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INTRODUCTION 
Does your firm have competitively priced, high-quality products or services? Could you expand 

production if you found additional markets? Have you reached your full market potential in Canada? 
Maybe a U.S. buyer, a Canadian Government Trade Commissioner, or a project manager in the Middle 
East or elsewhere has already contacted you for product details and prices? 

Now you're wondering if exporting shouldn't be taken more pragmatically. 

This booklet will help you decide whether or not your company is ready to seriously consider export-
ing. Written for business people, with information from a number of export organizations, So You 
Want To Export? gives you an overview of what is involved in exporting. It also provides you with 
names of persons and organizations to contact. 

Exporting - good for 
business 

MEtny Canadian companies have found 
that exporting can play a key role in their 
growth and prosperity. For successful Cana-
dian exporters foreign markets keep produc-
tion lines humming and employment and 
profits growing by reducing dependence on 
the home base, by providing economies of 
scale and by exposing the company to the 
latest international trends. 

Exporters - large, medium, 
small 

Exporting is an option available to compa-
nies of all sizes. What is required is a serious 
corporate commitment, thorough research, 
careful planning and a determined sales 
approach. Successful exporters say it takes 
the same hard work (perhaps more) as is 
required for any business endeavour. 

The larger companies, it is true, usually 
have great,er internal resources to research 
and develop new export markets. But small 
and medium-sized firms also have access to 
various forms of assistance and you will find 
out about them in this booklet. 

Making the decision 
The fact that you are reading this booldet 

demonstrates your interest in exporting. But 
is it right for you at this time? The following 
checklist will help you decide: 

• Does your company have a solid domes-
tic sales base? 

• Do you have the capacity to produce 
more? 

People always laugh 
at the fool things you 
try to do until they 
discover you are 
making money out of 
them. 
Bob Edwards, Publisher of the 
Calgary Eye Opener from 1902 to 
1922 

• Do you have the time to develop export 
markets? 

• Are you looking at exporting as a long-
term commitment? 

• Do you have the cash flow to cover 
longer collection periods if necessary? 

• Do you have the time to study foreign 
markets to learn about such things as 
tariffs and how cultural differences 
affect your marketing approach? 

3 



This booklet won't hand you ready-made 
export markets or strategies. What it will do 
is provide you vvith solid, no-nonsense infor-
mation on how to: 

• Identify your best products and services 
for export; 

• Go about finding the most promising 
markets; 

• Make use of the many available export 
programs and services; 

• Get in touch with the most knowledge-
able and experienced sources of export 
information. 

So You Want To Export? also gives you 
some tips on communicating with and within 
other countries and scheduling trips. 

After you read this booklet, you may also 
want to check out what is already available in 
your community. Your local university or 
community college can recommend suitable 
books and other materials. They may also 
offer sources on exporting through their 
continuing education departments. Another 
way to find out more about exporting is to 
attend a workshop or seminar put on by the 
export organizations which exist in most 
Canadian cities. Many of them offer guidance 
to first-time exporters. 

Importing goods into 
Canada 

While External Affairs and International 
Trade Canada does not actively promote 
imports into Canada, it is responsible for 
issuing import licences for some items in the 
fields of textiles and clothing, agriculture and 
footwear. 

Information on items which are subject to 
import controls can be obtained by contacting 
the Special Trade Relations Bureau (ESD), 
External Affairs and International Trade 
Canada, Lester B. Pearson Building, 125 
Sussex Drive, Ottawa, Ontario KlA 0G2. 
Telephone: Clothing,/Textiles: (613) 996-8090; 
Other: (613) 996-0609. 

In order to determine the types of items to 
import or to obtain lists of foreign manufac-
turers, contact the embassies and consulates 
of foreign countries represented in Canada. 
They are responsible for promoting their 
country's products here, much like our Trade 
Commissioners are involved in promoting 
Canadian products abroad. 

How to begin 

So You Want To Export? examines a 
number of the vital factors to be considered 
prior to any ventures into new markets. It 
takes you through each step in your decision-
making process, from analyzing your product 
or service to dealing with a trade commis-
sioner. 
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MOUSETRAF'S AND MARKETS 

It's been said that if you make a better mousetrap, the world will beat a path to 
your door. Many Canadian products and services have been viewed as "better mouse-
traps» here at home and well beyond our border. 

Canadians have given the world pablum, the paint roller, insulin, the telephone, 
instant potato flakes, the cardiac pacemaker and, of course, Trivial Pursuit. 

As a business person, you know there are 
two essentials to the sales process — some-
thing to sell and someone to buy it. 

Something to sell 

Assess your potential as an exporter by 
realistically examining your products or 
services in a global framework. Begin by 
asking the following questions: 

• Who already uses your product or 
service? Is it in broad general use or is 
it limited to a particular group because 
of socio-economic factors? 

• Is it particularly popular with a certain 
age group? 

• What modifications are required for it 
to appeal to customers in a foreign 
market? 

• Is its use influenced or affected by 
climatic or geographic factors? If so, 
what are they? 

• What is its shelf life? Will it be reduced 
by time in transit? 

• Does your product or service involve 
operating costs? If so, what complemen-
tary equipment or services must the 
customer buy? 

• Does it require professional assembly or 
other technical skills? 

• Is the packaging particularly expensive? 
Can it be modified to recognize the 
specific demands of the foreign cus-
tomer? 

• Does the product require special docu-
mentation? These costs must be added 
to the unit cost to determine whether or 
not you can export at a competitive 
price. 

• What are the technical or regulatory 
requirements? They may differ from 
country to country. 

• What after-sales service is needed? Is it 
locally available or is it up to you to 
provide it? If you need to provide it, do 
you have the resources? 

• How easily can the product be shipped? 
Would shipping costs make competitive 
pricing a problem? 

• Will you be able to serve both your 
domestic customers and your new 
foreign clients? 

• If ilomestic demand increases, will you 
still handle the requirements of your 
export customers? 

It may take time to find the information 
you need to answer some of these questions. 
Local sources can help, including public or 
post-secondary school libraries, export organi-
zations, government departments and ot.her 
exporters. With their assistance, you will 
have a clearer picture of your company's 
export potential. 
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Somewhere to sell it 

Once you've chosen what to export, you'll 
want to think about and identify possible 
export markets. 

It certainly won't take you long to come up 
with a list of possible countries. Chances are 
you will choose a mix — those you're most 
familiar with because of their linguistic and 
cultural similarities to Canada, or because 
you have already travelled there, as well as 
those with a proven record for buying Cana-
dian products. 

When you begin exporting, it's best not to 
spread yourself to thin. Look at your list to 
select the most promising. Then pick out the 
candidate markets that combine the greatest 
potential for profitable export sales and the 
least natural barriers and access costs. 

Once you've done your research with local 
sources, you will be prepared t,o determine 
which market is your top prospect, which is 
the next best, and so on, and to make a list in 
descending order of priority. 
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THE MARKET PROFILE 
Exportffig, like any serious new business endeavour, involves careful and thorough market re-

search. The information gathered is assembled in a market profile that contains all the facts and data 
needed to prepare a company for export opportunities and possible problems. 

A well-developed market profile can be an exporter's most valuable tool. Among other things, it 
tells you who your potential customers are, what kinds of products or services they need and use, and 
how conditions in their country may influence their buying decisions. 

Gathering the masses of detailed information required for a comprehensive market profile is an 
important job. However, some of the export organizations in your community can help you supple-
ment and update your preliminary findings. 

Research on your top countries should 
include the following: 

• Statistics on trade with Canada and 
other countries; 

• Business practices and customs; 
• Transportation and communication 

networks — their quality and 
reliability; 

• Economic situation; 
• Political environment; 
• Credit standing. 

This information should be assembled 
under six key headings of your market profile: 
General background; Market accessibility 
(i.e., can your product or service reasonably 
expect to sell there?); Sales potential; Regula-
tions affecting sales; Terms of payment and 
currencies; and Distribution within the coun- 
try. 

Japan: A Guide for Cana-
dian Exporters is one of the 
many booklets that provide 
information to help you do busi-
ness in a specific country. 

They're available from Exter-
nal Affairs and International 
Trace Canada's trade informa-
tion centre, InfoExport. 

InfoExport 
Fax (613) 996-9709 
Toll free: 1-800-267-8376 
Ottawa callers: 
(613) 993-6435  

General background 

This section of your market profile in-
cludes: 

• The size of the country and the 
potential market; 

• Its climate and terrain; 
• Its distance from Canada; 
• The size and distribution of its 

population; 
• Statistics on average income; 
• The country's plans for development 

and the likelihood of those plans en-
hancing or diminishing acceptance of 
your products or services, affecting the 
purchasing power of your customers, or 
influencing the attractiveness of your 
products or services. 

Market accessibility 
How easy or difficult will it be for you to 

introduce your product or service to a particu-
lar market? You will need to consider the 
following: 

• Whether or not there are any restric-
tions on imports through taxes, import 
duties or quotas. What are the coun-
try's policies and attitudes towards 
imports from Canada? 

• The actual access for and acceptance of 
foreign products, specifically for your 
products or services. Is it in the process 
of improving or deteriorating? 

• Existing currency controls. Is the 
currency convertible? 

• Are there bilateral trade agreements 
favouring the goods and services of 
other countries? 
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Sales potential 

The level of demand and long-term poten-
tial sales will be profoundly influenced by: 

• The competition your company faces 
from present and future domestic 
supply; 

• The price differential between your 
goods and theirs; 

• Emerging trends by volume, value and 
country of origin; 

• The general markees acceptance of, or 
resistance to, new products or services; 

• The need to win customer acceptance by 
adapting your Canadian product to 
accommodate local preferences and 
regulations in size, quality, colour, 
packaging or sales methods. 

Regulations 

Each country has its own more or less 
rigorous regulations concerning such areas as 
measurement systems, health, safety and 
technical standards, and packaging, marking 
and labelling requirements. It is strongly 
recommended that potential exporters obtain 
as much information as possible on these 
requirements before proceeding with a com-
prehensive market analysis. 

Terms of paym.ent and 
currencies 

Your market profile will include the coun-
try's customary terms of payment as well as 
the currencies it uses. 

One cannot repeat too often the need for 
sales to new customers to be conducted on a 
confirmed, irrevocable, letter-of-credit basis 
regardless of the t,emptation to accept other 
payment promises in the initial euphoria of a 
new commercial relationship. Further details 
are available from any major Canadian bank. 

Exporters should use the International 
Chamber of Commerce (INCO) trade terms 
when preparing quotations. Full information 
is available from the International Business 
Council of Canada, 1080 Beaver Hall Hill, 

Suite 1730, Montreal, Quebec H2Z 1T2. 
Telephone: (514) 866-4334. 

Distribution 

How are importers in the target country 
organized and how do they prefer to operate? 
What are their customary mark-up or com-
mission rates? 

You will need to learn a lot about their 
preferred way of doing business because being 
able to adapt to local business practices can 
easily work to your benefit over a not-so-
knowledgeable competitor. 

The local market structures and buying 
systems will help suggest how you should go 
about distributing your product. Will a single 
agent be sufficient or should you have a 
number of sales representatives? 

Appointing the right agent or agents is 
important. Ask questions such as: Do they 
seem highly motivated to bring you new 
customers? Are they familiar with your 
industry? 'What representation (countries? 
organizations?) do they already carry? Get it 
right the first time because many countries 
have laws which make it costly if you want to 
make changes later. Try to protect yourself as 
much as possible by, for example, entering 
into a one-year trial agency agreement during 
which the agent must achieve certain objec-
tives, failing which he may be replaced. 

Should you carry local inventory? 'What 
should be the size and frequency of ship-
ments? You Will want information on the 
adequacy and cost of international transporta-
tion and of inland transportation from the 
port of entry as well as the likelihood of 
negotiating commodity rates for recurring 
shipments. Freight forwarders can help if you 
don't have the knowledge. (A directoiy of 
freight forwarders may be obtained from 
ISTC, [BOSS] 1-613-954-5460.) 

When you're dealing with agents, 
watch for complementary prod-
ucts and avoid competing lines. 
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PROSPECTING FOR MARKETS 
You've studied your products or services and determined which are the best export candidates. 

You've identified the foreign markets that are top prospects. You've worked on your market profile. In 
other words, you've done your homework. Now ies time to do your fieldwork. 

Trade fairs 
Perhaps there's no better place for a novice 

exporter to start than at an international 
trade fair in your product sector. A few days 
spent at a trade fair will give you a good look 
at and a real feel for the products/services and 
prices you will be competing with as well as 
the style and sophistication of your competi-
tor's sales and promotion methods. 

An international trade fair is an ideal 
meeting place for the world's buyers and 
sellers and for the agents and distributors 
who bring the two t,ogether. It's a very effi-
cient and effective way of testing the waters 
in a new environment. And you may even 
make a sale on the spot! At the very least, a 
visit to a trade fair should provide you with a 
list of contacts you probably couldn't assemble 
in several individual prospecting trips. 

Assistance in selecting, planning for and 
finding your attendance at the international 
trade fair best suited to your needs is avail-
able from a number of federal and provincial 
trade development agencies. 

A foreign visit 
Your fieldwork also involves a visit to the 

candidate country to confirm, first-hand, the 
accuracy of your market profile. Your visit 
helps you to revise or update this important 
document. 

Being there, you can also find answers to 
these questions: 

• Is there a real (as opposed to perceived) 
need or desire for your product or 
service? 

• Are  there financially stable importers 
who are eager and able to accept your 
business? 

• Is the economic, social, cultural and 
political environment what you thought 
it was? 

• Is there competition you hadn't foreseen 
and can you meet it? 

• Must you adjust your product/service or 
marketing strategy to win needed 
customer support? If so, will the cost of 
these changes still provide an accept-
able return on your investment? 

• Are there any problems to be overcome 
or opportunities to be seized? 
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EXPORT EXPERTS 
For first-time exporters, making that 

corporate decision to export can be a big one. 

The closer you come to making that deci-
sion, the more nervous you become. Thaes 
normal. After all, you're leaving the comfort-

« able, familiar environment of your domestic 
market to tackle an unfamiliar foreign mar-
ket. You will do battle against entrenched 
competitors for customers who don't know 
your company or your products or services. It 
certainly can be a lonely feeling. 

In reality, you're not alone. Canadians are 
among the world's leading international 
traders. Literally thousands of Canadian 
companies have broadened their horizons and 
successfully incorporated profitable interna-
tional sales into their domestic operations. 
Each of these companies has developed strate-
gies and techniques for selling abroad, and 
most of them are willing t,o share their experi-
ences with first-time exporters in areas where 
they are not in direct competition. 

You can also link up t,o a network of Cana-
dian industry and trade and professional 
associations. In addition, you can count on 
assistance from federal and provincial govern-
ment export trade development programs. 

If you feel your time and financial re-
sources for exporting are limited, you may 
also want to make use of Canadian trading 
houses. They can undertake exporting on 
your behalf if the profit margin is wide 
enough to accommodate this additional costs 
of sales. 

Advice and assistance are readily available 
to you at every step of the way as you identify 
your exportable products and services, scout 
your export markets, design your marketing 
game plans, organize your banking and 
financing, and begin your sales campaign. 

Your export team 

Once you begin consulting these export 
trade professionals, you won't feel so alone. 
By adding these experts to your company's 
export team, you'll receive the kind of assist- 

ance few companies, regardless of their size 
or financial strength, could maintain on staff. 
The initiative to put this team to work when 
the conditions are favourable rests with you. 
You are the captain of the team and only you 
can call the signals. 

Many members of Canada's export team 
provide packages of related services while 
others concentrate on a single, specific area of 
export expertise. 

(1) InfoExport 
For all beginners, InfoExport is the best 

starting point. In fact, many veteran export-
ers in search of specific information or guid-
ance regularly call InfoExport. External 
Affairs and International Trade Canada's 
(EAITC) export trade information centre, 
InfoExport, acts as your instant guide t,o all 
of the export programs and services provided 
by the federal government. 

InfoExport provides exporters with the 
general export overview. It helps you find 
answers quickly to specific export questions 
or problems, either by putting you in touch 
with an expert in External Affairs and Inter-
national Trade Canada or by referring you to 
other sources of help — such as Industry, 
Science and Technology Canada, other fed-
eral agencies, provincial governments or 
private sector trade associations. Through 
InfoExport you can join the departmenfs 
trade information network, WIN, and find out 
about the best potential markets for your 
products or services. 

A broad selection of export trade literature 
is available through InfoExport such as 
country guides, sectoral studies, specific 
market analysis, and a subscription t,o 
CanadExport, the Departmenes bi-monthly 
export news magazine, available free of 
charge to export-oriented people across 
Canada. 

InfoExport 
Fax (613) 996-9709 

Toll free: 1-800-267-8376 
Ottawa callers: (613) 993-6435 
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(2) International Trade 
Centres 

A joint program of External Affairs and 
International Trade Canada (EAITC) and 
Industry, Science and Technology Canada 
(ISTC), International Trade Centres (ITCs) 
are the primary delivery point in Canada's 
regions for the trade development programs 
and services of all federal government depart-
ments. 

International Trade Centres are located 
within the regional offices of Industry, Science 
and Technology, and are distinct units man-
aged by a Senior Trade Commissioner from 
External Affairs and International Trade 
Canada. They are staffed primarily by experi-
enced EAITC trade commissioners with 
hands-on expertise in international trade. 
Twelve ITC offices have been established to 
date: in Vancouver, Edmonton, Calgary, 
Saskatoon, Regina, Winnipeg, Toronto, Mon-
treal, Moncton, Charlottetown, Halifax and 
St. John's. 

International Trade Centres offer a full 
range of trade development services to Cana-
dian companies, including: 

Export Counselling: 
Experienced trade commissioners provide 
professional counselling to assist firms in the 
development of their international marketing 
plans. Trade commissioners can assist new 
exporters in developing an export entry 
strategy and work with experienced exporters 
to refine their approach to specific markets. 
They can also advise on the trade fairs and 
missions sponsored by EAITC. 

Export Programs: 
ITCs are responsible for the delivery of the 
Program for Export Market Development 
(PEMD), New Exporters to Border States 
(NEBS) and New Exporters to the U.S. South 
(NEXUS) programs. In addition, they provide 
input to the New Exporters Overseas 
(NEXOS) program and the Technology Inflow 
Program (TIP) and recruit local firms for 
participation in EAITC's world-wide fairs and 
missions program. 

Seminars and Workshops: 
ITCs arrange and sponsor a variety of semi-
nars and workshops on the fundamentals of 
exporting, federal trade programs and export 
market opportunities. They also sponsor 
special interest programs dealing with such 
topics as Europe 1992, the Canada-U.S. Free 
Trade Agreement and Pacific 2000. In addi-
tion, with sufficient notice, ITCs can maize 
available speakers to participate in locally 
organized export events. 

WINT Exports Trade Information 
Net-work: 
The wim Exports system, established be-
tween EAITC headquarters and the ITCs, 
enables the ITCs to provide Canadian export-
ers with key, up-to-date information on 
market opportunities, trade-promotion events 
(both domestic and international) and federal 
government export promotion plans. Firms 
can also regist,er themselves in the WIN 
Exports data bank, which can be computer 
accessed by Canadian trade offices worldwide. 
These data are updated regularly and keep 
trade commissioners abroad aware of Cana-
dian companies' capabilities and interests, 
thus increasing their chances of gaining 
access to valuable trade leads. 

Business Services Centres: 
Business Services Centres (BSCs) are oper-
ated by the ISTC Regional Office and offer, on 
behalf of the ITC, a wide selection of trade-
related publications, including country mar-
ket profiles, "how to" guides, trade statistics 
and international trade fair catalogues. 

Other Services: 
ITCs also provide access to the services 
offered by Export Development Corporation 
(export financing and insurance), CIDA 
(development-assistance contracts in develop-
ing countries) and other government agencies 
such as the Canadian Commercial Corpora-
tion (government-to-government contracts 
including U.S. defence procurement) . 
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International Trade Centres 

Newfoundland 
International Trade Centre 
P.O. Box 8950 
Atlantic Place 
Suite 504 
215 Water Street 
St. John's, Newfoundland 
AlB 3R9 
Tel: (709) 772-5511 
Telex: 016-4749 
Fax: (709) 772-2373 

Prince Edward Island 
International Trade Centre 
P.O. Box 1115 
Confederation Court Mall 
Suite 400 
134 Kent Street 
Charlottetown, Prince Edward 
Island 
CIA 7M8 
Tel: (902) 566-7400 
Telex: 014-44129 
Fax: (902) 566-7450 

Nova Scotia 
International Trade Centre 
P.O. Box 940, Station M 
1801 Hollis Street 
Halifax, Nova Scotia 
B3J 2V9 
Tel: (902) 426-7540 
Telex: 019-22525 
Fax: (902) 426-2624 

New Brunswick 
International Trade Centre 
P.O. Box 1210 
Assumption Place 
770 Main Street 
Moncton, New Brunswick 
ElC 8P9 
Tel: (506) 851-6452 
Telex: 014-2200 
Fax: (506) 851-6429 

Quebec 
International Trade Centre 
P.O. Box 247 
Stock Exchange Tower 
Suite 3800 
800 Victoria Square 
Montreal, Quebec 
H4Z 1E8 
Tel: (514) 283-8185 
Telex: 055-60768 
Fax: (514) 283-8794 

Ontario 
International Trade Centre 
Dominion Public Building 
4th Floor 
One Front Street West 
Toronto, Ontario 
MM  1A4 
Tel: (416) 973-5053 
Telex: 065-24378 
Fax: (416) 973-8161 

Manitoba 
International Trade Centre 
P.O. Box 981 
8th floor 
330 Portage Avenue 
Winnipeg, Manitoba 
R3C 2V2 
Tel: (204) 983-8036 
Telex: 07-57624 
Fax: (204) 983-2187 

Saskatchewan 
Saskatoon Office 
International Trade Centre 
4th Floor 
The S.H. Cohen Building 
119 - 4th Avenue South 
Saskatoon, Saskatchewan 
S7K 5X2 
Tel: (306) 975-4400 
Telex: 074-2742 
Fax: (306) 975-5334  

Regina Office 
International Trade Centre 
4th Floor 
1955 Smith Street 
Regina, Saskatchewan 
S4P 2N8 
Tel: (306) 780-6108 
Telex: 071-2745 
Fax: (306) 780-6679 

Alberta 
Edmonton Office 
International Trade Centre 
Canada Place 
Room 540 
9700 Jasper Avenue 
Edmonton, Alberta 
T5J 4C3 
Tel: (403) 495-2944 
Telex: 037-2762 
Fax: (403) 495-4507 

Calgary Office 
International Trade Centre 
Suite 1100 
510- 5th Street S.W. 
Calgary, Alberta 
T2P 3S2 
Tel: (403) 292-6660 
Fax: (403) 292-4578 

British Columbia 
International Trade Centre 
P.O. Box 11610 
900-650 West Georgia Street 
Vancouver, Britich Columbia 
V6B 5H8 
Tel: (604) 666-0434 
Telex: 04-51191 
Fax: (604) 666-8330 
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CANADIAN TRADE COMMISSIONERS 

Canadian trade commissioners live and work in Oslo and Buenos Aires, in Beijing and Buffalo, in 
fact in over 100 cities throughout the world. As part of an extensive network of trade experts, their 
primary responsibility is to assist exporters to get started or to expand sales in foreign markets. The 
Canadian trade commissioners are External Affairs and International Trade Canada employees 
working on your behalf in countries around the world. 

It's a good idea to inform the trade commissioner in each of your foreign markets of your export 
activities. Keeping him or her up to date pays big dividends in reducing costs, avoiding pitfalls and 
seizing opportunities. 

Before you contact a trade commissioner, 
here are some pointers on preparing yourself. 
You should provide your trade commissioner, 
in advance, with: 

• A summary of your company's 
activities; 

• Your previous export experience; 
• Precise descriptions of your product or 

service; 
• The main selling feature of your product 

or service; 
• The type of distributor or representative 

you want; 
• Your tentative travel schedule; 
• Requests for introductions to or 

appointments with potential agents 
and/or buyers; 

• Five to 10 copies of your sales brochure. 

Your trade commissioner will help you 
determine: 

• Whether your product or service can be 
imported into the market; 

• The normal distribution channels for 
your product or service; 

• Whether there is local or imported 
competition; 

• The buying practices in the market; 
• The kind and quality of market support 

services available such as banking, 
shipping and storage; 

• Import policies and restrictions; 
• How to quote in the market; 
• Social, cultural, business, market and 

political conditions affecting sales. 

When  your marketing plans are completed 
and the trade commissioner has been in-
formed of your intentions, he or she can help 
you market your product by: 

• Canvassing and recommending local 
representatives onthe basis of their 
interest in your product or service; 

(You are well advised to seek the trade com-
missioner's advice before appointing agents. 
Local laws differ from Canadian practice and 
firing a non-performing agent in some coun-
tries can be very difficult. It is usually costly 
and sometimes even impossible.) 

• Recommending translation, legal, 
advertising and other support services. 

• Arranging meetings for future business 
trips. 

• Providing on-the-spot information on 
duties, taxes and foreign exchange 
matters, and helping you solve prob-
lems and find solutions in these areas. 

• Helping you determine why an account 
is overdue and, if necessary, advising 
you on proper procedures for settle-
ment. 

• Maintaining contact with your agent 
and providing him or her with support 
and encouragement. 
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POINTERS 
As a successful business person, you've had experience in selling and marketing your product or 

service in Canada. This section addresses some of the subtle and not-so-subtle differences between 
selling on your home turf and selling abroad. 

The tips included here have been learned the hard way, through trial and error, by seasoned busi-
ness people in their initial export marketing ventures. The list is by no means a comprehensive one. 
However, this section can provide you with a partial checklist of things you might overlook in the rush 
to respond to an attractive export opportunity. 

Communicating overseas 
Language, not numbers, is the medium of 

coremunication whether it's by telephone, 
telex, cable, facsimile or mail. Whenever 

The path to success is 
paved with good 
intentions that were 
carried out. 
Bob Edwards, Publisher of the 
Calgary Eye Opener from 1902 to 
1922 

possible, use the language of the recipient. 
Ies courteous and gets you into your custom-
er's office much faster. When you must use 
English or French, make it clear, simple and 
straightforward. Avoid North American 
idioms, colloquialisms and slang. You run the 
risk of confusing your partner. 

The letter, the oldest form of long-distance 
communication, may be slow, but ies sure. It 
serves as a permanent and tangible record of 
what was communicated between the sender 
and the recipient. Use letters whenever time 
permits and to confirm agreements and 
decisions reached over the telephone. The 
usual rules for domestic business correspond-
ence apply internationally, but here are a few 
tips. 

• Make sure your letterhead dearly 
conveys your company name, address 
and postal code, your telephone and 
telex numbers, and the word Canada; 

• If your letterhead lists branch office 
addresses, be sure you clearly indicate 
the address to which the reply should be 
directed; 

• Unless the message can afford a lei-
surely ocean cruise, always ensure your 
correspondence abroad displays an "Air 
Mail" sticker on the envelope; 

• Always personally (and legibly) sign 
your letters. Your foreign customers 
want to know with whom they are 
dealing 

• In case of Etny prolonged absence from 
the office, make sure someone is respon-
sible for acknowledging any mail re-
ceived in your absence. 

Telex, cable, facsimilie 

When using telex, cable or facsimile trans-
mission, note the following: 

Avoid the temptation to save a few pennies 
by using "telegrammatic" language. What you 
save in transmission costs won't equal the cost 

I am a great believer in 
luck and I find the 
harder I work the more 
I have it. 
Stephen Leacock (1869-1944) 

of possible misunderstandings. Keep it simple 
— ies safer and cheaper in the long run. 

As with telephone calls, always confirm 
telex, cable and facsimile messages by mailing 
a copy. It serves as confirmation and a re-
minder to both parties. 

Overseas telephone 

When using the overseas telephone, re-
member that calls may often be answered by 
people unfamiliar with English or French. 

15 



Speak slowly and clearly (but not patroniz-
ingly) using only standard language. You can 
always modify it to match the degree of 
fluency you perceive at the other end. 

Advertising and 
promotional material 

Advertising and promotional material play 
a vital role in the initial interest in a product 
or service overseas. Pay attention to the 
publications and brochures that support and 
accompany your goods. 

language can give rise to misunder-
standings and to customer fears of 
potential sloppiness in your product or 
service. 

• Check any translation done in Canada 
with an expert in the other country. 
Ensure that it reflects the latest lan-
guage usage. 

_Know how to learn 
from your mistakes 

• Examine your current literature to see 
if it can be adapted to suit both your 
domestic and foreign markets. Some 
companies use English, French and 
Spanish, the most-used languages of 
trade, in their literature and catalogues 
t,o avoid the expense of separate publi-
cations. 

• Make liberal use of colour photographs 
and illustrations of the product/service 
and its application to avoid the need for 
lengthy descriptions (and their transla-
tion). 

• Don't scrimp on translation costs. Hire 
first-class translators. Sloppy use of 

• Carefully examine the meaning and 
acceptability of a brand name or logo in 
the language of the country. Make sure 
it does not have negative or inadvert-
ently hiunorous connotations. 

• Make sure the colours you use in your 
material conform to local tastes and 
preferences. 

• Metric is the standard of measurement 
in many countries. Ensure your specifi-
cations are metric or that you provide 
metric equivalents. 

16 
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APPENDIX A 

An Export Pricin.g Sheet 

One of the early steps in cam-
paigning for export markets is 
working out realistic export prices 
— or "costing," as it is sometimes 
called. Too often, goods are priced 
for export merely on the basis of 
domestic price plus freight and 
insurance. Sometimes the result-
ing price is unrealistically high; 
occasionally it is too low. The 
would-be exporter should remem-
ber that foreign buyers usually 
have quotations from many coun-
tries t,o compare and will seek the 
best possible price. Export quota-
tions should generally be kept as 
low as possible commensurate with 
a reasonable  profit—and  certainly 
a profit no higher than on domes-
tic sales. Manufacturers intent on 
making volume foreign sales will 
bear in mind that success will only 
result from consistent quality of-
fered at acceptable prices. A word 
of caution: buyers' loyalty runs 
thin on the international scene. A 
minuscule price difference may 
suddenly displace established 
suppliers. This can work in your 
favour. 

Federal sales tax does not ap-
ply to exports, and if any charge 
for advertising is made in domes-
tic prices, it should be deducted 
from the base price before calcu-
lating export prices. 

The following worksheet may 
serve as a sample guide to assist 
you in aniving at a realistic export 
price for your products. 

More detailed information 
about export financing is avail-
able in the External Affairs and 
International Trade publication 
Export Guide - A Practical Ap-
proach (see Appendix E for con-
tact point). 

EXI'ORT PRICING WORKSHEET (C.I.F.) 

Date: May, 1991 

Ref: 6243 
Name of customer: Mr. Buyer, Importers Inc. 
Address: 162 Overseas Blvd., Foreign Country 
Product: WIDGET 
Special terms or conditions quoted: 
Unit quotes: 1 000 
Gross weight: 64 kg 
Cubic measure: 140 In3  

Item 	 Cost (C$) 

Cost and Freight 

1. Cost of unit before profit 	 10 000 
2. Profit at 10% (for example) 	 1 000 
3. Overseas agent's commission at 7 1/2% 	 825 

(for example) 
4. Export packing 	 75 
5. Labelling cost 	 10 
6. Stencil marking cost 	 0 
7. Strapping cost 	 5 
8. Cartage 	 2 
9. Freight to seaboard cost: $6.00 per 1 000; 

Type of carrier: rail 	 6 
10. Unloading charges 	 2 
11. Terminal charges 	 1 
12. Long-load or heavy loading charges 	 0 
13. Consular documents charges 	 N/A 
14. Other charges (cable, phone) 	 4 
15. Ocean freight cost 	 30 
16. Forwarding agenes fee 	 10 
17. Export credit insurance at 1% (for example) 	 10 
18. Financing charges for credit sales 	 400 

Total of cost and freight 	 12 470 

Insurance 

19. Marine insurance (add 10% to total 
of cost and freight) 	 13 717 
Approximate premium 	 +137  
Amount to be insured 	 13 85¢ 

20. Type of insurance: All risks: Rate: 1%; 
Premium: 138.54 	 139 

Grand total (C.I.F.) 	 12 609 

Convert Canadian $ to export market currency 	104 203 zks 

By J.R. Arnold, Export Consultant, Lasqueti, B.C. VOR 2J0 
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AF'PEND1X B 

A Checklist for an Overseas Sales Visit 
Preplanning is vital to a successful over-

seas sales trip. The following checIdist high-
lights a number of important details you 
should cover to make the most of your first 
exploratory overseas sales trip. 

• If you intend to apply for PEMD assist-
ance, make your application two to 
three months prior to your planned 
departure. 

Give-away gifts 
related to your product 
or service or to Canada 
are always wekome. 

A small dictaphone or recorder is very 
handy for making on-the-spot notes to 
yourself on meeting details, outcomes, 
agreements and undertakings made 
during your meetings. 

• Carry a list of C.I.F. prices for all your 
products for each of the countries you 
plan to visit and of scheduled sailings to 
these countries from major Canadian 
ports. 

• Samples of your products, if feasible, or 
small give-away gifts related to your 
product or service or to Canada are 
always welcomed by contacts. Check 
local customs regulations on these with 
your trade commissioner. 

• Two or three months prior to your 
departure, write to the trade commis-
sioner at the Canadian embassy in 
your target country(ies) and provide 
details of your product or service and 
your plans to market it. Outline your 
objectives and expectations for this first 
exploratory trip. As soon as your travel 
plans are finalized, inform the trade 
commissioner. 

• Use a reliable travel agent to help you 
plan your itinerary and to take advan-
tage of the most efficient and economi-
cal travel routes. When you have 
approved the plan, make confirmed 
travel and hotel reservations and 
reconfirm them just before you arrive. 

• Carry a good supply of business cards 
printed in English or French on one side 
and, if possible, in the language of the 
country to be visited on the other. 
Exchange business cards with each of 
the contacts you visit,. 

• Include a supply of business stationery, 
sales brochures, literature and photo-
graphs of your product for use abroad. 

• Ensure that you have a valid Canadian 
passport and any visas required for 
your trip. Carry a few extra passport 
photos for additional visas you may 
need on the trip. You should also be 
sure that you have an up-to-date record 
of required immunization shots and you 
should carry it with your passport. 

Little things like 
knowing the local dress 
code, meal times, how to 
a-ddress people, and other 
customs will eliminate 
small problems and win 
you the good will of your 
hosts. 

• Obtain an international driver's licence 
if you plan t,o use a car during your trip. 
If you are renting a car, make reserva-
tions well in advance and reconfirm 
them just before you leave. 

19 



• Take advantage of any memberships 
you may have in international service 
clubs. Obtain addresses and telephone 
numbers of club branches in the cities 
you are visiting and, if possible, the 
names of contacts. Service clubs are 
excellent ways of making business 
contacts. 

• Obtain a letter of introduction from 
your bank manager to the manager of a 
bank in each of the cities you plan to 
visit. The letter can be helpful in 
checking references of potential custom-
ers and agents and if you run into 
unexpected financial difficulties. 

• Ensure that the funds you carry are 
more than adequate t,o your expected 
needs and that they are readily 
convertible.Travelling is a costly busi-
ness — plan accordingly. 

• Background reading on the countries 
you plan to visit will smooth the trip by 
providing advance information on the 
hist,ory, economy and social scene. 
Little things like knowing the local 
dress codes, meal times, how to address 
people, and other customs will eliminate 
small problems and win you the good 
will of your hosts. 
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APPENDIX C 

Checidist for Exhibiting Overseas 

After you have made your first exploratory 
overseas sales trip and have observed an 
international trade fair yourself, you may well 
decide that your company should exhibit its 
products and services at such a fair. 

Allow yourself a full 
12 months lead time to 
plan and implement your 
decision to participate as 
an exhibitor at a trade 
fair. 

The trade commissioner in the host coun-
try is your best source for detail, on-site 
information and a professional appraisal of 
the scope, quality and track record of any fairs 
in his or her territory. The planning and 
logistics of exhibiting at a trade fair demand 
careful advance planning. Allow yourself a 
full 12 months lead time to plan and impie-
ment  your decision to participate as an exhibi-
tor at a trade fair. 

The following checklist summarizes the 
sequence of the main activities an exhibitor 
must undertake in the 12 months prior to the 
fair. 

Twelve months  in  advance 

Obtain current literature and information 
on the fair and catalogues and statistics from 
previous years which will provide answers to 
the following questions: 

• How large an area does the fair cover? 
• What is the range of products covered? 
• How many visitors attended last year? 

How many countries did they come from 
and are attendance trends on the 
increase or decrease? 

• How many companies exhibited last 
year, where were they from and is the 
trend up or down? 

• What is the cost of booth space and 
what services are included? 

• What is the cost of services not 
supplied? 

• What is the space reservation deadline? 
• What are the customs and import 

regulations for products being exhib-
ited? Are special licences required? 
Can the goods be easily taken back to 
Canada? 

• Are there other exhibit or business 
opportunities available in conjunction 
with the fair? 

• What is the cost of clearing samples? 
• What is the cost of an interpreter, if one 

is needed? 

Nine months in advance 

• Mail contracts for trade fair and send 
reservation deposits. 

• Inform Canadian trade commissioner of 
your exhibit plans and keep on-going 
information and relevant correspond-
ence flowing. 

• Select your overseas exhibit team and 
make all travel and accommodation 
reservations. 

• Plan your exhibit and booth space and, 
if possible, try to include an "office 
space" in which to conduct business. 

Select your overseas 
exhibit team and make all 
travel and accommodation 
reservations. 

• Decide whether you will design, con-
struct or set up your own exhibit or 
employ consultants. Finalize arrange-
ments for this. (Make sure fair doors, 
elevators, etc. will accommodate your 
exhibit.) 
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• Decide on pre-fair publicity, public 
relations, literature, promotional  mater-
lai,  who will produce and translate it 
and finalize arrangements. Don't forget 
to provide fair management with your 
material for use in their publicity. 

• Select freight forwarder and arrange 
shipment of exhibit. 

• Determine availability of consolidated 
shipment. 

Six months in advance 

• Check booth design and construction 
schedules. 

• Formulate shipping plans to meet fair 
requirements. 

• Select and order samples and 
give-aways. 

• Determine exhibit approach. (Most 
buyers and agents like to see demon-
strations, pick up literature and talk to 
the manufacturer.) 

• Plan your public relations approach. 
(Invitations to customers to attend your 
exhibit? Invitations to a reception? 
Media releases and photographs? 
Advertising?) 

• Plan for adequate staffing of booth. 
(Rule of thumb is two staffers per 9 m2  
of booth space.) 

• Arrange for locally hired staff (recep-
tionists, interpreters, etc.). 

• Order exhibit supplies. 

Four months in advance 

• Finalize shipping arrangements (trans-
portation, customs agents, 
freight-forwarding, etc.). 

• Recheck sales and promotional 
materials 

• Make personnel assignments. 
• Prepare booth manning schedule and 

begin booth staff training program. 
Booth staff must be thoroughly familiar 
with the product, prices, delivery capa-
bility and customs requirements. 

Three months in advance 

• R.echeck supplies and equipment. 
• Arrange to ship and insure exhibit.  

• Make final approvals on local publicity 
and advertising. 

• Order badges for booth personnel. 

Two months in advance 

• Send list of booth personnel to fair 
management. 

• Send invitations to potential customers 
and agents to visit your display, recep-
tion, etc. 

• Recheck travel arrangements. 

One month in advance 

• Check on delivery of exhibit, equipment 
and supplies. 

• Arrange for exhibit repacking and 
return. 

• Check on booth construction. 

Week before the show 

• Check hospitality arrangement. 
• Set up on-site meetings and rehearsals. 
• Check on arrival and clearance of your 

exhibit and supplies. 
• Prepare tool kit for emergency repairs 

to display units and equipment 
• Meet with photographer, arrange for 

desired photos. 
• Prepare lists of all important telephone 

numbers (fair manager, security, deco-
rator, maintenance, freight handlers, 
etc.). 

• Inform your office in Canada of your 
exhibit and hotel telephone numbers. 

Day before show opens 

• Perform final check on booth, furniture 
and equipment. 

• Finalize booth staffing schedules. 
• Survey entire fair. See what competi-

tors are doing and note ideas for your 
next exhibit. 

During the fair 

• Schedule daily breakfast meetings to 
brief staff  on day's activities. 

• Check on the competition every day. 
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• Seek out foreign manufacturers of 
complementary product lines to discuss 
possibility of their distributing your 
products in their home markets. 

After the fair 

• Arrange for repacking and return of 
your exhibit/equipment. 

• Check bills and service charges. 
• Plan to spend a day or two after the fair 

t,o train any agents appointed, follow up 
local contacts, and visit the marketplace 
to note competitive products, prices, 
presentation and local advertising 
practices. 

• Write follow-up letters to all promising 
contacts made at the fair. 

• Hold debriefing meeting with perma-
nent and locally hired staff to discuss 
their observations, recommendations 
and suggestions for improvements for 
future exhibitions. 

• Inform trade commissioner of your 
assessment of your participation and of 
your future plans for that market. 

• Check back with the trade officers in 
the International Trade Centre after 
your return to Canada, and brief per-
sonnel on your participation at the fair. 
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APPENDIX D 

Export Jargon 

C.I.F. (Cost, Insurance, Freight) - The 
exporter pays the cost of the goods, cargo 
insurance and all transportation charges to 
the named point of destination. 

Canadian and foreign port charges - 
Charges for unloading or storing goods and for 
dock space before loading on a ship. 

Certificate of origin - A certification of the 
country where the product was made. In 
Canada, the Canadian Chamber of Commerce 
issues certificates of origin except for the 
purposes of the Free Trade Agreement where 
the manufacturer must complete a specially 
developed form (See Appendix G). 

Commercial invoice - Prepared by the 
exporter or the forwarder. It is needed by the 
buyer to show ownership and arrange for 
payment to the exporter. 

Consular invoice - May be required by 
certain foreign governments to have tighter 
control over their imports. A consular invoice 
requires approval of that country's consulate 
in Canada and frequently involves a fee. 

Countertrade - A generic  tarin  encompass-
ing export transactions where a sale to the 
purchaser is conditional upon a reciprocal 
purchase or undertaking by the exporters. 
Forms of these may include counterpurchase, 
barter, compensation or off-sets. 

Customs documentation - Special docu-
ments required by some countries t,o identify 
the origin and/or value of the shipment 

Customs invoice - Prepared by the exporter 
or forwarder, this is a copy of the seller's 
commercial invoice, describing the goods 
bought. Customs invoices are used for import 
clearances and, occasionally, vary from com-
mercial invoices. 

Dock and warehouse receipt - Domestic 
Bill of Lading needed for contracting with 
trucldng firm or railroad, to ship goods from 
the exporter's loading dock to the port. 

Export declaration - Prepared by exporter 
or freight forwarder for shipments valued in 
excess of a specified amount. 

Export licence - May be required for some 
export shipments, for example, strategic 
goods. 

Export Management Company (EMC) - 
An independent firm which acts as the exclu-
sive sales department for non-competing 
manufacturers. There is usually a formal 
agreement to manage the manufacturer's 
exports. Some act as an agent for the manu-
facturer and in such cases, are paid a commis-
sion on the export sales. Others operate on a 
'buy-sell' basis, that is, EMCs buy from their 
manufacturers at a set price, and resell to 
foreign customers. 

Ex-factory - The price of goods at the export-
er's loading dock, i.e., the buyer owns the 
goods at that point and bears all the risks and 
cost for subsequent delivery. 

Ex-works price - This price normally in-
cludes export credit insurance, financing 
charges and the profit margin. It excludes 
any costs that relate specifically to the home 
sales operation. 

PAS. (Free Along Side) - The price of goods 
to delivery on the docks during loading. The 
buyer becomes responsible for the goods once 
they are on the docks alongside the ship. 

F.O.B. (Free on Board) - The prices of goods 
on board the specified vessel at the specified 
port of shipment. If you have quoted F.O.B. 
prices, you are responsible for the shipment 
until it is loaded on board. This could cause 
problems in the event of a dock strike. 

Financing charges - Bank fees and interest 
charges for handling payments, or for fin  anc-
ing  shipments. 

Freig,ht forwarder charges - Charges for 
the use of internal freight forwarders. 
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Import tariffs - Foreign government taxes 
levied on goods imported into that country. 

Insurance certificate - Prepared by the 
exporter and his forwarder to indicate insur-
ance of the goods against loss or damage. 

Insurance costs - Cargo insurance t,o cover 
the risk of shipping. 

Letters of credit (L/C) - An arrangement 
whereby an importer arranges with his bank 
to transfer the amount of the transaction to a 
Canadian bank for payment to the exporter. 
This amount is available to the exporter 
provided the requirements of the letter of 
credit are met. When the exporter presents 
his invoices and shipping documents to the 
bank, he receives immediate payment. 

Ocean (or Airway) bill of lading - Prepared 
by the carrier or freight forwarder as a con-
tract between the owner of the goods and the 
carrier. It is needed by the buyer in order to 
take possession of the goods. 

Packing lists - Prepared by the exporter to 
show the quantity and type of merchandise 
shipped. 

Trading houses - Companies specializing in 
the exporting, importing and third-country 
trading in goods and services produced by 
others and provide related export services. 
They may act on a merchant or agent basis. 
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APPENDIX E 

Other Helpful Publications 

• Directory of the Canadian Trade 
Commissioner Service — an EAITC 
publication which lists Canadian missions 
abroad with foreign trade, investment and 
tourism promotion responsibilities. 

• Export Guide - A Practical Approach 
— an EAITC publication with valuable 
information for seasoned export,ers. 

• CanaclExport — an EAITC twice 
monthly newsletter that provides advice 
and information for Canadian exporters. 

• Canada: Going Global — an EAITC 
publication which provides information on 
key measures, programs, services, activi-
ties and events organized and available 
under the Going Global strategy. 

• EAITC Trade Development Programs 
and Services — a pocket-sized guide to 
the development programs and services 
offered to the Canadian exporting commu-
nity by EAITC. 

• Guides for Canadian Exporters — a 
variety of country-specific booklets contain-
ing detailed information about the country 
of interest such as an economic overview, 
tips on doing business, customs and foreign 
exchange regulations. 
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PROVINCE 	 POSTAL CODE CITY 

NAME TITLE 

COMPANY 

FAX TELEPHONE 
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APPENDIX F 

Reader Response Card 

InfoExport 
Please send me, FREE OF CHARGE, the following export information booklets pub-

lished by External Affairs and International Trade Canada (EAITC). 

MAY 1991 - (C1) 

Directory of the Canadian Trade Commissioner Service 

The Export Guide: A Practical Approach 

Canada: Going Global 

EA1TC Trade Programs and Services 

List of Country Guides 

I would like t,o subscribe to CanaclExport 

(8XA) LI 
(1TA) D 
(ecti) 

(4TA) D 
(17XB) 

(2X) El 

C
U

T
 H

E
R

E
 

Forward this page to: 

InfoExport 
External Affairs and International Trade Canada 

125 Sussex Drive 
Ottawa, Ontario 

Canada KlA 0G2 

Fax (613) 996-9709 
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APPENDIX G 

Exporter's Certificate of Origin 

NOTE: Please fmd on the follow-ing page 
the Exporter's Certificate of 
Origin, an authentic document 
that can b e reproduced/photocopied 
and filled in by exporters of Cana-
dian products to the United States. 
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This certificate consists of 

Ce certificat contient 

page(s) 
pagels). 

I +1 Revenue Canada 	Revenu Canada 
Customs and Excise Douanes et Accise 

CANADA — U.S. 
FREE TRADE AGREEMENT 

EXPORTER'S CERTIFICATE OF ORIGIN 

1. Goods consigned from (Expo rter's business narne, address, country, tax identification number) 
Marchandises en provenance de (nom ou raison sociale, adresse et pays de l'exportateur et son 
numéro d'identification aux fins de l'impôt) 

ACCORD DE LIBRE-ÉCHANGE ENTRE 
LE CANADA ET LES ÉTATS-UNIS 

CERTIFICAT D'ORIGINE DE L'EXPORTATEUR 

2. If Blanket Certification 1 S'il s'agit d'un certificat général, en indiquer la 

Effective Date 
Date d'entrée en vigueur 	  

Expiration Date 
Date d'expiration 

3. Goods consigned to (consignee's name, address. country) 
Marchandises expédiées à (nom, adresse et pays du destinataire) 

4. Producer's name. address, country, tax identification number (if ditferent from exporter) 
Nom, adresse et pays du producteur et son numéro d'identification aux fins de l'impôt (s'ils 
diffèrent de ceux de l'exportateur) 

5. Origin Criteria for goods covered by this Certificate 

A. Wholly produced or obtained in Canada or the United States; or 

B. The goods have been transformed in the United States or Canada so as to be subject: 

1) to a change in tariff classification ,  as described in the Rules of Annex 301.2; or 

2) to a change in taritf classification as described in the Rules of Annex 301.2 and the value 
of originating materials plus the direct cost of processing in Canada or the United States 
is not less than 50 percent or as required by Section VI Rule 15 of Annex 301.2, 70 per 
cent of the value of exported goOds;  or 

3) to Rule 5, Section XII of Annex 301.2; or 

C. No change in lariff classification because goods and parts are provided for in the same 
tariff subheading or goods were imported in unassembled or dissassembled forrn and were 
classified pursuant to General Rule of Interpretation 2a) of the Harmonized System, and 
the value of originating materials plus the direct cost of assembly in Canada or the United 
States is not less than 50 per cent of the value of exported goods. 

Critères d'origine pour les marchandises visées par le certificat : 

A. Les marchandises ont été entièrement produites ou obtenues au Canada ai aux États-Unis; cu 

B. Les marchandises ont subi, aux États-Unis ou au Canada une transformation qui : 

1) entraîne un changement de leur classement tarifaire, prévues dans les règles de 
l'annexe 301.2; ou 

2) entraîne un changement de leur classement tarifaire conforme aux régies de l'annexe 301.2 
et qui fait en sorte que ta valeur des matières originaires du Canada ou des États-Unis 
ajoutée au coût direct de leur traitement n'est pas inférieure à 50 p. 100 de leur valeur 
à l'exportation ou, comme le prévoit la règle 15 de la section VI de l'annexe 301.2. à 
70 p. 100 de cette valeur; ou 

3) répond aux exigences de la règle 5 de la section XII de l'annexe 301.2; ou 

C. Aucune modification au classement tarifaire n'est requise parce que les marchandises et leurs 
parties sont classées dans la même sous-position tarifaire ou qu'elles ont été importées sous 
forme non montée ou démontée et classées conformément à la règle générale d'interpréta-
tion 2a) du Système harmonisé, et que la valeur des matières originaires ajoutée au coût direct 
de leur montage au Canada ou aux États-Unis n'est pas inférieure à 50 p. 100 de leur valeur 
à l'exportation. 

6. Special Declaration for textile products, subject to tariff rate quota: 

A. Apparel goods cut and sewn in Canada or the United States from fabric produced or obtained 
in a third country. 

B. Non-wool fabric and non-wool made-up textile articles, woven or knitted in Canada from 
yarn produced or obtained in a third country. 

Déclaration spéciale pour les articles textiles assujettis à des contingents tarifaires : 

A. Vêtements taillés et cousus au Canada ou aux États-Unis dans des tissus produits ou obtenus 
dans un pays tiers. 

B. Tissus et articles extiles autres qu'en laine, tissés ou façonnés au Canada à partir de filés 
produits ou obtenus dans un pays tiers.  

7. 	Origin Criterion 
(see  fields  5 or 6) 
Critère d'origine 

(voir les zones 5 et 6) 

Tarif( Classification 
(to six digits) 

Classement tarifaire 
(6 premiers chiffres) 

9. 	Gross weight or 
other quantity 

Poids brut 
ou autre quantité 

8. 	 Description of Goods 
Désignation des marchandises 

10. Invoice Number(s) and Date(s) 
Numéro et date 

de la ou des facture(s) 

11. Certification of Origin 

I ce rt ify that the information and statements herein are correct, that ail the goocts were produced 
in Canada or the United States, that they comply with the origin requirements specified for those 
goods in the Canada - United States Free Trade Agreement, and that further processing or 

assembly in a third country has not occurred subsequent to processing or assembly in Canada 

or the United States. 

I agree to maintain and to present upon request, the documentation to support this certification 

and, if this is a blanket certification, to inform the importer or other appropriate party of any 

change that would affect the validity of this certification. 

Certificat d'origine 

J'atteste que les renseignements et énoncés fournis dans les présentes sont exacts, que toutes 

les marchandises ont été produites au Canada ou aux États-Unis, qu'elles répondent aux ex-
igences relatives à l'origine prévues dans l'Accord de libre-échange Canada - États-Unis, et que 
tout complément de traitement ou de montage dans un pays tiers n'a pas eu Leu après leur traite-

ment ou montage au Canada ou aux États-Unis. 

Je conviens de conserver et de produire sur demande les documents à l'appui du présent cer-
tificat et, dans le cas d'un certificat général, d'informer 'importateur ou toute autre parte intéressée 
de tout changement qui influerait sur la validité du certificat en question. 

Place and Date I  Leu et date 	 Authonzed Sgnature  t  Snrature aulonsée Trtle  I  Tnre 

MINISTÈRE DU REVENU mAnoroa. — DOUANES ET ACCISE DEPARTmENT OF NATION.M. REVENUE — CUSTOMS AND EXCISE 
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INFORMATION FOR THE COMPLETION OF THE 	 INSTRUCTIONS RELATIVES À LA FAÇON DE REMPLIR LE 
EXPORTER'S CERTIFICATE OF ORIGIN 	 CERTIFICAT D'ORIGINE DE L'EXPORTATEUR 

Field 1 
Complete with the full legal name. address, country and tax  identification  number. 

Field 2 
Complete with the effective and expiration dates (maximum 12 month period for shipments to 
Canada, 6 month period for shipments to the United States), d this certificate is to cover multiple 
FIA qualified shipments to the same importer. 

(Note: Il is the exporter's responsibility to notify everyone to whom a blanket certificate is issued 
if, changes occur in materials. costs, or production sites that would materially affect the accuracy 
or validity of the certification during the period. Failure to do so could make the exporter subject 
to sanctions.) 

Field 3 
Complete with the full legal name, address, and country. 

Field 4 
Complete with the full legal name, address, country and tax identification number (if known). This 
Field is to be completed only if the exporter is not the producer of the goods. If more than one 
producer's goods are included in a single or blanket certificate, attach a numbered list of the addi-
tions]  producers. lndicate the appropriate producer's number in parenthesis after the origin criteria 
in Field 7. 

Field 5 
Fields 5 and 6 reflect the various origin criteria by which exported goods may be eligible for FTA 
treatment and are to be identified in Field 7 for each corresponding item listed in Field 8. 

Indicate criterion 5A if the goods are wholly produced or obtained in Canada or the United States, 
as defined in Article 304 of the Agreement. Examples include oranges from Florida and pine fur-
niture constructed in Vermont of lumber and hardware wholly the product of Quebec. 

Criterion 5B1 requires that a change in the tariff  classification take place along with any other 
requirements, other than value-added, as described in the Rules of Annex 301.2. 

The applicable Rule of Annex 301.2 must be indicated in Field 7 along with the origin criterion, 
e.g., 5B1 Ill 2. 

Criterion 582 also requires that a change in tariff classification as described in Annex 301.2, take 
place. Additionally, it requires that the value of Territorial materials and direct cost of processing 
be either 50 or 70 per cent, as specified in the Rules of Annex 301.2, of the value of the exported 
good. The Section and Rule number must also be indicated in Field 7 along with the origin criterion, 
e.g., 5E12 XV II. 

Criterion 5B3 applies in the one instance as described in Section XII, Rule 5 of the Rules of Annex 
301.2. Criterion 583 does not require that a change in tariff classification take place but other 
requirements as described in the Rules of Annex 301.2, other than value-added. be met. The Rule 
of Annex 301.2 must be indicated with the criterion in Field 7, e.g., 5B3 XII 5. 

Criterion 5C appfies only in two specific instances where a change in tariff classification does not 
take place but requires that the value of Territorial materials and direct cost of assembly is not less 
than 50 per cent of the value of exported goods. The provisions of this criterion are in accordance 
with paragraphs 3, 4 and 5 of the interpretation of Annex 301.2 of the Free Trade Agreement 

This criterion only applies when the goods have been classified as unassembled or disassembled 
goods as per the General Rule of Interpretation 2 (a) of the Harmonized System, or the taritf 
subheading provides for both the goods and their parts. The indication of the criterion is required 
in Field 7, e.g., 5C. 

Field 6 
The Special declarations for textile products are identified for use in Field 7. 

Field 7 
Indicate the origin crfterion or special declaration selected for each corresponding item fisted in 
Field 8. If more than one article for export  is covered by this certificate, the origin criterion for each 
is required. If necessary, a continuation sheet may be used to list the articles for export and their 
respective criteria. If more than one producer (Field 4) is identified, indicate next to the criteria the 
producer number assigned. If criteria in 5B are used, the Section and Rule number of Annex 301.2 
of the Free Trade Agreement must be indicated. 

Field 8 

Fully describe the goods including model numbers and serial numbers. If more than one article 
for export is covered by this certificate, a complete description of each article is required. If a change 
in tariff classification criterion is used and there are multiple constituent materials. indicate in paren-
theses, the number of third country constituent materials per unit. When third country constituent 
materials vary in a product, estimates are acceptable. The tariff classification, to six digits, of each 
article for export  is required beside each description. 

Field 9 
Indicate the gross weight or other pertinent quantities of each good fisted in Field 8. If this is a blanket 
certificate, indicate the contracted for weight or other quantity anticipated or contracted for during 
the blanket certification period, if known. 

Field 10 
Indicate the invoice number(s) and date(s) of the invoice for each item being shipped. If this is a 
blanket certificate, this field need not be completed. 

Field 11 
Self-explanatory. The number of pages the certificate comprises must be indicated. Note: Unless 
the place, date, signature and tille of the exporter appear in the space provided, this document 
will be considered invalid. 
(Note: Where the certificate makes reference to "Canada or the United States" thls Is to 
be interpreted as meaning either Canada or the United States or both). 

Zone 1 
Inscrire la raison sociale complète, l'adresse, le pays et le numéro d'identification aux fins de l'impôt. 

Zone 2 
Inscrire les dates d'entrée en vigueur et d'expiration du certificat (période d'au plus 12 mois pour 
les expéditions à destination du Canada, période d'au plus 6 mois pour les expéditions 
à destination des Etats-Unis) si le certificat doit couvrir plusieurs expéditions assujetties à l'ALE 
destinées à un même importateur. 

(Nota : Le cas échéant, l'exportateur est tenu d'informer tous les destinataires de certificats généraux 
de tout changement intervenu au cours de la période de validité du certificat qui pourrait influer 
sur son exactitude ou sa validité (cela comprend les changements aux matières composantes, aux 
coûts ou aux lieux de production), faute de quoi il pourrait s'exposer à des sanctions.) 

Zone 3 
Inscrire la raison sociale complète, l'adresse et le pays. 

Zone 4 
Inscrire la raison sociale complète, l'adresse, le pays et le numéro d'identification aux fins de l'im-
pôt (si connu). Cette zone ne doit être remplie que si l'exportateur n'est pas le producteur des mar-
chandises exportées. S'il s'agit d'un certificat unique ou général comportant des marchandises 
provenant de plus d'un producteur, il faut y annexer une liste des producteurs en attribuant à chacun 
un numéro. Il faudra ensuite inscrire ce ou ces numéros entre parenthèses vis-à-vis de chacun des 
critères d'origine invoqués à la zone 7. 

Zone 5 
Dans les zones 5 et 6, sont énoncés les divers critères en vertu desquels les marchandises ex-
portées peuvent bénéficier du traitement tarifaire prévu dans l'Accord de libre-échange. L'expor-
tateur devra indiquer. dans la zone 7, le ou les critères qu'il applique à chacune des marchandises 
déclarées dans la zone 8. 
Mentionner le critère 5A, si les marchandises ont été entièrement produites ou obtenues au Canada 
ou aux États-Unis, comme on le définit à l'article 304 de l'Accord. Par exemple, les oranges de 
la Floride et les meubles en pin construits au Vermont à partir de bois d'oeuvre et d'articles de 
quincaillerie entièrement produits au Québec répondent à ce critère. 

Selon le critère 5B1, il doit y avoir changement de classement tarifaire. et  il faut que toutes les autres 
conditions énoncées. le cas échéant, dans les règles de l'Annexe 301 2 soient remplies, à l'excep-
tion de celles qui portent sur la valeur ajoutée. 

La règle pertinente de l'Annexe 301.2 doit être indiquée dans la zone 7, de même que le critère 
d'origine; par exemple, 5B1 Ill 2. 

Le critère 582 exige lui aussi qu'il y ait eu un changement de classement tarifaire comme on le 
décrit à l'Annexe 301.2. Il faut cependant en outre que la valeur des matières originaires du Canada 
ou des États-Unis plus le coût direct du traitement représente 50 ou 70 pour cent de la valeur des 
marchandises exportées, selon ce qui figure dans les règles de l'Annexe 301.2. Le numéro de 
la section et le numéro de la règle. de même que le critère invoqué. doivent aussi figurer dans 
la zone 7; par exemple. 582 XV II. 

Le critère 583 s'applique au cas décrit à la règle 5 de la Section XII de l'Annexe 301.2. Selon le 
critère 583, il n'est pas nécessaire qu'un changement ait été apporté au classement tarifaire, mais 
il faut que les autres conditions, le cas échéant. décrites dans les règles de l'Annexe 301.2 soient 
remplies, exception faite de celles qui concernent la valeur ajoutée. Le numéro de la règle de l'An-
nexe 301.2 doit être inscrit, de même que le critère, à la zone 7; par exemple. 583 XII 5. 

Le critère 5C ne s'applique qu'à deux cas précis où il n'est pas nécessaire qu'un changement 
ait été apporté au classement tarifaire, mais où il faut que la valeur des matières originaires du Canada 
ou des Etats-Unis plus le coût direct du traitement des marchandises représentent au moins 50 
p. 100 de la valeur des marchandises exportées. Les dispositions de ce critère découlent des 
paragraphes 3, 4 et 5 des règles d'interprétation de l'Annexe 301.2 de l'Accord de libre-échange. 

Ce critère ne s'applique que lorsque les marchandises ont été classées comme des marchandises 
non montées ou démontées conformément à la règle d'interprétation générale 2a) du Système har-
monisé ou lorsque la sous-position tarifaire est la même pour les marchandises et les éléments qui 
les composent Le critère invoqué doit être inscrit dans la zone 7; par exemple, 5C. 

Zone 6 
Les déclarations spéciales exigées pour les produits textiles doivent être inscrites dans la zone 7. 

Zone 7 
Inscrire ici le critère d'origine ou la déclaration spéciale qui correspond à chacune des marchan-
dises décrites dans la zone 8. Si le certificat porte sur plus d'un article, il faut inscrire le critère invo-
qué pour chacun d'eux. Au besoin, l'exportateur pourra utiliser une feuille de continuation pour 
faire la liste des articles exportés et des critères qui s'y appliquent. Si plus d'un producteur a été 
inscrit dans la zone 4, transcrire vis-à-vis du critère invoqué pour chacune des marchandises, le 
numéro qui a été attribué à son ou ses producteurs. Si l'exportateur invoque un des critères 58, 
il doit inscrire les numéros de la section et de la règle de l'Annexe 301.2 de l'Accord de libre-échange 
dont il se réclame. 

Zone 8 

Donner ici une description complète des marchandises, y compris leurs numéros de modèle et 
de série. Si le certificat porte sur plus d'un article, il faut une description complète de chacun d'eux. 
Si l'on invoque un critère de changement de classement tarifaire et si les marchandises compor-
tent des matières multiples, il faut indiquer entre parenthèses le nombre de matières composantes 
provenant d'un pays tiers que comporte chaque article. On acceptera des estimations dans les 
cas où il y a de nombreuses composantes provenant de pays fiers. Les six premiers chiffres du 
numéro de classement tarifaire de chacun des articles doivent être inscrits vis-à-vis de chaque 
description. 

Zone 9 

Inscrire le poids brut ou la quantité pertinente de chacune des marchandises décrites dans la zone 
8. S'il s'agit d'un certificat général, mentionner le poids ou la quantité prévus aux contrats ou 
prévisibles (si cette donnée est connue) pendant la période de validité du certificat général. 

Zone 10 
Inscrire le numéro et la date de la ou des factures correspondant à chacune des marchai dises 
expédiées. S'il s'agit d'un certificat général, il n'est pas nécessaire de remplir la zone 10. 

Zone 11 

Cette zone se passe d'explications. Le nombre de pages que contient le certificat doit être men-
tionné. Nota: Ce document ne sera réputé valide que s'il porte, à l'endroit désigné à cette fin, la 
signature de l'exportateur, ainsi que la date et le lieu où le document a été signé. 
(Nota : Lorsque l'expression .4e Canada ou les États-Unis. est utilisée dans le certificat, 
elle dolt être interprétée comme signifiant soit le Canada, soit les États-Unis, soit les deux). 
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