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Outstanding opportunity

Canada Pavilion at Medtrade 2002

ATLANTA, GEORGIA — October 29-31,
2002 — Once again, Montrealbased
ExportMED International (www.
exportmed.com) will be organizing
a Canada Pavilion to raise Canada's
profile at this year's Medirade (www.
medtrade.com), the largest event in
the healthcare industry. Unexcelled
among rehabilitation and home health-
care shows, Medtrade 2002 will
feature a New Product Pavilion, net-

working events, educational sessions,
and the largest floor exhibition (1,000
exhibitors) in the history of the show.
Medtrade is much more than an
annual tradeshow however: it is an
international meeting place for the
more than 20,000 manufacturers, dis-
tributors, pharmacists, and industry
business people from 100 countries
around the world who attend.
Exhibiting within the Canada Pavilion
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helps Canadian health-
care firms make a bigger
impact, enabling them to
take full advantage of
every sales prospect and
contact the show can

provide. ExportMED International offers
Canadian participants the benefits of a
matchmaking program, and can also
provide a wide range of logistical ser-
vices, including hotel reservations and
shipment of materials. Reserve your
place now in the Canada Pavilion, and
be prepared to stand out from the crowd!
For details, visit the Medtrade
Web site at www. medtrade.com
For more information or fo
register, contact Virginie Morin,
ExportMED International, tel.: (514)
383-3241 or 1-866-770-3217,
fax: (514) 383-3242, e-mail:
info@exportmed.com Web site:
www.exportmed.com %

Food and Beverage Show

MIAMI, FLORIDA — December 4-5, 2002 — The 5th Americas
Food and Beverage Trade Show and Conference is the per-
fect venue to exhibit products and have access to an array of potential
clients from the U.S., Latin America and the Caribbean.

The show is attended by more buyers from Mexico, Central and
South America, and the Caribbean than any food show in the U.S.
In 2001, there were nearly 2,000 Central and South American
buyers who generated $70 million in direct sales and $505 million
in 12 months anticipated sales.

This year’s show is expected to feature products from more than

continued on page 12 — Americas
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Check the Business Section of the Canada-U.S. Relations Web
site af www.can-am.gc.ca ...
doing business in and with the United States.

for valuable information on

SHARING TRADE SECRETS

TU n is ia ’s n ew COi n — continued from page 1

“It's the most beautiful coin in the entire
Tunisian coin system,” enthuses RCM's
Fayez Barsoum, referring fo the seven
Tunisian coins already in circulation,
Cairo-born Barsoum is RCM's dynamic,
quadrilingual Regional Sales Director
for Europe, Africa and the Middle
East, and the one directly responsible
for the project. The new coin, the
largest denomination in the Tunisian
coin system, is part of a $7-million
contract awarded to RCM last year —
the largest contract ever awarded by
the Central Bank of Tunisia.

Minting a new deal

“Minting money for international cus-
tomers is a highly specialized business,”
explains Michael Toope, Communica-
tions Manager at RCM. “Coins are not
a discretionary product — nations always
need a certain number of them — so
the marketing process is not the same
as in other businesses. We rely instead
on getting intelligence from our local
agents all over the world.”

In Tunisia, the Canadian Embassy has
taken on the role of an agent, keeping
its collective ear to the ground and its
eyes wide open for new opportunities.

“A couple of years after | arrived at
RCM back in 1982,” recalls Barsoum,
“I made a point of introducing myself
to the Deputy Governor of the Central
Bank of Tunisia. It took me 12 years
of visiting with a succession of deputy
governors and director generals
before RCM was finally granted its
first contract.”

RCM started out minting Tunisia’s
seven circulation coins, but right from
the start, Barsoum encouraged them to
consider minting an eighth coin with a
larger value.

“Coins save money for national trea-
suries — and citizens — because they
last longer than bank notes,” Barsoum
explains. “The life of a typical note is
18 months or less, while a quality coin

will be around for 25 years or longer.
| convinced them to gradually phase
out their 5-dinar bank notfe and replace
it with the much more durable coin.”
The Central Bank’s decision in 2001
to mint the new 5-dinar piece at RCM
was the reward for his efforts.
Barsoum’s business, and personal,
relationships with key officials at Tunisia’s

Tunisia’s 5-dinar coin: obverse (left) and
reverse.

Central Bank continue to flourish, with
support from the Embassy which he
describes as “my office away from the
office, and my home away from home.”

A sterling reputation

Many Canadians may not realize
that the Royal Canadian Mint is part
of an elite group of world-class mints
that includes the British Royal Mint,
the Royal Australian Mint, and the
national mints of France, Germany,
and South Africa. Although compe-
tition between these leading-edge
facilities is intense, with 15% of its
revenue derived from the international
coinage business, RCM has clearly
found its competitive edge.

Low cost and high quality —
the perfect alloy
Ultimately, the low cost factor is what
tipped the scales in RCM's favour.
“Seven million dollars is a lot to
spend for a nation such as Tunisia,
but they understand that in the long
run the new coin will save them money.”

Striking gold

The 5-dinar piece is unquestionably the
star of Tunisia’s circulation coin system.
“It's so close to perfection,” continues
Barsoum, “that Tunisians may want to

keep it as a commemorative coin rather
than spend it.”

His lighthearted suggestion that the
5-dinar coin might help Tunisians save
money is apt in more ways.than one.

A penny for his thoughts
What advice would Fayez Barsoum
give fo those seeking success in a
highly competitive international busi-
ness such as this2

“It's simple,” he smiles. “Be persistent,
be patient, and above all be passionate
about giving your customers the best
value. Follow through on promises.
And never be afraid to ask questions
and learn from your mistakes.”

Priceless advice, from an expert who
just happens to be “in the money”.

For more information, contact
Michael Toope, Royal Canadian Mint,
tel.: (613) 991-6890, fax: (613)
991-2628, email: toope@remint.ca
Web site: www.mint.ca #

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and
click on “Sharing Trade Secrets”.)
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Showcase your
business abroad!

Over 30,000 companies are
reglsfered members of WIN. Are you?
WIN is a commercially confidential
database of Canadian exporters and
their capabilities. WIN is used by
trade commissioners in Canada and
abroad to help members to succeed
in international markets. To become
a registered member of WIN,

call 1-888-811-1119. Or go to
www.infoexport.gc.ca and
register on line.
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VENEZUELA

With a team of 500 business
professionals in 140 cities around the

world, fh.e T_rade : : ncluding upgrading facilities and
Commissioner Service ‘expanding services, is creating
has the market knowledge : ; ‘ clear opportunities for Canadian
you need fo succeed in your 4 suppliers. The health industries
target market. Our Market : ; ‘ market — comprising the

Research Centre and : - ol heumw services, medical
our offices abroad i : devices onc! pharma;euhcal
~ sectors — is worth an
28\66 preEOtrefd é).\;er estimated $4.4 billion and
M | ¢ = | isprojected fo grow at an
cwa[i)bbka foL free ondour , o Ovsmée t;gnua?mie of 8%
Web site. These studies - i e o I »
will help you identify " ~ . /| Opportuniies in Health
foreign business oppor- \ " | Services
tunities and learn more . :  The health semcefi Is"edor,
about your target market. " ; d‘l'}d”d'"g:"e‘{’ ’;‘e“ tl e
elivery and peripheral services,
Tk : k : ™ @ accounts for approximately
This is an QY of the mar o ¥ $25billion of health spending in
For a more in-depth study of this e Venezuela. The largest segments of the
market and for other studies, visit our i ‘ market are hospital/clinic support services and
Web site. When you are prepared to do alternative site care.
business abroad, you can use our Web site ' ‘ _ L
to get in touch Witﬁ our offices around the 1 Although domestic suppliers provide the vast majority of
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See insert for your Health Industiries’ contacts in Latin America
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Opportunifies in Medi

The medical devices market repr
roughly 4% of the overall Venezuelan
health industries market and is served
almost entirely by imports. Venezuela
imported an estimated $170 million
worth of medical devices, equipment
and supplies in 2000, up from
approximately $140 million in the
previous year.

Canadian Position ee Potential?

Canada does not presently havea ~~ To learn more about this market,
The largest segments of the import strong position in the Venezuelon =~ read The Health Industries Market
market are electro-diagnostic health industries market. However, in Venezuela, prepared by the
equipment, x-ray apparatus, and Canada does rank among the top Market Research Centre of the

orthopedic appliances, imports of which 10 supplier countries in five Trade Commissioner Service. This
reached an estimated $48 million in categories: medical/surgical . report and hundreds of others are
2000. Other segments of the market sterilizers, mechano-therapy and available on-line at

demonstrating strong commercial massage apparatus, ozone/oxygen www.infoexport.gc.ca

potential include mechano-therapy therapy apparatus, miscellaneous

apparatus, prosthetic devices and artificial parts of the body, and

dental drill engines. In general, vitamins.

Venezuelan hospitals and
clinics are seeking

Canadian | &2 www.inf .ge. Ci [ ]

cost-competitive devices companies should .

and products that contribute stay abreast of COU'C’ ﬂ’] IS b@ your ma rk@f?

to an overall reduction in government ]

health-care costs. health-care COlﬂplefe i’@p@l"’f at
initictives, especially www.infoexport.gc.ca

Opportunities in Pharmaceuticals projects supported

The Venezuelan pharmaceuticals by international aid

market had an estimated value of agencies and

$1.8 billion in 2000, representing financial institutions.

about 6% of the total Latin-American Venezuela’s Ministry

pharmaceutical market. Per capita of Health and

pharmaceutical spending is expected Development, in

to reach $105 by 2003, an increase particular, is

of 35% over 2000. investing heavily in
the health sector,

Pharmaceutical imports had an including funding

estimated value of $380 million in incremental medical
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Both Exports and Imports Expand in the
First Quarter

Exports of Canadian goods and services increased by
12.1% in the first quarter, with merchandise exports
expanding by 12.9% (see Figure 1 for levels). Imports of
goods and services increased at a rate of 8.4%, with
merchandise imports growing at a slightly faster pace of
8.8%.

As is evident from Figure 2, shipments of energy and
consumer goods experienced strong growth, while
imports of forestry products, automotives and industrial
products also expanded substantially.

Exports to the U.S. and to the EU—in particular to the
U.K.—expanded, while shipments to all other destinations
declined. Imports from the EU and Japan declined, while
imports from the U.S. and other countries increased. As a
result of exports expanding at a more rapid rate than
imports, the trade balance improved in the first quarter—
in particular with the U.S. and the EU.

Services Trade Deficit Expands

In the first quarter, a 6.2% increase in overall services
exports led by travel was more than offset by a 6.3%
increase in services imports (notably in travel and
transport services). The net effect was a widening in the
services deficit by $108 million to $6.0 billion. For details
by type of services, see Figure 3.
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Canada Attracts Inward Foreign Direct
Investment

In comparison with the same quarter in 2001, the first
quarter of 2002 recorded a doubling of inward foreign
direct investment (FDI), which was heavily concentrated
in the energy and minerals sector. The U.S. was the
primary source country for this expansion, accompanied
by the EU. Although outward FDI in the energy and
minerals sector grew substantially, declines in all other
sectors combined to reduce the level of outward FDI by
half compared with the first quarter a year earlier.
Outward FDI declined to all destination countries and
regions.

Canada Adds to Its Official International
Reserves

Canada added $0.7 billion to its official reserve assets in
the first quarter of 2002, compared to $2.5 billion added
in the same quarter in 2001.

l}

The Role of Imports in Canada’s Economy

Overview

In today’s world, the globalization of
business, underpinned by increased
international trade and investment,
has compelled Canadian companies
to embark on a wide-ranging effort at
organizational and operational
restructuring. Many, albeit not all,
trade and investment barriers are
gradually being dismantled, and the
labour, capital and other advantages
of one country or region are being
combined with the technical and
other strengths of another. The
outcome is the creation of many new
economic realities that, for the first
time ever, are truly global in
conception, administration and
delivery. As part of this ongoing
process of restructuring, businesses
are often relying on imports to
replace less efficient domestic
suppliers and/or to increase intra-firm
trade flows.

This special feature reviews the role
of imports in the contemporary
Canadian economy, with a particular
focus on the role of imports as
intermediate goods in Canada’s
exports.

At the most basic level, imports not
only benefit the exporting country,
they also provide benefits to the
importing economy. For the Canadian
consumer, for example, imports
provide a greater variety of choice of
products at more competitive prices.
Canadian producers also benefit—
from the use of imported parts or
services as well as from the use of
foreign machinery and equipment,
which enables them to lower their
costs. Thus, domestic producers are
able to offer their products (final as
well as intermediate goods ) for sale
more cost-effectively in the Canadian
market or enhance their competitive
position in international export
markets.

Imports enrich the lives of Canadians
and improve Canadian
competitiveness in several ways.
First, a major share of imports consist
of final goods sold and consumed in
the Canadian domestic market. For
example, the demand for fresh fruits
and vegetables by Canadian
consumers over the winter months is
largely met by imports.

Second, a large portion of imports
consist of intermediate goods used as
inputs in the processing and
manufacture of goods and services in
Canada. Goods and services
generated in Canada encompass both
final products and services intended
for the consumer market and those
intended as inputs for further
processing. The two types of goods
and services can in turn be destined
for either the Canadian domestic
market or export markets.

Third, certain imports consist of
machinery and equipment, which are
used by Canadian industry in the
provision of final goods or services.

Imports thus are of significant benefit
to our economy. Moreover, their role
in Canadian economic activity has
been on the rise for some time, as
evidenced below:

« The ratio of imports of goods and
services to GDP has increased from
18.0% in 1961 to 38.1% in the year
2001.

¢ The share of imports in the
“apparent Canadian market” (i.e.
net domestic shipments plus
imports) has been on the rise over
time and increases with the degree
of processing.

e The share of imports in the
“apparent market” for primary
goods increased from 16.8% to
20.6% between 1965 and 1996.
Primary goods are defined as
agricultural, fishing, trapping,

forestry, mining, crude oil and
natural gas, and quarried products.

¢ The share of imports in the
“apparent market” for
manufactured goods jumped from
20.0% to 44.1% over 1965-1996.

e The share of imported inputs in the
gross output of primary goods rose
from 2.7% to 6.2% over 1965-1996,
while for manufactured goods it
increased from 10.0% to 23.1%
over the same period.

What factors explain the ever larger
role of imports in the Canadian
economy? One contributing factor, as
alluded to above, is the increasing
sophistication of the Canadian
consumer—both individual and
industrial. Another factor is the
decline in trade barriers, as
epitomized by the outcome of various
trade agreements, such as the
Uruguay Round and the NAFTA. Yet
another explanation might be the
increased specialization, or
fragmentation, of the production
process across countries and regions.
We examine this last explanatory
factor in further detail below.

Vertical Specialization and
the Import Content in
Canadian Exports

Vertical specialization refers to the
degree of specialization through the
various stages of the production
process as a good moves towards
completion as a final product. For
example, it takes many different
manufacturers to produce the inputs
needed for the assembly of an
automobile—tires, chassis, seats,
steering wheels and mirrors, to name
a few. As mentioned above, the
labour and other advantages of one
country or region can be combined
with the technical strengths of
another to create new and different
economic opportunities and modes of
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Promoting seafood exports

LOS ANGELES, CA — November 3-5,
2002 — The International West
Coast Seafood Show (www.
westcoastseafood.com) is the
“sole” seafood-specific show on the
U.S. West Coast, and serves as the
number one venue to meet buyers
from west of the Mississippi and from
Western Canada, Mexico, Latin
America and the Pacific Rim. This
year, the show is co-located with
Expo Comida Latina, to lure
buyers eager to take advantage of
two shows with products that appeal

to the huge Hispanic market in the
southwestern United States.

Agriculture and Agri-Food Canada
is offering booth space to Canadian
seafood exporters wishing to exhibit in
the Canadian pavilion. Companies
may also wish to apply for financial
assistance from the Program for Export
Market Development (PEMD).

For more information, contact
Jane Barnett, Agriculture and Agri-food
Canada, fel.: (905) 823-0122, fax:
(905) 823-8920, e-mail: barnettj@
em.agr.ca %

BizTech 2002

PORT OF SPAIN, TRINIDAD — Oct-
ober 9-12, 2002 — The Canadian High
Commissions in Barbados, Dominican
Republic, Haiti, Guyana, Jamaica, and
Trinidad and Tobago invite you to par-
ticipate in the Canadian Pavilion at
BizTech 2002, an annual interna-
tional Information Technology (IT) trade
show and business conference.

The event will bring fogether business
and political leaders from the entire
Caribbean region in a four-day ICT
business forum. It will also provide
opportunities for participants to meet
the decision makers involved in a new
plan for the IT sector in the region.

These key decision makers and buyers,
from both government and the private
sector, will be invited to visit the Cana-
dian showcase.

The exhibition will target companies
promoting IT, telecommunications and

networks, engineering systems, soft-
ware, security, financial services, office
equipment, marketing, advertising and
design, and printing and publishing.

For more information, contact
Robert Grison, Managing Director,
Canadian Export Development Inc.
(CED), tel.: (613) 825-9916, fax:
(613) 825-7108, e-mail: cced@
sympatico.ca %

Havana
International

HAVANA, CUBA — November 3-10,
2002—The Havana International
Trade Fair (FIHAV) is the largest
trade fair in Cuba and the Caribbean.
Last year it aftracted close to 1,700
exhibitors from 60 countries, and
more than 120,000 visitors.

For the past five years Canada
has had prominent representation at
FIHAV, winning a prize for best pavilion
in 2001. This year is the 20th anniver-
sary of FIHAV and the Canadian
Embassy in Havana is again organizing
a Canadian pavilion.

For more information: www.
complejopalco.com/Ingles/
Pabe/Datos/FIHAV.htm or contact
Trade Section, Canadian Embassy,
Havana, tel.: (011-537) 204-
2516/-2517/-2527, fax: (011-
537) 204-2044, e-mail havan-td
@dfait-maeci.gc.ca Web site:
www.infoexport.gc.ca/cu %

Americas

— continued from page 2

500 manufacturers and attract over
8,000 buyers from more than 85 coun-
fries. Some 40 booths have been
reserved for Canadian companies.
Seminars will include the 2nd annual
Hispanic Marketing Conference with
presentations by nationally recognized
market research firms and advertising
agencies on selling to the 35 million
Hispanic consumers in the U.S. Canadian

Commercial Officers from the U.S., the
Caribbean and Latin America Missions
will be attending to assist Canadian
exporters.

For more information, visit the
Web site www.worldtrade.org or
call (702) 838-6056, fax: (702)
838-8853, e-mail: judyforcanada
@yahoo.com or contact Margaret
Cullen, Commercial Officer, Canadian
Consulate, tel.: (305) 579-1615,
fax: (305) 374-6774, e-mail:
miami-td@dfait-maeci.gc.ca
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