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Are you hesitating about seeking customers in the sophisticated,

competitive but profitable Western European market? If you follow

the advice of our Trade Commissioner in Brussels, you will find

it easier to take the first steps in a successful sales campaign.

“If you want to sell in the European
market, come over yourself or send
the best qualified salesman on your
staff.” This is the opinion of ex-
perienced and successful distributors
of foreign products in many Euro-
pean countries. It applies particu-
larly to Canadian manufacturers
whose products are not already well
established in these markets. This
does not nece sarily mean that any-
thing can be sold, but by the same
token your Trade Commissioners
will seldom have occasion to say
that there is anything you can’t sell
until you try.

rospecting for

Markets in Europe

L. H. AUS AN,
Commercial Counsellor, Brussels.

The Trade Commissioner Service
is able to provide Canadian ex-
porters with a wide variety of assist-
ance in establishing trade contacts
with buyers and agents in overseas
countries. These services have been
set out in Foreign Trade and in
other publications issued from time
to time by the Department of Trade
and Commerce. We in Europe can,
in response to your written request,
provide you with the names of ap-
propriate and sometimes keenly in-
terested representatives. We can dis-
cuss your products and your prices
with them and with others in the
trade and provide you with much
useful information that may enable
you to secure a trial order and ap-
point an agent. From this point on,
it is up to the agent to develop the
business and much depends not only

on the agent himself and his interest
in your lines but also on the support
he receives from you, his Canadian
principal.

Sometimes the Trade Commis-
sioner succeeds in establishing by
correspondence or perhaps as a re-
sult of a trade promotion conference
a profitable export trade connection.
But it is obvious that a letter, no
matter how well-written, accom-
panied by a brochure and a price
list, cannot take the place of per-
sonal and repeated calls by ex-
perienced and technically qualified
sales representatives. It is unreason-
able to assume that the tough and
competitive European market is
easier to sell to than the one closer
to home and of which the manufac-
turer already has a thorough under-
standing. Yet some Canadian firms
fail to realize this.

The comments and suggestions
which follow cover the markets in
Western Europe, but most of them
hold true as well for markets for
Canadian products throughout the
world. The emphasis is on a per-
sonal appraisal of the market, direct
contact with buyers and agents, and
the ‘order-book’ technique. Because
of the present speed and conven-
ience of air travel, Western Euro-
pean markets may be closer to the
manufacturer than some of his more
remote Canadian customers. A sales
trip to Britain and the Continent
no longer is prohibitive in time or
cost. Frequently such trips can be
combined with a holiday, but just
a word of caution—try, if possible,
to keep the holiday period and the
business period separated.

The Western European Market

The establishment of the Euro-
pean Economic Community (EEC)
has created a market approximately
the size of the United States market.
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It is a sophisticated one and the
standard of living is rising rapidly.
Industrial growth, the adoption of
new marketing techniques (such as
supermarkets, vending machines and
coin-operated laundries) and the
removal of import and currency
restrictions have all created a de-
mand for more raw materials, indus-
trial and transportation equipment,
foods, and consumer goods of all
kinds.

In addition to stimulating produc-
tion, the EEC is creating a demand
for products that can be supplied
not only by Common Market part-
ners, but by manufacturers and
producers in every corner of the
globe. Buyers everywhere are be-
coming more discriminating in the
face of such a plethora of competi-
tive offers. If in the age of surface
mail it was possible to carry on
export trade in a leisurely fashion
by a polite exchange of correspond-
ence, this is no longer true and
Western Europe presents alert Ca-
nadian exporters with the challenge
of the airmail, jet and Telstar age.

Accurate Information Needed

There are a number of basic
facts about export trade that the
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experienced shipper has absorbed
and which are now all but routine.
There are other factors, such as
customs tariffs, freight rates, docu-
mentation and currency regulations,
(to name a few) which are chang-
ing all the time and on which the
experienced exporter as well as the
novice must keep himself informed.
Various publications, such as Tech-
niques of Export Trade, can provide
much of the basic information.
Trade groups and organizations like
the Canadian Manufacturers’ As-
sociation or the Canadian Export
Association are also in a position
to deal with specific matters of this
type.

For other and more current in-
formation, the exporter has access
to a variety of sources, including
the various branches of the Depart-
ment of Trade and Commerce and
its Trade Commissioners in 45
countries.

Pointers to the European Market

To assist Canadian exporters to
enter the European market, the
Trade Commissioners in the various
commercial centres are anxious to
put their knowledge and services of
their offices at your disposal. Here

are some of the ways you can help
them to help you:

1. Choose the market

There are many ways to approach
a new market, but perhaps the least
satisfactory is to try to find a quick,
one-time outlet for surplus stock
or an off-grade product not suitable
for the domestic market. Too often
a prospective exporter will shoot
a number of arrows in various direc-
tions on the theory that one of them
may find the target. All too often
each falls short. Even if one hits the
target, it may be only a glancing
blow and not as effective as a better-
aimed attack. Occasionally it may
be better for the exporter to concen-
trate on one or two markets at the
beginning, devote as much time,
travel and effort to them as possible,
and expand to nearby or similar
markets as trade develops.

2. Visit your customers and agents

Each market is different and only
by a personal study can you under-
stand its peculiarities. Buying habits,
customs, preferences and regula-
tions are all as important in the
overseas sales territory as they are
in Canada. It cannot be assumed,

Direct contact between Canadian
businessman and European buyer
can spell sales success, says the
author (left), seen here discussing
the Belgian market and the services
his trade office can offer with an
exporter (right) who sought his
advice at the 1960 Export Trade
Promotion Conference in Ottawa.



therefore, that the same product will
be equally acceptable at home and
in every foreign market. Changes in
style, packing or labelling may be
needed; seasonal requirements, ship-
ping facilities, documentation and
quotations may demand special
attention.

These are only a few of the things
that a successful exporter must
know and although some of them
can be conveyed in well-prepared
letters, it is only by personal contact
that a man can acquire the feel of
the market and understand fully the
reasons for unusual conditions.

3. Make adequate preparation for
your overseas sales frip

Unless you have time to make
several visits to the market you
select, make your first one pay off.
Take your order-book with you—
but take more than that if you ex-
pect to get the best and most lasting
results. Here are some of the things
you should do before you leave
Canada.

(a) Price lists—Remember that
prices are usually required c.if. a
port in or near the selected market.
But sometimes the buyer or agent
prefers to make his own shipping or
insurance arrangements. Therefore
(for your own use, and not neces-
sarily for distribution) prepare your
prices f.a.s. Canadian port and
c. & f. as well as c.i.f., so that you
will have this information on hand
if you are asked for it. Your for-
warding agent will assist you in
compiling these prices.*

(b) Quantity discounts—If you al-
low discounts for quantity pur-
chases, have these available for
various quantities.

(c) Agent’s commission— ake it
clear whether your prices are net or
include a discount for an agent or
distributor. In the latter event, indi-
cate the rate of commission but be

*For further information on export prices,
see art1 les in 1962 Canadian Trade Index,
p. 20 , and in Te hnigue of Export Trade,
p. 9
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prepared also to quote a net price
if the importer or agent so desires.
He may wish to add his own mark-
up in line with local practice,
which may be different from your
Canadian agent’s discount.

(d) Currency quotations—Prepare
your prices in terms of the currency
of each of the countries you will be
visiting. But have them available
also, for reference purposes, in Ca-
nadian and United States dollars.
Importers’ preferences vary, though
generally they like to be quoted
in their own familiar currency. Your
bank will be pleased to help you
arrive at quotations in foreign cur-
rencies and will advise you if there
are special reasons why you should
quote only in dollars. It is also
helpful to carry a letter of introduc-
tion from your bank to their cor-
respondents in the countries you
plan to visit.

(e) Terms of payment—Te s of
payment are important and will vary
according to custom in each coun-
try. Consult your bank before you
leave Canada, but be prepared to
consider alternative terms if cir-
cumstances make this desirable. In
a competitive market like Belgium,
for example, letter of credit terms
are frequently unacceptable.

(f) Tariff classification and rates—
You should know the tariff classi-
fication of your products in the
countries concerned and the rates
of duty and taxes. This information
may be obtained from the Inter-
national Trade Relations Branch of
the Department of Trade and Com-
merce, Ottawa, or from the Trade
Commissioners in the countries to
be visited. A full description of the
product, including illustrated bro-
chures, is helpful in establishing
the proper classification. A number
of countries, members of the Cus-
toms Co-operation Council, have
adopted the Brussels Nomenclature
for tariff classification and although
rates of duty may differ, all these
countries, including the EEC, use
standard definitions. It is useful to
know under what item in the Brus-

sels Nomenclature your products
fall.

(g) Import regulations and docu-
mentation—The European Division
of the Department of Trade and
Commerce or the Trade Commis-
sioners can give you preliminary in-
formation on these factors as they
affect your products. You can ob-
tain further details when you visit
the territory.

(h) Freight rates and shipping
routes—You will need this informa-
tion to prepare your c.if. prices.
Discuss this thoroughly with your
forwarding agent, so that you will
be able to answer questions about
alternative routings and freight
classifications asked by your pros-
pective customer or agent.

(i) Statistics A few statistics
about world production of your
product, the Canadian industry and
your own output will be helpful in
your discussions with prospective
overseas distributors. An examina-
tion of the volume and value of the
imports and exports of the com-
modities concerned in each country
to be visited will help to put the
markets in perspective and pinpoint
the competition from other foreign
suppliers. Statistical information of
this type may be obtained from the
Dominion Bureau of Statistics, the
Department of Trade and Com-
merce, and the Trade Commis-
sioners. Business libraries and trade
associations can also be helpful.

(j) Metric equivalents—Before you
leave on a selling trip it is wise
to prepare a table of metric equiva-
lents (metre, kilo, metric ton, etc.)
for each of your products, and be
prepared to quote on this basis
without having to do quick mathe-
matical calculations when talking to
your customer. It is preferable not
to quote in such units as a dozen or
a gross. If temperatures are in-
volved, they should be in Centigrade
as well as Fahrenheit.

(k) Samples and documentation—
If at all possible, carry with you
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a range of samples. If your product
is bulky, consider the advisability of
sending a selection to each country
well in advance so that it is there
when you arrive. The Trade Com-
missioner will be pleased to clear
the parcel through customs on your
behalf and keep or store it pending
your arrival. The same remarks
apply to illustrated literature which
you may carry with you or send
forward to be held for you.

(1) Advise the Trade Commissioner
—Let the Trade Commissioners in
the territory you plan to visit know
well in advance of your arrival.
Give them a copy of your itinerary.
(If this is not firm at the time of
departure, advise them by telegram
or telephone en route and before
your arrival.) Add the names of
any current or former customers or
agents and the names of any persons
or firms you particularly wish to
see, and send along illustrated leaf-
lets and an indication of the method
of distribution you have found most
satisfactory in Canada or elsewhere.
(For example, agents, distributors,
department stores, industrial con-
sumers, etc.) Include also informa-
tion on samples, if these are to be
sent, and the disposition of these
samples pending your arrival.

Be as specific as possible. One
firm recently wrote: “We are manu-
facturers of ladies’, girls’ and gents’
wear. We are interested in exporting
goods to your market.” This ap-
proach makes it difficult for us to
help you.

The preparation of a small ‘black
book’ of essential information,
properly classified, will repay the
time and effort put into its compila-
tion and often spells the difference
between success and failure on a
business trip abroad.

The Selling Job

When you call on the Trade
Commissioner in the country you
have selected for a sales visit, he
and his staff will interest themselves
in your problem and offer you many
facilities to help you establish suit-
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To Give You Further Information . . .

Many exporters have found the following publications useful:

The Techniques of Export Trade
Published by the Department of Trade and Commerce. $1.00.
Order from the Queen’s Printer, Ottawa.

Canadian Trade Index (Export Section)
Published by the Canadian Manufacturers’ Association, 67 Yonge
Street, Toronto, Ontario. $15.00. Order direct.

Trade and Commerce at Your Service
Published by the Department of Trade and Commerce, in French
and English. Free.

Selling Abroad: How to Start
Published by the Department of Trade and Commerce, in French
and English. Free.

Federal Services for Business

Published by the Department of Trade and Commerce, in French
and English. Single copy free from the Small Business Branch,
Department of Trade and Commerce; additional copies $1.50

each, order from the Queen’s Printer, Ottawa.

Trade of Canada

Published by the Dominion Bureau of Statistics.

(a) Commodities Exported to Each Country
Quarterly statistics by country of destination. Single copy

$1.00, $4.00 a year.
(b) Exports

Monthly statistics by commodity. Single copy 75 cents, $7.50

a year.

Order these publications from the Dominion Bureau of Statistics.

able contacts. He will suggest ap-
propriate calls, make personal intro-
ductions and, if necessary, help you
with language difficulties. He can
obtain banking and credit reports
and advise on the standing and
reputation of the firms concerned
and on the terms of payment that
are appropriate and acceptable.
You, the Canadian exporter, how-
ever, are the one who must sell
the goods. It is important, therefore,
that you have the authority to adjust
prices if necessary to meet local or

import competition or for quantity
orders. You should also be able to
discuss possible alterations in style,
packing or labelling to suit local
preferences or regulations. If such
changes cannot be made, a reason-
able explanation of the manufac-
turer’s problem creates a better sales
climate than a blunt “No”, or “This
is how we sell in Canada.”
Reasonable requests for the ac-
ceptance of a small trial order on
terms comparable with those quoted
for a larger normal shipment should
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be considered. It is unwise, how-
ever, to quote a special price in
order to secure an initial order and
revert to a higher price on repeat
business.

Few consumer products can be
sold in Canada without advertising
or promotion campaigns. It is un-
reasonable to expect them to find a
ready market abroad without any
support of this kind. After an initial
trial period, the Canadian exporter
may be asked to contribute to a
modest local promotion. If the dis-
tributor is willing to bear part of the
cost, the proposal should be con-
sidered and an advertising factor
should be included in export pricing.

Follow-Up Is Vital

Assuming that you have been
successful in securing some orders
for your products in Europe, there
are several matters which will re-
quire your personal attention. if
they are to result in repeat business.

1. Confirm to your client or agent
the arrangements you have made.
The Trade Commissioner would
appreciate receiving a copy of this
letter for record and follow-up pur-
poses on your behalf.

2. Make certain that the goods are
shipped when promised. Should
there be any unavoidable delay, ad-
vise the consignee at once by cable.

3. Ship the goods as ordered. Do
not make any substitutions without
prior authority. Pay particular at-
tention to quality, which should be
equal to specifications or samples.

4. Answer all correspondence
promptly, using airmail or cable as
determined by the time factor. Make
sure that all your letters carry suffi-
cient postage.

5. Deal with the problem of lan-
guage. Your visit to Europe will
have indicated whether your cus-
tomer or agent is conversant enough
with English to avoid misunder-
standings. If there is any doubt on
this point, it would be well worth
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the time and nominal expense to
have your letters translated. This is
particularly true of French, and
some Canadian firms adopt the
procedure of exchanging bilingual
correspondence with their French-
speaking overseas contacts; each
party uses his own language for
ease and clarity.

Every transaction will involve its
own special problems, and experi-
ence will show those which repeat
themselves. Here again, a black
book or company guide to export
procedures will be helpful because
the export or sales manager, the
production manager, the shipping,
accounting and mailing departments
can all refer to it. Some firms have
devised a checklist to make certain
that all the necessary details are
covered for every export shipment.

Even when the goods are on their
way to the overseas market, there
is still one important consideration
for the company management
continuity. Export trade is essential
to our balance-of-payments position
and therefore to the Canadian econ-
omy. It is also a profitable operation
for the firms engaged in it, often
permitting a lowering of cost as a
result of production economies not
possible for the domestic market
alone. But in-and-out business or
the occasional disposal of surpluses
has only a marginal value. The
Canadian manufacturer can obtain
best results in the long run if he
plans his export sales program as
carefully as his home market pro-
gram. This involves setting aside a
certain percentage of production for
export and making every effort to
maintain and, if possible, gradually
increase this figure. In this way,
Canada’s export trade can be built
up on a solid foundation. @

Séo Paulo’s Power Projects

THE State of Sdo Paulo is completing
projects begun under the First Plan
of Action in tituted by its present
Governor, Dr. Carlos Alberto Car-
valho Pinto. Authorities have now
set out their proposals for the next
four years. Funds will go into educa-
tion, roads, social institutions, water
and sewerage developments and, most
important, power generation and di-
stribution.

Planners foresee the expenditure of
several hundred million dollars over
the next four years on power projects.
These will include the completion of
power projects already under way
at Limeiro (14,000 kw.), Euclides da
Cunha (49,000 kw.) Barra Bonita
(132,000 kw.), Chavantes (300,000
kw.), Graminha-Paradouro (70,000
kw.), Jupia (1,380,000 kw.), and
Bariri (132,000 kw.).

In addition, new projects will be
initiated at Piraju (100,000 kw.),
Carrapatos (30,000 kw.), Ilha Sol-
teira (1,700,000 kw.), Buquira (8,000
kw.), Jaguari (36,000 kw.), Parai-
buna (48,000 kw.), Piraitininga
(21,000 kw.), Caraguatatuba (356,000
kw.,) and Ibitinga (100,000 kw.).

During the next four years Sio
Paulo should also begin to receive
450,000 kw. from the Furnas instal-
lations located outside the state
proper, and a further 116,000 kw.
from other sources also outside the
state.

Power distribution schemes will
receive considerable attention and 350
kilometres of 132 kv. line will be
put up in the area serviced by the
Companhia Hidroeletrica do Rio Par-
do and 80 kilometres of 99 kv. line,
plus other lines of 230 kv. and 140
kv. in the territory of the Usinas
Eletricas do Paranapanema.

It is hoped that by the end of the
four year plan the state will have 1.36
million kw. of new power capacity,
over 1,900 kilometres of new trans-
mi sion lines of various voltages, a
further 20,000 rural properties elec-
trified, and 18,000 kilometres of new
di tribution lines.

Until recently the two privately
owned companies, Sao Paulo Light
and the Cia. Paulista de Forga e Luz,
were the chief power developers and
distributors in the state. In the 1950’
the State Government began con
structing hydroelectric plants and the
Second Plan continues and expands
this work. The emphasis is on rural
electrification but there will be a need
for even more power if industria
development is to continue.

—R. H. GAYNER,

Consul and Assistant Trade
Commissioner, Sdo Paulo.

FOREIGN TRADE



What’s current in commodities?

e

Australia

Forest PrOducts—The Canadian Trade Mission that
visited Australia last spring studied the market for forest products;
foresees larger Canadian sales provided problems are overcome.

GORDON FERGUSON, Commodities Branch.

AUSTRALIA has been a good
market for British Columbia timber
for many years and (in order of
importance) imports substantial
quantities of Douglas fir, western red
cedar and hemlock. There can be
little doubt that the market will
expand and, depending upon the
service and attention given by Cana-
dian shippers, this country’s par-
ticipation can increase. The mission
noted some lack of confidence in
Canada as a continuous supplier and
every effort should be made to over-
come this quickly. The increasing
popularity of local Australian woods
and the interest shown by competi-
tors are among the problems to be
faced.

Douglas Fir

The principal sizes of Douglas fir
mmported are 6”7 X 12” and wider,
practically all of which Australian
mills resaw into smaller sizes and
use for a wide variety of purposes.
Australian customs duties on smaller
sizes are substantially higher than
on the heavier sizes, in order to en-
courage the secondary timber man-
ufacturing industry  his gives ri e
to complaints among users, who feel
that flitches should be graded with
a view to remanufacture into smaller
dimensions rather than on the basis
of the size in which they are shipped.

Generally, buyers appear satisfied
with the quality of Canadian timber.
Most Australian customers ap-
preciate that checking is character-
istic of Douglas fir, but shippers
should take care to keep it to a
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minimum by having the timber
freshly sawn or, if possible, pro-
tected before loading. Smooth trim-
ming and the use of more durable
ink would help to improve appear-
ance on arrival.

Clear fir seems quite satisfactory
to Australian buyers, but occasional
exception is taken to pieces that
are hard and cross-grained and not
suitable for high-quality joinery
work. Other foreign suppliers in
some cases are end-sealing clears to
retard checking and this should also
be considered by Canadian shippers.
The importance of treating timber
against sap stain cannot be over-
emphasized, particularly in view of
the varying weather conditions ex-
perienced in transit.

Western Red Cedar

Western red cedar is becoming
increasingly popular in Australia
and in a number of instances has
replaced California redwood and
local woods. It is, however, impor-
tant that Canadian grades be main-
tained because a small percentage
of hard cross-grained timbers can
spoil the appearance of and the im-
pression made by an otherwise good
shipment. Another problem is that
of cedar with a very high moisture
content which, if dried too rapidly,
produces cell collapsing or crimping.
This is very difficult material for
the Australian buyers to handle and
could have a serious effect on the
future of cedar in the market if
more than a few pieces are included
in a parcel.

Some Australian buyers have
been ordering cedar kiln-dried but
the local climate makes it desirable
to have the moisture content not
lower than 16 to 18 per cent. Since
this is difficult to achieve with a
certainty of uniform drying, ex-
porters should consider shipping
clear cedar green, except in cases
where the buyer insists on kiln-dried
material. There is a distinct pos-
sibility that more cedar can be sold
in Australia, particularly if demand
can be created among ultimate
consumers.

Hemlock

Little hemlock was in evidence
during the Mission’s visit and many
Australian buyers still regard it as
an inferior wood because of its
early history as box shook material.
Progress is being made, however, in
overcoming this prejudice and a
number of importers are prepared to
handle this wood if a demand can
be created. Sample shipments re-
ceived in Australia have created
favourable impressions.

In February 1961, the B.C. Lum-
ber Manufacturers Association ap-
pointed a representative in Sydney
and he has done considerable work
in promoting the sale of hemlock
and western red cedar. Primarily
because of his efforts, hemlock was
recently approved by the major
lending institutions in New South
Wales for use in home construction.
This will open up a large new poten-
tial market for this species.

In Western Australia

Very little timber from British
Columbia is being imported into
Western Australia. This state has
very large forests, mainly of kauri
and jarrah, with some smaller stands
of radiata pine. The proximity of
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Borneo and Malaya also influences
consumers in that state and large
quantities of ramin and maranti are
imported from these areas. There
are, however, good possibilities of
increasing Canadian softwood ex-
ports to Western Australia, provided
sufficient effort is put forward in
selling local consumers on the
advantages of using softwoods as
opposed to hardwoods for joinery
work. There is definite interest in
western red cedar.

There is no doubt that although
the long-range market potential for
British Columbia timber in Australia
is good, Canadian shippers should
take definite steps to maintain the
position they enjoy in that country.
Particularly important is continuing
the close co-ordination of activities
aid good corinections between ship-
pers and buyers. Consistent atten-
tion to the market will be needed.

Paper Products

Australia has been a good steady
market for newsprint for many years
and the Canadian product has been
well received because of good
service and high quality. Exports in
1961 were over 131,000 tons valued
at $16.6 million, the largest item
in Canada’s trade with Australia.

Prospects for continuation of this
volume are not promising, although
it is likely that lesser quantities will
continue to be imported. Publishers
are anxious to retain Canada as a
source of supply for a portion of
their requirements, provided prices
remain competitive.
~ There is a single newsprint mill
in Australia near Boyer, Tasmania,
and its total production of approxi-
mately 100,000 tons is consumed
domestically. The remainder of
Australian requirements have been
supplied principally from Canada
and New aland, with some 50,000
tons imported from the latter. Im-
ports from New Zealand will quite
likely more than double following
the completion in early 1963 of a
new machine with a capacity of
100,000 tons. In addition, produc-
tion capacity in Australia may be
increased and this would further

reduce the market available to
the Canadian product. Altogether,
steadily increasing consumption be-
cause of population growth offers
Canadian newsprint a continued but
smaller share of the total market.

Opportunities for certain other
grades of paper appear good and
depending on prices and quality,
sales should be possible. Australia,
for example, must still import many
specialty papers, such as magazine,
directory and other printing papers.
For such lines as facial and toilet
tissue, paper bags and nap ° s, this
country also continues to purchase
a portion of its requirements of base
stock from abroad. In view of the
large converting industry in Austra-
lia, however, sales of tissues, nap-

kins, etc., would probably have to
be in the form of jumbo rolls for
further processing here.

Paper bags, particularly five
pound and ten-pound kraft bags for
the grocery trade, are uncommon
and offer an excellent area in which
to create a consumer demand.

Imported pulps currently play an
important role in quality products
such as tire yarn but the state
governments are well aware of the
future need for trees. Forest-planting
programs have been undertaken
which will provide radiata pine and
other species capable of producing
most of the types of pulp required
in papermaking, and considerable
increases in pulp production are
planned. @

[ 2
Textl IeS—The Mission also investigated opportunities for sell-
ing textiles there; reports on how to take advantage of them.

IN 1961 Canada sold $998,000
worth of textile products in Aus-
tralia, despite a growing domestic
industry. Domestic production sup-
plies about 70 per cent of the
man-made textile market, about 15
per cent of the cotton fabrics, about
90 per cent of the wool textiles,
practically all of the garments, and
a high proportion of other made-up
textiles. There is, however, a limit
to the variety the local industry can
make and this is where the op-
portunities for Canada arise.

The Australian market has high
standards, with a per capita fibre
consumption only 9 per cent below
that of Canada. But this does not
mean that tastes and requirements
are necessarily the same. The cli-
mate is warm to semi-tropical; styles
are later and slower to change be-
cause style influences are more
remote; there are some notable dif-
ferences in the colours and types in
demand and some hesitation toward
innovation. As three precise ex-
amples, suitings are heavier, towel
colours more vivid, and cottons are
preferred for draperies.

A simplified picture of the pat-
tern of Australian textile imports in
1959-60 is given in Table L

There are several reasons why
Canada can sell textiles in Australia
in competition with the domestic
industry or with the other import
sources. Among these are:

® Something different in style or
design or performance; the ad-
vanced designs or types available
among the great variety of Canadian
output will attract customers, often
at higher prices.

® Even if the same goods are avail-
able elsewhere, Canadian mills may,
at times, be able to ship sooner
(there is even a small danger of
being too soon for some innovations
to be readily accepted). The six
months’ difference in seasons be
tween the two countries makes it
possible for Canadian manufacturers
to have their samples available well
before they are required for the
same Australian season.

o Conditions of sale more attractive
to the customer, smaller quantities
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TABLE 1
AUSTRALIAN TEXTILE IMPORTS 1959-60

Al
Britain Asia U.S. Canada EEC Other Countries

Stapie fibre m.m, ib
Yarn oo 5.3 0.7 2.2 0.7 2.4 1.3 12.5

cotton o 7.3 0.3 02 0.1 0.1 7.9

synthet1 oo 5.4 1.0 3.0 0.1 6.6 2.0 18.1

wool oo 0.4 0.4
Woven fabrics m.m, sq. yd

colton «“ ¢ 44.6 270.1 7.5 0.1 37.1  29.1 388.5

synthetic “ “ 5.3 9.3 2.1 0.1 6.4 2.8 25.8

wool “ * 3.4 0.1 0.4 0.1 4.0
Knit fabrics 000 Ib.

cotton oo 277 769 14 22 6 1,088

synthetic o 89 32 43 10 174

olher oo 65 19 16 14 13 127
Blankels no. 000 88 353 .o 2 189 31 663
Towels doz. 000 68 158 12 2 32 267
Carpels sq. yd. 000 2,761 529 12 905 72 4,279

per style, guaranteed exclusiveness
of design, better terms.

® Shortages from other sources.

® British preferential tariff margins,
often helpful where higher rates
apply to other import sources.

It is because of such factors that
Canadian exporters have succeeded
in selling textiles in Australia at a
rate increasing from $342,000 in
1957 to nearly $1,000,000 in 1961.
Notable recent increases have been
in cotton and synthetic fabrics,

towels, synthetic fibre and yarn, and
papermakers felts. Sales of other
products could be further explored
—for example, processed yarns,
household textiles (especially in gift
packages), a few types of carpets,
draperies, laminated and outerwear
fabrics, fashion woollens. There ap-
pear to be few opportunities for
garments.

In every case it is necessary to
determine whether the potential
Canadian advantages in any product
will secure sufficient volume to war

The Trade Mission to Australia last spring was head d by James St wart (left),
shown liere being greeted on arrival by Canada’s Commercial Counsellor in Sydney,
S. V. Allen, (right), as seven members of the eleven-man mission look on.
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rant the effort and expense of export
selling. Requirements in colour,
style, service, promotional support,
local stocks, and so forth all need to
be analyzed locally, but with a full
knowledge of the products and the
capabilities of the potential Cana-
dian exporter.

Distribution Practices

There are some differences in the
trading conditions in Australian
textile markets that the exporter
should understand in advance. The
place of the wholesaler is more
prominent than in Canada; the ser-
vicing of small stores over widely
scattered areas remains an important
business, although retailing in the
metropolitan areas is concentrated in
relatively few hands. Wholesalers al-
so supply garment manufacturers to
some extent, tend to have the import
connections, and even act as stylists
and converters for foreign printers.
Who'esalers and some of the well
established garment manufacturers
visit Europe and America rather
frequently for style and product
ideas. Since distances dictate this
extensive travel, some of these
businessmen might visit Canada on
these trips if efforts to invite them
were made by appropriate Canadian
firms.

Canadian textiles are well re-
garded in the Australian market and
will often secure the preference,
other things being equal. A factor
which would further improve the
regard for textile imports from
Canada would be more expansion in
the sale of Australian wool tops in
Canada. There is a large and ef-
ficient combing industry in Australia
which has now assessed the partic-
ular requirements of the Canadian
wool top market, equipped itself to
meet those requirements, and com-
menced to sell vigorously, with some
government support. An adjustment
in freight rates has also been of as-
sistance, but there seems every
evidence of continued ocean freight
discrimination against the Australian
top, a factor which will limit further
expansion in Canadian imports until
it is removed. ®
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India
Advances
More

Slowly

Surge forward in agriculture
was not maintained and indus-
trial growth slowed up in 1960-
61; causes are being studied
and remedied.

GERALD A. NEWMAN,
Commercial Counsellor, New Delhi,

10

INDIA’S national income for the
fiscal year 1961-62 (April-March)
rose by an estimated 3 per cent
compared with 7.1 per cent in the
previous year and the annual aver-
age of 4 per cent for the Second
Five Year Plan, which ended in
1961. This slackening is attributed
to a failure to maintain the surge
forward in agriculture which charac-
terized the previous year and to a
throttling down in industry.

Agriculture Misses Target

Wheat was the only foodgrain
production of which increased; it
attained a new record of 11.8 mil-
lion metric tons compared with 11
million in 1960-61. Production of
rice dropped to 33.15 million metric
tons from 34.2 million last year
and jowar to 7.8 million metric tons
from 9.4 million. This means that
grain production did not keep pace
with the Five Year Plan target an
increase of 26 per cent in food
grains by 1965-66 compared with
1960-61, for a total of 101.6 million
metric tons. This in turn reflects the
pressure of a population increase of
about 2.15 per cent, or eight to ten
million people a year. The imme-
diate economic need is for ample
food supplies to ensure stability in
India’s price levels in order not
to undermine the financing of the
Five Year Plans.

The other aspect of agriculture is
the production of cash crops, the
foundation of India’s exports on
which so much emphasis is being
placed in order to cope with increas-
ing imports for industry.

After two thin years—1959-60
and 1960-61—in jute production,
1961-62 brought a bumper crop
that established an all-time record
of 6,320,000 bales and 1,720,000
bales of mesta, thereby exceeding
the target of 64 million bales set
for the Third Five Year Plan. But
the increase was at the expense of
rice production, from which farmers
were diverted by the rise in prices
of raw jute.

The success in cash crops was
offset by a drop in the cotton crop
which, at 4,450,000 bales, was 900,-

000 bales less than in 1960-61.
This has created problems for the
cotton textile industry.

With these and other changes, the
rise in agricultural output as a whole
in 1961-62 was estimated at 1.6
per cent as against 8.1 per cent in
1960-61.

Industrial Growth Slower

The conditions governing India’s
industrial production in 1961-62
have already been reviewed in some
detail in Foreign Trade of April 21,
1962. To round out the present pic-
ture, however, it should be noted
briefly that the rate of industrial
growth in 1961-62 was 4.6 per cent
less than the 11.1 per cent of the
previous year. It was also below the
average annual target of 14 per cent
for the first year of the Third Five
Year Plan and the average 8 per
cent rate of growth of th Second
Five Year Plan.

Among the obstacle 1n the at-
tainment of target production were
tighter restrictions on foreign ex-
change for imported industrial
materials as apart from projects;
inadequate supply of indigenous raw
materials, particularly coal, which
was associated with bottlenecks in
transport because the railway was
strained beyond its capacity; power
shortages, and increasing need for
trained technical personnel.

As the New Delhi office has al-
ready reported, steps are being
taken to meet the domestic difficul-
ties in transport, to increase produc-
tion of coal, and to provide more
technical training. In the process
Canada has benefitted commercially
through certain orders for rail sup-
plies and through a contract to sup-
ply technical knowhow and training
in a specialty steel plant. Moreover,
under the Colombo Plan and special
loan funds Canada has contributed
raw materials for industry and has
given continued support in the erec-
tion of hydro power plants.

India’s most serious and imme-
diate difficulty continues to be the
securing of adequate foreign ex-
change to cover needed imports and
for other purposes. ®
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India’s Sources of

Industrial Finance

The Indian Government has set up several companies and statutory
corporations charged with providing financial assistance for various
industries. Their functions and resources may be of interest to
Canadians who may consider joint ventures.

GERALD A. NEWMAN, Commercial Counsellor, New Delhi.

INDUSTRY’S usual source of capi-
tal is the investing public, which
here in India is showing an increas-
ing awareness of the advantages of
participating in new enterprises,
especially those which include col-
laboration with responsible overseas
companies or which involve the
extension of operations of well-
established Indian companies.
According to preliminary data, non-
government companies last year
raised approximately Rs.100 crores
($220 million) through the sale of
shares (other than bonus shares)
and debentures, compared with
Rs.88 crores ($185.6 million) in
1960.

The commercial banks and insur-
ance companies also furnish capital
but the Indian Government has felt
it desirable to encourage investment
further by establishing several com-
panies and statutory corporations
whose specific task it is to provide
financial assistance to various indus-
tries.

As these and other sources of
capital are likely to come to the
attention of Canadian firms con-
sidering collaboration with Indian
companies in joint company ven-
tures, the following brief outlines

DECEMBER 1, 1962
60575-8—3

of financing organizations in India
may be of interest.

Industrial Finance Corporation of
India

Head Office: New Delhi
Established: 1948

Authorized capital: Rs.100 million
Paid-up capital: Rs.70 million
Chairman: K. P. Mathrani

Constituted under the Industrial
Finance Corporation Act 1948 to
assist industries in the private sec-
tor, IFC’s shares (face value: Rs.
5,000 a share) are subscribed to by
the Central Government, the Re-
serve Bank of India, scheduled
banks, insurance companies, invest-
ment trusts, and other similar finan-
cial institutions and co-operative
banks.

IFC grants medium- and long-
term loans in rupees or specified
foreign currencies and subscribes to
debentures repayable in not more
than 25 years; guarantees loans
floated in the public market and
repayable in not more than 25
years and loans from scheduled
banks and state co-operative banks;
underwrites issues of share capital
and debentures and subscribes to

share capital; guarantees loans from
foreign banks and financial institu-
tions in foreign currencies; guaran-
tees deferred payments on imports
of capital goods from abroad or
their purchase in India.

IFC has at its disposal lines of
credit from the Agency for Inter-
national Development, Kreditanstalt
fur Wiederaufbau (German Bank
for Reconstruction) the French
Bank (Banque Frangaise du Com-
merce Extérieur), and an allocation
in yen from the Government of
India for granting sub-loans to
industries.

IFC’s interest rate is 7% per cent
a year with a  per cent rebate for
punctual payments (Le., a net rate
of 7 per cent) and of 8% per cent
with a rebate of per cent (net rate,
8 per cent) on loans in foreign cur-
rency. Repayment can be spread
over a period not exceeding 25
years.

Industrial Credit and Investment
Corporation of India Ltd.

Head Office: Bombay
Established: 1955

Authorized capital: Rs.250 million
Paid-up capital: Rs.50 million
Chairman: G. L. Mehta

ICICI’s chief function is primarily
to provide assistance to industries
in the private sector. It encourages
the participation of private capital,
both domestic and foreign, and
makes long- and medium-term loans
both in rupees and in foreign cur-
rencies. It participates in the equity
capital of companies, underwrites
capital issues, and guarantees loans

from other private investment
sources.
Shares (face value: Rs.100 a

share) are subscribed to by Indian
banks and insurance companies,
U.S. corporations, British exchange
banks, British and Commonwealth
insurance companies, etc., and Ger-
man banks,

ICICP’s resources have been sup-
plemented by foreign currency
funds from the International Bank
for Reconstruction and Develop-
ment, which has so far extended
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four lines of credit aggregating U.S.
$60 million. The Development
Loan Fund (now called the Agency
for International Development) has
sanctioned a line of credit of U.S.$5
million and loans are being nego-
tiated with the editanstalt fur
Wiederaufbau. ICICI has also ob-
tained rupee resources rom the
Government of India through credits
totalling Rs.175 million.

State Financial Corporations

Head Offices: in the respective
states

There are fifteen State Financial
Corporations, one for each state,
and each promotes industrial growth
by assisting medium- and small-
scale industries that do not fall
within the purview of the Industrial
Finance Corporation.

Refinance Corporation for Industry
Limited

Head Office: Bombay

Established: 1958

Authorized capital: Rs.250 million
Issued capital: Rs.125 million
Paid-up capital: Rs.25 million
Chairman: P. C . Bhattacharyya,

Governor of the Reserve Bank of
India

This corporation was set up in
the public sector to provide relend-
ing facilities against loans made by
banks to industries authorized in the
private sector under the Five Year
Plans. Loans to be eligible for re-
discount must be for three to seven
years and must not exceed Rs.5 mil-
lion. Assistance is given only to
firms with paid-up capital and re-
sources of less than Rs.25 million
but not under Rs.500,000. RCI
does not invest directly in industry.

Shares (face value: Rs.100,000
per share) are held by the Life
Insurance Corporation (250 shares),
the Central Bank of India (25), the
Reserve Bank of India, and
scheduled banks.

National Industrial Development
Corporation Ltd.

Head Office: New Delhi
12

Established: 1954
Chairman: X. P. Mathrani

This government agency under
the Ministry of Commerce and In-
dustry has leading private indus-
trialists also on its board.

NIDC was incorporated to study
and formulate projects to fill out
gaps in the economic structure and
to assist certain industries that play
a vital part in the country’s econ-
omy.

(Another government agency, the
National Small Industries Corpora-
tion, assists small-scale firms only.)

Life Insurance Corporation of India
Head Office: New Delhi
Established: 1956

Chairman: B. K. Kaul

LIC was incorporated under the
Life Insurance Corporation Act,
following the nationalization of the
life insurance business in India in
1956. It invests its ample funds in
securities, stocks and debentures of
private industrial concerns, in gov-
ernment and public-body loans, and
in the stocks of government com-
panies. Funds for investment are
being used chiefly to stabilize the
stock market.

Commercial Banks

Commercial banks are not en-
thusiastic about investing in the
share capital of industries these days
because of statutory limitations.
They cannot subscribe to more than
10 per cent of the capital of any
joint stock company and their total
investment in the equity of all com-
panies must not exceed 33% per
cent of the bank’s paid-up capital.
Nevertheless, the commercial banks
do play a vital role in supplying
finance. They advance straight
loans, subscribe to bonds and de-
bentures, guarantee loans, and un-
derwrite capital issues.

Other Loan Corporations

In addition to all these, there are
private investment corporations
which buy the stocks and deben-
tures of other companies in which

a particular family or group of in-
dustrialists is interested. Thus, Bird
and Company has promoted three
corporations: Bird Investment Lim-
ited, Eastern Investments Limited,
and Investment and Finance Com-
pany Limited. Tatas has set up the
Investment Corporation of India
Limited (ICI) in Bombay. Kotharis
of Madras operates the Investment
Trust of India Limited and J. K.
Group of Kanpur runs J. K. Invest-
ment Trust Limited.

India’s Priority List for
Capital Goods Imports

THE continuing critical shortage of for
eign exchange has made it necessary for
the Indian Government to issue the
following list of industries that will
receive priority in issuing licences for
the import of capital goods. It is unlikely
that industries not on this list would
readily obtain licensed approval for any
joint collaboration schemes entailing
imports of capital goods.

Alloy and special tool steels

Steel castings

Steel forgings

Heavy structurals including cranes
Railway boxcars and other railway equip-
ment

Industrial machinery for textiles, jute,
tea, mining, washeries, cement making
and papermaking

Machine tools, on a se ective basis

Pig iron

Shovels and earthmoving eq ipment
Rayon-grade pulp

Fertil zers

Special refractories

Industrial explosives

Ferro-chrome, ferro-mo ybdenum and
ferro-silicon

Equipment for modernizing stee re-roll-
ing plants to enab e them to manufacture
wire rods and special steel sect’ons

Cotton textile machinery particularly
used with short and medium staple cotton
Trucks and ancillar’es

Ball bearings

Cast iron spun pipes from domestic pig
iron and scrap

Tinplate

Steel wires

It should be understood by inference
from this list that collaboration projects
for the manufacture of paper, for ex-
ample, would probably receive favourable
consideration.

FOREIGN TRADE



Swiss Market for ron and Steel

Switzerland imported three quarters of its iron and steel require-
ments, or more than $209.3 million worth, in 1961. Canadian
producers shipped pig and cast iron, ferro-alloys, rods, alloy and
high-carbon steel to the Swiss in 1960 and 1961.

JOHN H. NELSON, Assistant
Commercial Secretary, Berne.

SWITZERLAND’S iron and steel
industry today consists of two pig
iron producers, four primary sheet
producers, four steel foundries, three
hot rolling mills, 73 grey cast iron
foundries, two malleable cast iron
foundries, 28 forge works, nine
cold-rolling mills, four rod mills and
12 wire-drawing mills. Many of
these facilities are related to one
another and some are associated
with the machine industry.

Despite the many advances in the
domestic industry during the last few
decades, Switzerland nevertheless
produces only about one-quarter of
its own iron and steel requirements.
Official statistics are not available
but annual domestic production is
estimated at 50,000 tons of pig iron,
150,000 tons of steel, 150,000 tons
of rolling mill products, 150,000
tons of grey and malleable cast iron,
and 15,000 to 20,000 tons each for
forges, cold rolling mills, rod mills
and wire mills.

Limiting Factors

Expansion of production is hin-
dered in the first place by the limited
local supply of the necessary raw
materials—ore, coal and scrap.
There are several small deposits of
iron but their development would
become economic only if some
emergency cut off imported supplies.
These deposits total an estimated
70 million tons and have an iron
content of 20 million. Coal is avail-
able in small quantities only and the
quality is poor; there is one small
deposit of anthracite coal that is
suitable for iron and steel produc-
tion, with a reserve of about 10

DECEMBER 1, 1962
60575-8—3}

million tons. Waste and scrap iron
and steel from local sources are in
reasonably good supply and meet a
large portion of the raw material

requirements of the industry. Other
limiting factors are the small domes-
tic market and the high cost of
transporting raw materials.

SWISS IMPORTS OF IRON AND STEEL

1960 1961

(million kilograms*)
Plg and Cast Iron
West Germany 33.90 39.01
Netherlands 10.87 14.57
France 5.80 11.60
CANADA .1 .21
Other 6.93 10.27
Total 58.20 75.66
Ferro-alloys
West Germany 4.64 3.97
Sweden .18
France .57
Norway . 1.34
CANADA .04
Other 4.43 5.01
Total 9.29 10.89
Iron and steel waste and scrap
West Germany 24.33 12.87
United States 9.52 2.17
Britain 6.03
Other 4.83 3.24
Total 44.71 18.29

Iron and steel shot, grit, powders and sponge
Total 3.02 3.38

Iron and steel Ingots, blocks, billets, slabs,
coils and universal plates

West Germany 106.01 162.91
France 34.18 39.61
Austria 9.65 14.34
Italy 8.60 11.08
Czechoslovakia 2.95
Belgium-Luxembourg 4.15
Other 6.43 .22
Total 167.83 232.30
Iron and steel bars and rods

West Germany 56.14 86.81
France 47.67 70.55
Austria 18.08 21.05
Belgium-Luxembourg 8.16 15 63

*907.2 kilograms one short ton.

1960 1961

(mllllon kllograms*)
CANADA .03 .01
Other 6.50 6.79
Total 136.58 200.83
Iron and steel angles, shapes and sectlons
West Germany 46.21 74.03
Belgium-Luxembourg 41.82 46.86
France 32.44 39.32
Other 5.96 4.76
Total 126.42 164.97

Iron and steel hoop and strlp
West Germany 34.23 30.13

France 30.51 35.44
Belgium-Luxembourg 28.72 27.40
Austria 7.43 8.48
Other 2.59 3.91
Total 103.49 105.37

Iron and steel sheets and plates

West Germany 109.76 110.49
France 91.35 103.48
Austria 48.26 61.71
Belgium Luxembourg 31.27 38.58
CANADA .45
Other 57.04 61.82
Total 337.67 376.53

Iron and steel wire, not insulated

West Germany 7.53 10.57
Other 3.57 5.44
Total 11.09 16.02

Alloy and high-carbon steel In prlmary form

West Germany 14.41 30.68
United States 4.65 3.13
Swcden 5.37 8.48
Austria 6.99 8.55
France 8.16 12.30
Britain 1.71 2.18
CANADA .16 .35
Other 2.55 6.40
Total 44 .01 72.06
Grand Total 1,042.30 1,276.27
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This combination of circum-
stances means that the Swiss market
will always depend on iron and steel
imports. The fact that in both 1960
and 1961 imports of primary iron
and steel equalled 7.2 per cent of
total imports helps point up the
extent of this dependence (see table).

Switzerland’s major supplier of
imported primary iron and steel is
West Germany, source of approxi-
mately 37 per cent of the imports in
1960 and 40 per cent in 1961. Next
in importance come France, Austria
and Belgium-Luxembourg.

Canada is only a marginal sup-
plier. In 1960 and 1961 our exports
consisted of small quantities of pig
and cast iron, ferro-alloys, small
diameter hot-rolled, extruded or
forged rods, and alloy and high-
carbon steel. In 1960, these were
valued at Swiss francs 1,070,356
and in 1961 at 1,882,666 francs
(about 4.2 francs to the Canadian
dollar).

In 1961, Swiss exports of iron
and steel in primary forms totalled
approximately 31,800 tons valued
at Swiss francs 28.2 million, com-
pared with 26,000 tons worth 23.2
million in 1960. In both years the
chief exports were ferro-alloys,
waste and scrap, cold formed rods
of 64 mm. or less, and alloy and
high-carbon steel. Principal cus-
tomers are West Germany, Italy and
Austria.

Any increase in Canadian sales
of primary iron and steel to Switzer-
land will be limited by two factors.
First, European producers are able
to quote competitively on a large
part of Switzerland’s requirements.
Second, the European producer can
make much quicker deliveries than
can his North American competitor.

Despite this situation, and bear-
ing in mind Switzerland’s depend-
ence on imports of iron and steel,
the Canadian exporter may wish
to investigate the market further.
The Commercial Counsellor, Ca-
nadian Embassy, Kirchenfeldstrasse
88, Berne, will be pleased to pro-
vide any additional information
required. ®
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The engineering works of a Dutch shipyard made this large aluminum heat exchanger
for the high-flux reactor at Petten, where government and industry operate a
centre for testing industrial materials and carrying on various types of research.

Netherlands Enters
the Nuclear Field

Dutch industry is beginning to make use of the knowhow provided
by the various nuclear research organizations and is supplying
equipment for nuclear energy projects at home and abroad.

N. RIEMEIJER, Commercial Assistant, The Hague.

AN active program of pure nuclear
research and experiments in indus-
trial applications began in 1955 in
the Netherlands. The nuclear indus-
try has grown considerably since
then, with the support of govern-
ment, industry and the universities.
The several organizations now work-
ing in this field include:

Scientific Nuclear Energy Council—
advises the Government, the Nuclear
Energy Committee and other bodies
on scientific and technical matters
and on the co-ordination of national
with international programs.

Nuclear Energy Committee—re-
sponsible for co-ordinating inter-

FOREIGN TRADE



departmental contacts and advises
the Government and the Nether-
lands Reactor Centre on the de-
velopment of peaceful uses of
nuclear energy.

Netherlands Reactor Centre (RCN)
the central body for promoting
research and developing nuclear
energy applications. The State, the
electricity companies, scientific in-
stitutes and industry all participate
in the RCN. It was established in
1955 to build a research centre
around a high-flux reactor (HFR)
intended primarily for testing indus-
trial materials, for neutron physics
research, and for producing radio-
active isotopes Because more capi-
tal was needed than was available
initially, the Government undertook
to furnish the funds for a large-
scale centre serving all interested
parties, situated at Petten, 40 miles
north of Amsterdam. The greater
part of RCN’s work is done at this
centre. The approximately fifty
groups involved include manufac-
turers of large thermal-power instal-
lations, shipowners, chemical com-
panies, the electrical engineering
and metallurgical industries, and
manufacturers of artificial fibres.

A low-flux reactor (LFR) has
been operating there since October
1960; the high-flux reactor became
critical for the first time in Novem-
ber 1961 and reached maximum
capacity (20,000 kw.) at the end
of May 1962. It is used for both
fundamental research and for indus-
trial applications. The LFR served
as a neutron source until April
1962, when the HFR took over that
function. The LFR now is used for
measurements relating to reactor
physics and for training operating
personnel.

RCN Projects

Before the end of the year a num-
ber of experiments employing the
HFR will have started. For example,
steel and uranium oxide samples will
be irradiated in collaboration with
the Institute for Atomic Energy in
Norway. Irradiated materials are
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investigated in the chemical labora-
tories at Petten, where three lead
cells are available. A hot laboratory
is also being built.

Research at Petten is directed
partly toward development of a
ship’s reactor. A study of a small
reactor of a specific capacity which
could be used to drive a ship is
under way.

Other studies include a critical
experiment (zero-energy reactor)
now being set up for the measure-
ment of core figurations and the
development of a ceramic fuel based
on uranium oxide (pure nuclear
research); the development of pres-
sure vessels and heat exchangers
(for industry); and work on heat
extraction, hydraulic resistances and
protection. (The latter program is
part of the group of studies being
carried out by the technical colleges
and the Netherlands Organization
for Applied Technical Research.) It
is going forward with the collabora-
tion of Euratom, which contributes
40 per cent of the cost of develop-
ing a pressured-water reactor for
the propulsion of ships.

Present methods of separating
U-235 and U-238 using a centrifuge
are not economic but Dutch scien-
tists consider that the possibili-
ties offered by the ultra-centrifuge
should be investigated thoroughly.

A company specializing in testing
electrical equipment known as
KEMA is doing research on the
so-called suspension reactor in col-
laboration with the RCN. Euratom
has also assisted this project since
1960.

Other Participants

Other Netherlands institutes in-
volved in nuclear energy research
are:

Delft Reactor Institute—An inter-
university foundation which uses a
100 kw. swimming-pool reactor in
its research program.

Institute for Application of Nuclear
Energy in Agriculture—ILocated at
Wageningen; it will have a 100 kw.
swimming-pool reactor in 1963,

Netherlands Organization for Ap-
plied Scientific Research—Carries
out nuclear energy research and is
active in the fields of heat transfer,
materials research, radiobiology,
and the use of radioisotopes.

Industry Supplies Equipment

Netherlands industry is now sup-
plying more and more equipment
for foreign and international nuclear
energy projects. For example, in
1959 a group known as Neratoom
N.V. was formed to build reactors
and reactor parts. Neratoom com-
bines several industries and can
handle large orders. In addition,
some important Dutch companies
have earned a world reputation
in fields such as instrumentation.
Others have licensing agreements
with large international organiza-
tions for the manufacture of reactor
parts.

In 1960 the Ministry of Eco-
nomic Affairs set up a Committee
for Nuclear Industrial Development.
The committee reported that sub-
stantial amounts of money would
be necessary for research and de-
velopment programs and the Gov-
ernment responded by making
capital available and by helping in
other ways to stimulate the industry.

Co-operation with similar enter-
prises in other European countries
and in North America will be highly
important for the Netherlands, espe-
cially in the work of developing
reactor components. Backed by the
country’s high standards of scientific
research and the national nuclear
organization, the domestic industry
should be able to meet the challenge
that rapid progress in this field
provides.

Index to Foreign Trade

The index to Volume 117 of Foreign
Trade, covering the issues from January
13 to June 30, 1962, has now been
printed. Readers who wish to have copies
should write to the Editor.
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I FAIRS AND EXHIBITIONS

B Machinery at Los Angeles

THERE’S an amusing story told by the Commodity
Officer who co-ordinated Canada’s exhibit in the West-
ern Tool Show, Los Angeles, October 1 to 15. idway
through the show a Canadian exhibitor of automotive
equipment approached him: “You had a lot of trouble
persuading me to come into this fair,” he said. “After
what’s happened, though,” he continued, referring to
the fine reception his product was receiving, “if you
told me to go into a hairdressers’ show I'd do it.”

Other Canadians too had cause for satisfaction. One
was doubtful also whether it was worthwhile exhibiting,
but he allowed himself to be nudged into it. The subse-
quent sale of seven of his 12,000-pound injection
moulding machines was the talk of the show. A West
Coast industrial newspaper commented, “One doesn’t
expect orders of this magnitude (about $200,000) for
machine tools at a show.” Another Canadian received
a serious inquiry one day, took the six o’clock flight
to San Diego next morning, and returned to man his
booth that afternoon with a contract for 40 units in
his pocket. Finding himself swamped, a fourth exhibitor
had to turn down orders for ten of his machines.
Another Canadian went down to Los Angeles to find
an agent and is now trying to decide between eight of
them—all keen to handle his line. A major oil company
wants to take the total production of one Canadian
product exhibited after it has been remodelled to its
specifications.

Reporting on the appearance of the Canadian dis-
plays, our Los Angeles Trade Commissioner notes: “I
believe it would be accurate to say that the Canadian
exhibit was the most attractive in the show.” Of interest,
he says, was the number of comments received on the
knowledge of their products the Canadian exhibitors
displayed and their courtesy in handling inquiries. Each
of the Canadian exhibits was manned constantly
throughout the show; the effectiveness of this manning
he describes as “remarkable”.

Publicity played a part in the success of the Canadian
participants. Special letters went out from the Los
Angeles trade office inviting executives to visit the
Canadian exhibit. There was an extensive direct-mail
campaign, and individual companies placed some
advertising in trade papers and magazines. In addition,
radio and TV reports on the Canadian exhibit over
local stations helped attract visitors to the stands. These
broadcasts covered the arrival of the Canadian Consul
General at the site to open the Canadian booth.

An idea that worked well was the handing out of
the Department’s “Canada for Variety and Value”
shopping bags.  ese, chock-full of show literature,
were often to be seen on the streets of Los Angeles
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and as far out as the International Airport. People
distributing smaller shopping bags sometimes saw them
disappear, fully laden, into the larger Canadian bag.

The Western Tool Show takes place each year under
the sponsorship of the American Society of Tool and

echanical Engineers. This year there were 220 exhibi-
tors and about 18,000 visitors (50 per cent more than
the previous record attendance and most of them
ASTME members). Some Canadian on the job there
in 1963 may well be able to wire to head office, as
one did this year: “Show open. Looks good.”

B Holiday Equipment in Brussels

THE fourth Salon des Vacances, Brussels, ended

arch 20 this year and attendance figures illustrate
the growing success of this fair, which presents to the
public the numerous facilities and products available
for relaxation and holidaying. The first of these shows
was held in 1959 with the theme, Well Prepared Holi
days Are Happy Holidays. 1t featured camping, cara-
vanning and yachting and also photographic, tourist
and sports equipment and covered about 5,000 square
metres at the Heysel fairgrounds. Organizers stressed
the social, family and cultural aspects of holidaying and
support for the project came from the Ministries of

Interested visitors and officials, including Canada's  onsul
General in Los Angeles, G. R. Paterson (second from 1 ft,
examine a Canadian exhibit at the Western Tool Show held
in Los Angeles and in which 10 Canadian companies took part.
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Public Health and Communications, the National Youth
Service, the National Institute for Physical Education
and Sports, the National Belgian Camping and Cara-
vanning Federation, and others.

Attendance has increased from 60,000 in 1959 to
200,000 in 1962. Each year, some section of the
exhibits receives special attention, such as camping, the
caravan, or yachting. Aquatic sports have achieved
increasing prominence. In 1962, 24 firms exhibited
in this classification and showed nearly 100 models of
boats, ranging from canoes to large yachts.

W Fine Foods in London

“DELICATESSEN” in Europe, means “fine food”, and
the Fourth Delicatessen Exhibition, to be held in the
New Hall of the Royal Horticultural Society, London,
February 25-March 1, 1963, offers manufacturers of
specialty foods the opportumity of exhibiting their
products in a large market. The objective is to direct
the attention of the retail trade and the public to
exotic foods and wines. Over 16,000 visitors attended
the five-day show in 1962, and 80 per cent of them
were from the trade. Buyers came from all over Europe,
because the show is increasingly recognized as a centre
where new products are shown and sales potential is
large. Visitors included agents looking for new lines,
industrial caterers, service catering departments, whole-
sale and retail store buyers, small grocers and super-
market executives. The exhibition receives considerable
publicity in food journals, women’s magazines, and the
national press.

The Canadian Government is sponsoring an exhibit
of Canadian products in the 1963 show. Going overseas
for display are Canadian cheeses, honey, pickles, soups,
macaroni products, maple products, quality jams, spices,
peanuts and peanut butter, instant coffee, fish special-
ties, gourmet meat spreads, cocktail pickles, and other
foods.

W Consumer Goods in West Berlin

“DOESN’T anyone in Berlin work during the Green
Week?” asked an astonished foreign visitor at the
International Green Week Fair, West Berlin, last
February. Over the past few years the Green Week
(January 26-February 3, 1963) has tended to become
less of an agricultural fair and more of a gigantic
‘supermarket’ promoting the sale of perishable con-
sumer goods. Exhibitors have laid greater emphasis
on fresh and manufactured food products. Attendance
from countries of the West has steadily increased and
the 1962 figure reached 438,000. Over 300 foreign
firms participated through their national exhibits (there
were twelve), through agents, or with their own stand.
In addition, 68 foreign organizations, official or semi-
official in character, were represented. Canada entered
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the same display that had gone into the earlier ANUGA
show.

The Second International Agricultural Film Festival
was scheduled to run concurrently, as were several
West German agricultural and farmers’ conventions.

W Cheese in Japan

MAIN purpose of the Fourth World Cheese Show,
Japan, will be to promote consumption of domestic
cheese. Foreign producers and exhibitors will benefit
indirectly because considerable quantities of foreign
cheeses are used for blending in Japan’s processed
cheese industry. The Japan Dairy Products Association
and the Milk and Milk Products Propagation Associa-
tion organize this travelling exhibition. This year they
will take the displays to four cities—Tokyo, Nagoya,
Osaka, and Fukuoka (January 29 to March 17)—and
will set them up in large department stores. In 1962
about 750,000 saw the travelling cheeses.

Canada will enter a display in 1963 and probably
the United States, Australia, New Zealand, Denmark,
the Netherlands, Switzerland and Italy will follow suit.
We will send samples of cheddar, processed cheese,
cheese spreads and sticks, etc., as well as brochures,
recipe booklets, and other advertising pieces for hand-
ing out. Visitors to the show will also see films, demon-
strations and samples.

B Industrial Equipment, Brno

CANADA took exhibits of electronic equipment, indus-
trial chemicals, synthetic rubber, isotopically labelled
compounds, tire-vulcanizing machines and atomic radia-
tion equipment to Czechoslovakia’s Brno Fair in Sep-
tember. Although the state trading corporations control
all imports, their decisions to purchase foreign equip-
ment are influenced by requests from the end-users in
Czechoslovakia and the latter attend the show in large
numbers.

How did the Canadian exhibitors fare? Our Trade
Commissioner in Vienna reported: “We received over
350 inquiries during the course of the show. Of these,
295 came from the trading corporations themselves or
related organizations. Over 240 concerned the products
on display but about 110 were of a general commercial
nature covering a broad range of manufactures. There
was a large increase in the number of inquiries from
end-users—the engineers, technicians, factory, research
institute and university personnel who have a direct
interest in obtaining suitable equipment.”

Department orgamizers of the Canadian exhibit are
gratified at the success achieved. The show bore out
predictions by revealing a concrete interest in Canadian
equipment, some of which has already been sold. The
Trade Commissioner notes that he received 65 inquiries
alone from the pre-fair advertising and publicity
campaign. ’
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1892
to
1962

Trade and Commerce

Grows with Canada

On December 3, 1892, the Act setting up the Department of Trade and
Commerce received Royal Assent and four days later the Hon. Mackenzie
Bowell was sworn in as the first Minister of Trade and Commerce.

In his first annual report, the Deputy Minister of the Department stated:

“The executive powers, both positive and possible, assigned to the Minister are
at the outset both important and extensive and may, as occasion requires, be
expanded so as to embrace duties not heretofore performed or contemplated,
and extend to avenues which may yield vast consequences to the future

welfare of the Dominion.”

The framers of the Act farsightedly provided for the growth of the Department
and of its functions. In the past seventy years Trade and Commerce, as they
expected, has expanded its services and added to its duties in carrying out its
primary task—the promotion and regulation of Canadian trade at home and
abroad. A look at the record for 1892, 1927 and 1961 illustrates how the
Department has expanded with Canada and with our foreign trade and has
adapted its services and increased its responsibilities as the times demanded.

1892-93 Minister: Hon. Mackenzie Bowell

“Canada’s trade materially increased during the fiscal year ended June 30 last
(1893), the imports and exports having gained materially on the exceptionally high
figures of the previous year, aggregating over $6,000,000 more than ever before
reached.”

—Annual Report for 1892-93.

Population of Canada: 4,833,239 (1891 census). Control and supervision of the Department of Customs

Value of exports: $114 million (fiscal year).

and the Department of Internal Revenue

Value of imports: $129 million (fiscal year). Administration of the provisions of the Chinese Immi-

Number of offices abroad: Seven, staffed by Honorary

gration Act

Commercial Agents, plus five by agents with other  Administration of steamship subsidies and payment of

duties as well.

Services performed by the Department

mail subsidies

Administration of the Acts relating to the regulation of

Supervision of Commercial Agents abroad trade (forerunner of today’s Standards Branch).
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1927-28

“Total trade for the year, amounting to $2,359,412,000, was exceeded on only
two previous occasions, viz., the war year 1918 and the post-bellum boom year
1921. The physical volume, however, of Canada’s trade in 1928 was greater than
in any previous year on record. The increase in imports was responsible for this
improvement, as there was a slight decline in exports.”

Minister: Hon. James Malcolm

Population of Canada: 9,637,000.
Value of exports: $1,250,456,000.
Value of imports: $1,108,956,000.
Number of offices abroad: 25.

Services performed by the Department

Supervision and direction of the Commercial Intelli-
gence Service (now the Trade Commissioner Service).

Compilation and distribution of information on foreign
tariffs by the Foreign Tariffs Division (created in 1920).

Administration of the Dominion Bureau of Statistics
(set up in 1918).

1961

—Annual Report for the fiscal year 1927-28.

Direction of the Canadian Government Motion Picture
Bureau (set up in 1917; forerunner of the National
Film Board).

Direction of work of Board of Grain Commissioners.

Administration of the various Acts governing the regu-
lation of trade.

Payment of mail subsidies and steamship subventions
and of bounties on copper and hemp.

Direction of the work of the Canadian Government
Exhibition Commission (transferred to Trade and Com-
merce on December 1, 1927).

Direction of the Trade Publicity Branch et up 1927.

Minister: Hon. George Hees

“An important factor contributing to expansion in 1961 was the further strengthen-

ing in Canadda’s trade position .

.. All in dll, Canada’s trade performance in

1961 indicated that Canadian producers were making significant headway in the

further penetration of both home and foreign markets . .

. Canada’s merchandise

trade for the calendar year moved to a surplus position for the first time since

1952

Population of Canada: 18,238,247,

Value of exports: $5,896 million.

Value of imports: $5,771 million.

Number of offices abroad: 64 in 46 different countries.

Services performed by the Department

The Department now comprises four major areas of
responsibility, or services, as follows: Commodities and
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Annual Report for 1961,

Industries, Domestic Commerce, External Trade, and
Trade Policy.

Commodities and Industries—Two of the branches in
this group, the Commodities Branch and the Agricul-
ture and Fisheries Branch, serve as a source of knowl-
edge of materials, products and services which Canada
has to offer for export and similarly of the industries
which might market them abroad. These branches
maintain an active liaison with the industries themselves
and with their various trade associations. The third
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branch, the Trade Services Branch, looks after certain
trade service functions apart from the ordinary com-
modity work and also services to export in the trans-
portation and communication fields.

Domestic Commerce—Assists domestic industry and
trade by providing businessmen with information and
assistance in such fields as product design, industrial
development, new products, commodity standards,
sources of financing, double depreciation, production
under licensing arrangements, and managerial and tech-
nical training and education. This section of the Depart-
ment also maintains close liaison with provincial
government departments concerned with trade and
industry and complements the work of the provincial
and local agencies. Included in Domestic Commerce
are the Industrial Promotion Branch, Small Business
Branch, Standards Branch, and National Design Branch.

External Trade The three branches grouped under this
head are the Canadian Government Exhibition Com-
mission, the Trade Commissioner Service, and the
Trade Publicity Branch. Each of them has special

Teenagers:

responsibilities in the development and maintenance
of Canada’s foreign trade. They provide a wide range
of services of interest to Canadian firms already engaged
in export or interested in exploring the export prospects
for their products—from participation in international
trade fairs to the services of Trade Commissioners,
and to publicity in support of exports and of the
Department’s activities.

Trade Policy—The International Trade Relations
Branch concerns itself with safeguarding and improving
terms of access for Canadian exports in foreign mar-
kets. As a service to Canadian exporters, the branch
provides expert information, advice and assistance on
tariffs, import and exchange controls, documentation
requirements, and other foreign governmental regula-
tions affecting trade. Policies and practices in other
countries which affect international trade are kept
under close and continuing review. The Branch is also
concerned with the conduct of Canada’s commercial
relations with other countries, including the negotiation
and administration of trade agreements and Canada’s
participation in international conferences in these fields.

New Australian C stomers?

Teenagers ‘down under’ have about $700 million a year to spend,
says a recent survey. If your company makes a product that appeals
to the teens in Canada, you may be able to sell it in Australia too.

than 20 per cent in the next five
years. One recent survey indicated
that 75 to 80 per cent of these teen
agers are employed either full time
or part time and that their dispos-

L. D. BURKE, Assistant Commercial Secretary, Sydney.

ONE of the fastest growing age
groups in Australia today is the
teenage. Not only have their num-
bers increased, but their purchasing
power has also expanded to the
point where, in recent years, they
have become one of the most impor-
tant consumer groups. This develop-
ment has not gone unnoticed by
local firms and industry here is
making special efforts to provide
most of the goods and services de-
manded by those in the age group
13 to 19. There could conceivably
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be opportunities in this field for
Canadian exporters as well, in view
of the quantity and variety of goods
now being purchased by teenagers
here.

Numbers and Income

In 1958 there were approxi-
mately one million persons in Aus-
tralia between the ages of 13 and
19. Today there are one and a
quarter million, or over 10 per cent
of Australia’s population, and this
group is expected to increase more

able income, plus the resources of
those attending school (including
allowances), amounts to approxi-
mately $700 million. By 1967, it is
expected, the teenage market will
be valued at more than $1,000 mil-
lion. At this rate the teenage market
will, in fact, be expanding at more
than twice the rate of the Australian
market as a whole.

What They Buy

Australian teenagers differ in cer-
tain ways from their counterparts in
Canada and the United States. For
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the younger teens, coeducation is
out; most of the young boys and
girls attend separate schools and
wear school uniforms, This tends to
reduce clothing needs, particularly
those of the teenage girl. These
young people are also probably
more conservative and on the aver-
age a larger percentage is perma-
nently employed here than in North
America. This latter point is impor-
tant, for with the entry of many
of the young people into business
or industry at an early age, the teen-
agers tend to lose, at least to a
certain degree, their identity as a
group. As a result, it is more diffi-
cult for fads in clothing, accessories,
etc., to develop among them than
if they were all in school.

In spite of these differences, how-
ever, the local teenagers generally
follow the trends set by their con-
temporaries overseas and are
probably more like those in Canada
and the United States than else-
where. As a group they are clothes-
conscious, well-informed, fond of
sports and music, interested in the
untried and novel, and have their
own definite ideas about their spe-
cial needs.

The younger Australian teen-
agers spend the major part of
their income on personal grooming
(clothes, cosmetics, imitation jew-
ellery), school supplies, entertain-
ment (records and record players,
books, radios, musical instruments),
food (soft drinks, candies), sports
and transportation (motorcycles and
bicycles). In the 18-19 age group,
which is made up of young people
either married or thinking about
marriage, the interest is directed
more to durable goods, such as ap-
pliances, cars, boats, jewellery,
furniture and furnishings. For most
items, price and styling are un-
doubtedly more important, as far as
the teenager is concerned, than the
durability of the goods. Apart from
the products that they buy for them-
selves, it is also generally agreed
that teenagers here, as in most
countries, have a definite influence
on the other purchases made by
the family, in terms of homes and
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cars and even, what

Mother may wear.

perhaps,

Local Competition

Australian industry has re-
sponded in a positive way to the
upsurge in teenage demand. Most of
the larger manufacturers here pro-
duce at least one or two teenage
products in their over-all range. The
major Australian department stores
now have a ‘Young Idea’, ‘Youth
Section’, or ‘Teenage Section’, etc.
Charm schools operate exclusively
for the benefit of the teenage miss
and credit buying has even been
instituted for this age group. (The
first store to introduce this system
now has several thousand teenage
credit accounts in operation.) Any
overseas supplier wishing to export
to Australia therefore can expect
keen competition from local indus-
try, and in certain lines the tariff
and cost of freight may make sales
impossible. This is especially true of
clothing, where most articles for
teenagers are now made by Aus-
tralian firms, in certain instances
operating under licensing agree-
ments from abroad. The only prod-
ucts in this field that might sell
here would be those in which the
Canadian styling or material was
unique.

Where Opportunities Lie

Nevertheless there could well be
opportunities here for Canadian
firms who—

1. Manufacture accessories and
novelties for teenagers in Canada.

2. Provide the raw materials and
other requisites for industries in
Canada manufacturing teenage
items.

For the first group of companies,
prospects appear encouraging be-
cause of a number of factors—
including general acceptability of
North American styling and tastes,
the uninhibited nature of the Aus-
tralian teenager’s spending, prefer-
ential tariff treatment on most Cana-
dian products sold here (but unfor-
tunately not including non-knitted

et

—Australian Women's Weekly.

This Austrahan boy and girl in the 16-17-
year ag group ar photographed with a
cross section of th products they and
their fellow teenagers ar buying yearly.

garments), and the fact that the
seasons in Australia and Canada are
reversed. (If an item is successful in
Canada, it might do equally well in
the following season here.) For the
second group of companies there
are also opportunities in view of the
fairly substantial industry which has
been established here to serve the
teenage trade.

Canadian firms in these categories
which would like to evaluate their
prospects in the rapidly expanding
Australian teenage market are asked
to send prices and literature describ-
ing their products to the Trade
Commissioners in either Sydney or
Melbourne. Samples are not neces-
sary to begin with but they may be
needed later on to interest a suitable
distributor or customers. ®
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First Call for the

National Canadian Samples Show

It is not too early to reserve space in the big
Samples Show planned for next April.

EARLY in April 1963, the Department of Trade and
Commerce will stage a National Canadian Samples
Show. At this show, Canadian manufacturers will dis-
play to foreign buyers for department and chain stores
the Canadian products that they can purcha e for
retail sale in their own countries. Patterned on the
Canadian Samples Shows held this year in Toronto,
Montreal, Winnipeg and Vancouver (at which 365
companies exhibited) the 1963 show will be far larger
in numbers of exhibits and numbers of buyers. To it
will come, as before, buyers from the United States
but they will be joined by their counterparts in Britain,
Western Europe and the West Indies.

In choosing buyers to be invited to this show, the
emphasis is on those who can actually place orders,
rather than on presidents or other executives. The
smaller 1962 shows did not always contain enough
exhibits of specific types of merchandise to attract
buyers specializing in these lines. Wherever only two
or three firms displayed products in a particular field,
large U.S. merchandisers did not consider it worthwhile
to send specialized buyers. Instead, they dispatched the
merchandise manager, who could look over the ex-
hibits and relay information to his buyers. By its very
size, the National Samples Show should go far towards
solving this problem. Because it will feature 10, 20,
or even 30 exhibits of any one class or type of mer-
chandise, it will attract the buying specialist. Every
Canadian manufacturer who participates in the show is
thus enhancing its attraction for buyers in his field.

This criticism of the earlier shows voiced by Cana-
dian firms had its counterpart in the comments of the
American visitors. They complained that there were
not enough displays in their particular fields to warrant
their attending another show unless it was much larger.
This the National Show promises to be.

Here is essential first-stage information about the
1963 show and how Canadian manufacturers may
participate in it.

When and where will the National Canadian Samples
Show be held?

It will be held in the Automotive Building, Exhibition
Park, Toronto, from 9 am. to 5 p.m. on April 2, 3
and 4. For the first two days, only visiting foreign
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buyers and the press will be admitted. On the third
day, the show will be open to Canadian buyers and
friends of the exhibitors to whom the latter issue passes.
Details about the issuing of these passes, which will
be valid for April 4 only, will be sent to exhibitors
early in the new year.

What types of manufacturers may participate?

Any Canadian company making a product that can
be sold in a department or chain store, in a super-
market or mail-order house should exhibit at the show.
This naturally excludes heavy machinery and raw mate-
rials and used or secondhand articles cannot be dis-
played. The exhibits will be divided into four main
categories: wearing apparel, furniture and recreation,
specialties, and food; each category will be subdivided
into classes or types. Each will be distinguished by the
colour used on the stands and buyers of each class of
products will wear badges colour-coded in the same
way. Exhibits of products closely associated with Can-
ada, such as outdoor wear, sporting equipment, furs,
ctc., are particularly welcome because one objective
of the show is to create a distinctive image of Canadian
production.

From what countries will the buyers come?

The four regional shows held this year brought in
buyers from the United States only. This time, U.S.
buyers will be joined by merchandisers from Britain,
Western Europe, and the West Indies. Invitations will
go out to over 400 buyers in the United States and to
more than 200 in the other countries. The Trade
Commissioners in these areas, in submitting to the
Department lists of persons to be invited, are to bear
in mind that the buyers should be from large buying
organizations and must be purchasing either for their
own retail stores or be representing supply houses and
similar organizations which buy for companies in other
countries.

What are the arrangements for bringing these buyers
to Canada?

The arrangements are to charter a 131-passenger jet to
bring in buyers from Britain and Western Europe, who
will assemble in London. Another aircraft will fly
up buyers from the West Indies and additional planes
will bring in those from the various parts of the United
States. The Department will pay the transportation
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costs. Trade Commissioners stationed in the countries
from which the visitors come will be selected to escort
them to the show.

What is the first step for a Canadian company that
wishes to participate?

Any Canadian manufacturer making a product suitable
for the show and wishing to exhibit it should write to
G. W. Rahm, Co-ordinator, National Canadian Samples
Show, Department of Trade and Commerce, Ottawa 4,
Ontario, for further information and a set of applica-
tion blanks. The earlier the application is made the
better, even though the closing date is February 25,
1963. The Trade Commissioners are kept informed
each week of the firms reserving space and the prod-
ucts they expect to display and this information will
guide them in their selection of buyers. The later the
registrations, the harder it will be to ensure the presence
of buyers of particular lines. Altogether, some 700
companies have expressed interest in participating and
at the time this issue of Foreign Trade went to press,
104 had reserved 113 booths.

What is the cost of participating?

The cost per booth—the booths are 12 feet wide and
10 feet deep—is $250.00 and a company may reserve
more than one. This fee covers the rent of the building
and of the stands and is also expected to cover the cost
of meals and accommodation for the visiting buyers.
It does not cover cartage or labour, electrical services,
and any fumniture in addition to the two tables and
three chairs provided for each stand. Each exhibitor
receives one ticket to the dinner to be given on April 2
by the Minister of Trade and Commerce to the visitors
and Canadian participants. (Additional tickets will be
$10.00 each.) Exhibitors will be allowed to erect dis-
play panels along the back and side walls of their
stands, provided that these are kept within certain
limits.

How should the individual displays be designed?

The Department is encouraging exhibitors to emphasize
in their displays Canadian design, workmanship and
materials. In choosing products for display, each manu-
facturer should include enough to illustrate the scope
and variety of his production. It is helpful to have
a picture of the plant and perhaps a map of Canada
showing its location. It is essential that every exhibitor
have top-notch salesmen on hand at all times, ready to
persuade buyers to come to his stand, examine the
products, and seek information about them.

In what other ways should an exhibitor prepare for this
show?

It is important that the exhibitor devote some time
to working out export prices for the various countries
to be represented. By the time the show opens, he
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should have at his finger-tips prices f.0.b. Canadian
seaport, c.i.f. British, European and West Indian ports,
and (for the U.S. buyer) net duty-paid prices delivered
to a US. city. Whenever possible, the delivered prices
quoted should be broken down into their various com-
ponents—cost ex factory, duty, customs brokers’ fees,
insurance, transportation, etc. (Companies in need of
help in working out probable customs duties should
write to the International Trade Relations Branch of
the Department.) The exhibitor should also give
thought to the discounts to be allowed on volume orders
and to delivery dates.

Needs Follow-Up

The National Canadian Samples Show is not in-
tended to be a one-shot foray into the export market.
The Canadian company which makes contacts with
buyers through this show will have to follow up these
contacts, and the best way is by returning the buyers’
visit. Canada’s exports of manufactured goods still fall
far behind its exports of raw and semi-processed mate-
rials. But because these manufactured products have
a high labour content, wider markets for them mean
more employment and increasing incomes for Cana-
dians. The National Samples Show thus represents an
opportunity to profit individually and to advance Cana-
dian prosperity.

Trade Commissioners on Tour

In Canada

D. J. McEACHRAN,
Assistant Trade Commissioner
in Hong Kong:
Toronto Nov. 28-Dec. 7

. Vancouver Dec. 12-21

When he completes his tour and leave, Mr. McEachran will
be posted to Lima, Peru, as Assistant Commercial Secretary.

In Territory

J. H. BAILEY, Commercial Secretary in Bogoti, Colombia,
will visit Ecuador during the week of January 21.

J. H. STONE, Commercial Counsellor in Rome, Italy, will
visit Naples for two days in mid-December.

L. J. TAYLOR, Assistant Trade Commissioner in Johannes-
burg, South Africa, will visit Durban December 3-7.

Businessmen who would like these officers to undertake
assignments should get in touch with them at their posts as
soon as possible. Write to Myr. Bailey at Bogotd, Mr. Stone at
Rome, and Mr. Taylor at Johannesburg
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The Businessman Abroad

Visit it yourself that’s the best way to get the feel of a foreign mar-
ket and succeed in selling there. Your business trip will run more
smoothly, bring better results if you rely on the Trade Commissioner
Service to help you with your plans. In this series of articles Trade
Commissioners in many countries will tell you, drawing on their
experience, how to line up and carry out a productive business visit.

Pakistan

JAMES A. ELLIOTT, Assistant Commercial Secretary, Karachi.

PAKISTAN is an Asian country and
the standards of living and business
methods differ widely from those in
North America. Canadian business-
men who wish to visit the country
—the number is not large but is
increasing rapidly—should make
careful preparations to save them-
selves inconvenience and time-con-
suming delays and to ensure better
results. They will not encounter any
language problem, because English
is the common language of business
and government and British methods
still prevail in many aspects of
Pakistani life.

Entering Pakistan

The Canadian coming to Pakis-
tan needs a valid passport but as a
citizen of a Commonwealth country
(except India) needs no visa to en-
ter the country. He must carry a
valid certificate of vaccination
against smallpox within the last
three years and against cholera
within the last six months. He would
be well advised to have typhoid and
paratyphoid inoculations (TAB)
for his own protection.

Travellers who come from areas
where there is yellow fever must
also submit proof of vaccination.
While here, the visitor should be
careful about eating uncooked food
and drinking unboiled water.

The business visitor may arrange
to have samples sent ahead to a
registered importer because regis-
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tered importers may bring them
into the country up to Rs.250 ($55)
in any one year. Or he can bring
samples in his baggage without duty
provided they are re-exported within
six months. For further information
on this point, consult the Common-
wealth Division of the International
Trade Relations Branch in Ottawa.

Currency Regulations Strict

The Government of Pakistan ex-
ercises rigid control over foreign
exchange transactions and the trav-
eller must complete a currency
declaration form listing the currency
and travellers cheques he has in his
possession. He retains this form and
notes on it any currency converted
into rupees; the form may be ex-
amined when he leaves the country.
Only 80 Pakistan rupees may be
brought into Pakistan per person
at any one time. No Rs.100 notes
may be brought in, even as part of
the currency imported by a family
or group. This regulation is strictly
enforced and travellers are strongly
advised not to stock up on Pakistan
rupees, even though these may be
offered at bargain rates in other
countries. However, the visitor
should obtain ample supplies of
travellers cheques before arriving
in Pakistan. The purchase of addi-
tional ones here, even when dollars
are used, involves time-consuming
delay because the permission of the
State Bank of Pakistan is required.

Karachi and the other major
centres have good banking facilities
and these include branches of Brit-
ish, U.S. and German banks.

Timing the Visit

From the first of November to
the end of March is the best time
to visit Pakistan. In Karachi during
the winter temperatures range from
78 degrees at midday to 50 degrees
or lower at night. (There is no cen-
tral heating.) Up-country in West
Pakistan, continental weather condi-
tions prevail and freezing tempera-
tures, although rarely snow, may be
encountered. In summer, Karachi
and other centres are unpleasantly
hot by Canadian standards—as high
as 115 degrees in Karachi and up-
country centres may be ten degrees
hotter. East Pakistan is humid and
tropically hot from March on. The
visitor can wear his usual business
suit during the three or four cooler
months and will need a topcoat for
winter visits up-country. East Pakis-
tan is mostly tropical, although in
winter medium-weight suits may be
worn. A dinner jacket is essential
if the businessman expects to attend
evening receptions. In summer,
lightweight tropical clothing is
needed and sufficient clothing to
permit frequent changes should be
carried. Air conditioning is becom-
ing more common year by year,
particularly in Karachi and other
larger cities, but in requesting
hotel accommodation, be sure to
specify it.
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Office hours in government and
semi-official organizations are from
8.30 am. to 2 p.m. six days a
week. Business hours in Karachi
are 9 am. to 4.30 p.m. with a
half-day Saturday. Because Pakis-
tan is a Muslim state and Friday
the day of congregational prayers,
offices are usually closed Friday af-
ternoons. The Muslim faith enjoins
a month of fasting (Ramadan) on
its followers and during Ramadan
offices close at noon to accommo-
date those who will not allow food
or drink to pass their lips during
the daylight hours. As the beginning
of the lunar month is determined by
the actual sighting of the new moon,
it is impossible to forecast the date
of Ramadan precisely—each year
it advances about ten days from
the preceding year and in 1963 it
will approximate the month of Feb-
ruary. Business activity of necessity
slows down during this time and
it is advisable for Canadian busi-
nessmen intending to visit Pakistan
to find out from the High Commis-
sion when Muslim and other holi-
days are scheduled.

On Arrival

Karachi is on the main staging
route from Europe to the Far East
and many international airlines
serve the city. Unfortunately, be-
cause it is the halfway staging point,
Karachi airport seems to be at its
busiest at about 3 a.m. Nevertheless
most of the airlines provide bus
service to the centre of the city and
the principal hotels are used to
catering to late arrivals.

In the larger centres, such as
Karachi and Lahore, hotel accom-
modation is acceptable but not up
to North American standards.
Hotels of the ordinary commercial
type tend to be expensive by west-
ern standards of accommodation,
food and services. The Commercial
Section of the High Commussion can
provide detailed information and
make reservations on request.

Where to Go

Most business visitors arrange to
visit Karachi, the largest city and
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business centre, with a population
of approximately 2.3 million.
Karachi is headquarters for most
large Pakistani business firms, banks
and insurance companies and most
firms that maintain branches in both
parts of Pakistan have their head-
quarters here. The political capital
has been moved from Karachi
and is now temporarily located in
Rawalpindi, 1,000 miles north of
Karachi. Many government depart-
ments are now established in Rawal-
pindi and businessmen who need to
contact officials of these depart-
ments should be prepared to fly
there; flying time (via Lahore) ap-
proximates four hours, air service
is good, and the cost 1s about
$45.00 return. (The site of Islama-
bad, the planned future capital of
Pakistan, is about ten miles from
Rawalpindi. )

Anyone who intends to travel by
rail should be prepared to bring his
own bedding for an overnight trip;
express trains have air-conditioned
coaches and dining cars.

The businessman who wishes to
contact agencies such as the rail-
ways, the Water and Power De-
velopment Authorities, the Pakistan
Industrial Development Corpora-
tions, the Inland Water Transport
Authority and others that are under
provincial control will want to visit
the two provincial capitals—Lahore,
West Pakistan (population 1.6 mil-
lion), and Dacca, East Pakistan
(population 750,000). Both cities
are secondary commercial centres.
Lahore is 700 miles or two hours
and 40 minutes’ flying time from
Karachi and Dacca is a four-hour jet
flight. The Commercial Division of
the High Commission, Karachi, will
advise businessmen where to find
officials they wish to interview.

Social Customs

Social customs based on the Mus
lim faith, followed by the majority
of Pakistanis, differ considerably
from those in Canada. Practising
Muslims do not touch alcoholic
beverages, and an invitation to
“come up to my hotel room for a

drink” should not be as freely or
liberally given as in Canada. The
tenets of the Muslim faith are fol-
lowed more strictly in the smaller
centres than in Karachi and other
large cities, where familiarity with
European customs has led to a
somewhat freer interpretation.
Nevertheless Muslim women have
a different status from their Chris-
tian sisters. Although the strict
observance of the purdah system is
on the wane, particularly among
members of the business community
in the larger centres, discretion
should be exercised in extending
invitations to Muslim women. Ca-
nadian businessmen need not worry
unduly about offending their Mus-
lim hosts in Pakistan if they practise
the usual courtesy and good man-
ners. The Pakistanis are a friendly
people with a strong tradition of
hospitality. They extend it gener-
ously to Canadians, who are well
regarded.

Doing Business There

Pakistan is an Eastern country
and the Canadian visitor should be
prepared for delays that otherwise
would leave him feeling frustrated.
Nor should he expect North Ameri-
can standards of efficiency and con-
cern about the wasting of time. Few
leave Pakistan after a two or three-
day visit with well-filled order-
books. Depending on the type of
goods he has to offer, the business-
man will have to spend a good deal
of time and effort before he can
expect tangible results, Moreover,
it is almost a truism to say that if
you want a decision, you must make
an approach at the highest level of
officialdom.

Representatives of Canadian firms
bent on introducing their lines
should, on their first visit to Pakis-
tan, arrange calls on prospective
local agents with whom initial cor-
respondence has presumably been
opened. The next step is to call on
prospective purchasers in the com-
pany of the new agent. If there are
only one or two non-government
buyers, a local agent may not be
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needed as direct sales may be pos-
sible. Price lists in Canadian or U.S.
dollars, or better still Pakistan
rupees (which are pegged to the
U.S. dollar) c. and f. Karachi are
a necessity because almost all buy-
ing is done solely on the basis of
price and c. and f. prices are normal,
as the insurance is usually arranged
from the Pakistan end. The diffi-
culty in bringing in samples of large
products and the fact that local
agents almost never sell from stock
mean that larger-than-usual quanti-
ties of descriptive literature are
needed. If copies are circulated
widely enough, there is a chance
that a non-technical procurement
officer will use them in drawing up
specifications for tendering.

A local agent should be ap-
pointed whenever possible; the

Commercial Section of the High
Commission can help in the selec-
tion. This is a requisite especially
when selling to the Government—
and the Government of Pakistan,
through its various agencies and
corporations, is the largest buyer of
imported goods. All {s purchases
(with the exception of foodstuffs,
railway requirements and military
equipment) are channelled through
the Directorate General of Supply
and Development, a Branch of the
Ministry of Industries. This body
calls for tenders, normally on a
worldwide basis, and makes pur-
chases with an eye to cost and with
less attention to quality or design.
A local agent keeps the Canadian
firm informed of government ten-
ders as they are called and can look
after its interests. He can advise on

the competitive position and other
relevant facts.

Engineering firms should be pre-
pared to have a senior representa-
tive visit Pakistan and study
business prospects at first hand.
Although developments under Pak-
istan’s Second Five Year Plan, In-
dus Basin Development Scheme
and so on provide challenging op-
portunities for consulting and con-
struction engineering services, the
competition is extremely keen. We
suggest that engineering firms first
consult the Engineering and Equip-
ment Division of the Department of
Trade and Commerce in Ottawa,
and also this Mission. The firm may
find it necessary to open an office
in Pakistan, establish or arrange
participation in a Pakistani firm be-
fore going after business here. ®

N COMMODITY NOTES

Aluminum Bottles

GHANA Ghana Distilleries Corporation has awarded
a £75,000 contract to the Ghana Pioneer Aluminium
factory to produce light aluminum bottles. The factory
has recently purchased £17,000 worth of machinery
capable of producing over 60,000 of these bottles a
year; they will be used for storing water and other
liquids—Accra.

Chemicals

ISRAEL—An integrated mining and chemical industry
is to be established in the next three years at Oron, in
the Negev Desert between the Dead Sea and the Medi-
terranean. The cost will approximate U.S.$23 million.
Four plants—a phosphate calcination plant, a soda ash
plant, a triple superphosphate plant and a defluorina-
tion plant are to be erected. The enterprises are to
be financed by development funds and international
loans, including a loan from the Export-Import Bank
Tel Aviv.

Cotton

SOUTH VIETNAM The Government has earmarked
U.8.$270,000 of its 1962 special economic budget to
boost production of cotton and thread at the Sicovina
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Weaving Mill, the first plant of its kind in Vietnam.
In addition, the firm is planning a branch at Da Nang
in which the Government has already invested U.S.$1.8
million this year, and a dyeing plant at An Nhon near
Saigon at an estimated cost of U.S.$2.25 million
Hong Kong.

Crawler Tractors

PAKISTAN—The Government has extended its prac-
tice of standardizing the equipment it purchases to
include crawler tractors for agriculture. One British
make, one German make, and models from two firms
with plants in both the United States and Britain have
been approved. Imports of crawler-type tractors of
other makes will not be permitted—Karachi.

Frozen Fish

PAKISTAN—Starting in November, a local firm will
process, quick-freeze and pack 3,600 tons of shrimps
or 4,800 tons of fillets a year. Known as Ocean Indus-
tries Ltd., the company has an authorized capital of
approximately Can.$1.2 million, with shares offered
for public subscrip ion. The factory will have the
latest machinery for quick freezing and processing.
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Though it is not included in the Second Five Year
Plan, it received government sanction as a special case
and obtained the necessary import licences.

The firm has made an agreement with one of the
major fish importers in the United States and the sale
of its entire production is assured. It is expected to earn
approximately $6 million in foreign exchange Karachi.

Furs

DENMARK—The Danish Fur Farmers Association
has announced that sales in 1961-62 totalled 115 mil-
lion kroner, compared with 84 million the year before.
The average price per pelt was 98.5 kroner, a rise over
1960 of 15.5 kroner, and 1,165,280 pelts were sold, an
increase of 149,652. The United States took 64 per cent
of the 1961-62 production; the rest went to European
countries, chiefly Britain, Italy and West Germany.
Denmark now has 3,800 fur farms. Within 16 years
the industry has become one of the country’s largest
exporters—Copenhagen.

limenite

CEYLON—The first consignment of 3,000 tons of
ilmenite to Japan left Ceylon recently on the S.S.
Asateru Maru. The local ilmenite factory is now com
plete with all automatic aids; production is estimated
at about 12,000 tons a year but may rise by the
end of 1962—Colombeo.

Marine Equipment

UNITED STATES—A steering nozzle which elimi-
nates the ship’s rudder by directing the prop stream
to steer the ship will shortly make its appearance on
the Great Lakes. Although the Kort nozzle has been
popular for some years in Europe, this will be the first
unit built in North America to be used on the Great
Lakes. It is being built for the Great Lakes Towing
Company—Chicago.

Newsprint

SWEDEN—Scandinavian newsprint producers have
agreed to reduce output for export by 25 per cent.
This is double the previous reduction of 12 per cent
effective April 1. For Sweden it will involve a drop of
about 100,000 tons a year, since Swedish newsprint
exports total about 450,000 tons a year. It is not
known how long the cutbacks will remain in force
but it is estimated that present over-capacity will
continue for at least a year. Swedish exports to July 31
this year totalled 226,300 tons, compared with 235,400
tons for the same period of 1961—Stockholm.

Potatoes

URUGUAY—Experiments in preserving stocks of po-
tatoes with antigerm treatment have proved successful
according to reports, particularly in the Departments
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of Canelones and San José. The potatoes were planted
in over 40 trial areas with different classes of soil and
were treated with different types of fertilizers and
pesticides. They were harvested over seven months ago
and treated with the antigerm preservative. Results
show little loss of weight and colour; the potatoes are
without sprouts and have the same appearance and
taste as those newly harvested. The experiments are
part of the national agrarian development plan
Montevideo.

Readymade Garments

ITALY—The manufacture of readymade garments on
an industrial scale is expanding rapidly in Italy. Some
2,000 firms now produce garments worth almost U.S.
$500 million a year. Exports in 1960 totalled about
U.S.$40 million and increased in 1961 to some U.S.$60
million. The purchase of readymade garments on a wide
scale has only recently become common in Italy
Rome.

Refrigerators

GUATEMALA—A new factory capitalized at $100,
000, under construction here will design and produce
refrigerators for restaurants and supermarkets—Guate-
mala City.

Rubberized Cloth

HONG KONG-—The first factory in Hong Kong to
manufacture rubberized cloth has started production
and will reportedly make about 150,000 yards of fabric
a month. Initial output will go to local factories making
raincoats and car-coats for export to South East Asian
markets. Full capacity is 600,000 yards a month. The
rubber comes from Singapore and the cloth is woven
locally—Hong Kong.

Shoes

HONG KONG-—Shoe exports are increasing rapidly
as the styles created for men, women and children
become popular with foreign buyers. Manufactures
include a wide range of shoes, sandals and slippers
and the largest markets at present are Britain and
certain South East Asian countrics, particularly Malaya
—Hong Kong,.

Telecommunications Equipment

PAKISTAN-—Official approval has been given to ex-
pand Pakistan’s only telephone factory, located at
Hairpur in West Pakistan. The project is expected to
cost approximately $2.5 million and to increase capacity
by about 500 per cent. Production of telephone instru-
ments will rise from 15,000 to 18,000 and of auto-
matic exchange lines from 8 000 to 12,000. About 500
teleprinters and 300 teleprinter exchange lines will be
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built and output of allied equipment expanded. The
project should save Pakistan about $1 million a year
in foreign exchange on imports of telecommunications
equipment, and will also help standardize equipment
throughout the country—Karachi.

Textiles

HONG KONG—The textile industry has expanded
considerably since 1948 and is now the Colony’s major
industry. ills are operating over 350,000 spindles and
more than 120 million pounds of cotton yarn were
produced in 1958. Woven products include cotton grey
drill, canvas and shirting and in 1958 production

exceeded an estimated 250 million square yards. Dye-
ing, printing and finishing have also advanced during
the past few years—Hong Kong,.

Uranium

GREENLAND—The Greenland Geological Investiga-
tion Authority has completed this year’s geological
survey, which discovered large uranium deposits ex-
tending over about 200 square kilometres. Seven bor
ings were made to a depth of 200 metres in the Ilimaus
sak massif, from Kvanefjeld to south of Skovfjord
Copenhagen.

I FOREIGN TARIFFS

I AND TRADE REGULATIONS

Colombia

NEW ECONO IC CONTROL EASURES—Mr.
J. H. Bailey, Commercial Secretary in Bogotd, has
reported that, as of November 8, 1962, all imports into
Colombia have been temporarily suspended until the
Colombian Government approves the adoption of new
economic measures, including the introduction of a tax
amounting to 2.30 pesos per U.S. dollar applicable to
exchange covering permissible imports.

Following the approval of this devaluation, the effec-
tive certificate exchange rate will consequently be 9
pesos per U.S. dollar instead of the former rate of 6.70
pesos per U.S. dollar.

New Zealand

INCREASE IN IMPORT LICENCES—Effective Oc-
tober 19, 1962, the New Zealand Government an-
nounced some increase in import licences for a wide
range of goods, and the reintroduction of token licences.

Most of the extra licences are in the consumer goods
field. However, special consideration will be given to
import applications for raw materials where the ex-
perience of the past few months has shown that extra
licences are necessary to maintain production at 1960
levels. Among the items for which licence quotas have
been increased are sporting requisites, glassware, trac-
tors, domestic sewing machines, office machines, toys,
gloves, cameras and photographic equipment, firearms
and cartridges, cutlery and watches.

A token licence category has been reintroduced for
a number of commodities. Licences for these products
will be issued on the basis of 100 per cent of the value
of licences issued in the 1961 licensing period for the
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same goods. Among the items in this category are
pickles and sauces, toilet soaps in tablet form, certain
types of apparel, footwear, purses, bicycles, toilet
preparations, stationery, lawnmowers, vacuum cleaners,
aluminum hollowware, window sashes, perambulators,
paints, and roofing material.

Details on individual commodities and quotas may
be obtained from the Commonwealth Division, Inter-
national Trade Relations Branch.

United States

TARIFF RECLASSIFICATION DATE—The United
States Tariff Reclassification Act and related con-
siderations were described in an article in Foreign Trade
of June 16, 1962,

The United States had until recently intended to
bring into force this very important technical and
administrative change in its tariff nomenclature on
January 1, 1963. The United States has now decided
to postpone the effective date of this measure. Although
the exact date on which the new classification will be
implemented had not been announced at the time of
writing, it appears likely to be between April 1, 1963,
and January 1, 1964. The U.S. Division will be inform-
ing Canadian exporters of the date decided upon when
it is announced.

Postponement of the new classification by the
authorities will give Canadian exporters additional time
to study the new tariff terminology in relation to items
of interest to them. It is recommended that exporters
do not postpone this task. Requests for assistance in
clarifying the new classification can be directed to the
U.S. Division.
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Department of Trade and Commerce

Head Office Trade and Commerce Bldg.,* Wellington and Lyon Sts., Ottawa

Regional Offices: st. John's, Halifax, Winnipeg, Vancouver (see page 33)

Gov. Local
Minister: The Honourable George Hees 2-0336, 2-0337
Executive Assistant: M. R. Jack 2-7052
Private Secretary: Mrs. Reta Taylor 2-0337
Deputy Minister: James A. Roberts 2-2888, 2-5838
Executive Assistants: D. H. Cheney, C. T. Charland 2-2380, 2-0819
Administrative Services: Comptroller-Secretary, L. J. Rodger 2-7411, 2-2262
Personnel Branch: Director, P. M. Legris 2-5430
Economics Branch: Director, V. J. Macklin 2-5658
Assistant Deputy Minister (External Trade Promotion);: H. Leslic Brown 2-2530, 2-0798
Assistant Deputy Minister (Trade Policy): J. H. Warren 2-4042, 2-2649
Assistant Deputy Minister (Commodities and Industries): Denis Harvey 2-5417, 2-7056
Assistant Deputy Minister (Domestic Commerce): B. G. Barrow 2-8431, 2-8502
External Trade Services
H. Leslie Brown, Assistant Deputy Minister 2-2530, 2-0798
Canadian Government Exhibition Commission 2489 Kaladar Ave.
Director: Glen Bannerman 2-7412, 2-3558
Assistant Director: Patrick Reid 2-7747
Administrative Officer: A. D. Simmons 2 6795
Chief, Design Section: T. C. Wood 2-3671
Chief, Production: J. Rachlis 2-3524
Trade Commissioner Service
Director: T. R. G. Fletcher 2-8286
Executive Director: H. M. Maddick 2-6835
Assistant Director (Personnel): A. B. Brodie 2-6300
Assistant Director (Administration): M. B. Blackwood 2-5669
Trade Fairs and Missions Branch
Director: D. G. W. Douglas 2-8269
Trade Fairs Abroad Division
F. J. Bradley 2-8855
Trade Missions Division
Chief: G. A. Cooper 2-8069
Trade Publicity Branch
Director: D. S. Armstrong 2-2479, 2-6394
“Foreign Trade” and “Commerce extérieur”
Editor: Miss O. Mary Hill 2-6588
Editorial and Ar¢ Services Division
Chief: F. R. Hamilton 2-6435
Media Relations Division
J. C. W. Davis 2-2186

*Unless otherwise noted, all offices of the Department are in this building. If you are telephoning from out of town, call
the government switchboard, CEntral 2-8211, and ask for the local; if you are in Ottawa, dial 9, then the government local.
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Trade Policy Services
J. H. Warren, Assistant Deputy ister

International Trade Relations Branch

Director: R. B. Latimer
Assistant Director: V. L. Chapin

General Reiations Division

W. Lavoie, G. W. Green 2-2144 A. R. A. Gherson
Asia and Middie East Division
Chief: F. P. Weiser
Commonweaith Division
Acting Ch'ef: A. W. Evans
European Division

Chief: W. G. Pybus

Latin American Division
Chief: B. S. Shapiro

United States Division

Chief: J. R. Downs

Domestic Commerce Services
B. G. Barrow, Assistant Deputy Minister
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Special Adviser T. E. Bocking

Industrial Promotion Branch

Director: G F G. Hughes

Depreciation Certification Division
S. B. Kayes

Industrial Services Division
Chief: G. P. Bourne

Reguiations and Publications Di ision
Chief: J. H. O’Connell
Special Studies Division
Chief: W. J. H. Purcell

Chemicai Industries Division
J. M. Belanger

Eiectrical Industries Division

Food Industries Division
E. T. Banting

Forest Industries Division
Chief: H. C. Jell'coe ..

Metal Industries Division
Chief: B. F. Armishaw

Textiie Industries Division
Chief: P. L. Boisclair

National Design Branch

Director: Carl J. Lochnan
Assistant Director: E. P Wel

Design Information Division
Mrs. M. Platek ..

Gov. Local
2-4042, 2-2649

2-2250
2-2981

2-4100

2-5642

2-2421

2-8727

2-7641

2-5176

2-8431, 2-8502

2-7886, 2-6968

2-4143

2-3111

2-5909

2-3713

2-6777

2-6683

2-4181

2-8082

2-8082

2-6904

2-2771

2 0342

2-0341

2-8971
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Domestic Commerce Services

Small Business Branch Gov. Local
Director: J. J. McKennirey 2-4737
Assistant Director: R. J. Chartrand 2-0517
Management Training Division

Chief: D. S. Conger 2-8802
Areas Division

A sistant Chief: S. C Severson 2-5207
Information Division

N. Grafman 2-7573

Standards Branch Standards Bldg., Holland Ave., Tunney’s Pasture

Director: R W. MacLean 2-2132
Electricity and Gas Division

Chief: E. F. Power 2-2956
Weights and Measures Division

Chief: C. S. Phillips 2-2000
Laboratory Division

Chief: W. J. S. Fraser . 2-2575
Commodities and Precious Metals Marking

G. R. Lewis 2-7075

Commodities and Industries Services

Denis Harvey, Assistant Deputy Minister ....... 2-5417, 2-7056
Agriculture and Fisheries Branch
Director: D. A. Bruce Marshall 2-4301
Assistant Director: G. E. Woollam 2-7634
Fisheries Division
Chief: T. R. Kinsella ............. 2-7385
Assistant Chief: D. J. Packman (Atlantic Fisheries) 2-7744
Pacific Fisheries: B. Choquette 2-6621
Inland Fisheries: e e 2-7385
Grain Division, Room 467, Confederation Bldg.
Chief: R. M. Esdale ............... 2-5830,2-5648
Assistant Chief: W. R. Hickman (Export) 2-7036, 2-5830
Assistant Chief: J. W. Channon (Domestic) 2-5648, 2-7036

W. J. O’Connor 2-5830, 2-5648

Livestock and Animal Products Division
Chief: K. L. Melvin 2-3172
Assistant Chief: D. H. Burns (furs, sugar, beverages) 2-4161
Livestock, meats and meat products: J. Kaffezakis 2-5347
Dairy and poultry products: John A. McKelvie 2-8039
Special Projects: R. M. McKay 2-7749
Plant Products Division
Chief: A. J. Stanton 2-7523
Fruits, vegetables and products: J. B. Mountain 2-0914
Special crops, feeds, seeds: F. Beaudette 2-6350
Grocery and confectionery products: W. J. Curran 2-6350
Oils, fats and oilseeds: H. E. Ryan 2-5481

Commodities Branch

Director: A. M. Tedford 2-6905
Assistant to Director: Miss R. Orr 2-0241
(cont’d.)
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Commodities and Industries Services
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Appliances and Commercial Machinery Division
Chief: G. W. Rahm
Assistant Chief: W. H. Grant

Sewing machines (domestic), gas, gasoline and kerosene pressure stoves, lamps, lanterns and
appliances: W. H. Grant

Scientific equipment and supplies: J. A. Findlay
Plumbing, heating, air conditioning, hardware: D. C. Meyers

R. F Harris
Apphances and housewares: P. C. Fredenburgh
H. G. Weber
Commercial machinery equipment and supplies, including office: O. A. Sulzenko

V. J. Byam
A. M. Mackenz'e

Chemicals Division

Chief: G. E. McCormack

Assistant Chief: G. A. Ferguson

Fertilizers, synthetic resins, rubber: G. A. Ferguson

Pesticides, adhesives, cleaning compounds, etc.: R. B. Ball
Petroleum, heavy organic chemical : T. V. Harquail
Pharmaceutical products, inorganic chemical : J. G. Touchette
Paints, coal tar, light organic chemical : A. G. Billingsley

Engineering and Equipment Division

Chief: R. C. Wallace

Engineering Services Section: R. C. Wallace

Consulting engineering, aerial surveys

Construction contracting: V. P. Rossiter

Communication and Electric Equipment Section: R. Sang ter

Nuclear instrumentation: R. Sangster

Communication electronic equipment: D. L. Draper

Transportation and Industrial Plant Equipment Section: J. F. Frank

Nuclear reactor equipment

Agricultural and automotive equipment, vehicles, aircraft, ships, railway rolling stock: G. C. Clarke
Metal working and industrial plant equipment: J. R. Johnson

Process Plant Equipment and Projects Section

Forest products, mining, rolling mill plant equipment, projects: 1. T. Hansson
Electrical and chemical plant equipment and projects

Municipal plant equipment and projects

Food processing plant equipment and projects

Forest Products Division

Chief: M. N. Murphy
Assistant Chief: D. D. Lockhart
Logs, other round material, lumber and sawmill products: P. H. Jones
J. M. Monaghan
Manufactured wood products: D. D. Lockhart
A. D. Monkhouse
Wood pulp, newsprint, other papers and paper products: E. J. White
M. K. Paumann
F. T. Carten

Metals and Minerals Division

Chief:

Assistant Chief: O. L. L’Esperance

Iron and steel: O. L. L’Esperance

Non-metallic minerals: R. P. Mulvihill
R. T. B. Harvey

Non-ferrous metals: R. J. Hurley

(cont’d.)

Gov. Local

2-6950
2-3209

2 3209
2-6958
2-6383
2 6958
2-6552
2-6552
2 7956
2-7956
2-4160

5993
2-6075
2-6075
2-2905
2-7601
2-5177
2-2905

2-4082
2-4082
2-4082
2-5382
2-8086
2-8086
2-6479
2-8897
2-8897
2-3873
2-7546

2-5859

2-0273
2-4863
2-5811
2-5811
2-4863
2-4863
2-5127
2-5127
2 6974

2 8422
27731
2-7731
2 5823
2 5159
2 3823
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Commodities and Industries Services Gov. Local

Textiles and Consumer Goods Division

Chief: A. C. Fairweather 2-6197
Assistant Chief: B. G. Gerridzen 2-7815
Handicrafts, chinaware, jewellery, photographic equipment: R. A. Drouin 2-5337
Ladies’ wearing apparel, linens: E. G. Gerridzen 2-7815
M. A. Olivier 2-8760
Leather, rubber and plastic products: W. L. Herman 2-0518
Textile fibres and fabrics, miscellaneous men’s wearing apparel, jute products, waste:
R. M. Josephson 2-3004
Watercraft, marine supplies, recreational supplies, toys: G. A. Taylor 2-5378

Trade Services Branch

Director: E. C. Thorne 2-7163
Assistant Director: G. M. Schuthe 2-6236
Allied Services Division

R. C. Montreuil 2-7746
Head, Directories Section: R. W. Bedard 2-6681
Trade Controls Division

Chief: S. G. Barkley 2-5670
Head, Export and Import Permit Section: G. L. Tighe 2-3640

I'ransportation Division
Chief: H. A. Hadskis 2-2737

REGIONAL OFFICES

Halifax, N.S., 5525 Artillery Place Phone: 422-8491
Regional Manager (Acting): W. A. Stewart Telex: 017429
St. John’s, Nfid., Sir Humphrey Gilbert Bldg., Duckworth St. (P.O. Box 5458) Phone: 2698
Regional Officer: Mrs. B. Robertson Telex: 016282
Winnipeg 1, Man., Room 521, Federal Bldg., 269 Main St. Phone: WH3-7496
Regional Manager: W. MacKenzie Hall Telex: 035287
Vancouver 2, B.C., Room 405, Federal Bldg., 325 Granville St. Phone MUI1-7161
Regional Manager (Acting): K. F. Noble Telex: 045391

Associated Services

Dominion Bureau of Statistics Holland Ave., Tunney’s Pasture Gov. Local
Dominion Statistician: Walter E. Duffett 2-2529
Assistant Dominion Statistician: J. T. Marshall 2-7695
Assistant Dominion Statistician: S. A. Goldberg 2-5458
Publications Information and General Inquiries 2-2489, 2-2959

Export Credits Insurance Corporation 309 Cooper St., P.O. Box 655

President and General Manager: H. T. Aitken CE2-4828
Vice-President: A. W. Thomas CE2-4828
Montreal Branch, Room 803, 407 McGill St. UN6-1268
Toronto Branch, Room 1511, 55 York St. EM4-5778
Translation Branch Gov. Local
Chief: Emile Boucher 2-2760
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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.

Conversion 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 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 International
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 .927536.

Foreign Exchange Rates

Can. dollar gnits per
untr Unit Type of Exchange equivalent anadian Notes
Co y ye 9 Nov. 19 dollar (See below)
Argentina ......... Peso ....... .007260 137.74
Austria ............ Schilling ... .04179 23.93
Australia .......... Pound ...... 2.4168 .4138
Bahamas .......... Pound ...... 3.0210 .3310
Belgium and
Luxembourg ....|Franc ...... .02168 46.12
Bermuda .......... Pound ...... 3.0210 .3310
Bolivia ............ Potosi ...... # 3
Brazil ............. Cruzeiro .... +002306 433.65
T
Britain ............ Pound ...... 3.0210 .3310
British Guiana .... |Dollar ...... .6294 1.59
British Honduras .. | Dollar ...... .7623 1.33
Burma .........00 Kyat ....... .2264 4.42
Ceylon ............ Rupee ...... 2266 4.41
Chile ......ccovnvnn Escudo ..... Free ...ovvereeoncanansanns .4139 2.42
Colombia .......... Peso ........ § §
Congo, Republic of | Franc ...... .02168 46.12
Costa Rica ........ Colon ...... .1627 6.15
Cuba ...iieiiiiinnn Peso ........ ¥ i
Czechoslovakia .... | Koruna ..... .1497 6.68
Denmark .......... Krone ...... .1558 6.42
Dominican
Republic ........ Peso ........ 1.0781 .9275
Ecuador ........... Sucre ...... .05990 16.69
.04690 21.32
El Salvador ....... Colon ...... .4313 2.32
Fiji ooooeveiinienns Pound ...... 2.7216 .3674
Finland ........... Markka ..... .003369 296.82
France, Monaco,
ete. ......ooenlll New Franc .2200 4.54 (1)
Franco-African
Republics, ete. .. [Franc ......| ... i .004400 227.27 (2)
French Pacific ....[Franc ......| cciviiiiiiiiinernnneonocans .01210 82.64 3)
Germany . .2690 3.72
Ghana ............. 3.0210 .3310
Greece ............ . .03593 217.83
Guatemala e 1.0781 .9275
Haiti ..... ceee .. .2156 4.64
Honduras i . .. .5391 1.85
Hong Kong .1880 5.32 *Nov. 9
.1888 5.30
Iceland ............ .02507 39.89 (4)
India .....ovvvnennn . 2266 4.41
Indonesia .. .02396 41.74 (4)
Iran ........ .. .01423 70.26
Irag coveeeeeeenenns 3.0188 .3312

$No quotation available.
{Exchange auctions will be held each week for limited amounts of exchange.

§The new effective certificate exchange rate applicable to imports, when approved, will be increased to
9.00 pesos per U.S. dollar.

iThere is no trading in Cuban pesos in U.S. or Canadian banks at present.
*Latest available quotation date.
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Can. dollar Units per N
Countr Unit equivalent Canadian otes
Y " Nov. 19 dollar (See below)
Ireland ......... .. Pound ...... 3.0210 .3310
Israel ............. Pound . .3594 2.78
Ttaly .............. Lira ........ .001737 585.82
Japan ............. Yen ... .... .002995 333.89
Lebanon .......... Pound .3538 2.83
Mexi o ............ Peso .08625 11.59
Moroceco ......... Dirham .2156 4.64
Netherlands ....... Florin ...... 2993 3.34
Netherlands
Antilles ......... Florin ...... oot 57117 1.75
New Zealand ...... Pound ...... c.ieeiiiiiiiiiiiiiiaaaa 3.0004 .3333
Nicaragua ......... Cordoba ... Effective buying ...... . .1540 6.49
Official selling ........... .1629 6.54
Nigeria ............ Pound ...... 3 0210 .3310
Norway ........... Krone ...... .1508 6.63
Pakistan .......... Rupee ...... . 2266 4.41
Panama ........... Balboa ..... 1.0781 .9275
Paraguay ......... Guarani .... .008739 114.43
Peru .............. Sol ......... .04019 24.88
Philippines ........ Peso ........ .2763 3.62
Portugal & Colonies Escudo ..... .03750 26.67 (5)
Republic of
South Africa .... Rand ....... ....... ciiiiiieeiniienennn 1.5105 .6620
Singapore and
Malaya .......... Straits Dollar ..............ccoiiiiiii.t, .3522 2.84
Spain and
Dependencies ... Peseta ...... ... ... i i, .01797 55.65
Sweden ........... Krona ...... ..ottt .2090 4.78
Switzerland .. oo Frane oo.. i i .2498 4.00
Syria .............. Pound ..... .3012 3.32
Thailand .......... Baht ....... .05073 19.71 (4)
Tunisia . 2.6198 .3817
Turkey .1198 8.35 (4)
United Arab
Republic ........ Pound ...... Official ................... 2.4797 .4033
United States ...... Dollar ...... 1.078125 .927536
Uruguay ...... .. Peso ........ .09832 10.17
Venezuela ......... Bolivar .... Free .............cceuuen.. . 2382 4.20
Official .... .............. .3215 3.11
West Indies ....... Dollar ...... ittt .6294 159 (6)
Pound ...... ... . i, 3.0210 .3310 n
Yugoslavia ........ Dinar ...... Official ................... .001438 695.41

Notes

1. New franc is also used in Algeria, French Guiana, Guadeloupe and Martinique.

Chad, Central African Republic, Congo, Dahomey, Gabon, Ivory Coast, Mali, Islamic
Republic of Mauritania, Niger, Senegal, Upper Volta, Cameroons, Togoland, and Mala-
gasy. Also Reunion, Comoro Islands, St. Pierre and Miquelon.

N

. New Caledonia, New Hebrides, French Polynesia.

Additional rates are in effect.

. Portugal: approximately same rate for Portuguese territories in Africa.
. Barbados, Trinidad and Tobago, Leeward and Windward Islands.

P T S T SV

. Jamaica.
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Markets in Brief: GREECE

Area: 50,550 square miles, of which ap- |||”|
proximately 10,000 represent the ”“Wm”
combined area of the Greek islands.

Population: 8.4 million (1961)

“ vuc
Climate: Pleasantly warm and dry
throughout the greater part of the

year. In the Athens area tempera- “ ALBANIA '
tures rise to 95 or even to 105 ']
degrees from mid-June to mid-
September. )
Language: Greek; English and/or French " b

are spoken by most senior govern-
ment officials and by many members
of the business community. Leading
firms correspond in English and/or
French.

Currency: Drachma; one drachma—Can.
$0.03586.

Weights and measures: metric system.
Capital: Athens.

Chief ports: Piracus (the port of Athens
and by far the most important),
Salonica, Patras, Volos, Cavalla,
Candia (Crete).

Marketing centres: Athens-Piracus met-
ropolitan area (population) 1.8 mil-
lion; Salonica 374,000; Patras
95,000; Volos 67,000; Candia 483,-
000; Rhodes 123,000.

Economy: basically agricultural although
emphasis is now on industrial de-
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velopment. Mining, fishing and for-
estry are carried on to a substantial although relatively
minor extent.

Total Greek imports: 1961—$583 million.

Chief imports: (million $) 1961—machinery and equipment
143; agricultural products for human consumption 93;
ferrous and non-ferrous ores and metals 67; chemicals 55;
textiles and basic manufactures 50; fuel and petroleum
products 47; lumber, pulp and paper 40.

Chief suppliers: (million $) 1961—West Germany 115, United
States 86, Britain 69, Italy 44, France 35, U.S.S.R. 21,
Yugoslavia 21, Belgium-Luxembourg 20.

Value of imports from Canada: 1961—Can.$4,995,258; 1960
—Can.$5,546,209.

Chief imports from Canada: (Can. $°000) 1961—aluminum in
primary form 1,255; copper ingots, bars and shapes 738;
flaxseed 402; dressed fur skins 396; sheet and strip steel
255; seed potatoes 191; pneumatic tires 185; newsprint
185; copper strip and tublng 170; synthetic rubber 148;
dressed mink furs 116; raw asbestos 74; tissue and sanitary
paper 60; bolts and nuts 53.

Total Greek exports: 1961—$234 million.

Chief exports: (million $) 1961—tobacco and cigarettes 81;
currants and sultanas 29; raw cotton 27; citrus fruits,
fresh fruits and grapes 16; various ores and metals 13;
raw hides and skins 11; colophony and turpentine §;
olives and olive oil 5; wine, must and beverages 3.2
furs 3; calcinated magnes'te 27 dried figs 2.7; marine
sponges 2.2; cotton yarns and fabrics 2.

Chief markets: (million $) 1961—West Germany 46, United
States 38, Britain 21, U.S.S.R. 18, France 11, Czecho-
slovakia 10, Italy 5.

Value of Canadian purchases:
Can.$537,910.

Chief Canadian purchases: (Can.$’000) 1961—olives in brine
101, manufactures of furs 78, canned vegetables 49, dried
figs and fig paste 43, marine sponges 41, non-sparkling
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1961—Can.$544,731; 1960—

wines 35, Turkish tobacco unstemmed 35, olive oil 28,
brandy 20.

Dollar exchange: freely granted.
Prices: quote in Canadian or U.S. dollars, c.i.f. Piraeus.

Import pollcy Greece follows a very liberal lmport policy
but is an extreme y price conscious market; import duties
are substantial om most products made domestlcally

Credit terms: terms of 30 to 180 days or even longer are
indispensable in many trades.

Samples: duty-free if of no commercial value; travellers’
samples of commerclal value admitted on payment of a
deposit, which is refunded if samples re-exported within
six months.

Foreign banks: American Express Hellas Co. Ltd. is the only
one operating at present, but all leading Canadian bank
have connections with one or other of the principal
Greek banks.

Correspondence: airmail essential;
ounce.

letters 15 cents per half

Trade agreements: modus vivendi with Canada signed in 1947.
Greece became an associate member of the European
Economic Community on November 1, 1962.

Import controls, documentation, customs tariffs, marking and
labelling: consult the International Trade Relations Branch,
Department of Trade and Commerce, Ottawa.

For detailed information on this market write to:
European Division
International Trade Relations Branch
Department of Trade and Commerce
Ottawa
or
Commercial Counsellor
Canadian Embassy
31 Vassilissis Sophias Avenue
Athens, Greece.
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