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Canadian Frozen Vegetables

Are Invited to Dinner the World Over

Canada could

was the United

tz:ike . greate? “..the frozen vegetable market available to Canada | Kingdom (8,375
advantage of | ; . . » tonnes in 1987),
A kets forfrozen | 1S far from being confined to the United States. followed by
vegetables all France (7,313 ton-

over the world. That is one of the
findings of a study by the Centre
frangais du commerce extérieur
(CFCE).

On the basis of data presentedin
the 1988 study entitled Le Marché
des Légumes Surgelés dans le
Monde, it is clear that the frozen
vegetablemarket availableto Can-
ada is far from being confined to
the United States. The most re-
vealing aspect of the study is that
Canadais named as a frozen vege-

and the United States. And yet, as
the study notes, the European
EconomicCommunity (EEC)isthe

leading market for frozen vege- 1987 was the United Kingdom

tableimportsinthe world.In 1985
and 1986, the EEC imported
500,000 tonnes of frozen vege-

countries were the former West !
Germany, France and the UK. ¢

Japan ranked a close second after
West Germany, importing more
than 140,000 tonnes in 1986. The
main frozen vegetables produced
in Canada were listed as follows:
peas, sweet corn, green beans,
carrots, Brussels sprouts, cauli-

flower, broccoli, wax beans, and .

othervegetables. It should benoted -

that potatoes were excluded from

the study.
The markets for each of these

frozen vegetables were described
as follows:

Peas - The leading importer was
Italy (31,441 tonnes in 1987), fol- .

lowed by West Germany (20,303
tonnes), Spain (17,836 tonnes),
Umu::d Kingdom (8,019 tonnes),
Belgium (5,169 tonnes), and

France (4,977 tonnes). France
imported exclusively from the
Belgium-Luxembourg Economic
Union andthe Netherlands. Other
importing countries were Ireland,
Denmark, Greece, Portugal, Nor-
way, Sweden, and Austria.

Corn - The leading importer was
Japan (29,301 tonnes in 1986),
which received a total of 109 ton-
nes from Canada. France followed

| next, importing 2,051 tonnes in

1987, (Israel, the United States,
table exporter, but only to Japan !

Spain and Austria accounted for
63%, 9%, 7% and 2% respectively
of France’s imports.)

Beans - The leading importer in

(16,142 tonnes), followed by West
Germany (15,019 tonnes), France

tables. The leading importing : (12,203 tonnes), Belgium (6,833

tonnes), the Netherlands (5,952
tonnes), and other countries such
as Italy, Ireland, Denmark,
Greece, Spain, Norway, Sweden,
and Austria. (The Belgium-Lux-
embourg Economic Union and
Morocco supplied 63% and 28%
respectively of France’s imports.)

Carrots - The leading importer

INSIDE
'.\lcxico *'s Tourism Industry.......... J
Fish Products in Switzerland........ 41
Eurape 1992: Standards............... 5
Contracts AWarded......eveeeeencsons 7
Agenda/Publications......eerencenes 8

nes), and Austria (2,027 tonnes).
(The Belgium-Luxembourg Eco-
nomic Union and Denmark sup-
plied 74% and 14% respectively of
France’s imports.)

Brussels sprouts - Theleading
importers were France (6,703
tonnes in 1987), the Netherlands
(1,507 tonnes), Belgium (1,351
tonnes), and Austria(751 tonnes).
(The Belgium-Luxembourg Eco-
nomic Union and the Netherlands
I accounted for 94% and 4% respec-
tively of France’s imports.

Cauliflower -In 1987, the value
of US imports of cauliflower to-
talled $15 million. France im-
ported 15,342 tonnes, and the
United Kingdom 413 tonnes. (The

|

' Union and Spain accounted for
'79% and 17% respectively of

w .
: France’s imports.)

' Broccoli - USimports amounted }i
| to $50 million in 1987. Sweden §%;

i imported 1,972 tonnes in 1986,
and Austria 527 tonnes in 1987.

- Othervegetables-USimports
 totalled $41 million in 1987. West
! Germany imported 125,219 ton-
| nes, France 40,028 tonnes, Japan
| 35,748 tonnes in 1986, the Neth-
i erlands 29,000 tonnes in 1987, the
| United Kingdom 28,678 tonnes,
' Belgium 19,129 tonnes, Denmark
- 13,264 tonnes. (The Belgium-Lux-
. embourg Economic Union, West
' Germany, the Netherlands, and
* Spain supplied 51%, 17, 8% and
| 7% respectively of France’s im-
. ports.) Other importing countries
- were Ireland, Greece, Spain, Por-

Continued on page 2— Frozen

lBelgium-Luxembourg Economic L
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Canadian Building Products Export Council Proposed:
Input Solicited to Assess the Industry's Needs

A joint Industry, Science &
Technology Canada (ISTC) and
External Affairs and International
Trade Canada (EAITC) study has
been announced to examine the
building industry's requirements
for export promotion assistance.

The study will assess— by means
of a questionnaire to be sent to
building materials manufacturers
throughout Canada — the value
and perceived need industry places
on a Canadian Building Products
Export Council.

Canada has considerable
strength in the manufacture of
building materials and is recog-
nized internationally for its wood
frame residential construction
system. The Canadian govern-
ment and private-sector organiza-
tions have successfully promoted
the adoption of wood frame con-
struction techniques in offshore
markets for more than 30 years.

Adoption of wood frame systems
hashad significant impacton wood
products exports in Europe and
Asia. However, exports of finished
building materials, including
windows and doors, cabinetry,
floorings, manufactured housing
and other structural, finishing and
hardware products, have lagged
behind commodity exports.

In an effort to address this im-
balance and assist the building

products manufacturing industry
in promoting its products in ex-
port markets, the creation of an
Export Council is being proposed.

The announced study will look
at the respective costs and bene-
fits involved, define the Export
Council’s mission and goals, spec-
ify its method of operation and
promotional activities, identify
sources of financing and propose a
five-year financial plan.

As markets become globalized,
it is perceived Canadian building
products manufacturers will have
to increasingly become export-
oriented in order to remain effi-
cient and competitive in pursuing
new economic opportunities.

In view of the increasing inter-
national competitiveness of the
building products market, domes-
tic manufacturers may require co-
ordinatedinitiatives amongthem-
selves and public sector support
for such efforts.

Future growth in employment,
balance of payments earnings and
productivity gains in the building
materials industry could well
depend on increasing the Cana-
dian value-added to wood frame
housing and building products
exports.

With the pace of international
market developments in Europe,
the Pacific Rim, the U.S. and with

——— —

te———
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trade liberalization resulting from
the current General Agreement
on Tariffs and Trade (GATT) ne-
gotiations, the time to establish a
Canadian Building Products Ex-
port Council may have arrived.
Canadian building products
manufacturers wishing to receive
acopy ofthe questionnaire or more
information on its scope and in-
tent should contact Murray
Hardie, Senior Commerce Officer,
Resource Processing Industries
Branch, ISTC, Ottawa. Tel.: (613)
954-3037. Fax:(613) 954-3209. Or
contact John Lang, Deputy Direc-
tor, Resources and Chemicals
Division(TAR), EAITC. Tel.:(613)
996-3436. Fax: (613) 995-8384.

Frozen Vegetables —
Continued from page 1

tugal, Norway, Sweden, Finland,
Switzerland, and Austria. The
study also mentioned Australia
and Thailand as countries that
import frozen vegetables.

The study also showed frozen
vegetable consumption trends in
various countries. For example, in
Italy and Spain, demand blos-
somed later than in other coun-
tries, but frozen vegetables now
account for up to 40% of the mar-
ket there for all frozen products.
Despite market fluctuations, sales
of fast-frozen vegetables should
stabilize in the years ahead. The
countries covered by the study
included the 12 members of the
EEC, eight other European coun-
tries outside the EEC, and nine
countries outside Europe.

Forany information on the study
—which is not available from
EAITC/Info Export— or toordera
copy, contact the Librairieducom-
merceinternational, 10, av. d'Iéna,
Paris 16~ BP 438-75233, Paris,
CEDEX 05. Tél.: (1) 45.05.34.60.
Telex: LICOMIN 206 811 F.

For more information on frozen
vegetable exports, contact
Suzanne Lalonde at EAITC's Agri-
Food Division (TAA). Tel.: (613)
996-3597. Fax: (613) 995.8384.

External Affairs and International Trade Canada (EAITC)
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Import Permits Eliminated, Duties Lowered
as Mexico’s Tourism Industry is Liberalized

“Canadian exporters have not
taken full advantage of Mexico’s
liberalization policies to promote
their products more aggressively
in Mexico.”

This message, in Market Study
on Tourism, Hotel and Restau-
rant Equipment in Mexico, a
study prepared by the Canadian
Embassy in Mexico City, clearly
indicates that Canadian export-
ers are missing out on a market
that, potentially, is worth millions
of dollars.

To take the bull by the horn, the
guide advises that: “Canadian
exporters should participate in
trade shows staged in Mexico and
consider the possibility of joint
ventures and/or licensing agree-
ments as potential tools to pene-
trate the Mexican market.”

The advice also applies to con-
sulting services firms, especially
those engaged in design, quality
control and new product introduc-
tion. .

That being said, the ‘trade liber-

alization process’ means that:
* import permits are eliminated
on all but 325 of the total 11,960
tarifTitems on the recently adopted
Harmonized System;

longer applicable;

* the maximum import duty has
been lowered from a maximum
100 per cent to 20 per cent;

All of this bodes well for Cana-
dian exporters to Mexico's tour-
ism, hotel and restaurant equip-
ment and services market — “one
of the government's highest pri-
orities and a huge revenue-gener-
ating industry that constantly
grows larger.”

That growth is good for Canada,
- acountrywhich, traditionally, has
had a very strong trading rela-
tionship with Mexico.

In 1989 total trade between
Mexico and Canada was Cdn §2.3
billion: Cdn $306 million in the
sale of goods and services to
Mexico; Cdn $1,7 in imports

from Mexico.

According to Mexican figures, in
1989, 1.9 per cent of Mexico’s
imports came from Canada, while
1.3 per cent of its exports were to
Canada. This makes Canada
Mexico’s fifth largest exporter and
sixth largest importer.

On the hotel and restaurant
equipment and supplies side,
Mexico's total consumptionin 1989
was valued at $131.7 million, a
17 percent increaseover purchases
of the previous year—a result
of Mexico's trade liberalization
policies.

The total demand of hotel and
restaurant equipment and sup-
pliesis expected to grow 8 per cent
annually between 1990-1992—as
a result of major investments in
the tourism sector.

“Imports will continue to grow at
a faster pace than domestic pro-

duction due to the relative ease |

with which foreign products can
now be imported, their superior
quality and competitiveness com-
pared to local productsin the area
of high technology and novelty
products.”

Industry estimates indicate that

' total investment in hotel and res-
*» official import prices are no

taurant equipment during thenext

- five years will need to be in the
- order of $800 million. Thisis based
on 10,000 hotel rooms being con-

structed annually to reach the

' target set by the present admini-
. stration of having 50,000 more

rooms by 1995.
According to this source, each

' hotel room of the high class cate-
- gories (Four Stars and up) has an
. average building cost of $63,600
- — of which 35 per cent is for room
. furnishings and supplies.

According to Mexican statistics, |

' Canada’s import market share of |
hotel and restaurant equipment |

has increased from 1.2 per cent in

' 1988t02.2 percentin 1989. Cana-

dian exports have steadily in-

The best prospects for foreign-
made equipment include: hotel
china, ceramic tableware, cutlery,
icemaking machines, coffee and
tea makers, dishwashers, vend-
ing machines, scales, food proc-
essing equipment for bakery,
meats, fruits and vegetables,
mixers, bakery ovens, microwave
ovens, sanitary fixtures, tableware
sets, lead crystal glasses, bed and
table linens of synthetic fibres,
towels, blankets and comforters,
carpeting for hotels, kitchen ar-
ticles, stainless steel kitchen fur-
niture, wood bedroom furniture,
window and wall air conditioner
units, commercial refrigerators
and freezers, water purifiers,
toasters, gas-cooking equipment,
washing machines, vacuumclean-
ers, software for hotel and restau-
rant management and telecom-
munications equipment.

Mexico accounts for 2.1 per cent
of total world tourist income and
ranks ninth in the world as a tour-
ist destination. In 1991, Mexico
expects to receive more than 7.5
million visitors, generating an
income of $3.6 billion.

The country’s hotel industry is
ranked eighth worldwide in num-
ber of rooms. It presently consists
of 7,971 registered hotels and mo-
tels, offering 321,975 rooms. The
industry, fully supported by the
Mexican government, is expected
to grow by 3 per cent to 4 per cent
annually in the next four years.

“The administration of President
Salinas has defined tourism as
the most promissory source of
economic growth and has estab-

- lished a five-year target to almost

duplicate the number of tourists

' to 10 million a year by 1994 witha

l

* creased from $1.8 million in 1987 .

to $2.9 million in 1989.

total income of $5 billion.”

The hotels offering the greatest
export opportunities to foreign
suppliers are those in Special
Class, Grand Tourism, Five and
Four Star categories. These are
the ones that cater to interna-

Continued on page 4— Mexico

Extemal Affairs and Intemational Trade Canada (EAITC)
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Good Prospects Continue for Canadian Fish
Product Exports to Switzerland

This is the first — following the
successof the ongoing UK articles—in
a series of sector profiles on Switzer-
land. A future issue of CanadExport
will profile Switzerland’s wood and
wood products sector.

Market Facts

When it comes to fish and sea-
food, Switzerland depends largely
on imports — with Canada being
among the leading suppliers..

In 1989 the country imported
47,626 tons of fish and seafood,
valued at Cdn$459 million. Of that
amount, Cdn$41 million (9.0 per
cent of Swiss purchases abroad)
was sourced from Canada.

Good prospects continue to exist
for Canadian Pacific and Atlantic
frozen salmon, both wild and
farmed. Indeed, 60 per cent of the
salmon used by Swiss smoke
houses comes from Canada.

A traditional market also exists
for frozen perch fillets, 62 per cent
of which come from Canada, and
there is a growing market —Can-
ada’s market share is 23 per cent
— for fresh perch fillets.

Though the Swiss market for
lobster is relatively small, it is
expanding, with an average of 71
tonnes or 33 per cent of imports
coming from Canada. Good export
opportunities also exist for Cana-
dianfrozen cod, frozen and canned
shrimp, and canned salmon.

Market Access

Most fish species are imported
duty-free by licensed importers
whose products are subject to a
veterinary control. Shipments
must also be accompanied by a
public health certificate. Ship-
mentsnot accompanied by this
certificate are returned. The
Swiss importer is responsible for
informing the Canadian exporter
about the prevailing import regu-
lations and formalities.

Trade Promotion Events

Major Swiss importers regularly
visitsuchinternational trade fairs
as SIAL in Paris, France and
ANUGA, in Cologne, Germany. In
November, 1991, the Canadian
Embassy in Basel will again par-
ticipate — with an information
booth — in IGEHO, the Interna-
tional Exhibition for Industrial
and Institutional Catering, Ho-
tels and Restaurants.

Information Sources
Swiss Foreign Trade Statistics
Swiss Fish Importers

Government

Swiss Veterinary Office
Schwarzenburgstrasse 161
CH-3097 Liebefeld/Berne
Tel.: 31/59 81 11

Fax: 31/59 85 22

For further information, contact

Mexico's Tourism Industry — continued from page 3

tional and wealthy local tourists.
They also are the ones with the
largest turnover in supplies and
the largest buyers of new equip-
ment.

The new Law to Promote Mexi-
can Investment and to Regulate
Foreign Investment — enacted
May 1989 —eliminates much cum-
bersome red tape and makes it
much easier to set up a new com-
pany in Mexico. It also allows for-
eign investment of up to 100 per
cent in tourism, as opposed to the
previous 49 per cent.

To achieve Mexico’s 1994 goals
— some of which include 50,000
additional hotel rooms and
100,000 additional beds —will
require a total investment of $4.5
billion.

It's a market Canadian compa-
nies might findit worth theirwhile
to pursue.

For information on this aspect of
Canadian trade possibilities with
Mexico, contact Gil Rishchynski,
South America and Mexico Trade
Division (LST), EAITC. Tel.: (613)
996-5548. Fax: (613) 996-0677.

Werner Naef, Commercial Offi-
cer, Canadian Embassy, Kirchen-
feldstrasse 88, CH-3005 Berne/
Switzerland.Tel.: 31/4463 81. Fax:
31/44 73 15.

Venezuela Eases Its
Agricultural Import
Policy
Venezuela has abolished all
import prohibitionsin agriculture.
In addition, all import licensing
requirements have been elimi-
nated —with theexception ofthose
for wheat, corn, sugar, milk, ani-

mal feed and oilseeds.

Imports of goods such as fish
(including salmon, cod and lob-
ster), apples and most prepared
foodstuffs, are no longer required
to submit to Venezuelan licensing
requirements.

Canada exported over $150
million worth of goods to Vene-
zuela in 1989 —one third of it in
agricultural products— and that
in spite of the import prohibitions
and licensing requirements which
have now been removed.

Another boost for Canadian
agricultural exportersis the soon-
to-be-signed Joint Agriculture
Committee(JAC)Agreement with
Venezuela, that will provide new
visibility for Canadianagricultural
expertise through a series of tech-
nical seminars in the Venezuelan
market, as well as aid in the deve-
lopment of vital market intelli-
gence.

With a population of 18.5 million
anda5.7 percent economic growth
ratein 1989, Venezuelaoffers good
opportunities for exporters —it
imported close to US $10.9 billion
worth of goods last year, 13.5
percent of it in the form of food
imports.

For more information on the
Venezuelan market opportunitics,
contactJeremy Pallantat EAITC's
South America and Mexico Trade
Division (LST). Tel.: (613) 995
8804. Fax: (613) 996-0677.

Exiemal Affairs and International Trade Canada (EAITC)
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European Standards Harmonization

In order to assure access to the
European Single Market, Cana-
dian firms should carefully con-
sider the following check-list.

They must:

* keep track of new European
technical regulations;

* assessrisksandbenefits of Euro-
pean standards to their sector;

¢ undertake toinfluence the stan-
dards setting process to reflect
their interests;

¢ consider the adoption of a regis-
tered Quality Assurance Program;
and

¢ push for reciprocal testing ar-
rangements at both the political
and industry level.

This advice was just part of the
information made available to 150
members of the Canadian busi-
ness community at the first in a
series of seminars on standards
and Europe 1992 held last month
in Toronto.

The seminar was addressed by
Roger Brockway, a member the
European Commission Testing
and Certification Division. .

“A standard is an agreement
between people to facilitate trade,
toenable people to speak the same
language,” says Brockway.

The European Community (EC)
with its twelve MemberStates and
nine major language groups hasto
deal with this complex legacy if it
wishes to harmonize standards
and remove technical barriers to
trade at both the intra-EC and
extra-EC levels.

These technical barriers consist
of three types: technical regula-
tions governing health, safety and
the environment; standards, both
mandatory and voluntary;, and
testing and certification.

Technical Regulations ' ¢

Attempts to harmonize the dif-
ferent Member States’ health,
safety and environmental regula-
tions proceeded extremely slowly
up until the Commission adopted
itsNew Approach, says Brockway.

Under the New Approach, the
Commission issues a directive for

i standards are worked out at a |
; . established a modular approach

a specific product group outlining
the minimum essential require-
ments that products must meet in
order tocirculate freely in the EC.

Brockway says that at the
moment there are directives in
the pipeline or already on-stream
for: safety of toys, simple pressure
vessels, construction products,
electromagnetic compatibility,
machine safety, personal protec-
tive equipment, non-automatic
weighing machines, active im-
plantable medical devices, gas
appliances and telecom terminals.

Roger Hill, president, Hill Sloan
Associates Inc., stressed the im-
portance of Canadian firms check-
ing to see if their products are
affected by the new technical di-
rectives, assessing the risks and
benefits and influencing the stan-
dards setting process in their fa-
vour whenever possible.

Mandatory and Voluntary
Standards

Under the New Approach, the
European legislators do not spell
out the exact technical require-
ments necessary to satisfy the
directive. They merely list the
essential requirements.

The European standards bodies
CEN (European Committee on
Standardization), CENELEC
(European Committee on Electro-
technical Standardization) and
ETSI (European Telecommunica-
tions Standards Institute) produce
solutions which will be recognized

as meeting those requirements, Aare:
1) The commission must be con-

says Brockway.
In an effort to harmonize volun-
tary industrial standards, the

Commission’s Green Paper on |

standardsisalsoproposingasingle
European standards council which
would bring European industry
together at a European level, says
Brockway.

He says this would replace the
current system where voluntary

‘ national level and then there is

E bargaining at the European level. ‘

t

Canada already has an umbrella
standards organization which
attempts to co-ordinate voluntary
and mandatory standards: the
Standards Council of Canada
(SCC).

Diane C. Thompson, manager,
information division, SCC, ex-
plains that, while non-EC coun-
tries cannot participate directly in
the technical committees of CEN
and CENELEC, the SCC can help
Canadian business obtain draft
European standards for review,
provide input into these drafts,
purchase published European
standards and obtain information
on European standards, technical
regulations and certification pro-
cedures.

Testing and Certification
Brockway acknowledges that the
area of testing and certification is
the most complex and confused
area of the three technical barri-
ers to trade with Europe. He says
the European Organization for
Testing and Certification (EOTC)
will be created to harmonize both

i mandatory and voluntary proce-

dures.

He expects the EC Commission
tohave a mandate by mid-1991 to
begin discussions with Canada
leading to bilateral mutual recog-
nition of testing and certification
procedures.

The two elements which would
have to be taken into account in
such government-to-government
negotiations are:

vincedthat thenon-EC procedures
are at least as technically compe-
tent as their own.

2) A basic balance of interests —
there must be an equal treatment
of European interests in that sec-
tor when they attempt toenter the

: third country.

In the area of testing for compli-
ance to the mandatory essential
requirements, theCommission has

whereby increasingly stringent
Continued on page 6— Europe 1992
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The UK Remains a Major Market
for Canada's Processed Foods

Market Facts

In 1988, the retail value of food
products sold in the UK was £35
billion.

Much more so than in Canada,
food retailers exercise a strong in-
fluence over food manufacturers.
Five super-market groups (Tesco,
Sainsbury, ASDA, Argyll/Safeway
and Gateway) account for 60% of
all UK food sales. Because of this
concentrationthesecompaniesare
able to control and influence new
product development and intro-
duce a growing proportion of own-
label goods from manufacturers.

Most imported food products are
sold and distributed by agents or
brokers, who are responsible for
all aspects of marketing and mer-
chandising as well as for arrang-
ingthe importation of the product.
It is generally not advisable for
companies to deal directly with
supermarket chains. Beingon the
spot, UK agents/brokers are well
placed to deal with any problems
which may occur and are used to
dealing with supermarket buyers.

Retailers have recognised that
consumers are becoming more con-
scious of the need to improve the
quality and wholesomeness of
what they eat and favour the use
of fewer additives and flavour-
ings. Two of the largest food re-
tailers (Tesco and Sainsburys)
print nutritional information on
many of their products.

Chilled food, which is perceived
as being fresh and natural, hasbe-
come increasingly popular in the

last five years. In 1989, the mar-
ket for all chilled foods was worth
£4.5 billion.

In 1987, 44% of homes owned
microwaves, 47% owned fridge/
freezers and 38% owned a sepa-
rate freezer. Household expendi-
ture on food accounted for 13.3%
of gross household income.

Canadian Imports

The most successful Canadian
food productsinthe UK arehoney,
maple syrup, canned fruit, ched-
dar cheese and sweet corn.

Trade Promotion Events

The International Food and
Drink Exhibition (IFE) is held
every two years in London. It is
the largest UK food show and
Canada participates regularly
with a Federal stand.

Sources of Information
Commercial/Economic Division
Canadian High Commission

1 Grosvenor Square, London,
England W1X 0AB

Tel: 071-6299492;Fax: 071-4091473
Tlx: 261592 CDALDN G

Food and Drink Federation
6 Catherine Street, London
WC2B 5JJ

British Frozen Food Federation
Honeypot Lane, Colsterworth
Grantham, Lincolnshire
NG335LX

The Delicatessen and Fine Foods
Association, 6 The Broadway,
Thatcham, Berkshire

British Association of Canned and
Preserved Food Importers and Dis-
tributors, 15-16 Dufferin Street
London EC1Y 8PD

Space Still Available
in Latin America,

Caribbean Shows

Panama City/San Juan — Lim-
ited space stillis availablein Latin
America and Caribbean trade fairs
inwhich Canadiancompanies may
participate at stands sponsored
by External Affairs and Interna-
tional Trade Canada (EAITC).

EXPOCOMER'91 — Canada
will be participating for the sixth
consecutive yearinthisexhibition
which will be heldin Panama City,
March 6 to 19.

The international trade fair at-
tracts food products companies,
construction and hardware firms,
manufacturers of automotive ac-
cessories, informatics and office
products suppliers, telecom.,
medical/health care companies.

The 19th Annual Food and
Foodservices Equipment
Trade Show, at which Canada
also will be participating for the
sixth time, is being held April 13
to 15 in San Juan, Puerto Rico.

Geared primarily to Puerto Rico
—which generates sales in excess
of $4.5 billion annually, 85 per
cent of which represents imported
goods — the show also attracts
potential buyers and agents from
throughout the Caribbean.

For further information on
EXPOCOMER'91 or on the 19th
AnnualFood and Foodservices
Equipment Trade Show, con-
tact Jon Dundon, EAITC's, Latin
America and Caribbean Branch,
Fairs and Missions (LCTF). Tel.:
(613) 996-6921. Fax: (613) 996-
0677.

Europe 1992 Standards Harmonization — continucd from page 5

criteria are applied depending on
the product group.

Satisfaction of the essential re-
quirements leads to the affixing of
a “CE” mark which allows the
product free circulation through-
out the EC.

John Kean, president, Canadian
Standards Association, empha-
sizes the growing importance of
the International Organization for

Standardization (ISO)'s 9000 se-
ries of Quality Assurance for firms
wishing to satisfy the European
testing and certification require-
ments,

For more information on Europe
1992 and dates for up-coming
seminars on the European stan-
dards process, contact External
Affairs and International Trade
Canada (EAITC)'s European

Community Economic and Trade
Relations Division (REM). Tel.:
(613) 996-2727. Fax: (613)995-
1277.

For more information about Eu-
ropean standards, contact the
Standards Council of Canada, In-
formation Division, 350 Sparks
Street, Ottawa K1P 6N7. Tel.
(613)238-3222 or Toll Free: 1-800-
267-8220. Fax: (613)995-4564.

External Affairs and International Trade Canada (EAITC)
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Contracts Awarded

Conair Aviation Limited, Ab- ! been awarded contracts for the

botsford, has been awarded a US | supply ofequipment for the Takula
$997,000 contract for the supply | oil field project off the coast of }
of spares kits for the C-130 air- | Angola. EDCis lending up to US |
craft modular aerial spray system | $2.8 million to the buyer, Cabinda
of the U.S. Air Force. | GulfOil Co. Ltd., who s construct- |

Exodus Holstein, Hickson,and | .ng three platforms in the Cab- |
John M. Walker Farms Ltd., ! inda enclave.

Aylmer, have sold Holstein breed- | Lockheed CanadaInc., Ottawa,
ing cattle to the Mexican dairy | has been awarded four contracts l
farm Maria Estela Espada I. de | totalling $4.2 million for the sup- |
Munoz. The Export Development ! ply of spare parts for the PIVADS |

Corporation (EDC) is lending up
to US $313,000 to the buyer, allo-
cated under aUS

1}
4

|
|

Vulcan Air Defense System of the ]

U.S. Arm’y. 5

Prévost Car Inc., Sainte-Claire,
has sold three inter-city Mirage
coaches to its subsidiary BAT
Finance Inc. of Lyndhurst, New
Jersey. The coaches will be leased
to Deluxe Express Services Inc.,
Oakland, California. EDCis lend-
ingupto US $650,000tothe buyer,
allocated under the US $5 million
line of credit established with BAT
Finance Inc. in June 1990.

Sangamo Electricity Division
of Schlumberger Canada Limited,
Toronto, will supply polyphase

meters to the

$15 million line
of credit with
Banco Nacional
de Comercio Ex-

Mexican govern-
ment agency re-
sponsible for
electrical power

terior.

Fujima International Inc.,
Brampton, has been awarded a
contract for the supply of automo-
tive stamping dies to First Auto-
motive Works Corporation,
Changchun, China. EDC is lend-
ing up to US $5.3 million to China
in support of the transaction.

GN Corporations, Calgary, has
sold quick coupling fittings and
connections for rubber hose to be
used in the transportation and
distribution of oil to the Mexican
company Petroléos Mexicanos
(PEMEX). The EDC is allocating

US $66,385 under its US $10 mil-

lion line of credit with PEMEX in - Northern Telecom CanadaLitd. |

: (NTCL), Mississauga, will pro-

support of the sale.

Hawker Siddeley Canada Inc.,
Orenda Division, Mississauga, has
been awarded two contracts total-
ling US $3.2 million for the manu-
facture and supply of jet engine
components to the U.S. Air Force.

Equipment Ltd., Dorval, has
sale of furnace supplies to the

company DeaceroS.A.de C.V.EDC

£
4

1
|

|

- EDC will lend up to US $24.9

' nologies Ltd., Richmond (B.C.)

.

MacDonald Dettwiler Tech- |
|

has been awarded a contract by
the Indonesian National Institute

of Aeronautics and space to up- '
grade a ground satellite system. .

million to the Republic of Indone-
sia in support of the deal.

Mobile Data International,
Richmond, has been awarded a
US $5.6 million contract by
Deutsche Bundespost Telekom to
provide Germany's first wireless

- data public network.

. vide equipment and engineering -

will provide a US $707,300 loanin |

support of the transaction.

tries Ltd., Calgary; and GACO
Systems Ltd., Brantford, have

" Northern Telecom Interna-

) . - tional Ltd. has been awarded a |
}anlgaul\glazresly séembs (Cnm:lda) - contract for the supply of telephone |
» vontreal; Barber Indus- | equipment to Algeria. The EDCis |

. lending up to $528,000 to the |

. . | supply a cellular mobile radio
Industrial Combustion and . systemtothe Barbados Telephone

. Company Limited (BARTEL). The
been awarded a contract for the ' transaction is financed up to US

Mexican steel manufacturing’ RL7 million under a US $13 mil-

services for the completion of a
cellular phone system contract in
Mexico City. EDCislendingup to
US $16.8 million in support of the
transaction. The buyer is Indus-
trias Unidas, S.A. NTCL willalso

ionline of credit between the EDC
and BARTEL. |

| buyer. !

distribution,
Comision Federal de Electricidad
(CFE). 1t is the Sangamo’s third
sale to CFE. The EDC will lend up
to US $427,180 to the buyer.

SchultzInternational Limited,
Vancouver, working through a
consortium, has been awarded a
$425,000 contract by the Electric-
ity Generating Authority of Thai-
land to study the possible effects
of acid rain in Northern Thailand.

Sparton of Canada Ltd., Lon-
don, has been awarded a $1.9
million contract for the manufac-
ture and supply, to the U.S. Navy,
of bathythermograph transmitter

. sets and launcher containers for

underwater detection of submers-
ibles.

Spectrocan Engineering Inc.,
Ottawa, has been awarded a $13
million contract for the supply of

. radio frequency management and

monitoring system to the Malay-
sian Department of Telecommuni-
cations. The contract also covers
training both in Malaysia and

! Canada.

 Westinghouse Canada Inc.,

Hamilton, will supply 25 network

' protectors and parts to the Mexi-
- can Comision Federal de Electri-
i cidad (CFE). EDC is lending US

$500,000 to the buyer, allocated
under a US $15 million line of
credit with CFE.

Extemal Affairs and International Trade Canada (EAITC)
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Business Agenda/Publications

STINIBSIS AGIBNIDA

Toronto — January 27-29 —
Mode Accessories International
Expo ‘91 — A trade show for the
fashion accessories industry.
Contact Alice Chee or Ann
Dutchburn, Two Plus One Group
Inc.Tel.:(416)977-7688. Fax:(416)
977-7065.

Montreal — January 28-Febru-
ary 1 — EXFOR ’'91: The world’s
largest annual pulp and paper
equipmentshow, sponsored by the
Canadian Pulp and Paper Asso-
ciation (CPPA). Contact Wayne
Novak or Louise Roy, CPPA. Tel.:
(514) 866-6621. Fax: (514) 866-
3035.

Halifax — January 31 — Semi-
nar: Trade Shows Made Profit-
able. Contact Mary-Ann Everett,
ISTC. Tel.: (902) 426-7259.

Halifax — February 3-5 — Atlan-
tic Crafts Trade Show. Contact
Peter Giffin, Show Manager,
Atlantic Crafts Trade Associa-

PUBLICATIONS

Shipping Documents and
Customs Regulations for Sell-
ing to Mexico is designed for the
exporter who is new to this mar-
ket area. Under five main head-
ings, the brochure — which in-
cludes a list of customs brokers,
bonding companies, freight for-
warders and warehousing contacts
—details the basic documents
required for freight shipments to
Mexico. They include: commercial
invoice, packing list, bills of lad-
ing, special certificates and im-
port permits. For further informa-
tion or to obtain a copy of the
guide, contact Gil Rishchynski,
South America Trade Division
(LST), EAITC, 125 Sussex Drive,
Ottawa K1A 0G2. Tel.: (613) 996-
5548. Fax: (613) 996-0677.

tion. Tel.: (902) 424-4212. Fax:
(902) 424-5739.

Ottawa—February4-5;Toronto
— February 11-12, March 18-19
and April 17-18 — Make Your
Breakthrough in Business Plan-
ning. Geared towards executives
involved in planning, this semi-
nar will show the participants the
importance of a good business plan
— and how to develop a plan that
works. To register (the fee is $895
+ GST), contact Janice White,
Centre for Executive Develop-
ment, Toronto. Tel.: (416) 594-
9250; fax: (416) 364-2875.

Vancouver — February 6-10 —
Vancouver International Boat
Show. Contact Jim Carslake, The
Sportsmen’s Shows. Tel.: (604)
291-6651. Fax: (604) 291-0412.

Halifax — February 8-10 —
Maritime Woodworking World
Show. Contact Ellen Engel, CDI
Productions. Tel.: (603) 536-3768.

USA FACTS 1991: An Inter-
national Business Comparison
is a pocket-sized reference book
which places the American busi-
ness environment into aninterna-
tional perspective. Using colour
charts and graphics, USA Facts
provides useful and comparative
data on a wide range of subject
such as: gross state products, for-
eign investment, labour produc-
tivity, regional comparisons, tech-
nology, climates and population
and quality of life indicators.
Copies canbe obtained by contact-
ing: Propectus Publications Lim- |
ited, 55 Murray Street, Suite 315,
Ottawa, Ontario, KIN 5M3. Tele-
phone: (613) 236-8504. Fax: (613)
237-7666.

Fax: (603) 536-1233.

Toronto — February 11 — Aus-
tralia and New Zealand - Strate-
gic Partners in the Pacific. This
one-day business development
seminar, sponsored by the Ontario
Ministry of Industry, Trade and
Technology, will highlight the
potential that exists in this region
— Ontario’s eighth largest export
market. Individual meetings with
representatives from the New
Zealand Trade Development
Board, Austrade, EAITC and the
Canadian Manufacturers’ Associa-
tion are scheduled for the after-
noon. To attend, contact Valerie
Fountain, Asia Pacific Branch,
MITT, Toronto. Tel. : (416) 965-
2617. Fax: (416) 963-1526.

Ottawa — February 11-12 —
Canadian Shipbuilding & Offshore
Exhibition (CSOE '91). Organized
in conjunction with the 43rd
Annual Technical Conference of
the Canadian Maritime Industries
Association (CMIA). Contact Joy
MacPherson, Director, CMIA, Tel.:
(613) 232-7127. Fax: (613) 232-
2490.

Vancouver — February 13;
Abbotsford — February 14 —
Trade Shows Made Profitable.
How to improve the return on
investment in trade shows is the
theme of this one-day seminar.
Sales managers and their staff
will learn how to prepare, partici-
pate in, evaluate and follow-up on
the opportunities provided by
trade shows. For more informa-
tion, contact Rick Stephenson,
International Trade Centre, Van-
couver. Tel.: (60-4) 666-14.13. Fax:
(604) 666-8330.

Toronto — February 14-24 —
Toronto International Auto Show.
Contact Tom Tonks, Toronto Auto
Dealers’ Association. Tel.: (116
940-2800. Fax: (416) 940-2804.

Return requested

if undeliverable:
CaxapExporr (BPT)
125 Sussex Drive
Ottawa, Ont.
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Environmental Expertise Needed in Thailand

The Study on Environmental
and Safety Protection Equip-
ment, prepared for the Canadian
Embassy in Bangkok, Thailand
indicates there are opportunities
for Canadian investors.

: Thecountry, whileina“period of
- unparalleled economic develop-
ment and industrialization”, has
not managed to keep abreast of its
. environmental and safety needs.

- Environmental Situation
© e Air quality is poor because
" vehicles congest city streets —
there are more than 3 million
motor vehicles in Thailand — and
because of industrial pollution —
- the country has more than 90,000
factories, many operating well
below internationally recognized
 emission standards.

¢ Forest areas are being depleted

and virtually destroyed because of.

illegal cutting of trees, clearing
theland for agricultural purposes,
the building of dams, and fires
thatare caused primarily by man.

* Sewerage treatment facilities,

particularly in large, industrial-
- ized cities, are lacking.

* Sea, river, inland and freshwa-
ter is becoming more polluted
“because of rapid development in

industry and agriculture, the cs-
“ tablishment of densely populated
: communities, and the use of chemi-

cals and pesticides in agriculture.
- * Waste disposal is a problem,

being done either by composting
:through fertilizer fermentation
“plants or through open dumping.
In Bangkok alone, there are four
‘such plants with a combined ca-
‘pacity of 1,280 tons per day. Since
‘these plants were built more than

10 years ago, their operating per-

formances are much lower than
their nominal capacities.

* Noise pollution addstothechaos.
‘At present, there are noise emis-

sion standards for vehicles and in
the workplace, but no community
standards in general.

The Opportunities

Forest:Reforestationindenuded
areas is an urgent priority and
could be introduced by Canadian
investors as a turn key project or
asajoint venture. Canadians could
also introduce plantations of spe-
cific woods or plants (e.g. eucalyp-
tus for pulp and paper industry,
teak and hardwood for the furni-
ture industry, wood chips for ex-
port). Canadian expertise is ur-
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gently required for the survival of
the country’s mangrove.

Water:Clean watersupply, waste
water and sewerage systems are
required, particularly in the rap-
idly growing communitiesinlarge
cities. Consultants and waste
watertreatment plants areneeded
both for the cities and the newly
established private industrial
estates. Turn key projects for
1smkall-scale waste watertreatment
facilities will be needed for high
rise buildings. A future law will
make it compulsory for such build-
ings and major complexes to have
these facilities built in.

Solid Waste: The problem is

“severe”only inthelargercitiesat

the momentbut composting plants
and incinerators —likely supplied
on a turn key basis — will be
needed as the population expands
and as tourist resorts grow. Good
opportunities also lie in the sup-
ply of garbage trucks and an inte-
grated system of garbage collec-
tion and decomposition.

Air and Noise: As vehicles, par-
ticularly in Bangkok, arethe major
polluters, new bus engines utiliz-
ing natural gas are a necessity. A
“nugget” for Canadian investors
is the electric train for Bangkok’s
sky train project which islikely to
have spin-offs for other contrac-
tors. On the consumer goods side,
Canadians should “act quickly” to
supply air purifiers for both home
and office use.

Safety Protection

Generally, the Thai public and
industry have to be educated on
the need for and use of safety
measures. But it is evident that
there is a large market for fire
fighting equipment, from exten-
sionladder firetruckstosmall fire
extinguishers. Fire alarm systems
are required at industrial sites,
factories and in high rises.

In a country where motorcycles
— often overcrowded — are the
major means of transportation,
safety helmets are becoming in-
creasingly necessary.

For more information on trade
opportunitiesin Thailand, contact
A. McBride, Asia Pacific South
Trade Development Division
(PST),EAITC, 125 SussexDrive,
Ottawa K1A 0G2. Tel.: (613) 992-
0959. Fax: (613) 996-4309.

See story page 5

External Affairs and

International Trade Canada

g+0

S
S
-
T

O



CANADEXPORT

A NEW LOOK AT EXPORTING

Should You Be Afraid To Export?

Some 15 years ago, as an enthusiastic and
zealous young trade commissioner, I felt that
it was my mission to convince fellow Cana-
dian entrepreneurs to export at any cost.

In the countries where my work took me,

I saw only openings and business opportuni-
ties. My colleagues were similarly motivated.
The market was guided by supply, and a
business would have had to be run very
poorly in order to fail.

In 1991, the mission of the trade commis-
sioner has expanded to reflect completely
different trade conditions. No longer is it a
question of pushing businesses to export at
any cost; rather, it is one of preparing them to
face far more sophisticated markets — guided
by an increasingly demanding supply sce-
nario.

Buyers must now have everything “made to
measure” — and on their conditions. They
can now choose from among a host of suppli-
ers in fierce competition with one another.
Quite often, these suppliers must combine
their offers of services or products with com-
petitive financing.

Having read that CanadExport’s objective
was to supply Canadians active in interna-
tional trade with the information they
needed to make enlightened decisions,
Michael St. Clair, Vice-President of Associ-
ated Marketing Consultants, wrote that this

was “helping those who did not need it, as
witnessed by the very fact that they were
already active on the international markets.
CanadExport should be there to assist
potential exporters.”

Mr. St. Clair was completely right. We
needed to redefine what we were attempting
to do.

But what does it mean to assist potential ex-
porters in today’s world?

No longer must we encourage them to
plunge in feet first, but to prepare, to exam-
ine, to analyze, to weigh the pros and cons,
and to obtain specialized advice from experi-
enced people who know what they are talking
about.

If the first commandment of the export-
ready entrepreneur is still to find a need and
then meet it, then there are many steps
involved in reaching this stage. As well, a
certain number of legitimate fears must be
overcome.

Exporting involves risk. It also brings a
great deal of satisfaction.

An entrepreneur is, from the outset, one
who has taken risks to develop a business in
Canada. This does not mean that he or she
is ready to take the risks involved in conquer-
ing the international market. Thus it is im-
portant to know one’s level of tolerance for
risk before investing in the exporting adven-

ture.

The possibilities of error and
financial loss are many. But if
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inciting you to undertake this
adventure, having realistically
considered the prospects, you
are in for one of the most
gratifying periods of your life.

CanadExport’s objective
still is to help you make the
decisions involved in exporting
activities.

René-Frangois Désamore
Editor-in-Chicf

External Affairs and International Trade Canada (EAITC)
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Trade Opportunities

BRITAIN — An importer of
hobby goods wishes to obtain
agency agreements from Canadian
suppliers to the UK of radio-
controlled model aircraft kits
(made of balsa wood and both
engine- and ducted fan-powered);
radio-controlled model heli-
copterkits(engine-powered); and
accessories and parts for these
kits. Contact Gordon McCle-
naghan,McClenaghanImport and
Export Agent Manufacturer’s Rep-
resentative, 18 Gregg Gardens,
Bellaghy, Co.

eration agreements between Ca-
nadian and Brazilian companies.
Its client is the State Develop-
ment Bank of the State of Par-
ana—BADEP).

BRAZIL — Currently manufac-
turing mobile CB steel whip an-
tennae and related parts for VHF
and UHF television antennae, a
company here seeks to enter an
industrial cooperation agree-
ment aimed at improving VHF
and UHF antenna design for

186-8443. Telex: (61) 22-5123/
4762. Tel.: 011-(361) 166-4552.

SINGAPORE — Being sought by
a company here are building
materials, hardware,fasteners
and special computer periph-
erals. Contact Ng Chan Wah,
Director/Manager, Gromark Pte
Ltd., 35 Tannery Road #05-04,
Ruby Industrial Complex, Sin-
gapore 1334. Tel.: 747-0350. Fax:
745-9514.

SINGAPORE — An electronics
company wishes

Londonderry
BT45-8JU,
Northern Ire-
land.

toimport cables,
connectors and
computer-re-
lated products.

BRITAIN — A trading agency
wishes to import used fridges,
freezers and secondhand
clothing (mostly light summer-
wear for use in Africa). Also being
sought are used tires (measure-
ments:175x 14;185x 14;165x 15;
155 x 15; and 165 x 13). Contact
Emeka Kemjika, Director, One
World Trading Agency, 25 Park-
way, Liverpool, Merseyside, Eng-
land.

BRAZIL — A major producer of
leather and plastic luggage,
with 25 to 30 per cent of the mar-
ket share and with 1989 sales
totalling US$35 million, is inter-
ested in forming an industrial
cooperation agreement with
Canadian firms. The licensing or
joint venture agreement would be
to assist the company in improv-
ing its high quality plastic lami-
nate production process and in-
crease its sales to the automotive
market. The agreement could also
cover laminate quality testing
techniques and processes to re-
duce the costs of manufacturing
luggage. Contact Bill Denning,
CPCS Technologies Ltd., 740
Notre-Dame Street West, Suite
760,Montreal H3C 3X6.Tel.: (514)
875-1023. Fax: (514) 875-1023.
Telex: 055-60147. (CPCS Tech-
nologies Ltd., with the financial
support of the Canadian Interna-
tional Development Agency
(CIDA), isengaged ina three-year
program to foster industrial coop-

household use and also at improv-
ing the method of machining
steel whip antennae for mo-
bile CB radios (automobiles).
Contact CPCS Technologies as in
Brazil notice above.

BRAZIL — A designerand manu-
facturer of small diesel-powered
water pumps wishes to enter an
industrial cooperation agree-
ment to cover the development
of high-pressure portable
pumps for cleaning agricul-
tural equipment and to im-
prove the efficiency of pump
design. Contact CPCS Technolo-
gies Ltd. as in Brazil notice above.

HUNGARY — An International
Bank for Reconstruction and De-
velopment tender, with abid clos-
ing date of April 16, 1991 and
costing a non-refundable US$200
(payable to OKGT-AGEL,
Budapest Bank, account no. BB
210-60315, Budapest, Szakasits
ARPAD U 57, H-1115), has been
issued for work on a gas desul-
phurizing facility in this coun-
try. Foreign suppliers willdeliver
the equipment, complete the
.assembly, and commission the
complete plant. As well, staff
training will be done at the sup-
pliers’ facilities. Contact Mr. Zsolt
Vida, Import Manager, OKGT-
AGEL (Hungarian Petroleum
Trust Procurement Office),
Budapest, Schonherz ZU 18, H-
1117. Fax: 011-(361) 166-7760/

Contact Jason
Leow, Product Manager, B & Lee
Electronics Pte Ltd.,4 New Indus-
trial Road #06-01, Mainland In-
dustrial Building, Singapore 1953.
Tel.: 288-2725. Fax: 284-4914.

SINGAPORE — Medical dis-
posable products are being
sought by V. Gupta, Director,
Continental Medical Supply Pte
Ltd., 1 North Bridge Road #20-01,
High Street Centre, Singapore
0617. Tel.: 337-3062. Fax: 337-
4154,

SINGAPORE — A chemicals
company wishes toimport chemi-
cals,dry chemicalsand related
products. Contact Natalie Tay,
Manager, Stansolv Chemical Pte
Ltd., 176 Gul Circle, Singapore
2262. Tel.: 861-1108. Fax: 861-
1556.

SINGAPORE — Being sought by
a hardware company are fire
fighting equipment, cigarette
filters and cellulose acetate
tows. Contact Elsie Quek, Execu-
tive Officer,Secaland Hardware Pte
Ltd., 17 Kallang Junction, Hart
House, Singapore 1233. Tel.: 291-
4288. Fax: 296-8180.

SINGAPORE — Marine safety
and fire fighting equipment are
being sought by Stephen Tan,
Administrative Manager, Straits
Marine Co. Pte Ltd., 30 Jalan
Kilang Barat, Kewalram House,
Singapore 0315. Tel.: 278-9011.
Fax: 272-6687.

External Affairs and Intemational Trade Canada (EAITC)

February 1. 1991
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Free Trade Bulletin/Trade News

Booklet on How to Compete Under Free Trade

Produced by the Canadian
Manufacturers’ Association
(CMA), Competing Under Free
Trade could offer Canadian busi-
ness people some guidance on how
to take stock of their competitive
strengthsand weaknesses to meet
the important trade challenges of
globalization and the FTA.

The pocket-style business guide
—a basic primer on the subject—
is aimed primarily at managers of
Canadian small and medium-size
manufacturing companies that
may not be aware of the variety of
existing information and services
related to competing under free
trade.

The introductory section ex-
plains why it is important for
businesses to examine the inter-
national competitive factors affect-
ing their industries. It also in-
cludes a skill-testing “free trade
quiz”.

Thisisfollowed by three compre-
hensive sections, under the head-
ings: “A Road Map to Free Trade
for Canadian Manufacturers”,
“Where to Go for Help”, and
“Free Trade and the North Ameri-
can Marketplace: A Strategic
Approach”.

The“Road Map” section summa-
rizes, in non-technical language,
the most important relevant pro-
visions of the FTA for Canadian
manufacturers.

For example, aspects of particu-
larinterest to Canadian manufac-
turers range from the FTA tariff
reductions, rules of origin and
special customs duty programs to
the provisions concerning tempo-
rary entry for business persons,
government procurement and
investment.

The “Road Map”section contains
a general description of each as-
pect. But if the answers are not
found here, the reader is directed
to the appropriate source in the
“Where to Go for Help” section —
it includes a comprehensive list-
ing of numerous contacts and
sources of information.

The “Strategic Approach” sec-
tion deals with how to develop and
re-evaluate your long-term busi-
ness plans in order to improve
your company’s competitiveness
in light of the FTA and other ongo-
ing changes in global markets.

Although detailing how to pre-
pare a strategic plan goes beyond
the scope of this booklet, it does,
however, describe the important
strategicissues that youshouldbe
thinking about.

It also contains a tear-off card
that can be returned to the CMA
for further assistance.

In producing this booklet, the
CMA has drawn on the experi-
ences of some of its members who
have thought through the impli-
cations of free trade and formu-

lated appropriate business strate-
gies. From these practical experi-
ences, it has compiled check lists
that, hopefully, other business
managerscan applyinidentifying
both the perils and opportunities
that their companies are facing or
will face.

It is this straightforward, com-
mon sense, step-by-step approach
that makes the booklet—prepared
by the CMA with the assistance of
Industry, Science and Technology
Canada (ISTC)— such a valuable
tool.

Competing Under Free Trade
is available from The Canadian
Manufacturers’ Association, Suite
1400, One Yonge St., Toronto M5E
1J9. Tel.: (416) 363-7261. Fax:
(416) 363-3779.

B.C. Loan Guarantee Program
Enhances Export Sales

Sixteen British Columbia companies have generated more than $52
million worth of export sales through loans of only $8.2 million. That’s
a pretty good return.

That’s what was accomplished through the Export Loan Guarantee
Program of the British Columbia Trade Development Corporation
(B.C.Trade — a Crown Corporation) after being in operation for only
little more than a year.

The program, which made its first offering in September 1989,
guarantees up to 85 per cent of a loan to a maximum of $2.5 million. It
is designed to give “viable exporting companies” help with financing.

Guarantees can also be given on letters of credit in support of bid or
performance bonds — allowing some companies to bid on contracts that
previously were impossible without assured credit, even though the
company may have been an excellent candidate for the job.

International Business Minister Elwood Veitch, Chairman of B.C.
Trade, says the Crown Corporation is “helping companies that have a
confirmed order for export to get the working capital to fill the order.”

By helping companies with confirmed orders, the program makes it
realistic for new exporters, or infrequent exporters, to solicit foreign
business.

“The program has helped companies make sales of communications
systems to the UK, diesel generators to Venezuela, log homes toJapan,
and a wide variety of goods and services to countries around the globe,”
says Veitch.

As well, it is estimated that over 400 jobs have been created or
protected by the program.

For further information on B.C. Trade’s Export Loan Guarantee

i’gggram, contact Trevor Gibbs. Tel.: (604) 844-1906. Fax: (604) 844-
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The Netherlands

A Multidimensional Market

Whetheritis distribution in sup-
port of European distributors, an
independently-operated sales
base, or the headquarters of a
vast European organization, the
Netherlands offers good prospects.

Geographic location, a highly
developed physical distribution
system,along tradingexperience,
language capabilities and specific
tax advantages are factors
making it an attractive area for
Canadian exporters and manufac-
turers currently selling in the
European Community (EC), or for
firms interested in introducing
products or services. Simply put,
the Netherlands shouldbeseenas
more than a market only —itis a
focal point of distribution in Eu-
rope available to exporters work-
ing with a local agent with access
to nearby markets; it could serve
as a convenient location for Cana-
dian companies with their own
sales base and for manufacturers
interested in setting up an assem-
bly or manufacturing operation
whether or not on a joint-venture
basis with a Dutch company.

The Country
Population: 15 million
Total imports: CAN$ 123.5billion
Total exports: CAN$ 127.7 billion
Totalimports from Canada: CAN$
1.5 billion
Total exports to Canada: CANS$
822 million

The miniature size of the coun-
try —itfits 240 timesin Canada—
belies its economic importance.
Traditionally a nation of fisher-
men, farmers and traders, the
Netherlands has developed into a
highly industrialized nationboast-
ing a few top-league multination-
als which span all continents.

Therelativesuccess of the Dutch
economy may be attributed to the
business community’s entrepre-
neurial spirit, inherent interna-
tional orientation and strong sense
of the need for efficiency.

The Economy

The Dutch economy has fared
well in recent years with 1989
emerging as the best year of the
eighties. Real GDP growth at 4.1
per cent was the highest in 13
years, reflecting increased eco-
nomic activity, greater consumer
expenditure, and expanding for-
eign trade. With a good economic
performance last year, the short-
term outlook for 1991 is positive.

The Dutch marketplace is en-
dowed with a high degree of pro-
ductivity per worker (the highest
in Europe), a favorable competi-
tive position and healthy surpluses
on the balance of payments.

The Netherlands furthermore
has strong economic ties with its
neighbor Germany, whose buoy-
ant economy —the locomotive of
Europe— presents ready markets
for Dutch products and good re-
turns on investment.

Trading Nation

More so perhaps than any other
European country, Holland has
relied forcenturiesontradingasa
major source of income. Animpor-
tant part of economic activity is
based on the importation of basic
materials sold abroad after con-
version (animal feeds for dairy and
meat) or processing (crude oil, non-
ferrous ores), while many prod-
ucts are produced or manufactured
mainly for export markets (flow-
ers, vegetables, fertilizers, ships,
aircraft, trucks).

If trading is a characteristic of
the Netherlands, so is transport
—Rotterdam, the world’s largest
seaport, is connected with the

“heartland of Europe by the river

Rhine, allowinginexpensivetrans-
port by inland barges.

Canadian Exports
In1989,Canadianexportstothe
Netherlands climbed to a record
$1.5 billion, making the Dutch
market the largestin Europe after
the U.K. and Germany —this fig-

ure includes all consignments
routed from Canadian to Dutch
ports, although the final destina-
tionofthe goods may be elsewhere.

On the other hand, Canadian
products are brought in through
neighboring countries (Belgium,
Germany, U.K.). For example,
lumber and other forest products
unloaded in Antwerp often are in-
cluded in Dutch statistics as im-
ports from Belgium.

Primary and semi-manufactured
products still constitute the big-
ticket items on the list of Cana-
dian exports to the Netherlands,
although sales of secondary prod-
ucts, especially high-tech, show a
healthy growth pattern. Items
such as computers and business
machines, scientific, medical,
measuring and control, laboratory
and communications equipment
and electronics expanded signifi-
cantly in the 1985-1989 period.

Canada will probably remain a
supplier of basic materials to the
Netherlands in the years to come.
Prospects look good for continued
expansion ofmetals, minerals and
forest products; agriculture and
food sales are expected toimprove
when agreement hasbeenreached
inthe GATT negotiations to relax
the protective barriers under the
Common Agricultural Policy of the
European Community.

It will be a challenge for Cana-
dian high-tech manufacturers to
maintain the upward trend in
exports to the Netherlands. Pres-
ent conditions and the short-term
outlook appear positive enough to
gain momentum. As the box on
the next page shows, a number of
itemsare believed to have a poten-
tial in the Netherlands.

High-Tech Opportunities
While a significant percentage
of Canadian exports to the Neth-
erlands are commodities, an in-
creasing proportion of exports are
manufactured end products, in-
Continued on page 6
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cluding computers and office
equipment, machinery, and a
variety of high-tech equipment.
Telecommunications: This
sector offers excellent potential for
outside suppliers, especially in
view of the relaxation of national
monopolies and the Single Euro-
pean Act which will open up the
whole European market.

In the Netherlands, the restruc-
turing process hasalready

PCs. Many Dutch companies now
work with a multiplicity of either
stand-alone ornetwork PCs. There
are good opportunities for PC-re-
lated hardware, mainly peripher-
als, particularly in relation to the
increasing degree of overlap be-
tween computers and data proc-
essing equipment.

The market for IBM-compatible
PCsiswell represented and there-
fore quite competitive. Sales of
laptops arelessstronginthe Neth-

which publishes its military re-
quirements and awarded contracts
with a value of one million ECUs
or more in regular bulletins.

The Dutch Ministry of Defence
screens or prequalifies its poten-
tial bidders, and requests certain
information about a company be-
fore it will be registered as a po-
tential supplier. A company’s
reputation, financial status, and
capabilities are usually verified,
and enquiries may be made about
past performance.

begun with the deregula-
tion of the PTT’s monop-
oly of the customer prem-
iseequipmentmarket. By
1992, procurement of cen-
tral office switch gear and
transmission systems will
be liberalized, conforming
to the same rules on open
procurement as all other
public bodies. Manufac-
turers exporting customer
premise equipment to Eu-
ropecan basetheir designs
on uniform telecom stan-
dards.

There have already been
many Canadiansuccesses
in telecommunications in
the Netherlands: North-
ern Telecom (SL-1 digital

Canadian Export Opportunities
* Fisheries products

* Wood products, incl. lumber
* Equipment, systems and components for off-
shore exploration and production
* Automotive products (mainly aftermarket)
* Systems and components for aircraft
¢ Avionics and ground support equipment
¢ Office equipment '
* Computer hardware and software
* Medical instruments and equipment
e Electronic components and test equipment
* Telecommunications equipment
* Datacom systems
¢ Safety and security products and equipment
e Pollution control systems and equipment
* Do-it-yourself products
¢ Sporting goods
¢ High-quality giftware

To register, a Canadian
company must send a re-
questtoanIssuingBranch,
at the following address:
Ministry of Defence, Direc-
torate-General of Material,
DMLB/MVG/IEPG/Focal
Point, Attn: Thd.de Grood,
P.O. Box 20701, 2500 ES
the Hague, Netherlands.

Projects or anticipated
supply requirements of
interest to Canadian com-
panies include: local tele-
comnetworks(LTN)forthe
airforce, simulators, TA-
CAN project, remote-pi-
loted vehicles, sonars,
minesweeper systems,
NBC equipment, commu-

PABXs, high-quality tele-
phone handsets, with prospects
for sales of its Data Packet Net-
work (X25) switch; Gandalf sales
to PTT and the private sector; and
other Canadian companies (voice
mail equipment, facsimile switch-
ing equipment, and taxi dispatch
systems); while others are aggres-
sively pursuing opportunities in
data acquisition and control sys-
tems.

Computer Hardware and
Software: The total Dutch mar-
ket for computer hardware, soft-
ware and services in 1989 was
estimated at $9 to $11 billion.
Software sales represented nearly
halfthat amount, and are expected
toincrease morerapidly than those
for hardware.

In the area of computer hard-
ware, as in other markets, the
larger mini-computers are being
replaced by increasingly powerful

erlands, perhaps because of the
high degree of “personal” PC
ownership. Hardware sales have
seen a decreasing growth rate in
recent years, although the com-
puting sector as a whole (includ-
ing software) is still enjoying
growth of 6 per cent a year.

Most software on the Dutch
market is imported, mainly from
the U.S., although the domestic
industry is growing. Use of UNIX
is growing rapidly, which augurs
well for overseas suppliers of
UNIX-based hardware and soft-
ware products. Market opportu-
nities alsoexistinspecialized tech-
nical software (e.g. graphics and
CAD/CAM, desktop publishing,
expert systems).

Defence: In terms of major proj-
ects in this sector, the Nether-
lands is a member of the Inde-
pendent European Group (IEPG)

nications masts, small
arms and ammunition, gas masks,
as well as a variety of related com-
ponents and electronic equipment.

Environment: The Nether-
lands is the most densely-popu-
lated country in the world, with a
highlevel ofenvironmental aware-
ness. The Dutch spend 1.34 per
cent of GNP onenvironmental pro-
tection, compared to 0.7 per cent
inthe U.S,, and it is expected that
Dutchindustry willhave todouble
its wastewater, sewage and soil
treatment technology.

The size of the market has been
estimated at $1.2 billion, covering
equipment for water treatment,
air treatment, noise reduction, soil
treatment, chemical waste and
non-chemical waste treatment.
The total market including serv-
ices (e.g. collection, processing) is
estimated at $4.9 billion.

Therelativestrength for thelocal

Continued on pege 7

External Affairs and International Trade Canada (EAITC)

February 1, 1991




CANADEXPORT

Supplement: The Netherlands

Continued from page 6

industry means that there is a
good “pool” of quality companies
which can provide excellent part-
ners for Canadian companies
wishing to service the Dutch and/
or other markets. On the other
hand, the market is already well
supplied with equipment/technol-
ogy and services: only overseas
suppliers of innovative technol-
ogy should expect to find good
market opportunities.

Solid wastetreatment, recycling
and manure treatment are areas
of concern for the coming years
and could represent interesting
areas of opportunity for Canadian
suppliers of relevant equipment
or expertise.

Electronics: The Netherlands
has some 425 firms in the electri-
cal/electronicsindustry,including
the major player

There should be opportunities for
suppliers of special purpose ma-
chinery, tools and hardware not
generally available from other tra-
ditional sources such as printing
and related equipment, packag-
ing machinery, industrial pumps,
high precision, and industrial
cleaning equipment.
Automotive Parts: Continued
efforts by Canadian manufactur-
ers of automotive parts and com-
ponents may eventually result in
some s?les, although the appar-
ent market islimited to one auto-
maker (Volvo) and one truck
manufacturer (DAF). There are,
however, a large number of im-
portersof aftermarket equipment,
parts and systems.

Oil Exploration: Land-based
oil exploration and production in

the Netherlandsis minor, but spot

PRIT and other pan-European
technology programs. Biotechnol-
ogy is an area where active coop-
eration is being pursued through
a pilot project.

Advanced industrial materials
and the environment appear to be
the most suitable areasforfurther
cooperation. As well, there are
possibilities for joint projects in
telecommunications, language
and image processing, new pro-
duction systems, transportation
and logistics systems.

EAITC-Led Missions
EAITC is planning to organize
two trade missions with the Neth-
erlands. In June, Dutch lumber
and DIY buyers are to visit B.C.,
Quebec, Ontario and the Atlantic
Provinces. In November, a Cana-
dian environmental mission —
waste processing equipment and

solid waste recy-

Philips,aswell as
subsidiaries of
well-known
multinational
manufacturers
such as Siemens,
AEG, Texas In-
struments, Fox-

Marketplace '91

Canadian high-tech companies interested in reaffirming their
presence in the Benelux (Belgium, Netherlands and Luxem-
bourg) can participate in an External Affairs and International
Trade Canada (EAITC)-organized event in the Netherlands.

Canada/Benelux Marketplace '91, to be held in Amsterdam
April 24-25, will give 40 participating Canadian companies a

cling— is slated to
travel to Ecotech
’911in Utrecht, the
Netherlands and
also to Vienna.
For details on
these missions,
contact Patrice

boro. The indus-|] chance totalk one-on-one with prospective Dutch and other Eu- || Veilleux at EAITC
try focuses more || ropean partners during EAITC pre-arranged appointments. (see contact list on
on finished elec- For more informationonMarketplace’91—similareventsheld ||next page).
tronics products|| in the UK. in 1989 and 1990 were highly successful— contact Doing Busi-
and sub-assem-i{| David Shearer, Information Technologies and Electronics Divi- ness in the
gl(;szrtlltl:n oncom-|] sion (TDE), EAITC. Tel.: (613) 996-1635. Fax: (613) 996-9265. Netherlands

In view of recent cut-backs in
Philips manufacturing activity
and to a smaller extent cut-backs
by others, it is questionable
whether great market opportuni-
ties exist for components within
the short term.

On the other hand, the Nether-
lands’ stronger base in manufac-
turing telecom equipment, high-
value electro-medical equipment,
some office equipment and mili-
tary electronics may create oppor-
tunities for specialized compo-
nents manufacturers.

Machinery-Equipment:
Canadian exports to the Nether-
lands of machinery, equipment
and components for secondary
industries are fairly minimal.

sales of components and systems
should be possible. In contrast,
the Dutch offshore industry is
highly developed in terms of con-
struction and services. Any Cana-
dian firm supplying to the offshore
industry should consider the
Netherlands as a potential outlet.

Technology Cooperation:
Dutch capability in high-tech in-
dustries, which are usually well-
' integrated withthe 300 plusfirms
as well as universities and insti-
tutes which undertake research
and development, make the Neth-
erlands an important partner for
joint technology cooperation as
well as a source of technology.
The Netherlands also maintains

a strong role in EUREKA, ES-

The Dutch are
organized; equally, they like oth-
ers to be organized.

Canadians have the advantage
of enjoying a special image that
goes back to the Second World
War and the massive Dutch emi-
grationto Canadathereafter. This
special bilateral relationship and
the wide-spread use of English as
asecond languagegenerally helps
to make the Canadian business
visitor quickly feel at home.

Canadianexportersinthe Dutch
market will find that they are ta-
ken seriously if they present their
products well and communicate
with a minimum of turnaround.

It should be remembered that
because the Netherlands is an

Continued on page 8
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internationally oriented market,
competition is fierce. Prospective
local buyers must be given suffi-
cient information if they are to
decide whether or not to pursue
the offer.. Follow-up may be re-
quired in many instances (time
pressures and business absence
are common here too) and is a rec-
ommended practice - credibility
follows consistency.

Quotations may be done in Ca-
nadian or U.S. $; and either F.O.B.
Canadian (air) portor C.LF. Dutch
(air) portanditis usually appreci-
ated toask the prospective buyers
for their preference.

Itis quite reasonable to arrange
for an L/C for initial shipments
withmorerelaxed payment condi-
tions when sufficient mutual trust
has developed. Newly imported
products are often promoted by
importers or agents through local
trade fairs—participationin these
is a good way to identify agents.

Interested local prospects willin
most cases demand exclusive rep-
resentation, which should begiven
serious consideration as the mar-
ket as a rule is too small for more
than one representative. Many
distributors in the Netherlands
have access to neighboring mar-
kets and may be interested in
covering a larger area than the
Netherlands alone. Depending on
their representational arrange-
ments in those markets, Cana-
dian exporters should consider
such requests and, if possible,
examine them on their merits.

Europe 1992

The direct consequences of the
removal of remaining barriers are
cost reduction and improved ac-
cess to all markets of the EC. At
the same time, one large Euro-
pean market will mean fiercer
competition from sources both
within and beyond the EC. Thisin
turn may lead to a downward
pressure on prices and subse-
quently lower profit margins.

Many medium and large compa-
nies are in the process of consoli-
dating their positions through
mergers, take-overs and joint

venturesinanticipation of Europe
1992. For smaller companies not
operatingon an EC-widelevel, the
implications may be limited, but
greater efficiency and strategy
adjustment, where necessary, are
the key words for all businesses.
Inthe Netherlands, the business
community is actively preparing
for Europe 92. More than ever the
country promotesitselfas the focal
distribution point of Europe, with
ambitious projects being discussed
or carried out to expand and im-
prove the infrastructure in the
surface and air transport sector.

More Than a Market

The accelerated development of
largetrading blocsin theindustri-
alized world may require a differ-
ent approach to the traditional
way of exporting.

When the Single European Mar-
ket is in place, the Netherlands
will be a region rather than a
nation with borders; the Dutch
trade and industry will likewise
dividethe EC intomarketingareas
according to individual strategies
—or may already have done so.

Canadian exportersalready sell-
ing to the Netherlands and other
EC countries should take a hard
look at their present representa-
tional or distribution arrange-
ments. Should these be main-
tained as they are? Would it help
to save costs and thereby enhance
competitiveness by creating some
sort of presence - directly or by
working with one or more EC
firms? Istherea need to reinforce
theidentity of the productor prod-
uct range? These are but a few
questions that may emerge in
considering the possible effects of
the Single Market.

Overall Advice

For companies new to the mar-
ket, it is important to: make sure
that you have a good product —
the higher the quality in terms of
design, finish and durability, the
better your chances for success,
particularly if you conduct busi-
nessinamanner the Dutch appre-
ciate. Above all, purpose, patience
and perseverance are prerequi-
sites for positive results.

EDC Supports Exports

A variety of financing, guaran-
tee, and insurance services in sup-
port of Canadian exports to the
Netherlands is available from the
Export Development Corporation
(EDC).

Over the past five years, EDC
has provided short-term insurance
in support of approximately
CAN$117 million-worth of Cana-
dian exports to the Netherlands,
and has provided approximately
$329 million in commercial financ-
ing support for exports of capital
goods and services to the country.

EDC financing covers up to 85
per cent of the value of Canadian
exports. In addition to standard
buyer and supplier credit facili-
ties, EDC can custom-tailor a va-
riety of commercial financing
geared to borrower preferences,
including debt financing into
domesticand foreign leases, credit
enhancement, guarantee of debt
securities, interest rate capping,
and multiple currency loans.

Canadian exporters can obtain
protection against losses due to
non-payment by foreign buyers.
To learn how EDC can help you
make the most of your export op-
portunities in the Netherlands,
contact one of the EDC regional
offices: Vancouver, Winnipeg,
Calgary, Toronto, Ottawa, Lon-
don, Montreal and Halifax.

Useful Contacts

Patrice Veilleux, Western Eu-
rope Trade, Investment and Tech-
nology Division (RWT), EAITC.
Tel.: (613) 995-6440. Fax: (613)
995-6319.

Canadian Embassy, P.O. Box
30820, 2500 GV the Hague, Neth-
erlands. Tel: 011-31-70-361-4111.
Fax: 011-31-70-356-1111
Canada-Netherlands Chamber
of Commerce
Montreal—Tel.: (514) 288-4466
Fax: (514)288-9183

Toronto—Tel.: (416) 366-8035
Fax: (416) 366-0335
Vancouver—Tel.: (604) 688-5017
Fax: (604)684-7194
Halifax—Tel.: (902) 421-1779
Fax: (902) 423-2438.
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Good Environmental Market in Europe

Air pollution control equipment
such as catalytic converters for
automobiles, water pollution
abatement techniques using
membrane technology, noise
reduction technology and Green
services, like environmental
auditing, are among the markets
that will expand as Europe imple-
ments its new environmental
policies. These are the findings of
recently published reports, inclu-
ding a joint External Affairs and
International Trade Canada
(EAITC)-Industry Science
and Technology Canada

protection of the environment.
Directives relating to water qual-
ity standards, air quality, noise
pollution, waste disposal and toxic
and dangerous materials have
been either proposed by the Euro-
pean Commission or have already
been adopted by the European
Parliament.

Implications for European
Industry

According to the DRI/McGraw-
Hill study, the overall winners will
be sectors producing capital goods.

expanding markets for some of its
products. The paper and printing
sector will initially benefit from
substitution away from light metal
packaging, and later suffer from
decreased demand for consumer
goods.

Implications for Canadian
Industry
In order for the new European
environmental legislation to pro-
duce business, it must be enforced.
Ted Edgar, President, Can-Ross
Environmental Services Ltd. —
an Oakville-based company

(ISTC) directory, Canada...
A World Leader in Envi-
ronmental Products and
Services, and a major study
by DRI/McGraw-Hill, Green
Europe: EconomicImplica-
tions and Business
Opportunities.

The Market

The European Community
(EC) environmental protec-
tion market has been valued

Europe 1992 Environmental
Industries Seminar

Date: Tuesday, February 26, 1991
Place: S.F.U. Downtown Campus-
Harbour Centre, Vancouver, B.C.
Registration Fee: $60

Contact: Jacalin Crosfield

Tel: (604) 666-1440

Fax: (604) 666-8330

which manufactures hazard-
ous waste containment and
clean-up products— says that
this will not happenovernight.

EAITCandISTCintheirjoint
report, Canada... A World
Leader in Environmental
Products and Services,iden-
tify over 250 Canadian firms
offering environmental prod-
ucts and services.

Various reports have identi-
fied significant Canadian ca-

at over $64 billion. That
marketis alsoimportant as it will
provide the springboard into the
Eastern European environmental
market and the major capital
investment projects expected in
that region. Canadian environ-
mental companies with an estab-
lished presence in Western Eu-
rope will be ideally situated to
service the new markets in East-
ern Europe.

Germany is by far the largest
environmental protection market
(estimated at over $22 billion) in
Europe and the most technologi-
cally advanced.

“We are already beginning to see
competition in Germany,” says
Peter W. Smith, Vice President,
Marketing and Sales, Solarchem
Environmental Systems, a
Richmond, Ontario-based firm
that builds the latest in toxic and
hazardous waste clean-up equip-
ment. :

In Europe, environmental mar-
ket growth is directly influenced
by government regulations. The
Europe 1992 program hasmade a
strong legislative commitment to

Growth in these sectors will ini-
tially be boosted by the invest-
mentinenvironmental protection.

Mechanical and electrical engi-
neering will be among the biggest
beneficiaries from increased envi-
ronmental protection in Europe.
Other winners are likely to in-
clude sectors upstream from the
construction industry in the short
and medium terms, and the trans-
port services sectors, due to the
developmentofenvironment serv-
ices and the expansion of passen-
ger transport services.

Those sectors that won't see a
significantincreaseindemand for
their products as a result of envi-
ronmental protection legislation
may, however, be faced with higher
prices. They include most con-
sumer goods sectors (food and
beverages, textiles), and some
intermediate goods sectors (rub-
ber and plastics).

The chemical sector should ex-
perience a neutral effect. Although
it supports almost one third of all
additional costs of environmental
protection, it will benefit from

pabilities in water supply and
liquid and solid waste disposal,
conservation, protection and envi-
ronmental enhancement in the
forest industries, fisheries man-
agement, mine development, pol-
lution control, the development
and processingofenergy resources
(coal, oil and gas, uranium, hydro
power), the construction of trans-
portation and transmission facili-
ties (roads, railways, airports,
transmission lines), and all man-
ner of cold weather technology.

The “Europe in Transition” con-
ference held in TorontoondJan.15,
1991, featured a workshop on
the environment sector. EAITC
will also be sponsoring the
“Europe 1992 Environment
Industries Seminar” in Van-
couver, on February 26, 1991
and participating in the “Envi-
raction” seminar in Montreal,
March 22-23, 1991.

Forcopiesof Canada...A World
Leaderin Environmental Prod-
ucts and Services, contact: Info
Export. Fax: (613) 996-9709, or
call toll-free 1-800-267-8376.
Ottawa area: 993-6435.
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Brunei’s Telecommunications Market
Open to Canada; Demand to Increase

All telecommunications equip-
ment used in Brunei is imported,
but very few Canadian companies
are active in that market.

That'sone findingcontainedin a
recent sector study commissioned
by the Canadian High Commis-
sion in Singapore.

Demand for Capital
Equipment

The telecommunications market
in Brunei is divided into two cate-
gories: capital equipment —gov-
ernment capital expenditure on
large projects such as analogous
and digital switchingequipment—
andterminal equipment—includ-
ingtelephone sets, cellular mobile
telephone sets, pagers, private
branch exchanges (PABX) and
facsimile machines.

Asthe study points out, Brunei’s
6thDevelopmentPlan(1991-1994)
will continue to focus on expand-
ingthebasictelephoneinfrastruc-
ture —last year there were over
50,000 direct telephone lines, or
19 per 100 people— as well as the
opening up of telephone sales to
the private sector.

Cellular mobile radio opera-
tions began only last year, but
there are plans to provide remote
areas, where it is not economical
tolay telephonecables, with cellu-
lar mobile radio communication.

Demand for mobile telephone
sales is expected to increase with
Brunei Telecom’s relaxation of
sales by the private sector —gov-
ernment predictionsputat 10,000
the demand for cellular mobile
telephones within the next four to
seven years.

The base station for a country-
wide paging system was to be in
operation early this year, with
planstoopenthesaleofsubscriber
pagers to private companies.

With the recent drop in demand
for telex facilities, the number of
facsimile subscribers has in-
creased tremendously. Demandis
expected to remain strong.

Brunei has two satellite earth

stations at Telesai, providing
national and international direct
telex and telephone facilities
with access to 160 countries.
Multi-million-dollar submarine
cable projects linking the
country with Singapore, Malaysia
and the Philippines are sche-
duled to be completed by early
next year.

Future Trends

Brunei will continue to focus on
upgrading the local and interna-
tional exchanges, procuring capi-
tal equipment and replacement
parts, as well as enhancements
for the system.

The recent installation of the
packet switching network should
open sales and service opportuni-
ties for more advanced communi-
cations services such as telecon-
ferencing, electronic mail and
wvideotex.

The government encourages
private companies to tender for
external and internal planning
projects, and seeks consulting
services in network development,
technical training for operations
and maintenance services.
International Competition

As stated, Brunei imports all of
its telecommunicationsequipment
—theleadingsuppliersofthe 1982-
89 market worth B$167 million
included Japan with B$54 million
(32 per cent), former West Ger-
many with B$40 million and the
U.S with B$39 million worth of
sales.

Duringthesame period, Canada
sold only B$6.9 million worth of
telecommunications equipment,
mainly mobile telephones —none
sold by any of the other main
competitors— and PABX.

Equipment sales by the three
leading supplier countries in-
cluded subscriber sets, PABX,
data, radio/transmission, switch-
ing, CMTS, radio paging, cable,
computer and rural radio.

Capital equipmentcontracts are
awarded by Brunei Telecom to

leading suppliers withaninterna-
tional reputation and tried and
tested systems —winning or ten-
dering Canadian companies in-
clude SR Telecom Canada, Mitel,
Alberta Government Telephone
(AGT) and Northern Telecom.
Key Customers

In Brunei, 95 per cent of the
country’s telecommunications
equipment is procured by the
government —Ministry of Tele-
communications, the Police Force
and Brunei Shell Petroleum.

Private-sector buyers include
residential and commercial users.

Telecommunications tender
notices appear on Wednesdays in
Pelita Brunei, the government
newspaper. Equipment supplies
such as pipes, cables and wires
can be handled through local
agents.

Government Regulations

There is no duty on imported
equipment purchased by the gov-
ernment. An importduty of 20 per
cent applies to all office equip-
ment.

Brunei allows 100 per cent for-
eign ownership and encourages
joint ventures with local compa-
nies. Local equity participation can
be of considerable assistance when
tendering for contracts with the
government or Brunei Shell
Petroleum.

More Information

Prepared by SRI International,
Sectoral Analysis - Brunei
Telecommunications Industry
also offers a list of key Brunei
business and governmentcontacts
as well as major importers of tele-
communications equipment; and
details on tax incentives and con-
cessions.

For more information on the
Brunei telecommunications mar-
ket, contact the Asia Pacific South
Trade Development Division
(PST), External Affairs and Inter-
national Trade Canada (EAITC).
Tel.: (613) 996-7474. Fax: (613)
996-4309.

External Affairs and International Trade Canada (EAITC)
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Sectoral News/Update

Mexico’s Mining Code Modified:
New Opportunities for Foreign Firms

On December 10, 1990, the
Government of Mexicointroduced
major modifications to its mining
code. These new regulations have
altered the provisions of Article 27
ofthe Mexican Constitution, which
deal with limitations to mining
activity by foreigners.

Thenewlaws are aimed at stimu-
lating larger capital investments,
new exploration activities, and
diversificationin Mexican mineral
production, as well as the mod-
ernization of the domestic mining
industry through transfer of tech-
nologies from abroad, and improv-
ing the financial structure of local
mining enterprises.

Under the new legislation,
foreign interests may, for the
first time, own up to 100 per cent
of a mining project, for a period of
12 years. The ownership period is
counted from the moment ore
processing begins at site, thereby
including an additional three-
to-four years for start-up of
operations. .

Formation of a joint venture
company with Mexican partners
prior to the termination of
the 12-year ownership period
would effectively guarantee
concessionrenewal under current
Mexican foreign investment
guidelines.

New share issue provisions
under Mexican law will allow the
establishment of trust contracts
to govern all mining transactions.
Foreign investors may acquire
sharesin existing mining projects,
as well asnew ventures. Stock will
alsobe placed for purchase through
Mexican stockmarkets, in an ef-
fort to attract potential institu-
tional investors. !

The mining code modifications
are an important step in the eco-
nomic reform program being im-
plemented by the Government of
President Carlos Salinas de Gor-
tari, It is hoped that, by opening
up areas of economic activity
(previously reserved for Mexican

¢

firms only), new investment and
technology will be attracted from
abroad to assist in national devel-
opment.

Canadian mining expertise is
highly regarded in Mexico. Repre-
sentatives of the Mexican Govern-
ment are expected to participate
in the March 1991 meeting in
Toronto of the Prospectors and
Developers Association of Canada,
to provide additional information
on sectoral reforms.

For further information on this
new legislation, contact the South
America and Mexico Trade Divi-
sion (LST) of External Affairs and
International Trade Canada
(EAITC). Tel.:(613)996-8625. Fax:
(613) 996-0677.

Mining companies inter-
ested in exploring the Mexi-
can market can participate
inan EAITC-sponsored show,
the Mexican Mining Con-
gress Exposition to be held
in Acapulco next October.

For more information on
this event, contact Carlos
Munante (LCTF), Latin
America and Caribbean
Trade Development Bureau,
EAITC. Tel.: (613) 996-2268.
Fax: (613) 996-0677.

Canadian exporters in the min-
ing industry also have a chance to
give their products and capabili-
ties worldwide publicity by listing
themselves in a catalogue to be
distributed throughout the world
by EAITC.

The capability catalogue will be

produced by the Canadian Asso-

ciation of Mining Equipment and
Services for Export (CAMESE).
For furtherdetails on the free list-
ing, contact John Needham at
CAMESE, Suite 903, 605 Consum-
ersRd., Willowdale, Ont. M2J 4V8.
Tel.: (416) 498-0382. Fax: (416)
492-8711.

Czechoslovakia to
Host First Sporting
Goods Show

Prague — Canadian companies
interested in promoting sporting
goods in Czechoslovakia will have
thatopportunity March 31 to April
7,1991 when this capital city hosts
SPORT-PRAGUE’91, the coun-
try’s first international show of
sporting goods.

Being show-cased at the Prague
Palace of Culture will be equip-
ment relating to water sports
(canoe, surfing, fishing) and win-
ter sports(skis, toboggans, skates)
and exercising (aerobics, gymnas-
tics, weight lifting).

Other fields to be highlighted
and that will require equipment
and services include tennis,
hockey, baseball, camping, skate-
boarding and bowling. Sports
safety systems and sports equip-
ment for the handicapped will also
be on display.

Canadian companies interested
in participating are asked to con-
tact the show organizers directly
SPORT-PRAGUE’91, TERIN-
VEST, Palace of Culture, 5 Kvetna
1640/95,14009, Prague 4, Czecho-
slovakia. Fax: 499 494.

Information may alsobe obtained
from Ilona Boldova, Commercial
Officer, Canadian Embassy, Pra-
gue. Telex: (Destination code 66)
121061 (DMCN C). Fax: (011-42-
2) 312 27 91.

The facsimile number for the
Canadian Embassy in Prague,
Czechoslovakia is 312 27 91.

The telephone number for the
International Trade Centre in
Moncton, New Brunswick is (506)
851-6452.

The International Trade Centre
in St. John’s, Newfoundland now
has the following address: 215
Water Street, Suite 504, P.O. Box
8950, St. John’s, Newfoundland
A1B3R9.Tel.:(709)772-5511. Fax:
(709) 772-2373. Telex: 016-4749.

Continued on page 12— Contacts

External Affairs and Intemational Trade Canada (EAITC)
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Business Agenda/Publications

Calgary — February 4 — Sub-
Andean Basin Hydrocarbon Semi-
nar. This one-day seminar, fea-
turing executivesfrom the region’s
national oil companies, updates
the situation and potential of the
petroleum sector in the Sub-An-
dean Basin. Organized by Alberta
EconomicDevelopmentand Trade
in cooperation with Petro-Canada
International Assistance Corpo-
ration and EAITC. To register,
contact Ms. Jean Stachniak, Latin
America and Caribbean Sector,
EconomicDevelopmentand Trade.
Tel.: (403) 427-4809. Fax: (403)
422-9127.

Ottawa—February21;Toronto
— March 7 — Trade Shows Made
Profitable. How to improve the
return on investment in trade
shows is the theme of this $85,
one-day seminar. Sales managers
and their staff will learn how to
prepare, participate in, evaluate
and follow-up on the opportuni-
ties provided by trade shows.
Contact Barry Siskind, Toronto.
Tel.: (416) 483-3836.

Toronto — February 27 — Valu-
ing and Managing Diversity: New
Tools for a New Reality. Designed
for senior corporate decision-

PUBLICATIONS

PC Globe 4.0, the “electronic”
atlas and database for IBM (R)-
compatible computers, is now
available. The software package
consists of a wide variety of so-
cioeconomic and cultural data,
maps, graphics, flags, national
anthems, and more. Unified Ger-
many is among the 190 countries
profiled in version 4.0 (updated to
November 1990). Copies may be
obtained by contacting: Action
Business Brokers, 965 Leovista
Avenue, North Vancouver, B.C.
V7R 1R4. Tel.:(604)987-2861. Fax:
(604) 987-9164. A free demo disk
is available (specify size).

makers and human resource ex-
ecutives, the conference will high-
light the value of promoting diver-
sity in the global workforce. Also
planned for Vancouver on May
22, and Montreal on October 16.
To register (fee is $529.65), con-
tact the Conference Administra-

T R S O R A PUR AL P P E R

International Trade Minister
John C. Crosbie will be repre-
senting Canada at the Davos
Symposium, an economic sum-
mit taking place in Switzerland
from January 31 to February 3,
1991.

Minister Crobie will also par-
ticipate in the Conference on
North American Free Trade,
organized jointly by the Confer-
ence Board of Canada and its
American counterpart, the Con-
ference Board Inc. The event is
scheduled for February 14-16,
1991, in Acapulco, Mexico.

tor, Canadian Corporate Market
Development (CCMD) Inc., 3080
Yonge Street, Suite 5000, Toronto.
M4N 3N1. Tel.: (416) 480-1644.

Economic Profile of the Com-
mercial Fisheries Industry of
New England examinesthetotal
economic impact of the industry
on the region. It provides an over-
view of the industry’s recent per-
formance and examines partici-
pation in the fishing, processing
and distribution industry scctors
in terms of number of vessels,
processing plants and employ-
ment. Canadian fish and seafood
exporters may obtain copies
by contacting Info Export. Fax:
(613) 996-9709, or call toll-free
1-800-267-8376. Ottawa area:
993-6435.

Fax: (416) 480-1646.

Montreal — February 28 —
Seminar on The Uruguay Round:
An Evaluation of the GATT Nego-
tiations. Judicial experts, nego-
tiators and business representa-
tives will assess the results and
consequences of the GATT nego-
tiations. The hall-day seminar will
be followed by a luncheon discus-
sion. Organized jointly by the
International Economic Law Soci-
ety of Canada, Canadian Council
on International Law, Société
Québécoise de droit international,
Canadian Exporters’ Association
and Godin, Raymond, Harris,
Thomas, Lawyers. To register,
contact Mrs. Louise Ste-Marie.
Tel.: (514) 954-3471. Fax: (514)
954-3451.

Contacts Update —
Continued from page 11

Telephone and facsimile num-
bers in central Tokyo and parts of
Mitaka City, Chofu City and
Komace City have changed from
seven to eight digits with the
addition of the number 3 before
existing numbers. If the number
being called already is an 8-digit
number starting with a 5, there is
no change. Now the telephone
number—hereshowingtheinter-
national direct dial code, the coun-
trycodeandtheareacode —atthe
Canadian Embassy will be (011-
81-3) 3408-2101. Facsimile num-
bers willbe(011-81-3)3470—7250
3479-5320.

Having provided information on
trade opportunitics, distribution
facilitics, investment, joint ven-
tures and licensing sources in
Scotland and Northern ireland.
the Glasgow Trade Officeofficially
closed on October 1, 1990. Respon-
sibility for the Glasgow Trade
Office will now be handled by the
Canadian High Commission in
London. Tel.: (011-44-71) 629
9492. Fax: (011-44-71) 491-3965.
Telex: (Destination code 5D
261592 (CDALDN G).

Return requested
if undelivernble:
CaNanExrorr (BPT)
125 Sussex Drive
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March Conference Assesses
Opportunities

Canada’s premiere conferenceon

~ doing business in the Pacific Rim

will be held March 11 to 13, 1991
in Calgary, Alberta.

The Seventh Pacific Rim Op-
portunities Conference (PROC

; VII) centres around the theme of

Canada’s keeping pace with its
international competitors in tak-
ing advantage of the trade and
investment opportunities that ex-
ist in the region.

That region consists of such

I “dynamic markets” as Australia,

China, Hong Kong, Indonesia,
Japan,Korea, Malaysia, NewZca-
land, the Philippines, Taiwan and
Thailand.

Senior business representatives
from these markets and Canadian

trade commissioners posted to the .

region will speak at the sessions.
More importantly, they will be
available — through scheduled

| private appointments — for one-
i on-onc meetings with PROC VII

. registrants.
- Conference sessions will feature |
- detailed and indepth discussion
: on the factors that influence Ca-
- nadian success in these markets. |
Subjects to be covered include:
- the current dynamic of trade, in-
- vestment and technology flows in

the Pacific; how to successfully
joint venture, transfer technology

and export;accessing the markets;
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in Pacific Rim
the impact of cultural factors on
doing business; the regulatory
environment; Canadian and off-
shore sources of financing; and
opportunities for contracts and
sub-contracts in current and po-
tential projects.

PROC VII is presented by the
Pacific Basin Economic Council
(PBEC), Canadian Committee, in
cooperation with the Canadian
Chamber of Commerce.

For additional programme and
registration information, contact
Dianne Caldbick or Carole Fortier,
Canadian Chamber of Commerce,
Ottawa. Tel.: (613)238-4000. Fax:
(613) 238-7643.

Trade in the
Middle East after
the Gulf Crisis

Canadian trade with the Mid-
dle East has grown quickly in
recent years.

In 1989, exports of goods in-
creased 40 per cent over 1988
and, when combined with esti-
mates of exports in services,
equalled $1.6 billion.

These improvements in trade
reflected the growing confidence
of Canadian firms following the
end of the Iraq-Iran war.

Iraq’s invasion of Kuwait last
August and the outbreak of re-
newed hostilities in the Middle
East will undoubtedly have a

See story page 4

Communications,

Barcelona — Canadian compu-
ter and data processing compa-
nies have an opportunity to par-
ticipate in the External Affairs
and International Trade Canada
' (EAITC) National Stand at
- Informat’91being held here May
' 27 toJune 1.

The annual event, at which
- Canada will be participating in a
. National Stand for the third year,
: features hardware/equipment,
software/services, telecommuni-
cations, auxiliary informatics
~ material and consulting services.
. Lastyear, seven Canadian firms
* exhibited. They were among a to-
' tal'of 682 companies from 26 coun-
. tries and reported projected sales
~ in excess of $3 million.

While the majority of the 68,295
- professional visitors to the 1990
- show was from Spain, there were

. also interested observers/pur-

chasers from Andorra, Portugal,
. Hungary, Italy, Belgium and Ger-
© many.

Informatics Firms

Being Recruited for Show in Spain

Canadian exportsto Spain, which

currently has one of the strongest E5
economies in Europe, are booming

and, until 1992, Spain can provide P
anopendoor to the EuropeanEco- . - -

nomic Community.
With the many new develop-
ments resulting from Spain’s

hosting the 1992 World Exhibition g3

and Olympic Games, the country
has designated communications
and informatics a top priority.

In this regard, Spain plans to
liberalize market access for cable
and satellite TV, switching and
PABX equipment, and modems.

Companies interested in par-
ticipating in Informat’91 or in
| secking additional information
i may contact Wesley S. Rathwell,

Trade Fairs and Missions, Europe
| Trade Development Division
| (RWTF), External Affairs and In-
| ternational Trade Canada, 125
| Sussex Drive, Ottawa K1A 0G2.
Tel.: (613) 943-0893. Fax: (613)
995-6319.

External Affairs and

International Trade Canada
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Put Your Best Foot Forward!

Our readers responded with interest to the
publication of business opportunities in Singapore,
leading to more than 150 exchanges between firms
in Canada and Singapore. Many Canadian firms
submitted serious proposals; others were just on a
fishing expedition.

One Canadian firm wrote to a Singapore busi-
nessman:

“We can provide you with the products you seek
on a regular basis at a competitive price. We will
ship you these products promptly upon receiving
your order along with an irrevocable letter of credit
covering the purchase price.”

The Singapore businessman may be polite
enough to reply, but he will not be very well
informed about the Canadian firm, its products
and its expertise.

This letter suggests a firm with a virtually non-
existent product line that thinks it will find suit-
able suppliers to meet any need when the time
comes.

By immediately insisting on an irrevocable letter
of credit before even discussing business, the firm
is telling the businessman, “You are too far away
and too much of a stranger for us to trust you, no
matter who you may be.”

A reply to a business proposition should:

1. Introduce the replying firm and outline its
operations, its location, how long it has been in
business, and its achievements.

2. Introduce the products and services that the
firm offers, providing detailed catalogues.

3. If possible, give an idea of the CIF (cost, insur-
ance and freight) price and, at the very least, the

FOB (free on board) price.

4. Specify the terms of payment and any available
financing. ,

5. Introduce the person signing the letter.

Everyone that I met on a recent trip to Asia
stressed the importance of personal contact. Their
decision to buy a product or service often is based
mainly on the confidence that you have inspired in
them. The decisive factor in the transaction will
be people rather than products.

I advise representatives of firms planning a
business trip to send a brief biography (a few
paragraphs on the items that you wish to empha-
size) to the people that they are going to meet, just
as consultants provide their curricula vitae to
market their services. Given the importance of
personal relations in many parts of the world, the
same approach will prove useful to those who
supply products.

Firms advertising the products that they seek in
the columns of CanadExport do not have an
urgent need for these products. They often wish to
complete a product line. They may be looking for
alternatives to the products that they already
represent. They may wish to see how competitive
their present suppliers are.

Whatever their motives may be, I have seen the
results of proper approaches that have led to the
establishment of beneficial business relations for
all kinds of reasons not obvious at first glance.
Two Ontario manufacturers beat out their com-
petitors in Singapore by supplying products that
were more expensive but far more luxurious and
filled the needs of a particular niche.

Initial contact with a prospective

customer is very important. This
contact is often in writing. Your

CANADEXPORT I

letter must give the impression
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that you are a serious-minded
professional and show that you
genuinely wish to satisfy your
customers. Your letter must
arouse interest and answer any
questions that a prospective
customer in search of a product or
service may have. If you write
asking for explanations, you won't
meet any of your potential
customer's expectations.
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Trade Opportunities

BRAZIL —With 1989 sales total-
ling US$1.4 million, a designer
and manufacturer of steel over-
shot water wheels and small agri-
cultural water pumps,isinterested
in forming an industrial coop-
eration agreement with Cana-
dian firms with the aim of im-
proving pump design effi-
ciency, introducing wind-

powered pumps to Brazil, and

manufacturing low-pressure
water tur-

firm. Contact Graham Smith,
Managing Director, Leslie Smith
Limited, Unit GDI Fearnleys Mill,
Dean Clough Industrial Park,
Halifax, West Yorkshire. Tel.: 0422
355344. Fax: 0422 321395.

SINGAPORE — A firm, estab-
lished in 1969, seeks to import
electronicindustrial products
and systems. Contact Chua Woo,
Divisional Manager, Marketing,
Singapore Electronic & Engineer-

tact Khoo Sian Chua, Director/
Eric Khoo, Manager, Sian Chua
Trading Company, No. 27 Robin
Close, Singapore 1025. Tel.: 737-
3331. Fax: 296-0380.

SINGAPORE — The latest in
equipment and machinery re-
lating to the dredging, tug boat,
timber, mining, contracting
and construction industries
are being sought by G.A.D. Keet,
Managing Director, Straits Engi-

bines. Contact
Bill Denning,
Project Man-
ager, CPCS

neers Contract-

TN s Ao Doi2 | ing Pte Ltd., 17
@L@@i&l(@)ﬂm é)’:@fﬁiﬁﬁﬂﬁf{ﬂj\f:g} ’Ilr‘lfas %rescent,

{ Jurong, Singa-

Technologies Ltd., 740 Notre-
Dame Street West, Suite 760,
Montreal H3C 3X6.Tel.:(514)876-
1915. Fax: (614) 875-1023. Telex:
055-60147. (CPCS Technologies
Ltd., with the financial support of
the Canadian International De-
velopment Agency (CIDA), is en-
gaged in a three-year program to
foster industrial cooperation
agreements between Canadian
and Brazilian companies. Its cli-
entis the State Development Bank
of the State of Parana—BADEP).
BRAZIL — Established in 1977
and with 300 employees, a com-
pany engaged in pigment con-
centrates and specialized ad-
ditives for the production of
thermoplastics is interested in
forming an industrial coopera-
tion agreement that would pro-
vide technology for new poly-
meric blending (either raw ma-
terials or equipment). Contact
CPCS Technologies Ltd. asin Bra-
zil notice above.

BRITAIN — A marine services
company wishesto become the UK
representative of Canadian
manufacturers of motorboats
and sailboats. Contact Alan
Jones, Director, Rigsound Marine

Limited, 8 Hazel Road, Woolston,.

Southampton S02 7GB. Tel.: 0703-
441555, Fax: 0703 420466.

BRITAIN — A company here
wishes to act as the U.K. agent,
distributor or importer for Ca-
nadian firms that supply goods
and servicestoinstitutionsand
homes for the elderly and in-

ing Pte Ltd., 24 Ang Mo Kio Street
65, Industrial Park 3, Singapore
2056. Tel.: 481-8888. Fax: 481-
4272.

SINGAPORE — A local trading
company wishes to import pork
products. Contact Chung Suan
Lim, Manager, Xie Chun Trading
Pte Ltd., Robinson Road, P.O. Box
2500, Singapore 9049. Tel.: 278-
2488. Fax: 273-0149.
SINGAPORE —Industrial and
consumer products are being
sought by Thomas Quah, Manag-
ing Director, AVO M & E Engi-
neering Pte Ltd., 240 MacPherson
Road #07-01C, Siong Huat Build-
ing, Singapore 1334. Tel.: 743-
0601. Fax: 747-1441.
SINGAPORE — Established in
1987, a company wishes to import
scientific educational materi-
als for schools, medical diag-
nostics and scientific equip-
ment and supplies. Contact
Patrick C. K. Yeo, Marketing
Manager, Applied Biotech Pte Ltd.,
100 Beach Road #17-02, Shaw
Towers, Singapore 0718. Tel.: 293-
7400. Fax: 298-3537.
SINGAPORE — Beingsoughtfor
import are fresh exotic button
mushrooms. Contact Dr. K.K.
Tan, Managing Director,
Everbloom Mushroom Pte Ltd.,
No. 9 Jeletar West, Farmway 5,
Singapore 2879. Tel.: 482-1071.
Fax: 482-1657.

SINGAPORE — A trading com-
pany, established here in 1974,
wishes to import polypropylene
(prime virgin MI 10 grade). Con-

pore 2263. Tel.:
862-1821. Fax: 861-4230.
SINGAPORE — A company here
wishes to import polyethylene.
Contact Mark Khoo, General
Manager, Sucaco Singapore Pte
Ltd., 10 Anson Road #15-03, Inter-
national Plaza, Singapore 0207.
Tel.: 222-6623. Fax: 221-1947.
SINGAPORE — A 36-year-old
firm wishes to import starters,
alternators, voltage regula-
tors, gear parts, bearings and
seals (replacement parts for
American trucks and caterpillar
tractors), and electrical parts
(replacements for Delco Remy,
Paris-Phone). Contact Y.S. Tan,
Manager, Syndicate Agency Pte
Ltd., 8 Foch Road, Singapore 0820.
Tel.: 298-2660. Fax: 297-2031.
SINGAPORE— Computer-re-
lated high technology and
electronic/electrical products
are being sought by Terence Phua,
Marketing Manager, Masterchips
Marketing Pte Ltd., 384, Jalan
Pemimpin #07-03, Wisdom Indus-
trial Building, Singapore 2057.
Tel.: 258-2988. Fax: 258-8227.
TURKEY — A trading house re-
quires 30,000 cubicmetres of pulp
wood/saw logs (Pinus Silvestra,
Douglas Fir, West Beech) for use
in pulp and chipboard manufac-
turing. Also required are 2,000
metric tonnes per month of scrap
cardboard (CEPAC) for use in
cardboard ma