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All signs point to more stable and prosperous Peru in 1960 and

Canadian exporters should benefit. ere is advice on entering or

becoming more active in this competitive market.

D. H. CHENEY, Commercial Counsellor, Lima.

THE market in Peru seems much
more promising today than it was
in 1958 and the first half of 1959.
Sparked by measures adopted by a
new government that took office
last July, the trend is toward in-
ternal and external stability. This
has created an atmosphere of con-
fidence and prosperity among the
business and industrial community.

Peru Offers an

Improving Market

The trade balance showed a surplus
of U.S.$20 million in 1959, in con-
trast to a deficit of U.S.$44 million
in 1958 and U.S.$71 million in
1957. The 1959 foreign exchange
receipts reached a record U.S.
$471.7 million (U.S.$396.6 mil-
lion in 1958), thanks to a 4 per
cent gain in exports and a 17 per
cent reduction in imports. The bal-
ance of payments also showed a
surplus U.S.$14 million, as against
a deficit of U.S.$18.9 million in
1958 and U.S.$30 million in 1957.
As a result, the country has been
able to build up its foreign exchange
reserves and repay U.S.$25 million
against stabilization credits to the
International Monetary Fund and

D. H. Cheney (right), Canadian Commercial Counsellor in Lima, author of this
report, and W. J. Jenkins, Assistant Commercial Secretary, were at dockside when
a large shipment of Canadian wheat arrived at the port of Callao recently. Peru
has long purchased our wheat; bought about 90,000 metric tons of it last year.
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the Export-Import Bank. A series
of measures adopted for financing
the 1960 budget are expected to
remove a threatened deficit of soles
one billion (U.S.$36 million). The
rate of increase in the wholesale
price and cost-of-living indexes has
declined.

The tight money situation of a
year ago has eased. Money in cir-
culation has increased moderately
and commercial banks have surplus
reserves. In response to this and to
stable exchange rates, imports in
1960 are expected to increase by
some 12 per cent and possibly over-
take the 1958 figure. Exports, it is
estimated, will go up 20 per cent,
because of larger shipments of
metals, fish products and coffee, and
better prices for cotton and sugar.
New production of high-grade iron
ore and the first shipments of cop-
per from a U.S.$300 million de-
velopment in southern Peru will
also add substantially to export
earnings. So will income from the
fisheries, some U.S.$44 million in
1959. Real national income went
up an estimated 5 per cent in 1959
compared with a fall of 5 per cent
in 1958 and is expected to expand
further this year.

All this points to a more stable
and prosperous Peru in 1960 and
better opportunities for Canadian
exporters. But competition from
the United States, Britain, Europe
and Japan is extremely sharp and
will increase. Exporters new to
trade with Peru should not be mis-
led by population figures. Although
the total population is approxi-
mately ten million, the effective
consuming population comes closer
to 3.5 million. A middle class of
salary and wage-earners is gradually
emerging and will increase rapidly
in the next decade.
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Peru’s foreign trade picture, with
comparative figures for 1958 and
1959, is as follows:

1958 1959
metric tons
Imports 1,184,392 1,263,050
Exports 4,630,622 5,739,367
U.S.$ million
Imports 335.4 294.1
Exports 291.4 314.2

PERU’S PRINCIPAL SUPPLIERS

The United States retained her
position in 1959 as Peru’s leading
supplier, followed by Germany, the
United Kingdom, Argentina and
Canada.

What Canada Sells Peru

Peru is a traditional customer for
Canadian wheat; in 1959 she
purchased approximately 90,000
metric tons (or some 40 per cent of
her wheat imports) from Canada.
She is also a valued market for
malt, mining machinery and parts,

1958 1959 . . .
Country Value % Vame ¢ 2gricultural machinery, commercial
US$million US$million 1SNINg nets, and many other manu-
United States  $157.5 47  $132.7 45 factured articles. Canadian exports
Germany 6.9 11 2.5 11 other than wheat, however, con-
United Kingdom 26.8 8  20.0 7 tracted to Can.$6 million last year
Argentina 1.3 4 14.7 5 from $8.2 million in the previous
Canada 12.1 4 12.3 4 year because of higher import duties
Netherlands 10.0 3 11.8 4 and increased cost of imports in
Switzerland 10.0 3 8.8 3 Jocal currency. But larger wheat
Total, including purchases by Peru more than offset
all others 335.4 100 294.1 100 this decline, bringing total Cana-
PERU’S PRINCIPAL IMPORTS
1958 1959
Commodity Value % Value 0
U.S.$ million U.S.$ million
Machinery and equipment 87.1 26 67.6 23
Foodstuffs, fats and oils 53.6 16 47.1 16
Vehicles and transport equipment 40.2 12 29.4 10
Minerals, metals and their
manufactures 36.8 11 29.4 10
Chemicals and pharmaceuticals 34.7 10 38.2 13
Textiles and manufactures 12.2 4 5.9 2
Fuel and lubricants 122 4 14.7 5
Wood pulp, paper and manufactures 7.8 2 8.8 3
Lumber and manufactures 3.4 1 .9 1
Others 47.4 14 50.1 17
Total 335.4 100 294.1 100
CANADA’S EXPORTS TO PERU
Exports Canada’s Share of Exports of Other
Year toPeru  Peruvian Market Wheat Exports
(Can.$) (per cent) (Can.$) (Can.$)
1952 16,404,770 6.7 10,331,805 6,072,965
1953 15,107,628 6.7 8,278,222 6,829,406
1954 5,085,542 2.89 707,560 4,377,982
1955 6,001,263 2.22 377,168 5,664,095
1956 11,337,336 3.3 4,246,079 7,091,257
1957 10,108,193 3.0 2,687,580 7,420,613
1958 11,501,394 4.0 3,283,863 8,217,531
1959 11,697,258 4.0 5,666,524 6,030,734

dian shipments to the highest figure
since 1953.

Apart from wheat, the outstand-
ing increases in Canadian shipments
to Peru included the following
commodities:

barley

malt

fishing nets and twine
papermaking felts

oilcloth

newsprint

plates, sheets and strips of steel
iron and steel bars
aircraft engines and parts
bolts and nuts of iron
bookkeeping machines
shoe machinery

machinery n.o.p.

lamps and lanterns
manufactures of iron n.o.p.
radio apparatus

asbestos waste

brake linings

medicinal preparations
nitrogen fertilizer

calcium compounds

drugs and chemicals n.o.p.
aircraft parts

The following Canadian exports
to Peru declined in volume in 1959
compared with 1958:

wheat flour

purebred cattle

special leathers

skim-milk powder
synthetic fibre and thread
sulphate kraft wood pulp
wood manufactures
gasoline engines

spades and shovels

parts for farm implements
electric washing machines
mining machinery
primary aluminum

brass valves

copper tubing

insulated copper wire
dynamos and generators
electric meters

electric motors

sparkplugs

asbestos milled fibres
acids

ammonium sulphate
synthetic resins and products
photographic films

FOREIGN TRADE



If there is anything that char-
acterizes the market in Peru it is
competition~—competition in pay-
ment terms as well as price. The
letter of credit is generally not
acceptable, except in special cases,
and not more than 10 per cent of
Peru’s total imports are now
financed in this way. Most importers
expect to receive sight draft terms,
varying from 30 to 120 days
from arrival of the goods in the
customs, depending on the type of
merchandise.

Import duties were increased
substantially in 1958 and 1959 on
a wide range of goods classed as
non-essential. These, added to the
depreciation of the sol by some 40
per cent since 1957, have driven
up the local-currency cost of im-
ports by 45 per cent. Exporters
from the United States, Britain,
Europe and Japan are competing
vigorously for a bigger share of the
market and price is therefore ex-
tremely important. During the past
two years quality has been secon-
dary in many instances but with
the improvement in import demand,
quality consciousness is reviving.

Promotion of Sales

A feature article on page 6 of
this issue provides advice on adver-
tising in Peru. The exporter should
give some thought to an advertising
plan, possibly on the basis of shar-
ing costs with the agent or dis-
tributor. Exporters should be pre-
pared to correspond in Spanish if
necessary, although many Peruvian
importers have a knowledge of
English or French. For many lines,
a good agent selling to distributors
or importers throughout the coun-
try proves a distinct asset. He sees
to it that orders are regularly solic-
ited, keeps his principal advised
of competition and market develop-
ments, and follows up delinquent
accounts. He is also useful if com-
plaints and claims develop. News
of unsatisfied complaints spreads
rapidly in Peru and can ruin a
lucrative trade quickly.

If he has been selling through
several distributors, an exporter
should be well satisfied about which
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one will obtain the best volume be-
fore granting an exclusive. There
are times also when two or more
distributors can work the same line
well without conflict. There are
many excellent agents and distribu-
tors in Peru and the Commercial
Secretary will gladly report on their
capability and status and the lines
they handle.

Quotations in U.S. dollars c.i.f.
Peruvian port are preferred and
should be supplied whenever pos-
sible. The initial work this involves
can be rewarding. Exporters should
provide descriptive material about
their products, including prices,
when approaching a potential cus-
tomer; an approach which does not
include prices will probably be
ignored. Commissions allowed to
representatives and the calculation
of them should be clearly specified
before business is undertaken. There
are no exchange restrictions in Peru
and dollars are freely available to
pay for imports.

Distribution within Peru

Peru’s main distribution centers
are Lima Callao, Arequipa, Tru-
jillo and Iquitos. Most of the large
representatives and distributors have
their headquarters in Lima and
cover the entire country either
with a travelling sales force or
through branch offices. There are
a number of excellent firms in Are-
quipa which cover the south. Peru’s
Amazon region is very isolated from
the rest of the country. Several of
the smaller centers are served by
trans-Andean truck traffic from the
coast. The main distribution center,
however, is the river port of Iquitos,
Peru’s gateway to the Atlantic. It
is usually advisable to appoint a
separate agent or distributor resident
in Iquitos to cover this area.

Tariffs, Shipping

Peru exchanges most-favoured-
nation tariff treatment with Can-
ada under the GATT, to which
she acceded in 1951. Chile enjoys
preferential tariff rates on a few
products, mainly agricultural. Peru
is also a member of the newly-

created Latin American Free Trade
Association of countries which plan
to abolish duties progressively on
products traded among the group
over a period of twelve years. A
bilateral treaty between Peru and
Argentina provides for the exchange
of specified commodities, mainly
food and raw materials, under a
“swinging credit” arrangement.

Two steamship companies, Flota
Mercante  Grancolombiana and
West Coast Lines Inc., now offer
direct sailings on a regular basis
from Canadian East Coast and Sea-
way ports to Peru.

The Peruvian Congress recently
passed an Industrial Promotion Law
providing wide tax and duty con-
cessions to new industries. It is
expected that it will be interpreted
liberally. In the future, foreign
exporters may be induced to
establish branch plants or make
licensing arrangements with local
manufacturers.

Getting Started

Important points concerning tar-
iffs, customs laws and treatment of
Canadian exports, marking and
documentation and shipping re-
quirements may be cleared quickly
with the Latin American Divi-
sion, International Trade Relations
Branch of the Department of Trade
and Commerce in Ottawa. If you
wish to approach the Lima office
for an opinion and recommenda-
tions on the opportunities for your
products, be sure to provide it with
complete information at the start.
This includes description of the
product with illustrations if pos-
sible, its use, any special features
which may be helpful as selling
points, price and how this compares
with U.S. and European competi-
tion, and policy on the use of
agents or distributors. Try to offer
the best possible arrangement on
terms of payment and if possible
some plan of shared advertising
with the representative. A little
extra time taken in appointing a
good representative will be reward-
ing and avoid the later embarrass-
ment of making a change.®
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In Peru, newspapers claim the biggest share of the
advertiser’s budget. Foreign firms should enlist the aid of inter-
national advertising agencies, many of whom have offices both

in Peru and in Canada.

W. J. JENKINS, Assistant Commercial Secretary, Lima.

PERUVIAN advertisers use all the
media known in the business today
and much of the advertising budget
is spent on promoting imported
goods. Running through the daily
newspapers in Lima, one is struck
by the number of ads for imported
ballpoint and fountain pens, ma-
chinery for small industries, house-
hold appliances, pumps, truck
motors, office machinery, genera-
tors, diesels for fishing boats, weld-
ing equipment, hardware, industrial
belts, outboard motors, and mining
machinery. Advertising of these
products is usually done by the
Peruvian representative of the com-
panies but costs are shared with the
foreign manufacturer.

Peru now has about 9.9 million
people, of which about 6 million are
rural and 3.9 million urban. An
estimated 1.3 million of the city
dwellers live in the Lima area. The
concentration of buying power in
Lima is enormous; per capita an-
nual income is over 5,000 soles,*
compared with an average of about
1,500 soles in most other regions of
the country. Of the 49,000 cars
registered in Peru, 39,600 are in the
Lima area.

Illiteracy is high (about 55 per
cent), particularly in the Andes
highlands and eastern jungle areas.
Sixty-three per cent of the labour
force works in agriculture, 18 per

29 soles (approx.) one Canachan dollar,

6

cent in manufacturing, 4% per cent
in commerce, and 3% per cent in
government. Despite the large min-
ing industry, only 2 per cent of the
labour force works in the mines or
in mining operations.

Newspapers in the Lead

Most popular with international
advertisers are Lima’s two principal
daily newspapers, La Prensa and
El Comercio. Peru has 47 dailies
with a total circulation of about
one-half million but the seven big-
gest papers are published in Lima;
80 per cent of the subscribers are
in and around the city. A major
portion of the people who can
afford to buy more than daily essen-
tials are reached through the Lima
newspapers.

The quality of newspaper print-
ing is adequate. It is common prac-
tice to show a drawing of the prod-
uct being advertised and frequently

ADVERTISING COSTS IN LIMA

DAILIES
Estimated Approximate
daily cost per column
circulation per centimetre
La Prensa 70,000 $0.80
El Comercio 65,000 1.05
Ultima Hora 102,000 0.70
La Cronicat 60,000 0.70
La Tribuna 55,000 0.70

*two editions a day.
fthree editions a day.

Abroad

a good deal of copy is used. The
accompanying table indicates the
cost of advertising in the main Lima
dailies.

Magazines

The Spanish-language versions
of the Reader’s Digest, Life, and the
Latin American edition of Time
(English language) are the United
States magazines found on most
Peruvian newsstands. Other foreign
magazines that are widely circulated
are O Cruzeiro from Brazil, and
Vision, published in Panama. ere
are over 100 Peruvian magazines
with a total circulation of about
400,000 but probably only two of

these would interest the inter-
national advertiser. These are
Caretas, with a circulation of

24,000, and El Mundo with 5,000;
both are published bimonthly.

Although the circulation of these
magazines is comparatively small,
they reach the middle and well-to-
do classes. The quality of magazine
advertising is generally good and
more artistic than that in the news-
papers. A full-page black-and-white
ad in Caretas costs U.S.$180, and
a half-page colour advertisement
U.S.$240.

Peru has several trade journals
that are well presented and of
value to Canadian advertisers. The
most important ones are published
by the mining, agricultural, and
industrial societies and are useful
for advertising machinery and sup-
plies.

Radio

With the exception of companies
selling basic household goods,
Peruvian radio advertising does not
suit the needs of most international

FOREIGN TRADE
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advertisers. Radio is the only means
of communication that manufac-
turers have with the low-income
Peruvians. But because these people
can frequently afford to buy only
essentials, most radio advertising is
of products such as soap, soft
drinks cigarettes, and beer.

Peru has 40 radio stations, 23
of them in Lima., Competition has
resulted in low advertising rates,
but with so many stations the num-
ber of people who listen to each
is small. There are an estimated
half-a-million radios in Peru, about
200,000 of them in Lima.

Television

Peruvian television was born
only a year ago but it has won
astonishing acceptance. Lima has
four channels, with a fifth scheduled
for the end of the year; Arequipa,
Peru’s second city, has one. There
are about 40,000 TV receivers in
Lima and another 500 in Arequipa.

Television is popular with adver-
tisers because it provides a select
market, though one Lima advertis-
ing agency discovered from a sur-
vey that many viewers were of more
modest means than was generally
believed. A practice among poor
families in the congested areas of
Lima is to buy a TV set on ex-
tended credit terms and then to
invite neighbours in to watch tele-
vision at the Peruvian equivalent
of a nickel a show.

A one-minute spot on a Lima
TV station from 7 to 10 p.m. costs
about $18. There are several Lima
firms that can prepare TV films or
dub Spanish dialogue into ready-
made ones.

Cinema

Peru has many movie theatres
and advertising between shows is
common. There are 104 theatres

One Canadian company which finds
it worthwhile to advertise in Lima
newspapers is Canadian Pacific Air-
lines. It recognizes that clever little
drawings add interest.

in Lima and 220 in the provinces,
50 of these can be considered first
class and suitable for advertising.
The average weekly audience in
movie-houses is estimated at 1.2
million. Average seating capacity in
Lima is 1,000 and in the provinces
600.

Short advertising films and colour
slides are shown regularly between
the news and the main feature.
Films and colour slides can be
made at a reasonable cost by rep-
utable Peruvian companies. The
audience expects to be amused and
humorous advertising is most suc-
cessful; cartoons are frequently
employed

A first-class Lima theatre charges
$49 to show an advertising slide
three times a day for one month.

Miscellaneous Media

Direct-mail campaigns are prac-
tically unknown in Peru, probably
because of fear of loss or pilferage.
Billboard advertising is common but
is not used as much as in Canada.
No advertising is carried in street-
cars and buses, though one inter-
national radio manufacturer is get-
ting good results with large signs
painted on the sides of Lima’s
streetcars. Counter display-cards are
used for some types of commodities,
such as ballpoint pens and drug-
store items. If a brand name is
already well known in Peru it is
possible to use English text, but
Spanish is always preferable. Neon
and other luminous signs are fa-
vourites among advertisers, as a
visitor to downtown Lima quickly
realizes.

How to Place Advertising

Three of the big international
advertising agencies have offices in
Lima and dealing with one of these
organizations is probably the most
trouble-free way to advertise in
Peru, Canadian firms can arrange
Peruvian advertising through the
branches of these agencies in Can-
ada. Commission charges in Peru
are the same as they are in Canada
—that is, 15 per cent.
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There are numerous Peruvian
advertising agencies and the Cana-
dian Commercial Secretary in Lima
would be pleased to recommend
several of the most reliable ones.
The main local agencies are as-
sociated with big foreign advertising
companies and the Canadian manu-
facturer can therefore do business
through a Canadian office.

If the foreign firm arranges its
own advertising, an important point
to remember is that all text must
be in Spanish and that translations
should be done in Peru or by a
Peruvian. Some words used in other
Latin American countries are not
used here, and vice versa.

In most instances the Canadian
businessman considering advertis-

ing his products in Peru will already
have a representative in this coun-
try; the advertising problem then
is simple, because the Peruvian
firm will make all the arrangements.
Canadians who feel they could do
more business if their products were
better known should consider offer-
ing to share advertising costs with
their Peruvian representatives. ®

Peru’s Mines Seek Foreign Capital

A wealth of mineral deposits, some still unexploited; a liberal

Mining Code, and a hospitable attitude towards foreign investors—

these spell opportunity for foreign investors and for Canadian

suppliers of equipment if the search for capital succeeds.

D. H. CHENEY, Commercial Counsellor, Lima.

MINING in Peru is almost entirely
in private hands. A large proportion
of the investment is owned abroad,
particularly in the United States.
The Government permits great free-
dom of operation and has created
an attractive investment climate
through liberal and progressive
mining legislation. Many new pro-
jects, large and small, are under
way but opportunities for develop-
ment still remain. Peru’s mining
industry requires capital, technical
assistance, and treating and refining
facilities if it is to progress and
assure its future development.

Investment opportunities cover
all phases of mining activity, includ-
ing prospecting and exploration of
new regions; the development and
exploitation of partially explored
zones; exploitation of areas already
known; installation of processing
plants, power-houses, foundries and
refineries; the purchase of minerals,
concentrates and other metallurgical

products, and transportation of
mine products.
8

Peru produces 21 metals, includ-
ing gold, silver, copper, lead, zinc,
arsenic, antimony, bismuth, cad-
mium, tin, indium, mercury, iron,
manganese, molybdenum, tungsten,
thallium, selenium, tellurium, nickel
and cobalt. She also produces 22
non-metallic minerals, as follows:
coal, sulphur, lime, cement, salt,
gypsum, mineral waters, clays, te-
fractory clays, barium sulphate,
gravel, prophylite, silica, manganese
sulphate, talc, diatomaceous earth,
borax, quartz, kaolin, mica, asbes-
tos, and saltpeter.

There are large and interesting
deposits of iron ore, particularly in
the south; two of these, situated near
the coast south of Lima, are now
being exploited. A number of others
are being explored. Copper, mer-
cury, manganese, nickel, cobalt,
tungsten, molybdenum, vanadium,
bismuth, arsenic, and antimony also
offer interesting possibilities. Among
the non-metallic substances worth
noting are petroleum, asphalt, coal
(anthracite, bituminous and peat),

sulphur, quartz, mica, asbestos,
amianthus, barite, limestone, dolo-
mite, gypsum, salt, gems, boron,
saltpeter and guano. Although the
petroleum industry has been estab-
lished in northern Peru for many
years, a new area of exploration
and exploitation is emerging in the
Amazon region of eastern Peru. The
Government of Peru exercises a
monopoly over the production of
salt and guano. Discoveries of radio-
active minerals in the mountainous
regions of southern Peru have been
reported but the importance of these
finds is not yet known. The Govern-
ment has established an Atomic
Energy Control Board with control
over the mining and production of
radioactive minerals.

The Mining Code of 1950

Peru’s mining legislation, un-
changed for some 50 years, was re-
vised in 1950 with the introduction
of the Mining Code recognized
throughout the world as a generous
and progressive statute. Under this
legislation subsurface mineral de-
posits belong to the State, which has
the power to grant concessions. The
Code was designed to stimulate the
exploitation of Peru’s mineral re-
sources and capably combines laws
dealing with constitutional rights,

FOREIGN TRADE



taxation, social benefits, administra-
tion procedures, commerce, and
registration.

Mining Code Set Up

The basic provisions of the
Peruvian Mining Code of 1950 are:

® Either Peruvians or foreigners
may be granted concessions for all
metallic and non-metallic materials
except petroleum, radioactive mate-
rials and a few other substances.
Exploration concessions are limited
to five years but may be extended
indefinitely where exploitation is
carried out. No distinction is made
between metallic and non-metallic
substances or between nationals and
foreigners.

® Exploration may be carried out
freely on unenclosed public or
private land.

® Either cultivated or idle land may
be included in the concession, pro-
vided that the holder of the conces-
sion compensates the owner for any
damage.

® Water resources required for do-
mestic or industrial development
may be expropriated. The installa-
tion and transit of canals, lighting
systems, piping, tanks, powerlines,
etc., are provided for.

® Mining companies are exempt
from the payment of export duties,
unemployment taxes, and excess
profits tax.

® Taxes on profits are levied ac-
cording to the following scale:

7% on profits not exceeding S . 10,000
10% in excess and up to 30,000
12% “ oo 50,000
15% “ oo 70,000
17% oo 100,000
20% on profits exceeding 100,000

® A reserve for depletion, free of
taxation and free of disposition, may
be created up to 50 per cent of the
net profit obtained from operations.

® The State undertakes not to vary
the present rate of taxation for 25
years.
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PERU’S MINERAL PRODUCTION AND EXPORTS 1958

Production
Gold 4,495 kilos
Silver 867,965
Copper 54,630 metric tons
Lead 136,088 “« “
Zinc 161,868 “ “
Tungsten 539,682 kilos
Antimony 2,057 metric tons
Bismuth 768 < ¢
Cadmium g6
Mercury 68,349 kilos
Manganese 866 metric tons
Iron 2,016,543 < “
Petroleum 18,732,134 barrels

® Provision for the reduction of
profits tax to 10 per cent and the
granting of other assistance by the
Government where marginal de-
posits are being exploited.

@ The holder of the concession may
charge the costs of construction of
means of access to his deposits
against the profits tax.

® All machinery, equipment and
materials imported for use in the
mining industry are exempt from
import duties.

The beneficial results of this
policy are shown by the fact that
between 1949 and 1956 production
of lead went up 100 per cent, zinc
136 per cent, silver 111 per cent,
copper 64 per cent, gold 71 per cent
and tungsten 509 per cent.

Financial and Technical Aid

The Banco Minero del Pert
(Mining Development Bank), a
government entity, assists small and
medium-sized mines by granting
credits and making available facili-
ties for the processing of minerals.
The Bank has an authorized capital
of S. 200 million ($7 million).
The National Engineering Uni-
versity has an excellent mining
faculty that offers a high standard of
training for mining engineers. The
University of San Marcos trains
geologists at its School of Geology
and the Government provides train-

Volume of Value of
Exports Exports
2,461 kilos U.S.$ 2,554,568
776,166 20,676,837
52,402 metric tons 22,328,256
134973 « “ 24,397,157
136,454 11,763,348
526,444 kilos 2,575,146
580 metric tons 119,011
352 ¢« 1,507,631
50 ¢« 0 171,782
59,446 kilos 315,477
1,967 metric tons 179,528
1,523,888 «“ “ 16,599,340
4,976,241 barrels 13,026,427

ing for craftsmen and foremen in its
School of Arts and Crafts. A
National Institute of Mining Investi-
gation and Development offers
many services to the mining com-
munity through experimental pro-
cessing facilities, laboratories, meet-
ings, museums, libraries, statistics,
and the carrying on of geological
and mining studies throughout the
country. All material that the Insti-
tute collects is at the disposal of the
mining industry.

Other organizations that supply
scientific, technical and professional
assistance include the National
Mining Society, the Institute of
Peruvian Mining Engineers, the
Society for the Development of
Small Mines, the Geological Society
of Peru, the Lima Geographical
Society, the Geographic Institute of
Peru, and the Atomic Energy Con-
trol Board.

The Investment Climate

The over-all climate for invest-
ment in Peru is favourable. The
country enjoys political and social
stability and a diversified economy,
free of import and exchange con-
trols. The Government’s attitude to-
wards the foreign investor continues
to be hospitable. If it can secure the
money needed to develop its mining
potential, Peru may become a use-
ful market for Canadian firms in the
mining equipment field. ®
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Markets in Brief

PERU

Area: 506,000 square miles.
Population: 10 million.

Climate: dry and moderate on coast, cool in mountains, tropi-
cal in jungle.

Language: Spanish; sales literature in Spanish important.

Currency: sol; one sol equals Can.$0.03476 at certificate rate
applicable to all imports.

Weights and measures: metric system.

Capital: Lima, altitude 666 feet. Airport “Limatambo”, altitude
600 feet.

Chief ports: Cal ao, Mollendo, Matarani, Salaverry, Chimbote,
Iquitos (Atlantic via Amazon River).

Marketing centers: Lima inc uding Callao, (population) 1.5 mil-
lion; A equipa 110,000; Trujillo 55,000; Iquitos 47,000,

Economy: agriculture, mining, fishing are main sources of
foreign exchange. Opportunities for investment in mining
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and manufacturing. Some local capital available but
ass'stance from abroad welcomed.

Total Peruvian imports: 1959 (preliminary)—U.S $294.2 mil-
lion; 1958—U.S.$335.4 million; 1957—U.S.$400 million.

Chief imports: 1958 (in per cent)—machinery and equipment
26; foodst ffs, fats and oils 16; vehicles and transport
equipment 12; m'neras, metals and manufactures 11;
chemica s and pharmaceuticals 10.

Chief suppliers: 1958 (in per cent)—United States 47, Cer-
many 11, United Kingdom 8, Canada 4, Argentina 4.

Value of imports from Canada: 1959—Can.$11.7 million;
1958—Can.$1 .5 million; 1957—Can.$10.1 mil ion.

Chief imports from Canada: wheat; malt; milk powder; wood
pulp; chemicals; asbestos; newsprint; aluminum ingots;
industrial materials of metal; mining, industrial and
agric ltural machinery; electrical appliances (washing
machines).

Total Peruvian exports: 1959 (preliminary U.S.$314.2 mil-
lion; 1958—U.S.$291.4 million; 1957 U.S.$330 million.

Chief exports: 1958 (in per cent)—minerals 37, cotton 26,
sugar 12, marine products 7, coffee 5, petroleum 5.

Chief markets: 1958 (in per cent)}—United States 38, Chile 10,
United Kingdom 9, West Germany 7, Belgium 7, Nether-
lands 6.

Value of Canadian purchases: 1959 Can.$4.0 million; 1958
Can.$2.4 million; 1957 Can.$2.8 million.

Chief Canadian purchases: metal ores, canned fish, raw cotton,
green coffee beans.

Dollar exchange: freely available for all imports.
Prices: quotations in U.S. dollars c.i.f. preferred.

Samples: duty is payable on samples of commercial value;
small samples of no commercial value are free.

Trade agreements: most-favoured-nation agreement with Can-
ada. Special treaty with Chile granting reduced rates to a
few Chilean products, mainly food. Bilateral trade agree-
ment with Argentina. Peru is a member of the new
Latin American Free Trade Area; equal tariff treatment
of imports from all countries predominates.

Import controls, documentation, customs tariffs, marking and
labelling: no import licences required for products from
any country. On other points, consult the International
Trade Relations Branch, Department of Trade and Com-
merce, Ottawa.

Canadian banks: Royal Bank of Canada, Lima. Peruvian banks
have correspondent relations with most Canadian banks.

Correspondence: airmail only; letters 10 cents per half-ounce.

For detailed information on this market write to:

Latin American Division
International Trade Relations Branch
Department of Trade and Commerce
Ottawa
or

Commercial Secretary
Canadian Embassy
Casilla 1212
Lima, Peru

(by airmail only)
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Unrest among the farming community has spurred a re-examination

of French agricultural policy.

What has been the result?

Will it affect our agricultural trade with France?

France Reconsiders

Agricultural Policy

V. F. WIGHTMAN, Agricultural Attaché, Paris.

THE year 1959 was not a particu-
larly good one for French agricul-
ture. At the beginning, the farming
community was upset by the wide-
spread fiscal and monetary reforms
that increased costs and abolished
the tying of support prices to cost
factors. Second, although the grow-
ing season began well and produced
record grain crops, severe drought
in the summer and fall reduced root
crops and affected livestock produc-
tion. The consequent squeeze on
farm income—which had not been
advancing in line with other sectors
of the economy—Iled to consider-
able unrest by the end of the year.
As a result, there has been a pro-
found rethinking of French agricul-
tural policy over the past few
months.

Agricultural Unrest Widespread

Throughout the winter, farmers
held recurrent meetings to protest
against the relative stagnation in
their income. Studies by the French
Statistical Institute showed that
farm income during the 1958/59
season rose by only 3 per cent as
against a 5.5 per cent rise in the
general price index and 10 per cent
in the index of industrial goods used
in agriculture. Another study on
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income trends over the past decade
concluded that by 1958 farm in-
come had risen by only 24 per cent
over 1949, compared with a gain
of 46 per cent in other sectors.
Farm groups therefore demand
some type of guarantee of income
parity and, in particular, the tying
of support prices to certain cost
indices.

The French Government would
not accept the full application of
the escalator clause (indexation),
which had been criticised in the
past for its built-in inflationary
pressure and which limits direction
of agricultural policy through prices.
A compromise was reached early
in March whereby support prices
are weighted from 55 to 70 per
cent, depending on the product, by
indices of production costs. Grain
is in the lowest bracket and milk in
the highest. To take grain as an
example, the yearly price will be
adjusted 10 per cent by each of
the following cost factors: mini-
mum guaranteed agricultural wage,
energy, pest-control products, ma-
chinery and equipment and other
industrial goods used in agriculture,
plus 5 per cent for building main-
tenance costs. The reference period
is June 30, 1959.

In assessing the farm problem,
the French Government has dis-
tinguished between the short-term
financial difficulties arising from
drought and the long-term, which
stem from the profound adaptation
in structure required to face new
technological development in agri
culture, evolving consumer demand,
and new challenges from the Com-
mon Market.

To alleviate financial problems,
the French Government introduced
an element of parity pricing as in-
dicated above and measures to
facilitate the marketing of corn. It
also withdrew certain liberalization
that caused internal market upsets
(eggs, pouliry, onions), granted
more liberal credit at reduced in-
terest rates for current expenses,
and brought in measures to support
the wine market. For the long run,
the French Government has prom-
ised a comprehensive program to
strengthen and modernize agricul-
ture. This will involve new legisla-
tion on agricultural education and
investments, plus a health insurance
plan for the farm community.

Other measures include a plan
for regional abattoirs to cut market-
ing costs, a four-year program to
improve animal health, and ac-
celeration of industrial decentraliza-
tion to give new employment
opportunities and enlarged markets
in certain critical areas, such as
Brittany.

Progress in Modernization

Although current problems tend
to focus attention on the weak
points of French agriculture, the
past decade has witnessed remark-
able progress in modernization and
productivity. French farm produc-
tion had expanded to a quarter
above the immediate prewar figure
by the 1954 55 season. The fol-
lowing years brought some setbacks
because of unfavourable growing
conditions: a 30 per cent increase
would have been achieved in 1959
had it not been for the drought.
One study indicates that agricul-
tural output has been rising at the
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rate of 4 per cent per year, com-
pared with 3 per cent in industry.
At the same time, labour input
declined by 14 per cent, to the
advantage of industry and services.

Yields have advanced steadily.
To take wheat as an example, from
the equivalent of 23.2 bushels er
acre in 1934 38, the national aver-
age reached 33.5 in 1954 58 and
a record 39.5 in 1959. These aver-
ages hide considerable variations
within the country; in certain areas
of the north, yields average 52.2
bushels per acre and individual
farms easily attain 70 bushels and
over.

Farm mechanization has pro-
ceeded rapidly. The number of
tractors on farms rose from 46,000
in 1946 to almost 700,000 by the
end of 1959. The number of com-
bines in operation has increased
fourfold since 1952, with almost
50,000 in operation by last fall.
Over the past year the pace of
machinery purchases has slackened
because of the squeeze on farm
income, but the trend is clearly to-
wards increased mechanization.

The above are merely a few
concrete examples of the progress
that French agriculture has made.
At the same time, many basic prob-
lems remain that will not be solved
quickly—such as consolidation of
scattered holdings, better technical
training for young farmers, expan-
sion of extension services, the need
for substantial investment in land-
improvement projects, processing,
distribution, rural housing and farm
buildings. Probably the main prob-
lem working against an improve-
ment in per capita farm income
is the large population that still
depends on agriculture for its live-
lihood. Although the agricultural
population declines by about 1 per
cent a year, a fifth of the active
population is still on the land.
French agriculture now accounts
for only 12 per cent of the gross
national product and its weakness
lies in too many people producing
food for other sectors of the econ-
omy. There is new urgency to such
structural problems as the develop-
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ment of the Common Market opens
the door to greater competition.
For the most part, French agricul-
ture is in a relatively strong posi-
tion, with most prices in the lower
brackets.

Trade Outlook

Foreign trade plays a far smaller
réle in French agriculture than it
does in Canadian. The principal
traditional export has been wines
and brandies. Over the past decade
France has begun to export wheat
and barley, but the volume has
varied considerably from year to
year, depending on crops. Fruit and
vegetable exports have made some
progress; this depends on the
seasonal movement and is balanced
by imports. Though 1959 showed
a gain in meat (mainly beef) ex-
ports, they remain well below the
postwar peak attained in 1955.

France is in a marginal position
on many commodities and official
policy has been to encourage agri-
cultural exports to help pay the
import bill for raw materials and
fuel. Recently, however, exports of
manufactured goods have surged
ahead to bring French commodity
trade almost into balance and agri-
culture’s share has become propor-
tionately less. The Third Modern-
ization Plan for 1958 61 forecast
a favourable trade balance in agri-
culture by 1961 of 1,350 million
NF (new francs); nevertheless the
deficit has continued at 300 million
NF or more.

The Commission for the Modern-
ization Plan now estimates that
agricultural production in 1961 will
rise only 18 per cent above 1956,
instead of the 20 per cent forecast
earlier. This eliminates much of the
margin that would have moved into
export. As a consequence, exports
have fallen far short of the targets
set for 1961. This has resulted from
extremely variable growing condi-
tions, including frosts in 1956 and
1957, heavy rains at harvest in
1958, and drought in 1959. Within
the over-all picture, however, in-
dividual products have in some

years come close to product'on
goals and one consistently good
growing season would bring output
close to the planners’ forecasts.

Effect of Trade Liberalization

Over the past fifteen months
France has adopted sweeping trade
liberalization measures, freeing a
large percentage of its trade with
the dollar countries, the OEEC
area, and with other countries.
Action on agricultural products,
however, remains marginal. OEEC
liberalization of poultry and eggs,
the first of the main farm products
freed from control, led to internal
marketing difficulties and early in
March such imports were made
subject to a minimum price system
(see below). Beef and bovine
cattle for slaughter have been lib-
eralized from OEEC sources, but
most of the other main branches
of French agriculture remain pro-
tected by quantitative restrictions,
often accompanied by state trading.
These statements apply to such
items as grain and grain products,
dairy products, sugar beet or cane,
some oilseeds, coffee, tobacco, and
wine.

Liberalization of significant agri-
cultural products from the dollar
area is limited to hides and skins,
fur pelts, whisky, animal byprod-
ucts, seeds, certain prepared sauces
and condiments, and natural honey.

New Import Procedures

Two new methods of removing
quantitative restrictions and yet
avoiding price upsets on the domes-
tic market have been tried: seasonal
liberalization (apples) and mini-
mum price system (eggs, poultry,
pork, certain vegetables).

To take apples first, from Feb-
ruary 15 to April 30 they may be
imported from OEEC countries,
Canada and the United States, pro-
vided prices of certain French varie-
ties on the Paris wholesale market
do not fall below a specified level.
If this price drops for three succes-
sive days, imports may be sus-
pended. From May 1 to Juy 31,
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there is no control on imports. The
French Government thus maintains
protection from August to Febru-
ary, when the bulk of the domestic
crop is moving onto the market.
This spring, Canadian apples were
exported to France for the first time
in many years.

A minimum price system has
been established for certain food
imports from the European Eco-
nomic Community, as proposed in
the Rome Treaty. Certain key prices
are pinpointed on the Paris whole-
sale market and below this, imports
are cut off. For instance, provided
first-quality chicken remains at a
certain price imports of all types
of live or slaughtered poultry are
permitted. The same applies to pork
products, and a range of vegetables
is subject to a similar minimum-
price regime. On the other hand,
a variable import levy on eggs is
collected by the support board, to
assure that imports do not under-
mine a range of monthly support
prices established over the year.

Wheat Production

France both imports and exports
wheat, and grain vies with wine and
brandy for the top of the agricul-
tural export group. During the
calendar year 1959, grain exports
fell below average, reflecting the
smaller wheat crop in 1958. By
contrast, the 1959 summer brought
bumper grain crops, with 11.5 mil-
lion tons of wheat, 4.9 million of
barley, and 1.8 million of corn.
Corn has registered the most spec-
tacular rise latterly because of the
introduction of hybrids and its ex-
tension into the northern half of
France.

Though the current crop year
ends only in July, wheat exports
are expected to total slightly over
a million and a half tons; this is
higher than the previous crop year
but still below exports of 2.3 mil-
lion tons from a similar crop in
1957 58. There has been some
shift in the trading pattern for the
current season with larger quanti-
ties, (probably 700,000 tons)
placed in the franc zone, because
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of the soft-wheat deficit in Algeria.
Outside the franc zone Germany is
the principal client, taking 325,000
tons of soft wheat a year under the
Franco-German grain agreement.
Other important markets are the
neighbouring countries of Europe.

Though France regularly exports
soft wheat, its requirements of
durum wheat are substantial. Pref-
erence is accorded North African
durums, but because of short crops
there in 1959 larger quantities have
been bought outside the franc zone.
Morocco and Tunisia will each sup-
ply 150,000 tons for the 1959 60
season but at least another 200,000
tons are needed for the French and
Algerian markets. Canada has en-
joyed the lion’s share of the busi-
ness to date, with sales of 125,000
tons, followed by Argentina (42,-
000), and Spain (28,000). France
cannot be regarded as a steady mar-
ket because of the preferential
treatment accorded North Africa,
so that the possibility of Canadian
sales depends on its exceedingly
variable output.

The present area seeded to win-
ter wheat is much the same as the
last five-year average. With a mild
winter, growing conditions have
been satisfactory and the outlook is
normal. Last fall’s drought meant
that sowings of winter rapeseed are
over a third below recent years and
this should result in an increased
market for Canadian rapeseed later
in the year.

Agricultural trade between Can-
ada and France is limited by the
fact that both countries raise much
the same products. Canadian ex-
port interests are concentrated on
oilseeds, durum wheat, forage
seeds, and furskins. With so many
food products in France remaining
subject to quantitative restrictions
and or state trading, the prospect
of expanding Canadian agricultural
exports is not bright. Furthermore,
as the Common Market develops,
member countries will eventually
ship their products into France
duty-free and the common external
tariff will protect the Community
from outside competition. ®

Sweden Ups Exports to U.S.

AN all-time record for U.S. Pacific
Coast imports from Sweden was set
in 1959 when they reached a value
close to $22 million. This compares
with $13 million in 1958 and $15
million in 1957, the previous peak
year, reports the Swedish Chamber of
Commerce in the United States.

As late as 1948, pulp and paper
accounted for about 90 per cent of
the value of over-all Swedish ship-
ments to the U.S. West Coast. By
1959, these had dropped to just over
5 per cent, comprising principally
hardboard. Meanwhile, there has
been a 34-fold increase since 1948
in sales of other Swedish products.
This group is composed almost en-
tirely of manufactured goods.

The most spectacular success is
that of the Volvo automobile. Intro-
duced to Pacific Coast buyers in 1955,
it now accounts for over 60 per cent
of the entire value of imports from
Sweden. In 1959, Volvo imports
rose in value by 66 per cent to
$12,349,000.

Machines were second only to
automobiles in value and accounted
for $2,481,000, or 11 per cent of the
total. Steel, metals and manufactures
showed a considerable increase and
made up 8 per cent of the total.
Within this group, copper was a new
item. Furniture imports continued
their rise and reached $854,000. The
value of imported Swedish pleasure
boats was $622,000, an increase of
81 per cent over 1958. Notable among
other products was glassware, with
sales valued at $303,000, up 140 per
cent; this sharp increase was primarily
due to substantial shipments of win-
dow glass. Imports of firearms, pre-
dominantly sporting rifles, totalled
$126,000.

The year 1959 was characterized
by a sharp increase in U.S. imports.
However, although total Pacific Coast
imports from all countries rose by
28 per cent, imports from Sweden
went up no less than 59 per cent.
When interpreting these statistics it
should be kept in mind that many
Swedish products distributed in the
western part of the U.S. entered in
the east and were shipped overland.
Among products in this category are
cash registers and office machines.

—A. P. BISSONNET,
Commercial Counsellor, Stockholm.
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Canadians Score at Sports Goods Show

THIRTY-FOUR Canadian firms participated last
January and February in what is said to be the biggest
sporting goods show in the world the National
Sporting Goods Association 31st Convention and Show
in Chicago. This was the first time that Canadian
products were shown in a unified display, in a setting
that could be easily identified as Canadian. The
Canadian Government Exhibition Commission had
erected colourful folding display stands decorated with
a snowflake motif. Against this backdrop the goods
were shown in a total exhibit area of 1,900 square feet
on the third floor of Chicago’s Morrison Hotel.

This is a “business only” show and is restricted to
the trade. It is therefore with some satisfaction that
P. G. Jones of the Department’s Commodities Branch
reports that 33 of the 34 Canadian firms sent their
own representatives to deal with the thousands of
buyers. Did the show live up to expectations? Certainly,
says Mr. Jones, though businessmen are naturally
cautious about spelling out their successes. One
exhibitor let slip, however, that he had signed $3,500
worth of cash orders, with a possible $60,000 in the
future. Others reported that they had made agency
arrangements.

What did the 12,560 registered business visitors
find so interesting in the Canadian display? They liked
our magnesium snowshoes, vaulting poles, Eskimo
parkas, skiwear, hockey sticks, water skis, skates,
toboggans, curling sweaters, basebal bats, moccasins,
Indian slippers, spinning reels, croquet sets, hunting
and fishing clothing and—a big hit at other fairs—a
ski-scooter. The competition, like the business, is
increasing at the Chicago show; there were more cloth-
ing and toy manufacturers among the participants than
ever before, though there was only one other
national exhibit—from Belgium.

Ist International Lisbon Fair

ORGANIZED by the Industrial Association of Portu-
gal, the Ist International Fair of Lisbon will be held
this year from June 9 to 23. This fair has been an
annual event for the past ten years—on a national
products basis—but in 1960 the Industrial Association
commemorates its 100th anniversary and is opening the
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Fairs and Exhibitions

Fair to international exhibitors. Information about the
industrial sectors or categories under which space
will be available, and about cost of participation, etc.,
may be obtained either from the Trade Fairs Abroad
Division of the Trade Publicity Branch, Department
of Trade and Commerce, Ottawa, or from the office of
the Commercial Counsellor, Canadian Embassy,
Lisbon.

Midwest Builders Like Our Woods

THE Department of Trade and Commerce, Ottawa,
helps to keep Canadian woods before U.S. Midwest
builders by setting up a display each January at the
big National Association of Home Builders Convention
and Exposition in Chicago. Canada had only one
national rival at the last show—the Netherlands.

The cutaway model home that formed the display
demonstrated new applications of woods in house
construction and finishing; a striking innovation was
a spiral birch staircase at the entrance. Representa-
tives from the Department’s Chicago and Ottawa
offices and from the Canadian Lumbermen’s Associa-
tion and the Western Red Cedar Bureau helped
answer questions from the businessmen and contract-
ors—32,000 of them who inspected the house during
the five-day show.

Against Corrosion 1960

HAVING corrosion troubles? The Norwegian Indus-
tries’ Development Association asks this question and
plans to provide some answers at an interesting exhibi-
tion in Oslo from May 27 to June 3. The Association
has secured the co-operation of the Norwegian Cor-
rosion Research Foundation and has arranged the dis-
play to apply to all sectors of industry. The first highly
successful exhibition, Against Rust and Rot, was held
in 1954,

The displays will cover corrosion-resistant materials
such as stainless steel, alloys, metals, graphite, quartz,
fiberglas, etc.; corrosion-resistant coatings such as
ceramic coatings, rubberizing, plastic coatings, walling,
linings; surface treatment of iron and metals such as
galvanic paint, phosphates, chemicals; sandblasting;
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cathodic protection; anti-corrosion paints; proportion-
ing equipment; preparations to prevent smoke-gas cor-
rosion, and many others. Running concurrently with
the exhibition will be study groups and courses arranged
by the Norwegian Federation of Engineers and the
Corrosion Research Federation, in co-operation with
the Technical University of Norway. Information may
be obtained from the Norwegian Industries’ Develop-
ment Association, Forskningsveien 1, Blindern, Oslo.

A Year's Rundown of U.K. Fairs

THE following trade fairs, recommended to Canadian
businessmen by the United Kingdom Trade Commis-
sioner in Canada, are open to overseas exhibitors.

MACHINE TOOLS International Machine Tool Exhibition, Lon-
don, June 25 July 8, 1960 (held every four years in June or July).
Apply: The Machine Tool Trades Association, Brettenham House,
Lancaster Place, London, W.C.2. (Participation only through ac-
credited British agents who must be members of the MTTA.)

AGRICULTURE The Royal Show, Cambridge, (site changes
from year to year), July 5-8, 1960. Apply: The Royal Agricul-
tural Society of England, 35 Belgrave Square, London, S.W.1.

FOODSTUFFS The Food Fair, London, September 1-17, 1960
(held biennially in August or September). Apply: The Food Fair,
10 Mount Row, London, W.1.

HANDICRAFTS International Handicrafts and Do-it-Yourself
Exhibition, London, September 8-23, 1960. Apply: William Leah
Esq., Link House Publications Limited, 24 Store Street, London,
W.C.1.

COMMERCIAL MOTOR VEHICLES AND ACCESSORIES—
International Commercial Motor Transport Exhibition, London,
September 25 October 1, 1960 (held biennially in September or
October). Apply: Society of Motor Manufacturers and Traders
Limited, Forbes House, Halkin Street, London, S.W.1.

OFFICE EQUIPMENT National Business Efficiency Exhibition,
London, October 3 12, 1960. Apply: Office Appliance and Business
Equipment Trades Association, 64 Cannon Street, London, E.C4.
(Participation through U.K. agents.)

AUTOMOBILES AND ACCESSORIES—International Motor Ex-
hibition, London, October 19-29, 1960. Apply: Society of Motor
Manufacturers and Traders Limited, Forbes House, Halkin Street,
London, S.W.1.

LIVESTOCK, MACHINERY, DAIRY PRODUCTS The Dairy
Show, London, October 25-28, 1960. Apply: British Dairy Farmers’
Association, 17 Devonshire Street, London, W.I.

BICYCLES, MOTORCYCLES, ACCESSORIES—British Cycle and
Motorcycle Show, London, November 12-19, 1960 (held biennially
in November). Apply: British Cycle and Motorcycle Industries
Limited, Eaton Road, Coventry.

LIVESTOCK, AGRICULTURAL MACHINERY Smuthfield
Show and Agricultural Machinery Exhibition, London, December
5-9, 1960. Apply: Smithfield Show Joint Committee (S.M.M.T.),
Forbes House, Halkin Street, London S.W.1. For stock entries
apply: Secretary, Smithfield Club, 3 Pierrepoint Street, Bath.

Exhibiting in the Caribbean

WITH interest in trading with Caribbean countries
running higher every year and with the ground
already broken by the successful all-Canadian trade
fairs in Jamaica and Trinidad in 1959, Canadians
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might be interested in the following information about
three forthcoming trade fairs to be held in Barbados,
British Guiana and Jamaica. Foreign exhibitors are
welcome at each.

BARBADOS—Agricultural Fair, Bridgetown, December (two days).
Apply: Barbados General Agricultural Society, Bovell and Skeete
Building, Lucas Street, Bridgetown.

BRITISH GUIANA—Annual Industrial Exhibition and Fair of the
League of Coloured Peoples, Georgetown, October (usually about
eight days in the first half of the month). Products include locally
manufactured articles, plus imported household goods. Apply: Dr.
Claude Denbow, 1 Commerce Street, Georgetown.

JAMAICA—Denbigh All-Island Agricultural and Livestock Show
and Fair, Denbigh, July 30-August 1. Apply: Jamaica Agricultural
Society, 10-12 North Parade, Kingston.

Trade Fairs on the Continent

AUSTRIA—Vienna International Fair, Autumn, (general), Sep-
tember 4-11. Apply: Direktion der Wiener Messe-AG., Vienna VII,
Messeplatz 1.

Graz South East Fair, Autumn, (general), October 1-9. Apply:
Grazer Messeleitung, Graz, Conrad-v-Hoetzendorfstrasse 67.

Innsbruck Fair, (tourist trade, agriculture) September 24-Oc-
tober 2. Apply: Innsbruck Messe G.m.b.H., Innsbruck, Maria-
Theresienstrasse 45.

CZECHOSLOVAKIA—International Trade Fair, (general), Brno,
September 4-18. Apply: Corporation for the Organization of Inter-
national Trade Fairs and Exhibitions in Brno, Prague 2, Vaclavske
N.17.

FRANCE—International Food Fair, Paris, October 15-24. Apply:
R. V. Manaut, Président, 42 rue du Louvre, Paris.

National Ladies’ Ready-to-Wear Salon, Paris, November 12-21.
Address: 35 rue Etienne-Marcel, Paris.

ITALY—24th Fair of the Near East, (general), Bari, September
4-19. Apply: Autonomo Fiera del Levante, Campionaria Generale
Internazionale, Bari.

20th International Fair for Fishery and Related Activities, An-
cona, June 25-July 10.

LUXEMBOURG—International Fair of Luxembourg, (general),
May 26-June 5. Address: Société de la Foire Internationale de
Luxembourg, Halls d’Exposition, Avenue Victor Hugo, Luxem-
bourg.

NETHERLANDS—International
Utrecht, September 12-17,

Fall Trade Fair, (general),

POLAND—Poznan International Trade Fair,
June 12-26.

(general), Poznan,

SPAIN International and Official Samples Fair, (general), Barce-
lona, June 1-20. Apply: Palacio No. 1 (Barque de Montjuich),
Barcelona.

National Samples Fair, (metallurgy and chemistry),
August 11-31. Apply: P.O. Box 468, Bilbao.

Bilbao,

SWITZERLAND—Comptoir Suisse, (general), Lausanne, Septem-
ber 10 25.

YUGOSLAVIA—Zagreb International Fair (general), Zagreb, Sep-
tember 10-25. Apply: Zagreb International Fair, Zagreb.

4th International Fair of Technics (industrial goods), Belgrade,
August 23-September 2. Apply: Belgrade International Fair, 14
Bulevar Vojvode Misica, Belgrade. Note: The Yugoslavian Com-
mercial Secretary in Canada informs us that 21 square metres of
free space for a business information centre is being allocated to
Canadian firms.
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from 1956 to the first ten months
of 1959 were as follows:

1956 $1,476,000
1957 1,228,500
1958 1,061,000
1959 (ten months) 971,000

These totals are broken down
into the seven general classifica-
tions in Table I, right. Altogether
total annual imports represent less
than 5 per cent of the entire
Mexican paint consumption.

Imports of prepared varnishes
and paints, (Group number 1,
Table 1) have been small in recent
years, and comprise principally
lacquers used by the automotive
industry This general classification
covers several types of preparations
which are given in further detail
in Table II.

The market for imported var-
nishes and prepared colours, with
the exception of automotive lac-
quers, is limited. Most of these
automotive finishes, however, are
imported either by Mexican paint
firms from their parent U.S. com-
panies or by the automotive assem-
bly plants directly from their
affiliates. At best, this market might
take certain specialized prepara-
tions not manufactured locally,
where volume is very small.

With the exception of three
tariff items which cover lacquers,
specialty colours and some flush
paints, all imports of prepared
finishes and colours are subject to
import licensing. This control has
been established by the Mexican
Government as a means of reduc-
ing the entry of foreign-made pro-
ducts in order to provide protection
for the domestic paint industry
wherever necessary.

Canadian paint exports to this
market have been negligible and at
present sales prospects do not
appear bright. In 1956, we sold
$3,040 worth of paints, n.o.p.,
and last year only $1,489.

A limited volume of business
might be done in specialized paints
and finishes for specific industrial
and commercial applications. These
could best be handled through a
local agent who could provide a
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Group

1. Varnishes and prepared
colours

2. Varnishes, polishes,
colours for footwear and
leather

3. For aluminizing, bronz-
ing and similar in powders

4. Enamels

5. Inks
6. Inks

7. Paintboxes with or
without any kind of paint-
ing requisites

1956

TABLE I

1957

1958 1959

(10 months) Remarks

(in thousands of U.S. dollars)

679

292

232

132
128

21

Principal import group

539 397 345 and further detailed in
Table II.

248 271 179
Mainly imported by the

212 208 179 paint industry for its
use.

77 New tariff put into
effect in 1959. Refers to
porcelain enamels.

85 44 39 Writing inks.

121 118 117 Printing inks.
Artists’ supplies.

22 22 33

TABLE 1I

“Yarnishes and prepared colours, other than for footwear and leather, with a basis of oils,
ethers, alcohols, rubber and paraffin wax”.

Description

Pigments dispersed in oils
or resins containing up
to 85 per cent fixed
materials

Same as above but con-
taining over 85 per cent
fixed materials

1958

1959 Required

(10 mos.)

(in thousands U.S. dollars)

2.3

3.2

1.8

11.9

Import Ad Principal
Permit Valorem Supplier
Duty 1959
yes 50 per cent United States
45 per cent United States

These two classifications above cover paint pigments and “flush” paints, used to a large
extent by the paint industry and imported as artists’ pigments.

Pigments dispersed in
emulsions of water or oil,
for printing of textiles

Dispersed pigments with
a basis of fish scales (nail
polish, etc.)

Varnishes and colours
with a basis of alcohols
or ethers

2.8

6.9

261

1.4

12.6

212.8

yes 10 per cent United States
yes 10 per cent United States
50 per cent United States

This is the largest single Mexican import of these products and includes lacquers imported
by the automotive industry for assembly and refinishing purposes.

Colours in a solid state
with a rubber base

Mixtures for machine rib-
bons or carbon paper

Varnishes and prepared
colours up to 5 kilos in
weight, n.o.p.

Varnishes and prepared
colours weighing over 5
kilos, n.o.p.

16.4

49

18.9

36.6

10.3

57

13.6

22.7

yes 7 per cent UK., France and
United States
15 per cent United States

yes 70 per cent U.K., Netherlands,
United States
yes 60 per cent United States

The last two tariffs are of a general classification, and cover those products which do not
meet the specifications in the preceding tariffs.
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report on the demand for the par-
ticular product offered.

Legal weights and liquid meas-
ures for this territory are the

The

kilogram (approximately 2.2046
pounds), and the litre, (0.264 U.S.
gallon). However, initial quotations
may be given in pounds and U.S.

arket in Central

Chances to sell mixing components and chemicals for paints,
competitively priced, should improve, as local paint manufacture

is proceeding rapidly.

R. M. DAWSON, Assistant Trade Commissioner, Guatemala City.

DYNAMIC changes have taken
place recently in the market for
paint products in Central America.
The new plants that are being estab-
lished have curtailed the opportuni-
ties for foreign paint manufacturers
and instead provide a growing mar-
ket for paint chemicals.

Six paint plants of varying size
are currently in operation or being
completed in Central America—a
small area with a total population
of approximately ten million. The
industry estimates the over-all mar-
ket for paints at $44 million a year.
In spite of the fact that local pro-
ducers and long-established U.S.
paint manufacturers currently share
this market, projects to establish
paint plants are being contemplated
and at least two of these could be
heading for completion. Doubts
have been expressed whether all the
paint plants that will eventually
operate in Central America can, in
spite of much smaller imports of
U.S. paint, make a profit. A reason-
able profit should be possible for
four efficient local operators but
whether additional factories could
earn a satisfactory return on invest-
ment is more doubtful.

The largest paint plant currently
operating is the PINCASA factory
in Guatemala which turns out 500,-
000 gallons a year, and this capacity
can be increased economically up
to 2.5 million. The second largest
is the Sherwin-Williams plant just
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being opened in El Salvador. These
two, if they operated at full capac-
ity, could supply the entire Central
American market but must compete
with two others which are already
well established—PINSAL in El
Salvador and KATIVO in San José,
Costa Rica, which will also have
a mixing plant soon in Managua,
Nicaragua. Unless one of the other
large U.S. producers sets up a local
subsidiary, these four companies
are expected eventually to control
the local paint market.

The drive for Central American
economic and industrial integration
has attracted the attention of inves-
tors and hastened the evolution of
the paint industry more than any
other. The Central American Multi-
lateral Free Trade and Integration
Treaty, which is operating among
all except Costa Rica, with a cus-
toms union, does not yet include
paints in its duty-free list; however,
most countries have made bilateral
agreements with each other to cover
this item. This duty advantage to
be accorded all Central American
neighbours will, in time, further re-
duce the dependence on paint from
outside sources, which must pay
high import duties.

Paint Widely Used

Applications for paint are more
varied in Central America than in
Canada. Wallpaper is seldom used
here and, except for Costa Rica

gallons. Price quotations should be
in U.S. dollars, at the fixed rate of
exchange of 12.5 pesos to U.S.
$1.00.0

America

which has considerable wooden
construction, the interiors of most
homes have a rough cement finish
covered with masonry paint, usually
of the latex type.

Calcimine is still widely used al-
though the paint industry has been
conducting a promotion campaign
to point out the advantages of using
latex paints on exterior surfaces.
The paint industry claims that paint
protects better, maintains a clean
appearance over a longer period,
and can be applied any time of
year, in contrast to calcimine which
can only be applied during the dry
season,

Severe weather conditions in
Central America contribu e to the
relatively high consumption of
paint. The hot sun, alternating with
heavy rains, weathers surfaces badly
and, because paint is essentially
a protective covering and only
secondarily decorative, both the
exteriors and interiors of most
buildings are covered with it. In
keeping with the Spanish style of
architecture, most homes are sur-
rounded by high walls the surfaces
of which are also usually painted.
An official of a Guatemala paint
factory has stated that, because of
local weathering conditions, resi-
dential application of paints in the
area should eventually exceed that
of the United States and Canada
on a per capita basis, because con-
sumption trends are already point-
ing in that direction.

Typical of the type of paint fac-
tory tecently established in Central
America is the PINCASA plant
inaugurated in Guatemala last year.
This plant is partly owned by the

FOREIGN TRADE



Glidden Company and manufac-
tures under the Glidden label.
Within a year sales have exceeded
projected sales for two years, and
the management is optimistic about
continued  expansion. Synthetic
resins are expected to be produced
soon by a local varnish plant.

Raw Materials Imported

Most of the chemicals and raw
materials used in the manufacture
of paints and varnishes are im-
ported from the United States, al-
though European and Japanese sup-
pliers are expected to offer increas-
ingly competitive prices, since the
U.S. appears to be pricing itself out
of the market for raw materials. At
present, the Guatemalan factory
purchases titanium compounds from
Germany at prices well below U.S.
offerings. This field should prove
increasingly interesting to Canadian
chemical firms who are able to offer
competitive products for the local
paint industry. Recently one sup-
plier came down from Canada and
secured good orders.

Central American plants like
PINCASA hope in time to use
locally produced ores and materials
for their paints and varnishes. Cal-
cium carbonate, magnesium silicate,
mica and asbestos are all found in
Guatemala, and plans are going for-
ward to make these available for
local paint-makers.

There is no market for Canadian
paints and varnishes under present
conditions. The large U.S. suppliers,
either singly or in combination with
Central American paint manufac-
turers, have covered the area by
providing considerable financing for
local retail outlets. Consequently,
the only way to interest anyone in
a new paint line is to offer products
on consignment something that
no paint manufacturer seems pre-
pared to do. The opportunities for
well-priced mixing components and
chemicals, however, will continue
to expand and increasing attention
might well be paid to this area by
Canadian and other suppliers of
these materials. This is the trade
trend now in Central America. ®
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Cuba Grows More Potatoes

CUBA is harvesting a bumper potato crop this year, with yields
in some regions reaching 20 to 1, compared with normal yields of
10 to 1. The crop grown from imported seed is expected to be
40 per cent larger than in 1959—in fact, although exact figures
are not available, it will probably rise substantially above the
long-term average of 2.5 million cwt. In addition, the expected
harvest of “Titina” potatoes from local seed is 200,000 cwt.

Canada has contributed to this success, because about 80,000
cwt. of seed from Canada was planted in Cuba last fall, in addi-
tion to over 100,000 cwt. of U.S. seed. Plantings totalled about
30,000 cwt. more than in the previous year. Both red and white
varieties were planted, with red predominating.

With ample supplies of potatoes being harvested, Cuba is
now looking to Canada and the United States as possible cus-
tomers for about 300,000 cwt. of table stock during the early
spring months. In return, she will probably be in the market for
supplies of table stock during August-October and for seed
potatoes to plant during the final quarter of the year.

Ten-Point Program

In previous years, the potato trade in Cuba has been closely
controlled by a number of large commercial houses in Havana.
They imported the seed, made loans to the small grower to finance
his crop, and then bought and distributed it. During 1959 the
National Agrarian Reform Institute (INRA) changed this system
radically. This powerful government agency is now carrying out
a ten-point program to reform the potato industry, as follows:

1. INRA is to be the sole importer of seed potatoes.

2. Planting quotas will be redistributed, giving more seed to the
small growers and limiting the acreage of large ones.

3. INRA will finance the individual growers at the rate of $21
per cwt. planted, at interest rates of 4 to 6 per cent.

4. INRA will purchase the entire crop at a guaranteed price,
currently $3.50 per cwt. at the field.

5. Cold-storage capacity is being increased to about 500,000 cwt.,
so that more Cuban potatoes may be held over to fill the gap in
the late summer and lessen dependence on imported table stock.

6. The price to the Cuban consumer is pegged at 6 cents a pound.

7. Domestic production is being increased, with an additional
1,000 acres planted to potatoes in some 15 growers’ co-operatives
established by INRA.

8. Experiments on planting potatoes in April and May are being
carried out in selected mountain areas where the climate is cool.

9. INRA is establishing a nation-wide distribution scheme for
potatoes, aimed at keeping down the retail price.

10. Under the direction of the Potato Section of INRA, the Potato
Growers Association is being strengthened and enlarged. ®

R. R. PARLOUR, Commercial Secretary, Havana.
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To remind the British public
that it can again buy Canadian
goods in great variety, and to
discover how the U.K. market
has changed in twenty years,
the Department of Trade and
Commerce sponsored Canadian
participation at one of Britain’s
biggest fairs.

S. G. TREGASKES,
Commercial Secretary, London.

THE relaxation of import controls
in the United Kingdom during the
last six months of 1959 has made it
possible for Canadian producers of
foods and of manufactured con-
sumer goods to look once more to
Britain as a potential market. To
take quick advantage of these new
opportunities, the Department of
Trade and Commerce determined to
sponsor and promote a display of
miscellaneous Canadian products
at a large public exhibition. The
Ideal Home Exhibition was selected
for this purpose. Held under one
roof at Olympia, London, it is the
largest exhibition open to the public
in Britain. This year it opened on
February 29 and closed on March
26, and ran from 10.00 a.m. to
10.00 p.m. every day except Sun-
day. It attracted 1,165,000 people.

In the 22 years since Canada’s
last participation in a public exhi-
bition in the United Kingdom, the
British market has changed to an
extraordinary degree. In the inter-
val, many products formerly im-
ported from Canada have become
available in Britain itself. New
sources of overseas supply have
been developed for others, and some
Canadian products that were house-
hold words during the thirties have
been forgotten or are totally un-
known to the younger generation.

The composition of demand has
changed too. Both production and
consumption in Britain have risen
substantially and the general pros-
perity throughout the country has
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Canada Goes to th

permitted most families to pur-
chase household goods, durable
consumer products, automobiles,
etc., in unprecedented numbers.
Many of these were beyond the
pocketbook of the average man in
prewar days. Cost-structures, too,
have changed radically both in the
United Kingdom and Canada; con-
sequently the competitive position
of many Canadian manufactured

goods needs study. The growth of
multiple chains, the introduc-
tion of supermarkets, mail-order
selling, and the acceptance by the
British public of instalment buying
have all transformed distribution
methods. During the past two
decades, many old connections of
Canadian firms with British com-
panies have been broken; some
firms have gone out of business, and

Bernard Braden, well known Canadian actor who now makes his home in Britain,
examines in a knowledgable way the latest in outboard motors in the section taken
over by 85 Canadian manufacturers of a wide variety of consumer products.

-\

o .
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former business associates or repre-
sentatives have died, resigned, re-
tired or gone into other classes of
work.

Objectives Outlined

The Department of Trade and
Commerce had therefore several
objectives in mind in entering the
Ideal Home Show. Among them
were:

® To make a dramatic impact on
the British public, advertising the
fact that Canadian goods are back
in Britain after a 20-year absence.

¢ To try to determine whether or
not the British public will once
again accept Canadian merchandise
and food products.

e To help Canadian manufacturers
discover whether or not the prod-
ucts they exhibited were competitive
with similar products already avail-
able in the United Kingdom—not
only in price but also in design,
packaging, range of sizes offered,
novel or unique features, servicing,
deliveries, terms of payment, con-
venience, finish and quality.

¢ To afford opportunities for
Canadian companies to make new
trade connections and business
contacts.

o To make British buyers aware
that they can now import Canadian
goods of this type without re-
striction.

@ To focus the attention of Cana-
dian manufacturers on the United
Kingdom as a potential market and
to attract a number of them to
Britain to undertake a market sur-
vey for their products.

Displays in Three Sections

To achieve these objectives, the
Department participated in three
separate sections of the Exhibition.
In co-operation with the British
Columbia Lumber Manufacturers’
Association, a Canada Trend House
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deal Home Exhibition

s

British wom n found the display of household appliances enthralling; many of them
rememb r d from prewar days som of th Canadian firms exhibiting. Here Lady
Baxter, wife of Canadian-born Sir Beverl y Baxter, M.P., tries out an ironer.

was built, featuring the interior
and exterior uses of Canadian
woods in timber-frame house con-
struction. A number of Canadian
appliances and household products
were used in furnishing this house,
which attracted a great deal of
attention and much favourable
publicity. Long queues waited
patiently each day to see it and by
the end of the Exhibition more
than 200,000 people had passed
through it.

Thirty-five Canadian producers
of food products had booths in the
international food section in the
gallery of one of the three halls;
they featured cheese, canned fruits,
canned fish, frozen foods, fruit
juices, nuts, honey, macaroni and
spaghetti, processed and smoked
meats, pickles, baking products,
spices, confectionery, etc.

Eighty-five Canadian manufac-
turers of consumer goods had space

allocated in a separate area on the
same floor, featuring all types of
electric and gas appliances, heating
equipment, clothing and accessories,
fabrics, footwear, furniture and
furnishings, sporting goods, tools,
toys, dolls, games, etc. Of the 120
Canadian firms participating, 35
had agents or distributors in the
United Kingdom or the Canadian
company sent executives from Can-
ada to supervise their display;
these companies could be given
stands of their own. Eighty-five
Canadian companies sent samples
of their products and these were
attractively arranged in composite
sections under the control of the
Commercial Division of Canada
House. Companies which had stands
were able to offer samples of their
products to the public, to sell over
the counter, and to accept orders
for future delivery. Actual sales
during the exhibition totalled nearly
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$500,000 and a preliminary assess-
ment of new business likely to be
forthcoming to Canadian compa-
nies during the next year as a result
of participation in the exhibition
suggests that a figure of $10-$15
million is not unreasonable.

Canadian Goods Welcomed

The Canadian displays in the
Ideal Home Exhibition proved suc-
cessful and the objectives of the
Department of Trade and Com-
merce in entering it were achieved.
The British public showed great
interest in the Canadian exhibits
and thousands of visitors expressed
their pleasure at seeing Canadian
products offered once more. Many
remembered the quality of Canadian
goods from prewar days, and
Canadian companies which had
done business in Britain during the
1930’s were welcomed back as old
friends. Some of them have inter-
esting stories to tell. Typical is the
experience of Beatty Brothers
Limited of Fergus, Ontario, whose
washing machines were so well
known in Britain before the war.
The Beatty Brothers stand attracted
many visitors who had owned a
Beatty washer for 25, 30, even 40
years and who were continuing to
get excellent service from it. One
lady announced that she had had
her Beatty machine for 46 years,
that it was still doing an excellent
job, and that she could see no
reason for buying a new machine.
The model she owns is a wooden
tub machine with a hand wringer,
and the manufacturers had thought
that the last model of this type dis-
appeared from homes years ago.

The Exhibition proved conclu-
sively that there is a large and
receptive market in Britain for
many Canadian consumer products.
It proved too that the British are
still perhaps the most discriminating
and selective shoppers in the world;
the British housewife continues to
expect good value for her money
and will not accept shoddy or in-
ferior merchandise. Canadian ex-
porters who are looking towards the
British market must be prepared to
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What the Exhibitors Said . ..

“The U.K. consumer is demanding
better products and competitive
prices. Canadian appliances repre-
sent in their estimation the ultimate
in consumer goods. They felt our
retail prices were in line and we
have no doubt there is a big market
for Canadian goods of all kinds if
proper distribution and service facil-
ities are set up.”

—S. J. Randall, President and
Managing Director, General
Steel Wares, Limited, Toronto,
Ont.

“This Ideal Home Show has abso-
lutely floored me. I live in Regina,
Sask., and while 1 have attended
many exhibitions I have certainly
never seen crowds like this. Last
Saturday they were passing by our
booth at least twenty deep . . . This
in my estimation is the finest way
that we could have embarked upon
this English market. We were able
to let a large number of people
learn of our return . . . Qur samp-
ling proved that the English people
like quality merchandise and will
pay quality prices.”

—Al Muller, Western Canadian
Representative, Planters Nut
and Chocolate Co. Ltd,
Toronto.

“Naturally, as agents, we very
rarely come into contact with the
consumer public. However, for the
last nine days, we have talked con-

tinually with visitors to the Exhibi-
tion about Canadian Canners’
famous Aylmer products. Samples
of corn, tomato juice, peaches, peas
and asparagus have been given free
to the public and the reaction has
been most rewarding. Sales have
soared and as a result, we have at
last, after nine months of spade-
work, been able to persuade large
buyers to take an interest in all of
the Aylmer range of products

We were able to encourage a large
multiple to stock the Aylmer prod-
ucts. This is invaluable!”

—Michael Brown of B. M.
Sexton, Ltd., U.K. agents for
Canadian Canners Limited,
Hamilton, Ont,

“First of all, by exhibiting at an
exhibition like the Ideal Home,
you have a chance to talk to the
public who are interested in central
heating and get their opinions first
hand. Also the builders and the
architects come along in fair num-
bers and express their opinions. We
have had an opportunity to quote,
and to collect plans from builders
for houses they are currently build-
ing. In fact, we have enough work
coming out of this exhibition to
keep all of our salesmen busy for
possibly one or two months.”

—~George Rooney, Managing
Director, Lincoln Furnaces
Ltd., subsidiary of Barlin-
Scott Manufacturing Co. Ltd.,
Hamilton Ont.

ship only their best to Britain. They
must compete here with practically
every country in the world but the
competition is no more difficult
than they face in the domestic
market.

What Exhibitors Discovered

The Ideal Home Exhibition also
served to emphasize the extent of
the potential market in the United

Kingdom. Remember that there are
as many people living within 75
miles of Piccadilly Circus as there
are in all of Canada. If a product
has consumer acceptance in this
country and is competitive, it is not
always necessary to think in terms
of the whole United Kingdom
market. Indeed, many Canadian
manufacturers might have difficulty
in coping with orders in this event,
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What the Exhibitors Said . ..

“It has been an ideal opportunity to
get the reaction of the public to
our products—that is, flour, cake
mixture and breakfast cereal—all
of which were previously unknown
in this market . . . We have received
numerous inquiries from the public
as to where our products can be
obtained, and have sold consider-
able quantities in bulk to individ-
uals. As a result of an adhesive
label on each packet sold, asking
for the buyer’s opinion of the
product, we have only received
letters telling us how good our
products are. This Exhibition has
mainly shown us that a market
exists for our products and that, by
and large, our prices are in line with
similar products already marketed
here.”

—Maple Leaf Milling Co. Ltd.,
Toronto, Ont.

“It was our intention to re-enter the
British market in any case, but we
found the Ideal Home Exhibition
an excellent means of producing
leads to interested distributors, thus
giving a much quicker build-up than
we would have achieved otherwise.
We expect to achieve a minimum
gross turnover of £60,000 in the
year ending March 1961. We got
£6,000 gross in orders for indi-
vidual farm freezers at the Exhi-
bition.”

Lloyd G. McKee, President,
Universal Cooler Co. Ltd,,
Barrie, Ont.

“The interest shown in our products
has been enormous. The interest in
design, the interest in new models,
the looking forward to the future
seemed to have captured the imag
ination not only of the utility
companies’ representatives who have
been along in large numbers, but
also of people who want to apply
for our franchise in certain towns
around the U.K. The actual volume
of business done at the fair has
been most encouraging and we
would say to any Canadian manu-
facturer who wants to size up the
English market, come to the Ideal
Home Exhibition and you will get
a really good cross-section of the
people, from dealers to individuals.”

—H. W. Earthrowl, Managing
Director, Moffats Limited in
the UK.

“Canadian Westinghouse are very
grateful to have had the opportunity
to show their goods in the Trend
House. It has brought us numerous
inquiries . . . not only for the coffee
percolator and iron and the tran-
sistor radio sets, but also for re-
frigerators and the ovens, which
have excited tremendous interest.
The FEnglish public are very im-
pressed with the finish of the
Canadian goods. Arrangements have
been made with Harrods Limited
to handle the sale of our consumer
products in the United Kingdom.”

—Lady Pound, Canadian West-
inghouse Co. Ltd. representa-
tive at the Exhibition.

Perhaps the London area, the Mid-
lands, Scotland or Northern Ire-
land offer a sufficient initial market
for a Canadian exporter’s excess
capacity. As his position becomes
consolidated, he can expand market
coverage gradually.

A further fact that the Exhibition
revealed is that few importers or
buyers in large organizations in
Britain are aware that goods of

May 21, 1960

Canadian origin or manufacture ar
eligible for entry to the Unite
Kingdom under Commonwealt
Preference. Generally speakin ,
merchandise and food products an
raw materials from Canada ar
eligible for duty-free entry or els
come in at a rate of duty low
than that applied to such produc
from non-Commonwealth source
Canadian companies which do n

know the duty position in the United
Kingdom for their products may ob-
tain the information from the Inter-
national Trade Relations Branch,
Department of Trade and Com-
merce, Ottawa, or the Minister
(Commercial), Canada House,
London, England. Once this rate
has been determined, the firm
should repeat it on every possible
occasion in its correspondence or
contacts with British companies.

As a corollary, Canadian subsidi-
ary companies should investigate
the export position of their parent
companies outside of Canada vis-a-
vis the British market. Many sub-
sidiaries were established in Canada
following the Ottawa Conference of
1931 to take advantage of Common-
wealth Preference. In some cases
this attractive feature has lapsed or
has been forgotten during the last
20 years. Frequently we find that
the parent companies in non-Com-
monwealth countries are exporting
products to the United Kingdom
that are subject to a duty ranging
perhaps from 10 to 30 per cent.
Purchase tax in the United King-
dom, where applicable, is assessed
on the duty-paid value of the goods,
and to this must be added wholesale
and retail mark-ups. When these
same goods are manufactured or
produced in Canada and shipped
from there, they usually enter dity-
free and the ultimate retail value
(because of this pyramiding of
costs) can frequently be reduced by
as much as one-third.

Entering the Market

The Exhibition emphasized also
the necessity of having as complete
price information as possible from
Canadian manufacturers. To under-
take market investigations on their
behalf the Commercial Division,
Canada House, needs to know:

1. The landed price—that is, c.i.f.
price UK. port for the merchan-
dise. It is useless to mention the
retail price in Canada and nearly
as useless to give an f.o.b. price
Canadian port.

2. The packaging methods used.
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3. The Canadian content of the
article (labour and material), in
order to determine the duty position.

4. The composition of the product
—for example, garments of Cana-
dian manufacture when made of
cotton or wool are permitted duty-
free entry. If, however, the garments
contain artificial fibres or silk, the
duty position may be different.

At the Ideal Home Exhibition . . .

5. Delivery position.

Canadian companies are re-
minded that in addition to several
first-class annual public exhibitions
in the United Kingdom such as the
Ideal Home Exhibition, there are
literally hundreds of international
trade exhibitions held here each
year. There may well be a suitable
trade exhibition for your products

and you can obtain guidance on
this point from the Minister (Com-
mercial), Canada House, London,
England. The Ideal Home Exhibi-
tion will be held again in March
1961 and companies which con-
sider it a suitable place to feature
their products are invited to make
their interest known by writing to
the Department of Trade and Com-
merce, Ottawa.

“Trend House” Promotes Canadian Timber

More than 200,000 Britishers queued up to go through a bright,

modern, split-level house, designed to demonstrate timber-frame

construction and built with Canadian woods.

E. J. WHITE, Commercial Secretary (Timber), London.

THE Canada Trend House, built
especially for display at the Ideal
Home Exhibition, was sponsored
jointly by the Canadian Govern-
ment and the British Columbia
Lumber Manufacturers Association.
It was aimed directly at the public
—the potential private owners—
and represented the culmination of
several years of promotion work
with the professional groups in-
volved in designing, building and
financing houses. During the Ex-
hibition, it attracted over 200,000
people who waited in a queue to go
through it.

Designed by a British architect,
Peter Barefoot, constructed, fur-
nished and decorated by a British
firm, and featuring, in addition to
Canadian lumber, other manufac-
tured products from Canada, the
Canada Trend House demonstrated
a practical approach to this market
because all materials used are
readily available in the United
Kingdom and the house was de-
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signed to meet the British bylaws.
In fact, it was a replica of a house
designed by the architect for a client
in Essex.

Part of Larger Program

Text, pictures, drawings and films
are useful in promoting Canadian
lumber and timber-frame tech-
niques in building, but nothing can
equal a practical demonstration
through the exhibition of an actual
house. The Canada Trend House
was designed and built to demon-
strate these techniques to the British
public, to show that timber prod-
ucts can be readily incorporated
into contemporary dwellings, and to
obtain the public’s reaction to this
type of construction.

The House was just one part of
a preliminary and continuing pro-
gram in Britain to encourage the
increased use of Canadian lumber
in housing, particularly in timber-
frame construction. Despite the fact
that there have been (and still are)

certain traditional prejudices against
the use of lumber in housing in the
United Kingdom, housebuilders re-
main the largest single end-users
of lumber. The per unit consump-
tion, however, is limited, and trade
promotion has been aimed at in-
creasing this figure by removing
such prejudices. As a result of con-
certed efforts in this direction,
financial, regulatory and specifying
authorities have indicated their will-
ingness to accept lumber for house
construction if they can be con-
vinced that there is public demand
for it. The Canada Trend House
project was an attempt to analyze,
stimulate or create this demand.

Split-Level Plan

An open, split-level plan was
chosen for the Trend House to
demonstrate the flexibility of tim-
ber-frame construction and to em-
phasize the scope it affords for
distinctive architectural treatment
plus economical use of land. Com-
bining standard timber-frame con-
struction with post-and-beam con-
struction, the Olympia house was
built with a framework of Pacific
Coast hemlock surfaced to Cana-
dian lumber standards. The low-
pitched roof with its projecting
eaves was formed by nominal two-
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This side view of the split-level Canada Trend House displays to advantage the
overhang of the roof and the sun-porch at the front, Western red cedar was the
exterior siding chosen for the upper floor, with brick veneer and stucco below.

inch-thick tongued-and-grooved
planking of Western red cedar—an
innovation in the United Kingdom
market. Douglas fir was used for
the balcony and staircase. Canadian
hard maple strip flooring provided
a bright and durable finish for the
living-room floor; Pacific Coast
hemlock was used for the bedroom
floors. Canadian Douglas fir ply-
wood was used as sheathing for the
structural lumber frame and also
in decorative form as occasional
panelling. To demonstrate the ver-
satility of exterior siding materials,
Western red cedar was used around
the upper floor and brick veneer
and stucco on the other exterior
wall areas. Several cutaway sections
were included to show actual con-
struction techniques, both interior
and exterior. Canadian yellow birch
plywood in natural finish was used
for kitchen cabinet doors, and plas-
tic laminates from Canada for coun-
ter tops and drawer fronts and
occasional panelling in the kitchen,
bathroom and cloakroom. Because
it was a timber-frame house it was
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possible to demonstrate the use of
central heating and how simple it
is to install. The Canadian-manu-
factured oil-fired furnace had a
ducted warm-air circulating system,
the cost of which seemed surpris-
ingly reasonable to most inquirers.

Technical Merits Demonstrated

Canadians tend to take timber-
frame construction for granted, but
it is necessary in the United King-
dom to bring its merits to the atten-
tion of home buyers as well as to
the professional authorities involved
in setting standards of house design,
construction and finance. They must
be shown that frame houses are
better insulated than traditional
ones and that substantial savings
in fuel can be achieved, whether
or not controlled central heating is
included. It must be demonstrated
to them that frame houses can be
completed in about half the time
that conventional houses require.
The main structure and roof can
be built quickly and finishing work
both inside and out continued under

cover with the result that dwell-
ings become habitable the day the
builder leaves the site. Semi-skilled
labour is used as effectively as pos-
sible so that the craftsman can be
employed where his skill makes the
fullest contribution to sound con-
struction.

It was possible in the Canada
Trend House to provide inquirers
with information on possible adap-
tations of the design, because frame
construction gives scope for in-
dividuality and flexibility with econ-
omy. Exterior finishes can include
timber siding, brick veneer, stone,
stucco or tiles.

One of the big features of the
Canada Trend House, because it
was con tructed by timber-frame
methods, was the ability to pre-
fabricate or preassemble large sec-
tions for re-erection on a building
site after the Exhibition. The value
of this was exemplified when the
other homes in the Exhibition had
to be completely demolished, brick
by brick, after the show.

Many Inquiries Received

The dominant impression left
with those who staffed the Trend
House was that the home-buying
public is receptive to new ideas in
construction and planning and re-
veals little of the conservative prej-
udice so often cited as justification
for unenterprising design. Interest
goes far beyond superficial appear-
ance. Over 3,500 inquiries for
information on the materials used
in the house were received in the
special inquiry and display area.
Officers staffing the house were
questioned closely about technical
matters of all kinds and especially
about the thermal insulation, com-
parative costs, and the maintenance
of timber buildings. The popularity
of wood was evident and the archi-
tect’s split-level, open-plan scheme
for the Trend House made the most
of this appeal. But among tech-
nique-minded viewers—including a
surprising number of young people
without professional pretensions
there was just as much interest in
the way a timber frame house is
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built. The cutaway panels in the
wall structure made this clear to
them.

Although the Canada Trend
House was aimed at the public, pre-
mailing invitations were sent to
some 35,000 architects, builders,
officials of building societies, en-
gineers and local authorities. Many
architects, builders and people con-
nected with the timber, joinery and
prefabrication industries visited the
house and there were opportunities
for fruitful discussion about Cana-
dian timbers, grading and applica-
tions in Britain. Representatives of
local authorities, insurance com-
panies and building societies also
inspected the Trend House. Com-
ment in almost every instance was
encouraging and indicated recogni-
tion that timber-frame construction
has a future in the United Kingdom.
One senior representative of the
building societies declared frank
support for the system. “I believe
we can go all the way with a house
like this,” he said.

The architect, Mr. Peter Bare-
foot, who operates from Ipswich,
Suffolk, received many serious in-
quiries about supervising houses
based on the Canada Trend House,
or about designing timber-frame
houses for individuals adapted from
the Canada Trend House. As a
result, he has arranged to open an
office in London to deal with clients
(most of whom are in the London
area) and he is looking forward to
many fruitful projects as a result of
this participation.

Market Outlook

Canadian lumber exporters can
be optimistic about the United
Kingdom market if the results of
the 1960 Ideal Home Exhibition
are any indication of future trends
in lumber consumption for housing.
With one exception, all houses
erected in “The Village” had some
exterior siding in lumber, whereas
a few years ago lumber was con-
spicuous by its absence. Four of
the eight houses used Western red
cedar for this purpose. Interior
panelling in wood was also common
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The Visitors Said . . .

“The timber has been used to best
advantage and gives an appearance
that is both natural and sophis-
ticated.”

“Another quite unique feature is . . .
the rather large balcony with the
large overhang of the roof, com-
pletely sheltering it from extreme
weather conditions, and yet having
all the features of a nice sun
lounge.”

“Looking at the kitchen, the serv-
ing hatch, and the little breakfast
room . . . they are any woman’s
dream. I would give my eye teeth
for something like that.”

“The general effect is so modern
and clean that 1 don’t think the
house would date no matter how
long you had it.”

“I very much like the use of a
separate room for your central
heating which can also be used for
a laundry room.”

“I like the size of the house; usually
we get small rooms in England . . .
I like the large windows; the lounge
is wonderful with the enormous
windows and the suntrap at the
front.”

“We believe that the roof construc-
tion is something unique in this
country and affords a very high in-
sulation value, with a most attrac-
tive appearance inside.”

“l note the enormous interest that
Britishers in general are taking in
this new type of design, light, airy,
easy to maintain, and extremely
cheerful for the housewife to work
in.”—Garfield Weston.

this year. Although these materials
might be considered decorative
specialties, the interest in using
lumber structurally was expressly
demonstrated in the Canada Trend

House and here softwood dimen-
sion will find its major outlet.

For the structural members of
timber-frame houses, dressed lum-
ber is essential, whether houses are
constructed “in situ” or factory pre-
fabricated. Comments by builders
who have used Canadian lumber
dressed to Canadian lumber stan-
dards indicated the desirability of
pursuing this feature in future trade
promotion. They expressed the
opinion, well known to Canadian
builders, that dressed lumber is es-
sential to speedy handling, easy
working and fast, accurate as-
sembly. Dressed lumber may have
the same value as rough lumber or
it may be cheaper, but when appli-
cation becomes involved, the sav-
ings in cost are obvious.

Because most Canadian lumber
producers are now manufacturing
to Canadian lumber standards, and
since no other major supplying
country is currently producing to
these sizes, availability and con-
tinuity of supply are essential
to the successful implementation
of timber-frame techniques using
Canadian timber in the Unit-
ed Kingdom. Canadian exporters
should study means of assuring that
adequate stocks of CLS lumber are
maintained in this market at a com-
petitive price. They should also in-
vestigate the increasing demand for
specialty lumber and plywood
products.

The normal channels of trade in
the United Kingdom market require
that Canadian exporters establish
adequate and effective agency repre-
sentation; the Commercial Secretary
(Timber) at Canada House in Lon-
don will gladly recommend suitable
agents.

The return of prosperity in Bri-
tain has created a demand for a
more gracious and comfortable
home life. The Canada Trend
House demonstrated that a “return
to wood” could fill this need and
there is every indication that be-
cause of this project, Canadian
lumber has a promising future in
this expanding market. ®
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At the Ideal Home Exhibition . . .

Canadian Foods Staged a Comeback

Fifteen individual and one composite display presented Canadian

foods and beverages of many varieties to the British public—who

examined, sampled and bought them.

D. B. LAUGHTON, Agricultural Secretary, London.

THE Food Section at the Ideal
Home Exhibition covered one entire
end of Olympia—some 21,000
square feet—and featured food
products and beverages. The Cana-
dian Government display stretched
for 142 feet and exhibited, in
booths manned by company offi-
cials or their UK. representatives,
products put out by individual
Canadian firms. In addition, there
was a composite display.

A facade bearing the name
“Canada” in large letters extended
along the Canadian exhibit, which
was divided into 16 booths. The
stands (most of them had an 8-toot
frontage) were set back from the
main aisle by a series of dividers
consisting of back-lighted colour
enlargements grouped about glass
display boxes. Fifteen of the stands
were taken over by specific Cana-
dian firms, one was used for a
composite display by members of
the Canadian and Ontario Food
Processors Associations, and the
remaining space was used by the
Department of Trade and Com-
merce as a reception area. There
officers from Canada House or
other government representatives
were in constant attendance to
answer inquiries from businessmen
and the public about products and
firms not otherwise represented.

Samples Attracted Visitors

The aisles of the food section
were filled to near-capacity virtually
every hour that the Ideal Home
show was open and tens of
thousands of people visited the
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stands. Conspicuous, however, were
the denser knots of persons clus-
tered around the booths that offered
samples, plus the opportunity to
buy and take home a can or pack-
age. There was unanimous agree-
ment that this type of stand
attracted the greatest attention and
achieved the best results. (The
variety of foods on display in the
whole Food Section, and in many
cases available for purchase, was
unusually large. In fact, a patient
person could easily have arranged
a seven-course meal of small and

tasty samples by giving a little
thought to the order of his calls on
booths offering them.)

The following brief reports from
successful participants will give the
reader some idea of the results
achieved:

A pickle manufacturer had to ration
his supplies after the second day
and could have sold out in one
week; is appointing a distributor.

A cheese distributor made sales in
half-pound packages averaging sev-
eral hundred per day.

A peanut processor proved that his
products were unique and worth
the higher prices; they sold as fast
as his staff could handle customers.

A vegetable and fruit canner found
that most of those who sampled

Dr. Barbara Moore, doughty hiker now making her way on foot across the United
States, firmly believes in the nutritional value of nuts and honey. Here she samples,
with evident approval, Canadian-processed peanut butter at the Olympia show.
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took away a purchase; London-
area distribution improved as a
result.

Booths that provided samples for
the public but did not have
products to sell were somewhat less
popular but nevertheless were kept
busy. Stands that sold their products
but did not offer samples were
fairly well patronized, but sales were
not always brisk nor proportionate
to the numbers who passed by.

Stands that merely displayed
their products did not attract the
public to nearly the same degree,
regardless of the attractiveness of
their displays or the enthusiasm of
the persons manning them. And it
is doubtful whether those who did
stop to inquire were sufficiently im-
pressed to seek out the product at
their local stores.

Overseas shows can hardly be
evaluated in dollars and cents but
rather in terms of what the exhibitor
learns from participation. Obvi-
ously, the more effort put into a
display, the more benefit is obtained.
Among the lessons learned by the
Canadian food exhibitors were:

1. Many British housewives are
not aware of the attributes of differ-
ent flavour and high quality that
Canadian foods possess—but

2. They have a basic feeling of
goodwill towards Canada and are
willing to experiment—and

3. Once they are satisfied, they can
and will pay top prices and should
become steady customers.

Admittedly, the carnival atmos-
phere of the Ideal Home Exhibition
probably was a factor in the free-

spending attitude of the visitors.
Exhibitors agreed, however, that
sampling and selling on the spot 1s
an ideal way for Canadian food
exporters to take advantage of fairs
in the United Kingdom as a means
of assessing sales possibilities for
their products in Britain. Experience
at fairs can help a company in
making decisions on methods of
selling and distributing, the need
for promotion, special purchasing,
etc. (Here Trade and Commerce
officials can help too.)
Opportunities such as those at
the Ideal Home Exhibition will be
offered to Canadian food exporters
again, both in the London area and
in other British centres. Any firms
keen to reap the benefit of first-
hand experience at a big fair would
be well advised to make their inter-
est known to the Department of
Trade and Commerce in Ottawa. ®

Trade and Tariff Regulations

Bermuda

LICENSING ANNOUNCEMENT The Bermuda
Supplies Commission has announced that, effective

ay 1, 1960, import restrictions against the import
of goods into Bermuda from the dollar area have been
removed.

Ceylon

1 PORT CONTROLS—The import control regula-
tions, as summarized in a Ceylon Government notice
of December 12, 1959, provide for the entry without
individual import licences of some two hundred and
twenty items. This group includes:

Oats; prepared cereal foods; tinned fish; malt for brewing;
powdered skim milk; wood and t'mber; most fertilizers except
sulphate of ammonia; agricultural seeds; optical lenses; a wide
range of metals and their products; agricultural implements; medical
and scientific instruments; electric cable, fittings, and equipment;
most types of machinery and parts for Ceylon’s industries; most
chemicals; drugs and medicines; gasoline, lubricating oil, and
grease; aircraft, rail vehicles, road vehicles except motor cars,
and their parts, including motor car parts; tires, except bicycle
tires; fishing nets; lamps, lanterns and parts; oil and floor cloth;
toothpaste; starch; spectacle frames.

Individual import licences are required for another
group of products imported from the dollar area. We
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are advised that there is now no discrimination against
imports from the dollar area vis-a-vis the sterling area
except that, where licences are required for new
imports, they are issued mainly to “registered Ceylonese
traders”. Other trading companies in Ceylon are per-
mitted to continue to import established lines from their
traditional suppliers. Among the goods from the dollar
area for which individual import licences are required
are:

Fresh fruit; m rga ine; preserved vegetables, tinned soups, and
most other food products; non-ferrous electrodes; clocks and
watches; wireless goods and batteries; lawn mowers; manufactures
of wood; specialty cotton piecegoods; carpets and rugs of al
descriptions; paper products; motor cars (including motor station
wagons); and al other products not specified in the summary of
December 2, 1959.

The summary includes a group of goods for which
import licences are required from all sources. These
include sulphate of ammonia, flashlight batteries, hull
ing and polishing machines, and sulphur.

Most textiles from the dollar area, including cotton
piecegoods and synthetic fibre piecegoods, can only be
imported under a quota system by importers holding
valid individual textile import licences.
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The Ceylon Government notice of December 12,
1959, described above has no legal validity but may
erve as a helpful guide to the import controls.

Iran

IMPORT-EXPORT REGULATIONS FOR 1960-61

The Minister of Commerce of Iran recently an-
nounced the import-export regulations for the Iranian
year 1339. The new regulations became effective on
April 11, 1960, and apply to the year March 21,
1960, to March 21, 1961. They are designed to reduce
imports by 20 per cent and at the same time to encour-
age exports. Attached to the regulations is the schedule
of prohibited commodities which contains 38 items
more than in the preceding year.

As in the previous licensing period, the over-all
quota limit has been set at 25 billion rials. There is
no limitation on the import of authorized goods during
the year, nor is there a list of quotas for such goods.
Therefore the import of all goods that do not appear
on the list of unauthorized goods attached to the regu-
lations is permitted. Bank Melli Iran is obligated to
open credits and to settle bills for all authorized goods
with due regard to the country’s potentiality. Should
the exchange supply prove insufficient for financing
all authorized imports, priority will be given to essen-
tial commodities. Goods imported under barter or
trade agreements are also subject to import regulations.
Persons earning money abroad may spend their earn-
ings on the import of authorized goods. Imported
articles shall be generally new and unused.

Also attached to the regulations is the lengthy
schedule of commodities subject to the Commercial
Profits Tax, in addition to the regular customs duty.
The list contains some 381 numbered items. A tax
is levied on 273 of these commodities at ad valorem
rates and on 108 at specific rates; the ad valorem rates
vary from 20 to 200 per cent ad valorem and the
specific rates from 1 to 600 rials per kilogram.

Details on the Commercial Profits Tax affecting any
particular commodity and the complete schedule of
prohibited items may be obtained from the Asia and
Middle East Division, International Trade Relations
Branch, Department of Trade and Commerce, Ottawa.

Philippines
EXCHANGE REGULATIONS REVISED A cable-

gram from the Trade Commissioner in Manila
reports that the Government of the Republic of the
Philippines has revised the exchange control
regulations.

According to the cablegram, on April 25 the Cen-
tral Bank of the Philippines authorized certain foreign
exchange transactions at newly-organized free market
rates. Receipts from exports, U.S. Government pay-
ments, and other invisibles are to be surrendered to
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the Central Bank—75 per cent at the official rate and
25 per cent at the free market rate. Receipts from
tourist funds and gold payments are to be surrendered
100 per cent at the free market rate. Foreign exchange
sales are to be continued at the official rate of two
pesos to one U.S. dollar, plus the 25 per cent margin
fee for most essential imports, including flour, when
Central Bank dollar licences have been granted. Any
unlicensed excess of these and other less essential
categories requires foreign exchange purchased at the
free market rate announced daily, plus the 25 per cent
margin fee.

The Central Bank, the cablegram states, considers
that there is little danger of a buying spree because of
the limitations it has set on dollars for the free market
and the tight money position.

Sweden

FREE LIST EXTENDED FOR DOLLAR AREA
GOODS—The Swedish Minister of Trade has
announced that the free list applicable to imports
from the OEEC countries has been extended, as from
April 1, 1960, to imports from the dollar area and
most other countries with which trade is not regulated
by bilateral agreements. Exceptions will be made for
imports from the Eastern Bloc countries and Japan as a
consequence of current bilateral arrangements.

As regards imports from the dollar area, the import
regulations for some goods, such as cotton textiles,
nylon stockings and coffee, will be abolished. Also a
number of goods which have been subject to licensing
on import from the OEEC area—primarily ships,
works of art and certain valuables—will henceforth be
free-listed.

Cars and car components will still be subject to
import restrictions. However, a system of free licensing
has been applied to these goods for some time.

As regards commodities subject to special regula-
tions in the agricultural field, the decision implies no
change in the free-listing vis-a-vis the OEEC area. The
liberalization so far applied for imports from the dollar
area, which covers all OEEC free-listed goods except
certain animal products, will also be extended to im-
ports from other countries unless otherwise stipulated
under current bilateral agreements—Stockholm.

Tours of Territory

J. C. DEPOCAS, Consul and Trade Commissioner in Boston,
will visit the following New England cities during the last
week in May and the first week in June: Fall River, Lowell,
Springfield, Gloucester and Concord, Mass.; Providence, R.L;
Manchester, N.H.; Rutland, Vt.; and Augusta, Portland, Lewis-
ton and Bangor, Maine.

Businessmen who would like Mr. Depocas to undertake
assignments should get in touch with him at his post as soon
as possible.
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Books

SWEDEN—Book production in Sweden in 1959
reached an all-time record of 5,959 titles. Belles-lettres
constituted the largest group, 1,075 titles, of which
524 were by Swedish authors. Children’s books totalled
552, half of which were Swedish. The natural science
and economics and industry groups came next with 470
and 404 titles. The biggest edition of the year was
the novel Last Letter to Sweden (130,000 copies) by
Vilhelm Moberg—Stockholm.

Chemicals

NETHERLANDS The Netherlands State Mines’
chemical enterprises are spending $5 million a year
on scientific research and new investment totals $20
million a year. During the past ten years investment
has totalled $179 million. A $500,000 laboratory is
being built at Zeist near Utrecht, designed to supply
technical information to plastic manufacturers. The
State  ines’ fertilizer section ranks eighth in the
world, producing one million tons of fertilizer a year,
or about 5 per cent of world output—The Hague.

Coal-Mining Machinery

INDIA—The Government of India will set up a coal-
mining machinery plant in Durgapur, West Bengal, in
collaboration with the Soviet Union. The plant is
expected to go into production by the end of 1962. Its
production range of 35 different types of mining ma-
chinery is said to be the largest of any single unit in
the world, with cutting and loading machines, under-
ground electric locomotives, scraper and belt con-
veyors, overhead mine machines and winches. The
plant will have its own foundry and total cost has been
estimated at $50 million Bombay.

Cotton

MEXICO—The Department of Agriculture announced
recently that Mexico’s entire exportable supply of
cotton has been sold. This included the 1959 surplus
of some 1.7 million bales, plus a carryover of one
million bales from the two previous crops. Prices were
slightly higher than last year, with a gross value for
the 1959 crop estimated at U.S.$280 million. Canada
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Commodity Notes

buys substantial quantities of cotton from Mexico
every year: Can.$12.8 million in 1958 and Can.$19
million in 1959.

Because of the depressed market last year, the
acreage sown to cotton declined substantially and total
yield was correspondingly less. However, the current
favourable export picture for cotton and the high
prices in effect for cotton seed may result in the
planting of larger acreages—Mexico, D.F.

Cucumbers

JAMAICA—Cucumbers grown specifically for markets
in the eastern United States are being flown to Miami
two or three times a week. The cucumbers are grown
on about 120 acres at Spring Gardens, with plans
in the offing for development of more land suitable
for their cultivation—Kingston.

Farm Machinery

FRANCE—Expansion in the French farm-machinery
industry was checked in 1959. Preliminary figures show
total production of 210,000 tons, compared with
230,000 in 1958. Output of combines rose to 5,608
units in 1959 compared with 5,263 in 1958, and that
of all other machinery declined—tractors to 80,000
units, horticultural tractors to 24,200, haybalers to
20,940 and fertilizer spreaders to 11,900. The slump
reflects slackening demand because of two disappoint-
ing growing seasons and the resulting lower purchasing
power on farms—Paris.

Precision Measurer

SWEDEN—An apparatus for precision-measuring of
the body has been invented by Sigvard Jirdell, chief
designer of the Tiger plant for readymade clothes
at Uddevalle, Sweden. It is now being exported to
France where it has attracted much interest in tailoring
circles, according to a statement made by M. Paul
Vauclair, chairman of the Associations of French and
International Master Tailors.

Called Modifico, the apparatus is a reliable aid to
the new method of making “readymades”—that is,
suits that require no intermediate fitting between the
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order and delivery. Compared with the measuring-
tape method, Modifico works with the precision of an
industrial gauge—Stockholm.

Shade-Dried Skins

SOUTH AFRICA—Skins cured by a new process,
expected to bring higher prices and better markets for
South African hides and skins, sold at an average of
61d. a pound more than salted skins at a recent auction
in Port Elizabeth. There was exceptionally keen com-
petition and brisk bidding for 15,000 pounds of shade-
dried skins, the first sale of these skins ever held in
South Africa. Hides and skins have, in the past, been
salted and dried in the sun, which experts say lowers
their quality. Both exporters and local processors took
part in the sale. Comparative prices for merino-type
skins were: long wools 324 (dry salted skins 26%d.),
medium wools 274d. (dry salted skins 21%d.). This
compares favourably with top prices paid during the
season—Cape Town.

Steel

ARGENTINA—The Governor of the Province of
Buenos Aires has announced that a plate and sheet
rolling mill now located at Gary, Indiana, has been
purchased and will be transferred en bloc to a suit-
able site in the province. The purchaser is Messrs.
Coopim, a consortium of several local iron and steel
firms. The initial investment is said to be U.S.$23
million. The plant will go into operation within about
18 months. Further investments of US.$44 million and
U.S.$17 million are contemplated to increase capacity
—Buenos Aires.

Transformer

IRELAND-—The biggest electricity transformer ever
made in Ireland has been delivered by the makers,
Unidare Ltd., to the Electricity Supply Board’s new
milled-peat station at Rhode, County Offaly. One of
its two 20,000-kw. generating sets should go into com-
mission this summer and the second a few months
later. The station’s annual output is reckoned at 160
million kwh.—Dublin.

Watches

INDIA—The Government of India and the Citizen
Watch Company of Japan have signed an agreement
to manufacture low and medium-priced watches in
India. The factory, a government undertaking, will be
located in South India at Bangalore, the site of several
new plants manufacturing instruments and electronic
equipment, It will cost an estimated Rs. 10-12.5
million (Can.$2-2.5 million). Operations are to begin
in 1962; will attain full annual output of 360,000
watches within the next six years. Indian content by
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the time full production is reached is to be about 84
per cent.

A private firm, Phoenix Watch Company, already
holds a licence to set up in collaboration with a
French group a factory to produce 300,000 watches
a year. The Government is considering two further
proposals—New Delhi.

Wine

LIBYA—The first major export of wine from Tripoli
took place in February. Over 400,000 litres of a well-
known local red wine were shipped in two cargoes,
the first to Genoa for account of Swiss and Belgian
buyers, and the second to West Germany. If these
shipments prove successful, they may make a con-
siderable difference to the vine growers in Tripolitania.
For years they have been producing under great
difficulties and many vineyards have been turned
over to other forms of agriculture—Rome.

Trade Office Opened in Canberra

ON April 22nd, the Depart-
ment’s third trade office in
Australia was  officially
opened when R. B. Nickson
arrived in Canberra to take

Y up his appointment as
Commercial Secretary for
Canada. The other two

Canadian offices, both of

many years' standing, are

in Sydney and Melbourne.

In the new Canada-Aus-

tralia Trade Agreement

signed in Canberra on
February 12, 1960, provision was made for continuing
consultation in the trade field. To this end, each country
appointed a Trade Commissioner in the other’s capital
and Mr. Nickson is the first Canadian officer to reside
in Australia’s capital. His task will be to assist in the
development of Canada’s trade with Australia in con-
cert with the Canadian Commercial Counsellors located
at Sydney and Melbourne.

Mr. Nickson joined the government service in 1947,
He served with the International Trade Relations
Branch at Ottawa from 1950 and for some time headed
its Commonwealth Section. He was a member of the
Canadian delegation that negotiated the new trade
agreement with Australia in Canberra in March and
April 1959.

His office address is c/o The High Commissioner
for Canada, State Circle, Canberra, A.C.T.; his tele-
phone: U-1304. The address for cables: DOMCAN
Canberra.
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Territory Officer City Address Office Telephone
Argentina C. S. Bissett Canadian Embassy Mail: (City Address)
Commercial Counse or Bartolome Mitre 478 Cable: CANADIAN
G. E. Blackstock BUENOS AIRES Tel: 33-8237
Assistant
Commercia Secretary
Australia S. V. Allen 7 h F oor, Berger House Mail:
(Capital Territory Commercia Cou sellor 82 E izabe Street P.O. Box 3952 G.P.O.
New South Wales, for Canada SYDNEY Cable: CANADIAN
Queensland, . H Tel.: BW 5696
Northern T_emtory) ASSSlSt]: :ty
Dependencies Commercia Secretary
Australia T. G. Major 83 Wiliiam Street Mail: (City Address)
(Victoria, South Commercial Counsellor MELBOURNE Cable: CANADIAN

Australia, Western
Australia, Tasmania)

Australia

Austria )
Bulgaria, Czechoslovakia,
Hungary, Romania,
Yugoslavia

Belgian Congo
Angola, Central African
Republic, Chad, Congo,
Gabon

Belgium
Luxemboursg, i
European Economic
Community, European
Atomic Energy Com-
munity, European Coal
and Steel Community

Brazil

Brazil

Ceylon

Chile

Colombia
Ecuador

for Canada

R. B. Nickson
Commercial Secretary

R. K. Thomson
Commercial Counsellor

P. A. Freyseng
Assistant
Commercial Secretary

R. A. Bull
Acting
Trade Commissioner

L. H. Ausman
Commercial Counsellor

P. T. Eastham
Assistant
Commercial Secretary

Wm. Jones
Commercial Counsellor

D. M. Holton
Consul and Trade
Commissioner

R. C. Anderson

Vice Consu and Assistant

Trade Commissioner

I. V. Macdonald
Commercial Secretary

H. M. Madd'ck
Commercial Secretary

J. H. Bailey
Commercial Secretary
and Consu

N. L. Currie
Assistant
Commercial Secretary

Office of the High Commissioner
for Canada

State Circle

CANBERRA

Operninghof
Operning 1
VIENNA 1

C.C.C.I. Building
Boulevard Albert ler
LEOPOLDVILLE 1

Canadian Embassy
35 rue de la Science
BRUSSELS 4

Canadian Embassy
Edificio Metropole

Av. Presidente Wilson 165
R10 DE JANEIRO

Canadian Consulate
Edificio Alois

Rua 7 de Abril 252
Sao PauLo

Office of the High Commissioner
for Canada

6 Gregory’s Road

Cinnamon Gardens

CoLoMBO

Canadian Embassy

6th Floor

Av. General Bulnes, 129
SANTIAGO

Canadian Embassy

Edificio Banco de Los Andes
Carrera 10, No. 16-92
BogoTa

Tel.: MU 4716

Mail: (City Address)
Cable: DoMCAN
Tel.: U-1304

Mail: (City Address)
Cable: CANADIAN
Tel.: 57-25-97

Mail:

Boite Postale 8341
Cable: CANADIAN
Tel.: 2706

Mail: (City Address)
Cable: CANADIAN
Tel.: 13.38.50

Mail:

Caixa Postal 2164
Cable: CANADIAN
Tel.: 42-4140

Mail:

Caixa Postal 6034
Cable: CANADIAN
Tel.: 36-6301

Mail: P.O. Box 1006
Cable: CANADIAN
Tel.: 91341

Mail: Casilla 771
Cable: CANADIAN
Tel.: 64189

Airmail:

Apartado Aereo 3562

Surface Mail: Apar-
tado 1618

Cable: CANADIAN

Tel.: 43-00-65

FOREIGN TRADE
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Territory Officer City Address Office Telephone
Cuba R. R. Parlour Canadian Embassy Mail: Apartado 1945
Commercial Secretary Edificio Ambar Motors Cable: CANADIAN
Avenida Menocal 16 Tel.: UO-9457
Havana
Denmark C. F. Wilson Canadian Embassy Mail: (City Address)

Greenland, Poland

Dominican Republic
Puerto Rico

France
Algeria;
Cameroon Republic,
Dahomey, Federation of
Mali, Guinea, Ivory
Coast, Mauretania,
Morocco, Niger, Togo-
land, Tunisia, Volta

Germany
Federal Republic

Germany

Ghana
Gambia, Liberia,
Nigeria, Sierra Leone

Greece
Cyprus, Israel, Turkey

Guatemala
Costa Rica, El
Salvador, Honduras,
Nicaragua, Panama
and Canal Zone

Haiti

Hong Kong
Cambodia, Communist
China, Laos, Vietnam,
Macao
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Commercial Counsellor

W. B. McCullough
Commercial Counsellor

J. M. Knowles
Assistant

Commercial Secretary
and Vice Consul

W. G. Brett
Acting
Commercial Secreta

C. T. Charland
Assistant
Commercial Secreta

J. A, Stiles
Commercial Counsellor

G. F. Mintenko
Assistant
Commercial Secretary

W. J. O’Connor
Assistant Commercial
Secretary (Agriculture)

E. H. Maguire
Consul

J. M. T. Thomas
Vice Consul
(absent)

K. F. Osmond
Commercial Secretarv

L. D.R. Dyke
Acting
Commercial Secretary

H. W. Richardson
Canadian Government
Trade Commissioner

Chargé d’Affaires, a.i.
and Consul

C. M. Forsyth-Smith
Canadian Government
Trade Commissioner

C.J. Small
Trade Commission

D.J. McEachran
Assistant
Trade Commission

Prinsesse Maries Allé 2
COPENHAGEN V

Canadian Embassy
Edificio Copello 408
Calle El Conde
Ciupap TRUJILLO

Canadian Embassy
35 Avenue Montaigne
Paris 8¢

Canadian Embassy
22 Zitelmannstrasse
BonNN

Canadian Consulate
69 Ferdinandstrasse
HaMBURG

Office of the

High Commissioner for Canada
E 115 3 Independence Ave.
ACCRA

Canadian Embassy
31 Vassilissis Sophias A
ATHENS

5a Avenida 11-70, Zone I
GUATEMALA City, C.A,

Canadian Embassy
Route du Canape Vert
St. Louis de Turgeau
PORT AU PRINCE

Hong Kong and Shanghai
Banking Corporation Bldg.
Hong KoNg

Cable: CANADIAN
Tel.: Hilda 3306

Mail: Apartado 1393
Cable: CANADIAN
Tel.: 2-8138

Mail: (City Address)
Cable: CANADIAN
Tel.: BALzac 99-55

Mail: (City Address)
Cable: CANADIAN
Tel.: 21971

Mail: (City Address)
Cable: CANADIAN
Tel.: 326149

Mail: P.O. Box 1639
Cable: CANADIAN
Tel.: 4824

Mail: (City Address)
Cable: CANADIAN
Tel.: 74044

Airmail: P.O. Box 400

Surface Mail: P.O. Box 444

Cable: CANADIAN
Tel.: 28448

Mail: P.O. Box 826

Mail: P.O. Box 126

Cable: CANADIAN
Tel.: 27743
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Territory Officer City Address Office Telephone
India J. R. Midwinter Office of the Mail: P.O. Box 11
(except States of Gujerat Acting High Commissioner for Canada Cable: CANADIAN
and Maharashtra) Commercial Secretary 13 Golf Links Area Tel.: 35201

Bhutan, Goa, Nepal,
Sikkim

India
(States of Gujerat and
Maharashtra)

Indonesia

Iran

Ireland

Italy
Libya, Malta

Japan
South Korea

Lebanon
Iraq, Jordan, Persian
Gulf area, Syrian Region
of United Arab Republic

Mexico

Netherlands

New Zealand
Fiji, French Oceania,
Western Samoa

G. P. Morin
Acting
Trade Commissioner

M. B. Blackwood
Commercial Secretary

A. B. Brodie
Commercial Counsellor

W. R. Van
Commercial Secretary
for Canada

Richard Grew
Commercial Counsellor

M. S. Strong
Commercial Secretary

J. G. Ireland
Assistant
Commercial Secretary

J. L. Mutter
Commercial Counsellor

N. W. Boyd
Assistant
Commercial Secretary

R. G. Woolham

Assistant
Commercial Secretary

C. O.R. Rousseau
Commercial Secretary

W. B. Walton

Assistant
Commercial Secretary

F. B. Clark
Commercial Secretary

A. A.Lomas
Assistant
Commercial Secretary

W. M. Miner
Assistant
Co ercial Secretary

J. C. Britton
Commercial Counsellor

G. E. Woollam
Agricultural Counsellor

B. Horth
Assistant
Co ercial Secretary

J. H. Stone
Commercial Secretary

W. J. Collett
Assistant
Commercial Secretary

New DEeLHI 1

Gresham Assurance House
Mint Road
BoMBAY

Canadian Embassy
Djl. Budi Kemuliaan No 6
DJAKARTA

Canadian Legation
TEHRAN

66 Upper O’Connell St.
Dus IN

Canadian Embassy
Via G. B. De Rossi 27
RoME

Canadian Embassy
Tokyo

Canadian Embassy
Alpha Building
Rue Clemenceau
BEIRUT

Canadian Embassy
Melchor Ocampo 463, 7th Floor
MEexico 5, D.F.

Canadian Embassy
Sophialaan 5-7
THE HAGUE

Office of the High Commissioner
for Canada

Government Life Insurance Bldg.,

WE LINGTON

Mail: P.O. Box 886
Cable: CANADIAN
Tel.: 255154

Mail: (City Address)
Cable: CANADIAN
Tel.: Gambir 1313

Mail: Central P.O.,

Box 16 0
Cable: CANTRACOM
Tel.: 49291

Mail: (City Address)
Cable: CANADIAN
Tel.: 44251

Mail: (City Address)
Cable: CANADIAN
Tel.: 861-951

Mail: Canadian Embassy
Cable: CANADIAN
Tel.: 408-2101 8

Mail;

Boite Postale 2300
Cable: CANADIAN
Tel.: 30794

Mail: Apartado 25364
Cable: CANADIAN
Tel.: 25-15-60

Mail: (City Address)
Cable: CANADIAN
Tel.: 61-41-11

Mail: P.O. Box 1660
Cable: CANADIAN
Tel.: 70-644
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Territory Officer City Address Office Telephone
Norway M. B. Bursey Canadian Embassy Mail: P.O, Box 1379—Vika
Iceland Commercial Counsellor Fridtjof Nansens Plass 5 Cable: CANADIAN
OsLo Tel.: 33-30-80
Pakistan L. A. Campeau Office of the High Commissioner Mail: P.O. Box 3703
Afghanistan Commercial Secretary for Canada . . Cable: CANADIAN
J. B. McLaren Il-(lglt‘ilcli\;lletropole, Victoria Rd. Tel.: 50322
Assistant

Peru
Bolivia

Philippines
Republic of China
(Taiwan)

Portugal
Azores,
Cape Verde Islands,
Madeira,
Portuguese Guinea

Rhodesia and Nyasaland
Kenya, Seychelles Is.,
Tanganyika,

Uganda, Zanzibar

Singapore
Brunei, Burma,
Federation of
Malaya,
North Borneo,
Sarawak, Thailand

South Africa
(Natal, Transvaal,
Orange Free State),
Malagash, Mauritius,
Mozambique, Reunion

South Africa
(Cape Province),
St. Helena,
Southwest Africa

Spain
Balearic Islands,
Canary Islands,
Gibraltar, Rio Muni,
Rio de Oro

Sweden
Finland

Switzerland

Union of Soviet Socialist
Republics
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Commercial Secretary

W. J. Jenkins
Acting
Commercial Secretary

R. H. Gayner
Acting Consul General and
Acting Trade Commissioner

T. J. Monty
Commercial Counsellor

L. S. Glass
Canadian Government
Trade Commissioner

M. P. Carson
Canadian Governm
Trade Commissione

C. R. Gallow
Canadian Government
Trade Commissioner

L. J. Taylor
Assistant
Trade Commissioner

M. R. M. Dale
Canadian Government
Trade Commissioner

M. T. Stewart
Commercial Counsellor
(absent)

A. P. Bissonnet
Commercial Counsellor
(absent)

J. M. T. Thomas
Acting

Commercial Secretary
(temporary)

S. G. MacDonald
Commercial Counsellor

J. H. Nelson
Assistant
Commercial Secretary

W. Van Vliet
Commercial Counsellor

Canadian Embassy

Edificio Boza, Carabaya 831
Plaza San Martin

LiMa

Canadian Consulate General
Ayala Building

Juan Luna Street

MANILA

Canadian Embassy

Rua Marques de Fronteira
No.8—4 D

LisBoN

8th Floor

Grindlays Bank Chambers
Baker Avenue

SALISBURY

Rooms 4, 5 and 6

American International Building
Robinson Road and Telegraph St.
SINGAPORE

Mutual Building
Harrison Street
JOHANNESBURG

602 Norwich House
The Foreshore
CaPE TowN

Canadian Embassy

Edificio Espana

Avenida de Jose Antonio 88
MaADRID

Canadian Embassy
Strandvagen, 7-C
STOCKHOLM

Canadian Embassy
Kirchenfeldstrasse 88
BERNE

Canadian Embassy
23 Starokonyushenny Pereulok
Moscow

Mail: Casilla 1212
Cable: CANADIAN
Tel.: 72760

Mail: P.O. Box 1825
Cable: CANADIAN
Tel.: 3-33-35

Mail: (City Address)
Cable: CANADIAN
Tel.: 53117

Mail: P.O, Box 2133
Cable: CANTRACOM
Tel.: 26571

Mail: P.O. Box 845
Cable: CANADIAN
Tel.: 14260

Mail: P.O. Box 715
Cable: CANADIAN
Tel.: 33-2628

Mail: P.O. Box 683
Cable: CANTRACOM
Tel:25134 5

Mail: Apartado 117
Cable: CANADIAN
Tel.: 47-54-00

Mail: P.O. Box 14042
Cable: CANADIAN
Tel.: 67-92-15

Mail: (City Address)
Cable: CANADIAN
Tel.: 4-63-81

Mail: (City Address)
Cable: CANAD
Tel.: 415142
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Territory Officer City Address Office Telephone
United Arab Republic D. S. Armstrong Canadian Embassy Mail: Kasr el Doubara
Egyptian Region Commercial Counse lor 6 Sharia Rouston Pasha Post Office
Aden, Sudan, Ethiopia, Garden City Cable: CANADIAN
Saudi Arabia, Yemen CAIRO Tel.: 23110

United Kingdom

United Kingdom
(Midlands, North
England)

United Kingdom
(Scotland)

United Kingdom
(Northern Ireland)

United States
Delaware, Maryland,
Virginia, West
Virginia

United States
(Connecticut, New
Jersey, Pennsylvania,
New York), Bermuda

United States
(Massachusetts,
Maine, Rhode Island,
Vermont, New
Hampshire)

B. C. Butler
Minister (Commercia )
(absent)

S. G. Tregaskes
Commercial Counsellor

W. Gibson-Smith
Commercial Counsellor

D. B. Laughton
Agricultural Secretary

E.J. White
Commercial Secretary
(Timber)

W. A, Stewart
Assistant
Agricultural Secretary

A. W. Evans
Canadian Government
Trade Commissioner

P. V. McLane
Canadian Government
Trade Commissioner

W.R. Van
Canadian Government
Trade Commissioner

M. Schwarzmann
Minister-Counsellor
(Economic)

D. A. B. Marshall
Agricultural Counsellor

T. M. Burns
Commercial Counsellor

J. D. Blackwood
Assistant
Commercial Secretary

J. MacNaught
Assistant
Agricultural Secretary

B. I. Rankin
Deputy Consul General
(Commercial)

H. E. Lemieux
Consul and
Trade Commissioner

F. 1. Wood

Vice-Consul and Assistant

Trade Commissioner

J. C. Depocas
Consul and
Trade Commissioner

Office of the High Commissioner
for Canada

Canada House

Trafalgar Square

LonNbpoN, S.W.1

Martins Bank Building
Water Street
LivErrPooL

Cornhill House
144 West George St.
Glasgow C.2

36 Victoria Square
BELFAST

Canadian Embassy
1746 Massachusetts Ave., N.W.
WASHINGTON 6, D.C,

Canadian Consulate General
680 Fifth Ave.
NEw York CiTY 19

Canadian Consulate General
532 Little Building

80 Boylston Street

BosToN 16

Mail: (City Address)
Cable: SLEIGHING
Tel.: Whitehall 8701

Cable: TiMcoM

Mail: (City Address)
Cable: CANADIAN
Tel.: Central 0625

Mail: (City Address)
Cable: CANTRACOM
Tel.: Douglas 6751

Mail: (City Address)
Tel.: 21867

Mail: (City Address)
Cable: CANADIAN
Tel.: DEcatur 2-1011

Mail: (City Address)
Cable: CANTRACOM
Tel.: JUdson 6-2400

Mail: (City Address)
Tel.: HAncock 6-4320
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Territory Officer City Address Office Telephone
United States H.J. Horne Canadian Consulate General Mail: (City Address)
(Illinois, North Consul and 111 North Wabash Avenue Cable: CANADIAN

Dakota, South
Dakota, Minnesota,
Wisconsin, Indiana,
Iowa, Kansas,
Nebraska, Kentucky,
Missouri)

United States
(Michigan, Ohio)

United States
California (the ten south-
ern counties), Clark
County in Nevada,
Arizona, New Mexico

United States
(Louisiana, Texas,
Oklahoma, Arkansas,
Mississippi, Tennessee,
Alabama, North
Carolina, South Caroli
Georgia, Florida)

United States
California (except the ten
southern counties),
Wyoming, Nevada (ex-
cept Clark County),
Utah, Colorado, Hawaii

United States
(Oregon, Idaho,
Washington,
Montana), Alaska

Uruguay
Paraguay
Falkland Islands

Venezuela
Netherlands Antilles

West Indies
(Barbados, Trinidad
and Tobago, Windward
and Leeward Islands)
British Guiana, French
Guiana, Surinam,
Guadeloupe, Martinique

West Indies
(Jamaica) Bahamas,
British Honduras
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Trade Commissioner

G. F. J. Osbaldeston
Vice Consul and Assistant
Trade Commissioner

M. J. Vechsler
Consul and
Trade Commissioner

R. V. N. Gordon
Consul and
Trade Commissioner

Consul and
Trade Commissioner
(absent)

T. F. Harris
Consul and
Trade Commissioner

Consul General

Consul General

Blair Birkett
Commercial Counsellor

R. E. Gravel
Commercial Counsellor

J. E. Montgomery
Assistant
Commercial Secretary

R. G. C. Smith
Commissioner for Canada

R. F. Renwick
Commercial Secretary

R. L. Richardson
Assistant
Commercial Secretary

H. E. Campbell
Canadian Government
Trade Commissioner

C. G. Bullis
Assistant
Trade Commissioner

CHICAGO

Canadian Consulate
1139 Penobscot Building
DETROIT 26

Canadian Consulate General
510 West Sixth Street
Los ANGELEs 14

Canadian Consulate General
215-217 International Trade Mart
NEw ORLEANS 12

Canadian Consulate General
3rd Floor, Kohl Building
400 Montgomery Street

San Fracisco 4

Canadian Consulate General
The Tower Building

Seventh Avenue at Olive Way
SEATTLE 1, Washington

Canadian Embassy

No. 1409 Avenida Agraciada
Piso 7

MONTEVIDEO

Canadian Embassy
Edificio Pan American
Avenida Urdaneta

Puente Urapal, Candelaria
CARACAS

Colonial Building
72 South Quay
PORT-OF-SPAIN

Barclays Bank Building
King Street
KiNGsTON

Tel.: RAndolph 6-6033

Mail: (City Address)
Tel.: WOodward 5-2811

Mail: (City Address)
Tel.: MAdison 2-2233

Mail: (City Address)
Cable: CANADIAN
Tel.: YAckson 5-2136

Mail: (City Address)
Tel.: SUtter 1-3039

Mail: (City Address)
Tel.: MUtual 3515

Mail:

Casilla Postal 852
Cable: CANADIAN
Tel.: 96096

Mail: Apartado 9277
Cable: CANADIAN
Tel.: 54.34.32

Mail: P.O. Box 125
Cable: CANADIAN
Tel.: 34787

Mail: P.O. Box 225
Cable: CANADIAN
Tel.: 2858
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The following nominal quotations may prove useful in checking prices. Canadian traders
should consult their banks before making any firm commitments.

Conversions into Canadian dollar equivalent and units of foreign currency per Canadian
dollar have been made at cross rates with sterling or the United States dollar on the date shown.

Except when buying and selling rates are specified, the mid rates only are quoted. The
buying rate is that at which the banks purchase exchange from exporters. The selling rate is
that at which banks sell exchange to importers.

When several rates are indicated, the rate applicable depends on the commodity traded.
Information on the rate for any specific commodity may be obtained from the Internationa
Trade Relations Branch, Department of Trade and Commerce, Ottawa.

Rates used exclusively in non-merchandise trading are not included in the table.

For conversion to United States dollar equivalent multiply by 1.0305958.

Foreign Exchange Rates

Can. dollar Units per
Country Unit Type of Exchange equivalent Canadian Notes
May 9 dollar (See below)
Argentina . PeSO ....ene .01171 85.40 (1)
Austria . Schilling ... 03736 26.71
Australia Pound ...... 2.1794 .4588
Bahamas Pound .... . 2.7243 3671
Belgium, Belgian
Congo and
Luxembourg ....|Franc ...... 01946 51.39
Bermuda ....... ...} Pound ...... 2.7243 .3671
Bolivia ............ Boliviano .. .00008493  11,774.40
British Guiana .... |Dollar ...... .5676 1.76
British Honduras . | Dollar ..... .6811 1.47
Brazil ... ......... Cruzeiro ... 004027 248.29 *Apr. 26 (2)
Special Category ........ 001922 520.37
Official selling ........... .05128 19.50 3)
Burma ............ Kyat ...oooo] civviiiiiiiiiinenees, ves .2038 4 91
Ceylon ...... ... | Rupee ......| ........ vee .2043 4.89
Chile ........ Escudo ..... Free .9224 1.08412 (4)
Colombia vereses |PeSO L.l Certificate .1448 6.91
Costa Rica ........ Colon ...... Official ........... cee .1728 5.7
Controlled free .. . .1460 6.85
Cuba ...oiiiiinnens Peso .....ee] ciieiiiiiiiiiiiaa, ves .9703 1.0306 tax 2%
Czechoslovakia ... |Koruna ....| ........ eee .1348 7.42
Denmark ........ . | Krone ..... PO .1406 711
Dominican
Republic ........ Peso cieeven | ciiiiiiiiiii i .9703 1 0306
Ecuador .......... Sucre ...... ces .06469 15.46
Free ......ccovvnevinnnnn .05674 17.62
Egyptian Region,
United Arab Rep. | Pound ...... Official ................... 2.7863 .3589
2.3600 .4237
El Salvador .3881 2.58
B vee 2.4543 .4074
Finland .003032 329.81
France, Monaco,
ete. ........oveeln, NewFranc .| ....ocoviviiiiiiiinnennnans 1979 5.05 (5)
French colonies ... |Franc ......| ccovvviniininnnnnnn.. s .003958 252.65 (6)
French Pacific ....|Franc ......| ............... . .01088 91 91 (7
Germany .... .|DMark ....][...... .. .2327 4.30
Ghana . |Pound ...... | ...... ces 2.7243 .3671
Greece ...... veennse [ ves .03234 30.92
Guatemala ........|Quetzal ....| ........ ces .9703 1.0306
Haitl .............. [ vee .1941 5.15
Honduras ......... [ e .4852 2.06
Hong Kong Free* .. .1681 5.95 *Apr. 29
Official .1703 5.87
Iceland ........... Official cee .02553 39.17 (8)
India ........ .JRupee ......| ...t ces .2043 4.89
Indonesia ... . Official rate v .02156 46.38 (8)
Iran ..........o [Rial oo o e .01281 78.07
Iraq ..............(Dinar ......0 .. o i, 2.7169 .3681

*Latest available quotation date.
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Can, dollar Units per
Country Unit Type of Exchange equivalent Canadian Notes
May 9 dollar (See below)
Ireland ........... Pound ...... | coeeiiiiiiiiiiiiiiiiiinin. 2.7243 .3671
Israel ............. Pound ...... .5391 1.85
Italy .......c...... Lira ....... -001563 639.79
Japan ......c...... Yen ........ 002696 370.92
Lebanon .......... Pound ...... .3048 3.28
Mexico ............ Peso ....... 07763 12.88
Netherlands ....... Florin ...... 2574 3.88
Netherlands
Antilles ......... Florin ...... .5187 1.93
New Zealand ...... Pound ...... 2.7243 .3671
Nicaragua ......... Cordoba Effective buying ........ -1470 6.80
Official selling ........... L1377 7.26
NOIWAaY .evvvennnnn .1361 7.35
Pakistan .......... .2043 4.89
Panama ........... .9703 1.0306
Paraguay ......... .007953 125.74
Peru ....ocevevenes .03503 28.55
Philippines ........ .4852 2.06
Portugal & Colonies .03386 29.53 (9)
Singapore and
Malaya StraitsDollar | .......oovvviiiiiiinenenn.. .3178 3.15
Spain and
Dependencies ... {Peseta ..... [ ......ccooiiiiiiiiiiii, .01617 61.83
Sweden ...... Krona ...... .1876 5.33
Switzerland Franc ...... .2239 4.47
Syrian Region,
United Arab Rep. | Pound ...... .2710 3.69
Thailand .......... Baht ....... Free ..........cocvvuuenen .04590 21.79 (8)
Turkey ........... Lira ..oooven | oo i v .1078 9.28 (8)
Union of
South Africa .... [Pound ...... [ ...cooiiiiiiiiiiiiiiiiiiin 2.7243 .3671
United Kingdom Pound ...... | cveeeieiiiiiriiiireenrnes 2.7243 .3671
United States ..... DOlIAr ..ovvve | crierieeniononenoesnnnsnnen .9703125 1.0305958
Uruguay .......... Peso ....... Free ....cvvveiinneennenas .08508 11.75 (10)
Venezuela ........ Bolivar ... | vevriireiiiiiiiiieienineanns .2896 3.45
West Indies Fed. Dollar ...oov | crieeniiiiiiiiiii i iiieneas .5676 1.76 (11)
Pound .....o| cieriireiiiiiititiiitinnes 2.7243 .3671 (12)
Yugoslavia ........ Dinar ...... Official .....oovivvvinnnnnn .003234 309.21 (8)
Settlement rate .......... .001535 651.34

*Latest available quotation date.

May 21, 1960

Notes

. Argentina: effective Jan. 1, 1959, a single fluctuating exchange rate was introduced.

Exports are subject to retention taxes of either 10 or 20 per cent ad valorem under this
system,

. Brarzil: exporters receive cruzeiros at official buying rate of Cr.$18.36 pius (a) an exchange

premium of Cr.$57.64 per U.S. dollar for coffee, cocoa beans and cake, and castor seeds,
and (b) Cr.$81.64 per U.S. dollar for all other exports except sugar, cotton and cocoa
butter, and a few other products, export returns from which may be sold on the free
exchange market.

. For imports of wheat, newsprint and petroleum, the effective rate of exchange is the

official selling rate of Cr.$18.92 per U.S. dollar plus a surcharge of Cr.$81.08 per U.S.
dollar.

Chile: free rate applies to exports and imports. Chilean importers must make prior
deposits in amounts ranging from 5 to 1,500 per cent, depending on product, prior to
shipment of goods. Beginning January 1, 1960, one escudo equals 1,000 pesos.

. France: territory includes Algeria, Tunisia, Guiana, Guadeloupe, Martinique. The new

heavy franc (worth 100 old francs) became effective on Jan. 1, 1960. In Tunisia the rate
of the franc is reduced by 20 per cent on most foreign exchange transactions.

. Equatorial Africa, West Africa, Cameroons, Togoland, Somaliland, Madagascar, Reunion,

St. Pierre and Miquelon.

New Caledonia, New Hebrides, Oceania.

Additional rates are in effect.

Portugal: approximately same rate for Portuguese territories in Africa.

A new exchange system was introduced in December 1959 under which exchange trans-
actions take place at free market rates.

Barbados, Trinidad, Tobago, Leeward and Windward Islands.

. Jamaica.
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Trade Commissioners on Tour

A. P. Bissonnet B. . Butler

B. A. MacDonald

K. Nyenhuis

R. M. Dawson H.S. Hay

M. T. Stewart

The following officers of the Trad Coimissioner Service are undertaking tours in Canada. Their itineraries are:

A. P. BISSONNET, Commercial
Sweden:

Ottawa May 26 June 7
Port Hope June 8

Counsellor in  Stockholm,

Toronto—June 14-17
Winnipeg—June 20

Hamilton June 9 Vancouver June 22-29
Welland June 10 Montreal July 4 8
Sarnia  June 13

B. C. BUTLER, Minister (Commercial) in London, England:

Toronto—May 24-June | Windsor June 9
Hamilton June 2-3 Sarnia June 10

St. Catharines, Welland June 6  Kitchener June 13
Brantford June 7 Montreal June 15-30

London June 8 Ottawa July 4-15

R. M. DAWSON, Assistant Trade Commissioner in Guatemala
City. Guatemala:

Montreal May 30-June 3
Toronto June 6-10

Winnipeg June 13 14
Vancouver June 16-20

When he completes his tour and leave, Mr. Daw on will be
transferred to Manila, the Philippines, as Vice Con ul and
Assistant Trade Commissioner.

H. S. HAY, Assistant Commercial Secretary m Sydney, Aus-
tralia:

Vancouver June 6-10
Saskatoon June 13

Winnipeg June 14
Ottawa June 16 30
When he completes his tour and leave, Mr. Hay will be

transferred to Caracas, Venezuela, as Assistant ommercial
Secretary.

40

B. A. MACDONALD, Commercial Counsellor in New Delhi,
India:

Ottawa May 19-27
Toronto May 30-June 5
Hamilton June 6

St. Catharines, Welland  June 7
Niagara Falls—June 8
Port Hope Kingston June 10

When he completes his tour and leave, Mr. MacDonald will
be transferred to Athens, Greece, as Commercial Counsellor.

K. YENHUIS, Trade Commissioner in Leopoldville, Belgian
Congo:

Vancouver July 4 6
Winnipeg July 7 8
Toronto July 11 20 Quebec Aug. 9

Hamilton Juy 2122 Saint John, N.B. Aug. 11-12

When he completes his tour and leave, Mr. Nyenhuis will
be tran ferred to Copenhagen, Denmark, as Commercial
Counsellor.

Montreal July 25 Aug. §
Granby Aug. 8

M. T. STEWART, Commercial Counsellor in Madrid, Spain.

Ottawa May 30-June 3 Brantford June 14
Toronto June 6-10 Montreal June 16-23
Hamilton June 13 Quebec  June 27

Businessmen who wish to see these officers should get in
tou h with the Board of Trade or Chamber of Commerce in
the cities mentioned, with the following exceptions. In Toronto,
Winnipeg and Edmonton, the Trade Commissioners make
their headquarters at the offices of the Canadian Manufacturers
Association; in Windsor, Ontario, at the offices of the Greater
Windsor Industrial Commission; in St. John's, Ottawa and
Vancouver, at the Department of Trade and Commerce; in
Victoria, at th Department of Trade and Industry, and in
Fredericton at the Department of Industry and Development.

FOREIGN TRADE






If undelivered return to:

Il

The Queen’s Printer, Ottawa, Canada

OTTAWA

Now on sale to the public
I

0 CANADA YEA BOOK
1959

® 1300 pages @ Special articles

® Charts ® Maps © Diagrams

This official statistical annual on the Nation’s resources, institutions, and soc'al and economic conditions
is an indispensable reference volume for the teacher, student, researcher, the executive, the

business and professional person, the industrial planner, and the employer.

Like its predecessors, the Canada Year Book 1959 presents a great range of up-to-date statistical

information and analytical commentary on almost every phase of Canada’s development.

Additional features of the Canada Year Book 1959 include special articles o the climate of
Canada, postwar immigration, the mineral industry, the Fisheries Research Board, steel in Canada, and

Canadian journalism since 1900.

$5 PER COPY Copiesof the Canada Year Book 1959 are available from the Superintend-

ent of Publications, The Queen’s Printer, Ottawa, and from the
CI'OTH BOUND Information Services Division, Dominion Bureau of Statistics, Ottawa.
Orders should be accompanied by postal money order or cheque made
Dbayable to the Receiver General of Canada.



