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Canadian Timber in Britain
Today and Tomorrow

The British Government’s stepped-up housing plans
should ensure the steady growth of our timber trade.
Well-planned promotion of timber frame construc¬
tion and efficient handling methods are the main
techniques being used to sell more Canadian timber
in a market where Soviet and Scandinavian com¬
petition has always been strong.

Techniques of distribution are changing with the
advent of packaged timber and larger consignments.
Some agents have amalgamated to make distribution
quicker and more efficient; many stockpile soft¬
woods at key centres and make direct sales.
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British timber market looks promising
as housing target moves up to 500,000 units

E. J. WARD, Commercial Counsellor (Timber), London.

CHANGE is becoming the key word
in the British timber trade. Changes
are taking place in an industry that
has not been subject to strong pres¬
sures to change in the past. Now it
finds itself being forced to adopt new
techniques and business structures in
response to economic pressures from
without and within. These changing
circumstances make it increasingly
important for producers interested in
selling in the British market to main¬
tain close touch with new develop¬
ments and respond accordingly.

Traditionally, the channels of trade
in the British timber industry have
been clearly marked, with agents and
importers respecting each other’s rôle
in relation to foreign shippers. Agents
have arranged contracts between pro¬
ducer and importer, even though
initial contacts may have been made
directly. Sometimes importers have
owned their own agency firms. Recent
developments, however, suggest that
the rôle of the agent is changing and
in some cases he is disappearing. The
new enterprise recently established
jointly by MacMillan Bloedel Ltd. of
Vancouver and Montague L. Meyer
Ltd. of London is a case in point.
This company will handle directly
sales of all the lumber shipped to
Britain by the Vancouver firm. In
other instances, the agent is main¬
taining his position by taking a more
active rôle in distribution of lumber,

contracting to sell on a delivered basis
rather than on simply the traditional
c.i.f. port of entry.

The principal incentive for these
changes is the necessity to reduce
handling and distribution costs. The
developments in packaged timber and
the move to bulk carriers handling
vast quantities of lumber and re¬
quiring quick turn-round are forcing
the re-equipment of timber yards, the
building of new dock facilities, and
the re-organization of agency and
importing groups prepared to take up
these large shipments. The day of
shipping a cargo of lumber on a
single bill of lading is not far off. We
shall probably see extensive rationali¬
zation in the industry with fewer but
larger groups importing timber for
direct sale to large consumers and to
smaller timber merchants handling
small accounts.

A change of major importance to
the trade has been foreshadowed by
the Timber Trade Federation’s an¬
nouncement that it would be adopting
the metric system of measurement by
1971. There is speculation about
whether this means metric equiva¬
lents for the present inch measures
or whether new sizes will be adopted
with even metric measures. There is
also a move to reduce the number of
lengths and sizes handled by the
trade, prompted by the economics of
packaged timber. It is of primary

concern to the Northern European
trade where a very large number of
specifications have been common for
many years.

Canada's Share of Market
The year 1965 was Canada’s year

in the British timber market and will
be remembered because Canada
achieved the position of leading soft¬
wood supplier to the British market
for the first time since the war. Pur¬
chases from Canadian mills reached
over 500,000 standards — a new
peacetime record and an increase of
two thirds above 1962. This record
was reached in spite of smaller
purchases from Scandinavian and
Soviet sources. Some softness in the
market began to develop during 1965,
however, and the import level of 1.9
million standards was achieved largely
because of lower prices and some
pressure on the market from pro¬
ducers. These relatively high imports,
accompanied by a marked drop in
consumption during the last quarter,
resulted in a record high stock carry¬
over into 1966 of 751,000 standards.
The year 1966 began on a note of
pessimism with very cautious buying
by importers. By mid-year, arrivals
were some 26 per cent below the level
attained during the same period in
1965. Consumption was 9 per cent
below 1965 but stocks reached a
more normal position. However firm
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prices, particularly from Canada,
helped to maintain stability in the
market despite the drop in purchases.

The economic measures announced
by the British Government in July
caused considerable gloom as manu¬
facturing and, more particularly, the
building industry appeared slated for
a sharp decline. A further drop in
lumber and plywood consumption
was feared. Autumn brought a few
surprises, however, one of which was
a rise in housing starts. Building
societies reported a high level of
lending for mortgages and this devel¬
opment was reflected in the timber
market by a rise in consumption of
some 15 per cent over the previous
year.

The timber trade expects that soft¬
wood imports for the full year 1966
will reach 1.7 million standards, with
consumption at 1.75 million stand¬
ards and stocks at about 700,000
standards. Compared with 1965, these
figures represent a drop of 11 per
cent in imports, 5 per cent in con¬
sumption and stocks down 7 per cent.
(Import and stock figures could be
affected by the late arrival of British
Columbia material delayed by the
recent strike.)

Prospects for 1967
For 1967, the time-honoured

phrase of “cautious optimism” seems
to describe the situation best. Although

the 1966 price and wage freeze is to
be followed by restraint during the
first half of 1967, announcements
recently made by the British Govern¬
ment appear to indicate some easing
of credit restrictions for house con¬
struction. Banks are to be allowed
to provide bridging finance to tide
over people buying a new house until
they can sell their present property.
Building societies have just raised the
interest rate to borrowers to 714 per
cent and have increased the rates of
interest to depositors. The Bank Rate
is expected to drop during the early
part of 1967, and more mortgage
funds should become available. These
factors combined should stimulate the
housing market and therefore the

demand for lumber. The volume of
local authority housing should also
increase as a result of government
policy. This year therefore should see
at least the same rate of house con¬
struction as the present record
385,000 and the 400,000 milestone
may be passed for the first time as
the industry progresses towards the
Government’s target for housing of
500,000 units a year by 1970.

The early part of 1967 should see
cautious buying on the part of lumber
importers with some acceleration dur¬
ing the year. The recent offers made
by the Russian Wood Agency at
prices 3 or 4 per cent below the
present average are an indication that

prices generally are likely to stabilize
at somewhat lower levels than in
1966. This, combined with a firming
of Canadian West Coast prices in
recent weeks, has brought satisfaction
to the British timber trade. During
the autumn it was concerned that
import prices might drop and the
value of stocks fall as a result of
mounting pressure on the market by
shippers.

Although consumption is expected
to be much the same as in 1966, the
trade expects softwood imports to
fall slightly to about 1,675,000 stand¬
ards with year-end stock falling to
650,000 standards. Given some refla¬
tion of the economy by the Govern¬
ment during 1967 and barring any
unforeseen economic developments,
the latter half of 1967 should provide
better market conditions leading up to
a good year in 1968. The British
timber trade may accuse us of wish¬
ful thinking but I do not consider it
an unreasonable assumption.

Heavy demand in North America
in the first half of 1966 resulted in
very firm Canadian prices which
combined with the softness of the
British market to bring about a de¬
cline in Canadian shipments to Britain
of some 25 per cent during the first
eight months of the year. Figures for
Canadian shipments for the whole of
1966 are expected to be 16 to 20 per
cent below 1965 with Canada revert¬
ing to second place among suppliers
in the British market, behind the
U.S.S.R. but ahead of Finland and
Sweden.

Canada is unlikely to regain its
leading position in 1967, but a 5 to
10 per cent increase in sales may be
possible at the expense of Scandina¬
vian shippers. Softwood plywood
shipments in 1967 should at least
equal those in 1966. Canada should
maintain its position as Britain’s
leading source of plywood and sales
could well increase if construction
speeds up and manufacturing indus¬
tries (particularly the motor industry)
maintain their exports and therefore
sustain the demand for plywood pack¬
aging.

Packaged Timber
Canadian shipments of packaged

timber and the use of larger ships
has had a profound effect on the
British timber industry, despite some
initial resistance to Canadian package

Timber Market in Brief

•In 1965, Britain bought over 500,000 softwood standards from Canada, a
postwar record.

•Carryover of stock into 1966 reached a high of 751,000 standards.

•Softwood imports for the year 1966 are expected to total 1.7 million
standards, a drop of 11 per cent from 1965.

•Canadian shipments for 1966 will probably be 16 to 20 per cent below
1965 figures.

•Trade expects Britain’s softwood imports will fall to 1.67 million standards
this year.

•Year-end 1967 stocks expected to drop to about 650,000 standards.

•Sales of Canadian lumber this year may rise 5 to 10 per cent, at expense
of Scandinavian shippers.
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The picture shows a pair of
timber frame houses being built
for a local housing authority
in Britain, the result of a drive
to popularize this method of
construction and ensure an
expanding market for Canadian
lumber, In the background,
typical London brick houses
with chimneys for coal fires.

sizes. Importers and study groups
working on the subject have come to
realize that the shipment of timber
in large units is inevitable in order
to reduce transport costs which
make up a very large part of the
landed cost of lumber. By far the
greatest proportion of packaged
timber is of Canadian origin; it is
significant that no marked progress
has been made in this direction by
Scandinavian and Soviet shippers.

Scandinavian shippers argue that
the incentive to package is not as
great in Baltic countries because
much of the lumber is loaded from
the mill directly into a ship. How¬
ever, the need for increased effi¬
ciency in loading and discharging of
vessels because of the rising cost of
chartering ships is expected to lead
to more packaging in northern
Europe too. At present, however,
Scandinavian shippers charge a
premium for packaged timber to re¬
cover their costs, whereas Canadian
exporters make no difference in price.
They have made some progress in the
development of roll-on roll-off meth¬
ods of shipping packaged lumber
and plywood using ferry-type vessels,
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but other demands on these ships
probably mean that this method will
not make a serious impact.

The Soviet exporters have been
experimenting with staggered pack¬
ages prepared in large units but the
volume of packaged timber shipped
has been relatively small. With an
increasing volume of timber to be
carried long distances to tidewater,
more packaging seems logical. Al¬
ready redwood is transported two
thousand miles from the Urals to
seaports.

Promoting Construction
Techniques

The Department of Trade and
Commerce through the Timber Sec¬
tion in its London office has ever
since the war had a continuous pro¬
gram of promotion and trade devel¬
opment in support of Canadian
exports of forest products. Particular
emphasis has been given to the
principal Canadian species of lumber,
to both softwood and hardwood ply¬
wood, to hardwood flooring, and to
other wood products such as windows
and doors. In recent years consider¬
able work has been done in the field

of housing, the largest potential
market for structural timber and
plywood. This has required primary
promotion of the most basic kind and
has dealt with not only the materials
but to a great extent with matters
relating to construction technique
also, because the use of lumber and
plywood for wall framing was com¬
paratively unknown in Britain.

To encourage acceptance of wood
frame construction and demonstrate
the use of wood in building, the
Department of Trade and Commerce
sponsored two high-level missions to
Canada in 1963 and 1964, consist¬
ing largely of senior government and
local authority architects, building
society executives, private builders,
trade union leaders and chartered
surveyors. The reports of these mis¬
sions have had widespread influence
on British architectural and building
circles and were directly responsible
for a decision by the Department to
build six Canadian-type houses in
Britain to show the technique of wood
frame construction. These houses
were visited during the year in which
they were open by some 70,000
people, including large numbers of
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architects, builders, local authority
officials and housing committees. A
film about their construction has been
shown widely throughout Britain and
Continental Europe.

A further project consisting of 173
houses designed by Central Mortgage
and Housing Corporation of Ottawa
and financed by the Harlow Devel¬
opment Corporation of Harlow, Essex,
is now under construction and will
demonstrate the viability of a local
authority scheme using wood frame
methods. The wood components in
these houses will be made entirely
from CLS Pacific Coast hemlock,
white spruce and Douglas fir plywood.

A continuing program of exhibits
in leading British building exhibitions
and building centres throughout
Britain is reaching further influential
specifiers. The efforts of the London
offices of the BCLMA and PMBC
Divisions of the Council of Forest
Industries of B.C. have made a great
impact in the construction field and
the technical advisory team they have
sponsored has achieved notable
successes.

Measure of Success
How does one assess the success

of a promotion campaign? Certainly,
the dramatic increase in fir plywood
sales speaks for itself. The growth in
sales of lumber graded and dressed
to CLS specifications has not been
rapid but the material is now widely
stocked and sales are increasing.
Canada is becoming known as one
of the best sources of information on
wood construction techniques and as
the logical source for appropriate
materials.

One of the most notable signs of
success has been the radical change
in the attitude to timber frame con¬
struction in the last two or three
years in both government and private
circles. From a situation when wood
frame construction was considered fit
only for a weekend house in the
country, it is now becoming seriously
accepted as a viable form of con¬
struction for both private and local
authority schemes. Although the
number of units being built at pres¬
ent is small in relation to the whole,
a number of large contracts have
been awarded recently, ranging from
200 to 1,000 houses. The target of
500,000 houses by 1970 should
encourage the use of industrialized

building techniques and an appre¬
ciable proportion of the increase is
likely to be timber frame houses.
For one to three storey row housing,
timber frame would appear to be the
system most competitive with the
traditional in terms of building costs.
Capital investment required for plant
and equipment is much less than for
steel and concrete systems. Many of
the schemes being designed in wood
frame construction will be built with
Canadian plywood and either CLS
Pacific Coast hemlock or white
spruce which should bring a sizable
increase in purchases of these ma¬
terials, particularly for industrialized
housing, over the next two or three
years. The rapidly growing use of
roof trusses in traditional building
should further enhance the demand
for Canadian lumber.

Long-term Prospects Good
Optimism is a word that has not

been much used in Britain in recent
months. However, if one looks at the
attempts being made to control wages
and prices and to relate their growth
to productivity and if one notes at
the same time the intention of the
Government to give top priority to
industrial investment, one has reason
to believe that solutions will be found
to many of the problems facing
British industry. In addition, new
emphasis is being given to the de¬
velopment of management skills and
organization. Both Government and
industry are making considerable
efforts in exporting and many new

and interesting trade development
schemes are being undertaken. The
recent discovery of rich natural gas
fields in the North Sea is considered
one of the most important develop¬
ments in this decade because it will
provide a much needed source of
cheap energy and a basis for expan¬
sion of the chemical industry. If
these undertakings succeed, one can
afford to adopt an air of optimism
over Britain’s long-term financial
position. Taken with the drive to
increase housebuilding by 25 per cent
in five years, there is good reason
to believe that the market for the
whole range of forest products will
increase steadily.

Canada possesses the timber re¬
sources to step up its production and
exports of softwood and therefore is
in a good position to increase its
stake in the growing British market.
The Soviet Union, with its huge pro¬
duction potential, is expected to
assume increasing importance; the
Scandinavian countries, however, with
more limited growth potential, are
not likely to increase their sawn soft¬
wood business much beyond current
levels. The efforts being made by the
Canadian Department of Trade and
Commerce and the industry in trade
promotion are bound to have a real
influence on over-all consumption of
lumber and plywood and the impact
made by Canadian shippers on the
transport, handling and distribution
of timber should ensure Canada a
growing place in the British market
in the years to come. •

Canadian Timber Leads Again
IN the 18th century, the bulk of
Britain’s timber imports came from
the countries bordering the Baltic.
The pattern of trade was completely
changed by Napoleon’s blockade,
which left Britain little choice but to
turn to North America for timber,
and from that time dates Canada’s
substantial trade with Britain. Before
the blockade, Britain imported about
twelve times as much from the Baltic
countries as from North America,
but by 1820 it was obtaining three-
quarters of its timber requirements

from what is now Canada. The Baltic
countries won back their share of the
market in the 1870’s and were
Britain’s major supplier for almost 80
years, except for the period of the
two World Wars. Canada made
record softwood shipments in 1940
when she supplied Britain with no
less than 718,000 standards. After
the war, Baltic competition returned
but Canada rose once more to be
Britain’s leading supplier in 1965, with
shipments of just over half a million
standards. •
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Packaged timber, larger shipments are reasons
why timber agent's role is changing

Packaged timber reduces handling and transport costs and gives Canadian exporters an advantage in Britain over Soviet and
Scandinavian competitors. In the picture above, polyethylene sheet is used as a covering to prevent discoloration by sunlight.

C. I. ROOKE,
Commercial Officer (Timber),
London.

BRITAIN is Europe’s largest importer
of softwood. Its annual imports dur¬
ing the last 20 years have ranged
between one and a half and two
million standards, with softwood
accounting for about 75 per cent of
total purchases. A further 14 per cent
is made up of hardwood imports,
about 10 per cent of plywoods, and
the remaining 1 per cent of pitprops,
railway sleepers, veneers, etc. Britain’s
total purchases of timber in 1965
were worth £268 million (Can.$804
million).

Consumption by the building and
construction industry is generally
estimated to account for 45 per cent
of total imports, packaging and con¬
tainers about 20 per cent, the furni¬
ture and joinery industry 18 per cent,
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and shipbuilding and transportation 9
per cent. The remaining 7 per cent
is used in the manufacture of wooden-
ware and other domestic commodi¬
ties. Britain’s main sources of soft¬
wood are Canada, the U.S.S.R.,
Finland, Sweden and Poland, which
together supply 90 per cent of its
softwood requirements. Czechoslo¬
vakia and Brazil supply a further 5
per cent and eight other countries
make up the remainder.

Britain ranks second only to the
United States as Canada’s most im¬
portant customer for timber. Although
shipments to Britain in the postwar
years have on occasion been as low as
200,000 standards, the average vol¬
ume is usually about 400,000 stand¬
ards and the record approximately
510,000 standards shipped in 1965.

Timber Agent Is Vital
The successful sale of such vast

quantities to an overseas market

requires not only efficiently produced,
good quality timber offered at com¬
petitive prices but also a competent
sales and distribution organization.
The shipper will find the services
provided by the timber agent in
Britain of immense value and assist¬
ance. His major function is to locate
buyers for the production of mills
he represents but perhaps his greatest
contribution lies in relieving shippers
of the need to deal with a large
number of individual overseas cus¬
tomers, each with his own specific
requirements of timber sizes, grades,
and quantities and his own shipping
instructions.

British timber agents are typically
old-established firms with a wealth of
experience. Some of them have been
in existence for over 100 years during
which they have gained valuable
knowledge of the British timber
import trade and the specific qualities
and uses of timber from all parts of
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the world. The agent serves and pro¬
tects the interests of the shipper and
operates under the authority of an
agency agreement. He negotiates
sales with importers but he himself is
not a party to any contract which is
always made “through the agency of”
and is directly between the agent’s
principal and the buyer. The agent is
not permitted to make any other
profit than his agreed commission
nor must he place himself in a posi¬
tion where his interests clash with
those of his principals. For his ser¬
vices he receives a commission on all
sales that he negotiates and this is
added to the final selling price when
quotations are submitted to pur¬
chasers. A shipper is reasonably
assured that his representative will
negotiate sales only with reputable
importers and at the same time the
importer is aware that no reputable
agent would accept an agreement
without first assuring himself of the
ability of his principals to meet any
obligations entered into.

The information which the timber
agent provides on the future timber
requirements and current trends in
Britain’s economic development is of
special importance to the shipper.
This will be appreciated if you con¬
sider that about half of all softwood
imports are ultimately destined for
the home building and construction
industry. Because Canadian mills
arrange log supply as much as twelve
months before actual shipments, in¬
formation on likely changes in demand
in Britain is of considerable assistance
in production planning. The British
timber agent is well placed to provide
this information because of his daily
association with his importer friends.
They can give him their assessment of
future demand for particular specifica¬
tions which allows him to gauge the
forward market and probable price
trends.

Services He Provides
A major function of the British

timber agent has always been acting
as merchant banker to the trade. In
the years between the wars he was
often called upon to provide the
working capital which enabled the
mill to finance the purchase of logs
or the wages of its labour force until
the lumber for export was sold and
paid for. When healthier trading con¬

ditions returned and the financial
strength of the exporters increased, it
was the turn of the buyer, because
of high prices and interest rates, to
look to the agent for financial assist¬
ance.

Most Canadian contracts are nego¬
tiated on a c.i.f. basis with shippers
arranging freight and insurance cover,
the cost of which the agent adds to
his selling price. Scandinavian and
a few Canadian contracts are estab¬
lished on an f.o.b. or f.a.s. basis with
the importer responsible for shipping
arrangements and insurance cover. In
practice, these arrangements are gen¬
erally made by the shipper’s agent
under a separate agreement. Lumber
is normally transported either on
regular liner services with the ex¬
porter securing shipping space or on
chartered tramp vessels with charter
parties arranged in London by the
shipper’s agent on his behalf.

The usual timber trade practice is
for an importer to pay for his goods
as soon as they are loaded on board
a vessel or on presentation by the
agent of the correct shipping docu¬
ments—that is, the bill of lading, the
insurance policy, a copy of the
specification, invoice and more often
than not a bill of exchange. Because
lumber shipments from Canada, and
particularly those from West Coast
mills, spend several weeks in transit,
a buyer of Canadian goods is nor¬
mally allowed one month from the
loading date of the vessel to settle his
account.

It is common in the British timber
trade for the agent himself to pay
the shipper the outstanding amount of
the invoice, less discount and com¬
mission, on receiving the necessary
shipping documents. This is particu¬
larly so where he extends credit to the
importer by allowing him time to
settle his own account. For thus
relieving the shipper of any financial
risk, the agent will be paid an addi¬
tional “del credere” commission. In
undertaking “del credere” the agent
virtually guarantees the solvency of
the buyer as well as underwriting the
payment for the goods from the time
of loading on board ship.

Upon arrival at the British port,
the importer will satisfy himself that
the shipment is up to contract specifi¬
cations. If he feels that the consign¬
ment is not in accordance with the
contract he will lodge a complaint

or claim, either against the grade of
material, the quality of manufacture,
or the general condition of the goods
on arrival. In the last instance the
claim may be directed to either the
shipper or the ship owners, depending
on whether the lumber appears to
fail to meet the specification or has
been affected by conditions arising
during the voyage. In all such circum¬
stances, it is the responsibility of the
importer to give reasonable particu¬
lars of his complaint to the agent
within fourteen working days of the
vessel’s final discharge. On learning
of a complaint, the agent will look
into the claim and, after making a
personal inspection, will report his
findings to his principal. The shipper
knows that he can rely on his agent
and will often follow his advice in
dealing with a claim. This situation
calls for delicate and often compli¬
cated negotiations between shipper,
agent and importer, leading eventu¬
ally to a satisfactory settlement. The
agent is aware that his first duty is
to his principal but that he must also
retain the customer’s trust and good¬
will if he wishes to obtain further
business.

Exclusive Agencies Rare
British timber agents usually repre¬

sent several shippers of one country
unless their agency agreement with
the exporter specifically limits them
to one company only. It is also quite
common for a shipper to have more
than one agent representing him in
Britain and more often than not the
agents handle inquiries on a territorial
basis. Too many agents working for
one shipper only leads to a duplica¬
tion of inquiries passed on to the
Canadian producer.

It is normal for agents representing
Canadian shippers to act also for
U.S., Scandinavian and Soviet export¬
ers and though their basic function
remains the same for all markets, the
work itself varies slightly with the
area concerned. Scandinavian and
Soviet sales are generally made at
specific times of year and are for
shipment at first open water and again
during the middle of the year. The
whole of the Eastern Baltic as well
as the Soviet ports of the White Sea
and Arctic Ocean are closed for
trading for 12 to 16 weeks during
the winter. Canadian exporters on the
Pacific Coast and in the Maritimes
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are generally unaffected by winter
and ship to Britain all the year round.
Eastern Canadian mills, which ship
through fresh water ports, can rail
their lumber to ice-free ports during
the winter.
Changes Are Coming

Ever-increasing transport costs
(now approximately one third of the
landed price of Canadian timber in
Britain) led the Canadian West Coast
industry to introduce lumber packag¬
ing. This has reduced loading and
unloading times, the latter by as much
as half to one third, enabling ships
to turn round faster. The development
of the large Canadian package, the
move to bulk carriers and the prob¬
lems importers face in handling these
large shipments have made very
extensive changes likely in the struc¬
ture of the British timber trade.

Last year’s announcement of the
formation of a joint company by one
of Canada’s largest lumber pro¬
ducers and Britain’s leading importer
represented a major change with far-
reaching consequences. It means in
effect that the producer will ship all
his lumber for the British market
directly to the new joint company

which will in turn sell it to large
accounts, other importers and mer¬
chants. Shipments will be made from
three main distribution yards being
set up in the ports of London (at
Tilbury), Hull and at Newport in
South Wales. Importers buying direct
from this company will be saved the
trouble of placing orders many
months in advance and will avoid
some of the risks of forward buying.
They will also be able to inspect the
goods before purchase and maintain
smaller stocks.

Following closely on the launching
of this new undertaking were an¬
nouncements of new groupings in
both the Canadian and British trades.
The need to reduce shipping costs by
more efficient transport and distribu¬
tion has led to the situation where
three companies dominate exports
from British Columbia and are forcing
the British timber industry to con¬
sider recasting its organization and
business methods.
Moving into Marketing

These radical changes in the tradi¬
tional timber trading pattern are
causing concern to British timber
agents who believe that they may

herald a major reappraisal of the
agent’s role. They have already led to
realignment of some of the oldest and
best known relationships between
Canadian producers and their British
agents and the amalgamation of
agency companies which see a more
streamlined administration with sub¬
stantial financial resources and a more
active role in distribution as their hope
of survival. It is possible agents will
in future become more closely identi¬
fied with individual shippers and they
may have to undertake organized
sales campaigns.

What of the future of the timber
agent? Certainly other major pro¬
ducers, especially Scandinavian, are
taking a keen interest in the latest
developments. Those with substantial
production and export business may
be encouraged to launch their own
sales organization with distribution
yards in Britain. At least one large
Swedish producer, Stora Kipparbergs
Bergslags Aktiebolag, has already
made a move in this direction. How¬
ever the smaller independent mills
which are not prepared to join with
one of the large shipping groups may
have to form smaller organizations to
handle shipping. But they will prob¬
ably continue to require services of
the kind offered by the timber agent
to market their goods in Britain
effectively. They may take advantage
of the more comprehensive service
the agent will probably have to offer
in the future, that is to say, co-ordi¬
nating shipping by a number of small
producers and arranging distribution
in the British market. •

—Courtesy PLA

The artist’s sketch of the proposed
extension to the Port of London
docks at Tilbury shows how packaged
Canadian timber will be handled
in the future. A new structure is
developing within the British timber
trade to provide the kind of service
required to distribute the huge
cargoes arriving at these ports.
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What’s current in commodities?

Pet Foods
United States—American dogs and cats eat their way
through well over $35 million worth of dried and canned foods
every year. If you have a product that will appeal to canine or feline
tastes, why not try selling it in the Delaware Valley?

WILEY J. MILLYARD, Consul and Trade Commissioner, Philadelphia.

A DOG’S LIFE is getting better all the
time in the United States, and for that
matter, so is a cat’s, if the increasing
consumption of animal food is any
criterion. In 1964, the last year for
which detailed statistics are available,
owners of these pets spent an esti¬
mated $600 million to feed them and
predictions for 1968 run as high as
$700 million. The fact is, the pet food
market is growing faster than the
market for other foodstuffs: from
1958 to 1965, there was an average
rise of 9 per cent a year.

In a study completed by the New
York Times in 1966, the expanding
market in pet foods was attributed to
several factors. One of them was the
movement of families to the suburbs
where they have more room to keep
animals. According to this report, 42
per cent of all homes in this country,
or 23 million families, have one type
of pet or another, and in 1964, while
the human population was growing
at a rate of 10 per cent, the number
of pets increased 15 per cent. Keeping
pets has apparently become a status
symbol and the “in thing”. This last
Christmas, for the first time in its
history, Philadelphia’s SPCA simply
ran out of animals, so brisk was the
demand. Dun’s and Barron’s, who
both maintain records on the subject,
in 1964 reported the number of cats
at 28 million and dogs at 26 million.
This is a very large market indeed.

Upsurge after World War II
The keeping of pets originated with

primitive man and for centuries they
either shared their master’s board or
were given the scraps remaining. In
1855, however, a small British manu¬

facturer began making leftover
sailor’s hardtack into pet food. Thus
was born a new industry, and this
original product, which became
known as the dog biscuit or cereal
food, continued as the only prepared
dog food until 1925, when low-grade
beef and horsemeat were introduced
in canned form. The first company
to sell a meat product was Chappel
Brothers, horse dealers in Illinois. The
idea caught on quickly and by 1928
was developing into a large volume.
However, it was not until the end of
World War II that the real upsurge
began, with the new techniques in
packaging and advertising.

The Industry Diversifies
In recent years, the trend has been

toward the development of wet or
moist pet foods where each serving
pack is individually wrapped, al¬
though the bulk of the trade is still
in dried varieties. With the U.S.
coastal fisheries, the Midwestern mil¬
lers and the meat packers engaged in
battle, the market has become so¬
phisticated and competitive. The pet
food industry is diversifying rapidly
and now quotes a figure of some
2,500 manufacturers producing 15,000
varieties and types of products. These
range through cellophane-wrapped
patties to Swedish-type meat balls, and
in between there are délectables such
as kidney or lamb with sauce, broth,
cream gravy or chowder. Many are
said to be suitable for either cats or
dogs. There are even gourmet lines at
prices slightly higher than the more
traditional dishes. Most of the pro¬
ducers have a limited output and serve
a regional market. Only 13 brands

have what might properly be describ¬
ed as national distribution.

For 1963, when the industry was
somewhat smaller than it is now, a
survey of the leading 10 producers
of moist and wet pet foods in the
United States showed the following
standings.

Retail Sales
Gaines Dog Food

(General Foods) U.S.$ 5,370,800
Purina Dog Chow

(Ralston Purina)
Ken-L Dog Food

(Quaker Oats)
Gravy Train Dog Food

(General Foods)
Friskies Pet Food (Carnation)
Purina Cat Chow

(Ralston Purina)
Puss ’n Boots Cat Food

(Quaker Oats)
Red Heart (John Morrell)
Rival Pet Foods

(Associated Products)
Milk Bone Dog Foods

(National Products)

$26,409,100
All others 8,758,500
Total sales $35,167,600

Industry Has Problems
Even though the pet food industry

has developed from other fields like
meat packing, fish processing, milling,
etc., its special problems of produc¬
tion and merchandising divorce it
from these separate backgrounds and
give it an identity of its own.

In the last few years the shelf space
allotted to pet foods by chain and
grocery stores has trebled. There are
some supermarkets that stock up to
125 pet food products on as much as
60 linear feet of shelving. The man¬
ufacturers spend millions on research
to make the diets and packaging more
attractive in the never-ending race
for “a place on the shelf”. Because
of the competition, the average prices
have tended to decrease instead of
increase.

4,821,000

3,528,500

2,927,000
2,710,000

1,966,000

1,563,900
1,259,900

1,232,500

1,029,500
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One marketing problem lies in the
labelling used by manufacturers.
Claims for the flavour of their prod¬
uct are sometimes in direct conflict
with many state laws that forbid the
use of flavour as an attraction, on the
assumption that animals cannot taste.
To help settle the matter once and
for all, a group of manufacturers has
launched a pilot research project at
Kansas State University to investigate
taste perception by dogs. The hope is
that some measure can be developed
to determine how much flavour ac¬
tually means to a dog’s palate. Such

information, manufacturers feel, will
make more accurate labels possible.

Canadians Might Sell
A Canadian producer with enough

plant capacity to seek new outlets
should not shy away from the U.S.
market simply because of its size and
competitiveness. It is quite possible
that, despite freight and duties, a
given Canadian brand may have a
definite price advantage in certain
regions, and provided that the packag¬
ing is attractive, there is no reason
why it shouldn’t find acceptance. A

good place to start is the Delaware
Valley, of which Philadelphia is the
centre. It is only 450 miles from
Central Canada, supports a population
of over 5 million, and has a highly
organized food distribution business.
What a Canadian exporter requires
is a broker with good chain-store con¬
nections, who can advise him on state
labeling regulations and the practices
of the trade. The Consulate in Phila¬
delphia has a directory of reputable
brokers interested in Canadian rep¬
resentations and will be glad to
furnish names on request. •

Automatic Vending Machines
Italy Use of vending machines has expanded quietly but
steadily over the past ten years. Today, the market is ready to be
exploited in the field of food dispensing.

C. E. RUFELDS, Consul and Assistant Trade Commissioner, Milan.

Vending machines such as the unit for making espresso coBee in the centre of the
picture were featured at Expo ’66, a Milan trade fair for vending machines.

THE MARKET IN ITALY for auto¬
matic coin-operated equipment of all
types is on the rise. The reason is a
combination of higher labor costs, the
hustle and bustle of today’s society,
and the demand for more leisure time
by clerks, waiters and other service
personnel. As one Italian importer
remarked: “The market is growing,
particularly in the urban areas of
Northern Italy, but vending machines
still do not command the acceptance
they do in Canada and the United
States. It is difficult to make my sup¬
pliers picture the North American
market as it was twenty years ago,
but that is what Italy is like today . . .
and I expect we will have the same
growth.” Although the market does
look promising, it is important to
realize that Italy does not enjoy the
same standard of living as North
America and therefore the above re¬
mark may be somewhat misleading.

Gradual acceptance of the use of
automatic vending equipment in Italy
is evidenced by the fact that the first
automatic vending machines, which
were for cigarettes, appeared eight
years ago and today there are approx¬
imately 3,500 cigarette-dispensing
machines in use. The large bottling
companies have done a good job in
helping to acquaint the buying public
with coin-operated merchandising
equipment by introducing cold-drink
vending machines in industrial plants.
I have even seen a coin-operated
candle-dispensing machine in a well-
frequented church in Milan!
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‘Faema’, the local designers and
manufacturers of the most popular
make of coin-operated espresso
machine, only introduced their equip¬
ment three years ago and now have
3,000 units on the market.

The large bottling companies have
done a remarkable job in helping to
acquaint the buying public with all
types of coin-operated merchandising
equipment by persistently introducing
cold-drink vending machines into
industrial plants, bowling alleys and
many other areas where people
gather. The bottlers handle the Italian
market in the same manner as their
Canadian counterparts, and in most
cases with the identical types of
machines. The only difference is that
the machines are made locally under
licence.

Table I illustrates the growth of
automatic vending in Italy and shows
the present trade in domestic and
foreign-produced equipment in Italy.
Although Italian production at present
exceeds imports, domestic production
is limited almost exclusively to several
makes of automatic espresso dispen¬
sers, coin changers and soft ice cream
machines. This leaves a wide area
open to perceptive foreign suppliers,
although local manufacturers are
quickly designing new equipment and
negotiating manufacturing licence
agreements for the more popular types
of other automatic coin-operated mer¬
chandising equipment.

Opportunities for Canadians
There are still 530,000 tobacconist

shops in Italy which traditionally re-

TABLE I
Italian Trade in Vending Machines for

Stamps, Cigarettes, Chocolates,
Food, etc.*

Year Imports

(Can.।
Exports

dollars)
1956 58,000 3,800
1957 57,000 14,200
1958 236,000 15,400
1959 630,000 20,000
1960 450,000 108,000
1961 490,000 152,000
1962 500,000 92,000
1963 660,000 300,000
1964 540,000 840,000
1965 840,000 1,160,000

Statistical Classification No. 084.58. Italian
foreign trade statistics.

main open from 5 a.m. to 1 a.m.,
seven days per week. Not unnatural¬
ly, the tobacconists are clamoring for
more time off and legislation is ex¬
pected soon to limit operations to a
maximum of six days per week.
Vending machine suppliers expect a
brisk demand for cigarette dispensing
equipment as a result of the pending
legislation.

Many local distributors are keen to
have offers from Canadian suppliers.
This interest in largely stimulated by
the large capacity of Canadian
machinery (permitting longer inter¬
vals between refills) and its mechani¬
cal dependability. Although machin¬
ery first on the market performing a
new function would probably not face
price or styling obstacles, the trade
feels that, in addition to new applica¬
tions, there are good possibilities of
sales and rental to private and institu¬
tional buyers. They have shown in¬
terest in pre-packaged ice cream dis¬
pensers, hot-drink (other than coffee)
machines, automatic soup equipment,
pocket-book retailers, brioche/dough¬
nut dispensers, and many others.

The best marketing approach for a
Canadian vending machine man¬
ufacturer is to sell to an existing well-
established Italian vending machine
importer/distributor. These firms have
bands of keen salesmen who make
daily rounds of large and small
potential clients, good servicing and
maintenance organizations, and a
wealth of hard-earned experience in
the Italian market. The importer/dis¬
tributor usually buys the equipment
outright and then loans, rents or re¬
sells it. For large contracts, payment
is made directly to the manufacturer
by the final purchaser with the impor¬
ter/distributor handling the import
procedures, maintenance and ser¬
vicing.

Need for Flexibility
Canadian-type coffee from a hot

drink dispenser is not acceptable to
the Italian. He demands espresso—not facsimile espresso but true espres¬
so brewed by passing steam through
freshly ground coffee beans. Faema
now has machines on the market that
do the job, but the technology re¬
quired took some time and it will
probably take longer still to sell by
machine suitable instant spaghetti.
Italians are accustomed to good eat¬

ing and will not accept second best
for the sake of convenience.

Canadian producers must also be
flexible to get around both normal
adjustments for Italian coinage and
electrical current (220 volts, 50 cy¬
cles) and also stiff price competition.
Local producers, of course, have the
edge as far as tariffs go, closely fol¬
lowed by other Common Market sup¬
pliers with their tariff advantage (see
Table II). Although exact import sta¬
tistics are not available, it is evident
from local trade fairs that most of the
imported equipment originates from
the U.S., Denmark, Britain, West Ger¬
many, and Canada.

TABLE n
IMPORT DUTIES ON VENDING

MACHINES'

EEC Third

Present duty
valorem on
Italy

Turnover tax3

ad
c.i.f.

Countries Countries
(per cent)

3.201 12.4*
4 4

Compensatory tax3 6 6
Administrative tax3 0.5 0.5

♦Customs Item 04.58.
1 Forecast to be reduced to 0 by July 1,

1968.
2 Forecast to be reduced to 10 by July 1,
1968.

“These taxes are levied against all imports,
irrespective of their country of origin.

As well as all the above, Canadian
companies hoping to sell to Italy must
bear in mind Italian preoccupation
with styling. A machine that is not
aesthetically pleasing to the eye, ear
or touch will not sell there.

Canadian suppliers of automatic
vending equipment do face tariff ob¬
stacles and design problems in Italy
but these can be offset by the possibil¬
ities of a large, undeveloped market
where introduction of a quality ma¬
chine in a new field would bring defi¬
nite rewards. Price disadvantage is
often outweighed by the greater capac¬
ity of a North American machine.

If your firm has a line of automatic
coin-operated equipment that you
think might be suitable for Italy, now
is the time to act. Alert the Milan or
Rome offices of the Department of
Trade and Commerce for help and
information. •
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Canada's Trade Fair Program 1967 and 1968
ALERT Canadians are using fairs and exhibitions
around the world as one of their major methods of
trade promotion. This year the Department of Trade
and Commerce is organizing almost 50 exhibits in 12
countries to present a comprehensive range of Canadian
goods and services to everyone from housewives to
electronics engineers.

The list includes both fairs that are aimed at do¬
mestic consumers and trade or professional specialists.
This reflects the Department’s policy of covering as
wide a range of buyers as possible. (To give the com¬

plete picture, fairs which have already taken place are
also shown.)

Industry’s interest in such programs is usually high
and this year’s is no exception; many of the Depart¬
ment’s exhibits are booked up already. This does not
mean, however, that private companies or industry
groups should not make their own way to these im¬
portant marketplaces. Fairs and exhibitions have
proved themselves to be winners in promoting sales
and the company that can afford to spend time, men
and money on these will find them well worthwhile.

1967 WHAT WHERE WHEN
Agriculture Salon International de l’Agriculture

This show is, perhaps, the most important of its
kind in Europe. Its make-up is rather like that of
the Royal Winter Fair in Toronto: livestock, agri¬
cultural machinery and some food products. In
1965, attendance totalled about 640,000. Nine
countries besides France were represented by
exhibitors.

Paris, France March 4-12

Architectural American Institute of Architects Convention
The 99th annual convention will, as usual, be
broad but vertical, stressing the latest in building
materials and techniques. At last report 14 Cana¬
dian companies had signed for displays; this
will be Canada’s first national exhibit at the
convention.

New York, N.Y. May 14-19

Clothing

Electronics

International Children’s and Babies’ Fair

Applications up to publication date have been
received from 335 exhibitors, including 103 from
nine countries other than Germany. The show will
feature children’s and babies’ outerwear, linen,
underwear and other textile articles, as well as
children’s furniture, baby carriages and related
groups.

National Shoe Fair of America

Canada last exhibited at this fair in 1965 when
18 firms showed products to the 10,000 buyers
who attended. Over 950 firms participated in the
1965 show; they took up 1,148 exhibit units which
included sample display rooms, open booths and
large public space at five Chicago hotels.

Institute of Electrical and Electronics Engineers’
Conference and Exhibition
This annual vertical show draws about 100,000
trade visitors each year. Technical sessions are a
feature of the exhibition, which includes displays
of computers, navigation equipment, machinery,
tools, radio hardware, and electrical power gener¬
ation and distribution equipment.

Cologne, West Germany April 14-16

Chicago, Illinois

New York, N.Y.

October 8-11

March 20-23
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Electronics Show Johannesburg, South Africa
The exhibits for this fair will consist primarily of
sophisticated equipment from such countries as
France, Britain, the United States, West Germany,
Italy and Japan. Open only to the trade, it at¬
tracts approximately 140 exhibitors and 8,000
guests.

Engineering SAE Automotive Engineering Congress and
Exhibition
Technical and trade meetings and papers are
features of this annual vertical convention. The
SAE holds its annual meeting during the show.
The Canadian exhibit was institutional in nature
and stressed our capabilities in the original equip¬
ment field.

Detroit, Michigan

ASTME Exhibition
Among the topics usually covered at this import¬
ant exhibition are material removal and forming,
casting, molding and metallurgical processing,
finishing and coating, inspection and quality
control, manufacturing systems and company
management.

Chicago, Illinois

International Engineering Exhibition
This show is sponsored by the London Chamber
of Commerce and organized in conjunction with
the British Electrical and Allied Manufacturers
Association and the British Mechanical Engineer¬
ing Federation. The program usually includes
plant tours and technical conferences as well as
the exhibits themselves. The fair is truly inter¬
national in nature, with visitors coming from all
over the world.

London, England

Salon International de l’Aeronautique et l’Espace
Canada last exhibited at this Salon in 1965. The
show is considered to be one of the largest and
most important of its kind in Europe and is
always well attended by aeronautical experts from
all over the world.

Paris, France

American Society of Metals Show
Canada participated in this show in 1959, 1960,
1961, 1962 and 1965. The displays include all
types of metals and equipment used in the metals
industry. Attendance is limited to registered
visitors.

Cleveland, Ohio

Food Daily Mail Ideal Home Exhibition
This exhibition, held each year at Olympia, is the
largest of its kind devoted to consumer goods. It
can accommodate 500 exhibitors and over one
million visitors attended the 1965 show. That year
the Canadian section was popular and attendance
ranged from “busy” to “packed to capacity". Food
will be featured in 1967.

London, England

WHEN

September

January 9-13

April 24-28

April 25-May 4

May 26-June 4

October 16-19

March 7-April 1
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Belfast Telegraph Ideal Home Show

Open to the general public, this annual horizontal
show attracted 260,000 visitors in 1965. The prod¬
ucts exhibited included household appliances and
furniture, garden furniture, foodstuffs, and a
complete range of consumer goods.

Belfast, Northern Ireland August 30-September 16

International Exhibition of Fine Foods and Provi¬
sions (ANUGA)

ANUGA is the most important food fair in Eu¬
rope and is held every two years. Attendance in
1965 totalled 231,700, of which 13,540 came
from outside Germany. Some 2,588 firms ex¬
hibited that year of which 1,403 were foreign (59
countries were represented).

Cologne, West Germany September 30-October 8

Furniture
and

Furnishings

International Fair of Accessories and Materials
used for Woodworking, Furniture, Upholstered
Furniture and Mattresses, for House, Ship and
Vehicle Building and for Light Construction Work
(INTERZUM).

The products exhibited cover the broad horizontal
field of supplies for the furniture industry with
special emphasis on new and unique tools, equip¬
ment and materials. Over 4,000 of the 24,140
trade visitors in 1965 were non-German, as were
125 of the 472 exhibitors.

Cologne, West Germany June 22-25

National Office Furniture and Equipment Show

This show usually held at McCormick Place, is
international in scope, drawing many visitors from
outside the United States. Products usually include
office chairs and hardware, steel shelving, stack¬
ing chairs, file cabinets, office fabrics, conference
tables, desks, bookcases, and executive and lounge
chairs and tables.

Chicago, Illinois September

Furs International Fur Fair

Canada has exhibited each year since 1958 in this
important fair. The aim of the exhibit is not so
much to make direct sales as to encourage Eu¬
ropean buyers to attend Canadian auctions or to
have fur brokers handle arrangements. More than
20,000 visitors from the trade attended in 1965.

Frankfurt, West Germany April 26-30

Gifts Boston Gift Show

This will be Canada’s first appearance at the
Boston Gift Show. Sponsored by the National
Gift and Art Association, it drew 3,500 business
visitors in 1965. The general public is excluded
from this strictly vertical fair.

Boston, Massachusetts March 5-9

New York Gift Show

Held semi-annually in February and August, this
is one of the largest gift shows in the United
States. It is open only to registered buyers who
come from department, chain, souvenir, specialty
and gift shops. Attendance usually numbers 15,000
and exhibitors number about 800.

New York, N.Y. August
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Hardware International Hardware Trades Fair London, England

This is an annual vertical event confined to hard¬
ware, household accessories, furniture, etc. In
1966 there were about 371 exhibitors of which
three (Canada, Australia and Ireland) were na¬
tional exhibits. At least $50,000 worth of business
was done in 1966, and inquiries about agencies
were numerous.

Homes,
Builders'

Materials

International Building Exhibition
This show is held annually and covers all aspects
of the building industry. It is directed to architects,
contractors and municipal engineers. Canada has
exhibited from 1955 to 1966; there were 250,000
visitors and 960 exhibitors last year.

London, England

Salon International du Bâtiment (International
Building Exhibition)

Comprehensive coverage of construction methods,
materials and equipment is the keynote of BATI-
MAT. In 1965, 850 exhibitors took up 80,000
square metres of space over five floors.

Paris, France

National Association of Homebuilders’ Convention
The Association’s convention attracted 40,000
business visitors from all over North America in
1965. There were about 430 exhibitors.

Chicago, Illinois

International Netherlands Industries Fair
Canada last participated at Utrecht in 1964. At¬
tendance that year was estimated to be 155,000.
The Canadian exhibit this year will feature pre¬
fabricated housing units and techniques.

Utrecht, Netherlands

XXXV Barcelona International Samples Fair
For the second year the Department will be
mounting an exhibit in Barcelona. Last year’s in¬
dustrial display was highly successful. Over one
million people attend each year.

Barcelona, Spain

36th Poznan International Fair
This is a broad horizontal fair which displays
everything from leather luggage to sophisticated
electronic instruments. In 1964 there were 37 na¬
tional exhibits for the 450,000 visitors to view.
Lectures and conferences on a wide variety of
subjects are also featured.

Poznan, Poland

International Autumn Fair
The largest fair in Yugoslavia, it offers a wide
sampling of all kinds of industrial and consumer
goods. The Department will participate in 1967
with an institutional-type exhibit highlighting this
country’s industrial capabilities.

Zagreb, Yugoslavia

16

International Trade Fair
This is primarily a technological exhibition in¬
cluding machine tools, optical equipment, textile

Brno, Czechoslovakia

January 30-February 3

November 15-29

November 23-December 3

December 3-7

March 6-14

June 1-15

June 11-25

September 7-17

September 10-19
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machinery, medical supplies and electronic ap¬
paratus. In 1965 there were 970 exhibitors from
38 countries and 942,636 Czech and 47,865 other
visitors.

German Industries Fair Berlin, Germany October 4-15
Canada’s participation will be on an industry-wide
basis with a wide range of goods and services
being shown.

Pacific International Trade Fair Lima, Peru October 27-November 12
A pavilion will be built for Canadian exhibits
and a cultural section will be included. Between
40 and 50 companies are expected to attend,
mostly from the electrical, electronics and engi¬
neering industries.

Lumber Northeastern Retail Lumbermen's Association
Convention

New York, N.Y. January 20-22

Northwestern Lumbermen’s Association Building
Products Show

Minneapolis, Minnesota January 25-26

Southwestern Lumbermen’s Association Convention Kansas City, Kansas January

Carolina Lumber and Building Material Dealers
Association Convention

Charlotte, North Carolina February 7-9

Annual Convention and Building Industry Trade
Show

Columbus, Ohio February

Nebraska Lumber Merchants Association
Convention

Omaha, Nebraska March 1-2

Lumbermen’s Association of Texas Annual
Convention

Houston, Texas April 7-9

Florida Lumber and Building Material Dealers’
Association 47th Annual Convention

Orlando, Florida April 26-29

Oklahoma Lumbermen’s Association Oklahoma City, Oklahoma October 20-22

Merchandising Supermarket Institute Show Cleveland, Ohio June 4-7

The show is held at the same time as the Insti¬
tute’s annual convention. Trade workshops cover
all aspects of supermarket merchandising and
exhibits include both food and dispensing equip¬
ment for food.

Salon Technique International de 1’Equipment
Hotelier du Materiel de Cafeterie et des Industries
Connexes (EQUIP’HOTEL)

Paris, France October 12-23

This fair is aimed at hotels, restaurants, bars and
caterers. In 1964 there were about 500 exhibitors
of which 198 came from outside France. Of the
131,000 visitors, 80 per cent were from the trade.
Canada exhibited in 1964 with eight companies,
three of whom sold all their display equipment.

Sporting National Boat Show New York, N.Y. January 11-22
Equipment This annual vertical fair features a wide range of

boats, marine supplies, safety and communications
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equipment. Over 363,000 people including 10,000
trade visitors attended the 1966 show at which
Canada exhibited for the first time.

National Sporting Goods Association Convention
All types of sporting and outdoor goods are shown
at this convention, held this year at the Palmer
House and the Navy Pier. This will be Canada’s
tenth appearance.

Chicago, Illinois February 5-9

International Fair for Sports Goods, Camping
Equipment and Garden Furniture (SPOGA)

SPOGA is an annual fair with exhibits of sports
equipment and clothes, picnicking and hiking gear
and garden furniture. In 1965 there were 698
exhibitors (14 Canadian) and 12,100 trade visitors,
3,760 of whom were non-German.

Cologne, West Germany October 22-24

Trade International Samples Fair Milan, Italy April 14-25
Information

Booths German Industries Fair Hanover, West Germany April 29-May 7

Messina International Trade Fair Messina, Sicily August 8-21

Bari International Trade Fair Bari, Italy September 7-20

1968 The Department of Trade and Commerce must

Automotive

plan many months in advance for its participation
in a trade fair. Because of this, prospective ex¬
hibitors may find that space is no longer avail¬
able in some of the 1967 exhibitions. The follow¬
ing is a list of the 1968 fairs in which the
Department proposes to take part. Space in these
exhibits has not yet been allocated and interested
companies should get in touch with the Depart¬
ment in the near future.

SAE Automotive Engineering Congress and Detroit, Michigan January 8-12

Education

Exhibition

American Association of School Administrators* Atlantic City, New Jersey February 17-21

Electronics

Convention

Salon International des Composants Electroniques Paris, France February

Food

(Electronic Components Exhibition)

Electrical Engineers (EEE) Exhibition

Institute of Electrical and Electronic Engineers
Conference and Exhibition

International Hotel and Catering Exhibition

London, England

New York, N.Y.

London, England

March 27-April 3

March 18-21

January 18-19

18

Scotland’s Food Fair

International Trade Fair (food exhibit)

Glasgow, Scotland

Osaka, Japan

April

April
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tional Winter Sports Fair)

Furs International Fur Fair Frankfurt, West Germany March

Hardware International Hardware Trades Fair London, England February

Salon International de la Quincaillerie (Interna¬
tional Hardware Exhibition)

Lyon, France April

Homes, Industrialized Building Systems and Components London, England May
Builders' Exhibition

Materials
American Institute of Architects Convention New York, N.Y. June 23-28

International Netherlands Industries Fair Utrecht, Netherlands March

German Industries Fair Hanover, West Germany April 27-May 5

Feria Internacional del Campo Madrid, Spain May 21-June 21

37th Poznan International Fair Poznan, Poland June

Lumber Northeastern Retail Lumbermen’s Association
Convention

New York, N.Y. January 19-21

Mid-America 1968 Building Products, Hardware
and Housewares Exposition

Kansas City, Kansas January 26-28

Ohio’s 86th Annual Building Products Industry
Trade Show

Columbus, Ohio February 13-15

Carolina Lumber and Building Material Dealers
Association Convention and Building Products
Exposition

Charlotte, North Carolina February

Nebraska Lumber Merchants Association
Convention

Omaha, Nebraska March 6-7

Lumbermen’s Association of Texas 82nd Annual
Convention and Exposition

San Antonio, Texas April 19-21

Florida Lumber and Building Materials Dealers
Association 48th Annual Convention and
Exposition

Florida April

Marketing Shop Equipment and Self Service Exhibition
(SHOPSHOW)

London, England April 22-25

Supermarket Institute Show Chicago, Illinois, May 5-8

Sporting National Boat Show New York, N.Y. January

Equipment Salon International des Sports d’Hiver (Interna- Grenoble, France March
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Chile Increases
Steel Output

CAP, as the Compafiia de Acero del
Pacifico S.A. is generally known, started
to produce steel in 1950. As a result,
it is estimated that during the past de¬
cade and a half, Chile has saved nearly
U.S.$400 million in foreign exchange
alone. Before CAP was set up, practical¬
ly all of Chile’s iron and steel require¬
ments had to be imported.

Huachipato, CAP’S steel plant, is
located in the bay of San Vicente, near
the port of Talcahuano in the south of
the country. It forms part of the in¬
dustrial zone of Concepciôn, capital of
one of the most important Chilean
provinces. The country’s largest coal
mines and reserves are close by, and
there is a deep water harbour, electric
power, and an abundant supply of in¬
dustrial water from the Bio-Bio River.
The proximity of Concepcion and Tal¬
cahuano ensures the supply of workers;
the mill employs more than 5,000.

Sales of iron and steel products in
1966 totalled U.S.$110 million, an in¬
crease of more than 11 per cent over the
previous year. These products included
hot metal, steel ingots, semifinished and
rolled products, merchant and flat prod¬
ucts, and pipe.

All iron ore consumed at Huachipato
is supplied by the El Romero mine, near
the old colonial town of La Serena. In
1959, CAP purchased an iron ore de¬
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Huachipato, Chile, is the site of the plant using this blast furnace precipitator.

posit known as El Algarrobo, which is
today the largest Chilean iron ore mine
in operation. The entire production of
this mine, currently three million tons, is
exported to Japan and the United States
and, to a minor degree, to the European
market.

CAP is at present implementing a
five-year expansion program to increase
its steel plant capacity from the present
600,000 metric tons of ingots per year to
one million tons by 1969. This capacity
will enable it to continue supplying the
domestic market for rolled steel prod¬
ucts. Otherwise Chile would by 1970
have to import semifinished and finished
steel products worth U.S.$26 million, and
this would put a rather heavy strain on
the balance of payments. The expansion
will also enable CAP to export up to
165,000 tons in 1971, mostly in semi¬
finished form. Exports of steel will di¬
minish as the internal market continues
to grow.

It is estimated that the implementa¬
tion of the program will yield an average
additional profit to the company of about
U.S.$8.5 million, and that the average
cost of finished products will decrease
by approximately U.S.$14.50 per metric
ton. The new facilities will be built with
a margin for further expansion at a
relatively low cost per ton of additional
capacity.

CAP adheres to the policy of develop¬
ing new products, of promoting the
establishment of new industries, and
opening up new markets for steel prod¬
ucts, both in Chile and abroad.

It plans in the near future to begin
manufacturing wire cables, steel springs,
special alloy steel, agricultural imple¬
ments, sewing machines, heavy forgings
and parts for the automotive industry.

In addition, CAP has lately made an
agreement with an Ecuadorean financial
group to install in that country a mer¬
chant mill with an initial capacity of
30,000 metric tons per year.

In Uruguay, CAP is negotiating a
similar agreement for the installation of
an 80,000-ton merchant mill to replace
the small unit currently in operation.

The Compafiia de Acero del Pacifico
has become the most important Chilean
industry, and one which has brought
immediate benefits to the economy. It
is contributing to the development of the
metallurgical industry which has known
uninterrupted growth as a result of the
continuous steel supply from Huachipato.
This has laid the basis for the establish¬
ment of new industries such as a
35,000-ton capacity wire drawing plant,
a grinding ball plant, and a slag cement
plant.—R. E. GRAVEL,

Commercial Counsellor, Santiago.
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Foreign Trade Service Abroad
AUSTRIAARGENTINA

Commercial Counsellor
Canadian Embassy
Casilla de Correo 3898
Suipacha 1111
Buenos Aires, Argentina

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

Cable: Canadian Phone: 32-9081
Telex: 121383 (Domcan BA)
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
W. G. Roberts, Assistant Commercial Secretary
A. D. Schulman, Assistant Commercial Secretary

Cable: Canadian Phone: 27-7565
Telex: 089 20600 (CDN GOVT AA 20600)
Territory: States of New South Wales and Queensland, Capital

Territory, Northern Territory, and Dependencies.

Commercial Counsellor for Canada
Mobil Centre
2 City Road
South Melbourne S.C. 4, Australia

H. A. Gilbert, Commercial Counsellor for Canada
J. D. Tennant, Assistant Commercial Secretary
W. A. McKenzie, Assistant Commercial Secretary

Cable: Canadian Phone: 61-3473
Telex: 089 30501 (CDN GOVT AA 30501)
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
J. E. G. Gibson, Assistant Commercial Secretary

Cable: Domcan Phone: 7-2541
Telex: 089 62017 (Domcan AA 62017)

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

F. I. Wood, Commercial Secretary
R. J. L. Berlet, Assistant Commercial Secretary

Cable: Canadian Phone: 23-32-94
Telex: 75320 (Domcan A)
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
B. A. Gagosz, 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
R. W. Burchill, Assistant Commercial Secretary

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

Consul and Trade Commissioner
Canadian Consulate
Caixa Postal 6034
Edificio Scarpa
Av. Paulista, 1765, 9 andar
Sâo Paulo, Brazil

C. T. Charland, Consul and Trade Commissioner

Cable: Canadian Phone: 36-6301, 36-6302
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BRITAIN

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

L. H. Austrian, 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
E. J. Ward, Commercial Counsellor (Timber)
O. Hickie, Commercial Secretary (Timber)
R. M. Shaw, Attaché (Publicity)
M, R. Bell, Assistant Commercial Secretary
F. G. Beaudette, Assistant Commercial Secretary (Agriculture)
A. L. Lyons, Assistant Commercial Secretary
H. G. Garland, Attaché (Fisheries)
Miss M. A. Armstrong, Attaché (Exhibitions)

Cable: Sleighing, London, W.l. Phone: MAYfair 9492
Telex: 22526/254428 (Dominion LDN)

Canadian Government Trade Commissioner
Martins Bank Building
Water Street
Liverpool, England
J. H. Nelson, Trade Commissioner
K. R. Higham, Assistant Trade Commissioner
Cable: Canadian Phone: MARitime 2177
Territory: Midlands, North England.

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

D. G. Nelson, Acting Trade Commissioner

Cable: Cantracom Phone: DOUglas 6751
Territory: Scotland.

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

D. G. Nelson, Acting Trade Commissioner

Phone: 21867
Territory: Northern Ireland.

CHILE

Commercial Counsellor
Canadian Embassy
Casilia 771
Agustinas 1225, 5th Floor
Santiago, Chile

R. E. Gravel, Commercial Counsellor
Z. W. Burianyk, Assistant Commercial Secretary

Cable: Canadian Phone: 64189
Telex: 3520068 (3520068 Domcan)
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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

Cable: Canadian Phone: 43-00-65
Telex: M100 (Domcan BOG)
Territory: Ecuador.

CUBA

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

Cable: Canadian Phone: 2-6421

DENMARK

Commercial Counsellor
Canadian Embassy
Prinsesse Maries Allé 2
Copenhagen V, Denmark
K. Nyenhuis, Commercial Counsellor
W. R. Hickman, Commercial Counsellor (Agriculture)
Cable: Canadian Phone: Hilda 3306
Telex: 5036 (Domcan KH)
Territory: Greenland, Poland.

DOMINICAN REPUBLIC

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

W. A. Stewart, Commercial Secretary
Cable: Canadian Phone: 2-8138
Telex: 3460140 (Domcan 3460140)
Territory: Haiti, Puerto Rico.

FRANCE

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

R. Campbell Smith, Minister-Counsellor (Economic/Commercial)
G. F. Mintenko, Commercial Counsellor
J. E. Montgomery, Commercial Secretary (Agriculture)

(continued)
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FRANCE (continued)

C. J. St. Pierre, Assistant Commercial Secretary
F. M. Wanklyn, Assistant Commercial Secretary
P. E. Labbe, Assistant Commercial Secretary

Cable: Canadian Paris 086 Phone: BALzac 99-55
Telex: 022/20600 or 20601 (Domcan a Paris)
Territory: Algeria, Monaco, Morocco.

GERMANY

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

H. J. Horne, Commercial Counsellor
G. H. Musgrove, Assistant Commercial Secretary (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 General
Koenigsaliee 82
4 Duesseldorf 1, West Germany

G. A. Browne, Consul General
J. A. Elliott, Consul
G. D. Valentine, Consul

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

Consul General
Canadian Consulate General
Esplanade 41-47,
2000 Hamburg 36, West Germany

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

Cable: Canadian Phone: 351805
Telex: 2-15 555 (DMCNH)
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
R. J. G. Ledoux, Assistant 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

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

GUATEMALA

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

R. D. Sirrs, Commercial Secretary
P. D. Donohue, Assistant Commercial Secretary
D. J. Browne, Assistant Commercial Secretary

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

Panama, and Canal Zone.

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

C. R. Gallow, Senior 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
K. G. DeWolf, Assistant Commercial Secretary

Cable: Canadian Phone: 61-8254
Telex: 346 (Domcan DLI)
Territory: Bhutan, Ceylon, Nepal, Sikkim.
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IRAN
Commercial Division
Canadian Embassy
P.O. Box 1610
Bezrouke Building
Corner of Takht Jamshid Ave. and Forsat St.
Tehran, Iran
Cable: Cantracom Phone: 613560,4-9291
Telex: 2037 (Domcan Teheran)

IRELAND
Commercial Secretary for Canada
66 Upper O’Connell St.
Dublin, Ireland
W. G. Huxtable, Commercial Secretary for Canada
Cable: Canadian Phone: 44251
Telex: 5488 (Domcan Dublin)

ISRAEL
Commercial Secretary
Canadian Embassy
P.O. Box 20140
84 Hahashmonaim St.
Tel Aviv, Israel
S. G. Harris, 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
P. A. Freyseng, Commercial Secretary
C. D. Miller, Assistant Commercial Secretary
D. T. Wismer, 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 Vittor Pisani 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 (Cantrcom Milan)
Territory: Provinces of Emilia-Romagna, Lombardia, Piedimonte,

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

JAMAICA

Commercial Counsellor
Office of the High Commissioner for Canada
P.O. Box 1500
Tobago Road
Corner Trafalgar Road and Knutsford Boulevard
Kingston 10, Jamaica

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

Cable: Canadian Phone: 68711
Telex: KGN 30 (Beaver Kingston)
Territory: Bahamas, British Honduras.

JAPAN

Minister (Commercial)
Embassy of Canada
Akasaka Post Office
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.

KENYA

Commercial Secretary
Office of the High Commissioner for Canada
P.O. Box 30481
Silopark House, Room 303
Queensway
Nairobi, Kenya

J. B. McLaren, Commercial Secretary

Cable: Domcan Nairobi Phone: 28257
Territory: Malawi, Tanzania, Uganda, Zambia.

LEBANON

Commercial Counsellor
Canadian Embassy
Boîte Postale 2300
Alpha Building
Rue Clemenceau
Beirut, Lebanon
I. V. Macdonald, Commercial Counsellor
R. H. M. Cathcart, Assistant Commercial Secretary
P. W. Aubin, Assistant Commercial Secretary

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

Syria, Yemen.

24 Foreign Trade



MALAYSIA

Commercial Counsellor
Office of the High Commissioner for Canada
P.O. Box 990
A.I.A. Building, Ampang Road
Kuala Lumpur, Malaysia

P. Stuchen, Commercial Counsellor

Cable: Domcan Phone: 89722/4
Telex: KL/TX279 (Domcan KL)
Territory: Brunei, Burma.

MEXICO

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

M. B. Blackwood, Commercial Counsellor
R. A. Kilpatrick, Assistant Commercial Secretary
A. D. McArthur, Assistant Commercial Secretary

Cable: Canadian Phone: 33-14-00
Telex: 000177716 (Domcan Mex)

NETHERLANDS

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

D. A. B. Marshall, Commercial Counsellor
D. J. S. Winfield, Assistant 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 12-049 Wellington North
ICI Building, 3rd Floor
Molesworth Street
Wellington, New Zealand

R. H. Gayner, Commercial Secretary
C. D. Caldwell, Assistant Commercial Secretary (Agriculture)

Cable: Canadian Phone: 70-644
Telex: 065-3505 (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

N. L. Currie, Commercial Secretary
H. R. Wilson, Assistant Commercial Secretary

Cable: CxuxmMt Phone: 25262
Telex: 275 (Domcan Lagos)
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
D. B. Browne, Assistant Commercial Secretary

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

PAKISTAN
Commercial Counsellor
Office of the High Commissioner for Canada
54 Lawrence Road
Rawalpindi, Pakistan
W. J. Jenkins, Commercial Counsellor
Cable: Domcan Rawalpindi

Telex: LH 15 (Lahore 15)
Territory: Afghanistan.

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

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

PERU
Commercial Secretary
Canadian Embassy
Casilla 1212
Edificio El Pacifico
Corner Avenida Arequipa and Plaza Washington
Lima, Peru
E. E. Price, Commercial Secretary
A. T. Eyton, Assistant Commercial Secretary

Cable: Canadian Phone: 72760
Telex: WLA 5323 (Domcan Lima)
Territory: Bolivia.
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PHILIPPINES

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

J. L. Mutter, Consul General and Trade Commissioner
E. L. Bobinski, Consul and Assistant Trade Commissioner

Cable: Canadian Phone: 5 85-97, 5-86-15
Telex: 3252 (Domcan MN 3252)
Territory: Republic of China (Taiwan).

PORTUGAL

Commercial Counsellor
Canadian Embassy
Rua Marques de Fronteira, No. 8—4’ D*
Lisbon, Portugal

P. A. Thébèrge, Commercial Secretary

Cable: Canadian Phone: 55-31-18
Telex: 377 (Domcan P)
Territory: Azores, Cape Verde Islands, Madeira, Portuguese

Guinea.

SINGAPORE

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

J. H. Bailey, Commercial Counsellor
D. H. M. Branion, Assistant Commercial Secretary

Cable: Canadian Phone: 74633
Telex: 277 (Domcan SPORE)
Territory: Indonesia, Thailand.

SOUTH AFRICA

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

Wm. Jones, Canadian Government Trade Commissioner
S. B. McDowall, Assistant Trade Commissioner
Cable: Canadian Phone: 834-6521
Telex: 7189 (Domcan J 7189)
Territory: States of Natal, Orange Free State, Transvaal.
Other countries: Angola, Botswana, Lesotho, Malagasy, Mauritius,

Mozambique, Reunion.

(continued)
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SOUTH AFRICA (continued)

Canadian Government Trade Commissioner
P.O. Box 683
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
Telex: 7060 (5-7060 CT)
Territory: Cape Province. Other countries: St. Helena, South

West Africa.

SPAIN

Commercial Counsellor
Canadian Embassy
Apartado 117
Edificio Espana
Avenida de Jose Antonio 88
Madrid, Spain

L. A. Campeau, Commercial Counsellor
F. M. Mulkern, Assistant Commercial Secretary

Cable: Canadian Phone: 247-54-00
Telex: 7347 (Domcan Madrid)
Territory: Balearic Islands, Canary Islands, Gibraltar, Rio Muni,

Spanish Sahara.

SWEDEN

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

D. S. Armstrong, Commercial Counsellor
J. P. Bell, Assistant Commercial Secretary

Cable: Canadian Phone: 24-87-42
Telex: 10687 (Domcan STHLM)
Territory: Finland.

SWITZERLAND

Commercial Counsellor
Canadian Embassy
Kirchenfeldstrasse 88
Berne, Switzerland

S. G. MacDonald, Commercial Counsellor
G. E. Blackstock, Commercial Secretary

Cable: Canadian Phone: 44-63-81
Telex: 32489 (Domcan Berne)
Territory: Tunisia.
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TRINIDAD AND TOBAGO

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

K. G. Ramsay, Commercial Counsellor
D. H. Clemons, Assistant Commercial Secretary

Cable: Canadian Phone: 34787
Telex: 31314 (POS 31314)
Territory: Barbados, Leeward and Windward Islands, Guyana,

French Guiana, Surinam, Guadeloupe, Martinique.

UNION OF SOVIET SOCIALIST REPUBLICS

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

W. J. Collett, Commercial Secretary
Y. C. Jauron, Assistant Commercial Secretary

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

UNITED ARAB REPUBLIC

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

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

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. F. Hillhouse, Commercial Counsellor (Agriculture)
H. C. Armstrong, Commercial Counsellor
Miss V. F. Wightman, Attaché (Agriculture)

Cable: Canadian Phone: DEcatur 2-1011 (Area Code 202)
Telex: 0089664 (Domcan WSH)
Territory: District of Columbia.

(continued)

UNITED STATES (continued)

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)
B. C. Steers, Consul and Trade Commissioner
C. G. Bullis, Consul and Trade Commissioner
George Hazen, Consul and Trade Commissioner
J. D. Welsh, Vice Consul and Assistant Trade Commissioner

Cable: Cantracom Phone: JUdson 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
500 Boylston St.
Boston, Massachusetts 02116

M. R. M. Dale, Consul and Senior Trade Commissioner
R. C. Anderson, Consul and Trade Commissioner
C. A. Carruthers, 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
J. A. Doyle, Consul and Trade Commissioner
M. Rowan, Consul and Trade Commissioner
L. G. Lee, Vice Consul and Assistant Trade Commissioner

Phone: 427-1031 (Area Code 312)
Telex: 254171 (Domcan CGO)
Territory: States of Illinois, North Dakota, South Dakota,

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

(continued)
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UNITED STATES (continued)

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

A. W. Evans, Consul and Trade Commissioner
J. C. Bradford, Consul and Assistant Trade Commissioner
Phone: 861-1660 (Area Code 216)
Telex: 00985364 (Domcan CLV)
Territory: State of Ohio.

Consul and Trade Commissioner
Canadian Consulate
1920 First Federal Building
1001 Woodward Avenue
Detroit, Michigan 48226

H. S. Hay, Consul and Trade Commissioner
V. G. Lotto, Consul and Assistant Trade Commissioner
R. J. P. Archambault, Vice Consul and Assistant Trade

Commissioner

Phone: 965-2811 (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
J. H. Suggitt, Consul and Assistant Trade Commissioner
R. B. Blake, Vice 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.

Consul and Trade Commissioner
Commercial Division
Canadian Consulate General
2110 International Trade Mart
2 Canal Street
New Orleans, Louisiana 70130

P. A. Savard, Consul and Trade Commissioner
R. E. Pedersen, Vice Consul and Assistant Trade Commissioner

Phone: JAckson 5-2136, 5-2137 (Area Code 504)
Telex: 0058237 (Domcan NLN)
Territory: States of Louisiana, Texas, Oklahoma, Arkansas,

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

(continued)
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UNITED STATES (continued)

Consul and Trade Commissioner
Canadian Consulate
3 Penn Center Plaza
Philadelphia, Pennsylvania 19102
W. I. Millyard, Consul and Trade Commissioner
R. D. P. Lee, Vice 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 and Trade Commissioner
Commercial Division
Canadian Consulate General
111 Pine Street
San Francisco, California 94111
R. M. Dawson, Consul and Trade Commissioner
D. S. M. Baker, Vice Consul and Assistant Trade Commissioner
Cable: Canadian Phone: 433-2517 (Area Code 415)
Telex: 0034321 (Domcan SFO)
Territory: States of California (except the ten southern counties),

Wyoming, Nevada (except Clark County), Utah, Colorado,
Hawaii.

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
Telex: 398078 (Domcan MVD)
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. E. Kepper, Assistant Commercial Secretary

Cable: Canadian Phone: 32.40.41/44
Telex: 877 (877 Domcan)
Territory: Netherlands Antilles.
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This is a panoramic view of Midosuji
Boulevard, the main business street of
Osaka. The avenue’s eight lanes bring
businessmen and customers to the
office buildings and stores which line
it. Osaka is one of Japan’s leading
retail trade centres.

Selling to Japanese
Department Stores

Yes, the Japanese do buy consumer goods for sale in their bustling
department stores, either directly or through import agents. Some
Canadian companies have already succeeded in this $275 million-a-
year market, but there’s room for many more.

W. G. BRETT,
Commercial Secretary, Tokyo.

WHEN ONE first enters one of the
large Tokyo department stores, the
impression is that this is an excep¬
tionally large North American or
European store. The layout is much
the same. There are the usual props
and mannequins and certainly the
range of goods is just as large. About
the only difference at once apparent
is the unusual number of people. I
have never been in a Japanese depart¬
ment store that was not crowded and
sometimes they are like Tokyo Station
at rush hour.

Perhaps the first clue to the unique¬
ness of department stores in Japan
is the young ladies who bow each
customer on and off the escalators
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with a shy “welcome”, or “thank you
for coming”, both delivered in the
most courteous form of Japanese.
Other impressions accumulate with
visits to the different floors until one
gradually becomes aware that the de¬
partment store in Japan is a way of
life. Here are restaurants, very often
several under the same roof, art gal¬
leries (perhaps showing a collection
of aesthetically pleasing rocks), and
theatres which may be presenting one
of the traditional Kabuki plays, to
say nothing of zoos, nurseries, stock
brokers’ offices—in short, anything
that the customer is likely to want.
So the department store represents
another innovation in Japan in recent
years and, like so many other im¬
ports, it has been smoothly adapted
to Japanese social needs and tastes.
In fact, it has become a singularly
successful merchandising medium in
Japan. It departs in several ways from

the traditional attitudes of the Japa¬
nese towards distribution and because
of this it offers some interesting op¬
portunities to Canadian businessmen.
Place of Department Stores

The origin of Japanese department
stores has been traced back to the
Tokugawa Period some 300 years ago
when, it is said, certain of the older
dry goods firms began to develop
some of the features of the modern
store. But the department store as we
know it made its first appearance here
in 1904 with the establishment of
“Mitsukoshi”, still the largest of
Tokyo’s renowned stores. Others,
mainly set up in the ’30’s, have
achieved a comparable reputation.
Names like “Takashimaya”, “Dai¬
maru”, “Matsuzakaya” and “Isetan”
are literally household words.

In Japan one does not simply pro¬
claim oneself a department store. One
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administrative definition is, in part:
“A retail enterprise .... having sell¬
ing floor space of more than 3,000
square meters in any of seven large
cities”, (Tokyo, Osaka, Kobe, Kyoto,
Nagoya, Yokohama and Kita-Kyushu).
There are now said to be some 166
department stores in Japan, employ¬
ing about 125,000 people (two thirds
of them female). According to the
Ministry of International Trade and
Industry, department store sales in
1965 totalled $2,750 million, or 11.1
per cent of all sales in Japan at the
retail level. The comparable percent¬
ages in the United States and Britain
are 7 and 5 per cent, respectively.

Department stores are fairly evenly
sprinkled over the larger cities of
Japan and they have a fairly compara¬
ble selling pattern, with a pronounced
emphasis on clothing. (See Table I).

TABLE I

DEPARTMENT STORE SALES BY
COMMODITY GROUPS

1960 196S
(per cent)

Clothing 46.82 42.93
Sundry goods 7.46 8.13
Smallwares 10.70 11.97
Home furnishings 13.45 14.59
Foodstuffs 16.44 17.49
Dining and tea rooms 3.08 2.83
Services 0.73 0.74
Others 1.32 1.32

Total 100.00 100.00

Sales show a fairly regular rhythm
throughout the year, except for pro¬
nounced spurts during July and De¬
cember, the months when bonuses are
received and gifts exchanged.

There are several close contenders
for first place in sales. Ahead just now
is the Osaka-based Daimaru which is
pushing the 7,720 employees manning
its 112,484 square meters of counter
space in all four branches to make it
the first store to pass the charmed
100,000-million-yen mark (about
Can.$300 million) in the business
year ending in February 1967.

The appearance of supermarkets on
the Japanese merchandising scene is
a recent phenomenon, paralleling the
development of department stores.
There have been several promising
starts, and the idea seems to have
caught on quite well. Many of the
remarks below about buying methods
apply to supermarkets and to some

30

of the “arcades”, another notable fea¬
ture of Japanese retail distribution.

Scope for Imports
The sale of imported products in

department stores is a small but grow¬
ing percentage of total sales—but total
sales are enormous. There are definite
opportunities for Canadian suppliers
of consumer goods in Japanese de¬
partment stores. These opportunities
are enhanced by several favourable
factors. One of the most influential is
the fact that foreign commodities have
an extraordinary “cachet” in the Jap¬
anese mind. There are many instances
where foreign goods, priced well above
satisfactory Japanese equivalents, sell
simply because they are imported. The
most memorable instance I have en¬
countered was a Swiss watch modestly
priced at $18,000 presented beside
some excellent Japanese watches.

The merchandisers are well aware
of the attraction of the exotic and do
all they can to emphasize foreign ori¬
gin. Almost invariably the foreign ar¬
ticle in the showcase or on the shelf
has a miniature flag of the country
of origin close by, usually on the price
card. For the same reason, the stores
often undertake exhibitions and spe¬
cial promotions with a definite foreign
flavour. Often a whole section or half
floor is transformed with posters,
signs, kiosks, bunting, or almost any
article evocative of a particular coun¬
try. The salesgirls are dressed in the
costume of that country and national
music is piped throughout the store.

Almost every store has its “bou¬
tique” and it is invariably called just
that. It is a part of the store reserved
for specialties and the introduction of
foreign goods. Usually it is the most
exclusive section and is spacious and
elegantly decorated. At the present
time one of the main stores in Tokyo
has a good part of its boutique de¬
voted to decorative houseware made
by a Canadian manufacturer, side by
side with crystal from Czechoslovakia.

This brings up another point. One
has the impression that the average
Japanese consumer is only now arriv¬
ing at the point where he identifies a
given product with a country. Wine
is France, woollens are Britain, but
beyond that things get a little hazy.
In one sense this is an advantage,
because a prospective supplier does
not have to break down any precon¬

ceived notions of superiority. Canada
has no more claim to over-all distinc¬
tion than most other countries, yet we
are making rewarding sales in a good
many specialized fields and gradually
building up a reputation for quality.
More could be done at all levels to
enhance this image.

How They Buy
The main thing about department¬

store buying is the fact that it does
not depend nearly as much on the
services of Japanese giant trading
companies as other areas of commerce
do. The only occasions when a large
trading company need play a part is
when it has established a record for
obtaining import licences for a par¬
ticular product which may still be
under import control or when, through
its branches abroad, it is able to as¬
sume a sort of banking function. In
actual practice the trading companies
range over an even wider field be¬
cause often the store buyers visiting
abroad depend greatly on the foreign
offices of the leading Japanese com¬
panies, such as Mitsui, Mitsubishi,
Marubeni-Iida and Sumitomo.

Otherwise Japanese department
store buying is done in a variety of
ways. Connections range from the
big trading companies through the
small ones to individual traders, to
direct contact with the foreign sup¬
plier and even, on rare occasions, to
mail orders. One store estimates that
it makes about 20 per cent of its im¬
ports directly through the foreign sup¬
plier. Actually the stores prefer to
work through a local agent because
this facilitates documentation and
claims and frees them from foreign
exchange arrangements. Almost in¬
variably samples are required. Pay¬
ment procedures appear rather casual.
Most stores have no objection to letter
of credit terms but often established
contacts merely bill them at the end
of the month.

The internal structure of the store
administration is fairly typical. The
basic unit is the individual buyer
charged with purchases in a given
field, such as sporting goods, clothing,
liquor, and so on. He is the man who
makes the decision and he is the man
who must be sold. He deals with local
importers and pays for his purchases
in Yen. When it comes to direct im¬
ports, the Foreign Department comes
in. It co-ordinates foreign purchases,
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arranges the exchange and the docu¬
mentation and, when necessary, ob¬
tains import licences from the Min¬
istry of International Trade and In¬
dustry. This raises a rather important
point. Licences for any product re¬
quiring them—let’s say leather gar¬
ments—are issued on the basis of past
performance. If Store “A” has not
in the past dealt in leather garments,
it will normally not be able to procure
a licence. Store “B”, however, with
experience in handling this article,

qualifies for a licence. Obviously, the
foreign supplier or his agent must
establish what store gets which licence.

Japanese department stores do not
as a rule maintain buying offices
abroad. They send men out and some¬
times they deal through purchasing
agents, particularly in the United
States, France and Italy. These agents
usually operate in a specialized field,
let’s say Italian handbags, which are
readily available in Japanese stores
at prices up to $450. However, the

great bulk of foreign purchases are
made through the local agent or from
visiting foreign businessmen coming
into the store and interviewing buyers.

Perhaps this sketch of a new,
rapidly growing and challenging field
will induce more Canadian suppliers
to test this market. The potential is
excellent. Sales of department stores
reach $2,750 million a year and sales
of imported goods are reckoned at
10 per cent of this figure. Let’s see
now, that makes . . . . •

trade lines

Federal Commonwealth Line will increase frequency
of sailings to Australia to every three weeks when
navigation opens on the Great Lakes and St. Lawrence
River this year. Alternate sailings will call at New
Zealand ports. The first sailing from Toronto to Napier
and Auckland is scheduled in May and there will be
subsequent sailings every six weeks. The service will
continue during the winter months, loading at Halifax,
Nova Scotia. The line is not a member of the Eastern
Canada/Australia-New Zealand Conference.

The general agent in Canada is Federal Commerce
and Navigation Company Limited, 451 St. John Street.
Montreal Shipping Company Limited, 170 Bay Street,
Toronto, represents the line in Ontario.

Netherlands economic prospects for 1967 look better
now, according to the Central Planning Agency. The
agency predicts that exports will rise by 8 per cent
and productivity will increase by 4 per cent. The
balance of payments is expected to improve by an
additional 200 million guilders to reach a level of 1.3
billion guilders—The Hague.

Yugoslavia’s first oil pipeline will run from the Adriatic
port of Bakar to the oil refinery at Sisak, 176 kilo¬
meters distant, according to plans just completed. Later
it will be extended by 107 kilometers to refineries at
Bosanski Brod and the new refinery at Pancevo near
Belgrade. A branch will run north from Sisak to the
Hungarian border where it will eventually link up with

the Eastern European pipeline system. The annual
capacity of the new pipeline will be 13 million tons
of crude—Vienna.

Scientists at Jerusalem’s Hebrew University have de¬
signed a solar cooker for use where fuel is scarce but
sunshine is not. In bright sunshine it will deliver 558
watts and boil 2 litres of water in 22 minutes. The
cooker can be produced for $10 to $12 and may be
attractive to low income families in Africa, Asia and
South America—Tel Aviv.

Chile will import 1,600 taxis to relieve the transporta¬
tion problem in Santiago, free of import duties but
subject to “additional tax”. The Government will also
reduce customs duties on 500 bus bodies by 50 per
cent—Santiago.

Australian wine consumption has increased 84 per cent
over the past five years. In 1965-1966, Australians
drank 15.3 million gallons of wine—1.34 gallons a
head—with sweet sherry at 4.4 million gallons being
the most popular. Imports of wine were less than one
per cent of consumption. After Britain, Canada is Aus¬
tralia’s largest export market for wine and brandy—
Melbourne.

Singapore will produce its own refined sugar by the
middle of next year when work on the Can.$4.89 mil¬
lion factory complex in the Jurong Industrial Park is
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completed. The Government has not yet announced
quotas for the import of sugar to protect the local
industry, but it is expected to do so before the new
refinery begins operations. Singapore imported over
50,000 tons of refined sugar, valued at over Can.$4.2
million, in the first six months of 1966—Singapore.

The first of thirty new insulated unit load containers for
use on the service between Dublin and Liverpool/
Preston across the Irish Sea have been received. They
have aluminum frames and panels with 2 inch rigid
polyurethane in the walls and 4 inch polystyrene in
roofs and floors. The floors have positive grip tread
plates and the roofs have five meat-hanging rails de¬
signed to carry a total load of ten tons. The normal dry
ice charge will keep the container cold for 72 hours.

The containers are designed with special sockets for
handling by automatic lifts, thus enabling rapid loading
for through rail dispatch from Liverpool to London and
other British cities. Over 60,000 tons of fresh meat
were exported from Ireland to Britain in 1966. During
low meat shipping seasons, the new containers will be
used to carry other perishables such as cheese, fruit and
butter—Dublin.

Plans are going forward for two new hospitals in Glas¬
gow and Belfast. Each city has approved a major hos¬
pital to cost Can.$20 million. These developments are
expected to make use of the latest mechanical and
scientific aids. Ventilating, X-ray, teaching, research,
photographic and other basic equipment will be re¬
quired—Glasgow.

Germany’s photographic industry noted three new
trends at the “Photokina” fair, held last October in
Cologne. More non-Germans than before are interested
in German cameras and accessories; amateurs are buy¬
ing more sophisticated cameras, and the industry finds
itself increasingly occupied with supplying photographic
apparatus for technical, commercial and scientific pur¬
poses. More than half the sales are now in these fields—Bad Godesberg.

A Swedish company will spend $20 million to extend
its aluminum smelter. Svenska Aluminiumkompaniet
(Sako), Sweden’s only major aluminum producer, will
increase its production from 30,000 to 50,000 tons by
1968. Aluminum consumption, currently 80,000 tons
per year, has been increasing by 8 to 10 per cent
annually—Stockholm.

The Chilean Development Corporation will study the
feasibility of building port facilities at Constitution to
serve the planned cellulose plant. An American firm

has been commissioned to carry out the study. The port
project would cost an estimated U.S.$4.5 million—
Santiago.

Automatic mine safety equipment will be produced in
Hungary under a joint-manufacture contract between
a British company and NIKEX Foreign Trade Com¬
pany of Budapest. The Hungarian National Mining
Machine Company will manufacture 40 per cent of
the machines and component parts; the balance is to
be supplied by the Dobson-Nottingham Co. Ltd.—
Vienna.

London is to be a direct port of call for East Asiatic
sailings from Vancouver. The new service will begin
with the sailing of M. S. Sinaloa in March. East Asiatic
has increased the frequency of sailings from Vancouver
to ports in Britain and Northern Europe—Vancouver.

A new shipping service to Northern Europe from Lake
Ontario and St. Lawrence ports is planned for 1967.
With the opening of navigation on the St. Lawrence
River and the Seaway, the Bellstar Line will inaugurate
a regular shipping service between Toronto/Hamilton,
St. Lawrence River ports and Amsterdam, Rotterdam
and Hamburg. Three general cargo vessels will main¬
tain sailings on a fortnightly basis. The line is not a
member of the Canadian Continental Eastbound
Freight Conference. Shipping Limited, 410 St. Nicholas
Street, Montreal, and 170 Bay Street, Toronto, are
general agents for the Bellstar Line in Canada—The
Hague.

At the first 1967 Fur Show Auction held in Oslo from
January 9-11 skins sold at prices about 10 per cent
below those of December 1966. On the first day
220,000 dark male mink skins sold for an average
price of Kr. 110. Prices for the darkest, Black Mink,
ranged from an average of Kr. 188 to Kr. 340. On
January 10, 140,000 dark female mink skins sold for
an average of Kr. 60, with a high of Kr. 130, and
117,000 pastel mink skins at an average of Kr. 107,
with top price of Kr. 165. On the closing day 110,000
skins of pastel and 27,000 of dawn and topaz mink
were offered. In all, 610,000 skins were sold, most of
them for export; the U.S. and Italy were the chief
buyers. The next International Skin Auction is
scheduled for the end of February—Oslo.

The Volkswagen-Werke purchases some 60 per cent
of the 5,000 component parts of a car, which is in line
with the international average of 55-65 per cent. At
present, the factory obtains half of its coal supplies
and also headlamps, tires and spark plugs from the
United States. An estimated 10-15 per cent of its
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supplies come from abroad. It spends approximately
U.S.$1 billion a year on the purchase of production
materials—Hamburg.

Mining developments in Rumania could spell opportu¬
nities for selling mining equipment there. An iron ore
deposit in the Hunedoara region will supply 100,000
tons in 1967. Two new coal mines in the Motru region,

each with a projected annual output of one million
tons, are slated to commence production in 1969.
Work has begun on a lignite quarry, the annual produc¬
tion of which is expected to reach 22 million tons.
These are only three of 19 mines planned for during
the present Five-Year Plan (1966-1970). Expenditures
on equipment will be 1.5 times that allocated for min¬
ing investments in the previous six years—Vienna.

Foreign Tariffs and Trade Regulations

Bolivia
BOLIVIA JOINS LAFTA—On February 8, 1967,
Bolivia signed documents of adherence to the Treaty
of Montevideo. As a less developed member, Bolivia
will receive special tariff treatment from other members
in the same way as Ecuador and Paraguay do. Bolivia
is expected to enter into tariff negotiations with the
other members at the next special negotiating session
of LAFTA, which may take place in March and April,
or at the regular annual negotiating session at LAFTA
headquarters in Montevideo in October. The special
negotiating session is mainly intended to give Venezuela
the opportunity of concluding its tariff negotiations
with the other nine LAFTA members, which were not
concluded at the regular negotiating session at the end
of 1966—Montevideo.

Finland
IMPORT LIBERALIZATION—The Government of
Finland has announced a list of commodities imports of
which have been liberalized. The action became effec¬
tive on January 1, 1967, and means that import permits
are no longer required for the items listed. Included
are:
Fish fillets
Com flakes
Biscuits
Gypsum
Lime and cement
Articles of leather
Articles of apparel of leather
Carpets, mechanically made
Internal combustion engines
Pumps for liquids

Norway
AGRICULTURAL IMPORTS LIBERALIZED—The
Government of Norway has advised the GATT Secre¬

tariat that from January 1, 1967, on, imports of the
following products are exempt from import restriction:
Frozen com
Cherry pie filling
Canned sour cherries
Canned mixed fruits, including fruit cocktail
Vegetable juices whether or not containing added sugar
Canned com

More detailed information may be obtained from the
Office of Trade Relations, Department of Trade and
Commerce.

Trade Commissioners on Tour

In Territory
Guyana—D. H. Clemons, Assistant Commercial Secretary in
Port-of-Spain, Trinidad, will visit Guyana March 26-April 1.

Kuwait—I. V. Macdonald, Commercial Counsellor in Beirut,
Lebanon, will visit Kuwait March 10-13.

Leewards—D. H. Clemons, Assistant Commercial Secretary
in Port-of-Spain, Trinidad, will visit Antigua, St. Lucia, St.
Vincent and Grenada March 26-April 1.

South Korea—W. G. Brett, Commercial Secretary in Tokyo,
Japan, will visit South Korea March 28-April 1.

West Indies—K. G. Ramsay, Commercial Counsellor in Port-
of-Spain, Trinidad, will visit the Leeward and Windward
Islands, Guadeloupe and Martinique March 10-20.

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

One of the dominant strains of Brazilian cattie is the Neiore breed, derived from the 2'ebu.

Project areas in Central and Southern Brazil will benefit from pro¬
posed $100 million program to build up and modernize livestock
industry. Southern project may present Canadians with opportunities
to sell purebred cattle, frozen semen, fertilizers, seeds, equipment.

C. M. FORSYTH-SMITH, Commercial Counsellor, Rio de Janeiro.

THE BRAZILIAN GOVERNMENT
recently approached the International
Bank for Reconstruction and Devel¬
opment for a loan of $50 million to
help finance an ambitious program of
livestock improvement estimated to
cost a total of $100 million. Although
the decision to proceed with the plan
has not yet been made, there is a
strong possibility that approval will be
granted. This should result in some op¬
portunities for Canadian participation.

Brazil is currently a significant pro¬
ducer of livestock, but total production
has never come close to the potential
that could be realized if the natural
climatic and ecological advantages of
the country were fully exploited. The
present cattle population is between
70 and 80 million, pastured on an area
of about 120 million hectares (about

463,300 square miles). Eighty per cent
of this area is natural grassland and
only 14 per cent represents cultivated
pasture land.

Three Regions Involved
There are three distinct livestock

regions in Brazil. The southern pan¬
handle that includes the states of Rio
Grande do Sul, Santa Catarina and
Parana has a temperate climate with
well-defined seasons and frequent
frosts in the winter. Rainfall in the
region is adequate and in the summer
it produces lush growths of Argentina
and other grasses and various types of
clover. The dominant cattle breeds in
the South are of European origin, par¬
ticularly those raised for beef. These
include Hereford, Devon, Aberdeen
Angus, Shorthorn and Charolais.

Among milk producers the Jersey,
Guernsey and Holstein-Friesan pre¬
dominate.

The Central Region is an area
roughly defined by the Tropic of Cap¬
ricorn and the 16th parallel and in¬
cludes the State of Sao Paulo and parts
of Mato Grosso, Goias, Minas Gerais
and Rio de Janeiro. The climate is
tropical, with less well-defined seasons,
a year-round growing season, and no
frosts. The dominant types of cattle
are strains derived from Indian stock
or Zebu, as they are known in South
America. The most popular of these
are Neiore, Gyr, Guzirat and Indu-
brasil. Santa Gertrudis cattle have
adapted well to the climate. Recently
a crossing of Neiore and Charolais
stock has produced the Chanchim
breed, known as Charbray in North
America. The Central Region produces
more beef than any other area in
Brazil.

North of this region lies the third
livestock area. It is the least developed
and therefore the least productive. The
climate and vegetation tend to be
equatorial and the cattle vary from
Zebu strains to buffalo.
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Despite the large area given over
to livestock production and the large
cattle population, the efficiency of the
total industry is relatively low. This
results from a number of factors, in¬
cluding a fairly high mortality rate,
poor animal husbandry practices, poor
pasture improvement, and a lack of
adequate transportation. Herd im¬
provement is not encouraged because
quality beef does not command a pre¬
mium price. The Brazilian Govern¬
ment’s efforts to encourage herd ex¬
pansion have included prohibition of
the slaughter of heifers of less than
five years of age. The practical effect
of this has been that no cows are
slaughtered until the end of their pro¬
ductive lives, with the result that qual¬
ity has suffered. Attempts to control
prices to ensure cheap food supplies
have seriously discouraged and inhib¬
ited the implementation of modern
techniques and this also has retarded
the industry.

Brazil does not have a system of
public auctions for marketing fattened
cattle. Negotiations usually are car¬
ried out directly between the producer
and the processor or his agent. In the
Central Region the producer is paid
on the basis of the cold weight of the
carcass after dressing. In the South the
Platine system is used more frequently.
A sale is negotiated on the live animal
weight after 12 hours of fasting, or on
the live weight minus 4 per cent. Total
Brazilian production of market beef
averages around 1.4 million metric
tons a year.

Two Areas Chosen
The improvement plan contemplates

the establishment of two project areas,
one in the South in Rio Grande do Sul
and the other, much larger, in the
Central Region.

The Southern project area would be
composed roughly of the lower half
of the State of Rio Grande do Sul. The
project in this area would involve the
improvement of both cattle and sheep
production, because wool and mutton
are also significant products of the
area. The Government estimates that
this area now supports about nine mil¬
lion head of cattle and 12 million
sheep. The problem is not one of herd
enlargement because most of the avail¬
able pasture land is already in use, but
rather to create conditions under
which the present pasture acreage can
be used more intensively. The official

aim of the project is to double the
production of meat per hectare during
a ten year period and to increase wool
production by 40 per cent. The plan
contemplates investment in various
sectors over a period of five years. It
would assist 1,000 farm-ranches in all—200 in the first year of operation,
400 in the second and 400 in the third.

The first target would be the im¬
provement of pasture areas. This in¬
volves cleaning and clearing land suit¬
able for pasturage, and encouraging
the cultivation of better pasture gras¬
ses and the use of fertilizers. Re-fert¬
ilization of existing pastures is also
called for in areas where the land is
producing below its optimum capacity.
A more efficient use of existing pasture
would be encouraged through fencing
to promote selective seasonal use, and
the construction of reservoirs and
windmills, together with pumps and
piping to furnish both on-site drinking
water and a reserve for irrigation. Fi¬
nancial assistance would be given for
the purchase of appropriate farm
machinery. Animal improvement pro¬
grams would involve giving financial
help in buying new breeding stock and
encouraging the use of insecticides,
disinfectant baths and preventive
vaccinations. This would all be backed
up by a program of technical assist¬
ance to provide technical information
and direction and to oversee the broad
implementation of the plan itself.

The total cost of the Southern
project, including administration, tech¬
nical assistance and farm improve¬
ments, is estimated to be about
Can.$29 million. Of this, farm im¬
provements would account for about
Can.$27 million and technical assist¬
ance and administration about Can.$2
million. Imported capital goods would
cost about $9 million. To finance this
project the World Bank is being asked
to provide Can.$14 million, Brazilian
credit facilities will provide Can.$9
million, and the individual farmers
will be asked to put up a total of Can.
$5.5 million.

The Central project area now sup¬
ports about 22.6 million head of beef
cattle and provides about 52 per cent
of Brazil’s total beef production. It
includes the densely populated regions
of Sao Paulo and Rio de Janeiro.

Under the proposed project it is
hoped to double the production of
beef per hectare in ten years. It will
take the same general form as the one

in the South, but will deal with a much
larger area and with the different prob¬
lems posed by a tropical, damp, savan¬
nah-type ecology. It is estimated that
the Central project will cost a total of
$78.4 million, of which the World
Bank is being asked to provide $37.5
million for investment in the capital
infrastructure of some 2,500 farms
and $3.4 million for technical assist¬
ance. Local credit facilities will be
asked to furnish $22.5 million for
farm investment and $2.9 million for
technical assistance. Participating far¬
mers will contribute an amount equal
to 20 per cent of the cost of invest¬
ments made on their farms.

Canadians Could Benefit
The Southern project will be of

greatest interest to Canadians. It em¬
braces an area that has climatic and
other conditions in many ways similar
to those in Canada. The types of grass
seeds used and the dominant breeds of
cattle are familiar to Canadians. Fur¬
thermore, the Southern States have
been a potential market for Canadian
products for some time and if the plan
is approved, the potential may be real¬
ized much more quickly. Although it
is expected that most of the investment
will be spent locally, there should be
scope for Canadian suppliers of pure¬
bred cattle, frozen semen, some types
of agricultural equipment, fertilizers
and seeds. The plan also envisages the
services of foreign agricultural special¬
ists and its implementation might
therefore be of interest to Canadian
agriculturalists and marketing experts.
Further information can be obtained
from:
Chief,
Latin American Division
Office of Trade Relations
Department of Trade and Commerce
Ottawa

or
Commercial Counsellor
Canadian Embassy
C. Postal 2164-ZC-OO
Rio de Janeiro, Brazil

or
Consul and Trade Commissioner
Canadian Consulate
C. Postal 6034
Sao Paulo, Brazil
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Foreign
Exchange

These nominal quotations may help exporters in checking prices, but they should consult their banks
before making any firm commitments. When more than one rate is shown, the one to be used 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 The mid market rates only are quoted, except when buying and selling rates are specified. The buying
rate is that at which banks purchase exchange from exporters; the selling rate is that at which banks
sell exchange to importers.

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

For conversion of column one to the U.S. dollar equivalent, multiply by .93 To convert column two, divide by .93.

Value of Value of
Country Foreign currency Canadian dollar Country Foreign currency Canadian dollar
and unit in in foreign and unit in in foreign
Currency Canadian dollars currency units Currency Canadian dollars currency units

at Feb. 17 at Feb.. 17
Algeria Dominican Republic

Dinar .2186 4.58 Peso 1.081 .93
Argentina Ecuador

Peso (free) .0043 232.56 Sucre (official) .0601 16.67
Australia (free) .0546 18.35

Dollar 1.21 .8333 EI Salvador
Austria Colon .4324 2.31

Schilling .0418 23.98 Fiji
Bahamas Pound 2.721 .37

Dollar 1.057 .9470 Finland
Belgium and Luxembourg Markka .3378 2.96

Franc .0217 46.25 France, Monaco, etc.3
Bermuda Franc .2176 4.58

Pound 3.020 .33 Franco-African Republics4

Bolivia Franc .0044 227.79
Peso .0912 10.98 French Pacific5

Franc .0120 82.64Brazil GermanyCruzeiro (official free) .4000 2.50 D Mark .2721 3.68
Britain

Pound 3.020 .33 Ghana
Cedi 1.259 .79

British Honduras
GreeceDollar .7550 1.32

Drachma .0360 27.86
Burma

Kyat .2270 4.41 Guatemala
Quetzal 1.081 .93

Ceylon
Rupee .2265 4.41 Guyana

Dollar .6292 1.59
Chile

Escudo (brank rate) .2373 4.21 Haiti
Gourde .2162 4.63(free) .2094 4.78

Colombia
Peso (intermediate) .080 12.50

Honduras
Lempira .5405 1.85

Congo, Republic of1
Franc .0073 139.50

Hong Kong
Dollar .1888 5.30

Costa Rica Hungary
.0921 10.86Colon .1632 6.14 Forint (official)

Cuba2 Iceland2
Peso Krona (official) .0251 40.00

Czechoslovakia India
Koruna .1501 6.67 Rupee .1432 7.00

Denmark Indonesia6
Krone .1561 6.40 Rupiah
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Value of Value of
Country Foreign currency Canadian dollar Country Foreign currency Canadian dollar
and unit in in foreign and unit in in foreign
Currency Canadian dollars currency units Currency Canadian dollars currency units

at Feb. 17 at Feb. 17
Iran Philippines

Rial .0143 69.93 Peso (free) .2774 3.61
Iraq Poland

Dinar 3.027 .33 Zloty (fixed basic rate) .2699 3.70
Ireland Portugal & Colonies7

Pound 3.020 .33 Escudo .0376 26.66
Israel Saudi Arabia

Pound .3603 2.78 Dinar .2066 4.84
Italy Sierra Leone

Lira .0017 581.86 Leone 1.510 .66
Japan South Africa

Yen .0030 335.37 Rand 1.510 .66
Kenya Spain & Dependencies

Shilling .1402 7.13 Peseta .0180 55.55
Lebanon Sweden

Pound (free) .3474 2.88 Krona .2093 4.78
Malaysia Switzerland

Dollar .3531 2.83 Franc .2492 4.01
Mexico

Peso .0865 11.61 Syria
Pound (free) .2826 3.53

Morocco
Dirham .2162 4.63 lainan

New Taiwan Dollar (official) .0233 42.92
Netherlands

Florin .2994 3.34 Thailand1
Baht (free) .0525 19.25

Netherlands Antilles
Florin .5732 1.75 Tunisia

Dinar 2.070 .48
New Zealand

Pound 3.010 .33 Turkey
Lira .1201 8.35Nicaragua

Cordoba .1544 6.49 United Arab Republic

Nigeria Pound (official) 2.486 .40
Pound 3.020 .33 United States

Dollar 1.081 .93Norway
Krone .1513 6.63 Uruguay

Pakistan Peso (free) .0138 72.46
Rupee .2265 4.42 Venezuela

Panama Bolivar (official free) .2407 4.16
Balboa 1.081 .92 West Indies

Paraguay Dollar® .6292 1.59
Guarani (free) .0086 116.27 Pound9 3.020 .33

Peru Yugoslavia
Sol (free) .0403 24.94 Dinar (official) .0865 11.63

1. Additional rates are in effect.
2. There is no trading in Cuban pesos in U.S. or Canadian banks at present.
3. Franc is also used in French Guiana, Guadeloupe and Martinique.
4. Chad, Central African Republic, Congo, Dahomey, Gabon, Ivory Coast, Mali, Islamic Republic of

Mauritania, Niger, Senegal, Upper Volta, Cameroons, Togoland, and Malagasy. Also Reunion, Comoro
Islands, St. Pierre and Miquelon.

5. New Caledonia, New Hebrides, French Polynesia.

6. As Indonesia is no longer a member of the IMF, a realistic rate is not available
7. Approximately same rate for Portuguese territories in Africa.
8. Barbados, Trinidad and Tobago, Leeward and Windward Islands.

9. lamaica.
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Enterprising Exporters
in Western Canada

Concrete Extruder Captures Markets

“THE SYSTEM is so simple and the machine is so flex¬
ible.” The speaker was a Chicago manufacturer of pre¬
cast concrete, standing in a Regina plant watching a
Canadian-invented machine extrude hollow-core, pre¬
stressed concrete slabs. Impressed with its perform¬
ance, he bought one Corefloor Extruder. That was sev¬
eral years ago; today, SpiroIl Corporation Ltd., Winni¬
peg, which developed and markets the Extruder, has
sold it in Canada, in several parts of the United States,
and in six other countries.

According to F. W. Sellers, Spiroll’s president and
general manager, the Extruder is unique because it
applies the extrusion principle for the first time to the
making of prestressed concrete slabs to be used for
floors, roofs and even walls. Essentially, the process is
this. The system consists of a casting bed; polished steel
pallets run the length of it. High-tensile steel strands
are pretensioned the length of the bed. The concrete is
poured into a heavy-gauge steel hopper on the extrusion
machine which extrudes it around the steel strands at the
rate of approximately 3'A linear feet per minute. When
the concrete has been cured by steam, the strands are
cut and the tension is transferred to the concrete. A
hydraulically driven saw cuts the slabs into the required
lengths. Slabs produced by this method have a uniform
density, a smaller module of elasticity, and a uniform
camber.

Essentially, says Mr. Sellers, the company is selling
not a machine but a system of making hollow-core, pre¬
stressed concrete floor, roof and wall slabs. That is why
it is exported on a franchise basis—-with it goes the
knowhow and also the exclusive right to use the system
within a defined area.

It took eight years to develop a marketable machine
and soon after, in 1963, Spiroll began looking about
for much larger markets than Canada alone could pro¬
vide. Actually, the only potential customers are com¬
panies making prestressed concrete slabs, and salesmen
employed by the company in Winnipeg began fanning out
in search of U.S. firms in this field. (The Extruder is
such a highly specialized product, says Mr. Sellers, that
the company cannot make much use of agents or manu¬
facturers’ representatives in foreign markets.) One of
these salesmen got in touch with the Chicago business¬
man mentioned in the first paragraph at a time when
the latter was searching for a method of producing slabs
economically for the hollow-core market. The Ameri¬

can was persuaded to make a trip to Regina to see the
prototype machine at work—and the sale was made.

Once this foothold was gained, sales slowly began to
expand. By March 1965, some 22 of the Extruders were
in operation in Canada and the United States. At least
five Extruders have gone to the Southern States. A
manufacurer in Vineland, New Jersey, who changed his
whole plant over to using Spiroll equipment, later re¬
ported that he doubled his capacity for a small capital
outlay and that orders were booked ahead for several
months. In fact, he was so impressed that he wrote an
article about the Spiroll system for Modern Concrete.

The foray into the United States market was accom¬
panied by a similar one in Britain, partly because one
of the first investors in the company was British. A firm,
Spiroll (Great Britain) Ltd., was established as a sales
and service company for Britain, Europe and the Middle
East. Within a short time, the Londoners had sold four
Corefloor Extruders, three concrete saws, and eight lift¬
ing clamps to a firm of British structural steel erectors
which was expanding its operations to include concrete.

Mr. Sellers believes that the developing countries
should provide a good outlet for the Extruder. One of
them, Ceylon, has already become a customer. The
State Engineering Corporation of Ceylon there, anxious
to speed up a housing program in which concrete slabs
figure largely, heard about the Extruder and wrote to
Spiroll’s London office. Later, a representative of the
Corporation came to Winnipeg to see the machine at
work and bought one, with the exclusive right to use
the system in Ceylon. Early in 1966, the production
unit and a cut-off saw were shipped out and it is now
producing hollow-core flooring. Two units were also
shipped some time ago to a Japanese electrical com¬
pany in Osaka that makes prestressed concrete wire. So
far, no further Japanese orders have been forthcoming.

Latest countries to be added to the list of markets
are Spain and the Philippines. Many months ago, the
managing director of a Spanish firm went to Vineland.
N.J., accompanied by Mr. Sellers, to watch an Extruder
in operation. As a result, one Extruder is now being in¬
stalled in a plant at Algete, near Madrid. In December
1966, the assistant general manager of a concrete prod¬
ucts company in Manila, Philippines, came to Winni¬
peg and after seeing the Extruder in action, placed an
order for a complete production unit to be delivered
in February 1967. Spiroll also has an “agreement in prin¬
ciple” with one Dutch company.

Exports, says Mr. Sellers, now make up about 90 to
95 per cent of Spiroll’s business and the brisk pace of
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orders made a move to a new plant last December imper¬
ative. From this base, the sales campaign will continue
and shortly a new machine to extrude prestressed con¬
crete piles will be ready to market. Piles can be pro¬
duced more cheaply this way and they have the same
structural strength as those produced by other methods.
Eight sales of the pile-making machinery have already
been negotiated with U.S. firms, although no models
have actually been turned out so far. It’s all part of an
export campaign founded on diversification—both of
products and of market, and with the objective of manu¬
facturing and marketing automated systems for manu¬
facturers of prestressed concrete products wherever they
are. •

Moccasins—Mainly for Males

UP one flight of stairs I found a small office; out behind
it was a large workroom complete with sewing machines,
stacked-up piles of Canadian leather, and some finished
and half-finished moccasins. From this small, one-floor
factory on Winnipeg’s Clifton Street, Continental Crafts
ships out moccasins that sell in exclusive British stores
like Harrod’s and Simpson’s, Piccadilly. In fact, one wall
of the office was covered with a map of Britain and
sprinkled thickly on it were pins showing the location
of each British store in which Bison brand moccasins are
on sale.

Evan Creelman, one of the partners in Continental
Crafts, told me that the firm started in a small way in
1959, with only two employees. Today it has ten working
in the plant, including the pattern-maker who does the
designing, and twenty outside—mainly women who do
the hand-lacing on a piecework basis. The big problem,
says Mr. Creelman, is not markets but production and
this in turn is handicapped by a shortage of skilled labour.
The firm makes styles for men, women and children and
for wear both indoors and out. In export markets, it’s the
styles for men that are the winners.

Manitoba’s Department of Industry and Commerce sup¬
plied the initial push to get Continental interested in ex¬
porting by obtaining an agent for it in London, who
has since sold for the company throughout Britain. The
arrangement calls for the agent to buy from Continental
at a flat c. and f. price and then resell. A freight for¬
warder looks after the actual shipping and in fact takes
care of all the formalities except invoicing. The Manitoba
Export Corporation continues to help by advancing 70
per cent of the value of each shipment to tide the firm
over until payment is received. Usual terms of payment
are 90 days.

According to Mr Creelman. the picture of a Britisher
returning home to a house that is not centrally heated
and gratefully slipping on a pair of the firm’s sheepskin-
lined moccasins is not exaggerated. This type of slipper
for men is the best seller in Britain and recently the agent
has concentrated largely on it and on other male styles.
Now the agent is also taking an outdoor type with two
soles—an inner one sewn in and an outer one cemented

on. This has gone over so well that at one point Mr.
Creelman dispatched 114 pairs by air. (On shipments by
air, the agent pays the differential.)

Shipping by air to London—some 240 cases went that
way in 1965 alone—has helped to solve one problem,
pilferage. When the cases go by sea, almost invariably
several pairs of moccasins disappear from each case.

Through its agent, Continental has also secured a foot¬
hold in the mail-order business in Britain through a com¬
pany which prints and distributes over a million catalogues
showing its merchandise. Before the moccasins were in¬
cluded, the Winnipeg firm had to supply 10,000 pairs to
cover anticipated orders.

Normally Continental supplies the British agent, by
air, with samples of the new line at the beginning of
each season—one slipper only. The agent makes his
choice and the firm then makes up samples, in pairs, for
all his salesmen. Recently its agent took some of the
samples and toured several European markets; the general
reaction was that the moccasins were well made, the
quality good, and the price competitive. Exploitation of
these markets is still to come.

Just over the border lies the huge United States mar¬
ket and Continental has been working through the
offices of the Canadian Trade Commissioners there to
line up good agents. It also exhibited at the Shoe Fair
in Chicago. But until production rises sharply, efforts
to find customers in the U.S. will run in low gear. One
of these days, with production problems overcome, it
should shift into high.

- O. MARY HILL,
Editor, "Foreign Trade.”

Operation Export 1967
SOME CHANGES have taken place in the list of Trade
Commissioners (published in our February 18 issue)
who will tour Canada April 17 to June 2 to meet Cana¬
dian businessmen and discuss export prospects.

Belgium—J. McNaught will visit Montreal only.

Brazil—C. M. Forsyth-Smith and C. T. Charland will
replace R. W. Burchill. Mr. Forsyth-Smith will visit
Montreal only; Mr. Charland will visit all other cities on
the tour.

Italy—C. E. Rufelds will represent the Milan office,
replacing A. B. Brodie.

Philippines—E. L. Bobinski will replace J. L. Mutter.
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Marketing Data Sheet

BRAZIL
Area

3,289,440 square miles

Climate
Temperature range in Rio de Janeiro is 19“C—27.3 C, in

Sâo Paulo 14.2°C—23.4’C with average humidit} of 80 per
cent. Centigrade scale is used.

Population
Total population, 1960 census, 70,119,071. Estimated popu¬

lation in 1966, 84 million.
Total Males Females

(.percentage distribution)
40 and over 19.2 51 49
25 to 39 19.5 49 51
15 to 24 19.0 48 52

Households
Total dwellings 13.4 million.

Income
National income Can.$27,200 million; per capita income

Can.$325. Average industrial hourly wage Can.$0.60.

Retail Sales
Estimated at Can.$6,500 million; per capita Can.$77.

Motor Vehicles
In 1965, 1,979,652 registrations.

Telephones

Fifteen telephones per 1,000 persons for all Brazil but 95
per 1,000 in Guanabara and 101 in Sâo Paulo.

Radio and Television
8,653,900 households have radio, 2,156,000 have television

(525 lines per picture). Radio and TV facilities are privately
owned.

Water Supply

Should be filtered before drinking. Pumps sometimes re¬
quired to supplement mains’ pressure. Hardness in Rio de
Janeiro varies between 7 and 20 milligrams per litre with min¬
eral residues between 17 and 56 milligrams per litre.

Electric Power

50 cycle A.C. 110/220 volts (soon to change to 60 cycle)
one-, two- and three-phase. Use of frequency stabilizers usually
required. No ground wire required in appliance cords. Distri¬
bution system has a ground wire. Cost Can.$3.60 per 100 kw.,
including taxes. National installed capacity 7.5 million kw.

Coal

Various types available. Production 1.8 million tons in 1965.
Reserves 1,350 million tons.

Gas
Manufactured, natural and LP gas available. Production of

manufactured gas in 1966, 252 million cubic metres (analysis:
CO 23 per cent, H2 42 per cent, CHi 14 per cent, N2 10.4
per cent, CO2 5 per cent, O2 0.6 per cent, other hydrocarbons
5 per cent; thermal content 4,300 kilocalories per cubic metre).
Production of natural gas in 1964, 531.7 million cubic metres
(analysis: methane 95 per cent, inert gases 5 per cent). Con¬
sumption of LPG estimated for 1966, 825,440 tons (analysis:
propane 80 per cent, butane 20 per cent).

Petroleum Products
Crude production 1965, 34.6 million barrels. Refined prod¬

ucts 1964, 111 million barrels.

Weights and Measures
Metric. Land measure, alqueire (= 48,400 square metres)

also used.

Screw Thread
North American SAE left hand.

Standards
No Brazilian standards.
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