlington Northern and
Santa Fe Railway Company
(BNSF) — which was Upside’s first
U.S. customer — spoke so highly
of Upside to other tier 1 North
American railway companies that
those companies asked BNSF to
hold a one-day conference dedi-
cated to sharing its success with
Upside’s products. As a result of

“Bemg an entrepreneur, you have to leave your ego at the door.
You have to look at what you're building as something for everyone
around you, not just you. It's about being on a team.”

Target the Top

Mawji knows how to make the
most out of a business contract.
His strategy — simple but effec-

Upside’s products include
billing, contract management,
expense claim management
and booking/reservation software.
Forming strong partnerships
with major companies such as
Microsoft and Hewlett Packard,
Upside has become one of
the world’s top suppliers in a
market predicted by Gartner
Group to be worth $20 billion
by 2007.

Ashif accepting Rids Rottage
Award from Colleen Klein.
L to R: Zainul Mawji, Premier Ralph Klein,
Colleen Klein, and Ashif.

the conference, held in June
2002 and attended by Mawji,
Upside is now engaged with
three other railway companies.

Financial Finesse

Mawji admits he’s learned some
hard lessons with respect to
financial management. “It's
about making sure you have
sufficient cash flow. Our spend-
ing is tightly controlled. We only
add staff when we're closing a
deal or close to closing, so
there's not a lot of pre-spend-
ing. Every month we do a
detailed review of our expenses
to make sure every area is
spending within their means.
And we share our financial sta-
tus with our staff, so everyone
knows where we stand and what
needs to be done and is com-
mitted to doing it.”

Levera%ng Technology
Keeps Costs Down
Mawji keeps costs down by opti-
mizing use of technologies such
as the Internet and video- and
tele-conferencing. “You can pro-
vide successful presentations
without leaving your office. We
also realized we didn’t have to
open sales offices in other
countries because, using the
Web, we can sell anywhere in
the world.”

South of the Border
with Team Canada

In November 2001, Upside
joined the Prime Minister, west-
ern premiers, territorial leaders
and 190 other participants on
the inaugural Team Canada West
Trade Mission to Dallas, Texas
and Los Angeles, California. "The
mission was excellent. The U.5.
is our primary target market,
and we got a lot of leads. |
would definitely participate in
other missions and recommend
them to other young exporters.
The political leaders can put you
in contact with executive staff
from top-notch companies,
something that would ordinarily
take a long time.”

Tel.: (780) 702-1432

E-mail: info@upsidesoft.com
Web site: www.upsidesoft.com

Lucie Idlout

Iqaluit, Munavut = Singer/songwriter ‘\

It's a long — and expensive - road from Igaluit to just about \_
anywhere, but singer/songwriter Lucie Idlout is making it N "
happen. Billed as an Inuk singer in her National Aboriginal Day

debut at Ottawa’s Museum of Civilization in 1998, Idlout, in her mid-twenties,
is now serving up “pretty straight-ahead rock” to enthusiastic audiences in
Canada, the United Kingdom, Europe, the United States and Greenland.

Through an agent "well connected to the world music scene,” and with the
assistance of the Canada Council and the Nunavut Arts Council, Idlout is
expanding her international presence,

Performances in England and Italy came from industry contacts made at the WOrld
Music EXpo (WOMEX) in 2000 in Berlin, where Idlout did a showcase as part of a
Canadian delegation sponsored by the Canada Council. The Council also sponsored
her attendance at the North by NorthWest Music and New Media Conference in
Oregon in fall 2000. "Without the Council’s assistance, it would have been a lot
more difficult to get to the stage I'm at as quickly as | have,” says Idlout.

As for travelling from Nunavut, Idlout admits the airfares would “"bankrupt
anyone trying to work from there on a permanent basis.” So while her business
is officially based in Igaluit, Idlout divides her time between north and south;
she moved to Toronto in fall 2002 to collaborate with other musicians. A
second CD will no doubt follow the first, E5-770, My Mother’s Name, which is
available through her Web site. Forty percent of Idlout’s revenues are
generated through international performances and CD sales — 30% from
Europe alone, where she is very popular.

Tel.: (613) 612-3508 E-mail: lucie@lucieidlout.com
~ Web site: www.lucieidlout.com

silverorange, inc.

Charlottetown, Prince Edward Island
Dan James, FPresident and CEO i

There’s no question that Web development is the province of

young entrepreneurs. However, you might not expect the
province of young Web developers to be Prince Edward Island. But |ts from
the Island that the smart team of eight programmers, designers and content
developers at silverorange, inc. is building custom-made Web systems for
clients in Canada, the United States and the United Kingdom. "It doesn’t
matter where we're located; people from outside Canada don’t know
Mississauga from FP.E.I.,” says president and CEO Dan James, who started
silverorange in 1999 when he was 20. Exports account for 25% of business.

When it comes to export strategy, the Web developer recommends old-
fashioned technology: “Pick up the phone.” But not indiscriminately. At
silverorange, calls are preceded by intense research to target companies that
fit an identified set of criteria. It was such research that led silverorange to
its first U.S. customer, Horton Brasses of Connecticut, in 2001. "We had built
a successful e-commerce system for a large P.E.l. seed distributor, so we were
looking for other companies that fit the same mold - a stable company with a
catalogue and a solid sales process.”

silverorange also offered Horton enticing terms. “"We don‘t operate by sale of
contract; we go by a percentage of the business the client generates over the
Web site we’ve developed for them. We increased the F.E.|. seed company’s
on-line sales by 400% in one year.”

With that strategy and track record — and new export markets in the works —
it's no wonder the Charlottetown-based company’s own revenues are doubling
every year.

In September 2002, silverorange will launch a Canadian government Common Look
and Feel Standards and Guidelines compliant version of its award-winning Intranet.

Tel.: (902) 894-4533 E-mail: slice@silverorange.com
Web site: www.silverorange.com
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Sources of

Although exporting can appear
daunting at times, especially to
new exporters, the good news is
that you don't have to go it
alone. The Canadian Trade
Commissioner Service (TCS) and
the Department of Foreign
Affairs and International Trade
(DFAIT) along with other govern-
ment departments and agencies
offer a broad range of valuable
programs and services to help
you do business abroad. To learn
more about our programs visit
http:/www.infoexport.gc.ca/
ie-en/OtherServices.jsp

REeGISTER AS A CLIENT

If you have researched and
selected the target markets for
your products, services or tech-
nologies, we invite you to
register as a client of the Trade
Commissioner Service.
Registering with us will give you:

B free access to our six core
services in your target
market;

B free access to your own
Virtual Trade Commissioner
Web page with personalized
information on your target
markets according
to your industry sector;

W international business leads
from the International
Business Opportunities Centre;

m free international promotion
of your company — like
having an endless supply of
marketing brochures on the
desks of our trade
commissioners around
the world.

For more information, go to
http://www.infoexport.gc.ca/
ie-en/login.jsp

PROGRAM FOR EXPORT MARKET
DeveLopmenT (PEMD)

PEMD provides financial assistance
to companies and trade associa-
tions to help them develop new
export markets on a cost-shared
basis. The Program is available to
Canadian companies with annual
sales between $250,000 and $10
million. Eligible costs are shared
on a fifty-fifty basis, with the
repayable contribution based on
the company’s export success.

To learn more, contact your nearest
International Trade Centre, visit
http://198.103.104.42/pemd/
menu-e.asp or call 1-888-811-1119.

ProGRAMS FOR NEW EXPORTERS

There are a host of programs to
help you learn about international
markets and how to gain access
to them. These include the New
Exporters to Border States (NEBS)
program, targetted at new-to-
exporting companies keen to enter
the American market; EXTUS, a
program for Canadian companies
already exporting to the U.5. bor-
der states that wish to expand
into other U.S. market regions.

For more information, visit
http://www.strategis.gc.ca

Team CANADA AND BuUSINESS
DeveELOPMENT MisSIONS

Targetting specific, promising
markets for exporters, the Team
Canada missions and DFAIT's
business development missions
are an important component of
Canada's efforts to increase trade
and investment and create jobs
and growth in Canada.

Find out how to join a mission,
get details of previous Team
Canada and business development
missions and access a list of suc-
cess stories and testimonials by
visiting the Team Canada Web
site at http:/www.tcmmec.gc.ca/
welcome-e.asp or calling
1-613-944-2520 for more
information.

INTERNATIONAL BUSINESS
OrporTUNITIES CENTRE (IBOC)

Discover a World of Business
Leads — e-Leads®

Through IBOC's electronic leads
system, e-Leads®, international
business leads can be delivered
from foreign buyers to the desk-
tops of Canadian companies.
Canadian companies are invited to
subscribe free of charge to the
Centre's electronic leads service by
completing a profile which captures
export activity preferences by prod-
ucts, services and priority markets.

Visit http://www.eleads.ca/
cancompanies/default-e.asp

or call 1-888-811-1119 for more
information.

Information and Assistance

MARKET REPORTS

The Trade Commissioner
Service's Market Research
Centre produces timely market
information to help Canadian
exporters identify new markets
for their products and services.
Country and sector-specific mar-
ket reports and market briefs
cover a broad range of business
interests — everything from
agri-food and bio-industries to
information and communication
technologies. Over 1,000 mar-
ket reports and market briefs are
currently available on the TCS
international trade Internet page,
InfoExport, at
http://www.infoexport.gc.ca
(http://www.infoexport.gc.calie-
en/EServices.jsp).

ON-LINE EXPORT INFORMATION

Exportsource

Whether you are new to export-
ing or have years of experience,
Exportsource is Canada’s most
comprehensive on-line source
for export information.

Find the information you need
quickly and efficiently by visiting
http://www.exportsource.gc.ca
or calling 1-888-811-1119.

CanadExport
DFAIT’s bi-weekly international
trade and investment newsletter.

CanadExport is available on-line
at http://198.103.104.42/
canadexport/menu-e.asp

YEDC

Export Development Canada
Exportation et développement Canada

Visit the EDC Web site at
http://www.edc.ca or call the
EDC Hotline at 1-800-850-9626.

Department of Foreign Affairs
and International Trade (DFAIT)

For information on DFAIT's Young
Entrepreneurs programs and
services, contact:

Debrah Boucher

Trade Commissioner

(Young Entrepreneurs)

Tel.: 613-996-1083

E-mail: tem@dfait-maeci.gc.ca

THE EUROPEY

Canadian business perceptions
Exporting to the European

Union

s part of the on-going

Canada-European Union

Trade Initiative (ECTI) to
enhance the development of bilateral
flows, the Minister for International
Trade Pierre Pettigrew and the Euro-
pean Union’s Commissioner for trade
Pascal Lamy agreed to examine
business attitudes fo barriers to
Canada-EU trade and investment.
Ipsos Reid was commissioned by the
Department of Foreign Affairs and
International Trade (DFAIT) to survey
Canadian business perceptions of
exporting to the European Union.

The survey was also supported by the
Departments of Industry, Natural
Resources, Agriculture and Agrifood,
and Fisheries and Oceans. The Euro-
pean Commission is doing a similar
survey of European business attitudes.

Survey covers all sectors across
Canada

The survey covered 639 exporters to
the EU, as well as 161 non-exporters,
large, medium and small, in all indus-
try sectors, including services, across
Canada.

Overall, 52% of goods exporters
consider their trade with the EU to
be relatively problem-free. The main
challenges to exporting to the EU
were: price competitiveness,
transportation costs and the cost of
creating a marketing network.

Fifty-one per cent of exporters who
encountered problems exporting to the
EU said that tariffs were a challenge,
particularly in the mechanical equip-
ment, food and seafood products sec-
tors. Respondents were also asked
whether packaging, labelling, certifica-
tion, health and health and safety

standards were a problem. Only in the
case of certification did the positive
response register above 50%.
However, 66% of exporters identified
at least one of these regulatory issues
as a concern.

Factors contributing to success
Exporters were also asked what were
the factors in their success. The two
factors reported by a majority were
a unique product and price competi-
tiveness.

By far the greatest factor affecting a
decision by 102 companies not fo
export to the EU was a decision to
concentrate on the US market.

Among the 118 companies with
subsidiaries in the EU, proximity to the
market, reduced shipping costs and
delivery times, and tariff avoidance on
finished goods were the main factors
influencing the decision to invest.
Service exporters (17%) were found to

be more likely to have a local office in
the EU than goods exporters (8%).

Strong support for a free trade
agreement

The vast majority (87%) of respondents
in all sectors are supportive of a free
trade agreement with the European
Union. Sixtytwo per cent of the firms
included in the study would expect an
increase in their exports to the EU,
53% would increase their marketing
efforts in the EU, and 35% would be
more likely fo establish a permanent
presence there.

The strongest positive responses
came from the agriculture, chemicals,
fisheries, plastics and fextiles sectors.
At the same time, two of these sectors,
plastics and chemicals, would expect
increased competition from EU imports.

The 85-page survey should be avail-
able soon on DFAIT’s Web site at
www.canadaeuropa.gc.ca/
canada-eu-e. asp

For more information, contact
Fred Veenema, Senior Trade Relations
Advisor, European Union Division,
DFAIT, tel.: (613) 944-2059, fax:
(613) 944-0034, e-mail: fred.
veenema@dfait-maeci.gc.ca *

Factors affecting success entering
the EU market*

Unique product
Price competitiveness

Effective distribution network

Intimate knowledge of
European market

Low tariffs

Intra-corporate sales

* Base: 588 respondents who export goods to the EU
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