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Exporting can bring significant benefits. It can also
place demands on companies that they may or may
not be prepared to meet. The Exporter's Guide is
designed for small and medium-sized enterprises
(SMEs) that are considering the possibility of
exporting. It won’t provide them with ready-made
export markets and strategies. It will, however, give
them an understanding of the realities of exporting,
and provide them with solid, straightforward infor-
mation on how to assess their export capabilities and
guide them through the process of planning and
executing their first exporting venture.

‘There has never been a better time for Canadians to
'expoxt A low dollar, decreasing trade restrictions, the
globalization of markets, and improved travel and
_communications infrastructures make exportmg in
e nmetles more viable than ever before. ca :

Sxmllarly, the opportunities avallable to s‘ alle
enterprises in the international marketplaceﬂ e als
‘better now than they have ever been. Partnermg wit
large fi tms has become a viable opnon for them

~Export Guide —A Pracnoal Appmach (Deparzmem oj Foretgn A_ﬂ'alrs ;
- and International Trade [DFAIT]) L >
" » So, You Want To Export (DFAIT)
Trade Development Programs and
Top.Ten Export Programs (DFAIT) .

Trade Training)




~in exporting — activities that

_expertise, all of which should

’ ;.”The flrst step 1s to evaluate

EVALUATING YOUR
EXPORT POTENTIAL

Evaluate both your

organizational and

Let’s start by taking a look at
some of the activities involved

require time, effort, money and

be assessed before entering the
international marketplace.

exporting

your export potennal by taking
a careful look at yourself.

Determmlng whether your product or service is

suitable for sale abroad begins with an evalu-
ation of.rts competitive strengths and weak-
nesses in the Canadian market. It involves knowing

who buys your product or service at home, what

needs it satlsfles for emstmg customers, and its
strengths and weaknesses in companson to the

L competltlon ak

By answeriug‘the ‘following’questions you should
be able to assess: the competltlveness of your‘,

product or service.

- Who already uses your product or servwe’-’ Is it

- in broad general use or is it limited to a partic-

ular group? Is it particularly popular W1th Azl

certain age group‘J

product readiness
for exporting in the
following areas:

» financial resources

» possible competitive
advantages abroad

_» What are the techmcal orregulathY :
- ments? They may differ from country to country.
e What after-sales : service is needed"’ Is it locally

e What modifications are
required for it to appeal to cus-
tomers in a foreign market?

by climatic or geographic fac-
tors? If so, what are they?

» commitment to e What is its shelf llfe"’ Will it

be reduced by time m transn" _
. Does your product or servxce

be modlfled to recogmze the specific demandsk
of the forelgn stomer° Does 1t requlre spe01a1 :

; ‘you can export at a competitive pnce

available or is it up to you to prov1de it? If you
need to prov1de 1t do you have the resources"’ :

o Isits use influenced or affected




e How easily can it be transported? Would trans-
portation costs make competitive pricing a
problem? '

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

¢ If domestic demand increases, will you still
be able to handle the requirements of your
export customers?

Once you've taken a close look at your company’s
current structure and evaluated the international
potential of its product or service, you should

have an idea of your export potential. If you
already have your hands full meeting demand
from Canadian customers, or if you have
significant cash flow or working capital problems,
you should be cautious about launching an
export venture at this time. On the other hand, if
your analysis suggests that your product or
service can be modified to meet conditions
elsewhere, or that you enjoy a distinctive
competitive advantage, move on to the next
section of The Exporter’s Guide and start
selecting your target market.




SELECTING AND RESEARCHING
YOUR MARKET

- The export process begins with
selecting a suitable foreign
~ . market. If your preliminary
; assessment indicates that your
¢ “eompakny and its product or
service is export ready, the next
¢ . step is to take a look at a
' number of prospective foreign
~markets and gather more

e o b ] 2

the type of information you'll

forelgn market’for your'prod-

ASSESSME\IT

~* business practices and
i ‘customs;

[———

wh1ch you want to focus

The feild\v;ng‘ls asummary _ofw '

) need to successfully select a

‘ '3 statlstlcs on trade w1th.
. Canadaand other countries;

Concentrate your efforts
on one or two specific
markets that offer the

best potential:

» use an initial screening
to identify a few
promising mafkets
» consider product
potential, tariffs and
non-tariff barriers such

as local standards
and regulations
» examine local :
distribution options

_»get information abo ‘
the size of the markets
for your product, ‘

supplies them and
key compet
» find out about sign 1can

~ cultural features and local

business practlces f -

; plans are hkely to en

> select the market(s) on . ofyour pmd“‘:t or servi

e transportation and commu-
nications networks (infra-
structure) — quality and
reliability; |

* economic situation;

e political environment;

 credit standing.: :

TARGET MARKET
BACKGROUND __

‘opment and wh

influence th tr tlveness‘




TARGET MARKET

ACCESSIBILITY

How easy or difficult will it be for you to intro-
duce your product or service to a particular
market? You should consider:

e 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?

¢ the access for and acceptance of foreign
products or services;

* existing currency controls — is the currency
convertible and are there bilateral or multi-

lateral agreements that favour the goods and ™

services of other countries?

SALES POTENTIAL

The level of demand and long-term potential

sales may be influenced by:

e competition your company faces from present
and future domestic supply;

e price differential between your product or
service and those of the competition,;

¢ emerging trends by volume, value and country
of origin;

* general market’s acceptance of, or resistance
to, new products and services;

* need to win customer acceptance by adapting
your product or service to accommodate local
preferences and regulations in size, quality,

packaging, etc.

Most small Canadian companies that are just
beginning to export start with the United States.
Proximity is one factor, but Canadian firms can

also take advantage of close cross-border busi-
ness ties, a common language and culture as well

" as similar consumer tastes and business practices.

In addition, the North American Free Trade
Agreement (NAFTA) has liberalized trade between
the two countries making it easier for first-time
exporters to enter the market.
b

Taking part in a trade fair or exhibition is a
relatively inexpensive way for a Canadian
company to begin exploring a foreign market. A
few days at a trade fair will give you a feel for

products and prices, as well as the style and

sophistication of potential competitors.

Establishing personal contact through these
events is often the best way to enter an export
market. It is a good opportunity to speak to the
people in charge and to see products firsthand.
(See Annexes Il and I11.)

Federal, provincial and municipal governments
and a variety of business groups sponsor trade
missions that can be invaluable in opening doors
to foreign markets. Mission organizers handle
many of the logistical details, leaving you free to
concentrate on business. (See Section 11, Sources
of Assistance and Information.)

The Market Evaluation Matrix worksheet on the
following pages itemizes all of the steps involved
in researching and selecting your target market(s).

Now that you have selected your market(s), the
next step is to choose a suitable entry strategy.




Ttem S

MARKET EVALUATION MATRIX

Detmls

Sources

megs o

~Size of the -
. target market.

. m absolute dollars |
~® as a percentage of

. the economy

e compared to the market
for the same sector -~
©in Canada

Recent ytrends

e growth or contraction
e technological changes .
« shifting market base

‘Market for . *°
specifc product

M description v
* size of market
for product

- o trends

Impact of 1mports :

¢ volume

* value

* as a percent of
total market -

e origin by country

Canadian importsin
the sector/product =~

-volume
value
trends
sources

C@stoniei‘s Jos o

e characteristics

® income levels

e spending on the sector
or product
¢ current spending priorities

" care about?

‘What do customers

price -
features
quality
timeliness
service
other

Purchasing

¢ who makes purchasing

. decisions :

* on what basis are
purchases made

e channels through which

purchasing is conducted

Factors influencing
buyers

e cultural characteristics
* level of development
¢ religion

e attitude to foreign products
® consumerism

¢ fashion

e political attitudes

e social consciousness

¢ technology




:‘ ' Detalls

Competitors

-

> employees in country

‘e annual sales in country
* annual sales in this s sector :
. ,market share sy

narne ,
country of ongm
descnptlon e
- (background, resources) .

e annual global revenues

employees worldwxde

Compeung productsf'i"
~orservices .

. : ,Canadlan offermgs

~ product or semce names :
-and descriptions - i
k product or service names
‘and descriptions |

features relative to

price and companson
with Canadian offermgs

“share of the market -

 Emérging opportunities

by product/semce :
prospects and forecasts -

‘emerging trends

special projects v :
government procurement

vv Sales techmques R i

'v dlstnbutxon channels ;

available promotional

. techniques (fairs,
.advertising, special events)

after-sales service

Canadian government |
target government

-major purchasers

sector specialists
intermediaries

Sourcesof G
markehng assxstance ﬁ,,

| » professional marketers
_* agents and distributors - |
* media representatives

Regulatory fra 'mf ework |

‘e customs and tarxffs i

health, safety, -

, 'the enwromnent o
‘technical standards
Tcorporate Jaw.
'mcorporatlon

taxation. - ' '
mvestment and partnermg
repatrxatxon of profits S

Source: Export Market Access Tool, Latin America and Caribbean Trade Division, Department of Foreign Affairs and International Trade
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fand receives a commission from the exporter. A
representative is a specialized agent who generally
‘operates within a specific geographnc terntoryt?»f‘
and who sells related hnes of goods " :

CHOOSING AN E!

NTRY STRATEGY

Export success depends on many factors. If you
are a manufacturer, you should have an
effective way of getting your goods into and
distributed in the foreign market, which may
involve using intermediaries, direct selling or

‘partnering. If you export services, you should
i ‘ha?oe a mechanism that will help you secure
~and ‘manage contracts in the market, which
Eusually involves some form of local presence.

The characteristics and regulations of the target
‘ market will help you determme WhJCh entry strategy

; 'dxfferences compiex local business practlces and
:mlfamﬂtar legal envn'onments it is often better to find

Both agents and representatives are authorized
to enter into contractual sales agreements with
foreign customers on behalf of the Canadian
exporter. They are usually paid on a commission
basis only when they sell your product.

An agreement with a foreign agent or repre-
sentative immediately gives the Canadian com-

pany an established sales presence in the foreign
market. This approach is less costly than setting
up your own direct sales operation and allows
you to make more frequent sales calls It also
gives you control over the product and its pnce —
an important advantage 5

tices, legal ‘rules and cultural trad1t10n

‘ Forergn Distributors :
Unhke agents, dlstnbutoxs actually_purchase the
. exporters product and resells it to lo

h 7:'fi>\0ften d:stnbutorsi etthe selhng price, provrde i
kbuyer f1nanc1ng, and look after warranty and ;

. semce needs

34 A mgmfieant advantage is that the:dlstnbutor is

~ often’ able to prowde after—sales s" i

supplymg 1nformat10n on local business prac-

l customers.




foreign market. On the other
hand, exporters that use a
foreign distributor will expe-
rience reduced profit margins
and have less control over
their product and price.

Selecting an Agent

or Distributor

Many avenues are available to
help you select a foreign agent
or distributor. Canadian trade
offices abroad, trade asso-
ciations, business councils and
banks can be useful sources of
information, and talking with
other Canadian exporters or
potential foreign customers
may help you identify prospec-
tive agents or distributors.
Government agencies and
departments, particularly the
Department of Foreign Affairs
and International Trade
(DFAIT), can provide advice
and information on foreign

Choose from the various
market entry options,
such as selling directly
to foreign distributors or
end users, using a
foreign agent 01}
representative, relying
on a Canadian-based
intermediary or
establishing a presence
in the target market,
by woi'king through

' ‘these procedures:

» establish criteria for
assessing market
entry options
» examine options and
select the best one
» find an appropriate
partner in the

target market

e What is their financial
condition?

e What kind of local busi-
ness representation can

~ they provide?

e What marketing and pro-
motional programs do they
have in place?

¢ Who are their current
customers?

¢ Do they provide after-sales
service?

e What are the terms and con-
ditions of sale and payment?

Talk to several firms and check
their references to ensure that
you find a reputable agent or
distributor. You can also
protect yourself by entering
into a limited-term trial agree-
ment — if the foreign inter-
mediary does not meet your
expectations, you can find an
alternative after the trial
period is over.

markets, distribution channels, trade fairs,
suitable agents or distributors and may be able to
identify potential foreign customers. (Section 11
of The Exporter’s Guide contains a complete list
of useful contacts and sources of assistance.)

Once you have developed a list of candidates to
sell or distribute your product, you should visit
the market to meet with potential agents or
distributors. The following questions will help
you determine if they suit your sales or dis-
tribution needs:

* How many companies/products have they

successfully represented or marketed?

Trading Houses

Trading houses are domestically based inter-
mediaries that market Canadian goods abroad. A
full-service trading house handles many aspects of
exporting, including conducting foreign market
research, arranging transportation, appointing
distributors or agents, exhibiting at trade fairs,
advertising and documentation.

Some trading houses act as “principals” or
“export merchants”, buying products outright
from Canadian suppliers, while others act as
agents, selling on commission. Some specialize in

A




particular sectors, such as agri-food or telecom-
munications, and some focus on particular
foreign markets. '

Trading houses are often used by new exporters .

that do not want to sell directly to foreign
customers or go through the process of finding a
foreign agent or distributor.

Direct Sales

Selling directly to foreign customers may yield
higher margins than selling through an agent or
distributor and may also mean lower prices for
the customer. In addition, it allows the seller to
benefit from closer contact with end users. But
direct distribution can also have disadvantages.
Since the company will not have the services of a
foreign intérmediary, it will have to take the time
to become familiar with the foreign market and
the export process. Building a direct sales force
can also entail a significant commitment of time,
effort and especially money.

Partnerships

Another option is to develop some form of
partnership abroad that can help you overcome
the challenges of doing business internationally.

There are many advantages associated with
partnership arrangements. A local partner can
complement a company’s capabilities, providing
the expertise, insights and contacts that can
make the difference between success and failure.

A well-structured partnership offers concrete

benefits to both parties:

e each company focuses on what it does and
knows best;

* partners share the risk;

* partnering extends each party’s capabilities
into new areas;

* ideas and resources can be pooled to help both
sides keep pace with change;

¢ small firms can use partnering to take advan-
tage of economies of scale;

¢ through partners, a company can approach
several markets simultaneously; g

* partnering can provide a firm with technology,
capital or market access that it might not be
able to afford on its own;

* both parties can transform the synergy gained
into a competitive advantage.

Developing a Partnering Strategy

There are three basic steps in developing a

partnering strategy:

¢ deciding whether or not partnering is appro-
priate for your company;

¢ defining the form and structure of the part-
nership that best suits your needs;

e finding a partner that meets your criteria and
complements your strengths and weaknesses.

Before investing time and money in finding a
partner, make sure that partnering makes sense
for your company. If your needs can be satisfied
in-house within a reasonable time frame, a
partner may be unnecessary. If the problem is
financial, you may be better off looking for
investors instead of partners. But if, after going
through these options, there is still something
missing — special expertise, local market
presence — then partnering should be considered.

If you determine that a partnership may benefit
your company, the next step is to define its form,
structure and objectives. Start by defining your
company’s goals and determine your own ability
to achieve them. Then, define what you expect
from a partnership.

There are many different types of partnerships to
choose from, including joint ventures, licensing,
cross-licensing, cross-manufacturing, co-
marketing, co-production, and franchises. (See
Section 10, Glossary.)

a8




Once you've decided on the type of partnership,
start looking for a suitable partner. The right
partner is one that complements and strengthens

your capabilities, and that will work efficiently

and effectively with your organization.

Even if you know exactly what kind of partner
you want, you still have to know where to look to
find the right one. A good way to start is by
talking to suppliers, customers, industry asso-
ciations, ‘business councils, banks and so on.
Canadian embassies and trade commissioners

can help you identify candidates and arrange for
introductions. (See Section 11, Sources of

" Assistance and Information.)

The worksheets on the following pages sum-
marize the steps involved in choosing a distrib-
utor/supplier and developing a partnering strategy.
Now that you have selected an entry strategy, it’s
time to determine a competitive price for your
product or service.




CHOOSINGA DISTRIBUTOR/ SUPPLIER IN TI—IE TARGET MARKET

" Who are best supphers/dxsmbutors in the . a : L‘
target market? R :

What is their market coverage? . -

" What are their lines and products? Are they - SRR
complementary or competitive to yours? .. ..

. Who are their customers?

What is their experience and relatlonshlp with .

o their customers? ’ LR e
What do you need in the target market?' . ; Physmal facilities (e g. storage)
, : v Shipping and dehvery
~Sales -

; : ; r | * Promotion and marketing ,, :
" o fors - : R | After-sales service and product support
; ' ’ R -|  Other servxces

H . What kind of staff and capabilities do they have? R AT E g

| What can they offer you? Physxcal facilities (e. g storage)
, t‘ S ' Shipping and dehvery R
. ‘ : S e Sales , SRR H
i = ' Promotion and marketmg - o
* : After-sales service and produet support .
Other services : ,

How capable are they?

Are they willing to be trained? Can you learn
~ from each other? -

What is their information-gathering ability?

What are their levels of technological sophistication?
Use of technology? -

What is their ability to provxde after-sales support
and customer service?

Source: Export Market Access Tool, Latin America and Caribbean Trade Division, Department of Foreign Affairs and International Trade




Partner Profile. In whzch of

Evaluatton Cntena for s
Potentwl Partners S

D manufacturmg capacuy :
O technologlcal capabllmes
o location . ,
- [] human resources - ',  1
- financlal strength,'; s

i D complementanty’ G

g co-operation

O orgamzatlonal capablhty

- [ measures to establish conﬁdence
O approach to customer service -
- [ financial contributions '
o J level of risk accepted
O remvestment criteria Sha
" D deployment of human resources

Source: Export Market Access Tool, Latin America and Caribbean Trade Division, Department of Foreign Affairs and International Trade




DETERMINING YOUR PRICE

v

Proper pricing is a key ingredient in successful
exporting. This section of The Exporter’s Guide
covers the various cost elements that should be
considered, and identifies pricing methods and
strategies. As pricing is generally more
applicable to product exporters than it is for
service exporters, the following information
focuses on the export of manufactured goods.

§ COSTING _

- Costing isthe first step. Once a detailed analysis

ffls prepared you should have a clear idea of

[what a transaction will cost, when particular

-costs w111 be 1ncurred and therefore what kind

- of financial arrangements you'll need to support
the transactlon

The folloiizing worksheet, A Guide to Export
Costmg, summarizes the basic cost categories
involved in exporting and suggests a quick
‘method of 1ncorporat1ng them into the
' plannmg process””* g

PRICING |

Pricing analysis will ‘help you to determine the
commercial viability of the transaction, i.e. the
price that can be reasonably charged for your
- product in the target market. Alternatively, by
‘establishing that the transaction cannot be

profitable, it will save you from wasting time and

effort on a deal that won’t work.

To determine an appropriate price, take into

consideration the competitive situation in your

target market and ask the following questions:

¢ What prices are other suppliers (and exporters)
charging for the product or service? (Try to get
copies of competitors’ price lists.)

* How strong is local demand for your product
or service?

e How fast is local demand growing?

These questions can be answered through careful
market research. Talking to potential foreign
customers, foreign agents and distributors as well
as other intermediaries can prov1de you w1th a
reasonably good understandlng of local market
conditions. : .

If your calculated price*‘f he export is higher
than prevallmg pnces in 'target market you
will have to dlfferentlate yourself from your
competitors by offerlng superior quallty, better
service or some other unlque attnbute e

Intelligent export pricing consists of ‘more than
the mechanical task of calculatmg your price.
Successful companies also focus on strateglc

; goals in setting thelr pnce

You can use several pricing strategies to determine
the profitability of your export transaction. The

~ following table, A Summary of Pricing Strategy,
- provides some of the basic approaches to pricing




| A GUIDE TO E‘{PORT COSTING

' Detalled 1tems S

Costs

Tunmg

, Mﬁrkéi’ and 'nroirioti:oﬁ 'f"fi

- stravel
: ocommumcatxons e
ot trade fairs and exhlbmons G

eadvertising -

'f'Oagents and dlstnbutors fees k -

- ,Px,"odu'ctioﬁ Tama

,y'onynit cost of manufacture o

Preparation

S

lffOproductlon modxficatwn
- elabelling '

= ""packagmg

“epacking

Documentation

. markmg

- “einspection

o °cert1ficatlon
'preparatlon of documents
- ecargo insurance

- Transportation

e freight forwarder’s fees

. slading and related charges
. ecarriage

Customs o

s 'Warehousmg and storage
“‘ecustoms and other dutles at

_port of entry

.. ecustoms brokerage fees

Financing =~

~ecosts of financing documents
- einterest charges

e exchange rate fluctuations - -

e export credit insurance

| Strategy St

i:: Description

~ A SUMMARY OF PRICING STRATEGY.

Static pricing

: echarging the same price to all customers

Flexible pricing

: ' adjnsting prices for different classes of customers

Fensimionpriong_

: .chargmg low prices to secure aeceptance' and marl(et share ,‘

Skimming

desplte low volumes

v °chargmg premium prices to selected customers to maximize profits

" Market maintenance

S

- eabsorbing cost increase and holding prices firm to maintain market share




Pricing Methods
Once you've selected a pricing
strategy, the next step is to
choose one of the following
pricing methods:

Domestic Costs Plus Mark-up:
This method is popular and
quite simple. Start with the
domestic price, eliminate non-
applicable costs such as promo-
tion and add costs associated
with exporting such as trans-
portation and insurance. The
risk associated with this
method is that it is easy to
underestimate the costs
involved in exporting. As well,
it does not take into con-
sideration the competitive
conditions of the target market.

Full Cost Pricing: This method
takes into account the fixed as
well as the relevant variable
costs. It allows recovery of
total costs to which a profit

For exporting to make
sense, companies must
be able to charge a price
that yields an acceptable
profit. To set a realistic
price, the following
factors should
be considered:

» domestic costs
» costs associated
with exporting
(product modification,
packaging, shipping,
insurance, tariffs)

» impact of exchange
rates and foreign taxes
» market demand
» competitors’ pricing
strategies
» desired profit margin
» preferred pricing
formula

export portion, contributes to
net profit. This method is used
for new market penetration
with the idea that once market
share has been achieved and
marginal competition is elim-
inated, the price can be
increased slowly to generate
more profit over time.

Pricing strategies and methods
should be combined with an
examination of current prices
in the target market for com-
parable, competing or substi-
tute products or services. This
will determine what the mar-
ket will bear and what kinds of
margins can be expected.

It should be noted that
Canadian exporters benefit
from the fact that, unlike the
old manufacturers’ sales tax,
the federal Goods and Services
Tax (GST) does not apply to
exports, and the GST paid on

margin is added to set the final price. The draw-
back is that it assumes fixed costs arbitrarily
and does not consider competitive factors in
the market.

Marginal Pricing: This pricing method is prac-
tised when a manufacturer has a well-established
domestic market that can defray all fixed costs.
In such situations, only materials, labour and
overhead costs of the portion produced for
export are calculated in the product cost. Under
this formula, any price, above the variable costs
incurred for the production and marketing of the

raw materials and components is refunded to
companies selling goods abroad.

SETTING YOUR PRICE

Now, you should establish a product or service
price that gives you an acceptable profit margin
and that is competitive.

Export Quotations

Export price quotations are typically more
detailed than those for domestic sales. In
preparing the quotation, you should describe the

a
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product or service, the price at point of delivery,
the time of shipment and the terms of the sale
(e.g. irrevocable letter of credit). Other elements
that should be included are the gross shipping
weight, cubic volume or other relevant measures.
You should provide freight insurance and other
costs if requested by the buyer to allow for
calculation of the “landed cost.”

The quotation can be in the form of a “pro forma”
invoice transmitted by letter, fax, telex, or
electronic mail. A quotation is usually contractually

binding in international business, so careful

preparation is essential. A freight forwarder can

offer valuable assistance in developing your
quotation.

The following worksheet breaks down the expenses
encountered in a typical export transaction.

Once you have set a competitive price for your
product or service, the next step is to investigate
ways of financing your export venture.




S cmlterms or condition

"COST (C$):

Cost and Frexght 2
.. Cost of unit before proﬁt
. Profit at 10% e +:1000
..Overseas agents commnssmnat? 5% R L T R e L 825 '
."Labelling cost SRR e ‘ ' T e R e 10
. Stencil marking cost S U T T S R S S S R
. Strapping cost SR ‘ Rt N DR T s
Cartage e L R
A Frelghttoseaboardcost.S600pet1000 R T e O I
Type of carrier: rail
10. Unloading charges .
11. Terminal charges
R R Long-loadorheavyloadxr@charges e Sl T D PP ,
13. Consular documents charges R e s R R N,
14. Other charges (cable, phone) R g AR e S e S T
15. Ocean freight cost R e e R e ey 30
16. Forwarding agent’s fee : B R 10
17. Export credit insurance at 1% R P P 2100
18. Financing charges for credit sales BT LA T i T T 400

Totalofcostandfreight : : : ’ ' RIS EERINE 12470

| “% ' 1"0 000

VDN UIA DN

AT OO

Insurance

~19. Marine insurance
(add 10% to total of cost and freight)
Approximate premium

- Amount to be insured

- 20. Type of insurance — all risk:
Rate: 1% : S TR
Premium: 138.54 B R 01 39

Grand total (CLF) 12609
Convert Canadian § to export market currency i G ; B ran ‘104"20_3“2:1(5

1 Cost, Insurance, Freight




ARRANGING YOUR FINANCING

Investigate and select

Financing is more likely to be
required in exporting than in
domestic-transactions because
the time between production
and payment is normally
greater. You should become
- familiar with various options
for financing transactions as
well as strategies to ensure pro-
tection from non-performance
of forezgn buyers Whtle ﬁnancmg problems are

Cash 1n advan

payment and bolsters orking capltal Unfor-
tunately, few foreign buyers are \v1111ng to pay

full cash in advance. On occasmn, a buyer ill

one of the. following
finaﬁoing options:
» cash in advance
> letters of credit
» documentary credits
and collections
> open account

transactions

- is the most secure optxon for an
exporter since it ehmlnates all risk of non-

provide a portion of the cost as
down payment. For services, a
- partial payment may be made
upon signing a contract, after
which progress payments are
matched to deliverables.

Letters of Credit

Letters of credit provide some
measure of security to both the
importer and exporter by relymg on banks to
receive and check shipping documents and guar-;'
antee payment By spec:lfymg pamcular terms' a

“'protect exporters agai"nst the risk of 1 non—

form is a letter of credlt whlch is | both confirmedj ‘

; and 1rrevocable




Documentary Credits and Collections
Exporters can also make use of sight and term
documentary credits. A documentary credit
calling for a sight draft means that the exporter is
entitled to receive payment on sight, i.e. upon
presentation of the draft to the bank. A term
documentary credit, in contrast, may allow
for payments to be made over terms of 30, 60, or
90 days, or at some specified future date.

In a collection, the exporter ships goods to an
importer and forwards shipping documents to a
collecting bank which obtains payment from the
importer in exchange for the documents. A
collection differs from a letter of credit in that
the exporter remains exposed to credit risks
associated with the importer because no bank
has undertaken in advance to pay the exporter
upon presentation of the documents. By using a
bank as an intermediary, the exporter keeps title
to the goods until payment is received (or the
importer issues a formalized promise to pay, e.g.
term draft). On the other hand, the exporter
must still rely on the importer to proceed with
the transaction and is exposed to possible losses
from the time the goods are shipped until
payment is received. Under collection terms, the
exporter is also required to finance the shipment
at least until the importer receives the goods
(sight draft) and sometimes longer (term draft).

There are two major types of collections: clean
and documentary. In a clean collection, only
financial documents such as bills of exchange,
promissory notes, cheques, payment receipts or
other similar instruments are used to obtain

payment. In a documentary collection, com-
mercial documents such as invoices, shipping
documents or documents of title are used — with
or without financial documents — to obtain
payment. The documentary collection is more
secure because the bank requires either payment
or the importer’s promise to pay (e.g. acceptance
of a term draft) before the goods are released.
Unless otherwise indicated, the bank will release
the documents to the importer only on payment
and not on acceptance.

Open Account

Open account terms require the exporter both to
ship goods and pass title to the importer before
payment is made. In these cases, the exporter is
fully exposed to any credit risk associated with
the importer until payment is received. In addi-
tion, because open account terms usually allow
30, 60, 90 days, or longer, before payment is due,
the exporter effectively finances the transaction.
Often, this financing period is extended because
the importer pays after the due date.

Expdrters that need to finance sales have several
options. Funds can be borrowed from a bank or
other financial institution. Government agencies
often provide export credits or short-term
financing. If you need to secure export financing,
Section 11 of The Exporter’s Guide will help you
select an appropriate source of assistance.

The next step in the export process is to pro-
mote your product or service in your target
foreign market.




PROMOTING YOUR PRODUCT

Well-planned promo'tional
strategies often play a key role
in succeedmg in international

 markets. This section of The
. Exporter’s Guide is devoted to

* promoting your products; ser-
vices, however, are not nor-

mally promoted in the same

OR SERVICE

A 4

Promotihg your
produét or service in
foreign markets may

involve certain
modifications involving:
» labelling or packaging
» name or
corporate image
» positioning of your
product or service
» advertising

inappropriate — or even

offensive — in certain foreign - :

markets where different
consumer tastes and valuesu ‘
prevail. Redes1gn1ng ~ |
packaging will entail costs that
should be factored into your




A choice of vehicles

arec available for

Trade and Business
Publications

Advertising in trade journals,
business directories or cata-
logues is a popular way to
reach prospective foreign
buyers. Many English-language
publications enjoy wide cir-
culation in countries where
English is not the native tongue.

» trade fairs

Trade publications tend to
carry a great deal of advertising,
and are widely read by buyers for this reason.
New exporters can learn a great deal about com-
petitors’ products, prices and marketing approaches
from foreign trade publications that focus on their
industry or product category.

Promotional Materials

Promotional materials describe a product or
service, inform potential customers why they
should purchase it, and tell them how to place an
~order or obtain more information. They can be
used in a campaign or distributed at a trade fair,
and they can also be directed at the target
market, importers and distributors, foreign
agents and representatives, or end users.

Promotional campaigns should have an inter-
national flavour which will likely require some
modification to existing promotional materials.

Here are some points to consider:

e Where necessary, rewrite sales letters and litera-
ture to adapt to foreign markets. Use simple,
straightforward language, and avoid slang
words or terminology that foreign buyers may
not understand.

Photographs and illustrations are often effec-
tive in communicating your message and the

promoting your product
or service, including:
» trade and
business journals
» catalogues
» promotional

campaigns

and exhibitions

use of your product or
service without lengthy
descriptions.

e Materials should be trans-
lated into the language of
the target market. In many
parts of the world, however,
English is common in busi-
ness, even when it is not the
native language. If trans-
lation is required, you should
hire a professional translator
with experience in commer-

cial and business materials. You may also wish

to have a native of the target country review
the translated materials.

In non-English and non-French-speaking

countries, examine the meaning and accepta-

bility of brand names and logos used in Canada.

Make sure that no negative or inappropriate

connotations are conveyed.

Be sure that the colours and symbols used in

promotional materials are sensitive to local

tastes and consumer preferences.

Trade Fairs and Exhibitions

Trade fairs are an effective way of learning about
other markets and, at the same time, of promot-
ing your product with prospective foreign buyers.

Most trade fairs focus on particular industries. As
an exporter, your objectives in participating in
these events are to display your merchandise,
make business contacts, check into the market,
learn more about your competitors and their
products, and make sales. Some foreign trade
fairs are order-taking events — attendees come
prepared to buy or, in the case of agents/
distributors, to negotiate representation agree-
ments. You should be prepared to take orders or
to discuss the possibility of representation by a
foreign intermediary. '

A




Assistance in selecting, planning for and funding The following worksheet summarizes the key
your attendance at international trade fairs is activities and considerations involved in
available from both federal and provincial  promoting your product or service.

government departments. (See Section 11,

Sources of Assistance and Information.)

DESIGNING THE MARKETING PLAN

~the new 'market?

' VIs'yyxrts'emstmg way of do gbusm ss suxtabl :
for this partlcular market° A

If nOt,’ what does it ‘néed t'o change?y,yr*f =

: C,Does 1t have the mformatlon or resou ‘ e
to, make these changes°

,ﬁHow can 1t acqunre thlS mformatlon to make sure '
- it gets to market as qulckly and in the most
; ﬁyefﬁclent way pos31b]e? PR

",[;'Product/Sermce. Is it in a form that it can be sold
,successfully in the new market? What modifications/.
* changes are requxred° Has the firm considered all -
‘the language, customs and’ social consxderatxons'-’
Is the value that the firm offers domestic customers -
of value 1n the new, market? How can it be rephcated
: m the new market° : i

P‘nc\ ?thl the amount of sales volume the firm
’;achleves\ have an lmpact on the firm’s pricing strategy?
’I«glel this affect the amount of competmon it faces?. -

iy Promotzon. Can the ﬁrm use the same vehicles :
N to promote its advantage in the new market? What
" new vehicles should it consider? Are there :
opportumtles to form alhances° nE

: ;,Logtsttcs and Dtsmbuuon. Can it use the current
. system? What adaptatlons are requnred° Are there
* good potential partners? Are there good dxstnbutors9
- How much of the dlstnbutxon cham does the ﬁrm
need to control? How does it ensure an effectxve
'IOngtlcS strategy——through transportano ; handlmg,
s storage and serv1ce/support'-’ D :

Source: Export Market Access Tool, Latin America and Caribbean Trade Division, Department of Foreign Affairs and International Trade




GETTING YOUR PRODUCT
OR SERVICE TO MARKET

v

The next step in the export process is to get your
product or service from here to there. To sell
their goods in Canada firms have to comply
with a variety of regulations. The same is true

in other markets — and invariably the

‘;:regulatwns are not the same. This may mean
that your goods will have to meet certain safety
‘dgand quality standards, health and envi-
ronmental regulatzons and packaging require-

" ments. For service exporters, it could also mean

_acquzrmg professwnal accreditation. And
whether yo re selling goods or services, it
| ‘fodzﬂcatzons to accommodate
chultural dzjf rences.

o The 1nternat10nal movement of goods requires a
vnumber of documents for shipping, transpor-
tation, trackmg, Customs clearance delivery and

Hih krecelpt Whatever documents ‘your venture needs,

~ the standards for the1r completlon are high and,
‘for many transactlons payment depends on the

i 'dehvery of a complete and accurate set of docu-

market’s preferred way of doing business. This
can be achieved by investigating local market
structures and buying systems.

Understanding what is involved in gettmg your
product into a foreign market is important. Most -
exporters rely on the services of an experienced
freight forwarder when shipping outside Canada
— especially for overseas shipments‘ Still, you
should be aware of the basic steps in transportmg ‘
exported goods. : ‘

TRANSPORTATION OPTION

The following four optlons _,alylable for

gettmg your goods‘ ’

‘yments.. In other words, you’ll not only need to -

sell your product but to deliver it to yourlf._’_

tcustomers at the rlght t1me place and price. .

<Understanding your target market’s ‘busines_s :
practices can give you an advantage over your
competition. You will need to learn about your -




An international freight

Air — International air freight
is expanding rapidly. Regular
service to U.S. and overseas
destinations is available from
major Canadian airports. Not
all destinations are covered,
however, and special charters
may be required for more
exotic markets. Shipping by
air is more expensive than sur-
face or sea transport, but high-
er costs may be offset by faster
delivery, lower insurance and
warehousing costs, and better
inventory control.

» arranging for receipt

Ocean — Exports of goods to
offshore markets is most often
transported by ocean carriers.
The shipping of large items,
bulk commodities. and goods that do not requlre
fast delivery is more economical by sea.

DELIVERING SERVICES

The challenges associated with providing services

to a foreign market are no less complex, but quite

different from those encountered in exporting

goods. Service exporters’ ability to deliver their

services often depends on such factors in the

target market as: ’

* extent and reliability of telecommunications
links;

* existence of a reliable infrastructure of com-
puters, faxes, modems, etc.;

* frequency and convenience of regularly sched-
uled air links between Canada and the market;

* technological sophistication, receptivity and
flexibility of customers;

forwarder can provide
valuable assistance in
getting your goods to
your foreign customers.
Shipping to fore1gn

markets 1nvolves-

of transport
> preparing
documentation

» packing and marking

> arfanging for shipping

of shipment at

the destination

potential support from offi-
cial channels, government
departments and interna-
tional development agencies;
ability to satisfy legal regu-
lations governing work permits
or professional certification.

FORWARDERS

A good freight forwarder takes
care of all aspects of merchan-
dise transportation, relieving
exporters of this sometimes
difficult task. Forwarders can
provide estimates of transpor-
tation and shipping costs, and
can inform you of other costs
related to shipping your
product to foreign markets.

» selecting a mode

Some of the specialized services freight forwarders
offer include:
¢ selecting a suitable carrier;
e negotiating all arrangements with the carrier;
¢ co-ordinating the movement of cargo to the
port of embarkation;
preparing documents;
providing advice on packing, labelling
and marking;
arranging warehouse storage and cargo insurance.

The two main types of freight forwarders are air
freight forwarders and ocean freight forwarders.
Many specialize in arranging shipments to certain
countries or areas of the world, while others
concentrate on particular types of products. Talk
to local exporting companies, ‘business associa-
tions and trade specialists to find out about
freight forwarders in your area.

1
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PACKING YOUR GOODS

Proper packing and marking is necessary for

goods entering foreign markets. In selecting the

appropriate packing method, the following
factors should be considered:

* Some types of goods being exported are at risk
of damage during handling, in transit or in
storage, so they may require special temper-
ature control or protection.

® The type of carrier used to ship the product
may determine the kind of packing to use. If
the goods are carried by ship, you need to
know whether they will be placed above or
below deck.

e Adverse weather conditions may be expe-
rienced in transit — extreme temperatures can
damage many types of products.

» At port and handling facilities as well as during
transit, cargoes may be handled roughly and
should be packed with extra care.

* Protection against theft during transit can be
increased through proper packing, and the risk
of pilferage can be similarly reduced.

MARKING YOUR GOODS

Marking containers identifies your goods in

relation to those of other shippers. Marks shown

on the shipping container(s) must conform to

those on the commercial invoice/bill of lading,

and may include some or all of these items:

e buyer’s name or some other form of agreed
identification;

* point/port of entry into the importing country;

e gross and net weights in kilograms and pounds;

e identification of the country of origin, i.e. “Made
in Canada”;

e number of packages for shipments of more
than one container;

e warning/cautionary markings, if necessary;
e the packing list, plus one copy in each container,
itemizing the contents. ‘

IABELLING YOUR GOODS

Beyond marking the container, you may also
have to provide your products with labels suited
to the target market. Product labelling is no
trivial matter — your goods may not be admitted
into the country of destination unless labels
conform to all local requirements.

These requirements may include some or all of

the following:

e use of local language;

e name of country where product was made
or manufactured;

¢ name of producer or shipper;

* product details such as weight, ingredients,
ete. (for foodstuffs);

* type of fibre and instructions for use (for
clothing);

¢ technical specifications (for machinery and
equipment);

e certification of conformity to local technical
standards (for appliances, etc.).

INTELLECTUAL PROPERTY

If you already have patent or copyright protection
for your product in Canada or if you're planning
to get it, you should consider seeking similar
protection under the patent law of your target
market. Similar care should also be taken with
brand names and registered trademarks.

Patent and intellectual property law is complex.
If you think you need this kind of protection or if
you want to make sure your product complies
with foreign patent laws, you should consider
retaining professional legal counsel.

A
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INSURANCE

Generally, cargo insurance is more important in
international than in domestic transportation.
International carriers assume only limited liability
for goods when shipping by air or ocean, in
contrast to shipping in your home market. The
terms of sale often make the seller responsible for
the goods up to the point of delivery to the foreign
buyer. Transportation insurance is recommended
when exporting, particularly overseas.

Marine transportation insurance protects
both ocean- and air-bound cargo, and also covers

connecting land transportation. There are three

main types of (marine) transportation insurance

available: ,

¢ Free of Particular Advantage (FPA) provides
the narrowest type of coverage — total losses,

and partial losses at sea if the vessel sinks,

burns or is stranded, are covered;

* With Average (WA) provides greater protec-
tion from partial losses at sea;

¢ All Risk is the most comprehensive, providing
protection against all physical loss or damage
from external causes.

It is important to remember that in international
transportation, once the documents transferring
title are delivered to the foreign buyer, you are no
longer liable for the goods.

-DOCUMENTATION FOR
OVERSEAS SHIPPING

A number of documents are required for overseas
shipping, which generally fall into two basic
categories: shipping documents and collection
documents. .

Shipping Documents
Key shipping documents include packing lists,

" validated export licences (if required by Cana-

dian law), domestic bills of lading and other export
documents. Shipping documents are prepared by
you or your freight forwarder, and allow the
shipment to pass through Customs, to be loaded on
a carrier; and to be transported to the destination.

Collection Documents

Principal collection documents include:

e commercial invoices (the seller’s bill of sale);

e consular invoices (required by some foreign
countries);

e certificates of origin (attesting to the origin of
the exported goods);

e import licences (importers in some foreign
countries are required to obtain these);

e inspection certificates (health or sanitary certi-
ficates are required by many foreign countries
for animals, animal products, plants, and other
agricultural products);

e dock and insurance receipts

Collection documents are submitted in advance by
the exporter to the buyer or its bank, and trigger
payment once the goods have been received.

An international freight forwarder can handle all
of your export documentation requirements.

The following worksheet will help you to
determine the most efficient means of delivering
your product to the foreign market.




 Can the product be containerized?

| Will the product have to be inspe

R Documentat:on :

o thch of the followmg documents should accompany o
: the shxpment’-’ £
. eBill of ladmg

* Commercial i invoice -
- ®Packing list =
*Export permlt
*Import permlt v
s Certificate of origin
. Samtary or standards certlﬁcates
. Insurance certlficate " :

| iWh?is‘pr?Périﬂg these documents?

~ Warehousing

o lel the shlpment require storage between
productlon andﬁnal dehvery'~> '

\thit type'of storage is required?

Are there specxal storage requ1rements° h
R Are these avadable° : '

i What is the expeeted tix"ne in' stofage?

f]f Is there an optxon as to where to store the a3
shxpment (domestxcally or abroad)'-J i

: If,so,,which is more;eost[effeetive?,j




j E"Vlll you need to track the goods° I so, hov
o developed 1s the camer s trackmg system

How can nsks of spoxlage, loss, theft or delay be
o mxmnnzed° Wwill i insurance cover these rlsks"
* Will the use of specxallzed transport minimize
."these nsks° e B v

_ Are the facxhtles at the port of entry adequate to
f,«uiﬁ‘handle the shxpment° - k : o

CNf storageufacllmes are needed in the target market : :v“" :
',,;,',.who will be responsible for gettlng thegoods =
~ to the facxhty°

 How will the goods reach their final destination?

Source: Export Market Access Tool, Latin America and Caribbean Trade Division, Department of Foreign Affairs and International Trade




PREPARING YOUR EXPORT PLAN

Now, it’s time to start preparing a successful
export plan. You will need to gather information
about your company and about the markets you
are considering.

PLANNING AND
PREPARATION

lanning and preparation are essential to any
business, whether domestic or international.

' They define a direction and a purpose. A sound

i plan W111 estabhsh where your business is going
k W ’1t‘ proposes to get there It forces

current operations

Deterlmne corporate strategy From the mforma— 5
b tion gathered in the above step, you can 1dent1fy
*g:ways ‘of improving your company’s performance

3 and build these into your export plan.

Assess international competitiveness. Once
you’ve completed your corporate strategy, you
can use the results to identify promising inter-
national business opportunities.

Establish your export plan. Upon identifying one
or more promising ventures, incorporate these
into your overall corporate strategy.

Now, you should have a viable export plan upon
which to pursue marketing and selhng your
product or service abroad. Once you'"i plan is
completed adjustments to 1t need_not ne




The following steps can

lead to a successful

company’s ability to export, you
should also look at opportu-
nities in other export markets.

of a freight forwarder

Planning and Preparation

Whether you export goods

or services, many of the fol-

lowing preparatory steps will
be similar.

¢ If you have decided to mount your trial run in
the U.S., choose a specific regional market as
your focus. .

¢ Research the market by reviewing the infor-
mation available from the Department of Foreign
Affairs and International Trade as well as looking
at trade publications and magazines.

e Visit cities in the region, talk to potential buyers
and intermediaries as well as your Canadian
trade commissioner.

e Develop a network of contacts and potential
partners. Find out who your competitors and
potential allies are and who are the most impor-
tant importers, distributors and agents for your
product or service?

e If working through agents and distributors,
make a short list of potential candidates and
assess their qualifications and capabilities.
Develop a profile of the ideal associate and
then select the one whose skills and experience
best complement your export objectives. If
exporting a service, consider the possibility of
finding a local partner to represent your
interests.

Put together a promotional package describing

your company and its products or services.

* Identify and attend a regional trade fair,
if possible. Do some preliminary promotion
and establish contacts with potential buyers
and associates.

* If selling directly to customers, place an ad in a
U.S. trade magazine that is widely read by
potential buyers.

export effort:

» engaging the services

» developing a trial run
L

» finalizing the sale

e Make arrangements with
key export service providers
such as freight forwarders
and trading houses.

Implementation

The following is a summary
of the procedures involved in
actually concluding a deal
and shipping goods to your buyers. It shows how
the planning elements covered in The Exporter’s

- Quide can be implemented in practice.

Service exporters will share certain steps (checking
references, visiting prospects, finalizing terms,
arranging for payment) but will not have to
concern themselves with documentation, freight
forwarding, shipping and Customs clearance.

Check References

e customer’s credit rating;

e other exporters who have had dealings with
the customer;

e solicit the opinions of your trade commissioner.

Whether you are dealing with end users, retailers
or intermediaries, it is wise to check references.
This is easy to do in the U.S. market by approach-
ing other Canadian exporters, commercial banks,
people in the industry, or your trade commissioner.

Visit Prospects :
o gather insights into the customer’s operations
and requirements.

If exporting, visits to important customers in
your market(s) are strongly recommended. A
visit can give you useful insights into the opera-
tions and credibility, as well as the requirements,
of potential customers.

A




Finalize the Sale

‘Confirm the following details of the transaction
with the buyer:

* quantity;

* payment terms;

e shipping terms;

¢ transportation method;

® price. ‘

Be sure both sides agree on quantity, payment
terms, shipping/trade terms, transportation mode,
price and other specifics of the sale. Typically, the
process will be initiated when your sales department
receives a purchase order from the buyer. You
should respond with an acknowledgement of the
order or a sales confirmation.

Prepare Letter of Credit

* the buyer issues an instruction to its own bank;

e the buyer’s bank sends your bank the letter
of credit;

* your bank sends you the letter of credit.

The letter of credit is an important document —
it should be carefully reviewed by your company,
including your freight forwarder, banker and
even your legal counsel. The letter must be con-
sistent with your sales agreement and you must
comply with all of its provisions. Remember that
the buyer’s bank could fasten on any discrepan-
cies in your documentation. It pays on receipt of
correct documents, not on successful completion
of the transaction. If a name or address is mis-
spelled, if the shipping date is wrong, or if all
charges are not included, you may be unable to
collect. ‘ A

Prepare other Documentation

Your shipment must be accompanied by all
relevant documentation, including:

¢ commercial invoice;

¢ packing slip;

e shipper’s instructions;

* certificate of origin;

» standards documentation (if necessary);

e health/sanitary certificate (if necessary). .

Freight Forwarding

The freight forwarder prepares the following
documents:

¢ Customs invoice;

e consular invoices (if required);

e special packing or marking list;

¢ insurance and certificate of insurance;

bill of lading.

The freight forwarder delivers copies of all
documents to the buyer, your commercial bank
and to you. ‘

You can now inform the freight forwarder that
your container is packed and equipped with the
required documentation. The forwarder will then
begin preparing the paper work and deliver the
shipment to the buyer.

Your shipment must be accompanied by a trans-
portation document such as a bill of lading or air
waybill that specifies the mode of transportation,
the route the goods are to take and delivery times.
It must be presented to your bank with the letter
of credit and other required documents.

The shipment may also need a certificate of insur-
ance as proof that it is insured against loss or

damage. The insurance must comply with the

specific coverage indicated in the letter of -credit.
All-risk insurance is normally the best type of
coverage for exporters.

Shipment

o freight forwarder sends the goods to the carrier;

e customer receives all relevant documentation
allowing the shipment to clear Customs.

Y-
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Once the freight forwarder delivers your shipment
to the carrier, it is on its way. The forwarder pre-
pares and forwards copies of all documentation
to your customer, your bank and to you. The
customer will be notified that the product has
been shipped and of when to expect arrival. The
customer then uses the documentation to clear
the shipment through Customs.

Customs Clearance
e the goods clear Customs at the destination
entry point.

Customs clearance varies depending on how you ...

export your product or service. If shipping goods
to a wholly owned subsidiary in a foreign country,
then you are responsible for taking the goods
through Customs, transporting, storing and
delivering them. In many cases, however, the
buyer is informed that the goods are being held
in Customs and arranges to have them cleared
and delivered. |

Collection

After the shipment has been sent:

¢ the freight forwarder presents your bank
with the letter of credit and all accompanying
documentation,;

* you present your bank with a sight draft
(demand for payment);

*+ e your bank passes the documentation to the

buyer’s bank with a demand for payment;

¢ the buyer’s bank accepts the documentation
and informs you of when the funds will be
transferred to your bank;

* your bank transfers the funds to your account.

The freight forwarder presents your bank with
the letter of credit, the sight draft and all
required documents (including certificates of
inspection, commercial invoices, packing lists
and insurance certificates). The bank checks all
documents for discrepancies and also verifies if
the shipment was delivered on time.

Finally, the draft and the documents are sent to
the customer’s bank, which also checks them for
discrepancies. If none are found, the draft is
accepted and you are notified of the acceptance.
At a specified time, your bank will receive the
funds from your customer’s bank, and your trial
run is complete.




REVIEWING YOUR EXPORT PLAN

Successful companies

_ An export plan i.s nf:ver cast learn from their PRICE

in stone and it is never mistakes. Review and . Is your price competitive°
completed. It is subject to )

: . revise your export plan e Can you accept a reduced
ongoing adjustment and 4 rofit marsin to achieve a
. . i it margin to achieve a
~revision to keep it current to correct or improve p 5 . S
. more competitive price?

with the changing circum- any shortcomings

v e Is it possible to actually‘:‘i‘f
stances of your company. The in such areas as:

t
plan’is a feedback mecha- > shi in rz::s: ?sﬁfsr;ce and increase
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o If selling to a distributor, has the expected ¢ Have you had credit or collection problems?
quantity of orders been placed? If not, has the ¢ Have you incurred any bad debts?
distributor offered explanations for any short- - e Are you satisfied with the services of your bank?
fall or recommended changes in your product,
service or price?

o If selling through a trading house, how PROMOTION

successful has it been in selling your product e Are there better, more cost-effective ways to

abroad? If the performance has been poor, promote your pi‘oduct?

would it make sense to look at alternative * Does your promotional material (brochures,

distribution options? sales letters, samples, etc.) need to be modified
o If working with partners abroad, has the or improved? '

relationship been mutually beneficial? ¢ Have you learned anything about the target

market that warrants a reassessment of your
o promotional strategy?
FINANCING

* What methods have you been using to receive

payment for foreign sales? : SHIPPING :

* Have they been satisfactory? e Are you and your foreign customers satisfied

* How long have you had to wait for payment? with the shipment and delivery of your product?

* Has there been a negative impact on your ¢ Are there less expensive or quicker ways to get
working capital? your product to the market?

e Is your freight forwarder doing a good job?




THE TERMINOLOGY OF

- EXPORTING (GLOSSARY)

Exporting is more complex than selling in a
domestic market. To succeed, you should
 familiarize yourself with key trade expressions
and techniques. Among other areas, you should
- understand some or all of the followmg aspects:

| . your product in your target market;
;b "iékxf)ort documentation, including invoices, bills
o of ladlng, certificates of origin, and health
an( safety?certlﬁcates

s" uties and processing fees

de dxscussxons

ubhshed sources

: th‘ei_laﬁ:w’s, regulations and practices governing

Agent: A foreign representative who tries to sell
your product in the target market. The agent
does not take possession of — and assumes no
responsibility for — the goods. Agents are pald i
on a commission basis. :

Bill of Lading (Ocean or Airway): Acontract

prepared by the carrier or the freight forwarder with
the owner of the goods. The foreign buyer needs
this document to take possessmn of the X ‘

: ‘assess Customs duties.”




Consular Invoice: A statement issued by a foreign
consul in the exporting nation describing the
goods purchased. Some foreign governments
require Canadian exporters to first obtain consular
invoices from their consulate in Canada. A fee is
usually charged.

Countertrade: A general expression meaning the
sale or barter of goods on a reciprocal basis. There
may also be multilateral transactions involved.

Customs Invoice: A document used to clear
goods through Customs in the importing country

by providing documentary evidence of the value...

of goods. In some cases, the commercial inivoice
(see above) may be used for this purpose.

Distributor (Importer): A foreign company that
agrees to purchase a Canadian exporter’s prod-
uct(s), and then takes responsibility for storing,
marketing and selling them.

Dock Receipt: A receipt issued by an ocean

carrier to acknowledge receipt of a shipment at
the carrier’s dock or warehouse facilities (see also
Warehouse Receipt).

Export Licence: A document required under
Canadian law which exporters must obtain before
selling certain products abroad (e.g. protected
birds, animals and plants). An export licence
may also apply to specific countries.

Ex Factory: Used in price quotations, an expres-
sion referring to the price of goods at the exporter’s
loading dock.

Ex Works (EXW): A price that normally includes
export credit insurance, financing charges and
profit margin. It excludes costs related specif-
ically to domestic marketing activities.

Freight Forwarder: A service company that
handles all aspects of export shipping for a fee.

Import Tariff: A tax levied on imported goods by
foreign governments. Canada also imposes tariffs
on some imported items. (Under the NAFTA,
most import tariffs on Canadian goods to the U.S.
and Mexico have been eliminated.)

Insurance Certificate: A document prepared by
the exporter or freight forwarder to provide
evidence that insurance against loss or damage
has been obtained for the goods.

Landed Cost: The cost of the exported product at
the port or point of entry into the foreign market,
but before the addition of foreign tariffs, taxes,
local packaging/assembly costs and local dis-
tributors’ margins. Product modifications prior to
shipment are included in the landed cost.

Packing List: A document brepared by the exporter
showing the quantity and type of merchandise
being shipped to the foreign customer.

Pro Forma Invoice: An invoice prepared by the
exporter prior to shipping the goods, informing
the buyer of the goods to be sent, their value and
other key specifications.

Quotation: An offer by the exporter to sell the goods
at a stated price and under certain conditions.

Trading House: A company specializing in the

exporting and importing of goods produced or

provided by other companies.

Warehouse Receipt: A receipt identifying the
commodities deposited in a recognized ware-
house. A non-negotiable warehouse receipt
specifies to whom the deposited goods will be
delivered or released. A negotiable receipt states
that the commodities will be released to the bearer
of the receipt. '
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INCO TERMS

(TRANSPORTATION)

Shipping terms set the parameters for interna-
tional shipments, specify points of origin and
destination, outline conditions under which title
is transferred from seller to buyer, and determine
which party is responsible for shipping costs.
They also indicate which party assumes the cost
if merchandise is lost or damaged during transit.
To provide a common terminology for interna-
tional shipping, the following INCO terms have
been developed under the auspices of the
International Chamber of Commerce.

All Risk: This is the most comprehensive type
of transportation insurance, providing protec-
tion against all physical loss or damage from
external causes.

Cost and Freight (C&F): The exporter pays the
costs and freight necessary to get the goods to
the named destination. The risk of loss or damage
is assumed by the buyer once the goods are
loaded at the port of embarkation.

Cost, Insurance and Freight (C.I.F.): The
exporter pays the cost of goods, cargo and insur-
ance plus all transportation charges to the named
port of destination.

Delivered at Frontier: The exporter/seller’s
obligations are met when the goods arrive at the
frontier, but before they reach the “Customs
border” of the importing country named in the
sales contract. The expression is commonly used
when goods are carried by road or rail.

Delivered Duty Paid: This expression puts
maximum responsibility on the seller/exporter
in terms of delivering the goods, assuming the
risk of damage/loss and paying duty. It is at the

other extreme from delivered ex works listed
below, under which the seller assumes the least
responsibility.

Delivered Ex Quay: The exporter/seller makes
the goods available to the buyer on the quay or
wharf at the destination named in the sales con-
tract. There are two types of ex quay contracts in
use: ex quay duty paid, whereby the seller incurs
the liability to clear the goods for import, and
ex quay duties on buyer’s account, whereby the
buyer assumes the responsibility.

Delivered Ex Ship: The exporter/seller must
make the goods available to the buyer on board
the ship at the location stipulated in the contract.
All responsibility/cost for bringing the goods up
to this point falls on the seller.

Delivered Ex Works: This minimal obligation
requires the seller only to make the goods
available to the buyer at the seller’s premises or
factory. The seller is not responsible for loading
the goods on the vehicle provided by the buyer,
unless otherwise agreed. The buyer bears all
responsibility for transporting the goods from the
seller’s place of business to their destination.

Free Alongside Ship (FAS): The goods must be

_placed on the dock by the seller, alongside the

vessel. The seller’s obligations are fulfilled at
this point.

Free Carrier...(named port): Recognizing the
requirements of modern transport, including
multimodal transport, this principle is similar to
FOB, except that the exporter’s obligations are
met when the goods are delivered into the
custody of the carrier at the named port. The risk
of loss/damage is transferred to the buyer at this
time, and not at the ship’s rail. The carrier can be
any person contracted to transport the goods by
road, sea, air, rail or a combination thereof.
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Free of Particular Advantage (FPA): This type of
transportation insurance provides the narrowest
type of coverage — total losses, and partial losses
at sea if the vessel sinks, burns or is stranded,
are. covered.

Free on Board (FOB): The goods are placed on
board the vessel by the seller at the port of ship-
ment specified in the sales contract. The risk of
loss or damage is transferred to the buyer when
the goods pass the ship’s rail.

Free on Board Airport (FOB Airport): Based on

the same principles as the ordinary FOB expres--

sion, the seller’s obligation is fulfilled by deliv-
ering the goods to the air carrier at the specified
airport of departure, at which point the risk of
loss or damage is transferred to the buyer.

Free on Rail and Free on Truck (FOR/FOT):
Again, the same principles apply as in the case of
ordinary FOB, except that the goods are trans-
ported by rail.

With Average (WA): This type of transportation
insurance provides protection from partial losses
at sea.

FINANCING

The following are the most commonly used terms
in international trade financing,

Cash in Advance (Advance Payment): A foreign
customer pays a Canadian exporter prior to
actually receiving the exporter’s product(s). It
is the least-risk form of payment from the
exporter’s perspective.

Confirmed (or Irrevocable) Letter of Credit: A
Canadian bank confirms the validity of a letter of
credit issued by a foreign bank on behalf of
the foreign importer, guaranteeing payment to the

Canadian exporter provided that all terms in the
document have been met. An unconfirmed letter
of credit does not guarantee payment so, if the
foreign bank defaults, the Canadian exporter will
not be paid. Canadian exporters should accept
only confirmed/irrevocable letters of credit as a
form of payment.

y
Confirming House: A company, based in a foreign
country, that acts as a foreign buyer’s agent and
places confirmed orders with Canadian exporters.
They guarantee payment to the exporters.

Consignment: Delivery of merchandise to the
buyer or distributor, whereby the latter agrees to
sell it and only then pay the Canadian exporter.
The seller retains ownership of the goods until
they are sold, but also carries all of the financial
burden and risk.

Document of Title: A document that provides
evidence of entitlement to ownership of goods,
e.g. carrier’s bill of lading.

Documentary Collection: The exporter ships
the goods to the foreign buyer without a
confirmed letter of credit or any other form of
payment guarantee.

Documentary Credit (sight and term): A
documentary credit calling for a sight draft
means the exporter is entitled to receive pay-
ment on sight, i.e. upon presenting the draft to
the bank. A term documentary credit may allow
for payments to be made over terms of 30, 60, or
90 days, or at some specified future date.

Draft (Bill of Exchange): A written, unconditional
order for payment from one party (the drawer) to
another (the drawee). It directs the drawee to pay
an indicated amount to the drawer. A sight draft
calls for immediate payment. A term draft

, requires payment over a specified period. -
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Export Financing House: A company that
purchases a Canadian exporter’s foreign receiv-
ables on a non-recourse basis upon presentation
of proper documentation. It then organizes
export arrangements and provides front-end
financing to the foreign buyer.

Factoring House: A company that buys export
receivables at a discount.

Letter of Credit: This is the most common
method of payment in international trade as it
provides protection to both parties involved in
a transaction.

Open Account: An arrangement in which goods
are shipped to the foreign buyer before the
Canadian exporter receives payment.

PARTNERSHIPS

The following expressions define the various types
of partnership or alliance arrangements common
in international trade.

Co-marketing: Carried out on the basis of a fee
or percentage of sales, co-marketing is an effec-
tive way to take advantage of existing distribu-
tion networks and a partner’s knowledge of
local markets.

Co-production: This arrangement involves the
joint production of goods, enabling firms to

optimize their own skills and resources as well as
to take advantage of economies of scale.

Cross-licensing: In this form of partnership, each
firm licenses products or services to the other. It
is a relatively straightforward way for companies
to share products or expertise.

Cross-manufacturing: This is a form of cross-
licensing in which companies agree to manufacture
each other’s products. It can also be combined with
co-marketing or co-promotion agreements.

Franchise: This is a more specific form of licensing,
The franchise is given the right to use a set of
manufacturing or service delivery processes,
along with established business systems or trade-
marks, and to control their use by contractual
agreement.

Joint Venture: An independent business formed
co-operatively by two or more parent firms. This
type of partnership is often used to avoid restric-
tions on foreign ownership and for longer-term
arrangements that require joint product develop-
ment, manufacturing and marketing. -

Licensing: Although not usually considered to be
a form of partnership, licensing can lead to part-
nerships. In licensing arrangements, a firm sells
the rights to use its products or services but
retains some control.




In the | nvate‘sector the Canadlan Chamber of

SOURCES OF ASSISTANCE
AND INFORMATION

Remember you don’t need to go it alone. There

are many avenues of assistance from federal and

“ provincial governments, as well as various ways

of working with other companies and organiza-

itionsﬁ. For example, networking, joint ventures,
o li‘censingagreements, technology exchanges, and
‘5';“§1ipplieur partnering can help you spread the

" investment and minimize the risk involved in
o expotting. ;

Most provinces have identified the export prepara-
tion of local small and medium-sized enterprises
(SMEs) as a priority of their program activities.
You should contact your provincial government’s
trade department to take advantage of the infor-
mation, programs and assistance that it prov1des
to exporters.

This section of The Exporter’s Guzde outlmes thek
various sources of assistance and 1nformat10n that
exporters can use to promote their 1nternat10nal
business development actlvmes o

. promotmg comp :
. advxsmg on marketmg channels‘




* identifying suitable foreign firms to act as agents;

e helping find credit and business information
on potential foreign partners;

e interceding to help solve problems with duties,
taxes or foreign exchange;

¢ advising on a country’s current trade, business

and financial environment and practices; and

e advising and assisting with foreign joint ventures
and licensing.

Canadian businesses are advised to develop a
systematic marketing plan and contact only those
trade commissioners in their target market area.
Assistance in developing a marketing plan is
provided by the International Trade Centres
located across Canada.

Geographic Trade Divisions

Trade officers in DFAIT’s geographic branches in
Ottawa provide advice and information about
doing business in a particular country or region
of the world. Officers for individual countries can
identify promising export markets, help com-
panies prepare for visits to potential markets,
arrange participation in trade fairs, and involve
exporters in visits to Canada by foreign buyers.

Further information can also be obtained from
the Department’s Directory of the Canadian
Trade Commissioner Service, which provides the
complete address, telephone and fax numbers for
trade commissioners in Canada and abroad as
well as other information of interest to Canadian
exporters, or through the DFAIT InfoCentre in
Ottawa.

International Trade Centres

DFAIT and Industry Canada have established
International Trade Centres (ITCs) in cities across
Canada to provide a “one-stop” trade service to
Canadian firms that are export ready or currently
involved in international business.

International Trade Centres offer a full range of

trade development services, including:

¢ export counselling;

¢ information on international markets;

e identifying market opportunities;

¢ developing international marketing plans;

¢ providing information on technology transfer
and joint-venture opportunities;

* helping to access export programs and services
such as the Program for Export Market
Development (PEMD);

e recruiting participants for trade fairs and
missions abroad;

e recommending trade-related conferences and
seminars; and

e supplying trade publications produced by
DFAIT and other federal departments.

International Trade Centre offices are located in
the following provinces:

Newfoundland

International Trade Centre

P.O. Box 8950

Atlantic Place _

215 Water Street, Suite 504

St. John’s, Newfoundland A1B 3R9

Telephone: (709) 772-4782 Fax: (709) 772-2373

Prince Edward Island

International Trade Centre

PO. Box 1115

75 Fitzroy Street, Suite 400

Charlottetown, Prince Edward Island C1A 7M8
Telephone: (902) 566-7443 Fax: (902) 566-7450

Nova Scotia

International Trade Centre

P.O. Box 940, Station M

1801 Hollis Street

Halifax, Nova Scotia B3J 2V9

Telephone: (902) 426-7540 Fax: (902) 426-2624
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New Brunswick

International Trade Centre

1045 Main Street, Unit 103

Moncton, New Brunswick E1C 1H1

Telephone: (506) 851-6452 Fax: (506) 851-6429

Quebec

International Trade Centre

P.O. Box 247

5 Place Ville-Marie, 7th Floor

Montreal, Quebec H3B 2G2

Telephone: (514) 283-6328 Fax: (514) 283-8794

Ontario

International Trade Centre

Dominion Public Building

1 Front Street West, 4th Floor

Toronto, Ontario M5J 1A4

Telephone: (416) 973-505 Fax: (416) 973-8161

Manitoba

International Trade Centre

P.O. Box 981

330 Portage Avenue, 8th Floor

Winnipeg, Manitoba R3C 2V2

Telephone: (204) 983-4540 Fax: (204) 983-2187

Saskatchewan

International Trade Centre

The S.H. Cohen Building

119-4th Avenue South, Suite 401

Saskatoon, Saskatchewan S7K 5X2

Telephone: (306) 975-5315 Fax: (306) 975-5334

Alberta

International Trade Centre

Canada Place

9700 Jasper Avenue, Suite 540

Edmonton, Alberta T5J 4C3

Telephone: (403) 495-2944 Fax: (403) 495-4507

(The Edmonton ITC is also responsible for the
Northwest Territories.)

International Trade Centre

S510-5th Street S.W., Suite 1100

Calgary, Alberta T2P 3S2

Telephone: (403) 292-6660 Fax: (403) 292-4578

British Columbia

International Trade Centre

300 West Georgia Street, Suite 2000

Vancouver, British Columbia V6B 6E1
Telephone: (604) 666-0954 Fax: (604) 666-8330

(The Vancouver ITC is also responsible for the
Yukon.)

Canada Business Service Centres

Canada Business Service Centres were established
in each province to provide small businesses with
a single access point for information on federal
and provincial government programs, services and
regulations. These centres are the result of a col-
laborative effort among federal and provincial gov-
ernments as well as private-sector organizations.

Each Canada Business Service Centre (CBSQC)

offers a combination of products and services

tailored to the needs of its distinctive client base:
¢ a toll-free telephone information and referral
service;

* the Business Information System, a compre-
hensive database of information on the services
and programs of participating federal and
provincial departments and private-sector
organizations;

¢ a FaxBack system;

e pathfinders which briefly describe the services
and programs available by topic (e.g. exporting);
and

¢ leading-edge business products, which could
include videos, publications, business direc-
tories, how-to manuals, CD-ROM products and

" external database access.
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To access these services, please contact the
Canada Business Service Centre nearest you:

Ontario :

Canada-Ontario Business Service Call Centre

Telephone: (416) 954-INFO (4636) or
1-800-567-2345

Fax: (416) 954-8597

FaxBack: (416) 954-8555 or 1-800-240-4192

Quebec

Info entrepreneurs

Telephone: (514) 496-INFO or
1-800-322-INFO (4636)

Fax: (514) 496-5934

Info-Fax: (514) 496-4010 or 1- 800-322-4010

Newfoundland

Canada Business Service Centre

Telephone: (709) 772-6022 or 1-800-668-1010
Fax: (709) 772-6090

FaxBack: (709) 772-6030

Prince Edward Island
Canada/Prince Edward Island
Business Service Centre
Telephone: (902) 368-0771 or 1-800-668-1010
Fax: (902) 566-7098
FaxBack: (902) 368-0776 or 1-800-401-3201

Nova Scotia

Canada/Nova Scotia Business Service Centre
Telephone: (902) 426-8604 or 1-800-668-1010
Fax: (902) 426-6530

FaxBack: (902) 426-3201 or 1-800-401-3201

New Brunswick

Canada/New Brunswick Business Service Centre
Telephone: (506) 444-6140 or 1-800-668-1010
Fax: (506) 444-6172

FaxBack: (506) 444-6169

Manitoba

Canada Business Service Centre

Telephone: (204) 984-2272 or 1-800-665-2019
Fax: (204) 983-3852

FaxBack: (204) 984-5527 or 1-800-665-9386

Saskatchewan

Canada/Saskatchewan Business Service Centre
Telephone: (306) 956-2323 or 1-800-667-4374
Fax: (306) 956-2328

FaxBack: (306) 956-2310 or 1-800-667-9433

Alberta

Canada Business Service Centre

Telephone: (403) 495-6800 or 1-800-272-9675
Fax: (403) 495-7725

FaxBack: (403) 495-4138 or 1-800-563-9926

British Columbia

Canada/British Columbia Business Service
Centre

Telephone: (604) 775-5525 or 1-800-667-2272

Fax: (604) 775-5520

FaxBack: (604) 775-5515

Note: Businesses in the Northwest Territories
should direct their enquiries through the
Manitoba CBSC; businesses in the Yukon should
contact the Alberta CBSC.

Federal Office of Regional Development —
Quebec (FORD-Q) :
FORD-Q is dedicated to promoting regional
development activities in Quebec. With 13 offices
throughout the province, FORD-Q administers
several financial assistance programs, and plays
an active role in promoting international trade,
particularly for SMEs.




Further information on FORD-Q can be obtained
through the following toll-free numbers:

Val-d'Or: 1-800-567-6451
Rimouski: 1-800-463-9073
Sept-fles: 1-800-463-1707
Sherbrooke: 1-800-567-6084
Laval: 1-800-430-6844
Drummondpville: 1-800-567-1418
Trois-Riviéres: 1-800-567-8637
Longueuil: 1-800-284-0335
Montreal: 1-800-561-0633
Hull: 1-800-561-4353

Québec: 1-800-463-5204
Alma: 1-800-463-9808

INTERNATIONAL BUSINESS

DEVELOPMENT PROGRAMS
AND SERVICES

GOVERNMENT OF CANADA

Program for Export Market Development

The Program for Export Market Development
(PEMD) is the Government’s primary international
business development program. PEMD provides
conditionally repayable assistance in support of a
variety of activities to help Canadian exporters
expand into export markets.

The PEMD contribution is repayable based on a
company’s incremental export sales or contracts
obtained in the target market. Preference is given
to companies with annual sales greater than
$250 000 and less than $10 million, and/or with
less than 100 employees for a firm 'in the manu-
facturing sector and 50 employees in the service
industry. PEMD applicants must be export-ready
Canadian companies.

The principal element of the program, Market
Development Strategies (MDS), provides assis-
tance on the basis of a company’s one- or two-
year international marketing plan. Accordingly,
rather than approving projects on an individual
basis as in the past, MDS now gives prior approval
for a package of support for visits, trade fairs, and
other agtivities under the umbrella of an exporter’s
marketing plan. Other eligible activity costs,
which are shared on a 50/50 basis, include
product testing for market certification, legal fees
for marketing agreements abroad, transportation
costs for offshore company trainees, product
demonstration costs and other costs necessary to
execute a marketing plan.

The Capital Projects Bidding (CPB) element
is designed to assist Canadian manufacturing,
engineering, construction, architecture and

.management consulting firms in bid or proposal

preparation against international competition for
major capital projects outside Canada. The bid
value to the applicant must be greater than $1 mil-
lion. The PEMD contribution for MDS and CPB is
a minimum of $5000 and a maxium of 850 000.

The New-to-Exporting Companies component of
PEMD recognizes that a significant number of
Canadian companies have little export experi-
ence. A maximum contribution of 87500 is
available to such companies to either visit a poten-
tial market or participate in an international
trade fair.

The MDS, CPB and New-to-Exporting Companies
elements of PEMD are delivered by International
Trade Centres, regional development agencies
and some provincial governments across Canada.
Further information on the program, including a
descriptive booklet and application forms, is
available from the nearest ITC or the DFAIT
InfoCentre in Ottawa.
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WIN Exports

The World Information Network for Exports —
WIN Exports is a computerized database of
Canadian exporters and their capabilities. It is
used by federal and provincial trade officers in
Canada and overseas to match Canadian exporters
with international business opportunities.

The WIN Exports database currently lists over
23 000 Canadian exporting companies and
includes information on: products and services
available for export; foreign markets/countries
that the company is considering or in which it
is currently active; and contacts within the
company responsible for export activities.

Foreign buyers frequently ask Canadian trade
commissioners to recommend Canadian suppliers
for foreign sourcing needs. Over 140 000 such
requests are received annually. Trade commis-
sioners use the WIN Exports database to match
Canadian sources to these foreign purchase
requirements. In addition, WIN Exports is used
to identify Canadian exporters for participation
in trade shows and missions. Also, market intelli-
gence can be forwarded to exporting firms on the
basis of their WIN Exports corporate profiles.

When registering for WIN Exports, companies
will be asked for information on their exporting
activities, including a description of their export
products and services, export experience and
foreign market targets as well as their marketing
profile.

Companies registered in WIN Exports automat-
ically receive CanadExport, DFAIT's international
business newsletter. Please note that registration
in WIN Exports is required for funding through
PEMD.

To register, contact the nearest ITC, or the
InfoCentre, and ask for a WIN Exports registra-
tion form, or contact:

Trade Information Systems Division (TPP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

© Ottawa K1A 0G2

Telephone: (613) 996-5701
Fax: (613) 992-3004

Programs for New Exporters

The New Exporters to Border States (NEBS) and
New Exporters to Overseas (NEXOS) programs
are targeted at Canadian companies that have not
previously exported but that are ready to export.

NEBS provides Canadian companies with prac-
tical information and first-hand exposure to a
United States border market. Participants travel
to a Canadian trade office across the U.S. border
for a two- or three-day “walk-through” course on
the entire exporting process as well as to attend,
when feasible, a trade-related event.

Trade experts provide information on documen-
tation and customs procedures, banking,
insurance, agents, distributors and other topics.
Canadian trade commissioners advise on mar-
keting strategies and help identify contacts for
follow-up meetings with manufacturers’ represen-
tatives and potential U.S. buyers. The program
pays return transportation costs while partic-
ipants are responsible for their accommodation
and discretionary expenditures. As of April 1,
1996, NEBS participants will be charged a fee
of $100.




For more information on NEBS, contact the
nearest International Trade Centre or:

United States Business Development (UTI)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa K1A 0G2

Telephone: (613) 944-6577

Fax: (613) 944-9119

NEXOS helps exporters learn about new Euro-
pean markets by participating in an educational

trade mission. Each NEXOS mission focuses on a

specific industry sector in a specific market and
includes at least one full day of exporter educa-
tion, normally through a seminar. Emphasis is
placed on how to export to the market covering
such topics as customs procedures, market
access, shipping, labelling, distribution channels
and currency regulations. In addition, visits to a
relevant trade show and/or industry association
may be undertaken. The cost of the mission is
shared with participants; typically, DFAIT extends
an APEX air fare and organizes the program
while participants pay for their accommodation,
ground transportation and associated costs.

For more information on NEXOS, contact:

Trade Fairs and Missions (RENF)

Department of Foreign Affairs
and International Trade

125 Sussex Drive

Ottawa K1A 0G2

Telephone: (613) 996-5555

Fax: (613) 944-1008

Trade Fairs and Missions

The Department of Foreign Affairs and Inter-
national Trade sponsors and organizes both trade
fairs and trade missions. Market information,
some financial support, and assistance with the

logistical details associated with participating in
these events are provided by DFAIT, thus freeing
a company to concentrate on its marketing efforts.

Outgoing Trade Missions

Outgoing trade missions are visits by selected
Canadian firms to a target foreign market. They
provide an opportunity for new-to-market
companies to obtain current information and
intelligence in preparation for market entry. Partic-
ipants gain exposure and establish key contacts,
enabling them to make informed decisions upon
which to build their export marketing plans.
Outgoing trade missions are organized at full cost
to participants.

Incoming Trade Missions

Incoming trade missions are visits to Canada by
foreign buyers/investors, designed to increase the
visitors’ knowledge of Canada as a potential source
of supply, a place of investment, or to arrange a
joint venture. They enable Canadian companies
included in the itinerary to promote their goods/
services to visitors and develop important business
contacts. ‘

Trade Fairs

Trade fairs abroad provide exporters, interested
or newly established in the target market, with
an opportunity to promote their products and
services, identify potential sales opportunities,
develop valuable business contacts and/or locate
agents and distributors. Trade fairs also enable
participants to assess competition from other
suppliers and gather market intelligence which
will assist them to penetrate the market. New-to-
market exporters with under 100 employees may
be eligible for some financial assistance while
others participate at full cost.

To find out more about upcoming trade fairs and
missions, please contact the nearest International

Trade Centre.
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Technology Inflow Program

The Technology Inflow Program (TIP) is a joint
initiative of DFAIT and the National Research
Council of Canada’s (NRC) Industrial Research
Assistance Program (IRAP) designed to help
Canadian companies develop new products, pro-
cesses and services through the transfer of foreign
technology into Canada, when this technology is
not available in Canada.

TIP assists Canadian companies in their efforts to

acquire needed foreign technology in two ways:

¢ Technology Development Officers located in
missions abroad advise companies on technol-
ogy sourcing, licensing and strategic partner-
ships, as well as provide visitor services.

* IRAP provides financial assistance to companies
for travelling abroad to investigate a previously
identified foreign technology, and for working
visits with prospective foreign partners, in order
to acquire this technology.

TIP funding is based on cost-sharing principles.
Contributions may be provided for international
travel expenses related to the acquisition of foreign
technology. Support for specific TIP projects are
normally limited to $10 000. Private-sector manu-
facturing and service firms with fewer than
500 employees are eligible to apply to the program.

Applications may be made through regional IRAP
offices, and

National Research Council of Canada
Industrial Research Assistance Program
Montreal Road, Bldg M-55

Ottawa K1A OR6

Telephone: (613) 993-1790

Fax: (613) 952-1079

or

The Technoiogy Program Manager

InvestfnentProspecting; and Science and
Technology Division (TIR)

Department of Foreign Affairs and -
International Trade

125 Sussex Drive

Ottawa K1A 0G2

Telephone: (613) 996-1425

Fax: (613) 944-1574

Canada-U.S. Defence Production Sharing
Arrangement (DPSA)

DPSA gives Canadian manufacturers the oppor-
tunity to provide defence supplies and services to
the United States Department of Defense and its
contractors. Under the program, Canadian com-
panies generally compete with U.S. enterprises.
While the DPSA provides access otherwise not
available under the NAFTA, it does not provide
financial assistance.

Canada-U.S. Defence Development Sharing
Agreement (DDSA)

DDSA, a companion to the DPSA, enables Cana-
dian industry to share in the cost of U.S. Depart-
ment of Defense research and development
projects.

For more information on DPSA and DDSA,
contact: :

United States Business Development (UTO)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa K1A 0G2

Telephone: (613) 944-8821

Fax: (613) 944-9119




INTERNATIONAL BUSINESS
DEVELOPMENT AGENCIES

EDC (Export Development Corporation)

EDC helps Canadian exporters compete in world
markets by providing a wide range of financial
and risk management services, including export
credit insurance, sales financing and guarantees.
EDC is a financially self-sustaining Crown Corpo-
ration that operates on commercial principles.
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EDC’s programs fall into four major categories:

export credit insurance, covering short- and
medium-term credits; .
performance-related guarantees and insurance,
providing coverage for exporters and financial
institutions against calls made on various
performance bonds and obligations normally
issued either by banks or surety companies;
foreign investment insurance, providing
political risk protection for new Canadian
investments abroad; and

export financing, providing medium- and long-
term export financing to foreign buyers of
Canadian goods and services.

For information on the full range of EDC services,
contact any of the following EDC offices:

Head Office

151 O’Connor Street
Ottawa K1A 1K3 :
Telephone: (613) 598-2500
Fax: (613) 237-2690

Halifax:

Purdy’s Wharf Tower II

1969 Upper Water Street, Suite 1410
Halifax, Nova Scotia B3J 3R7
Telephone: (902) 429-0426

Fax: (902) 423-0881

Montreal
800 Victoria Square, Suite 4520

" PO.Box 124

Tour de la Bourse Postal Station
Montreal, Quebec H4Z 1C3
Telephone: (514) 283-3013
Fax: (514) 878-9891

Lt
Ottawa
151 O’Connor Street
Ottawa K1A 1K3
Telephone: (613) 598-2992
Fax: (613) 598-3098

Toronto

150 York Street, Suite 810
P.O. Box 810

Toronto, Ontario MSH 355
Telephone: (416) 973-6211
Fax: (416) 862-1267

London
148 Fullarton Avenue, Suite 1512
London, Ontario N6A SP3
Telephone: (519) 645-5828
Fax: (519) 645-5580

Winnipeg

330 Portage Avenue, 8th Floor
Winnipeg, Manitoba R3C 0C4
Telephone: (204) 983-5114
Fax: (204) 983-2187

(Also serving Manitoba and Saskatchewan.)

Calgary

510-5th Street S.W., Suite 1030
Calgary, Alberta T2P 3S2
Telephone: (403) 292-6898
Fax: (403) 292-6902




Vancouver

505 Burrard Street, Suite 1030
Vancouver, British Columbia V7X 1M5
Telephone: (604) 666-6234

Fax: (604) 666-7550

Canadian Commercial Corporation

The Canadian Commercial Corporation (CCQC) is
a federal Crown Corporation that provides
Canadian exporters with valuable assistance
when selling to foreign governments or interna-
tional organizations. In such transactions, CCC
normally acts as prime contractor, assuring the
foreign customer that the terms and conditions
of the contract will be met, and matching that
obligation through a domestic contract with the
Canadian supplier.

The Corporation’s participation provides Cana-
dian suppliers with the tangible backing of their
own government, enhancing their credibility and
competitiveness in the eyes of foreign customers,
and can often lead to the negotiation of more
advantageous contract and payment terms.

The Corporation’s services extend to every stage
of the procurement process, including identifying
opportunities, helping to prepare bids, assisting
in the negotiation and administration of contracts,
providing contract audits, as well as collecting
from foreign customers and paying suppliers.

In some instances, CCC operates within formal-
ized rules and structures established through
signed agreements with a foreign government.
Such is the case with the U.S. Department of
Defense where agreements have been in effect
since 1956, enabling the Corporation to facilitate
access to that market for Canadian suppliers.
CCC also assists exporters in transactions with
foreign private-sector buyers.

The Corporation’s services, and the credibility it
offers, are of particular benefit to Canadian SMEs,
many of which may be less known internationally.
Its new Progress Payment Program, operating in
collaboration with Canadian banks, can make it
easier for SMEs to obtain pre-shipment financing,

For more information contact the nearest
Canadian Commercial Corporation office:

Head Office

Canadian Commercial Corporation

50 O’Connor St., Suite 1100

Ottawa K1A 0S6

Telephone: (613) 996-0034

Fax: (613) 995-2121

Telex: 053-4359

e-mail: inffo@coc.ca Web site: www.ccc.ca

Regional Offices

Atlantic Canada Liaison Office
Burnside Industrial Park

2 Morris Drive

Dartmouth, Nova Scotia B3B 1S6
Telephone: (902) 426-3882

Fax: (902) 426-8808

British Columbia Liaison Office
650 West Georgia Street, 23rd Floor
P.O. Box 11538

Vancouver, British Columbia V6B 4N7
Telephone: (604) 666-4781
Fax: (604) 666-0398

Western Liaison Office
1000-9700 Jasper Avenue
Edmonton, Alberta T5J 4E2
Telephone: (403) 497-3801
Fax: (403) 497-3562




Ontario Liaison Office

6205 Kestrel Street
Mississauga, Ontario LST 2A1
Telephone: (905) 795-5250
Fax: (905) 795-5262

Quebec Liaison Office

700-5 Place Ville Marie, 7th Floor
Montreal, Quebec H3B 2G2
Telephone: (514) 283-8791

Fax: (514) 283-8794

Canadian International Development Agency.

The Canadian International Development Agency *

(CIDA) administers most of Canada’s inter-
national development assistance programs in
140 developing countries. A significant part of
these programs is implemented by the private
sector through consultants, contractors and
suppliers.

CIDA has developed a new contracting process
which improves access to its service contracts for
Canadian suppliers. Eligibility criteria have not
changed: companies must be Canadian-owned
(at least 51 percent) and based in Canada; and
individuals must be Canadian citizens or have
permanent resident status.

The standard approach is to invite suppliers,
through the Open Bidding Service (OBS), to pre-
qualify for contracts. For information on how to
subscribe to the OBS, call: 1-800-361-4637 from
anywhere in Canada, or (613) 737-3374 in the
National Capital Region. To answer any inquiries
on the new contracting process, call CIDA’s
External Business Relations at (819) 997-7778.

Industrial Co-operation Program

CIDA’s Industrial Co-operation (INC) Program
provides financial incentives to Canadian com-
panies interested in entering into long-term
business partnerships in developing countries. To
qualify for the program, a project proposal must
include social, economic and industrial benefits
for both the developing country and Canada.
That is, a requirement exists to show how the
host country would benefit from the project, in
such areas as new technology, job opportunities,
business expansion and savings in foreign
exchange, and how Canada would benefit by
supplying, for example, equipment, components
and services. '

Eligible organizations must also demonstrate that
they have the human, technical and financial
resources as well as the skills and experience
needed to carry out the project.

Investment

Investment-oriented programs assist eligible
Canadian companies, particularly manufacturers,
to conduct studies on the viability of long-term
co-operation agreements with businesses in
developing countries. They may also pay certain
costs incurred when a joint venture is established.

Professional Services

Services-oriented programs help eligible organi-
zations (e.g. consulting firms, financial institu-
tions and business associations) to conduct studies
and provide professional guidance and advice to
potential clients in developing countries.

To apply to CIDA-INC, companies should contact
the program manager responsible for the country
of interest to discuss funding opportunities. A list
of countries eligible for CIDA-INC assistance is
available from the Agency. '
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For more information on CIDA support mech-
anisms, contact (specifying the target country):

The Industrial Co-operation Division
Canadian International Development Agency
200 Promenade du Portage

Hull, Quebec KIA 0G4

Telephone: (819) 997-7775

Fax: (819) 953-5024

or call Public Enquiries Service for information on
the CIDA-INC program and other CIDA programs
at (819) 997-5006. '

Business Development Bank of Canada

As a Crown Corporation, the Business Develop-
ment Bank of Canada (BDC) promotes the
creation and development of SMEs by providing
specialized financing and a wide range of busi-
ness counselling, training and mentoring programs.
BDC offers a one-stop-shopping approach to help
entrepreneurs which combines both financial
and management services.

For exporters, BDC’s support is designed to meet
the needs of businesses preparing first-time
forays into foreign markets as well as those
already exporting. The Bank’s New Exporters
Training and Counselling Program (NEXPRO®)
focuses on broadening participants’ export knowl-
edge and developing their export skills. Through
a combination of group workshops and one-on-
one follow-up counselling sessions, NEXPRO
helps enterprises to identify their export potential,
develop export plans and implement successful
export strategies.

BDC also offers a wide range of innovative finan-
cial services to meet the special needs of enter-
prises at all stages of the exporting process, from
research and development to production and

shipment. These services include term loans,
working capital loans, Venture Loans®, Patient
Capital® Loans and Venture Capital.

For more information on the Business
Development Bank of Canada, contact
the nearest BDC branch or call, toll-free,
1-888-INFO-BDC (1-888-463-6232).

Multilateral Development Banks

Canada is a donor member of a number of
multilateral institutions that finance physical and
social infrastructure projects throughout the
developing world. The World Bank Group, based
in Washington, D.C., is the largest of these insti-
tutions. Others include the Asian Development
Bank (Manila), European Bank for Reconstruc-
tion and Development (London), Inter-American
Development Bank (Washington), Caribbean
Development Bank (Barbados) and African
Development Bank (Abidjan). Their activities
generate substantial procurement opportunities
for Canadian suppliers of goods and services,
which are normally awarded on the basis of
international competitive bidding.

Interested firms with relevant expertise are
encouraged to seek the assistance of the com-
mercial divisions of Canadian embassies or high
commissions in specific borrowing countries for
their assistance with marketing initiatives. As
well, the Canadian embassies in Washington,
Manila and Abidjan, and the Canadian High
Commission in Barbados, include specialist staff
who provide support and commercial counselling
that is focused on the institutions in these cities.
Consultants should register with those institutions
that are of interest to them.

Further information on procurement opportu-
nities with the multilateral development banks is
available from the InfoCentre (see below).
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Forum for International Trade Training ,

In 1992, the Canadian business community, with
the support of the provincial and federal govern-
ments, founded the Forum for International
Trade Training (FITT™) to help Canadians acquire
the practical skills and tools they need to com-
pete in international markets. FITT is a diverse
alliance of Canada’s business and labour commu-
nities, with over 300 000 businesses from coast
to coast represented by its founding members.

FITT programs and courses provide useful hands-
on international business skills training to Cana-

dian businesses to assist them in expanding their -

commercial opportunities. This training is avail-
able through three distinct and complementary
programs. :

FITTskills is designed specifically for business
and operations professionals interested in
exploring opportunities in foreign markets. It is a
comprehensive package of courses consisting of
eight individual modules focusing on the day-
to-day mechanics of international business,
including entrepreneurship, marketing, finance,
logistics, market entry and distribution, research,
international law and trade management.

GeoFITT consists of a series of intensive work-
shops which focus on specific international
markets. It offers the specialized know how
essential in doing business abroad, with emphasis
on the specific country of interest to individual
participants.

CustomFITT offers customized training packages
to suit the specific needs of businesses, concen-
trating on the detailed international knowledge
and skills needed to turn opportunities into
successful transactions. FITT’s comprehensive
knowledge base, consisting of over 120 inter-
national topics, is used to design these custom

training packages that range from a broad over-
view of international trade to an in-depth look at
a specific industry’s needs.

FITT programs are delivered throughout
the country, either directly at a company’s place
of business or at more than 25 colleges and
universities.

For more information on the Forum for
International Trade Training, contact:

Forum for International Trade Training

155 Queen Street, 6th Floor

Heritage Place

Ottawa K1P 6L1

Telephone: 1-800-561-FITT (3488) or
(613) 230-3553

Fax: (613) 230-6808

Western Economic Diversification

Western Economic Diversification (WD) works
with business to strengthen and diversify the
western Canadian economy. WD identifies major
marketing events both in Canada and overseas
that are likely to be significant export oppor-
tunities and provides assistance to selected
companies to participate. Financial assistance is
provided to companies to achieve international
quality standards so that they can be more

competitive in global markets.

Information on WD’s programs and services can
be obtained from its offices in the following
locations.

Ottawa

200 Kent Street, 8th Floor
P.O. Box 2128, Station D
Ottawa K1P 5W3
Telephone: (613) 952-9378
Fax: (613) 952-9384
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Alberta

Canada Place

9700 Jasper Avenue, Suite 1500
Edmonton, Alberta T5J 4H7
Telephone: (403) 495-4164
Fax: (403) 495-4557

Toll-free line for Calgary: (403) 292-5382

British Columbia

Bentall Tower #4

1055 Dunsmuir Street, Suite 1200
P.O. Box 49276, Bentall Station
Vancouver, British Columbia V7X 1L3
Telephone: (604) 666-6256

Fax: (604) 666-2353

Toll-free line for B.C.: 1-800-663-2008

Saskatchewan

119, 4th Avenue S., Suite 601

P.O. Box 2025

Saskatoon, Saskatchewan S7K 357
Telephone: (306) 975-4373

Fax: (306) 975-5484

Toll-free line for Regina: (306) 780-6725

Manitoba

240 Avenue, Suite 712

P.O. Box 777

Winnipeg, Manitoba R3C 214
Telephone: (204) 983-4472
Fax: (204) 983-4694

Toll-free line for Manitoba: 1-800-561-5394

Atlantic Canada Opportunities Agency

A key objective of the Atlantic Canada Oppor-
tunities Agency (ACOA) is to increase the
number of Atlantic businesses that are active in
international trade. ACOA activities include moni-
toring emerging opportunities, communications
initiatives to promote the region, and educational
workshops. ACOA supports export development

through the marketing element of its Action
Program. It assists Atlantic SMEs in developing
marketing plans and supports them in other
marketing areas. -

Further information on ACOA and its programs
can be obtained through through the following
toll-free numbers:

Head Office, Moncton, New Brunswick:
1-800-561-7862

Fredericton, New Brunswick:
1-800-561-4030

Charlottetown, Prince Edward Island:
1-800-871-2596

Halifax, Nova Scotia:
1-800-565-1228

Sydney, Nova Scotia:
1-800-705-3926

St. John’s, Newfoundland:
1-800-668-1010

PUBLICATIONS
InfoCentre
The Department of Foreign Affairs and Interna-
tional Trade’s InfoCentre is a public information

resource centre which provides referral and
publication distribution services.

The InfoCentre’s operators can advise Canadian
exporters on the full range of DFAIT’s trade pro-
grams, services and publications. These services
are available from the InfoCentre’s toll-free 1-800
number, or the InfoCentre office located on the
ground floor of DFAIT headquarters. Exporters
can also access information on international
markets, export opportunities and export
programs from the InfoCentre’s FaxLink service,
InfoCentre Bulletin Board and Internet World
Wide Web site.
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FaxLink

FaxLink is a facsimile-based information service
that carries a wide variety of trade and foreign
policy documents and publications. It provides
information on exporting, business and market
opportunities, and programs and services and
can be reached by dialing (613) 944-4500 from
a fax machine.

Upon connecting with the system, callers will be
greeted by a voice prompt that will offer them the
choice of interacting with the system in the
language of their choice (English or French).

Upon selecting the preferred language, callers will -

be presented with the option of hearing instruc-
tions on how to use FaxLink, requesting a master
index, or ordering documents. To order a par-
ticular item, callers simply input the document
I.D. number associated with the desired docu-
ment(s). Once the order has been placed, the
system will automatically fax the information
requested. The entire process takes only a few
minutes to execute.

The system is easy to use and accessible 24 hours-
a-day, seven days-a-week. The only costs are
long-distance charges if calling from outside the
Ottawa area.

For more information on the FaxLink service, con-
tact FaxLink Administration at (613) 944-1488
or 944-1490.

InfoCentre Bulletin Board

The InfoCentre Bulletin Board (IBB) is an
electronic database which contains more than
2000 documents, including geographical and
sectoral market studies; trade opportunities;

government programs and services; and informa-

-tion on private-sector financial services. The IBB

also allows companies to begin the process of
registering on-line in the WIN Exports database.

To access the IBB, callers need a personal com-
puter, a standard modem capable of handling
North American signalling (if calling from outside
Canada), and any type of communications
software. To connect to the IBB, callers must dial
(613) 944-1581 or 1-800-628-1581 via the
modem with line settings at N-8-1, modem speed
up to 14 400 baud, and terminal emulation set
to ANSI/ASCIIL.

The IBB also offers anonymous “FTP mail” and list-
server capabilities via the Internet by addressing
Internet E-mail inquiries to listserv@fait.ge.ca or
ftpmail@fait.gc.ca with the word “help” in the
body. Either one will return a message listing the
services offered.

The IBB can be reached 24 hours-a-day, seven
days-a-week.

Internet Web Site

The Internet is the Department’s most advanced
electronic information dissemination platform. It
allows callers to obtain relevant information
concerning DFAIT, its activities, programs
and services. The Web site features access to the
IBB document bank as a WordPerfect site.
The Universal Resonance Locator (URL) or
Internet address for the DFAIT Web site is
http://www.dfait@maeci.gc.ca

Internet E-mail enquiries can be made to the
InfoCentre by addressing correspondence to
infocentre@fait.gc.ca or infocentre@aeci.ge.ca




For more information on InfoCentre services,
contact:

InfoCentre (SKI) :
Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa K1A 0G2 A

Telephone: 1-800-267-8376 ‘
(613) 944-4000 (Ottawa-Hull region)

~ (613) 996-9136 (hearing impaired)

Fax: (613) 996-9709

FaxLink: (613) 944-4500

IBB: 1-800-628-1581 or

(613) 944-1581 (Ottawa-Hull area)
E-Mail: ski.extott@extott09.x400.gc.ca

International Business Opportunities Centre
International Business Opportunities Centre
(IBOC) was established jointly by DFAIT and
Industry Canada to match business leads pro-
vided by trade commissioners abroad with the
business interests of Canadian firms, particularly
SMEs. The Centre uses electronic databases such
as DFAIT’s WIN Exports and Industry Canada’s
Canadian Companies Capabilities to identify and
engage Canadian companies in international
business development opportunities.

For more information on IBOC, contact:

International Business Opportunities Centre
(IBOC)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa K1A 0G2

Telephone: (613) 944-6000

Fax: (613) 996-2835

CanadExport
CanadExport, DFAIT’s twice-monthly trade
newsletter, published in English and in French,
carries articles on key trade activities and issues,
including international market developments.

CanadExport is distributed to some 40 000 Cana-
dian readers, particularly SMEs, informing them
of new trade and investment opportunities, pro-
grams and services for Canadian exporters, trade
policies, upcoming events such as trade fairs and
missions, trade-related publications, and export
successes and winning strategies. It also regularly
features special supplements on various countries
and regions and how to do business in these
markets.

CanadExport is available in hard copy, or in
electronic format through the Department’s
InfoCentre Bulletin Board service, the Internet
and the Open Bidding System:.

For more information on CanadExport, contact:

CanadExport

Trade Communications Division (BCT)

Department of Foreign Affairs and

International Trade

125 Sussex Drive

Ottawa K1A 0G2

Telephone: (613) 992-6249

Fax: (613) 992-5791

E-mail: canad.export@extott07.x400.gc.ca

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

International Business Publications

DFAIT publishes a wide range of trade and
economic publications which can assist Cana-
dian enterprises in their exporting ventures. In




addition to CanadExport, pamphlets and bro-
chures on trade programs, examples of particular
interest to exporters are:

Selecting and Using Foreign Agents and

Distributors

e Designed for exporters who are examining
foreign market representation options, and for
companies that have received an unsolicited
proposal from a potential agent or distributor
and require guidance in the assessment process.

Directory of the Canadian Trade

Commissioner Service .

e Lists DFAIT offices and trade commissioners in
Canada and abroad with foreign trade, tourism
and investment responsibilities.

Guides for Canadian Exporters

* A series of short guides to individual countries,
providing factual information on the country’s
economy, tips on doing business, local customs
and foreign exchange information.

Canada’s International Business Strategy

(CIBS)

e A set of documents published annually, CIBS
consists of an overview highlighting Canada’s
international business development priorities
and a series of industry sector strategies that
include lists of planned international activities.

[

Canadian Exporter’s Guide to the U.S. Market

* A practical how-to guide for exporters interested
in the United States market.

Take A World View

* An interactive, easy-to-use software kit designed
to help firms working in knowledge-based indus-
tries to sell their services to foreign markets.

Bon Voyage...But )

* A handy pocket guide that contains valuable
information and advice to Canadians travelling
and residing abroad, including a complete
listing of Canadian embassies and consulates
around the world.

For these and other publications contact the
InfoCentre.




ANNEX I: CANADA’S TRADE
COMMISSIONER SERVICE

v

Canadian trade commissioners live and work in
Oslo and Buenos Aires, in Beijing and Buffalo, in
fact in 125 cities throughout the world. As part of
an extensive network of trade experts, their
primary responsibility is to help exporters get
started or expand their sales in foreign markets.

| - As employees of the Department of Foreign Affairs

and International Trade (DFAIT), they work on
your behalf.

It is always a good idea to inform the trade
‘_,CommlSSlOl’lel‘ in each of your established or
target forelgn markets of your export activities.

Keeping them up to—date pays big dividends in
reducing costs avmdmg pitfalls and seizing

B Hopportumtles

Before you contact a Canadian trade
commlsswner you should consider these
suggestxons e

Prov1de your trade commlsswner in advance,

with: s
. summary of your companys act1v1t1es
* previous export expenence ,
» precise descriptions of your produet or service;
e main selling feature of your product or service;
e type of distributor or representative you are
seeking; | |
e tentative travel schedule;

¢ requests for introductions to or appointments
with potential agents and/or buyers;

e copies of your sales brochure and product/
service literature.

Your trade commissioner can help you deteﬁniné ‘
e whether your product or service can be
imported into the market; ‘ ‘
¢ normal distribution channels for your product
 or service; ‘ S
e whether there is local or imported comp tlo‘n‘;
* buying practices in the market; el
¢ market support services that are avaﬂable, |
as banking, shipping and storage, . '
e import policies and restnc 'on
* how to quote in the markk‘
* social, cultural busmes ‘market and pohtlcal
conditions that may affect sales

When your marketmg plans are comple
the trade commissioner has been 1nformed ofyour
plans, s/he can help you market your product by k
. canvassmg and recommendmg local represen-f
tatives — you should seekk the‘ftrad com-
mlssmners adv1ce Dbefore appolntlng agents or ;
dlStI‘lbutOI‘S ‘
e recommending translatlon legal advertlsmg -
and other support services; e o
. arrangmg meetings for future busmess tnps

c mpleted and_ :




providing information on duties, taxes and
foreign exchange matters, and helping you
solve problems and find solutions;
helping you determine why an account is
overdue and, if necessary, advising you on
proper procedures for settlement;

* maintaining contact with and supporting your
agent or distributor.

See Section 11 for more information on Canada’s
Trade Commissioner Service.

-Cim Hﬁlp :

_Can Not Help

. 'ﬁ' screen local 1ndustry contacts

) . 1dent1fy market opportunmes e v o
. jdentxfy potentlal partners and alhes Db
= . 1dent1fy potentlal customers - o
X ' 1dent1fy key dec1s1on makers
~* advise on government bxddmg procedures

i ," ',adwse on pracnces, regulat1ons and barriers to sales

- 5,:,, adv1se on local competltlon and marketmg character;stxcs
o "fﬁ.prov1de mformatmn on future events

e ff'assnst with an initial appomtment 'schedule
~* lLiaise with local agents, distributors or allies
. ’;’adwse on the settlement of overdue accounts

: adv15e on travel to and W1thm a country

| select potentxal contacts e
* evaluate contract potentlal
* select potential partners and a]hes
'*_select potential customers -
' by acting as your sales agent
¢ help prepare tenders
* obtain exemptxon from trade resmcnons
. develop your marketmg plans
® ensure your v1$1b111ty at future events ,
. by accompanylng representatxves to appomtrnents
¢ supervise local agents distributors or allies ’
* by acting as your debt collector, ,travel agent,
““or local business office '
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ANNEX IT:
VISITS AND TRADE FAIRS

* Get the most out of your trip by making sure
that it does not coincide with traditional holiday
periods. (For example, not much work would be
accomplished in Rio de Janeiro during Canﬁval.): !

» Write to your trade commissioner upon :

Visits to potential target markets will help you

-answer the following questions:

e Is there a real (as opposed to perceived) need
. or desire for your product?
e Are there financially stable importers who are
- eager and able to accept your business?

_environment what you thought it was?
* .o Is there competition you didn’t foresee and can
© you »meet it?

] ‘I‘s}the economic, social, cultural and political

returning to Canada and let s/he know how

your meetings went, who your agent. is. (xf you
appointed one) and what your future plans are.

Keeping trade commissioners.fully 1nforn1ed‘ ;

helps them in lookrng out for sales'leads and
opportunities. s ' .

DON’Ts .
e Don’t start out on aforelgn\ arket visit withou

learn as much about the country, its peop!e ; |
and the market by osmosis as you would ina




PLANNING YOUR TRIP :

Proper planning is vital to a successful foreign
market visit. The following list highlights a
number of important details that can help make
your visit successful.

If you intend to apply for assistance to make
the trip (e.g. through the Program for Export
Market Development), be sure to apply two to
three months before your planned departure.

Write to the trade commissioner in each target
country, also two to three months in advance,
and provide details of your product or service
and your marketing plans. Outline what your

objectives and expectations are for this visit.

Let the trade commissioner know about your
travel plans as soon as they have been finalized.
When planning your itinerary use a reliable
travel agent who can help you take advantage
of the most efficient and economical travel
routes. When you have approved the plan,
make confirmed travel and hotel reservations
and reconfirm them just before you leave.
Carry a good supply of business cards printed
in English or French and, if possible, in the
language of the country you are visiting.
Include a supply of business stationery, sales
brochures, literature and photographs of your
product for use abroad. A small dictaphone or
recorder is handy for making on-the-spot notes
to yourself on business details.

Carry a list of C.LF. prices for your products for
each country on your itinerary as well as sched-
uled departures from major Canadian ports.

e Samples of your products, if feasible, or small

gifts related to your product/service or to
Canada are always appreciated by contacts.
Check local customs on such items with your
trade commissioner.

Make sure that you have a valid Canadian
passport and any visas required for your trip.
Carry a few extra passport photos for addi-
tional visas that you may need. Also be sure to
carry a record of immunization shots required
for each country.

Obtain an international driver’s licence if you
plan to use a car during your trip. If renting a
car, reserve well in advance and reconfirm just
before you leave.

Take advantage of any memberships you may
have in international service clubs — they can
be an excellent means of making business
contacts. ’

Ask your bank manager to send a letter of
introduction to a bank in each city you plan to
visit. The letter can be helpful in checking
references of potential customers and agents or
if you run into unexpected financial difficulties.
Background reading on the countries you plan
to visit can make your trip easier. Such things
as knowing the local dress codes, meal times,
and how to address people will help eliminate
small problems and earn you the good will of
your hosts. -




ANNEX III:
EXHIBITING OVERSEAS

After your first market visit, you may decide to
exhibit your company’s products and services at
an international trade fair. The trade commis-

‘sioner in the host country is your best source of

information on any fair in the territory.

- : Exhlbltmg at a trade fair requires careful advance
~ planning. Give yourself a full 12 months to plan

and prepare for your participation. The main

 activities that an exhibitor should undertake
»prior to the ‘fairﬁ are summarized below.

See Sectzon‘ 11 for detalls on where and how to
obtam mformatzon and assistance for exhibiting

at mtematlonal trade fazrs

12 MONTHS IN ADVANCE

Learn about the fair by consulting literature such

~ as show brochures, guldes and catalogues. This
" information w111 help you answer the questions
. below and carry out the necessary activities:
e How large an area does the fair cover?

' What is the range of products?

* How many v151tors, and from how many coun-
tries, attended last year and in previous years?

- * How many companies exhibited last year? What

countries were they from and is partxcxpatlon
mcreasmg or declmmg'v’

What is the cost of booth space? What services
are included and what is the cost of services
that are not included?

What is the deadline for reserving booth?

What are the Customs and import regulations
for the products you are exhibiting® Are special
licences required? Can the goods be easily
taken back to Canada® ‘ -

Are there other exhibit or business oppor-
tunities available in conjunction with the fa1r° B
What is the cost of clearing samples? '
What is the cost of an interpreter, if o
needed? : :




e Decide on pre-fair publicity, public relations, 3 MONTHS IN ADVANCE ,

literature, promotional material? Who will
produce and translate it? Don’t forget to provide
fair management with your material for use in

¢ Recheck supplies and equipment.
* Arrange to ship and insure exhibit.
* Make final approvals on local publicity and

their publicity. i
* Select freight forwarder and arrange shipment advertising.
ibi ® Order badges for booth personnel.
of exhibit.

.
2 MONTHS IN ADVANCE '

¢ Send list of booth personnel to fair management.
¢ Send invitations to potential customers and

agents to visit your display, reception, etc. '
¢ Recheck travel arrangements.

6 MONTHS IN ADVANCE

¢ Check booth design and construction schedules.
e Formulate shipping plans to meet fair

requirements. ~
* Select and order samples and gifts. ,
* Determine exhibit approach; most buyers and

agents like to see demonstrations, pick up 1 MONTH IN ADVANCE :

literature and talk to the manufacturer. ¢ Check on delivery of exhibit, equipment and
¢ Plan your public relations approach. Should supplies

you send out invitations to customers to attend o Arrange for exhibit repa éking and return.
your exhibit and a reception? What types of e Check on booth construction.
media relations and advertising activities are
you considering?
* Plan for adequate staffing of booth. Rule of WEEK OF THE FAIR

thumb is two staffers per 9m? of booth space. o Check hospitality arrangements.

e Arrange for locally hired staff (e.g. for recep-
tions, interpreters).
¢ Order exhibit supplies.

4 MONTHS IN ADVANCE

* Finalize shipping arrangements (e.g. trans-
portation, Customs agents, freight forwarding).

* Recheck sales and promotional materials.

* Assign personnel.

* Prepare booth staffing schedule and begin staff
training. Staff should be thoroughly familiar
with the product, prices, delivery capability
and Customs requirements.

Set up on-site meetings and rehearsals.

Check on arrival and clearance of exhibit and
supplies.

Prepare tool kit for emergency repairs to display
units and equipment.

Meet with photographer, arrange for desired
photos.

Prepare lists of important telephone numbers
(e.g. fair manager, security, decorator, mainte-
nance, freight handlers).

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




DAY BEFORE FATR OPENS

¢ Perform final check on booth, furniture and

equipment.

¢ Finalize booth staffing schedules.
e Survey entire fair. See what competitors are

doing and note ideas for your next exhibit.

DURING THE FAIR

o Schedule daily breakfast meetings to brief staff

on day’s activities.

¢ Check on the competition every day.
e Seek out foreign manufacturers of comple-

mentary product lines to discuss possible
distribution arrangements.

AFTER THE FAIR

e Arrange for packing and returning of exhibit/

equipment.

e Check bills and service charges.

Plan to spend a day or two after the fair to brief
any agents appointed, follow-up with local
contacts, and visit the marketplace to check
competitive products, prices, presentation and
local advertising practices.

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

Hold debriefing meeting with permanent and
locally hired staff to solicit their observations,
recommendations and suggestions for improve-
ments for future exhibitions. -

Inform the trade commissioner of your assess-
ment of your participation and your future
plans for the market.

Check back with the International Trade
Centre upon your return to Canada, and brief
personnel on your participation at the fair.
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