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hen you talk to Olivier
W Combret of Domaine
Combret Estate Winery

about marketing his award-winning
wine, you sense his patience and his
devotion to the winemaking craft.In
fact, the long and tender process of
making fine wine is a metaphor for
how French-born Combret laid down
roots in Canada in 1992 at the age of
twenty-one, and was invited, a decade
later, by the Canadian Consulate
General in Seattle to become a part of
the “Taste of Canada’

You could say that winemaking is in
Combret’s blood. As the scion of a

Olivier Combret, the proud owner of
Domaine Combret Estate Winery in B.C.'s
Okanagan Valley.

family that has been making fine
wine for ten generations in France,
his decision to study enology (the
science of winemaking) and establish
his own winery must have come as

no surprise.
Continued on page 6 - B.C.wine

Canada at EUROSATORY 2002

PARIS, FRANCE — June 17-21,2002 —
EUROSATORY 2002, the International
Exhibition for Land and Land-air
Defence, will take place shortly in
Paris,and once again Canada will be
front and centre with its 200 m?
national pavilion accommodating
about 10 companies, including SNC
Défense Simunition, Soucy, Scepter,
Defence Research Establishment
Valcartier (DREV), Pivotal Power (KB
Electronics), Canadian NBC Alliance

and the Canadian Commercial
Corporation (CCC).

Since 1992, this biennial exhibition
has been a global focal point for all
modern armed forces equipment
designers and industrial stakeholders.
Today, the international gathering
boasts close to 900 exhibitors from
38 countries and 40,000 trade visitors
from 126 nations. SMEs, representing
about 70% of exhibitors, have the

Continued on page 9- EUROSATORY
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The U.S.Connection

Bureau. For information about articles on this page, fax (613) 944-9119 or e-mail commerce@dfait-maeci.gc.ca

T he U.S. Connection is produced in co-operation with the U.S. Business Development Division of DFAIT’s North America

For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119.

BCwineinthe US.

— Continued from page 1

To everything, a season

“After graduation, | combed the world
searching for the ideal location to grow
grapes,”recalls Combret."Finally, | found
the perfect spot in B.C's Okanagan
Valley, minutes from the U.S.border —
and a huge potential market.”

It took a year for Combret to design
and build Domaine Combret Estate
Winery (www.combretwine.com) and
in 1994, the 6-employee winery took
top honours for its 1993 Riesling at a
competition in Bordeaux, France.And
each year thereafter, the Estate has
won awards at France’s prestigious
“Chardonnay of the World”

“It’s sort of the 'World Cup’of wine,”
jokes Combret.”| like to think our suc-
cess there has contributed to Canada'’s
international reputation as a producer
of fine wine.”

A “Taste of Canada”

While his Estate was producing ultra-
premium wine, Combret was patiently
exploring the market south of the bor-
der with the help of Doug McCracken,

a Business Development Officer at the
Canadian Consulate General in Seattle.

“I thought the wine lovers at the
Enological Society of the Pacific North-
west could help us out,” explains
McCracken.”l was sure it wouldn't take
too much tasting to convert them into
evangelists for B.C.wine!”So, on behalf
of Agriculture and Agri-Food Canada
and the Canadian Consulate General
in Seattle, he sent out invitations to
B.C.wineries to join a“Taste of Canada’
part of the Society’s January 9 pro-
gram highlighting Canadian wines.

Everything worked out just as
McCracken had planned.Wine from
Domaine Combret Estate Winery,
Gehringer Brothers Estate Winery, Gray
Monk Estate Winery, Hester Creek
Estate Winery, Mission Hill Family Estate,
Saturna Island Winery, Summerhill
Estate Winery, and Tinhorn Creek
Vineyards was the toast of the evening
for the sell-out crowd of over 250 wine
lovers.

“We'll definitely host something like

Taste of Canada again,”says McCracken,
Continued on page 9 - B.C. wine

EXPLORE MARKET OPPORTUNITIES IN NEW York CITy

Team Canada Atlantic’s next trade mission will be going to New York City —
the largest urban centre in the U.S.— in three months.

To register for the May mission, or for additional information, contact the
appropriate representative for your province, or the Team Canada Atlantic
Secretariat at teamcanadaatlantic@acoa-apeca.gc.ca, or call (902) 566-7488. ¥
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emational
neagreement

On December 18,2001, Canadian
wine producers moved one step
closer to having their wine on even
more tables in Australia, Chile, New
Zealand and the United States,
following the signing in Toronto
of the Mutual Acceptance Agree-
ment of Oenological Practices
by Canada’s Minister of Agricul-
ture and Agri-Food, Lyle Vanclief.

The agreement signed between
these countries, collectively known
as the New World Wine Producers
(NWWP), will facilitate the interna-
tional trade in wine through the
mutual acceptance of each coun-
try’s wine-making regulations.

“Canadian wine producers have
worked very hard over the past de-
cade to build an international repu-
tation, which has put Canada on
the map as a quality wine-produc-
ing nation,” said Vanclief.

Both Minister Vanclief and
International Trade Minister
Pierre Pettigrew expressed hope
that the agreement will soon be
adopted by all wine-producing
and importing countries.

For more information, contact
Julie McGihon, Agriculture and Agri-
Food Canada, tel.:(613) 759-1763,
e-mail: mcgihonj@em.agr.ca ¥

(For the unabridged version, see
www. infoexport.gc.ca/canadexport
and click on “The U.S. Connection”)

Check the Business Section of the Canada-U.S. Relations Web site at www.can-am.gc.ca ... for valuable
information on doing business in and with the United States.

EXPORT SALES AND CONTRACTING

Canadian Commercial Corporation

uality, performance and cut-

ting-edge innovation all drive

demand for Canadian prod-
ucts and services worldwide. Global
buyers know that Canadian-made
solutions offer outstanding value. The
challenges and uncertainties involved
in managing international purchases can
seem prohibitive, however. Searching
out qualified Canadian suppliers, cut-
ting through regulations, managing
contracts and getting top performance
can be overwhelming. But experienced
international buyers get the answers
and support they need to manage
Canadian purchases through the
Canadian Commercial Corporation
(CCC) — Canada'’s export contracting
specialists.

Canada’s export contracting
specialists
CCC brings sophisticated contract
management skills and global exper-
tise to the table. Potential buyers who
team up with CCC gain an experienced
partner capable of structuring effective
contracts and handling all aspects of
contract management.When the deal
is finalized CCC can offer your buyer a
unique government-backed guaran-
tee to assure contract performance.
CCC’s specialized knowledge is
particularly valuable in helping your
buyer put together complex deals in
sectors where Canadian companies
are at their innovative best.Our export
professionals have experience build-
ing deals to deliver state-of-the-art
aerospace and defence products, ad-
vanced environmental technologies,
major infrastructure design and
construction projects, leading-edge
information and communications
products, and sophisticated energy
and natural resources solutions.

Ut the power of (anada
behind your exports

Teaming up with CCC

When your potential customer works

with CCC to buy products and services

from Canada, we can facilitate their
purchase in one of two ways:

* asa prime contractor, we sign con-
tracts on behalf of Canadian suppli-
ers,guaranteeing the contract'’s full
and satisfactory completion.

* asa procurement agent, we work
with foreign buyers to help them
access quality Canadian goods and
services from suppliers and manage
their purchases in Canada;

A world of experience

CCCis Canada’s defence and aerospace
contracting specialist. Currently, CCC is
the 19th-largest supplier to the United
States Department of Defense (DoD).
Canadian sales to the DoD are governed
by the Canada/U.S. Defence Production
Sharing Arrangement (DPSA) — an
agreement CCC has been responsible
for maintaining since 1956. The Corpo-
ration also manages major Canadian
procurement agreements with the
U.S. National Aeronautics and Space
Administration (NASA). Canadian
companies selling goods or services
valued over US$100,000 to the U.S.
DoD must sell through CCC.

CCC specializes in sales to foreign
governments. To date we've partici-
pated in purchases with many of the
world’s leading international organi-
zations, including the United Nations.
We've developed successful contracts
for projects funded by international
financial institutions such as the World
Bank, backed by our highly skilled
team of contracting specialists.

CCC acts as an international prime
contractor

CCC offers specialized sales and con-
tracting strategies for your buyers

worldwide, particularly those engaged
in procurement on behalf of all levels
of government.When we assume the
role of prime contractor, we offer your
buyers invaluable contract support by:
* assessing managerial, financial and
technical capabilities of suppliers;

is competitive;
¢ structuring and negotiating contracts;
* guaranteeing contract performance;
¢ providing full contract monitoring

and administration, including

mediating, auditing and close-out.

As prime contractor, CCC takes

charge of performance, monitoring
each phase of the export transaction
to ensure that the contract terms and
conditions are met, This service vastly
simplifies the process of administer-
ing contracts for suppliers and buyers
alike.

Better deal-building from start

to finish

CCC's export professionals have the
know-how and experience to build
better deals. From contract lawyers
and negotiators to financial specialists
and contract managers, our specialists

Continued on page 12 - CCC
SHAPING TRADE z}@
SOLUTIONS FOR il
OuR EXPORTERS  Sovee

The Canadian Commercial Corporation (CCC)
is an export sales agency of the Government
of Canada providing special access to the
U.S.defence and aerospace markets and spe-
cializing in sales to foreign governments.

Canadian exporters can gain greater access
to government and other markets, as well as
a competitive advantage, through CCC's con-
tracting expertise and unique government-
backed guarantee of contract performance.

CCC can facilitate export sales that often
result in the waiving of performance bonds,
advanced payment arrangements and gen-
erally better project terms.

When requested, CCC acts as prime contrac-
tor for government-to-government transac-
tions and provides access to preshipment
export financing from commercial sources.

For more information, contact CCC, tel.:(613)
996-0034, toll-free in Canada: (800) 748-8191,
fax: (613) 947-3903, Web site: www.ccc.ca

ensuring that the price to the buyer

www.infoexport.gc.ca/canadexport
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Georges Lemieux, Senior Trade Commissioner
Canadian Embassy, Mickiewiczova 6,125 33 Prague 6, Czech Republic
Tel.: (011-420-2) 7210-1800
Fax: (011-420-2) 7210-18%4
E-mail: prgue@dfait-maedi.gc.ca
Web Site: http://www.dfait-maeci.gc.ca/prague

blic, Slovakia, Slovenia)

and International Trade, Baltic/Central
anean Countries Division,

), K1A 0G2

-maedi.gc.ca
port.gc.ca

CENTRAL EUROPE — THE V4 |
MARKETS AS A SPR!NGBOARD |

or contact the Senior Trade Commissioners in the region:

missioner
ki 1/5,00-481 Warsaw, Poland

exporters and products; and the lack of knowledge of Canadian
products and technologies in the Polish marketplace, and the
Canadian lack of recognition of opportunities offered by the
Polish market.

nd provides access to the
own market offers oppor-
ich as grains (mainly

r, pork and poultry 3 o l
s, fruits and nuts; and Major Competition .

ovelty foods, ethnic foods, Major competition in the agri-food sector comes from Europe, |
sals, snacks, fish and particularly Germany, France, Spain, Holland, Denmark and Italy, }
food ingredients. as well as from the United States and China.

:‘h food-processing

it, dairy, bakery and Other Information Sources 3
mpanies active in Poland ExportSource: http://www.exportsource.gc.ca
Brothers, Hybrid Turkey, Foreign Agricultural Markets Monitoring Unit: http://www.fapa.com.pl/fammu J

Poultry and Semex. Governments on the WWW-—Poland: http://www.gksoft.com/govt/en/pl.html

For more information, contact:

( ‘Hanna Mroz, Business Development Officer e
tion from EU countries; Canadian Embassy, Trade Division, ul. Matejki 1/5,00-481 2
d Central European Free Warsaw, Poland {‘_..fj
changing regulatory Tel.: (48-22) 584-3354 £
‘harmonized with the EU; Fax: (48-22) 584-3195 JJ

ures introduced on a basis of
+the insufficient presence of Canadian

E-mail: wsaw-td@dfait-maeci.gc.ca
Web Site: http://www.infoexport.gc.ca/pl
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HUNGARY

Persistence, patience and presence have brought success for
the animal genetics and meat sectors in this market, as
illustrated by the following examples.

In the late 1980s, Semex Alliances, Guelph, discovered ainiche
market for high-quality bovine genetics and established a joint
venture with Mezohegyes Allami Menesbirtok Rt., placing
four high-performing bulls from Canada in South Hungary
and investing some capital, lab equipment and technology.
Now with 12 employees, Semex’s Gene Bank Co. Ltd. has

60 producing bulls and covers about 13% of the local bovine
genetics market. They are also reaching the Serb, Macedonian,

German and Belgian markets, with additional sales expected

from Slovenia and Croatia.

By the mid-1990s, Rio Alto Ranch International, owned
Alberta companies, started to supply high-quality beef ge
in Western Hungary with four purebred Red Angus bulls, threg
Canadian Red Angus cows and 78 Hungarian Spotted heifefs
purchased locally; the herd now has over 50(5 heads
expected to rise.

-

(anada Pork International (CPI) of Ottawa secured business

for Canadian meat exporters in the early 1990s. Given the
capacities of Hungary’s meat-processing plants and the lack

of competitive local pork supplies, Canadian meat exports rose
to 9,600 tonnes per annum by 1998. This included pork head,
boneless“picnic” shoulder, belly and beef tripe. The main market
for the finished product was Russia, and, with the collapse of
the Russian economy in August 1998, Hungarian exports there
dropped dramatically, resulting in a sharp decline of Canadian
pork exports to Hungary. However, the meat market appears to
be recovering slowly, with estimated Canadian export for 2001 in
the range of 800-850 tonnes. Canadian meat exporters have also
generated interest in Croatia. The country’s number one meat
processor, Gavrilovic, (Zagreb), has recently purchased pork
from one CPl member. The Croatian meat-market demand is
approximately 15,000 tonnes per annum for pork and 10,000
tonnes per annum for beef. For three years, Pickseed Canada
Inc., Lindsay, Ontario, has planted their various forage seed
varieties on adaptation trails, since the uncultivated pastures and
grazing lands of Croatia have been scheduled for an upgrade to
accommodate the introduction of beef cattle to their economy.

For more information, contact:
Bela Gyonyor, Commercial Officer
Canadian Embassy, Zugligeti ut 51-53, 1121 Budapest, Hungary
Tel.: (36-1) 392-3353
Fax: (36-1) 392-3395
E-mail: bela.gyonyor@dfait-maeci.gc.ca
Web Site: http://www.kanada.hu

and thisis 7
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CZECH REPUBLIC

While the Czech Republic has always been self-sufficient in
agricultural products, seasonal shortages of certain commodities and
unavailability of certain specialty products, have resulted in imports
of about 25% of agri-food products. Agri-food imports to total
Czech imports was 5% in 2000. Most significant imports that year
were fruit, vegetable and nuts (14%), various edible preparations
(9%), pet food (9%), tobacco and tobacco products (6%), and cereal
products (5%). According to Czech statistics, Czech imports of
agri-food products from Canada reached C$17.4 million in 2000 or
12% of all Czech imports from Canada. The most successful Canadian
commaodities were lentils and beans (C$6 million), cat and dog food
(€$3.6 million) and edible preparations (C$3.5 million). Certain
high-quality Canadian agri-food products can be competitive, such
as dairy cattle (Holstein heifers and bulls, embryos and semen), beef
cattle (Simmental, Hereford, Aberdeen-Angus, Charolais—live cattle
or semen), breeding swine (Landrace, Duroc and Yorkshire), pulses
(especially lentils and beans), soybeans, saltwater fish and fish
products, pet food, and pork or poultry meat (if health certificates are
renegotiated). Some Canadian companies already have successful
joint ventures in Holstein genetics; and one joint-venture beef cattle
farm has already supplied 72 farms with Aberdeen Angus (there are
now 3,400 Angus cows, nearly all originating in Canada). There are
also opportunities for unique specialty food products, liquors, juice
concentrates, wild rice or rice mixes, smoked salmon or other fish
products, if these commodities are price-competitive, especially
with European or Asian suppliers.
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IMAX THEATRES IN POLAND

steadily, reaching 3% of GDP today. Most expenditures are
financed by the private sector with some limited support from
the state. A large part of the total went toward controlling
air-pollution from power stations. The overall level of environmental
expenditure is not likely to decrease in the future, given the new
requirements related to EU legislation—the new environmental
laws conforming to EU legislation are now in force.

However, in spite of recent improvements, there still exist
continuing high emissions of carbon dioxide; a large portion of
the population being exposed to extensive noise from transport;
some larger cities and Prague wards being in the category of
“slightly polluted air” according to the International Air Quality
Index; almost 5,000 municipalities (with 100 t010,000 people)
not having plans for sewer and wastewater-treatment facilities;
approximately one third of the total length of monitored water
courses (especially smaller streams) remaining in the category of
“highly” and “very highly” polluted water; 25.4% of the population
still living in houses that are not connected to public sewers; and
land-filling remaining as the most common means of

waste disposal.

The following areas all offer opportunities for Canadian exporters
and service firms: energy efficiency, disposal of hazardous waste,
waste management, alternative energy sources reduction of
carbon dioxide emissions and renewal of ecological systems.

Other Information Sources

Ministry of Environment: http://www.env.cz

For more information, contact:
Jitka Hoskova, Commercial Officer
Canadian Embassy, Mickiewiczova 6, 125 33 Prague 6,
(zech Republic
Tel.: (420-2) 7210-1800
Fax: (420-2) 7210-1894
E-mail: jitka.hoskova@dfait-maeci.gc.ca
Web Site: http://www.dfait-maedi.gc.ca/prague

~ INFORMATION AND
“COMMUNICATION TECHNOLOGY

POLAND

The information technology (IT) market was worth

US$2.7 billion in 2000, constituting 1.7% of Poland’s GDP. Its
strongest segment was hardware (almost 43%), then services
(over 36%) and software (almost 21%). Despite the general
economic slowdown, the Polish IT market is still expected to
grow, mainly due to the further development of the Internet and
e-business, the necessity to update equipment, and the need to
adjust the country’s standards to the EU and the North Atlantic
Treaty Organization (NATO). Polish companies constitute the
majority of the large players on the market (the largest being
Prokom, Tech Data, Optimus and Techmex), although foreign/
international firms have been well-established here for many
years (HP, IBM and Compagq having the strongest positions).

Main IT customers include banking, finance and insurance sectors,
transportation and communications, manufacturing industry,
government and administration, and the retail sector.

The telecommunications market, which was worth about
U$$8.38 billion in 2000, has the following structure: operators
services (67%), installation and integration services (almost 14%),
distribution/sales (almost 10%) and telecommunications equip-
ment manufacturing (over 9%). The national telecommunications
Telekomunikacja Polska S.A. is still the major player (almost 95%
of the market), although several alternative operators continue

to compete. The most successful are three cellular operators with
7.5 million subscribers at the end of 2000 (a dynamic growth of
83%). The number of mobile phones may reach the number of
fixed lines within a year. With 10.8 million lines, Poland reached
a density of 28 lines per 100 inhabitants by the end of 2000

(on average, 34 lines in the cities and 17 lines in rural areas).
The telecommunications market will grow and further evolve as
demonopolization and deregulation continue (monopoly on
international calls will be lifted as of 2003), and a difficult interna-
tional situation will result in takeovers/mergers and sometimes
bankruptcies, changing the core group of players. Also, the
worldwide trend of blurring the line between information and
telecommunications industries will affect Poland.

Opportunities exi
solutions, broadban
integration services,
new telecommunic

Major Competit
(anadian companies
Teleglobe, Mitel, Corel,
JDS Uniphase, Eicon, Q
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HYDRO POWER PLANT ON THE ODRA RIVER

nstruction companies,
s dominate. Wood-frame
S. and Canadian companies.
ompanies that are patenting
hnologies and successfully

row quickly. In 2001,
ted to the 15.8%

d development projects.
nd engineering projects

were primarily responsible for the growth, as were construction
companies. The amount of exported construction work had a
30.5% growth between March 2000 and March 2001, due to a
large number of infrastructure projects, especially railway projects
and city bypasses. The influx of foreign investors went up, reaching
a height of US$5.1 billion in 1999. Over 25% (US$1.6 billion) was
invested in construction of new shopping centres, supermarket
chains and hypermarkets. This influx of foreign direct investment
should continue in 2002. To deal with the housing shortage, the
government is supporting the housing sector by offering incen-
tives to encourage investment in housing construction such as the
Housing Fund, which offers financial support programmes to
municipalities. Building societies, mortgage loans, interest-free
loans, and repair and reconstruction of old panel blocks are of the
highest importance. Moreover, banks in 2001 offered an afford-
able mortgage loan at 4.5%.

The key growth sectors are construction of supermarket
chains and commercial centres, construction of family homes,
reconstruction and renovation of older panel block houses, and
wooden building materials.

Market-access Considerations

A local partner is absolutely essential to provide insight into Czech
business practices, market characteristics and strategies, as well
as leqal, financial and import procedures. Canadian investment
has mostly been present through the Four Seasons Group, which
opened a hotel in February 2001, and TrizecHahn (TriGranit), which
completed shopping/multicomplex centres in Slovakia and the
(zech Republic.

Major Competition

Major construction companies include Skanska (which bought
IPS), Stavhy silnic a zeleznic (S5Z), Metrostav, ZS Brno and Vodni
stavby Bohemia (VSB). Market capitalization of these companies
represents over 50% of the construction-industry market.

Other Information Sources

Czech Invest Agency: http://www.czechinvest.org
(zech Trade Agency: http://www.czechtrade.cz
Ministry of Industry and Trade: http://www.mpostav.cz

ABF ~ Foundation for Architecture and Construction Development:
http://www.abf.cz

IKAS - information office for construction: E-mail: ikas@ikas-praha.cz

For more information, contact:
Jitka Hoskova, Commercial Officer
(anadian Embassy, Mickiewiczova 6, 125 33 Prague 6,
(zech Republic
Tel.: (420-2) 7210-1800
Fax: (420-2) 7210-1894
E-mail: jitka.hoskova@dfait-maeci.gc.ca
Web Site: http://www.dfait-maeci.gc.ca/prague

SLOVAKIA

For 2001, the total volume of construction is estimated at ($3.5
to C$3.7 billion. New construction can be broken down into
non-residential non-industrial (36%), civil engineering (28%),
non-residential industrial (18%), residential (15%) and hydraulic
engineering (3%). Slovakia has exports of masonry and concrete
materials of (52 billion per year (mortars and fibre-cement
products, building ceramics, glow-resistant materials and silicate
prefab elements). Imports of construction materials amount to
($1.4 billion per year (bricks, building ceramics, stone, fixtures
and wood products). From Canada, it is mostly roofing materials,
waterproofing materials, and fire prevention and security
installations. Non-residential and industrial buildings use con-
struction techniques and materials that are similar to Canada’,
but, for family homes, the Slovaks prefer masonry homes or
houses built from silicate prefabricates, which are less expensive
than imported Canadian-style prefabricated or wood-frame
homes. This is why the latter account for only 3% of the import
market—opricing of Canadian prefab homes, higher overseas
transportation costs and lack of local workers skilled in these
techniques appear to be prohibitive. Canadian exporters are
more successful if they import some parts and materials for prefab
homes and thus benefit from less expensive local labour, materials
and transportation costs.

With a shortage of 150,000 to 200,000 housing units, the
government, along with the private banks, developed subsidized
building savings, subsidized mortgages and loans for individuals,
as well as direct subsidies for municipalities through the State
Housing Development Fund. Since most new construction will be
concrete apartments, worth (5600 million to C$1 billion, Canada
has some progressive and cost-competitive technologies to offer.
There are also some opportunities for the export of materials and
joint ventures for single-family homes as well.

Infrastructure construction is apparent, since,in 2001,
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Major Competitiol

The biggest construction comp:
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7IPP and Sibamac. Currently, 26% of co
500 workers, while 38% have more th

Other Information Sources
SARIO - Slovak Agency for Foreign Investment: ht
Ministy of Construction and Regional Developmen
Association of Construction Companies-Slovakia

For more information, contact:

Milan Harustiak, Commercial Of
(anadian Embassy, Misikova 28/D,
Slovak Republic i
Tel.: (421-2) 5244-2175
Fax: (421-2) 5249-9995 :
E-mail: harustiak@canemb.sk
Web Site: http://www.dfait









CAFE SELENA:
MAKING IT IN POLAND, ONE CUP AT A TIME
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You're serious about exporting.
You've researched and selected
your k:r?e'r market. So what's
the next logical step? We are.
Our Website gives you access to
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than 130 cities around the world
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expertise you need to succeed.
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next logical step. We're the
Canadian Trade Commissioner
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THE EUROPEAN ADVANTAGE

— Continued from page 1

opportunity to network with 450 jour-
nalists and 500 political and military
decision makers from the 113 official
delegations, making contacts instru-
mental to their expansion,

Trade Team Canada, including rep-
resentatives from Industry Canada, the
Canadian Defence Industries Associa-
tion (CDIA) and the Commercial Divi-
sion of the Canadian Embassy in
France, will once again organize and
staff a booth at the event, highlight-
ing the expertise of Canadian defence
industries and specialized SMEs look-
ing for business opportunities in this
market.

A range of Canadian goods and
services will be on display, including
training ammunition, industrial rubber
tracks for armoured vehicles, special
containers, nuclear/biological/chemi-
cal decontamination processes and
services, thermogenerators and inter-
active whiteboards.

Canadian participants will also have
a chance to expand their network of
international contacts and strengthen
their trade interests at an official part-
nership event, to which 300 European
buyers and decision makers will be
invited.

Canada and the French armament
market

Even though arms purchases by
France now amount to almost FF4 bil-
lion (approximately C$5.60 billion)
each year, direct imports of Canadian
defence matériel by the French mar-
ket have so far been minimal and

subject to equipment spending cuts.
In fact, over the past five years,imports
of Canadian goods have dropped in
value from an average of FF10 million
(about C$14 million) to less than
FF3 million (C$4.20 million).
However, the new Internet portal
of France’s Délégation générale pour

Manufacture and assembly of a
portion of this equipment in Canada
has led to export cooperation and
marketing agreements, which in turn
have produced industrial spin-offs
for Canadian companies totalling
more than FF100 million (C$140 mil-
lion) since 1993.

FUROSAIORY 2002

I'armement (DGA) [www.ixarm.com]
now provides suppliers with practical
information; eventually it will post
French requirements and calls for ten-
ders, and give the option of submit-
ting unsolicited proposals. Currently,
cooperative European defence pro-
grams, such as the A400M military
transport or the Meteor missile pro-
gram, could provide Canadian manu-
facturers with new aerostructure
subcontracting opportunities for ten-
ders to be evaluated by those respon-
sible for OCCAR, the new European
arms procurement agency in charge
of these programs.

Also noteworthy are Canada-France
industrial development programs
focusing on the production of Eryx
anti-bunker/anti-tank missiles, 105-mm
artillery systems and ammunition,and
SICF command and information sys-
tems, with which the Canadian and
French armed forces will be equipped
from now on, in addition to the bullet-
proof helmets soon to be worn by the
Canadian infantry.

For more information on this
sector, contact:

* Guy Ladequis, Commercial Officer
(Aeronautics and Defence),
Canadian Embassy in France,
tel.: (011-33-1) 44.43.23.59, fax:
(011-33-1) 44.43.29.98

* Charles Hall, Industry Canada, tel.:
(613) 952-2433,fax: (613) 998-6703

* Anne Healey, CDIA, tel.: (613) 235-
5337, fax:(613) 235-0784, e-mail:
cdia@cyberus.ca

For more information on

EUROSATORY 2002, consult the

exhibition organizers’ Web site:

www.eurosatory.com
To register for the Canada Pavilion
at EUROSATORY 2002, contact:

* Elisabeth Veauvy-Charron, Promo-
salons Canada-Montreal, tel.:
(514) 861-5668, fax:(514) 861-7926,
e-mail:infofr@promosalons.com

* Alison Cousland, Promosalons
Canada-Toronto, tel.: (416) 929-
2562, fax:(416) 929-2564, e-mail:
acousland@promosalons.com ¥

B.C.winefinding a marketin the U.S.

— Continued from page 6

“but timing is everything. Now that
consumer demand is building for
Canadian wine, we can concentrate on
the trade side of things. Up until now,
U.S. retailers weren't sure that Canadian
wine makers could keep their cus-
tomers supplied.But | believe that,in
most cases, Canadian operations have
grown to a point where they can sat-
isfy that demand, as well as the price

and quality expectations of the U.S.
consumer.| think Canadian wine makers
are finally ready to be introduced to
American importers, distributors and
retailers.”

Combret offers these final words:
“We use the French term‘terroir’ to
describe the combination of charac-
teristics that make up a wine’s unique
identity: consider careful marketing

and patience as the finishing touches
to this priceless mix.”

For more information, contact
Olivier Combret, Owner, Domaine
Combret Estate Winery, tel.: (250)
498-6966, toll Free: 1-866-TERROIR,
fax: (250) 498-8879, e-mail:info@
combretwine.com Web site: www.
combretwine.com ¥

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “The U.S. Connection”)
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TRADE FAIRS/CONFERENCES

Upcoming trade shows and conferences

— Continued from page 15

info@tmab.be or www. tmab.be or
Paul Desbiens, Canadian Embassy,
Brussels, paul.desbiens@dfait-maeci.
gc.ca or www.infoexport.gc.ca/be

LIMA, PERU — May 14-17,2002 — The
5th International Gold Symposium
and Trade Show, Peru Gold, is an
excellent opportunity for Canadian
firms engaged in gold exploration,
mining feasibility studies, extraction
and processing. CAMESE is again
organizing a Canada Pavilion as well
as networking sessions and site visits.
For more info or to register for the
Canada Pavilion: CAMESE, (905) 513-
0046, minesupply@camese.org or
Www. camese.org

TOKYO, JAPAN — May 15-17,2002 —
International Food Ingredients and
Additives Exhibition — October 9-11,
2002 — Health Ingredients Japan

TEL AVIV, ISRAEL — May 20-22,
2002 — The do-it-yourself (DIY)
industry will be showcased at DIY
2002, the largest DIY exhibition ever.
The over 300 exhibitors from around
the world will present the very latest
equipment and products to buyers
from leading DIY retailers and distrib-
utors.There will also be a conference
exploring DIY industry trends and
achievements. For more info: Leora
Elkies, leora@ fairs.co.il or www.israel-
trade-fairs.com/2000 or Suzanne
Szukits, Canadian Embassy, Tel Aviy,

suzanne.szukits@dfait-maeci.gc.ca
or www.dfait-maeci.gc.ca/telaviv

MONTREAL, QUEBEC — May 23, 24,
and 25,2002 — The Montreal
International Interior Design Show
(SIDIM) is Quebec’s largest profes-
sional design show and showcases
companies involved in the design,
manufacture, distribution and retail
sale of products and services for office,
commercial, residential and institu-
tional interior design. For more info:
Héléne Guinois, h.guinois@sidim.com

BRUNEI DARUSSALAM — May 27-30,
2002 — GASEX 2002, the 7th Gas
Information Exchange Conference
and Exhibition, will have the theme
“Powering Sustainable Growth.” The
conference will feature presentations
and discussion of the current concerns
facing the industry. The GASEX 2002
exhibition will showcase the latest
trends, technology and industry inno-
vations. For more info: Mew Yee Yap,
Canadian High Commission, Brunei
Darussalam, mewyee.yap@dfait-
maeci.gc.ca or www.gasex2002.com
To register: michael@bruneibay.net

MELBOURNE, AUSTRALIA — June 2-5,
2002 — Designbuild is the premier
Australian showcase for the construc-
tion and design industries. Formerly
called Interbuild Australia, the
exhibition is the only forum in Australia
where designers, builders, architects,

developers, engineers and merchants
all meet, and attracts a trade-only
audience of 17,000 buyers and speci-
fiers.For more info: designbuild@
ausexhibit.com.au or www.design
buildexpo.com.au or Kevin Skauge,
Canadian Consulate General, Sydney,
kevin.skauge@dfait-maeci.gc.ca

BIRMINGHAM, U.K. — June 9-11,
2002 — The European Ethnic Food
Show is the number one ethnic food
show in Europe.The 2001 show
attracted 300 exhibitors showcasing
authentic food and beverages and
equipment for the hospitality trade.
Nearly 9,000 buyers attended from
the catering, retail and wholesale
sectors. For more info:lan Thomson,
Canadian High Commission, London,
ian.thomson@dfait-maeci.gc.ca

CAIRO, EGYPT — June 17-19,2002 —
At the Healthcare Middle East 2002
Exhibition and Conference exhibitors
from around the world will present
their products and services, including
pharmaceuticals, medical equipment,
healthcare support, IT solutions and
training. Running simultaneously, the
Beauty and Fitness 2002 Exhibition
will introduce the latest products and
innovations in cosmetology, nutrition,
sports and fitness. For more info:
info@trade-links.org or www. trade-
links.org or Magdy Ghazal, Canadian
Embassy, Cairo, magdy. ghazal@dfait-
maeci.gc.ca

FARMVILLE, VIRGINIA — June 22-23,
2002 — The 2002 Arts Business
Institute ¥
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