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Dept. of Extc¥
o Min. des Affaire:

Team Canada Makes Headlines in o747
Latin America iz

'y Manon Coté, Project Officer, Planning and Special Projects Centre, DFAIT

a n the eve of the departure of Team Canadas fourth trade mission, the print media in Mexico, Chile, Argentina and
/' Brazil were dll astir—and not without reason. “The people of my country dont see a large delegation like this one every day,”

aid Germana Costa Moura, a Brazilian journalist who visited Canada in December. “They will want to know more about what

Lanada has to offer the Southern hemisphere. As a journalist, it is my job to introduce the people of Canada to the people of Brazil.”

_ RETURN TO DEPARTNENTAL LIBRARY
RETOURIER A LA BIELIOTHZQUE DU MNISTERE

 was in this spirit that the Department ~ dozens of meetings and cultural events.  Financiero (Mexico), El Mercurio
Lf Foreign Affairs and International Trade The guest reporters from some . (Chile), Clarin (Argentina) and Folha
hvited eight journalists to come and  of the leading dailies in Mexico and de Sdo Paulo (Brazil) — visited
barn about Canada and its people at ~ South America — among them El  Ottawa, Montreal and Toronto from
) November 29 to December 9.

A common desire to boost
North-South relations
The journalists were welcomed by
-Canada’s Minister for International
Trade, Sergio Marchi, on their first
-day in the Canadian capital. Mr.
Marchi reminded the press how
important the Team Canada missions
are for both Canadians and the host
communities.

Continved on " page 13 — Team Canada

KSH is responsible for overall technical
y leadershi"p%i‘n the construction of a-
|  US$850-million bleached kraft pulp mill
for. PT Tanjungenim Léstari Pulp and
, Paper (PT TEL). KSH is also mvolved in
the project’s management, engineering,
supply of major equipment, supervision
of erection and start-up, and training of
mill operators. (KSH’s sale of Canadian

A Current Affoir ...*.......‘3;

KSH3 Alan’Curleigh presents a (
cheque to Minister Marchi APEC Summit «.ocesinnsanncensed

Continved'on page 3 — PEMD

o CunudExpori On-Line .
http://www.dfait-maedi.gc.ca/english/ news/ newsletr/ canex

department of Foreign Affairs and International Trade (DFAIT)
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The new site — SCC.CA — provides
an estimated 300,000 pages of stan-
dards-related information for com-

panies, whether they are exporting
environmental technology to Aus-

tralia or gaining a foothold for a new

building product in Europe.

SCC.CA also features an extranet
that will let Canadians use the Inter-
net to collaborate on the development
of national and international standards
— saving time and travel expenses
for the estimated 14,000 Canadians
who currently sit on standards devel-
opment committees and facilitating
the participation of others. "
Small businesses to benefit most )

" “The biggest beneficiaries of SCC.CA
will be Canada’s small businesses,”
says Industry Minister John Manley.
“It will enable them to learn about
and influence international standards

to ensure that they are competitive in

the global marketplace.”
Among other services, the site
allows users to search, for free, over
. 5,000 National Standards of Canada;
standards referenced in federal
regulanons such as the Hazardous
Products A t and provincial regula-
‘Ontario (other provinces
as their regulations are

) Editor-in-Chief: Amir Guindi

Users can also search the accredi-

tation database to discover which of -

the 237 facilities accredited by the
Standards Council is best qualified
to assess their product’s or service’s

compliance to Canadian, foreign and
international standards.

E,Nzw PARTNERSHIP

Canadian companies can now easily and inexpen\sAively determine which standards apply to their products and
services in given target markets — thanks to a new Web site launched by the Standards Council of Canada
on October 14, World Standards Day.

For more information, visit the
SCC.CA Web site at http://www.scc.ca
or contact the Standards Council,
1200-45 O0’Connor St., Ottawa, ON,
K1P 6N7, tel.: (613) 238-3222,
fax: (613) 995-4564.

Gives CANADIANS ONE-STOP

Access T0 STANDARDS OF WORLD MARKETS

Canadian companies will have
\.one quick, efficient source for
all the standards they need to com-
pete in global markets, thanks to a
strategic partnership formed by the
Standards Council of Canada and
IHS Canada/Micromedia Limited.
As of April 1, 1998, Micromedia’s

"Global Info Centre in Ottawa will

assume responsibility for the Stan-
dards Council’s standards sales
service, becoming the exclusive
Canadian distributor for standards
of the International Organization

‘for Standardization (ISO) and the

International Electrotechnical Com-

CanadExport

mission (IEC), as well as the source
of an extensive line of other business
information products.

Along with the recént launch of
the Standards Council’s new Web site

- (see article above), this partnership

will promote the increased use of
standards, while ensuring Canadians
have fast and easy access to interna-
tional and foreign national standards.
Micromedia’s sales outlet is located
at 240 Catherine Street, Suite 305,
Ottawa, ON, K2P 2GS8, tel.: 1-800-
854-7179 or (613) 237-4250, fax:
(613) 237-4251, Internet:
http://global.ihs.com
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;o CanadExport

echnology Partnerships Canada (TPC) created more than 10,000 jobs and leveraged $1.6 billion in private-sector
X during its first year, according to the program’s flrst annual report. The program also invested $414 million in

30 projects across Canada.

In tabling the report in Parliament on December 10,

Industry Minister John Manley said, “I am proud that
Technology Partnerships Canada has contributed so
much to economic growth and the creation of long-
term jobs in Canada. These investments are building
valuable partnerships with the private sector to ensure

that Canada is competitive in the knowledge economy.”

Making strategic investments

Technology Partnerships Canada represents an investment
approach to technological development, with real risk-

and reward-sharing with the private sector. Investments
are fully repayable and are intended to help ensure that

products with high potential reach the marketplace. In-

vestments are made in the target areas of environmental

technologies, enabling technologies, and aerospace and

defence industries — areas recognized worldwide as having

_ significant potential for growth in the coming century.

Environmental technologies support sustainable devel-
opment efforts and build on Canada’s expertise in this

area. Enabling technologies, which include advanced

manufacturing, advance materials, applications of infor-
mation technology and biotechnology, are improving the

'ways Canadians live and work. Aerospace and defence

industries employ more than 59,000 Canadians and are
a major component of the knowledge economy.

Key element in jobs strategy
Technology Partnerships Canada — launched in March
1996 — is a key element in the governments strategy

to promote economic growth and job creation through
innovation, positioning Canada to be a leader in the
global knowledge economy of the 21st century.

For more information, or for a copy of the annual
report, contact Technology Partnerships Canada, 300
Slater Street, 10th Floor, Ottawa, ON, K1A 0C8, tel.:
1-800-266-7531 or (613) 954-0870, fax: (613) 954-9117,
e-mail: tpc@ic.gc.ca '

4y : Team Canada Inc: A Current Aftair

goods and services is being supported by a US$205-mil-
lion loan from Canada’s Export Development
Corporation.)

To express the company’s appreciation for the gov-
ernment’s contribution to its success,' Executive Vice ~
President Alan R. Curleigh came to the Department of
Foreign Affairs and International Trade on December 3
to repay its $99,000 PEMD Capital Project Bidding
assistance directly to International Trade Minister
Sergio Marchi. :

In thanking the Minister, Curleigh pointed out that
the assistance, and the government backing it implies,
is important not only for financial reasons but also in’
persuading a company’s senior management and board
of directors to undertake costly, extended-term activity
such as capital project bidding. He noted that the PEMD
assistance has benefited not just his company but
also over 150 other Canadian companies that will / i

Continued on page 12 — PEMD

-~

he site’s new page, “International Capital Projects.”

[Fnet: Getting your Shure of the IFl Market

Avallable on the Department's Web site (http://www.dfait-maeci.gc.ca/ifinet), IFInet helps increase you
of success in pursuing international financial institution (IFI) 'business opportunities. You will fi
on projects financed by IFIs, work undertaken by Canadian consultants with thef, 4
, Clternatmnal Development Agency (CIDA) projects. Business guides for exporters

mfoi'm ﬁ
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APEC Summit

CYAP 1997.

CanadExport: -
What was the

i main purpose
behind organizing Canada’s Year of
Asia Pacific, especially as it pertains
to business people?
Ambassador Bell: Canada’s Year of
Asia Pacific was all about increasing
awareness of the fact that Canada is
a Pacific nation and refocusing our
attention and resources across the
Pacific, commensurate with.our real
and potential interest in the region.
And this is something we did from
coast to coast.

CanadExport: Could you give us some
background?

Ambassador Bell: It is interesting to
note that over 30 years ago, Asia
Pacific accounted for only 4 per
cent of the total global production
of goods and services. This year the
region accounts for 25 per cent, and
the projection is that over the next

decade one half to almost two thirds.

of the increase in global production

\;n goods and services will be in Asia

lscific. And despite the strong read-
‘justments in the currency and stock
arkets thellast few momhs, indica-

~his CanadExport interview with John Bell, Ambassador to Canadas Year of Asia
L Pacific (CYAP), was conducted a few weeks before the Asia-Pacific Economic Co-
operation (APEC) Summit in Vancouver, the culminating event in a highly successful

tions are that an overall strong policy
framework will bring the Asia-
Pacific economies back to a stronger
position in the next few years.
‘Another factor is that we now
have two million Canadians of
Asian background — that’s 62 per
cent of new Canadians now com-
ing from Asia. So a lot of what we
sought to accomplish this year
related to our own economic oppor-

tunity and the fact that our linkages

with Asia Pacific will create jobs in
Canada, and that we will succeed
better by working together. We've

focused the year on youth, on small

business and on working with Asian
Canadians in building bridges to
Asia, particularly in terms of busi-
ness, but also culture and other
connections.

CanadExport: How has CYAP connected
with business people?

Ambassador Bell: The first event
was really the Team Canada Mission
to South and Southeast Asia, which
was about opening doors and creat-
ing access for Canadian companies.

It was also, ‘coincidentally, about ’

Canadian companies working together

CANADA’S YEAR
OF ASIA PACIFIC
1997 L'ANNEE
CANADIENNE DE
L’ASIE-PACIFIQUE

to take advantage of these markets.
We have undertaken a series of
conferences throughout Canada,
building on Team Canada’s successes.
And we have sought to make the
opportunities in Asia Pacific known
to small businesses. The Asia-Pacific
Leaders’ Meeting, for example, is not
just about creating special relations,
but also about creating greater trade
liberalization and trade facilitation
through things like customs clear-
ance and common standards, as well
as facilitating business travel. All
‘these events have brought informa-
tion and networking opportunities
for a wide variety of small and
medium-sized Canadian businesses.

CanadExport: What kind of response has
there been to the many CYAP events?
Ambassador Bell: Well, first of all,
the attendance of small and medium

-businesses from both the APEC

region and Canada was considerable
— more than expected. And a num-
ber of groups will be organizing a
conference shortly to plan ways to
keep the momentum and enthusiasm
from dissipating.

onhnued onpage 5 — An |nierv:ew
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mgte ‘your company’s capabilities to foreign buyers.
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1944-4WIN from the National Capital Region).
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CanadExport: In the meantime, how can
businesses that missed out on these
events take advantage of some of these
opportunities?

Ambassador Bell: They should con-
tinue, or begin, to deal with the
International Trade Centres in their
area, to find all the relevant infor-
mation about markets. They should
be encouraged to participate, selec--
tively, in the international bilateral
business associations. Above all, they
should focus on one or two markets
— visiting those regions and main-
taining contact with the trade officers
at the Posts. The trick is to find niches,
partners and representatives that fit
their particular interests.

CanadExport: What do you consider APEC's
accomplishments since its creation in 1989?
Ambassador Bell: There has been
considerable movement on trade
liberalization for the benefit of all
APEC members. In 1993, for example,
there was an agreement towards fully
liberalized trade in Asia Pacific by
2010 for developed countries and
2020 for developing countries. And
the development of individual action
plans and corporate action plans by
APEC economies was instituted to
review what they are doing towards
meeting that goal. At the Trade |
Ministerial Meeting in Montreal last
March, it was agreed to accelerate
the investigation of sectors for volun-
tary liberalization. Originally this was
to have been done by 1999. Now it
will happen two years earlier. .

We are also working towards
streamlining of customs clearances
through common databanks and
other procedures that would mean

1 that what could take three weeks

CanadExport

will be reduced to five minutes.
A third area APEC is working on
is the whole question of economic
co-operation in infrastructure, envi-
ronment, human resource develop-
ment technology, and so on. What
really distinguishes our Canadian

- chairmanship of APEC this year is

our efforts to involve a wider com-
munity, beginning with business
through the APEC Business Advisory
Council and expanding to involve
youth, women and other groups in
the entire APEC process. '

CanadExport: Many of the Asia-Pacific
countries could use Canadian products and
services to further their economic growth.
Do any specific sectors come to mind?
Ambassador Bell: Lets take environ-
ment, with the serious problem in
Southeast Asia caused by the so-called
haze. Canadian companies like Bovar
— which got involved in Malaysia
wvia the Enterprise Canada-Malaysia
program — are right at the forefront
of providing air and water-quality
analysis. Infrastructure is another
area. Take, for example, the well
known site of the tallest buildings
in the world, Kala Lumpur city centre.
A great part of those buildings in-
volved Canadian architects and envi-
ronmental experts. '

Another area that is at the forefront
of what we have been doing in Asia
Pacific is education. Our institutions

of higher learning have a product to

market, and there is a tremendous
demand for such products and services
in many countries of the world, but
particularly in Asia-Pacific countries.
So there are tremendous opportu-
nities, and the challenge is to study

.the market, speak to people who

“ata conference at the Un vetél,,

All lntel‘\llew Wlﬂl jOhn Be" ——(onrmuedfrompage4

~ come from those regions who know
the area, get a sense of the best way
to proceed, and be selective.

CanadExport: What in your view has been the
redl impact of Canada’s Year of Asia Padfic?
Ambassador Bell: I guess where we
really had an impact, from my perspec-
tive, was in the numbers of people who
got involved. This was really about
telling Canadians that we’re a Pacific
nation and working towards creating
opportunities and taking advantage of
opportunities in that region. What 1
found particularly interesting was that
there were so many people who got
involved in a cultural project.

CanadExport: Are there plans for any
follow-up, such as future trade missions,
to channel all the energy generated from
CYAP?

Ambassador Bell: I think that we have
successfully peaked people’s interest
in the region. You know, it used to be
that people went to Europe after they
graduated from school. Now, more
and more are going to Asia.

P.S. Just before going to press, Ambassador
Bell gave CanadExport the following
conduding remarks on CYAP and APEC.
Ambassador Bell: The APEC Leaders’
Meeting was a great success, both -
substantively and logistically. The
identification of nine sectors for
early voluntary liberalization shoul
lead to increased opportunities or
Canadian firms in the ﬁ}t"
There will be a follow

will

Asia Pacif

\

~ Jonuary 12, 1998 '
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'The Vancouver Leaders’ Meeting
was surrounded by several other
key events — including a Business
Council on-National Issues (BCNI)-
sponsored CEO Summit and Busi-
ness Advisory Council meetings,
as well as sector-specific business
expositions, networking and on-site
company visits — in keeping with
all of CYAP 1997 activities
organized from coast to
coast throughout the year
(as regularly reported in
CanadExport).

In fact, according to a
Canadian senior trade
official, “Canada’s 12-month
leadership role as APEC
chair constitutes the largest

’ultural,and people-t

he highly successful Canada’s Year of Asia Pacific (CYAP) culminatéd in the Asia-Pacific
Economic Co-peration (APEC) Summit, held in Vancouver last November.

showing that despite the Asian
financial crisis, APEC’s trade liber-

‘alization objectives remain strong.

“APEC has also continued to
evolve as an institution of relevance,”
says the senior trade official, “thanks
in part to the new directions given
by Canada in terms of greater inter-
facing with the private sector and

beneflts for years to come

Prime Minister Jean Chrétien

o-people ties in this. lmportant,:
’iregton Iam conﬁdent that we will reap the'

>

CANADA’S YEAR
OF ASIA PACIFIC
1997 L'ANNEE
CANADIENNE DE
L'ASIE-PACIFIQUE
Peoples’ Summit in Vancouver, and
developing consensus among APEC
Leaders on three difficult questions:
regional financial instability, climate
change, and APEC membership.
Building on the success at the
Ministerial Meeting in identifying
sectors for early voluntary liberal-
ization, Leaders welcomed efforts
by Canada to focus APEC
attention and activities
throughout the year on the
important medium-term chal-
lenges to growth and stabili-
ty in the region, in particular
the emphasis given to infra-
structure and sustainable
development issues.
Leaders issued a separate

and most complex exercise

~ in multilateral diplomacy and
domestic outreach yet undertaken
by this country.”

Canada gives APEC a boost
Judging from the results achieved
and the comments received from
leaders and senior officials of the 18
ryparticipating countries, this year’s
APEC activities, including the Van-
ouver Summit, will be remembered
{nodel follow.
ccQ m to U.S. President Bill

e single best discussion
EC Leaders have

. non-government organizations, and
focusing on sustainable development,
- climate change, and the involvement

of women and youth, as well as
instituting a retreat for Ministers.
“APEC has in fact enhanced

- Canada’s position within the Asia-
* Pacific community,” he concludes.

Canada plays leadership role
The final reading of the Leaders’
Declaration (see p. 7) by Prime

‘Minister Chrétien, as Chairman,

served as a fitting conclusion,
underlining the regional leadership

exercised by Canada in 1997.

That leadership included estab-
lishing a precedent-setting posi-
tive engagement with the parallel

Vancouver Framework for
Enhanced Public-Private Partner-
ship for Infrastructure Develop-
ment to engage the cross-sectoral
co-operation required for optimal
project planning.

“Canadians can be proud of what
we have achieved as chair of APEC
this year,” concluded Prime Minister
Chrétien. “We have advanced freer
trade and economic co-operation in
ways that will help secure future
prosperity and stability in the region.
We have also helped create more
opportunities to invest in and
consolidate partnerships with
people, including women, youth,
small business, labour and academics.”

Department of Foreign Affairs and International Trade kDEAIT) -
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[);rime Minister Jean Chrétien welcomed the results of the fifth Asia Pacific Economic Co-operation
(APEC) Economic Leaders’ Meeting, which Canada chaired in Vancouver on November 24-25, 1997.

Major results for 1997 discussed at the

"APEC Economic Leaders’ Meeting

include agreement to:

¢ liberalize trade in 15 sectors,
with work beginning in 1998 on nine
sectors — including areas of particu-
lar interest to Canada, such as envi-
ronmental goods and services, forestry
products and fish — and implemen-
tation starting in 1999;

« implement the Manila Framework
to enhance co-operation to promote
financial stability;

 work toward a successful con-
clusion of World Trade Organization
negotiations on financial services;

“» harmoniZe and simplify customs

clearances by the year 2000;

* focus work on developing human
resources and harnessing technologies
of the future;

* assess the full impacts of trade
liberalization, including its positive

effects on growth and employment,

and assist members in managing
associated adjustments; '

* implement the Sustainable Cities
Program of Action, which includes.
initiatives to encourage investment in
environmentally sound infrastructure
and community education;

* endorse the Vancouver Framework
for Enhanced Public-Private Partner-

' ships for Infrastructure Development,

which will guide efforts to increase
investment and partnerships in infra-
structure development in the region;

* initiate work on emergency pre-
‘paredness;

CANADA’S YEAR
OF ASIA PACIFIC
1997 L’ANNEE
CANADIENNE DE
L’'ASIE-PACIFIQUE

of the United Nations Framework
Convention on Climate Change;

* broaden APEC engagement with
all sectors of society, with particular

* intensify work on electronic
" commerce, science and technology,
and human resources development;
* work toward a successful out-
come of the Third Conference of the
Parties in furthering the objectives

Continved on page 9 — APEC Summit

e Agreement was reached to recommend 15 sectors for early voluntary
liberalization, with work on nine sectors to begin in 1998 and implemen-
tation in 1999, as follows: environmental goods and services, fish, forest
products, toys, telecommunications equipment (mutual recognition
arrangement), medical equipment and instruments, chemicals, gems and
jewellery, and energy. Leaders subsequently agreed to.this recommenda-
tion, as recorded in their Declaration (see article above) M)
e The Economic Committee this year published four studies — welcomed
by Ministers — that documented the benefits of APEC’ trade liberaliza-
tion initiatives in GDP and trade gains. (M) . ' .
* On the trade facilitation front, Ministers were impressed with the work
accomplished since last year, particularly the Blueprint for Harmonized
Customs Procedures (to be covered in the next issue of CanadExport). (M)
» Excellent work on standards, government procurement and dispute
mediation also received special mention. This work is particularly important
to small businesses; facilitation is widely viewed as one of APEC’s best and
most immediate contributions to making trade easier and less costly. (M)
» Ministers met with the APEC Business Advisory Council (ABAC), to
discuss the ABAC recommendations for 1997 (to be covered in the next
issue of CanadExport) and their work throughout the year. (Although
business is the natural constituency for APEC, governments must take a
broader view of how far and how fast they can move on these issues.) (Iﬁf
e The second annual dialogue with ABAC was a more informah essm

/

than last year, given that Leaders and ABAC members were mor; j
with one another’s preoccupations. Presentations were given by ¢
the co-chairs of the ABAC (Review of the 1996 Manila Action Pl

APEC; Cross-Border Flows; Private Investment in Infr : 1
Access to Capital; Economic and Technical"G ion’
Medium Enterprises). (L)

= lonvary 12,1998 ¢
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There is no doubt that the fundamentals for long-term growth and prospects for the region are
exceptlonally strong. We remain convinced that open markets bring significant benefits, and
“ we will continue to pursue trade and investment liberalization that fosters further growth.” APEC 1997

Leaders’ Declaration

The 1997 APEC meetings in Van-
couver marked the signing of several
Canadian business deals. But it was
during the state visits to Canada by -
leaders from China, the Philippines
and Japan that Canadian companies
signed deals worth billions of dollars.

Singopore
On November 21, Canadas Minister
for International Trade Sergio Marchi
and Minister for Trade and Industry
and Second Minister for Finance of
Singapore, Lee Yock Suan, witnessed
the signing of 13 agreements, worth
more than $150 million. The Ministers
also signed a memorandum of under-
standing (MOU) to co-operate in the
development of information and
-telecommunications technology.
The MOU will support the devel-
opment of technologies, products
and services for the benefit of indus-
try, education and research in Canada
and Singapore. “This MOU opens a
technological gateway between our

\ countries that should act asa catalyst

- for increased scientific, business,
A . . .
ducauonal and cultural ties,’ ” said

One company, Morgan Media Inc.
of Sydney, B.C., proved how fruitful
co-operation between Canada and
Singapore can be. Morgan Media
signed two deals. The first is a strate-
gic marketing partnership agreement
with ST Computer Systems and
Services Limited to distribute its
product exclusively in Singapore and
Malaysia and non-exclusively for
the rest of the Asia-Pacific region.

The second agreement established
a joint venture company with the
Institute of Systems Science (ISS)
to carry out the development, com-
mercialization and marketing of
on-line communities and virtual
environments for education and
entertainment.

China

During the annual Canada-China
Business Council (CCBC) meeting, in
Toronto on November 27, Minister

" Marchi announced 12 business deals

— MOUs, letters of intent, contracts,

and joint ventures — worth $2.3 bil-

lion between Canada and China.
The event involved Canadian

. financial institutions, Crown corpora-

tions and large and small companies,

as well as members of the Chinese

business delegation travelling with

. President Jiang Zemin of China on

an official state visit to Canada.
Minister Marchi.told delegates

that the Canadian government

\S

CANADA'S YEAR
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consistently seeks to expand busi-
ness relations between Canada and
China. “These business deals reflect
the supportive role of the federal gov-
ernment, and the Canadian embassy
and consulates in China, in helping
our Canadian companies to do busi-
ness in that country. This successful
approach supports economic growth
and job creation here at home.”

One such deal, between Easy Field
Consultants Ltd. of Markham, Ontario,
and Shanghai Songnan Real Estate
Co. Ltd., is a $168-million joint ven-
ture that will aid in the development
of new-generation affordable housing
in China. Using the latest Canadian
building technology, new homes and
facilities will be built for over 7,000
families in the Nanshi District of

~ Shanghai.

The two countries also reached
new bilateral agreements on im-
proved management of consular
relations, on the opening of a

"Chinese Consulate General in

Calgary and a Canadian Consulate
in Chongqing (a city with a popu-
lation of 30 million), on tourism
co-operation, and on improved
bilateral air linkage.

Over the past five years, two-way
trade between the two countries has
increased by 35 per cent.

Continved on page 9 — Canada
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The Philippines

On November 29, Prime Minister
Jean Chrétien and President Fidel
V. Ramos of the Philippines wit-

nessed the signing of 26 of 30 new
business agreements worth $2.3 bil-
lion, which were concluded during
the President’s five-city state visit
to Canada.

The “Team. Phlhpplnes delega-
tion included senior ministers and
100 business representatives from
the telecommunications, construction,
food, transportation, and financial
sectors.

“The fact that Mr. Ramos is leading
a trade delegation to Canada so'soon

after the January 1997 Team Canada

trade mission to the Philippines
clearly demonstrates the impression
left by our successful mission and

- the great enthusiasm to expand
trade between our nations,” said
the Prime Minister.

CanadExport

companies, educational institutions

“and organizations took advantage

of the visit. Among them, Montreal-
based AFCAN Inc., which specializes
in the design and construction of
hospitals throughout the world,
has signed a Project Development
Agreement with Primetown Property
Group of Manila. The $61.6-million
project calls for the two companies
to jointly design, construct, outfit
and manage an ambulatory care
centre in the National Capital Region
of Mandalugang. The 10-employee
AFCAN has been working with
Primetown for a year and estimates
that the project will be functional
by early 1998.

Japan

Prime Minister Ryutaro Hashimoto
and Prime Minister Chrétien met on
November 27 in Ottawa to reaffirm
their commitment to strengthening
relations between Canada and Japan.

Over 30 Canadian small and laige
| ,
!

L

APEC Summit Brings Results — cmiettonper

focus on young people, academics,
workers and business, especially
smaller business;

* establish the APEC Education
Foundation, the APEC Youth Skills-
Camp, and the APEC Youth Science
and Technology Festival to be held
in 1998, as well as an APEC Educa-
tion Hub, which will include the
granting of scholarships to students

* hold a Ministerial Meeting on
Women in 1998 in Manila and a
Ministerial Conference on Educa-
tion in 1999 in Singapore.

"« welcome Peru, Russia and
Vietnam as new members, and
agree on a 10-year period of con-
solidation after which membership
issues will be considered further.

CANADA’S YEAR
OF ASIA PACIFIC

The meeting took

1997 L'ANNEE

CANADIENNE DE

place during the
first official visit
to Canada by a Japanese prime
minister since 1989.

The two leaders noted the im-
portance of growing economic
co-operation, including trade and
mutually beneficial direct and
portfolio investment. They also
agreed 'in principle to revisions
to the Canada-Japan Double Taxa-
tion Convention, which will im-
prove employment and commercial
conditions, relieving Canadian
businesses in Japan from paying
local taxes, and vice-versa, and
resulting in millions of dollars of

L’ASIE-PACIFIQUE

* savings.

It was also. announced that a
senior Canadian business delega-
tion will visit Japan next spring -
to explore ways of expanding -
trade and investment.

On November 20, Canadian
businesses pursuing trade and
investment opportunities with
Japanese partners in third coun-
tries received another break. The
Export Development Corporation
(EDC) and the Ministry of Inter-
national Trade and Industry of
Japan reached an agreement that/
should increase support for joint -
Japanese and Canadla prole
in other countries. (See’
on p. 10.)

— January 12, 1998 '
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Trade News

anadian exports will increase

5 per cent in 1998 and grow
at an average rate of about 7 per
cent annually until 2002, according
to the latest Export’ Development
Corporation forecast.

Canada’s export growth is expected
to be strong in telecommunications,
aerospace and textile industries, due
in large part to technological innova-
tion, very competitive productivity
factors, and a reputation for delivering
high-quality products and services.

Among other EDC forecasts: .

* exports to the United States are
expected to grow 5.6 per cent

in 1998, down from 8 per cent
recorded in 1997;

* exports to Western Europe are
expected to increase 1.7 per cent
in 1998 after a decline of 4 per

. cent in 1997;

* exports to Japan are expected to
-decline by 1.7 per cent in 1998
after a 0.5 per cent increase in 1997;

- e exports to Asia are expected to

increase 4 per cent, following a
1.5 per cent increase in 1997; and

* exports to Latin America are ex-
pected to increase 5.8 per cent
in 1998, following an increase of
1.2 per cent in 1997.

“While there are many trade
opportunities abroad for Canadian
business, there are also risks,” warns
EDC chief economist Jim Olts. “This
is especially true in emerging markets,
where Canadian goods and services
are in demand. Exporters need to pay
particular attention to these risks
and ensure that they are managed
prudently.”

Exports account for 40 per cent of
Canada’s output and are a key factor
driving economic growth, job creation
and prosperity. One of every three
Canadian jobs is tied to exports.

EDC Loan SupporTs JoINT CANADA-TURKEY EXPORT SALE TO RussiA

—wxport Development Corporation

— (EDC) is providing US$38 mil-
lion in financing to enable Russia’s
Vneshprominvest Joint-Stock Com-
pany to buy telecommunications
equipment and services from Northern
Telecom Canada Limited (Nortel)
and its Turkish affiliate Northern

Electric Telekomunikasyon A.S. '

(Netas).

This is the first allocation under
a US$50-million facility that EDC
established in December 1996 with
the Turkish export credit agency Turk
Eximbank, to finance the purchase of
Canadian goods or services in Turkey
and neighbouring markets.

“This partnership helps Canadian
exporters gain access to Eastern
European and Central Asian markets,

where they've had difficulty doing
business and arranging financing,”
says Michael McLean, EDC vice-
president, Americas and Europe.
To qualify for financing, Canadian
firms must have Turkish partners
involved in the transaction. The
financing is available for the Canadian
portion of projects identified by Turk
Eximbank, subject to EDC approval.

EDC Slgns Agreement with Japan to Help Exporters

Trade and Industry — should in-
crease support for joint Japanese
and Canadian projects in third
countries.

“By forming strategic alliances and
ventures, Canadian .companies and

their partners gain an advantage when

competing for trade and investment
opportunities abroad,” says EDC
president and CEO A. Ian Gillespie
This agreement enables the two
countries to share risk on large-scale
projects such as construction of power
plants and manufacturing facilities.

/)
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Trade News

by Doug McCracken and B. Carl Kuhnke

'anddlan Consulate General, Seatt]

anadian wineries stand to gain a share of the U.S. wine market after coming up winners at the Pacific Northwest

Enological Society’s annual wine and food festival.

While not the Napa Valley, the Pacific
Northwest is a prolific producer of
quality red and white wines. But this
has not stopped Canadian wineries
from as far away as Ontario from
vying for their share of the market.

Their success can be attributed to
several factors: the expanding Pacific
Northwest wine market, the competi-
tive Canadian dollar, and — not least
— the high-quality wines now being
produced in exportable quantities by
Canadian wineries.

. Providing an impetus for pene-
trating this market was the first-ever
wine New Exporters to Border States
(NEBS) visit,~co-organized by the
Canadian Consulate in Seattle, the

{ * Vancouver International Trade Centre,

and the B.C. Regional Office of Agri-
culture and Agri-food Canada. The

| 18 wineries that took part in the May

he Canadian wine illldﬁstry has
.. once again excelled on the world
stage by winning more than 80 awards
at the prestigious International Wine
and Spirit Competition (TWSC).
-Canadian vintners walked away with

two international trophies and five -

gold, 34 silver and 44 bronze medals

from the IWSC Awards Dinner, held

in the fall in London, England.
"The trophies were awarded to
Chateau des Charmes Wines for the
“World's Best Icewine” (Vidal Icewine
1995) and to Henry of Pelham Fami-

‘ly Estate for the “Worlds Best Sweet

event came away with valuable market
information, as well as confidence
in their ability to compete. Most felt
they could quickly profit, with rela-

tively little incremental expense, in
comparison with overseas European
or Asian markets.

" Demonstrating Canadian quahty

" and competitiveness to potential U.S.

clients was the next step in the
strategy. To this end, the Canadian
Consulate approached members of
the Pacific Northwest Enological
Society, who were intrigued by the
idea of including Canadian wines
in their festival. ,

Notwithstanding the Canadian
Civic Holiday, 12 Canadian wineries
took part — six in the competition
and six at the Canadian stand, hosted
by the Canadian Consulate, for wines
not being judged.

Riesling” (Select Late Harvest Ries-
ling 1995).

Receiving the trophy for Chateau
des Charmes, vice-president Paul-
André Bosc commented, “Our ice-
wines have developed a very strong
international reputation for quality, and
an IWSC Trophy will not only enhance
our image, but also most certainly
boost our export opportunities.”

Gold medal winners were Vinelands
Estates Winery’s Merlot Reserve 1995,
Colio Estate Wines’ Select Late Har-
vest Vidal 1995, Chateau des Charmes’
Vidal Icewine 1995, Calona Vine-

Five of the competing Canadian
wineries — Inniskillin Okanagan
Vineyards, Gehringer Brothers, Jackson
Triggs Vintners, Quail’s Gate Estate
Winery, and Sumac Ridge Estate
Winery — came away with eight
medals in the categories for Late/
Special Harvest, Other Reds, Other
Whites, Pinot Blanc, Pinot Gris and

-

. Sparkling,. -

To put this achievement into
perspective, the Canadian wines
represented less than 2 per cent of

“the wines being judged, but won
- 8 per cent of the medals.

Since the festival, many of the
producers have been cultivating
the market, dealing directly with
importers and distributors. At least
half a dozen are expected to be selling
in the Pacific Northwest within the
next few months.

yards’ Merlot 1995, and Kittling Rldge
Estates Icewine 1995.

The Government of Canada has
worked with the grape and wine '/

sector to develop wine quality stan-
dards and to create an international
marketing plan to increase expor}z

ket Strategies (AIMS) initial
For more informatio‘

— January 12, 1998 D




Trade News

“J7"he new year will bring with it the potential for increased sales for Canadian exporters. Effective January 1, 1998,
. U.S. customs duty on most Canadian merchandise qualifying under the North American Free Trade Agreement

(NAFTA) are reduced to zero.

Among other things, the NAFTA pro-
vides for customs tariff relief on origi-
nating merchandise from each of the
three NAFTA members — Canada,
the United States and Mexico —
entering the customs jurisdiction
of another NAFTA member. While
exports from Canada to the United
States and vice versa will, in most
cases, be free of customs duty as of
the new year, Mexico is on a tariff

" reduction schedule that will result
in duty being phased out over time,
‘with the complete removal of tariffs
by 2009.

How to qualify for NAFTA benefits

To be considered originating for
NAFTA purposes, and thereby entitled
to tariff benefits, your company’s goods
must meet certain criteria under the
NAFTA. These criteria deal with specific
rule of origin tests, such as meeting a
tariff change requirement, NAFTA

S s

"PEMD Goes to Work _ mtems

content requirements and various
other tests. The objective of the origin
rule is to determine whether sufficient
transformation processing has occurred
in a NAFTA territory for certain goods,

whether or not they are entirely grown, .

fished or mined in a member country.
(Goods purchased in a NAFTA country
that were imported and fully manufac-
tured from a non-NAFTA country do
not qualify for NAFTA tariff benefits.)

Why use NAFTA if my merchandise is
dussified as duty free?

There may be instances when mer-
chandise exported to the United
States has a duty-free classification
without claiming NAFTA benefits.
However, when Canadian goods are
shipped from Canada into the United
States and the goods are not certified
as originating under the NAFTA, they
are subject to Merchandise Processing
Fees (MPF) that can add up to

$485.00 to the cost of each shipment.
This additional charge, although small,
increases the cost to a U.S. importer
or can lead to lost sales for Canadian
exporters if their U.S. customers
look for less expensive alternative
sources of the product.

Make sure the paperwork is in order
NAFTA benefits require that documen-
tation be prepared and retained in order
to support a claim. Incorrect or incom-
plete documentation and analyses could
result in the removal of tariff bene-
fits and possible penalties. Exporters

- should therefore make sure the paper-

work is filled out accurately and claim
NAFTA benefits only when entitled.
For more information, contact
Jaime Seidner, Tax Manager, Customs
and International Trade Practice,
Coopers & Lybrand, 145 King St. W,,
Toronto, ON, M5H 1V8, tel.: (416)
814-5798, fax: (416) 941-8415.

e

RO N

be participating in the project as subcontractors and

~_suppliers. Many of these are small companies new to
ﬁ,‘fgxporting and to international capital project activity.

\Due to its success in export markets and the resul-

xowth KSH is no longer eligible for PEMD

z)tal annual sales of less than $10 million.

Ias being used to cost-share bid preparation
internatig al capital projects, PEMD assistance
' re thezimplementation of a com-
: , evelopment strategy in
'to exporting can obtain

which is now reserved for smaller companies ,

assistance to undertake a market investigation trip
and/or to participate in an international trade fair.
While repayment of the assistance is required, com-
panies need not repay until they have succeeded in
making export sales or won a capital project tender.
Non-repayable assistance is also provided to national
industry or sector-specific trade associations to do

* generic promotion or to develop market intelligence

on behalf of their member companies and industry.
For more information on PEMD, contact Dennis
Gibson, Deputy Director, Export Development Division,

DFAIT, tel.: (613) 996-1408, fax: (613) 995-5773.

Depariment of Foreign Affairs and Infernafional Trade (DFAIT) —
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“These missions show Canadians

* just how well this country can function -

when we all pull together in the same
direction. To our hosts, they repre-
sent something concrete in the way
of solid partnerships,” he explained.
Mr. Marchi also stressed the federal
government’s intention to form lasting
trade relations with our Latin American
partners. “Latin America has begun
to captivate the imagination of
our business people. The govern-
ment wishes to help them
‘get even more involved and
is using the next Team Canada
mission and follow-up team in
the four countries visited to do
0.” While visiting the Lester
B. Pearson Building, the jour-
nalists also met with senior

of Foreign Affairs and Inter-
national Trade,"including Deputy
Minister of Foreign Affairs
Donald Campbell.

Canada’s commitment: free trade
for the Americas
During their visit to Ottawa, the

journalists were introduced to Cana-
dian economics, history and politics
with the assistance of the Conference
Board of Canada, the Canadian Coun-
cil of Business Leaders, the Bank of
Canada and the Privy Council Office.
The activities culminated in a meeting
with Prime Minister Jean Chrétien.

Mr. Chrétien took the opportunity
to affirm the Canadian government’s
determination to press on toward
the removal of obstacles to the move-
ment of capital and goods into the
countries of Latin America. :

“Canada is an integral part of the

Americas,” said Mr. Chrétien. “The

.agreements signed with Mexxco and
Chile clearly illustrate our desire to
become involved in this part of the
world. Right now we are working
on forming closer ties with the
MERCOSUR countries.”

Canada already has productive

relations with the MERCOSUR group. -

Canadian exports to this part of the
world annually total $1.5 billion,
while our investments are $6 billion.

During the meeting, Mr. Chrétien

Prime Minister Chrétien meets w1th eight Latm
American )ournahsts on thelr visit to Canada

also expressed Canada’s desire to
join with its Southern partners to
create a framework for trade within
the Americas. “Canada is confident
about the creation of a hemispherical
free trade zone. However, we also
have to consider the special needs
of the smaller members, by adopting
an approach suited to their interests
in the negotiations.”
This.meeting with the Prime

Minister has already resulted in arti-
cles in four Latin American dailies.

The attraction for Latin America

The Journahsts conunued their
Canadian visit in Montreal, where
they met with leaders of Canada’s
main telecommunications companies,
Bell Canada International, Telesystem

daily, is publishing a fe;

- and Teleglobe; later, in Toronto, they
met with’ Royal Bank executives. )

Mr. Derek Burney, Board Chairman -
and Chief Executive Officer of Bell
Canada International, aptly summa-
rized the interest of Canadian com-
panies in the Latin American market:
“We are looking at these markets
mainly because of the potential.
offered by this part of the world,”
he said. “Of course there are
rlsks but by affiliating with reli-
able local partners we will
achieve our objectives.”

This attraction for Latin -
America is what most Cana-
dians invited to meet the
journalists had in common,
regardless of the activity sector
in which they were involved.

Also on the program for
the journalists were visits

to, among others, le Cirque
~du Soleil, Montreal; the

University of Sherbrooke;
Nova Gas International, Calgary;
Innova Technologies Corporation,
Toronto; and Nortel, Brampton; as
well as meetings with various
Canadian journalists and the gov-
ernments of Ontario and Quebec.

The Canadian mission — the stage is set

The Latin American journalists who
visited Canada are doubtless taking
advantage of Team Canada’s visit to/
their countries to consolidate thé -
relations formed here in,] :

Canada during the
W;uho
the hea

— Jonvary 12,1998
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Sharing Trade Secrets

PCI Geomatics Group has invested much time and money in the Indlan market, where its growth culmmated last year
in the opening of the company first full-fledged branch outside North America.

Based in Richmond Hill, Ontario,
PCI is one of the world’s top 10
suppliers of innovative software for
remote sensing, digital photogram-
metry, spatial analysis and digital
cartography. Its exports account for
70 per cent of revenues, and it has
installed systems in 115 countries.
How did the company tap into6 the

Indian market?

The road to success -
PCI initiated its presence in India
10 years ago through local represen-

tation. According to company asso-

ciate Dr. Jiten Saha, there are several
reasons why a local rep or partner is
crucial to success in India.

“The market is large and diverse,”
he explains, “and the decision-making
process complex and long, particular-
ly in government projects.” &

PCI was originally looking at’
sales of hardware in India, but soon
turned its interest to software —
a move that coincided with India’s
venture into the launching of satel-
lites. When the company won a
government of India tender in
1993, it knew it was on the right
track.

%, “It wasn't a huge contract,” says

h “but it was big in terms of

From local rep to local office

The decision for a direct local presence
was facilitated by a marketing grant
in 1994-95 from the Department of
Foreign Affairs and International
Trade’s Program for Export Market
Development (PEMD).

“The marketing results were quite
encouraging,” Saha recalls. “They
helped increase sales and demon-
strated that many clients wanted
not only sales but also to use our

after-sales services, pointing to the

need for opening an office.”
Calcutta was chosen because of its
proximity to major universities that
could supply skilled personnel, its air
and surface transport links, and its
banking facilities, as well as its other
amenities and services. '
“We also chose Calcutta to cover
the emerging market there,” explains
Saha, “since we already have good cov-
erage by our reseller in other regions
of India. Potentially,” he adds, “we’re
developing a regional sales office to
expand into Bangladesh and Nepal.”
PCUI’s Director of Sales for Asia,
Africa and the Middle East, Isabell
MacRae, is enthusiastic about the
company’s prospects since the office’s

opening in August 1996. “India now

accounts for a significant fraction of
our international sales, and with
increased interest by the Indian gov-
ernment in improving the country’s

.infrastructure, we see strong potential

for growth.”

Take it from a pro
Saha speaks highly of the assistance
he receives from the Trade Commis-

sioners at the Canadian High Com-
mission and Consulates in India,
with whom he is in constant contact.
“They provide us with market
intelligence and apprise us of new
opportunities,” says Saha, who recalls,
as an example, the contacts the Trade

- Commissioners helped him make at

the 1994 New Delhi International
Conference on Remote Sensing.

“But they can only do so much,”
he warns, “the rest is up to you.”
~ “To be successful in India,” says
Saha, “Canadian firms must be willing
to show flexibility in adapting products
to Indian requirements, and commit

to a longer-term business relationship |

through sharing of expertise.”
Adaptability and commitment

have indeed been critical factors in |

the growth of PCI’s sales in India.
“We are in the business of selling
licensing to end-users,” Saha explains,

“but in India, the market is different. '

Indians need technology transfer and
want to participate in the business.
So stay for the long haul if you want
to be accepted.

“And be patient, work at their pace,”

he advises, “because things move slow- |

ly there. But you have to be there to
monitor the situation and jump on the
opportunities when they arise.”

As a matter of fact, Saha is looking
for Canadian companies wanting to
participate in joint ventures to set up
a map production facility in India.

For more information, contact
PCI Corporate Communications
Manager Jessica Shields, tel.: (905)
764-0614, fax: (905) 764-9604, Internet:
http://Awvww.pcigeomatics.com

| : Department of Foreign Affairs and International Trade (DFAIT)
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| Paris, FRANCE — February 2-6, 1998
1 — IT COMDEX, the information
{ technologies forum, has again this year
{ distinguished itself as France’s lead-

ing technology window in its plans

| ] to exhibit a series of computer-related
{ solutions, services and products. This
. { event, which is undoubtedly the best
- { place to meet with future clients and

partners, hosted some 70,000 visitors
and 510 exhibitors in 1997.
The Canadian Embassy will be

{ participating in the IT COMDEX
] show with an information booth,
1 around which additional space has

been provided for Canadian compa-
nies interesting in exhibiting. In
co-operation with Industry Canada

| and the French Industry Ministry, the
: | Canadian Embassy is also organizing

 § RIYADH, SAUDI ARABIA — March 1-5,
{1998 — Major Canadian participa-

tion is planned for the 7th biennial

{ telecommunications trade exhibition,
| SaudiCom 98, the leadmg trade
{ event of its kind in the reglon

Canadian exporters from the tele-

{ communications sector are invited

to join other Canadian participants

{ exhibiting at the Team Canada Pavi-
{ lion, supported by the Department of
Foreign Affairs and International Trade,
| Industry Canada, and the Canadian
{ Embassy in Riyadh. The Pavilion
{ will be the focus of a number of

4 trade-related events, including semi-
jj nar presentations, trade meetings
j§and a three-country mission planned
4 for after the show. '

a day-long summit on February 2
between Canadian and French com-
panies. The meetings will focus on
tools for creating, managing and
exchanging on-line or stand-alone
multimedia content. One-on-one
interviews will follow.

The French market is experiencing
tremendous change. With the liberali-
zation of telecommunications infra-
structures and services on January 1,
1998, a considerable decline in com-
munication rates and, accordingly,
increased consumption of services will
occur. Tremendous investments are
being made by new network and ser-
vices operators, and even the French
government is getting involved by
encouraging professional users and
individuals to join the Internet.

Saudi Arabia is in the midst of a
US$4-billion telecommunications
upgrading project (TEP-6), which
includes adding a further 1.5 million
fixed telephone lines and a network
of 200,000 mobile lines in major cities.
The expansion project means huge

_opportunities for international sup-

pliers of all types of communications
equipment and systems.

For more information, contact Derek
Complin, president, UNILINK Inter-
national Media, 50 Weybright Court,
Unit 41, Agincourt, ON, M1S 5A8,
tel.: (416) 291-6359, fax: (416) 291-
0025, e-mail: unilink@istar.ca; or

‘Mr. Kelly Bradford, Maghreb and Ara-

bian Peninsula Division, DFAIT, tel.:
(613) 944-5984, fax: (613) 944-7431.

For more information or to register,
contact Ms. Ouafaa Douab, Industry
Canada, tel.: (613) 990-4216, fax:
(613) 990-4215; or Francois Gauthé,
Canadian Embassy in Paris, tel.: (33)
144.43.23.58, fax: (33) 144.43.29.98.

Mmmg «Conference

COLORADO SPRINGS, COLORADO —
April 15-18, 1998 — Canadian min-
ing firms are invited to participate in
the 1015t Western Mining Conference,
Exhibition and Golf Tournament.

The conference is being sponsored
by the Colorado Mining Association
(CMA), one of the most influential
trade associations in the United States.

Attending the conference will be
CMA members, including representa-
tives from large and small mining
enterprises, mining equipment manu-
facturers, and organizations that serve
and supply the mining industry.

The Canadian Consulate General
in Minneapolis will be hosting an
afternoon session on Canada. Speakers
will present on the following topics:
New Canadian Mining Technologies,

Exploration Opportunities in Canada, | -
and Toronto — The World’s Mining /

Financing Centre. In addition, five

booths have been set aside specxﬁcally

for Canadian companies that wish/t

exhibit at the trade show:.

For more information

ter, contact Nina Morron

tel.: (303) 894-0536, fax: (303
i

Trade Fairs
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CHICAGO — March 16-20, 1998 —
The Canadian Consulate in Chicago

_is calling for companies to join a New

Exporters to Border States (NEBS)
mission, to be led by Minister for
International Trade Sergio Marchi

~and to be built around the huge

National Manufacturing Week trade
shows in Chicago.
One of the largest trade show

- events in the world, attracting over

2,200 exhibitors and more than
100,000 attendees, National Manu-
facturing Week is made up of three
separate exhibitions: the National
Design Engineering Show — for
goods and services to improve prod-
uct development and process design,;
the National Industrial Automation
Show and Conference — a vital
source of information on auto-
mated manufacturing processes;
and the National Plant Engineering

_.lnvnutlon,to

BUFFALO, NEW YORK — March 3-5,
1998 — On the 15th anniversary of
the New Exporters to Border States
(NEBS) program, a Super NEBS mis-
sion is being offered by the Canadian

.Consulate General to introduce Cana-

1an companies to the U.S. market.
he misgion is being hailed as a
S because it will be
arger-than-usual group
es and will involve the
for Inte, mational Trade,

ort
w 10
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and Management Show — offermg
tools'and services to plant engineers.

The NEBS mission is designed for
small and medium-sized Canadian
manufacturing companies seeking
new markets in the U.S. Midwest .
or those interested in entering the
export market for the first time.
Before attending the trade shows,
participants will be offered a morning
of training and export information
sessions presented by experts on a
variety of topics, including design
of marketing strategies, customs
regulations, finding distributors or
agents in the United States, partner-
ing opportunities, industry trends,
and advice on financing your entry
into international business.

Given his special interest in.en-
couraging the important economic
group of small and medium-sized
Canadian conipanies toexpand their

om;Super;NEBSfMlssmn

- reach U.S. buyers and how to get

your goods and services across the
border to where to find support for
your company’s initial steps. The pro-
gram will begin and end in Toronto,
with participants travelling by motor-
coach to Buffalo for training sessions.
The Department of Foreign Affairs

and International Trade, in conjunction

with other Team Canada Inc part-
ners, will cover accommodation in
Toronto on March 3 for out-of-towners
and accommodanon in Buffalo bus

transport and a number of meals for

all parncxpants Pamapants w111 be

’f“““d'"“: Manufacturing (ompumes lnvued
o Join NEBS Mlssmn to Chicago -

 sales to the United States and abroad,
Minister Marchi will meet mission

" participants at several points in the

Chicago program.

The Canadian Consulate will cover
the cost of passes to the National
Manufacturing Week shows and
hotel accommodation in Chicago
for the nights of March 15 and 16.
Participants are responsible for their
airfare, meals and incidental expenses, | :
plus a fee of US$75.00, to be paid ||
at the time of registration.

For more information, contact
John Lambert, Senior Business
Development Officer, Canadian
Consulate General, Two Prudential
Plaza, 180 North Stetson Avenue,
Suite 2400, Chicago, Illinois, 60601,
tel.: (312) 616-1870, ext. 3354,
fax: (312) 616-1877, e-mail:
john.lambert@chcgo01.x400.gc.ca

charged a fee of US$75.00 and will
be responsible for incidental expenses
and travel to Toronto. (Both national
airlines are offering discount fares.)
Since 1982, the NEBS program
has provided export information

_ sessions to more than 8,500 compa-

nies. Buffalo is a key NEBS training
site, serving as the gateway to the
huge northern U.S. market. Two-way
trade passing over the Niagara border
alone amounts to $1 billion a week.
-For more informafion, contact
your nearest International Trade

. Centre.

Department of Foreign Affairs and International Trode {DFAIT) —
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| — March 10-13, 1998 — The Cana-
| dian High Commission, in conjunc-

PORT OF SPAIN, TRINIDAD AND TOBAGO

mission to the Society of Petroleum
Engineers (SPE)’s 12th Biennial Busi-
ness and Energy Conference and
Exhibition. As an integral part of the
conference, there will be a special
focus presentation on Canada’s oil

tion with the Bank of Nova Scotia
Trinidad and Tobago Limited and
Ernst and Young, is facilitating a

OPPORTUNITIES N ENERGY Smon

Over the next five years, new phases of onshore and particularly offshore ol
and gas exploration are expected to greatly increase the country’s production
of hydrocarbons. In the absence of new major oil finds, the focus of the
energy sector has begun to shift to natural gas — whose proven reserves are

{ estimated at over 16 trillion cubic feet, enough to last at least 50 years.

The gas industry has grown at a rate of 9 per cent per annum, and T&T

1 has emerged as one of the world's top exporters of ammonia and methanol.
| The country is also poised to become the western hemisphere’s second-

largest exporter of liquefied natural gas (LNG), with the construction,

| now underway, of a 450-million-cubic-feet-per-day Atlantic LNG facility.

Much of the country’s natural gas is piped to the 2,000-acre Point Lisas
Industrial Estate, the largest petrochemical complex in the Caribbean. The

complex is in the midst of a majof expansion to accommodate new pro-

posed investments in ammonia and methanol, iron and steel and a possible-

il aluminium smelter project. There are opportunities for Canadian firms
A with capabilities in land reclamation, port development and marine
| services (heavy dredging'and land reclamation equipment) to participate
{ in this expansion.

A number of Canadian firms are already active in Trinidad in exploration

} and production, formation evaluation, equipment supply, project engineering
i and gas industry operations. Oil and gas exploration continues to attract

strong foreign interest, and potential opportunities exist for Canadian

1| companies to take part in the new offshore frontier drive. (Over $400 million

will be spent on offshore exploration, and a minimum of 12 new well
sites will be drilled.) Excellent possibilities exist for Canadian involvement

] in all aspects of oil and gas operations.

For more information, contact David Clendenning, Counsellor

| (Commercial), or Ramesh Tiwari, Commercial Officer, Canadian High
| Commission, Port of Spain, Trinidad and Tobago, tel.: (868) 622-6232, ext. 3551,
fax: (868) 628-2676, e-mail: commerce@pspan02.x400.gc.ca

- Special Focus o
Tnmdud Energy' onferenc

nd Exhibition

and gas capability. The event is posi-
tioned to promote Canadian techno-
logy, products and services. Canadian
companies, supporting organizations
and associations, provinces and petro-
leum professionals are encouraged
to attend either as a conference par-
ticipant, a presenter of technology
or an exhibitor.

-The energy industry in Tnmdad
and Tobago (T&T) is growing at
an impressive rate, with billions
of dollars being invested by multi-
national companies. Currently, ex-
ploration and production activities
in Trinidad are expanding offshore,
where prospects for hydrocarbon
pfoduction are attractive (see inset
article). ’

The conference will provide a
forum for match-making and a
unique opportunity to foster Cana-
dian relations with local and interna-
tional industry partners. Participants
will be able to meet the major local
players in business, finance, gov-
ernment and the energy industry,
together with participants from -
Latin America, Canada, the United
States and other parts of the world.

For more information or to regis- -
ter, contact David Clendenning, |
Counsellor (Commercial), or Ramesh/
Tiwari, Commercial Officer, Canaf
dian High Commissio Port ¢
Spain, Trinidad and Tk)b
(868) 622-6232, ext. 355
628-2576, e-mail:
commerce@psp!a n02.x40
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Trade Fﬁirs

CALGARY — April 28-30, 1998 — Underscoring the
importance of the housing and construction industry
to the North American economy and its global market
partners, a new international housing and construction
show is being launched.

An industry-only event, interBUILD: the Housing and
Construction Show will feature all the latest products,
materials and services related to the home-building and
construction industries. As Canada’s first major housing
industry show, it will attract a national and international
audience of builders, architects, designers, specifiers,
contractors, and incoming buying groups. It will be a
showplace for more than 350 exhibitors and is expected
to attract 12,000 delegates from around the world.

Endorsed by the Canadian Home Builders Association,

interBUILD will feature an important housing symposium
presented by the Canadian Overseas Trade Corporation,
which will provide delegates and senior industry officials

with primary information on domestic and world housing
opportunities, financing and technologlcal advances in
products and services.

interBUILD will also provide an International Busi-
ness and Communications Centre, from which buyers

‘and sellers can privately explore mutual opportunities

and access sales and manufacturing centres around the
world, through the world-class communications network
provided.

An outdoor interactive building site will feature alter-
native technology building products such as steel,
concrete, engineered wood, log and plastic. Three
structures will be built during the show, giving partici-
pants a first-hand look at the latest building technologies.

For more information, contact Lyle Makus, interBUILD
Expositions Inc., tel.: 1-888-922-3600 (North America
only), (403) 413- 6222 (world wide), fax: (403) 413-6224,
Internet: http://www.interbuild98.com

COLOGNE, GERMANY — May 12-16,
1998 — Every two years, Cologne’s
ENTSORGA provides the platform
for innovative products and services
in the environmental care sector. A
record 100-plus Canadian companies
are expected to attend ENTSORGA
’98, the world’s leading trade show
for the full spectrum of technologies
in the waste management industry.

Participation in this event offers

a perfect opportunity for Canada’s
-environmental technology industry
o capture a share of Europe’s massive
$ 00-billion-a-year market for envi-
4ro, mental protection. German pur-
‘has Ste disposal and recycling
y.alone have exceeded the
1/mark and continue to
ly at double digit rates.
96 showttracted over -

mi8

Toronto, ON, M5G 1V2, tel.: (416)
598-3343, fax: (416) 598-1840.

To obtain a current market report
on Germany’s environmental sector,
contact DFAIT’s InfoCentre, tel.:
1-800-267-8376, or 944-4000 in
the National Capital Region; or
Michel Tétu, Deputy Director,
Central Europe Division, DFAIT,
tel.: (613) 996-3774.

As in previous years, a Canadian
Pavilion is planned for ENTSORGA
’98, to be organized jointly by the
Toronto-based office of Cologne Inter-
national Trade Shows and the Cana-
dian Embassy in Bonn, Germany.

For more information on ENT-
SORGA 98, contact Edel Wichmann,
Cologne International Trade Shows,
480 University Avenue, Suite 1410,

ke

Procurement Opportunities at WorldAid ‘98

GENEVA, SWITZERLAND — October 6-8, 1998 — Procurement opportunities
within the United Nations and other international agencies involved in
emergency relief and related activities will be the focus of WorldAid '98 —
considered the essential global trade fair event for all those with a role in aid.
The Canadian presence at the fair is being organized by DP Expos
Services Inc., in close collaboration with the Canadian Permanent Mission

-to the Office of the United Nations in Geneva. The deadline for reglstermg

for an exhibition booth is mid-February 1998.

For more information, contact DP Expos Services Inc., tel.: (33-1) 39-73-
95-27, e-mail: dpexpos@easynet.fr; or Andrew Griffith, Canadian Mission in
Geneva, fax: 4122-919-9233, e-mail: andrew.griffith@genev02.400.gc.ca

I — ‘ Department of Foreign Affairs and International Trade (DFAIT) —

//
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Y SaNtiAGO, CHILE — May 12-16, 1998

— Organized by the Canadian Asso-
ciation of Mining Equipment and
Services for Export (CAMESE) —
with support from the Department
of Foreign Affairs and International
Trade — EXPOMIN ’98 will pro-
vide an excellent opportunity for
Canadian mining suppliers to expand

{ into the lucrative Chilean market.

Chile’s mining sector is particu-
larly attractive to both local and
foreign investors, and exploration
investment has boomed. Today, Chile

| is the largest producer and exporter
- of copper in the world, and gold and
| silver production is also on the rise.

The expansion of mining activity

] over the last decade and the wave of

CanadExport

EXPOMIN ’98 Latin America’s Largest
~ Mining Trade Show

mining projects under preparation
have generated a high and continuous
demand for mining equipment. Im-

_ports represent approximately 80 per

cent of the mining equipment market,
valued at US$600 million in 1996.
Canadian producers of machinery
and mining equipment and services
are respected in Chili for their state-
of-the-art technology and leading
mining methods and processes. An
estimated 150 Canadian mining
equipment and service companies
are active in Chile, and Canadian
authorized investments in the mining
sector have reached US$4 billion.
Canadian exports of machinery

increased by 138 per cent from 1993 .

to 1995. For the near future, import

A e

requirements are expected to increase
as more project decisions are made
to proceed to the construction
stage. With the recent signing of the
Canada-Chile Free Trade Agreement,
the majority of mining equipment
products have entered Chile duty
free since July 5, 1997.

These are all good reasons for
Canadian mining suppliers to
participate in EXPOMIN ’98.

For more information, contact
Francis Bourqui or Catherine
Resentera, CAMESE, Suite 101,
345 Renfrew Drive, Markham, On-
tario, L3R 959, tel.: (905) 513-0046,

. fax: (905)513-1834, e-mail:
- minesupply@camese.org

Opportunities for Canadians a

 International Aerospuce Exhibition

BERLIN, GERMANY — May 18-24, 1998 — Canadian
companies in every aspect of the aviation and aerospace

| industry are encouraged to participate in the Interna-
| tional Aerospace Exhibition, ILA *98.

Germany has traditionally been the best market for
the Canadian Aerospace industry outside North America.

| Canadian aircraft sales intd Germany are soaring, as are’

sales of engines, simulators and other aerospace-related
equipment and services. ILA 98 will be the best oppor-
tunity to improve business relations even further, par-
ticularly in the emerging markets of Central and Eastern
Europe, which can be easily reached via Germany.

ILA will also provide the best venue to offer airport
technologies and equipment for the new Berlin Bran-

~ denburg International Airport, to be built at the ILA
| site in Schoenefeld. Approximately US$8 billion w1ll
| be invested in the new airport.

|

Among the events turning ILA *98 into an outstanding
business forum are MRO Europe, a conference and
exhibition on maintenance, repair and overhaul; the
15t Unmanned Aerial Vehicle (UAV) Conference and
Exhibition; and the 1st World Air Transport Meeting,
offering a unique market opportunity for military and
commercial air transport.

All business activities at ILA will be accompanied
by an outstanding international conference program,
as well as an East/West Aerospace Centre, offering
valuable information services and workshops for /.
exhibitors. /

For more information, contact Heri R. Baum, Baum
International Media Service Ind., 203-2323 Boyndary
Vancouver, BC, V5M 4V8, tel.: (604) 298- 300 005
fax: (604) 298-3966, e-mail: hbaum@baump

\

DFAIT’s Team Canada Market Research Centre produces a full range of sectoral market studies to he ‘%tunndiun ex
identify foreign markets. Currently, some 230 reports are available in 25 secto - i
and automotive to consumer products, forest industries, plastics, space and tourism.
InfoCentre’s FaxLink (613-944-4500) or on the Internet at http:/ /www. mfoexport
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Business Opportunilfes

CanadExport

[~he following trade opportunities have been received by the International Business Opportunities Centre (IBOC) of the

. Department of Foreign Affairs and International Trade (DFAIT) and Industry Canada. To obtain more information about
these tenders, contact the appropriate person at IBOC, whose name appears at the end of each summary below, quoting the
IBOC case number for speedier service. Canadian exporters needing assistance in preparing international bid documents may
want to use the international contracts expertise and services offered by the Canadian Commercial Corporation (CCC). This

Crown corporation is located at 50 O’Connor St., Suite 1100, Ottawa, ON, K1A 056, tel.:

ALGERIA — A notice of a closed com-
petition at the national and interna-
tional levels has been issued by the
Société Nationale des Transports
Ferroviaires (SNTF), Material Branch,
Ministry of Transportation, Algeria, for
the supply of a train-handling simu-
lator for General Motors 3,000 HP
electric diesel locomotives, Model
GT26 HC W 2A;fora batch of spare
parts and tools; and for technical
assistance and personnel training.
The deadline for submission of
bids is March 1, 1998. Contact Guy
Chaussé, fax: (613) 996-2635, quot-
ing IBOC case number 971202-02331.

INDIA — The Haryana State Electric
Board is issuing an invitation to bid
on the following items: 100MVA,
220/66KV transformer 2 Nos., 220KV
transformer bays 2 Nos., 220KV line
bays 4 Nos., 220KV bus couple. -
bays 1 Nos., 66KV line bays 4 Nos.,
66KV bus couplers. The closing

-, date is February 24, 1998. Contact

_]ane Morisset, fax: (613) 996-2635,
i quoung IBOC case number 971210-

SyriA— The General Organization
for Cement and Building Materials
(GOCBM) invites companies to bid
on the setting up of a new cement
line on the site of Adra Company
for Cement and Building Materials
in Adra-Damascus. A bid bond of
US$300,000 is being requested,
issed by a first-class foreign bank
confirmed by the Commercial Bank
of Syria Branch 3 in Damascus. The
closing date is April 15, 1998.
Contact Sheila Johnson, fax: (613)
996-2635, quoting IBOC case num-
ber 971209-02413.

fc ’Tconsultants is expected by mid year Interested Canadlan firms may |

(613) 996-0034, fax: (613) 995-2121.

UKRAINE — The State Commission for
Testing and Protection of Plant Varieties
invites sealed bids for the supply
of seed testing laboratory equip-
ment. Bid documents cost US$100

(non-refundable). The closing date
is February 10, 1998. Contact Sean
McCabe, fax: (613) 996-2635, quot-
ing IBOC case no. 971128-02289.

Other tender calls and trade opportu-
nities can be found on CanadExport
On-line at http://www.dfait-maeci.gc.
calenglishimews/mewsletr/canex

wish to submit early proposals that could assist SATRA in shaplng its !
ie’,’overall terms of reference. SATRA also expects to award early in 1998,

a’consultants study, followed later in the year by a tender for spectrum ,' :
- monitoring equipment. Dependmg on the outcome of the study, a R40—m11-
- lion (appr0x1mately $12-million) three-year contract could result

Firms interested in pursuing either opportunity ‘should contact Larissa
Pergat, Trade Commissioner, Canadian Trade Office, Johannesburg,
tel.: 011-27-11-442-3130, fax: 011-27-11-442-3325.

hﬁﬁ/www dfoit-mae gc @

DFAIT's InfoCentre provides counselling, publications, including market reports, and referral services to Canadian exporters. Trade-related
information can be obtained by contacting the InfoCentre at 1-800-267-8376 (Ottawa region: 944-4000) or by fax at (613) 996-9709;
by calling InfoCentre FaxLink (from a fax machine) at (613) 944-4500; or. by accessing the DFAIT Internet World Wide Web site at

Return requested
if undeliverable:
CANADExpPORT (BCFE)
125 Sussex Drive
Ottawa, ON

| . KIA0G2
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| J| by Canada’s trade
{ commissioners in
] missions abroad.

| porting the Division’s
{ operating systems,
1 the server room also
| houses the Division’s

o

1988 |
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New WIM Exports Sgrwer Room is Ready to Serve .

t. of External Affairs
Mi[r?.e gﬂ Afiaires oxtérieures
OTTAWA

LE g 199,
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by Bob Lee, Director, Export Development Division, DFAIT

On January 6, 1998, Minister of International Trade Sergio Marchi officially opened the new WIN Exports server room
in the Export Development Division of the Trade Commissioner Service at the Department of Forezgn Affairs and

| International Trade (DFAIT)

Kathryn McCallion, Assistant Deputy
Minister, International Business,

| Passport, and Consular Affairs;

Roger Ferland, Director General,
Overseas Programs and Services;
and Bob Lee, Director, Export
Development, also participated
in the ribbon-cutting ceremony. The
Minister signed a certificate in com-
memoration of this important event.

‘| Nerve centre for WIN Exports -

The server room is the nerve centre
for all of the systems directly sup-
ported by the Division, including
WIN Exports and other systems used

~ In addition to sup-

software development

environment and support infrastructure,

including local area network (LAN)
servers, fax gateways, and systems

to support mission data exchange.

Minister Marchi, WIN Database
Manager Mina Pun and
Director Bob Lee -

Through use of this equipment and up-
grades to equipment at missions around
the world, WIN is
paving the way for
better co-ordination
among Team Canada
partneré, enhanced
client sharing and the
elimination of dupli-
cation and overlap in
the services provided

truly united effort.

Maximizing trade commissioner efforts
The World Information Network for
Exports (WIN Exports) —
DFAIT’ database of Cana-
dian exporters and their
~ capabilities — plays a
key role in maximizing
the day-to-day efforts of
Canada’s trade commis-
sioners in the field who
assist Canadian compa-
nies to realize export sales.
* Originally developed for use in the

- matching of sales leads and foreign
buyers with Canadian companies,

YCun’udExport On-Line

http://www.dfait-maeci.ge.ca/english/news/newsletr/canex

. Minister Marchi with Director Bob Lee,
to Canadian firms — a Assistant Deputy Minister Kathryn McCallion

and Director General Roger Ferland

the WIN Exports system has come
a long way since its inception. It has
evolved into an
indispensable -
tool used by trade
commissioners
for identifying
Canadian suppliers
. who can respond
‘to opportunities

in their respective

markets world-
" wide; for commu-
nicating with Canadian firms direct-
ly from their desktop abroad via the -
fax capability; for recording services
provided to clients; and for sharing
client information with Team Canada
Inc partners across the country. -

Continved on page 14 — New WIN
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< ederal initiatives are creating leading-edge jobs and encouraging economic growth, moving Canadians into the
e = knowledge economy. That is one of the conclusions of the first report on the implementation of the government’ y.
T = strategy for science and technology (S&T), released on December 22, 1997.
: 2 . _, . T
8| “Minding our Future — A Report on  based society and analyzing the . tion and people, two key themes n
T E Federal Science and Technology, 1997 federal investment in science and  that will shape federal science and f]
P 2 | demonstrates that the S&T Strategy  technology, the report focuses on technology initiatives in the future. W
Lol ‘* is strengthening Canada’s system  performance and results. It outlines By reviewing S&T priorities and
bl of innovation,” said Ron Duhamel, how the actions of departments strategically reallocating resources, {{ f
P Secretary of State (Science, Research and agencies to implement the S&T . the federal government has been able [{ «
Eol and Development), in announcing Strategy have advanced the federal  to maintain a major commitment d
Pl the release of the report. S&T effort and strengthened the to science and technology,” said Dr. P
After setting the context of Ca- national innovation system. The final Duhamel. “Still, our collective success (
; nada’s transition into the knowledge-  part of the report deals with innova- Continued on page 14 — Minding || F
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i he Asian Business Consortium  successful in Asia, and what actual ~ workshops and contract research to t
|E ! _ is conducting an innovative new  and perceived barriers they face. Canadian and Asian corporations. 0
{3 ; survey of the business activities of = The Asian Business Consortium is The Consortium is being sup- |{ ¢
o Canadian firms in Asia. In this nation- a collaborative venture among centres ported in this project by two princi- || ¢
] : . . .
i wide survey, over 8,000 small and  for Asian management studies, includ-  pal partners — Hong Kong Telecom [{ ¢
medium-sized enterprises will be ing the Asian Business Studies Pro-  (Canada) and the Department of A
* asked about their business activities ~gram and the Joint Centre for Asia Foreign Affairs and International ti
in Asia, including how they entered  Pacific Studies at the University of Trade. . 12
; the market, what kind of training Toronto/York University and the For more information on the
i needs they have, and what their. - Centre for Canada-Asia Business  survey, contact Michael Hartmann, }{ )
ot future plans in the region are. The Relations at Queens University. It  Asian Business Consortium Secreta- |} A
i - questionnaires, available in English  offers specialized courses, seminars, riat, tel.: (416) 978- 0184 tl
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Abudding company ready to celebrate its first year in business, Norstar Foods Ltd. has already acquired its ini-
tial taste of exporting after a successful entry into the U.S. specialty food market.

The four-person operation based in Concord, just
north of Toronto, began exporting to help its cash
flow. Its first export success involved a lot of hard
work — together with some good government help.

First steps into the market

“We started investigating the U.S. market almost from
day one,” says Norstar president James Muccilli, “by
participating in a New Exporters to Border States
(NEBS) mission to Chicago that coincided with the .
Food Marketing Institute’s Grocery Showcasev(FMI),
also held in that city, in May 1997. Py

“Our participation in both events allowed us to gam '
some valuable market information, such as product
and pricing comparisons,” Muccilli adds. “We were also
able to offer samples of our Italian dessert tiramisu
to potential U.S. customers at a post-FMI reception
organized by the Canadian Consulate General in-
Chicago.” The company received valuable help from
Commercial Officer Kam O’Keefe, including an ex-
tensive briefing on U.S. market conditions — with
American food experts in attendance — and informa-
tion on food services, brokers, retailers, and pnvate-
label companies. '

“The government is a good source of help,” says-
Muccilli. “It was Carol Kerley, at Agrlculture and
Agri-Food Canada in Guelph, who alerted me to
the NEBS mission; Canadian Trade Commissioner
Service presence was very useful in both Chicago
and New York; and Ontario’s Minister of Economic
Development, Trade and Tourism, Al Palladini, pro-
vided good advice.” ~

From leads to solid business

The next step in Norstar’s game plan was to participate
in the New York Fancy Food Show with both its new
lemon-flavour tiramisu and its traditional tiramisu,
winner of the 1997 Canadian Grand Prix New Product
Award in the All-Canadian Category.

With leads from these shows eventually turning
into clients, the company began shipping last fall to
customers in New York, Maésachusetts, Texas and
California, which have bought close to US$100,000
worth of its products. With leads from the FMI still
to follow up on, Muccilli projects his 1998 sales to
reach $1 million.

Advice on Iucklmg the U.S. market
But getting established in the United States is no easy
task. “The U.S. ways of doing business are different,”
says Muccilli. “American retailers and distribution
networks are more aggressive because they have a
bigger pool of companies and products to choose from
in their own backyard. So they might be more reluctant
to take.a risk with a small foreign company.”
-Muccilli advises companies to make sure they have
hands-on experience before they look for agents, bro-
kers and distributors: “Talk to other companies in a
similar line of business to find out whom they deal
with, and focus on smaller companies in that huge

market.” -

' Success, according to Muccilli, boils down to having
a good marketing plan and executing that plan in a spe- (
c1ﬁc market, targeting two or three companies, chosen

Continved on page 14 — Norsta
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Looking for Export Opportunities?

Make sure you are registered in the WIN Exports database, Wth
commissioners abroad to promote your company’s capa 111ui§,
Fax your request for a registration form to 1-800-667-38
Or call 1-800-551-4WIN (613-944-4WIN from the I\‘I
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APEC Summit

€anada’s hosting of the Asia Pacific Economic Co-operation (APEC) Leaders’ Meeting in Vancouver
\— last November was highlighted by several innovations. One of these was a private-sector
counterpart to this major political and economic event — the APEC CEO Summit.

The APEC CEO Summit brought‘
together more than 200 Chief
Executive Officers (CEOs) of .
leading enterprises from the Asia-
Pacific region. ' '
Held in Vancouver on the eve
of the APEC Leaders’ Meeting, the
CEO Summit gave its participants
an unprecedented opportunity for
intimate dialogue with political
decision-makers and their peers.
Canada’s Business Council on
National Issues (BCNI) — which is
composed of the chief executives of
150 of Canada’s leading companies
— conceived the idea of the Summit
and organized it in partnership with
the Pacific Basin Economic Council.
Funding came from a group of -
BCNI member companies, supple-
mented by participants’ fees.

Top-level participation

Held the weekend before the
APEC Leaders’ Meeting, the CEO"
Summit — officially opened by Prime

- Minister Jean Chrétien — included

keynote addresses by major poli-
tical and economic personalities,
rgiractive plenary sessions, and

.

CEO roundtables on the key strate-
gic issues facing the region’s busi-
ness leaders. -
Among the other heads of gov-
ernment, heads of state, and minis-
ters who addressed the Summit
were President Jiang Zemin of the
People’s Republic of China; the
Prime Minister of Malaysia, Dato
Seri Dr. Mahathir Bin Mohamad;
Tung Chee Hwa, Chief Executive
of Hong Kong, China; President
Ernesto Zedillo Ponce de Leén of
Mexico; U.S. Secretary of State
Madeleine K. Albright; and Austra-
lian Prime Minister John Howard.
The currency turmoil then just
beginning to sweep through much
of Asia Pacific gave a sharp edge
both to the plenary sessions and to
much of the informal discussions.
President Zedillo’s remarks were
particularly timely as he drew on
Mexico’s past experience, advising
that “you must fight fire with fire.
As for Prime Minister Chrétien,
he warned against retrenching into
protectionism and isolationism.
“Liberalized trade and finance,
open borders and open markets

”»
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are the key to prosperity for all
members of APEC — whatever
continent they are on,” he said.

Focus on dialogue and networking
Rather than aiming for a policy
consensus, the CEO Summit’s main
purpose was to exchange ideas,
learn from the experience of other
CEOs, and network through the
plenary sessions and especially the
roundtables. ,

“We felt the time had come for
corporate leaders to hold their
own summit, to talk about what
we can do, independently and in
partnership with governments,
to develop our businesses and to
encourage the continuing spread of
prosperity throughout the region,”
said Thomas d’Aquino, BCNI’s
President and Chief Executive.

The CEO roundtables focused
on several areas, including infra-
structure, agri-business and agri-
food, technology transfer and
intellectual property, energy and
natural resources, transportation,
and the environment.

 Continued on page 5 — First APEC

IFinet: Geﬂing your Share of the IFI Market )
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ing international financial institution (IFI) business opportunities. You will find information
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Retaining its founding philosophy of voluntarism and co-o;;eration, the Asia Pacific Economic Co-
\.operation (APEC) Forum is working toward achieving free and open trade and investment in the

region by 2010 for developed members and by 2020 for developing members.

APEC’s trade and investment work
opens markets and facilitates the
movement of goods, services, in-
vestment and people across borders,
helping all members share in the
benefits of global trade.

By building on domestic liberal-
ization and deregulation exercises

and encouraging further action, APEC
is contributing to more liberalized
and open trading environments, with
a view to increasing trade and invest-
ment in the region. :
Here are some of the key busmess
facilitation results in 1997 in the
APEC region, which — with over two

— Continved from page 4
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Challenges and opportunities

~ Some roundtables were particular-

ly lively and well attended, such as
the ones on telecommunications
and information technology and
on capital markets and financing,
a topic that also came up during the
session on “Infrastructure Require-
ments in the Pacific Rim: Challenges
and Opportunities.”

At issue in this session was the
combination of rapid economic and
population growth in the APEC
economies, and the associated pheno-
menon of rapid urbanization, which
together have placed a heavy bur-
den on the region’s already inade-
quate infrastructure. -

The demand for new infrastruc-
ture spending in East Asia alone

has been estimated at US$1.5 tril-

lion between now and 2004. Since
the public sector clearly cannot

come close to meeting the burgeon-
ing demand, discussions focused
on how the massive private-sector
capital, technology and manage-
ment skills that will be needed to
meet APEC’s infrastructure needs
can be harnessed to create oppor-
tunities.

Judging from some of the com-
ments that the BCNI received from
participants, the CEO Summit —

~described by one Asian participant

as an “epoch-making moment in
APEC history” — was well worth
the effort and may very well be
taken as a model for future APEC
Leaders’ Meetings.

For more information on the
CEO Summit, contact David Stewart-
Patterson, Senior Associate, Poli-
cy and Communications, BCNI,
tel.: (613) 238-3727, fax: (613)
236-8679, e-mail: bcni@flexnet.com
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billion people (two fifths of the world’s
population) — accounts for 55 per cent
of world income and 46 per cent of
world trade.

Making trade easier and less costly

* Customs processes and proce-
dures will be greatly simplified
by 2000 through harmonized
rules, systems and electronic
commerce, saving traders and
consumers time and money by
moving goods in minutes instead
of weeks — a benefit to small
businesses in particular.

e APEC has developed an applied
tariff database, providing fast
access for producers and traders
to trade-related information at
minimum cost (now available
on the Internet, at http://www.
apectariff.org).

¢ A model Mutual Recognition
Arrangement (MRA) for auto-
motive products has been devel-
oped, offering a mechanism for .
APEC members to avoid addi-
tional testing and inspection costs/
for motor vehicle exporters and
regulatory. agenmes

+ A model MRA on con
assessment of foods
products has been de\v
and electrlcal nd ele

— Febroary 2, 1998
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APEC Summit

MRA, saving extra steps in bring-
ing products to market.

* Processes for certification of
telecommunications equipment
have been streamlined, resulting
in the harmonization of confor-
mity assessment procedures.
This will decrease transaction
costs. ‘ .

e Three members (up to five in
1998) are in the trial phase of
an APEC Business Travel Card
to speed up business travel. Other
measures are being introduced,
including expanded multiple-entry
visas and visa waiver programs.

Business environment: improving

predictability '

APEC now has: ,

¢ on-line (http://www.apecsec.org.
sg/sphome.html) up-to-date
information on government pro-
curement regimes and opportu-
nities, applied tariffs, investment
regulations, business travel require-
ments, competition policy legis-

lation and rules of origin, all of

which save businesses time and -
money when they need to know
more about the markets in the
region;

¢ produced best-practice guide-

~\lines in the energy sector, help-
g independent power producers,
hoely on accurate knowledge

private-government and private-

private disputes that can hamper
trade and investment.

Creating opportunities for networking-

e At the second APEC interna-
tional trade fair last June in
Yantai, China, over 20,000 exhi-
bitors and 100,000 visitors made
contacts and expanded trade net-
works. The 1998 trade fair will
take place in Kuala Lumpur, in
November.

* Business seminars were held
throughout Canada last year on
trade, environment, transport,
energy, and small and medium-
sized enterprises (as reported
regularly in CanadExport). These
seminars also served as venues
for individual networking and
business promotion. The Small
and Medium-sized Enterprise
Ministerial Meeting in Ottawa
(see the October 20, 1997, issue of
CanadExport) alone drew over
190 exhibitors and 2,500 visi-
tors from around the APEC
region. - .

APEC and small business
Although the region’s-40 million
small businesses represent up to
90 per cent of private enterprises
in the region, they account for only
35 per cent of the region’s exports.
APEC’s goal is to-work on the
issues that small businesses have
identified as major barriers to their
fuller participation in the regional
and world economy. These concerns
include lack of access to accurate and

~ timely informa-

CANADA’S YEAR
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tion, to modern
technologies, to

. adequate financing, to sufficiently

skilled human resources, and to
markets themselves.

 Information services

APEC offers a wide range of infor-
mation services that are especially
helpful to small businesses with
limited time and resources. Most
of these services are available free
through the APEC home page
(http://www.apecsec.org.sg),
including:

e current applied tariff rates for
APEC members; :

* a guide to investment regimes
of APEC members, including
laws, policies and incentives
for foreign direct investment;

 the APEC Business Travel Hand-
book, for information on visas
and other entry requirements
throughout the region;

e the government procurement
home page, for information on
regulations and policies on gov-
ernment purchases;

e a new home page, APEC Centre
for Trade and Investment, to
enhance intra-APEC co-opera-
tion on trade promotion; and

* a compendium of rules of ori-
gin, containing both preferen-
tial and non-preferential rules
for APEC members.

CanadExport On-Line
- http://www.dfait-moedi.gc.co/

* english/news/newsletr/canex
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Captivates Audiences around the World

rowing by leaps and bounds in its short four-year history, Mainframe Entertainment Inc. is con-
Fstantly innovating and building on its two world-acclaimed animated television series ReBoot and

Beasties (Beast Wars outside Canada).

What makes Vancouver-based Main-
frame the world leader in its field
is its ability to produce three-dimen-
sional computer-generated imagery
(3D CGI) at a speed vastly greater
than the industry norm, without
compromising its extraordinary
visual quality.

Success based on quality and a unique
product . - :
As the company’ Director of Commu-
nications, Mairi Welman, explains,
“This expertise can all be attributed
to a team of successful television and
film producers — they include the
 original developers of 3D CGI — who

are at the helm of a company that has
now grown to over 200 employees and
nearly outgrown its current facilities. -

“We are the only producer of 100 per
cent 3D CGl-animated half-hour
television programs broadcast world-
wide,” Welman adds. | |

As for product quality, ReBoot,
now in its third season and shown
in more than 70 countries, has
won three Gemini Awards as Best
Animated Television Series, while
Beasties, in its second season, is
rated in the United States as the
most popular syndicated program
for children aged 2-11 years.

Constant search for new ideas

Another ingredient for Mainframe’s -

huge success is its constant search
for new opportunities, such as the

CanadExport

recent co-production with Imax
Corporation to create a new movie
ride exclusively for presentation
on IMAX Ridefilm simulators.
ReBoot-The Ride is projected on a
14-foot high, 180-degree wrap-around
screen, while digital surround-sound
and an 18-passenger vehicle mounted
on an orthogonal motion base com-
bine to send audiences on a highly
charged simulation adventure.
“The world premiere was held in
Mississauga, Ontario, last October,”
says an enthusiastic Welman, “fol-
lowed by locations in the United
States, Japan, France, Argentina,
China, and the United Kingdom.”
Mainframe has also joined forces
with a leading interactive entertain-
ment software producer to create
advanced computer games; has
entered into a joint-venture agree-
ment with a U.S. entertainment

company to develop a full-length

feature film; and is working with
more than 100 licensees for pro-

"ducing a wide range of consumer

products, including toys.

Experience helped launch company
“Our big advantage when we started
out,” Welman says, “was to have
on board.Christopher Brough — our
CEO — who has 25 years experience
in the business.” '
Brough is in charge of Mainframe’s
North American market thanks to his
numerous contacts in Los Angeles.

g
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The company’s international
marketing outside North America is
handled by Canada’s leading pro-
ducer and distributor of television
programs and motion pictures, '
Toronto-based Alliance Commu-
nications Corporation.

According to Jeff Rayman, Chair-
man of Alliance Multimedia —
one of Alliance’s five related busi-
nesses — Canadian film production
companies can tap into a number
of federal and provincial funds,
including the Cable Production
Fund, and can benefit from Cana-
dian-content grants and various
tax credits and incentives.

“In addition to our numerous
contacts,” says Rayman, “we partici-
pate in specialized trade shows and
film festivals, such as Cannes, where
we have won several awards.”

During the APEC Summit in Van-
couver, Mainframe opened its doors
to visitors, including CanadExport.
“Several groups visited our studios,”

Sharing Trade Secrets

says Welman. “Although these visits .-

didn't translate into immediate busi- ,-
ness, they gave visitors, from both.’
Canada and abroad, a better appre-
ciation of all the work and dedication
that goes into the creati"o:”n I
world-class animated prod

frame, contact Dirgctor of,
airi Welman, 'tel

— February 2,1998
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Trade News

~ethanex Corporation of Vancouver has entered into a $1.3 7-billion memorandum of understanding with Qatar
General Petroleum Corporation (QGPC) toward the development of a multiple plant methanol production
facility in the state of Qatar, with production to begin in 2002. The deal was reached at the Middle East and North
Africa Economic Conference (MENAEC), held November 16-18, in Qatar.

The theme of this year’s MENAEC —

“creating a new public/private partner-
ship for trade and economic growth
beyond the year 2000” — was en-
dorsed by the presence of 850 foreign
business participants, officials repre-
senting over 65 countries and numer-
ous international organizations.

Better business dimate throughout the region
According to the conference Declara-
tion, “Privatization, structural reform
and removal of trade barriers have pro-
vided for a more business-friendly eco-
nomic climate throughout the region
and will strengthen the ability to
attract foreign investment and trade.”
This, in addition to solid GDP growth,
rapid industrialization, and geographi-
cal proximity to European and Asian
markets, has created new opportunities
for investors. In Qatar, for example, the
International Monetary Fund (IMF)
predicts real economic growth at over-
15 per cent this year and 11.5 per cent
next year. The IMF expects that the
hlgh rates of growth will continue into
the next century, with low inflation
-around 2.6 per cent.
: he Canadian delegatlon to the
: as led by Minister of
flairs Lloyd Axworthy and
anadian business people
anies, who par-

rooms for Canadlan businesses to
foster relationships with prominent
local business leaders.

Canadian expertise in demand

The strong interest of local companies
in Canadian expertise was expressed
through numerous commercial inqui-
ries, predominantly in the sectors of oil
and gas, heavy machinery and parts,

construction materials, electrical equip- -

ment, industrial chemicals, consumer
products and professional services.
In addition to Methanex Corpora-
tion, other Canadian companies bene-
fited from the various matchmaking
opportunities offered during the con-
ference. Canadian Ambassador T.W.
Colfer congratulated the Canadian
companies for their active participation
at MENAEC. “Canadian products and
services are sought in the Gulf region
because of their quality, competitive-

ness and reliability. With the region’s
significant economic growth, an
increasing number of major deals
for Canadian companies are presently
being negotiated.”

The MENAEC initiative was con-
ceived in 1991 as a parallel vehicle to
support the Middle East Peace Process.
Since the first summit, held in Casa-
blanca, Canada has been a strong
supporter of MENAEC, which is co-
sponsored by the United States and
Russia and organized by the Geneva-
based World Economic Forum. The
purpose of the MENAEC process is to
build common economic interest in
the Middle East North Africa region
and to extend commerce beyond
territorial and regional boundaries.

For more information, contact
Katherine Trueman, Middle East
Division, DFAIT, tel.: (613) 995-6440,
fax: (613) 944-7975.

E xport Development Corporanon is among several ma_|0r lenders ‘
4 providing a total of US$350 million in project financing for the
_construction of a combined methyl teruary butyl ether and methanol
plant in Messaeid, Qatar, for the Qatar Fuel Additives Company Limited.
~ EDC is providing US$50 million in limited recourse financing in
support of industrial equipment from Calgary-based Foster Wheeler
Fired Heaters Ltd., Toronto-based UOP Canada Inc., Foster Wheeler
Ltd. of St. Catharmes Ontario, and other Canadian suppllers This is
EDCss first hmxted recourse financing project in Qatar.

j - Department of For.eign Affairs and International Trade (DFAIT) —

I — .




|-

CanadExport

Cunudmn Busmess Awurds ‘Honour Greek Companies

McCain Hellas Ltd., a Greek extension of Canadian
convenience food giant McCain, was the silver award
winner. McCain Hellas, established in 1992, now sup-
plies frozen french fries to almost
all major fast food outlets in Greece,
including McDonald’s, Wendy’s and
Pita Pan. In 1997, the company also
entered the retail market.

Bronze-award-winning Canadian
Roof imports asphalt shingles from
Northern Globe Building Materials of
Toronto. The shingles are light,
completely waterproof, earthquake-

7 anada’s Ambassador to Greece, Derek Fraser, hon-
Qoured Greek firms at the 1997 Canadian Business
Awards on September 18. Fraser presented the awards to
three companies that have significantly
contributed to the trade between Canada '
and Greece in the past year.

Digital Image Systems Ltd. (DIS) won
the gold award for its work — with
Montreal-based Forensic Technology Inc.
— in providing the Hellenic Police Force
with the first integrated ballistics identifi-
cation system in Europe. The system ana-
lyzes and identifies bullets and cartridge

Ambassador Fraser (centre)
poses with award recipients.

cases. Countries from around the world will use the
newly established Specialized Ballistics Centre in Athens .

as a model and training centre. .

buildings.

for Cunddm Exporter
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A new television channel aimed at meeting the educational needs and challenges of Africans is providing creative new
X exporting and investment opportunities for Canadian compames

The Global Education Network
Africa (GENA), formally launched in
October 1997 in Johannesturg, has
begun broadcasting from Namibia via
satellite to national broadcasters in
Kenya, Swaziland, Uganda, Tanzania,
and Namibia, with other African
countries soon to follow. Broadcasts
are in English, initially for two hours
per day, five days a week.

The format of the network consists
of educational programs, distance-
learning courses, educational news
items, and sponsorship messages.
Currently privately funded, GENA
is seeking financial support, as well
as programming submissions.

There are various ways Canadian
companies and agencies can benefit
from publicity opportunities by work-
ing with the network. Some sugges-
tions include corporate sponsorship of

- locally produced programs on related

themes, sponsorship of your own
training material, or sponsorship of
already-produced Canadian material
of interest to GENA audiences.
Themes of interest include AIDS
prevention, health care and disease
prevention, environmental issues,
science and technology, first aid and

- road safety, literacy and skills devel-

opment, business English, home build-
ing and bricklaying, cattle management

and crop farming, and sports coaching
skills. While GENA is interested
in exploring a variety of options
for programming, it is particularly

proof, and economical and are being used by interna-
tional companies such as McDonald’s for their new

enthusiastic about the literacy and

skills potential of the network.
Companies or agencies interested in

publicity possibilities through GENA,

should contact Lanssa Pergat, Trade

— February 2,1998 . |
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Trade Fairs

N T

u are an exhibition representative of a company that is breaking into the international market. You arrive at
LIl the exhibition site to set up, only to discover your display materials have not arrived. The on-site handlers tell you
your shipment is en route and will hopefully be customs-cleared before the show opening. There are no guarantees. Your

worst nightmare is about to come true.

The nightmare might have been
avoided if you had used a profes-
sional trade show logistics specialist
— rather than a general freight for-
warder — to transport your goods.
Many trade show specialists work
with an established network, moving
freight from one member to the next,
keeping in constant communication
to ensure the shipments arrive at
the correct booths on time. Ideally
the specialist has a representative on
site before you arrive, checking your
goods onto the floor and then into
your booth. '
Trade show specialists can also
provide assistance with customs
documentation and can act on an
exhibitor’s behalf to ensure that
temporary bonds are cancelled and
to pay on-site fees, as well as to move

goods from one show to another or
even from one country to another.
The largest worldwide network

of trade show dedicated logistics
specialists has been developed by
the members of the International
Exhibition Logistics Association

(IELA). '

Choosing the right trade show specialist
In choosing a specialist to handle
your exhibition goods, it is impor-
tant to find one that has experience
with the countries you are travelling
to and their customs regulations
regarding temporary importations
and trade show restrictions. A re-
liable company will be reachable
24 hours a day in the event of an
emergency, and will also have staff
on site to meet last-minute freight

Investment Mission to the United Arab Emirates
\ bli, Dubai), Yemen (Sanaa), Saudi Arabia
g‘ddah) and Egypt (Cairo). '
ective of the mission is to assist small and

requirements and assist with the
return of the goods to the origin.

Using a trade show logistics
specialist may cost more than a
general cargo handler, but may, in
the long run, be more cost effi-
cient: imagine you have arrived at
an exhibition with an anticipated
attendance of 10,000 people, and
your display materials have not
arrived.

For more information about
shipping to trade shows, contact
Sandi Trotter, Manager-TWI Canada,
TWI Global Exhibition Logistics,
Plaza 4, 2000 Argentia Rd., Suite 470,
Mississauga, ON, L5N 1W1, tel.:
(905) 812-1124, fax: (905) 812-0013,
e-mail: strotter@twiglobal.com
Internet: http://www.twiglobal.com

into Canada; and to promote trade and investment in
general between Canada and the Middle East.’

The mission will provide an excellent opportunity
for companies new to the market to meet with Cana-

dian companies experienced in the region and with

government and business-sector representatives from
both Canada and the Middle East.

For more information, contact the CABC Secretariat,
tel.: (613) 238-4000, ext. 222, fax: (613) 238-7643.

Department of Foreign Affairs ﬁnd International Trade (DFAIT) —
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CHICAGO, ILLINOIS — March 11, 1998
— Software companies interested
in seeking VARS, resellers or part-
ners in the Chicago marketplace
are invited to attend the Chicago
Software Association (CSA) Software
Partnering Mission.

Chicago is in the heart of the
Silicon Prairie, as well as home to
top-notch software companies such
as Spyglass and Platinum Software
and users suqh as Motorola, Ameri-
tech and US Robotics. With the
highest per-capita consumption in
all of the United States, Chicago
provides one of the best market
opportunities for Canadian firms.

The mission, to one of Chicago’s
premier software events for assisting

DuBal, UNITED ARAB EMIRATES —
March 30-April 1, 1998 — The
Magic World Internatlonal Build
and Supply Exhibition is being
held exclusively for companies
wishing to become involved in the
building of Magic World, which
promises to be one of the most
imaginative and unique theme parks
in the world.

During the event, international
companies will have the oppor-
tunity to exhibit their products,
services and technologies. Dubai
government officials and project

manager International Bechtel Co. Ld.

will review design, construction

Canadian software companies, is
being co-sponsored by the Canadian
Consulate General in Chicago, KMPG
Peat Marwick and the law firm of
Freeborn & Peters. The keynote
speaker will be Tony Perkins, founder
and editor of Red Herring Magazine.
Participating companies will be
asked to give a two-minute overview
of their company and the type of
partner they are seeking. This will
be followed by a networking trade
show. The morning program, exclu-
sive to Canadian participants, will

provide companies with the oppor- .

tunity to meet with industry experts
and answer questions about this
market.

Over 300 software professionals

xhlbmons-:Prov1des,@,Opportumty,to_,;
- Enter Magic World

and procurer_nent requirements
with delegates before final bids

are tendered. -

The government of Dubai is
investing more than US$600 million

‘to build the Magic World project,

which will incorporate an interna-
tional theme park and Magic World

City, a residential and business com-
- plex surrounding the theme park.

For more information, contact
Streamline Marketing Communica-
tions, PO. Box 62440, Dubai, United
Arab Emirates, tel.: (971 4) 329-029,
fax: (971 4) 329-648, e-mail:
stream@emirates.net.ae, Internet:
http://www.streamline-uae.com

attended the 1997 event, which
involved the participation of 10
Canadian software companies.

The Consulate will cover the cost
of the conference fee ($300 per per-
son) for up to 15 qualified Canadian
companies on a first-come first-served
basis. The deadline for apphcauon
is February 13.

For more information, contact
Ann E Rosen, Senior Business

Development Officer, Canadian Con-

sulate General, Chicago, Illinois,
: (312) 616-1860, fax: (312)

'616 1877, e-mail: .
ann.rosen@chcgo01.x400.gc.ca

CHINA — May 5-16, 1998 — Informa-
tion technology firms and individuals

~ interested in penetrating the Chinese

export market for the first time
are invited to join an Information
Technology Business Mission to
Hong Kong, Shanghai and Beijing.

The 10-day mission, co-sponsored

by Industry Canada and ConnectIT,
will be led by ConnectlIT’s Interna-
tional Business Partner for China,
Ron Evans. Airfare, accommodatio

— February 2, 1998
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Trade Fairs

BOSTON, MASSACHUSETTS — March 30
- April 1, 1998 — Canadian medical
products companies are invited to
join a New Exporters to Border
States (NEBS) Mission, being orga-
nized by the Canadian Consulate
General in Boston.

Participants will learn about U.S.
immigration and customs regula-
tions, legal aspects of exporting,
and Food and Drug Administration
rules. An all-day session will con-
centrate on the medical market in

IMATRA, FINLAND — April 1-3, 1998
— Canada will be present at the
first International Fair of Russian
and European Union Trade, an
opportunity to gain access to the
northwestern Russian market from a
Finnish border town. Organizers ex-
pect 100-200 companies to exhibit.
The show will be of particular
interest to Canadian companies
involved with raw materials, semi-

New England, with discussions
on distribution channels, market
trends, partnering, dealing with the
insurance industry and other spe-
cialized aspects of the industry, pre-
sented by U.S. experts. The training
program will also include a visit to
the annual New England Health Care
Assembly Exhibition on April 1.
The Government of Canada will
cover two nights of accommodation
in Boston. Mission participants
are responsible for transportation,

finished products, machinery and
equipment, the food industry and
the agricultural sector, including
food stuffs, agricultural machinery
and forestry. Finnish and Russian
logistics firms and firms active in
financing, insurance and consulting
will also exhibit. :
Imatra is 200 km from St. Peters-
burg, on the Finnish and Russian
border. Many importers from North-

'\D,mscus SHRIA— October 14, 1996
Canadian high-technology com-
nies are invited to join hundreds

will prov1de an 1mp0rtant venue for

selling computer hardware and soft-
ware, telecommunications products,
storage products, fax and audio-
visual products, packaging technology,
medical/pharmaceutical products,

oil and gas services and equipment,

environmental protection equipment,
robotics, and electrical equipment
— among other advanced technology
products and services. The market

TRADE SHOwW Dssmum\:wfREAcu THE Nonmwssr RusslAu MARKET

98: the Show -,f’or Advanced Technolegy Industry

NEBS Mission

meals and incidentals. Participation || P!
will be limited to 20 Canadian h
companies. 1 p!
Applications should be made via 4
the International Trade Centre nearest in
you (for a list, visit the DFAIT Web site -
at http://www.dfait-maeci.gov.ca).

For more information about the
NEBS mission; contact Christine S,
Sarkisian, Canadian Consulate U
General, Boston, Massachusetts, S
tel.: (617) 262-3760, fax: (617) C
262-3415. te
st
ol
ol
west Russia are expected to attend. || bi
Finnish exports and re-exports to || P
Russia reached $3 billion in 1996 || t
and grew 17 per cent in the first five || at
months of 1997. )
For more information, contact te
John Pearce, Canadian Embassy, [{ St
PO. Box 779, FIN-00110 Helsinki, }]
Finland, tel.: 011-358-9-171-141, 5
fax: 011-358-9-601-060, e-mail: . 0]
john.pearce@paris03.x400.gc.ca K
w
te
L
- for these types of goods has so far si
been left largely untapped and is 0!
now exploding. st

For more information, contact
Glenn D. Waterman, Show Manager, fc
International Trade Show Services a
Inc., 20 Butterick Rd., Toronto, ON, ||
M8W 3Z8, tel.: (416) 252-7791, || d
fax: (416) 252-9848, e-mail: €
glennw@intltradeshows.com ?
i
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PRAGUE, CzECH REPUBLIC — Three
housing exhibitions slated to take

| place during 1998 offer important

venues for the Canadian housing
industry to gain a foothold in Central

g

SASKATOON — June 9-12, 1998 —

Under the theme “Agbiotech: the.
Science of Success,” the International
Conference 1998 Agricultural Bio-
technology, ABIC ’98, will focus on

strategies for the commercialization

of agbiotech products.

Being held once again in the centre
of one-third of Canada’s burgeoning
biotechnology industry, ABIC *98
promises to build on the success of
the inaugural 1996 conference, which
attracted 750 people from 39 countries.

Several plenary sessions are planned
to share insights and information on

strategies for commercialization of |

agbiotech products. Among the 50 top
speakers from around the world are
opening plenary speaker Dr. Anatole
Krattiger of Cornell University, who
will speak on the importance of agbio-
tech to global prosperity, and Nobel
Laureate Dr. Michael Smith of Univer-
sity of British Columbia, who will speak
on the lessons learned from the first
stages of human genome sequencing.

More than 30 sessions will address
four main topic streams: plant and
crop development, animal science,
microbial science, and commercial
development — each designed by
experts in the field, to ensure that
the most recent developments and
findings are presented.

ABIC “98: The Science of Success

‘Central European Markets Ready for
Cnnndmn ‘Housing Products and Services |

Europe. The 5th international housing,
living, houseware and home improve-
ment trade show, FOR HABITAT ’98,
will take place May 27-31, 1998. The
oth intemational building exhibition,

G i e i

ABIC ’98 will also feature tours
highlighting Saskatoon’s agbiotech
industry, a 60-exhibit trade show,
poster presentations and social events.
Presentation topics include interna-
tional patterns and projections in
agbiotech development; emerging
market opportunities; high impact-
science; strategies for building agbio-
technology businesses; and tips on
entering the international marketplace.

- For more information on attend-
ing the conference or becoming a
corporate sponsor or exhibitor, con-
tact Sharon Murray, ABIC *98 c/o
The Signature Group, 608 Duchess
Street, Saskatoon, SK, S7K ORI, tel.:
(306) 934-1772, fax: (306) 664-6615,
e-mail: siggroup@sk.sympatico.ca,
Internet: http://www.lights.com/abic/

o e T
o 3 b

FOR ARCH 98, and the 4th con-
struction machinery exhibition,
FOR TECH 98, are set to take place
September 22-26, 1998.

Great opportunities exist for Cana-
dian housing products in the Central
European markets. Each year, 30,000
homes need to be replaced, and 20,000
are needed to improve the housing
stock. This year, however, only 14,500
homes were built. The total housing

market in the Czech Republic repre-

sents between 400,000 and 500,000
new homes or apartments. There is

“aneed for Canadian know-how and

expertise — although finding a good
local partner is recommended.

Canadian national pavilions at all
three exhibitions are being organized
by the Canadian Czech Republic
Chamber of Commerce, which also
offers various services to Canadian
companies wishing to enter the Cen-
tral European markets.

For more information, contact

“Mirjana Sebek-Heroldova or Lubomir

J. Novotny, tel.: (416) 367-3432, fax:
(416) 367-3492, e-mail: ccrec@cpol.com

“Software Alliances ‘98

SAN DIEGO, CALIFORNIA — April 16, 1998 — Canadian information ,

technology companies interested in seeking strategic alliances, investment
or cross marketing with companies in California and Japan will wa

to attend this years investment and partnermg forum event, Softw

-and the San Diego Software Assoc1atlon
For more information, contact Patrici
940-3001, ext. 104, e-mail: ppeel@conne

~ February 2, 1998 Co
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New WlN EXPOHS sel‘ver RQOII! —(omin'uedlram‘pagel

WIN can be accessed only by
DFAIT’ trade commissioners around
the world and by Team Canada Inc
partners in Canada (i.e., the Inter-
national Trade Centres and the gov-
ernment departments involved in
international business development).
The International Business Oppor-,
tunities Centre (IBOC) — set up to
help trade commissioners respond

to business leads — also uses WIN -

Exports to match Canadian compa-
nies to these requests. IBOC con-
tacts companies registered in WIN
to advise them of opportunities.

fm il s s
#

Minding our Future

— Continved from page 2

in the new century will ultimately
depend on whether we can link
Canadians from all walks of life to
the national innovation system.”
The report was prepared under
the aegis of the Assistant Deputy
Ministers’ Committee on Science and
Technology, made up of members
representing all federal departments
and agencies that have science and
technology activities and interests.

The Cabinet Committee on the Eco- .

nomic Union approved the report
_on December 4. , '
Released with the report was the
hewest edition of the Science and
hnology Data 1997 booklet, a
c mzed ource of up-to-date -
’ ormation on Canadian
technology.

ur Future — A Report on
echnology, 1997

Registering your company

Companies that are already export-
ing or that are export-ready may
register with the database. Your
request for registration should specify
your line of business and whether
your company is a manufacturer

.or services, firm, as well as include

information concerning your com-
pany’s export experience and the
countries to which you have exported

~ your products/services.

Qualifying companies will be sent
a detailed questionnaire, which will
serve as the basis for your company’s
information in the WIN Exports
database — including your basic
company particulars, exported
products and services, current
foreign export markets and those
of interest.

The questionnaire will also ask
for a company marketing profile.

This mandatory profile provides the
opportunity to promote your com-
pany to potential buyers around the
world. It should contain “key-words”
describing your products/services,
specific expertise and competitive
edge.

The information you provide to
WIN Exports must be kept current
to ensure that you can be contacted
by trade commissioners; you may
therefore expect to be contacted
annually for a review and update
of your company information.

To register your company in WIN
Exports, fax a request for registra-
tion, on your company letterhead,
to the Export Development Division
(TCE), DFAIT, 125 Sussex Drive,
Ottawa, K1A 0G2, fax: 1-800-667-
3802 (944-1078 in the National
Capital Region).

with the help of the Canadian trade
commissioner in the field. Above
all, you must have a quality product.
(“Our tiramisu is hand made using
top-quality fresh products.”)

Focus on expansion _

Now the largest supplier of tiramisu

in Canada — in both retail and food
service sectors of the premium quali-
ty frozen food industry — Norstar
is hoping to expand further in the

United States and beyond, through
its own brand or private labelling.

(The company has made some good
British contacts through the Canadian

‘High Commission in the U.K.)

~ Continved from page 3

“We have also initiated a joint
venture for added-value seafood
products with some Newfoundland
business people we met at the FMI,”
says a confident Muccilli, who hopes
to get some Program for Export
Market Development (PEMD) assis-
tance through his local International
Trade Centre to participate in other
trade shows.

For more information on Norstar
Foods Ltd. — which is registered
in the Department’s WIN Exports
database (see box on p. 3) — con-
tact president James Muccilli,
tel.: (905) 669-0975, fax: (905)
669-1687.

/]
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OAKVILLE, ONTARIO — February 20,
1998 — Businesses are invited to

attend a seminar and workshop on
Doing Business in the United States,
hosted by the International Trade

Committee of the Oakville Chamber
of Commerce.

The seminar will address such
issues as U.S. demographics, North
American Free Trade Agreement/
transborder issues, export financing,
and government support programs.
Companies currently doing business
in the United States will be available
to share their expertise, along with
guest speakers such as the Senior
Trade Commissioner from the Cana-
dian Consulate in Detroit and repre-
sentatives of the Export Development

CanadExport

I.eurnfEverythm‘*:‘h;’"Yo'u**"Neédi |
~to Do Business in the U,

S

Corporation and International Trade For more information or to register,
Centres. There will also be oppor-  contact Margaret Vokes, International
tunities for one-on-one counselling Trade Committee, Oakville Chamber
with the guest speakers. of Commerce, tel.: (905) 337-2593.

Tﬁ”gmﬁ?qdlce’*ofwinternutléhul Trade

MoNTREAL — The Quebec Assoc1atlon of Export Tradmg Houses (AMCEQ)
is offering a course on the “Practice of International Trade,” designed to
provide basic training to anyone aspiring to become an international trader.
The 63-hour course, being offered in English in two sessions — February 24
to May 5 and October 6 to December 15, 1998 — will introduce participants
to the terms and techniques used in both export and import transactions.
International trade experts will offer practical presentations, exercises and
case studies, and AMCEQ will be available for consultation and technical
support. The course is also offered in French.

For more information, contact AMCEQ, 666 Sherbrooke St. West,
Suite 201, Montreal, Quebec, H3A 1E7, tel.: (514) 286-1042, fax: (514)
848-9986, e-mail: infocours@amceq.org, Internet: http /rarww. amceq org

(f "'ommercer avec le Chili is a

- useful new reference work for

Canadian service and knowledge-
based industries interested in Chile as
a gateway to the vast Latin American
market. I

Since it is advisable to know some-
thing about a country before entering
the market, the guide deals, among
other things, with the cultural aspect
of business relations in Chile. It also
contains important information on
the main sectors of activity (mining,
forestry, the environment and tele-
communications), the opportunities

,.?”COMMERCER AVEC lE Crmr A PRACTICAI. Guws ro THE Exvom or Sstcss

,,,N

to be found in this market, and the

Canada-Chile Free Trade Agreement.
A concise reference work, Com-

mercer avec le Chili is available

For more mformatlon or to
order, contact Gaétane Bélanger,
Servimex International, tel.: (418)
834-5395, fax: (418) 834-2140,

only in French. e-mail: belanger.g@sympatico.ca

-New Market Studies Available on Portugal'

wo new market studies are now available from the Canadian Embassy i m

. Lisbon — a market intelligence report on the Portuguese Prlvatlzatlon >
‘Program for 1997-1999 and a detailed overview of the Portuguese

constructlon sector

MARKET
REPORTS

DFAIT’s Team Canada Market Research Centre produces a full range of sectoral market studies
- Identify forelgn markets. Currently, some 230 reports are available In 25 sectors
and automotive to consumer products, forest Industries, plastics, space and tourism.
infoCentre’s FaxLink (613-944-4500) or on the Internet at http: /;

to h‘l Canadian‘ex
P ood/e%uggme
thr gh the

dInfoexport.¢
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Business Opportunities

CanadExport

Opportumne ,ch“"e

™he following trade opportunities have been received by the International Business Opportunities Centre (IBOC) of the
Department of Foreign Affairs and International Trade and Industry Canada. To obtain more information about these tenders,
contact the appropriate person at IBOC, whose name appears at the end of each summary below, quoting the IBOC case

number for speedier service. Canadian exporters needing assistance in preparing international bid documents may want to
use the international contracts expertise and services offered by the Canadian Commercial Corporation. This Crown corporation

is located at 50 O’Connor St., Suite 1100, Ottawa, ON, K1A 0S6, tel.: (613) 996-0034, fax: (613) 995-2121.

BaNGLADESH — The Dhaka Electric
Supply Company Ltd. (DESCO)
invites sealed bids for an 11kV and
400V, 3-phase 4-wire, 3-element pro-
grammable consumer metering unit
and associated accessories, and
230V, single phase, 2-wire, 10(40)A
consumer meter and meter seals.
Bid documents are TK (Taka) 5000.
Closing date is March 16, 1998. Con-
tact Andrew Mess, fax: (613) 996-2635,

quoting IBOC case no. 971223-02509. -

BANGLADESH — The Dhaka Public
Health Engineering (DPHE) invites
sealed bids for the following goods:
1) submersible pumps and acces-
sories for installation in deep tuba-
wells under major works for expan-
sion of water supply; 2) high lift
pump units, sluice valves, non-return
valves, air release valves and water -
metering for expansion of water
supply; and 3) ductile pipes and
fittings for water supply transmis-

. sion and distribution mains in
Paurashavas Bid documents for each

; package are TK 1000. Closing date is

larch 16, 1998. Contact Andrew

Mess, fax: (613) 996-2635, quoting
IBOC case no. 971223-02508.

GHANA — The Government of Ghana
has been granted a credit facility
from the International Development
Association toward the cost of the
Financial Management Technical
Assistance project. The Ministry of
Finance now invites Canadian com-
panies to bid for the supply, installa-
tion and support of application, soft-
ware, network operation system
software, development tools and
other related software and project
management services for the imple-
mentation of a computer-based
Budget and Public Expenditure

Management System. The closing date

is March 16, 1998. Contact Louise

~ Cardinal, fax: (613) 996-2635, quot-
ing IBOC case no. 980106-02575.

HoNG KonG — This Request for
Information (RFI) is for the provi-
sion of consultancy services to con-
duct feasibility studies for the case
management, cost and resource
management and infrastructure pro-

jects of the information systems

strategy program of the Legal Aid
Department. The studies are expected
to commence in April 1998. The

closing date is March 16, 1998. Contact
Andrew Mess, fax: (613) 996-2635,
quoting IBOC case no. 971229-02535.

Other tender calls and trade opportu-
nities can be found on CanadExport
On-line at http://www.dfait-maeci.gc.
calenglish/news/newsletr/canex

T R S T TR

" [BOC Welcomes New Director

The International Business Opportu-
nities Centre (IBOC) welcomes its
new director, Anna Biolik. Ms. Biolik
looks forward to working with the
business community in promoting
and encouraging Canadian export
activity. The Centre, a partnership
between Industry Canada and the
Department of Foreign Affairs and
International Trade, helps match
small and medium-sized companies
with trade leads provided by Canadian
trade commissioners and commercial
officers posted abroad. If you have any
questions about IBOC'’s services, you
can visit the Centre’s Internet site at
http]/wdefait—maeci.gc.caflboc-coai

DFAIT's InfoCentre provides counselling, publications, including market reports, and referral services to Canadian exporters. Trade-related
information can be obtained by contacting the InfoCentre at 1-800-267-8376 {Ottawa region: 944-4000) or by fox at (613) 996-9709;
by calling Info(enlre FaxLink (from a fax muchme) at (613) 944-4500; or by accessing lhe DFAIT Internet World Wide Web site ot
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“ The Canadian business Women’s Trade Mission to Washington;'

An American Perspective

by Gail Houck, CEO, Houck & Associates, Alexandria, Virginia, U.S.A.

RETURN TO DEPARTISENTAL LISRARY
RETOURNER A LA BISLIOTHEGUE DU MINISTERE

The Canadian Business Women’s Trade Mission to Washington last November was a productive and inspiring -
opportunity to meet and network with women-led businesses from a diversity of industry sectors — not only
for the Canadian participants, but also for the American busmess women who attended.

The American participants were

impressed by the number and quali-
ty of businesses that attended the
trade mission, as well as the amount
of networking and dialogue among
the women.

Mary Helms was one of the Amer-
icans who aftended the mission
to network with Canadian busi-
ness women in the event that there
-might be opportunity for her firm
to be a resource to them in the
greater Washington D.C. area.

" “When companies open D.C.-area
locations, recruiting is often key to
their success,” said Ms. Helms, who
runs the Helms International Group
(Vlenna, VA), which does executive
searches and consulting around the
employment process, particularly
in the areas of human resources,
communications and marketing. -

From the mission, Ms. Helms
added to her knowledge of the
international workplace and made
a couple of contacts that she will
pursue.

Opporlunity to make valuable contacts -
Marsha Cohan also made valuable
contacts during the week-long mis-
sion. Ms. Cohan, Attorney at Law
(Washington D.C.), specializes in
domestic and international trans-
actions and advises clients on the
structuring of loans, joint ventures
and licensing and distribution
arrangements.

She attended the mission to
meet a potential business partner

. for a client seeking to expand into-
‘Canada, as well as to meet legal

counsel who might serve as co-
counsel in any Canadian venture

‘that this client may enter into.

“I achieved both of these goals,”
said a pleased Ms. Cohan. “I met a
representative of a company that I
believe will potentially be a suitable
partner for my client. And I also
met several Canadian lawyers who
appear to have the skills my client
needs, and with whom I believe I
can establish a smooth and warm
working relationship.”

CunudExport On-Line
htip://www.dfait-maedi.gc.ca/english/news/newsletr/canex

A Current ARG oveesecl

Similarly, the Director of Marketing
for TV on the Weby,, (Reston, VA) —
a full-service Webcasting company

- — made an “especially good con-

nection” with Pauline Couture of
Pauline Couture and Associates, a
Toronto-based strategic commu-.
nications firm. “Pauline and I will
hopefully be able to do some
significant work together,” said
Lisa Amore, who explained that

Continved on paje 2 — An American
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Team Canada Inc: A Current Affair
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At the time of going to press. the Team Canada *98 Mission to Latin America has just returned to Canada. CanadExport
/"X will feature more reports on the mission in future issues. The mission concluded with a record 306 deals. More than
140 companies or approximately 27 per cent of Team Canada participants signed deals — most of which were
small and medium-sized businesses and educational institutions from all 10 provinces.

“The success of the unprecedented
number of small and medium-
sized businesses on this year’s
mission is a tremendous source
of pride for Team Canada,” said
Prime Minister Chrétien. “They have
set a powerful example, showing
the diversity and breadth of oppor-
tunities for other entrepreneurs.
It is the kind of momentum we need
to get more Canadians involved in
international trade and secure more
jobs and economic growth.”

The total signings are composed
of 117 contracts, including supply
agreements concluded by the Canadian
Wheat Board, as well as 176 agree-
ments in principle and 13 invest-

" ments. Canada’s Export Development

Corporation also signed 18 agree-
ments establishing lines of credit
and related facilities to help Cana-
dian exporters pursue opportuni-
ties in the region. ‘
In Chile, on the last leg of the
mission, the Prime Ministrer and
Team Canada witnessed the signing
f 66 new business deals. The deals
ned included 28 contracts and
g\agreeme ts in principle, including

mogafida of understanding and

agreements we have reached here
in a variety of sectors, ranging
from high technology to educa-

Ms. Couture was also able to put
her in contact with some women
that she would not otherwise have
met. ) : :

“I just wish,” added Ms. Amore,

“that the official one-on-one appoint-

ments had lasted a little longer than
the dedicated 15 minutes.” '

Government support appreciated
American.participants were par-
ticularly impressed by the fact
that Canada’s International Trade
Minister, Sergio Marchi, spent the
entire week with the mission. The
hope was expressed among the
Americans that U.S. Secretary of

CanadExport

tion and training, are an impor-
tant investment in our relations
in both the short and the long term.”

Commerce William Daly’s presence

-at the luncheon offered in his hon-

our by Mr. Marchi was a signal of
a greater commitment to women-
owned businesses in the United
States than has been previously
experienced.

Expressing their thanks to the

Canadian Embassy in Washington.

for the dedication and time invested
in the mission, the Americans also
voiced their hope that the U.S. gov-
ernment will take notice of the
event and show the same initia-
tive for women-owned businesses
in the United States.

(ontinued on page 11 — An American
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It took Forensic Technology WAI Inc. a solid three years, and a little bit of government help, before breakmg into
the tough but rewarding South African market.

This was the 100-per-cent eXport-i

based company’s first contract in
this part of the world and its largest
contract outside of the United States.

Forensic’s unique Integrated Ballistic
Identification System (IBIS) captures
and analyzes data on bullets and
guns used in crimes, allowing law
enforcement agencies to quickly and
easily match guns with bullets, and
crimes with perpetrators.

“Our IBIS has already helped match
over 200 cases in New York City, our
largest single-city installation,” says
Forensic Communications Man-
ager Donna McLean. “And we have
matched the same number of guns
with bullets in Pretoria in the four
months we've been there.”

A unique product

Forensics parent engineering consult-
ing company, Walsh Automation,
had been active in South Africa 10 years
ago, so Forensic had ng problem
finding a local representahve

“Enlisting such a rep is critical in
helping small companies like ours
(35 people) navigate through local
customs and language difficulties,”
McLean explains. “At the user level,
South Africans speak Afrikaans,

although government officials speak
English.”

Still, it took Forensic three years of
hard work and all the help it could
get to beat out its main U.S. rival.

“The South Africans had met us
and our competitor at a specialized
trade show in the U.S.,” McLean
recalls. “They requested proposal
after proposal, as well as a local |
testing facility, set up at our expense,
which in the end contributed to
clinching the deal for us.

“It was an expensive exercise,”
she recalls, “but that’s how the cus-
tomer found out that our product is

_superior, although a little pricier. It

can match not only cartridge cases
but also the bullets themselves.”

Some unique help
“The South Africans are technically
very savvy,” says McLean, “so you
have to be well prepared in your sub-
missions and rely on the guldance
of your local rep.”

In addition, the young company,

- founded in 1990, received excellent

support from the Canadian Trade
Office in Johannesburg and the

Canadian High Commission in
Pretoria. ’

“Trade Commissioner Ron
Hoffman was there to provide offi-
cial Canadian backing to our bid —
which carries much weight in military
and police.circles in South Africa,”

says McLean. “Then there was the.

presence of Ambassador Arthur
Perron, who represented the Cana-
dian Commercial Corporation (CCC)
at the contract signing ceremony.”

The CCC in fact enhanced Foren-
sic’s credibility and gave it a competi-
tive advantage, with the guarantee
of contract performance and securing
better payment terms. With insurance
provided by Export Development
Corporation, it'was a truly Canadian
team effort.

“All this help is much appreciated,”
says McLean, “and it was much
needed because most governments
don’t move quickly, and we had to
have extra negotiating sessions to
iron out the whole question of
taxes, customs and duties, which
can be significant.”

Fuiure prospects
McLean is confident that Forensics
$4.4-million contract with the South
African police service’s four existin

(onﬂnued on page,/ — Forgl

Looking for Export Opportunities?

Make sure you are registered in the WIN Exports database, which,is used,
commissioners abroad to promote your company’s é

Fax your request for a registration form to 1-800-6¢
Or call 1-800-551-4WIN (613-944-4WIN from the
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—rollowing another successful year; the Canada Export Award Program is accepting applications for the 1998 awards.
Minister for International Trade Sergio Marchi will present the awards in Calgary, Alberta, on October 5, 1998.

Each year, 10 to 12 Canada Export
Awards for overall export achievement

are presented. This year, for the first
time, the program’s corporate spon-
sors — Canadian Imperial Bank of
Commerce and Export Development
Corporation — will each recognize
one of the winners in the areas of job

creation achievement, smaller exporter
achievement, and innovation and

technology achievement.

-Since the program’s inception
in 1983, 200 Canadian exporters,
selected from over 3,200 applica-
tions, have received the prestigious
Canada Export Award.

“Who can apply?

Any firm or division of a firm resident
in Canada that has been successfully
exporting goods or services for at
least the past three consecutive
years — 1995, 1996, 1997 — can
apply.

Trading houses, financial insti-
tutions and firms in transportation,
market research, packaging and
promotion are also eligible.

How are winners chosen?
,\\‘\Winning entries are chosen by the
"Canada Export Award Selection
?Cgﬁmmlttee This group of experi-

ed busmess people from across

companies:
nt to which a firm has
fd expoftisales over the

e a firm’s success in introducing ex-

port products into world markets.

What can the award do for you?
Winning companies can use the
award logo on their products, letter-
head, advertisements and other pro-
motional material for three years.
A national and international publici-
ty and promotion campaign, built
around the winners, highlights their
accomplishments in the international
marketplace. In addition, individual
sponsors undertake promotional
campaigns on behalf of the winning
companies. Included are such acti-
vities as conferences and speaking
opportunities, dinners and recep-
tions, advertising and promotional
material.

Current and past winners report
that the recognition they receive
from the award has been an effective
marketing tool and has helped to
raise their profile at home, attract
new foreign customers and boost
employee morale.

A 1992 winner, Lyne Riese, Presi-
dent of Canadian Lake Wild Rice in
La Ronge, Saskatchewan, described
his experience as “all positive” because
it helped to reassure suppliers in
other countries. Riese estimates that
exports account for about 90 per
cent of the company’s sales, which
have grown 35 per cent since win-
ning the award.

Applications for the 1998 Canada
Export Award Program must be
received by April 15, 1998.

Name:

For a Canada Export Award application, send this coupon to:

Canada Export Award Program (TBC)
Department of Foreign Affairs and International Trade
125 Sussex Drive, Tower C, 5th Floor
‘ Ottawa, Ontario
K1A 0G2
Facsimile: (613) 996-8688 Telephone: 1-888-811- 1119

Title:

“Company:

Address:

Postal Code:

City, Province:

Telephone:

Facsimile:

Ay Y e~
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t cannot be said that the people behind the Canada Export Award Program are resting on their laurels. No sooner
- Lhad the stage lights gone down on International Trade Minister Sergio Marchi’s highly successful debut at
the October 6, 1997, presentation ceremony than plans were being made to launch the 1998 campaign.

The priority

The first priority for 1998 is selecting a third official
sponsor to lend its support to this high-profile and
prestigious award program.

The successful applicant will complement the two
other official sponsors — the Canadian Imperial Bank
of Commerce (CIBC) and Export Development Corpor-
ation (EDC) — which, under the theme Partners in
Trade, joined the Department of Foreign Affairs
International Trade (DFAIT) in 1995.

The program _ ’

The goal of the program is to communicate the great
many international business opportunities available
to Canadfan firms and to celebrate Canada’s success
in the global marketplace. .

- Through the Canada Export Awards, the Department

‘recognizes the exporting achievements of a select

group of Canadian enterprises. These companies.
are presented with a Canada Export Award by the
Minister for International Trade at a special cere-
mony held annually in October, in conjunction
with the Annual Meeting of the Alliance of Manu-
facturers & Exporters Cdnada. This year’s ceremony,
to take place in Calgary, is expected to draw 500-
600 business and government leaders from across the
country. '

The promotion

As official corporate sponsors of the Canada Export
Awards, organizations are prominently featured in
all aspects of the program, particularly in publicity

activities and materials. This gives sponsors valuable -

exposure to potential clients, customers and part-
ners throughout Canada and abroad.

In 1997, for the first time, sponsor-branded awards
were named for each corporate sponsor, reflecting
their priority — i.e., the CIBC Job Creation Achievement

and the EDC Smaller Exporter Achievement. The
new corporate sponsor will also be given this
recognition. o .
The award’s extensive national pubicity campaign
includes the following elements: :
¢ Over 1,200 press kits are distributed to media
‘representatives in Canada and abroad, including .
a ministerial press release, success stories on each
winner and recognition of the corporate sponsors.

~* A special supplement is included in a number of

national magazines and newspapers such as Report
on Business, Canadian Airlines Inflight, and Les
Affaires. Each corporate sponsor is given one panel
of the supplement for their message. Copies of the
supplement are provided to each winner and to the
corporate sponsors, and are sent to all of DFAIT’s
trade offices across Canada and embassies and
consulates around the world.

* The supplement is also provided to DFAIT’s Canadian
Foreign Service Institute, to be used as part of the
Institute’s International Business Development
Program, emphasizing export promotion for all trade
commissioners. Canadian International Business
Centres located at nine universities in Canada also
use the supplement and video clips as part of their
MBA program.

e The supplement is also inserted in CanadExport and '

is available through the bulletin’s on-line edition
and the DFAIT/Canada Export Awards Internet sit
It is hot-linked to each sponsor for inclusion i
their Internet sites. .
e Complementing the print component af

' 30- and 60-second radio spots on each of h
companies will be broadcast intensively in the winne
immediate listening a er a/two=week’
; = !
October. Sponsors are ac
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Trade News

Fsrael was treated to a “Taste of Canada” during a special event hosted by the Canadian Embassy on November 10, 1997.
& During the day-long extravaganza, the Israeli public, as well as business people, tourist operators and culinary
journalists, were invited to experience a “tour” of Canada from coast to coast, with offerings of Canadian excellence
in technology, manufacturing, cuisine and culture.

Designed to promote Canada as
a tourist destination, a trading
partner and a cultural mosaic, the
event was inaugurated by a special
dinner held at the Sheraton Tel
Aviv the evening before. The five-
course meal, featuring Canadian
specialities, was prepared by one of
Canada’s leading Olympic-winning
chefs, Theodore Reader, jointly with
the Sheraton’s executive chef Hans

~ Lelie and his culinary team. Among

the courses were Haida cedar-planked
Atlantic salmon with fresh tender
asparagus and roasted garlic aioli, fol-
lowed by grilled President’s Choice
gourmet coffee-crusted Alberta beef
tenderloin served with mashed pota-
toes, confit of root vegetables and a
maple lager sauce.
One of Canada’s leading quar-

tets, Pride of Canada, rounded out

the evening with a musical tribute

to Canada.
During his dinner speech, Am-
-bassador David Berger-further

\whetted the appetites of the guests
by sharing what was in'store for

them the next day.

What was in store was a smor-
gasbord of exhibits displaying
the best of Canada’s provinces
and territories.

The Israeli guests were invited
to view exhibits of Bombardier,
Canadian Highways International
and Nortel and to speak to repre-
sentatives of TNN Networks and
Teleglobe. They were treated to
a viewing of the artistry of Haida
carver Dick Bellis and Inuit sculptor
Sam Pitsiulak. Oonaugh Enright

of the Canadian Royal Mounted

Police displayed full RCMP regalia
from the saddle of a horse on loan
from the Israeli police.

Close to 30 Canadian and Israeli
companies and organizations spon-
sored the event, including the °
Sheraton Tel Aviv, Air Canada,
and Greenberg’s Supershuk with
President’s Choice International.

The event inaugurated a month-

long celebration of President’s

Choice international products at
Greenberg’s 20 stores throughout
Israel. - '

As Ambassador Berger pointed
out in his speech, Canadian-Israeli
ties have strengthened in recent
years, thanks in part to the imple-
mentation of the Canada-Israel
Free Trade Agreement in January
1997. The agreement has already
brought about a substantial increase
in bilateral trade, with Canadian
exports to Israel increasing by 55 per
cent in 1997 over the previous year,
to US$294.5 million, while Cana-
dian imports from Israel increased
by 20 per cent to US$151.6 million.
During the same time, Israeli im-
ports from its major trading part-
ners, the United States and Europe,
decreased.

The Embassy is confident that
the “Taste of Canada” event suc-
ceeded in further whetting the
appetites of Israelis for Canadian
culture, products and tourist
destinations.

CanadExport On-Line
http://www.dfait-maed.gc.ca/
english/news/newsletr/canex

[Fnet: Getti;lg your Share of the IFI Market

bn the Department’s Web site (http://www.dfait-maeci.gc.ca/ifinet), IFInet helps increase your chances
suing international financial institution (IFI) business opportunities. You will find information

' rwork undertaken by Canadian consultants with the IFlIs, and a list of Canadian
ncy (CIDA) projects. Business guldes for exporters are also available. Don’t miss
Pnal Capital Projects.” o

~

/
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As any trade commissioner can attest, when international opportunities knock, it is the prepared who are generally more

successful. But its not easy for small and medium-sized companies to obtain the range of knowledge and skills they need
to be successful exporters. The apprenticeship approach — learning by doing over time — is for many a too-costly means of
building long-term capability. That’s why the Forum for International Trade Training (FITT) has launched a series
of new programs and other initiatives designed to increase the availability of trade training to Canadian business.

A not-for-profit organization estab-
lished in the early 1990s and funded
by business and Human Resources
Development Canada, FITT is Cana-
da’s centre for international trade
training, providing accessible and
comprehensive international trade
training to Canadian businesses,
particularly small companies.

In the early years, the Forum
worked closely with industry to
develop a core national program,
FITTskills."FITTskills provides a com-
prehensive, practical and hands-on
~ body of knowledge and skills, deliv-
~ ered in a variety of formats through

community colleges, universities

and private organizations across-

Canada by experienced trade profes-

sionals. In four and a half years,
‘some 2,500 people have taken

more than 5,000 FITTskills courses
- and workshops.

New specialized training programs
Building on its development phase,
FITT recently launched a series
of programs and other initiatives.
EnterpriseFITT provides training
and services customized to the needs
of individual companies. AgFITT offers
specialized training for the agri-food
sector, as does FIT Tservices for devel-
oping skills in exporting services.
AgFITT and FITTservices are currently
being piloted in several provinces.

In response to calls from industry
for a specific professional qualifica-
tion in international trade — and
as part of its mandate to set national
standards for trade training — FITT
introduced, in October 1997, the
Certified International Trade Pro-
fessional (C.I.T.P.) designation.
Certificate holders have met a rigor-
ous set of requirements, including

completing the FITTskills program

or its equivalent and having a mini-
mum of three years’ trade experience.
A KPMG industry survey found
that 100 per cent of companies
interviewed would, other things
being equal, give preference to a
C.L.T.P. in hiring and promotion
decisions. The first C.1.T.Ps, graduates
of Carleton University’s FITTskills
program, received their certificates
in January during a ceremony at
the Parliament Buildings.

‘Open to members

Together with mtroducmg C.LTP,
FITT has moved to become a mem-
bership organization open to indi--

viduals and organizations involved

or interested in international trade.
The aim is to provide a focus for
the development of trade training

‘and the practice of international
_ trade in Canada. A variety of acti-

vities and benefits are available to
members, and in June 1998, the

first national FITT conference will
be held in Ottawa-Hull. »
These initiatives all reflect FITT’s
focus on meeting industry and
individual training needs. FITT’s
goal is to help make organizations
and individuals (whether employee
or entrepreneur) more effective —
to ensure, in effect, that when in-
ternational opportunity arrives, it
coincides with preparedness.
For more information, contact

Stephen Goban, FITT. Marketing;
" tel: (613) 232-8561, fax: (613) 233-
7617, e-mail: ibnav@magi.com

-— (ontinved from page 3

forensic labs will lead to other oppor-
tunities should the country decide to
build other such facilities. ’

~ Getting good mileage out of trade -
shows, Forensic has already delivered

in such far-away places as Hong
Kong, Thailand, Greece, Turkey, and
Venezuela. It also has solid prospects
in Germany — which Wl 1 open
continental Europe — anc i nOssib
in the United Kingdom an ?%1 1
For more informati
Forensic Tech IC
contact ]

— February 16, 1998
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Trade News

g uring the Canadian business
’j women5 trade mission to Washing-
ton in November (see the December 15,
1997, issue of CanadExport), a group of
export-ready entrepreneurs involved in
the software and technology business
decided to form a consortium to mar-
ket their services to the United States.
The consortium — Women’s
Software and Technology Association
(WSTA) — is a nationwide effort,

with membership open to any women
entrepreneurs in the technology

-sectors. WSTA currently has rep-

resentatives in each province but
is seeking more members.
‘Spearheaded by Mary Fote of the

Medea Group in Toronto, WSTA will
have a U.S. counterpart that will be
responsible for making U.S. contacts,
qualifying leads, pre-selling products
and services and making appoint-

ments. Allison Saunders at the
Canadian Embassy in Washington
will act as a liaison between the
two countries. _

For more information, contact
Nade Nixon, the Medea Group, tel.:
(416) 923-4886, fax: (416) 923-6395,
e-mail: nade@medeagroup.com
or Linda Plexman, Pro-Image, tel.:
(204) 783-8028, fax: (204) 772-1432,
e-mail: sales@proimage.mb.ca

L leagues in the Quebec Agri-Food
Export Club, a number of Atlantic
Canada agri-food exporters have
decided to set up an association
in their region. Fully 70 per cent .
of those in the industry in the four
Maritime provinces have expressed
an interest in the initiative.

The initiative was welcomed

AVAL TECHNOPOLE the in-

1 vestment promotion agency
Lthe City of Laval, Quebec, re-

| into forelgn markets.

Faking inspiration from their col-

ly establlshed a new Export '

Laval firms seeking

by Paul-Arthur Huot, executive
director of the Quebec Export Club,
which has been working with the
Atlantic Council of Agri-Food
Products for more than a year. “From

~ the outset, we were impressed with

the serious approach taken by our

Atlantic colleagues,” said Mr. Huot. -

“We congratulate them on the great

~ step they are taking toward inte-

- LAVAL TECHNOPOLE Sets its Sights on Exports

strategy development, solicitation
on local markets and searching for
financing. LAVAL TECHNOPOLE
will also organize trade missions
abroad and specialized training
sessions for business groups in
the region.

Operating in the aviation and

- aerospace industry of the Greater
‘Montreal area, LAVAL TECHNO-

POLE has had the support of,

grating into the global market.”

The Quebec Agri-Food Export Club
intends to continue to co-operate with
its eastern neighbours, primarily by
sharing the experience it has gained
over the past seven years.

For more information, contact
Paul-Arthur Huot, Quebec Agri-
Food Export Club, tel.: (514) 349-
1521, fax: (514) 349-6923.

among others, the Federal Office of
Regional Development (FORD-Q)
in organizing exports-related acti-
vities.

For more information, contact

'LAVAL TECHNOPOLE, tel.: (514)

978-5959, fax: (514) 978-5970,
e-mail: info@lavaltechnopole.qc.ca
Web site: http://wwwlavaltechnopole.
qc.ca

Department of Foreign Affairs and International Trade (DFAIT) —




stellar example of collaboration between Canadian and Turkish firms is the Ankara Rapid Transit System.
\ The 14.5-km heavy rail system — which opened in the fall of 1997 — is being financed and built by a Canadian-

Turkish consortium led by SNC-Lavalin International Inc.

The engineering-construction company of 6,500 employees,
which has offices across Canada and in 30 other countries
and operations in more than 85, worked with Turkish
partners Gama and Guris, who were responsible for
the civil and. structural works, including stations, and
installation of all electrical and mechanical equipment.
Vehicles were supplied by Bombardier/UTDC, and
financing, set up by SNC-Lavalin, came from Canada
and the United Kingdom. .

“As Canadians working with our Turkish partners,”
recalls SNC-Lavalin’s Group Vice-President Mario
Laudadio, “we spent eight years in the bidding and
negotiation before the start of work [in 1993]. Patience
and persistence were virtues,” he adds. “Long-term .
relationships take time to build.” :

According to Laudadio, who had four years of local
involvement on the $660-million Ankara project, a
plus for Canadians working in Turkey is the similarity
of management styles and business practices, since

many Turkish executives apply principles learned
in studies in North America.

Canadians strong alternative = .
Canadian suppliers of services and products, who are
known for expertise, competitiveness and compatible
attitudes, are, according to Laudadio, viewed by Turkish
business leaders as a strong alternative to American
and European business cultures.

SNC-Lavalin’s own success is ample proof: its other

“involvements in Turkey have included feasibility studies

for the Bosphorus tunnel crossing between the Black Sea
and the Sea of Marmara; modernization of the Batman
Refinery; realization of the zinc-lead complex in~
Kayseri; and, most recently, a new/gontractto upgrade
the Bagfas phosphoric acid plant.

For more information, contact Suzanne Lalande,
Director of Public Relations, tel.: (514) 393-1000,
fax: (514) 875-4877, e-mail: lalas@snc-lavalin.qom

| ctiveSystems of Ottawa has been
Aawarded an order to provide
document conversion services to the
Naval Regional Contracting Office in
Washington D.C., through the Cana-
dian Commercial Cdrporation (CCO.

The only Canadian company
among the three that won the orders
(the other two are U.S.-based),
ActiveSystems could receive eventual
orders totalling US$67 million —
and a potential US$13 million of
that amount in the first year.

- The order is related to a U.S. Navy

project to convert technical manuals

and other documents into standard-
ized electronic format. ActiveSystems

~ won the business based on best value
to the U.S. Navy and its track record

with satisfied buyers in both the
United States and Canada.

“This contract award underlines
the potential for small Canadian

companies that partner with the

»

Canadian Commercial Corporation,
said company president J.R. Davies.
Mr. Davies pointed out that the pro-

ject could mean continuing part-time

employment for up to 700 university
and college students in Ottawa

and surrounding areas. As well, the
facilities to be put in place for the

_contract will place ActiveSystems in -

a strategic position to compete for

other international contracts.
“Small businesses such as Active

Systems are ideally positioned to

business in the U.S. market,” co

— February 16,1998




Business Opportunities

SAUDI ArRABIA — Al-Rushaid In-

vestment Company is looking for
a joint-venture partner to manufac-

ture insulated plastic containers for
food and drink — thermos bottles,

food coolers, etc. The company needs
new technology and experience to
set up this factory. In return, it can
provide financing, knowledge of
local business, marketing, human
resources, and construction.
Al-Rushaid Investment Company
is one of the largest firms in Saudi
Arabia, with annual sales of over
$800 million. It is a diversified group,
with activities in real estate, manufac-
turing, construction, and oilfield
services, and is the registered Saudi
Arabia agent for such international
companies as Cooper Qil Tools and
Aérospatiale. The chairman, Sheik
Abdullah Al-Rushaid, is a well

known and well respected figure in .

Saudi Arabia.

Al-Rushaid is responding to a
recent market study that identified a
large potential demand for coolers
in Saudi Arabia. As a manufacturing
project, a joint venture in this field
would be eligible for Saudi Industrial
Development Fund subsidization of

~ up to half the total cost.
\~For more information, contact

Steven Goodinson, Canadian Em-
, Riyadh, tel.: (966-1) 488-2288
gffax (966-1) 488-0137;

seer Al-Khunaizi, Direc-

SAUDI ARABIA — Al-Nafjan Trading

-and Contracting Company is looking

for a joint-venture partner to bid
on electrical substation contracts
in Saudi Arabia.

Al-Nafjan is a medium-sized
contractor with annual revenues of
about $30 million. At present the
business is confined to power distri-
bution contracts with the Saudi
Consolidated Electricity Company
of the Eastern province (SCECO-
East), where Al-Nafjan has a good,
reliable reputation. Al-Nafjan lacks the
technology and experience needed to
prequalify for higher voltage contracts,
but foresees much future demand
for substations (including control
and network monitoring) and for
upgrades to existing facilities.

Al-Nafjan is looking for a Canadian
company to provide this technology,
design expertise, and project manage-
ment experience, The Canadian com-

pany could be larger or smaller than

Al-Nafjan, which is not a manufac-
turer but would be willing to source
in Canada if cost-effective. Al-Nafjan

-'in turn would provide local business

and bidding experience, as well as
human resources and construction
services. » -
SCECO-East is the largest electric
utility in Saudi Arabia, with an in-

* stalled capacity in 1995 of 7,197 MW

(56 per cent generated from steam
turbines and 44 per cent from com-

bustion turbines). About 18 per

cent of SCECO-East’s production
is exported to SCECO-Central (up
to 1,800 MW in peak periods),

* where the capital, Riyadh, is located.

SCECO-East’s production capacity is
growing and will reach an estimated
20,000 MW by 2020.

The business of power generation
and transmission in Saudi Arabia is
entering a period of massive expan-
sion. An estimated $162 billion will
be spent by 2020 to serve the needs
of the country’s growing population
and industry, including about $34 bil-
lion for high-voltage transmission
and subtransmission systems. Various
interconnection projects are also
planned, including a $2-billion pro-
ject for connecting power grids of
the six countries of the Gulf Co-oper-
ation Council (Saudi Arabia, Bahrain,
Kuwait, Oman, United Arab Emirates,
and Qatar).

For more information, contact
Steven Goodinson, Canadian Embassy,
Riyadh, tel.: (966-1) 488-2288 ext. 3353,

- fax: (966-1) 488-0137; or Mr. Abdullah

Abbad, Al-Nafjan Trading and Con-
tracting Company, P. O. Box 6359,
Dammam 31442, Saudi Arabia,-

tel.: (966-3) 834-9436, fax: (966-3) '

834-9172 or 826-6515.

SAUDI ARABIA — Al Yamamah Steel
Industries Co. Ltd. is looking for a
Canadian company for technology
transfer or joint venture in the man-
ufacture of steel towers for power
transmission lines in Saudi Arabia.
Al Yamamah Steel has an annual
turnover of about $50 million, with
a production capacity of 140,000 tons
per year, primarily in steel tubes

~and sheets. It sells mostly to the

petroleum and construction indus-
tries in Saudi Arabia.
Continved on page 11 — Saudi Arabia

Department of Foreign Affairs and International Trade (DFAIT) —
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~The following trade opportunities have been received by the International Business Opportunities Centre (IBOC)
Iof the Department of Foreign Affairs and International Trade and Industry Canada. These opportunities are
posted for the benefit of Canadian companies only. To obtain more information about these tenders, contact the
_appropriate person at IBOC, whose name appears at the end of each summary below, quoting the IBOC case number
Jor speedier service. Canadian exporters needing assistance in preparing international bid documents may want to

Business Opportunities

use the international contracts expertise and services offered by the Canadian Commercial Corporation. This Crown

corporation is located at 50 O’Connor St., Suite 1100, Ottawa, ON, K1A 0S6, tel.:

ETHIOPIA — The Ethiopian Privati-
zation Agency (EPA) invites investors
to submit bids for the partial or total
acquisition of the following facto-
ries: the St. George Brewery and
the Dire Dawa Cement Factory.
Bid documents cost Birr 100 (non-
refundable) each. Closing date:

March 27, 1998. Contact Andrew
Mess, fax: (613) 996-2635, quot-

ing IBOC case no. 971230-02544.

. ETHIOPIA — The Government is

looking for a strategic investor or
group of investors interested in

. buying at least 51 per cent of the

shares of the Calub Gas Company,
and ready and able to develop the
Calub gas fields. Closmg date:

 May 4, 1998. Contact Sean McCabe,

fax: (613) 996-2635, quoting IBOC
case no. 980120-02626. -

el (ontmued from pagé 10

For more information, contact

Steven Goodinson, Canadian Embas-

sy, Riyadh, tel.: (966-1) 488-2288
ext. 3353, fax: (966-1) 488-0137; or

Mr. Aly Elchehaly, Business Devel-
opment Manager, Al Yamamah Steel
Industries, tel.: (966-1) 477-0512,
fax: (966-1) 479-1943.

INDIA — The West Bengal State Elec-
tricity Board (WBSEB) invites sealed
bids for 1) an 11 km 400 kV, a 78 km
220 kv, and a 238 km 132 KV trans-
mission line; 2) a 400 km 132 kV
transmission line; 3) 4 nos. 220 kV
sub-stations, 13 nos. 132 kV substa-
tions and PLCC link through trans-
mission lines; 4) 1 no. 400 kV sub-
station, 4 nos. 220 kV substations,
10 nos. 132 kV substations and
PLCC link through transmission

The dialogue continves

Since the mission, the dialogue has
continued with several of the compa-
nies, and it is anticipated that business
will develop. The day after the trade

. mission officially ended, four of the

Canadian participants were guests at

* the American Society for Training and

Development-Metro Washington D.C.
Chapter’s Professional Development Day.

Important exposure as women in business
In addition to the connections
made and potential business to be

. done between the two countries, the
- Canadian trade mission provided

critical exposure for all the partici-
pants — beyond their nationalities

‘An American Perspective

.can compete successfully in the -

(613) 996-0034, fax: (613) 995-2121.

lines. Cost of tender paper is Rs. 50,000.
Date of pre-bid discussion is March 5,
1998. Closing date: March 30, 1998. -
Contact Andrew Mess, fax: (613)
996-2635, quoting IBOC case no.
971223-02510.

Other tender calls and trade opportu-
nities can be found on CanadExport

On-line at http://www.dfait-maeci. gc
ca/english/news/newsletr/canex

. — (onfinved from page

— as women in the business world.

Ms. Cohan summed it up. “The
mission presents to ourselves and
to the world the image of strong, ;
dynamic, and capable women who

marketplace. In so doing, it helps
to destroy myths of gender inequity
and to make the business environ-/
ment more accepting of women wh
have broken out of the old ”

Houck & Associates is'ai
Web consulting training,.
and distance-learning dey
firm based in Ale;

tel: 703
e-mail

— February 16, 1998




'l'mdé Fairs

" hirty-one participants from across
. Canada participated in BAUFACH

08, the Leipzig Construction Fair,

which took place October 22-26
(See the June 2, 1997, issue of
CanadExport). The fair attracted
nearly 110,000 visitors from 59
countries, who came to view the
products and services shown by
1,733 exhibitors from 34 countries.
The Canadian exhibitors, many of
whom were small and medium-sized
companies, shared space with the
Canadian Embassy, the Canada
Mortgage and Housing Corporation,
the governments of New Brunswick
and Nova Scotia, the Quebec Wood

Export Bureau, the Export Building

v

SINGAPORE — June 2-5, 1998 —
-Coinciding with the APEC Tele-

communications and Information
Industry Ministerial Meeting’
(June 4-5) are a trio of important

'~ communications trade shows — -

CommunicAsia '98, NetworkAsia "98,
and BroadcastAsia "98. ,
- CommunicAsia 98 — incorpo-

\ratmg Mobile CommAsia 98 — is
_Asia’s leading and largest event for
i hg\ electronic, cellular, radio and

Singapore Hosts Molti

Products Initiative of Manitoba,
and the Canadian Manufactured
Housing Institute.

Visitor response confirmed that
Canadian construction technologies
are being recognized in Germany
and other European markets as
innovative and affordable in com-
parison with conventional building
practices.

“This fair has been very valuable
in allowing us to introduce our eco-
logically sound and financially sen-
sible Canadian building methods,”
said Canadian exhibitor John Reimer,
president of Olympic Building
Systems. Added David Toews of
Newton Homes, “It is shows like

assist Canadian companies in their

marketing endeavours.
NetworkAsia '98, the premier

exhibition for the networking indus-

_ try, expects to attract international
visitors from a variety of industries,
- ‘including air, land and sea transport,

defence and security services, and

~ manufacturing. A special feature of

NetworkAsia 98 will be the Net-
workAsiaNet — an operational
enterprise network that will connect

~ all CommunicAsia and NetworkAsia

exhibitors during the show.
BroadcastAsia '98, one of the

world’s premier trade events for

the sound, film and video industry,
is being held in conjunction with
Professional AudioTechnology 98,

" the 3rd Asian International Trade

acommumcqtmns Trade Show Event

this that allow our Canadian firms
to build far-reaching relationships.”

The German Building Minister,
Professor Klaus Topfer, paid a spe-
cial visit to the Canadian exhibitors
area and acknowledged the contri-
bution that Canadian technologies
and products can make in addressing
German market needs, especially in
the eastern states.

BAUFACH also provided an ex-
cellent platform for the Canadian
participants to receive visitors from
neighbouring countries in Central
and Eastern Europe, as well as
housing industry experts from
Japan, China, the Middle East and
Latin America.

Showcase for professional audio
equipment, services and technology,
and CableSat 98, the 2nd Asian
International Trade Showcase for
Cable and Satellite Technology
and Services.

For more information on any of
these trade shows, contact Derek
Complin, UNILINK, 50 Weybright
Court, Unit 41, Agincourt, ON,
M1S 5A8, tel.: (416) 291-6359,
fax: (416) 291-0025; or Dan Byron,
Industry Canada, tel.: (613) 991-4903,
fax: (613) 990-3858, e-mail: byron.
daniel@ic.gc.ca; or Eric Barker,
Trade Commissioner, Industry
Canada, Vancouver, tel.: (604)
666-1407, fax: (604) 666-0954,
e-mail: barker.eric@ic.gc.ca

Department of Foreign Affairs and International Trade (DFAIT) —
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BEIRUT, LEBANON — April 29-May 3,
1998 — The 3rd International
Telecommunications Exhibition and
Conference for the Middle East,
TELECOM Middle East '98, being held
in conjunction with COMPEX 98 —
the 4th Information Technology and
Office Equipment Exhibition — will
together provide tremendous oppor-
tunities for Canadians companies.
Information processing and com-
munications networks are vital to
the service economies of Lebanon
and the Middle East. The communi-
cations and information systems of

-

BEIRUT, LEBANON — May 19-23, 1998
— Canadian companies will find
" attractive opportunities at the 4th
International Exhibition for Construc-
tion Technology, Building Materials.
and Equipment, and Environmental
Technology for Lebanon and the

Middle East, Project Lebanon 98,
the largest construction exhlbmon

* in the region.

Largely as a result of European
interest in an estimated $40 billion
worth of Lebanese rebuilding pro-
jects, the show was sold out the
first three years it was held. Key
exhibits include architectural finishes,
building materials and equipment,
construction tools and technology,
engineering services, heavy con-
struction equipment, infrastructure

materials, landscape and hardscape,

hazardous waste clean- -up, marine

and coastal protection, recycling

Project

the critical bankiﬁg, tourism and
commerce sectors need to be rebuilt
and updated; there are also plenty of
opportunities in the business, govern-
ment, and manufacturing sectors.
Lebanon’s telecommunications
market alone is estimated to be worth

around $4 billion, and 1.7 new lines
are planned to be installed by the end
of 1998 or early 1999. :
Key exhibits at COMPEX '98

will include computer products and
accessories and office equipment and
accessories. Key exhibits at TELECOM
Middle East *98 will include telephone

lebanon

technology, sewerage treatment, and
water technology.

For more information, contact
International Fairs and Promotions,
tel.: (961-1) 582083, fax: (961-1)
582326, e-mail: ifp@ifp.com.lb,
Internet: http://www.ifp.com.lb

Seoul, Korea, tel.:

996-7582, fax: (613) 996-1248.

‘

equipment and accessories; tele-

communications networks; mobile,

satellite and data communications;
infrastructure requirements; secu-
rity and surveillance systems; wire-

less local loop; and ISDN services.

Expected to participate in the con-
currently held telecommunications

conference are industry professionals -

and government officials from

Lebanon, Syria, Jordan, Saudi Arabia

and the Gulf states. The conference
will focus on the region’s needs,
upcoming projects, and new products
and technologies, and their implica-

tions for the Middle East.

For more information, contact
Georges S. Berberi, Vice-president,
Marketing, al Qantara, 2114 rue.

‘St-Denis, Montreal, Quebec H2X

3K9, tel.: (514) 284-4918, fax:
(514) 284-4915. Or visit the orga-
nizers’.(International Fairs and
Promotions) Internet site at:
http://www.ifp.com.lb

" SEoUL, KOREA — April 6-9, 1998 — The 16th Seoul International Food
Technology Exhibition, Seoul Food ’98 will provide opportunities for
participants to increase business; find new distributors, importers or joint
venture partners; or introduce new products. Organized by the Korea Trad
Investment Promotion Agency (KOTRA), the exhibition is expected to at
manufacturers and distributors of a comprehensive range of 1'00
additives, beverages and liquors, food processing and retaining ma,
food packaging machinery, and hotel and restaurant equipme

For more information, contact KOTRA, Trade Ce

(82-2) 551-4181, fa

Michael Danagher, Korea and Oceania

— February 16, 1998 v" :
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Trade Fairs

ToOrRONTO — June 11-14, 1998 —
Canadian companies will have a
new opportunity to network, seek
out joint-venture and export oppor-
tunities, and interact with Asian
companies at the new Canada '
section of Asia Show ’98, in its
new home at the National Trade
Centre.

An international trade show fea- -
turing goods and services from the
Asia-Pacific region, now in its third
year, the Asia Show will this year

PARis, FRANCE — November 4-6, 1998
— Purchasers and suppliers of tech-
nologies and solutions will have an
excellent opportunity to establish
contacts at NETWORK+INTEROP,
the major European event for

diversify to include a consumer
products sector, as well as an indus-
try and technology sector featuring
light industrial products, home and
office appliances, electrical and elec-
tronic products, computers, software
and telecommunications.

‘With the substantial growth being
experienced in the retail sector,
the Asia Show allows wholesalers,
importers and retailers the opportu-
nity to access the Asia-Pacific mar-
ket to source new products without

networks, telecommunications
and the Intranet. Some 50,000 quali-
fied visitors, 6,000 retailers and
distributors, and 700 journalists
are expected to attend.

This year will be a decisive one

En\um‘nment Fair

LyoN, FRANCE — November 3 to 6, 1998 — Pollutec, the French envi-

yronment fair, will be celebrating its 14th edition in 1998. Equipment,
echnologies and environmental services for local industry and commu-
nities will be featured. Pollutec '98 is being organized by Miller Freeman
artners 1ip with France’s Environment and Energy Control Agency.

1is year, Canada will have an information booth at the fair,
¢ Embassy in Paris. Interested Canadian companies are invited

Canadian Embassy, Paris, tel.: (33 1)
2 .98; or Marie-France Bérglrd, Environment
! fax: (514) 496-2901.

the high cost of overseas travel.

Approximately US$78.9 million
worth of business was finalized
on the spot at the 1997 show, with
US$48.8 million under negotiation.

Deadline for registering is April 30,
1998.

For more information, contact
North American Expositions Inc.,
Toronto, tel.: (416) 499-9532,
fax: (416) 499-9527, e-mail:
nae@nobelmed.com, Internet:
http://www.asiashow.com

for Canadian telecommunications
companies seeking to increase their
activities in France and Europe, in
part because of the deregulation
of telecommunications in Europe
and France effective January 1, 1998,
the high demand for high-yield
technologies and solutions, the
development and deployment of
Java tools, the explosion of internet/
intranet solutions, and the growing
needs of companies in this field.
The Canadian Embassy will have
an information booth surrounded
by additional space for Canadian
companies interested in exhibiting.
For more information or to
reserve space in the Canada booth,
contact immediately Frangois
Gauthé, Canadian Embassy in
Paris, tel.: (33) 144.43.23.58,
fax: (33) 144.43.29.98, e-mail:
francois.gauthe@paris02.x400.gc.ca

- | Department of Foreign Affairs and Infernational Trade (DFAIT) —
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xporting Canada Online has
— launched a new CD-ROM this
month that provides sales leads and |
resources to help Canadian compa-
‘nies improve their export business.
“In co-operation with Industry
Canada, we have incorporated a
database, multimedia presentations,
and thousands of Internet pages

Quebec

™ he fifth edition of Bottin inter-
. natignal du Québec, an Internet-

accessible directory millions of copies

of which are distributed in Quebec,
' Canada and abroad, will soon be avail-
able. This practical reference provides
complete listings for a number of
international players in Quebéc
and for foreign partners, indicating
countries and areas of activity.
Businesses and orgamzatlons
“interested in being listed in the
1998 edition of Bottin international
du Québec can register now, at a _
cost of $52 plus tax. The 1998 edi-
tion is expected to be published
in the spring.
For listing or for more informa-
tion, contact Québec dans le monde,

tel.: (418) 659-5540, fax: (418) 659-

4143, e-mail: quebecmonde@total.net

@
~n

CanadExport

that can be easily accessed with-
out being on-line,” says publisher
Bob Potter.

Available in English and French,

‘the CD-ROM features Trade Bytes,

a powerful trade database that com-
piles U.S. government documents
showing, on a trade-by-trade basis,
what American buyers are purchasing.

~ he 1998 edition of the Inter-

L national Trade Fairs and Con-
ferences Directory contains essential
information on 5,300 events taking

place in over 75 countries world-

wide, making it easy for companies
to target the right shows. The Direc-
tory includes over 100 industrial
classifications, from accounting to
woodworking. Covered are annual

Opp\ortu iti

615-8665, e- mall ccguadOl@mfosel net.mx

Automobile Parts

T here are interesting opportunities available in the Mexican market for .
Iafter—market automobile parts. The Canadian Consulate in Guadalajara s
has therefore prepared profiles of Western Mexican companies active in the/
import and distribution of after-market automobile parts.

To obtain a copy of the profiles, contact the Canadian Consula
Hotel Fiesta Americana, Local 31 C.P. 44100, Aurelio Acg“
Guadalajara, Jalisco, Mexico, tel.: (52 3) 615-6270/6215, fi

AI i hdbe b wmmenb T

Trade Bytes market intelligence

(normally $5,000 per year) includes
the name and address of each buyer
and seller, plus a detailed product
description. With over one million

.transactions, Trade Bytes can identify

the U.S. buyers of almost any product.
" Continued on page 16 — New CD-ROM

shows in 1998, biennial shows in
1999, and selected shows to 2002.
Shows are indexed by name, date,
location and product area.

For mformatlon or to order,

contact International Press Pub-
lications Inc., 90 Nolan Court,
Unit 21, Markham, ON, L3R 419,
el.: (905) 946-9588, fax: (905)
946-9590, e-mail: ipp@interlog.com

MARKET
REPORTS

DFAIT’s Team Canada Market Research Centre produces a full range of sectoral market.studies to help.
identify forelgn markets. Currently, some 230 reports are available in 25 sectors r m
and automotive to consumer products, forest industries, plastics, space and tourism. Th
InfoCentre’s FaxLink (613-944-4500) or on the Internet at http://www. mfoexporlg

— February 16, 1998
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Business Agenda

ToronNTO — February 26, 1998
— The Canada-Japan Industrial
Co-operation Forum (ICF) is
offering a half-day seminar on
“Doing Business in Japan.” The
seminar will feature addresses
on “FOODEX ’98 and Canadian
Government Services,” “Legalities of
Exporting to Japan,” and “Japanese

- (onfmued from page 15

Other content on the CD-ROM
includes The Red & White Pages
— a directory of leading export
service providers in 11 categories;
Government Services, which in-
cludes presentations from Indus-
try Canada and the Strategis and
ExportSource Web sites; profiles of
trade associations and publications-
that provide support to Canadian
exporters; and a variety of export-
ing tips on everything from cross-
border research to finance and
logistics.

Bob Potter, tel.: (604) 601-8246,

. fax: (604) 608-2611; e-mail:
“info@exportingcanadaonline.com

Web site: http://www.exporting

Processed Food Market,” given
by representatives of Agriculture
and Agri-Food Canada, Price Water-
house, and the Japan External Trade
Organization (JETRO), among other
organizations. The speakers will
be available to answer questions
at the end of the morning. The
ICF comprises the Alliance of Manu-
facturers & Exporters Canada, the
Canadian Chamber of Commerce,

(onfmued from page5

s 7‘“" N e s w] I"’B ]

Seminar Demonstrates How toDoBusmess | ifi[flupnn |

the Toronto Japanese Association
of Commerce & Industry, and
JETRO. ‘

For more information, or to regls-
ter, contact Catherine Morgan,
tel.: (416) 861-0000 ext. 229,
fax: (416) 861-9666.

CanadExport On-Line
http://www.dfait-maedi.gc.co/
english/news/newsletr/canex

* At the presentation ceremony, sponsors are given the opportunity
“to address the audience. In addition, sponsors’ names and corpo-
rate logos or identities are prominently featured on the stage and
throughout the Alliance convention.
The 1997 campaign reached an audience of over 11 million people
in Canada and abroad, through pubhc1ty and coverage in print, radlo

and television outlets.

In 1998, its sixteenth year, the Canada Export Award Program is
guaranteed to generate even more applications and attention. The
sponsors, or course, share in the spotlight.

- The proposal

For more information, contact -~

Sponsorship proposals for the 1998 Canada Export Award Program
will be accepted until March 31, 1998. For more information on
this sponsorship opportunity, contact Beverly Hexter, Trade Officer,
Canada Export Award Program, Department of Foreign Affairs and
International Trade, 125 Sussex Drive, Ottawa, Ontario K1A 0G2,
tel.: (613) 996-2274, fax: (613) 996-8688.

© L

: wv{wdfmI maeci.gc.ca’

| DEAIT's InfoCentre provides counselling,

: publications, including market reports, and referral services fo Canadian exporters. Trade-related
o information can be obtained by contacting the.InfoCentre at 1-800-267-8376 (Ottawa region: 944-4000) or by fox ot (613) 996-9709;
ing InfoCentre FaxLink (from a fax machine) ot (613) 944-4500; or by accessing the DFAIT Internet World Wide Web site at

" Return requested
if undeliverable:
CANADEXxpORT (BCFE)
125 Sussex Drive
. Ottawa, ON
’ K1A 0G2
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| Strategic Alliance: It May Be Y@ur Gateway to the U.S.
: Wen it comes to exporting, your company may be in a better position to find clients and fulfil contracts in tandem
' “ with another firm, either Canadian or American, rather than attempting to go it alone. For the small to mid-sized
company, co-operative ventures or strategic partnerships may be the only way to beat the competmon on a global scale.
Y
] A strategic alliance, or strategic  in equipment, more funding for ~ How the Canudlun trade offices can help
r" artnership, is a formal relationship research and development, sales Officers at the Canadian posts in the
'y P p P p p
. established between two companies  or service support or shared dis-  United States are aware of the poten-
*] that have common goals and eco- tribution channels. - tial for partnerships in many indus-
nomic interests. While remaining  The greatest number of opportu- tries. They can provide names of
*| distinctly separate businesses, the nities for this matchmaking activity = U.S. companies looking for alliances
partners pool their resources, pro- in the United States are in the bio- and recommend approaches and
*{ moting growth through options such  technology and information technol-  follow-up techniques.
” as licensing agreements, technolo-  ogy (IT) areas, although demand is by Before approaching a post, however,
*| gy transfer, increased investment  no means limited to these sectors.  you should have as complete a pic-
ture as possible of your area of inter-
> est; make sure. you'do your research
and check the DFAIT ExportSource
- Web site for trade information such
_ as sector reports and market studies.
* Continued on page 3 — Strategic
»
v
Asia
5 )the 51a Pacrflc Economrc Co operanon (APEC) the program will play a :
b crucral role in dlssemmatmg mformauon about the Asia-Pacific markets.
_The ambassadors will be meetmg wrth busmess people non- gov-,;
» | " ernmental and academlc groups, the media and government represen-
rtatlves ata ‘variety of events and forums including roundtables, “Night
> of the Ambassadors” evenings, and a University. of British Columbia
i} conference entitled “Building on Canada’s Year of Asia Pacific: Evaluation A Current Affalr e
! k lnternational Financiol Iustlg
> and Strategic Dlrecuons
o L Iy b— Outreach New Exporter of the Month
S , , C"””""e on page 6 — Focus ot tee UnarSuares
. ' CanadExport On-Line
b hitip://www.dfait-maeci.qc.ca/english/news/newsletr/canex
[
Department of Foreign Affairs and International Trade (DFAIT)




4( Team Canada Inc: A Current Affair

™ he Canadian National Commit-
Ttee of the Forum francophone
des affaires (FFA-CNC) recently
signed a partnership agreement with
CRIC-Consult, an African firm in
Benin. Established 15 years ago,
CRIC-Consult provides commercial
information services in 12 African
countries: Benin, Burkina Faso,
Cameroon, the Central African
Republic, the Congo, Céte d'Ivoire,
Gabon, Mali, Niger, Senegal, Togo
and Ghana.

The various services available
under this new partnership include

assistance to firms having identified
a potential partner on the African
continent and assistance to firms
seeking to identify suitable partners
in the region.

Depending on the case and for
a fee, CRIC-Consult can either
identify possible partners or con-
duct extensive research, for in-
stance into the history of a potential
partner, its financial perférmance
during the last three years, its
suppliers, and its overall situa-
tion. Management of debts and
their amicable recovery, as well

IO—— st b e et e e

as organizing the logistics for busi-
ness or prospecting missions, are
also offered by CRIC-Consult, on
request.

FFA-CNC is CRIC-Consult’s only
link in Canada, apart from the
Export Development Corporation,
which deals directly with the Afri-
can firm on behalf of its clients.

For more information, contact
Yvette Cogne, Director General,
Canadian National Committee of
the Forum francophone des affaires,
tel.: (514) 849-4572, fax: (514)
844-8784, e-mail: info@ffacnc.qc.ca

l:</eramchemie, a custom designer
. \.and supplier of cleaning and

coating processes for the steel indus-
try, is one of several Canadian sup-
pliers benefiting from a US$6.3-mil-
lion loan from Export Development
Corporation (EDC). The loan will be
used to partially fund the construc-
tion of a state-of-the-art, automated
rod-and-wire cleaning and coating
facility and annealing furnace in
ewnan, Georgia.

The facility will be built at the

' tmg plapt of Sivaco Georgia, a

' tlantic Steel Industries,
ubsidiary of Ivaco Inc.

Keramchemie, a division of Duncan
Mills Engineering, Inc., of Don Mills,
Ontario. “In addition to our continu-
ing technical improvements, this
type of financing makes us competi-
tive and helps us win new contracts.”

EDC has specialized programs
in place to help even the smallest
Canadian business realize its export
potential.

For more information, contact
EDC through its regional offices"
in Vancouver, Edmonton, Calgary,
Winnipeg, London, Toronto, Ottawa,
Montreal, Moncton and Halifax.
Companies with annual export sales
under $1 million can call EDC’s
Emerging Exporters Team at 1-800-
850-9626.
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“T*he World Bank’s new InfoShop — launched on January 20 in Washington D.C. —is providing a single point of
L contact that will make it easier for businesses to access the wealth of World Bank documents and publications.

The initiative is one of a series of
Bank efforts to reduce or eliminate
the obstacles to effective communi-
cation with the business public posed
by the size and complexity of this

important institution. Obstacles

have included the physical layout
of the Bank itself (spread out in a score
of different buildings in downtown
Washington D.C.); the existence of
both a bookstore and a Public Infor-
mation Centre (operated as separate
and distinct entities in different loca-
tions); and the sheer volume of in-
formation published by the Bank
(making it difficult for anyone to

ascertain not only what they want
but how they should get it). -

Under one roof

Combining the old Bookstore and the
Public Information Centre (PIC)
under one roof, the InfoShop con-

tains essentially everything the Bank-
~ publishes — from economic and sec-

tor reports and project information
documents to staff appraisal reports
and environmental assessments. The
InfoShop also boasts a team of in-
formation specialists who can pro-
vide directions to the appropriate
Bank publication, as well as to the
best contact within the BanK itself.
For Canadians interested in doing
business with the Bank, the new

InfoShop is an invaluable resource,
providing a comprehensive over-

.view of the Bank’s work in different

sectors around the globe — from
development and finance to agri-
culture ‘and trade.

InfoShap on-line

Every document or publication present -

in the InfoShop can also be obtained
through the Internet. Visitors can
scan abstracts from over 1,100 publi-
cations, and a full array of journal

articles can be downloaded and printed
out using key word searches or simply
by browsing the catalogue. Canadians

Struteglc Alliance

can now access the entire catalogue

of Bank publications while sitting
at their desks, and then order and
pay for them electronically. In fact,

the InfoShop has such an extensive

array of on-line resources that making
a trip to the shop itself may never
be needed.

The InfoShop is located at 701
18th Street N.W. in Washington D.C.
To access the InfoShop from the
Internet, visit the World Bank’s site
at www.worldbank.org and click on
“Publications.” You can then choose
to search “Books,” “Journals” or
“PIC Documents.”

e

The posts also host partnering events that allow you to meet a number
of prospective colleagues. Most of these events are directed at the high-
technology sectors such as biotechnology, medical.devices and health
care, and are arranged in association with industry councils, such as the
Massachusetts Biotech Council and the Chicago Software Association.

There are also multi-sector events focusing on regional relationships —
for example, partnering between New England firms and Quebec and
Atlantic Canada companies, and city-to-city partnering events involving
companies from, for example, Woodstock, Ontario and Toledo, Ohio.

Consulate matchmaking successes

The Consulate in Boston was instrumental in finding a U.S. partner

Hallum Associates of Burlington, Vermont, for a Montreal engineering

(ontinved on page § — Sirute

-

IFinet: Getting your Share of the IFI Market

Available on the Department's Web site (http://www.dfait-maeci.gc.ca/ifinet), IFInet helps increase your'c]
of success in pursuing international financial institution (IFI) business opportunities. You will ;‘
on projects financed by IFls, work undertaken by Canadian consultants with the{lEL
International Development Agency (CIDA) projects. Business guides for exporters a

the site’s new page, “International Capital Projects.”

:

—March 2, 1998

International Financial Institutions: News, Notes & Opportunities

- Continued from page 1
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New Exporter of the Month

Fith hardly a year of business under its belt, Made By Humans Arts and Crafts is soaring from success to success in
the U.S. market, following its participation in some well chosen trade shows south of the border.

Launching into the world of exports
was no accident for the five-person
company, which specializes in highly

innovative and contemporary-looking -

giftwares — mainly flower vases —

made from a variety of materials, in-
- cluding thermoplastic rubber, glass,

wire, laminated paper, rock and foam.

First few steps

“It all started at the February 1997
Vancouver Gift Show;” recalls company
president Carry Heijman. “A show

-organizer encouraged us to look at

similar events south of the border,:

and to contact the International Trade
Centre (ITC) in Vancouver and the
Canadian consulates in the U.S.”

From the ITC, Heijman got con-
nected with the Canadian Consulate
General in Minneapolis.

“Commercial Officer Dana Boyle ad-
vised us to participate in a small show
that was slated for Portland, Oregon,
in July,” says Heijman. “There we not
only met many prospective customers
but also concluded our first sale.-

“In addition,” he says, “Boyle pro-

\\vided us with very useful agency con-
- tacts, advice on customs procedures,
. and information on other upcoming

as well as reminding
verdo it,” he laughs. -

But after the first taste of success,
Heijman was eager for more. He
added three more feathers to his cap
— shows in Seattle, Chicago-and San
Francisco — in the same year.

As a matter of fact, the enterpris-
ing company just came back from
another four U.S. shows (in Atlanta,
Los Angeles, Seattle and San Francisco),
all in the month of January.

Export rationale

What motivated the young company *

— which already exports over 50 per
cent of its products to the United
States — to sell internationally?
“The Canadian market is not big
enough,” explains Heijman. “Besides,
we're so close to the U.S. border, and
with our relatively low dollar making
our products more attractive to the
American buyer, the urge to export
was that more intense.” :
That doesn’t mean though that it
was all smooth sailing, according to
Heijman: “There were many 16-hour
days and much hard work before we
became familiarized with the time-
consuming export paperwork — such
as U.S. customs and freight forwarding
— which we did mostly on our own.”
But the work has paid off. The

‘company now has close to 600 cus-

tomers in the U.S. and is negotiating
with Disney in Florida — in addition
to having a few big customers in

Austria, Germany, Japan, Australia
and New Zealand.

From this quick rise to fame — the
company has had products featured in
The New York Times and Chicago
Tribune — Heijman has learned a
few lessons and has some advice.

“Get in touch with trade commis-
sioners at your local ITC who can
recommend appropriate trade shows.
Double-check everything when
preparing and shipping your prod-
ucts to those shows. Get a good cus-
toms broker and freight forwarder
(test-ship a few products first). And
be prepared for a lot of paperwork.”

In fact, Heijman has been so busy’
that he hasn’t even had time to take
advantage of all the export assistance
available through the ITCs — missions
to border states, the Program for Export
Market Development (PEMD), regis-
tering in the WIN Exports database
(see box below).

~ “But rest assured that I will follow
up on all these programs,” says a
tired but happy Heijman.

For more information, contact
president Carry Heijman, tel./fax:
(604) 733-8828.

Looking for Export Opportunities?

. Make sure you are registered in the WIN Exports database, which is used by trade
{commissioners abroad to promote your company’s capabilities to foreign buyers.
Fax your request for, a registration form to 1-800-667-3802 or (613) 944-1078.

Or call 1-800-551-4WIN (613-944-4WIN from the National Capital Region).

Department of Foreign Affairs and International Trade (DFAIT) —
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Message from the Minister

It is no secret that Canada and the United States have a great deal in common. ‘We share

a free and open border that stretches some 8,000 kilometres from the Atlantic Ocean to the
Pacific Ocean; we share similar cultural tastes and lifestyles, and common political, economic
and business practices; and we share our scientific and industrial technologies, and our

products and services. We are each other’s best customers and closest allies.

The majority of Canadians know that our economies are inextricably linked. Our
longstanding and substantial trading relationship is the largest in the world. In fact, a
staggering 80 per cent of all the products and services we sell outside of Canada go to the
United States. ' ' S

In today’s highly competitive global business environment, Canadian exporters must
continue to look to new and emerging world markets for their products and services.
But in our efforts to reach out to all parts of the world, we should not forget that just a few
kilometres away — for many Canadians — lies the world’s largest and most open market.
It is a market that holds Canadians and their products and services in high regard, as well as
one that is easily accessible by Canadian exporters and investors.

Because of its proximity and similar business environment, the United States is the logical '
first choice for new exporters, especially small and medium-sized companies, to embark on
their journey into the world of international trade.

Another important characteristic of this market is that it is not just one market but a
multiplicity of different regions, each of which offers unique and diverse opportunities for
Canadian companies in all sectors. ‘

There is no other market in the world that holds such a broad range of opportunities for -
Canadian business. From the automotive giants of Michigan and the industrial conglomerates
of the Midwest to the leading-edge information technology centres of Silicon Valley and New
England and the world-leading entertainment meccas of Los Angeles and New York, the
United States is by far the most lucrative market for Canadian exports.

I am confident that the information contained in this supplement on.the United States
will be of great value to Canadian companies, small and large, new and experienced,
that are looking for a receptive destinfltion for their products and services.

Yours sincerely,

b . - '- AR

Hon. Sergio Marchi.
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Canada and the United States share the largest and most comprehensive frodmg relationship in the world Twoway frade
in goods and services reached $445.4 billion in 1996 — over $1.2 billion a day.

The United States buys 80 per
cent of our exports. We buy 22 per
cent of their exports. Canada-
U.S. trade supports about ‘
2.4 million jobs in Cana-
da and directly generates
28 per cent of our gross

nutshell, we are each
other’s best customers.
The value of this
unique commercial rela-
tionship cannot be over- -

strength of our export
trade, and increased in-
vestment since the North -
American Free Trade
Agreement (NAFTA)
came into effect, Canada
could have easily slipped into a
recession. Exports have been our
strongest economic stimulant
throughout the 1990s. And almost
all of those exports are heading
south of the border.

Siur-spungled boom
Nine years after the Canada-U.S.
Free Trade Agreement (FTA)

took effect on January 1, 1989,

Canada is the
 world’s seventh-

were up /.4 per

services increased
by 8.9 per cent.
Overall, Canada
recorded a $17.1-
billion surplus in
trade with the
United States.
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-In 1997, eco-

business between the two coun-
tries is booming. Canadian mer-
chandise exports to the United
States surged by a

remarkable 77 per cent.

services, we enjoy visit-

cent, and export of 1n 1996, 13 million
Americans visited Cana-
da, generating $4.8 bil-
lion in revenue, and
Canadians made 15.3 mil-
lion trips to the United
States.

Good news for Canada: U.S.
economy in good shape

The U.S. economy is in remark-
ably good
shape. For
six straight
years, it has
shown growth

nomic growth
averaged a healthy 3.5 per cent,
and this is good news for Canada.

We not only buy each
largest exporter of  other’s products and
goods. In 1996,

merchandise exports ing one another —

to the United States good news for Cana-

da’s tourism industry. .

As each other’ closest ally and
trading partner, Canada and the
United States are inextricably tied
to events and conditions north
and south of the border. Our
exports depend on our southern
neighbour’ economic stability and
prosperity, just as their exports
rely on our economic fitness.

Relationships as closely knit
and substantial as those between
Canada and the United States are
complex and far-reaching. For the
two countries, maintaining open
and beneficial bilateral ties is
not a luxury but a necessity.

From the signing of the FTA in
1989 and the NAFTA in 1994 to
some 239 side agreements cover-
ing everything from defence co-
operation and access to commer-
cial airways to Great Lakes water
quality, Canada and the United
States have been very successful
at working out the dos and don'ts
of their partnership.

Most tariffs between the United
States and Canada were phased
out by January 1998.

Maintaining these ties, however,
is not something that is easily
accomplished. This fact quickly
becomes apparent when you

consider the

In 1996 Canadians sold almost twice as breadth and
much to the United States as we did to
Japan, and more than to all 15 members issues that face
of the European Union combined. The
and durability.  province of Ontario alone sells more to
the United States than does Japan.

diversity of the

our respective
governments
every day —
whether it is

the monitoring of cross-border

~ movement of people and commerce,

Continued on page XVIII — Stars
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Just a Stone’s Throw Away

One of the world’s Icrgeéf and most open markets — and right next door (three quarters of Canadians live within 300

kilometres of the U.S. border] — the United States is the logical first choice for both new and expenenced Canadian

exporters.

‘Its proximity, relative ease of access, similarity of
language, culture and legal systems, and demand for

virtually every type of product or service produced
by Canadian companies make the United States the

- most accessible and practical market for most.

Canadian exporters.

Spurred by the globalization of markets and

the technological revolution, U.S. industries are
repositioning themselves to face ever-increasing
competition. American companies are seeking new
products, technologies and services and, now more
than ever, are looking beyond their borders for
strategic partners to help expand sales in the United
States and beyond. The end result: new opportumtles
for Canadlan companies.

~ The shift toward knowledge-based industries has
put a whole new perspective on Canadian exports to
the United States. While exports of manufactured
products, particularly in the automotive sector,
continue to top the export list, there has been
explosive growth in recent years in such areas as
information technology, telecommunications,
environment, biotechnology, cultural industries,
and business and professional services.

While it is tempting to think of the United States
as one market, in fact it is many markets. Different
geographic regions have developed different in-
dustry strengths that require a targeted approach
to ensure successful export development.

Continued on page IV — Opportunities
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Regions
The Northeast region covers a market of nearly 3.5
million people and is home to 33 of the Fortune 500
industrial companies, including eight in Upstate New
York. The Niagara and Champlain corridors form
a vital economic link between Canada and the United
States. The Upstate New York region is often the first
entry point into the U.S. market for new Canadian
exporters. Approximately $125 billion in two-way
trade crosses the Ontario-New York border each year.
It is a natural first sales target for consumer products,
and there are attractive opportunities in the informa-
tion technology, environmental, tourism, biotech-
nology and medical products and service sectors.
For more information, contact the Canadian
Consulate General in Buffalo.

The New England market encompasses 13 million
people. Buying power is excellent; wages are 16 per
cent above the national average. The economic
revival of the region is evident, with an employ-
ment rate one point below the national average
and an upswing in bilateral merchandise trade
with Canada to the tune of $15.9 billion in goods
sold last year. With its sophisticated university and
research infrastructure, New England continues to
be at the forefront of many emerging technologies.
Boston boasts a rapidly growing community of
software and biotechnology firms, and as a result
of this innovation, the city has acquired the

second-largest concentration of venture capltal in

the United States.

New England is the principal point of entry and
major market for Eastern Canadian fisheries products;
50 per cent of the U.S. seafood business passes

through the Boston area. The sophistication of the

American seafood consumer and the demand for

_greater variety make this an attractive market for

Canadian fish, seafood and aquaculture companies.
Contact: Canadian Consulate General, Boston

The Tri-State area of New York, New Jersey and
Connecticut, with a population roughly
- equivalent to Canada’s but a GDP 38 per
» cent greater, accounts for $25 billion. of

¢ Canada’s $206-billion annual merchan-

. dise exports to the United States. Almost

headquarters are based in the area (115

% 25 per cent of major U.S. corporate |
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of the Fortune 500 companies), including the
North American headquarters of many European
and Japanese multinationals.

New York City, the country’s international business
and financial centre, is home to three major U.S. tele-
vision networks and several large media-entertainment
conglomerates, as well as leading academic and

cultural institutions. The emergence

of a new multimedia cluster known as
“Silicon Alley,” which specializes in the development
of on-line products, services and content, presents

_real opportunities for Canadian information-

technology (IT) firms seeking strategic partners.
More than 2,000 -new media companies are located
in lower Manhattan alone.

The recent passage of the $1.75-billion New York
Clean Water/Clean Air Bond Act, and the $300-mil-
lion Port of New Jersey Revitalization, Dredging and
Environmental Clean-up Bond Act, is evidence of the

. region’s commitment to the environment, which also
- spells “sales” for Canadian environmental firms.

Contact' Canadian Consulate General, New York

The Mid-Atlantic region, which mcludes Washington
D.C., Maryland, Virginia and eastern Pennsylvania,
represents the second-largest technology cluster
in the United States. A high per capita income
sustains a strong retail sector, and many of the
region’s 60 Fortune 500 companies are world leaders
in telecommunications, information technology,
aerospace and the environment. The National
Institutes of Health, plus a concentration of renowned
universities, form the core of a flourishing life sciences
Continued on page V — Opportunities
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sector. Washmgton is the entry point for the $50-billion
U.S.-government procurement market and is also
headquarters to the World Bank Group and the Inter-
American Development Bank, of interest to Canadian
firms seeking access to projects in developing
countries. ,

Contact: Canadian Embassy, Washington

The Midwest, manufacturing heartland of America,
has undergone a dramatic turnaround in the last
10 years. Its transformation from “rust belt” to “growth
belt” has made the region particularly attractive
for Canadian exporters. Last year two-way trade
reached $37 billion, making the region one of the
largest world markets for Canadian products. In
addition to the traditional agricultural and processed
food industries, which continue to expand, Chicago
is now home to 61 of the Fortune 500 companies. It
is the second financial centre of the United States;
the transportation hub for rail, air and sea, with huge
inland seaports; and the leader in trade. falr
facilities, including three
year-round exhibition
centres for apparel, mer-
chandise and franchising. -

The region offers pro-
mising strategic partnering
- -opportunities in a variety
of fields, among them
telecommunications in-
dustries, which have grown
in a cluster around major
IT corporations, including
the headquarters of Motorola.
Future openings for export
sales are significant; annual
purchasing requirements of
the 23,000 manufacturing
firms in Illinois alone
exceed $125 billion
annually, and there are a substantial number of
aerospace contracts available through Boemg
McDonnell in St. Louis, Missouri.

Contact: Canadian Consulate General, Chicago

The Upper Midwest region,
dering on western Canadian provinces, makes up
20 per cent of the total area of the United States.
Minnesota, home to 32 of the Fortune 500 compa-

a block of states bor-

nies and the reglons most
populous state, has an affinity
with Canada; Minneapolis is
a sister city to Winnipeg. The
history, geography and “good neighbourliness”
of this area create a high acceptance of Cana-
dian products. In 1996 the region accounted for
$21.8 billion in bilateral trade.

ngh technology and knowledge-based enter-
prises, including medical technology, have joined
traditional areas of agriculture, food processing
and manufacturing as drivers of the regional
economy. Rising oil and gas exports continue to be
important to Western Canada. Some of the United
States’ leading high-tech firms such as Honeywell
and Unisys are based here, along with most of the
major agri-food giants, including General Mills
and International Multifoods.

Contact: Canadian Consulate General, Minneapolis

The Great Lakes States area (Michigan, Oth
Indiana and Kentucky) —
considered by Americans as
the “Mid-West market” —
has a population of 31 mil-
lion and a combined GDP of
$660 billion. It is the gateway
for Canada’s vital automotive
trade — a sector that accounts
for 32 per cent of Canadian
exports to the United States
as a whole. Headquartered
here are 54 of the Fortune
- 500 companies, which have
combined sales of US$726 billion.
There are large U.S. and
Japanese transportation-sector
manufacturing and assembly
facilities in all four states, but
the region is also well diver-

sified economically, providing opportunities for
- the Canadian exporter in almost every indus-

trial sector, including agri-food, primary metals,
rubber/plastics, chemicals/pharmaceuticals,
building products, and information technologies.
Industrial research facilities operated by insti-
tutes such as Edison, Battelle, the National

Continued on page VI — Opportunities
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Center for Manufacturing Sciences, and major
universities are also growing rapidly in importance.
Contact: Canadian Consulate General, Detroit

The Southeastern United States,
with Atlanta at the hub and "
a population of over 47 mil-
lion, has been the fastest-growing
region in the United States over

_Forty-three of the Fortune 500
companies are headquartered in
the region, and it now leads other
regions in the six major retail
segments — food, apparel, auto-
motive, furnishings, pharma-
ceuticals, and leisure. There
has been a rapid expansion
of professional service indus-
tries, particularly in health care, transportation
and communications — sectors that have made
the region a prime target for investment pro-
motion and technology transfer. Atlanta is a leading
test market for business-to-business services,
including software and telecommunications
applications. It has a flourishing high-tech in-
dustry and offers opportunities for strategic

alliances in specialized niches such as biotech-

nology and site remediation.
Contact: Canadian Consulate General, Atlanta

The Southwest region, revolving around Dallas
and Houston, is a boom area of 33 million people.
It has a GDP higher than Canada’, is home to 50
Fortune 500 companies (up from 37 just 10 years
ago) and is taking on new prominence as the NAFTA
gateway to Mexico’s market of 90 million. Interest
in Canadian products is growing rapidly, and trade
with Canada exceeds the area’s trade with the United

.Kingdom, France'and Germany combined.

Opportunities for Canadian firms can be found in
the information technology, environment, energy,
medical/health care, agri-food and consumer product/
service sectors. Texas’s IT sector is second only to
California’s in employment and exports, and is first in
job growth, capital investment and semiconductor
production. Houston is the world centre for major oil

and gas project decisions, and the resurgence of Gulf

of Mexico offshore activity is creating demand for
equipment and services and providing oppor-
tunities in the environmental sector. Promising
consumer-product and agri-
food opportunities are based
on the projected, higher-than-
national-average growth in
retail sales and personal in-
come to 2001.

Contact: Canadian Consulate
General, Dallas

The State of California, with
a population of 32 million,
constitutes the world’s seventh-
largest economy. California is
Canada’s biggest market for
natural gas and is a prime
target for a range of Canadian

: aerospace defence, biotechnology and, in par-

ticular, information-technology products. The
San Francisco Bay/Silicon Valley area is home

to 7,000 high-tech companies, representing a

combined market value of $450 billion. California
is the acknowledged world leader in the field
of multimedia applications in a U.S. market,
expected to reach US$24 billion by the year 2000.
Los Angeles is, of course, vitally important to the
Canadian entertainment industries, providing
ever-expanding opportunities for companies
interested in the production, distribution and

* financing of film, commercials and television

programs. California is also a principal export point
for the United States to trade with the Orient.

Contacts: Canadian Consulate General, Los
Angeles; Canadian Trade Offices, San Francisco
and San Jose

The Pacific Northwest corner of the United
States, a market of 11 million people, accounted
for bilateral trade of $18.4 billion in 1996.
With the steady movement of business from
California and other parts of the United States to
the Seattle and Portland areas, annual growth
rates in the region have been 'well above the

- U.S. average.

Continued on page VII — Opportunities
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Companies such as Microsoft
and Boeing dominate the region’s
high-tech economy. Computer
components and software, bio-
medical equipment, biotech-
nology research and aerospace-.
related industries are all growing
rapidly.

Companies in the Pacific
Northwest have close ties with
firms in Western Canada, which
has resulted in joint promotional
activity in several industry sec-
tors, most notably biotechnology
and computer software.

Contact: Canadian Consulate
General, Seattle

Sectors

Following are notes on a

few industry sectors offering 4
business opportunities for

new Canadian exporters. For
more information, refer to the
market studies on the relevant
sectors, available from the DFAIT
InfoCentre or on the ExportSource
Web site.

Aerospace and defence -
Over the next 10-20 years, the
demand for new commercial
aircraft is estimated at close to
16,000 planes, equivalent to $1.1
trillion, and an additional 1,500
intermediate-sized planes, many
of which will emerge from the
Boeing plant in Seattle, built with
a high degree of Canadian product
and expertise.

On the defence side, the recent
$100-million modernization of the

early warning system, the Regional
Operations Control Center (ROCC)

program, between Canada and
the United States means that
Canadian defence and aerospace
firms can anticipate exciting
opportunities. ‘

Focusx%
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Information technology and
telecommunications _
There is no industry in the United
States that moves at the speed

- of the information technologies,

which account for-about 51 per

cent, or US$250 billion, of the

global market for computer hard-
ware and software.-

Opportunities for Canadian
suppliers of computer hardware,
software, telecommunications
equipment and

Ko 3 related ser-

4 # vices are tremendous.
With 2 million new cable

TV subscribers and 8 million

- new cellular telephone subscribers

every year, plus the popularity
of the Internet, there are “hot”
markets waiting for innovative
Canadian products.

The gradual deregulation of the
telephone industry country-wide
is opening new avenues, and
Canada is already well established
in the United States as a favoured
supplier of telecommunications
equipment and services. With a 20-
per-cent share of the US$12-billion
telecommunications import mar-
ket, Canada is the United States’
second-largest supplier, after Japan.

The need for telecommunica-
tions management software alone
generates US$1 billion in sales
and is anticipated to grow an
average of 30 per cent annually.

PP @I‘EMEEE@S — Continued from page VI

\
Biotechnology and

medical /health care

The life sciences sectors of health
care and bio-industries, cover-
ing pharmaceutical and medical
devices, as well as applications
to agriculture and environment
technology, continue to be sub-
ject to rapid development. The
United States’ biotechnology
industry is made up of some
1,300 companies, and the esti-
mated growth potential in this
area is enormous.

Also of note to Canadian bio-
technology firms is the emerging
trend of U.S. medical, biotech-
nology and pharmaceutical in-
dustries to partner with foreign
companies and with academic
and specialty research groups.
Canadian companies are highly
regarded for expertise in areas
such as cancer and AIDS therapy,
gene mapping and identification,
clinical trials, drug development,
and agricultural and environmen-
tal biotechnology. This respect is
evident in the strength of foreign
investment in Canadian biotech-
nology companies, which has aver-
aged between $75 and $100 mil-
lion annually since 1994. ‘
+- The U.S. health care market,
approaching $1 trillion and ac-
counting for 40 per cent of world
demand, is the largest in the
world. Pressure on government
and health care providers to contain
costs has encouraged the growth
of options outside of hospitals
and clinics. As a result, demand

for home health care and out-

patient goods and services is
growing rapidly.

Continued on page VIII —
Opportunities

~— March 2, 1998

S
( VIIL




o

OPPQEEMEtieS — Continued from page VII |

Environment

The large U.S. market for envi-
ronmental products and services,
valued at over US$180 billion
and expected to grow to US$207
billion in the near future, offers
unprecedented opportunities
for Canadian firms. Canadian
penetration of the environmental

-products and services market

averages between $15
and $20 billion a year.

Water and waste
management, envi-
ronmental energy
sources, process
prevention tech-
nology, site remediation, risk
assessment and cost/benefit
analysis are all areas in which
Canadian firms have demon-
strated considerable expertise
and innovation

Business and professlonul
services

The business and professmnal
services market continues to
be the fastest-growing segment
of the services sector in the
United States. Historically, small
Canadian firms have done well
in the United States because

of their innovative approaches’

and ability to move quickly into
niche markets. Canadian man-
agement consultants and pro-
fessional trainers have responded
to the U.S. business need to
restructure and adapt to new.
business conditions. Many con-
sultants draw on their cultural
and linguistic heritage to build up
international networks in partner-
ship with U.S. companies.

g
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Cultural industries

The U.S. market is a natural
extension of Canada’s domestic
arts and culture market. Proxi-
mity and shared cultural tastes
have meant considerable success
for Canada in exporting its cultural
products and services to the
United States, as well as in
attracting investment, particularly

The United States is still our most important market for
traditional exports such as natural resources, manufactured
products and agricultural and consumer goods.

from the American entertainment
sector. In 1996, Canada exported
some $3 billion of cultural goods
and services to the United States,
led by the Canadian publishing

industry, which had book exports -

to the United States totalling
$9 million (sales to Western Europe
were second at $2 million). Ameri-
can television and film producers
frequently use Canada as a film
production location, with features
shot in Vancouver, Toronto and
Montreal in recent years. Foreign
film producers in Canada generate
work for a range of Canadian
companies, from video editors
to catering.

' Agriculture and food

The appetite for processed food
and beverages is huge in the United
States. Each year, over 250 million
American consumers spend more
than $400 billion in this sector,
making the United States the

, world’s largest processed food

importer and Canada’s largest
export market.

Consumers in the United States
tend to have a high level of dispos-
able income and are willing to try
new products. Canadian exporters
will find many opportunities for
specialty and gourmet food items,
products aimed at ethnic markets,
and natural, nutritious and fresh
food and seafood that are healthy,
tasty and safe, as well as con-

venience foods.

Energy products
and technology
The export of oil,
natural gas, elec-
tricity, coal and
products made from petroleum
and coal still represent a major
proportion of Canada’s total
exports.

Canadian firms have developed

specialized techniques and equip- -

ment for secondary oil-well

recovery and unique subsurface
mining machinery for oil-sands
extraction. Canada is also recog-
nized as a world leader in sour-

-gas gathering and treatment

facilities. A

@
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Anyone with the right product, price, delivery and marketing strategy can sell in the United States.

For most new exporters, the.
United States is the logical place
to start selling their products and
services outside of Canada. This
section will help new exporters
get the information and assistance
they need to successfully prepare
for the vast and lucrative market
south of the border. ‘

How do | prepare for
exporting and who is
there to help me? -
Preparing yourself for entry into
the U.S. market requires some
diligent homework, but there is a
wealth of information available.
Your first stop should be one of
the 12 Canada Business Service
Centres (CBSCs) located across
Canada. The primary source of
information for small businesses,
these centres combine the services
of federal and provincial govern-
ments and, in'some cases, the
private sector together under one .
roof. Your first point of access to
the full range of government
services and sources of information,
CBSCs have experienced staff on

hand to help you cut through red
tape, research your export questions
and direct you to the best sources
of additional information. ‘

For the CBSC nearest you, refer
to the listing in the Blue Pages of
the phone book, or visit the CBSC
Web site at www.cbsc.org. -

Available from these offices and
on the Internet are three invaluable
guides:

'« Your Guide to Government of

Canada Services and Support
for Small Business and
* 10 Steps to Export Success
‘(both on strategis.ic.gc.ca) and
* Guide to Export Services

(www.infoexport.gc.ca).

Topics covered include financing,
accessing new markets, export
information, tax requirements and
services, export training programs
and services, and a variety of

. other useful notes about how

to start your exploration of the
export market.

The Government’s InfoExport
and Strategis Web sites offer addi-
tional advice and information
on getting ready to export to

the United States. InfoExports “On
the Road to Exporting” is particu-
larly useful. The ExportSource Web
site (exportsource.gc.ca) offers an
export preparation tool to assist
small and medium-sized com-
panies become “export-ready.”

I've heard that the NEBS
program can help new
exporters. What is NEBS?
The New Exporters to Border
States (NEBS) program provides
vital practical orientation for
Canadian companies interested
in selling to the United States.

Continued on page X — First-time

'I‘oll-free Team Canada Inc Export Infarmatmn Servnce

government CXpOI'l serv1c

" . ,The new toll—free Team Canada Inc Export Informatwn Semce connects busmesses to the full range of
5 and expertise. Whether you are currently exporting, or are new t

the opportunities of global markets his service \iall make it easier to find the right program, service or.

expert to consult. Your ¢ call i is answered by

dimformat ffi
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NEBS introduces companies to the essentials of
exporting via training sessions and first-hand

exposure to contacts and market information on U.S. .

border states. NEBS Plus is a recent expansion of the

- program, designed to help more experienced

exporters investigate markets in other U.S. regions.
NEBS and NEBS Plus missions are often planned
around trade shows to give participants an in-depth
look at a specific business sector. Missions last from
one to three days and include:

* pre-mission briefing on export
“services and programs available
from the Canadian and
provincial governments;

» travel to a Canadian post in the
~ United States;

* briefing on border procedures
» presentation by U.S. manufac-
turers’ representatives, sales

agents or distributors;

* tour of a relevant trade fair;

* visits to local wholesalers or
retailers;

- briefing on local U.S. markets

* meetings with Canadian Consulate trade offlcers
and potential agents or distributors; and

» distribution of export information guides and kits.
A fee of US$75 applies to each company represen-

tative. The government may cover up to two nights’

hotel accommodations and/or trade-show entrance

fees. Air fare, transportation and personal expenses

are the responsibility of the participant. -

Who qualifies?
Canadian companies incorporated and operating
in Canada that have an interest in but are not yet
exporting to the United States on a regular basis are
eligible for NEBS programs.
Canadian companies currently exportmg to the

United States that have sales of less than $2.3 million

are eligible for NEBS Plus missions to other U.S. regjons.

How do I apply?
Contact your nearest Intematlonal Trade Centre.

What can Internaticnal Trade Centres in
Canada and Canadian posts in the United -
States do for me?

If your market research is complete and you have a
well thought-out business plan, the next step is to-

. approach your local International Trade Centre (ITC).

These Centres, located across Canada, help Canadian
exporters plan appropriate export strategies and take.
advantage of opportunities in foreign markets. Trade
officers can provide current information on interna-
tional markets, joint ventures and
technology-transfer opportunities,
trade fairs and missions, and trade-
related conferences and seminars.

ITCs can also assist export-ready
companies prepare a marketing
plan, a key element before consid- -
ering entering any export market
and especially important when
dealing with highly competitive
U.S. markets. With a detailed
marketing plan in hand, you are
better positioned to take advan-
“tage of the services offered by
trade commissioners at the Canadian offices in
the United States. '

Trade commissioners and business development
officers at Canadian consulates in the United

“States know local business environments and
~ can help you penetrate regional markets. Trade

commissioners can promote your company to
local customers; screen local industry contacts;
advise on market channels; identify opportunities;
advise on local competition; recommend appropriate
trade fairs; identify suitable foreign firms to act as
agents; help you find credit and business information
on potential foreign partners; intercede to help solve
problems with duties, taxes or foreign exchange;
and advise and assist you with foreign joint ventures
and licensing.

The Canadian consulates are best able to assist
you if you are export-ready and have provided them
with complete information about your business,
including contact information, detailed description
of products and their competitive advantages, “sales
pitch,” business goals, marketing plans, activities in
the market and supply capabilities '

Continued on page XI — First-time
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What is WIN Exports and how do | register?
The World information network for Exports —
WIN Exports — is the Department of Foreign
Affairs and International Trade (DFAIT)s computerized
database of Canadian exporters and their capabi-
lities. Accessed by DFAIT’s trade commissioners
and by Team Canada Inc partners (the federal
and provincial government departments involved
in international business development) and the

International Trade Centres, the system is used
to share information, record services provided
and match Canadian sources to foreign purchase
requirements.
Fax your request for a registration form to

- 1-800-667-3802 or (613) 944-1078. Or call
1-800-551-4WIN (944-4WIN from the Nat10na1
Capital Region). g

Continued on page XX — First-time .

Washington - Embassy
Tel.: (202) 682-1740

Fax: (202) 682-7726/7795
Internet:
www.cdnemb-washdc.org/

Atlanta - Consulate General
Tel.: (404) 532-2000

Fax: (404) 532-2050

Internet (also covering Miami):
www.sesoft.org/directry/members/
canad-en.htm
canamtrade.badm.sc.edu.”

Miami - Consulate Trade Office
, Tel.: (305) 579-1600°

\ ' ~Fax: (305) 374—P774

i /

Boston - Consulate General
Tel.: (617) 262-3760

Fax: (617) 262- 3415

Internet:

Wwwdfalt -maeci.gc. ca/~boston/

Buffalo - Consulate General
Tel.: (716) 858-9500

Fax: (716) 852-4340

Internet: '
www.canadianconsulatebuf.org

Chicago - COnsulate General
Tel.: (312) 616-1860° .
Fax: (312) 616-1877/1878 (Trade)
Internet: ‘

WWW. canadaonhnechlcago net

Dallas - Consulate General

Tel.: (214) 922-9806

Fax: (214) 922-9815

Internet: www.canada-dallas.org

_ Detroit - Consulate General
Tel.: (313) 567-2340

Fax: (313) 567-2164
Internet:
www.dfait-maeci.gc.ca/~detroit/

Los Angéles - Consulate General
Tel.: (213) 346-2700
Fax: (213) 346-2767

‘e-mail: congen@ix.netcom.com

Internet: "
wwwcdnconsulate-la.com/

San Francisco - Consulate
Trade Office

Tel.: (415) 543-2550

Fax: (415) 512-7671

e-mail: general@cdntradesf.com
Internet: www.cdntrade.com

- www.cdnnewmediasf.com/

Canadian Trade Commissioners ,gg
in the Umted States

San Jose - Consulate Trade
Office

Tel.: (408) 289-1157

Fax: (408) 289-1168
e-mail: '
canadian@best.com

Minneapolis - Consulate General

Tel.: (612) 332-7486
Fax: (612) 332-4061
e-mail: ~
td. mnpls@mnplsOl x400.gc.ca

New York - Consulate General
Tel.: (212) 596-1628

‘Fax: (212) 596-1793

(Commercial)

e-mail:
cngny@cngny01.x400.gc.ca
Internet:
www.canada-ny.org

Seattle - Consulate General
Tel.: (206) 443-1777
Fax: (206) 443-9662/9735

“e-mail:

seacons@seattle-consulate. org
Internet:
www.canadian.consulate-seattle.org/

— March 2, 1998
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process that can give rise to frus-

How do | get my product
across the horder hassle-
free?
Although the duties on most
Mexican, Canadian and U.S. goods
have been effectively eliminated -
as of January 1, 1998, duties on
third-country goods still apply.
All sovereign countries monitor
what crosses their borders, and
all merchandise coming into the
"United States must still clear
U.S. Customs. Exporters must
take this into account when
developing a marketing plan.

Currently, the Customs Border
Services Branch of Revenue Canada
holds one-day seminars on cross-
border issues, called Customs
Information Days.

For more information on the
seminars, call (613) 957-7256.
For general information, contact
Wendy McCauley, Revenue
Canada, tel.: (613) 954-6820.

For details on U.S. Customs —
regulations, information required
on imported goods and other -
information — follow the links to .
the U.S. Customs site indicated in .
ExportSource.

To stimulate cross- border
trade, efforts have been made
to free up the flow of goods and

people between the two coun--

tries via the Canada-United States
of America Accord on our Shared
Border, signed in February 1995.
The Accord aims to reduce costs
for government and business
by sharing resources, stream-
lining border-crossing processes,
introducing electronic customs
declaration, and undertaking
more effective inspection.

What can a Customs hroker
do for me? ,
Customs clearance is a complex

- proper advance preparation has

Focus
the Uxg

trating and expensive delays if

not been carried out.-

A reputable, full-service Cus-
toms broker will act as a trade
facilitator, providing the infor-
mation necessary to help your
company negotiate the various
steps involved in Customs clearance.
Brokers will also advise regarding
tariff classifications, duty rates
and other fees collected by Cus-
toms, valuation rules, FTA rules
of origin, Customs country-of-
origin marking requirements,.
labelling requirements and current
modernization/automation pro-
grams. . -
~ Customs brokers are listed in
the Yellow Pages. For further
advice contact your nearest ITC
office or the Canadian consulate

located in your target export . -

region of the United States.

How do I cross the border on
business?

The system for crossmg the bor-
der on business is not perfect, but
here are some tips to help you.

To enter the United States
under the NAFTA, you must be
a Canadian (or Mexican) citizen.
You must prove admissibility
under all existing U.S. immigration
laws. You must also establish that
you fall into one of four catego-

. ries of business travellers: Business

Visitor, Professional, Trader and
Investor, or Inter-company
Transferee.

Business Visitors are persons who -

are engaged in international busi-
‘ness activities related to research
and design, growth, manufacture
and production, marketing, sales,
distribution and after-sales service,

States

but who will not receive remu-
neration from a U.S. source.
- To qualify you must be a Cana-

dian citizen travelling for business

purposes, be conducting business
that is international in scope, have
a principal place of business with
your “salary base” in Canada, and
present a letter stating the purpose
of the business trip — preferably
a letter of invitation from the
company or companies you will
be visiting. You should also have
your Canadian passport.

Professionals are persons who
seek to enter the United States to
engage in business activities at a
professional level. This is espe-
cially necessary for people selling
their services or skills as a con-
sultant, trainer or designer.

To qualify you must be a Cana-
dian citizen engaged in an occu-
pation listed in Section D of
Annex 1603 of the NAFTA (this
list is included in the ExportSource
Web site), be qualified to work
in the occupation in which you
will be engaged (you may need
to bring a copy of your profes-
sional certification), and have a
contractual agreement with a
U.S. client or a pre-arranged
employment agreement.

Traders are business people who
conduct substantial trade in goods
or services. To qualify you must
be a Canadian citizen acting as an
executive or supervisor for an
enterprise that is either Canadian,

.American or Mexican, and whose

Continued on page XIIl — Crossing
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predominant activity is the sub-
stantial trade of goods between
Canada and the United States.:

Investors are business people
seeking to establish, develop,-
administer, or provide advice
or key technical services to the
operation of an investment to
which they or their enterprise
has committed or are about to
commit a substantial amount of
capital. Employees of traders
and investors whose job duties
are supervisory or executive
in nature may also qualify.

To qualify you must be a Cana-
dian citizen who has invested or
is about to invest substantially
in an operating commerc1a1 u.s.
enterprise.

Traders and Investors must
apply for a U.S. non-immigration
visa at a U.S. consulate before
leaving, and must provide proof
of citizenship and identity.

Intra-company Transferees are
business people employed by an
enterprise that is seeking to render
services to a branch, parent,
subsidiary or affiliate of that
enterprise, in a managerial or
executive capacity or in a manner
that involves specialized know-
ledge. To qualify you must be a

Canadian citizen in an executive

or managerial capacity, engaged
in a similar position within the
enterprise for at least one year,
and transferring to an enterprise
that has a clear relationship with -
the enterprise in which you are :
currently employed. If the position
is one that involves specialized
knowledge, you will need to provide
evidence that you possess such
knowledge and that it is required
for the proposed employment.

Every Canadian service pro-
vider must obtain an 1-94 form
from U.S. immigration authori-
ties to conduct business in the
United States. Depending on the
purpose of your visit, you may
qualify for a Business Visitor
Status Visa (no fee), a Professional
Status Visa ($50), a Trader and
Investor Status Visa ($75), or
an Intra-company Transferee
Visa ($75).

Performing Artists are Canadian
entertainers in a creative field
such as music, opera, dance,
theatre or the circus who have
a signed contract with an enter-
prise in the United States for-
single or multiple performances.
Such artists require a tempo-
rary employment visa.

For more information, con-
sult the pamphlet entitled Guide
for Canadian Performing Artists
Entering the United States (avail-

- able on the ExportSource Web

site).

Some practical advice
Tell the truth — that you are there
for business purposes. Border
officials have access to databanks
and are entitled to ensure that
you are not contravening U.S.
labour regulations. If in doubt,
call the border point in advance
to find out what documentation
you need to take with you.
Make sure that accompanying
spouses and dependants meet
existing immigration require-
ments for temporary entry.

Where to find information

For more detailed information

on the cross-border movement

of business persons under the

NAFTA, visit the InfoExport Web

site (www.infoexport.gc.ca/nafta/

cross-border/16006-e.asp) or the -

United States Immigration and

Naturalization Service Web site

(www.ins.usdoj.gov).

DFAIT also publishes the fol-
lowing booklets — available at
the Department’s InfoCentre
or under “Publications” on the
DFAIT Web site:

* Cross-Border Movement of
Business Persons and the
North American Free Trade

- Agreement (under “NAFTA” on
the DFAIT Web site); ‘

* The Guide for Canadian
Performing Artists Entering the
United States;

* Crossing the 49th: A Compendium
of the Bumps on the Road for
Canadians Going South;

- ® Mexico — Tips for Business and

Travel; -

» Working Abroad: Tips for Young
Canadians; and

* Travel Reports. A

— March 2, 1998
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Federal government

Department of Foreign Affairs and
International Trade (DFAIT):
www.dfait-maeci.gc.ca

This is the motherlode for exporters — 11,723, 667
hits in 1997 alone. The site contains a broad
spectrum of information on international trade,
exporting, export services and statistics. You will
find market information by region and sector;
Canada’s International Business Strategy (CIBS);
Directory of Canada’s Trade Commissioner Service;
information on the Program for Export Market
Development (PEMD); and Frequently Asked Trade
Questions.

InfoExport: www.infoexport.gc.ca

Team Canada Inc, a partnership of federal and
provincial government departments and regional
trade organizations, has created a Web site to help
you prepare an export plan, develop a market entry
strategy, and guide you through the implementation
of your strategy.

Focub‘})
the United’ States

Guide to Web Sites

Atlanta: wwwisesoft.org/directry/members/canad_enhtm
Boston: www.dfait-maeci.gc.ca/~boston/

Buffalo: www.canadianconsulatebuf.org

Dallas: www.canada-dallas.org

Detroit: www.dfait-maeci.gc.ca/~detroit/

Chicago: www.canadaonlinechicago.net

Los Angeles: www.cdnconsulat-la.com/

‘New York: www.canada-ny.org

San Francisco: www.cdntrade.com/
Seattle: www.canadian.consulate-seattle.org/
Washington Embassy: www.cdnemb-washdc.org/

Provincial government

British Columbia — BC Trade and Investment
Office (BCTIO):
www.ei.gov.bc.ca/directory/bcetio/default.htm

Alberta — International Business Infofmation
Service (IBIS): :
www.edt.gov.ab.ca/ibis/index.htm

-Saskatchewan — Saskatchewan Trade and

ExportSource: exportsource.gc.ca

Team Canada Inc’s on-line resource for export in-
formation, ExportSource brings together information
on market research, export financing, trade statistics,
export contacts, trade shows and missions, and
export regulations/logistics.

Strategis: strategis.ic.gc.ca

Another gold mine of advice. Industry Canada’s
business data storehouse on the Web has a wealth of
information on international business opportunities
and business information arranged by sector.

Canadian posts in the United States
Information about U.S. markets is available to
Canadian exporters from Web sites created by
the Canadian Embassy and most of the Canadian
consulates located in the United States. You will find
data on trade and investment promotion services,

- market studies, regulatory requirements, industry
analyses and links to other business sites in Canada
and the United States. These sites can be found via
the DFAIT site or through the followmg individual
addresses:

Export Partnership (STEP):
www.sasktrade.sk.ca/about/index.html and
Trade Team Saskatchewan: www.tradeteam.sk.ca

Ontario — Open Network Trade Resource

* Access, Inc. (onTRAC): www.ontrac.yorku.ca/

Quebec — Quebec Association of Export Trading

‘Houses/Association des Maisons de Commerce

Exterieur du Quebec (AMCEQ):
www.amceq.org/index.html

Newfoundland — Trade vTeam Newfouhdland:
www.netfx.iom.net/ttn/

Banks -

Business Development Bank of Canada (BDC)
www.bdc.ca:

“Canada’s Small Business Bank,” BDC offers financial
and management services for small and medium-
sized exporters preparing to enter foreign markets
and for those already active in the export field.

Continued on page XV — Guide to Web Sites
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Northstar Trade Finance Inc.: www.northstar.ca/
Owned by the Bank of Montreal, the British
Columbia Trade Development Corporation, the
Ontario Ministry of Economic Development and
Trade, and the Dalhousie Financial Corporation,

Northstar offers export financing for small to

medium-sized Canadian companies looking to
expand sales into international markets.

Export Development Corporation (EDC):
www.edc.ca/

EDC is a Crown corporation that operates as
a commercial financial institution providing

risk management services to small and medium- -

sized exporters.

Royal Bank of Canada Trade Services:
www.royalbank.com/english/trade/index.html
The Royal Bank offers a catalogue of trade products
and services, including letters of credit, export
documentary collections, and advance payment
guarantees. '

Scotiabank Foreign Exchange/Trade Services:
www.scotiabank.ca/

The Scotiabank provides a range of banking services

and assistance for new and experienced exporters.

Other useful sites

U.S. Trade Center: ustradecenter.com/

De51gned to offer trade assistance to Canadian
companies exporting to the United States, this
site, sponsored by the U.S. Trade Center in Buffalo,
includes information on U.S. Customs, law, taxes,
immigration, banking, freight forwarding, and
market advice services.

International Center for Canadian-American |
Trade (ICCAT):
members.aol.com/intlcenter/icpr.htm

With four major components — a training centre,
a research centre, the North American Trade
Center, and a 21st century resource centre — ‘the
ICCAT site provides trade services to small and
medium-sized businesses on both sides of the
border.

Canadian Exporters’ Catalogue:
www.worldexport.com/cecd.html

News, New Directions,

% t Web; Sites — Continued from page XIV

Thomas Register of American Manufacturers:
www.thomasregister.com

U.S. Fedworld (one-stop shopping to U.S.
government information): www.fedworld.gov/

U.S. Customs: www.customs.ustreas.gov/

U.S. Food and Drug Admlmstratmn
www.fda.gov/

U.S. Immigration and Naturalization Service:
www.ins.usdoj.gov/

NAFTA regulations ~

Everything and anything you ever needed or wanted
to know about cross-border shipping.

Department of Foreign Affairs-NAFTA:

- www.dfait-maeci.gc/english/trade

NAFTAnet: www.nafta.net/

NAFTA Resources Directory:
www.hiline.net/hiline/gate/nafta.shtml ,
Guide to North American Free Trade Agreement:
www.tradingfloor.com/nafta.htm
NAFTAConnect: www.naftaconnect.com/

Other information sources

Newsletters for Canadian businesses on U.S.
market opportunities -
Newsletters, supported by the United States
Business Development Program .

and catering to the North . "‘,.::'
American business market, focus X
on individual industry
sectors and encourage
Canadian businesses to
seek new markets in the
United States. Among the
newsletters are InfoTech

ServExport, U.S.
Environmental Market,
U.S. Transportation ,
Market, and Washington
Notes (see the September 15,

1997 issue of CanadExport for * -
descriptions). These newsletters - * ¢ .

will soon be available on the o

Internet. A

~— March 2, 1998
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Selected 1998 Trade and ‘%

Investment Activities

Below is a partial list of upcoming trade and investment activities in the United States. Some of
these events are still in the planning stages. To confirm details, and for information about other

activities, contact your nearest International Trade Centre.

*NEBS = New Exporters to Border States seminar

Date Event Location
April 12-17 Furniture NEBS* to High Point Exhibition Center High Point, NC
“April 14-17 Recycling Mission and NEBS Puerto Rico
April 15-18 Presentation on Canadian mining technology to Colorado
Mining Association Colorado Springs
April 17-19 Kitchen and Bath Show *98 Chicago
April 20-24 Semiconductor/Chip Design Mission Montreal and
' : Ottawa/Waterloo
April 22 Canadian Simulation Industry Day Orlando, FL
April 22-23 Minneapolis Suppliers’ Expo and NEBS Minneapolis
April 25-28 Canadian Automotive Show Mission Toronto
April 28-29 New England Dairy & Deli Show Boston
April 28-30 International Welding & Fabrication Expo Detroit
April 29-30 Infotech Expo "98 Chicago
April 29-May 1 Colloquium on Science and Technology Policy Washington
April 30-May 3  National Machinery Dealers Association Seattle
May Systems Integration NEBS Boston
May Private Food Label Mission New England
May Aboriginal Arts NEBS Seattle
May Offshore Technology Conference Houston
May Energy NEBS to Texas Natural Resources Conservation
Council Environmental Trade Fair Austin
May 4-7 Food and Marketing Institute '98 Chicago
May 5 Minnesota World Trade Association — World Trade Expo Minneapolis
May 5-7 NEBS: Environment - Boston
May 13-14 Multisector NEBS Buffalo
May 13-15 Multimedia Partnering Initiative Mission Montreal
May 14-15 Great Lakes Venture Capital Conference Chicago
May 14-16 Telecommunications NEBS and Corridor Busmess
Council Meeting Dallas
May 16-19 National Restaurant Association Exposition Chicago
May 17-20 American Gas Association Operations Conference Seattle
May 18-20 Canada Week at Major Grocer Exhibit Atlanta
- May 19-21 _ CleanTech "98 Expo Rosemont, 11
May 19-23 World Trade Week St. Louis
May 20-21 Information Technology NEBS to Rocky Mountain Expo Denver
May 20-24 Environment Expo Orlando, F1.
“ Continued on page XVII — Trade and Investment Activities
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Date
May 25-28

May 26
May 26-29
May 26-30

June
June
June
June

June

June

June 2-4
June 2-4 .

June 3-4
June 9-11

June 11-12
June 14-16
June 14-18
June 15-16
June 15-18
June 22-25
June 28-30
June 29

June-July

July

July

July -
July 7-11
July 18-20

July 27-30

August

August

August

August

August

August 17-20

August 21-23

August 28-30

Aug. 29-Sept. 2
o

Event !

Electronics Industries Assocxanon Electromc Components
and Tech Conference

Medical Partnering Event

Furniture Market Mission

World Trade Week -

Apparel NEBS

Human Genome Partnering Seminar

Ag-Bio Partnering & Investment Mission

Construction Industry After-sales Service/

Business Immigration Summit Meeting

Ontario Furniture Association NEBS

Packaging NEBS

Food NEBS and Southwest Food Services & Supermarket Expo
High-tech Dealmaker Seminar at Canadian Advanced
‘Technology Association Conference

Annual International Electrical Exposition & Conference
National Petroleum Show and 16th World Petroleum
Congress (export seminar)

Waste Expo

Environment Mission

BIO ’98 — Biotechnology Exhibition

Apparel NEBS to Minneapolis Apparel Mart

Building Products Mission

International Food Technologists Convention

Southwest Food Service and Supermarket Expo
Canadian Institute for Scientific & Technical Information
(NRC) to American Library Association Conference
Food Praduce NEBS

Lawn, Garden and Power Equipment NEBS

Technology Transfer/Partnering Mission

Sporting Goods NEBS and National Sporting Goods Assoc1at10n
| AmericasMart Giftshow NEBS

National Food Distributors Association Show—Canadian

exhibitors and NEBS for speciality foods manufacturers
Building Products Buyers Mission

{

Hardware NEBS and National Hardware Show

Export Seminar at Edmonton Gift Show

Giftware NEBS

Life Sciences Technology Transfer Conference

Medical Investments Northwest Conference

Building Products Buyers Mission

Horticultural NEBS to Farwest Show

Foodservice Industry Show ‘

National Association of Electrical Distributors West

Location

Seattle
Buffalo
Montreal
Chicago

Seattle
Seattle
Sask/Ont
Detroit
Detroit

Boston
Houston

Ottawa

Chicago

Calgary
Chicago
Oakridge, TN
New York
Minneapolis
Quebec City
Atlanta
Houston

Washington
Boston

Louisville, KY
Chicago
Chicago
Atlanta

Minneapolis
Maritimes

Chicago
Edmonton
Seattle

Seattle

Seattle

Man., Alta., B.C.
Portland
Orlando

Seattle

— March 2, 1998




Focus\}
the UEK States

N
i&m} | ‘ -

) ) g ﬁ@lﬁ' Tra

de Shmws

Trade shows are an excellent way to meet potential clients and to tdenhfy busmess opporfunmes

Despite the increase of electronic commerce, the
trade show remains an important way to cement a
business relationship by personal contact — vitally
1rnportant in the U.S. context.

How do | plan for a trade show?

To get the most out of trade shows, you need to:

* match events with your market strategy;

* know your industry in the
United States;

* develop clear targets for business
development and specific events;

« notify clients and business
associates two to three months in
advance that you are coming; ,

 work with trade commissioners in
Canada and at the post. Inform them
of your product, your marketing
plans, and your objectives;

* plan your itinerary carefully,
allowing appropriate time
between appointments;

. make sure that you don’t run short of
professional material (company literature and
business cards);

¢ plan your follow-up campaign before you leave
Canada.

" How do I find out about trade shows?

You can find information on trade shows and
missions on the Internet at Strategis
(strategis.ic.gc.ca), Trade Show

Central (www.TSCENTRAL.com),
the Meeting Planner’s Trade Show
Directory (www.mmmaweb.com)

“and Expoguide (www.expoguide.com).

Trade show information is also -
available on the Web sites designed
by Canadian consulates in Boston,
Buffalo, Dallas, and Washington.
(See Guide to Web Sites on p. XIV
for addresses.) A

Stars and Stripes Forever

— Continued from page II

managing shared fisheries resources, estabhshmg
energy policies or working to protect and con-
serve our environment. The business of doing
business together is in itself monumental.

Not only trade but investment too

As it is with trade, the United: States is Canada’s
most important source of investment, and Canada
invests more in the United States than in any other
country. In 1996, U.S. business invested $113 billion
in Canada — about 67 per cent of our total stock of
foreign investment.

Not only has the NAFTA
made it easier for our goods
and services to enter the
U.S. and Mexican markets,
it has also enhanced the
attractiveness of Canada in
the eyes of foreign investors.

Three jobs out of fen in Canada’
are a result of foreign direct
investment in Canada.

Much of this investor confidence in Canada
is a direct result of the Agreement’s provisions
that ensure greater certainty and stability for
investment through the fair, transparent and
non-discriminatory treatment of both investors
and their investments..

Add to these facts the findings of a recent
study by the international consulting firm

'KPMG (see the November 3, 1997, issue of

CanadExport), and Canada is looking better
and better to foreign investors every day. The

study, which compared the cost of doing bu-

siness in Canada, the United States
and five European countries, found
Canada to be the most cost-effective
country in which to establish a business. A .

Department of Foreign Affairs and Intemational Trade (DFAIT) ~—
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How to be a Successful David to their Goliath:
Tips for Doing Business in the United States

1. Know your market
Focus is the key. The United States

is not just one market, but five or

six different regions where con-
nections and distribution channels
can vary widely. Find out how

your sector works in the region,

take time to do a thorough market
assessment and develop a pre-
cisely targeted marketing strategy.

2. Obtain market studies
Getting information on foreign
markets is integral to your suc-
cessful market entry. Market in-
formation on sector opportunities
for a wide variety of goods and ser-
vices is available on the InfoExport
Web site at www.infoexport.gc.ca

3. Know the rules and
regulations

Become familiar with the mar-
keting and merchandising require-
ments at all levels of govern-
ment affecting your product..
There are important differénces
in how business is done, and
notwithstanding NAFTA and a
more liberalized trading envi-
ronment, there are still barriers,
such as the “Buy American” factor
“that may limit your access to

- the market.

4. Know how to quote prices
Firms must quote in U.S. dollars
on a “delivered” basis to U.S.
customers. FOB ex-Canada is
not an option. U.S. buyers and

distributors want goods deliv--

ered to their door, with Customs

clearances and other ancillaries
taken care of by supplier. Develop

the transportation/Customs
expertise needed to quote and
supply successfully.

5. Adapt your product to-

- local preferences

The U.S. market is so large that
offering a product without sup-
porting merchandising and mar-
keting materials is not enough.
Companies must develop prod-
uct literature, promotional in-
formation and advertising to
distinguish themselves from
the competition.

6. Understand the
importance of sulesmanship
Pricing and the ability to supply
in volumes often much larger
than your entire Canadian mar-
ket are critical to your export
success. The lower Canadian
dollar does not necessarily guar-
antee competitiveness. Be ready
to spend money in order to

make money, as part of your

market strategy.

7. Include media relations in
your marketing plan

Press reports of your company
in the Canadian and U.S. media
can influence sales of your prod-
uct to consumers and of your
company stock to investors. An
article in a reputable business

publication is considered to be -

objective and therefore more
credible than advertising. It will
pay to work with a professional
communicator..

- 8. Adu(pt to a different
“system of sales networks

Distributors and manufacturers
representatives play an impor-
tant role in making business
happen in the United States.
The notion of the “middleman”
is unfamiliar in Canada, but

Canadian businesses need to
identify and work with these
networks if they are to move
ahead successfully

9 Form a strategic ullmnce
with another firm

A formal relationship between
two entities that have shared
goals and economic interests,
a strategic alliance with another
firm (Canadian or U.S.) can
put your company in a better
position to find clients, fulfil
contracts, and compete in the
international market.

The Canadian trade
offices in the
United States e
can help you _
find a partner., *

10. Be ready to
provide local after-
sales service and technical
support

Your company is often better
served by linking up with U.S.-

- based counterparts (through

partnering, licensing, or fran-
chising), rather than trying to

service the market directly from "

Canada.

11. Follow up follow up
follow up

Notwithstanding the Internet
and the “The Shopping Channel,”

- Americans prefer doing busi-

ness face to face. To achieve a
preferred supplier status, you
must visit customers/clients

so that they feel they are being
given good service. A '

ot

!
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Who can help me find a manufacturers
representative?

Canadian trade commissioner

The Canadian trade commissioner in your chosen
region may be able to supply you with a list of
distributors or manufacturers representatlves in your
market and area.

Commercial lists

Published lists of manufacturers representatlves

~are available, including:

Verified Directory of Manufacturers’
Representatives

(from MacRae’s Industrial Directories)
87 Terminal Drive

Plainview, NY 11803

National Directory of Manufacturers’
Representatives

(from McGraw-Hill Book Co.)

1221 Avenue of the Americas

New York, NY 10020

Manufacturers’ Agents National Association
23016 Mill Creek Road, PO. Box 3467
Laguna Hills, CA 92654

Trade and professional associations

The following major trade and professional associa-
ions have membership directories that may help you
find a representative.

Agricultural and Industrial
Manufacturers Representatives
Association

5818 Reeds Rd, Suite 201
Shawnee Mission, KS 66202-2704
Tel.: (913) 262-4511

Association of Industry Manufacturers
Representatives

-+ 222 Merchandise Mart, Suite 1360
Chicago, IL 60654

- Tel.: (312) 464-0092 :

Business Products Industry Association
301 North Fairfax Street

Alexandria, VA 22314

Tel.: (703) 549-9040

Electronics Representatives Association
20 East Huron

Chicago, IL 60611

Tel.: (312) 649-1333

National Association of General Merchandise
Representatives

111 East Wacker Drive, Suite 600
-Chicago, IL 60601

Tel.: (312) 644-6610

National Electrical Manufacturers Representatives
Association

200 Business Park Drive, Suite 301

Armonk, NY 10504

Tel.: (914) 273-6780

Other ways to find manufacturers representatives
Agents often circulate at trade shows and may
express their interest in locating product lines. You

“can also find agents through search organizations;

by advertising in the Wall Street Journal, local
newspapers, or industry trade publications; or
by word of mouth from recommendations.

The NEBS training program includes a com-
ponent on how to find and manage a producer/
distributor relationship. A .

Additional copies of this supplement are available — in both English and French — from the
- U.S. Business. Development Program, Department of Forelgn Affairs and Imernatlonal Trade.

If you Would like to obtain. extra coples please fax your request to (613) 944-9119. We also '

Department of Foreign Affuikrs‘und International Trade (DFAIT)




O ne year after the implementation of the Canada-Israel Free Trade Agreement (CIFTA), bilateral trade has

Trade News

risen significantly, and Canadian firms are making a major impact in Israel in several sectors — most notably

transportation and telecommunications.

A multinational consortium led by Canadian Highways
International Corporation (CHIC) has won a two-year,
worldwide competition to develop the $1.1-billion
all-electronic Cross Israel Highway.

The 86-kilometre toll route will run through the heart
of Israel, creating a four-lane, north-south link in the
busy Tel Aviv corridor. Construction is expected to
begin in July 1998, with the first section of the highway
to be completed in 2000 and the total project by late
2002. The consortium, Derech Eretz Ltd., of which CHIC
is a 30 per cent owner, is a partnership of Canadian,
Israeli, French and U.S. concerns.

Positive approach to partnerships

A press release issued by CHIC credits the b1g win to
the consortium’s positive approach to private-public
partnerships, primarily its flexibility in meeting the
needs of its government client.

Founded in 1993, CHIC is a Canadian-owned devel-
opment company, which was responsible for the design,
construction, operation and maintenance of Highway 407
near Toronto, the world’s first open-road, all-electronic
toll highway.

Ambitious efforts pay off | |
Air transportation has also been a lucrative sector for
Canadian expertise. Bombardier Aerospace has made
an important sale to continue its ambitious efforts in
the region — signing a $30-million contract with one
of Israel’s largest privately owned multinational firms
to deliver a Challenger aircraft in mid-March.
Another priority sector for Canadian interests in
Israel is telecommunications. Recent successes include
the winning by Nortel (Northern Telecom) of Brampton,
Ontario, of one of Israel’s largest telecommunications
tenders (valued at approximately $70 million) to replace

the communications mfrastructure of the Israeli Air .

Force,

Nortel’s local partner Telrad was a key factor in
this win, and the two companies’ close relationship
(Nortel owns 20 per cent of Telrad) has contributed
to securing public switching contracts worth more
than $15 million.

Nortel is also in a position to supply the network
infrastructure equipment to one of the two consortiums
that are bidding to become Israel’s fourth-largest cellular
provider. If successful, Nortel would provide more than
$20 million in switching and exchanges.

Embassy support

The Canadian Embassy in Tel Aviv, led by Ambassador
David Berger and the Embassy’s Commercial Section,
worked very closely with these firms during the bidding
process and the lengthy assessment periods. Local

representation, frequent visits, competitive prices, and
a willingness to meet local needs were all important

factors in these companies’ successes.

The Free Trade Agreement has removed tariffs on
most products and created a level-playing field for
Canadian goods to compete in this growing and
dynamic market.

For more information'dn export opportunities in Israel,
contact Elaine Butcher, Trade Commissioner, Middle
East Division, Department of Foreign Affairs and
International Trade (DFAIT), tel.: (613) 944-6994,
fax: (613) 944-7975; or explore the DFAIT Internet
site at http://www.dfait-maeci.gc.ca
The Embassy in Israel also has a Web szt (http:/l;
www. canada-embassy.org.il), which contam
mformatlon on market opportunmes and loca

information technology,,{
among others.

—March2,1998 '




Sharing Trade Secrets

to Go Sout

Small Ottawa Busit

ness ‘utelll ence ’Compuny Ieums up

ne way to enter the U.S. market is through a larger Canadian partner that is already active south of the border.
This is an avenue that has been working quite well for Ottawa’s New Systems Solutions Inc. (NSS).

Incorporated in 1990, the small
information technology firm — -
which specializes in data warehousing
for specific financial environments
and software development — had
already acquired a solid base of clients
in Canada. These come from both
the private sector (45 per cent —
Bell Canada, Stentor, Digital, Mitel)
and the public sector (55 per cent
— mostly federal government).

“About two years ago we decided
to tap the U.S. market as a business
partner to Cognos, which made a
lot of introductions for us south of
the border,” recalls New Systems
CEO Mark Quigg. .

As a result, the company of 125
(including about 110 subcontractors)
now earns about $1.5 million of
its annual $10 million in revenues
from the U.S. market.

Adapting to U.S. practices
With a satellite office in Denver and
contracts in New York City, Boston .
and Houston, NSS is adapting well
to U.S. business practices. '
“Our product is focused on people
\says Quigg, “so we always try to
’put forward our best people and
ceed the prospective client’s
> CLa M ng because it’s always

of mouth and referrals, as well as
from repeat customers, who are
obviously satisfied with our service.”

It was through referrals that a
major New York broker in commo
dities trading, as well as Sylvania
in Boston, became NSS clients.

According to Quigg, there is room
for further expansion in this market.
“We are interested in working with
the Trade Commissioner Service at
the Canadian Consulate General in
New York City and elsewhere in the
United States,” he says, “and to get on
the Department of Foreign Affairs and
International Trade’s WIN Exports
database. '

“There are subtle d1fferences
between American and Canadian
ways of doing business — watch
out for payment terms,” he warns.
“There are also lots of things we can
learn from the Americans, especially
through local contacts.”

Success breeds success
New Systems’ success led to the
creation last year of Bizkids, a com-
pany specializing in CD ROMs
targeted at Aboriginal markets.
“It’s a niche that has been totally
ignored in terms of products,” ex-
plains Bizkids president and NSS
shareholder Francine Whiteduck.
Company revenues for 1998 are
projected at $500,000 in Canada
alone, and Whiteduck has established
some good leads'in the U.S., follow-
ing her participation in the Canadian

‘ ness of busmess development oppor

business women’s trade mission to
Washington last November, led by
International Trade Minister Sergio
Marchi (see the December 15, 1997,
issue of CanadExport), who recently
appointed Whiteduck to the Team
Canada Inc Advisory Board.

- For more information, contact
president Peter Hall, tel.: (613)
761-9436, fax: (613) 722-8756.

tumues for Canadian compames in
Asia, to promote advantageous link- .

- ages between Canada and the region,

and to relate mformanon about the -
current economlc 51tuat10n in A51a
The ambassadors will be able to

share analyses with the business

“ community and discuss how best
to protect and promote Canadian
interest in the current Asian context.

Members of the business commu-
nity are invited to submit questions
‘they would like CanadExport to
raise with the ambassadors during
their visit. CanadExport will provide
coverage of the Outreach program
in an upcoming issue.

Please send your suggestlons for
questions for the ambassadors to
CanadExport, fax: (613) 996-9276.

! " Department of Foreign Affairs and International Trdde (DFAIT) —
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BOLOGNA, ITALY — May 21-24, 1998
— Canadian medical products and

services will be promoted at Exposa-
nita/Hospital, Italy’s International
Health Care Exhibition. Now in its
11th edition, Exposanita/Hospital is
the most important sectoral event in
Italy. The show will feature hospital

devices and products and services,
and, new this year, important side
exhlbmons on emergency and home
care, aids for the disabled, and health

system quality projects.

The reform of the Italian public
health care system, launched in 1993,
has opened up great prospects for
companies that can offer innovative

|

MELBOURNE, AUSTRALIA — May 4-8,
1998 — Canadian companies will
have an important opportunity to
network with representatives of the
Australian telecommunications in-
dustry at ATUG 98.

Recognized as the Asia-Pacific
region’s largest communications event,
ATUG offers a once-a-year opportu-
nity to keep abreast of the latest
equipment and services the telecom-
munications industry has to offer.

With the deregulation of the Austra- -

lian telecommunications industry in
July 1997, telecommunications prod-
ucts and services are now available
from numerous suppliers. The ATUG
exhibition — a trade-only event —
is the perfect venue to compare tradi-
tional services and new products.

"AUSTRALIA"S PREMIER

products at competitive prices and
are willing to make an effort to adapt

- to European regulations. There are

excellent opportunities for Canadians
to gain a share of this lucrative market

(valued at US$16 billion), 80 per cent
of which is supplied by imports —
largely from Japan, Israel and the

United States. The Canadian Con-
sulate General in Milan will be present
with a Canada stand and will assist
Canadian companies interested in
exploring the market.

For more information, contact
Gayle McCallum, Project Officer,
European Tourism, Trade Fairs and
Missions Division, DFAIT, tel.: (613)

OMMUNICATIONS l:Ale-_

The Canadian Consulate General in
Australia strongly encourages Cana-
dian companies interested in doing
business in this part of the world to
take part in the exhibition, and to use
the Canada information booth, orga-
nized by the Consulate, as a vehicle
for displaying promotional material
and as a liaison point for networking
with potential partners and clients.

For more information, contact
Cadia Maestri, Commercial Officer,
Canadian Consulate General, Level 5,
Quay West, 111 Harrington St., Syd-
ney NSW 2000, Australia, tel.: (61-2)
9364-3042, fax: (61-2) 9364-3097,
e-mail: cadia.maestri@sydny01.x400.

_gc.ca Companies have until April 15,

1998 to send product literature for
inclusion in the Canada booth.

\

996-1530, fax: (613) 995-5568; or
Sandra Marchesi, Canadian Consulate
General, Milan, tel.: (011-39-2) 6758-

3351, fax: (011-39-2) 6758-3900, e-mail:

sandra.marchesi@milan01.x400.gc.ca
Deadline for reglstranon is March 31,
1998.

BUDAPEST, HUNGARY — Apnl 21-25,

1998 — An annual international

trade show covering the entire spec-
trum of building products, technolo-
gies and services, CONSTRUMA ’98
is an excellent way for companies

to introduce their products to the

markets in the region or to reinforce
their presence there. The show,

which has two satellite events —
DECORSTONE for the marble and
stone industries and AQUATHERM
for the HVAC industry — has become
one of the leading trade shows in
the construction sector in Central

and Eastern Europe. Nearly 600

exhibitors and 45,000 trade visitors
took part in the 1997 show.

. This year’s show is already fully
booked for exhibitors, evidence of
the potential of the market. However,
Canadians are encouraged to attend
as visitors.

For more information, contact '
Zsuzsanna Szigeti, Executive Direc- /
tor, Canadian Chamber of Commelz 22

in Hungary, tel.: 36-1118-4152, fa
36-1-118-4712; or llong Horv;(
Commercial Officer, Can a ik
bassy, Budapest, tel.: 36-
fax: 36-1-275-1215. :

MARKET
(REPORTS

DFAIT’s Team Canada Market Research Centre produces a full range of sectoral market
identify forelgn markets. Currently, some 260 reports are available in 25 sectar;
and automotive to consumer products, forest industries, plastics, space and tourism,
InfoCentre’s FaxLink (613-944-4500) or on the Internet at http:/ ;

.infoexport,

— March 2, 1998
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- looking for new technology to im-

'\

CanadExport

St [ﬂt%glc Aulﬂlleﬁ — Confinved from page 3

consulting firm, Techsult. The firms
provide complementary services
and have worked together on a

semiconductor facility.

Chicago’s Strategic Alliance Centre

brought together Polymer Asphalt

Products of St. Louis, which was

prove the condition of U.S. high-

ways, with Toronto-based Polyphalt

Inc., which licensed its state-of-the-
art process for polymer modified

asphalt to the U.S. company.

' Global Training an

ToOrRONTO — March 27-28, 1998 —
Senior human resources professionals,
corporate executives with interna-
tional responsibilities, and researchers
and educators involved in interna-
tional management training and
executive development are invited to
join a two-day Global Training and
Education Forum, hosted by the

- Asian Business Consortium.

Structured in a series of workshops,
presentations, and roundtable discus-
sions, the Forum will provide an
opportunity to exchange views with
leading North American specialists:
on how companies can best develop
their global management expertise

The Forum will cover three cri-
cal areas for 1ntemanonal tralmng

‘-\and business skills.

Interest from a number of software
developers has resulted from the
New York Consulate’s “Canapple”
series of IT events, featuring presen-
tations, tours and briefings to intro-
duce Canadian multimedia talent
and technology to prospective clients

. and partners in the “Silicon Alley”

community. -

Tips on finding the best partner
e Don't go it alone. Help is available
from Canadian posts in the United

'Education Forum

and development needs of Canadian
companies doing global business,
2) best practices in matching training
and development needs to the design

‘and delivery of training programs,

and 3) best practices in evaluating
the design, delivery and results of
training programs:.

The Asian Business Consortium is
a collaborative venture among centres
for Asian management studies, in-
cluding those at the University of
Toronto/York University and Queen’s
University. The consortium offers
customized courses, seminars, work-
shops, and contract research to Cana-
dian and Asian corporations.

For more information on the -
Forum, contact Michael Hartmann,
Asian Business Consortium Secreta-
riat, tel.: (416) 978-0184.

States or from private consul-

tants experienced in establishing

effective partnerships. Check out

the booklet Building Successful

" Strategic Allﬁiances, available from
" the DFAIT InfoCentre. '
' Define goals and objectives and

evaluate your strengths and weak-
nesses, as well as those of your
prospective partner. Know their
track record. ,
Initiate your approach by letter
and remind the company of
your interest through periodic
notes. o
Add profile to reinforce your pitch.
Develop a story for a trade publi-
cation and send clippings to the
companies you want to attract.
Build relationships with key people
at all levels: Make sure there is
commitment on both sides, and
find a “champion” in the other
company’s senior management

who will promote partnership . |

with your firm.

» Be flexible and have a contingen-

¢y plan. This is a fast-moving
business world: managers leave,
companies are sold, new com-
petitors appear.

Once you have signed on with
a partner, set milestones and
checkpoints to evaluate progress.
Maintain a co-operative spirit,
based on having a problem-
solving attitude.

e/

fwww.dfait-maeci.gc.ca

DFAIT's InfoCentre provides counsellmg, publications, including market reports, and referral services fo Canadian exporters. Trade-related
information can be obtained by contacting the InfoCentre at 1-800-267-8376 (Ottawa region: 944-4000) or by fax at (613) 996-9709;
by calling InfoCentre Faxlink {from a fax mu(hme) at {613) 944-4500; or by accessing the DFAIT Internet World W|de Web site af
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CanadExport Talks with-istérnational Trade Minister

Sergio Marchi.

~ollowing the Team Canada trade mission to Latin America this ]anuary, CanadExport spoke w1th International Trade
Minister Sergio Marchi for an inside view of the mission’s accomplishments.

CanadExport: First of all, perhaps you
can outline what the government’s.
objectives were for this latest Team
Canada mission.

Minister Marchi: The first objective
was obviously to position our business
community in this emerging market, to
help facilitate contracts, joint ventures,
memorandums of understanding

[MOUs], and partnerships with their .

counterparts in Latin America. The
second objective was to try to bring
our government closer to the govern-
ments of the four countries we Y visited
— Mexico, Brazil, Argentina and Chile
— by engaging in a political dialogue -
on the issues of the day, both trade and
beyond trade. The third objective was
to try to address Canada’s role within
this hemisphere from the perspective
of Canada-MERCOSUR [Southern
Cone Common Market] and the FTAA
[Free Trade Area of the Americas],
which is being launched in Santiago
in April.

P

CanadExport: How would you rate your

success in meeting these objectives?

Minister Marchi: I would say on all
three counts it was a mission accom-

plished. On the first, particularly, the

mission was a tremendous success. We
signed somewhere in the area of $1.8
billion in contracts and MOUs. It dif-
ficult to compare the numbers with the
first three missions because the mar-

kets are so different. Also, 75 per cent

of the participants on,this mission

came from small and medium-sized

CanadExport On- I.me
hitp://www.dfait-maeci.gc.co/english/news/newsletr/canex

i

businesses, and 80 per cent of the deals
signed were by these smaller firms.
The government has been urging

~more international engagement by the

small business community, and they've
responded with flying colours. This
Team Canada mission certainly broke or
shattered any myth perpetuating the
idea that you have to be big to be
successful internationally.

Continved on page 8 — CanadExport Talks

Info
Export
hnp://www.infoexporl.gt.ca _
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The comprehensive Web site will be
particularly useful to small and med-
ium-sized enterprises, many of which
don't have the resources to find and
keep abreast of high-quality, up-to-
date market information. Although
this knowledge base was previously
available to exporters, its availability
on the Internet should increase its -
accessability for the Canadian busi-
ness community.

Comprehensive source of information
Canada’s access to the Mexican mar-
ket has increased enormously since

- the North American Free Trade
Agreement (NAFTA) came into force
in 1994. Export i Mexico is a com-
prehensive, well organized source of
information that can help companies

take full advantage of this burgeoning

trade relationship. _
The existence of Export i Mexico
also frees up Canadian trade commis-

sioners in Mexico to focus on the more

detailed, strategic market intelligence
that is necessary in such a large, var-
\ied and rapidly evolving market.

ne-Stof Shoppmg for Market lnfomdhon on Mexm

 uring the Team Canada visit to Mexico in January, International Trade Minister Sergio Marchi announced the
launch of Export i Mexico, a powerful new on-line knowledge base that will give Canadian exporters the informa-
tion they need to succeed in the Mexican market.

* Market Proﬁles:‘750-60-page detailed

profiles of 26 industry sectors, as well
~ as regional profiles for the cities of
Guadalajara and Monterrey.
* Business Guides: handbooks explain-
ing a series of issues that exporters

must know to avoid duplication or -

delays when doing business in a
foreign market (such as local rules
and regulations, documents, distri-
bution and local partners).

* Business Tools: tools to guide expor-
ters through the export process
and to explain key reference mater-
ial, such as the NAFTA, tariffs, legal
issues, and promotional opportunities.

Lucrative market opportunities:
Mexico is Canada’s largest trading
partner in Latin America. From 1994
through 1996, two-way trade grew by
30 per cent, reaching $7.3 billion,
and 1997 estimates are expected
reach $7.9 billion.

Canadian firms now have increas-
ingly barrier-free access to a market

~ Mexico is creating new opportunities

CanadExport

of over 90 million consumers, and
are expanding sales in the automo-
tive, financial services, trucking,
energy, advanced manufacturing, tele-
communications and agri-food sec-
tors. .

Accumulated Canadian direct
investment in Mexico in 1996 totalled
almost $1.3 billion, up from $530 mil-
lion in 1993. Further privatization in

for Canadian businesses in transpor-
tation (ports, airports, highways),
hydroelectric power stations, the stor-
age and transmission of natural gas,
and many other sectors.

Other sources of Export iinfo

Some Export i information will still
be available from other sources at the
Department of Foreign Affairs and
International Trade (DFAIT). The
Export i Market Information Cata-
logue and Market Summaries are

Continved on page 10— Export i

.\ Canadian businesses will be able to
access Export i after registering at the
51te (hgtp://www.dfait- -1

5, 'ca/exportll)

edge base is divided into
for ease of use:
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As part of Canada’s international trade promotion strafegy, the Department of Foreign Affairs and International
Trade (DFAIT) has recently published the Canada-France Action Plan, which will familiarize Canadian exporters
and investors with the French market and its most promising sectors. '

Trade relations between Canada and
France have experienced healthy
growth in recent years. Canadian
exports to France increased 40 per
cent from 1994 to 1995, and
reached $1.67 billion in 1996, mak-
ing France Canada’s third-largest
European market and sixth most
important worldwide. Investment
on both sides of the Atlantic has
also increased significantly in the
past decade.

Strengthening the commercial partnership
The second-largest economy in the
European Union (EU) and the fourth

-largest in the world, France is an

excellent base from which Canadian
companies can tap the benefits and
opportunities of Europe’s expanding
economic and political union. Glo-
balization and the move toward a
single European market are also
making France a more open and
accessible market. |

To support this beneficial trade

relationship, Canada and France
have agreed to enhance their co-
operation and joint activities. In
fact, doubling the volume of trade
between the two countries by the

year 2000 is one of the objectives
established in the “Declaration of
Enhanced Partnership,” signed by
the two prime ministers in January
1997.

Key sectors in strategy to increase trade
The Canada-France Action Plan iden-
tifies seven strategic sectors that
offer the best growth potential for
Canadian businesses and investors
and the greatest opportunities for
partnership in the period 1997-
2002. The plan also outlines the
Government of Canada’s objectives

“for each of these seven sectors.

Telecommunications and infor-
mation technology. A world leader
in liberalizing the telecommunica-
tions sector, France remains a high-
ly competitive, high-end market for.
Canadian products and services.
The French market offers consider-
able investment opportunities and
potential for strategic partnerships,
technology transfers, and co-opera-
tion in research and development
(R&D). -

Among the sectors offering promis-
ing opportunities are mobile com-
munications, computer-telephony

integration, information highway
infrastructure and applications, and
Internet hardware and software.

Canada plans to double the value
of its telecommunications exports
(currently at $30 million a year), to
increase its current share of the
software market from 1 per cent to
about 5 per cent, and to encourage
strategic partnerships, especially in
the development of new products
and services.

Agriculture and agri-food indus-
tries. France is the world’s second-
largest producer and exporter of
agricultural and agri-food products
(after the United States), and the
global leader in food processing. As
such, the French economy comple-
ments the Canadian economy, itself
a major producer and exporter of
agricultural ingredients.

Canadian and French agri-food
companies increasingly appreciate
the complementarity of their pro-
duction systems and the attractive-
ness of their respective markets. .
This awareness is encouraging the
development of strategic alliances
and joint ventures, including

t

Continued on page 11 — €

Looking for Export Opportunities?
‘Make sure you are registered in the WIN Exports database, w?'

_ m commissioners abroad to promote your company’sica

Fax your request for a registration form to 1-800-667-38C
Or call 1-800-551-4WIN (613-944-4WIN from the\l\jaii

Trade News
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—ew tasks undertaken by the 1,500 staff and volunteers of the APEC *97 Canadian Co-ordinating Office (ACCO) dur-
. ing the APEC Summit in Vancouver last November did not involve interacting with a very large and culturally var-
ied group of delegates. Realizing the vast potential for miscommunication, ACCO management turned to the Canadian

ACCOs staff and volunteers required intercultural
preparation to effectively carry out their planning,
co-ordinating, and liaison functions, while remaining
sensitive to the numerous and varied cultural differ-
ences among APEC delegates.

The CIL was faced with the difficult task — ACCO
had very little time (no more than an afternoon), as
well as limited finances — of meeting these require-
ments to ensure that this large group was prepared
for the APEC Leaders’ Meeting.

The performance solution

“In a multicultural setting like APEC, we needed to
assess what ACCO was trying to achieve and what
challenges they might be facing,” explains CIL per-
formance consultant Ian Markwick. “In consultation
with ACCO, we assessed their desired performance
versus their actual performance so we could identify
their intercultural performance gap and assemble an
expert team to respond with the appropriate learning
opportunities, products and services. In this case, we
determined that ACCO required a session in intercul-
tural communication.” :

The assessment led ACCO management and the
CIL to conclude that the most cost-effective and
engaging solution for training the 1,500 staff and
volunteers was the combination of a distance-learn-
ing session, delivered via video, and an in-class ses-
n facilitated by one of the Centre’s experts in

- Foreign Service Institutes Centre for Intercultural Learning (CIL) to develop its staffs intercultural competencies.

intercultural communication. The customized pro-
gram focused on teaching about the communication
barriers that exist between members of different cul-
tures and providing strategies for overcoming these
barriers.

Intercultural learning solutions

“We were challenged,” explains CIL deputy dlrector
Thomas Vulpe, “because one afternoon is very little
time to develop some very complex skills. There is
much more to effective intercultural performance

- than learning the dos and don’ts of a culture, because

these generalizations don’t apply to every member of
a culture. It's much more effective to develop strate-
gies for intercultural communication that apply in

~any cultural setting.”

The difference between strategies and generahza- :
tions,” he explains, “might be compared to the old
adage ‘Give a person a fish and you feed them for a
day. Teach a person to fish, and they’ll eat forever.’
You have to avoid rules that apply in a particular
context one day but that are completely ineffective,,
or inappropriate, the next.”

One of the objectives of the program was therefore
to provide ACCO staff and volunteers with a clear
understanding of what culture is. More than a collec-
tion of shared history, experiences, traditions, values,
and norms, culture is the common thread that exists

(ontinued on page 12— Intercultural Preparation
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o Find Local Reps ati

~ Great Lakes Industrial Show

he following is a report by the Canadian Consulate General in Detroit on the success of the 1997 Great Lakes
X Industrial Show, as well as an invitation to Canadian companies with industrial products sold through commercial
distribution networks to participate in the 1998 show. '

For several years the Canadian Con-
sulate General, Detroit, has co-ordi-
nated an exhibit of Canadian indus-

trial product and service companies

at the Great Lakes Industrial Show,
held annually in Cleveland, Ohio.
The shows have provided excellent
opportunities for Canadian manu-
facturers of industrial products to
meet many of the distributors and
representatives in northern Ohio.
Canadian participants have reported
excellent results.

Opportunities for industrial producl
manufacturers

The show, Jomtly sponsored by the
Industrial Distributors Association
and the Purchasing Management
Association of Cleveland, features
diversified industrial products such
as machine tools, safety products,
material handling equipment, hyd-
raulics, pneumatics, plant engineer-
ing and maintenance supplies, indus-
trial rubber and plastic products,
packagmg, and various industrial
services.

As well as drawing local distrib-
utors and manufacturers’ represen-
tatives, the show also draws a large
number of product end-users from
purchasing, engineering and main-
tenance departments of prominent

local companies. The show is par-

ticularly well suited to companies
that have a full line of products

-sold through industrial distribu-

tors of all types, such as toolihg,
safety and construction equipment
and janitorial supply dealers.

ported making good contacts and
holding productive, but relaxed
meetings at the Consulate reception.

Gareth Brennan, of Multicyl Inc., Bolton, Ontario, demonstrates one of the firm’s
pneumatic presses at the Great Lakes Industrial Show in Cleveland, Ohio.

Success of 1997 show

For the 1997 show, the Consulate
rented 12 spaces, featuring 12
Canadian companies — double the
number of spaces and more than
double the number of companies

- from the previous year. The 1997

show featured a great mix of Cana-
dian companies $pecializing in,
among other things, cutting tools,
safety products, industrial gloves,
temporary heaters, pressure wash-
ers and packaging. Participants re-

4

- 1998. The Consulate will again

Recruiting for 1998 show
The Consulate wholeheartedly

recommends exhibiting in future /

shows, including the 1998 edition/ .
set to take place November 10-12;

reserving 10 spaces an
more as demand requir
Canadian companies tha

—March 16,1998
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({“\anadian companies wishing to take the plunge into overseas trading are increasingly benefiting from participation
\_, in Team Canada or business-organized trade missions. Now the business community can also gain from missions
organized and undertaken.by Quebec students learning the business of scouting out new markets.

Ingénierie sans frontiéres takes off to Argentina

The most experienced of these students are found at
the University of Sherbrooke’s Applied Science Faculty,
where, for the past five years, future engineers have
arranged scientific and trade study missions to China,
Mexico, Vietnam and Chile. ‘

This year Argentina is where they will be going,
equipped with mandates from companies wishing to gain
a better idea of their chances for success in this country.
" As part of the non-profit, student-managed organiza-
tion Ingénierie sans frontiéres (“engineering without bor-
ders”), the participants in the 1998 edition will offer a
number of technical and administrative services to the
businesses wishing to support their project, including
engaging in meetings and research, promoting the com- -
panies to various Argentine stakeholders, and submitting
a report describing the business opportunities in the
region.

“We had many reasons for choosing Argentina as the
destination for our mission,” explains David Racine, the-
general co-ordinator for Ingénierie sans frontieres 1998,
“including the fact that more than ever, Argentina looks
to be a port of entry to the Latin American market.”

From Quebec Gity to Santiago
Laval University’s International Association of Economics
and Business Students (AIESEC) has also initiated stu-

+ dent-led trade missions. -

Having witnessed the success of the first trade mission
rgentina in 1997, the members of the 1998 edition
Consisting of undergraduate- and graduate-level busi-
3 istration students — are eagerly preparing for
/Chile this May:

know Chile very well, thanks in part to our
Araining hlch highlighted the various aspects
] : participant Bianca Dufour.
0 the needs of compames

market but are unable to

invest in all of the travel costs involved in this type of

market prospecting.”

Among the services provided by these future profes-
sionals to the companies mandating them are individual-
ized evaluation of the Chilean market, study of the com-
petitive environment, and analysis of possxble modes of
entry. ‘

For more information about the Argentine mission,
contact David Racine, Ingénierie sans frontieres 1998,
tel.: (819) 821-7127, fax: (819) 569-4114, e-mail:
isf98@gel.usherb.ca, Web site: http:/www.gel.usherb.ca/
grpetudiants/ISF98

For more information about the trade mission to
Chile, contact Bianca Dufour, AIESEC-Laval, tel.: (418)

1656-2131, ext. 8824, fax: (418) 651-3384, e- mall

bianca@videotron.ca

reat Lakes
 Industrial Show

- — Continved from page 5 -

distribution network would be appropriate for this
show. The Consulate has noted repeated requests
from manufacturers’ representatives in the region for
Canadian producers of “cold-headed” parts, such as
industrial fasteners, screws and bolts, and for steel
forgings of up to 5 pounds. The requirement is for
manufacturers capable of producing in quantities and
quality sufficient for the automotive industry.
Companies desiring specific information about these
and other opportunities in northern Ohio, as well as
companies wishing to exhibit at the 1998 show,

should contact Tom Quinn (ext. 3364) or Ralph Reich

(ext. 3356) at the Canadian Consulate, Detroit, tel.:
(313) 567-2208, fax: (313) 567-2164.

Department of Foreign Affairs and International Trade (DFAIT) —
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stakeholders, recently set up a
"network bringing together sup-

pliers from all industry sectors

under the same roof. The primary

EDC Boasts Record Year in 1997

—xpo-Rencontre Contech ltée,
.E an organization that seeks to
promote business interaction
among construction industry

~xport Development Corporation (EDC) supported $28.6 billion in sales

—~and foreign investment by Canadian exporters in 1997, exceeding vir-
tually all of its performance targets, according to its year-end results,
released in early February. ,

The Corporation, which provides financial and risk-management ser-
vices to exporters, served more than 3,700 customers, an 18 per cent
increase from the previous year. Business volume grew 30 per cent in
1997, to $28.6 billion, while net income rose by $16 million to $128
million.

“EDC results show that it was successful in helplng Canadlan business

-grow and prosper through international trade, while enhancing its financial

capacity to support future risk-taking on behalf of its customers,” said EDC
president and CEO A. Ian Gillespie.-

The number of small and medium-sized businesses supported by EDC
increased 20 per cent in 1997, and the value of exports by these businesses
grew 23 per cent from the previous year, to $4.8 billion. More than 85 per
cent of EDC customers are small businesses.

Many of EDC’s smaller clients have grown their annual business beyond
the $1-million mark since becoming EDC customers — including 136 cus-
tomers last year. “We view this as evidence of the growth that small compa-
nies can achieve once they start to tackle export markets,” added Gillespie.

Other key results include a $2.1 billion increase in assets to $11.8 bil-
lion; an increase in contingent liabilities to $8.7 billion from $7.4 billion;
and a 51 per cent increase in the number of claims paid (bringing the total
101,416), although the dollar value of these claims decreased from $60 mil-
lion in 1996 to $43 million.

“The recent economic turmoil in Asia underscores the important role
EDC plays in helping Canadian companies mitigate foreign financial
risks,” said Gillespie. “As an import maximizer, EDC must be able to
assess the risks and uncover the opportunities of doing business under
Uncertain conditions. In light of the deterioration in credit conditions in
Asia, we have set aside additional prudential reserves.”

goal of the Réseau des grands

partenaires et des grands exporta-

teurs (Major Partners and Exporters
Network) is to give the main
contractors in international pro-
jects rapid, efficient access to
small and medium-size exporters.

Primarily through the agency
of a specialized information sys-
tem, the Network aims, among
other things, to maximize sub-
contracting activities in the build-
ing and infrastructures industry
and to contribute to the growth
of new business opportunities
among Canadian small businesses,
individuals and major corpora-
tions already present on the
international scene. .

The Canadian government be-
came associated with the Net-
work by way of a financial con-
tribution made by the Federal
Office of Regional Development
(FORD-Q) in the context of the
IDEA-SME program. Among the
other partners affiliated with the
project are the Quebec Depart-
ment of Industry, Trade, Science

and Technology, the Fonds de soli-i

darité des travailleurs du Québec

and the Caisse de dépot et de place- ;

ment du Québec.
For more information on the

Girard, Project Manage
Rencontre Contech, tel.
646-1833, fax:
e-mailsgitard@c

—Mach16,1998
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I also thought the dialogue with
the four countries was first-class.
Regrettably, because of the ice
storm in eastern Canada, the Prime
Minister missed the Mexican and the-
first half of the Brazilian portions of
the trip. But when he arrived he
connected very well with his coun-
terparts, as did the premiers and 1
with our counterparts. There was a
real engagement on the issues and
a real sense of friendship and align-
ment.

On Canada-MERCOSUR, frankly

“we hoped it could have gone better
and that we would have signed a trade
and investment co-operation agree-
ment. But we were heartened by
Argentina’s President Carlos Menem
— who is chairing MERCOSUR for
the next six months — saying that
he is going to nake it his objective
during his leadership to ensure that
Canada and MERCOSUR sign an
agreement.

As for the FTAA, the Prime Minister
had a very positive discussion with
Chile’s President Eduardo Frei, who
said that he is prepared to do what-
ever he can to ensure the success of

. the launch at the Santiago Summit in

"\ April. And we assured him — and
l\}e leaders of the other countries —

Canada’s commitment to the

believe it is time that this

ric community came

rt: What will be done'to

Minister Marchi: Follow up is
extremely important. It's one thing
to go there and make deals; it's anoth-
er to have them come to fruition.
That’s why we’re planning to put

'six trade commissioners in the region

to follow up on the deals and oppor-
tunities. And we're planning to have
better co-ordination between federal
and provincial ministers travelling in
the region, so that our efforts are syn-
chronized.

CanadExport: Do you see any changes
being made for future missions in
terms of logistics, size of delega-
tion, and so on? - ‘

Minister Marchi: This mission was

about plumbing and poetry. The poet-

ry was right, but you can always
improve the plumbing. That’s why,
after each mission, we ask the busi-
ness community to tell us how we
can do things differently or better

_for the next mission. -

For instance, on the last mission,
the provinces said they'd like a little
more time for the premiers to do pro-
grams with delegates from their
provinces, so we gave the premiers.
more time on this trip.

On this mission, some people felt
the media and the delegation should

-not have been on separate planes. It

might be a better idea next time to
have the whole team on one plane,
connecting with each other.

You could also argue that there
should have been more time for the
Prime Minister and the premiers to
be together with our business people.

We held forums in two of the coun-
tries; maybe there should have been
forums in all four countries.

The business people told us they
would have liked briefings from our
ambassadors in each of the coun-
tries, and not just economic brief-
ings but also political, so next time
we're going to make sure that this
happens.

CanadExport: What was the feeling
of the business community about
future relations between Canada and
Latin America?

Minister Marchi: I thought they
were very enthusiastic. They came
away from the mission feeling that
there is something very special
between Canada and Latin America,
and that this hemisphere is going to
be our next identity rendez-vous.
We're in the same time zone, and
our business cultures are closer and
more adaptable than, say, Asia Pacific.
I think we’re seen in Latin America
as a counterbalance to the United
States. We proved that we can sell
and we proved that there are buyers
there for our products and services.
I think we’ve got all the elements
we need to really make a mark in
Latin America.

Latin Americans are interested in
Canada, in how we educate, how we
manage health care, how we run
social programs and governments,
and how we relate to the U.S. and
protect our own identity, despite
living right next door. This mission |

(ontinved on page 9 — CanadExport Talks
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was a confirmation of our mutual
interests, and I think the best years
are clearly ahead of us.

CanadExport: Apart from Team

Canada missions — which are nec-
essarily limited in the number of
participants — what else is being
done to help the business commu-
nity succeed internationally?

Minister Marchi: We have put in
place a number of new initiatives in
the past year, particularly to help
small and medium-sized businesses.
We have a new SME unit in the
Department of Foreign Affairs and
International Trade, and a new Team
Canada Inc network, which brings
together the different departments

- involved in international business

development. _

We are encouraging the marketing
of educational institutions as smart
business, and we're trying to adopt a
more aggressive stance of selling
Canada — a Canada of 1998, not a
mythical 1948 version. That means
we have to be more aggressive on
investment. We want to promote
Canada not only as a good market-
place, but also as an ideal place to
invest and as a gateway to North
America and Asia Pacific.

We are pushing our financial insti-
tutions to take note of this trade revo-
lution, so that exporters can get the
financing they need. When you look
at the results of the Export Develop-
ment Corporation and the attention it
has been giving to small business, as
well as the growing interest in exports

‘CanadExport

by the major banks, what you see is a
financial community that now believes
in our exporting community.

There is still room for improve-
ment, but I think Canada is coming
of age, and we are probably surpris-
ing ourselves as to how successful
we truly can be on the world stage.

CanadExport: What advice can
you offer to businesses that may be
interested in participating on the
next Team Canada mission or in
exporting in general?

Minister Marchi: Preparation is the
key. Businesses need to know the
marketplace and the culture, as well
as to know in advance the players
that they are going to meet. They
also need to know what kind of
export assistance is available from
the embassies and the trade com-
missioners.

‘Of course, you can go on the fly
to a country to check things out, but I
would recommend doing your home-
work before you go.

" CanadExport: Where will the next

Team Canada mission be?
. 1

Minister Marchi: That hasn’t been
decided yet, although the Prime
Minister has speculated publicly
that he would like to take a Team
Canada mission to Russia. Its up to
the Prime Minister — along with
the premiers — to decide where the
next stop for Team Canada is. It real-
ly has been a successful experiment,
not only in assisting our business

community to connect internation-
ally, but also in the attention it gen-
erates in the public mind of the pos-
itive role trade has for a country like
~ Canada. We can't afford to run away;
we need to reach out and find a place
for ourselves in the world community.

CanadExport: Do you have a favou-
rite moment from the mission?

Minister Marchi: One of the things I
really appreciated was the opportuni-
ty to get to know the premiers. When
the Prime Minister said these mis-
sions are the best thing for federal-
provincial relations, he was absolute-
ly right. The kind of bonding that
takes place on these trips is felt long
beyond the 12 days. Hopefully now
we can work more collaboratively
rather than in the partisan way that
sometimes enters the political arena.

And as with the premiers, it was
really great to get to meet the hun-
dreds of business people travelling
with us. It truly is incredible how
vibrant and innovative our small
business community is.

The third thing for me, personal-, -
ly, was going back to the country
where I was born. I don’t think my
parents dreamed 40 years ago whe
they left Argentina that their kji
would return as a chief g c{
for Canadian trade. At

—March 16,1997 v




Exporter of the Month

_) the small Concord-based firm received from the Canadian Trade Commissioner Service was so convincing that it

S pec Furniture had no real intention of getting into the export business — at least so soon — but the encouragement

decided to take the plunge.

In the six short years since its incep-
tion in 1992, the manufacturer of
institutional metal furniture has not
only doubled its revenues but wit--
nessed a six-fold increase in the num-
ber of employees.

“Approximately half of our $5.5--
million annual revenues now come
from the U.S. market,” says Spec prin-
cipal Ken Slaney, who currently
employs 18 people full time.

Exporting to the U.S. was not
completely foreign to Slaney, who
had some experience south of the
border when he worked for another
company before forming his own. -

Strong DFAIT support

“We were encouraged by the Depart-
ment of Foreign Affairs and Interna-
tional Trade (DFAIT) to participate

in a specialized trade show; Designfest, -

in Florida, in 1994, with the help of
a DFAIT Program for Export Market

Development [PEMD] loan,” Slaney- -

recalls. “That’s where 1 met Bill Stolz,
- Commercial Officer at the Canadian
Consulate General in Atlanta.
“As a result of our participation in
that show, we signed up three repre-
ntatives for our products — tables
5

¢signed for the institu-

o> t N

never looked back. . _
has 1grrepresentatives

tives were established in the last year.

“We listened to Bill and used his
list of contacts,” says Slaney, “and
now we have reps in areas where we
didn't have any before. Our next step
is to expand our reach to the west
coast.”

)

A happy exporter

Slaney participates in half a dozen
trade shows a year and makes numer-
ous sales trips to the United States,
with the encouragement of Bill Stolz
still ringing in his ears.

“The incentive provided by DFAIT,
both at home and through the Trade
Commissioner Service abroad, gave
us the means to market seriously -

outside of Canada says a thankful .

Slaney.

Although he is still learning the
tricks of the trade, he nevertheless
has a few pointers to pass along to
other small Canadian companies
interested in making a go south of
the border.

~“You must deal with your American
customers in U.S. dollars,” he ad-
vises, “and make it your responsi-
bility to see that your products clear
the U.S. border, because the customer
doesn’t want that extra hassle.”

As far as exporting to other parts
of the world, Slaney is starting to fol-
low up some good leads coming in
as a result of his being registered on
DFAITs WIN Exports database (see
box on p 3).

For more information on Spec
Furniture, contact company principal
Ken Slaney; tel.: (905) 761-7900, fax:
(905) 761-8100. :

Continved from page 2

available free of charge by calling the
DFAIT InfoCentre’s Faxlink at (613)
944-4500, using your fax phone
handset and punching in the code
for each summary (the catalogue’s
order number is 81186 and it lists
all the codes for the Market
Summaries). The catalogue is also
available at International Trade
Centres across Canada.

Market Profiles ($10 for hard copy
and $7 for a diskette), Business
Guides, and Business Tools ($10-20,
for hard copy and $7 for a diskette)
are available from Prospectus Inc.,
tel: (613) 231-2727, fax: (613)
237-7666, Internet: http://www.

~ prospectus.com

For more information, contact the
Mexico and Inter-American Division
(LMR), Latin America and Caribbean
Bureau, DFAIT, tel.: (613) 992—0385
fax: (613) 9906-6241.

This document is also available on

~ the Department’s Internet site at

hup//www.dfaitmaeci.ge.ca

Department of Foreign Affairs and International Trade (DFAIT) —
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“promotional partnerships” with,
for example, restaurant and super-
market chains. .

The Government of Canada aims
to double its exports in this sector,
increasing their value to $300 mil-
lion per annum by 2002.

Aeronautics and defence indus-
tries. Current reforms designed to
restructure and consolidate France’s
aeronautics and defence industries
will open up new opportunities for
Canadian companies. Indeed, fierce
competition and the emphasis on
cost considerations are encouraging
French industries to seek new part-
ners and suppliers of high-technolo-
gy products and services.

Canada hopes to increase its annu-
al sales to these industries by 15 per
cent, or $50 million. Emphasis will
be placed on expanding the Cana-

dian equipment and services con-

tent in French aeronautics and:
defence industry programs, includ-
ing those involving thlrd-country
projects. .
Environment. This sector offers
growing potential for expansion in
France as new environmental pro-.
tection regulations are implement-
ed. France is thus increasingly seek-
ing partners to help its industries to
develop new environmental tech-
nologies and services. . B
Canadians currently control 1

per cent of this market. The Gov--

ernment of Canada would like to
increase this share to 5 per cent,
Wwith particular 'emphas'is on pro-
moting Canadian expertise in' waste
Management, site rehabilitation and

soil decontamination. The Govern-
ment of Canada also wants to increase
the market share for equipment suppli-
ers in the field of water and waste treat-
ment from 1 per cent to 5 per cent.
Consumer products. France is a
major market for consumer goods,
with emphasis on top-of-the-line and
quality products. Sectors that offer the
best prospects for Canadian exporters
are toys, cultural products, Aboriginal
arts and crafts, sporting goods (espe-
cially for winter sports), fragrances
and perfumes, furniture and fashion -
accessories. - ' o
Canada aims to increase the value
of our consumer goods exports to
France from current levels of $80
million to $150 million per year.
-Tourism. The number of French
tourists visiting Canada increased
from 110,000 per year in 1986 to
465,000 in 1996. In meeting compe-
tition in France’s tourism industry,
Canada’s image as a “nature des-

“tination” is a key asset, as is the

favourable attitude among the
French, who increasingly view
Canada as an alternative to their

~ European ski vacations.

The Government of Canada aims

_to increase the annual number of

French tourists visiting Canada to

750,000, which would generate -

$850 million in revenues and create
some 23,000 jobs here.

Space, science and technology.
France leads the G-7 countries in
terms of the relative size of its R&D

spending. It is also a world leader in
sectors such as telecommunications,

medical research, biotechnology,

~ gram will focus on:

agriculture and space, and contin-
ues to offer Canadian companies
real opportunities to acquire key
technologies in these areas.

In this key sector, Canada seeks

to establish new bilateral co-opera-
‘tion with researchers in the public

sector. It also seeks to promote the
establishment of 20 bilateral R&D
partnerships within the context of

the EU’s R&D programs. Canada - |

aims to help create 10 technology
partnerships between Canadian
firms (especially small businesses)

-and French companies. It also

hopes to strengthen the co-operative
and supplier relationships between
Canadian space companies and -
French prime contractors, especially
on major European and global com-
mercial projects.

France: a source of foréign investment
As well as being a key trading part-

. ner for Canada, France also plays an

important role in investment as

Canadas fifth-largest foreign investor.
Six hundred French firms and their

subsidiaries are established in Cana-
da, helping to create some 40,000

-jobs here. )

A new program of activities w111
be proposed in connection with th
federal strategy to attract and main
tain foreign investme

~ March 16, 1997




among a people. It provides a way
for people to behave with or with-
“out conscious thought, and there-
~ fore impacts on and influences all
facets of social interaction.

‘This impact is demonstrated by
the many intercultural misunder-
standings that may occur when mem-
bers of two or more cultures con-
verse. Misunderstandings may result
from the usage of culturally loaded
language that is prone to misinter-
pretations, such as jargon and slang.
Misunderstandings may also be the
result of the much more subtle pro-
tocol that a culture applies to lan-
guage. For example, North Ameri-
cans and Europeans tend to “front-
load” their speech — providing
‘important information first, then

* Increased contacts between French
and Canadian business associa-
tions, which could be facilitated
by, among other things, visits by
high-level dignitaries and a more
sustained program of corporate

\ liaison. '

* Renewed sales and marketing

efforts, supported by strategic vis-

to Fre pch firms, Canadian par-
in national and interna-
and shows and a solid

information of lesser value intend-
ed to “fill in” conversation. Other
cultures begin with statements of
lesser importance, making their point

~only at the end of their communiqué.

Many protocols of conversation
will depend on the social context.
For example, some cultures will
not state important points during

"a meeting, because they view meet-

ings as ceremonial, not as a venue
for discussion or conflict. With such
cultures, it is likely more appropri-
ate to discuss matters of importance
in private.

Open-mindedness key to intercultural
understanding

A key to working and living in an
intercultural setting, says CIL direc-

Continved frompoge 11

ing maximum use of Canadian
and local consultants.

* Partnerships with the provinces
and municipalities, promoted
through business missions, round
tables or presentations highlight- -
ing the sectoral expertise of Cana-
da’s provinces and municipalities.
The Canada-France Action Plan is

available from DFAIT’ InfoCentre

or on the Departmental Web site
at http://www.dfait-maeci.gc.ca/
english/geo/europe/e-france.htm.

Note that action plans have been or

are in the process of being prepared

for most of Canada’s key markets.

tor Robin Henderson, is to remain

non-judgmental.

“Everyone is acting rationally with-

in his or her own context and frame-

work. In a gathering like this one

[APEC], people are our job.”
Henderson emphasiigs that since

we won't understand all of our

guests’ patterns, it is important to
tolerate ambiguity and react posi-
tively to new, different and unpre-
dictable situations. As well, inter-
national guests may be jet-lagged
and under stress in an environ-

ment that is not their own.

Empathy, patience, and persistence
might be the most effective tools for
dealing with them.

On a final note Henderson adds,
“As more and more professionals
engage in international activities,
a critical indicator of their success
will be whether they have added
intercultural preparation to their
planning checklist. Without a high-
er level of awareness and skill, you
may never realize what it is you
should do — or, perhaps more
importantly, not do — to maxi-
mize your performance in a dif-
ferent cultural setting.”

For more information about the
Centre for Intercultural Learning,
contact Gregoire Jodouin, Canadian
Foreign Service Institute, 15, rue
Bisson, Hull, Quebec, J8Y 5M2,

: (819) 997-5681, fax: (819)
997 5409, e-mail: g]odoum@
Iscomm.com oo

CanadExport On-Line
http://www.dfait-maeci.gc.ca
/english/news/newsletr/canex

Department of Foreign Affuirs'_und International Trade (DFAIT)—
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months to negotiate a schedule contract with GSA.

’T‘he General Services Administration (GSA) negotiates with vendors to create open-ended contracts called “schedules,”
J which U.S. federal government departments may use for easy and efficient procurement. It takes between four and six

The information listed below was current at the time of going to press; changes may have occurred in the interim.

Schedule Identification: 2320 Truck and Truck Traclors, Wheeled

Description: Trucks
Estimated value: USs$ 15,000,000
Forecast initial procurement: July 1998
Contract period: FY 1998
Procurement method: Negotiated
Contact: D. McIntosh

Tel.: (703) 308-4385
Fax: (703) 305-3034

Schedule Identification: 2310-Passenger Motor Vehicles

Description:

Estimated value: .

Forecast initial procurement:
*Contract period:

| Procurement method:
i Contact:

Light Trucks,

June consolidation
US$5,000,000

July 1998

FY 1998

Negotiated

John Klement

Tel.: (703) 308-4174
Fax: (703) 305-3034

{ Schedule Identification: 7310-Food Cookirg, Bukmg,

| Forecast initial procurement:

y Procurement method:
| Contact:

| —March 16,1997

and Serving Equipment
Description:
Estimated value:

Contract period:

Flatware, Kings pattern

- US$60,000-$66,000
“July 1998
'FY 1998
. Indefinite delivery contract

Frank Lioce

 Tel: (817) 978-4544

Fax (817) 978-8661

Sthedule Identification: 62-l|ghnng Fixtures and l.amps,

Household and Quarters Use
Description:

Estimated value:

Emergency and Aux111ary
Light Sets - ~
US$540,000-$660, 000

Forecast initial procurement: July 1998

Contract period:
Procurement method:
Contact

FY 1998

Indefinite delivery contract

Evelyn Auberry
Tel.: (817) 978-8379

. Schedule Identification: 6805

; Description:

i Estimated value:

! Forecast initial procurement:
: Contract period:

i Procurement method:

i Contact:

i Schedule Identification: N/A
: Description:
i Estimated value:
- Forecast initial procurement:
! Contract period:
! Procurement method:
i Contact:

Sodium Hypochlorite
(Liquid bleach)
US$25,000-$1,000,000
July 1998

FY 1998-FY 2003
Indefinite delivery contract
Debbi Ginther

Tel.: (206) 931-7484

Fax: (206) 931-7174

Cleaners/Degreasers
US$25,000-$18,000,000
July 1998

FY 1998-FY 2003
Multiple award schedule
Tom Westerlund

Tel.: (206) 931-7937

. Fax: (206) 931-7174

: Schedule Identification: 8027

! Description:

i Estimated value:

: Forecast initial procurement:
i Contract period:
 Procurement method:

i Contact:

Schedule Identification: 8351

: Description:
- Estimated value: - US$100,000-$1,000,00

: Forecast initial procurement: July 1998 g

i Contract period: FY 1998-FY 200

i Procurement method: Indefinite deliv

i Contact: Ken Spevacek S

i 931 9
N931 ?

Continved on pa

Primer Coating
US$100,000-$400,000
July 1998

FY 1998-FY 2000
Indefinite delivery contract
Yvonne J. Salas

Tel.: (206) 931-7082
Fax: (206) 931-7174

Sealants and Adhesives

Business Opportunities

i




Business Opportunities

—he following trade opportunities have been received by the International Business Opportunities Centre (IBOC)

. of the Department of Foreign Affairs and International Trade and Industry Canada. These opportunities are
posted for the benefit of Canadian companies only. To obtain more information about these tenders, contact the
appropriate person at IBOC, whose name appears at the end of each summary below, quoting the IBOC case number
for speedier service. Canadian exporters needing assistance in preparing international bid documents may want to
use the international contracts expertise and services offered by the Canadian Commercial Corporation. This.Crown
corporation is located at 50 O’Connor St., Suite 1100, Ottawa, ON, KI1A 0S6, tel.: (613) 996-0034, fax: (613) 995-2121.

EGYpT — A consulting firm seeks to
represent a Canadian company that is
internationally accredited as third
party auditor in 1ISO9000/QS9000
(Quality Management Systems) and
1SO14001 (Environmental Manage-
ment Systems). Contact Betsy Chaly,
fax: (613) 996-2635, quoting IBOC
case no. 980120-02659.

INDIA — A newsprint and paper com-
pany seeks a Canadian joint venture
partner to upgrade the technology of
its paper machine, which has 90,000
PTA newsprint and W/P paper-mak-
ing capacity. Contact Betsy Chaly, fax:
(613) 996-2635, quoting IBOC case
no. 980115-02622.

INDIA — A paper mill seeks a Canadi-
an joint venture partner to revive an
80 TPD capacity paper mill, which is
currently manufacturing 50 TPD °

| bagasse-based paper and 30 TPD

iting/printing paper from waste
\a er. Contact Betsy Chaly, fax:
[l;) 996-2035, quoting IBOC case

02640.

print company seeks a
,»f'z)int venture partner to‘
,i%%é .

ity pul ! tact

INDIA — An educational institution
seeks a Canadian joint venture part-
ner for the development of an eco-
friendly bus, using available sys-
tems, with the eventual goal of
reducing the cost of trolley infra-
structure. Contact Betsy Chaly,

fax: (613) 996-2635, quoting IBOC
case no. 980126-02705.

MozamBIQUE —.The Government
seeks a Canadian joint venture part-
ner in a rail and port restructuring
project, with potential funding from
the International Development
Agency (IDA). Consultancy experi-

“ence with corporate restructuring,.

staff redundancy, pension programs,
and environmental impact assess-
ment is required. Contact Betsy
Chaly, fax: (613) 996-2635, quoting
IBOC case no. 980120-02625.

SAUDI ArRABIA — A trading and con-
tracting company with experience in
power distribution seeks a joint ven-
ture partner with experience in the
technology, design expertise, and
project management of higher volt-

~ age contracts to bid on electrical
~ substation contracts in Saudi Arabia.

Contact Betsy Chaly, fax: (613) 996-
2635, quoting IBOC case no. 980120-
02662. o

SAUDI ARABIA — A steel company
seeks a Canadian company to trans-
fer technology or to partner in a
joint venture in the manufacture of
steel towers for power transmission
lines in Saudi Arabia. Contact Betsy

"Chaly, fax: (613) 996-2635, quoting

IBOC case no. 980120-02658.

SAUDI ARABIA — An investment com-
pany seeks a Canadian joint venture
partner for the manufacture of insu-
lated plastic food and drink contain-
ers (thermos bottles, food coolers,
etc.). Contact Betsy Chaly, fax: (613)
996-2635, quoting IBOC case no.
980120-02660. .

Ucanpa — The Electricity Board seeks
expressions of interest from Canadian
companies for an upcoming tender to
supply low-voltage line conductors,
earth wires, insulators (including
hardware), cables, transformers, ener-
gy metres, and hardware for substa-

‘tions. Contact Betsy Chaly, fax: (613)

996-2635, quoting IBOC case no.
080204-02812.

Other tender calls and trade opportu-
nities can be found on CanadExport
On-line at http://www.dfait-maeci.gc.
calenglish/news/newsletr/canex

Department of Foreign Affairs and International Trade (DFAIT) —




VENEZUELA AND COLOMBIA — March

23-27, 1998 — The South America

Division of the Department of

Trade will sponsor a trade mission
to Venezuela and Colombia aimed
at export-ready firms that are

Foreign Affairs and International new to the market.

TORONTO —— October 16-17, 1998 — Over 500 exhibitors and several
thousand visitors will be attending NEX ’98, sponsored by the American
Supply Association (ASA), the Canadian Institute of Plumbing and
Heating (CIPH), and the National Association of Plumbing, Heatmg,
Cooling Contractors (NAPHCC). ' S
NEX '98 will provide a premier international networking and selling
opportunity for Canadian and U.S. industry members. Participants will

have the opportunity to discuss installation concerns or challenges. with -

technical experts, compare products from the leadmg manufacturers,

Participants will receive prepara-
tory group and individual training

in Canada before the mission. The -

program in South America will
include networking conferences
with local associations and trade
media, followed by site tours and pri-
vate visits by mission participants to
potential buyers, agents and/or part-
ners, tailored to meet the specific
interests of companies looking-
for new opportunities in these markets.

- The mission will focus on oil
and gas, telecommunications, and
the environment.

For more information, contact your
nearest International Trade Centre or
the South America Division (Chile

Trade Fairs

and obtain new products or suppliers. .
- For more information or to register, contact NEX ’98 at fax: (416) ;e . v
- B 695-0450. - / | | !

Desk), DFAI'I?,Ifai)g: (613) 943-8806.

ks S - ‘
1 Schedule Identification: 8095 i For other forecasted procurements, visit http://w3.
0 Description: Paint, Unicoat- - i gsa.gov/web/i/ion/con_opp.nsf For general information

on the GSA, visit its Web site at http://www.gsa.gov; or .
Forecast initial procurement: July 1998 . contact Allison J. Saunders at the Canadian Embassy in

er- | Contract period: - FY 1998-FY 2000 Washington D.C,, fax: (202) 682-7619, e-mail: allison.
} Procurement method: Indefinite delivery comract saunders@wshdc01.x400.gc.ca

) Contact: Yvonne J. Salas :  The Canadian Commerc1a1 Corporauon (CCC) off
Tel.: (206) 931-7082 : ing

Fax: (206) 931-7174 | to do business with the U.S. federal govern

For more information on these upcoming procure- | more information, contact Sue Davis, fax:

I- ments, contact the corresponding contracting officer. 2121, e-mail: suedavis@ccc.ca

- | ( MARKET.
REPORTS

Estimated value:: US$500,000-$1,700, 000

" identify foreign markets. Currently, some 260 reports are available in 25 sectots
and automofive to consumer products, forest industries, plastics, space and touris
InfoCentre’s FaxLink (613-944-4500) or on the Internet at Imp./ ;\‘r’lww.infoexpon

)

DFAIT's Team Cunuda Market Research Centre produces a full range of sectoral mm{

— I — March 16, 1997




Business Agenda

Publications

™he Business Development Bank
Iof Canada is launching a New
Exporters Program (NEXPRO) tai-
lored to the high-technology sector
(and supporting services) in the
National Capital Region. The program
will help companies, particularly
small and medium-sized firms, save
time and money by showing them the

he second edition of Pathways
Tto Success — Canadian Business
in Eastern and Southern Africa —
is a valuable guidebook offering

steps to developing successful inter-
national trade strategies before they
leave Ottawa. While mucth;}rle focus
will be on exportipg to t“fﬁ’ﬁﬁited

States, there will a'léc'f,be a global com-
ponent. o7 ' ’
- The 10-month program consists of
over 100 hours with international
trade experts and over 40 hours of

the perspective of Canadian com-
panies that have tried new things,
developed new markets and creat-
ed new partnerships in Eastern

new practical guide has just
L7\ been published, in French,
for Canadian small and medium-
sized businesses interested in get-
ting into exporting. Comment gag-
ner la course a l'exportation (“How

to Win the Export Race”),vby‘ :

Georges Vigny, is a joint publication

 of the Fondation de IEntrepreneurship

and Les Editions Transcontinental.

The book provides much useful
nformation, including a planning
for theafirst business trip

abroad and information on the
best market opportunities and key
sectors in world markets, as well
asa comprehensive directory of
resources to assist exporters. A list
of Web sites is also included.

For more information, or for
orders, contact Les Editions
Transcontinental, tel.: 1-888-933-
9884 or (514) 925-4993 (Montreal
area), fax: (514) 933-8823, Web
site: http://www.gvigny.com

trade counselling with an export.advi-
sor on your premises. v
Limited space is available. ‘
For more information, contatt
Maggie L. Maier, Export Adv_iscfr,
Business Development Bank, tel.:
(613) 995-9494, e-mail: ‘
maggie. maier@bdc.x400.gc.ca

and Southern Africa. Funded in
part by and published on behalf
of the Department of Foreign
Affairs and International Trade
(DFAIT) and the diplomatic/trade
offices of Kenya, Malawi, Namibia,
Tanzania and Zambia, Pathways
to Success II offers profiles of the

five countries and briefing notes .

on the New Africa and Canadian
business, regional economic
organizations, mining in Africa,
and contacts in Canada and
Africa, as well as a briefing note,
on Mozambique and Angola.
Pathways to Success II — along
with its predecessor Pathways to
Success: Canadian Business in the
New South Africa — is available,
in English and French; from
DFAIT’s InfoCentre.

%

plling Info(gnlr

'

R DFAIT's InfoCentre provides counselling, publications, indluding market reports, and referral services to Canadian exporters. Trade-related
U information can be obtained by contacting the InfoCentre ot 1-800-267-8376 (Ottawa region: 944-4000) or by fax at (613) 996-9709;
b xLink (from o fax machine) at (613) 944-4500; or by acces

sing the DFAIT Internet World Wide Web site at

'

Return requested
if undeliverable:
CaNADExporT (BCFE)
125 Sussex Drive
- Ottawa, ON
| - KIA0G2
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Team Canada:

A Winning Formula

n\}\ —{) -4

or-Canadidn-Industry

by Carol Nadon, Publisher and Editor-in-Chief, e ournal Commerce International (http: //]ournala mﬁmt net)

Tam Canada missions are generating tremendous interest across the country among Canadlan business people, who
are v:rtually unanimous in supporting and even insisting on these kinds of missions.

The results of the recent Team Canada
trade mission to Latin America speak
for themselves. Like previous mis-
sions, it has triggered a chain reaction
throughout Canadian industry.

The value of the contracts signed
during the mission attest to its value.
More than $1.7 billion in firm con-
tracts, distribution and partnership
agreements and agreements in \princi-

by David Collins, Minister-Counsellor; Canadian Embassy in Seoul

ile investment in Korea is sure to guarantee a roller-coaster ride through
1998, there has never been a better time to establish a long-term presence
in this Asian country, especially in portfolio and existing corporate investments.
‘The price is right.

The low value of the Korean stock market and the depreciated won, com-
bined with the modest confldence being restored through the International
Monetary Fund (IMF) and the robust commitment to reform being exhibited
by incoming pre51dent Klm D], are maklng Korea worthy of consideration
for investment.

Encouraging investor confidence

With strong support from the IME, Korean officials are movmg quickly to
establish the kind of market-driven regime necessary to encourage foreign
investor confidence. Foreigners are now allowed to hold up to 50 per cent of
listed companies on the Korean stock exchange (to rise to 55 per cent this
year) and to buy up to 30 per cent of short-term corporate and other bonds.

Continued on page 7 — The Time

“CanadExport On-Line
http://www.dfait-maed.gc.ca/english/news/newsletr/canex -

ple were concluded opemng the way
to business development between
Canadian companies and those in
the southern hemisphere. New client

and distributor networks will open

the way for additional markets in
the longer term.

Answering the critics
Despite the results, criticism and
scepticism have been expressed in
some quarters of the general press.
Commerce International disagreés
with the arguments that challenge
the validity of the missions:
Continved on page 6 — Team Canada

Info

. Export
hitp://www.infoexport.gc.ca

Source
| Ontine Services on divece |

hitp://exportsource.gc.ca
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% Team Canada Inc: A Current Affair

omething happened on the way to the Canada Export Awards ceremony last October in Quebec City, which was held
S in conjunction with the annual meeting of the Alliance of Manufacturers & Exporters Canada. The 600 or so people
in the audience were expecting a typical awards show: step up to the podium, accept the award, give a short thank-you
speech, exit stage left. That’s not what they got. '

The first hint that this show was
going to be different was the venue
— not a hotel conference room but a
grand old-style theatre, Le Capitole,
in the heart of Quebec City.

Clue number two: the stage. No
podiums, but five comfortable arm
chairs set in a semi-circle around a
low coffee table. And the backdrop
— colourful billowy sails draped
from the ceiling.

The stage itself, designed by
Montreal-based Enigma Commu-
nications, evoked images of the
world’s first traders, the Venetians,

23yt

me

introduction of the MC for
the ceremony — popular
Quebec television talk show
celebrity and former host
of Musique Plus, Sonia
Benezra — a novel choice -
to host a government- and
corporate-sponsored awards
ceremony. '
After her opening remarks,
Sonia welcomed her co-host:
“I'd like to introduce the
person who will be pre-
senting the 1997 Canada
Export Awards. Please welcome

' '\fommodities. ‘What better setting

I've seen enough award ceremonies to know what to expect. However; this one was
unconventional to say the least. The interview format was unprecedented in that
it allowed absolutely everyone to be at ease; you know — “just be yourself.”
Let me “wrap it up” by saying, it was a bundle of fun.

[Wulftec exports stretch-wrapping machinery and equipment.]

Alec Van Zuiden, Wulftec International

Portuguese and Turks, who sailed my co-host, Sergio Marchi, Mi-
from port to port selling their wares  nister for International Trade.”
and returned home with precious =~ The show had begun.

From left to right: Ian Gillespie, president of EDC;
, Sonia Benezra; Lorne Berggren, chairman and CEO

of Berg Chilling Systems; Minister Marchi

As the ceremony unfolded, the
hosts won the audience over with
their charm and wit. It was obvious
they were equally at home on stage.
This made the evening’s recipients
and guests also feel comfortable
and relaxed — many of whom had
expressed concern about this new
format and the fact that they would
not have prepared speeches to deliver.

Continued on page 8 — Export Awards

n Quebec City, with its central
t on the St. Lawrence River and
ite of Canada’s first forays into

ga ISSN 0823-3330
Foi

p %

Associate Edit¢
Design: Boite
Layout; Yen Le

Circulation: 70,
Telephone: (613
Fax: (613) 996-9
E-mail:
canad.export@ext

- e

CanadExport

Extracts from this publication may be reproduced for individual use without
ded the source is fully acknowledged. However, reproduction
yn in whole or in part for purposes of resale or redistribution

Editor-in-Chief: Amir Guindi permissio i
. Managing Edij
#of international trade? anaging =

permission from CanadExport.

|
}is published twice monthly, in both English and French, by

of Foreign Affairs and International Trade (DFAIT),
ategies and Planning Division (BCF).

available in Canada to interested exporters and business-
\a subscription, call (613) 996-2225. For address changes and
'send your mailing label. Allow four to six weeks.

0025 755A0J5xport (BCFE), Department of Foreign Affairs and

+}25 Sussex Drive, Ottawa K1A 0G2.

-

] ‘ Department of Foreign Affairs and International Trade (DFAIT) —




€.
ts
e
d
w
d
L

@n the Team Canada Trade Mission to Latin America in January, four new Canadian Education Centres (CECs) were
officially opened in Mexico, Brazil, Argentina and Chile.

“Canadians know that a highly edu-

"cated and trained work force is one

of the most important resources in

making a country competitive,” said
International Trade Minister Sergio
Marchi at the opening in Mexico City.
“Canadian schools have much to offer
international students — high educa-
tional standards, relatively low tuition
fees and an attractive environment

in which to study and live.”

Enormous potential for Canadian education

The Mexico City CEC first opened its
doors to the public in April 1997 and
has already proven to be extremely
popular, according to CEC Network

~ president Rodney Briggs. Through

the remainder of 1997, the Centre
received close to 9,300 inquiries from
Mexican students interested in pursu-
ing studies in Canada, and the number

ey

Increase,

and notary acts and financial transfers on behalf of
individual Canadians. The legal and notary acts involve
such activities as administering oaths, authenticating - the departmental Web site at http:/www.dfaifgmaeci.
signatures, certifying documents and other services, as e

detailed in the Schedule to the Consular Fees (Specialized
Services) Regulations. The financial transfers are for | should be sent to the Director General,
Canadians in circumstances in which commercial
transfer facilities may not be available or appropriate.

of student authorizations issued by

"Canada to Mexican students in 1997

increased by 675 from the previous
year, to 2,175.

“In Brazil, the potential for Cana-
dian education is enormous and
growing,” says Mr. Briggs. Currently,
30,000 Brazilians study abroad —
among them 20,000 in the United
States and 6,000 in Europe. “The pre-
sence of Brazilian communities in
Canada, along with low tuition fees in
a safe yet cosmopolitan environment,
holds appeal for Brazilian students.”

The same can be said for students in
Argentina and Chile, where Canada
and Canadian education have an
extremely positive image.

Boosting Canada’s profile
All in all, the new centres — located
in Mexico City, Sdo Paolo, Buenos

in ‘Consular Fees for Specialize

As of April 1, 1998, the consular fees associated with
£ X certain specialized services have been increased.

ON KI1A 0G2.

These fees do not apply to Canadians who are in

emergency or other life-threatening situations.

Interested persons and organizations 2
aged to provide their views on the matter.

Affairs Bureau, DFAIT, 125 Susse

Aires, and Santiago — will do much-

to boost the profile of Canadian
education in Latin America. ’

The CEC Network is designed
to attract international students to
Canada by helping Canadian public
and private education providers
market their products and services
abroad. As subscribers to the
Network, Canadian schools and
education companies (230 to date)
are promoted at the Centres and
at education fairs held through-
out the host country. The open-
ings in Latin America bring the
number of CECs around the world
to 14. < ‘

For more information, contact
David Lysne, International Academic
Relations Division, DFAIT, tel.: (613)
996-2041, fax: (613) 992-5965.

ARy

o

ervices -

More information on these fees can be found in
the January 3, 1998, edition of the Canada Gazette,
"The increased fees relate to consular services for legal Part 1, available from the Department of Foreign
Affairs and International Trade (DFAIT) InfoCentre
tel.: 1-800-267-8376. The Gazette is also published

Drive}
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Trade News

ith the globalization of trade and the rapid acceleration of technology, food- and beverage-processing industries
more than ever need assistance in order to remain competitive. That is why a number of them look to the Food

t

A government agency linked with -
Agriculture and Agri-Food Canada,
the Centre has been an essential and
unique tool for the Canadian food
industry for over 10 years. Its pro-
jects, proposed and carried out by the
manufacturers, are successful primar-
ily because of its strategrc research
activities.

Communicating needs and expectations
Composed of industry and business
association representatives and
created to establish direct contact
with business, the FRDC Board of
Governors is a place where manu-
facturers can express their needs,
priorities and expectations to the
Centre. The Board has provided
funds to the FRDC to develop -
transfer of knowledge activities.

Simple access to R&D environment
Businesses seek the assistance of the
FRDC primarily for its industrial

program, which gives them a’unique‘

opportunity to carry out research

~and development projects either on

helr own or in co-operation with
% hnical and scientific personnel
ithe Cen Te.

The Centre provides access to its
pilot plants, its professionals and its
specialized services in fields as ad-

vanced as analysis of the permeability

of packaging material gases or senso-
ry analysis. The process is supervised
from start to finish by the industry.

Judging by its popularity, the
Centre’s industrial program — certi-
fied 1SO 9002 in 1996 — appears
to be meeting a need: some 400 com-
panies have carried out more than
1,200 high-technology projects
since its inception.

Geomar International: successful partner
Geomar International, a multinational
company specializing in financial
architecture, technology adaptation
and international trade, has availed
itself of the FRDC'’s expertise and is
now considered to be a partner on
international research and innovation
projects. Company president Jean
Pierre Mathieu believes this industry-
government partnership is a major
asset both for the partners and for
the community as a whole.

“I believe this type of partnership
makes it easier to apply discoveries
made in government laboratories and

¥
* Research and Development Centre (FRDC) in Saint-Hyacinthe, Quebec, when developing new products and technologies.

to dovetail research priorities with
those of industry,” he explains. “It is
an effective way of replacing previous
subsidy structures and benefits soci-
ety nationally in our ability to take
advantage of the qualified personnel
and ultramodern research infrastruc-
tures of government laboratories.”

Geomar, 70 per cent of whose acti-
vities are connected with agri-food,
has benefited from this partnership
even at the international level. A pro-
ject carried out in co-operation with
the FRDC, the World Bank, the Cana-
dian International Development Agency
and the European Union has enabled
GEOMAR to contribute scientific and
technical expertise to producers of
certain products in the Cote d’'Ivoire.

“Although the project mainly bene-
fits the Ivorian companies developing
their markets, it also helps us to con-
tinue perfecting our expertise. The
FRDC can take advantage of it to'
consolidate its international network,”
says Mr. Mathieu.

For more information, contact
Steve Bittner, FRDC, tel.: (514) 773-
1105, fax: (514) 773-8461, e-mail:
bittner@em.agr.ca. Internet: http://
res.agr.ca/sthyal/index.htm

IFlnet: Getting your Share of the IFI Market

on the %partments Web site (http://www.dfait-maeci.gc.ca/ifinet), IFInet helps increase your chances
suing inter ational financial institution (IFI) business opportunities. You will find information
ork undertaken by Canadlan consultants with the IFlIs, and a llSt of Canadlan

)
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Tvo dynamic export programs delivered by Food Beverage Canada (FBC) are assisting western Canadian food and

L Dbeverage companies to generate significant sales in the United States.

In a survey of the 42 companies that have participated
in the FBC’s Export Packaging Enhancement and
Export Regulatory Assistance programs, 12 reported
new U.S export sales of over $19 million. (The 30
remaining companies are completing their projects
before reporting results.) At the same time, 81 full,
part-time or seasonal employees were hired by these
companies.

Programs enhance export readiness
The underlying objective of the two programs is to
-enhance a company’s ability to meet the challenges.
of a new market. »
The Export Packaging Enhancement Program pro-
vides direction and financial assistance in develop-
ing packaging, point of sale and related materials
for products exported to the United States. The pro-
gram also increases awareness of the importance of
quality packaging and labelling. Assistance is pro-

vided for design or redesign of labels, packages and

| introductory promotional materials, printing plates
~and tooling costs, as well as the cost of consulta-
tions on packaging methodology and technologies.

The Export Regulatory Assistance Program is
designed to provide digec}t financial assistance, as
well as direction-and advice on means and methods
of obtaining product and package approval in the
target market. The program encompasses the vari-
ous elements of the regulatory approval process,
including all aspects of food sciences technology
and regulatory documentation.

Assistance is provided for food analysis services,
product optimization, nutritional labelling, food -
product development/reformulation, food engineer-
ing and process development, sensory evaluation,
technical consultations, professional regulatory
advice, and costs associated with preparing, pro-
cessing and expediting documentation.

. association’s mandate to develop and implement /

" increase its members’ share of global martkets.

Repositioning products for the U.S.

Yves Veggie Cuisine, a Vancouver-based manufacturer
of healthy fast-food products, took advantage of
both programs. According to president Yves Potvin,
the programs put the company a year ahead of
schedule in exporting into the U.S. market. “The
programs forced us to focus on the requirements
necessary to export to the U.S.,” explains Mr. Potvin.
“We were able to reposition our product properly "
and professionally, which, in the end, moved us
along more quickly.”

Steady increase in participants
Paul Murphy, president of FBC, has seen a steady
increase in the number of companies taking advan-
tage of the programs since their-inception three
years ago. “This increase, coupled with the positive
survey results, indicates the validity and value
of the programs to participating companies,” says
Mr. Murphy. ‘ : ‘
The FBC offers a number of workshops and semi-
nars to assist companies approaching export readi-
ness. Mr. Murphy points to the networking and
building of relationships with relevant agencies in
the United States and other target countries as inte-
gral components of the programs and workshops.
The FBC'’s programs are open to companies in
Manitoba, Saskatchewan, Alberta and British  *
Columbia. All programs and services reflect the

export strategies and programs that strengthen and

For more information on these or other:
grams, contact Paul Murphy, tel.: 1-800-4
,or 486-9679 (Edmonton area).

~ April6, 1998 - . .

Trade News




Trade News

f ore small Canadian compa-
 nies are doing more export
business in more international mar-
kets while benefiting from Export
Development Corporation (EDC)
services, according to the corpora-
tion’s year-end results.

In 1997, the number of smaller ex-
porters using EDC services rose 20 per
cent from the previous year, to a
record 3,243, and the value of their

One criticism is that the contracts
signed in the presence of political lead-
ers were merely the end of a lengthy

procedure begun outside the framework

-of the mission, with the actual signing
simply being a public relations exer-
cise. This attitude betrays a misunder-
standing of the nature of negotiations
and the sometimes tortuous route one
must take to reach a final agreement.

A visit by such a high-level trade

mission creates tremendous momen-
tum in the host country and can
sweep away any pockets of resis-

tance in the decision-making chain, -

making it easier to close a deal.
_This is especially true in Latin

countries, where perception and
_Pprestige are very important.
Team Canada trade missions also
a definite impact on the conclu-
JAOllbw-up of trade represen-
ments by distributors.

 CanadExport

mps Again

exports grew 23 per cent, to $4.8 bil-

lion. Smaller exporters now account

for 87 per cent of EDC’s customers.

- “In the three years since we intro-
duced dedicated services for smaller
exporters, we've seen that part of
our customer base expand by 80 per
cent and the value of their exports
double,” says John Hutchison, EDC
vice-president of SME (small and
medium-sized enterprise) Services.

international trade. Apart from the
agreements made between foreign

and Canadian partners, Canadian
corporations may form partnerships
or complement one another’s areas
of expertise. '

Such was the case on the recent
mission for Simon Reids Collins. In
partnership with Tecsult International
Limited of Montreal, the Vancouver
company won an implementation
agreement for two World Bank pro-
jects, valued at $9 million. The com-
panies will be joining forces as forestry
consultants in the Argentinean gov-
ernment’s reforestation program.

The Team Canada missions also
provide an opportunity to establish
solid interprovincial trade. Proof of
this lies in the latest achievements
of International Publishing and
De\"elopment (IPD), headquartered
in Abbotsford, BC. This producer of
print, multilingual CD-ROM, and

‘Internet versions of a catalogue
- advertising Canadian companies

obtained advertising contracts from
126 Canadian companies it met on

] — Continued from page 1

“And the growth isn’t all in the
United States. Smaller exporters
closed deals in more than 130 coun-
tries with EDC backing last year.

“Every year, thousands of small
and medium-sized exporters prove
to themselves, to the Canadian econ-
omy and to foreign buyers that no
company is too small to export,” adds
Hutchison. “We want them to know
that no exporter is too small for EDC.”

the Team Canada visit, not to men-
tion two catalogue production con-
tracts — with an Argentinean firm
and a Chilean government agency.

Promising market for Canadian exporters
Latin America is seeing an increase in
population and number of young
households, as well as a rise in per
capita GDP. This in turn is increas-
ing the demand for consumer goods
and housing.

Against aggressive European and |
U.S. competitors, Canada has major
advantages in South America, in partic-
ular product quality and the dollar’s
favourable exchange rate. From all the
evidence, the Team Canada missions
can help link Canadian companies
with those of Latin America and even
accelerate the conclusion of an agree-
ment with the MERCOSUR countries.

There will undoubtedly be other
Team Canada initiatives in the south-
ern hemisphere following April’s

" Summit of the Americas in Santiago —

they will be worth keeping an eye
out for. '

“ ‘ . Department of Foreign Affairs and International Trade (DFAIT) —
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¢>anadian companies doing busi-
s ness in Southeast Asia are being
reassured that Export Development
Corporation (EDC) continues to sup-
port their export sales and investments
with specialized financing and risk
management-expertise.

Despite recent declines in investor
confidence in Southeast Asia as a
result of the current financial crisis,
EDC is increasing its business activity
in the region and is well positioned
to help Canadian exporters maintain
their long-standing presence in many

~key markets.

“While there is'no question that
risk of doing business in Asia has
increased, thus posing significant
selling and financing challenges
for exporters, EDC is there to help

shoulder the risks and convert chal-

lenges into opportunities. We are in
there for the long haul,” says EDC
president and CEO A. Ian Gillespie.
Export credit insurance (both for
the short and the medium term),
financing, guarantees and bonding
programs are all available. EDCs insur-
ance policies can protect exporters
against various losses due to com-

mercial and political risks. Buyer
insolvency, repudiation of goods,

contract termination, foreign exchange

and transfer difficulties are just some
of the risks that may be covered.

" For more information, contact
one of EDC’s regional offices in
Vancouver, Calgary, Edmonton,
Winnipeg, London, Toronto, Ottawa,
Montreal, Moncton and Halifax, or
call 1-888-332-3320. Companies with
annual sales under $1 million can
call EDC’s Emerging Exporters Team
at 1-800-850-9626.

i

These new rules have led to sufficient confidence among
Korean banks to talk about offering new bond issues —
plans that were shelved in early December 1997.
Recently passéd laws allowing foreign mergers and
acquisitions in the financial sector have also spurred
interest in possible acquisitions and strategic investments
on the part of large international banks such as Citibank.

Investors returning to the stock market

Both foreign and domestic,; investors are returning to
the stock market, buying up shares at often bargain-
basement prices. While the primary focus has been
on so-called blue-chip firms such as the Pohang Steel
Company (POSCO) and the Korea Electric Power Com-
pany (KEPCO), the overall stock market has benefitted
from strong buying activity. Some firms report that their
holdings are now already at the maximum 50-per—cent
foreign ownership allowed.

Joint ventures the recommended route

Many Korean firms are looking for fresh capital, and,
with the low value of the won, the price to buy in is
very affordable. Recommended buys for Canadians
are joint-venture firms in which the opportunity

~ It should be noted that the opportunitie

.‘investors are reviewing their exposure.

Confinued from page 1

exists for the Canadian company to 1ncrease its share
in the business. :

Representatives of many multmatlonal firms are combing
Korea for bargain opportunmes in industrial sectors such
as information technology and automotive. Ford is
reportedly looking closely with Samsung at buying into
Kia, an automotive company currently in receivership.

Several large Canadian firms have also expressed
interest in corporate investment/joint ventures in
Korea. Much of this is being worked through healthy
foreign merchant banks established in the country,
such as Chase and Schroeders. Not surprisingly, a large

number of U.S. and European executives are now in +

Korea on these investment quests.

Caveat emptor rule still applies
wpow b
offered will appeal mainly to investors why
adverse to taking risks; it is also true that m3n

However, not only will 1nvestor
regained health of corpqr

— April6, 1998 -
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From left to right: David Morrison,
vice-president and Terry Graham,
president of Image Processing Systems;
Sonia Benezra; Minister Marchi

n March 9, International Trade
_Z Minister Sergio Marchi formally
launched the call for applications
for the 1998 Canada Export Awards.
Each year, 10 to 12 Canada Export
Awards for overall export achieve-
ment are selected. Minister Marchi
will present the awards in Calgary,
Alberta, on October 5, 1998.
~ “Now, more than ever, exports,
~, which account for 40 per cent of
“Canada’s GDP, are vital to our eco-
mic growth and to job creation
Canadjans,” said Mr. Marchi.

st tributes exporters can
cognizes the tremendous
nadian exporters

Pride and professionalism
But throughout the ceremony, along
with the humour, the sincerity and
pride, the professionalism and dedi-
cation of all the participants was
obvious. _
"As Minister Marchi noted, “Our
winners and others have helped
Canada come of age. We're finally
feeling confident about who we
are and what we can do, and the
momentum is tremendous. The chal-
lenge for all of us is to keep it going.”

exporters from all parts of the country
to apply for this special award.”

Again this year, the program’s
corporate sponsors — CIBC, Export
Development Corporation, and
Teleglobe Inc. — will each recognize
one of the winners in the areas of
job creation achievement, smaller
exporter achievement, and innova-
tion and technology achievement.

Since the program’s inception
in 1983, 190 Canadian exporters,
selected from over 3,200 applica-
tions, have received the prestigious
Canada Export Award.

‘The deadline for receipt of appli-
cations is April 15, 1998. For infor-
mation, contact Beverly Hexter, tel.:
(613) 996-2274, fax: (613) 996-8688,
internet: http://Wwwinfoexport.gc.ca

Continued fronﬁr‘}iagé 7 : k

Asked by the Minister for advice
for companies that haven’t tried
exporting, Berg Chilling Systems’
Lorne Berggren didn’t hesitate in

his response: “Don’t be afraid.

The ceremony was great. Sonia Benezra
and Minister Marchi were the perfect
hosts. This wasn’t your typical show
where everyone gets up, gives his or

her speech and leaves. There was some

chemistry on stage, where people
actually talked to each other and to
_ the audience. It was a breath of fresh
air and we had a wonderful time.
Terry Graham,
Image Processing Systems

Step right in. It’s not as hard as

it seems. It’s formidable, but you
can do it.” Added Terry Graham of

Image Processing Systems, “Get
to the foreign market. You're not
doing any good sitting behind a

desk in your office.”

Repeat performance? \
After the show, everyone approached
by CanadExport was unanimous in
their opinion: it was the best awards
show yet, and it was fun. v

_ All things being equal, there may
be a repeat performance this October
in Calgary where the 16th annual
Canada Export Awards will be
presented.

Department of Foreign Affairs and International Trade (DFAIT) —




for over 40 per
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Canada is Cu}renfly negotiating a Multilateral Agreement on Investment [MAI) with the 29member Organization for
Economic Cooperation and Development* (OECD) and the European Community. ,

Canada is a trading nation. It relies
heavily on international trade to

secure its economic livelihood and
to create jobs for Canadians.

The two key components of
international trade — exports
and investment — go hand in
hand; together they are the
engines that drive the Canadian
economy.

Exports account

cent of our gross

For the past 50 years Canada
has been at the forefront of nego-
tiating multilateral agreements in
trade and investment. With the
signing of the General Agreement
on Tariffs and Trade (GATT) and
the creation of the World Trade
Organization (WTO), there now
exist clear, accountable and trans-

parent international rules for trade

in goods and services.

was 7 per cent, while foreign

‘direct investment (FDI) reached

17 per cent. Similar figures apply
also to Canada, which has seen
investment coming into the coun-
try almost double to $180 billion
in the last 10 years and Cana-
dian investment abroad soar to
$171 billion, a 164-per-cent ~
increase in 10 years.

As a medium

When the Infernational Monefary Fund and the Werld Bank were  power, Canada
created, when the General Agreement on Tariffs and Trade was
created, when the General Agreement on Trade in Services was

fares much bet-
* ter when there

domestic prod- created — in fact, every time an important multilateral agreement  are transparent

uct and for one
of three Cana-

dian jobs. It is
estimated that every' '$1 billion of
exports sustains about 11,000

jobs in Canada. Likewise, it is
estimated that every $1 billion of
foreign investment in Canada sus-
tains 45,000 jobs for Canadians

over five years.

of any kind was created — Canada was there at the table.
Minister for International Trade Sergio /\/\crchl

Yet there exists no similar frame-
work for global rules on invest-

- ment despite the fact that world

investment is growing twice as fast
as world trade.’

From 1991 to 1997, average
annual export growth worldwide

* Australia, Austria, Belgium, Canada, Czech Republic, Denmark,
Finland, France, Germany, Greece, Hungary, Iceland, Ireland, Italy,
Japan, Korea, Luxembourg, Mexico, Netherlands, New Zealand,
Norway, Poland, Portugal, Spain, Sweden, Sw:tzerland Turkey,

United ngdom Umted States.

rules to guide

This is why an
1nternationally accepted set of
rules for the treatment of foreign

investment is highly desirable in

today’s global economy.

Continued on page II — Right Deal

. e
Inside

MAI THE FACTS .......................... IV-v

FOREIGN INVESTMENT. .o veeeceevereenen. VI

AGREEMENTS AND . . -

NEGOTIATIONS....ccovvrevreenvenrenes VII-VHI

— Department of Foreign Affairs and International Trade (DFAIT) )

[

nations’ behaviour. -




Multtlate,{g_l

e,

tocus pn -

on Investment

greement

The Right D@eak at th@ Right Iime — Continued from pagevI

The current negotiations are
limited to the members of the OECD.
But the game plan for Canada,
and perhaps the true value of the

negotiations, is to develop an agree- -

ment that would eventually serve
as the foundation for a world-
wide treaty negotiated through
the WTO, whose membership is
130 countries strong,.

“The treatment of foreign invest-
ment remains unpredictable in
many countries,” sayé Minister
for International Trade Sergio
Marchi, “particularly in developing
countries outside the OECD.

“And these are countries that
represent the emerging markets
in which Canadian exporters
need to be able to confidently
invest and expand if they are to

" be consistent with Cana-

The MAI rules would
not be new, according
to Marchi. They would

da’s existing legislation
and policy as contained
in the North American
Free Trade Agreement
(NAFTA) with the United
States and Mexico, namely:

* non-discriminatory
treatment between
foreign and domestic
investors;

* the expropriation of
investment property
would be for a public

- purpose, be done
fairly, and be accom-
panied by prompt
and equitable com-
pensation; and

succeed in the international
marketplace.”,

The Canadian government has-

e access to effective
dispute settlement.

The right deal at

At the end of the day, a deal is worth

accepting only if it supports our Canadian
values and advances Canadian interests.

Minister for International Trade

been strongly encouraging Cana-
dian business to continue to diver-
sify its markets beyond the United
States. To do this, Canadian
investors have to feel confident
that they will be treated fairly in
other countries, just as foreign
investors are treated in Canada.

In a nutshell, this is exactly
what the MAI proposes to do.

“We already have clear, trans-
parent and fair rules for foreign
investment in Canada,” says

- Minister Marchi. “The right kind
of MAI would ensure the same

kind of treatment for Canadians *

abroad, without requiring us to
substantially change what we are
already doing.”

the right time, not

any deal, any time

However, Minister Marchi has
made it clear that Canada will not
consent to become part of the

- proposed MAT unless certain

conditions are met.

“Participating in negotiations
does not commit us in advance
to signing whatever deal happens
to result from the process,” he
says. “A deal that meets Canada’s
interests and requirements would
be a good thing for Canada. But

if these negotiations don’t pro- .

duce such a deal, we can live
without it, for however long it
takes. Canada wants the right
deal at the rlght time, not any

deal, any time.”

Sergio Marchi

The MAI must contain the
following provisions for Canada
to become a signatory:

It must include ironclad reser-
vations — at both the national
and provincial levels — that
completely preserve Canada’s
freedom of action in health
care, social programs, educa-
tion, culture, programs for
Aboriginal peoples and pro-
grams for minority groups.

“In other words,” Marchi
states, “we will not accept any
restriction on our freedom to

Continued on page Il —
Right Deal
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pass future laws in these areas,
or any commitment to grad-
ually move our policies into
conformity with MAI require-
ments.” ' '

“Canada is also pushing for
provisions that will not allow
other countries to lower their
labour standards to attract in-
vestment,” adds Marchi.

* Anyone who played hockey as a kid or who has children playing
hockey now will remember what all good coaches tell their youn
. players: “You can't score if you don't shoot.” The same is true OF
international trade negotiations: You can't score a good deal
if you don't take your best shot at negotiating it.
Minister Marchi

With regard to Canadian
culture, it is simply not nego-
tiable. The Government will
not accept an MAI unless
Canada’s cultural industries
are exempted from any poten-
tial agreement. As well, Canada
will safeguard its supply man-
agement regime and manage-
ment of its natural resources.

Furthermore, there are im-
portant questions as to how
the MAI approaches broader
issues such as labour and envi-
ronmental standards. Given
that environment) is a shared
jurisdiction and labour is 90 per
cent provincial, the Govern-
ment wants to take all the time
necessary to consult fully with
the provinces and territories,
as well as other interested
parties.

On this issue, however,
Minister Marchi is clear that -
the Government will not accept
any limitation on Canada’s
ability to protect the environ-
ment or to maintain high labour/
standards.

As well, Canada is firmly com-
mitted to pressing for clear provi-
sions in the MAI that address

_extraterritorial applications of

laws on investment, such as the
U.S. Helms-Burton Act.

The Government will take
the time to consult fully
with Canadians

These are issues that will re-

“quire extensive consultations

Canadian businesses to seek
their input. To date, a great many
organizations have been con-
sulted through correspondence
or meetings, including the

‘Canadian Environmental Law

Association, - the Canadian Labour
Congress, the Canadian Chamber
of Commerce, the Council of
Canadians, the Canadian Council
on International Business, the
Business Council on National
Issues, the Canadian Federa-.
tion of Agriculture, the Dairy
Farmers of Canada and the Infor-
mation Technology Association
of Canada, among many others.

The Government is also en-
gaged in consultations with
Sectoral Advisory Groups on -
International ‘Trade, which are
made up of representatives of

small .and medium-sized enter--

prises, financial institutions,
business associations and the
academic community.

Being afraid to participate in trying fo shape progress is not the
Canadian way. | assure you that even less will we ever fear to -

~ stand up for and protect Canada’s interests ond values.
Minister Marchi

with all interested parties in
Canada, from governments to

“citizens. This is . why Canada

intends to take as much time
as it needs to carry out these
consultations.

To thlS end the federal gov-
ernment contiriues to consult
widely with provincial and
territorial governments, non-
governmental organizations and

The House of Commons
Sub-Committee on International
Trade has also held hearings
on the MAI to give Canadians

. from coast to coast an oppor-

tunity to.express their views
on the MAIL. The all-party Sub-
Committee’s report recommended

that Canada continue to par-

ticipate in the negotiations

Continued ‘on page V —
Right Delal
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Open and Extensive Consultations
* The start of the MAI negotiations three years
ago was publicly announced, and the Govern-
ment has openly outlined its objectives and
bottom lines, and is consulting extensively
with the provinces and territories, the private
sector and other organizations.

* The House of Commons Sub-Committee on
International Trade has held public hearings
on the MAI at the request of the Minister for
International Trade, and parliamentarians
have received briefs and mformanon on the
issue.

The Negotiation Process
e Participating in the negotiations does not
commit Canada to signing any kind of deal
that happens to result from the process.
Canada will sign only a deal that meets its
‘national interests and requirements.

 Canada is at the negotiating table to try to
shape an agreement that reflects Canadian
interests and values.

« If the negotiations don’t produce such a deal,
Canada will not sign.

Sovereignty

* Central to the MALI is the principle of equi-
table treatment of foreign and domestic
investors. Foreign firms, like domestic firms,
would still be required to comply with all

" Canadian laws and regulations that affect
businesses operating in Canada. The MAI
would in no way be a charter of special rights
for multinationals. —

* Canada will retain its foreign ownership limits
in sectors such as transportation, energy, broad-
casting, telecommunications and financial
services. Canada will retain the right to set
foreign ownership limits when privatizing

. Crown corporations. |

2
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* The vast majority of other Canadian laws and

_ regulations do not distinguish between foreign
and domestic companies, and therefore are
.already consistent with the principles of the
MAL

» The MAI would allow Canada to withdraw
from the agreement after five years. Provisions
of the MAI would continue to apply only
to investments that are in place at the time
of withdrawal for a further 15 years.

* This provision provides essential security and
protection for Canadian investors making
considerable capital commitments abroad. It
also helps to alleviate the risks faced by small

-and medium-sized businesses when they
invest abroad.

Health Care, Education and Social Programs
* The Government will not accept an MAI unless
it contains ironclad reservations, with no stand-
still or rollback, at both the national and
provincial levels, that completely preserve
Canada’s freedom to act in key areas, including
health care, social programs, education, culture,
programs for Aboriginal peoples and programs
~ for minority groups. Canada will retain its
ability to maintain existing measures and to
introduce new ones. These areas are not
negotiable.

Culture ‘

* The Government will not accept an MAI
unless Canada’s cultural industries are exempt-
ed from any potential agreement. Canada’s
culture is not negotiable.

Treatment of Foreign Investors

. Fore1gn companies, like domestic companies,
would remain subject-to all Canadian laws
and regulations applicable to businesses
operating in Canada. This is fully compatible
with the non-discrimination principle of the
MAL , |
' Continued on page V — The Facts
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and has offered valuable ad-
vice on the objectives Canada
should seek.

The hottom line: a good
deal for Canada

The final outcome of the nego-
tiations, and whether or not
Canada agrees to sign the
agreement, is at this time still -
unknown.

%”«4
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Labour

* Foreign companies failing to comply with
Canada’s laws and regulations would be
subject to the same fines and penalties that
domestic companies face.

* Under current Canadian law, companies —
whether domestic or foreign-owned — can
already submit claims to Canadian courts if
they believe that they have been unfairly
treated by the Government. -

*-As proposed in the MAI, an investor-state
arbitration provision would ensure that
foreign investors have recourse to fair,
transparent arbitration. This is especially
important for the protection of Canadian
investors abroad, but it would not limit
Canada’s freedom of action in key areas such
as health care, social programs, education,

culture, and programs for Aboriginal peoples -

and minority groups.

* Canada will accept only an MAI that has
‘a narrow interpretation of “expropriation”
whereby legislative or regulatory action by
government in the public interest is not
expropriation requiring compensation, even
if it has adverse profitability consequences
for companies or investors.

* All corporations, both domestic and foreign,
are currently required to look first to the
Canadian labour market when hiring employ-
ees. This will not change. -

" Investment Incentives

* Canada already respects existing international
rules that limit performance requirements
on either domestic or foreign investors.

But the MAI would still allow governments’

to set conditions, such as job creation or
research and development, when granting
incentives to domestic and foreign com-
panies.

Extraterritoriality

» Canada continues to push for provisions
in the MAI against the extraterritorial appli-
cation of laws on investment, such as the -
U.S. Helms-Burton Act. The Government
believes that an effective set of rules for
international investment should address
this issue. A : :

Ihe nght Deak at the nght Tlm€ —Contmued from page m

“The one thing I foresee is a
happy ending for Canada, what-
ever happens,”
Marchi. “If there is an agreement
that meets all our requirements,

"~ we will sign it and welcome
another step forward in the
development of the world’s
trading system. If our require-
ments are not met, we will '
not sign — and we will still S

says Minister

continue to attract investment
as a country known for open-
ness and fairness.”

For more information on the
MAI, contact the DFAIT Info-
Centre, tel.: 1-800-267-8876
or 944-4000 from the National
Capital Region. A

— April 6, 1998
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Invest

ent is

Important to C anad

Canada’s economic performance
" is increasingly linked to inter-
national trade and investment.
Over the past 25 years, the 11b-
eralizing of the world

Canada has much to offer
fore1gn investors. Our labour
force is one of the most highly
skilled and best educated in the

the cost of doing business in
42 cities in North America and
Europe, Canada is the most
cost-competitive country in
which to invest.

trading system and
the opening of global
markets to Canadian
goods and services
have helped make
export performance
a key engine for the
Canadian economy.
Along with these
developments, over
the past decade for-
eign direct invest-
ment (FDI) in Cana-
da has become one
of the principal
sources of econo-
mic growth and Job
creation.

" EDI in action

Foreign direct investment is capi- ..

tal that a company puts into
another country in a plant, a local
company, a property or other
entity. A foreign auto maker,

for instance, may decide to locate

or expand one of its plants in
Canada. To do so, it invests in
the construction or expansion
of the plant. This creates tem-
porary construction jobs, as well
as permanent, highly special-

- ized jobs. The company invests -

in Canada in the expectation
of a profitable return down the
road. Its investment in turn

generates benefits to the com- |

munity through taxes and the

purchase of goods and services

from local business. This is FDI
in action.

N

t@ In.vest in Ca

10 Reasons

%

. Gateway to the worlds nchest market — the NAFTA

e G7 leader in economic growth (OECD Report) Lo
Educated, skilled and cost-effective workforce -
. Healthy labour relatlons o

nada

world. Canadian infrastructure
— roads, airports, ports, plants,
equipment — is among the most
sophisticated in the world. The
Canadian private sector is com-

. petitive and knowledge-intensive,

especially in telecommunications,
biotechnology, computer soft-
ware, medical devices, pharma-
ceuticals and ocean technologies.
With excellent health care and

education systems, our quality
of life is among the best in the
world.

In fact, for the past four years,
the United Nations Human
Development Index has ranked

- Canada as the best country in

which to live. And according to a
recent KPMG study comparing

A positive and
secure environment
for investment, both
foreign and domestic,
is crucial to continued
economic growth. In-
vestment in plant
equipment and pro- °
cesses is fundamen-
tal to Canada’s long-
term competitive-
ness. Foreign direct
investment brings
not only immediate
benefits but also
access to global tech-
nology and man-
agement expertise
Investment in re-
search and development creates
new products and processes
that will increase our produc-
tivity and make Canada more
competitive internationally.

Investment creates jobs
Foreign investment benefits all
regions of Canada. Investments
by Toyota in 1995 led to 2,400
new jobs in Ontario; Sweden’s
Ericsson Communications helped
create 700 jobs in Quebec; the
U.S. pharmaceutical giant
Merck-Frosst established an
R&D centre that created 200 jobs
in British Columbia; and another
U.S. company, Greenbrier Rail

Continued on page VIII
— Why Foreign Investment

0

Department of Foreign Affairs and Intemational Trade (DFAIT) —



o | iocus
Multilategal

£

n
greement -

’ on Investment
Canada’s Investment Agreements
‘and Negotiations

For deccdes Canada has pressed to develop agreed rules on infemational trade ond investment, having successfully
negotiated investment nghrs and ob/lgcmons with many countries.

North American Free Trade Agreement -
The investment provisions of the North American
Free Trade Agreement (NAFTA) have furnished a
blueprint for the Multilateral Agreement on Invest-
ment. The NAFTA, based on the earlier Canada-
U.S. Free Trade Agreement, provides for compre-
hensive rules governing both inward and outward
investment.

Central to the NAFTA obligations is the principle
of non-discrimination. A NAFTA country must treat
investors from another NAFTA country as it would its
own investors. This requirement ensures that a Cana-
dian firm has the right to establish an investment in
Mexico on the same terms and conditions as Mexican
investors. The NAFTA also guarantees that investors
receive equitable access to prompt compensation in
_ instances of expropriation.

The principles of non-discrimination and assured
protection are strengthened by effective provisions
for the international arbitration of investment
disputes, including those that may arise between
investors and NAFTA government signatories. The
arbitration of investor-state disputes ensures that
‘investors have recourse to fair and transparent
proceedmgs something that is particularly relevant
in expropriations! Under Canadian law, the prin-
ciple already exists that companies, whether
domestic or foreign-owned, may submit claims to -
Canadian courts if they perceive unfair or 111ega1

treatment by the Government. v

NAFTA disciplines require monopolies and state
enterprises to behave in a non-discriminatory man-
ner. Rules in the agreement govern the circumstances
under which investors, executives and specialists may
work in other NAFTA countries on a temporary basis.
Governments in Canada retain their right to regulate,.:
the only condition being that they cannot discrim-
inate between domestic and foreign investors while
doingso. ! :

By belng on an equal footing with their Canadian
counterparts, investors from NAFTA partners are
required to comply with the environmental, labour,
health and safety, municipal zoning, and all other
laws and regulations that affect businesses in Canada.
Canada negotiated exceptions to the NAFTA's general
principles to maintain certain foreign investment

" restrictions in sectors such as air and marine trans-

port, telecommunications, social and health services, =
and cultural industries. Canada also retained its
ability to review major mergers and acquisitions
under the Investment Canada Act.

Foreign Investment Protection Agreements
Canada’s Foreign Investment Protection Agreements
(FIPAs) are bilateral, reciprocal treaties that promote

“and protect foreign investment through legally -

binding rights and obligations based on the same
principles found in the NAFTA. These agreements
protect Canadian investors and their investments by
securing non-discriminatory treatment, transparency,
unfettered transfer of funds, restrictions against trade-
related investment measures, equitable compensation
in the case of expropriation, and recourse to state-to-
state and investor-to-state dispute settlement.

Within Canada’s overall foreign investment strategy,
FIPAs complement both the NAFTA and the MAI
negotiations. Since 1989, Canada has negotiated 24
FIPAs with countries in Central Europe, Latin Amer-

ica, Africa and Asia. Canada is currently negotiating

some 33 other investment agreements with other
countries, notably China and India.

“World Trade Organization

The conclusion of the Uruguay Round and the inau-
guration of the World Trade Organization (WTO) in
1994 have given rise to new multilateral rules gov-

.erning trade and investment.

The WTO Agreement on Trade-Related Investment
Measures (TRIMs) prohibits members from imposing ‘
Continued on page VIII — Canada’s
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Multilateral Agreement
on Investment

Canada’s Investmem Agreements and
Neg@tlailﬁns — Continued from page VII

or maintaining certain investment-related measures
- that adversely affect trade in goods. Examples of such
. measures are requirements on local content, trade
balancing, import substitution, foreign exchange
and export limitation.

The General Agreement on Trade in Services
(GATS) also contains provisions affecting invest-
ment. Providing services in a foreign country often
requires the establishment of a commercial pres-
ence (branch, subsidiary, representative office,
etc.) and the making of an investment.

Subiject to certain exemptions (such as those for
telecommunications, transportation and financial
services), the GATS eliminates discrimination
between foreign and domestic service providers.
The GATS also establishes requirements on trans-
parency and provides a framework for negotiating
specific commitments on market access.

As with other WTO commitments, general dis-
pute settlement provisions apply to the investment
rights and obligations of the Agreement on TRIMs
and the GATS. A

Investment and

MAI Highlights

"Why Fm:exgn Investment is Imp@rtam
t@ Can& da — Contmued from page VI

Cars, helped create 900 jobs

in Nova Scotia. Last year Stora,
a Swedish pulp and paper com-
pany, made the biggest single

investment in Nova Scotia’s
history; its $750-million invest-
ment in Port Hawksbury is
creatmg more than 1,000 new

construction jobs and will
provide several hundred full-
time jobs after completion of
the plant and installation of
machinery.

The contribution of foreign

investors to Canada’s economic

strength is significant, in terms
of both job creation and econo-
mic activity. These benefits are

achieved by laying the founda-

tions for a stable and fair foreign
investment climate at home and
abroad. A

Qu )
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The information listed below was current at the time of going to press; changes may have occurred in the interim.

7 he General Services Administration (GSA) negotiates with vendors to create open-ended contracts called “schedules,”
£ which U.S. federal government departments may use for easy and efficient procurement. It takes between four and six
months to negotiate a schedule contract with the GSA.

Schedule Identification: 81-Containers, Packaging, and Schedule Identification: N/A

Packing Supplies Description: ~ Sealing compounds,
Description: Plastic bags and plastic Brand name (8374)

\ sheets Estimated value: US$500,000-$600,000
Estimated Value: US$3,000,000 Forecast initial procurement: August 1998
Forecast initial procurement: August 1998 Contract period: FY 1998 o
Contract period: FY 1998 Procurement method: Indefinite delivery contract
Procurement method: Negotiated Contact: LaRaine Rosenow '

it

R TR

Contact:

Lonnie Cummings

Tel.: (212) 264-2497

Fax: (212) 264-1780

Schedule Identification: V-Transportation, Travel and
Relocation Services
. Description: -

Travel management
centre for the Far East

Tel.: (206) 931-7095
Fax: (206) 931-7174

For information on these upcoming procurements, contact
the corresponding contracting officer. For more forecasted

procurements, visit http:/w3.gsa.gov/web/i/ion/con_opp.nsf

For general information on the GSA, visit its Web site
at http://www.gsa.gov; or contact Allison J. Saunders at

Estimated value: US$2,500,000 the Canadian Embassy in Washington D.C., fax: (202)
Forecast initial procurement: August 1998 682-7619; e-mail: allison.saunders@wshdc01.x400.gc.ca
Contract period: FY 1998 The Canadian Commercial Corporation (CCC) offers
Procurement method: N/A ' a number of services for Canadian companies wishing

Contact:

UNITED KINGDOM — An importer

and distributor of angling products
and country and game wear is in-
terested in buying from Canadian
manufacturers and exporters. Contact
M. Jenner or E Jenner Proprietors,

Fishing Tackle Importer & Distri-

'butor 23 St. John St., Lord Mayors

+ Jacqueline Sullo
, o Tel: (415) 522-2838

Opportunities,

Walk, York YO3 7QR, England, tel.:
0044(0) 1904 634344, fax: 0044 (0)
1904 673510.

! \
UNITED STATES — A minority-owned
U.S. construction company is seeking
a potential Canadian construction
company partner to jointly explore

porﬁ“tfumne Op‘pott’unitl’es /

ness Development Offi¢
dian Embassy, 701 Penn i\ ami%i
AvegN T

— April 6, 1998

to do business with the U.S. federal government. For more
information, contact Sue Davis, fax: (613) 995-2121,
e-mail: suedavis@ccc.ca

D
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Exporter of the Month

CanadExport

ledgling Quebec Comp\q’ny; Makes its Debut ... in Cuba

Cuba affords all kinds of opportunities for small and medium-sized Canadian businesses, as Morency Consultants,
\_, a new Sainte-Foy, Quebec, company that has chosen this market to get into exporting, recently discovered.

‘It was during his Cuban vacation
in 1995 that future company presi-
dent Jean Morency discovered the

many tourism and business oppor-

tunities afforded by the island.

“We began with market studies
in Cuba’s tourism sector,” says
his sister and country vice-presi-
dent Edith Morency, “and found
that the country afforded many
opportunities for Canadian prod-
ucts.”

It was in this way, on the strength
of their many contacts in Cuba, that
the two young partners launched
into the exporting business.

First sales
Morency, which negotiates sales
contracts for Canadian suppliers
with Cuban clients, made its first
sale on the island last November.
“We sold about US$400,000 worth
of ‘snack packs’ [small of packages
of dried fruits and mixed nuts],”
says Ms. Morency “— about one
container per month over a one-
year period.” . e
The negotiations, which took
hearly six months, were all the more
“difficult because the partners had
0 door!o-door giving samples

to each store in the island-wide dis-
tribution chain. In return, Morency
obtained outlets throughout the

country.

Says Ms. Morency, “You have to
be very patient to do business in
Cuba. It’s a painstaking procedure.
Communications are difficult, and
products must conform to the modest
purchasing power of the Cubans.
One trick is to sell your product in
small packages, making it more
affordable.”

Tricks of the trade
Even though Mr. Morency made his
debut alone, he nevertheless found
that the Canadian Embassy in
Havana could be of great help."
“The Embassy is highly involved
and offers first-class services,” says
Ms. Morency. “From Trade Com-
missioner Roberta Cross to offi-
cers Tino Romaguera and Gloria
Rodriguez, all were very helpful
in doing research on the expertise
and reliability of the Cuban con-
panies.” :
Morency, which specializes in the
Cuban market, has already derived
benefit from its many efforts, with
the recent shipment of a number of

containers and negotiations under
way for food, plastic and chemicals.

Says Ms. Morency, “It’s a long-term
market — one that requires constant
on-site follow-up. Personal contact
is very important. And you must
speak Spanish.”

Local representation

Morency, which actively represents
a dozen or so Canadian companies
in Cuba, is working to establish a
group of companies with common
permanent representation there, at

"a very affordable rate.

“Since business does not advance
at the same pace as here, the key
to success in Cuba is to follow up
constantly and to develop a relation-
ship of trust; that’s what we offer
Canadian companies wishing to
export there.” ‘

_ For more information on Morency
Consultants (which is registered
with the WIN Exports network
— see box below) and its large
network of contacts in Cuba,
contact its vice-president Edith
Morency, tel.: (418) 651-7989;
fax: (418) 651-5427, e-mail:
jmorency@qbc.clic.net

ssioner.
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(iLooking for Export Opportunities?
2 e you a g‘g;egistered in the WIN Exports database, which is used by trade
ymote your company’s capabilities to foreign buyers.

tion form to 1-800-667-3802 or (613) 944-1078.
-944-4WIN from the National Capital Region).
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iversal Systems Ltd. has just added another hydrographic office to the list of users of its CARIS Geographic Informa-
tion System (GIS), after signing a contract in Brazil during the recent Team Canada trade mission to Latin America.

The Fredericton company of 75 people came up the win-
ner for a tender to provide a data productior/information
system for the Brazilian Hydro-
graphic Office.

Four other competitors — from
the United States, the United
Kingdom and Germany — were
vying for the initial contract,
which Universal won on the
merits of its superior technology.

Contract clincher

“One of the keys to the sale,” says
Universal’s Account Executive
for Latin and South America
Levin Rodriguez, “was the ability of our software CARIS

to cover the day-to-day operational workflow of a hydro-

graphic office.”

In addition, with CARIS being used in over 40 hydro-
graphic offices around the world, the Brazilians had no
shortage of references to contact.

“They quickly realized the benefits being enjoyed by all
those users,” says Rodriguez, “and they took the advanced
implementation of CARIS at the Canadian Hydrographic
Service as a model for thelr future system.”

Universal first heard about the opportunity through
Rodriguez, who spends much of his time in the region.

Understanding the market

“The business culture in Brazil is slightly different from ours,”

Rodriguez says, “so the best way to do business there is by

teaming up with a local partner or forming an alliance.”
He also recommends checking with the trade commis-

sioner at the local Canadian embassy or consulate, who

can offer guidance on local marketing procedures.

“Our participation in the Team Canada mission was a

real plus,” Rodriguez adds, “even though it represented the
icing on the cake for our contract in Brazil, which was final-

‘ized last November — after a year-long tendering process.”

New Brunswuk Compuny Mukes Strategic Sale

tacts, as well as a partnership agreement in Argentina to

Lt. Commander Pimenta (Brazilian Navy), Prime
Minister Jean Chrétien, Premier Ray Frenette,
and Dr. Salem Masry, president and CEO of
Universal Systems Ltd.

, ment of the government to reform and the management of /

‘in Brazil

Universal came back from the mission with lots of con-

further promote and support the
company’s CARIS software.

“Going down to Latin America
with the Prime Minister means
that a lot of doors are opening
up,” says Rodriguez. “That’s
what we also experienced -
during last year’s mission to
Southeast Asia.”

Universal now does business
on every continent (except
Antarctica), with its flagship
product being used in fields
such as mining and geology, hydrography, port manage-
ment, topography, transportation and forestry. ﬁ

For more information on Universal Systems Ltd., con-
tact company Marketing Communications Co-ordinator
Craig Young, tel.: (506) 458-8533, fax: (506) 459-3849.
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repaid on the expected stabilization of the won in com-
ing months. Now trading in the 1700-1800 range to
the U.S. dollar, the won is expected to settle back to
1300-1400 in due course.

Economic recovery will depend on the ultimate commit-

what is shaping up to be a contentious labour situation/
in 1998. Certain sectors, particularly the newer service an«? t
non-traditional sectors, will respond more effectivel to
reform than the older heavy and medium indu}s§
‘The Embassy will continue to work wit
Canadian firms interested in current investm

of the Asian market and \the ;
ly abated in the prospe ty.

=~ April 6, 1998
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nGermany

CanadExport

BERLIN, MUNICH, STUTTGART —
April 22-29, 1998 — Canadian com-
panies are invited to explore the
dynamic multimedia market in
Germany by participating in a multi-
media delegation to these three
German cities.

The activities in Berlin (April 22
and 23) will include a “Doing
Business in Germany” briefing and
a tour of the renowned Babelserg

High Tech Centre and Film Studio,
as well as other partnering events.
The Munich program (April 24)
will also include partnering events
and one-on-one meetings between

~ Canadian and leading multimedia

companies in Bavaria.

The German Multimedia Market-
place Exhibition in Stuttgart, Baden-
Wirttemberg (April 26-29) will
provide an opportunity for Cana-

MANAMA, BAHRAIN — May 11-13, 1998
— The second Middle East Interna-
tional Airport Technology Exhibition
and Conference will provide a forum

for international manufacturers and

suppliers of airport equipment and
services to demonstrate their techno-
logy to key decision makers drawn

from the region’ airports and aviation
authorities.

Air passenger and cargo traffic
throughout the Middle East is rising
at a rate of 10 per cent per year, mak-
ing it one of the world’s fastest-grow-
ing air transport regions. This rapid
growth is stimulating huge govern-
ment investment programs in airport

;; development, estimated to be worth

ore than US$25 billion over the

Rirports Middle Eust ‘98

tenance and associated services.
The conference will focus on issues
of vital interest to senior officials and
managers from civil aviation authori-
ties, international and domestic air-
ports, airlines and related industries.
For more information, contact
Gerry Dobson, Overseas Exhibition
Services, 11 Manchester Square,
London, UK., WIM 5AB, tel.: (44-171)
486-1951, fax: (44-171) 935-8625.

hance to Explore Multimedia Opportunities

dian multimedia companies to pro-
mote their exports and make strate-
gic alliances with German firms.
The event is expected to attract
230 exhibitors and 14,000 trade
visitors. More than 1,200 leading
German industry experts are expect-
ed at the parallel Congress. A part-
nering seminar will provide an
excellent venue for Canadian firms
to market themselves as potential
partners to important German com-
panies in the field.

Germany is the largest market in
Europe, the second-largest trader
in the world and an excellent base
from which to venture into neigh-
bouring markets. Many opportuni-
ties exist in the German multimedia
market, including film, animation,
advertising and Internet.

For more information, contact §

Deborah Peterson, Central Europe
Division, DFAIT, tel.: (613) 943-0909,
fax: (613) 995-8756.

""" Opportunities for Building

-

Professionals at Mécanexpo ‘98

MONTREAL — April 23 and 24, 1998
— The 11th edition of Mécanexpo,
Eastern Canada’s largest building
mechanics show, will feature over
150 companies in the housing sector
displaying their products and services
in 300 stands.

- Among the activities planned for
Mécanexpo 98 are technical lectures
delivered by the exhibitors, an in-
dustrial area with product displays,

and a competition featuring industry
innovations.

Under the theme “environment-
conscious building mechanics,”
Mécanexpo *98 will give the 8,000
building industry professionals ex-
pected to visit an opportunity to
obtain information on the various
ways of protecting the environment,
both by way of recovery and by

~ Continved on page 13 — Mécanexpo ‘98
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Eurosatory ’98 The French I.cmd Based {D'efencev air

PARIS (LE BOURGET), FRANCE — June 2-

6, 1998 — Under the sponsorship
of the French Defence Ministry, and
organized by the General Commissa-

riat of Exhibitions and Fairs (COGES),

Eurosatory is the only fair in the
world dedicated exclusively to land
and air defence activities. This bien-
nial event provides an exhaustive

CanadExport

view of major market trends and

the needs of land-based armies,
as well as an opportunity for those
involved in the sector to meet and
~discuss business. Interaction will
be assisted this year by Eurosat’

Contacts ’98, an international
business convention designed to
develop business and technology

:'Gdu'rme’t 'Interlqluii’ohvull?
A Taste for Exporting

;MONIREAL — June 9 1998 —
-.Gourmet Québec has put on a new
face for its 8th season and is now
called Gourmet International, the
only Canadian agri-food show
dedicated entirely to exporting,
More than ever, Gourmet Inter-
national is a meeting-place for
Canadian companies in the food
business wishing to display their
products and services to a national
and international clientele and
guest buyers selected in accordance
with their interest in the products
displayed. |

With its new outlook, Gourmet

traditional field of activities to

offer a greater business potential
to its exhibitors, thanks primarily
to a greater volume and diversity
of buyers; it has also been able to
present a more eclectic range of
products to its professional visitors.
Among the main sectors represented
are meat, fish and segfood, maple

International has expanded its

products, jams and condlments,
dairy products, and beverages.
Over the years, Gourmet Inter-
national has attracted a broad-
based, targeted clientele seeking

~ different products, new business

contacts and companies prepared
to export. In fact, the interest of
buyers in the products exhibited
is amazing: Gourmet International
generates over US$1 million per
hour in sales while in progress.

Exhibitors have until May 15
and buyers until April 30 to
register.

For more information or to reg-
ister, contact Carole Lechasseur,
Quebec Department of Agriculture,
Fisheries and Food, tel.: (514)
872-4410, fax: (514) 873-2364,
e-mail: carole.lechasseur@agr.
gouv.qc.ca; or Marc Chénier, Agri-
culture and Agri-Food Canada,
tel.: (514) 283-3815, ext. 510,
fax: (514) 283-3143, e-mail:
chenierm@em.agr.ca

Ry

‘

exchange in the highly competitive
defence market.

The 1996 show boasted over
700 exhibitors from 33 countries,
some 40,000 professional visitors
and hundreds of journalists from
national and international trade pub-
lications. The 1998 edition promises
even more, especially for Canadian
manufacturers, who will be able to
exhibit in a Canadian pavillion.

For more information, contact
Guy Ladequis, Commercial Officer,
Canadian Embassy, Paris, tel.: 331-
44.43. 23.59, fax: 331-44.43.29.98,
e-mail: guy.ladequis@paris02.
x400.gc.ca; or Jean-Michel Ruault,
COGES, tel.: 331-44.14.58.10,
fax: 331-42.30.70.88, e-mail:
coges@salon-eurosatory.fr Inter-
net: http:// www.salon-eurosatory.fr

SR Sk

" Mécanexpo ‘98

— Continved from page 1 2

energy efficiency in mechamcal
equipment.

Mécanexpo '98 is organized by the
Corporation des maitres mécaniciens
en tuyauterie du Québec (CMMTQ)
— Quebec Corporation of Master
Pipe Mechanics — composed of/.
plumbing, heating, air conditioning
and refrigeration contragjors.

“u!_">‘; :
Josée Dallaire, Co-ordinator; CMM
tel.: (514) 382-2668.

~ hpril 6, 1998
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orkshop :Demthtrutes'Selling to the United Nations

CALGARY — April 27, 1998 — The
United Nations Association in
Canada (UNA-Canada) is organiz-
ing a workshop on “How to Sell
to the United Nations,” to be held
in collaboration with the interBUILD
Housing and Construction Show,
April 28-30, 1998.

An authority on educating Cana-
dians about UN programs and issues
and a long-standing supporter of
Canadian interests within the UN,
UNA-Canada is eager to help the
Canadian business community access
the estimated US$3-billion market
of goods and services that the UN

“Making Trade Shows Work:

10th-anniversary Workshop

EDMONTON, WINNIPEG — April 22 and 23 — Back by popular demand,
Barry Siskind, North America’s foremost trade and consumer show expert,
and author of The Power of Exhibit Marketing, will deliver his highly
acclaimed workshop Making Trade Shows Work. Now in its 10th year, the
workshop has helped more than 12,000 Canadian companies improve their
bottom line at trade and consumer shows. Managers and staff of small and
medium-sized companies will benefit from Mr. Siskind’s practical advice
concerning local, national and international show opportunities.

For more information or to register, contact International Training and

Management, tel.: 1-800-358-6079.

Is your Company Looking for |

Second-stage Venture Capital?

CHICAGO, ILLINOIS — May 15, 1998
— Companies looking for second-
stage venture capital that have sales

v \(g))f'at least $2 million and a technolo-

or service of investment interest to

ate General and KPMG.
day event will give quali-
ned participants

4n to

as well as to meet with individual
members during one-on-one ses-
sions. Participation in a trade show
will follow. :

Companies whose plan is not select-
ed for presentation will still have the .
opportunity to participate in the day’s
events, including the trade show.

To qualify, submit 12 copies of
your-company business plan as soon
as possible to Alissa Schwarz, KPMG,
303 E. Wacker Dr., Chicago, 111,
60601, e-mail; aschwarz@kpmg.com
Internet: glvcc.com

purchases from companies around
the world every year.

The procurement seminar will
outline the opportunities avail-
able, particularly for companies
engaged in selling temporary housing,
construction and related services,
environmental products and health-
care facilities.

Representatives of the provincial
and federal governments, as well as
of UNA-Canada, will be available to
assist companies interested in taking
advantage of these business oppor-
tunities. Participants will also meet
with important senior UN procure-
ment representatives from agencies
headquartered in New York, Geneva
and Copenhagen.

Participating companies will
receive a procurement manual pro-
viding valuable information on
the UN, including, among other
things, current procurement statis-
tics, contact names and profiles
of the various UN agencies, and a
breakdown of equipment and ser-
vices purchased by the different
agencies.

For more information or to regis-
ter, contact Nectaria Skokos, UNA-
Canada, 130 Slater Street, Suite 900,
Ottawa, ON, K1P 6E2, tel.: (613)
232-5751, ext. 251, fax: (613) 563-
2455, e-mail: business@unac.org,
Web site: www.unac.org; or Marta
Zieba, interBUILD Expositions Inc.,
10237, 104 Street, Suite 200, Edmon-
ton, Alberta, T5J 1B1, tel.: (403)
413-6222, fax: (403) 426-7862,
e-mail: marta@interbuild98.com,
Internet: www.interbuild98.com

/ ‘ . Department of Foreign Affairs and Internuﬁon'ul Trade (DFAT) — §
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Meet Pbtentiul PurtnersiutGlobql}Venture Forum
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OSAKA, JAPAN — October 22-23, 1998 and health care; environment and Osaka Chamber of Commerce and
— Export-ready Canadian firms energy; and advanced materials. Industry and the Osaka prefectural
looking for business partners, licens- Formerly Asia Pacific Ventures, and municipal governments, and is
ing arrangements, joint venture  GVF is a non-profit business devel-  supported by the Japanese Ministry
partners or investors in Japan and opment event designed to help  of International Trade and Industry
other countries are invited to apply Canadian and foreign firms estab- and numerous organizations, includ-
to be a presenter at the Global  lish a beachhead in the Japanese ing the Japan Keirin Association.
Venture Forum (GVF). market and in each other’s country. For more information, contact
About 60 firms (20 Japanese and The new name reflects the event’s the GVF North American Secretariat
40 from other participating coun- official recognition by the G-8 and  (Washington International Business
tries) will be selected to present  European Union member countries’ Ventures), tel.: 1-800-281-9899,
business plans to a pre-qualified labour and industry ministers. fax: (202) 467-4413, Internet:
audience of companies drawn main- The event is organized by the www.osaka-ccigojp/gvl/
ly from Japan’s high-technology
industries, venture capital and finan-

cial communities. After the presen- cunASiun BUSinesswomeHISNetwork
aiions, business exccuveswill old — Conference Sets Sail from Vancouver

private discussions with interested
parties. In addition, one-on-one  VANCOUVER — May 17-25, 1998 — As part of the Network’s commit-
matchmaking sessions will be set ~ Canadian business women seeking ment to building a.better future
up between presenting firms and new business partners, new contacts, for the next generation, a select
- Japanese organizations. and new ideas are invited to join  group of young aspiring women
Focus will be on the sectors of  the International Conference of the  entrepreneurs will be matched, as
information and communications  CanAsian Businesswomen’s Network.  “protégés,” with experienced busi-

s B technologies; biotechnology, medical Entitled “Exchanging Global ness women willing to share their
1 ! ”“"E soroemvem=—==y - Gtrategies,” the conference will take  insights and knowledge.
I- rrutum place in Vancouver and on board The CanAsian Businesswomen’s

| The Semiconductor/Chip Design  the Princess cruise ship Love Boat Network acts as a link between indi-
i Mission should not have been includ-  to Alaska. A seminar/workshop  vidual business women and business

| edin the “Selected 1998 Trade and  program will focus on information ~ women’s associations in both Canada
| [nvestment Activities” listed in the  technology, international business, ~and the ASEAN, bringing them new

US. Supplement (page XVI of the "0 i leadership, and the next  and exciting business opportunities.
March 2, 1998 issue of CanadExport).

) Note that this listing of activities v generation of women entrepreneutrs. For more information, or to regis-
i3- ; ote that this 1st1.ng ol activities was Business-matching services will allow  ter, contact Annette O’Shea-Roche,
Intended to provide a general over- . . . . ,
few: .. participants to meet Asian counter-  CanAsian Businesswomen’s Network
2 View; some of the events are still in d 1 4 v L: (604) 684 G)
a § Fhe planning stages, and all are sub-  Parts and potentia partners, an ax.lcouver, tel.: ;
o ject to change. For details, contact your there will be site tours of Vancouver fax: (604) 681-1370, e-mail:
n- B nearest International Trade Centre.  companies following the cruise. @apfc.apinet.org
13) ‘ 2,
) M AR KE DFAIT’s Team Canada Market Research Centre produces a full range of sectoral market studies to thu
) Identify foreign markets. Currently, some 300 reports are available in 25 sectors rongini
m, R " and automofive to consumer products, forest industries, plastics, space and tourism T
m EP 0 RTS InfoCentre’s FaxLink (613-944-4500) or on the Internet at htp:/ /www.inloexpon;gi

—_ }
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Publications

As part of the International Year
.\, of the Oceans, Industry Canada
and International Publishing and
Development Inc. are co-sponsoring
a series of international ocean-related

trade shows and missions to promote .

Canada’s ocean technologies and
marine-related companies.

At each of the shows and mis-
sions throughout the year, Canadian
product and service capabilities
will be promoted through the dis-
tribution of a Canadian Exporters
Catalogue (CEC) CD-ROM to pros-
pective buyers.

Among the trade shows and
missions are Outgoing Mission

T he USA and Canada 1998 is a
L comprehensive reference guide
to the political, economic and social
affairs of the United States and
Canada, their relationship with each
other and their importance in today’s
world. The updated and revised third
edition contains an introduction to
the region as a whole; information
"\ on each country, including specially
\ommissioned articles written by
eading observers on each country’s
economy and social

.to Indonesia (Jakarta); Canadian

Hydrographic Conference (Victoria);
Oceanology '98 (Brighton, U.K.);
Middle East Oil Show *98 (Dubai);
Globe ’98 (Vancouver); Coastal
Zone Canada (Victoria); Oceans
'08 (Nice, France); Ocean Commu-

- nity Conference (Baltimore, U.S.);

and OceansTec Canada (on board
the Louis St. Laurent in four ports
in Europe — see the October 6,
1997, issue of CanadExport).
Canada’s ocean technology firms
have built a solid international
reputation for producing quality
custom products such as under-
water vehicles for marine tourism,

o North America

~ Now in Third Edmon

affairs; statistics and directory of
government and public institu-
tions; and a geographical and his-
torical introduction to each state/
province, data on economies, and
a comprehensive governmental
and legislative directory section.

For more information, or to order
(US$410), contact International
Press Publications, 90 Nolan Court,
#21, Markham, ON, L3R 4L9, tel.:
1-800-679-2514 or (905) 946-9588,
fax: (905) 946-9590.

hydrographic services and prod-
ucts, coastal zone management
technology, water column mea-
suring devices, and remote sens-
ing and satellite data analysis.

To have your corporate infor-
mation included on the CEC
CD-ROM, or for more informa-
tion, contact Kirk Rafuse, tel.:
1-888-729-0113.

Canadian Business

‘Blue Book of

Now On-line

Representatives of corporations,
government agencies, foreign

trade missions, financial institutions,
consulting firms, executive recruiters,
and other interested organizations
can now subscribe to The Blue Book
of Canadian Business on-line. The
Blue Book — now available in its
1997 edition — contains listings
of more than 2,500 companies,
detailing company and financial
information, as well as in-depth
profiles of key Canadian companies
and the top 400 stocks.

For more information or to order,
contact International Press Publications
Inc., 90 Nolan Court, #21, Markham,
ON, L3R 4L9, tel.: 1-800-679-2514 or
(905) 946-9588, fax: (905) 946-9590.

DFAIT's InfoCentre provides counselling, publications, including market reports, and referral services to Canadian exporters. Trade-related
information can be obtained by contacting the InfoCentre ot 1-800-267-8376 (Ottawa region: 944-4000) or by fax at (613) 996-9709;
b g InfoCentre FoxLink (from o fox machine) at (613) 944-4500; or by accessing the DFAIT Internet World Wide Web site af

Return requested

if undeliverable:
CaNADExporT (BCFE)
125 Sussex Drive
Ottawa, ON

K1A 0G2
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e's, in the workplace.
cial
pth Team Canada 98 was different from

nies § previous missions. Not only was it
the largest, it was the most diverse
and, in many ways, unique. It was
more than just about signing con-
tracts. It was also about exploring
mutual ties and social values.

Among its many firsts, the trade
mission boasted the largest-ever dele-
gation of business women (63); the
largest number of educational organi-

der,

tions
1am,
14 or
590.

Diane Richler (middle), executive vice-president of the
. Canadian Association for Community Living, signed

agreements in all four countries to promote the partici-

pation of people with disabilities in education and

AvR 29 1996

zations (56); the largest
group of students and
young entrepreneurs (38);
and the largest contingent
of small and medium-sized
companies (those with
fewer than 500 employees)
— constituting approxi-
mately 80 per cent of the
entire mission, compared
with only 20 per cent on
the first Team Canada mis-
sion to China in 1994. The
mission also recorded the
most deals ever signed
by a Team Canada trade mission —
or any trade mission for that matter
— 306, including 91 in Mexico City
alone, the most on a single stop in
Team Canada’s history.

For Minister for International
Trade Sergio Marchi, the success of
Team Canada '98 was not in the $1.78
billion in signings but in the strong
participation of smaller Canadian
companies.

CanadExport On-Line
hﬁp «///www.dfait-maed.gc.co/english/news/! newsletr/cunex

( ‘anada staked its claim as a nation of the Americas with its largest-ever trade delegation — 532 Canadian business men
and women accompanied by the Prime Minister, provincial premlers and territorial leaders — which visited Mexico,
Brazil, Argentma and Chile for 12 days in January.

“I'm very proud of our smaller com-

panies. We have been encouraging
them to become more active in the
export arena and they have responded
enthusiastically. For them, the best
years lie ahead. It marks the beginning
of anew era, a new culture, from large
to small. The message is: ‘You don't
have to be big to export; you have to
be good.” And these companies are. They
have made all Canadians proud.”

Continved on page 6 — Team Canada '98
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4(‘ Team Canada Inc: A Current Affair

 team of six international trade students at
Athe University of Ottawa has been awarded
the “Minister for International Trade Challenge Cup”
in recognition of their demonstration of the high level
of knowledge and aptitude that are vital to meet the
challenges of international trade. o

Each year teams from a number of Canadian and for-
eign universities take part in the DFAIT-sponsored con-
test, which takes the form of a case-study competition
held by videoconference at Dalhousie University,
Halifax. This year’s Cup was presented by International
Trade Minister Sergio Marchi in a ceremony in his office

on March 10.

A i

Ambassador Terry Colfer, Trade Commissioner
Joanne Legault, and Director of Alberta’s Ministry

was an opportunity for
companies to promote their
products and services, meet
with key contacts and ap-
‘point agents. The mission
also provided an excellent
opportunity to follow up
on the Organization of Petro-
leum Exporting Countries
(OPEC) president’s visit to
Canada last September.

Winister for International Trade Awards

Winning team members from the University of Ottawa pose
with Minister Marchi. From left to right: Armand de Vasselot,
Jason Shane, Manon Abud, Robert Mariani, Minister Marchi,
John Di Schiavi and Banu Ozlem Unal.

Mis"siol\i:i:oG‘ulf";Re ion Promotes(unudiun Exports

‘Among the companies partici-
pating were Calvalley Petroleum
Inc., Teknica Overseas Ltd., Cana-

sources Ltd., Kos International, and
Chauvco Resources Ltd.

As in any other part of the world,
effective representation, long-term
commitment and persistence:are
the key elements for Canadian com-
panies’ successes in the Gulf region.

CanadExport

of Economic Development Greg Jardine,
ith mission participants and repre-

Qtatives of the Gulf region government. ISSN 0823-3330

anadiap companies are creating_
prfsence in the Gulf region,

bf their participation in

mission to the region
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t its December 1997 session in Vienna, the Governing Board of the Organization of Petroleum Exporting Countries
(OPEC) Fund for International Development approved US$107.7 million in new loans to aid developing countries.

The 16 loans are for operations in the
transportation, agriculture and agro-
industry, water supply and sanitation,
health, education, and telecommu-
nications sectors. Beneficiaries are
Albania, Cameroon, Cape Verge, Chad,
Egypt, Guatemala, Guyana, Jordan,
Madagascar, Malawi, Mauritania, Nepal,
Niger, Tajikistan, Tanzania and Zambia.

The operations will be co-financed
with the governments of the beneficia-
1y countries and with other donors,
including two OPEC aid institutions
— the Islamic Development Bank and
the Arab Fund for Economic and
Social Development. Among other
contributors are the African Develop-
ment Fund, the International Devel-
opment Association, and the Overseas
Economic Co-operation Fund (Japan).

The Board also approved three new
grants totalling US$500,000 aimed at
financing activities in the water sup-
ply and sanitation, health and educa-
tion sectors respectively in Guinea,
Palestine and Pakistan. |

As of November 1997, the Fund had
cumulatively approved US$3,542.6 mil-
lion in loans, of which US$2,481.3 mil-
lion had been disbursed. The loans,
702 in number, were distributed

for all the major and economic and
social sectors. The Fund has also
approved 429 grants, in support of
various activities in the areas of tech-
nical assistance, food aid, emergency
relief and research. The cumulative
grant commitments to November
1997 totalled US$234.6 million, of
which US$153.4 million had been
disbursed. In addition, the Fund
has contributed grants totalling
US$971.8 million to the resources of
other international development

institutions benefiting the South.

So far the Fund has provided dev-
elopment assistance in loans and
grants to 103 developing countries
in Africa, Asia, Latin America and
the Caribbean, and Europe.

For more information, contact
Leopold Battel, Export Finance
Division, tel.: (613) 996-0705, fax:
(613) 943-1100, or Gerda Rehling,
Canadian Embassy in Vienna, Austria,
tel.. (43-1) 531-38-3000, fax: (43-1)
531-38-3906.

1997 a Good Year for Canadian Tourism

'[t was a good year for tourism in Canada in 1997, according to the most
recent estimates released by Statistics Canada. The number of foreign

tourists increased to 17.6 million, up 1.6 per cent from the previous year.
The total number of international overnight visitors to Canada was up by
281,000 from 1996, with increased visits from U.S. (3.4 per cent higher
than in 1996) and U.K. residents.

“Targeted marketing efforts by the Canadian tourism industry continue
to raise awareness of Canada as an international destination,” said Doug
Fyfe, president of the Canadian Tourism Commission (CTC). The resulting
increased interest in Canada “is a benefit for all industry sectors across the
country,” added Fyfe.

The Canadian Tourism Commission, a working relationship between
tourism mdustry businesses and associations and the federal, provincial

and territorial governments, actively promotes the growth and proﬁtablhty/ |

of Canada’s tourism industry.

s

IFlnet: Getting your Share of the IFl Market

Available on the Department’s Web site (http://www.dfait-maeci.gc.ca/ifinet), IFInet helps increase you c
of success in pursuing international financial institution (IFI) business opportunities. You will find info
on projects financed by IFls, work undertaken by Canadian consultants with the 1FEls and,a lis \of Cainadian
International Development Agency (CIDA) projects. Business guides for exporters\a lso-available\Don't

the site's new page, “International Capital Projects.”
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Trade News

In principle, with one set of EU

tzndards and certificates to comply

Canad1;1n products can enter both
éur pfart market and Greece with

m::

Investment welcomed but barriers exist

The government officially welcomes
investment, but companies may en-
counter barriers, including opposition

pportunities Un er*‘the Medltermnean Sun
d Coh Counsellor (Com eraal) Canadlan Embassy, Athens
X Y Zhile Greece is often thought of as a tourist destination, it is also a country trying to find its way in an increasingly
Wcompetitive world. A member of the European Union since 1981, it is a point of stability in the otherwise chaotic
Balkans. Its limited size and differences in doing business notwithstanding, there are opportunities for Canadian exporters
in this Mediterranean country.
The Greek government is pursuing relative ease. Companies will find from local groups and authorities,
tough economic policies to ensure the  access to this market easier once the EU  who are not always in tune with objec-
country meets the requirements for directives are implemented more fully.  tives established at the national level.
entry into the European Monetary In an effort to improve perceptions,
“ Union in January 2001. Inflation and ~ Opportunities in niche markets attract more foreign investment, and
the deficit to GDP ratio are falling, and  Greece is a market of niche opportuni-  simplify the approval processes for
the currency is stable. Although slow ties. Sectors offering the best prospects setting up operations, the government
to comply with EU standards, the are renewable energy equipment, build-  established the Hellenic Centre for
government has now embarked on ing products, electrical power systems, Investment in 1996.
restructuring the public service and construction equipment, medical
the myriad public companies, as well ~equipment, telecommunications ser-  Succeeding in the Greek market
as encouraging investment and reform-  vices and equipment, computers and To increase your chances of gaining
ing the tax system. Services, pri- peripherals, transportation, tourism, access to the Greek market, register in
marily in shipping, insurance and and environmental protection. the Win Exports database (see box
tourism, are the largest and fastest- With some 35,000 Greeks studying below). Send company information
growing sector of the Greek economy. abroad in 1997, the country also offers relevant to foreign buyers to the
considerable potential for the promo- Canadian Embassy in Athens, includ-
Canada-Greece relations tion of Canadian education programs. ing your export successes to date. Be
Trade between Canada and Greece has  The recent establishment of an Edu- prepared to exercise patience and
historically been volatile. Estimates for cation Resource Centre within the invest resources, both personal and
two-way trade for 1997 are $197.5 mil- Canadian Embassy (see the Septem- financial, in cultivating the market.
lion, a 4.6 per cent increase over 1996. ber 15, 1997, issue of CanadExport) It could well be a year or two before
Canadian firms that have European  and an education fair being planned you reap the results of your efforts.
subsidiaries are able to compete on an  for the fall of 1998 in Athens are two Persistence will pay off.
equal footing with EU suppliers for venues where Canadian institutions For more information, contact
contracts funded by EU-assistance can promote their programs. David Cohen, Canadian Embassy,
~, programs. ‘ Athens, Greece, tel.: (30-1) 725-4011,

fax: (30-1) 725-3994.

For more information on oppor-
tunities in education, contact Kathy
Angelopoulou at the Embassy.

ookmg for Export Opportunities?

in the WIN Exports database, which is used by trade
mote your companys capabllltles to foreign buyers
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0 lthough Japan has traditionally been seen as a difficult market to enter; the exporting success of numerous Canadian

\ S i e

Trade News

X companies — large and small — demonstrates the opportunities and potential that exist for a wide range of Canadian
products. The following are four steps to overcoming the obstacles companies may encounter in trying to enter a market
that is the world’s second-largest economy and Canada’s second-largest trading partner.

First, it is necessary to determine if your product has
the potential to sell in Japan. The Japanese market
is very competitive. The country has more than
120 million affluent and well educated people who
demand quality and good service. Ask yourself how
successful your product has been in other export
markets. If your product cannot compete with the
best, or be adapted to the distinctive tastes and needs
of Japanese consumers, then jJapan may not be the
market for you.

Understand the market

The second step is understanding your target market.
Who is buying your type of product and why? What
are they looking for? What are the distribution
routes? What is the business environment? There are
social and structural changes currently taking place
in Japan that may affect the kinds of products that
consumers want to buy and the kinds of distribution
and marketing techniques that are most effective for
manufacturers and retailers.

Introductions are vital| |

The third step is finding the right partner. “Cold-
calling” is not usually successful. Relationships are
of primary importance, and introductions are vital.
These may be made through trade fairs, customers,
Japanese branch offices, government missions and
events, and even friends and acquaintances. Intro-
ductions to potential Japanese partners can also
be made by participating in the trade promotion
programs offered by the Japan External Trade
Orgamzatlon (JETRO). ’

Commit to the long term _

Finally, you must maintain and build on the business
relationships that you have established. This is the
most important but often overlooked step. Japanese
business operates on the basis of long-term relation-
ships. Your Japanese partners want to know that you
will be interested in the market next year, and the
year after that. Maintain regular contact and communi-
cation. Demonstrate your commitment to the market
and customer services by ensuring that you address the
needs and requests of the Japanese customer. Be persis-
tent and patient since Japanese companies often have
very slow decision-making processes. Despite the delays,
if you have a world-class product, you will succeed.

Assistance is available
The Japan External Trade Organization offers a wide
variety of services and programs to help you carry
out each of the above steps. Through JETRO’s offices
in Vancouver, Toronto and Montreal, you can access
the organization’s public libraries, market studies,
trade directories, and other business information
sources, as well as its Business Japanese Language
Proficiency Test and “Doing Business in Japan” sem-
inars. JETRO programs can help you determine the
viability of your product in the Japanese market and
link your company with potential Japanese partner fé
Headquartered in Tokyo, JETRO is a non-pro
Japanese-government-related organlzatlo‘ dedicate
to promoting mutually beneficial trade a1 n
ic relationships between Japan and other
For more information on JETRO’s ser
programs, contact Jason Krausqt 181 i]
Avenue, Suite 1600, ) %’1 _
tel.: (416) 861-0000, f

~ April 20, 1998 .




‘group of educational, non-gov-
" ernmental and voluntary organiza-
‘tions — 56 in total.

A mission with a conscience

Often overlooked amidst the pomp
and circumstance of the contract
signings is the human side of inter-
national trade. This years mission
was unique in the attention paid to
social and political issues and in
the diversity of the delegations,
which included the largest-ever

Perhaps the most visible exam-
ple of Team Canada’s human side
came from the participation of the
Canadian Association for Com-
munity Living (CACL), a nation-
al voluntary organization working
with and on behalf of persons
with a disability and their fam-
ilies.

According to CACIs executive
vice-president, Diane Richler, “There
are 85 million persons with a dis-
ability in the Americas alone. When
they don't work, don’t go to school,

Saskatchewan Indian Federated
College (SIFC) of Regina.

The focus of the SIFCss participation
on the mission was to work toward the
creation of an international indigenous
university, which SIFC president
Dr. Eber Hampton hopes will be
endorsed by the United Nations.

For Albert Gerow, a school trustee
in the Burns Lake district of British
Columbia, the mission was “a won-
derful opportunity to market our
distance education program. There is
a vast need for education in the basic
and primary levels, and there is great
interest in English-language instruc-

tion and in Canadian culture.”

In addition to making a number
of valuable contacts with educa-
tional facilities in Latin America,
Gerow was pleasantly surprised by
a chance meeting with two people
from a mining corporation in
Argentina, “They asked me what
I did and when 1 told them, they
became very interested. They have
many families that live in remote
mining communities with little or
no access to educational tools. So
now we are discussing linking their
facility in Argentina to our site in
B.C., and then applying it to other
areas and countries where they
have mining camps.

Dr. Eber Hampton (second from left), president
of the Saskatchewan Indian Federated College,
joined the trade mission to garner support for
the creation of an international indigenous
university.

“This was totally unexpected, and
it opens up a whole new area for
our services that I didn’t' even
know existed.”

don't participate in their communi-
ties, we all pay a price.”

Richler says that the value of the
Team Canada format should not be

underestimated, because without it
many organizations like hers would

~ not have access to political decision

xakers “It opens the doors to the

‘pe ople who are likely to pay for these
ices and it shows that :

1.an cdcial and-economic policy
ﬁ% ev1d<;

During the mission SIFC signed
agreements with Latin American
universities that will give Aboriginal
students access to courses from
participating universities via the
Internet and other forms of distance-
learning technology.

Other education-related organiza-
tions joined Team Canada to obtain

. the contacts and agreements that will

allow them to continue their work at
home and abroad.

Government presence key to deals
When Prime Minister Chrétien
launched the first Team Canada
mission in 1994, it was largely seen
as more show than substance. Critics
said that Canadian business people
were just along for the ride — to
raise the government’s profile. Four
trade missions later, few question the
value of having the Prime Minister
and the premiers leading the mission.

Continued on page 7 — Team Canada '98

Department of Foreign Affairs and International Trade (DFAIT) -
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by Leopold Battel, Deputy Director, Export Financing Division, Department of Foreign Affairs and International Trade

The various development funds and financial institutions in the Gulf region are a source of millions of dollars worth
of commercial opportunities for Canadian businesses — particularly if they are armed with a thorough under-

standing of the mechanisms, structure and procedures inherent in each institution.

The majofity of Arab and

and regional financial insti-
tutions are based in three Gulf
countries — Saudi Arabia,
Kuwait and the United Arab
Emirates (UAE) — with the
exception of the Banque arabe
pour le développement écono-
mique en Afrique and the
Arab Authority for Agricul-
tural Investment and Develop-
ment, both based in Sudan.

~ The institutions take the
form of both funds(bilateral
and multilateral), which are a
source of development assis-
tance, and regional financial
institutions, which are a source
of export, project and trade
finance. A potential source of

in infrastructure projects ‘also
exists in the commercial banks
of the region (see p. VD).

The good news for Canadian
business is that these funds and
institutions are not restricted. to
local suppliers. Canadian busi-
nesses that adapt to the particu-
larities of Arab and Islamic finan-
cial institutions will be well placed

“to take advantage of a market

expected to reach $100 billion
by 2000. '

Islamic Déveiopment Bank ~ Jeddah

Trade and investment high
on the agenda

The Gulf countries, whose 011

revenues make up 40 per cent of
their gross domestic product,
have made considerable efforts
in recent years to diversify their
economies away from oil.

As the region recovers from
the aftershock of the Gulf War,

Kuwait, Qatar, Oman, Saudi.
* Arabia and the UAE — the six
member nations of the Gulf
Co-operation Council (GCC)
— are aggressively promot-
ing trade and investment.

- To this end, GCC mem-
bers have begun to harmo-
nize trade tariffs and promote
economic co-operation among
member states, and the Arab -
League has called for the
creation of a free trade zone
by 2008.

Together, these nations are
working toward a common
goal of financing development
projects both regionally and
abroad that are open to exe-
cution by foreign contractors

and supphers -

Continued on page VIII —
Untapped Market
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Bilateral Arab Development Funds

The following institutions provide development assistance to leastdeveloped and emerging countries.

Abu Dhabi Fund for Development (ADFD) —
United Arab Emirates
The ADFD was established in 1971 as the auto- -

‘nomous national development institution of the

Government of Abu Dhabi. The fund helps least-
developed countries develop their economies by
extending project loans, guarantees, technical assis-
tance grants, and equity participation.

The Fund’s activities have expanded in recent
years and now include 47 countries, notably in
Arab countries, Africa and Asia. Although the ADFD
has no sectoral preference, its activities usually
emphasize infrastructure, agriculture and industry.
Nearly half of total commitments support extractive
and manufacturing industries. Electricity and water
supply, transport, communications, fisheries and
rural development also benefit from the Fund's
interventions. - '

The Fund’s loan maturities range from 10 to 25
years, depending on the recipient country and the
type of project. There is a grace period of three to

_ten years. Interest rates, including a fee of 0.5 per

cent, vary from 2 to 6 per cent.

While Asian and European Union consultants
and firms are aggressive, the ADFD would like to
see more Canadian firms approach it. In particular,
the fund needs expertise from French-speaking firms
to work in Francophone West Africa. '

To register with the Fund, complete the forms
of the Fédération internationale des ingénieurs-
conseils, and contact PO. Box 814, Abu Dhabi,
United Arab Emirates (UAE), tel.: (971)-2 725800,
fax: (971)-2 728890.

Kuwait Fund for Arab Economic Development
(KFAED) — Kuwait
The KFAED assists developing countries by extend-
ing loans, guarantees and grants, and providing
technical assistance grants for implementation of
development plans.

From 1992 to 1996, the KFAED extended a total
of $11.5 billion in financing for 490 loans in 86
countries, including in Arab states, Africa, Asia,

Europe, Latin America and the Caribbean.

The Fund concentrates on the transport and
communications sectors, followed by energy,
industry, agriculture, and water and sewerage. The
KFAED has also contributed US$25 million to the
World Bank’s Palestine Fund for prolects in the
social sector.

As a rule, this Fund does not finance local costs,
and its shares in financing projects generally do not
exceed 50 per cent. Maturity of loans ranges from
12 to 55 years, and there is a grace period of three
to six years. Interest rates range from between 0.5
and 7 per cent.

In addition to project financing, the KFAED
provides funding for pre-investment and feasibility
studies under its-technical assistance mandate.
There is considerable scope for increased partici-
pation by Canadian firms.

Interested businesses must register directly with

_the Fund by contacting PO. Box 2921, 13030 Safat,
Kuwait,

tel.: (965) 246-8800/241-8980, fax:
(965) 241-9060/90/91/92.

- Saudi Fund for Development (SFD) —

Saudi Arabia
The SFD extends concessional loans for develop-
ment projects in all developing countries, although
priority is given to least-developed — espec1ally
low-income — countries.

SFD assistance is only in the form of soft loans

-with a 2-2.5 per cent average interest rate, rep-

resenting a 65-70 per cent grant element. The Fund
will finance up to 50 per cent of the total cost of a
project, and its overall financial assistance to any
country will not exceed 10 per cent of the Fund’s
capital, which currently stands at US$10 billion.

The Fund focuses on energy, agriculture and
irrigation, and social infrastructure, mostly in Africa
and Asia. Arab countries are due to receive a larger
share of its assistance.

The SFD co-finances most of its projects with
other Arab or Islamic funds, but also with the
World Bank, the African Development Bank, and
the Canadian International Development Agency
(CIDA). :

* Continued on page V — Bilateral Funds
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Multilateral Arab-Islamic

These institutions deal with aid.

Arab Avthority for
Agriculture Investment and
Development (AAAID)

Sudan

The AAAID, an investment orga-
nization of 15 Arab countries,
“is geared toward securing food
supply in Arab countries and
developing agricultural resources
~in member states.

The organization is involved
in projects in Iraq, Kuwait, Qatar,
Tunisia, Mauritania, Morocco,
Saudi Arabia and the United
Arab Emirates. .

In April 1994, the AAAID shift-
ed its focus to agricultural dev-
elopment in other member states.
Its mandate includes investing
in all forms of agricultural pro-
duction, particularly land recla-
mation, plant, animal and fish
production, pastures, forestry and
agricultural produce.-

Authorized capital at the end
of 1996 was US$500 million,
of which US$333 million is
paid up. Cumulative commit-
ments amounted to US$358.7 mil-
lion and disbursements US$291

~ million.

For information, contact PO.
Box 2102, Khartoum, Sudan;
tel.: (249-11) 773-752/3, 780-777,
fax: (249-11) 770-600.

Arab Fund for Economic and
Social Development (AFESD)
— Kuwait

The AFESD is an Arab regional
financial organization that finances
projects through loans and tech-
nical assistance of development
programs of Arab countries.

Membership consists of all 22
members of the League of Arab
States.

Paid-up capital is over $3 bil-
lion, and total loan commitments

are approximately $10 billion, .

with the largest shareholders
being Saudi Arabia, Kuwait and
the United Arab Emirates. Pales-
tine and Jordan are also active
members and are eligible for
loans.

The Arab Fund extends loans
to governments and public and
private organizations, giving
preference to projects of impor-
tance to the Arab world and to
joint projects .involving Arab
co-operation.

Loans are long term, with
grace periods of one year
Interest rates are 3 per cent for
the poorest countries and up to
4.5 per cent for others, includ-
ing a maximum reimbursement
period of 22 to 25 years. Loan
commitments in 1996 were
approximately $1.2 billion. The
majority of loans were for infra-

. structure projects.

- In 1996, the Fund focussed
on sustained support for pro-
jects in electricity, agriculture
and rural development, water
and sewerage, transport and tele-
communications.

With emphasis on the elec-
tricity sector, which received 57

per cent of approved loans in

1996, Canadian technology and
expertise are well known and
favourably perceived.

The project cycle is similar to
that of the World Bank but is

Development Institutions

simpler and much faster, usually
taking about six months. The
Fund rarely takes up more than
40 per cent of the financing and
depends on outside contracting
for appraisals.- Canadian firms
should direct host countries to
approach the AFESD as an ad-
ditional source of funding for
projects.

In 1998, the Arab Fund initi-
ated a private-sector depart-
ment, and the Board has approved
US$500 million to its start-up.
The fund will hold equity in pri-
vate-sector projects, encourage
loan syndication and provide
guarantees.. This financial vehicle
should hold interesting pros-
pects. for equity funding, and
Canadian companies involved
in infrastructure privatization
projects in an Arab beneficiary
country should explore avenues
with local partners.

Registration is recommended
for consultants and suppliers by
writing directly to the Fund’s
technical department.

For information, contact P.O.
Box 21923, Safat 13080, Kuwait,
tel.: (965) 484-4500, fax: (965)
481-57150/60/70.

Arab Gulf Fund for United
Nations Development
Organizations (AGFUND) —
Saudi Arabia
The AGFUND co-ordinates assis-
tance from Arab Gulf member
states to 17 UN agencies and
provides assistance to a number
Contmued on page IV —
Multilateral
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— Continued from page Il

of Arab non-governmental orga-
nizations. Financial assistance is
provided in the form of grants,
which must not exceed 50 per

cent of the cost of a project..

Grants are given for projects in

education, health, water sanita-
“tion and the environment.

Consultants with expertise
and an academic background in
the health and basic education
sectors are often needed. Cana-
dian consultants who wish to
register with AGFUND can con-
tact PO. Box 18371, Riyadh 11415,
Saudi Arabia, tel.: (966-1) 441-
6240/441-3235, fax: (966-1)
4412963.

Banque arabe pour le
développement économique
en Afrique (BADEA) —

Sudan

The BADEA seeks to promote

_economic, financial and techni- .

cal co-operation between: Afri-
can and Arab countries. It dis-
penses and co-ordinates Arab
aid to non-Arab Africa, as well
as serving as a forum for co-
operation between African and
Arab countries.

The Bank finances economic
development in African coun-
tries, stimulates the contribu-
tion of Arab capital to African
development, and helps provide
technical assistance. Forty-one
member states of the Organi-

zation of African Unity that are -
not members of the League of
Arab States are eligible for aid

from the BADEA.
Its lending terms vary accord-
ing to the nature of the project

- and the economy of the recipient

country. The weighted average

of its loans indicates an interest
rate of 3.26 per cent and a matu-
rity of 18.5 years, including a

" 4.4-year grace period.

The BADEAS share in financing
a project must not exceed 50 per
cent of its total cost or a ceiling
of US$15 million. In exceptional
cases, however, BADEAs share
can be raised to 80 per cent as
long as the total cost does not
exceed US$10 million.

For information, contact Abdel
Rahman El-Mahdi Street, PO.
Box 2640, Khartoum, Sudan;
tel.: (249-11) 770498, 773709;
fax: (249-11) 770600.

Organization of Petroleum
Exporting Countries (OPEC)
Fund for International
Development — Austria
This Fund promotes co-operation
between OPEC countries and
other developing nations, partic-
ularly in the area of education.

The Fund was established by
the 13 member countries of
OPEC, which include Arab oil
exporting countries and Gabon,
Nigeria, Ecuador, Venezuela,
Indonesia and Iran.

The OPEC Fund extends
loans on concessionary terms for
projects, programs and balance
of payments. It also provides
grants for technical assistance,
food aid, research and other
activities. Loans carry a 1 per cent
interest rate, and maturity is
17 years, with a grace period of
5 years.

All non-OPEC developing coun-

- tries are- eligible for assistance,

with priority going to least-dev-
eloped and. low-income coun-

tries. International institutes whose -

projects aid developing countries
are also eligible.

The OPEC Fund occasionally
hires consultants to help with
its projects. To register, Cana-
dian consultants can contact the
Director of Research and Infor-
mation at Parkring 8, Vienna
A-1010, Austria, tel.: (43-1)
51564-0, fax: (43-1) 513 92 38.

Islamic Development Bank
(IsDB) — Saudi Arabia ,
The IsDB finances development
projects in both its member
countries and Muslim commu-
nities throughout the world, in
accordance with the principles
of the Islamic Shariah (see box
on p. VI).

Its membership consists of 51
countries, which are also mem-
bers of the Organization of the
Islamic Conference (OIC). Some
Commonwealth of Independent
States (CIS) countries as well as
Albania, Uganda, Gabon, Mozam-
bique and Surinam are members.

The IsDB has placed special
emphasis on the promotion of
the private sector and small and
medium-sized enterprises, and
financing is expected to gradually
move from individual project
to a country-specific approach.

The Bank recently established
a Department of Business Devel-
opment to assist and support the
private sector.

Total IsDB approvals were
US$1.5 million in 1995-96, with
projects in public utilities, trans-
port, communications, health
and education, agriculture and
mining. B

Continued on page V —
Multilateral
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Loans for infrastructure dev-
elopment up to US$10-12 mil-
lion are provided interest free
and are subject to a service charge
ranging from 0.75 to 2.5 per cent
per year. They are repayable over
a period of 15-25 years with a
3-7-year grace period for ordi-
nary loans and 25-30 years for

- least-developed member coun-
try loans.

Technical assistance for feasi-

_ bility studies, tender documents

and supervision of projects is

extended through a loan or grant
or both. Repayment is over a
period of 16 years, with a four-
year grace period and a 1.5 per
cent service fee. Canadian con-
sultants seeking IsDB contracts
should register with the Bank

and consider forming an alliance -

or joint venture with a local
firm in the beneficiary member
country to capitalize on the

preferential treatment given to
local consultants.

A list of approved projects,
which can be obtained through
the Bank, is released every seventh
week. Canadian firms should pay
close attention to this list as a way
of monitoring leads for potential
projects.

Because expertise in member
countries is not sufficient in
some fields, there are opportu-
nities available for Canadian
consultants. Interested parties must
apply for the Bank’s registration
forms. Completed forms should
be sent to the Head of Marketing
and Consultancy Services.

It is recommended that Cana-
dian firms explore partnering
possibilities with the Technical
Assistance Association of Islamic
Consultants based in Cairo and,
for enterprises, a similar associa-

tion based in Rabat.

For more information, contact
PO. Box 5925, Jeddah 21432,
Saudi Arabia, tel.: (966-2) 636--
1400, fax: (966-2) 636-6871.

International Islamic
Relief Organization (IIRO)
— Saudi Arabia

The IIRO is a humanitarian, non-
governmental organization that
provides assistance to victims
of natural disasters and wars
throughout the world.

The Organization’s relief pro-
grams are directed toward the
provision of medical, education-
al and-social support for those
in desperate need.

The IIRO sponsors economic
projects and small businesses that
can help.victims find employment.

For more information, contact
PO. Box 1285, Jeddah 21431,
Saudi Arabia, tel.: (966-2) 651-5411/
7170, fax: (966-2) 651-8491. A

Bilateral Funds

— Continued [rom page 11

Rather than approaching the SFD d1rectly,
_ interested Canadian firms should promote their
qualifications and secure an invitation to bid
from the executing agency of the recipient
country. Information on projects may be
obtained through the list published twice a year
by the Secretariat of the Co-ordination Group
of Arab National and Regional Development
Institutions (see box on p. VII).

Registration is necessary for consultants;
contractors need only send brochures. Forms
for registration can be obtained by contacting
the Technical Department at PO. Box 50483,
Riyadh 11523, Saudi Arabia; tel.: (966) 1 464-
0292; fax: (966) 1-464-7450. .

Zayed bin Sultan al Nahyan Charitable and
Humanitarian Foundation — ;-
United Arab Emirates

The Zayed Foundation finances humanitarian
projects such as mosques, cultural centres, food
aid, medicine and equipment for the handi-
capped.

Currently, there are few direct business op-
portunities for Canadians. However, because
the Foundation is only four years old, it may be
receptive to adopting new approaches.

Project proposals should be directed to PO. Box
41355, Abu Dhabi, UAE, tel.: (971-2) 66-0004,
fax: (971-2) 65-7567. A

“— Apil 20,1998
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Financial Institutions

These organizations deal with trade finance.

Arab Investment Company
S.A.A. (TAIC) — Saudi Arabia
The TAIC is a Pan-Arab joint

- stock company owned by gov-

ernments of 15 Arab states with
paid-up capital of US$360 mil-
lion. Its prime objective is to
invest in Arab funds to develop
Arab resources in different eco-
nomic sectors. Assets can be trans-
ferred but cannot be nationalized
or ‘expropriated.

The TAIC pursues two main
activities: project equity invest-
ment and banking services.

The Company sometimes hires
independent consultants for some
projects and proposals. Canadian
consultants should send their
résumés directly to the TAIC. Com-

~ panies with a long-term approach

and business plan should explore
partnering with Arab companies.
For more information, contact
P.O. Box 4009, Riyadh 11491,
Saudi Arabia, tel.: (966) 1 476-
0601, fax: (966) 1 476-0514.

Arab Trade Financing
Program (ATFP) ~ United
Arab Emirates.

The ATFP is a specialized finan-
cial institution equivalent to
Canada’s Export Development
Corporation. The Program pro-

motes trade among Arab coun- -

tries by providing credit for re-
financing for export, import and
re-export, as well as buyer credits

through national agencies appoint-

ed by monetary authorities in
18 Arab countries.

Eligible goods are those with at
least 40 per cent originating from
primary sources and/or other
domestic factors of production of
an Arab country. Only inter-Arab
transactions are eligible. Crude
oil, used goods, and re-exported
goods are not eligible for refinan-
cing. Financing is provided for
up to 85 per cent of the value
of the goods exported.

Canadian firms considering
exporting goods to the region
may structure deals by providing
the remaining 60 per cent of the
value added.

For more information, contact
Arab Monetary Fund Building,

- 7th Floor, Corniche Road, PO. Box

26799, Abu Dhabi, UAE, tel.: (971-
2) 316-999, fax: (971-2) 316-793.

Continued on page VIl — Regional

jjsource of fmanc:ng

Financing is Available from
Islamtc Commerczal Banks

“Is/omlc bonks are p/oylng an increasing role as prowders of copnol in.
the economic development of the region and_even in other countries -

 with importanf Islamic* populations. Canadian sponsors of privatized

- infrastructure projects should be aware of these bonks asan tmportonf

Globallzanon of the economy, hberahzatlon of capltal movements -
 and privatization have paved the way for the expansion of. Islamlc
 finance. The mushrooming capital requirements for infrastructure -
_ projects in the Middle East and Asia have increased the need for

project SPOTISOTS 10 tap private-sector fundmg IsIamlc bankmg and
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Institutions Consult
for Efficient Use of Funds

Aiming for efficient use of Arab resources, dev- the consultations. It would therefore be ad-.
elopment fund representatives meet twice a vantageous for Canadians seeking joint regional
year as the Co-ordination Group of Arab National financing to attempt to interest the KFAED in
and Regional Development Institutions. The seeking co-financing from the other member
Group comprises the Kuwait, Abu Dhabi, Saudi institutions. :

and Arab Funds, and BADEA, as well as the However, the plvotal player in this process
OPEC Fund for International Development is the Arab Fund for Economic and Social
- (based in Vienna) and the Islamic Development Development (AFESD). Even though the AFESD
Bank. lends only to Arab countries, it plays a key role

The Group meets to consult on matters of
common interest, to discuss co-financing strate-
~ gies, to co-ordinate projects, to set up joint
missions, to follow up on co-financed projects,
and to exchange information and views on
various financial issues. They even compare
lists of projects submitted by beneficiary
countries to discuss which Fund is more
suitable for a given type of project.

The Kuwait Fund for Arab Economic Dev-
elopment (KFAED), the longest established mem-
ber of the Group, often takes a lead role in

in its capacity as the Secretariat of the Group.
It is therefore strongly recommended that Cana-
dian firms and individuals register with all
Arab and Islamic. financial institutions, but
particularly with the AFESD, since this Fund
is developing a standardized form and roster
for the registration of suppliers and consul-
tants. Manufacturers and suppliers should send
brochures and references.

Furthermore, twice a year,the AFESD publishes
the list of projects approved by the partici-
pating funds following consultations. A

Regional Institutions

— Continued from page VI

Inter-Arab Investmenl
Guarantee Corporation
(1AIGC) — Kuwait

The IAIGC provides export credit
- guarantees against both political
and commercial risks, investment

guarantees and insurance cover-

age for Arab investments and
inter-Arab trade transactions. The
Corporation also undertakes in-
vestment promotion activities
among Arab countries.

To be eligible, investors must
be nationals of an Arab country.
Firms that are substantially owned
by Arab nationals with offices in
Arab countries are also eligible.

Only new projects exceedmg three. :

years are covered.
Canadian firms contemplatmg

selling equipment to a customer

seeking to invest in a plant or
project inia third Arab country
may direct inquiries to the IAIGC
at P.O. Box 23568, Safat 13096
Kuwait, tel.: (965) 484-4500, fax:
(965) 481-5741/42.

Organization of Arab

Petroleum Exporting
Countries (OAPEC) — Kuwait
The OAPEC, which should not be
confused with Vienna-based OPEC,
fosters co-operation among its

members in the development of
the petroleum industry. Unlike
international financial institutions,
it supports member states and-
deals only in the petroleum and
gas sector. :

The OAPEC is not directly in-
volved in sponsoring projects,
but it can assist Canadian firms
that wish to carry out network-
ing activities. Apicorp, a company
created by OAPEC, offers financial
assistance for petroleum projects.

For more information, contact
P.O. Box 20501, Safat 13066,
Kuwait, tel.: (965) 484-4500,
fax: (965) 481-5747. A

— April 20, 1998
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— Continued from page 1

Diversify, liberalize, privatize
Reforms have also been under-
taken to develop and link Arab

financial markets, which should .

improve investment codes and

incentives, diversify revenue bases,-

liberalize interest and exchange
rate policies, and help initiate
privatization programs.

These developments illustrate
a regional commitment to liber-
alizing inter-Arab trade, foster-
ing growth and accelerating
some degree of Pan-Arab econo-
mic integration. There is a grow-
ing awareness of the Arab regional
group’s financial clout and its
determination to use revenues
as investments to develop their
respective economies, as well
as its desire to look ahead to a
future with a more solid and
diversified investment base and

- source of income.

Good news for Canadian firms
The collective developmental and
financial activities of Arab finan-
cial institutions represent sub-
stantial sources of financing,
which in turn can translate .into
major business opportunities
for Canadian firms, suppliers
and consultants’

Since procurement preferences
are often given to recipient and
donor nationals, Canadian busi-
nesses should not forget the
importance of networking, part-

nering, and forming strategic.

alliances with local firms or
individuals. Personal contact and
long-term relationships are the
key to developing a solid busi-
ness base in the region.

Although priority is often
given to recipient and donor
nationals, the lack of a diversified
industrial base means that there
are still many doors open to
foreign suppliers and manufac-
turers. Designing of Canadian
specifications by consultants in
tender documents has not met
with any resistance from donors
and can be of great advantage to
Canadian suppliers.

Generally, qualified staff of
these funds and institutions
are spread thin, and expertise
is not readily available in every
sector; thus a substantial amount

- of work is passed on to the

recipient countries and to con-
sultants. Canadians should there-
fore also concentrate their efforts
on lobbying local executing agen-
cies of recipient countries, particu-

)
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Arab Organizations Headquarters
Building — Kuwait

larly in Francophone Africa and
the Caribbean, where Canadian
presence and expertise are well
established and recognized.

Private-sector partnerships

Arab institutions are also begin-
ning to turn their attention to
the private sector as an impor-
tant development engine, as wit-

‘nessed by the recent creation of

business development depart-
ments or funds. Still in their
infancy, these activities are like-
ly to evolve quickly. Canadian
companies are encouraged to take
advantage of this emerging trend
by creating and sponsoring their
own projects in conjunction with
local private-sector partners. A
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John Selwyn, president of CrossKeys
Systems Corporation in Kanata,
Ontario, gives a down-to-earth exam-
ple of how the presence of Canada’s
top officials can pay off. He invited
one of his Brazilian partners to a busi-
ness luncheon hosted by Prime
Minister Chrétien and President
Cardoso. “My partner told me his son
would be thrilled to have Cardoso’s
signature,” Selwyn recounts, “but he
was too shy to ask.” So Selwyn led him
up to the head table and the two lead-
ers signed a menu for his son. “He was
in heaven. It’s that kind of experience
that will make him work very hard
for our company.”

Lee McDonald, CEO of Southmedic
Incorporated in Barrie, Ontario, and
Canada’s Woman Entrepreneur of
the Year in 1997, says her contacts
were in awe to be with their presi-
dents. “The signing ceremonies mean
so much to them. And because of
that they will be committed to our
partnership. Now I'm not just another
business associate, I'm someone spe-
cial. You need that. You need every
advantage that you c':m get.”

More than signing contracts

For many of the 532 business dele-
gates, Team Canada '98 meant more
than just signing contracts. .

For Ashraf Dimitri, it was about
letting his employees know that
he is working hard for them and
their jobs.

North York, Ontario- based Oasis
Technology Ltd. develops software for
automated teller machines and other
bank information systems in 65

CanadExport

Teum Canada '98

. \
countries. With 150 employees and
$22 million in annual sales, Oasis
already has a substantial presence in
Mexico, Brazil and Argentina. So why
did president and CEO Ashraf Dimitri
take two weeks out of his busy
schedule to join Team Canada '98?

“We wanted to meet our cus-
tomers and contacts in the context
of the Team Canada mission because
it greatly enhances our image in
these countries, as well as back in
Canada,” he says. But, more impor-
tantly, “It was our way of letting our
employees know that we’re taking
care of business and of their jobs and
livelihoods. We send home daily
reports about what we’ve accom-
plished down here and what we can
expect to bring back.”

For' young entrepreneur Greg
Liburd of Intravenous Communica-
tions, a new Vancouver company that
develops state-of-the-art Internet and
Intranet applications, Team Canada
'98 was a tremendous experience for
learning the tricks of international
trade. It was one that proved fruitful
as well. “The contacts we made were
incrediblz. We already have five com-
panies that have asked for specifica-
tions for a system,” says Liburd.

Liburd also met a network lobbyist
who is putting him in touch with a
number of companies that he repre-
sents in Latin America. This is amaz-
ing news for Intravenous, which has
yet to sell outside Canada—and great
news for a number of Vancouver-area
people that will likely be hired as a
result of the company’s new Latin
American connections.

Continued from page

Real work of Team Canada lies ahead
Although Team Canada *98 ended on
January 23, the real work of the trade
mission lies ahead. )

“Now the challenge is to follow up,
which is as important as the start-up,”
says Minister Marchi. “We have to
ensure that the deals we signed and
the MOUs and letters of intent that we
penned come to fruition. It’s now time
for a Team Canada effort in Canada to
co-ordinate more visits and dialogue
with Latin America in the weeks and
months to come, to take advantage of
the momentum that we’ve gained on
this trip.”

To this end, the Department of
Foreign Affairs and International
Trade has already assigned six trade
commissioners to the region to help
the businesses delegates follow up
on the contacts they made. And for
the delegates, it means keeping in
touch with those contacts in order to
realize solid gains from their initial
discussions in Latin America. All of
this means continued growth for
Canadian exporters and more jobs
for Canadians. And, when all is said
and done, that’s what Team Canada
'98 was all about.

Vincent Chetcuti, a regular contributor
to CanadExport, is the author of /
special supplement on the Janu

Team Canada trade missjon en g
“Small is Big News in\
which appeared in a num
nal magazines. At Canid!
request, Mr. Chetcutl pre ared?i i
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Exporter to New Market

Tnder Tootsies Ltd. of London, Ontario, has successfully opened'the door to the British women'’s footwear market in
an efficient, yet cost-effective way. The secret: help from Canadian trade commissioners in London and good follow-
up back home.

Last fall was notable for the 53-year-
old, 600-worker manufacturer of
women’s footwear: it received its
first order from Britain. _

“The order was small, but it’s
significant, because it opened the
door,” explains company vice presi-
dent Balfour Noble.

Indeed, more orders have since
come through. The company received
its second U.K. order for this spring
and is expecting a bigger one for
the fall.

For Tender Tootsies, which spe-
cializes in slippers and winter
boots, exporting was something
virtually unexplored until eight
years ago when it bought a U.S.
company. Now 55 per cent of its
products go to the United States. It
also exports to Germany.

But, according to Noble, the com-
pany entered the British market a
special way.

A helpful source

“To enter a foreign market there are

-\deveral choices: advertising, local

gents, or trade shows,” explains
loble. “But for Britain we contacted

Smith in London. Before visiting
Britain;, Noble talked with Smith
about company goals. Then, based
on the results of market research
undertaken by Smith, followed by
direct company visits and target-
ing of specific stores, Noble picked
out prospective clients.

“Smith did the liaison work between
the two sides and made actual arrange-
ments for all the appointments,”
explains Noble. “He also partici-
pated in those meetings just like a
team member from the company.”

This saved Tender Tootsies much
money in blind investment. More
importantly, it enabled the compa-
ny to have a kind of partner in
Britain — and, says Noble, a reli-
able one too.

Good follow up

Noble maintains that feedback from
the trade commissioner would be
useless if not appropriately fol-
lowed up by feeding all the critical
details — such as shipping, pricing,
sample packaging — back to the
customer. “We have a staff member
who is an expert in all the intrica-
cies of exporting to Europe —
which is absolutely critical in such
a demanding market — to make
sure no detail is ignored.”

This has allowed the company to
establish growing contacts in the
British women’s footwear market.
Major department store House of

Fraser has offered orders, and half a

dozen other major British depart-

ment stores are currently considering

placing orders.

Tricks of the trade

Based on his U.K. market experience,

Noble offers the following pointers.
“First, investigate your targeted

market with the trade commissioner
at your local International Trade
Centre, or at the Department of

Foreign Affairs and International
Trade, as we did.

“Second, use the trade commis-
sioners abroad as much as possible as
a source of information, especially in
the early stages, because they are
right there in the target market.

“Third, never assume. Even in
those countries that appear similar to
Canada, as in the case of the UK,
there are differences: colour, textile,
ways of marketing ... Always check
out the market yourself.

“Fourth, follow up on the feedback
and never overlook a small detail. It
may have a big story behind it.

“Finally, meet only with people
with real decision-making power.
Otherwise, you are wasting your
time and money — as can be the
case with some agents.”

For more information on Tender
Tootsies,  contact company vice
president Balfour Noble, tel.: (519)
652-0080, fax: (519) 652-3394.

Depuﬁmeni of Foreign Affairs and International Trade (DFAIT) -
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~he following trade opportunities have been received by the International Business Opportunities Centre (IBOC)

of the Department of Foreign Affairs and International Trade and Industry Canada. These opportunities are
posted for the benefit of Canadian companies only. To obtain more information about these tenders, contact the

appropriate person at IBOC, whose name appears at the end of each summary below, quoting the IBOC case number
for speedier service. Canadian exporters needing assistance in preparing international bid documents may want to

use the international contracts expertise and services offered by the Canadian Commercial Corporation. This Crown

corporation is located at 50 O’Connor St., Suite 1100, Ottawa, ON, K1A 056, tel

ALGERIA — A steel industry company
invites bids for the supply of two boil-
ers (2 x 15 tonnes/hour) and a water
softener (65 m3/h) for the distillation
of ammonia. Closing date for bids:
May 17, 1998. Contact Betsy Chaly,
fax: (613) 996-2635, quoting IBOC
case no. 980302-03007.

ALGERIA — A gas company invites
bids for the supply and maintenance
of a financial management system,
as well as the training of its users.
Closing date for bids: May 21, 1998.
Contact Betsy Chaly, fax: (613)
996-2635, quoting IBOC case no.
980302-03012.

ALGERIA — A gas company has
issued a call for tenders for renova-
tion of turbo-alternator unit drive
shaft vibration monitoring systems.
The deadline for receipt of tenders is
May 23, 1998. Contact Betsy Chaly,
fax: (613) 996-2635, quoting IBOC
case number 980302-03009.

BANGLADESH — A power company
invites bids for the supply of a num-

ber of items, including: 230 kV dou- .

ble circuit vertical formation lattice
towers/foundations; 28 km of 230
kV double circuit three phase trans-
mission lines; restringing approxi-

mately 42 km of one existing steel
earthwire; mallard ACSR phase con-
ductors, earthwire, and associated
fittings; 230 kV suspension, ten-
sion, and low duty insulator sets;
substation extension; and relevant
reference engineering and design
standards. Closing dates for bids
range from May 15, 1998 to June 15,
1998. Contact Betsy Chaly, fax:
(613) 996-2635, quoting IBOC case
no. 980227-03000.

EtHiOPIA — The Ethiopian Privati-
zation Agency invites bids for the
partial or total acquisition of
government-owned tanneries and
shoe factories. Closing date for bids:
June 1, 1998. Contact Betsy Chaly,
fax: (613) 996-2635, quoting IBOC
case no. 980226-02991.

GUINEA — A company seeks a
Canadian joint venture partner for
the development of a water and elec-
tricity distribution system. Contact
Betsy Chaly, fax: (613) 996-2635,
quoting IBOC case no. 980226-02977.

INDIA — A water supply and sewer-
age board invites bids for the con-
struction, operation, and mainte-
nance of a 100 mld-permeate capac-
ity sewage renovation plant (ter-

.2 (613) 996-0034, fax: (613) 995-2121.

tiary treatment and reverse osmo-
sis). A pre-bid meeting will be held
on April 6, 1998. Closing date for
bids: June 4, 1998. Contact Betsy
Chaly, fax: (613) 996-2635, quoting
IBOC case no. 980309-03070.

INDONESIA — The government,
through a loan from the Asian
Development Bank, invites bids for
the design, fabrication, delivery,
installation, testing, and commission-
ing of a diesel waste heat recovery
plant with a capacity in the range of
2.5 MW to 3.5 MW, including all
required materials, equipment, ser-
vices, and labour. Closing date for
bids: May 15, 1998. Contact Betsy
Chaly, fax: (613) 996-2635, quoting

- IBOC case no. 980309-03072.

SINGAPORE— A company invites bids

for the design, supply, installation,

testing, and commissioning of :y

digital trunked radio communica‘.

tion system. Closing date for bids:

May 22, 1998. Contactetsy CHaly,
o 1BC

Business Opportunities

N




Trade Fairs

POzZNAN, POLAND — June 15-19, 1998
— The 70th Poznan International
Fair, highlighting technology and
industrial techniques, is the largest
investment goods fair in Poland, the
largest of its kind in Europe and the
only one with such a wide spectrum
of products exhibited. .

- The scope of the fair includes
machine industry, electrical engi-

" neering, electronics, industrial control

engineering, laboratory equipment
and apparatus, transport, power in-

GUANGZHOU, CHINA — A year-round
medical equipment exhibition hall
will be set up this May in the largest
and most advanced city in Southern
China. Manufacturers interested in
entering the lucrative Chinese mar-
ket are invited to show their prod-
ucts with the help of local experts.
The Medical Equipment Exhi-
bition Hall, which is jointly estab-
lished by Lily Corp. Ltd. of Verdun,
Quebec, and Guangzhou Liu Hua
Qiao Hospital, is located inside the
hospltal Registered with the World
; Health Organization, the 1,050-bed
,, ospltal has a medical staff of 1,200.

"f ital hosts a series of
d international events

rangmg from

dustry engineering machines and
equipment, metallurgical machines
and equipment, machines for found-
ing and steel industry, machines and
equipment for earth works, construc-
tion industry and road building, coal
mining, ore mining, oil and gas indus-
try, raw materials and semi-products,
refrigeration and cooling industry,
ventilation and air conditioning, and
equipment used in eco-systems for gas
exploitation, as well as services and
intangible goods.

‘New Venue for Showing Medical Equipment in China

ical equipment to purchasing delega-
tions from all over China.

The exhibition hall will facilitate
the efforts of foreign medical equip-
ment manufacturers interested in
sharing the Chinese market by direct-
ly introducing products to medical
professionals and collecting timely
feedback on the products. Moreover,
Lily Corp. will provide comprehen-

,;remler._,S rian International lO/ll
und Gas Exhlbmon

. This year, for the first time, a con-
ference — “Poland on its Way to a
Membership in the European Union”
— and a Capital Fair for presenting
financing opportunities for -invest-
ment projects will be held concur-
rently with the fair.

For more information, contact
North American organizer J.C.
Exhibitions, Inc., 14652 Quail Trail
Circle, Orlando, FL, 32837, tel../fax:
(407) 857-6450.

sive services such as product mar-
keting and representation, transla-
tion and export procedure briefing.

For more information on the exhi-
bition hall and the numerous services
offered, contact Ying Zhu, Director,
Lily Corporation, 316 Galt, Verdun,
Quebec, H4G 2P4, tel.: (514) 362-
1860, fax: (514) 362-1847.

DAMASCUS, SYRIA —]une 7-11, 1998 — Canadian oil and gas professionals

- and business people will find lucrative opportunities at Syroil '98, the

First Syrian International Oil and Gas Exhibition.

The exhibition will showcase the latest technologies, exchange of data
and opportunities in Syria and neighbouring countries.

For more information, contact organizer Allied Trading Enterprises,
P.O. Box 3993, Damascus, Syria, tel.: (963-11) 331-92-0, fax: (963-11)
331-92-10/20, e-mail: cgtdxb@emirates.net.ae

' | ’ Department of Foreign Afairs and International Trade (DFAIT) —
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GENEVA — October 6-8, 1998 —
There is still time for Canadian com-
panies to participate in WorldAid '98
— considered the essential global
trade fair event for all-those with ‘a
role in humanitarian aid. »

The show will focus on procure-
ment opportunities within the United

HonG KONG — June 3-5, 1998 —
The 6th Pacific Rim Biotechnology
Conference and BioExpo ’98 will
provide an opportunity for Cana-
dian companies to showcase their
biotechnology strengths and pro-
mote business alliances. The confer-
ence will focus on “Biotechnology
and Quality of Life” in the areas of
agriculture, medicine, and the envi-

SASKATOON —June 9-12, 1998 — The
Agricultural Biotechnology Interna-
tional Conference (ABIC) 98 is the
world’s leading-edge scientific conven-
tion on agbiotech, the place to learn
about strategies for product commer-
cialization and the science of success.

ABIC 98 will feature more than
60 speakers who are internationally
recognized experts in agbiotech. While
focusing on commercialization strate-
gies, the conference will also include

' The Science of Success; at ABIC ‘98

Nations and other international agen-
cies involved in emergency relief
and related activities.

The Canadian presence at the fair is
being organized by DP Expos Services
Inc.,
Canadian Permanent Mission to the

Office of the United Nations in Geneva.

Discover Biotechnology Opportunities

ronment, while the exposition will
cover a wide range of biotechnology
products, equipment and services and
promote interaction between coun-
tries of the Pacific Rim. =

BioExpo 98 will provide an excel-
lent opportunity to share cutting-
edge research outcomes and indus-
trial developments in specific fields
of biotechnology, as well as to dis-

numerous special-interest presenta-
tions, covering plant science and crop
development, animal science, microbial
and food science, and commercial devel-
opment. In addition, there will be net-
working opportunities and tours of
agbiotech companies and agencies.
For more information, contact
Sharon Murray, The Signature Group,
608 Duchess St., Saskatoon, SK, STK
ORI, tel.: (306) 934-1772, fax: (306) 664-
6615, e-mail: siggroup@sksympatico.yca

in close collaboration with the

For more information, contact DP
Expos Services Inc., tel.: (33-1) 39-73-
05-27, e-mail: dpexpos@easynet.fr; or
Andrew Griffith, Canadian Mission in
Geneva, fax: 4122-919-9233, e-mail:
andrew.griffith@genev02.400.gc.ca

in the Pacific Rim

cuss how academia and industry
can team up to further the biotech-
nology industry.

For more information, or to regis-

ter, contact Fatima Lai, Commercial
Officer, Consulate General of Canada,
Hong Kong; tel.: (852) 2847-7441,
fax: (852) 2847- 7441, Internet:
www.canada.org.hk

“AID & TRADE ‘98

NEw YOrk CiTy — September 16-17,

1998 — The fifth annual Interna-

tional Aid and Trade Conference and '
Exhibition — AID & TRADE 98 —
is an opportunity for Canadian

exporters to showcase their products Vs

and services to senior United Natior}s? :
and humanitarian aid procurement.
officials from around the world '

MARKET
REPQRTS

DFAIT’s Team Canada Market Research Centre produces a full range of sectoral marke
|dennfy foreign markets. Currently, some 300 reports are available in 25 sedors
'and automotive to consumer products, forest industries, plastics, space and tourism

InfoCentre’s FaxLink (613-944-4500) or on the Internet at http://www. mfoexport

~ April 20, 1998
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Business Agenda

MONTREAL — May 25-27, 1998 — L'th: :

Conférence de Montréal is an oppor-

tunity for leaders and senior managers
of large and medium exporting or:
export-ready enterprises to learn/

about the building of the new Europe
Speakers from the European private

sector and governments will share

their insights on the state of Europe
today and on what its evolution
implies for the world economy. Other
speakers from Canada and the United
States will speak about economic
relations with Europe from a North

- American perspective.

OTrTAWA — May 14-15, 1998 — For
the first time ever, the annual
International Air Cargo Conference
and Exhibits and Air Cargo Product
Expo (IACC) will be held in Canada.

Thousands of delegates, exhibitors
and visitors from around the world
are expected to attend what is slated
to be the largest IACC in partici-
pants and visitors.

\ During the conference, industry

-leaders will discuss issues such as
ipping dangerous goods by air-
el ht cargg secunty 1mport1ng and

Canadian Landing of
Imernunonul Air Cargo Event

‘The conference will also tackle
more specific topics, including the
Euro and international trade, tele-
communications and the struggle for
markets, the clash of management
cultures, the building of the pan
European market, the develbpment of
the social and economic union, and
new business opportunities in Central
and Western Europe. The impact of
the Asia crisis on Europe and North
America will also be examined.

The popular sessions on “Doing
Business” with various countries of
the region will continue again this

exporting opponuniﬁes, claims proce-

dures and computerized systems for
package shippers.

Sessions include “Expanding Global
Trade: The Role of International
Traders in the Development of World
Commerce” and “Importers and Ex-
porters: What We Requlre of A1r11nes
and Forwarders.”

For more information, contact the
Air Transportation Marketing Asso-
ciation, PO. Box 520935, Miami, FL
33152 US.A,, tel: (305) 591-9475,
fax: (305) 591-9575.

year, with ministerial delegations
from the Czech Republic, Hungary,

" Poland, Romania, Russia and Ukraine

discussing investment and other
business opportunities for Canadian
companies in their countries.
Government of Canada representa-
tives will also be on hand to acquaint
Canadian participants with the ser-
vices available to help exporters.
For more information, contact
Conférence de Montréal, 2055 rue de la
Montagne, suite 101, Montreal, QC,
H3G 1Z8, tel.: 1-888-772-5142 or
(514) 283-5142, fax: (514) 283-6680.

— Continved from page 11

The United Nations and interna-
tional humanitarian agencies spend
over $12 billion each year on goods
and services to support peacekeeping,
emergency aid, and medical and eco-
nomic development around the world.

Due to the fall of the Canadian dol-
lar, the organizers are giving Canadian
companies that register before April
30 the opportunity to participate at
par value.

For more information, contact
International AID & TRADE 98, tel.:
(416) 968-7252, fax: (416) 968-7569,
e-mail: aidtrade@baxter.net Internet:
http://baxter.net

hu ;7][

DFAIT's InfoCentre provides counselling, publications, including market reports, and referral services to Canadian exporters. Trade-related
[A1Q information can be obtained by contacting the InfoCentre at 1-800-267-8376 (Ottawa region: 944-4000) or by fax at (613) 996-9709;
'/e by calling In(fit[)(enlre FaxLink (from & fax machine) ot (613) 944-4500; or by accessing the DFAIT Internet World Wide Web site ot
j ait-maeci. g( ({ I

Return requested

if undeliverable:
CANADEXPORT (BCFE)
125 Sussex Drive
Ottawa, ON

K1A 0G2

MAIL>POSTE

Portage pod M’MM
BLK NBRE
2488574

OTTAWA

"AID & TRADE 98
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Trade Mission to\Cli‘l“’ ong ong Reaps
a Harvest of Contracts for Canadian Firms

Entemational Trade Minister Sergio Marchi, accompanied by 84 representatives of Canadian businesses and organizations,
isited China and Hong Kong from March 27 to April 5, 1998. During the nine-day tour, new trade contracts valued at
almost $800 million were signed in Beijing, Shanghai and Hong Kong

Mr. Marchi expressed deep satisfac-
tion at being able to help Canadian
companies make inroads into this
part of the world and gain a head start

on their foreign competitors. Members
of the business delegation enjoyed
the added advantage of taking part in
various meetings with senior Chinese

Second WTO Ministerial Conference
 to Deal with Implementation and
~ Future Work |

» The second World Trade Organization (WTO) Ministerial Conference will take

_place in Geneva, Switzerland, from May 18-20, 1998. The agenda will consist
of two broad areas of discussion: the implementation of the WIO work program, and
future activities, which include new negotiations in agriculture and services.

The conference, which will be chaired
by the Swiss Minister of the Eco-
nomy, Pascal Couchepin, brings
together ministers from the 132

"WTO member countries. Geneva

will also play host to ministerial
delegations, members of the press
and a variety of non-governmental
organizations from many different
countries.

WTO agenda shifting

According to John Weekes, Canada’s |

Permanent Representative to the Office
of the United Nations in Geneva and
the World Trade Organization, the
focus of the WTO is shifting. “It is
moving somewhat away from tariffs
and quotas to other matters such as

‘regulatory and competition policy

issues and investment,” said Weekes.

Continved on page 4 — Second WTO

CanadExport On-Line
http://www.dfait-maed. ge.co/englishy/news/newsletr/canex

leaders throughout the mission. “This
mission has been about helping
Canadian businesses make a name for
themselves in China and Hong Kong
and exploring the exceptional oppor-
tunities that exist here,”
said. “Canadian companies are com-
petitive, export-ready and dedicated
to this crucial market. The results
have exceeded our expectations and
show Canada’s determination to be a
significant player in this region.”
(ontinued on page 2 — Trade Mission

Info
Export

http://www.infoexport.gc.ca

http://exportsource.gc.ca /
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. Team Canada Inc: A Current Affair

The first publication, Small Business
Guide to Federal Incorporation, is a

operate a company in compliance
with federal corporate law without
incurring expensive professional
fees. The guide contains incorpo-
ration forms, by-laws, minutes of
meetings, and other documents that
‘users can easily adapt to their busi-
ness needs. It also describes the
relevant legislation in easy-to-
‘understand terms.

From Beijing to Hong Kong
The Canadian trade delegations first
stop was in Beijing, where over
$300 million worth of trade contracts
were signed and $48 million in invest-
ments were announced. The business
deals involved such sectors as energy,
construction, aerospace, medical sup-
plies and education. SLM Software
of Toronto, WJ. Stelmaschuck and
Associates Limited of Vancouver, law
\Offlces Blake, Cassels & Graydon of
:'TO{OIIIO and Remedios and Company

step-by-step “how-to” guide designed -
to help Canadians incorporate and

anadExport

Government programs and services

The second publication, Your Guide
to Government of Canada Services
and Support for Small Business

- (2"d edition) outlines the programs

and services offered to small busi-
nesses by the federal government
and explains how to apply them.
Included are key contact addresses,
phone and fax numbers, and In-
ternet sites for each program.

Guides available on Strategis
Both guides are available on Strategis,

Trade Mission to China and Hong Kong

dian Education ‘Office‘, which will
promote Canadian educational ser-
vices between Chinese businesses
and organizations. Following a series
of bilateral meetings with Chinese
leaders, Mr. Marchi announced the
establishment of a. Canada-China
Interparliamentary Group. This
body will promote greater dialogue
between Canadian parliamentari-

CanadExport

Two New Federfult Guldes Beneilt Small Businesses

E’or many small businesses, information about available government services and programs can be extremely valuable. That’
why Industry Canada has published two new guides, designed to help small businesses access the tools they need to grow.

Industry Canada’s business informa-

-tion Web site.

For the Small Business Guide to
Federal Incorporation, visit http://
strategis.ic.gc.ca/sc_mrksv/corpdir/
engdoc/homepage.html

For Your Guide to Government of
Canada Services and Support for
Small Business, visit http://strategis.
ic.gc.ca/smeguide

Hard copies are available by call-
ing the Industry Canada Distribu-
tion Centre, tel.: (613) 947-7466.

— Continved from page

ans and members of the Natlonal
People’s Congress. i

Mr. Marchi then led the Canadian
delegation to Shanghal, where the 90th
anniversary of Canada’s commercial
involvement in this city was marked by
the signature of new contracts valued at
over $480 million. Three Canadian
companies, Canadian Aerospace Group

Continued on page 5 — Trade Mission
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Asia’s Infrastructure Market
Offers Plenty of Opportunities

frastructure development continues to be needed and will continue to be built during and after the current crisis in Asia.
That’s the combined opinion of the Asian Development Bank (AsDB), the World Bank (WB) and leading commercial
lenders. And according to senior executives of major Asian, North American and European infrastructure firms, thls means
plenty of opportunities for Canadian companies.

The forecasted needs of Asia’s infra-
structure fall within much of Canada’s
traditional sectors of expertise and
competitiveness, including energy,
telecommunications, transportation,
agriculture and urban development.

Asla’s Infrastructure needs

In the short term, most of the infra-
structure projects in the works that
have a strong, economically viable
focus will likely be built with the
private sector playing an even greater
role in their development, mcludmg
financing.

Less than commercially feasible
public infrastructure projects in
countries that do not have ready
access to commercial capital will
continue to be largely financed by
international financial institutions
such as the AsDB and WB. -

The People’s Republic of China
alone will offer many opportunities
as a result of its recent announcement
of a massive infrastructure drive

worth US$750 billion to US$1.3 tril-

lion over the next three years. While
some of these projects will be funded
by the AsDB and WB, most will be
funded through commercial markets.

Consulting the experts
To show Canadian firms how they
can benefit from Asia’s infrastructure
market, senior executives represent-
ing 25 major Asian, North American
and European infrastructure firms
were interviewed. Foreign compa-
nies (European and Asian) often
establish a base in Manila, which is
also the headquarters of the AsDB.
These types of firms will dominate
the commercially funded Asian pro-

. jects, which will md§tly be Build-

Own-Operate (BOO) and Build-Own
-Transfer (BOT) schemes. These pro-
jects are more profitable and attract
less competition.

According to the executives inter-
viewed, by 2005 the Jocal Asian infra-
structure firms will dominate the AsDB
and WB market in Asia. Projects in this
market are very price competitive and
attract a great deal of competition.

Canadian involvement welcomed
Now is an excellent time for Canadian

-firms to link up with these local infra-
structure firms, say the executives,

who believe that joint partnerships
with Western firms will give the
AsDB and WB the assurance that

local firms will deliver projects on
time and with the desired quality.

The executives of these major in-
frastructure firms all say that they
would welcome more enquiries about
their projects from Canadians, who
have to date rarely contacted them.
In fact, many indicated that their
firms have offices in Canada, which
would be a good starting point for
Canadians who are unable to visit their
offices in Asia. They noted that there
is a specific approach to successfully
selling to their firms, and that in all
cases they need only value-added

Canadian-products and services.
According to the executives, the

favourable Canadian dollar will aver-

age down all the bids on infrastruc-

" ture projects — something that is

critical for price-sensitive AsDB and
WB projects. Price is also important
for commercially funded projects,
although financing is just as important.
These interviews were conducted
by the Canadian Embassy’s Office
of Liaison with the International
Financial Institutions (OLIFI) in
Manila. Foreign companies (European /
and Asian) often establish a presence.

/

IFlnet: Getting your Share of the IFI Market

Available on the Departments Web site Chttp: //www dfait-maeci.gc.ca/ifinet), IFInet helps increase your ch
success in pursuing international financial institution (IFI) business opportunities. You will fmcL:
projects financed by IFIs, work undertaken by Canadian consultants with IFlsmand 4. li:
International Development Agency (CIDA) prOJects Business guides for exporters

(ontinved on page 12— Asia”

\the site’s new page, “International Capital Projects.”

— May 4, 1998 .

~ International Financial Institutions: News, Notes & Opportunities
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Trade News

© The WTO, estabhshed on]anuary 1

1995, is the international forum where
rules are made for global multilateral
trade. Based in Geneva, the WTO was
born out of the Uruguay Round of
Multilateral Trade Negotiations, replac-
ing the Secretariat of the General
Agreement on Tariffs and Trade (GATT).

The WTO oversees the administration:
and functioning of multilateral trade .
agreements, including the international -

trade dispute settlement system. It also
serves as a forum for international
trade negotiations and rule making,

Trade and Investment drive Canada’s
economy
In the 1990s, international trade and
investment are of unparalleled impor-
tance to Canadians. Together, they are
the engines that drive the Canadian
economy and create jobs. Canada’s
economic well-being is inextricably
linked to keeping foreign markets
open in a fair and predictable fashion.
Fifty years of rules-based trade
since the GATT was created in 1947
have brought great benefits to Canada.
The results of more liberal and more
effective trade rules in North America
and globally are impressive, having
contributed to the dramatic expansion
of Canadian trade in recent years.
From 1990 to 1997, Canada’s merchan-
dise exports rose from $148.9 billion
Yo $296.9 billion. Exports of goods
d services now account for more
40 peg, cent of gross domestic

CanadExport

“'fecond wro Mmlsterml Conference

close to US$60 bllhon to US$300 b11-
lion. The accumulated stock of foreign
direct investment in Canada has
almost doubled to $180 billion in the
last 10 years. Investor confidence in
Canada is at its highest level in 15
years with more and more interna-
tional companies establishing opera-

— Continved from page T

Trade means jobs

Trade is critical to Canada’s economy.
One in three jobs depends on exports
and it is estimated that every $1 bil-
lion of exports creates or sustains
11,000 jobs in Canada. Although
Canada is a successful trading nation,

“only about 100 companies account

5DP), up from 26 per cent

Continued on page 11 — WTO

tions across the country.

"Waorld Trade System Celebrates 50 Years

On May 20, 1998, the WTO will celebrate the 50th anniversary Qf the world’s
multilateral trading system, providing a unique opportunity to reflect on the
achievements of the past and the challenges and opportunities of the future.

World trade milestones

e October 30, 1947: The GATT, containing tariff concessions and a set of
rules preventing certain trade restrictions, was signed by 23 countries.

e January 1, 1948: The GATT was implemented.

* April - August 1949: Second Round of negotiations held in Annecy, France.

* September 1950 - April 1951: Third Round held in Torquay, England. Four
more countries joined the GATT.

e May 1956: Completion of the fourth Round held in Geneva, Sw1tzerland
produced close to $2.5 billion worth of tariff reductions.

 September 1960: The fifth Round, the Dillon Round, began in September
and concluded in July 1962.

¢ May 1964: The Kennedy Round began. The Final Act was 51gned in _]une
1967 by 50 participating countries, with concessions covering nearly
$40 billion worth of trade.

* September 1973: The Tokyo Round, the seventh Round, began in 1973
and concluded in November 1979, with tariff reductions of more than
$300 billion.

o November 1982: Meeting of GATT ministers in Geneva led to the
Uruguay Round.

* September 20, 1986: The eighth Round of trade negotiations, the
Uruguay Round, covered trade in both goods and services.

» April 15, 1994: Ministers from 120 countries signed the Final Act,
creating the World Trade Organization.

* January 1, 1995: The WTO was implemented.

e December 9-13, 1996: The first regular biennial meeting of the WTO
at the ministerial level was held in Singapore.

 Further information on the WTO Ministerial Conference and the 50th
anniversary celebration is available from the WTO Web site (www.wto.01g)
and the DFAIT Web site (Www.dfait-maeci. ge.ca). '

Department of Foreign Affairs and International Trade (DFAIT) —
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dee Mission to China and Hong: ;
~ a Harvest of Contract«s?;for Canadian Firms

of Burlington, Ontario, Easy Field
Consultants (Canada) Limited of
Markham, Ontario and Raytheon
Canada Limited of Waterloo, On-
tario, were particularly active in
these construction and aerospace
industry initiatives. :

The final stage of the mission
took place in Hong Kong, where
over 150 meetings were arranged
for members of the business dele-
gation to assist with their business
needs. Mr. Marchi also took part
in the official opening of the office
of the Canadian Tourism Com-
mission, which will promote Canada
as a tourist destination. In Hong
Kong, new trade contracts and
letters of intent were also signed
covering a wide range of products
and services including waste water
treatment equipment, Internet recruit-
ing services and windows for .a
new high-rise building.

While in Asia, Mr. Marchi also
discussed China’s efforts to pre-
pare its accession to the World
Trade Organizati%)n: and helped
advance the business action pro-

-gram, designed to ease access to

the Chinese market and improve
transparency of business transac-
tions.

Productive export markets

China is Canada’s fifth-largest

export market and together, Hong
Kong and China are Canada’s
third-largest trading partner. Cana-
dian companiesihave been enjoy-
ing remarkable success there since

CanadExport

1994, when the Team Canada
mission led by the Prime Minister
resulted in commercial agree-
ments valued at $8.6 - billion.
Canadian companies have since
signed additional deals totalling
$3 billion. Traditionally, Canadian
exports to China have been most-
ly commodities such as wheat,
potash and wood pulp. In latter
years, manufactured items such as
electrical products, mechanical
and telecommunications equip-
ment have grown in importance,
and now account for 44 per cent
of Canada’s exports to China.
Canada’s priority exporting sec-
tors complement the current needs
of China in goods, services and
imported technology, especially in
agriculture and agri-food, infra-
structure (energy, transportation
and telecommunications) and envi-
ronmental protection.

On its part, Hong Kong has be-
come an increasingly important
trading partner and business centre
for Canadian companies, primarily
because of its strategic location in
the Pacific Basin, which makes it
a port of entry to the dynamic
Chinese market.

Canada has always been a major
exporter of minerals to Hong Kong,
especially aluminum, potassium,
gold and zinc, along with pulp and
paper, petrochemicals, soya, tobac-
co, canola and'seafood. Canadian
exports have nonetheless become
quite diversified over the years,
with Canada becoming a major

Kong ?Z%Reups; |

— (ontmued from page 2

supplier of telecommunications
equipment. In fact, over 55 per
cent of Canada’s exports to Hong
Kong now consist of manufac-
tured and semi-finished products.
Other promising sectors for
Canadians in Hong Kong include
construction, data processing,
transportation, energy, furniture,
consumer goods and processed
food products. To this‘ end,
Minister Marchi launched the
President’s Choice line of prod-
ucts with a major Honk Kong
grocery chain, Park’n’Shop.

As the trade mission drew to a.’

close in Hong Kong, it was clear
that its impact would extend
beyond immediate product sales
and deals signed. Long-term in-
vestments and- new joint ventures
promise to create an impressive
future for Canadian companies
in these dynamic markets.

For further information on the
trade potential of the Chinese
market, contact the China Division,
Department of Foreign Affairs
and International Trade, t'el.:‘ (613)
992-6129, fax: (613) 943-1068,

or consult the InfoExport Web

Site at http://www.infoexport.gc.ca

— May 4, 1998 .
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New Exparters Trummg Sessions Calendar

New On Line

r7~~anadian businesses considering
s expanding sales into the United
States can now consult the Department
of Foreign Affairs and International
Trade’s Internet site for listings of New
Exporters to Border States (NEBS) -
training sessions on U.S. marketing.
NEBS courses provide market in-
te]Iigence and practical information
about getting goods and services over
the border. Since they are often planned
around ‘trade shows in the United
States, they also give a first-hand look at
the competition in their industry sector.
The Internet site includes informa-

tion on more than 80 NEBS training
programs scheduled for 1998-1999,
including a NEBS on the apparel indus-
try in Seattle in June; a sporting goods
session in conjunction with the July
National Sporting Goods Show in
Chicago; an environmental NEBS in
Oakridge, Tennessee, in September; a
session on Aboriginal arts and crafts in

| G e cnat s AN LRI
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Mesa, Arizona, in October; a November
session on the automotive trade in
Detroit; and a toys mission to New
York next January. The on-line sched-
ule also includes listings of export
information sessions held in Canada,
where experts on U.S. markets are

“ brought in to deliver part of the

training.

Visit the Internet site at www.dfait-
maeci.gc.ca/english/GEO/USA/nebs.
htm (English) or www.dfait-maeci.gc.
ca/francais/GEO/USA/nebs.htm
(French).

Airfare bargains for NEBS participants

Special airfares for Canadian compa-
nies taking part in NEBS sessions in
the United States have been negotiated
with Air Canada. These special rates
include 35 per cent off full economy
fare, 40 per cent off bookings made
seven days in advance, and 5 per
cent off any published excursion fare.

Canadian Airlines offers 15 per
cent off the full economy fare and 10
per cent off any published excur-
sion fare. Please note that some
restrictions apply.

Depending on the event, the
Department of Foreign Affairs and
International Trade may cover up
to two nights of hotel accommo-
dation and, in some cases, may
pay a portion of the entry fee to
the trade show. Participants pay a
non-refundable fee of US$100 for
training sessions taking place in
the United States, and must cover
all their own travel and personal
expenses.

For booking instructions, or to
register for a NEBS session, con-
tact the International Trade Centre
nearest you or the Canadian trade
officer in the United States indi-
cated in the on-line NEBS listing.

. Huvmg Murket Access Problems in the United States?

§
RS R Mw;,z,‘,,““'..ﬁﬂ,;

he Canadian Embassy in Wa-
N\ . shington, DC, would like to hear
f(xom Canadian companies about any
fficulties they may have faced with
egiJmted tates’ “Buy American”

& Embassy is also interest-
earing about problems relat-
1 business set asides, or
ctive provisions encoun- -

Were you able to sell? Did you
decide not to pursue the sale? What
would have made it easier? Your
views will help Canada set priorities
in its efforts to remove barriers faced

" in selling to the U.S. government and

help keep you informed about pro-
curement regulation changes and
practical solutions.

' To register your comments, contact,
by May 31, 1998, Allison J. Saunders,
Second Secretary (Commercial), Cana-

dian Embassy, 501 Pennsylvania
Avenue NW, Washington, DC 20001,
tel.: (202) 682-7746, fax: (202) 682-
7619, e-mail: allison.saunders@wshd
c01.x400.gc.ca

CanadExport On-Line
http://www.dfait-maeci.gc.co/
english/news/newsletr/canex

/
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(GDP) of approx1mately $170

dynamic in Africa.:

South ‘African compames are-”
becoming increasingly  active
throughout Africa and internation-
ally as foreign exchange restrictions

~ are lifted at home. Growth of non-
gold exports peaked at 14 per cent
in 1995 and remains strong —
since 1994 exports have increased
from 27.6 per cent of GDP to
nearly 33 per cent.

Although overall economic
growth slowed slightly to 1.7 per
cent in 1997, due partially to low
gold prices and weakening Asian

i export markets, it is expected to
return to 3-4 per.cent over the
next year or two.

Great strides in access to

services ‘

Internally, great strides have been
made in ensuring that previously
disadvantaged communities have
access to South Africa’s infrastruc-
ture, . particularly in the fields of
electncny and telecommunica-

Wlth a gross:: domestlc product g

billion in 1997, South Afncas .
open and outward-lookmg econo-
my remains thexlargest and most

”housmg, health care and educa
tion”“= the strains of massive
reorganization and years of under- .
funding for large segments of the

population still pose obstacles.
Nevertheless, - there .are many
visible 51gns of progress. A8

For instance, although thel

housing target set in 1994 of
500,000 new homes annually for
five years has never been reached,
the housing sector - has been
+allowing the country to begin to

allocated $1 billion for each of the
‘next two years. Nearly 1 mil-
lion new, housing grants or
loans have alrea
been approved,
and 400,000 new
homes have been
built.

" A country in transition

Given its history, it is no surprise
that South Africa remains a
country in transition four years
after its historic . April 1994

tions. Smce 1994 over 1 5 rmlhon%f.!-f
homes have been' equtpped with

Supplement

i

. From the depths of recession;, mcreasmg budgetary def/c:rs and high'inflation up fo,the last days of apartheid in the early
1990s, South Afiica today boasts strong econamic growth, a shrinking deficit, ond its lowest inflation rafe in decades.

It has emerged as a sophisticated and growing market for Canadian firms, offenng opportunities in fields as diverse as

aviation, telecomngumcahons information technology, engineering and mining. Indeed South Africa now embodies an

' excmng and un/que armay. of moture and develop/ng mcrket charac!enshcs

elections. Despite the economic

1 challenges facing South Africa,
political transformation continues.

A new, permanem and progressive
consututlon “has replaced the

interim version in time
"'ext elecuons in 1999.

ng' developed in some

,mstances \mth technical assistance
:from Canada The efforts of local

‘government to amalgamate richer
~ enclaves with poorer townships in
‘order to broaden the tax and
service base continue.

¢South “Africa’s transition has,
however ¢ successfully passed
through’ the critical, initial phase,

nlock its true potenttal As v

Inside
SPECIAL RELATIONSHIP .....c.crvererassncrnn 11
NEwW ECONOMIC CLIMATE............ n1-1v
GATEWAY TO CONTINENT ....ccvevrerenne v
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Specml Relationship Opens Doors for
- Canadian Business

Across a broad range of sectors and activities, Canada is enhancing its special commercial relationship with South
Africa. From TV coproductions and closer defence linkages to provincial twinning arrangements and constitutional and
technical exchanges, these two Commonwealth pariners are continuing fo strengthen their relationship, and that holds

promise of increased opportunities for Canadian business.

The benefits of this special relationship are readily

~apparent. In 1997, two-way trade exceeded $850

million with exports at $361 million and imports at
$494 million. :

Exports of goods have shown a steady upward
trend since 1993 (except for 1996 when the rand was
sharply devalued). Canadian companies are increas-
ingly active in service exports, joint ventures and
direct investment.

For example, SNC-Lavalin has been involved in a
number of significant engineering projects, including
the Alusaf aluminum smelter and the new La Mercy
airport in Durban. Toronto-listed SouthernEra
Resources, now estimated to be the fourth-largest
diamond mining company in the world, has
operations in South Africa and Angola, and Telesat
Canada, Canadair and Bell Helicopter are among the
many high-tech exporters that are making significant

~ sales to South African customers.

Canadian firms are also part of several inter-
national consortia that are bidding on opportunities
in television broadcasting, a new cellular network
and airport privatization. In addition, the signing of
an Audio-visual Co-production Agreement in 1997
should further strengthen the developing links in TV
and film co-productions.

Economic ties

Economic ties between Canada and South Africa are
stronger than ever — thanks to a number of bilateral
agreements that have made it easier and more
profitable for commercial exchange. A Double Taxa-
tion Convention, signed in 1995, came into force in
April 1997 and a Foreign Investment Protection
Agreement was signed in 1995.

There are many examples of the deepemng
relationship between Canada and South Africa. Both
are Commonwealth members who are developing
stronger defence and security ties, as evidenced by
Minister of Defence Art Eggleton’s March 1998 visit.
Secretary of State (Latin America and Africa) David
Kilgour also recently completed a six-nation trip to
Africa, which included a visit to South Africa. Mr.
Kilgour and his accompanying business delegation
met with key interlocutors in the public and private
sectors in an effort to strengthen the already
substantial economic linkages between the Canadian
and South African business communities.

Five Canadian provinces have formal twinning
relationships with South African counterparts, and
South African non-governmental organizations and

academic institutions have close affiliations with new -

and old overseas partners. A

South Africa.

General Domlpllon Goa
" Population: 37.9 million (1996 census est.)
_Capitals: Pretoria (admlmstratlve) Cape Town
¢ (legislative) : A
_ Total Area: 1,223,201 km2

Key_ Statistics .

~ Economlc Data (1997)
"~ GDP: $170 billion

. GDP Growth Rate: 1.7%
%.. -, Inflation Rate: 6-7%

,‘Unemployment Rate: 2940%
:Cdni:FDIL: $172 million : -
Cdn. Visitors Per Year: 30,000 | .
Currency: rand; $ =R35 US$ RS' ‘

(March 1998) «+
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New Economic Climate Attracts
Trade and Investment

In many ways South Africa offers the best of two worlds: a

sophisticated, outwardlooklng economy that requires high-

valve imports, and an emerging economy whose needs range from transportation and public infrastructure development

o investment and technology transfer.

As noted in the Finance Minister’s budget speech last
year, the South African government remains com-
mitted to both the Reconstruction and Development
Program (RDP), which was the major policy platform
of the African National Congress during the 1994

" election, and the more recent macro-economic

strategy encompassed in the Growth, Employment
and Redistribution program (GEAR).

GEARS objective is to revitalize the South African
economy through a series of fiscal and commercial
measures such as privatization, tax incentives and
tariff reductions.

President Mandela’s new government has wrestled
a deficit of 10.2 per cent of GDP, which it inherited
in 1993-94, to 4.3 per cent in 1997-98, a projected
3.5 per cent in 1998-99, and 3 per cent for the next
two years. '

With a declining budget deficit and inflation in
single digits, the South African Reserve Bank is gra-
dually easing its tight monetary policy. Significantly, this
comes at a time when South Africa is dismantling its
once strict foreign exchange control regime. Although
foreign investment is already free to enter and leave

the country, South African companies and indi-
viduals can now invest abroad more easily, increasing
the prospects of Canadian firms to find suitable
South African business partners.

The gradual privatization of- state enterprises
should also open up new opportunities in such
areas as airports, broadcasting, forest management
and delivery services.

Canadian Direct Investment in Africa
Source: Statistics Conoda

1000 ' |
"800
600
400
200
)

C$ millions

1990 1991 1992 1993 1995 1996 1997
M Rest of Africa 176 181 205 358 461 480 605

O South Africa 21 17 37 42 151 .166 172

Continued on page IV — New Economic

Canada’s lncreasing Investment
:  in Africa

Canadian direct investment in

Africa has nearly doubled since
1993, reaching $777 million in
1997, $172 million in South
Africa alone. -This is primarily

“due to the impressive measures
“taken by many African econo-
. mies to attract foreign direct
investment (FDI), mcludmg the -
-easing of foreign ownership
fresmctlons, sweeping privati-
“zatio "“jfavourable tax and regu-",.@

- all fiscal and monetary policy

management.

Canadian FDI outside of South
Africa is mostly in the mining
and energy sectors, with gradual

_diversification into other sectors.

In South Africa, the Canadian
focus is in the areas of mining,
engineering, telecommunications,
pharmaceuticals, manufacturing,

 transportation and broadcasting,
- South Africa’s mature, diver-
- sified economy and its openness

to FDI — as well as specific cost -

factors such as inexpensive office
and industrial rents, competitive
labour rates, and affordable
electricity — has created a cli-
mate conducive to international
investment.

According to a recent survey by

-the Economist Intelligence Unit,

South Africa offers the most

- favourable business operating
~ costs of the 27 developed and
_ developing countries surveyed. A

(i

- B




B b N 4 Y Wi i s i

N i o o

Gateway to an
Emerging Continent

South Africa’s dominant economic position in Africa, combined with its inferest in regional and continental development,
makes it a natural launching pad for penetrating other Afican markets.

Many Canadian companies have established regional
offices in South Africa, while others have entered into
joint ventures with or acquired South African firms to
take advantage of opportunities in fields as diverse as
mining, engineering, chemicals and pharmaceuticals.
For example, in places like Tanzania and Mali,
smaller Canadian mining companies have teamed up
with giant South African corporations'to undertake
mining and exploration activities. South African
companies also are looking for Canadian partners
with experience in Francophone Africa for joint
projects.

Most Canadian companies new to African markets
see South Africa as a logical first step due to
similarities in business culture and the widespread.
use of English in business and official circles. Its
superior transportation and telecommunications
infrastructure makes it the natural hub for business
activity in the region.

South Africa is a leading member of both the
African Development Bank (ADB) and the Southern
African Development Community (SADC). Recently
liberalized exchange controls allow South African

companies to invest up to R250 million in new
ventures within SADC, up from R50 million last year.

Johannesburg hosts offices from a number of
important international agencies and financial
institutions such as the World Bank, the ADB, the
European Union, and a number of United Nations
agencies, including purchasing offices.

SEARAP initiative

Recognizing the benefits of a co-ordinated
regional approach, the Department of Foreign
Affairs and International Trade (DFAIT), the
Canadian International Development Agency
(CIDA), Agriculture and Agri-Food Canada, and
other federal agencies and provincial govern-
ments have developed a Southern and Eastern
Africa Regional Action Plan (SEARAP).

The recent annual SEARAP meeting (Harare,
March 1998) highlighted the opportunities offered
across SADC’s emerging economies, especially in
transportation, power and agriculture/animal
husbandry. Under this framework, a major power
sector trade mission is planned for late 1998. A

New Economlc Chmate __ Continued from page I

New opportunities emerging for

Canadian firms

Telecommunications — With the sale of 30 per
cent of Telkom SA, the countrys national service
provider, to Malaysian interests, there are growing
opportunities in this sector for Canadian partici-
pation in value-added niches such as data services,
rural and wireless systems, the Internet and cellular
services. ,

Mining — Canada is already highly, regarded in
South Africa as the leading source for mining venture
capital, and many Canadian firms have a strong
history throughout the continent. Canadian techno-

" logy, support services and equipment are areas’ of

significant potential co-operation.

Agriculture and agri-food — Canadian expertise in
animal genetics, agri-food technology and regulatory
frameworks is of considerable interest to South
Africa, as noted by South Africa’s Deputy Minister
of Agriculture during a 1997 visit to Canada.
Transportation — This is the single largest
component of Canada’s exports to South Africa,
and there has been considerable recent activity,
specifically in sales of regional jets, helicopters,
boats and motor vehicle parts.

Other areas in which Canadian firms have been
successful in the South African market include
machinery, both mechanical and electrical, cereals
and base chemicals. A .

Department of Foreign Affairs ond Infemational Trade (DFAIT) —
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'Mining Supplier Concentrates
on Sophisticated
South African Market

A mining renaissance is sweeping across Africa, and mining equipment manufacturer Knelson Concentrators is set to
increase its market share by establishing a stronger presence in South Africa.

With headquarters in Langley, British Columbia, this
18-year-old company.specializes in enhanced gravity
separation technology geared for gold and other

* precious metals.

“Our centrifugal mechanism utilizes a fluid bed
process,” explains Doug Corsan, Vice-President, Sales
and Marketing, “that has been recognized interna-
tionally, with over 60 patents issued or pending.”

A Canada Export Award winner in 1987, when the
company was exporting less than $1 million annually
(today it exports close to $9 million), Knelson knows
what it takes to penetrate far-flung markets.

“In 1997, 89 per cent of our business was outside
North America,” says Corsan, “and while Australia,
Russia and Latin America remain important markets,
we view Africa, and South Africa in particular, as a
significant growth area.”

Choosing the right partner

“South Africa’s mining sector is the most sophisticated
and competitive in the world,” explains Corsan, “a
market that mining equipment exporters worldwide
see as a potential gold mine of opportunity.”

A few years ago, to increase its chances of suc-
ceeding in this crowded but lucrative market, Knelson
found, through personal reference, a local agent with
intimate knowledge of the main players. But after some
initial success in 1994 and 1995, sales dried up.

“We discovered that the agent was not interested
enough in after-sales and customer service — which

are crucial in such a sophisticated market,” says

Corsan. “So we reconsidered our approach and decid-
ed to establish our own office in Johannesburg earlier
this year.”

To do this, the company called on its agent in
Zimbabwe to set up Knelson Concentrators Africa, a
joint venture between Knelson and its Zimbabwe
agent.

While Knelson contributed most of the initial equity
requirements, the partner moved staff to
Johannesburg, hired others locally, and will be

responsible for managing sales — expected to reach $1
million this year — and a new local laboratory.

Canadian help makes a difference

Knelson’s commitment to exporting received con-
siderable government assistance, especially in the early
days. As a matter of fact, that’s how the company found
its rep in Zimbabwe.

“It goes back some eight years,” recalls Corsan, “ata
mining conference in Val d’'Or, Quebec. The Depart-
ment of Foreign Affairs and International Trade had
brought in a delegation of mining people from Africa,

“including this representative of a Harare-based
metallurgical engineering firm, who was also acting
as an agent for other product lines.

“He saw our product, was impressed, and offered to
represent us back home,” Corsan adds.

Knelson has also used DFAITs Program for Export
Market Development (PEMD) to participate in trade
shows or investigate new markets.

“This proved to be an excellent way of marketing
our products,” he says, “by taking away the financial
risk for a small company like ours.”

With typical installation costs running in the
$250,000-$500,000 range, creative selling and financ-
ing techniques are increasingly important. To this end,
Knelson is currently working on a package of financing
options that includes the Export Development
Corporation. -

“We have also worked with the Canadian Inter-
national Development Agency, which offers good
project sponsorship,” Corsan adds.

Exporting is everything to Knelson, so it actively
taps the expertise of Canadian Trade Commissioners.

“We make a point of contacting them in any new
territory. Even for a company like ours with very
specialized products, they can boost our visibility and
credibility,” explains Corsan. “And you must renew
your contacts, because Trade Commissioners change
every few years.”

Continued on page VIII — Mining Supplier

— May 4, 1998
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Interested in Doing Business
in South Africa?

Several Canadian Crown corporations and.government departments, including the Department of Foreign Affairs
and International Trade [DFAIT], have specific experience and services available to assist with entry into the South

African market.

Export Development
Corporation

The Export Development Cor-
poration (EDC) provides risk

management services, including
insurance, financing and guaran-
tees, to Canadian exporters and
their customers. EDC under-
stands South Africa and has
active lines of credit there.

For more information, con-
tact toll-free the Emerging Ex-
porters Team, 1-800-850-9626
(for companies under $1 million
in annual sales), Small Business
Team, 1-800-575-4422, General,
1-888-332-3320, Internet: http//
www. edc.ca

CIDA-INC

Of potential use to businesses
seeking to penetrate the South
African market is the CIDA Indus-
trial Cooperation Program (inc).
This program encourages long-

-term, mutually beneficial business

relations between the Canadian
private sector and developing
country partners by sharing costs
unique to doing business in a
developing country.

A number of Canadian compa-
nies have received CIDA-INC
support for South African initiatives

via its two distinct funding mech-

anisms related to investment (joint

- ventures) and professional services-

(consultmg and engineering).

tact Louis Verret, Program Manager,
Africa and Middle East, CIDA,

tel.: (819) -997-2069, fax: (819)

953- 5024, e-mall louis_ verret@

acdi-cida.gc.ca, Internet: http:/
www.acdi-cida.gc.ca

Canadian Alliance for
Business in Southern Africa
(CABSA)

CABSA is an initiative funded by
CIDA-INC and managed by the
Alliance of Manufacturers &
Exporters Canada to transfer
Canadian technology, expertise
and capital to South Africa through
long-term strategic business alliances
(joint ventures, licensing, fran-
chising, training, or technical
assistance agreements). CABSA
has offices in four countries
(South Africa, Zimbabwe, Namibia
and Botswana) and over 40 active
projects in the region.

To receive a copy of its recent
Investing in South Africa overview,
or to access CABSAs services,
contact Paule Charest, Project
Manager, 19 Chemin du Ravin,
Ste-Therese (Quebec) J7E 2T5,
tel.: (514) 434-4196, fax: (514)
430-5684, e-mail: paule.charest
@sympatico.ca, and in South Africa,
Susan Stewart, Executive Direc-
tor, tel.: (011-27) 11-325-4053/
4559, fax: (011-27) 11-325-4560,
e-mail: cabsa@iafrica.com, Inter-
net: http://www.the-alliance.org/

Chambers of Business
There are a number of Canada-

" South Africa Chambers of Busi-
' For more information, con-

ness across Canada, with the
largest in Toronto.

For more information, con-
tact your nearest Chamber repre-

sentative: Toronto - Sue Rakusin,

tel.: (905) 764-5982, Ottawa -
Richard Stern, tel.: (613) 733-8237,
Vancouver - Ben Lamprecht, tel.:
(604) 739-5800.

Canadian on-line resources

DFAIT produces a number of
market opportunity guides and
other publications related to
doing business in South Africa.

Many of these are available
on-line via the DFAIT Africa Web
site at http://www.dfait-maeci.gc.ca
or through the InfoCentre help-
line at 1-800-267-8376.

There are a number of other
Web sites produced by federal
government departments or agen-
cies designed to assist exporters:

* DFAIT international trade site
InfoExport: http://www.info
export.gc.ca

o Industry Canada’s Strategis:
http://strategis.ic.gc.ca

o Agriculture and Agri-Food

Canada’s Agri-Food Trade Net-

work: http://atn-riae.gr.ca
e Team Canada Inc’s Export-
Source: http://exportsource. gc.ca

South African on-line
resourcoes
Before taking the crucial and
costly step of sending someone
overseas to investigate potential
export markets, the Internet should
be part of your initial market
research. '

In terms of Internet accessi-
bility and utilization, South Africa

Continued on page VI[ —
Interested in Doing Business
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Key Trade Fairs and Events

South Africa hosts a wide range of trade shows,
many of which attract international exhibitors and
delegates. As well, DFAIT occasionally co-ordinates
a Canadian presence at key events. For information
about upcoming trade shows and possible DFAIT
participation, visit the Canadian Trade Office Web
site (see below). The Johannesburg office also
produces a bulletin entitled This Month in South
and Southern Africa, which includes information
on upcoming trade shows.

. The following is a sample of some of the more
1mportant trade shows planned for the commg
months.

Aerospace Africa will be held at Waterkloof

Airforce Base outside Pretoria, April 28 to May 2,
1998. This is the only air show of note held in
Africa and it draws many visitors from across the
continent. Companies should contact Kapil Madan
at DFALIT, tel.: (613) 944-8134, fax: (613) 944-7487.

South Africa has been chosen to host Africa
Telecom 98, a major conference and exhibition
organized by the International Telecommunications
Union, which is expected to draw up to 6,000
foreign visitors. The conference will be held at the
National Exhibition Centre in Johannesburg, May
4-10, 1998. The event is expected to attract
industry leaders at the highest level from all over
the world. Issues .under discussion include
regulatory frameworks, privatization policies, trade
agreements on telecommunications services, and

infrastructure development. DFAIT and Industry
Canada are co-ordinating -participation at this
event. For more details, contact Ohannes Keuylian
at Industry Canada, tel.: (613) 998-0416, fax:.
(613) 990-4215. :

South Africa’s Mpumalanga Province is
organizing the Lowveld International Trade Expo,
which will be held in'May 1998. One hundred
national and international exhibitors will be given
the opportunity to establish business relationships
in the context of the planned Maputo Corndor
Development scheme.

For more information, contact SMP Interna-
tional, tel.: (27-11) 793-4278, fax: (27-11) 793-5060.

The Rural Development Technology 98 trade fair
will take place at Nasrec, outside of Johannesburg,
May 27-30, 1998. This exhibition, which has been
endorsed by SADC, will focus on the business
opportunities presented by rural areas of the
SADC countries. It will introduce prospective
businesspeople to a wide spectrum of potentially
lucrative new markets in a variety of fields,
including health, education, agriculture, transport,
communications and energy.

For more' information, contact the Canadian
Trade Office in Johannesburg, tel.: (27-11) 442-3130,
fax: (27-11) 442-3325. Prime space has been
reserved for Canadian companies interested in
exhibiting. A

Interested in Doing Business

ranks in the top 20 countries
worldwide. This means a wealth
of information is at your finger-
tips, from government agencies
and regulations to prospective
business partners and cus-
tomers.

- Some of the most useful sites
for Canadians interested in
South Africa are:

SouthAfrica

* the comprehenswe South Afri-
can High Commission to Canada
site: http://www.docuweb.ca/

.* iAfrica, a leading South Afri-
can site with extensive news,
business information and links:
http://www.iafrica.com

* ZA*NOW), one of many daily !
updated sites produced by ,

- in South Africa? — Continued from page VI | | o

South African newspapers:
http://www.mg.co.za/mg/za/new.
html

* Canadian Trade Office in
Johannesburg, now available
on the DFAIT site: http://www.
dfait-maeci.gc.ca A :

— May 4,1998
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Tips for Doing Business
~in South Africa

It is highly recommended that port and Jomt venture p0551b111- Trade Office in Johannesburg offer
Canadian companies fully investi- ties, as well as a relatively comfor- a wealth of information on the
gate the business prospects of the table business environment for South African marketplace, which
entire Southern Africa region. Canadians, but it remains a highly ~will allow you to do as much
South Africa is a strong target competitive economy. In addition advance planning and research as
market for many sectors, but it to the diversified local economy, possible. It can also assist in your
should also be viewed as an_  countries from Europe and Asia firms search for potential local
excellent beachhead for penetrat- have a historical presence in the representation.

ing other SADC member markets. market, and companies from the

When the time comes for you to

The region is generally character- United States are increasingly make a visit to South Africa, the

ized by strong growth rates, active.
political stability and economic

Canadian Trade Office will be able

It is 1mportant as well as to help you with advice, as well as

regimes that promote trade and economically sound, to do your to set up meetings and make

investment,

homework before leaving Canada. logistical arrangements. A

South Africa offers exciting ex- Both DFAIT and the Canadian

Milling Sllppliel' — Continued from page V

Tricks of the trade
Maintaining constant contact with representatives in
the field is imperative, according to Corsan.

“First of all, you must choose them carefully” he
recommends, “making sure theyll provide the high-
calibre service that customers have come to expect, by
paying close attention to them and visiting regularly.”

Cultural . differences are also important. “In a
continent like Africa,” he says, “don't paint all the
countries with the same brush, because what works in
Ghana may not work in South Africa. There is
tremendous cultural and economic diversity through-
out the continent. Make sure you know your target
market.”

. Knelson also invests considerably in research and
development, not only to ensure that it remains globally
competitive but also to meet the changing requirements
of its customers.

“We are in the final development phase of testing a
new device which will enable our products to enter into
a much broader range of metallic and non-metallic
operations. This will fuel our next stage of export
growth,” says Corsan.

For more information on the 55-employee Knelson

Concentrators, contact Doug Corsan, tel.: (604) 888-

4015, fax: (604) 888-4013, e-mail: knelson@knelson.com,
Internet: www.knelson.com A

‘iC¢nudu TR
- Eastern and Southem Afnca Dmsron (GAA)

| ,Contacts

i Department of Fore 1gn’Affa1rs and Intemauonal Trade

- South Africa “

Canadian High Commission Trade Ofﬁce :
Street Address: Craddock Place, 1st Floor = - .
~ 10 Amold St., Rosebank, Johannesburg, South Africa.
* Mailing Address: PO. Box 1394, Parklands 2121
Johannesburg, South' Africa’ ;
‘Tel.: (011-27): 11-442-3130
‘Fax: (011-27) 11-442-3325

: »E~mall canada@lafnca com

Department of Foreign Affairs and Intemational Trade (DFAIT) —
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More and more, Canadians seeking business opportuni-
ties in Mexico are looking at joint ventures, and so they
should. After all, who would not welcome the contribu-
tion of a partner familiar with the Mexican market, cul-
ture and customs, to help penetrate the country’s markets?

There is no particular legal structure for a joint ven-
ture. Partners wishing to form one may create their own
structure, primarily by means of a statutory entity, a con-
tract, a corporation or a company. In practice, most joint
ventures use the corporation formula.

Mexico’s experience

A variety of legal forms are available to foreign and
Mexican companies wishing to operate together in a
joint venture. :

Contractual joint ventures, with the creation of a legal
entity, are designed for partners wishing to set up major
business projects with a long life span. This means that a
corporation or a company independent of the companies
owned by the existing partners must be formed. Each part-
ner usually contributes capital, goods or services and in
turn obtains portions of, or shares, in the joint company.
Partners receive a share of the profits according to the per-
centage of portions or shares they own in the legal entity.

Many types of corporations or companies similar to
Canadian companies are common under Mexican mercantile
law. But corporation§ are the most common legal entity.
| Mexican corporations therefore occur under two entities,
{ namely the open company (sociedad anonima) and the vari-
able capital corporation (sociedad de capital variable).

Although similar to Canadian corporations in terms of
structure, these two types of corporation have distinct
| legal personalities. They entail limited responsibility on
1 the part of shareholders and indefinite corporate life.
Additional benefits are afforded by the variable capital
{ corporation, since capital can be increased or diminished
without requiring an amendment or government autho-,
Tization. In fact, a simple resolution by the board of
directors, if allowed under the corporation’s statutes, will
suffice. At the present time, this is the preferred type of
| corporation in Mexico for joint ventures.

O e e o

Joint Ventures in Mexico Meun Opportumtnes fqr anadmns_ “

by Arden R. Furlotte, Attorney, Stlkeman Elliott Attomeys Montreal (condensed from an amcle in Commerce Intemanonal)

it

usiness opportunities have proliferated for Canadian businesspeople in Mexico as a result of the North American Free
Trade Agreement (NAFTA) and the major economic reforms initiated by the Mexican government in recent years.

Purely contractual joint ventures are used by small com-
panies uniting for research and development projects over
a brief period of time and small-scale projects, especially in
the fields of construction, public bidding and service agree-
ments. This type of joint venture, known as the undeclared
partnership (asociacion en participacion) consists simply of
a written contract based on an agreement between the par-
ties. The contract sets out the objectives, obligations and
contributions of each partner, along with a scheme for
sharing profits and losses. The advantages of the purely
contractual joint venture are flexibility and informality.

By itself, the undeclared partnership has no indepen-
dent legal entity. The Mexican partner or asociante con-
trols the operations under the name and through the
agency of its own legal entity; it alone is responsible to
third parties. The foreign partner in the joint venture is
called the asociado and contributes to the capital, goods
and services, in return for a pércentage of the profits.

Problem areas
Culture and business customs are the most common
problem areas with jdint ventures in Mexico. Thus, it is
essential to work with a professional familiar with the
business environment, the language and the cultural
subtleties of the country. Canadians must be prepared to
work within the Mexican culture with respect and trust.
Other problems might include misunderstandings
through a lack of information about the partner, markets
and culture; inadequate business planning; incompatibil-

ity between partners; power struggles within the joint ..
venture; contrasting management styles and unexpected‘{ '
.changes in the laws and regulations of the country i

which the Jomt venture is located

'97 May 4, 1998
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Monlreui Architecture Firm Builds on Joint Venture
_in the United States

- inking up with U.S. firms can lead to new opportunities, both at home and in the United States. Just ask Miguel
Escobar Architect + Urbaniste (MEAU).

It was back in 1994 that MEAU’s
president, Miguel Escobar, met the
person who was to become his joint
venture partner, Richard Lindenberger,

president of Interprise Ltd. of Chicago.

“I was participating at an interior

‘design show in Montreal,” Escobar

recalls, “where 1 was introduced to
Lindenberger by Bill Stolz and Ann
Rosen, Commercial Officers at the
Canadian Consulates General in
Atlanta and Chicago, who had brought
U.S. business people from their res-
pective territories to the show.”

From this introduction, an alliance
developed between the two compa-
nies, which translated, one year later,
into a full joint venture.

Specializing in architecture, man-
agement construction and town
planning, the three-employee MEAU
complements its U.S. partner’s facili-
ty planning and design capabilities.

Team work leads to opportunities-

Together, the two companies are
engaged in sizable real estate port-
folio management in Montreal, and

they are ready to develop the north-
\astem U.S. market.

Our computer-aided facility man-
AFM) system helps keep
€hce utilization in large

buildings,” says Escobar, “thereby
reducing the enormous costs associ-
ated with real estate management.
“One of our major clients in
Montreal for the last two years,” he

~ adds, “is Citibank Corp, the real estate

arm of U.S. Citibank. Thanks to
CAFM, we can advise on revenue
potential and optimize the possible
rental area of our client.”

In the United States, the partners
are targeting the large banking insti-
tutions and real estate management

- companies, offering services such as

physical due diligence reports —
evaluating existing conditions of
buildings and real estate properties,
as well as cost of repairs and mainte-
nance.

“We are confident that there is a
huge market out there for our ser-
vices,” says Escobar.

Making the right connections

Even with a joint venture partner
who speaks the same language, there
are still details to be worked out for
a lasting relationship. based on
mutual trust — including deciding
who will take the lead on each pro-
ject, what to do about currency fluc-
tuations, how to split contracts, and
how to maintain the relationship

from a distance. “Once these ques-
tions have been settled,” Escobar
comments, “it is much easier to bid
successfully on each contract, with-
out any time loss.” v

Another must, according to Escobar,
is consulting Canadas Trade Com-
missioners.

“They know the local business
people in their territory and have
the right contacts. But you still have
to do your homework. And when

you're given a lead, make sure you |
give them some feedback — help

them to help you,” he advises.
“Above all,” he says, “stay in

touch. Four years later I'm still in

regular contact with Bill Stolz — a

hurricane of energy and information |

for leads and follow-ups — at the
Consulate General in Atlanta. Asa
matter of fact,” says Escobar, “my
joint venture partner is Bill Stolz and
the Canadian government.”

For more information on Miguel
Escobar Architect + Urbaniste —
which also works independently in
the United States and in environ-
mental partnerships in Mexico and
El Salvador — contact president
Miguel Escobar, tel.: (514) 876-9797,
fax: (514) 876-9898.

the WIN Exports database, which is used by trade
te your company’s capabilities to foreign buyers.
gistration form to 1-800-667- 3802 or (613) 944-1078.

Department of Foreign Affairs and International Trade (DFAIT) —
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MANILA, PHILIPPINES — June 24-27,
1998 — Elenex Philippines, the 2nd
international power generation, trans-
mission, distribution, installation,
electrical engineering and equipment
exhibition, will take place again this
year, rather than waiting until 1999.
The decision follows the success of
the inaugural event in 1997, which
attracted 199 exhibitors from 14 coun-
tries and 4,500 visitors from through-
out the Philippines. The show is the
best venue for-Canadian companies
interested in showcasing their prod-
ucts and services to the Filipino busi-
ness community as well as to Filipino

S Y | Y S R S e

SAN FRANCISCO, CALIFORNIA — June
25-26, 1998 — Canadian building
materials companies are invited to
join a New Exporters to Border
States (NEBS) Mission, being’orga-
nized by the Canadian Consulate
General in Los Angeles.

The mission will focus on market-
ing building products in the south-
western United States. The program
will also include admission to the
Western Building Show, the pre-
eminent conference for Western home
builders. The Canadian government
will cover the cost of two nights accom-
modation in San Francisco, admission
to the Building Show exhibit area,
and a networking reception.- Mission
Participants are responsible for their
OWn transportation, meals and inciden-
tals. Arrangements have been made for
NEBS participants td receive’discounts
on air travel for this mission.

electrical engineers, who constitut-
ed almost 30 per cent of last year’s
visitors.

As in 1997, the exhibition will
incorporate Building Services Phi-
lippines ’98, the international air-
conditioning, lighting, security and
intelligent building exhibition. New
this year will be a section dedicated
to power generation — Powergen
Philippines '98 — reflecting the gov-
ernment’s commitment to increasing
the country’s power supply, which is
now high on the infrastructural devel-
opment agenda: US$26 billion will be
spent on power projects by 2005.

The recent economic turmoil has
left the Philippines relatively un-
scathed, and the economy contin-
ues to progress in accordance with
International Monetary Fund guide-
lines. The Filipino government an-

. nounced export growth of 23 per

cent in 1997. With such positive news,
the medium to long-term prospects
for the Philippines remain as good as
ever. h

For more information or to regis-
ter, contact Philip McKean, Overseas
Exhibition Services Ltd, tel.: 44 (0) 171
486-1951, fax: 44 (0) 171 935-8625,
e-mail: pmckean@montnet.com

" Canadian Building Materials Companies-

~ Invited to Join NEBS Mission

Applications should be made via
the International Trade Centre nearest
you. (For a list, visit the DFAIT Web
site at http//www.dfait-maeci.gov.ca)
For more information about the
Western Building Show, visit http://

www.wbs.org For more information
about the NEBS Mission, contact
Brantley Haigh, Canadian Consulate
General, Los Angeles, California, tel.:
_(213) 346-2761, fax: (213) 346-2767.

" Leading Showcase for Information
~ and Communications Technology

MiLAN, ITALY — October 22-26, 1998
— In 1998, Smau, the leading inter-
national exhibition of information
and communications technology, will

“focus on business users, offering them

the key to a new way of doing busi-
ness.. From organizational solutions
to electronic commerce, Smau presents
a global overview of the latest and most
innovative applications and products.
Last years show attracted 2,800
companies, 357,000 visitors and

1,800 accredited journalists. In 1998, y

Smau will introduce a new exh}f
biting layout, divided into four sec-
tors, SmauBUSINESS, SmauCOMM,
tNYorl

\|—May 4, 1998 .
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MANILA, PHILIPPINES — June 24-27, 1998 — Two con-
current shows will provide important venues for

Canadians in the building and construction industry

to showcase their products and services. Building
Materials Philippines 98 — the international exhibi-
tion for building materials, products and interiors —
and Construction Equipment Philippines 98 — the
international exhibition for plant, heavy machinery
and equipment for the construction industry — reflect
‘the need for imported goods and services to fuel an
economy that is currently registering growth rates
of around 7 per cent. Infrastructure projects are at
the heart of President Fidel Ramos’ development

0pportunmesnt ;Phlhppl‘n’es Bunldmg Shows

plans for the Philippines, and the National Economic
Development Authority (NEDA) has lined up 37 major
infrastructure projects worth some US$8 billion over
the next four years.

All of these projects have significant implications for
companies involved in the building sector. The liberal
attitude to foreign investment and an APEC-agreed com-
mitment to reduce import tariffs to zero have made
exporting to the Philippines an attractive proposition.

For more information, contact Philip McKean,
Overseas Exhibition Services Ltd, tel.: 44 (0) 171
486-1951, fax: 44 (0) 171 935-8625, e-mail: pmckean
@montnet.com

uectsesl?Mnrket Access Repqrt

,,n April 15, 1998, in Ottawa,
_Z Minister for International Trade
Sergio Marchi released the govern-
ments report on Canada’s priorities
for improving access to foreign markets.
“Trade is crucial to the prosperity
and well-being of Canadians. One in
three jobs depends on trade with the
rest of the world and every $1 billion
in exports sustains an estimated
11,000 jobs in Canada,” Minister
Marchi said. '

“This report shows how hard the
Department of Foreign Affairs and
International Trade and other govern-
ment departments and agencies have
been working to open the doors to the
global market for Canadian compa-
nies,” said Marchi. “Better access to for-
eign markets means more opportuni-
ties for Canadian exporters and in-
vestors, and more jobs for Canadians.”

The report, Opening Doors to the
World: Canada’s International Market

to US. Markets

\First-time Exporters Guide

I3t- time Exporters Guide to U. S: Markets — originally included in
Umted States supplement of the March 2, 1998, issue of
as a separate publication.

r French, send your order by fax to the U.S.
1, DFAIT, (613) 944-9119. '

- opportunities in world markets.

Access Priorities — 1998, describes

the government’s key market access

results in 1997 and its priorities for
1998 with respect to improving
access for Canadian goods, services
and investment to foreign markets,
including the United States.
Important market access successes
for Canada include the Financial
Services Agreement negotiated at
the World Trade Organization, the
Information Technology Agreement
and the Agreement - on Basic Tele-
communications, all of which give
Canadian compainies important new

To obtain a copy of the report, visit
DFAIT's Web sites: (www.dfait-
maeci.gc.ca) or (www.exportsource.gC
ca). The report may also be obtained
by contacting the Department’s Info-
Centre at 1-800-267-8376 (toll-free),
or in the Ottawa area, 944-4000.

Department of Foreign Affairs and International Trade (DFAI) — |
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International Business Opportunmes Centre |

AZERBAJAN — The civil aviation
authority, through a loan from the
European Bank for Reconstruction
and Development, invites bids for
the supply of goods and services
towards the Air Navigation System
Upgrading Project (including radar
and flight data processing systems,
ATC consoles, VHF direction finder
‘systems, voice communication con-
trol systems, equipment installa-
tion, training, and other goods and
services). Closing date for bids:
June 12, 1998. Contact Betsy Chaly,
fax: (613) 996-2635, quoting IBOC
case no. 980318-03178.

BANGLADESH — A gas company,
through a loan from the Asian
Development Bank, invites bids for
the design-build of 18 new, upgraded,
{and/or replacement gas metering
and regulating stations, the modifi-
cation of four gas regulating stations,
and the establishment of a high-and
low-pressure meter calibration facil-
ity, with a workshop for calibration,
testing and repair of meters, regula-
tors, and related instruments and
| control equipment. Closing date for

Chaly, fax: (613) 996-2635, quoting
IBOC case no. 980324-03229,

EtHioPiA — The Ethiopian Privati-
zation Agency invites bids -for the
partial or total acquisition of gov-
ernment-owned tanneries and shoe
factories. Closing date for bids:
June 1, 1998. Contact Betsy Chaly,

fax: (613) 996-2635, quoting IBOC

case no. 980226-02991.

INDIA — A water supply and sewerage
board invites bids for the construc-
tion, operation, and maintenance
of a 100-mld-permeate capacity
sewage renovation plant (tertiary
treatment and reverse osmosis).

“The following trade opportunities have been received by the International Business Opportunities Centre (IBOC) of

the Department of Foreign Affairs and International Trade and Industry Canada. These opportunities are post-
ed for the benefit of Canadian companies only. To obtain more information about these tenders, contact the appro-
priate person at IBOC, whose name appears at the end of each summary below, quoting the IBOC case number for
speedier service. Canadian exporters needing assistance in preparing international bid documents may want to use the
international contracts expertise and services offered by the Canadian Commercial Corporation. This Crown corpora-
tion is located at 50 O’Connor St., Suite 1100, Ottawa, ON, K1A 0S6, tel.: (613) 996-0034, fax: (613) 995-2121.

Closing date for bids: June 4, 1998.
Contact Betsy Chaly, fax: (613)
996-2635, quoting IBOC case no.
980309-03070.

SyriA — A chemical industries orga-
nization invites bids for setting up
a turn key project for the produc-
tion of nitrogenic (azotic) fertilizer
(ammonia-urea). Closing date for
bids: June 15, 1998. Contact Betsy
Chaly, fax: (613) 996-2635, quoting
IBOC case no.980226-02988.

Other tender calls and trade opportu-
nities can be found on CanadExport
On-line at http://www.dfait-maeci.gc.
calenglish/news/newsletr/canex

E

- WTO Ministerial Conference —cmmimp s

bids: July 28, 1998. Contact Betsy

for 50 per cent of Canada’s total exports. The government’s goal is to double
the number of active Canadian exporters by the year 2000. '

For Canada, which relies heavily on trade, as for all countries, secure /|
access to world markets is critical. Not only is it important for Canada tfo
have secure access for its exports, but Canadian companies also rely on
access to competitively priced inputs for production. Canada ne%;gjs‘zx e}fe
tive system of trade rules so Canadian firms can compete on equal
foreign markets. And it needs strong institutions like the Worl
Organization to enforce these rules fairly and effectively.

MARKET
REPORTS

i At

DFAIT’s Team Canada Market Research Centre produces a full range of sectoral marke
identify foreign markets. Currently, some 300 reports are available in 25 sector
'automotive to consumer products, forest industries, plastics, space and tourism. ]
InfoCentre’s FaxLink (613-944-4500) or on the Internet at http:/ /www.infoexponigc‘_.‘

studies fo
i o
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Business Agenda

OTTAWA — Mayb 30-June 2, 1998 —

Canadian businesses will have a spe-
cial opportunity to meet and exchange
ideas with a large delegation of Taiwan
business and government .officials at
the 12th Joint Meeting of the Canada-,
Taiwan Business Association (CTBA).

Among the delegation will be mem- .

bers of the Taiwanese Semiconductor
Industry Association, the Electronincs
Research and Service Organization of

CanadExport

the Industrial Technology Research
Institute, and the Venture Capital
Association.

Special sessions focusing on the
semiconductor industry, information
technology/telecommunications,
biotechnology, environment, trans-
portation/aerospace, and venture

-capital investment will be of interest

to those considering Taiwan as an
export market.

Opportunity to Meet with Decision Makers

Taiwan is Canada’s ninth-largest
trading partner, and Canada-Taiwan
bilateral trade in 1997 was more than
$4.5 billion; there is certainly room
for increased co-operation.

For more information, contact
Elsie Lee, Events Co-ordinator,
Canadian Chamber of Commerce,
tel.: (613) 238-4000, ext. 240, e-mail:
elee@chamber.ca

Phllippme lmel‘t

TorONTO — May 23, 1998 — Cana-
dian companies interested in or
already active in the Philippines are
invited to take part in an Import and

TTABICY9ST

SASKATOON — June 9-12, 1998 — Under
the theme “Agbiotech: the Science of
Success,” ABIC 98 (Agricultural Bio-
technology International Conference)
will focus on strategies for the com-
mercialization of agbiotech products.
More than 30 sessions will address
four main topic streams: plant and crop
development; animal science; microbial
science; and commercial development.
For more information, contact
Sharon Murray, ABIC ’98 c/o The

&\gziigsnature Group, 608 Duchess Street,

P X katoon, SK, S7K OR1, tel.: (306)
E 93{%—1772, fax: (306) 664-6615, e-mail:
; gg{oup@sk.sympatico.ca Web site:
dights.com/abic/

Export Business Forum, co-spon-
sored by the Philippine Chamber of

Commerce — Toronto (PCCT) and.

the Bank of Nova Scotia.

Speakers will include Philippine
trade commissioner Cynthia Ricafort,
Mila Nabor-Lee of Palma Brava Inc.,
Robert Armstrong of the Canadian

and Export Business Forum

Export-Import Association, and former
trade commissioner Forte Gerardo. A
representative from the Bank of Nova
Scotia will discuss financing available
to small and medium-sized businesses.
For more information, contact
PCCT chairman Ben Ponce, tel.: (416)
867-6787, fax: (905) 472-3924.

Asia’s Infrastructure Market _ cuistonses:

in Manila, which is the headquarters
of the AsDB. ’

The complete findings of these inter-
views are contained in a new report,
How Canadian Firms Can Profit in Asia
Infrastructure Market, which will be
available in the coming weeks. To
receive a copy, contact the Export
Financing Division, DFAIT, tel.: (613)
995-7251, fax: (613) 943-1100.

For information on how to do

- . business with .the -AsDB, consult

“IFInet Business Guides” on the
DFAIT Web site (http//www.dfait-
maeci.gc.ca/ifinet).

For other information or advice,
contact the International Trade Centre
nearest you or the Office of Liaison
with the AsDB, Canadian Embassy,
PO. Box 2168, 1261 Makati Post
Office, Metro Manila, Philippines,
tel.: (011-632) 815-9536, fax: (011-
632) 810-5142, Internet: manil@
manil01.x400.gc.ca

'www.dfoit-maeci.gc.co
)

calling InfoCentre FaxLink (from a fox m

| DFAIT's InfoCentre provides counselling, publications, including market reports, and referral services to Canadian exporters. Trade-related
O information can be obtained by contacting the InfoCentre at 1-800-267-8376 (Ottawa region: 944-4000) or by fox at (613) 996-9709;
achine) ot (613) 944-4500; or by accessing the DFAIT Internet World Wide Web site of
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Prime Minister Leads bel

ahon of Canadmn MPs

c PA '“'" » HERARY

and Business-People-to-

Italy

ome 70 business people from the areas of aerospace, telecommunications, information technology and tourism, culture
and financial and medical services are currently accompanying Prime Minister Chrétien, International Trade Minister

Sergio Marchi and 15 Italian-Canadian MPs on a mission to Italy, May 17-23.

potential customers to demonstrate
the importance attached by Canada
to the relationship between our two
countries and to identify business

~New DFAIT Division Helps
Women Business Owners

Women are challenging the traditions of the workplace and playing an
increasingly significant role as owners of small businesses in Canada, says
the Director of the Department of Foreign Affairs and International Trade (DFAIT)’s

Strengthening existing ties

The delegation members will be
meeting with their Italian government
counterparts, business people and

~new Export Services — Small and Medium-sized Enterprises Division. JoAnna

Townsend was delivering her remarks in honour of the 87th International
Women’s Day, and taking the opportunity to outline how the new Division is
helping women entrepreneurs and small-business owners in general.

Today, women make up 45 per cent of the Canadian workforce. This is in stark -

contrast to the status quo of only 70 years ago when, as Ms. Townsend point-
ed out, women in Canada were not even considered “persons” for the purpose
of being appointed to the Senate under Canadian law.

Ms. Townsend outlined the progress that has been made — and the accom-

plishments of notable women — in those 70 years.

Closing the gap

She quoted a January 1998 study by the Conference Board of Canada, entitled
“Closing the Gap,” which revealed that women have made significant gains

in management generally Statistics Canada data show that the percentage of

Continved on page 6 — New Division

CanadExport On-Line

opportunities for increasing bilateral
trade. This visit to Italy is one of the
largest Canadian business missions
to Europe.

On the program are, among other
things, discussions and information
exchanges between Italians and
Canadians, emphasizing the sectors
represented by the delegation, and
meetings with Italian President Oscar
Luigi Scalfaro, Prime Minister Romano
Prodi, Foreign Trade Minister Augusto

Continued on page 3 — Prime Minister
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‘! Team Canada Inc: A Current Affair

from companies that have successfully
entered the European market will dis-
cuss their approaches with companies
that are ready to do business in Europe.

Crossing the Pond is a partner-
ship involving government — the
Department of Foreign Affairs and
International Trade (DFAIT) and
Industry Canada — and private-sector
organizations CIBC, KPMG,
Grasset-Fleisher Solicitors, and the
Canadian Advanced Technology
Association (CATA), among others.
Together these partners will offer
solutions to help Canadian compa-
nies expand trade, alliances and
investment opportunities in Europe,
including the best ways to enter and
compete in the market and to attract
European investment into Canada.

Crossing the Pond also draws upon
the knowledge and expertise of a num-
ber of European market experts, in-
cluding Sir Michael Marshall, former
UK. Industry Minister and Chairman
of the UK. Parliamentary Committee
on Information Technology. Based on
his experience as a director of Cana-

ian companies such as SHL System-
‘house and Lava Software, Mr. Marshall
believes “there is a natural synergy for

their base for Furopean-
and the British compa-
At see Canada as a natural

1d for

Cmssm the Pond:
Your Gatewuy to the Europeun Market

Private-sector experts and executives -

panies looking to use .

orth and’inter-

CanadExport

which to enhance services and support
that can successfully bring Canadian

- companies to Europe for trade, alliances

and investment. At the same time, the
intention is to establish a European
equivalent of CTP to make it easier
for European companies to strength-
en their business links in Canada.
June 4 is your chance to attend
this seminar at the Ottawa Congress
Centre, in conjunction with the CATA
annual conference. Discuss your con-

xpanding Canadian business links — trade, investment, strategic alliances, technological and scientific collaboration
— with Europe is a priority for Canada. To do this, Canadian companies need to know the best strategies for access-
ing opportunities that exist in Europe for their particular products and services. A great place to start is at Crossing the
Pond (CTP), a participatory seminar being held in Ottawa, June 4, 1998.

cerns, learn from successful compa-
nies and experts, listen to potential
solutions and meet the people who
can foster your leap across the pond,
including Canada’s European trade
commissioners and CTP partners
from the private sector.

For more information on Crossing
the Pond, or to register, visit www.
cata.ca/pond (menu #664), or fax
this form to 1-800-387-CATA (2282).

Circulation: 70,000
Telephone: (613) 996-2225
Fax: (613) 996-9276

Faxback Form
Yes, I would like to receive information about the Crossing the Pond
seminar in Ottawa, June 4, 1998.
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Moy 19, 1996

The Ottawa-Carleton Economic Dev-
elopment Corporation (OCEDC)
and the Société de diversification
économique de I’Outaouais (SDEO)
arranged visits to key companies in
the “Silicon North” community, and
set up meetings with 50 local busi-
nesses to provide a sense of the
vitality of the local economy and
the exportability of products and
services from this region. They hosted
a reception to introduce the govern-

- ment trade officers to local companies.

The trade commissioners also met
with colleagues from the Department
of Foreign Affairs and International
Trade, Industry Canada, Investment
Partnerships Canada and the Inter-

B S e e e

Fantozzi and the mayors of major
Italian cities. |

A trade tradition

Italy is currently Canada’s ninth-
largest trading partner and the
eleventh largest market for Canadian
exports. In 1997, Canadian exports

CanadExport

Semor Trude Commtssmners

Meet \mlh Ottawa Busmess Commumtyj

national Trade Centres across
Canada to evaluate the past busi-
ness year and to look at priorities
for 1998-99 — including pro-
moting the flow of trade and
investment along the north-south
business corridors (east coast,
central region and western sector
of the continent). Also discussed
were the various facets of the
work of a trade commissioner —
introducing new exporters into
the U.S. market and promoting
investment in Canada — plus
the challenges of delivering these
programs in a creative, but cost-
efficient way.

enior trade commissioners from posts in the United States visited Ottawa in February to meet with members of the
Ottawa-Hull business community in order to get an overview of the high-technology industry in the region.

Left to right: Claude Lacasse, president, SDEO;
Brian Cox, trade commissioner, San Francisco;

Astrid Pregel, senior trade commissioner,
Washington; Dwayne Wright, senior trade
commissioner, New York; Alison Tait, investment
counsellor, Boston; Michael Darch, president,
OCEDC, and Marie-Christine Girouard, SDEO.

Photo courtesy of Le Journal Outaouais

Affaires, Mario Saint-Jean, photographer

to Italy rose to $1.5 billion, while
imports reached $3 billion.

There has been a long tradition
of trade between Canada and Italy,
with Canada exporting wheat, ores
and wood and importing Italian
footwear, wine, machinery, digital
circuits and olive oil. This mission

ane Minister Leads Canadian Delegation to ltaly

— Continved from page 1

will be seeking to diversify the trade
-between our two countries and
exploring opportunities for future
investment.
CanadExport will be publishing a
report on this mission in an upcom-
ing issue.

-~

IFnet: Getting your Share of the IFl Market

Available on the Department’s Web site (http://www.dfait;maeci.gc.ca/ifinet), IFInet helps increase your ¢ha
success in pursuing mternauonal financial institution (IFI) business opportunities. You will fl}‘l
Projects financed by IFIs, work undertaken by Canadian consultants with IF
International Devélopment Agency (CIDA) projects. Business guides for exporters ar

mforr{m'

nd

the site’s new page, “International Capital Projects.”

Trade News
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Businesses Invited to Participate in Uniquely

Canadian Program for the Global Marketplace

yy lan Lee, Ph.D. Supervisor, Internatwnal Programs Carleton Umversuy School of Busmess

he ability to speak the language of your business counterparts abroad — who do not always speak English — combined
with an ability to adapt quickly to other cultures and a solid grounding in business fundamentals, is a distinct advantage
for any international manager. Thats why the School of Business at Carleton University created, in 1994, a new degree pro-
gram — the Bachelor of International Business (BIB). Canadian businesses are now being invited to participate in the program

as Friends of the BIB. .

Two hundred students — the top

performers in their high school
programs — are currently enrolled
in the demanding four-year pro-
gram, created in response to Canada’s
pressing need for increased effec-
tiveness in the current global busi-

ness environment and in consulta-
tion with a wide range of business
leaders.

The BIB program combines a broad-
based business education with a spe-
cialization in international business
and intensive study of a selected lan-

i

:?ﬁ)

Cunudmn Showhouse dee Centre

Qpens in Beirut

C anadian businesses now have
. increased support in Lebanon.
Last October, the Canadian Show-
house Trade Centre was officially
opened in Beirut. ' ‘

As a 400-square-metre exhibition
space — with an option to double its
size — the Centre represents the largest
display of Canadian building technolo-
gy in Lebanon, It is run by the Canadian

Showhouse Consortium, which has

en very active in negotiations for
e major projects in Lebanon.

r products and services to
e. To those involved in

re Tradg,Centre provides Consor- -

To further assist the efforts of Con-
sortium members, the Canadian
Showhouse Consortium, in a joint
venture with the Lebanese company
Philka, is establishing the Canadian
Technology Transfer Centre, dedicat-
ed to the transfer of Canadian build-
ing technologies to the local industry
in Lebanon. Arrangements are being
made for the first Lebanese trainees
to begin their training in Canada
within the next few months. -

Canadian companies interested in
joining the Consortium, or in receiv-
ing more information on its activities
in Lebanon and the Middle East, can
contact the Canadian Showhouse
Consortium, 2628 Granville Street,
Vancouver, BC, V6H 3HS, tel.: (604)
731-9663, fax: (604) 263-1652. .

guage — Spanish, French, Japanese,
German and Russian are currently
offered.

In their third year, students must
continue their business education at a
foreign university in their selected lan-

_guage. Forty-four BIB students are

currently studying abroad, in Mexico,
Spain, Argentina, France, Japan and
Germany. These students are increas-
ing their language fluency, studying
international business and acquiring
the skills of competent cross-cultural
communicators — not to mention
assimilating first-hand the culture of
the country. This international experi-
ence and exposure will serve these
students well in their future careers in
the global arena.

Businesses are invited to become
members of Friends of the BIB, an
informal network created by students
at the School of Business. As members
they have the opportunity to speak

about growing opportunities within’

their firm, to share their international
experiences and to attend career fairs
and receptions.

The first class of BIB students —
graduating this spring and fall —
will be ideally qualified either for
assignments abroad or for employ-
ment in Canada with organizations

Continued on page 9 — Business
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Cunudu and U S. Pledge Co-operation
- in Energy Research

Canada and the United States have signed a memorandum of understanding (MOU) on Collaboration in Energy

Research and Development.

The MOU will provide a framework for carrying out
joint projects in energy conservation, energy efficien-
cy, renewable energy, alternative transportation fuels,

fossil energy and environmental protection and health.
The 10-year agreement was signed on March 18 by

Minister of Natural Resources Ralph Goodale and U.S.
Secretary of Energy Federico E Pefia, with the Depart-
ment of Foreign Affairs and International Trade also
taking part in the meetings and signing ceremony in
Washington. _

The agreement covers all flelds of energy research and
development, including cleaner, more efficient energy
technologies and the impact of energy technologies on
environmental protection and health. Under the agree-
ment, the types of collaboration can range from exchang-

Cunqd’;&qn Inventors Honnured“’é

ing information to sharing the work and costs on joint -

projects. Several joint projects in heat pumps, combus-
tion, bioenergy and transportation are expected to be
finalized now that the MOU has been signed.

An important area for collaboration is the reduction
of greenhouse gas emissions and other measures to
combat climate change. Another area of collaborative
effort is to develop technology to overcome the hazards
and problems caused by natural gas hydrates; this
research is expected to provide major scientific, eco-
nomic and safety-related benefits both nationally and
internationally.

Canada and the United States have a long history

of information collaboration in energy-related R&D.

iy sw,‘ *"‘,,V

at Gene\m Exh:bltmn

S even Canadian inventors re-
ceived well deserved honours
at the 26th Internatlonal Exhibi-
tion of Inventions, held in Geneva,
March 27 to April 5, and attended
by 650 exhibitors from 44 coun-
tries. Especially noteworthy was the
recognition extended to Teb-Mar Inc.
of Gatineau, Quebec, which received
both the Prize of the State of Geneva
and a gold medal. Jury members
felt that its Drilijack, with its easy-
to-use design, provided a modern
solution in the drilling of concrete
Platforms of up to four meters high.
Jardibac Inc. ‘of Nicolet, Quebec,
Wwon the Industrial Design Prize for

its new generation of self-watering
window boxes.

Three of the gold medals also went
to Canadians. Denis Tousignant of
Top Secur Inc. in St-Grégoire, Quebec,

‘'won for his anti-theft system for

semi-trailers; Pro-Duke Ligne Inc. of
Lorraine, Quebec, for its durable,
easy-to-assemble toy house; and
T.E Jeux Inc. of Sainte-Foy, Quebec,
for its Hockeyboard Challenge game.

Silver medals were received by
Canadians Andre Ouellet of Glace
Energie, in Magog, Quebec, who exhi-
bited an insulated covering for in-
door skating rinks, and to Gilles
Villandre of Val Bélair, Quebec, who

has developed a piece of equipment
for cleaning up heavy oil spills on

- water. The international jury also

awarded some 34 prestigious prizes
for the Exhibition’s best inventions.
The exhibits come from businesses,

laboratories, private researchers and /
inventors, and universities and gov/ .
ernment organizations. Each editidn -
of the Exhibition attra ts over 0
journalists and nearly 10 800"
tors from all over the W 3&%&&

ontinued @
. Canadit
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New Division Helps Women Business Owners — guestons 1

managers and administrators who
are women has increased to 49 per
cent from 29 per cent in 1982; how-
ever, only 2 per cent of chief exec-
utives of medium and large organi-
zations in Canada are women. The
study found that 56 per cent of wo-
men versus 74 per cent of CEOs
said that “opportunities for advance-
ment had improved greatly or some-

what.” The study therefore concludes

that a significant male/female per-

‘ception gap remains. Women men-

tioned out-of-date stereotypes and
preconceptions as barriers to advance-
ment within corporations. Male CEOs
mentioned lack of time within the

corporation and general lack of man- .

agement experience.

Boom in women-owned businesses
In contrast to the situation within
larger corporations is the dynamic
role being assumed by women own-
ers of small and medium-sized busi-
nesses, which are recognized as the
basis of growth in today’s economy.
A 1997 study commissioned by the
Bank of Montreal reported that 30 per
cent of all firms in Canada are owned
or operated by women; that women-
owned firms are increasing at.twice
the national average; and that they are
creating jobs at four times the nation-
al average. These firms — spanning
very business sector — employ more
ple than the 100 largest Canadian

of business than the aver-
tially active Canadian firm.

h focus small business

anies. They are at no greater risk

“With statistics like these, it’s easy
to understand why DFAIT has de-
cided to put increased emphasis on
the needs of this market segment
within the small business community.”

While the Department has always
worked with small and medium-
sized businesses, the new Export
Services — Small and Medium-sized
Enterprises Division, created in Oc-
tober 1997, is mandated, among other
things, to ensure that the Department’s
export programs and services are
focused on the needs of small busi-
ness in general, and on the needs
of specific segments within this
market, including companies owned
by women, Aboriginals, people from
different ethnic backgrounds, and
young entrepteneurs.

Progress report -

Ms. Townsend outlined a few of
the projects that have been under-
taken in support of women busi-
ness owners in the Division’s first
four months.

The Division has established a
national, multi-sectoral Trade Research
Coalition (TRC) to review existing
research and data on women busi-
ness owners and to undertake new
research to better understand who
exports, why they export, how they
export and how they grow in the
export market.

A sponsorship campaign was launched
May 1, 1998, to raise $250,000 to fund
the work of the Coalition.

The TRC has an Advisory Board of
16'women across Canada. The research

~ findings of the TRC will guide the

policy forum to take place at the
Canada-U.S. " Women’s Trade Summit
scheduled for May 1999 in Toronto.

The Division has also created a new
Web site on the DFAIT and InfoExport
Web sites that provides specific and
general trade information and suc-
cess stories relevant to women-owned
businesses. The site has links to other
sites on women entrepreneurs and
research internationally. (Visit the site
at www.infoexport.gc.ca/washington/
menu-e. asp) o :

Record-high participation

DFAIT is taking an active role to
include more women business owners
in its programs. Ms. Townsend noted
the record-high participation (30 per
cent) of women business owners on
the Super New Exporters to Border
States (NEBS) mission to Buffalo last

-March and the success of the Women’s

Trade Mission to Washington last
November (see the December 15, 1997,
issue of CanadExport).

Partly as a result of this latter
mission, and partly through scan-
ning the Department’s WIN Exports
database, the Division has been able
to build a database specifically of
women-owned businesses and net-
works, which means that more women
business owners will be able to be
contacted for participation in all
DFAIT programs and services.

In response to a question at the end
of her remarks, Ms. Townsend ex-
pressed her conviction that the time
will come when a natural presence
will evolve for women in the business
world and there will no longer be
a need for special programs. When
asked for a forecast of when this would
happen, Ms. Townsend responded
without hesitation: “No doubt, in less
than 70 years.”

Department of Foreigd Affairs and International Trade (DFAIT) —
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A Top Cunudmn ChéeSe: Shcesmto: U S. Marke

One of western Canada’s best known cheese companies, Bothwell Cooperative Dairy Society Ltd. has made its interna-
tional debut in the United States, with some expert help from marketing specialist The Liaison Group Incorporated.

With a solid domestic reputation for its award-winning
specialty cheeses, the 60-year-old Winnipeg dairy was
approached last summer by The Liaison Group. “They
convinced us that with such a quality product, we should
also be looking at exporting,” explains Bothwell CEO
George Doan.

The closest market, of course, lies just south of the border.

Testing the waters with expert advice

Russ Hanson, Manager of Market Development for The
Liaison Group, knew that it would be no easy task to
break into the Minneapolis area, in the heart of the U.S.
dairy industry — where the price of milk is cheaper than
in Canada. But he also knew that it is one of the most
sophisticated U.S. markets, where Canadian food prod-
ucts enjoy favourable perception.

“People thought we were crazy going into anesota

recalls Hanson, “but all the hard work paid off, thanks to our |

good marketing plan and the top-notch officers at the
Canadian Consulate General in Minneapolis — who are very
supportive of getting Canadian business into the region.”

Hanson’s first call was to Commercial Officer Margaret
Mearns, who gave him a list of the most prestigious and
prominent cheese retailers in the Minneapolis area.

“We targeted key, stores with sample products of
Bothwell’s traditionally made Mennonite cheese,”
explains Hanson. “It’s ISO 9002-certified, yet free of rennet,
pepsin, preservatives and growth hormones, with the
curds still rotated by hand.” !

By Christmas, the first shipment was made to
Roots and Fruits Cooperative Produce in Minneapolis.

(Hanson credits Mearns with going beyond the call of

duty, to make sure the products get from the airport to
their retailer or broker.)

“Bothwell’s goat feta and marble cheese are now the
biggest sellers with Roots and Fruits customers, who are

accustomed to Wisconsin feta and cojack [Colby cheddar

and Monterey Jack],” says Hanson. “We expect larger
orders now that we have a foot in the door.”

Think big, start small
“Bothwell was originally a little sceptical about going
into the U.S.A.,” recalls Doan, “because of all kinds of
protective measures.”

But The Liaison Group, whose mandate is to look for
Canadian products that can do well in foreign markets,
decided to go for the high-tariff entry because it wouldn’t
influence the pricing.

Hanson advises small companies to be on the conser-
vative side and to take it slowly when entering a new
export market — and to concentrate on the retailers and
end-users. “If you can convince them that they can sell
your products and still make money, then you're in.

“Doing your own groundwork is a lot cheaper than
attending expensive trade shows,” he adds, “especially if
you work with Canadian trade commissioners in the field.
And stay in touch with them. I 'talk to Mearns almost every
week, finding finding out what’s hot, what works.”

As for Doan, he is pleased with the results of his first
foray into foreign markets — and his association with such
a reputable and hard-working group as The Liaison Group.

Doan is also elated at having his plant recently become
the first dairy plant in western Canada to be Hazardous
Analysis Critical Control Point (HACCP)-certified by the
federal government.

“This award reinforces our mission to offer the best
food quality assurance possible, both at home and
abroad,” says Doan proudly.

For more information on Bothwell Cooperative

Dairy Society Ltd., contact CEO George Doan, tel.7,

(204) 388-4666, fax: (204) 388-4172.

For more information on The Liaison,Group/!
corporated, contact Russ Hanson, manag e k
Development, tel.: (204) 945-9025, fax: (204

CanadExport On
hittp://www.dfait-maed. gc
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Sharing Trade Secrets

“and Miquelon ...

'“"@}Newfoundl‘and (ompun  Makes Waves in Saint- Pierre
Thunksgto’(unndiun Consulate Help

Only 12 miles off the coast of Newfoundland, the French islands of Saint-Pierre and Miquelon have not been the site

of much Canadian business ...
area of water purification.

Some four years after its initial in-
quiries to the town of Saint-Pierre,
this 65-employee engineering design

and architectural firm has landed

two contracts.

The first (awarded in Manch 1997)
was for the initial engineering studies
to develop a $6-million raw water
treatment facility and an $8-million
waste water treatment system. The
second (finalized one year later) —for
engineering design and. construction
management services related to the
first project — is a contract that EDM
president Brad Chaulk says will result
in the sale of millions of dollars worth
of Canadian services and equlpment
for the project. - '

The roud to success ,

It was two years after the company’s
initial inquiries that things really
started happening — thanks to a visit
to the islands by the Deputy Consul
General and Senior Trade Commis-
sioner at the Canadian Consulate
General in Bost(_in,_Paul Desbiens.
During the visit, Desbiens met with
Canada’s Honourary Consul, Dr. Felix
PArk, encouraging him to investigate

/

ortunitigs for Canadian compa-

nies in what appeared to be the most
promising sector, water purification.
But it turned out that the Saint-
Pierre project was reserved for a
French firm. ,
Undeterred, the two Canadian senior
officials pursued their quest for Cana-
dian participation, eventually iden-

tifying the very receptive Mayor of .

Saint-Pierre as the lead person for
the project.

. Park, in turn, brought the project
to the attention of Newfoundland’s
Minister of Fisheries, John Efford,
who, during one of his visits to the
islands, confirmed EDM as one of the
best companies for the Saint-Pierre job.

“It didn't take long for us to in-
vite the mayor and his officials to
our facilities at Deer Lake,” says an
enthusiastic Chaulk, “to show them
similar projects we have done in
Newfoundland.

- “They were pleased with the solu-
tions they saw,” he adds, “as well as
with the fees.”

It was within a few months of this
milestone visit, while participating
in the Team Canada Trade Mission to
South and Southeast Asia, that EDM
received its initial call from Saint-Pierre.

until EDM Consultants Limited’s recent breakthrough, offering their expertise in the

Client satistaction key to further success
“We took a hands-on approach to
our negotiations,” comments Chaulk,

“setting up a pilot project treatment

plant on Saint-Pierre, which offered
the islanders savings of 50 per cent
in capital work and 70 per cent in
operational costs.”

With a foot in the door, EDM hopes
that its presence will be long lasting
on the islands since there are other
infrastructure needs to be met.

“We are extremely pleased to be
acti