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How to
Sell in Czechoslovakia

Czech producers are now participating more actively in foreign
trade and drive to modernize industry means better opportunities

Canadian sales. Visiting Prague and discussing products with
state trading corporations are the essential first steps in selling.

R. G. GODSON, Assistant Commercial Secretary, Vienna.

PATIENCE and perseverance are two
of the most important qualities in
developing business in Czechoslovakia
which, next to the Soviet Union, is
Canada’s most important trading
partner in Eastern Europe.

Czechoslovakia represents a market
of over 14 million people with total
imports in 1964 valued at $2.62 bil¬
lion. Last year, according to figures
just released, the volume of foreign
trade went up over 9 per cent, with
an increasing percentage supplied
from Western countries. Significantly,
imports went up about 13 per cent
but exports increased only about 5
per cent.

This trend reflects the constant
need for substantial imports of raw
materials and agricultural produce
and also of modern equipment, par¬
ticularly welcomed by Czechoslovak
producers. Imports of engineering
goods also rose considerably, with
nearly 50 per cent of the increased
imports coming from Western coun¬
tries. Altogether trade with the West
went up more than 11 per cent last
year, though Soviet Bloc countries are
still Czechoslovakia’s main trading
partners, accounting for over 72 per
cent of the goods exchanged.

Czechoslovakia is comparatively
short of raw materials. There are siz¬
able deposits of coal, uranium ore,
magnesite and clays, but most of its
requirements have to be imported. All
imports of oil and much of the iron
ore come from the Soviet Union.
Wool, cotton, rubber and wheat are
imported in large quantities. Cze¬
choslovakia’s twin goals are to im¬
prove efficiency in agriculture and to
increase the quantity and quality of
industrial production for export.

These buildings house the annual International Trade Fair in Brno, Czechoslovakia.The 15-day exhibition leans heavily towards engineering products and services; is anexcellent way to introduce yourself to potential Czech buyers. The Canadian Govern¬ment will have a composite exhibit at this year’s fair opening in September.

State Trading Only
Imports into Czechoslovakia are

planned and handled by state trading
companies, each with a specialized
field of economic activity centered
around specific products and com¬
modities. A single organization thus

buys a particular range of products
for the whole country.

Each trading company draws up an
annual import plan which is subject
to the Government’s approval. Be¬
cause the foreign trading corporations
do not use the products they import
but act as agents for the manufactur-
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ers or wholesalers, the annual import
plans take into account the demands
of the end users, who are often re¬
ferred to as “clients”.

A Canadian businessman must
therefore contact the trading compa¬
ny which handles his product and be
prepared to conduct all subsequent
dealings with it. This includes
negotiations on quality, price, terms
of sale and delivery. Protracted and
exhaustive negotiations usually pre¬
cede the placing of firm orders. All
foreign trade organizations carry on
correspondence and negotiations in
English and interpreters are always
available, if necessary, during visits.

Promoting the Product
Building up sales takes time and

effort. It is necessary to cultivate con¬
tacts within these organizations and
eventually, through them, to meet and
discuss the products with the end us¬
ers. With few exceptions, this involves
at least one personal visit.

It is often useful to deliver lectures
and show technical films to groups of
experts and to advertise in the na¬
tional press or in one of the country’s
50 or more monthly technical jour¬
nals. Recently, a new corporation
called “Made in Publicity” was estab¬
lished to help foreign businessmen
make their products known in Czech¬
oslovakia.

Another way of introducing your
products in this market is by entering
trade fairs. The principal one is the
Brno International Trade Fair held
annually in September. It lasts about
15 days and features mainly engineer¬
ing goods organized on a commodity
and company basis rather than by
national pavilions. This year, the Can¬
adian Government intends to sponsor
an exhibit in the Pavilion of Nations.

Controlling Imports
Czechoslovakia has no general im¬

port licensing system. About the same
effect is achieved, however, by the
annual import plan. This plan, which
is not published, indicates the total
quantity and quality of the goods
required to be imported during the
yeaj. Within these limits the trade
corporations may buy from the sup¬
plier offering the best quality, prices
and terms. Products not included in
the plan are effectively excluded.

Payment for goods imported from
abroad is made by the Commercial

Czechoslovakia's Foreign Trade Corporations
THESE are the main Czechoslovak foreign trade corporations and the types
of products they handle:

ARTIA
Cultural commodities, books, gramophones, records, music, jewellery.

CENTROTEX
Textile raw materials, semi-finished and finished goods, felts, leather
and leather goods, footwear.

CHEMAPOL
Chemical raw materials and products, rubber, mineral and lubricating
oils, pharmaceuticals.

FERROMET
Metallurgical products, rolled materials, wire and wire products, forgings,
pressings, specialty steels.

KOOSPOL
Agricultural products, seeds, tobacco, canned and preserved foods.

KOVO
Precision engineering products, electrical equipment, radio, television
and telephone equipment, optical instruments, textile and footwear
machinery.

LIGNA
Timber, paper and wood products, musical instruments, furniture.

METALIMEX
Ores and metals of all kinds.

MOTOKOV
Vehicles and light engineering products, agricultural machinery, domestic
and household appliances, hand tools.

ONMIPOL
Aircraft, sporting arms and ammunition, fission materials, equipment
and instruments for nucleonics.

POLYTECHNA
Purchase and sale of patents, conclusion of licensing agreements.

PRAGOEXPORT
Haberdashery and tailors’ requisites, fishing tackle, smokers’ requisites,
travel articles, artificial flowers, rubber goods, sports articles, toys,
pens and pencils.

STROJEXPORT
Machines and machinery equipment, heavy diesel engines, electronic
power equipment, rail vehicles, pumps and compressors.

STROJIMPORT
Machines and industrial plant; heavy electrical engineering for the
chemical, paper and food industries; machinery for production of glass,
ceramics and cement; machine tools.
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Bank at the request of foreign trade
corporations. An annual foreign cur¬
rency plan follows the annual import
plan. If the import is in accordance
with this plan, no special currency
permit is required. In ordering goods
from abroad, however, the foreign
trade corporations are under a statu¬
tory obligation to consider the foreign
exchange position, and the Com¬
mercial Bank is responsible for su¬
pervising the working of the foreign
currency plan. It may be taken for
granted that if the trade corporations
place an order, the necessary curren¬
cy will be available at the right time.
Their record in meeting terms of pay¬
ment, usually involving short-term
credit, is excellent.

Central Plan Modified
The new system of economic man¬

agement which started coming into
operation at the beginning of thisyey envisages generally more of a
guiding than a controlling role for the
central plan. It suggests greater re¬
sponsibilities for the actual managers
of plants, etc., with more attention to
the principles of supply and demand.
Producers will be allowed to partici¬
pate more actively in foreign trade
and users will work more closely with
the foreign trade organizations.

The recent decline in Czecho¬
slovakian industrial growth has been
causing the authorities considerable
concern. They attribute this slowing
down to a number of factors, includ¬
ing over-diversification, obsolete and
inefficient plants, poor quality produc¬
tion, and a serious shortage of labour.
An extensive modernization program
is now being instituted with increasing
emphasis on automation, the use of
computers, and the search abroad for
technical knowhow. This drive for
modernization presents improving
opportunities for technical exchanges
and licensing arrangements.

As for consumer goods, the stand¬
ard of living is still the highest in
Eastern Europe and the range and
quality of these goods are likely to
improve under the current emphasis
on management reforms.

Canadian exports to Czecho¬
slovakia in 1964 reached $54.2 mil¬
lion, but $50.1 million represented
sales of wheat under the five year
agreement signed in October 1963.
The remaining exports were made up
mainly of barley, rye, flaxseed, rape¬

seed, tobacco, hides and skins, syn¬
thetic rubber, copper shapes, asbestos,
textile machinery and aluminum.

Selling on the Spot
Canadian producers who want to

try personal selling will find that trav¬
elling to Czechoslovakia is now rela¬
tively easy. There are direct airline
connections between most European
capitals (including London and
Vienna) and Prague. Business visitors
require a visa, but can obtain one
quickly; they are now available at
Czech airports and border points.
After arrival in Czechoslovakia the
duration of a visa can be extended if
necessary.

The unit of currency is the Czech¬
oslovak Crown which is divided in¬
to 100 halers. At the official rate of
exchange, one Crown is worth about
15 cents but this has little practical
application for business visitors. From
the first of January 1965, a bonus of
125 per cent on the exchange rate has
been granted to encourage foreign
visitors to come to Czechoslovakia. A
condition of this bonus is that the
visitor spend a minimum of $3.30 a
day for the duration of his visa. This
condition is not onerous because the
average hotel bill alone exceeds this
amount.

Czechoslovak currency may not be
taken into or out of the country and
banking facilities are available at
border points for changing money.
As in all East European countries,
foreign exchange is eagerly sought.
The TUZEX company with head¬
quarters in Prague has specialized
Czechoslovakian goods for sale at
discount prices when payment is in
foreign currency.

There are a number of first-catego¬
ry hotels in Prague; the average cost
is $10.00 for a single room with
bath, inclusive. Meals are à la carte.
There are a number of restaurants of
varying standards in the city with
prices roughly equivalent to those in
similar establishments in Toronto or
Montreal.

Hotel accommodation should be
booked in advance, and foreign trade
organizations will normally do this on
behalf of visitors whom they expect.
Our office in Vienna can also assist in
making these and other arrangements.

It is advisable for a Canadian busi¬
nessman interested in the Czech¬
oslovak market to contact the

Commercial Division of our Embassy
in Vienna. Personnel from this office
make frequent visits to Prague. If
possible, the businessman should ar¬
range to stop in Vienna for discus¬
sions before going to Czechoslovakia.

It is apparent that a personal visit
is the most effective way of promot¬
ing sales in the Czechoslovakian mar¬
ket. Plenty of time is needed for
discussions and delays are unavoida¬
ble. The Canadian businessman
should therefore set aside at least a
week for his visit. An effective method
of consolidating the results of a trip
is to consider appointing as represen¬
tatives one of the many Austrian
firms centered in Vienna who cover
Czechoslovakia regularly. These con¬
tacts can be arranged through our
office in Vienna.

Doing business in Czechoslovakia
may take extra effort and a new ap¬
proach to selling unique to Eastern
Europe, but it can prove worthwhile.

Horns to Solve a Dilemma
CANADIAN COWS are becoming al¬
most as famous in Spain as Spanish
bulls are throughout the rest of the
world. Holstein Friesian cattle can take
the credit.

An official delegation from the Live¬
stock Division of the Spanish Ministry
of Agriculture visited Canada in 1965
with a view to buying Holstein Friesian
breeding stock as part of Spain’s live¬
stock improvement program. They were
pleased with the Canadian herds and
placed substantial orders.

The first shipment of 756 cows (plus
several calves born en route) arrived in
Vigo, northwest Spain, on September 25,
1965, and the second of 1,100 (plus an
additional 17 calves born at sea)
reached the northern port of Gijon on
October 11. Further shipments are ex¬
pected to bring the total up to 5,000.

Canada became the top cattle supplier
to Spain in 1965 and because the
Spanish Government plans to import
enough animals to make up its present
40,000-ton-per-year beef deficit, chances
are that Canadian sales will remain
strong.

Spanish farmers are being offered the
cattle on easy payment terms and the
Government gives an extra cow free
with each one purchased. The only
stipulation is that the farmer must hand
over to the Ministry the first female calf
born from the stock.»
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Vancouver Consultants
Do Business
in the Developing Countries

Consulting engineering contracts in Ecuador, India, and Ceylon
and a growing volume of business both at home and abroad—that’s
the five-year achievement of T. Ingledow & Associates. An
interview with several of its executives serves to highlight its
methods of looking for and obtaining foreign work.

O. MARY HILL, Editor, “Foreign Trade”.

SEVERAL months ago a Canadian
firm of consulting engineers handed
over to the UN Special Fund and to
the Government of Ecuador a com¬
pleted study of the hydrological re¬
sources of the province of Manabi, in
Ecuador’s coastal region. Today it is
busy designing the Poza Honda dam
on the Ayacucho River, one of the
projects recommended in the study.
Other commercial contracts may
follow.

Thousands of miles away in Ceylon,
the same company is supervising the
construction and equipping of Stage
I of the Maskeliya Oya development,
which it also designed. In nearby
India’s Nilgiris Hills, Madras, it has
designed, is overseeing the building
of, and obtaining the equipment for
Stage III of the Kundah hydroelectric
development being financed in part
by the Canadian Government under
the Colombo Plan.

This firm of consultants, T. Ingle¬
dow & Associates Limited, of Van¬
couver, came upon the scene only in
1961. But though the company itself
is young, many of its executives are
seasoned engineers. The president, Dr.
Thomas Ingledow, was for many
years vice-president of B.C. Power
Corporation and president of its sub¬
sidiaries, International Power and
Engineering Consultants Limited.
When the B.C. Government took over
B.C. Power in 1961, Dr. Ingledow
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and a number of his associates
formed the present firm.

Dr. Ingledow believes that his group
of consultants is rather unique be¬
cause it obtained its first and most
important contracts in foreign coun¬
tries. Only now, after five years, is
its business in Canada beginning to
assume the same importance. None
the less, part of its success overseas
has been obtained by applying “home-
grown” techniques to the foreign situ¬
ation. One example is the design and
construction of high-voltage trans¬
mission lines and the novel use of
helicopters for this purpose. L. H. J.
Cook, the Ingledow vice-president
who heads up this work, reports that
“there is wide interest abroad in our
Canadian experience and we have
recently secured a major contract for
transmission-line design in South
America”.

Some of Ingledow’s original as¬
signments fell neatly into its lap:
part of the engineering for the Kun¬
dah project, for example, had been
completed by a B.C. Power sub¬
sidiary before the provincial govern¬
ment takeover. Ingledow & Associates
then inherited the job. But for most
of the business it has obtained abroad
it has worked hard and steadily and
spent time, money and energy freely.

Because its primary interest is
power projects, it has concentrated
most of its efforts on the developing

countries, where the need for sources
of energy is dominant and acute.
D. D. Mears, one of the company’s
vice-presidents, points out that it
keeps a close tab on what is happen¬
ing in the power field everywhere.

Its engineers study carefully news
reports, engineering and other period¬
icals, papers published by engineering
societies, and releases from various
international financing agencies. Often
this pays off. A lead picked up in an
engineering journal resulted in a con¬
tract for a small job for a utility com¬
pany in southern Ecuador. This
breakthrough in South America has
since led to other assignments there,
including the hydrological study men¬
tioned earlier. The firm keeps in close
touch with the Canadian Trade Com¬
missioners stationed abroad and with
Commodity Officers of the Depart¬
ment of Trade and Commerce in Ot¬
tawa, who can pass on intelligence
about projects mooted in various
countries and invitations to tender.

Looking for Opportunities
But Ingledow engineers quickly

learned that trying to get work
through correspondence or printed
sources alone doesn’t work. Business
comes to the man who gets out and
looks for it. “Whenever an Ingledow
man is in an area,” says Mr. Mears,
“he takes the opportunity to expand
his field of interest.” If the Kundah
project takes him to India, for in¬
stance, he may stop over briefly in
Ceylon. First he will call on the Trade
Commissioner for a quick run¬
through on the country and its devel¬
opment plans, and then make the
acquaintance of the people respon¬
sible for getting power projects un¬
der way. This method of proceeding,
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Mr. Mears emphasizes, is particularly
useful in the Middle East and Africa,
as well as in Asia; in all these areas,
personal contacts count heavily.

If and when personal investigation
reveals current or future engineering
opportunities in a country, the com¬
pany looks for a good representative.
Ordinary commercial agents seldom
prove suitable and more often the
firm selects an engineer, a group of
engineers, or perhaps a lawyer. It is
important that the representative
chosen be a national of the country,
favourably known to and respected
by local businessmen and government
officials. His main functions are to
pass on information and to follow up
commercial intelligence or rumours
of impending projects. He can also
see that his principal gets notices of
tenders quickly and obtains some of
the information needed for tendering.
Today there are Ingledow representa¬
tives in 13 different countries on three
continents.

So many of the development pro¬
jects depend on a degree of interna¬

tional financing that the firm considers
it essential to cultivate close rela¬
tions with the World Bank, the Inter¬
American Development Bank, the
UN Special Fund, and similar inter¬
national financing organizations.
Although it is the client in the aid¬
receiving country who ultimately
chooses the consultant, it is helpful to
be well and favourably known to
those providing the money.

Determining Priorities
One of the reasons why engineers

of Ingledow & Associates stress per¬
sonal contacts is that the developing
countries so often need advice on
development priorities and on how to
plan. “If they knew exactly what they
wanted,” says Mr. Mears, “they
would scarcely need consulting engi¬
neers. A big part of our job is study¬
ing the situation and suggesting what
ought to be done first.” And these
priorities depend not only on what is
technically feasible but also on what
is economically possible. A project in
a developing country must make eco¬

This is a gauging station on the Portoviejo River in Ecuador, part of the hydrological
survey that T. Ingledow & Associates has carried out in the Province of Manabi.

nomic sense: it must be within the
country’s capacity to pay for (with
foreign aid included) and its capacity
to support when the work is finished.
In preparing pre-investment studies or
feasibility reports, the firm bears this
in mind and staff members skilled in
economics and administration work
side by side with the professional en¬
gineers. Final reports often say:
“Don’t build this; do build that,” or
“Build the first stage now; don’t try to
complete everything at once.”

Cultivating Contacts
Occasionally engineering firms look

askance at small jobs in a foreign
country and turn them down because
they don’t appear worth the effort.
This may be shortsighted. The small
job of designing a dam and a storage
reservoir for a utility in the south of
Ecuador led to further contracts from
the same company. More important,
when Trade and Commerce brought
to the attention of Ingledow and
Associates the hydrological resources
survey that the UN Special Fund was
financing, the firm already knew and
was known in Ecuador and had a
group of Spanish-speaking engineers
ready to operate there. These advan¬
tages helped it to win the contract.

At the moment, Ingledow engineers
have obtained the contract for
Ecuador’s Poza Honda dam and
reservoir mentioned earlier and are
working on two other projects there
sponsored by the Inter-American
Development Bank. One involves the
complete study of a utility company
to determine what further hydroelec¬
tric developments are needed, how
these should be financed, how admin¬
istration and accounting procedures
could be improved, and what service
tariffs should be charged to put the
company on a sound financial footing.
The other is a pre-investment study to
establish the feasibility of adding to
the generating facilities of a hydro¬
electric operation in the province.

Ceylon Is Example
The Maskeliya Oya project in

Ceylon illustrates how long and pa¬
tient cultivation of a potential client
can bring results. News of a proposed
hydroelectric development for supply¬
ing power to the city of Colombo
seeped through to B.C. Power and its
subsidiaries in 1957-58. After the
1961 breakaway from B.C. Power,
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Ingledow & Associates’ engineers go¬
ing back and forth to India went to
Colombo now and then to check on
the stage that the proposal had
reached. The time came when things
began to move. Ingledow engineers
then were dispatched to Ceylon to
find out exactly what the project in¬
volved, to inspect the site, and to
have some preliminary studies done.
Then costs were worked out and a
tender submitted. The contract, which
included provision for long-term
financing through Canada’s Export
Credits Insurance Corporation, was
finally signed in April 1963, about six
years after the Canadians first got
wind of the proposed development.
Detailed designs for the storage dam,
diversion dam and works related to
these took another twelve months.
Today the company is analyzing the
bids for the civil engineering work; all
the equipment used will be Canadian
and Canadian General Electric is
providing a major share of it. Actual
construction will take about two years
and the number of Ingledow and
Associates’ engineers in Ceylon will
increase as work begins.

The Vancouver firm also prepared
for the Government of Ceylon a
study of the transmission and distri¬
bution of hydroelectric power
throughout the country, how it could
be expanded to meet forecast de¬
mands up to 1980, and what specific
developments should be undertaken.
This study too was financed under
Section 21 A of the Exports Credits
Insurance Act.

Winning Contracts
Bearing in mind the experience that

the company has gained in the de¬
veloping countries, I asked Dr. Ingle¬
dow what in his opinion are the vital
factors in obtaining consulting engi¬
neering contracts. His answer was
prompt: “Technical competence allied
with ethical practices; one without
the other is meaningless. Then, good
client relations—and this is the most
difficult.” In the developing countries
particularly, these relations require
time and thought and usually a spe¬
cial approach. When Dr. Ingledow
was about to make his first visit to
India, for example, he spent some
hours with India’s High Commis¬
sioner to Canada learning about the
country’s history, political system,
religions, economic problems, and so
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on. But it takes time for Indians to
accept even the well-informed stran¬
ger. Dr. Ingledow has found that his
first trip is invariably difficult, the
second is easier, and on the third, he
receives a warm welcome. And this
applies to many countries besides
India.

In the developing countries the
North American has to learn to curb
his impatience. “We do in a day what
they do in a week,” says Dr. Ingle¬
dow, “or in a week what takes them a
month.” The foreign engineer has to
be both patient and tolerant, and
must prove that he is understanding
and well-intentioned. Because it takes
time to build up these essential per¬
sonal relationships, the firm has its
executives specialize in various geo¬
graphical areas; this makes for con¬
tinuity and mutual confidence.

Meeting Problems
Working in the developing coun¬

tries, Canadian engineers invariably
are faced with some problems. One of
the most difficult in the company’s
view is the serious lack of persons
with technical and management skills.
This means that its engineers often
become involved in work that is not,
strictly speaking, within their prov¬
ince. But when helping with the ad¬
ministration and management of a
project is essential, they turn to and
provide assistance and advice.

Political problems crop up almost
as often as administrative problems
but they call for a different approach.
In Ecuador, for example, the firm has
worked under three different reor¬
ganizations of government. The only
possible response to political difficul¬
ties is, says Mr. Mears, to keep on
doing the job with the greatest possi¬
ble degree of technical competence.
This practically guarantees that one’s
services will be retained despite
upheavals.

The stiff competition for business
in the developing countries isn’t a
problem peculiar to consulting engi¬
neers, but they must reckon with it.
In the engineering field, the Canadi¬
ans have found that their keenest
competitors come from the United
States, because they use basically the
same North American techniques and
offer the same types of competence.
But engineers from Britain, France,
Italy, Germany, and latterly Japan
are out eagerly scouting for contracts.

In the five years since it was found¬
ed, Ingledow & Associates has made
a reputation abroad in the power field
and advertises its readiness to under¬
take hydro, thermal and nuclear pow¬
er projects. It has also accumulated
experience in the use of water, water
conservation, flood control, and irri¬
gation. According to members of the
firm, its most urgent need now is to
broaden its base and branch out—into industrial development, municipal
and structural engineering, the trans¬
mission and distribution of gas and
oil, and other areas. (It does not
undertake pulp and paper projects.)
Already it is working in a number
of these fields. The next five years
should see it make even more sub¬
stantial progress both in Canada and
overseas.

Air Traffic 'Down Under'
IF CURRENT PREDICTIONS come
true, Australia’s control tower operators
are going to spend the next 10 years as
busy as a one-armed juggler. The De¬
partment of Civil Aviation says that
annual international arrivals and depar¬
tures will reach at least 970,000 by 1970
and over 2.5 million by 1980. The 1964
figure was a relatively slight 371,000.
Domestic traffic is expected to reach 4.5
million by 1970—a one million increase
over 1964.

To cope with the increased flow, the
Australian Government is spending
£6.15 million on extensions to Sydney’s
Kingsford-Smith airport, and a com¬
pletely new airport is now being built at
Tullamarine, near Melbourne, at a cost
of £17 million.

The boom so far has meant clear
skies and a good tail-wind for Qantas
Empire Airways. The government-owned
airline’s revenue for the year ended
March 31, 1965, was £54.6 million,
compared with a mere £15.9 million in
1955. The latest figure is up 20 per cent
from the previous year and meant a
return of 10.4 per cent on the Gov¬
ernment’s £20 million investment in
Qantas. Traffic on scheduled services
was more than 27 per cent above 1963-
64 and for the first time reached 200
million ton-miles. The two main domes¬
tic airlines, Ansett-ANA and Trans¬
Australia Airlines, also had record years.

The flight plan for Australian aviation
seems to read, “Ceiling and Visibility
Unlimited.”•
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How to Win World Markets 22
A trade-mark can be an exporter’s most valuable asset, but it must
be protected against piracy. An expert in this field explains the
whys and hows of registration abroad and some related problems.

Protecting

ALAN SWABEY,
Alan Swabey & Co., Montreal.

EXECUTIVES of a number of the
world’s best known corporations
got a shock this past January on
learning that their trade-marks
were among the more than 300 that
had been registered in the Principa¬
lity of Monaco by a Doctor Aries
and two companies, Prochim and
Marques et ProtectionJ These op¬
portunists had used a new law in

the pocket state to pierce the legal
armour of many international firms
despite their normal vigilance in
protecting their property at home
and abroad. The Monaco affair
may be an extreme case, but to a
lesser degree this kind of thing can
and does often happen.

How can you be sure it will not
happen to your trade-mark? Be¬
cause our law does not compel reg¬
istration, Canadians may be slow
in seeking protection abroad. Here,
the mere use of a trade-mark gives
rise to squatters’ rights. For ex¬
ample, in a recent case decided by
the Registrar of Trade Marks, a
Canadian concern which had first
used the trade-mark “Tre Stella” on
cheese but had not bothered to
register it was able to block a later
application for registration by the
Italian originator of the trade-mark.

'United States Trademark Association
Bulletin. Volume 21, Number 3, February 7,
1966. (Quoting from New York Times of
January 27, 28, 30, February 1 and 4,
1966, and from the Wall Street Journal,
February 1, 1966.)

But in many countries (Latin
America especially) there is no
registration and no comeback—or
at least the road can be rough.
Remember too that in some juris¬
dictions, infringement of someone
else’s registration may be a criminal
offence with the chance of a stiff
fine or jail, to say nothing of seizure
of the goods. So registration is a
must and there is a rush to get there
first.

Apart from self-defence, the ex¬
porter should register trademarks
at home and abroad for the follow¬
ing reasons:
(1) To comply with a legal oblig¬
ation like the Canada Precious
Metals Marking Act which requires
that precious metalware must carry
a trade-mark which has been reg¬
istered or applied for in Canada to
qualify for import.
(2) To protect an export mark in
Canada against other exporters,
even though the mark is not used
on the domestic market.
(3) As a basis for guarding prod¬
uct identity by stopping the sale
of others’ goods so marked that the
public cannot tell them from yours.
(4) To protect the goodwill in
trade-marks in places where the
marked goods are not sold, but
have become known through adver¬
tising flowing across a border.
(5) To set up a “reservoir” of
trade-marks ready for use on new
products.

(6) As a cornerstone for licensing
goodwill and knowhow to supple¬
ment patents or where there are no
patents.

All these results cannot be
achieved everywhere because the

Trade-Marks
in Foreign Markets

Foreign Trade



laws differ from place to place and
the trademark possibilities of each
territory have to be assessed on
their own merits.

What Is a Trade-Mark?
The definition of a trade-mark

also differs to some extent from
country to country. By and large, a
trade-mark is a tag a merchant puts
on his goods or services so that
customers can pick them out from
others. The term “trade-mark”
takes in not only design marks like
the “Esso” oval or the “Texaco”
star, but also word marks (which
the public calls brand or trade
names) like “Coca-Cola”, “Kodak”,
“Lucky Strike”, nicknames like
“Coke” and “Fridge”, initials like
“GM”, or “BP”, odd containers
like the “Haig and Haig” pinch
bottle, and gadget-shaped products
like the cereal with the hole in it.
An entire label or part of it, a
coloured band on a pencil, a multi¬
coloured drug capsule, a contrast¬
ing dot on the tip of a ski, special
shaped or coloured panels on
machinery or aircraft—in fact, any
marking which helps customers to
tell one maker’s product from an¬
other can be a trade-mark. But to
what extent, if any, a mark is
protectable is often a legal conun¬
drum and the answer may differ
from one jurisdiction to another.
Taboos

There are certain general and
local taboos which provide some
signposts to follow in ruling out
marks which you cannot call your
own. Among these are:

•Descriptiveness—Words which
merely describe the character or
quality of the goods are said to be
“descriptive” (or if they describe
it in reverse “misdescriptive”) and
thus are not protectable. The theory
is that everyone has a right to the
normal use of language to describe
his goods. In Canada, “Select” and
“Perfection” are descriptive.

•Generic Usage—Words which
were at one time trade-marks but

which the public has come to use
as the names of the goods are said
to be “generic”. The United States
considers that “aspirin” and “cel¬
lophane” fall into this class. Canada
does not. However “yo-yo” has just
been held generic by the Supreme
Court. “Shredded wheat” is generic
in both countries.

•Geographical Terms—These
are terms like “London” and
“Montreal” which anybody located
there has the right to use. There
are places famous for a product,
for example “Champagne” or
“Burgundy”, and only genuine
products made there have the right
to use that term.

Little-known places with no link
with the goods may have no strings
attached. Then there are the ex¬
ceptions which long use or marriage
with another word or other feature
has made distinctive. Examples are
“Canada Dry”, “Hawaiian Punch”,
and “Paris” garters.

•Immoral or Obscene Words—
Propriety deters me from giving
examples.

•Symbols Used by a Government
or Public Authority—Examples are
the Red Cross and the Royal Arms
Crest or Standard, or the Canadian
Flag. Armed Forces or university
badges and crests or emblems
which have been published by the
Trade Marks Office are also out¬
lawed as trade-marks.

These “dont’s” vary from place
to place; a taboo in Canada may
not exist abroad and vice versa.
Check for any special religious be¬
liefs or local superstitions. Some
countries have their sacred cows;
in others, the peacock is a bad luck
symbol. Language is always a prob¬
lem. A perfectly harmless English
word may cause foreign eyebrows
to rise. So before we seek registra¬
tion in a country, we always ask
our resident associate: “Does this
trade-mark have for you any mean¬
ing preventing it from use or
protection as a trade-mark?”

Each country has its own ideas
on what machinery (or lack of it)
there should be for protecting
trade-marks. The major federations
have a central registry. In countries
such as the United States, where
one can obtain state registration as
well as federal, there may be some
decentralization. In others, pre¬
registration in a mother country is
required. With the coming of in¬
dependence to new territories, this
is breaking down and the splinter
areas (for example, in Africa) have
to be covered by separate registra¬
tions. As common markets like the
EEC and EFTA and the Africa-
Malagasy group come into being,
collective registrations may be pos¬
sible, even though it may be wise
to maintain concurrent local reg¬
istrations.

Even in countries with formal
registration there are still varia¬
tions in the procedure. Sometimes
it is wise to have informal searches
made before applying for registra¬
tion, as insurance against infringing
someone else’s trade-mark or spend¬
ing money on a mark already taken.
The formal application to the reg¬
istering authority is usually made
by a specialist in the territory, act¬
ing on instructions of the Canadian
trade-mark agent. It may be neces¬
sary to make several registrations
abroad to cover goods which ex¬
tend into more than one official
class, even though a single registra¬
tion does the job in Canada, where
there is no classification system.

In countries with no examination
system, your application may be
recorded as a matter of course,
“sans garantie du gouvernement”.
Prominent countries which follow
this system are France and Italy.
This type of system is certainly
simple, but the disadvantage is that
registration does not really tell you
whether you actually have any valid
rights or whether you are treading
on somebody else’s toes. It is left
to the courts to decide. Canada and
the United States follow the ex¬
amination system. An examiner
screens your application for formal
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defects or conflicts with prior reg¬
istrations. As in Canada, many
countries provide the right of op¬
position and you may find that you
have to fight for your rights with a
competitor before you get your
registration.

Because the procedure varies
from country to country, it would
be wise to ask your trade-mark
agent about the type of examina¬
tion, whether there is opposition
by other parties, and so on. You
should also find out how much time
may elapse between the application
and the grant of the registration.
Costs should also be discussed so
that you will not be surprised later
at the expense; it may be quite
out of line with what you would ex¬
pect in Canada. You should also
have some idea in advance about
your chances of success and of any
dangers of using a given trade-mark
in a given territory.

International Registration
Is there no international registra¬

tion which will cover you without
having to register in each country?
The nearest thing to this is the
Madrid Agreement. You first seek
registration in your own country.
Then, applications are sent to the
other member countries for ap¬
proval and if there are no local
objections, the mark is registered
there. Many European and South
American countries belong to this
Agreement and use its facilities
regularly. Canada and the United
States are not members.

The International Convention, to
which we do belong, links many of
the industrial countries of the
world, giving members priority and
other rights not open to others. For
example, before the U.S.S.R. joined
the Convention last summer, Soviet
industrial units could not register
in Canada a Soviet mark not yet
used here. Now that the Russians
are members, their use and reg¬
istration in the U.S.S.R. give them
the right to register in Canada.
However, the Convention does not
extend protection to a foreign

country automatically. Though
members are privileged, they still
have to apply separately in each
country.

Marking
The fact that there is no special

marking prescribed in Canada to
show that a trade-mark is registered
may also tend to tranquilize the
Canadian trader to the often
stringent requirements abroad. In
Chile, Mexico, Peru and Portugal,
for instance, marking is a must. The
first three require “Marca Reg-
istrada”. Portugal demands “M.R.”.
In the United States, the usual
marking is “R” in a circle. In most
countries marking is not compul¬
sory but recommended and even
where it is optional, special wording
must be used. Because of the wide
variation in the rules, the marking
requirements in each country
should be carefully checked and
adhered to.

Furthermore, the indication that
a trade-mark is registered may be
a legal offence if marked goods
are imported into a country where
the mark is not registered. In Ger¬
many unfair competition laws have
real teeth, and competitors may use
false statements as a basis for legal
harassment. In some countries
falsely marked goods may even be
stopped at the border.

Assignment
The normal cost and ease with

which assignments of trademarks
can be registered at home may be a
snare to Canadians who intend to
transfer this type of property
abroad. Foreign fees can be stag¬
geringly high by Canadian stand¬
ards. In some countries, there are
time limits within which a change
of title must be recorded or heavy
fines will result. Special documents
and legalization may be required,
and in some cases a real considera¬
tion based on the value of the
property must be named and com¬
mensurate fees are levied. So it is
wise to try to register a trade-mark

in the name of the ultimate owner
in the first place and avoid any
unnecessary change of title.

Licensing
Before you let anybody use your

trade-mark, you should check to
make sure that the law lets you do
it, and get someone who knows the
ropes to arrange the terms. Up to
1953, licensing was fatal to trade¬
marks in Canada. Foreign com¬
panies quite often had to assign
their trade-marks to their Canadian
subsidiaries or agents and to make
sure that all goods came from the
same corporate source. Under our
present Act, licensees can be legally
appointed provided they are made
Registered Users. The red tape,
though, is strange to the business¬
man and if he gets off on the wrong
foot he may damage his rights
beyond repair. Specialists had
hoped that when the new Act came
into force, the courts might be easy
on those who did not follow the
rules exactly, but these hopes were
dashed last year by the Supreme
Court of Canada in the case of
Cheerio v. Dubiner*. In contrast,
many countries have no roadblocks
at all against trade-mark licensing.
Longevity

Unlike a patent, which is granted
for a limited term, a trade-mark ac¬
cording to Canadian practice and
that of most countries is good for¬
ever if all goes well. But it must
not be neglected; it needs constant
care. Some of the steps you can
take to create and guard trade¬
mark rights in all markets in which
they appear are:
(1) Select a legally strong mark23.
In choosing a word trade-mark, one
could not go far wrong in following

2Cheerio v. Dubiner, Supreme Court of
Canada. Not yet published.

3“How to Select a Brand Name”, Alan
Swabey. Packaging News. Volume 13,
Number 2. Published by “Cellophane”
Division, Canadian Industries Limited,
Montreal. 1951. Why Did They Name
It ...? Hannah Campbell. Published by
Fleet Publishing Corporation, New York,
1964.
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the advice of George Eastman, the
originator of “Kodak”. Mr. East¬
man said: “I chose that name be¬
cause I knew a trade name must be
short, vigorous, incapable of being
misspelled to an extent that will
destroy its identity, and, in order
to satisfy trade-mark laws, it must
mean nothing.”

(2) Find out before you go too far
with plans to use a mark if someone
else is already using or has reg¬
istered a similar mark, or if there
are any companies with corporate
names which might conflict.
(3) Watch for and oppose any ap¬
plication to register a similar mark.
(4) Take prompt action to stop the
use of a similar mark by competi¬
tors. Delay may injure or kill your
rights.

(5) Do not change a mark too
much or too fast or you will con¬
fuse customers and lose sales. If
you change your mark, be sure to
check registrations to see whether
they cover the changed versions.
You may have to re-register.

(6) Do not combine one mark with
another or you will dilute both.
(7) Try to avoid merging the mark
with somebody else’s—for instance,
in a joint venture. Its identity may
be lost forever.
(8) Register and take any other
steps needed in territories of in¬
terest and renew the registration
when it expires.

(9) Set up an “early warning sys¬
tem”—first, to keep watch on the
official publication of applications
for registration of trade-marks in
countries of interest so that damag¬
ing applications can be opposed in
time; second, watch trade publica¬
tions, newspapers, television, radio,
and goods on the market to nip in
the bud any damaging use of simi¬
lar marks; third, educate salesmen,
advertising and detail men in the
importance of your trade-mark so

they will report promptly any sus¬
pected infringement; fourth, alert
the Canadian Foreign Trade
Service and your commercial agents
abroad of your trade-mark registra¬
tion in their territory in case they
spot infringing marks.

(10) When changing ownership or
licensing of a trade-mark, find out
promptly what obligations there
may be to record it and take steps
to do so where you have to.

(11) Don’t let anybody else use
your mark without first finding out
if you can allow this legally; before
licensing a trade-mark make sure
that the terms of the licence are
permissible under the laws of the
licensee’s country.

(12) Have your labels checked by
a trade-mark agent to make sure
that the trade-marks are properly
used, displayed and marked.

(13) Be sure any compulsory or
recommended notice of registration
appears with the trade-mark.

(14) Where possible, use with your
trade-mark a generic term to de¬
scribe the article. For example
don’t just say “ABC”, say “ABC”
camera or whatever the product is.
This deters people from using the
mark as the name of the goods.

(15) Put your trade-mark in quotes,
write it in distinctive form or in
caps, and mark it.

(16) If dictionaries or articles in
the press use your trade-mark as a
generic term, get after them and
have them publish a correction.

(17) Do not let agents or licensees
use your trade-mark in their cor¬
porate name. For example, if your
mark is “GEM” used on plastics,
it is bad to have a company called
Gem Plastics Limited owned by
someone else.

(18) Be sure you have a good
trade-mark agent and put him fully
in the picture with carte blanche to
do a thorough job.

The task is not easy, but your
trade-mark may be your greatest
asset, perhaps worth more than all
others put together.

Detailed Information
There are specialist handbooks

which contain a summary of the laws
of all countries; these give a good
general idea of the protection re¬
quirements84. However, the laws are
subject to change without notice—
witness the Monaco affair. Don’t
be half safe; have your trade-mark
agent check for up-to-date informa¬
tion with his associate in any
country of interest.

There are also many organi¬
zations which follow all aspects of
trade-marks and which have forums
and publications on the subject. Of
these, the United States Trademark
Association merits special mention.
It caters to the businessman as well
as to specialists. The USTM execu¬
tive is made up of trade-mark at¬
torneys and businessmen and has
an energetic permanent secretary.
It also has fine publications,
periodic forums, and an inviting
annual meeting at a resort area5*.

The Patent and Trademark In¬
stitute of Canada also serves the
Canadian trade-mark profession
well, as does the Chartered Institute
of Trade Mark Agents (U.K.).
Most Canadian trade-mark special¬
ists belong to this organization and
a few to the Canadian group of the
AIPP« and to the ASIPL7 Many

'Trademarks Throughout the World,
White and Ravenscroft. $12.00. Published
by Trade Activities, Inc.
International Trademark Protection, Eric
D. Offner. Published by Fieldston Press,
New York, 1965.
Canadian Law of Trademarks. Second
Edition. Harold G. Fox. The Carswell
Company, 1956. $13.00.

5Trademark Management, a handbook,
and The Trademark Reporter, a monthly
journal, published by the United States
Trademark Association, New York.

°International Association for the Protec¬
tion of Industrial Property.

7Inter-American Association of Industrial
Property.
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corporations to which trade-marks
are important abroad also belong
to the Canadian Council of the In¬
ternational Chamber of Commerce.
All these organizations are actively
trying to improve trade-mark con¬
ditions on an international basis
and issue publications on trade¬
marks. So does BIRPI8, the Bureau
that administers the International
Convention.9

An Eye to the Future
It would be a mistake to regard

today’s concepts of trade-marks as
static.10 The opposed forces of
socialism and private enterprise at
work within a climate of intra- and
inter-governmental attempts to im¬
prove economic conditions are
bound to produce change. Just
when, what, or how much is any¬
body’s guess. As an example, the
handwriting is already on the wall
disputing the well-established prin¬
ciple that a trade-mark right in one
country is quite separate from the
right to the same trade-mark in an¬
other. In the Grundig-Costen
case11, the European Economic
Commission stepped in to prevent
rights in the trade-mark “Grun¬
dig” from being used to stop move¬
ment of goods of one distributor
into the territory of another. So
what goes today may not go tomor¬
row, and the foreign trader needs
the proverbial crystal ball to foresee
the future.#

8United International Bureaux for the
Protection of Intellectual Property, Geneva.

^Industrial Property. Monthly review
relating to patents, trade-marks and in¬
dustrial designs, published by the United
International Bureaux for the Protection
of Intellectual Property, Geneva. $10.00.

^Future Development of Industrial Prop¬
erty Law. Gordon F. Henderson, Q.C.
A paper read to the Third Commonwealth
and Empire Law Conference, Sydney,
Australia, August 30, 1965. Published by
The Carswell Co. Ltd., Toronto.

^Trade Marks, Patents and Designs
Federation, Monthly Report. February 1965,
Part I, and article by Pierre Regimbeau
et al in Trade Mark Reporter, Volume 55,
Page 195, March 1965, entitled “Regulation
of Distribution and Sales Agreements in
the Common Market”.

Registering Trade-Marks
and Designs in Britain
International trade-mark regulations today are in a state of flux bu
there are many registration rules that change little. This artich
gives these ground rules for registration in Britain.

D. L. STEVENS, Commercial Assistant, London,

TR ADE-MARKS registered in
Canada have no legal standing in
Britain unless they are registered with
the Registrar of Trade Marks at the
Patent Office, London.

A Canadian company wishing to
protect its trade-mark in Britain
should contact an international trade¬
mark agent before sending any goods
or samples to a prospective buyer or
commercial agent. In many instances,
companies have been unaware of the
difficult position in which they have
placed themselves until a foreign
competitor registers or starts using
the same or a similar trade-mark. If a
trader lets a foreign commercial agent
register his trade-mark in the latter’s
name and at some future date wishes
to appoint an additional or alternative
distributor under the same mark, the
new agent would be infringing the
trade-mark that the former agent
registered.

Search Is Essential
It is essential, before registering a

trade-mark to decide on the basic
design and to ensure that any words
or devices are suitable to the country
of registration.

Effective registration begins with
enlisting the services of an interna¬
tional trade-mark agent who, by
searching the Register for similar
marks, will save his client the time
and expense of filing an application
that has no chance of acceptance. A
search also eliminates the possibility
of infringing an existing mark. If
registration is required in more than
one of the 34 listed classes of goods,
a separate application must be made
for each. When an application is filed
and accepted, it is advertised in the
Trade Marks Journal so that any per¬
son or company may object. Objec¬

tions must be raised within a perioc
decided by the Registrar, and a hear
ing is then arranged and a ruling
given. This ruling may be contested ii
the High Court or even the House o
Lords but the cost of such actions ii
generally prohibitive.

Once the trade-mark is acceptée
for registration and the prescribec
fees paid, a certificate is issued foi
each application. This gives the pro
prietor sole right to use the trade
mark. If, however, the mark has beer
used but not registered by anothei
company before the date of registra¬
tion, then that company has a right tc
continue using the mark. Should th<
owner of a trade-mark wish to assigr
it to another person or company, the
Registrar must be consulted. He has
the right to refuse the assignment if.
in his opinion, it could lead to more
than one person using similar trade¬
marks for the same or similar goods

Problems Arising
Trade-mark law relating to in¬

fringement and passing off is toe
complex a subject to deal with in
broad terms. Any company wishing
to object to another’s use of a trade¬
mark similar in design to its own
should place the case in the hands of
a trade-mark agent and on no ac¬
count deal directly with the offending
company.

The registration fee covers the use
of a trade-mark for a period of seven
years, after which it can be reviewed
for successive periods of 14 years. If,
however, the mark is not used by the
proprietor (or a registered user) for a
continuous period of at least five
years, a third party may make ap¬
plication for its removal from the
Register.

To reduce the possibility of regis¬
tering trade-marks which would con-
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flict with those in use or registered,
there are organizations that will, for a
reasonable fee, scan the Trade Marks
Journal for new applications.
Through this service, a company us¬
ing an unregistered trade-mark may
be able to reach a settlement with a
new applicant, thus preventing the
unpleasantness and confusion that
could arise later.

Registering Designs
A subject closely allied with trade¬

marks is that of registered designs*.
The expression “design” is defined by
the Registered Designs Act 1949 as
“features of shape, configuration, pat¬
tern or ornament applied to an article
by any industrial process or means,
being features which in the finished
article appeal to and are judged solely
by the eye, but does not include a
method of principle of construction
of feature of shape or configuration
which are dictated solely by the func¬
tion which the article to be made in
that shape or configuration has to
perform”. This definition indicates
that there are two kinds of designs:
those which relate to shape or con¬
figuration, such as furniture and metal
objects, and those which relate to
pattern or ornament, such as textiles
and wallpaper.

To obtain a valid registration the
design must be original, must not
have been registered by anyone else,
or used or advertised in Britain
before application for registration is
made. The registration gives the own¬
er the sole right to apply the design to
the article for which it is registered.

In proceedings for the infringement
of a registered design, damages will
not be awarded against a defendant
who proves that at the date of the
infringement he was not aware and
had no reasonable grounds for sup-
nosing that the design was registered.
It is therefore essential that an article
which is covered by design registra¬
tion should be marked with the word
‘Registered”, or the abbreviation
‘Reed.”, followed by the registration
number.

The registration of a design lasts
for an initial period of five years and
may be subsequently extended for
two further periods of five years
each. •

*Protecting industrial designs in general
will be treated in a later article in Foreign
Trade.

The AIA Building, Kuala Lumpur’s newest and most handsome office building,
houses the office of the High Commission for Canada and its Commercial Division.

Kuala Lumpur Office Opened
CANADA’S TRADE INTERESTS in
the Southeast Asian countries—Malay¬
sia, Thailand and Burma—were rep¬
resented officially for a number of years
by the office of the Canadian Govern¬
ment Trade Commissioner in Singapore.
With the growing commercial impor¬
tance of these countries, it became ap¬
parent that it was no longer possible
for one office to cover effectively such
a vast and varied territory. The Depart¬
ment of Trade and Commerce therefore
decided recently to attach a Commercial
Division to the staff of the Canadian
High Commissioner in Kuala Lumpur,
staffed by a Commercial Counsellor,
Philip Stuchen.

The separation of Singapore from the
Federation of Malaysia on August 9,
1965, created political and economic
changes which would in any case have
made it desirable to have a separate
Trade Office in Kuala Lumpur to cover
Malaysia. Though these political devel¬

opments were not anticipated when the
decision was taken, the appointment of
a Commercial Counsellor to Kuala
Lumpur is particularly appropriate un¬
der the circumstances.

The office in Singapore, which was
established in 1934, is now headed
by a Commercial Counsellor with the
title of Acting High Commissioner. His
territory for trade promotion purposes
is the new Republic of Singapore and
Thailand. The Commercial Counsellor
in Kuala Lumpur covers Malaysia
(which includes the mainland of Malaya
and the Borneo states of Sarawak and
Sabah), the separate Sultanate of
Brunei, and Burma. This rearrangement
of territories will provide better servicing
of Canadian trade interests in both Sin¬
gapore and Malaysia and, at the same
time, enable the Trade Officers to visit
Thailand and Burma more frequently
and thus give exporters to those coun¬
tries more assistance. •
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Bolivia Offers Some Opportunities

Development continues slowly,
with currency stable, industry
springing up but economy still
dependent on tin. Revision in
import licensing has opened up
market; Canadians could sell
more, especially to state-owned
tin-mining enterprise.

Bolivia’s nigged terrain yields many minerals; the photo shows the Colquiri mine.

ANTHONY T. EYTON, Assistant Commercial Secretary, Lima.

BOLIVIA is rich in natural resources
but poor in everything else and its
future, both economic and political,
remains uncertain. At the same time,
because of under-development and
because it needs to import all of its
capital goods and a large proportion
of its consumer goods, it remains a
useful market for competitive
Canadian exporters.

Obstacles to Development
One of the obstacles to develop¬

ment is the country’s rugged topogra¬
phy. The altiplano area, upon which
60 per cent of the population lives,
because of its altitude is barren and
difficult to reach by road. The yungas
(eastern slopes of the Andes) are
semi-tropical and fertile and support
30 per cent of the population. The
small remainder lives in the eastern

14

lowlands (jungle) which contains 70
per cent of the land area. Bolivia is
landlocked, and roads are not cheaply
or easily built because of the terrain.

A second obstacle is perhaps more
general and applies to all developing
countries—a lack of the necessary
factors of production, such as natural
resources, skilled labour, capital and
entrepreneurs. Bolivia has only the
first of these. As a result, the econo¬
my is developing very slowly. A
rough estimate of the gross domestic
product in 1965 in U.S. $458 million
(at 1958 prices).

Agriculture Needs Attention
It is agriculture that most needs

improvement and that offers Bolivia
its best long-term hope. No more
than 2 per cent of the total arable
land is under cultivation; although

two thirds of the labour force is en¬
gaged in agriculture, the sector gener¬
ates only one third of the gross
domestic product. However, jungle
access highways (now in the financing
stage) and planned colonization
schemes should bring improvements.
The recently established Banco
Agricola specializes in making im¬
provement loans to farmers and
U.S.-financed farmer education pro¬
grams are currently being implement¬
ed in an effort to enhance farm pro¬
ductivity.

Mining Is the Key
Tin is Bolivia’s most important

mineral resources (15 per cent of
world total) and at present there is a
world deficit in tin production. Un¬
fortunately, COMIBOL (Corpora-
cion Minera de Bolivia), the state-
owned tin mining and refining enter¬
prise, has encountered labour trou¬
bles. In mid-1965, it successfully cut
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wages back to reasonable levels and
rid itself of Communist union leaders.
The resulting strike was quashed by
the military and the workers were
beginning to fall in line. Excess la¬
bour was dismissed. COMIBOL’s
initiative, which succeeded in turning
a mid-year’s deficit of $5 million into
a year-end profit of approximately $1
million, has unfortunately been lost
because the Government subsequently
offered the miners a wage bonus.
COMIBOL was forced to accept the
bonus—under its terms, absenteeism
will be encouraged, productivity low¬
ered, and demands increased.

Another unfortunate consequence
of COMIBOL’s plight is the fact that
the three partners of Operation Tri¬
angle (the U.S., West Germany and
the IADB) are reluctant to continue
their commitment under Part III of
the Plan to donate a further $10
million to COMIBOL in an effort to
rehabilitate and modernize it.

COMIBOL is the focal point of the
entire economy; it accounts for 10
per cent of GDP and 70 per cent of
foreign exchange earnings. Depending
upon the degree of success it achieves
in coming to grips with and solving
its labour problems without political
interference, it should make a reason¬
able profit on operations in 1966.

The recent resurgence of the small
private mining companies is also in¬
teresting. Because their individual
production is not large enough to
warrant automated machinery, these
companies present lucrative sales op¬
portunities for manufacturers of less
sophisticated mining machinery and
tools. The recently promulgated
Mining Code, designed to encourage
investment, liberalizes many mining
taxes and eliminates the Banco
Minero’s monopoly on the purchase
of minerals from small miners. This
should stimulate investment in the
private mines.

Manufacturing Encouraged
Looking at the GDP figures for

this sector in Table I, it is obvious
that manufacturing is not a main¬
spring of the Bolivian economy. A
number of institutions, however,
financed largely by the U.S., may be
able to stimulate manufacturing ac¬
tivity. One is the Industrial Produc¬
tivity Centre, designed to enlighten

TABLE I

GROSS DOMESTIC PRODUCT*
IN BOLIVIA

I960 1962 1964
(millions of U.S. $)

Agriculture 121.9 136.4 146.8
Minerals 33.8 35.5 40.5
Petroleum 14.6 14.2 17.4
Manufacturing 44.6 48.1 52.0
Transportation 31.4 37.0 39.7
Commerce and finance 47.3 45.6 49.8
Construction 5.4 6.5 7.7
Government 31.9 34.5 40.5
Other services 38.6 39.2 42.4

Total 369.5 397.0 436.8

Source: IMF Statistics “Bolivia—1965
Article XIV Consultations”.
*At 1958 prices.

businessmen and factory managers on
all phases of management which will
lead to increased productivity. Then
there is the Banco Industrial, set up
two years ago to extend loans to
established or new businesses. Thus
far it has approved loans totalling
over $3 million. There are also funds
available from the Institute for In¬
vestment Promotion (set up under the
Investment Incentive Law). At the
end of November approved loans
stood at $350,000, although applica¬
tions involving a further $8 million
are currently being considered.

Further encouragement to indus¬
trial growth may come from the new
Investment Law approved in October
1965, which offers:

•Exemption from taxes and duties
on imports of machinery and parts for
use in establishing new enterprises.

•Exemption from import duty of
raw materials not available in Bolivia.

•Doubling of the present allowable
depreciation rate on fixed assets.

•Exchange convertibility.

•Guarantees against taxes on profits
for five years.

The net result of these measures
will undoubtedly be favourable and
manufacturing should become in¬
creasingly important in Bolivia. This
development spells special opportuni¬
ties for Canadian exporters of capital
goods and warrants careful investiga¬
tion.

With the help of U.S. AID,
Bolivia’s inadequate transportation
system is being expanded and mod¬
ernized. Plans have been approved
for building two major roads linking
the existing road system with impor¬
tant river ports in the tropical low¬
lands. Other roads will give access to
the mining regions of the west and to
tropical lands slated for colonization.

In addition, plans have been drawn
up to consolidate the six state-owned
railway lines, and to reorganize the
national airline—Lloyd Aereo Boli¬
viano (LAB).

Financial Position Sound
The Bolivian peso has been held

stable for the last seven years, a fact
which prompted a recent IMF visitor
to observe that it is one of the most
stable currencies in South America.
Foreign exchange reserves have
reached a new high of $30 million,
reflecting the new confidence in the
Bolivian currency.

The financial situation in the public
sector is also encouraging. Revenues
are increasing faster than expendi¬
tures, thanks to increasing efficiency
in tax administration and enforce¬
ment. Nonetheless, foreign loans and
grants are still needed to balance the
budget.

A responsible banker in Bolivia has
estimated that official aid declined to
some $35 million in 1965 (as op¬
posed to the projected figure of $43.5
million). On the other hand, private
investment decreased steadily between
1958 and 1964. However, as a result
of the construction of an oil pipeline
between Caranda and Sica Sica,
private investment will be up $20-25
million for the years 1965 and 1966.
It is hoped that the recently promul¬
gated Investment Law and the
Mining Code will further stimulate
foreign investment.

The Trade Picture
In 1964, Bolivian gross exports to¬

talled $114 million, of which tin ac¬
counted for $81 million. The substitu¬
tion of aluminum for tin plating,
however, will cut into this market in
time. Other mineral exports (lead,
zinc, tungsten, silver, antimony and
gold) should also increase marginally
in 1966.
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In 1964 imports stood at $107 mil¬
lion and they are estimated at $136
million in 1965. The August 1963
decree-law, which instituted an im¬
port licensing system covering a wide
range of imports and which favoured
U.S. sources of supply, was drastical¬
ly revised in February 1965. Import
licensing now applies only to a small
list of commodities, including certain
petroleum products, live animals and
meat, wheat for milling, rice, wheat
flour, sugar beet and sugar cane mo¬
lasses, barium sulphate, raw cotton,
and certain vehicles using diesel fuel.
In 1964, more than 50 per cent of
imports came from the United States,
26 per cent from Europe, and 9 per
cent from Latin America. The U.S.
share of the market is expected to
decline substantially in the future as a

result of the revision of the import
licensing system.

Looking to the Future
Bolivia’s future is promising. The

gross domestic product, which has
been expanding at an average yearly
rate of 4 per cent, will continue at a
rate possibly slightly above this figure.
The present Government, a military
one, came to power in the November
1965 revolution. Spurred on, perhaps,
by the example of Peru’s revolution¬
ary Government in 1963, it is plan¬
ning to hold constitutional elections
on July 3, 1966. In the meantime, the
Government is making efforts to im¬
prove the Bolivian economy and has
instituted public measures in all sec¬
tors to stimulate growth. Depending
first on the outcome of the July elec-

up. COMIBOL’s import needs for the
coming years are expected to be
large. However, a foreign company
must have a Bolivian agent in order
to be eligible to bid on these lucrative
contracts—all of COMIBOL’s pur¬
chasing is conducted through calls to
tender issued only to authorized rep¬
resentatives residing in La Paz.

Representatives from the Embassy
in Lima, Peru, make several trips to
La Paz each year and would be
pleased to try and locate a suitable
agent for your products. Give Bolivia
some thought. Send us catalogues and
a schedule of your c.i.f. prices Arica
in U.S. dollars. Think also of extend¬
ing your terms up to at least 90 days
after acceptance of draft to conform
to normal Bolivian import practice.
We will then be in a position to
analyze the prospects for marketing
your product in Bolivia.#

tions and second on the performance
of COMIBOL in increasing its ex¬
ports and holding down its produc¬
tion costs, and third on the reaction
to the new Investment Law and
Mining Code, it appears to be a rea¬
sonable assumption that Bolivia’s
economy will improve in 1966.

Possibilities for Canadians
What are the possibilities for

Canadian exports to Bolivia? Table II
compares Canada’s exports to Bolivia
with Bolivia’s total imports and sup¬
plies part of the answer.

In 1964 Canada supplied a little
less than 1 per cent of total Bolivian
imports. In the first nine months of
1965, our exports to Bolivia stood at
$1.4 million and they are estimated to
have exceeded $1.8 million for the
full year. Although this increase is
encouraging, Canadian participation
could certainly be much greater. It is
easy to find good representatives, im¬
port needs are expanding, import li¬
censing no longer is a factor, and
Canadian products are competitive in
price.

COMIBOL is by far the largest
single buyer of foreign products. Not
only does it order bulk quantities of
chemicals, machinery and equipment,
but it also buys every conceivable
type of consumer product in carload
quantities—even sardines and ketch¬

Source: IMF Bulletin “Bolivia—1965 Article XIV Consultations”
DBS statistics for 1960, 1962, 1964.

TABLE II

BOLIVIA’S IMPORTS BY COMMODITIES
World Total Canada only

1960 1962 1964 1960 1962 1964

A. Consumer goods
(U.S. $’000) (Can. $’000)

Live animals, foodstuffs & beverages
Lard 1,400 2,200 2,800Sugar 2,200 1,900 200Flour
Other

Subtotal

6,100 10,100 11,000 2.5
4,200

13,900
6,300

20,500
7,800

21,800
25.8
28.3

9.3
9.3

122.9
122.9

Raw materials (including
milk powder) 1,600 1,900 1,600 3.2 1.8 156.2

Manufactured goods
Automobiles & spare
Pharmaceuticals
Textiles
Other

Subtotal
Total

parts 2,700
2,800
1,900
7,100

14,500

3,500
3,000
2,900

13,100
22,500

3,700
3,300
3,100

14,300
24,400

9.5
38.0
1.3

40.0
88.8

4.9
44.3

.1
44.8
94.1

.7
19.2

.5
66.8
87.2

30,000 44,900 47,800 120.3 105.2 366.3
B. Goods for industrial
Raw materials
Manufactured goods
Total

use
4,300

10,600
13,200
11,000

13,300
12,000

23.4
22.0

67.6
65.5

34.5
232.5

14,900 24,200 25300 45.4 133.1 267.0
C. Investment goods
Construction equipment
Mining equipment &
Textile machinery
Other machinery
Vehicles & spare parts
Iron tubing
Other
Total

machinery
600

7,500
500

4,400
5,000
2,500

3,500
1,900

600
6,600
5,500
2,800

2,700
1,700

500
9,000
8,200
4,500

11.6

103.9
23.4

13.2
.3

44.3
61.1

5.0
137.6

4.2
113.9

1.0

6,100 7,700 3,000 18.2 5.5 90.4
26,600 28,600 29,600 157.1 124.4 352.1

Total imports (A, B & C) 71,500 97,700 102,700 322.8 362.7 985.4
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Foreign Trade
ARGENTINA

Commercial Counsellor
Canadian Embassy
Bartolome Mitre 478
Buenos Aires, Argentina

M. B. Bursey, Commercial Counsellor
H. E. Ryan, Assistant Commercial Secretary (Agriculture)

Cable: Canadian Phone: 33-8237
Territory: Paraguay.

AUSTRALIA

Commercial Counsellor for Canada
P.O. Box 3952, G.P.O.
A.M.P. Building, 21st Floor
Circular Quay
Sydney, Australia

J. A. Stiles, Commercial Counsellor for Canada
R. L. Richardson, Commercial Secretary
A. D. Schulman, Assistant Commercial Secretary

Cable: Canadian Phone: 27-7565
Telex: SYD 600 (Canadian SYD)
Territory: States of New South Wales and Queensland, Capital

Territory, Northern Territory, and Dependencies.

Commercial Counsellor for Canada
Mobil Centre
2 City Road
Melbourne, Australia

H. A, Gilbert, Commercial Counsellor for Canada
R. D. Lucas, Assistant Commercial Secretary
J. D. Tennant, Assistant Commercial Secretary

Cable: Canadian Phone: 61-3473
Telex: MLB 501 (Canadian MLB)
Territory: States of Victoria, South Australia, Western Australia,

Tasmania.

Commercial Counsellor
Office of the High Commissioner for Canada
Commonwealth Avenue
Canberra, Australia

J. B. O’Neill, Commercial Counsellor
D. I. Campbell, Assistant Commercial Secretary

Cable: Domcan Phone: 7-2541
Telex: CBA 62017 (Domcan CBA)

Service Abroad
AUSTRIA

Minister-Counsellor (Commercial)
Canadian Embassy
P.O. Box 190, Vienna 1/8
Obéré Donaustrasse 49/51
Vienna II, Austria

C. F. Wilson, Minister-Counsellor (Commercial)
F. I. Wood, Commercial Secretary
R. J. L. Berlet, Assistant Commercial Secretary
B. A. Gagosz, Assistant Commercial Secretary

Cable: Canadian Phone: 23-32-94
Telex: 07-5320 (Domcan Vienna)
Territory: Albania, Bulgaria, Czechoslovakia, Hungary, Rumania,

Yugoslavia.

BELGIUM

Commercial Counsellor
Canadian Embassy
35 rue de la Science
Brussels 4, Belgium

D. M. Holton, Commercial Counsellor
M. Faguy, Assistant Commercial Secretary

Cable: Canadian Phone: 13.38.50
Telex: 221613 (Domcan BRU)
Territory: European Economic Community, European Atomic

Energy Community, European Coal and Steel Community.
Other countries: Luxembourg.

BRAZIL

Commercial Counsellor
Canadian Embassy
Caixa Postal 2164-ZC-00
Edificio Metropol
Av. Présidente Wilson 165
Rio de Janeiro, Brazil

C. M. Forsyth-Smith, Commercial Counsellor

Cable: Canadian Phone: 42-4140
Telex: Rio 175 (Dominion RIO)

Consul and Trade Commissioner
Canadian Consulate
Caixa Postal 6034
Edificio Alois
Rua 7 de Abril 252
Sao Paulo, Brazil

C. T. Charland, Consul and Trade Commissioner
R. W. Burchill, Vice Consul and Assistant Trade Commissioner

Cable: Canadian Phone: 36-6301
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Foreign Trade Service Abroad

BRITAIN

Minister (Commercial)
Office of the High Commissioner for Canada
One Grosvenor Square
London, W.l, England

L. H. Ausman, Minister (Commercial)
W. D. Wallace, Commercial Counsellor
G. E. Woollam, Commercial Counsellor (Agriculture)
J. M. Rochon, Commercial Counsellor (Metals and Minerals)
H. M. Maddick, Commercial Counsellor
W. M. Miner, Commercial Secretary (Agriculture)
E. J. Ward, Commercial Counsellor (Timber)
O. Hickie, Commercial Secretary (Timber)
R. M. Shaw, Attache (Publicity)
E. L. Bobinski, Assistant Commercial Secretary
M. R. Bell, Assistant Commercial Secretary
H. G. Garland, Attache (Fisheries)
Miss M. A. Armstrong, Attache (Exhibitions)

Cable'. Sleighing, London, W.l. Phone'. MAYfair 9492
Telex: 22526 (Dominion LDN)

Canadian Government Trade Commissioner
Martins Bank Building
Water Street
Liverpool, England

W. R. Van, Canadian Government Trade Commissioner
K. R. Higham, Assistant Trade Commissioner
Cable: Canadian Phone: MARitime 2177
Territory: Midlands, North England.

Canadian Government Trade Commissioner
Comhill House
144 West George St.
Glasgow C.2, Scotland

Finlay Sim, Canadian Government Trade Commissioner
D. G. Nelson, Assistant Trade Commissioner

Cable: Cantracom Phone: DOUglas 6751
Territory: Scotland.

Canadian Government Trade Commissioner
15-17 Chichester St.
Belfast 1, Northern Ireland

Finlay Sim, Canadian Government Trade Commissioner
D. G. Nelson, Assistant Trade Commissioner

Phone: 21867
Territory: Northern Ireland.

CAMEROUN

Canadian Embassy
P.O. Box 572
Soppo Priso Bldg.
rue Joseph Clerc
Yaounde, Cameroun

(continued)

CAMEROUN (continued)

Phone: 38-03
Territory: Central African Republic, Chad, Congo (Brazzaville;,

Gabon.

CEYLON

Commercial Division
Office of the High Commissioner for Canada
P.O. Box 1006
6 Gregory’s Road
Cinnamon Gardens
Colombo, Ceylon

Cable: Canadian Phone: 91341
Telex: 106 (Domcan Colombo)

CHILE

Commercial Counsellor
Canadian Embassy
Casilla 771
Agustinas 1225, 5th Floor
Santiago, Chile
R. E. Gravel, Commercial Counsellor
Z. W. Burianyk, Assistant Commercial Secretary
Cable: Canadian Phone: 64189

COLOMBIA

Commercial Secretary
Canadian Embassy
Apartado Aereo 8582
Edificio Banco de Los Andes
Carrera 10, No. 16-92
Bogota, Colombia
J. G. Ireland, Commercial Secretary
J. C. Bradford, Assistant Commercial Secretary
Cable: Canadian Phone: 43-00-65
Territory: Ecuador.

CONGO

Charge d’Affaires
Canadian Embassy
Boîte Postale 8341
C.C.C.I. Building
Boulevard Albert Ier
Leopoldville 1, Congo

Cable: Canadian Phone: 2706
lelex: LEO 268 (Domcan LEO)

CUBA

Commercial Division
Canadian Embassy
Gaveta 6125
Calle 30 No. 518 esquina 7* Avenida
Miramar
Havana, Cuba

Cable: Cmwmaw Phone: 2-6421
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DENMARK

Commercial Counsellor
Canadian Embassy
Prinsesse Maries Allé 2
Copenhagen V, Denmark
K. Nyenhuis, Commercial Counsellor
G. H. Musgrove, Assistant Commercial Secretary (Agriculture)

Cable'. Canadian Phone'. Hilda 3306
Telex: 5036 (Domcan KH)
Territory: Greenland, Poland.

DOMINICAN REPUBLIC

Acting Commercial Secretary
Canadian Embassy
Apartado 1393
Edificio Copello 408
Calle EI Conde
Santo Domingo, Dominican Republic

J. E. Kepper, Acting Commercial Secretary

Cable: Canadian Phone: 2-8138
Territory: Puerto Rico.

FRANCE

Minister-Counsellor (Economic/Commercial)
Canadian Embassy
35 Avenue Montaigne
Paris 8e. France

R. Campbell Smith, Minister-Counsellor (Economic/Commercial)
J. E. Montgomery, Commercial Secretary (Agriculture)
G. P. Morin, Assistant Commercial Secretary
D. H. M. Branion, Assistant Commercial Secretary
C. J. St. Pierre, Assistant Commercial Secretary

Cable: Canadian Paris 086 Phone: BALzac 99-55
Telex: 20600 or 20601 (Domcan a Paris)
Territory: Algeria, Morocco.

GERMANY

Commercial Counsellor
Canadian Embassy
Kennedy-Allee 35
Bad Godesberg, West Germany

H. J. Horne, Commercial Counsellor
W. F. Hillhouse, Commercial Counsellor (Agriculture)
R. J. Buchan, Assistant Commercial Secretary

Cable: Canadian Phone: 76995
Telex: 886421 (Domcan Bonn)
Territory: States of Baden-Wuertemberg, Bavaria, Hesse, Rhine¬

land-Palatinate, Saar; West Berlin.

Consul
Canadian Consulate
Koenigsallee 82
4 Duesseldorf 1, West Germany

(continued)

Duesseldorf (continued)

H. E. Campbell, Consul
J. A. Elliott, Consul
G. D. Valentine, Vice Consul

Cable: Canadian Phone: 2-05-25
Telex: 8587144 (Domcan Duesseldorf)
Territory: State of North Rhine-Westphalia.

Consul General
Canadian Consulate General
Ferdinandstrasse 69
Hamburg, West Germany

R. W. Blake, Consul General
D. S. McCracken, Consul

Cable: Canadian Phone: 326149
Territory: City States of Bremen and Hamburg; States of Lower

Saxony and Schleswig-Holstein.

GHANA

Commercial Secretary
Office of the High Commissioner for Canada
P.O. Box 1639
E 115/3 Independence Ave.
Accra, Ghana

V. B. Chew, Commercial Secretary

Cable: Canadian Phone: 4824
Telex: 224 (Domcan ACC)
Territory: Guinea, Ivory Coast, Liberia, Mali, Mauretania, Togo,

Upper Volta.

GREECE

Commercial Counsellor
Canadian Embassy
31 Vassilissis Sophias Ave.
Athens 138, Greece

B. A. Macdonald, Commercial Counsellor
E. E. Price, Assistant Commercial Secretary

Cable: Domcan Athens 5584 Phone: 714-041
Telex: 5584 (Domcan Athens 5584)
Territory: Turkey.

GUATEMALA

Commercial Secretary
Canadian Embassy
P.O. Box 400
5a Avenida 11-70, Zone 1
Guatemala City, C.A., Guatemala

J. H. Nelson, Commercial Secretary
P. D. Donohue, Assistant Commercial Secretary

Cable: Canadian Phone: 28448
Territory: Costa Rica, El Salvador, Honduras, Nicaragua,

Panama, and Canal Zone.
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Foreign Trade Service Abroad
HAITI

Chargé d’Affaires, a.i., and Consul
Canadian Embassy
P.O. Box 826
Route du Canape Vert
St. Louis de Turgeau
Port au Prince, Haiti

HONG KONG

Senior Canadian Government Trade Commissioner
P.O. Box 126
P & O Building, 11th Floor
21-23, Des Voeux Road, Central
Hong Kong, Hong Kong

R. K. Thomson, Senior Canadian Government Trade
Commissioner

R. G. Woolham, Trade Commissioner
John M. Fraser, Trade Commissioner
D. A. Anderson, Assistant Trade Commissioner
A. Blum, Assistant Trade Commissioner
Cable: Canadian Phone: 224087
Telex: HKG 391 (Domcan HKG)
Territory: Cambodia, Communist China, Laos, Vietnam, Macao.

INDIA

Commercial Counsellor for Canada
P.O. Box 11
13 Golf Links Road
New Delhi 1, India
R. R. Parlour, Commercial Counsellor for Canada
W. G. Roberts, Assistant Commercial Secretary
Cable: Canadian Phone: 61-8254
Telex: 346 (Domcan DLI)
Territory: all Indian States except Gujerat, Maharashtra, Andhra

Pradesh, Mysore, Madras, Kerala. Other countries: Bhutan,
Nepal, Sikkim.

Canadian Government Trade Commissioner
P.O. Box 886
Gresham Assurance House
Mint Road
Bombay 1-BR, India
S. G. Harris, Canadian Government Trade Commissioner
Cable: Canadian Phone: 255154
Territory: States of Gujerat, Maharashtra, Andhra Pradesh,

Mysore, Madras, Kerala.

IRAN

Commercial Counsellor
Canadian Embassy
P.O. Box 1610
Bezrouke Building
Corner of Takht Jamshid Ave. and Forsat St.
Tehran, Iran
W. Gibson-Smith, Commercial Counsellor
Cable: Cantracom Phone: 613560,4-9291
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IRELAND

Commercial Secretary for Canada
66 Upper O’Connell St.
Dublin, Ireland
W. G. Huxtable, Commercial Secretary for Canada
Cable: Canadian Phone: 44251

ISRAEL

Commercial Secretary for Canada
Canadian Embassy
P.O. Box 20140
84 Hahashmonaim St.
Tel Aviv, Israel
B. C. Steers, Commercial Secretary for Canada
D. S. Armour, Assistant Commercial Secretary
Cable: Canadian Phone: 37161/2
Telex: 740 (Domcan TV)
Territory: Cyprus.

ITALY

Commercial Counsellor
Canadian Embassy
Via G. B. De Rossi 27
Rome, Italy

J. H. Stone, Commercial Counsellor
W. J. Jenkins, Commercial Secretary
C. D. Miller, Assistant Commercial Secretary
Cable: Canadian Phone: 864-327
Telex: 61056 (Domcan Rome)
Territory. Provinces of Toscana, Marche, Umbria, Lazio, Abruzzi-

Molise, Puglia, Campania, Basilicata, Calabria, Sicilia,
Sardegna. Other countries: Libya, Malta.

Consul General and Trade Commissioner
Canadian Consulate General
C.P. 3977
Via Pirelli 19
Milan, Italy

A. B. Brodie, Consul General and Trade Commissioner
N. R. Cumming, Consul and Trade Commissioner
C. E. Rufelds, Consul and Assistant Trade Commissioner
Cable: Cantracom Phone: 652-485 '652-600
Telex: 31368 (Cantracom Milan)
Territory: Provinces of Emilia-Romagna, Lombardia, Piedimonte,

Trentino-Alto Adige, Veneto, Liguria, Trieste, Valle D’Aosta’
Friuli-Venezia.

JAMAICA

Commercial Secretary
Office of the High Commissioner for Canada
P.O. Box 225
32 Duke St. (corner Duke and Barry Sts.)
Kingston, Jamaica

(continued)
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JAMAICA (continued)

L. D. Burke, Commercial Secretary
D. I. Ditto, Assistant Commercial Secretary

Cable: Canadian Phone: 2-5864
Territory: Bahamas, British Honduras.

JAPAN

Minister (Commercial)
Canadian Embassy
c/o Akasaka Post Office
16, Omote-Machi
3-chome, Akasaka, Minato-ku
Tokyo, Japan

J. C. Britton, Minister (Commercial)
W. G. Brett, Commercial Secretary
R. A. Food, Assistant Commercial Secretary
E. L. Gray, Assistant Commercial Secretary (Agriculture)

Cable: Canadian Phone: 408-2101/8
Telex: TK 2218 (Domcan TK 2218)
Territory: Korea, Okinawa.

LEBANON

Commercial Counsellor
Canadian Embassy
Boîte Postale 2300
Alpha Building
Rue Clemenceau
Beirut, Lebanon

L V. Macdonald, Commercial Counsellor
R. H. M. Cathcart, Assistant Commercial Secretary
V. G. Lotto, Assistant Commercial Secretary

Cable: Canadian Phone: 250955
Telex: 652 (Domcan Beryt)
Territory: Iraq, Jordan, Persian Gulf area, Saudi Arabia, Syria.

MALAYSIA

Commercial Counsellor
Office of the High Commissioner for Canada
A.I.A. Building, 5th Floor
Kuala Lumpur, Malaysia

P. Stuchen, Commercial Counsellor

Phone: 89921/2
Territory: Brunei, Burma.

MEXICO

Commercial Counsellor
Canadian Embassy
Apartado Postal 5-364
Melchor Ocampo 463, 7th Floor
Mexico 5, D.F., Mexico

(continued)

MEXICO (continued)

M. B. Blackwood, Commercial Counsellor
J. E. G. Gibson, Assistant Commercial Secretary
R. A. Kilpatrick, Assistant Commercial Secretary

Cable: Canadian Phone: 33-14-00
Telex: 00017716 (Domcan Mex)

NETHERLANDS

Commercial Counsellor
Canadian Embassy
Sophialaan 5-7
The Hague, Netherlands

D. A. B. Marshall, Commercial Counsellor
J. B. McLaren, Commercial Secretary

Cable: Canadian Phone: 61-41-11
Telex: 31270 (Domcan Hague)

NEW ZEALAND

Commercial Counsellor
Office of the High Commissioner for Canada
P.O. Box 1660
ICI Building, 3rd Floor
Molesworth Street
Wellington, New Zealand

W. B. McCullough, Commercial Counsellor
C. A. Carruthers, Assistant Commercial Secretary

Cable: Canadian Phone: 70-644
Telex: Wellington NZ 3505 (Domcan NZ 3505)
Territory: Fiji, Tahiti, Tonga, Western Samoa.

NIGERIA

Commercial Secretary
Office of the High Commissioner for Canada
P.O. Box 851
Barclays Bank Building, 4th Floor
40 Marina Road
Lagos, Nigeria

G. F. Mintenko, Commercial Counsellor
H. R. Wilson, Assistant Commercial Secretary

Cable: Canadian Phone: 25262
Territory: Dahomey, Gambia, Niger, Senegal, Sierra Leone.

NORWAY

Commercial Counsellor
Canadian Embassy
Fridtjof Nansens plass 5
Oslo 1, Norway

J. E. P. Lancaster, Commercial Counsellor

Cable: Canadian Phone: 33-30-80
Telex: Oslo 1880 (Domcan Oslo)
Territory: Iceland.
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PAKISTAN SINGAPORE

Commercial Secretary
Office of the High Commissioner for Canada
P.O. Box 3703
Hotel Metropole, Victoria Road
Karachi, Pakistan

Commercial Counsellor
Office of the High Commissioner for Canada
P.O. Box 845
American International Building
Robinson Road and Telegraph St.

R. D. Sirrs, Commercial Secretary
R. D. Lee, Assistant Commercial Secretary

Singapore, Singapore

J. H. Bailey, Commercial Counsellor

Cable. Canadian Phone: 50322
Telex: Karachi 10 (Domcan KHI)
Territory: Afghanistan.

F. M. Mulkern, Assistant Commercial Secretary

Cable: Canadian Phone: 74633
Territory: Thailand.

PERU SOUTH AFRICA

Commercial Counsellor
Canadian Embassy
Casilla 1212
Edificio El Pacifico
Corner Avenida Arequipa and Plaza Washington
Lima, Peru

Canadian Government Trade Commissioner
P.O. Box 715
Mobil House, 17th Floor
Corner Rissik and De Villiers Sts.
Johannesburg, South Africa

C. R. Gallow, Canadian Government Trade Commissioner
K. G. Ramsay, Commercial Counsellor
A. T. Eyton, Assistant Commercial Secretary

S. B. McDowall, Assistant Trade Commissioner

Cable: Canadian Phone: 834-6521
Cable: Canadian Phone: 72760
Territory: Bolivia.

Territory: States of Natal, Orange Free State, Transvaal.
Other countries: Malagasy, Mauritius, Mozambique, Reunion.

Canadian Government Trade Commissioner
PHILIPPINES P.O. Box 683

Consul General and Trade Commissioner
Canadian Consulate General
P.O. Box 1825
L & S Building, 3rd Floor
1414 Dewey Boulevard
Manila, Philippines

African Life Centre, 13th Floor
St. George’s St.
Cape Town, South Africa

H. W. Richardson, Canadian Government Trade Commissioner
D. H. Leavitt, Assistant Trade Commissioner

Cable: Canadian Phone: 2-5134/5
J. L. Mutter, Consul General and Trade Commissioner
R. C. Anderson, Consul and Trade Commissioner

Territory: Cape Province. Other countries: St. Helena, South
West Africa.

Cable: Canadian Phone: 5-85-97
Telex: 3252 (DOMCAN MN)
Territory: Republic of China (Taiwan).

SPAIN

Commercial Counsellor
Canadian Embassy

PORTUGAL Apartado 117
Commercial Counsellor
Canadian Embassy
Rua Marques de Fronteira, No. 8—4° D°
Lisbon, Portugal

Edificio Espana
Avenida de Jose Antonio 88
Madrid, Spain

L. A. Campeau, Commercial Counsellor
M. S. Strong, Commercial Counsellor
P. A. Thébèrge, Assistant Commercial Secretary

R. M. Dawson, Commercial Secretary

Cable: Canadian Phone: 247-54-00
Cable: Canadian Phone: 55-31-18
Territory: Angola, Azores, Cape Verde Islands, Madeira,

Portuguese Guinea.

Telex: 7347
Territory: Balearic Islands, Canary Islands, Gibraltar, Rio Muni,

Spanish Sahara.
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SWEDEN

Commercial Counsellor for Canada
P.O. Box 14042
Skeppsbron 24
Stockholm, Sweden

G. A. Browne, Commercial Counsellor for Canada
J. P. Bell, Assistant Commercial Secretary

Cable: Canadian Phone: 24-87-42
Territory: Finland.

SWITZERLAND

Commercial Counsellor
Canadian Embassy
Kirchenfeldstrasse 88
Berne, Switzerland

S. G. MacDonald, Commercial Counsellor
R. G. Godson, Assistant Commercial Secretary

Cable: Canadian Phone: 44-63-81
Telex: 32-489 TT TandC Berne (Domcan Berne)
Territory: Tunisia.

TRINIDAD AND TOBAGO

Commercial Secretary
Office of the High Commissioner for Canada
P.O. Box 1246
Colonial Building
72 South Quay
Port-of-Spain, Trinidad

L. D. R. Dyke, Commercial Secretary
D. H, Clemons, Assistant Commercial Secretary

Cable: Canadian Phone: 34787
Territory: Barbados, Leeward and Windward Islands, British

Guiana, French Guiana, Surinam, Guadeloupe, Martinique.

UNION OF SOVIET SOCIALIST REPUBLICS

Commercial Secretary
Canadian Embassy
23 Starokonyushenny Pereulok
Moscow, U.S.S.R.

J. M. T. Thomas, Commercial Secretary
Y. C. Jauron, Assistant Commercial Secretary

Cable: Canad Phone: 415142
Telex: 945 (Domcan MSK)

UNITED ARAB REPUBLIC

Commercial Counsellor
Canadian Embassy
Kasr el Doubara Post Office
6 Sharia Rouston Pasha
Garden City
Cairo, Egypt

Cable: Canadian Phone: 23110
Territory: Aden, Sudan, Ethiopia, Yemen.

UNITED STATES

Commercial Counsellor
Canadian Embassy
1746 Massachusetts Ave., N.W.
Washington, D.C. 20036

S. G. Tregaskes, Commercial Counsellor
G. W. Green, Commercial Counsellor
W. R. Hickman, Commercial Counsellor (Agriculture)
N. W. Boyd, Commercial Counsellor
Miss V. F. Wightman, Attaché (Agriculture)

Cable: Canadian Phone: DEcatur 2-1011 (Area Code 202)
Telex: 0089664 (Domcan WSH)

Counsellor (Energy)
Canadian Embassy
1746 Massachusetts Ave., N.W.
Washington, D.C. 20036

N. R. Chappell, Counsellor (Energy)

Cable: Canadian Phone: DEcatur 2-1011 (Area Code 202)

Deputy Consul General (Commercial)
Canadian Consulate General
680 Fifth Ave.
New York City, N.Y. 10019

C. J. Van Tighem, Deputy Consul General (Commercial)
A. A. Lomas, Consul and Trade Commissioner
C. G. Bullis, Consul and Trade Commissioner
George Hazen, Consul and Assistant Trade Commissioner
J. D. Welsh, Vice Consul and Assistant Trade Commissioner

Cable: Cantracom Phone: JLTdson 6-2400 (Area Code 212)
Night Line: JUdson 6-2321

Telex: 00126242 (Domcan NYK)
Territory: States of Connecticut, New Jersey (eleven northern

counties), New York. Other countries: Bermuda.

Consul and Senior Trade Commissioner
Canadian Consulate General
607 Boylston St.
Boston, Massachusetts 02116

M. R. M. Dale, Consul and Senior Trade Commissioner
W. A. Stewart, Consul and Trade Commissioner
D. S. Baker, Vice Consul and Assistant Trade Commissioner

Phone: 262-3760 (Area Code 617)
Telex: 0094567 (Domcan BSN)
Territory: States of Maine, Massachusetts, New Hampshire,

Rhode Island, Vermont.

Consul and Senior Trade Commissioner
Canadian Consulate General
310 South Michigan Ave., Suite 2000
Chicago, Illinois 60604

D. H. Cheney, Consul and Senior Trade Commissioner
R. H. Gayner, Consul and Trade Commissioner
M. Rowan, Consul and Assistant Trade Commissioner
L. G. Lee, Vice Consul and Assistant Trade Commissioner

(continued)
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Foreign Trade Service Abroad
Chicago (continued)
Phone: 427-7926 (Area Code 312)
Telex: 0025571 (Domcan CGO)
Territory: States of Illinois, North Dakota, South Dakota,

Minnesota, Wisconsin, Indiana, Iowa, Kansas, Kentucky,
Missouri, Nebraska.

Consul and Senior Trade Commissioner
Canadian Consulate
Illuminating Building
55 Public Square
Cleveland, Ohio 44113

A. W. Evans, Consul and Senior Trade Commissioner
N. L. Currie, Consul and Trade Commissioner
Phone: 861-1660 (Area Code 216)
Telex: 00985364 (Domcan CLV)
Territory: State of Ohio.

Consul and Trade Commissioner
Canadian Consulate
1139 Penobscot Building
Detroit, Michigan 48226
H. S. Hay, Consul and Trade Commissioner
K. D. Taylor, Consul and Assistant Trade Commissioner
Phone: WOodward 5-2811 (Area Code 313)
Telex: 0023445 (Domcan DET)
Territory: State of Michigan.

Consul and Senior Trade Commissioner
Canadian Consulate General
510 West Sixth St.
Los Angeles, California 90014
F. B. Clark, Consul and Senior Trade Commissioner
L. J. Taylor, Consul and Trade Commissioner
J. H. Suggitt, Consul and Assistant Trade Commissioner
Phone: MAdison 2-2233 (Area Code 213)
Telex: 00674119 (Domcan LSA)
Territory: States of California (ten southern counties), Arizona,

New Mexico, Clark County in Nevada, and Hawaii.
Consul and Trade Commissioner
Canadian Consulate General
225 Baronne St., Suite 1710
New Orleans, Louisiana 70112

P. A. Savard, Consul and Trade Commissioner
G. E. Blackstock, Consul and Trade Commissioner
R. E. Pedersen, Vice Consul and Assistant Trade Commissioner
Phone: JAckson 5-2136 (Area Code 504)
Telex: 0058237 (Domcan NLN)
Territory: States of Louisiana, Texas, Oklahoma, Arkansas,

Mississippi, Tennessee, Alabama, North Carolina, South
Carolina, Georgia, Florida.

Consul and Trade Commissioner
Canadian Consulate
3 Penn Center Plaza
Philadelphia, Pennsylvania 19102

(continued)

Philadelphia (continued)
W. J. Millyard, Consul and Trade Commissioner
R. F. Turcotte, Consul and Assistant Trade Commissioner
Cable: Canadian Phone: LOcust 35838 (Area Code 215)
Telex: 0083396 (Domcan PHA)
Territory: States of Delaware, Maryland, New Jersey (nine

southern counties), Pennsylvania, Virginia, West Virginia.

Consul General
Canadian Consulate General
333 Montgomery St.
San Francisco, California 94104
Phone: YUkon 1-2670 (Area Code 415)
Telex: 0034321 (Domcan SFO)
Territory: States of California (except the ten southern counties),

Wyoming, Nevada (except Clark County), Utah, Colorado.
Consul General
Canadian Consulate General
1308 Tower Building
Seventh Avenue at Olive Way
Seattle, Washington 98101
Phone: Mutual 2-3515 (Area Code 206)
Telex: 0032462 (Domcan SEA)
Territory: States of Oregon, Idaho, Washington, Montana, Alaska.

URUGUAY

Commercial Counsellor
Canadian Embassy
Casilla Postal 852
No. 1409 Avenida Agraciada Piso 7®
Montevideo, Uruguay

B. S. Shapiro, Commercial Counsellor
Cable: Canadian Phone: 96096
Territory: Falkland Islands.

VENEZUELA

Commercial Secretary
Canadian Embassy
Apartado del Este 11452
Avenida La Estancia No. 10
Ciudad Comercial Tamanaco
Caracas, Venezuela
J. D. Blackwood, Commercial Secretary
J. R. Caux, Assistant Commercial Secretary
Cable: Canadian Phone: 32.40.41/44
Telex: Domcan 877
Territory: Netherlands Antilles.
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II Using
Industrial Distributors

in the U.S.

MALCOLM ROWAN,
Consul and Assistant Trade
Commissioner, Chicago.

The second half of this two-part article discusses general trends
among industrial distributors, the trade associations to which they
belong, and the publications that cater to them. Most important, it
stresses how to develop a sound distributor sales policy.

FOUR distinct trends are apparent
among the more progressive industrial
distributors in the United States.
These are:

1. Increased specialization.

2. Growth of professional manage¬
ment.

3. Closer manufacturer-distributor re¬
lations.

4. Closer distributor ties with custo¬
mers.

Specialization results from the need
to provide specialized sales and
service and to concentrate resources
on a product mix that suits a partic¬
ular market area.

The three major types of special¬
ized distributors are:

•The product-family type, which
includes specialists in bearings, power
transmissions, material handling, fluid
power, etc.

•The key-line specialists, who con¬
centrate on ten to forty major lines,
not necessarily related.

•The departmentalized operation,
which segregates its product group¬
ings by department.

Professional Approach Needed
With the growth of professional

management, it is becoming increas¬
ingly important for manufacturers to
make a professional approach to

distributors and contact them only
after doing a full market survey of
the potential and after formulating a
well-defined sales policy. Professional
distributor management in the Chicago
area will not consider manufacturers
who do not have an equally profes¬
sional approach to marketing.

Closer distributor-manufacturer re¬
lations are inevitable as a result of
co-ordinated order processing, the
need for faster and more efficient
shipping, joint stock control pro¬
cedures, more joint promotion pro¬
grams, and more single-line distribu¬
tion.

The trend to long distance data
communication to give faster custom¬
er service is bound to bring distribu¬
tors and manufacturers closer
together. Manufacturers who are not
prepared to accept these innovations
will be forced to accept second-rate
distributors or sell to end users direct.

Many U.S. manufacturers are now
providing their distributors with sales
leads and market studies, all designed
to improve the distributor’s effective¬
ness and, at the same time, make him
feel obligated to the manufacturer.
This sense of obligation and the close
relationship resulting from it is hard
for a Canadian firm just breaking into
the market to overcome.

More and more industrial end users
are insisting that distributors provide
them with new services, such as con¬
tract purchasing, inventory control
and component assembly. These new
services promote closer distributor¬
customer ties and make it more dif-
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ficult for new manufacturers to sell
to end users, except through the
distributor whom the end user knows
well and patronizes.

Trade Publications
One of the best ways to obtain

background information on the in¬
dustrial distribution industry is to be¬
come familiar with its major trade
publications. Among these are the
following:

Industrial Distribution^
A McGraw-Hill publication
330 West 42nd Street
New York, New York

Mill and Factory and
Purchasing Magazine-
both publications of
Conover-Mast Publications
205 East 42nd Street
New York, New York.

Industrial Distributor News
Ames Publishing Company
1 West Olney
Philadelphia, Pennsylvania.

Industrial Supply Times
Horton Publishing Company
317 Howard
Evanston, Illinois, 60202.

Trade Associations
There are two national distributor

trade associations and one national
manufacturers association for firms
selling through industrial distributors.
There is a close working relationship
between the manufacturers’ and dis¬
tributors’ associations.

The National Industrial Distribu¬
tors’ Association (NIDA) or the
Southern Industrial Distributors’ As¬
sociation (SIDA) by no means have
as members all, or even the majority
of, industrial distributors. But they
do have the best and most progres¬
sive firms. The basic criteria for
membership in NIDA and SIDA are
that a distributor must do a minimum
of $400,000 worth of business annual¬
ly; have been in business for at least
three years; maintain an inventory of
self-owned supplies of not less than
$75,000, and have at least three full-
time outside salesmen.

tSee also Industrial Distribution’s “Di¬
rectory of Industrial Distributors’*.

Checklist for Building a Distributor Organization
Preparation

1. Establish well-defined distribution policies and objectives.
2. Develop and publish a distributor sales agreement.

3. Help the distributor determine what it costs to sell your product.
4. Provide training for distributor salesmen.
5. Establish performance evaluation procedures.

6. Educate your own sales force on the value of the distributor in your
marketing effort.

7. Co-operate with your distributors in developing over-all market potentials
and sales quotas.

8. Provide the distributor with an adequate profit.
9. Develop efficient channels of communication with distributors.

Maintenance
1. Contact and know your distributor management.

2. Hold regular meetings with distributor management.

3. Stress the value of sales call reports.

4. Assist the distributor in establishing territorial quotas for his salesmen.
5. Make certain that the distributor holds regular and effective sales

meetings.

6. Demonstrate the value of your product manuals and promotion material.
7. Promote continued training for distributor salesmen.
8. Provide for the regular display and merchandising of your products.

9. Give assistance and guidance to distributors on inventory management.

10. Stimulate the distributor to use your advertising and promotion aids.
11. Have your own salesmen develop a working program for each distributor.

At the annual Triple Convention
(NIDA - SIDA - ASMMA) confer¬
ence, booths are available so that
manufacturers and distributors can
discuss industry problems. Product
solicitation displays or catalogues are
allowed but most manufacturers pre¬
fer to meet their present distributors
to discuss marketing problems and
to meet other distributors who are not
already handling their line. New dis¬
tributor appointments are usually left
until later, because this can best be
done on field trips after the conven¬
tion.

♦American Supply and Machinery
Manufacturers’ Association.

Membership in ASMMA indicates
to the distributor that the manufactur¬
er is committed to sales through dis¬
tributors. At the present time ASM¬
MA has no Canadian members but the
question of the eligibility for mem¬
bership of Canadian firms will be
raised at the next ASMMA board
meeting to be held in May.

In addition to the national associ¬
ations, there are regional distribution
associations, such as the Central
States Industrial Distributors’ Associa¬
tion. It has 63 members drawn from
distributors in Illinois, Iowa, Nebra¬
ska, Wisconsin and Indiana and also
meets once a year on the same basis
as the national group.
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Direct contact by the manufactur¬
er with the distributor? is without
doubt the best way to work. But if the
manufacturer cannot guarantee im¬
mediate and continued service to the
distributor or if the cost of doing so
is too high, he should think of ap¬
pointing a manufacturers’ representa¬
tive. Even then, it is not enough just
to appoint a manufacturers’ rep¬
resentative without giving him the
support and assistance he needs to set
up and service good distributor out¬
lets. Too often, Canadian firms ap¬
point distributors and representatives
in the United States and then do not
return for months, hoping that the
distributors will put in a stock and
will sell from that stock. No effort
is made to help the distributor sell or
to motivate him to sell. From past
experience, distributors have learned
to avoid this kind of manufacturer,
whether Canadian or American, and
they refuse to take on his line.

Preparation Needed
Before approaching a distributor,

review the summary checklist on
building a sound distributor organ¬
ization provided elsewhere in this re¬
port. Come and see us at the Cana¬
dian Consulate General in Chicago to
discuss the right type of distributor
for your product, the best firms to
contact, and whether it is desirable
to contact manufacturers’ represent¬
atives to assist you in your marketing
program. Representatives can be in¬
valuable in providing continuity of
contact with distributors and in pro¬
viding suggestions about the best
market approach.

Product evaluation is also neces¬
sary because this will modify the ap¬
proach to distributors. If the product
has “key line” potential, then you
will have to consider promotion pro¬
grams and staff training more seri¬
ously than if the product has only
“second line” potential.

Canadian Products Accepted
After contacting dozens of in¬

dustrial distributors and manufactur¬
ers’ representatives calling on indus¬
trial distributors in the Chicago area,
we are convinced that Canadian in¬
dustrial supplies can find almost uni-

?See Foreign Trade of March 19, 1966,
for Part I of this article.

versai acceptance here. It is not prod¬
uct origin or lack of quality which
make it difficult for Canadian firms
to sell through distributors—it is their
reluctance to formulate a distributor
sales policy.

The degree of acceptance by in¬
dustrial distributors of Canadian sup¬
pliers is usually not in direct propor¬
tion to the price advantage offered,
quality being equal. Industrial distri¬
butors give considerable emphasis to
possible delays in delivery and lack
of marketing assistance. A parallel
situation exists in the United States
steel market and it is well summed up
in the following quotation from the
November 27, 1965, issue of Busi¬
ness Week, page 32:

“Nobody has a corner on technology
any more. It just depends on whether
the steel user wants to go through
the uncertainty of delivery and forego
the marketing and technical services
the domestic supplier can provide [in
order to buy foreign steel]”.

A Canadian manufacturer must
convince distributors that he is a good
businessman and can give service
equal to that offered by his U.S. com¬
petitors—apart from the fact that he
also has a good, competitively priced
product. There is no substitute for a
sound marketing program in obtain¬
ing distributor acceptance of your
product. We think we can help you
develop this program to its fullest
capacity.

Asian Development Bank Set Up
THE establishment of an Asian Develop¬
ment Bank with an authorized capitaliza¬
tion of U.S.$1 billion was approved in
Manila on December 4, 1965, by 26
countries, including Canada. The Bank
will provide funds to finance develop¬
ment projects in South and South East
Asia and will be predominantly Asian in
character and management. It will, how¬
ever, be composed of both regional and
non-regional members—including Can¬
ada, Japan, the United States, Britain,
Australia, New Zealand and a number
of European countries. The regional
countries will subscribe 65 per cent and
the non-regional members 35 per cent
of the capital stock. This is in con¬
trast to the African Development Bank,
whose membership is restricted to
African countries, and the Inter¬
American Development Bank, which ad¬
mits only members of the Organization
of American States.

The projected initial capitalization of
U.S. $1 billion has now been subscribed.
Of this, Canada has offered to provide
U.S. $25 million. One-half of the Bank’s
subscribed capital will be paid in over
a five-year period and one-half will be
callable as a guarantee for the Bank’s
borrowing operations on the world
capital markets.

The use of the Bank’s paid-in capital,
borrowed funds and net income will
largely be patterned after the World
Bank and these operations will be known

as the Bank’s “Ordinary Operations”.
The Bank will also be empowered to
engage in so-called “Special Operations”
under which it may make available soft
loans on more flexible terms and con¬
ditions. Up to 10 per cent of its un¬
impaired paid-in capital may be allo¬
cated to these Special Operations and
up to 10 per cent of paid-in capital,
reserves and surplus to equity invest¬
ment. Provision is also made for the
Bank to administer, as part of its Special
Operations and on terms and for pur¬
poses agreed upon with the donor, any
bilateral aid funds put at its disposal by
donor governments. In the first five years
of its operation it will also be author¬
ized to spend up to 2 per cent of its
paid-in capital for non-reimbursable
technical assistance.

The Bank, with its headquarters in
Manila, is expected to begin operations
by mid-1966. Except in special cases,
procurement under loan agreements us¬
ing the Bank’s own funds will be limited
to member countries, including Canada.

It is too soon to know precisely the
types of projects to be financed by the
Bank except to say that they will be of a
high development priority in South and
South East Asia. However, businessmen
should follow the development of this
new source of financing for the region in
order to take advantage of the oppor¬
tunities that may arise.®
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Assistant
Trade Commissioners

Posted Abroad
The fourteen young men in the 1965-66 class have received their first postings
and the majority of them will leave Canada this summer. Before they go they
will complete their coast-to-coast tour, visiting Canadian industries and meeting
Canadian businessmen. As with other classes, they split into two groups to make the
tour and covered the first half last September and October. The spring tour begins
this month—Eastern Canada April 4 to May 20, Western Canada, May 5 to June 30.

Dennis B. Browne

Born: Winnipeg, Manitoba.

Educated: University of
British Columbia, B. Comm.
1964, LL.B. 1965.

Posting: Oslo, Norway, as
Assistant Commercial Secretary.

Deane J. Browne

Bom: South Porcupine, Ontario.

Educated: University of Western
Ontario, B.A. (Bus. Admin.)
1962.

Posting: Guatemala City, as
Assistant Commercial Secretary.

Roch J. Ledoux

Born: Magog, Quebec.

Educated: Seminary of
Sherbrooke, B.A. 1961;
Laval University, B.Soc.Sc.
1962, M.A. (Econ.) 1965.

Posting: Accra, Ghana, as
Assistant Commercial Secretary.

C. Donald Caldwell

Born: Wayne, Alberta.

Educated: University of Alberta,
B.Sc. (Agri. Econ.) 1965.

Posting: Wellington, New
Zealand, as Assistant Commercial
Secretary.

Alan L. Lyons

Bom: Edmonton, Alberta.

Educated: University of Alberta,
B.A. (Econ.) 1956; University
of British Columbia, LL.B. 1959.

Posting: London, England, as
Assistant Commercial Secretary.



Richard J. P. Archambault

Born: Montreal, Quebec.

Educated: University of
Montreal, B.A. 1955, B.Ps.
1960.

Posting: Detroit, as Vice
Consul and Assistant Trade
Commissioner.

Kenneth G. DeWolf

Born: Montreal, Quebec.

Educated: University of Toronto,
B. Comm. 1965.

Posting: New Delhi, as Assistant
Commercial Secretary.

Archibald D. McArthur

Born: Saskatoon, Saskatchewan.

Educated: University of
Saskatchewan, B.Com. (Hons.
Bus. Admin.) 1965.

Posting: Mexico City, as
Assistant Commercial Secretary.

Pierre W. Aubin

Born: Montreal, Quebec.

Educated: University of
Montreal, B.A. 1961; University
of Sherbrooke, B. Comm. 1964,
M. Comm. (Admin.) 1965.

Posting: Beirut, Lebanon, as
Assistant Commercial Secretary.

Bernard A. Gagosz

Born: Val d’Or, Quebec.

Educated: Waterloo Lutheran
University, B.A. (Hons. Bus.
Admin.) 1964.

Posting: Brussels, Belgium, as
Assistant Commercial Secretary.
(Temporary duty in Vienna.)

Wayne A. McKenzie

Born: Stanmore, Middlesex,
England.

Educated: University of Toronto,
B.A.Sc. (Eng. Phys.) 1962; post¬
graduate work in Business
Administration.

Posting: Melbourne, Australia, as
Assistant Commercial Secretary.

Roger B. Blake

Bom: Hemel Hempstead, Herts.,
England.

Educated: Royal Military College,
Electrical Engineering Diploma
1961; University of Alberta,
B.Sc. (EE) 1962.

Posting: Los Angeles, as Vice
Consul and Assistant Trade
Commissioner.

Paul E. Labbe

Bora: Buckingham, Quebec.

Educated: University of Ottawa,
B.Sc. (Pol.Sc.) 1960, B.A. 1961;
McGill University, B.C.L. 1964.

Posting: Paris, France, as
Assistant Commercial Secretary.

David J. S. Winfield

Bora: Chesterfield, England.

Educated: University of Alberta,
B.A. 1963; University of
Western Ontario, M.A. (Int.
Pol.) 1964.

Posting: To be announced
September 1966.



What’s current in commodities?

Plastics
West Germany—The plastics market is booming, but
competition is fierce. Bulk shipments of plastic raw materials and
finished products offer the best opportunities for us.

J. A. ELLIOTT, Consul, Duesseldorf.

THE West German plastics industry
has increased its production sevenfold
in the last ten years and now contri¬
butes about DM 3.66 billion (Can. $1
billion) annually in raw plastics to the
national economy. The value of the
finished and semi-finished plastic
goods sold in 1964 added $1.4 billion
more.

Germany imported raw plastics
worth DM 440 million and exported
DM 1.3 billion worth in 1964. The
swing to larger and more economical
installations is continuing, leading to
lower prices in some fields and help¬
ing to maintain Germany’s strong po¬
sition in international markets.

European countries took some 78
per cent of Germany’s plastics exports
and supplied 70 per cent of its plas¬
tics imports. France alone bought
DM 140 million worth of German
plastics and sold DM 60 million
worth. Only the large-scale plants of
the United States seemed able to push
exports in volume over the 40 per
cent customs barrier protecting the
German and European producers of
polyethylene and polystyrene. This 40
per cent includes a countervailing or
reprisal anti-dumping duty.

Canadian producers succeeded in
selling polyethylene resins worth
$81,121 and polystyrene resins worth
$338 in West Germany in 1964.
These are small figures compared
with our $4 million exports to Ger¬
many of “plastic and synthetic rub¬
ber, not shaped, n.e.s.” and nearly
$500,000 in plastic film and sheet.

The German domestic industry,
however, is particularly interesting.
Germany is now second only to the
United States in world plastic produc¬

tion and holds first place in per capita
production. German production is
rising at a rate 50 per cent higher than
either the U.S. rate of growth or the
world average. This growth rate
should continue in the foreseeable
future—in part at least, as a side¬
effect of the swing towards petro¬
chemicals which in 1957 were the raw
materials for only 29 per cent of
Germany’s organic chemical produc¬
tion, as opposed to some 90 per cent
of the U.S. production in 1962. The
German figure will probably approach
75 per cent by 1966 and a large share
of the increase will be in the form of
plastics.

TABLE I

GERMANY’S FOREIGN TRADE IN
PLASTICS IN 1964

German
Exports

German
Imports

(DM (DM
millions) millions)

France 139.2 67.9
Netherlands 119.8 63.7
Britain 103.7 37.7
Italy 92.0 75.1
Switzerland 87.0 22.9
Belgium Luxembourg 81.3 30.3
Austria 73.9 10.3
Sweden 67.8 9.9
Denmark 54.8 4.6
United States 44.0 123.2
Others 434.7 19.2

German statistics divide plastics in¬
to three categories—products of
polymerization, condensates, and cel¬
lulose derivatives. The first class has
56 per cent of the total volume

(972,000 tons in 1964) but a 24 per
cent increase gave it 60 per cent of
the 1964 rise. The condensates in¬
creased by 24 per cent to supply 37
per cent of plastic production (650,-
000 tons). The cellulose derivatives
increased by only 2 per cent to 120,-
000 tons. (See Table II for detailed
product figures.)

TABLE II
GERMAN PRODUCTION OF

PLASTICS IN 1964
(in 1,000 metric tons)

Plastics from cellulose derivatives 122.6
Acetyl cellulose 28.0
Nitro cellulose 18.1
Celluloid 3.6
Casein based 1.0
Condensation products 645.8
Thermosetting phenol based 46.2
urea based 1.1
melamine based 14.6
Glue resins, phenol, urea and

melamine based 206.4
Modified and non-modified paint

resins, phenol, urea and mela¬
mine based 35.7

Polyester resins 222.8
Polyamides, polyurethanes and

other condensation and addition
synthetic resins 68.5

Thermoplastic phenol based mould¬
ing stock 36.2

Thermoplastic urea based moulding
stock 10.0

Other condensation moulding stock 4.5
Polymerization products (primary

production) 971.5
Polyvinylchloride 341.2
Polyacrylo and polymethacrylo acid

esters 52.1
Polyolefines 241.6
Mixed polymerisates 49.9

There is some question whether the
domestic market will grow rapidly
enough to maintain the present ab¬
sorption levels, now equivalent to 80
per cent of German production.
Probably even larger volumes will be
available for export, particularly in
polymers.
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As far as competitive advantages
over other countries go, Germany’s
plastics industry relies mainly on its
technical skills, particularly in machin¬
ery, because it has no particular
advantage in the form of raw mate¬
rial or cheap energy sources. In spite
of relatively poor access to these raw
materials (oil and natural gas) and
energy sources, Germany has made
itself a leader in the world plastics
market and is working strongly to
maintain this position.

As the international raw plastic
market becomes more and more com¬
petitive and production is concentrat¬
ed more and more in giant-scale
facilities (whether in the U.S., Japan
or Germany), Germany is pinning its
hopes on the developments in its
domestic plastic products industry.
The two fields arousing the greatest
interest at present are packaging and
building products.

Packaging
Production of plastic bags rose by

46 per cent in 1963 and 48 per cent
in 1964. The total of plastic packag¬
ing materials produced (including
tubes, bottles, etc.) rose only 27 per
cent in 1964 to a total of DM 657
million ($165 million). This growth
rate may decline in future as the
paper manufacturers are sharpening
their pencils and intensifying the com¬
petition. They expect to limit plastics’
gain in their market, and some opti¬
mistic firms have expressed the hope
that they can recover some of the
market which it has already taken.
One of their most successful tactics to
date involves some collaboration with
the enemy—in bonding plastic film to
paper to retain the best features of
both materials. This competition is
most sharply focussed on the market
for fertilizer bags which are now 99
per cent paper in Germany, while
Italian fertilizer bags are almost all
made from PVC film. This is regard¬
ed as a key market where the contest
will be decided one way or the other
in the next few years.

Building Products
Building products now absorb near¬

ly 22 per cent of Germany’s plastics
production. Although residential
building is expected to fall off some¬
what next year, the rise in commer¬
cial construction should more than
offset this drop. For the plastic indus¬

try, in fact, commercial building has
always been a better market than the
more traditional and conservative
residential building market. Among
the items showing particularly strong
growth in this sector are flooring
materials (including under-flooring),
sheeting (including PVC and polyes¬
ter-coated fibre-based sheetings) and
extruded items such as stair treads
and weather stripping. Plastic piping
has not grown as rapidly as expected
because of its tendency to “knock”. It
has, however, continued a slow but
steady growth. About 70 per cent of
these pipes are made from PVC and
only about 20 per cent from poly¬
ethylene. Plastic plumbing fixtures
(toilets, bathtubs, washbasins, etc.)
are coming into use in cheaper-class
housing, but still have only a very
small fraction of the market. The use
of plastic in all phases of the con¬
struction industry is expected to in¬
crease as the last sceptics are con¬
vinced that plastics are an acceptable,
economical material, and as improved
plastics are developed which can meet
the rigid German safety standards.

Opportunities for Canadians
Although the competition (both

local and international) is fierce,
Canadian manufacturers can gain a
share of this immense market.
Manufacturers of raw plastics in bulk
should appoint a local agent and keep
him supplied with up-to-date price
lists and delivery schedules. An alert
agent will be able to work your prod¬
ucts into the delivery gaps that occur,
making your supply position better
than your competitor’s. These oppor¬
tunities come along fairly regularly
and are a godsend for foreign sup¬
pliers breaking into the market. They
are caused by Germany’s overwhelm¬
ing labour shortage which leads to
production tie-ups and delivery snarls.

Manufacturers of finished plastic
goods have a better chance because it
is possible for them to promote the
unusual or unique features that their
products possess. Price comparisons
are also much more difficult than
with bulk plastics. Although it re¬
quires a larger outlay of time and
money to promote a new, different
and attractive product, the prospects
for these finished goods are bright
enough to justify this outlay, par¬
ticularly in the housewares field.

One of the best avenues for the
plastic products manufacturer to ex¬
plore is exhibiting at a German trade
fair. The specialized fairs offer an
excellent way of sizing up the market,
meeting prospective agents, and intro¬
ducing goods to the public—all at a
reasonable cost. In addition to the
general industrial fairs at Frankfurt
and Hannover, there are vertical fairs
in 1966 for sporting goods, furniture,
household goods and hardware items,
packaging and hospital equipment.

In October 1967, Düesseldorf will
be host to the “Kunststoffe” (German
for plastics) Fair. This is probably
the world’s leading plastics show. It is
devoted solely to plastics and plastic¬
working machinery and covers the
field with remarkable thoroughness.
Held only every fourth year, the last
fair had 737 exhibiting firms, 223 of
them from outside Germany. It cov¬
ered 72,800 square metres (nearly
750,000 square feet) and was visited
by 307,000 people, almost all of them
in the trade.

Canada’s Federal and Provincial
Governments sponsor exhibits at
several of these fairs, so you should
contact them before planning to par¬
ticipate on your own—although this
is possible too and the Canadian
Trade Offices in Germany would be
happy to help you.

Partly because of the German tax
structure, the country has not deve¬
loped the sophisticated component
parts market familiar to us in North
America. The “make or buy” ques¬
tion (when it is even asked) is more
frequently answered with “make”. In
addition to their unfamiliarity with
the purchasing of components, Ger¬
man manufacturers are reluctant to
tie themselves to a supplier whose
deliveries are subject to the vagaries
of ocean freight. In spite of these
drawbacks, the Canadian Trade
Offices in Germany would like to
hear from components manufacturers
who can assure a regular supply
(possibly through European ware¬
houses) and are competitive in price.

Prospects for marketing Canadian
plastic end-products are good here,
with price, design and conformity to
applicable standards the criteria. Bulk
plastics are saleable—depending on
price and delivery schedules, but
component parts would have to be
substantially cheaper than European
products in order to find a market.#
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Leather
West Germany—Market for hides and skins is holding
up well, despite inroads of substitute materials. It may grow, if
rise in population and standard of living stimulate demand.

R. W. BLAKE, Consul General, Hamburg.

THE LEATHER INDUSTRY in West
Germany consists of leather proces¬
sing or tanning and the manufacture
of leather goods. Over 1,000 man¬
ufacturers are engaged in the produc¬
tion of leather goods, mainly in the
Frankfurt area; most of them are
small or medium firms employing 20
persons or less, with a few very
large operators. As in other coun¬
tries, the industry is fighting the com¬
petition offered by synthetic materials,
some of which have been improved to
the point where they about equal real
leather in performance and even sur¬
pass it in appearance. And they have
the added advantage of being cheaper.

The leather industry is challenging
this increase in the use of substitute
materials and is conducting a cam¬
paign advertising the “quality” of
leather. The chairman of this cam¬
paign is the most important tanner
and the second largest shoe manufac¬
turer in Germany. He says that the
time is “five minutes before twelve”
for the industry and is himself switch¬
ing to making shoes almost wholly
from synthetic material. He recently
announced the production of a
synthetic upper leather equal in quality
to the U.S.-made “Corfam” but at
half the cost.

Real leather still has an aura of
prestige for affluent Germans and
others and this will no doubt help to
keep up the sales of leather products
indefinitely. The rising standard of
living and the growth in population
mean an expected expansion in the
demand for shoes and fancy “leather”
goods, whether they are made of sub¬
stitutes or genuine leather. Under
these circumstances, the demand for
hides should at least equal the sup¬
ply, provided that prices for the “real
thing” do not get too far out of line
with those for substitutes.

The turnover in the leather-produc¬
ing industry increased from about
DM 500 million in 1953 to DM 1,187
million in 1964 but part of this prob¬

ably resulted from higher prices. Al¬
though the number of persons in
Germany engaged in the industry has
remained almost constant and the
working week has been reduced,
production has risen, thanks to better
techniques and the use of labour-
saving machines. The turnover per
working hour rose by 9.3 per cent in
the first half of 1965 compared with
the same period in 1964 but wages
and salaries also rose by 6.5 per cent
and their share of the total turnover
increased to 23.3 per cent.

The high quality maintained by the
German leather goods industry has
enabled it to compete successfully
against foreign suppliers so far, but
the competition is becoming keener
all the time and other countries are
now gaining a foothold in the market.

Before 1914, about 75 per cent of
leather goods produced in Germany
was exported but the proportion has
now dropped to about 10 per cent
because of the introduction of
synthetics and keener competition
abroad. The figure is still substantial
and in 1964 exports of leather goods
totalled approximately DM 114 mil¬
lion. These figures were made up of
exports to Common Market countries
(DM 35.2 million), EFTA (DM 51
million), United States (DM 21.7 mil¬
lion), and other countries (DM 6 mil¬
lion). (Included in the latter figure is
DM 2.4 million to Canada.) During
the period January-May 1965, total
exports increased by about DM 3.6
million, with a gain of DM 1.13 mil¬
lion in those to the U.S. alone.

Imports of leather goods, including
travel articles, increased by almost 45
per cent to DM 27 million during the
first half of 1965; they came mainly
from France, Italy, the Netherlands,
Britain and Austria.

Hides and Skins
The section of the German leather

industry of most interest to Canadian
suppliers is the hides and skins re¬

quired for processing. Imports fluc¬
tuate with local production and the
varying needs of the industry. In 1961
there was a noticeable down-trend but
imports rose again in 1964 and
reached DM 285.9 million in value.
This was DM 37.2 million higher than
in 1963, when they were the smallest
since 1955, at DM 248.7 million. Im¬
ports of cowhides and calfskins were
responsible for most of the rise in
1964. Approximately 7 per cent of
the raw hides and skins imported in
1964 were re-exported or forwarded
in interzonal trade. The item “green
cattle skins” accounts for almost 47
per cent of total imports of hides and
skins, approximately DM 133.3 mil¬
lion in 1964. Imports of calfskins
were valued at DM 41.6 million,
sheepskins DM 40.0 million, and
lambskins DM 25.4 million. The re¬
mainder was made up of goatskins,
kidskins, horsehides, tanned sheep and
goatskins, and even fish and reptile
skins.

•Green Cattle Skins—The value of
green cattle skins imported in 1964
increased by 27 per cent and the
weight by 33 per cent over 1963. The
average import price of DM 1.32 per
kilo was 5 per cent lower. The quan¬
tity of these imports, at 101,300 tons,
was above the years 1960 to 1963,
but slightly less than the 1959 figure
(105,600 tons). The main supplier was
Europe (DM 53.2 million) though all
other supplying countries contributed
to the 1964 increase. Principal
sources of imports were:

•France, with DM 8.6 million, 65
per cent over 1963.

•Belgium-Luxembourg, DM 7.8 mil¬
lion, 10 per cent over 1963.

•The Netherlands, DM 7.4 million
slightly less than in 1963.

Imports from the Western Hemi¬
sphere in 1964 increased by 35 per
cent to a total of DM 67.8 million
which, however, was not sufficient to
make up the losses suffered in 1963.
The United States and Canada to¬
gether were the main contributors to
this increase. Canada exported green
cattle skins to a total of just over DM
9.0 million and the U.S. to a total of
DM 37.9 million, twice as much as
in the previous year. Argentina,
which used to be the most important
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source of cattle hides, recorded losses
because of depletion of herds due to
a drought even worse than in 1963,
and at DM 14.9 million supplied
about half of the total for 1962. Uru¬
guay increased its supply to DM 4.1
million; Paraguay and Brazil also
shipped small quantities. Australia ex¬
ported approximately DM 7.0 million
worth and New Zealand just over DM
4.0 million.

The above figures show that the
Western Hemisphere in 1964 ac¬
counted for more than 50 per cent
of total imports of green cattle hides
into Germany, a rise of over 2 per
cent compared with 1963.

•Dry Cattle Hides—Imports of dry
cattle hides are relatively small and
in 1964 amounted to only DM 1.1
million in value, with Argentina sup¬
plying DM 448,999, Uruguay DM
185,000, and Africa DM 320,000.

•Calfskins—A total of DM 41.57
million worth of calfskins were im¬
ported in 1964, of which Europe sup¬
plied DM 37.7 million, the U.S. DM
2.23 million, and Australia DM 1.06
million. Canada’s share was DM
55,000.

•Sheepskins—Of total imports of
sheepskins valued at approximately
DM 40.0 million, the main suppliers
were South Africa with DM 6.62 mil¬
lion, Australia DM 6.27 million,
Britain DM 6.02 million, Uruguay
DM 3.0 million, and Belgium-Luxem¬
bourg, the Netherlands, Ethiopia, In¬
donesia, Argentina, the United States
and New Zealand, each supplying
more than DM 1.0 million worth.

Exports of various types of leather
raw materials from Canada to Ger¬
many in 1964 and part of 1965 are
shown in Table I.

Prospects for Selling Hides
The supply situation for hides is

changing somewhat because of the
slow progress being made in Argentina
in restoring cattle herds to their
previous numbers after the severe
drought two years ago. It has also
been affected by the different pattern
of demand. Some under-developed
countries are using shoes more and
more and because most of these
countries are in the tropical regions,
leather is the best material to use
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TABLE I

CANADIAN EXPORTS OF LEATHER
TO WEST GERMANY

Jan.-Sept.
1964 1965

(in D Marks)
Sheepskins in the

wool 22,000
Calfskin, green
Bovine cattle skins,

55,000 409,000

green 9,000,000 7,500,000
Boxcalf
Other calfskin

844,000

leather, prepared 429,000

because of its “breathing” qualities.
Substitute material tends to be too
hot and unhealthy.

The leather industry is fully aware
of the growing potential of leather
substitutes and the danger of the price
margin between the two materials be¬
coming too wide. The lower grades of
leather appear to be particularly vul¬
nerable because of the incentive for
using substitutes instead of leather in
the cheaper large-volume articles
where quality does not have the same
appeal. On the favourable side are
the ever-larger demands of a growing
world population, whose needs rise
even faster as higher standards of
living are attained.

In Germany the market for sole
leather is decreasing and that for
rubber or synthetic sole material in¬
creasing. But real leather is still re¬
quired for insoles for health reasons.
An expert in the trade feels that Ger¬
many will be a continuing market for
imports of hides and skins on a sub¬

stantial scale and Canadian exporters
could gain a larger share of the
market if supplies are available at
competitive prices. People in this
trade in Canada should note that a
fair is held twice a year, in February
and August, in the heart of the leather
manufacturing area. It is called the
Offenbach International Leather Fair
and all kinds of leather goods are dis¬
played. Over 25,000 businessmen
usually attend. Attendance at this Fair
would help a supplier to assess the
potential in Germany for the use of
leather.

Selling Finished Goods
Germany is also a good market for

finished leather goods, mainly coats
and jackets, which are in common
use. According to the trade, the
finished leather for this purpose is
imported from the United States from
raw material brought from New Zea¬
land and processed in the U.S. This
leather is competitive in price despite
a 16 per cent customs duty. During
the past few years German leather
factories have keen showing keen in¬
terest in importing semi-processed
leather (pickled in blue) because of
the difficulty in finding labour to do
this kind of work. Uruguay and
Argentina are getting into the market
for this product and Canadian proces¬
sors might also find it of interest.

The Canadian trade offices in Ger¬
many are always ready to provide
additional information on this subject
and arrange contacts with suitable
agents for Canadian suppliers. •



For Your Information
Department's Work Discussed
THE Minister of Trade and Commerce
stressed in the House of Commons on
March 1, in introducing the estimates of
his Department, the necessity of pro¬
moting Canadian products in world
markets.

“We must generate a climate in this
country . . . that will be favourable to
exports, to encourage secondary man¬
ufacturers to produce more goods of the
kind that can find their way onto the
markets of the world,” he said; “and
through the instrumentality of the De¬
partment of Trade and Commerce, and
otherwise, we must see that the doors
are open to the world markets. We are
endeavouring to do that.”

Mr. Winters stated that during his
recent trip to Paris, the Trade Commis¬
sioners had “expressed the desire that
more businessmen should visit their
areas.” He added: . . the officials of
the department and I are planning pro¬
grams to have the Canadian business
community become more closely as¬
sociated with the Trade Commissioners,
so that they will know of the facilities
offered by the Trade Commissioners, the
opportunities available in the areas
they represent, and so that the Commis¬
sioners in turn can be more closely at¬
tuned to what is going on in Canada,
so as to be fully familiar with the prod¬
ucts that are available for export.”

The Minister urged reduction in costs,
and in this connection indicated that he
continued to be in favour of the aboli¬
tion of the 11 per cent sales tax “at the
earliest possible moment, when the gov¬
ernment could do this consistently with
its requirements for revenues or if
needed to stimulate the economy of the
country.”

Citing the automobile pact as an ex¬
ample, the Minister pointed to special¬
ization as a means to reduced costs and
greater competitiveness. “I think we
must concentrate on those things we do
best,” he said.—“It is difficult to pin¬
point those commodities now, but I
know that within good companies
management seeks to do those things
which they do best. I believe that in a
country we must also seek to isolate the
things we do best and concentrate on
them. In this country we are blessed with
abundant natural resources, more so
than perhaps any other country in the
world. It is natural and logical that the
goods we produce should be related to
our resource industries. The country is

growing and we are developing more
secondary manufacturing.”

With reference to the Kennedy Round
of trade negotiations, the Minister said
that he regarded it “as one of the most
hopeful avenues for the development of
Canadian and world trade. Canada is in
the forefront of the countries which are
urging a successful conclusion to these
negotiations. By the further reduction
of tariffs and other impediments to our
trade, we think Canadian industry can
benefit substantially and that the flow
of world trade can be greatly stimula¬
ted.

“In other areas we do what we can on
a bilateral basis to stimulate trade.. . . We have increased the number of
trade missions we are sponsoring abroad;
we are increasing the number of trade
fairs; we are trying to stimulate Cana¬
dian businessmen into greater aware¬
ness of the export markets that the world
provides at the present time. Generally
we are making every effort to promote
the volume of our exports abroad.”

With respect to the impact that the
U.S. guidelines might have on Canadian
industry, Mr. Winters said that con¬
sultations with certain companies have
indicated no effect on their “financial
programs, on their pattern of dividends,
their pattern of payments to their parent
companies, or their patterns of purchas¬
ing and exporting.”

“The majority of the companies in
this country can protect themselves
against the guidelines,” he said. “They
are good, corporate Canadian citizens
and wish to remain so. The imminent
danger, if there is one, is for the small
companies who are apt to feel more
quickly the impact of any financing
problems that might arise in the country,
and may also be less likely to know how
to conduct themselves as good corporate
Canadian citizens within the framework
of the Canadian economy. We are
endeavoring to work out programs which
will give these companies the guidance
they might need as to how they should
conduct themselves between the guide¬
lines on the one hand, and what we
regard as good corporate behavior on
the other.”

Regarding sales of uranium, the Min¬
ister stated that sales at present are
confined to the stockpile and for the
balance of the contract with Britain.
“There are no contracts with the French
Government and none are being negoti¬
ated at the present moment.” Of the
future, Mr. Winters said: “I believe the
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demand for uranium will increase. It
has long been my view that as we go
into the 1970’s the demand around the
world for uranium for peaceful purposes
will increase considerably. The outlook
for the uranium industry in Canada is
a bright one.”

The Minister also referred to Expo
67 as “a project that should be supported
by all Canadians and one in which we
should take great pride. It will reflect the
best of Canada to the eyes of the world.
We have a great many things we can
show with pride. This will be the
greatest exposition ever staged by any
country in the world, and I can say that
with confidence because there are many
yardsticks to support that statement. I
refer to the number of countries already
signed up, the number of tickets sold in
advance, and other yardsticks. Expo
holds the promise of being the greatest
exposition put on anywhere. It should
be a matter of signal pride to Canadians
and I urge everybody everywhere to get
behind this great undertaking and sup¬
port it in the best tradition of Cana¬
dians.” •
Resource Industries and Exports
IN an address to the Association of
Professional Engineers of the Province
of Ontario on February 26, the Minister
of Trade and Commerce spoke on Can¬
ada’s natural resources and the engi¬
neer’s role in their development.

He said, “The resource industries,
along with their related processing facili¬
ties, provide nearly 15 per cent of our
total national product and about a quar¬
ter of the output of goods, this, without
counting agriculture and fishing, two of
our great basic industries. The influence
of resources and energy is even more
prominent in our exports.

“Sales of wheat and secondary prod¬
ucts have been breaking records in
recent years, and this is very welcome.
But it should be remembered that 55 per
cent of all merchandise exports continue
to be derived from products based on
our forest, mineral and water resources.
Their importance in the near future is
indicated by the $21 billion investment
in new resource facilities in 1965. This is
a third of all business capital outlays
and a half of all investment in commod¬
ity industries. It is little wonder that
international corporations are sharing in
this huge constructive effort. Its magni¬
tude indicates why foreign capital is
needed while this sector illustrates at the
same time how well outside capital can
be obtained, and combined with Cana¬
dian, without surrendering ownership
and enterprise.”

With regard to the risks in resource
development, the vulnerability of com¬

modity markets, Mr. Winters pointed
out that “Everyone involved in resource
projects is aware of the risks—natural,
technical and commercial—which must
be taken in individual enterprises. But
the Canadian economy, and nowadays
most corporations, are not dependent on
one or two commodities. Canada pro¬
duces and exports on a major scale a
score of materials, apart from our val¬
uable agricultural and fishery products.
In short, the diversity and the mutuality
of Canadian resource development has
smoothed out the short-term disturb¬
ances and provided a powerful momen¬
tum for long-term growth.

“Further,” Mr. Winters pointed out,
“it is in resource specialties such as
hydro plants, pulp mills and mineral
operations that Canadian contractors
and consultants have made their biggest
impact abroad. I wish to commend the
large number of consulting engineers
who are carrying the Canadian flag and
Canadian engineering to the nations of
the world.”

Mr. Winters referred to the structure
of Canadian exports. “Some have ex¬
pressed concern over the large share of
primary products in our export sales.
They point to the rapid rise in world
trade in end products, the increasing
sophistication of industrial production
and of consumer requirements in the
modern world. These trends are true and
we hope that Canadian secondary indus¬
try will continue to gain an increasing
share of world markets. The fact that
world trade in manufactured goods has
been rising faster than trade in basic
materials in no way, however, diminishes
the importance of sales of such
materials and resource-based products.
Quite the contrary, Canada needs the
best possible export performance from
all sections of our economy, and we
must continue to work for the best
possible access to foreign markets so
that the scope for export expansion can
be enlarged.

“This is why we attach such great
importance to the Kennedy Round of
tariff negotiations at Geneva. To take
advantage of the new opportunities,”
continued the Minister, “we must ensure
that our efficiency and productivity are
right up to the mark—or ahead of it.” •
Canada-France Trade Discussed

IN an address to the Chambre de
Commerce France-Canada in Paris on
February 10, 1966, the Minister of
Trade and Commerce said that despite
France’s and Canada’s dynamic growth
the level of trade between Canada and
France is “surprising and disappointing.
It’s almost incredible, but true,” Mr.
Winters said, “that while you are the

fourth leading trading nation and we are
the sixth, our bilateral trade accounts
for only one per cent of our world
trade. While you remain our customers
for our primary industrial materials,
wheat and flaxseed, I am encouraged by
the fact that our exports of manufac¬
tured goods have doubled since 1962,
and now account for one-fifth of France’s
purchases from us.

“One thing is clear: Canada and
France have seen ten years of exception¬
al progress—economic, social and tech¬
nological,” Mr. Winters pointed out.
“Opportunities for greater trade and
closer relations are growing in propor¬
tion. With the future economic goals
which we both hope to realize, we must
exploit those opportunities to the full.

“To assist in our gigantic national
undertaking, Canada welcomes technol¬
ogy, capital and skilled labour from
abroad. We would welcome a larger
French role, not just for reasons of
sentiment, of which there are many, but
for reasons of mutual benefit which are
becoming increasingly evident as we
learn more about each other. My own
Department’s efforts have led to increas¬
ing Canadian participation in special¬
ized commercial exhibitions in France,
and more frequent trade missions to
France.

“There has also been a welcome ex¬
change of visits of Ministers between
our two countries,—and the France-
Canada Joint Economic Committee can
provide a framework for continuing and
useful exchanges on trade and eco¬
nomic matters between senior officials of
our two countries.”

Mr. Winters expects that the top-level
Economic Mission which is going to go
to France this spring will bring forward
specific suggestions to further our grow¬
ing economic and trade relationships,
particularly in investment and technolog¬
ical exchange. “We are an open coun¬
try for foreign capital and investment.
We expect only that corporate entities
established in Canada by foreign capital
will act as good Canadian citizens and
contribute towards the further growth
and development of our country.”

He “would like to see more travel
between our two countries at all levels
both for businees and for pleasure. The
travel industry is now our third largest
source of income after wheat and news¬
print.” The Minister said he was “par¬
ticularly delighted with the keen interest
shown throughout France in Expo and
our Centennial Year Program in 1967. I
urge French businessmen to take advan¬
tage of the services and facilities that
will be available at the Exposition
through the Business Development
Bureau at the International Trade
Centre”. •
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trade lines

A $90 million Nigerian iron and steel industry will be
established by the Nigerian Government and an inter¬
national consortium composed of the following firms:
Wellman-Smith-Owen Engineering Corporation of
Britain; Koppers International CA and Westinghouse
Electric International Company of the U.S., and De¬
mag Aktiengesellschaft, Didier Werke A.G., and
Ferrostaal A.G., all of Germany—Lagos.

The Soviet Union will build six new deep-water
wharves at the Far Eastern port of Vanino, enabling
it to handle 50 per cent more timber, according to
press reports. Vanino has become one of the major
timber export ports in the Soviet Far East, accounting
for almost half of the timber shipments abroad. Despite
the cold, ice-breakers keep the port working all year—Moscow.

Spain will build a new paper mill at Grado, in the
north, at a total cost of Can.$18.2 million and with
50 per cent participation by U.S. capital. The mill
will produce more than 4,000 tons of tanning extracts
a year, using chestnut waste, and 180,000 tons of
semi-chemical pulp, cardboard and corrugated medium
for boxes and packing. Its own thermal station will
supply the power. Expenditures will include Can.$1.8
million on wood pulp manufacturing plant and Can.
$1.8 million on papermaking machinery—Madrid.

Rising incomes are helping German workers to
“automate” their homes. The four-person family,
typical of the industrial worker, now spends 157 per
cent more a month on electricity than it spent in 1952,
although the cost of power remains almost unchanged.
A recent survey of 343 moderate-income families
showed that 89 per cent have an electric vacuum
cleaner, 83 per cent an electric refrigerator, and 40
per cent an electric mixer. In the same group, 60 per
cent have electric washing machines (31 per cent of
them automatic) and 47 per cent have electric dryers.
In the entertainment field, 92 per cent of the families
interviewed have radios, 62 per cent television sets, 35
per cent record players, 18 per cent combination
radio-record-players, and 15 per cent projectors for
films and coloured transparencies—Bad Godesberg.

Flights to Salonica from abroad will be permitted as a
result of agreements signed between the Greek Gov¬
ernment and Sabena and Austrian Airlines. Sabena

Airlines will begin once-a-week flights in April, linking
Brussels, Vienna, Salonica and Athens. Austrian Air¬
lines will start once-a-week flights from Vienna to
Salonica and Athens in June. Salonica, the second
largest city in Greece, is rapidly growing in importance
as an industrial, agricultural, trade and cultural center.
The Esso Pappas $190 million industrial complex (oil
refinery, ammonia, petrochemicals and steel mill) will
be in production in March—Athens.

Yugoslavia’s leather and footwear industry has been
given the green light to expand its capacity by approxi¬
mately 34 per cent over the period 1966-70. Because
the livestock industry is not expected to expand very
much, the industry will continue to depend on imported
hides. Canadian companies currently supplying other
Eastern European countries should be able to sell in
this $10-million market for imported hides—Vienna.

Philadelphia expects to have a $3 million wholesale
shoe distribution center by 1967. It will house up to
30 large shoe-jobbing firms and possibly some shoe
accessory and supply dealers. A modern “soft goods”
wholesale center housing 11 jobbers already faces the
site of the future shoe center, and city authorities are
also considering the eventual establishment of whole¬
sale centers for the garment industry and for the
graphic arts. These centers are financed by private
funds and form part of a city-wide planning concept—Philadelphia.

Barcelona will install four large deep-freezing plants
at a total cost of $6.7 million. These will be used to
store imported frozen meat from South America. This
is part of Spain’s plan for a country-wide network of
cold storage plants designed to improve the present
defective food marketing system—Madrid.

Mitsubishi Electric of Japan has entered the western
European market for the first time. Recently it reached
an agreement with Messrs. A. Zanussi (the well-known
producers of REX brand) to supply technical assistance
in the production of micro-television sets. Mitsubishi
Electric has already concluded contracts of this type
with Mexico, Colombia, Thailand, and Formosa. The
five-year agreement with Zanussi will supply technical
assistance for the production of six to ten models of
micro-televisions and will also supply some spare
parts—Milan.
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Natural gas distribution will be pushed in Venezuela
by the Corporation Venezulana de Petroleo (CUP)
because up to 300,000 barrels of crude oil a day are
going to waste in natural gas flares. The corporation
sold 35.3 billion cubic feet of gas last year coinpared
with 12.6 billion in 1961. Gas pipeline mileage is
increasing and the number of industrial consumers
has reached 150. Capital investment in a gas program
will include the beginning of distribution lines in
Caracas, Maracaibo, Valencia and Barquisimeto, at
an approximate cost of U.S.$45 million in the next
three years—Caracas.

Tenders have been called for an Australian generating
and boiler plant for a large new power station to be
built about 100 miles east of Melbourne. The power

station, to be known as Yalloum “W”, will comprise
two 350 mw. generators, each served by a single
boiler unit operating on brown coal. The boilers will
be among the largest of their type in the world, con¬
suming about 7 million tons of brown coal a year. The
first unit will be in service in 1972 and it will be
completed in 1974. Estimated total cost is £55 mil¬
lion—Melbourne.

Argentine interest in Canadian lumber is increasing,
in spite of high tariffs and prior guarantee deposits.
Recently an Argentine firm imported Douglas fir from
British Columbia worth $6,000. This order will prob¬
ably be followed by others because local customers
are pleased with the quality of the lumber—Buenos
Aires.

foreign tariffs
and trade
regulations
Argentina
CAPITAL GOODS—As a consequence of the adop¬
tion of Brussels Tariff Nomenclature, The Central
Bank of the Argentine Republic has issued a revised
list of materials coming under the heading of capital
goods that may be imported only under the system
of financial arrangements described on page 30 of the
January 9, 1965, issue of Foreign Trade. A copy of
this list is on file in the Latin American Division,
Office of Trade Relations.

Jamaica
IMPORT RESTRICTIONS—The Jamaican Govern¬
ment has announced that, effective March 5, 1966,
steel reinforcing bars, sizes i of an inch to 2 inches,
have been placed on the list of goods which require a
specific import licence.

It is understood, however, that import of the above
sizes of steel bars will continue to be allowed entry on
a quota basis at the same level as that of last year’s
imports.

Peru
GOVERNMENT TO BUY FROM CHEAPEST
SOURCE—Peruvian industrial circles are critical of
Decree No. 497-H of December 31, 1965, which

provides that local suppliers will no longer receive
preferential treatment regarding international tenders
for the procurement of industrial products and capital
goods needed for public projects financed by foreign
credits. The Peruvian industrialists emphasize that
local private entities must be accorded special privilege
under Article 55 of the Industrial Promotion Law
(No. 13270), but the Government counters that recent
budget cuts make it mandatory for Lima to buy goods
and services from the cheapest source, whether foreign
or domestic. (Rundt’s Weekly Intelligence).
Trinidad
IMPORT RESTRICTIONS—The Government of
Trinidad has announced that effective February 3,
1966, the following products have been placed on the
list of goods which require a specific import licence:
Beet and cane sugar (refined and unrefined)
Shirts for men and boys (non-knitted)
Shirts for women and girls (non-knitted)
Packing tissue paper
Creped toilet tissue
Creped facial tissue
Creped napkin tissue
Wet creped towelling tissue
Machine-glazed bleached wrapping paper
Machine-glazed flat glazed tissues
Machine-glazed bleached grocery bag paper
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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 Office of Trade
Relations, 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 .9297

Foreign Exchange Rates

fThe Cruzeiro was devalued November 16, 1965; the Central Bank of Brazil is expected to issue soonthe new cruzeiro. One new cruzeiro will then equal one thousand old cruzeiros.

Country Unit Type of Exchange
Can. dollar
equivalent
March 21

Units per
Canadian

dollar
Notes

(see below)

Algeria Dinar .2195 4.56
Argentina Peso Free .005718 174.89
Australia Dollar 1.2026 .8315**
Austria Schilling ... .04163 24.02
Bahamas Pound 3.0064 .3326
Belgium and

Luxembourg .... Franc .02161 46.27
Bermuda Pound 3.0064 .3326
Bolivia Peso .09143 10.94
Brazil Cruzeiro ... Official Free .0004867 2,054.65fBritain Pound 3.0064 .3326
British Guiana .... Dollar .6263 1.60
British Honduras .. Dollar .7516 1.33
Burma Kyat .2259 4.43
Ceylon Rupee .2255 4.43
Chile Escudo Bank rate .2903 3.44

Free .2423 4.11
Colombia Peso Free .05992 16.69

Certificate .1195 8.37
Congo, Republic of Franc .007171 139.45
Costa Rica Colon .1624 6.16
Cuba Peso Î i
Czechoslovakia ... Koruna .... .1494 6.69
Denmark Krone .1560 6.41
Dominican

Republic Peso 1.07563 .9297
Ecuador Sucre Official .05976 16.73

Free .05755 17.38
El Salvador Colon .4303 2.32
Fiji Pound 2.7085 .3692
Finland Markka .... .3361 2.98
France, Monaco,

etc Franc .2195 4.56 (2)Franco-African
Republics, etc. .. Franc .004390 227.79 (3)French Pacific ... Franc .01207 82.85 (4)Germany D Mark .... .2680 3.73

Ghana Cedi 1.2527 .7983
Greece Drachma ... .03585 27.89
Guatemala Quetzal .... 1.07563 .9297
Haiti Gourde .... .2151 4.65
Honduras Lempira ... .5378 1.86
Hong Kong Dollar Free .1873 5.34 •March 11

Official .1879 5.32

♦♦Australia introduced the decimal system on February 14, 1966.

tThere is no trading in Cuban pesos in U.S. of Canadian banks at present.
♦Latest available date.
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Country Unit Type of Exchange
Can. dollar
equivalent
March 21

Units per
Canadian

dollar
Notes

(see below)

Iceland Krona Official .02501 39.98 (1)
India Rupee 2255 4 43
Indonesia Rupiah *
Iran Rial 01420 70 42

i i )

Iraq Dinar 3 0118 3320
Ireland Pound 3 0064 3326
Israel Pound 3585 2 79
Italy Lira ÛÛ1721 581 06
Japan Yen 002970 336 70
Lebanon Pound Free 3474 2.88
Malaysia Dollar 3514 2 85
Mexico Peso 08605 11.62
Morocco Dirham .... 2151 4.65
Netherlands Florin ^2970 3.37
Netherlands

Antilles Florin 5704 1.75
New Zealand Pound 2 9956 .3338
Nicaragua Cordoba 1537 6.51
Nigeria Pound 3 0064 .3326
Norway Krone 1504 6.65
Pakistan Rupee .2255 4.43
Panama Balboa 1.07563 .9297
Paraguay Guarani .... Free .009143 109.37
Peru Sol Free .04010 24.94
Philippines Peso Free .2762 3.62
Poland Zloty Fixed-basic rate .04482 22.31
Portugal & Colonies Escudo .03741 26.73 (5)
Sierra Leone Leones 1.5059 .6641
South Africa Rand 1.5032 .6652
Spain and

Dependencies ... Peseta .01796 55.68
Sweden Krona .2090 4.78
Switzerland Franc .2478 4.04
Syria Pound Free .2817 3.55
Thailand Baht Free .05244 19.07 (1)
Tunisia Dinar 2.0598 .4855
Turkey Lira .1195 8.37
United Arab l A J

Republic Pound Official 2.4739 .4042
United States Dollar 1.07563 .9297
Uruguay Peso Free .01605 62.31
Venezuela Bolivar Official Free .2396 4 17
West Indies Dollar .6263 1.60 /Al

Pound 3.0064 .3326
(O)

Yugoslavia Dinar Official .08605 11.62
( I J

*As Indonesia is no longer a member of the International Monetary Fund, a realistic exchange
rate is not available.

Notes
1. Additional rates are in effect.
2. Franc is also used in French Guiana, Guadeloupe and Martinique.
3. 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.

4. New Caledonia, New Hebrides, French Polynesia.

5. Portugal; approximately same rate for Portuguese territories in Africa.
6. Barbados, Trinidad and Tobago, Leeward and Windward Islands.
7. Jamaica.
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Trade Commissioners on Tour
In Canada

Montreal—May 30-June 4 Toronto—June 6-10

Winnipeg—June 17-21
Vancouver—June 21-24

Montreal—June 4-10
Toronto—June 10-17

N. W. Boyd, Commercial Secretary in Washington, May 2-20.
Contact United States Division, phone: 992-5176.

The following officers are undertaking tours of business
centres throughout Canada as detailed below. Businessmen who
wish to see them should get in touch with the Board of Trade
or Chamber of Commerce in the cities mentioned, with the
following exceptions: Toronto, Canadian Manufacturers As¬
sociation; Windsor (Ontario), Greater Windsor Industrial Com¬
mission; St. John’s, Halifax, Montreal, Ottawa, Winnipeg,
Edmonton and Vancouver, Department of Trade and Com¬
merce; Fredericton, Department of Industry.

,.P G. E. Blackstock, Consul and Trade Commissioner in New
Orleans, April 25-May 6. Contact United States Division,
phone: 992-5176.

A. W. Evans, Consul and Senior Trade Commissioner in
Cleveland, May 14-17. Contact United States Division, phone:
992-5176.

P. D. Donohue, Assistant Commercial Secretary in Guatemala
City, May 24-June 3. Contact Latin American Division, phone:
992-7641.

J. C. Bradford, Assistant Commercial Secretary in Bogota,
Colombia, June 8-21. Contact Latin American Division, phone:
992-7641.

Italy—W. J. Jenkins, Commercial Secretary in Rome, who will
be posted to Karachi, Pakistan, as Commercial Counsellor:

M. R. M. Dale, Consul and Senior Trade Commissioner in
Boston, May 16-30. Contact United States Division, phone:
992-5176.Guatemala—P. D. Donohue, Assistant Commercial Secretary

in Guatemala City:

Pakistan—R. D. Sirrs, Commercial Secretary in Karachi, who
will be posted to Wellington, New Zealand, as Commercial
Secretary:

Montreal—June 24-30
Toronto—July 1-8
Winnipeg—August 11-12

United States—G. E. Blackstock, Consul and Trade Commis¬
sioner in New Orleans, who will be posted to Berne, Switzer¬
land, as Commercial Secretary:

Toronto—April 4-7 Hamilton—April 14
Windsor, London—April 12 Montreal—April 18-22
Woodstock, Kitchener—April 13

N. W. Boyd, Commercial Secretary in Washington, who will
be posted to Johannesburg, South Africa, as Trade Com¬
missioner:
Winnipeg—May 23-24 Montreal—May 25-26

M. R. M. Dale, Consul and Senior Trade Commissioner in
Boston:
Toronto—May 1-6
Regina, Saskatoon,

Winnipeg—May 9-13

A. W. Evans, Consul and Senior Trade Commissioner in
Cleveland:
Toronto—May 1*7 Montreal—May 8-13

K. D. Taylor, Consul and Assistant Trade Commissioner in
Detroit, who will be posted to Karachi as Acting Commercial
Secretary.

Toronto—May 26 and 27 Montreal—August 8-9

Temporary Duty in Ottawa
M. R. Bell, Assistant Commercial Secretary, London, June 27-
July 8. Contact Commonwealth Division, phone: 992-2421.

W. J. Jenkins, Commercial Secretary in Rome, Italy, June
13-24. Contact European Division, phone: 992-8727.

R. D. Sirrs, Commercial Secretary in Karachi, Pakistan, June
6-17. Contact Commonwealth Division, phone 992-2421.

K. D. Taylor, Consul and Assistant Trade Commissioner in
Detroit, July 25-August 6. Contact United States Division,
phone: 992-5176.

In Territory
Afghanistan—R. D. Lee, Assistant Commercial Secretary in
Karachi, Pakistan, will visit Kabul May 1-4.
Communist China—A. Blum, Assistant Trade Commissioner
in Hong Kong, will visit the Canton Spring Export Com¬
modities Fair May 11-15.

Costa Rica—J. H. Nelson, Commercial Secretary in Guate¬
mala City, will visit San José April 23-27.

EI Salvador—J. H. Nelson, Commercial Secretary in Guate¬
mala City, will visit San Salvador April 17-20.

Honduras—J. H. Nelson, Commercial Secretary in Guatemala
City, will visit San Pedro Sula and Tegucigalpa April 20-22.
Nicaragua—J. H. Nelson, Commercial Secretary in Guatemala
City, will visit Managua April 22-23.

Panama—J. H. Nelson, Commercial Secretary in Guatemala
City, will visit Panama City April 27-29.

Thailand—J. H. Bailey, Trade Commissioner in Singapore,
will visit Bangkok April 10-15.

Texas—F. A. Savard/ Consul and Trade Commissioner, New
Orleans, will visit Dallas April 15-17 and Houston April 27-28.
Turkey—E. E. Price, Assistant Commercial Secretary in
Athens, will visit Ankara April 18-30.

Businessmen who would like these officers to undertake
assignments for them should write to them at their posts as
soon as possible.

Calgary—August 15
Vancouver—August 17-19

Southern Ontario—May 23-
27
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