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Exporting to the Netherlands
E3orcenturies, theDutchhavebeen

known as traders—and they
continue to liveupto theirrepu-

tation. Today, more than half of every-
thing consumed in The Netherlands
comes from outside the country (com-

pared to about one-quarter in Canada
and only 5% in the U.S.). More and
more Nova Scotia companies are dis-

covering the benefits of exporting to
this prosperous, compact nation of 14
million people.

METOCEAN was established five j member the trading reputation of the
years ago and now has 26 employees Dutch,

and annual sales of about $2 million,
including export sales to seven coun- . . . they're fair, but they're sharp," says
tries.Thecompany sold its firstdrifting Wilmot, whose company has been
buoy to the Netherlands Meteorologi- exporting frozen blueberries to The
cal Institute last November-after win- Netherlands for the past 15 years. He
ningacompetitivebiddingprocess-and stresses the importance of offering a
is "looking forward to many more competitively-priced product when
contracts there," according to Sylvia ! trying to sell to the Dutch. He also
Rudderham,METOCEAN'smarketing underlines the need for personal con-
and contracts administrator. tact, and recommends attendance at

trade fairs in particular.
Oxford Frozen Foods and METO-

CEANexportproducts in twosectors—
I food products and advanced technol-
ogy—in which the prospects for in-
creased sales to The Netherlands are
"excellent and improving," according
to Canada's Department of External
Affairs. The other sectors on External's
1989/90 list of priority areas for export
promotion in The Netherlands are for-

est products and equipment plus de-

fenceproducts—sectors inwhichNova
I Scotia firms are well represented.

The Department of External Affairs
is bullish on Canada's overall pros-
pects for increased exports toTheNeth-

I erlands. The department's Trade and
| Economic Overview for 1989/90 cites

"a remarkable increase inDutchenquir-

ies for Canadian goods," due to factors
suchas thesizeable increase in value of
the Dutchguilder versus the Canadian
dollar over the past three years.

KathyPatton,deskofficeratExternal
Affairs headquarters in Ottawa, points
toa less tangible,but no less important,
reason why the Dutch look favorably
on Canadian products.

'Theyarevery toughbusinesspeople

METOCEAN now sell their drifting buoy to the Netherlands Meteorological Institute.

METOCEAN Data Systems Ltd. of
Dartmouth is one such company. One
of METOCEAN's products is a high-

techoceanographic instrumentknown
as a drifting buoy. The buoy is de-
ployed in remote offshore waters and
transmits meteorological data,plus the
buoy's current location, to an orbiting
satelliteforrelaytoshore-based weather
stations.

RudderhamsaysthatMETOCEAN's
Dutch client "made it easy for us to do
business with them," and notes that
English is widely spoken in The Neth-
erlands.

Loring Wilmot, marketing manager
at Oxford Frozen Foods, agrees that
therearefew barriers todoingbusiness
in Holland. But he advises companies
thinking about exporting there to re- Continued on page 2 . . .
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Continued from page 1 ...
"The Dutch have a very warm feel-

ingforCanadians,"shesays.Thisstems
in part from the fact that the Dutch
royal family lived in Canada during
theSecond World War,afterTheNeth-
erlands was occupied by the Nazis.
Queen Beatrix, the current monarch,
was a young member of that family in
the 1940s. This link between Canada
andTheNetherlandswasstrengthened
by large-scale Dutch immigration to
Canada in the post-war years. The re-
sult of the "warm feeling"of the Dutch
towards Canadians, according to Pat-
ton: "Canadian companies get very
good treatment in The Netherlands."

One factor facilitating exports from
NovaScotia isKLM'snew twice-weekly
nonstop flights from Halifax to Am-
sterdam.These flightsareof particular
interest toanyoneexporting perishable
or time-sensitive goods.

Gerald Risser, president of Risser's

the trading acumen of its people, the
country has become a major European
marketing and distribution centre.

With the impending removal of all
remaining barriers to the free flow of
goodsandservicesamong the12coun-
tries of the European Community (to
be completed by the end of 1992), The
Netherlands is billing itself as Cana-
dian companies' gateway to a Euro-
pean market of more than 300 million
people.

Kathy Patton of External Affairs
describes The Netherlands as "a won-
derful place for distribution to the
European Community," and points to
McCain Foodsasonecompany that has
already taken advantage of thisoppor-
tunity.

Nova Scotia firms thinking about
trying to gain a foothold in the Euro-
pean market in time for "Europe1992"
would do well to consider The Nether-
lands as their first step.B

Oxford Frozen Foods have been
exporting Nova Scotia blueberries to the
Netherlands for the past 15 years.
Lobster Pound of West Dublin, is one
KLM customer.Hiscompany willsend
as much as $300,000 worth of live lob-
ster toThe Netherlandsby air this year.

The Netherlands is often referred to
as thegateway toEurope.Thanks toits
location, its excellent transportation
network (which includes the port of
Rotterdam and Schiphol airport) and

The Canadian Exporters
Association in Nova Scotia
B9hen it comes to exporting, be in trouble," says Stinson, a lawyer

the waters can be hard to with the Halifax-based law firm of
Maclnnes Wilson Flinn Wickwire.

Stinson feels the organization is an
important "umbrella group" for any
exporter and believes a growing,
number of companies are beginning to
realize the potential of the export near-

est in a trade mission, to a yet un-
named destination, and attracting new
businesses to the association.

'To do this we have to go out and
talk to the various boards of tradeand
chambers of commerce around the
province. I also think we should forge
stronger links with these groups be-
cause there is an overlap in areas of
interest and becoming more in tune
with each other only makes sense,"
says Stinson who became chairperson
inJulywhen theformerchair wastrans-
ferred to Ottawa.

Stinson plays a double role when
working with C.E.A.. He is not only the
chair of the local chapter but also a
member of an exporting firm. Macln-
nes Wilson Flinn Wickwire export a
service: their legal knowledge to U.S.-
based companies who want to deal in
Canada.

"Theservicesector isonearea that is
oftenoverlooked when peopleconsider
exporting, but it is one which has the
potential tobevery large,"saysStinson

Continued on page 3 . . .

navigateand an experienced
hand isa welcomesight.Sucha hand in
NovaScotia is theprovincialchapterof
the Canadian Exporters' Association,
C.E.A.

"We are not consultants but we will
steer a company to theconsultant route ket.

... <1 growing, number of companies are beginning to realize
the potential of the export market.

TheC.E.A. was founded in1943and
one of the things it does iscreate panels
of experts on a subject, such as free
trade, which travels across the country
talking to exporters in seminar situ-
ations. At each stop a local expert will
often be on the panel to put a more

established eight years ago and the focused perspective on the talk. Last
focus of the group has been constantly year the C.E.A. had four seminars on
evolving. free trade and how exporters can take

"In the business world companies, advantage of the deal,

and the organizations they belong to, I Although last year's course was es-
must adjust to the current climate and tablished for educating exporters, this
shifts in trade winds or else they could year's path will be on generating inter-

if they need to be, and a lot of that type
of information is in the kit companies
receivewhen they join theassociation,"
says Ross Stinson, chairperson of the
provincial chapter.

The provincial chapter, which also
extendsintoPrinceEdward Island,was



The Cl.S. Trade Tourism and
Investment Development Programmow would you like to turn a

150 per cent profit? In a sense
you already have when you

consider that every tax dollar spent on
trade fairs and missions to the United
States generates $150 in export reve-
nues.Nota bad investment for your tax
money and also a clear sign that many
Canadiancompanieshavesuccessfully
tapped into the huge American mar-
ketplace.

Many Canadian exporting success
stories are the result of the U.S. Trade,
Tourismand Investment Development
Program, administered by the Depart-
ment of External Affairs.

"It's a program which helps small-
and medium-sized Canadian compa-
nies take advantage of opportunities
flowing out of the Free Trade Agree-
ment," says Bill Clarke, Director Gen-
eral of the U.S. Trade and Investment
Development Bureau in Ottawa.

"The program also helps Canadian
firms protect and expand their access
into the U.S. market if they are already
exporting there," adds Clarke.

A few of the programs funded with
this money are trade fairs and mis-
sions,satelliteoffices,directories,semi-
nars,theNewExporterstoBorderStates I
(NEBS) and the New Exporters to the
U.S. South (NEXUS) programs.

"Trade missions and fairs are very
important to our exporters," says Bill
Clarke

In the past two years the number of
fairs and missions being attended by
Canadian companies has tripled,dem-
onstrating theeffectiveness of this type
of marketing.

«very tax dollar spent on
trade fairs and missions to
the United States generates
$150 in export revenues.

The program is not a new one but
was enhanced when John Crosbie, the
Minister for International Trade, ob-
tained cabinet approval for a $57 mil-
lion five year budget for the program. Continued on page 4 ...

Marketplace1989
E29hat would you call an event

where a company can obtain
information on over35 differ-

individually withsix TradeCommis-
sioners (more if the schedules of the
TradeCommissionerspermit)aswell
aswithofficialsfromCIDA,theAsian
Development Bank, and the African
Development Bank. Also, there will
beassistanceavailablefrom theInter-
national Trade Centre, External Af-
fairsand InternationalTradeCanada,
theExportDevelopmentCorporation,
the Federal Business Development
Bank, and the N.S. Department of
Industry,Trade and Technology.

Don't miss this important trade
event!Mark November6on your cal-
endar now!

For more information, telephone
426-7543.B

Continued from page 2 ...
who heads up a group within the law
firm which concentrates on exporting.

Stinson also hopes to decentralize
the local chapter. With the past three
chairs based in Flalifax, Stinson feels
some people may see it as being a Hal-
ifax-based association and not a Nova
Scotia wide one.

"It iskind of natural tohavemanyof
the meetings here because of all the

ent export markets?
What would you call a happening that

brings together marketing specialists from
virtually every region on the globe?

How much would you pay to be able to
speak to such experts and acquire their
advice?

We call it Marketplace1989 and it
brings to Nova Scotia approximately
35 Canadian Trade Commissioners
from the U.S.A., Asia, Europe, Latin
America, and the Middle East. They
will be in Halifax for one day only—
November 6—at the Hilton Nova
Scotian Hotel.Companies may meet

... it would be nice to get to
other parts of the province,
into Cape Breton and down
to Yarmouth, with some of
our events ...
facilities, but it would be nice to get to
other parts of the province, into Cape
Breton and down to Yarmouth, with
some of our events; there's no reason
not to," says Stinson.

With Stinson at the helm of the pro-
vincialC.E.A.theassociationshould be
in for a time of clear sailing with course
changes when needed.B



Trade Potential in the
U.S.Pacific Northwest

he U.S. Pacific northwest is a
long wayfrom NovaScotiaand,
apart from Alaska,evokesonly

vague images in the popular mind.Yet
it's a place that has a potential for East
Coast exporters to do business, says
PaulHubbard,ConsulandSeniorTrade
Commissioner at the Canadian Consu-
late General in Seattle. He points in
particular to oceans-related possibili-
tiesand the huge Boeing aircraft instal-
lation in Seattle and the high-tech
spinoff industries it supports.

Some East Coast industries do busi-
ness therealready,and more areshow-
ing an interest. The Pacific Ocean is an
obvious draw for anyone in oceans-
related activities. The American fish-
ery in the northern Pacific is mostly
prosecuted out of Washington state,
and there is oceanographic activity as
well, mostly centred around the Uni-
versity of Washington at Seattle.

Q Indeed, a number of East Coast
companies were due to attend two
major trade shows in Seattle this fall—
Oceans 89 in September, covering
marine technology, and Fish Expo in
October,an exhibition primarily of on-
board fishing equipment (a big item in
the Pacific since most groundfish proc-
essing is done aboard freezer-trawlers
rather than in-shore plants).

The Seattle trade mission covers
Oregon, Idaho, Washington and
Alaska. These four states have a com-
bined population of nearly nine mil-
lion people (Washington is the largest
with 4.5million). It'sfar from thesizeof
thelarger populationcentresof theU.S.
butstillconstitutesa substantial,diver-
sified consumer market,one in which a

Paul Hubbard ,Consul and Senior Trade small exporter can find a "niche" and
Commissioner at the Canadian Consulate thrive, says Hubbard.

However Nova Scotian exporters,
with other consumer markets handy,
are more likely to be interested in sup-
plying industrial inputs. Fishing and
other oceans activities are the obvious
area, but Hubbard also insists on Boe-
ingand itsspinoffsas possible markets.
Boeing already has one Nova Scotia
supplier—IMP'sAerospaceDivision of
Halifax which manufactures electric
wire harness. Boeing is huge. With
110,000 employees and back orders for
aircraft of $60 to $80 billion it is the
lifeblood of Seattle, a city of a half mil-
lion. It is also the mother of a thriving
aircraft-related high-tech industry in
the area.

Thecompany is"very difficult toget
into,but it can bedone,"saysHubbard.
"They're not interested in people who
show up once a year. You've got to
show interest. You've got to be here

General in Seattle.

ern states and open up new markets in
that region. Approximately 4,000 com-
panies havegone through the program
in the past four years.

The infusion of money into the pro-
gram helped open five new satellite
tradeoffices,bringing the total number
in the United States up to 28. The new
offices are in San Juan, Miami, Prince-
ton, San Diego and Denver.

"The satellite offices make our rep-
resentation in these areas much more
effective which will also reflect on the
success of Canadians exporting into
these cities," says Clarke.

The annual directories are divided
into economic sectors.

"Thesedirectoriesareour basic tools
for getting theinformation outand they
docreatea fair bit of trafficbetween our
offices and exporters," says Clarke.

With new satellite offices now in
place and the on-going trade missions
and fairs,Canadianexporterscan't help
but realize the new and expanding
opportunities south of our border.

The U.S.Trade Tourism and ...
continued from pg.3

The department also has a database
of some 22,000 exporting companies
and will involve 10,000 of those in
missions and fairs by the end of this
year's program.

Trade fairs show their worth when
one considers that Canadian compa-
nies will rack up an estimated $700
million worth of on-site sales and a
projected additional$1.5billion insales
within twelve months.

The NEBS program takes about 25
companies at a time through the entire
exporting process. The program also
discussesexportdocumentation papers
needed for goods to cross the border
with the least amount of difficulties,
one of the basic issues in exporting that
changed with the Free Trade Agree-
ment.

The NEXUS program helps export-
ers whoare mainly selling in the north-
ern border states move into the south-

“...You've got toshow inter-
est.You'vegot to be hereand
be ready to live to extremely
high standards."

Continued on page 5 ...



Business Opportunities Increase
with Changes in the European
Community

ohe creation of the world's larg- was organized by the Netherlands people and government trade officials
est single market through the government,whichencouragesexports in attendance heard that such thingsas
integration of 12 European to the EC while urging exporters to use national legal systems, currency and

economies will lead to enormous op- the excellent import facilitiesand busi-
portunities for business, among them ness services possessed by the free-
Nova Scotian companies who last year trading Dutch,

sold some$300 million worth of goods
to the European Community (EC). But Europe at the end of that year:an econ-
to cash in, exporters must learn how omy of 324 million people and a gross
the swiftly-changing European order national product of $5.5billion with the

nearly-freemovementof capital,goods,

... concerns about a "for-
tress Europe" with greater,
not lesser, barriers against
the outside are justifiable ...

"1992" has become a catchword for

is evolving. the need to label in local languages will
remain. For some, especially small
companies nowselling toone EC coun-
try,exportingcould in factbecomemore
complicated with the changes. Import
duties into the EC will not disappear
either. Indeed concerns about a "for-
tress Europe" with greater, not lesser,
barriers against the outside are justifi-
able,said Jaap Willeumier of the Dutch
commercial law firm of Stibbe,Blaise&
De Jong, one of five speakers on vari-
ous aspects of doing business with the
EC. Nevertheless,hewasconfident that
"the changes will be to your advan-
tage."

But to cash in, exporters must learn how theswiftly-chang-
ing European order is evolving.

Thismessagewasput forth byspeak- services and persons,

ers at a business briefing September 27 The catch is that not all barriers will
at the World TradeCentre in Halifax. It actually come down.Some 50 business

. . .continued from page 4 .

and be ready to live to extremely high
standards."

Forest, chemical and petroleum
products, industrial and agricultural
machinery, transportation and con-
struction equipment and tools and
hardware are Canada's main export to
these northwest states. The consulate
has targeted transport systems and
equipment,agricultureand food prod-
ucts, consumer products and services,
and construction, high-tech and for-
estry equipment and services as its
promotional priorities for Canadian
exporters, in that order, for this year.

Within thoselargesectors,however,
the Consulate's main aim is to assist
small and new exporters. This role is

and Alberta,Hubbard says interest has
beengrowingfarthereast."Werecently
had a big delegation from Ontario and
Quebec. Boeing put on a briefing for
them."

He says he's waiting for more inter-
est from even farther east. Distances
may seem daunting "but anyone who
can contemplate Europe can come
here." As a first step, he says, "it's a

... the Dutch are telling
exporters to keep up with
events, and even try to
influence them throughDistances may seem

daunting "but anyone who lobbying,

can contemplate Europe
can come here." Since the "harmonization" of trade

is only half done the Dutch are telling
exporters to keep up with events, and
even try to influence them through
lobbying. European industry will be
trying to impose productsstandards to
their advantage,Willeumiersaid.Since
there are a huge number of technical
standards and product specifications,
even a small Nova Scotia company
might havean influenceon a specclose
to its heart by complaining through

Continued on page 6 . . .

question of letting us know what you
have." After that it's a matter of culti-
vating markets and "paying attention
to your distributors."

Seattle is the largest metropolitan
area with over 2 million people; how-
ever,Portland Oregon isanother major
city in the Pacific Northwest, with over
1million inhabitants.Othercentresare:
Spokane (344,000) and Anchorage
Alaska (523,700).«

... th« Consulat ; main aim
is to assist small and now
exporters.
emphasized more in "border" posts
like Seattle, Buffalo and Boston than in
others. And although the Seattle post
serves primarily exporters from B.C.



Business Opportunities in Africa
B or many Canadians, Africa

means one thing above all else:
famine. The haunting pictures

of starving children in Ethiopia,Sudan
and elsewhere are the only image of
Africa they have.But Bernard Dussault
knows this isn't the full story.

Dussault,whoheadstheAfricaTrade
Development Division at External Af-
fairsand InternationalTradeinOttawa,
says many Canadians make two mis-
takes when thinking about Africa.

First "we package Africa ... we tend
to forget the diversity" of Africa's 50
countries,hesays.Second,many people,
even in the businesscommunity, fail to
realize that "there are markets in Af-
rica," says Dussault. The continent's
imports last year exceeded $80 billion.

Dussault brought his message to
Nova Scotia recently.He wasoneof the
speakers at a half-day conference on
economic prospects and business op-
portunities in Africa, organized by
Dalhousie University's Centre for In-
ternationalBusinessStudiesinconjunc-
tion with the ISTC Nova Scotia Interna-
tional Trade Centre.

Continued on page 7...

dardized, Schmid said. He added that
along with the move to integration,
other swift changes are occuring, and
not just in the food sector—notably
concentration. Fewer, larger firms
might make selling less complicated
for exporters "but they will press you
on price."

Gerard van Epen, the Economic
Councellor with the Dutch Embassy in
Ottawa emphasized Holland's exper-
tise in the distribution of goods in
Europe, its central geographical posi-
tion and its attention to foreign invest-
ment through banking, knowledge of
languages, familiarity with foreign
ways and so forth which make it a
natural entry point and place in which
to invest. There's a whole infrastruc-
ture available to Canadian exporters,
he said, "including the professionals
you need to talk to before making any
decisions."

be, and also European "action lists"
such as one put out by the British gov-
ernment on how to deal with the
changes, said Alfons Schmid of Royal
Ahold Ltd., a Dutch food company.
(The EC delegation in Ottawa has the
white paper; officials at the provincial
department of Industry, Trade and
Technology or Industry, Science and
Technology Canada can helpget these
documents). Schmid also exhorts ex-
porters who want to keep ahead of the
game to cultivate EC trade officials in
Brussels.

The sector with the most internal
trade barriers already down is food.
Packaging, labelling, testing, inspec-
tion and soforth are all becoming stan-

Changes in the European Community
... continued from page 4.
government or commercial channels,
including its partners or agents in
Europe or trade associations such as
the Canada-Holland Chamber of
Commerce.

The best way to keep up
with events is to read the
European Commission's
white paper on what 1992
is meant to be, and also
European "action lists"
such as one put out by the
British government ...

Packaging,labelling,testing,
inspectionand so forthareall
becoming standardized ...

The best way to keep up with events
is to read the European Commission's
white paper on what 1992 is meant to



. . . continued from page 6 .
Conference participants heard a se-

ries of speakers analyze the bleak eco personal contact when doing business in Africa.
nomic situation that currently prevails
in most of Africa. (Per capita income in
most countries is lower now than it was
at the start of the 1980s.) But they also
heard about the businessopportunities
that exist in several African nations.

Denis Belisle, vice-president of the
Business Cooperation Branch at the
Canadian International Development
Agency (CIDA), listed a dozen African
countries where "the entrepreneurial
spirit, the political will and the com-
mercial financial capability exists ..."

All speakersat theconferenceemphasized the importance of

All speakers at the conference em-
phasized the importance of personal
contact when doing business in Africa.
Robert Shishakly, vice-president of
Blackand MacDonald Ltd.,a Montreal-
based engineering firm active in devel-
oping countries, told conference par-
ticipants that "it'sabsolutely vital to go
there, to get to know the countries and
the culture."

To help Canadian companies estab-
lish personal contacts, the Canadian
government has trade promotion staff
at all 14 Canadian embassies in Africa
ready to advise on local market condi-
tions and business practices. In addi-
tion,government financial assistance is
available to help exporters make mar-

The list includes countries such as ket reconnaissance trips, attend trade
Morocco,Ghana,Kenya,Cameroonand fairs and conduct studies on possible
Zimbabwe (see map). For Canadian joint ventures,

exporters, an added attraction of those
countries is that exports to them are
eligible for coverage by Canada's Ex-
port Development Corporation.

Possibilities for "profitable business
collaborations" in Africa lie not only in
exporting products, but also in setting cultural differences to be bridged in
up joint venturesand providing techni-
cal services to help African companies,
said Belisle. He pointed toa New Brun-
swickcompany,ConnorsBrothersLtd.,
as one example of a firm that realized
that "trade is a two-way street."

With assistance from CIDA's Indus-

exporting to Africa,Canadian firms do
havesomeadvantages.Canada islinked
to most African nations through either
the Commonwealth or La Franco-
phonie, and the languages of business
in AfricaareEnglishand French.What's
more, Canada is widely respected for
theleadershipit hasshownon theSouth

... the languages of business
in Africa are English and
French....“theentrepreneurialspirit,

the political will and the com-
mercial financial capability
exists ..."

African situation and foreign aid is-
sues.

For most Canadian companies, en-
tering an African market for the first
time is likely to be a long and difficult
process.Butaccording toCIDA'sDenis
Belisle, private-sector partnerships
between Canada and developing na-
tionsareboth essential for the develop-
ment for the Third World and in the
best interests of the Canadian compa-
nies that seize the available business
opportunities-^

Canadian companies have a long
way to go in tapping Africa's markets:
Canada accounts for only one per cent
of all exportssold in Africa by the major
Western economic powers.

Despite thegeographicdistancesand

List of Export Publications
Recently receivedat ITC
Halifaxtrial Cooperation Program, Connors

Brothers was hired by a fish processing
company in Morocco toassist with their
quality control. Connors sent their
qualitycontroldirector toMorocco,and
he helped the company improve pack-
aging and other procedures.The objec-
tive: increased exports to Europe and
North America.

• Report on the 1989 Boston Seafood Show

• Guidelines for Canadian Fish Exporters—Côte d'Ivoire

• Anotated Fish Product Export Market Opportunities Guide, 1988-89
• Report on Sea Fare International '89

• Guide to Hi-Tech Electroinics Trade Shows in U.S.A.,1989-90
• How to Trade with Korea, 1989
• Export Guide—A Practical Approach
• Directory of Canadian Business in Hong Kong, 1988-89
• Communications in Canada—A Sector Overview
• Report on SIAL '88—Europe's Second Largest Food Show
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Nova Scotia Herring to
Greece

hristosDiamantopoulos,Com-
mercial Officer, Canadian
Embassy, Athens, Greece is

shown next to a pallet load of Nova
Scotia processed herring destined for i

his home country of Greece. On the left
is Noel Despres, General Manager for
Comeau's Sea Foods, producer of the I
herring. The picture was take at the
loading area of Comeau'sSea Foods in
Saulnierville, N.S. adjacent to the com-
pany's modern smoking facilities.

Comeau is the largest supplier of the
these "extra selected golden double
smoked herrings" to theGreek Market.
Theyare justoneof themore than thirty
different herring productsproduced by
this forty-year-old company. The her-
ring undergo a sophisticated smoking
process and take on a golden hue dur-
ing this process. The herring are then
packed ineight kilogram woodenboxes,
are stacked on pallets and loaded into Noel Despres,General Manager,Comeau' s Sea Foods ( left ), and Christos
ocean containers.Thecontainersarrive Diamantopoulos,Commercial Officer,Canadian Embassy, with a pallet-load of
in Greece about ten days after having | processed smoked herring bound for Greece.
left Southwestern Nova Scotia.

Mr.Diamantopoulos wason his first
visit to Nova Scotia. His visit here was
a familiarization tour of the fishing

industry. Part of his responsibilities at
the Canadian Embassy are to promote
the sale of Canadian fish products in
Greece. His visit toComeau wascoinci-
dental to the loading of herring for his
home country.

Fish processors interested in the

potential of the Greek market for their
products can contact Mr. Diamanto-
poulos directly, at the Canadian em-
bassy in Athens. Contact can also be
madeat theInternationalTradeCentre,
ISTC Halifax, The Brewery, Halifax,
N.S..B
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Nova Scotia Export News is published
quarterly by Industry, Science and
Technology Canada, 1496 Lower Water
Street,P.O. Box 940,Station M, Halifax,
N.S.,B3J2V9.Telephone(902)426-6687.
Editor: Janet Steele. Production by
PageCraft in Halifax.Contributionsand
comments welcome.
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Trade Month
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