


“handyman’” This pattern has changed
over the past few years as middle-
class Mexicans have discovered the
benefits of do-it-yourself (DIY) home
improvements.

This trend has been fuelled both by
a greater need for consumers to do
the work themselves, and by the
greater availability of DIY products in
the Mexican market. Several American
DIY retailers have moved into the
Mexican market, and most supermar-
kets and department stores have
also joined this trend. Product demon-
strations and even training seminars
are offered by a wide range of retailers.

Another positive development is
funding for renovations being made
available by the Mexican govemment.
In early 1996, President Zedillo said
that national housing organizations
would grant 380,000 loans during
the year, of which 115,000 would be
for renovation projects. '

These factors are behind a major
growth in the home improvement
market. There is demand for all types
of tools and hardware that can be
used by untrained people. The United
States Department of Commerce has
estimated that the 1996 market for
DIY products was about US $1 billion,
or abotit 10 percent of the total mar-
ket for residential construction and
renovation.

I
SECTOR OVERVIEW

Tools and hardware in the do-it-yourself
(DIY) consumer sector are those that
can be used by an untrained person.
These products are used throughout
the home for repair and renovation
projects. The tasks involved indude
carpentry, plumbing, electrical and
masonry work, as well as painting
and landscaping. In many cases it is
difficult to separate home hardware
items from similar products used in
commercial construction or by other
professional users. This summary

focuses on products that can be used
for home improvements, even if they
are also used by professionals. In fact,
there is little distinction in Mexico,

since many small contractors buy the
same tools in the same consumer

DIY stores frequented by homeowners.

A strong demand for tools and hard-
ware for use in the home is driven
by the fact that Mexico faces a hous-
ing shortage of crisis proportions.
According to official govemment esti-
mates, at least three million additional
homes are needed to adequately
house the current population. Inde-
pendent experts put the shortfall
doser to seven million units. According
to the World Bank, more than 800,000
new houses are needed every year
to keep up with demand, but only
600,000 are built. The economic crisis
spawned by the devaluation of the
peso in December 1994 has made
the situation worse, and it is common
for extended families to live in one
home.

The housing shortage has led to

a strong trend towards owner-
completed renovation projects. This
trend has been accelerated by the
development of specialized DIY stores,
many of them set up in partnership
with American retailers. The American
firm Payless Cashway, for instance,
has partnered with Grupo Alfa, a
major Mexican industrial group, to
open 25 retail establishments in the
next five years under the name Total
Home. Their product mix is split evenly
between domestic and imported pro-
ducts. Other foreign retailers in Mexico
are Builder's Mart and Home Mart.

Products in demand indude the full
range of hand tools, including small
electrically operated tools. They also
include hardware such as fasteners,
hinges, locks, electrical and plumbing
components and painting supplies.

This product line is so diverse that it
is difficult to make generalizations

about the ability of Mexican manufac-
turers to supply the demand. But for

the most part, Mexican suppliers are
most competitive in the middle mar-
ket levels. At the lowest price points,
Mexico has seen a flood of cheap
Asian hand tools. Countervailing
duties have been imposed against ~
imports from China, and a system of
minimum prices has been set up for
basic hand tools. At the higher end
of the scale, the US dominates the
market for sophisticated hand tools
and hardware products designed to
make installation easier for untrained
users. Import penetration is estimated
at about 40 percent for hand tools,
but it falls to only about 10 percent
for paint and painting supplies.

|
FOREIGN TRADE

Imports of hand tools into Mexico
fell by 42 percent in 1995, to US $68
million. Imports of paints and painting
supplies fell by 32 percent to US $80
million over the same period. It is
difficult to be precise about the
specific products involved, since
under Mexican import classification
system, a large proportion is dassified
simply as “other”

Estimates by the United States Depart-
ment of Commerce put the American
share of the import market for hand
tools at 68 percent, and the share of
paint and painting supplies at about
76 percent.

Canada's share of the import markets
for these products is not significant
except for two products. Canada
daims almost one-third of the import
market for chains for chain saws, and
about 15 percent of the market for
polymer/aqueous paint. Total tool
sales were less than US $1 million,
and paint and painting supplies
totalled about US $3 million.

It is not possible to estimate trade in
consumer hardware products because
they are mixed in with too many other
goods in the intemational trade statis-
tics. The statistics shown here are for
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The larger chain stores buy directly
from manufacturers but since the
devaluation of the peso in December
1994, many of them are trying to
simplify their procurement proce-
dures by dealing through a smaller
number of distributors. Privately
branded products are the principal
exception to this trend.

There are also about 25,000 small
specialty stores selling hardware,
plumbing supplies, paint and painting
supplies, and other DIY products. They
buy mainly from wholesalers or distri-
butors. In general, they carry fairly
limited lines and are more expensive
than the large chain stores. Some of
them provide home repair contracting
services.

The larger retail chains in Mexico
include Gigante, Aurrerd, Casa Ley,
Comercial Mexicana, and Soriana.
Together they operate more than 400
hypermarkets, which are defined as
full-line stores with between 4,500
and 10,000 square metres of sales
area. The largest stores are 23 mega-
markets operated by K-Mart de México
and Wal-Mart de México. These are
stores with more than 10,000 square
metres of display space. There are
also 431 supermarkets, 129 ware-
house stores and 480 department
stores listed in the directory of the
Asociacion Nacional de Tiendas de
Autoservicios y Departamentales
(ANTAD), National Association of
Supermarket and Department Stores.

L
COMPETITORS

Mexican manufacturers, including
operations of multinational companies,
produce a wide range of hand tools
and hardware products. Their market
share is largest in paints and painting
supplies, where they claim 90 percent
of the market. It is lowest in hand
tools where they supply 60 percent
of the market.

US-BASED COMPANIES ACTIVE IN
THE MEXICAN TOOLS AND HARDWARE MARKET

Dap Incorporated
De Vilbiss Ransburg
Defleco Corporation
Du Pont

Genova Products
Masco Corporation
Sherwin Williams
Skil

Stanley Hardware
Storehorse
Pittsburgh

Preval

The Scotts Company
M

Vermont American Tool

Company Product Line
Alterra, Corp. Hand tools

Amana Tool, Corp. Hand tools
American Tack & Hardware Decoration products
American Tool International Hand tools

Ames Lawn & Garden Tools Gardening tools
Black & Decker Hand tools

Cooper Tools Hand tools

Adhesives & cementing products
Spray guns & accessories
Hardware products

Paint & painting supplies

PVC pipes & fittings

Plumbing & hardware products
Paint & painting supplies

Hand tools

Hardware products

Carpentry products

Paints

Spray guns & accessories
Gardening products

Protective equipment

Hand tools

Source: US Department of Commerce, 1996.

These manufacturers were severely
harmed during 1995 by the economic
crisis, but the market recovered
strongly, beginning in the second
quarter of 1996. American companies,
with or without manufacturing faci-
lities in Mexico, are the main compe-
titors for Canadian suppliers. They
claim about two-thirds of the import
market, with the rest accounted for
mainly by Asian producers of low-
cost basic hand-tools.

I
TRENDS AND
OPPORTUNITIES

Two major trends have characterized
the tool and hardware market in
Mexico over the past few years. The

first is the development of the demand
for do-it-yourself (DIY) products. The
second is the entry into the market
of large American-based DIY retailers
mainly in association with large
Mexican firms. Both of these trends
indicate that the DIY culture should
continue.

THE DO-IT-YOURSELF CULTURE

Mexico’s gradual economic restructur-
ing and, more recently, the economic
crisis spawned by the devaluation of

‘the peso in December 1994 have

severely reduced the wealth of many
families. Many upper-class people
have found themselves bumped down
into the middle class and have been
forced to change some of their atti-
tudes. Young people are finding it
increasingly difficult to leave their
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parent's home, even after they are
married. There is a severe housing
shortage, estimated at 7 million units
in 1996. For all of these reasons, fewer
families are able to move into new
homes. This is driving an expanding
demand for home repair, remodelling
and renovation.

At the same time, householders are
beginning to learn that many small
contractors do not deliver good
quality for the money. It is difficult

to find workers who are both skilled
and honest. A massive crime wave,
fuelled by the economic crisis, is also
making many families reluctant to let
strangers into their homes. And finally,
cultural changes are now beginning
to create a sense of pride in well-done
home projects.

These changes in demand are
matched by important developments
on the supply side. Major DIY retailers
such as Home Mart have moved into
the Mexican market. Television pro-
grams are educating people about
DIY methods. Even supermarkets and
department stores are running semi-
nars showing the latest techniques
and products. Consumers have come
to understand that with little training
and fairly inexpensive tools they can
undertake their own home projects.

In response to the devaluation, Secre-
taria de Desarrollo Social (Sedesol),
Secretariat for Social Development,
has initiated a new program for home
improvements. It combines technical
advice from universities with subsi-
dized construction materials in an
effort to promote DIY remodelling.
In early 1996, President Zedillo
announced that 115,000 home
renovation loans would be made
through public lending agencies
during the year.

AMERICAN-STYLE RETAILERS

The tool and hardware market has
been the target of aggressive mar-
keting by American retail chains, some
of them operating in association with

Bt

large Mexican firms. A good example
is the partnership between Grupo
Alfa, one of Mexico’s top-ten indus-
trial groups, and Payless Cashways,
a US-based firm with 1994 sales of
US $2.7 billion. Alfa has a 51 percent
stake in the joint venture, known as
Total Home. The first store was opened
in Monterrey in 1994, which was
quickly followed in early 1995 with
a second outlet in Mexico City. There
are plans for 25 outlets throughout
Mexico over the next few years. Sales
are projected at up to US $600 million,
and employment at 3,000 employees,
once all of the stores are in operation.

- The Monterrey store illustrates the

Total Home marketing style. It has
33,000 square metres, of which
6,000 is in sales area, 2,000 in storage,
12,000 in patio space and 13,000 in
parking. The store features 17 product
centres, and the product mix is about
half-and-half domestic and imported.
The company claims to offer “every-
thing from nails to computer-designed
kitchens”

Total Home's nearest competitor is
Builder's Mart, which is associated
with Grossman, another American
company. Home Mart is a new entrant
into this market, but by March 1996
it had five stores in operation, with

a total sales area of 46,000 square
metres. These specialized do-it-
yourself (DY) specialists will face
stiff competition from more broadly-
based US retailers who have entered
the market in assodiation with Mexican
partners. Wal-Mart de México had
19 megamarkets operating in 1996,
with 277,000 square metres. K-Mart
de México had 4 stores averaging
about 10,000 square metres each.

REGULATORY
ENVIRONMENT

All products offered for retail sale,
including tools and hardware, are
subject to Mexico's labelling regula-

tions. Some products, incduding paint,
are also subject to mandatory quality
standards. In addition, basic hand tools
are covered by regulations setting
minimum prices, and some have
been subjected to countervailing
duties.

LABELLING REGULATIONS

A new labelling decree was pro-
claimed in 1996 and became effec-
tive in March 1997. There are two
levels of regulation. One set of rules
applies to generic products. This is
the minimum level of Spanish labelling
that must be affixed to every retail
product before it can cross the border.
Briefly, the regulation requires that
the label bear the name of the pro-
duct, the name and address of the
importer, the net contents, precau-
tionary warnings and use and/or
handling instructions.

The required information can be
printed on a label affixed to the
product, on a hanging tag, or for
small products, on the container or
package.

Products which are subject to spedial
regulation under Mexico's system of
Normas Oficiales Mexicanas (NOMs),
official standards, may also have
spedial labelling requirements that
are set out in the NOMs. If so, they
are exempted from the generic regula-
tions. Paints and vamishes are the
only significant product covered in
this summary which are subject to
such special labelling regulations.
NOM-003-SSA1-1993 sets out very
detailed labelling requirements for
those products. The regulations for
generic products are established in
NOM-050-SCFI-1994.

Mexico's labelling regulations have
been in a constant state of revision
since 1994, when the government
first announced that it would no longer
accept stick-on Spanish labels applied
by the retailer. Since March, 1994,
labelling regulations have been
enforced at the border, effectively
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transferring the onus for compliance
from the importer to the exporter.

Canadian exporters are strongly
advised to verify all labelling require-
ments with their agent, distributor or
other.importer prior to shipment.

CERTIFICATES OF COMPLIANCE

Mexico has a system of official
quality standards known as Normas
Oficiales Mexicanas (NOMs). These
regulations can be set by any
ministry and are promulgated
through official “decrees,” which are
published in the Diario Oficial,
Mexico’s Official Gazette.

Along list of products is subject to
special regulation. They must be
tested in Mexico and a certificate of
compliance must accompany the
goods when they cross the border.
Curmrently, none of these NOMs appear
to apply to tools and hardware pro-
ducts other than paint. Nonetheless,
the regulations are constantly being
revised, and exporters should verify
the requirements with their agent,
distributor or importer prior to ship-
ment. Technically, the regulations
apply to the importer, but shipments
that arrive at the border without
adequate documentation may be
subject to serious delay.

MINIMUM PRICES AND
COUNTERVAILING DUTIES

Mexico has established minimum
prices for some imports, principally
those that are likely to be dumped.
While few Canadian products will
ever fall subject to these regulations,
exporters should be aware that a

list exists that names tools that are
subject to this form of regulation.
These regulations were published in
the Diario Ofidal on 28 February 1994,
4 May 1994 and 13 May 1996. Many
hand tools are affected, including
handsaws and saw blades, axes,
circular saw blades, hacksaws and
blades, pliers, wrenches, sockets,
hammers, trowels, scrapers, punches
and chisels.

it

To control dumping, Mexico has
also imposed countervailing duties
in excess of 300 percent on many
hand tools from China. Therefore,
Canadian exporters of these products
must be certain to ensure that their
shipments are covered by proper
North American Free Trade Agreement
(NAFTA) certificates of origin. These
certificates are normally necessary
only if the product will be imported
under NAFTA preferences. But they
can also be used to avoid possible
countervailing action aimed at non-
NAFTA countries.

[
MARKET ENTRY
STRATEGIES

Canadian companies that want to
participate in Mexico’s expanding
tools and hardware market, will have
to compete with an array of estab-
lished American-based firms, opera-
ting in partnership with Mexican
companies. Home Mart and Total
Home are the market leaders. They
are closely followed by more diversi-
fied retail giants like K-Mart and
Wal-Mart.

Some Canadian tool and hardware
manufacturers may already be partidi-
pating in this market through their
affiliates in the United States. Other
companies will have to find retailers
who are open to new suppliers
and unfamiliar products. In general,
Canadian produds are not well known
in Mexico. While Canada enjoys a
good general reputation, Canadian
companies have a reputation for
being risk averse and lacking staying
power in the market.

Ironically, the same Mexican buyers
who complement Canadians for being
easy-going and less impatient and
arrogant than their American counter-
parts, quickly add that they are not
aggressive enough. Thus, Canadian
companies breaking new ground in
the tool and hardware markets —

which have not yet been significantly
penetrated — will have to overcome
this general perception. Canadian
companies that have succeeded in
this market say that establishing a
local presence is essential.

Many large retail chains in Mexico
buy direct from foreign suppliers.
Approaching those that would be
most likely to carry do-it-yourself
(DIY) products represents a good
start. But many Canadian suppliers
have found it more practical to engage
a Mexican distributor or form a part-
nership with an exdusive agent.

Another effective market entry strat-
egy is to form a joint venture with a
Mexican manufacturer of tools or
hardware. Many Mexican companies
have been hard-hit by the economic
crisis and lack the capital to mod-
ernize. Today’s DIY consumers are
demanding attractive packaging,
easy-to-use products and practical
instructions. Canadian hand tool and
hardware manufacturers have solid
capabilities in these areas, and they
could partner with Mexican firms
which are able to offer immediate
market access in return. This is a good
way to overcome language and cul-
tural barriers. Canadian firms contem-
plating this approach should under-
stand that they will be expected to
be the main providers of capital.

Attending trade shows is one of

the most common ways of finding
prospective buyers and partners.
Expo-Ferreteria, an annual hardware
show, is held in Mexico City. The 1996
show was in September. Ancther
important event is the Convencién
Nadional del Comercio Detallista,
National Convention for Retailers,
annual show of the Asodadidn
Nadonal de Tiendas de Autoservidos
y Departamentales (ANTAD), National
Association of Supermarket and
Department Stores. This is held in
Guadalajara in the spring.

The Canadian Embassy in Mexico
City and the consulates in Monterrey
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and Guadalajara can be helpful in
making introductions for Canadian
cornpanies who have prepared an
export strategy.

I
KEY CONTACTS

CANADA
Canadian Government

Department of Foreign Affairs and
International Trade (DFAIT)

DFAIT is the Canadian federal govem-
ment department most directly
responsible for trade development.
The InfoCentre should be the first
contact point for advice on how to
start exporting. It provides informa-
tion on export-related prograrmns and
services, acts as an entry point to
DFAIT's trade information network,
and can provide copies of spedialized
export publications and market infor-
mation to interested cornpanies.

InfoCentre

Tel.: 1-800-267-8376 ofr
(613) 944-4000

Fax: (613) 996-9709
FaxLink:* (613) 944-4500
InfoCentre Bulletin Board (IBB):
Tel.: 1-800-628-1581 or

- (613) 944-1581
Internet: http://www.dfait-maeci.gc.ca

*FaxLink is a faxback systern which
provides sumrnaries on a range of
Mexican markets. It must be con-
tacted through your fax machine.
Dial from your fax phone and follow
the voice prompt instructions.

The Trade and Economic Division
of the Embassy of Canada in
Mexico can provide vital assistance
to Canadians venturing into the
Mexican market. The trade commis-
sioners are well-informed about the
market and will respond in whatever
measures possible to support a
Canadian firm's presence in Mexico.

Trade and Economic Division
The Embassy of Canada in Mexico
Schiller No. 529

Col. Polanco

11560 México, D.F.

México

Tel.: (52-5) 724-7900

Fax: (52-5) 724-7982

Canadian Consulate

Edificio Kalos, Piso C-1

Local 108-A

Zaragoza y Constitucion
64000 Monterrey, Nuevo Ledn
Meéxico

Tel.: (52-8) 344-3200

Fax: (52-8) 344-3048

Canadian Consulate
Hotel Fiesta Americana
Local 30-A

Aurelio Aceves No. 225
Col. Vallarta Poniente
44110 Guadalajara, Jalisco
México

Tel.: (52-3) 616-6215

Fax: (52-3) 615-8665

International Trade Centres have
been established across the country
as a convenient point of contact to
support the exporting efforts of
Canadian firms. The centres operate
under the guidance of DFAIT and all
have resident trade commissioners.
They help companies determine
whether or not they are ready to
export, assist firms with market
research and planning, provide
access to government programs
designed to promote exports, and
arrange for assistance from the trade
cornmissioners in Ottawa and trade
officers abroad. Contact the Inter-
national Trade Centre nearest you.

World Information Network for
Exports (WIN Exports) is a cornputer-
based information system designed
by DFAIT to help Canada's trade
development officers abroad match
foreign needs to Canadian capabilities.
It provides users with information

on the capabilities, experience and
interests of more than 24,000 Canadian

exporters. For general information, call
(613) 944-4WIN (4946); to register
on WIN Exports, call (613) 996-2057,
or fax 1-800-667-3802 or

(613) 944-1078.

Program for Export Market
Development (PEMD)

PEMD is DFAIT’s primary export pro-
motion program. It supports a variety
of activities to help Canadian com-
panies expand into export markets.
PEMD shares up to 50 percent of
eligible expenses. Program financial
assistance is a repayable contribu-
tion, not a grant, and must be
approved in advance. For general
information, call the InfoCentre at
1-800-267-8376. For applications for
assistance through this program, call
the International Trade Centre nearest
you. In Quebec, PEMD is adminis-
tered by the 13 regional offices of
the Federal Office of Regional
Development (FORD Q).

Industry Canada

Fashion, Leisure and Household
Products Branch

Industry Canada

235 Queen Street

Tenth Floor, East Tower

Ottawa, ON K1A OH5

Tel.: (613) 954-2893

Fax: (613) 954-3107

Canadian International
Development Agency (CIDA)

CIDA is an important possible source
of financing for Canadian ventures in
Mexico. A special fund is available
through CIDA under the Industrial
Cooperation Program (INC). This
program provides financial contribu-
tions to stimulate Canadian private-
sector involvemnent in developing
countries by supporting long-term
business relationships such as joint
ventures and licensing arrangements.
For more information, call

(819) 997-7905, or fax

(819) 953-5024.
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Export Development Corporation
(EDC) ’

EDC helps Canadian exporters com-
pete in world markets by providing
a wide range of financial and risk
management services, including
export credit insurance, financing to
foreign buyers of Canadian goods
and services, and guarantees.

EDC has established relationships
with leading commercial and public
sector institutions in Mexico and Latin
America. For information on the full
range of EDC services, call

(613) 598-2500, or fax

(613) 598-6858.

Revenue Canada

Revenue Canada, Trade Administration
Branch provides service in English,
French and Spanish. Revenue Canada
publications and customs notices are
also available by calling or faxing the
NAFTA Information Desk:
1-800-661-6121 or (613) 941-0965;
fax: (613) 952-0022.

Business and Professional
Associations

Canadian Council for the Americas
Executive Offices

360 Bay Street

Suite 300

Toronto, ON M5H 2V6

Tel.: (416) 367-4313

Fax: (416) 367-5460

Alliance of Manufacturers and
Exporters Canada

99 Bank Street

Suite 250

Ottawa, ON K1P 6B9

Tel.: (613) 238-8888

Fax: (613) 563-9218

Alliance of Manufacturers and
Exporters Canada

75 International Boulevard
Fourth Floor

Etobicoke, ON MOW 619

Tel.: (416) 798-8000

Fax: (416) 798-8050

The Canadian Chamber of
Commerce

55 Metcalfe Street

Suite 1160

Ottawa, ON K1P 6N4

Tel.: (613) 238-4000

Fax: (613) 238-7643

Forum for International Trade and
Training Inc.

155 Queen Street

Suite 608 '

Ottawa, ON K1P 6L1

Tel.: (613) 230-3553

Fax: (613) 230-6808

Language Information Centre
240 Sparks Street RPO

Box 55011

Ottawa, ON K1P 1A1

Tel.: (613) 523-3510

Open Bidding Service
P.O. Box 22011

Ottawa, ON K1V OW2
Tel.: 1-800-361-4637 or
(613) 737-3374

Canadian Standards Association
178 Rexdale Blvd.

Etobicoke, ON MOW 1R3

Tel.: (416) 747-4000

Fax: (416) 747-4149

Standards Council of Canada
45 O'Connor Street

Suite 1200

Ottawa, ON K1P 6N7

Tel.: (613) 238-3222

Fax: (613) 995-4564

Mexican Embassy in Canada

Embassy of Mexico
45 O‘Connor Street
Suite 1500

Ottawa, ON K1P 1A4
Tel.: (613) 233-8988
Fax: (613) 235-9123

MEXIco
Government Departments

Secretariat of Commerce and
Industrial Development
Secretaria de Comercio y Fomento
Industrial (Secofi)

Direccién General de Normas
Puente Tecamachalco No. 6, Piso 3
Col. Lomas de Tecamachalco
53950 Naucalpan, Estado de México
México

Tel.: (52-5) 729-9300/9475 to 78
Fax: (52-5) 729-9848

Secretariat of Social Development
Secretaria de Desarrollo Social
(Sedesol)

Av. Constituyentes No. 947

Edificio B, Planta Alta

Col. Belén de las Flores

01110 México, D.E

México

Tel. (52-5) 271-8521/1616

Fax: (52-5) 271-8862

Mexican Foreign Trade
Commission

Banco Nacional de Comercio
Exterior (Bancomext)

Av. Camino a Santa Teresa No. 1679
Piso 12, Ala Sur

Col. Jardines del Pedregal
01900 México, D.F.

México

Tel.: (52-5) 652-8422

Fax: (52-5) 652-9408

Professional Associations

Association of Hardware Stores of
México

Asociacion de Ferreteros de México,
A.C.

Adolfo Prieto No. 623, Desp. 801-802
Col. Del Valle

03100 México, D.F.

México

Tel.: (52-5) 687-4675/4639,
682-1470

Fax: (52-5) 669-4532
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Mexican Association of
Manufacturers of Paints and Inks
Asociacién Mexicana de Fabricantes
de Pinturas y Tintas (Anafapyt)
Gabriel Mancera No. 309

Col. Del Valle

03100 México, D.F.

México

Tel.: (52-5) 682-7794

Fax: (52-5) 543-6488

National Association of Tool
Manufacturers

Asociacién Nacional de Fabricantes
de Herramientas (Anfher)

Calz. Vallejo No. 1110-C, Desp. 103
Col. Prado Vallejo

54170 Tlalnepantla

Estado de México

Meéxico

Tel.: (52-5) 389-2650

Fax: (52-5) 389-2759

National Association of Importers
and Exporters of the Mexican
Republic

Asociacién Nacional de
Importadores y Exportadores de la
Republica Mexicana (ANIERM)
Monterrey No. 130

Col. Roma

06700 México, D.F.

México

Tel.: (52-5) 564-8618/9218

Fax: (52-5) 584-5317

National Association of
Supermarket and Department
Stores

Asociacién Nacional de Tiendas de
Autoservicios y Departamentales,
A.C. (ANTAD)

Homero No. 109, Piso 11

Col. Polanco

11560 México, D.F.

México

Tel.: (52-5) 545-8803, 254-6220,
Fax: (52-5) 203-4495

Mexican Distributors and
Chain Stores

Grupo Alfa

Av. Gomez Morin No. 1111

Col. Carrizalejo

66254 Garza Garcia, Nuevo Ledn
México

Tel.: (52-8) 335-3535

Fax: (52-8) 335-8135
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Aurrerd, S.A. de CV.

Av. Nextengo No. 78

Col. Santa Cruz Acayucan
02770 México, D.F.

México

Tel.: (52-5) 328-3500/3506
Fax: (52-5) 328-3531

Casa Ley, S.A. de C V.
Montes Urales No. 635
Col. Lomas de Chapultepec
11000 México, D.F.

México

Tel.: (52-5) 202-0256

Fax: (52-5) 202-0501

Club Aurreré S.A de CV.

Av. Ejército Nacional No. 559
Col. Granada

11520 México, D.F.

México

Tel.: (52-5) 325-0915

Fax: (52-5) 326-0961

Ferreteria Calzada, S.A. de C.V.
Lazaro Cardenas No. 799
Zona Industrial

44940 Guadalajara, Jalisco
México

Tel.: (52-3) 812-5501

Fax: (52-3) 812-9939

Gigante, S.A. de CV.

Av. Jardin No. 245

Col. Tlatilco

02860 México, D.F.

México

Tel.: (52-5) 355-7555/6999
Fax: (52-5) 556-2163/4220

Home Mart de México, S.A. de C.V.
Av. Lomas Verdes No. 904

Santa Cruz Acatlan

53150 Naucalpan, Estado de México
México

Tel.: (52-5) 360-4412

Fax: (52-5) 360-5466, 363-4955

K-Mart de México, S.A. de CV.

Av. Lopez Mateos No. 201, Piso 4
Santa Cruz Acatlan

53140 Naucalpan, Estado de México
México

Tel.: (52-5) 729-7400

Fax: (52-5) 729-7427

Comerdial Mexicana, S.A. de C.V.
Chabacano No. 43

Col. Asturias

06850 México, D.E.

México

Tel.: (52-5) 723-7111

Fax: (52-5) 723-7495

Soriana, S.A. de CV.

Av. Industrial Eléctrica de México
No. 10

Col Vista Hermosa

54080 Tlalnepantla,

Estado de México

México

Tel.: (52-5) 329-9000

Fax: (52-5) 329-0003

Sears Roebuck de México, S.A. de CV.
San Luis Potosi No. 214

Col. Roma

06700 México, D.F.

México

Tel.: (52-5) 227-7500

Fax: (52-5) 227-7500

(request Fax: tone)

Wal-Mart de México, S.A. de C.V.
Antiguo Camino a San Mateo No. 2
Col. Anexo Coamilco

53240 Naucalpan, Estado de México
México

Tel.: (52-5) 327-9311

Fax: (52-5) 363-0080

Trade Fairs

Expo-Ferreteria

Mexico City, September 19-21 1997
Grupo Industrial de Eventos y
Promociones, S.A. de CV.

Av. Morelos No. 83

Col. Juérez Centro

06600 México, D.F.

México

Tel.: (52-5) 546-5820/5827

Fax: (52-5) 546-5720, 535-3535

Tools and Hardware




National Convention for Retailers
X1V Convencion Nacional del
Comercio Detallista

Guadalajara, Jalisco, 14-17 March 1997
National Association of Supermarket
and Department Stores '
Asociacién Nacional de Tiendas de
Autoservicios y Departamentales
(ANTAD)

Homero No. 109, Piso 11

Col. Polanco

11560 México, D.F.

México

Tel.: (52-5) 545-8803/7737

Fax: (52-5) 203-4495

Media

Expansion

Grupo Editorial Expansion
Av. Sinaloa No. 149 Piso 8
Col. Roma

06700 México, D.F.
México

Tel.: (52-5) 207-2176

Fax: (52-5) 511-6351

Ferretécnic

Monthly

Publitécnic, S.A.

Calle Nimero 2 123-C

Col. Granjas San Antonio

09070 Ixtapalapa, Estado de México
México

Tel.: (52-5) 697-5379/5373

Fax: (52-5) 697-5424

PlomElec

Monthly

Publitécnic, S.A.

Calle Nimero 2 123-C

Col. Granjas San Antonio

09070 Ixtapalapa, Estado de México
México

Tel.: (52-5) 697-5379/5373

Fax: (52-5) 697-5424
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ElectroMarket

Monthly

Publitécnic, SA.

Calle Numero 2 123-C

Col. Granjas San Antonio

09070 Ixtapalapa, Estado de México
México )
Tel.: (52-5) 697-5379/5373

Fax: (52-5) 697-5424

De Preferencia Ferretera, Eléctrica y
de Construccién

Monthly '

Presi Editorial

Av. Amsterdam No. 173 Bis. Interior 3
Col. Hip6dromo Condesa

06170 México, D.F.

México

Tel../Fax: (52-5) 286-2052

Tools and Hardware



