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Could you expand production if you found additional markets? Have you -

B . oes your ﬂrm have competltwely pnced hlgh-quallty products or serwces'? )

reached your full mariket potential in Canada? Maybe a U.S. buyer, a Canadian
o 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 wondermg if exportmg shouldn’t be taken more pragmatlcally

. This booklet will help you decide whether.or not your company is ready to
- seriously consider exportmg Written for business people with mformatzon Jroma

. .number of export orgamzatlons So, Yoir Want To Export gives you an overview of |

_ what is mvolued in exportmg It also prouldes you wu‘.h departmenta_l contacts. -

Exportlng good for busmess

°  Many Canadlan compames have found
_ that exportmg can play a key role in their

- growth and prosperity. For successful.
Canadian exporters, foreign -

Maklng the decision

“The fact that you are reading this booklet

demonstrates your interest in exporting. But -

is it right for you at this time? The following -
checkhst will help you decide:

markets keep production lines

profits growing by reducmg
dependence on the home base

" by providing economies of scale
and by exposing the company
to the latest international

Exporters - large,

People always
laugh at the
~ fool things you
.try to do until
trends. . ~ they discover
8 | o you are making -
money out of-

- » 'Does your company havea -
solid domestic sales base? -

* Do you have the capacity to
produce more?

. Do you have the time to '
- develop export markets?.

". Aré_ you looking at exporting

* - Do you have the cash flow

: medlum small A them- to cover longer collection
Exporting is an opt10n o o - periods if necessary?
" available to companies of all -| Bob Edwards, | ¢ Do you have the time to
sizes." What is required is a “Publisher of the study foreign markets to
serious corporate commit-. Calgary Eye Opener learn about such things as

" ment, thorough research,
‘careful planmng and a.

- from 1902 to 19_22 :

tariffs and how cultural-
differences affect your mar-

"determined sales approach ‘
Successful exporters say it takes. the s same
hard work- (perhaps more) as is requlred
for any business endeavour. :

_ . The larger companies, it is true, usually |

have greater 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 hooklet.

K ketmg approach?

This booklet won't hand you ready-made
export markets or strategies. What it will do

- is provide you with solid, no-nonsense

1nformatlon on how to:

¢ " identify your best products and services-
for export;

as a long-term commitment?




. go about ﬁndmg the most prormsmg mar- g ' '|mport|ng goods |nto Canada

kets

A4 ,make use of the many avallable export
- . programs and services; ‘

' '70"; get in touch w1th ‘the most knowledgeable

“and experlenced sources of export mfor— ,
L matlon R ,

So, You Want To Export also grves you
‘some tips on communicating with and -

. within other countries and schedulmg tnps o

S After you read thJS booklet you may also " |
-~ want to check out what is already available
in your community. Your local university or |-
~ community college can recommend stiitable -
. books and other materials. They may also -

- -offer sources on exporting through their

“continuing education departments. Another .

'~ Wway to'find out more ‘about exporting is to
o attend a Workshop or seminar put on by

. .- the'export organizations which exist in. .
"most Canadian:cities. Many of them offer L

B gmdance to first-time exporters

o How to begm a
' So, You Want To Export exarmnes a-

' number of the vital factors to be considered

. prior to any venture into new markets. It
__takes you through each step in your deci-

' sion-making process, from analyzmg your - :

e product or service to deahng with a trade
commissioner. :

Whﬂe thé Department of Forelgn Affairs f

" -and International Trade does not. actively - ,
'~ promote imports into_ Canada, it is respon: -
sible for issuing import licences for some -
| - items in the fields of textlles and clotlnng '
" and agnculture ’

Information on 1tems whlch are sub_]ect to

| import controls can be obtained by contact-
~ ing the Export and Import Control Bureau
- (EPD), Department of Forelgn Affalrs and

International Trade, Lester B. Pearson

_Building, 125 Sussex Drive, Ottawa Ontano .,f _

K1A 0G2, Telephone (613) 996-8090. -
In order fo determme the types of 1tems

1 to import or to obtain lists of foreign manu- B

facturers, contact the embassies and con- .
sulates of forergn countries, represented in

1 Canada. They are responsible for promotmg ‘ :
- their country’s products here, much like .. -

our trade commissioners are mvolved m .

,promohng Canadlan products abroad
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ts been said that if you make a better mousetrap, the world wtll beat a path to
your door. Many Canadian products and services have.been vzewed as “better
mousetraps here at home and well beyond our border. -

.. Canadians hdve gwen the world pablwn ‘the paint roller, msulm, the telephone:
o . instant potato ﬂakes the cardwc pacemaker and, of course, ’h‘wlal Purswt. ’

. Asa business person, you know there. .
. -are two essentials to the sales process —
; somethmg to sell and someone to buy it. -

-' Somethlng to sell

‘Assess your potential as an exporter by B

. realistically-examining your products or
services in a global framework. Begm by
. asking the followmg questions:, -

. ¢ Who already uses your product OF Ser-

- vice? Is it in broad general use or is it
limited to a particular group because of -

. socio-economic¢ factors? Is it part]cularly

. popular wuh a certam age group?

© e What modrﬁcatlons are requu'ed for it to .

appeal to customers i ina forelgn market?

"~ e Is its use inflizenced or affected by climatic‘

7 or geographic factors? Ifso. what are -
 they? =

e Whati is, its shelf hfe? will it be reduced
. by time in transit? ‘

¢ Does your product or service mvolve oper- .

ating costs? If so, what complementary

equipment or services must the customer

buy?

.« Doesit require professional assembly or
- other techmcal skills? :

- 3 * Is the packaging particularly expen- .

. sive? Can it b_e modified to recognize
the specific demands of the foreign:
customer? Does the product require

- special documentation? These costs
~must be added to the unit cost to -
determme whether or not you can .
" export ata compet1t1ve prlce

+ What are’ the techmcal or regulatory
: requxrements? They may differ from -
country to counuy :

._ e What aﬁer—sales service is needed? Is it \,

" locally available or is it up to you to pro--
vide it? If you need to pr0v1de lt, do you
have the resources? : :

.. How easﬂy can. the product be sthped? .

Would shipping costs make competltlve
prlcmg a problem? . .

1 e will you be able to serve . both your

"domestic customers and your new forelgn K
chents? . :

o If domestic demand increases, will you

‘still be able to handle the requirements of
your export customers? .

It may take time to find the mformahon ,

‘ you need to answer some of these questions.
Local sources can help, including publicer - =

post-secondary school libraries, export

- organizations, government departments and -
- other exporters. With their assistance, you

. will have a clearer picture of your company's -
- export potential. '




| ;Somewhere to sell it

- ' Once you've chosen what to export
S you ‘Il want to think about and 1dent1fy
’v-possrble export markets o

R L9 certamly won't take you Iong 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 hngulstlc '

o and cultural similarities to Canada, or

" because you have already travelled there, " '-

.- as well as those with a proven record for
_,_buymg Canadlan products :

When you begm exportmg it's. best not "

. to spread yourself too 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 Ieast natural barrlers and
‘access costs ~ '

Once you 've done your research Wlth

“-local sources, you will be prepared to deter-A o

mine which market is your top prospect,

1B which is the next best, and so on, and to - )
' make a list-in descendmg order of pnonty
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xportmg, ltke any serious new busmess endeavour mvolves careful and

thorough market research. The information gathered is assembled in a market .
b profile that contains all the facts and data needed to prepare a company for ;
. export opportunltles 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 COTldlthTLS in their country may mﬂuence theu-

o buymg deczswns

- Gathering the masses of detalled mformatlon requlred for a comprehenswe market
profile is an important job. However, some of the export.organizations in your comumu-
ntty can help you supplementand update your preltmmary ﬁndmgs

Research on your top countnes should

v»include the followmg

s statistics on trade w1th Canada and

: other countries;

¢ business pra_c.tx_ces and <
~ customs; .

* transportatxon and commu-

nication networks — therr L

- quality and rehabrhty v
. economic situdtion;

"+ .« political environment;

"o credit standing.

Thxs information should be =

- assembled under six key
" “headings of your market pro-

' ll file: General background;

Market accessibility (i.e. can -
your product or service rea-

" sonably expect to sell there?);
Sales potential; Regulations; -

' Terms of payment and curren-
cies; and Dlstnbutxon

- General background

. This section of_ your ‘market.
proﬁle includes:

-‘ the size of the country and the potentxal

market

- Japan: A Guide‘ for -
Canadian Exporters

~ is one of the many

. booklets that provide

- information to help

" .you do business in a
- specific country. They're

available from the

Department of Foreign

_ Affairs and
International Trade’ s
“ information centre,
InfoCentre

o INFOCENTRE
* Fax:(613) 996-9709

. Telephone: 1-800-267-8376

. or
Ottawa/Hull
(613) 944 4000

‘ Famek (613) 944 4500

|
-
|

!

e its chmate and terram '
o its dlstance from Canada; A' .

" o the size and dxstnbutxon of its
L populatxon

» statistics on average income;

e the country’s plans for devel-

‘opment and the likelihood of
‘those plans enhancmg 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 access'ivbili-tyl .

| 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: :

. o 'whether or not there are .
any restrictions on imports

_ through taxes, import
- duties or quotas. What are

the country's policies and
-attitudes toward imports

' - from Canada?




D long—term potential sales will be

o value and COuntry of orlgm

-, . the actual access for and acceptance of E

© - foreign products speclﬁcally for your

_-products-or services. Is it in the process:

' - of improving or detenoratmg‘?

- o - existing- currency controls. Is the cur— '

' ’rency convertible? Are there bilateral "
. trade agreements favounng the.goods
= and serv1ces of other countries? '

",‘Regulatlons

- Each COuntry has its own more or Iess -
ngorous regulahons concerning such areas

.| -~ as measurement systems, health, safety and -
1. technical standards, and packaging, mark- =

- “ing and labelling requirements. It is ‘strongly

. 'recommended that potential exporters obtain
.as much mformabon as possible on these -

_requiremerits before proceeding

o Sales potent|a|

" The level of demand and

' profoundly influenced by:

~ * ‘the’ competltlon your. com-. L
- pany faces from present and
future domestlc supply,

" the price differential between
* your goods and those of the
: compehtlon

el emerging trends by volume

with a comprehenslve market

analysls

.Terms of payment
and currencies.

the country’s customary terms-
of payment as well as the
-currencies it uses. '

‘Oné cannot repeat too oﬁen the

! to be conducted on a confirmed,

" “'s the general market's acceptance of, or e
“ - resistance to, new products or services; .
_ -the need to win customer acceptance’

" by adapting your Canadian, product to .

" accommodate local preferences and -
-regulatlons in size, quality, colour,
- ’packagmg or sales methods ’

Exporters should use the Internatlonal Q

- Chamber of Commerce [INCO) trade terms =~
when preparing quotations. Full mforma- R
‘tion is avallable from the ’

T Canadxan Councll for ,

| International Business '
1. 500 Connor Street, Suite 1011

| Ottawa, On_tarlo K1P 6L2
Telephone: (613) 230-5462 S

| Fax: (613) 230-7087 -

Your market:profile will mclude R

need for sales to new customers o

: irrevocable, letter of-credit basis . -
regardless of the temptahon to accept other - ,
' payment promises in the initial euphoriaofa
. ‘new commercial relauonshlp Further details. -
| - are avaJlable from any maJor Canadlan -



' Dlstrlbutlon

.. How are unporters in the target country
organized and how do they prefer to operate?
*.- What are their customary mark—up or com-

" ' mission rates?

) You w111 need to learn a lot about thelr
, preferred way of doing business because
- being able-to adapt to local business prac-

", tices can easily work to your benefit over a-

) not-so-knowledgeable competitor.

The local markét structures and buymg' .

systems ‘will help suggest how" you should

- go about distributing your product: Willa . -

single agent be sufficient or should you
have a number of sales representatives?
Appomtmg the nght agent or agents is-
~ important. Ask questions such'as: Do
~ they seem’ highly motivated to bring you
- new customers? Are they familiar with
~ your mdustry? What representation’
(countrles? orgamzations?) do they

) already carry? Get 1t nght 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, enter-
ing into a one-year trial agency agreement

during which agents must achieve certain .

objectives, fallmg which they may be."

. replaced-

- Should you carry local mventory‘? What-
should be the size-and frequency of ship-
ments? You will want information on the

adequacy and cost of international trans- = -

~ portation and of inland transportation from

" the port of entry as well as the likelihood of
.negotiating commodity rates for recurring

" shxpments Freight forwarders can help if

- you don’t have the knowledge. (A directory

- . of freight forwarders may be obtained from

Industry Cana_da at (6_13) 954- -5031 J)
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candidates. You've identified the foreign markets that are top prospects. You've .- -
worked. on your market proﬁle In other words you ue done your homework. Now -

= _’ it’s. tune to do your ﬁeldwork

1 'Trade falrs

Perhaps there s no. better place for a.

" -novice exporter to start than at an inter- -
.. national trade fair. in your product seetor
~ 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 competltor s sales

_ and promotion methods."

An mternatwnal trade fa1r is an 1dea1

".meetmg place for the world’s buyers and .
- sellers and for the agents and- distributors
- who bring the two together. Its.a very :
~ efficient 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 Wlth a list of contacts you

.- probably. couldn t assemble in several
Mrndmdual prospectlng trips. - '

- Assistance in selectlng plannmg for and

fundmg your attendance at the interna- -

- tional trade fair best suited to your needs .A o
' is available from a number of fedéral and-
R prov1nc1al trade development agenc1es '

100

You ve studled your products or servzces and determmed whlch are the best export , i

A fore|gn visit

" Your fieldwork also involves a visit to the o
| candidate country to.confirm, ﬁrst-hand
. the accuracy of your market profile. Your

visit helps you to revise or update this

A unportant document o
.| .- Being there, you can also ﬁnd answers ',“ o
e to these questions: - - '
e Is there a real. (as opposed to percelved) _‘" ;
. need or desue for your product or -
‘;"serv1ce‘? R . -
‘e Are there ﬁnanc1ally stable nnporters -
.. who'are eager and able to: accept your

_busmess‘?

"_- Is the economic, soc1al cultural and

~ political env1ronment what you thought S
it was‘? o -

"o Is there competltlon you hadnt foreseen o

-, and can you meet. 1t‘?

e 'Must you adjust your product/serv1ce or -

marketing strategy to win needed cus-
" tomer.support? If so, will the cost of -
*  these changes still prov1de an acceptab]e
- -,return on your mvestment’? el

) . Are there any problems to be overcome '

or opportumtles to be selzed‘7
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o For ﬁ.rst—ttme exporters makmg that corporate deCLSlOn to export

can be a blg one.

5 The cloSer yoiJ corrle to making that
" decision, the more nervous you become. - "
- . That's normal. After all, you're leaving the - -

~ comfortable, familiar environmeént of your
" domestic market to tackle an unfamiliar -

. foreign market. You will.do battle against
entrenched competltors for customers who

.- don't know your company or your products or-
- services. It certainly can be a lonely feehng

In reality, you're not alone. Canadlans

- are among the world’s leading international | -

- traders. Literally thousands of Canadian
~ companies have broadened their horizons
and successfully incorporated -profitable

international sales into their domestic oper- -
- ations. Each of these companies has devel-

oped strategies and techniques. for selling -
“abroad, énd most of them are willing to
share their experiences with first-time
~ exporters in ‘areas where they are not in
- direct cornpetmon

You can also link up to a network of
~-Canadian industry and trade and profes-
- sional associations. In addition, you can.

count on assistance from federal and.provin- -

- cial government export trade development

- programs. ‘

-1f you feel your time and ﬁnanc1al

. resources for éxporting are limited, you may
~ also wanit to make use of Canadian trading
houses. They can undertake exporting on
your behalf if the profit margin is wide

" enough to accormnodate thlS addxtlonal cost

- . of sales.

. ‘Advice’ and ass1stance are readily avarl-

) able toyou at every step of the way as you

" identify your exportable products and ser-
vices, scout your export markets, design

- your marketing game plans, organize.your

" banking and financing, and begm your ,
Sales campalgn BRI

Your export team

Once you begin cohsulting 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 assis- -

- .tance 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 smgle, spec1ﬁc area
| of export expertrse

(1) InfoCentre. - , |
For all beginners, the InfoCentre is the

- best starting point. In fact, many veteran

exporters in search of specific information
or guidance regularly call the InfoCentre, -
the information centre of the Department
of Foreign Affairs and International Trade
(DFAIT). The InfoCentre acts as your
instant guide to all of the export programs
and services provided by the federal '

~ government.

. The InfoCentre prov1des 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'DFAIT or by

referring you to other sources of help-—
such as-Industry Canada, other federal

~agencies, provincial governments or private-

sector trade associations. Through the
InfoCentre you can join the Department's
trade information network, WIN Exports,
and find out about the best potential mar-
kets for your products or services.

11



A broad selectlon of export-trade htera—

= ture is avaﬂable through the InfoCentre. = -

such as country guides, sectoral studies,

- specific market analy515 and a'subscription
..to CanadExport, the Departments twice:
. " monthly export news magazine, avaﬂable
. .free of charge to export orlented people _—
: across Canada ' S

'INFOCENTRE .
- Fax: (613) 996-9709"

. Telephone: 1-800-267-8376 or ~ -
. (613) 944:4000 (Ottawa/Hull) -
L 'Famek (613) 944—4500

'(2) Internatlonal Trade Centres

Intematronal Trade Centres (ITCs) are

o the delivery point in Canada’s- regions for ._
- the trade development programs and ser— -
© vices of DFAIT. : S

Internahonal ’l‘rade Centres are located

- within the regional offices of Industry R
" - Canada, and are distinct units managed by a- .
* senior trade commissioner from DFAIT. ITC - .

.- offices have been established in Vancouver,

S ‘Edmonton, Calgary (subofﬁce) Saskatoon
.. Winnipeg, Toronto, Montréal, Moncton, -
_Charlottetown, Halifax and St. John's. ITCs’ -
~ offer a full range of tradé dévelopment ser-

vmes to Canadlan compames mcludmg

Export Counselllng

..~ Trade commissioners prov1de professmnal ol
* counselling to assist firms in the develop- -
‘" ment of their international marketing plans
. Trade commissioners can assist new
exporters in developing an export entry strat- .
~ egy‘and work with experienced exporters to Bk
refine their approach to specific markets. ‘
- _They can also advise on the trade. fa1rs and
‘missions sponsored by DFAIT 3

| ”'."Programs .

ITCs are. respon51ble for the dehvery of

1z

1. ',prov1de mput to the Access North Amenca
" (ANA) program and the Technology Inflow. -

Program (TIP); and recruit local firms for -

- participation in DFAl'I‘s worldWlde falrs and -
' | missions program

N Semmars and Workshops

f' ITCs arrange and sponsor a variety of
seminars and workshops on the fundamen— o

" tals of exporting, federal trade programs and. - - .

*export market opportunities. They also spon-.

~| *_sor special interest programs dealing w1th
. “such topics as the North American Free' -

Trade Agreement [NAFTA) and ‘Pacific 2000

' In addition, with sufficient notice, [TCscan .
| -make available’ speakers to parhmpate in -
o4 locally orgamzed export events ’ o

WIN Exports Trade lnformatlon

B Network

_Firms can reglster in the WIN Exports o

‘data bank, a sourcing tool used by o
Canadian trade offices worldwide. This data o

- bank is updated regularly and keeps trade
-'commlssmners abroad aware of Canadian -

.| - companies’ capabilities and interests, thus -
~increasing their ¢hances of gammg access. -

to valuable trade leads

j‘.AOther Serwces

-ITCs also prov1de access to the services.

- offered by the-Export Development .E
" Corporation (EDC) (export financing and- - - -

. "insurance), the Canadian International
 Development Agency (development-assxstance' '

contracts in developing countries) and other

“government departments and agencies such
" .as the Canadian Commercial Corporation

‘ (government to—government contracts
,mcludrng u. S defence procurement)r RS

: Informa.tlo'n a_nd-Puincatio'ns '

On behalf of the Department of F orelgn

' ﬁ'the Program {for Export Market Development A Affalrs and Internatlonal Trace. ITCS s

~ (PEMD) and the New Exporters t6 Border
. States (NEBS), New Exporters Overseas = -
B} '(NEXOS) and New Exporters to Mexrco '
" (NEWMEX) programs In addltlon they

|- .vide a wide selection of trade pubhcatlons
These include country market profiles,
_global market opportunity reviews, “how to”

guides, trade statistics and mformatlon on f 4

ol mternatlonal trade. falrs



B Internatlonal Trade Centres

. Newfoundland ,
.- International Trade Centre
“P.O. Box' 8950 ’

- . Atlantic Place
. Suite 504

' "915 Water Street

| ~ St. John's; Newfoundland ,"'

"AIB 3R9"

(709) 772 5511
. Fax ,(709_) 772- 2373 -

o Pnnce Edward Island

" International Trade Centre
P.O. Box 1115 -
Confederation Court Mall

" . Suite 400 . -

134 Kent Street -

. Charlottetown

. 'Prince Edward Island
. ClA 7M8"

(902) 566 7400

S Fax (902) 566-7450',

.. Nova Scotia
Intematronal ‘Trade Centre
P.O. Box 940, Station M
.- 1801 Hollis Street = -
. Hahfax ‘Nova Scotra
_BSJ 2V9 _
I: . (902) 426-7540 "

Fax: ' (902) 426-2624

New Brunsiick
International Trade Centre

" 1045 Main Street,-Unit 103

= .Moncton, New Brunsmck
', :EIC 1H1 - '

, (506) 851 6452
Fax (506) 851-6429 -

A Quebec
‘| International Trade Centre_

P.O. Box 247 -
7th.Floor -

|5, Place Ville-Marie ~ -
-Montréal, Quebec
- H3B 2G2- S

- (5 14) 496 4636

, _Fax, (514) 283-8794 -

' Ontano ,
Intemauonal Trade Centre
Dominion Public Bmldmg '

. 4th Floor '

One Front Street West

Toronto, Ontano

M5J 1A4 .

Tel: (416) 973-5053
Fax: (416).973:8161 .

Manitoba :
International Trade Centre

P.O. Box 981
8th Floor -
330 Portage Avenue

| Winnipeg, Manitoba
-R3C 2v2.

1 Tel: (204) 983-6531 -
Fax: (204) 983- 2187

Saskatchewan
International Trade Centre
“The S.H. Cohen Building
"Room- 401 . -

119 - 4th Avenue South

Saskatoon Saskatchewan

S7K5X2.

: Tel: (306) . 975 5315

Fax: (306) 975- 5334 =

Alberta _
Edmonton Office -

International Trade Centre i
‘1 Canada Place
"Room 540

9700 Jasper. Avenue

.| Edmonton; A]berta o

T5J 4C3 - :
(403) 495-2944

»-Fax (403) 495 4507 o

Calgary Office

.| International Trade Centre -

Suite 1100 ~ :
510 - 5th Street SW. -
Calgary, Alberta

| T2P3S2 - :
+ Tel: (403) 292-6660
»Fax (403) 292-4578

Bntlsh Columbla ,
: Intematronal Trade Centre ‘
"300 West Georgla Street

Suite 2000:

" Vancouver, British Columbla
| V6B 6E1 |

1 Tel: (604) 666-0434 -
“Fax: (604) 666:8330 -
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anadlan trade commzssroners lwe and work in Oslo and Buenos AU’€S in
' Beijing and Buﬁalo in_fact in over 100 cities: throughout the world. As part of
N N extensive network of trade experts, their primary responsibilityy is.to assist.
o exporters to get started or to expand sales in foreign markets. The Canadian trade =
S commissioners are Department of Foreign Affairs and Intematlonal Trade employees
a workzng on your behalf in countries ‘around the world. - :

It's a good ldea to inform the trade comnusswner m each of your forelgn markets of

Before you contact a trade commis-
"sioner, here are some pomters on preparing
yourself You should provide your trade .. |

comrmssmner, in advance, Wlth

a. summary of your company s act1v1t1es
g your prev10us export expenence :

- precise descnptlons of your product or '
- service; : ‘

~the main selhng feature of your product o

or ‘service;

- the type of dlstnbutor or. representatwe
: you want : o

’ your tentatwe travel schedule

; requests for 1ntroductlons to or.

-,_-appomtments Wlth potentlal agents

14

o and/ or buyers;.
e’ 5to 10 coples of your sales brochure

. "Your trade comrmssmner can help you .
‘ deterrmne : :

whether your product or semce canbe -

lmported into the market

 the normal dlstnbutlon channels for
. your product or. serv1ce '

o whether there is local or xmported
- -competltlon, : :

. " your export activities. Keepmg him or her-up to date pays blg dwldends ln reducmg
i costs avordmg pttfalls and selzmg opportunltles IR ) : -

'the" buying praétice's in the market; o
‘the kind and quahty of market support ' |
: . services available such as bankmg” e

shlppmg and storage

unport pohc1es ‘and restnctlons

“how to quote in the market

soc1al cultural busmess market and
pohtlcal COI’ldlthI’lS affectlng sales.’

‘ ‘When your marketmg plans are’

. "completed and the trade comrmssmner

" has been informed of your intentions, he
~“orshe can help you market yQur product
by

canvassmg and recommendmg local
representatwes on the basis of their
interest in your product or service. You' -

- are well advised to seek the trade -
-. commissiener’s adv1ce before’ appointing - ..
- ‘agents. Local laws differ from Canadian - * ~
. practice and firing a non-performing - -

. agent ih some countries can be. very

"dlfﬁcult Itis usua]ly costly and some- '

times even 1rnp0531ble

_',recomrnendmg translatlon. legal
advertising and other support serv1ces '

arranging meetmgs for future busmess N

trips;



. prov1d1ng on: the spot mformatlon on
duties, taxes and foreign exchange mat-
ters, and helping you solve: problems
and find solutlons in these areas;

. helpmg you determme why an account is .
overdue and, if necessary,. advising you
on proper procedures for settlement;

e maintaining contact with your agent and
prov1d1ng him or her W1th support and
encouragement :

Your trade commlssmner )

The trade commissioner can be your eyes and ears on—srte, and can be of valuable -
assr.stance in dtstant unfamtltar markets Your trade commtsswner

Can promote your ﬁrm to local customers

Ca.n recommend appropnate techmcal

experts to help you negot1ate a. deal _ _' Lo

Can help you ﬁnd good translators ’
and mterpreters :

Ca.n help you select eﬁ’ectlve agents

Ca.n mamtam a liaJson wnh your agents -

and encourage them

adv1se on the settlement of overdue .
accounts :

adv1se you on sittxations and |
circumstarices affecting travel to
and within a country . .

Cann'ot close the sa]e »for you N

L Cannot be’ present at all your negotlatlons B
- when you are closmg a deal : '

Cannot serve as your translator or
mterpreter :

: Cannot act as your agent

: Cannot train or superv1se yOur agents

- Cannot act as your cle_bt collector .

" Cannot act as your travel agent. -

15



. L faster. When, you must use .
- English or French, make it -

.. .tangible record of what was »
- communicated between the .

- sender and the recipient. Use -
- letters whenever time perrmts

IE@?R%

' V-.' sa successﬁll busmess person, you ‘ve had e;qnenence in sellmg and marketmg

" Communlcatmg overseas |

, Language, not numbers is the medlum Sy

- of communication whether it's by tele-.

|-~ phone, telex; cable, facsimile or mail. . .- .*

- ‘Whenever poss1b1e use the Ianguage of the -
e reclplent. It's courteous and gets- you into -

- your customer’s office much - o

-your product or service in Cariada. This section addresses-some of the subtle and
: not-so-subtle d jferences between selllng on your home twf and sellmg abroad e
_ The tlps lncluded here have Been leamed the hard way, through trial and error, by ~
- seasoned business. people in their initial export marketing. ventwes The list i is by no-
© ' means.a comprehenswe one. However this Section can provlde you with a partlal e
- .checklist of thmgs you mlght overlook in the rush to respond to an attractwe export .

’ opportumty

~-e Unless the message can afford a leisureiy o

©Ocean cruise, always ensure your corre-

spondence abroad displays an “A1r Mall" -

_sticker on the envelope

- 'Always ‘personally (and leglbly) s1gn your L
. letters. Your foreign customers want to . -
o know with whom they are.dealing.

-~ from- 1902 to 1922

o'In case of any prolonged
‘absence from . the office, -

" clear, simple: and sh'alghtfor— N The path tO male sure someone is

. ward. ‘Avoid North American. | -successis = | responsibie for acknowl L
~. . idioms, colloquialisms and- - ' paved wlth gOOd |, edging. any mail recelved in .

| - slang; otherwise, you run-the * |- . -your absence .
| .~ risk of confusing your partner. - lntentlons that ' )
_ The letter, the oldest formof | Were camed OUt '-Telex cable facsmlle

A long-distance communication, |” Bob E dwar ds, e S

- may be slow, but it's sure: It Publisher of the - ‘When using telex, cable-or fac-’ ,

" serves as.a permanent and - : c Eue O : simile transmission, avoid the 3

- Calgary Eye Op ENET - - | temptation to save a few pen- . -

" nies by using telegrammahc
language. What you save in -

and-to confirm agreements and decisions '

“. reached over the’ telephone ‘The usual rules o
.| . . for.domestic business correspondence apply -
e mternatlonally, but here are a few tips. .- -

- -+ Make sure your letterhead clearly con-

-Veys your company name, address and

- postal code, your telephone and facsmlle

7 numbers and the word “Canada

e If your letterhead lists branch ofﬁce E
- addresses, be sure you clearly indicate -

© . the address to Wthh the reply should be e
T dlrected ' o

As with’ telephone calls, always conﬁrm .

. telex, cable and facsimile messages by . .
: ,malhng a’copy. It serves.as conﬁrmatlon
' _'E‘_.and a rermnder to. both partles

| Overseas telephone a

When using the overseas telephone

_ remember that calls may often be answered -

- by people unfamiliar with English-or-
French Speak sIowly and clearly (but not -

~ 77 -transmission costs won't equal .
_ Athe cost of possible misunderstandings.
. Keep it simple — it's safer and cheaper i in L
r.._thelongrun - -
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'5'-..'_1*Advert|smg and
- promotional materlal

Advertlsmg and promohonal

* . material play a vital role in the
“ initial intefest in a'productor |

" service overseas. Pay attenhon N
to the-publications and ‘
'brochures that support and”

accompany your goods.

"’ e Examine your current litera- -

ture to'see if it canbe .
‘adapted to suit both your-
_ domestic and foreign mar-

. kets. Some companies -use Enghsh : _

’ ,French and Spanish, the most-used lan- ’

" _guages of trade, in their literature and- . ,
- -catalogues to avoid the expense of sepa-

+  rate pubhcahons -

"'» "Make liberal use of colour photographs

. and 111uslrat10ns of the product/service .

_ .and its application to avoid the need for
* lengthy textual descrlptnons (and thelr
T translabon) .

- patronizingly) using only standard lan- % "« Don't-scrimp on translation costs. Hire

" guage. You can always modify it to match - -~ |
. the degree of ﬂuency you percexve at the
-~ other end ‘ S

i~ first-class translators. Sloppy use of lan- .- |
| . guage can give rise to misunderstand- -
j ~ings and to customer fears of potentJal
|

sloppmess in your product or service.

- Iama grédt :
- believer in luck
. and I find the

harder I work
- the more
I have of lt.

Stephen Leacock ‘
(1869-1944)

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

. Check any translatjon done -

in Canada with an expert in
- the other country. Ensure

that it reflects.the latest lan- ‘

guage usage. -

s .Carefully examine the mea_n:
- ing and acceptability of a-.

~ brand name or logo in the
language of the country
. Make sure it does not have

negative or madvertently
’ humorous connotatJons

L. Metnc is the standard of measurement o
- in many countries. Ensure- ‘your speclﬁ- .
- cations are metric or that you: prov1de
- metnc equlvalents '

o o e o

-+ Enow how to'learn from your mistakes. - -

)
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Schedulmg your tlme

One of the most cntlcal factors contnbutmg to the success of your ﬁrst overseas tnp =
T “is how effectwely you orgamze your tlme. Here are some. tlme-plannmg DOs and ’
o DON’Ts to keep in mind. . DT - R

. DO.S’ Peh il
'-_gi’Do leave yourself tlme at the start
- to get over your jet lag. Use- that tlme to
~ check in with the trade commissionerand -

to wander about; looking, listening and

. generally gettmg a feel for the country

: ,}Do plan to spend at least three days (or a. n
" week ifit is a major market)'in each
- - place you visit. You'll learn as:much about -
" 'the country, its'people and the market by
osmosis as you would in'a frantlc round of e
o back to—back meetmgs ' : o

SR ;Do get the ‘most out of your tnp by ensunng .

- it does not coincide with. traditional holiday
~ periads. For: example not much work would - .
S j-be accomphshed in RlO dunng carmval L

.Do wnte to the trade comrmssroner(s) you .
- met on your visit.- Let them know how
- your meet_mgs went, who your agent -
" “is (if you appointed one) and what your. -
- future plans are. If you need any - - .
additional assistance or mformat10n, SHES
" now’s the time to ask for it. Keeping the "
S trade ‘commissioners fully in the - -
 picture lets them know you are serious -+
- and they can be on the look-out for -
- other sales leads and opportumtles

L for you ‘

- "DON’Ts T

4"'.Don't start out on a forelgn marketing

*trip without pre- planmng and careful

; _,,,orgamzmg Don't arrive without wammg ‘
- and avord Whlrlwmd tnps - S

.‘ Don’t "try to cram too much business or .
too many. countries into your first trip.

Three. countnes in two weeks are

- ‘probably all you can effectively absorb in
a smgle tnp, partxcularly the ﬁrst one. '

i Don’t beheve everythmg you've, heard o
- about relaxed attitudes to time in certain’ -

countries. Check the local custom with. -

: the CanadJan trade commlssmner

' Don’t show up at the ofﬁce for busmess :
- ‘as usual at 9 a.m. on your first day - »
.. back. Take it easy Get over your jet lag =
- and spend the time at home sorting out - -
* business cards and organizing lists -

of _peoplé to-whom you should send

*+ follow-up letters. Jot a few words on the " -
- back of each business card descnbmg :

the follow-up action- requu'ed Drafta -

: _general follow-up letter before clearmg :
- -the backlog of items- that prled up dunng N
T your absence .

B wwsnwm‘v‘mr.‘.ww«! i
l

Amve early at alrports
Allow two hours for securzty.
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An EXpOI’t Prlcmg ShEEt — How to work out export pnces' '

One of the early steps in cam-

paigning for export markets is work- * -

ing out realistic export prices — or R

. “costing,” as it is sometimes called.
Too often, goods are priced for export g
‘merely on the basis of domestic price

- plus freight and insurance. Some- ..
. times the r&ultmg price is unrealis-
- teally high; occasionally it is too low.

- The would-be exporter should

remember that foreign buyers .

- usually: have quotations from many
. 7" countries to compare and will seek
" ‘the best possible price. Export
‘quotations should generally be kept

as low-as possible, commensurate.
with a reasonable profit —and -
certainly a profit no-higher than on

domestic sales. Manufacturers intent .
- - on'making volume foreign sales will -
- bear in mind that success will only
- . result from consistent quality offered -

at acceptable prices. A word of

‘caution: buyers’ loyalty runs thin ‘on

the mternahonal scene. A miniscule

-price difference may suddenly
" displace established suppliers. Th1s .
. .can work-in your favour. '

"Federal sales tax does not apply to
exports and if any charge for adver-

tising is made in domestic prices, it -

should be.deducted from the base =

- price before calculating export prices.

. The following worksheet may

serve as a‘sample guide to assist you
- in arriving at a realistic export price-
-.,for your products.’ o

More detailed mformahon about :

' ’ export ﬁnancmg is available from the
Department of Foreign Affairs and -

International Trade (see Appendix E). .

00 N AW

Date March 1983 * - Ref: 6243

Name of customer Mr. Buyer, Importers Inc
Address: 162 Overseas Blvd., Forelgn Country
Product: WIDGET ' .
‘Special terms or conditions quoted~

Item '

Cost and Frelght
Cost of unit before. prof t .
‘Profit at 10% (for example)

.Export packing
Labelling cost
Stencil marking cost

. Strapping cost ‘

. Cartage.

Freight to seaboard cost: $6 00 per 1.000;
Type of carrier: rail .

- 10.-Unloading charges .
" 11, Terminal charges *
12, Long- -load or heavy loading charges
13. Consular documents charges- -
©-14..Other charges (cable, phone}
15. Ocean freight cost '
' 16. Forwarding agent's fee
17. Export credit insurance at 1% (for examp!e)
_18. Finanting charges for credit sales

' Total of cost and freight .~ ',

Insurance
"19. Marine i insurance (add 10% to total of cost and ﬁe/ght)
" Approximate premium
" ‘Amount to be insured

20. Type ofi rnsurance All rigks: -
Rate: 1%; - . :
Premrurn 13854

A ~ Grand total (CLF)

: Convert Canadian 5 1o export market c'urr'ency'

" Overseas agent’s commrssron at 712% (for examp/e} ‘ '

EXPORT PRlClNG wom(sueer (c L r:)z '

. Umt quotes 1000 Gross werght.64kg Cubrcmeasure 140m3 L
COSt(CS).';»_ |

10000

1000

75
A

o = N oy

NA -

4

30

10

100 -

400

- 124707

13717
S137

-3

139

12609
1042037k

‘By J. R. Amold. Export Consultant. Lasquetr. B.C. VOR 2JO
o 2 Cost, Insurance, Frerght

825

N w» o o
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. reconfirm them Just before

A Checkllst for an Overseas Sales VISlt

Pre planrung is v1tal to a successful

s .- overseas sales trip. The followmg checklist. .
~ highlights a number of important details* -
" you should cover to make-the most of

- your first, exploratory overseas. sales tr1p

' ',0 If you intend to apply for PEMD
. assistance, make. your apphcatlon two )

_to three months pricr to -
. your planned departure

. Two or three months prior toﬁ'
- “your departure write to the o

-trade cornmissmn_er atthe .
‘Canadian embassy in your

target country(ies). and pro-'. - : &

vide details of your product

_ . or service and your plans to

‘market it. Ouitline your, -

. - objectives and expectations i-"
- _for this first exploratory trip.

- As soon as your travel plans

T are finalized, inform.the_

I trade comrmss1oner

* have approved the plan,
- make confirmed travel and
" hotel reservations and -

-you leave. .

"' Carry agood supply of

* business cards prmted in

R English or French on one -

-.side and, if possible; in the -

E language of the country to be
" visited on the other. Exchange busmess
_ cards with each of the contacts you visit.

.20

Include a supply of business stationery, .
' sales brochures, literature and photo-
- graphs-of your product for use abroad.
- A small dictaphone or recorder is very

. ilgiftS Téld_t,ed_gjt‘
your PTOduct 0

/. Canada are
¥ always welcome.

: dress code, meal

tlmes, how: to
address people,
‘and other
: customs wlll ,
a ellmmate small

- *problems and win |-
‘i;you the good wlll i

of your hosts

o S b et i & S L N el Lt it

~ service or to o

L thtle thlngs llke o
. e Usea rehable travel agent to knowlng the local 3
" help you plan your itinerary -
- and to take advantage ofthe - [
most efficient and ‘economi- ~ i
" cal travel routes. Whenyou

_ handy for rnaking on- the spot notes to . .
) »-,.yourself on meeting details; outcomes, . .
agréements and undertakmgs made dur- <

- mg your meetmgs ' -
.. 'Carry a list ofC LF. pnces ‘for allyour

.. products for each of the countries you'. ‘ '_
" plan to visit and of scheduled saxhngs to

these countnes from major .
Canadlan ports

* Samples of your products 1f o

feasible, or-small’ give-away

:-  gifts related to your. product
ot service or to Canada are.

' always welcomed by con- - .-
tacts. Check local -customs
’regulatlons on these with

. your trade commissiorier.

i o Ensire that you haveavalid® -

. Canadian passport and any.
_ visas requlred for your trip. -
Carry a few-extra passport .-

~ you. may need on the trip.
You should also be sure that -

~“you have an up-to-date

record of required immuniza- -

" tion shots and you should

carry it w1th your passport

o '.0- Obtam an mternahonal

driver’s licence if you- plan to .

. use'a car during your trip. If
you are renting a car, make
- reservations well in advance

~ and reconfirm them just .
before you leave T

¢ Take advantage of any ,
“memberships you may have _'

~in mternatlonal service clubs. Obtain
- addresses and. telephone numbers of - .

~- club branches in the cities you are vis-

- .iting and, if poss1ble the names of :con-. .

- “tacts. Service clubs are excellent ways

-,‘of makmg business contacts '

photos for additional visas® . .
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. Obtam a letter of mtroductlon 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 cus- -

‘tomers and agents and if you run into
unexpected financial dlfﬁcultles '

. 'Ensure that the funds you carxy are '

" more than adequate to meet your

. expected needs and that they.are

" readily convertible. Travelling is a

e .cosﬂy busmess . plan accordmgly

e Background reading on. the countries .
~ you plan to visit will smooth the-trip by B
~ providing advance information on the

- history, 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 w1n you

'the good will of your hosts

“91.



“advance planning. Allow your— i
~ sélf afull. 12 months lead time
_ “to plan and implement your
" decision to partlclpate as an -
- _ethbltor at a trade fair.

- sumimnarizes the sequence of
" the main activities an exhibitor -
" must undertake in the.12

%P?%N

IXC

A Checkhst for Exh|b|tmg 0verseas

_ Ai’ter you have made your first: exploratory S
. overseas sales trip'and have observedan -~ - |’
e international trade fair yourself ‘you may well | -

" decide that your company should exhibitits - | .
: 'products and services at such a fa1r TR

The trade comrmss1oner in the host

- .country is your best source for detail,
- on-site mformatlon and a. professmnal
- " appraisal of the scope, quality and track "
- record of any fair in his or her terntory The

lanmng and logistics of exhlbmng at a -

" trade fair demand ‘caréful”

_What is t_heic'ost of s'ervi‘_ces not supphed?

e- What is the space reservation deadline? - -

What are the customs and import regir-

" lations for products being exhibited? Are

special licences required? Can the goods

. -be easily. taken back to Canada‘?

. Are there other exh1b1t or busmess .
N opportumtles available in conJunctlon L
w1th the fair? : , e

. -What Is. the cost of cleanng samples‘?

The followmg checkhst :

months pnor to the fair

‘r*,‘_Twelve months m

Allow yourselfa j.
| full 12 months.
lead ttme to plan
and. lmplement
your deaslon_‘to 7
| parttclpate~ asan |
i exhlbltor at a ‘|

'« What is the cost of an mter—
' preter if one is needed‘?

Nme months m

advance

* Mail contracts for trade falr ‘
", -and send reservation -
depo51ts B
| * Inform the trade commis- ©
~ -sioner of your exhibit plans -
~ . and keep ongomg informa-

advance o

: * Obtain current hterature and mformat:lon :
~ . on the fair and catalogues and statistics

from previous years which will prov1de - |

~-answers to the followmg quesnons .
. ‘How large an area does the fair cover? E

. 'What is the range of products covered'? B

o . 'How ‘many visitors attended last year?

How many countries did they come from
-and are attendance trends on the. -
* increase or decrease‘? o '

. How many compames exhlblted last

year, where were they from and 1s the '
.-trend up or down‘? i o

e Whati is the cost of booth space and

4 What services are ifncluded? .

" tion'and relevant correspon-
dence ﬂowmg

' ) ‘Select your overseas exh1b1t team and
,make all travel and accommodatlon

reservat:tons

Plan your eXhlblt and booth space and, if .
' pos51b1e try to include an “office space”
© . in which to conduct busmess

. » - Decide whether you will de51gn :
.~ construct or set up your own eXhlblt or .
employ consultants. Finalize arrange- .

ments for this. (Make sure fair doors,
elevators etc. will accommodate your -
blt) ‘ ‘ : '

"Dec1de on pre-fau' pubhclty pubhc rela-‘ ‘

tions, literature, promotlonal material,-
who will produce and translate it and -

: __ﬁnahze arrangements Don't forget to .
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. provide fairirnanagement'mth your - -

material for use in their pubhcity

e Select freight forwarder and arrange

' shipment of exhibit.

-, * Determine availabihty of consohdated

- shipment

'Slx months in advance
« Check booth design and construction

schedules.

o « Formulate- shipping plans to meet fair

. requirements.

e Select and order samples and give- aways

¢ Determine exhibit approach. (Most buyers o

and agents like to see demonstratlons.

- pick up literature and talk to the manu-’

) facturer)

e Plan your public relations approach

: (Inv1tations 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. 9m2 of booth L

space.).

. Arrange for locally hired staff (e.g. for

receptions interpreters).

e Order exhibit supplies. _'

Four months in advance

« -Finalize shipping arrangements (e g
transportation, customs agents freight
_ forwarding) , .

" o Recheck sales and promotional materials.

e .Make personnel ass1gnments

* Prepare booth staffing 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
-« Recheck supplies and equipment

Arrange to ship and msure exhibit

Make final approvals on local pubhcity

- and advertismg

Order badges for booth personnel

. Two months in advance

 Send list of booth personnel to fair
management

‘Send invitations to potent1a1 customers -
- and agents to visit your display. recep-
" ton, etc.

‘Recheck travel arrangements.

: One month in advance

Check on delivery of exhibit, equipment
and supplies.

'Arrange for exhibit repacklng and.

return.

' Check on booth construction. i .

Week befor,e the show

Check. hospitality arrangements

Set up on-site meetmgs and rehearsals

: Check on arrival and clearance of your ‘

eXhlblt and supplies.

Prepare ‘tool kit for emergency repairs to

- display units and equipment.

Meet with photographer arrange for
desired photos. .

Prepare lists of all unportant telephone
numbers (e.g. fair manager, security, dec-
orator, maintenance. freight handlers). .

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

| "Day before show opens

Perform final check on booth furniture
and equipment B

Finalize booth stafﬁng schedules
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R Survey entlre fa1r See what competltors R
- -are do1ng and note 1deas for your next R

eXhlblt

Durlng the fa|r

"« Schedule da11y breakfast meetmgs to |

brief staff on day S act[v1tles '

| .' . Check on the competltlon every day

o o Seek out foragn manufacturers of com-
' plementary product lines to discuss pos- - |
sibility of their drstributmg your products S

1n fherr home markets L

After the falr |

e Arrange for repackmg and return of your.i -

_ exhibit/ equipment

' j . Check blIls and service charges

24

-Plan to spend a day or two after the fair =~ .-

- totrain any agents appornted follow up

. local eontacts, and visit the marketplace

. tonote competltlve products, prices, pre-
- sentatlon and local adverhsmg practlces o

Write follow-up letters to all prormsmg
: fcontacts made at the fair.-

s Hold debneﬁng meetmg w1th permanent S
" -and locally hired staff to discuss their -
. observations, recommendations:and
. suggestions-for unprovements for future
-~ exhibitions. | AR -

: '_ | Inform trade comrmssmner of your ‘
‘_'assessment of your partlcrpahon 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 personnel on f

- your parhclpahon at the falr S
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Export Jargon

CLE (Cost Insurance, Freight) — The exporter ‘
- pays the cost of the goods cargo insurance :

" and all transportation charges to the '
~ named point of destination.. -

:-Canadlan and foreign port- charges Charges' '

. for unloadmg or storing goods and for dock
) space before loadmg on a ship.. -

- Certificate of origin— A certlﬁcatlon of the
~ country where the product was made. In
Canada,. the Canadian Chamber of -

o Commerce issues: certificates of origin except '

- for the purposes of the North American Free -
~ Trade Agreement, where the manufacturer
.- miist complete a specially developed form -
(see Appendrx G). L
- Commercial invoice — Prepared by the -
exporter or the forwarder, it is needed by

o 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 term 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 counterpur- -
- chase, barter, compensatlon or off-sets..

- Customs documentatlon Special documents
. reqmred by some countries to identify the.
ongln and/or value of the shipment. -

‘Customs i invoice — Prepared by the exporter

" or forwarder, thlS is a copy of the seller's
- _.commercial invoice, describing the goods

‘bought.-Customs invoices are used for
import clearances and, occasionally, vary
from commercial invoices. "

“Dock and warehouse receipt — Domestic Bill’
-of Lading needed for contracting with truck-
~ ing firm or railroad, to ship goods from the
: -exporters loadmg dock to the port. -

Export declaratlon Prepared by exporter or,

freight forwarder for shipments valued in

excess of : a spec1ﬁed amount.

- Export llcence May be requrred for some:
" export sl'upments for example strateglc

goods

: Export Management Company (EMC) An _
_ independent firm which acts as the exclusive
. sales department for non-compeung manu- -
facturers. There is usually a formal agree- -
.. ment to manage the manufacturer’s exports. -
~'Some act as an agent for the manufacturer
_ "and, in such cases, are paid:a commission
-| - on the export sales. Others operdte on a -
~ buy-sell basis, that is, EMCs buy from their
- manufacturers at a set pnce, and resell to
: forelgn customers.

| Ex-factory — The price of goods atthe

exporter’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

" includes export credit insurance, fmancmg

charges and the profit margin. It excludes

‘any cost that relates specrﬁcally to the

home sales operation.

FAS. (Free Along Side)— The price of goods to -

delivery on the docks dunng loading. The

‘buyer becomes responsible for the goods once
'they are on the docks alongside the ship.

- EO.B. (Free on Board) - The price of goods '

on board the specified vessel at the speci-

fied port ‘of shipment, If you have quoted -

F.O.B. prices, you are responsrble for the
sh1pment until it is loaded on board. This
could cause problems m the event of a ’

dock strike. i . ‘

, Flnancmg charpes‘ Bank fees and mterest.

charges for handling payments or for

- financing shipments. ‘
. Freight fon:varder charges - Charges for the .

use of mtemal freight forwarders
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' Import tarlffs Forelgn govemment taxes |
lev1ed on goods 1mported into that country. --

Insurance certificate — Prepared by the

.- -exporter and his forwarder to indicate insur- -
- . ance of the goods againSt’loss or dama'ge -

Insurarice costs — Cargo msurance to cover

~ therisk of shlppmg

_ Letters of. credlt (LIC) An arrangement ,
whereby an importer arranges with-the .~~~
~ bank to transfér the amount of the transac- |

- tion 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 the invoices and shipping docu- -
- ments to the bank, the exporter receives:

unmechate payment

APPE

-| .- Ocean (or Amlvay) bill of Iadlng Prepared

|- - by the carrier- or frelght forwarder as a -
~ contract between the owner of the- -goods

‘and the carrier. It is needed by the buyerin -
~ order to take possession of the goods. -

B Packlng lists - Prepared by the exporter to .

'|". show the. quantlty and type of merchandlse e

PR Shlpped ‘ ,
‘-Tradlng houses Cornpames speaahzmgm o
 the exporting, importing and third-country -

" trading in goods and services produced by . -

- others and providing related export services.’

| They may act on a merchant or agent ba51s

SEX E

Other helpful publlcatlons

Dlrectory of the Canadran Trade _
' Commissioner Service— a DFAIT pubhca—
tion which lists Canadian missions abroad .

with foreign trade, investment and tourism
promotlon respon51b1ht1es ' ~

- Trade Development Programs and

Services — a pocket-sized guide t to the

_ -development programs and services- offered'i A_ .
. “to the Canadlan exportmg commumty by ’
- DFAIT. .~ -

o Export Sales Leads Regtster your com-
" pany today! — Pamphlet describing: the -
WIN Exports program. .
- . Pocket Facts: Canada - Economic
- Indicators — Perlodrcally updated, year-to- -
- date and annual statistics on 30 economic
| indicators and on merchandise trade with
ST Canadas top 100 tradmg partners :

CanadExport —a DFAIT twrce-monthly
newsletter that provides advice and infor-
-mation for Canadian exporters.

Please refer to Reader Response Card on -
' opposrte page ' :



oy

a Pieaéé-send"-me | ﬁ'ee of 'c'haiye the folloyring export-mfortnaﬁon” '

L _.-_booklets pubhshed by the Department of Forelgn Affalrs and
. Intematlonal Trade (DFAIT) ,

: Dl_rectory of the Canadlan Trade Commissionef Service . : | ‘_ | | S (exa)

" "'.‘..__-;Trade.-Develop'rnent Pto;.;f,‘rams.and Ser\'ric&s N o N . o -_ _'(4’1;}-\)‘
ExPort Sales Leads Reglsteryour company today _' }_ ,- o | : (5(}TB)'
o Pocket Facts Canada Econormc Indlcators : .» " | '- | 7 (QXA)

E I.Wonldliketo_subscribeto CanadExport. ~ (ONB)

APPENDEX F

Reader Response Card

. Please refer to opposite page for details on these publications. -

ocoooo

'.'.Name

- Title'

: Company :

" Telephone = | . Fax

Address

1 'Ci'ty' B S ‘Province . 'Postal Code

- Forward tlns page to: - _ _ Or order the documents
~ InfoCentre - - through FaxLink: (613) 944-4500
‘Department of Foreign Affairs © . using the handset of your fax

and International Trade -~~~ . “machine.

© 125 Sussex Drive -

Ottawa, Ontario

- Canada - K1A 0G2
‘Fax: (613)996-97‘09 <
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Exporter s Certlflcate of Or:gm e

Note Please ﬁnd on the followmg page the North

L-Amencan Free Trade Agreement Cert;ﬁcate | ST

| ', - of Origin, an authentic document that canbe. -~
- reproduced and/or photocopted and filled in by e
. exporters of Canadian products to the Umted
R States and/orMe)aco T -

e




o 1hProducers Name and Address:

ir.ul 1,

I*I Revenue Canada Revenu Canada- :
Customs Excise and Taxatlon Acc:se Douanes et Impot

Please Print br-Type'

. PROTECTED (when completed)

North Amerlcan Free Trade Agreement
CERTIFICATE OF ORIGIN

(Instruc’uons Attached) -

- Exporter's Name and Address:

HBlanke(Penod. R A ) )

Tax Identification Number: p .

Importer's Name and Address:

Tax Identification Number: p

R . | Tax Icentification Number: p -

 * Description of Good(s)

BCIHSI“?O“ -n;eferen,ce n h ' Country
ast::!:)irl A C[ite'rion - Producer. . Net COS!  of Origin

Ve H 1 cenrtify that : : o :
) * '— ‘the information on this document is true and accurate and I assume the responsibmty for proving such representatlons | understand thatl am Iiable for any
. ‘false statements ‘or material omissions made onor in connection with this document

territories of the Pame5° and

- = this Certiﬁcate con_s,isls‘of

=1 agree to mamtain and present upon request documentation necessary to suppon this Certificate, and to inform, in wnllng. alt persons to whom the
: Cemhcate was glven of any changes that would affect the accuracy or valndlty of this Cemf‘ cate;

- the goods onglnated In the territory of one or more of the Pames, and comply wnth the origin requirements speclﬂed for those. goods in lhe North Amerlcan
*  Free Trade Agreement, and unless speclf' cally exempted In Article 411 or Annex 401, there has been no funher producuon or any other operakion outside the

. pag‘es, including all artachrnents_.

Authorized Signature:

Name: .

Tile:’

Date (DD MM/ YY) Telephone:

FAX:

B 232E (93/12) . Printedin Canada -

R Canad"'



* NORTH AMERICAN FREE TRADE AGREEMENT
CERTIFICATE OF ORIGIN INSTRUCTIONS

' For purposes of obtalmng preterentlal tanff treatment this document must be completed legibly and in tull by the exporter and be in the possessron ‘of the rmporter

" Field 2:

Field 3:

-Field 4:

" " Field 5:

Field 6: °

-Field 7¢

at the trme the declaratron is made. This document ‘may also be completed voluntarily by the producer for use by the exporter. Please pnnt or type.’

State the full legal name address (lncludlng country) and legal tax ldentrtrcatron number ot the exporter Legal tax rdentrflcatxon number is: in Canada, employer number
or importer/exportet number assigned by Revenue Canada in Mexrco, federal taxpayer’s regrstry number (FtFC) and in the United States; employer's ldentrfrcatron

. number or Socral Security Number

Complete treld rf the Certrfrcate covers multlple shrpments of rdentrcal goods as descnbed in Feld 5 that are tmported into a NAFTA oountry fora specrfred penod ot up to

".one year (blanket period). “FROM" is the date upon which.the Cemfrcate becomes applicable to the.good covered by the bIanket Certificate (it may be prior to the date ot

signing this Certificate). “TO" is the date upon which the blanket penod exprres The rmportat:on of a good for which preterentral tariff treatment is clarmed based on thrs

. Certificate must occur between these dates

AState the full legal name, address (|ncludrng country) and legal tax |dentlt|catron number; as detmed in Freld 1, of the producer If more than one producer's goodis .
"included on the Certificate, attach a list of the additional producers, iricluding the legal name, address (including country) and legal tax identification number, Cross:

reterenced to the good described in Field 5. If you wish this information to be confidential, it is acceptable to state “Available to Customs upon request' It the producer
and the. exporter are the same, complete field wrth “SAME". ‘I the producer is unknown it is acceptable to state ‘UNKNOWN' .

State the full legal name, atdress (|ncludrng country) and Iegal tax rdentrflcatron number as dettned m Field 1 of the rmporter I rmporterrs not known, state
»'UNKNOWN' if multlple importers, state 'VARIOUS' N : e . . o _ . . e

Provide a full descrlptlon of each good The descnptron should be suffrcrent to relate rt to the invoice descnptron and 1o the Harmonrzed System (HS) descnptron ot the

- good. If the Certificate covers a single shipment of a good, include the invoice number as, shown on the commercral invoice. If not known, rndrcate another unrque

reterence number suchas the shrpprng order. number

For each good described in Freld 5, identify the HS tantf classrﬁcatron to six digits. If the good is  subjectto a specrf c rule ot ongrn in Annex 401 that requxres elght drgrts

identify to erght drglts usrng the HS tariff classmcatron of the country rnto whose temtory the good is rmported

; For each good descnbed in Freld 5, state whrch criterion” (A through F) is applrcable The rules of origin are contarned in Chapter Four and Annex 401. Addrtronal rules .

are described in Annex 703.2 (certain agricultural goods), Annex 300-B, Appendix 6A (certain textile goods} and Annex 308:1 (certaxn automatic data processrng goods o

© and their- parts) NOTE' In order to be entltled to preterentral tarltt treatment, each good must meet at teast one of the criteria below

- Preterence Criteria -

s

The good is 'wholly obtarned or produced entrrely in the terntory ot one or more of the NAFTA countnes, as referred to in Artlcle 415. NOTE The purchase ot a good in o

" the territory does. not necessarily render it wholly obtained or produced' it the good is an agncultural good see also cntenon F and Annex 703.2.

(Reference ‘Article 401(a) and 4 15)

“The good is produced entrrely in the terntory ‘of one or more ot the NAFTA countries and satisfies the specttrc rule ot origin, set out in Annex 401, that applres to rts tantf '.

classification. The rule may include a tariff classification change regronal value-content requirement or a combination thereof. The good must also satisfy all other . .

: applrcable requrrementsof Chapter Four If the good is an agncultural good see also cntenon F and Annex 703 2 (Reference Articlé 401{bll

.

The good is’ produced entrrely in the territory of one or more of the NAFTA countnes exclusrvely trom ortgmatmg matenals Under this criterion, oné or more of the

..materials may not fall within the definition of *wholly produced or obtained®, as set out in Article 415. All'materials used in the production of the good must quality as

o orlgrnatrng by meetrng the rules of Article 401 (a) through (d). Ifthe good is an agncultural good, see also criterion F and Annex 703.2. (Reference Article 401(c))

- - Artrcle 401 (dl This criterion is limited to the following two crrcumstances :
1. ,' the good ‘was imported into the terntory of a NAFTA country rn an unassembled or drsassembled form but was classmed as an assembled good pursuant to HS

Field 8:

Field 9:

Field 10:

Field 11:]
- - and.dated by the produoer The date must be the date the Certrf cate was completed and signed.

Annex 308. t and is’common to all NAFTA oountnes (Reference Annex 308 1.

Goods are produced in the terrrtory of ‘one or more of the NAFTA countnes “but do not meet the appllcable rule of origin, set out in Annex 401 because certain .,
non-originating materials do not undergo the required change i in tariff classification.- The goods do nonetheless meet the regtonal value-content requrrement specrtred in

General Rule of Interpretation 2(a); or - v
2. the good rncorporated one or more non—ongmatrng matenals provrded for as parts under the HS whlch couid not undergo a change in tanff classrtrcatron because the

heading provrded for both the good and its parts and was not further subdrvrded into subheadings or the subheadrng provrded for both the good- and rts parts and was

not further subdivided. -
NOTE This criterion does not apply to Chapters 61 through 53 ot the HS (Reference Article 40 I(d))

Certam automatrc data processrng goods and their parts specrﬂed in Annex'308.1, that do not orginate in the terntory are considered ongrnatrng upon rn’portatron rnto the

territory of a NAFTA country from the temitory of another NAFTA cotntry when the Most-Favoured-Nation Tanff rate of the good contorms to the rate establrshed in

-

: The good rs an ongrnatrng agncultural good under preterence cntenon A BorC above and is not subject toa quantttattve restnctrOn inthe rmportmg NAFTA country .
‘because itis a *qualifying good" as defined i in Annex 703.2, Section A or B (please specify): A good listed in Appendrx 703.2.B.7is also exempt from quantitative restrictions

and is eligible for NAFTA preferentral tariff treatment if it meets the detrnrtron of "qualifying good in Section A of Annex 703.2. NOTE 1: This criterion does not apply to

. goods that whoIIy ongmate in Canada or the Umted States and are |mported into either country. NOTE 2: A ftariff rate quota isnota quantrtattve restnctlon

For each .good descnbed in Freld 5 state "YES" it you are the producer of the good lt you are not the producer of’ the good state 'NO‘ followed by (1), (2) or (3),
depending on whether this certificate was based upon: (1) your knowledge of whether the good qualifies'as an originating good; (2) your relrance on the producer's wntten

E - representation (other than a Certificate of Ongrn) that the good qualmes asan ongrnatrng good; or (3) a completed and srgned Certmcate tor the good vquntanIy pnovrded
" tothe exporter bythe producer ) . . . . _ .

For each good described in Field 5 where the good is sublect toa regronal value content (RVC) requrrement mdrcate ‘NC* 'rt theRVC is caICulated aocordrng to the net
cost method; othérwise, indicate *NO*. If the RVC is calculated accordmg to the net cost method over a penod ot time, lurther rdentrfy the begmnrng and endrng dates :
(DD/MM/YY) of that period. . (Reference Amcles 402. 1,402. 5 - s .

ldentrty the name ot the country ¢ MX' or 'US' for agricultural and textrle goods exported to Canada 'US“ or 'CA' for all goaods exported to Mexico; or 'CA' or *MX" for all-
goods exported to the United States) to whrch the preterentral rate of customs duty applres das set out in Annex'302 2 rn accordance with the Markrng Rules orin each
Party’s schedule of tantf ellmlnatron . . : - . -

,For all other ongrnatrng goods exported to Canada indicate appropnately "MX" or 'US' if the goods orgrnate in that. NAFTA country, within the meamng of the NAFTA

Rules of Origin Regulations, and any subsequent processing in the other NAFTA country does not mcrease the transactron value of the goods by more than 7 %,
otherwrse indicate as "JNT" for jornt productlon (Reference Annex 302.2) et . .

This field must be completed srgned and dated by the eXporter When the Certrfrcate is completedby the producer for use by the exporter it must be oompleted sxgned .
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