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The impressive-looking city on our cover is Rochester, with the Genesee
River flowing through it. With Buffalo and Syracuse, the two other
large cities in Upstate New York, it forms a big market, consuming
many types of products. One of the Trade Commissioners in our
New York office has been exploring this area personally with an eye
to its potential for Canadian exporters. He will follow his general
discussion of the area in this issue with a report on the Upstate market
for consumer products and one on the market for industrial goods.

Soviet plans for the development of the automobile industry have been
described from time to time in the Western press. Some of these
descriptions, says the author of the article on page six, have been
“based on incomplete or unevaluated information and have grossly
over-rated the potential Soviet competition as a car exporter on Western
markets, as they have under-rated the real long-term potential for the
sale of Western automotive equipment and technology to the Soviet Union
to develop domestic car output.” Mr. Turcotte, in writing about this
industry, has endeavored to set the record straight without over-empha
sizing the opportunities or under-estimating the problems.

Italy too is a possible market for some automotive products—a market
outhned in this issue. Last June an Automotive Parts Analysis Mission
visited italy, Germany and Sweden. The author of our report undertook
preliminary research for this mission in the Milan territory and partic
ipated in its sessions. He has based his article on this research and
experience and it deserves close attention.

Accompanying the articie on the aerospace indusiry in New York,
New Jersey and Connecticut were more charts and directories than we
could find room for. The large number of companies in Canada act've
in the aerospace field will find much preliminary information here and
are welcome to write to the author in our New York office for further
information and assistance.
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Upstate New York Beckons You
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The Buffalo-Rochester-Syracuse economic belt offers
a rich nearby market that your company should explore.

B Rignt on Canada’s doorstep lies
an export market which most Cana-
dian companies have barely touched,
probably because of a desire to tackle
the “big” markets in New York City,
Chicago or Los Angeles. These facts
about Upstate New York may change
their views,

1. Only eight entire states exceed this
segment of New York State in value
added by manufacturing and whole-
sale sales and only seven entire states
can boast higher retail sales.

2. Ratios of new capital expenditure
indicate that the area is growing much
more rapidly than metropolitan New
York.
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C. K. MARCHANT,

Vice Consul and Assistant Trade Compussioner, New York

3. Taken together, Buffalo-Rochester-
Syracuse represent a consumer market
larger than San Francisco, Qakland,
Detroit, Cleveland or Washington.

4. Buffalo alone ranks thirteenth
among U.S. cities in women’s ready
to-wear sales.

5. All three cities are growing rapdly,
as a visit to any of the downtown
areas shows.

Just as important as the size of this
market is the congemal atmosphere
for Canadian goods. In our chats with
a wide range of Upstate businessmen
we have without exception encoun
tered a friendly feeling towards Can
ada. Sometimes, as in department

stores, it reflects in part the practical
consideration that the stores enjoy a
fair amount of Canadian traffic. Al-
ways it reflects their pleasant associa-
tions with our country and with Cana
dians.

I hope that you, as a Canadian ex
porter, will take a good look at this
market, There may well be some
promising accounts which you could
develop in this area, no matter what
your product line. Upstate New York
is an important area in manufacturing,
research and wholesale and retail
trade.

One further point to bear in mind
is that Upstate New York is not, by
and large, a market dominated by New
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York City. For most purposes and
particularly in the retail and wholesale
trade—it operates as an independent
unit (subject, of course, to the cor-
porate purchasing policies of indi-
vidual companies}.

To give you some guidance in ex-
amining this market, here is a brief
rundown on its industrial and com-
mercial structure.

Buffalo Leads in Manufocturing

Primary metals is Buffalo’s leading
manufacturing industry. Close to
Pennsylvania coal and with access via
the Great Lakes and the St. Lawrence
Seaway to iron ore and limestone, it is
one of the largest steel-producing cen-
ters in the U.S. The Bethlehem Steel
Corporation operates the country’s
fourth largest steel mill and has in
the last five years doubled its capacity
with the addition of three basic oxy-
gen furnaces. Other major steel pro-
ducers in the Buffalo region include
Buffalo Steel and Allegheny-Ludlum.
Other important primary metals com-
panies are Western Electric {aluminum
and copper conductors), Symington-
Wayne Corporation (steel castings for
rajlroad equipment), Anaconda Am-
erican Brass Company (copper and
copper alloy in sheets, strips and
tubes), and Union Carbide (ferro-
alloys and other metals}.

Transportation equipment, principally
parts for motor vehicles, is the second
most important Buffalo industry.
Plants of the Chevrolet Motor Division
of General Motors produce motors
and gears and axles. General Motors’
Harrison Radiator Division has three
plants producing automotive radiators,
heaters and air conditioners. Trico
Products is a large independent pro-
ducer of windshield washers, wiper
arms and other automobile accessories.

Aerospace equipment industry turns
out field rocket engines, space vehicles,
avionics equipment and experimental
aircraft components at the Bell-Aero-
space Corporation plant and Curtiss-
Wright and the Twin Industries Divi-
sion of Wheelabrator Corporation
both produce aircraft parts and
components.

Non-electrical machinery group in-
cludes Clark Brothers, a division of
Dresser Industries, the Linde Division
of Union Carbide, Worthington Cor-
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poration, the AVM Corporation and
Marlin Rockwell Division of TRW.
Their products include turbines, diesel
and gas engines, cryogenic equipment,
machine tools, compressors, fans,
blowers and air-conditioning equip-
ment, and voting machines.

Electrical machinery producers in-
clude Westinghouse, the Buffalo area’s
largest employer, making motors,
rectifier welders, power sources and
numerical controls. Sylvania Electric
specializes in defence electronics and
communications systems and the Wur-
litzer Company manufactures musical
equipment.

The food processing industry in the
Buffalo area is dominated by grain
milling and bakery products com-
panies, notably General Mills.

manufacture—Jamestown,
New York, is a major center for
furniture manufacturing, including
hospital, household and metal office
furniture.

Furniture

Rochester—Kodak Leods

Photographic equipment and sopplies
form the most significant product
roup 1n the Rochester area. Eastman-
Kodak is a well known producer of
cameras, films, projectors, photocopy-
mg m chines and other specialized
photographic materials and apparatus.
Xerox is one of the leading U.S.
producers o electrostatic photocopy
ing machine .

Instrument manufactures are the
second import nt Rochester manufac
turing group. Ta lor Instrument Com-
pany is a leading producer of process
control instruments and of instruments
for home and medical use. Ritter
Pfaudler 1s a leading producer of
medical and dental patient handling
and treatment equipment. (These two
firms were recentl merged under the
name Sybron.)

Optical and professional instruments
produced 1n the Rochester area n
clude microscopes telescopic and eye-
lass and contact lenses, lens ma
chiner and opthalmic chairs and
stands. Firms n this category include
Bausch nd Lomb, Shuron Contin-
ental (a division of Textron), Wollen-
sack (a division of 3M) and the Art
Craft and Rochester Optical com-
panies.

Electricak machinery industry in
Rochester is led by General Dynamics.
Stromberg - Carlson, its subsidiary,
produces electronics and communica-
tions equipment, notably telephones,
switchboards and related equipment.
The Electronics Division of General
Dynamics builds and tests communica-
tions equipment for defence purposes.
In addition, Sylvania Electric Prod-
ucts, a subsidiary of General Tele-
phone, makes television sets, radios,
high fidelity equipment and television
monitors, as well as television picture
tubes and colored cathode ray tubes.

General Electric produces small
clectric appliances at Brockport, near
Rochester, and Fasco Industries in
Rochester is one of the world’s largest
producers of fractional horsepower
motors as well as a leading manufac-
turer of automotive switches and
circuit breakers.

Food processing in Rochester is di-
versified, reflecting the importance of
locally grown agricultural products.
Bird’s Eye Division of General Foods
has two food-freezing plants and
Duffy-Mott produces apple products
in three locations. In addition, there
is the Tobin Packing Company (meat
products), the R. T. French Company
(mustard, spices and pet food}, and
Gerber Products (baby foods).

Apparel Rochester is New York
State’s leading producer of apparel
outside of New York City, particu-
larly men’s clothing.

Syrocuse: Electrical Machinery

Electrical machinery is the leading in-
dustry in the Syracuse area largely
because of the General Electric Com-
pany. Among General Electric prod-
ucts are television sets, tubes, transis-
tors, radar and sonar equipment and
military and aerospace systems.
Crouse-Hinds, another large electrical
concern, manufactures a full line of
industrial electrical equipment, out-
door and aviation lighting and traffic
control products.

The non-electric machinery industry
produces in or near Syracuse air
conditioning and refrigeration equip-
ment (Carrier), typewriters (Smith-
Corona-Marchant), and diesel and
stationary marine engines (Alco Prod-
ucts, a subsidiary of Worthington
Corporation).
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Primary metals producers include
Crucible Steel, turning out a large
variety of types and shapes of steel.
There are also a variety of other
producers of ferrous and non-ferrous
products.

Transportation equipment—notable in
this field are the New Process Gear
Division of Chrysler (automotive
gears, transmissions and differentials),
Ternstedt Division of General Motors
(hub caps, wheel discs, radiator grilles
and other ornamental automotive
products), Brockway Division of Mack
Trucks and Lipe-Rollway (heavy-
duty clutches).

Wholesale and Retail Trade

Buffalo is the major wholesale dis-
tribution center in Upstate New York.
This is illustrated by the ratio of
wholesale sales to retail sales in the
city of Buffalo: $106.00 wholesale
sales per $100.00 of retail sales,
compared with $44.00 per $100.00
for Upstate New York as a whole.
Not surprisingly, of the three centers
Buffalo leads in all categories but one,
electrical goods.

That Buffalo has a well established
wholesale trade is indicated by the
percentage of Upstate distribution of
various products handled from Buifalo:

(per cent)

Groceries and related producis 29
Motor vehicles automotive

equipment 56
Machinery equipment and supplies 26
Electrical goods 18
Metals and minerals 6l
Drugs and chemicals 40

Lumber and construction materials 33
Hardware, plumbing and heating

equipment 24
Paper and paper producis 38
Farm products 47

As a retail market, the Buffalo area
has a population of a millicn to a
million and a half and annual retail
sales total close to two billion dollars.
Much of the retail trade, particularly
in consumer goods, is handled by the
larger department stores in Buffalo—
William Hengerer & Co., Hens &
Kelly, Adam, Meldrum & Anderson,
and The Sample Inc.

Syracuse is the second most im-
portant wholesale distribution point in
Upstate New York but handles less
than half the wholesale volume of
Buffalo. It is a leading wholesale
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center for electrical goods (29 per
cent of the Upstate market), and is
second to Buffalo in groceries and
related products (14 per cent), motor
vehicles and automotive equipment
(24 per cent), drugs and chemicals (20
per cent), and lumber and construc-
tion materials (14 per cent).

Retail sales in Syracuse are close
to a billion dollars a year. With a
metropolitan population of almost
600,000, it is larger than Winnipeg.
The major department stores in Syra-
cuse include Chappell’s, Dey Brothers,
E. W. Edwards and Witherill’s,

As a wholesale market, Rochester
ranks slightly behind Syracuse in total
trade at this level. However, in four
categories it is the second most im-
portant distribution point in Upstate
New York: machinery equipment and
supplies (22 per cent of the Upstate
market); metals and minerals (20 per
cent); hardware, plumbing and heating
equipment (14 per cent); and paper
and paper products {16 per cent).

As a retail market Rochester merits
particular attention. Rochester report-
edly has the highest per capita in-
come of any industrial center in the
United States and this is reflected in
the high per capita retail sales.
Among the better quality department
stores and chains which operate in and
out of Rochester are Sidley, Lindsay
& Curr, Forman’s, McCurdy’s, and
E. W. Edwards.

Research Ranks High

An important activity in Upstate
New York is industrial research.
There are 294 commercial and
institutional industrial research labora
tories in Buffalo, Rochester and
Syracuse. In addition, there are a
number of educational and govern-
ment research operations, particularly
those connected with the many col-
leges, universities and technical
institutes im Upstate New York.
Combined with a large number of
medical and therapeutic treatment
and research centers (the most
famous is Rochester’s Mayo Clinic)
Upstate New York could be a promis-
ing market for Canadian scientific,
medical and educational instruments.

Something for You?

Perhaps this brief outline has
prompted some questions about where
your company’s products could sell

in Upstate New York or possibly
even suggested the names of some
potential customers. In either event,
can we at the Commercial Division
of the Canadian Consulate in New
York be of help to you? To take
three examples, if you would like to
know which purchasing agent at
Eastman-Kodak in Rochester you
should see, what manufacturers’
representatives handle screw machine
products in Syracuse, or even the
name of the Qokpik buyer at Adam,
Meldrum & Anderson in Buffalo,
please give us a call. We would be
delighted to discuss your product’s
market prospects, point out useful
sales contacts, and help you follow up
and generate repeat orders in this
rich and, for Canada, very neigh-
borly Upstate New York market.

This article will be followed by two
others by Mr. Marchant, dealing
specifically with the market for con-
sumer goods and the market for in-
dustrial products—Editor.

A Progressive Step Back

B The Intermediate Technology De-
velopment Group in Britain has pro-
duced a catalogue of 6,000 low-cost
tools that are particularly suitable for
use in the developing countries, ac-
cording to the London Financial Times.
It includes simple Hoffman kilns and
hand-operated formers and pressers for
ceramics, steam-pipe ovens for bakeries,
and horse-drawn agricultural imple-
ments—all of them made obsolete by
automated equipment and new tecbniques
in the parts of the world where labor is
scarce and expensive but ideal for places
where labor is abundant and trained
maintenance men are difficult to find.

Because most countries in Africa and
Asia suffer from external payments prob-
lems, tbe vital question for their eco-
nomic planners is not how much profit
a new factory makes or even how far it
raises labor productivity but what return
it gives on the foreign currency spent.
A combination of botb modern and
intermediate machinery and a mix of
both sophisticated and simple products is
probably the ideal.

FOREIGN TRADE



Enterprising Exporters

Suits for the Small Fry

W One morning in April 1967, Monsieur and Madame
Gerard Rousseau of Montreal took themselves down to
the Queen Elizabeth Hotel. “Operation Export”, a project
that carried 67 Canadian Trade Commissioners across
Canada to talk with exporlers or potential exporters, was
in full swing and the Rousseaus were on a voyage of
discovery.

Monsieur Rousseau owns a l4-year-old business in
Montreal's north end, Ko-Kette Novelty Company, pro-
ducing clothes for children from birth to three years,
mainly tiny suits and “crawler” sets. With an established
market in Canada, the firm was ready to weigh its chances
of selling overseas.

Had Ko-Kette ever sold anything abroad? they were
asked, as one appointment followed another. No. Did they
know anything about exporting? Nothing. Had they ever
calculated their c.i.f. prices? Never. Did they understand
customs tariffs? No.

Most of the Trade Commissioners to whom the Rous-
seaus talked were sceptical. The Canadian prices that they
quoted seemed high. It would take at least a year to sell
anything, they pointed out. But our man in London sug-
gested politely that they send samples of their line to his
office; so did the Trade Commissioner in Johannesburg and
a number of others,

In assessing Ko-Kette's chances, they reckoned without
the Rousseaus’ drive and determination. Madame Rous-
seau didn't know anything about exporting but she did
know a lot about children and about selling. Off to
London went 34 gay, fresh-looking samples of her suits
and crawler sets, They took the fancy of a good agent,
who had orders for her in six weeks. On August 20,
1967—Madame Rousseau remembers the exact date be-
cause it marked a milestone for Ko-Kette—she sent off
the first orders, just four months after they took the plunge
by going down to the Queen E. In the month of Septem-
ber 1968, one half of the plant’s production went to the
British market.

With the first shipments off, husband and wife crossed
the ocean to study the market for themselves, With the
agent, they called on customers and prospective buyers,
They roamed through the stores to see what was offered
for small children. They found the colors darker than in
Canada and the designs different from theirs.

This all sounds easy but a talk with Madame Rousseau
s00n sets the record straight, Learning how to calculate
c.i.f. prices was a struggle. S0 was the documentation—
and she does it all herself, just as she designs all the models
that the firm sells both in Canada and overseas, And this
means a completely new spring and summer and fall and
winter line each year.
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She soon discovered that some of the models would
have to be adapted to meet British conditions. All-cotton
garments enter Britain duty-free but synthetic materials
are dutiable. That wasnt too much of a problem; the
nylon blouse in the suits and sets was replaced by a cot-
ton one. And because British homes aren’t as warm as
Canadian, long sleeves replaced short in the fall and
winter models.

Eye appeal attracts customers; speedy delivery of orders
helps to keep them. That’s why Ko-Kette orders move to
Britain by air. (In addition, Madame Rousseau explains,
this gives them two to three weeks’ more production time.)
The tiny suits and sets, on hangers, go into 12-foot corru-
gated board containers that can hold 20 dozen crawler
sets or 22 to 23 dozen suits. These containers are secured
with steel strapping, delivered to Montreal airport in late
afternoon or early evening, and arrive in Britain next
morning. A customs broker at London airport delivers
them to the wholesalers. Shipments to Ireland—Cassidy’s
in Dublin is one of their customers—go by parcel post.

Ko-Kette is also making progress in South Afrnica,
though at a slower pace. Samples sent to the Trade Com-
missioner in Johannesburg aroused interest and he found
the firm a good agent. By Christmas of 1967 he had
secured five or six orders and a big department store has
since become a regular customer. Shipments to South
Africa go forward by parcel post in 72-inch-square boxes.
For this market Madame quotes prices f.0.b, in U.S, dol-
lars, not c.i.f. as in Britain.

Not all markets have fallen to this skilful attack. In
Sweden the duty is too high and Switzerland has not yet
provided firm orders. Last March Madame exhibited in
the International Fair for the Child at Cologne and herself
manned the stand. The results, she admits, were disap-
pointing. She did attract a potential customer from France
and he asked for samples. And touring the fair provided
her with some ideas and a chance to assess the compe-
tition.

Where next? At the moment Ko-Kette has about all the
business it can handle but soon it will be resuming the
search for new export customers. It’s a never-ending busi-
ness for this designer-cum €xport manager-cum business
manager.

Sometimes she and her husband (who concentrates
mainly on production) take time off at Christmas to 2o
and sit in the sun at Acapulco. This year? Madame shrugs.
“If we are not too busy,” she answers.

—O0. MARY HILL
Editor, “Foreign Trade”
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U.S.S.R. Will Make More Cars

R. F. TURCOTTE
Commercial Secretary, Moscow

B The green light has been given
for accelerated development and mod-
ernization of Soviet passenger car
output, after decades of concentra-
tion on truck and bus production.
Plans now under way call for rap'd
expansion to boost car output from
200,000 units in 1965 to 800,000 in
1970—(surpassing for the first time
that of trucks) and to well over one
million units by 1975 (see Table 1).
With all-out effort concentrated on
heavy industry over the years, Soviet
car production remained at best a
small-scale industry, supplying virtu-
ally custom-made cars for official gov-
ernment use only. Despite steady
increases over the last decade, car pro-
duction in 1968 will only reach 280,-
000. With no significant imports and
exports running a close to 30 per
cent of production in 1967, annual
new domestic supply was less than
200,000 units. In comparison Canada
produces about 800,000 a year.

Current Projects

Realizing that to multiply output
six times in the ten years (1966-75)
would strain already taut domestic
resources unduly, and particularly
those for specialized equipment, the
Soviet authorities decided to sign ma-
jor co-operation agreements with lead-
ing Western firms to set up new plants
in the Soviet Union and completely
rebuild others. Basica ly, foreign firms
sell advanced technology to the Sovi-
ets, plus specialized equipment not
easily available in the U.S.S.R. The
Soviets put up the physical plant, look
after ancillary projects and supply all
basic equipment readily obtainable
from domestic sources.

By far the biggest increase in pro-
duction will come from a $840 million
plant being built at Togliatti on the

6

.. and in the process may need
modern equipment that Canadians can supply.

Volga under a contract With the Ital-
jan Fiat Company (see Table II).
Fiat technology and foreign equip-
ment to an estimated value of one-
third of the total project cost will be
imported. At full capacity, the plant
will supply 660,000 cars per Yyear.
Called “Zhiguli”, the car will be new
to the Soviet market and in fact will
be the Fiat-124 and Fat-125 adapted
for the rigorous Soviet climate and
road condtions. Excavations began
in the winter of 1967 and all main
objects will be completed early this
year. Original p ans calling for a total
capacity of 600,000 a year 10 be
reached by 1970 have slipped some-
what; imited production is now ex-
pected to begin this year, with all con-
struction completed by 1970 and final
capacity reached by 1972-73,

Another major $180 million project
agreement was signed in October 1966
with the French (state-owned) Re-
nault Company—working in associa-
t'on with Peugeot—for moderniza-
tion and reconstruction of “Moskvich”
production facilities in the Soviet
Union. The Moscow Small Car Works
will see its capacity trebled by 1969.
Also under the cont act a brand new
factory at Izhevsk to produce the
“Moskvich” was to come on stream
by late 1968. The contract guaranteed
a minimum $55 million of orders to
Renault and/or its suppliers and had
already been 85 per cent covered by
ea ly 1968,

No other major foreign projects
are currently being constructed or
openly negotiated. Apparently the
Toyota Company in 1966 was asked
to bid on a factory with an initial
output of 300,000 Japanese-designed
cars per year and an ultimate capac-
ity of 500,000, but nothing further
has been announced. British Leyland
Motors has shown interest in Soviet
heavy veh'cle manufacturing (includ-
ing buses) bu so far wi hout visible
results. However, the British Govern-

ment has signed an agreement with
the U.S.S.R. setting up a Motor Trans-
portation Working Group at the scien-
tific and technical exchange level, and
hopefully this will give an impetus to
future project contracts.

The Gorky and, to a lesser extent,
Zaporozhye Motor Works—each of
which has this year put out an elegant
and entirely new model—are also
being modernized but using essentially
domestic resources.

Obtaining Equipment

Imported equipment, especially for
the Fiat but also partly for the
Renault projects {except for very spe-
cial equipment and dies produced by
these two prime contractors), is pur-
chased (after consultation with them
on suitability) by competitive bidding
directly from the suppliers by the
Soviet Foreign Trade Corporation set
up especially for this purpose, vV/0
Avtopromimport. This firm, with head-
quarters in Moscow, has established
special commercial-technical divisions
in Turi , Italy, for the Fiat project
and in Paris fo the Renault.

Some impressive equipment con-
tracts have already been signed. Ital-
ian Innocenti landed a $30 million
order for 142 cold-stamping presses
for the Togliatti-Fiat Works. These
presses will be equipped with auto-
matic devices manufactured by Inno-
centi in collaboration with USI-Clear-
‘'ng of Chicago. Recently the first
Japanese firm to get in on the Togliatti
project won a $2.25 million contract
for an automobile engine filter plant.
A Bri ish firm obtained £2.6 million
worth of contracts for machine tools
for use in several of the major proj-
ects. A French firm has won a $1
million contract for supply of a com-
plete plant for producing headlights.
The first British firm to land a con-
tract on the Fiat project will suppy
a £ million complete plant capable
of manufacturing a finished fender

FOREIGN TRADE



every five seconds, and a Swedish firm
has received a $1.2 million order for
11 stationary rotary screw compres-
sors. The Italian firm Pirelli is con-
structing a $50 million rubber plant
at Bukalovo to supply rubber car com-
ponents for the Togliatti factory and
has also been involved with develop-
ment of the Soviet tire industry.

Future Prospects

Despite official silence so fa on
future plans for the automotive indus
try under the forthcoming Five Year
Plan (1971-75), current projects now
under way (accountable against the
1966-70 Plan) are only a modest be
ginning. An annual car production of

TABLE I
SOVIET PRODUCTION OF MOTOR VEHICLES

1938 1945 1950 1960 1965 1967 1968*

(Plan} Carnada
1970 & 67-7 68

(thousands of units)

Automobiles 27 5 65 139 201 251 280 700-800 788
Trucks 69 362 380 437 600650 246
g4 208 513
Buses 1 23 35 40 60
Total 21t 75 363 524 616 28 793 1360-15t0 041
1968 based on projected nine-month actval production figures
TABLE II
SOVIET TIRE PRODUCTION
1960 1965 1966 1967 1968% 1970
(million units)
Total tires 17.2 26.4 27.7 29.6 3t.5 38-40
Auto tires** 2.0 3.0 4.0 4.5 5.5 1.0
*Projection of 1968 first nine-month actval production figure.
**Estimate.
TABLE IIL
CURRENT PLANS FOR SOVIET CAR OUTPUT
Auto Qutput Production
Plant Begins Current Model HP 1965 1968 1975
{units '000) (Proposed)
Zaporozhye 1960 “Zaporozhels” 3040 45 70 100
“Ya.lta”
Moscow Small
Car (Renault) 1940°s “*Moskvich” 55&175 70 90 200
Izhevsk (Renault) 1968 “Moskvich® 55&75 20 150
Togliatti (Fiat} 1969 “Zhiguhi® 60 660
Gorki 1930 “Volga"” 75 & 98 55 70 70
“Chaika™ 180 0.1 0.t 0.1
ZIL-111% 280
Moscow Z1L 1924 % L1 48 100 % 0.1 0.2
Yulianovsk 1930's GAZ-69 Jeep n.a. 30 30 30
Total 200 280 1,2t0

Gorki Auto Works built in 1930 with assistance of Henry Ford, initially to put out

modified version of Model A, called GAZ-A.

ZIL and Chaika are virtually hand-made prestige automobiles—about 300 unils a year

m all for top Soviet official use.

Breakdown by model for 1965 and 1968 estimated but annual total output figures are
actual (1968 based on projected nine-month production).
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1.25 milhon by 1975 remains insignifi
cant for a country the size of the
U.S.S.R. with a 238 million popula
tion and twice the area of the U.S.
Estimated Soviet car population in
1966 was about one million, or one
car per 250 Soviet inhabitants com
pared with one for every four in
Canada and for every three in the
United States. Under known projects
at present the total stock of cars can
be expected at best to rise by 1975
to four or five mullion.

With such a minimal stock, the
state can and will absorb the bulk of
new output for its own use for years
to come. Moreover, prospects are that
at least 30 per cent of production will
continue to be exported over the long
term either to earn hard currency
or to satisfy commitments to other
Communist countries or as foreign
aid. The Soviet authorities must there-
fore expect to be under increasing
pressure to augment the supply of
private cars for the population through
acceleration of production.

Other Investments

Soviet tire production, at 29.6 mil
lion last year, has been keeping fairly
good pace with current auto stock and
projected output. By this late date it
does not appear, however, that 1970
goals will be met. Quality may not
always be up to desirable levels but
quantity appears to make up for it and
one does not see too many dangerously
worn tires on vehicles. Rayon cord is
mainly used rather than nylon.

A more serious problem has been
supply of suitable fuel because most
of the gasoline is below the 85 octane
considered a minimum for cars in
Western countries, The basic supply
has now been raised to 72 and 76
octane by using aromatic rapid-evap-
oration fractions, but these cause op-
erating difficulties even with Soviel
low-compression engines. The 85- and
93-octane gasolines are available only
through a coupon rationing system.

One area where important foreign
participation can be expected in com-
ing years is auto repair and servicing
equipment. There are only about 12
filling stations in all of Moscow (pop-
ulation 63 million) and four or five
in Leningrad (3% million). Lesser cities
content themselves with fewer. On the
most travelled major tourist highways
there is a filling station every 150 to

7



250 miles and the need is patent. Re-
pair stations are a fraction of this
again and it is estimated that one
vehicle in five (trucks and cars) is
normally idle wa'ting for service and
parts. The Soviet authorities have re-
cently shown considerable interest in
increasing servicing facilities a d
equipment and have already imported
some but only on an ad hoc basis.
Eariier talk of a major contract with
Renault or Fiat to set up a country-
wide servicing network seems to have
come to nothing for the time being.
Perhaps the recent contract with F’at
to build two large service stations in
Moscow is the beginning.

The biggest Soviet headache will
soon be the road network. The high-
way network current y totals about
800,000 miles, of which 25 per cent
is surfaced and 10 per cent hard-sur
faced. For Canada the comparable
figures are 450,000 miles, of which
75 per cent is surfaced and 16 per
cant hard-surfaced. The roadbuilding
investment which Soviet authorities
must soon make to solve the mounting
problems already apparent must be
daunting.

Traffic density 70 per cent trucks
and only 30 per cent cars compared
with 20 and 80 per cent respective y
for the West—over some of the major
inter-city highways is several times
the 6,000 vehicles daily for which the
roads were planned. Soviet data indi-
cate an annual loss to the economy of
over $3 billion because of under-
employment of transport equipment
in difficult traffic conditions and dam-
age to vehicles from bad roads, par-
ticularly in rural areas.

The current Five Year Plan (1966-
70) called for 38,000 miles of new
hard-surfaced road, a one third in-
crease. Sooner or later a serious effort
will have to be made and there should
be interest in foreign devices that wll
save labor, time, materials, and money
and for machines adaptable to Soviet
conditions.

Trade in Finished Cars

As a matter of principle the Soviet
Union does not import passenger cars
commercially, and this policy cannot
be expected to change in the fore-
seeable future. The same goes for auto
accessories and gadgets.

The Soviet Union has developed
steadily its car exports to convertible-

currency countries over the last five
years, first to Scandinavia, but also to
Benelux countries and, beginning in
1968, to Switzerland, West Germany
and perhaps other Western European
countries.

In Sweden the U.S.S.R. has formed
the Matreko Bill Ab, a car-retailing
company with 70 per cent Soviet
capital. Exports, though modest, have
risen steadily and in 1967 the com-
pany opened a $500,000 four-storey,
6,000-square-meter showroom and
service center in Stockholm. Its total
investment in Sweden in this field is
now said to run over $2 million.

Similarly, the Soviet-Belgian Scal-
dia-Volga Company was formed in
Belgium in 1964 to serve the Benelux
countries; annual sales rose to 4,000
by 1967. In 1968, a ew 13,000-
square-meter showroom-servicing cen-
ter was built in Brussels. An agreement
was concluded in the fall of 1967 be
tween Renault, Scaldia-Volga and the
Soviet V O Avtoexport fo assembly
of the “Moskvich” and *Yalta” (a
version of the Zaporozhets) in Re
nault’s Brussels plant. Renault 1,100
and 1,500 c.c. engines, suitable to
European standards, will be used and
assembly was to begin early this year.

To service the Swiss market a
branch of the Scaldia-Volga has been
formed and the first batch of prob-
ab y 200 automobiles is to be shipped
soon. In West Germany, marketing
of the “Moskvich” began early in
1967 with a total contract for 500
vehicles and 2,000 would be sold in
1968 it was expected. The basic ad-
vantage of the Soviet car in the West
is its low price.

Selling to U.S.S.R.

All foreign trade in the Soviet
Union ‘s a state monopoly vested in
state foreign trade corporations closely
associated with the Ministry of For-
eign Trade. For the automotive indus-
try, two of these corporations have
virtually exclusive competence. V O
Avtoexport deals with both the import
and export of finished vehicles, parts
and accessories and complete servic-
ing equipment. The newly established
V O Avtopromimport, was set up
specifically to import capital goods,
equipment and technology for the So-
viet domestic motor veh'cle industry,
as outlined in this article.

Interested Canadian firms should
contact one or both of these firms,
according to the type of equipment
or goods they have to offer, directly at
their Moscow addresses:

V O Avtoexport, 32 34, Smolenskaja-
Sennaja Square, Moscow G 200,
U.S.8.R. Attention: V. M. Petrov,
President.

V O Avtopromumport, 32 34, Smo-
lenskaja-Sennaja Square, Moscow
G-200, U.S.S.R. Attention: A. A,
Butko, President.

They may also find it useful to
approach the Turin and Paris offices
of V O Avtopromimport (get their
address from the nearest Trade Com-
missioner) for subcontracts under the
Fiat and Renault projects respectively.

Businessmen should make sure to
send copies of their correspondence
and of any replies to the Commercial
Counsellor, Canadian Embassy, 23
Starokonyushenny Pereulok, Moscow,
so that he can do proper follow-up
and obtain any further information or
advice on the market.

Lumbermen Meet
Wholesalers in Boston

MW Last November for the fourth suc-
cessive year an informal Canadian lum-
ber mission went to Boston to meet mem-
bers of the New England Wholesale
Lumber Association. The event was or-
ganized jointly by the Canadian Con-
sulate General in Boston and by
NEWLA. It provided an opportunity to
renew acquaintances and to talk busi-
ness.

Don Lockhart, Secretary-Manager of
the Canadian Lumbermen’s Association,
was the guest speaker at dinner. He
pointed out that North America will
need new homes for 80 million people
in the next ten years. This is a challenge
of vast proportions; the lumber industry
has a wonderful opportunity to help
solve the housing problem by innova-
tion and new product development.

Among those present were T. M.
Stephenson, President of the CLA, W. A,
Bray, Advertising and Promotion
Manager of the B.C. Lumber Manu-
facturing Division of the Council of
Forest Industries, Paul Krihak, Presi-
dent, and Lou Davis, Executive Secretary,
of NEWLA, and W. H. Whippen, Past
President, and J. J. Mulrooney, Execu-
tive Vice-President, National American
Wholesale Lumbermen’s Association.

FOREIGN TRADE



What's the market for . ..

JOANNE KIRBY
Commercial Officer, Detroit

M There are real opportunities for
the sale of good quality Canadian-
made household and office furniture
in the United States. Naturally, be-
cause of the freight factor, the best
opportunities are in the more densely
populated areas adjacent to the Cana-
dian border, such as the State of
Michigan. It in itself offers a market
about one-half the size of the entire
Canadian market.

At the present time the demand for
furniture in the United States is buoy-
ant. Projections show a continuing
rise in consumer spending and resi-
dential construction which promises
well for larger furniture sales. The
U.S. Department of Commerce re-
ports that manufacturers’ domestic
shipments are expected to reach $4.]
billion in 1968, a 3.5 per cent increase
over 1967, This prospect, and the fact
that US. furniture manufacturers
have already raised their prices 3 to
5 per cent, presents the Canadian
manufacturer with an unprecedented
opportunity for export sales.

And this is not all. January 1968
brought the first in a series of U.S.
tariff cuts negotiated during the Ken-
nedy Round. Over the next five years,
duty rates will be reduced by half. In
the first cut, for example, the follow-
ing reductions were made:

Reduced
from to
(per cent)
Wooden chairs 17 15
Sofas, component of chief
value wood 104 9
Upholstery
of which:
Other than cotton 35 3
Chief value, cotton 20 18
Chief value, leather 20 19
Rubber or plastic, reinforced
or laminated 30 27
Plastic, not reinforced or
laminated 12% 11

Thus with the recent price increases
by U.S. manufacturers and the de-
creases in U.S. tariff rates, Canadian
manufacturers should find it easier
to compete than ever before. The
market is bound to expand but it is
still one of the “hard sell”.
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Furniture in Michigan

The trend over the past three years
has been toward the heavier, more de-
tailed look in both upholstered and
case goods. Currently, Spanish is still
the front runner in total sales of wood
furniture. There are indications, how-
ever, that buying tastes are turning
towards a cleaner, less ornate look of
which designers should take note.
Down-to-the-floor pieces in case goods
(credenza) are still most popular in
the better price ranges, while the “leg
look™ remains dominant in the pro-
motion areas. The preferred finishes
for all furniture articles are pecan,
walnut, and oak.

The traditional look is also favored
in upholstered furniture. Loose cush-
ions, seat and backs, giving a lux-
urious, fluffy look, and printed fabrics
with bright colors are the order of the
day for living rooms. For family
rooms, the trend is toward contem-
porary or overdone modern covered
in nubby weave and heavily woven
impregnated fabries. Occasjonal chairs,
including recliners and over-stuffed
men’s chairs, continue to be important
on every sales floor.

Although the basic construction of
upholstered furniture is similar in Can-
ada and the United States, the Ameri-
can market favors the following:

Bas onstruction no-sag  spring,
drop-in coil, fiexolator, four or eight-
way hand-tied coi! with strip or full
webbing.

ushioning polyfoam, foam rubber,
pelydacron wrap and foam, spring.

Fram  hardwood, e.g. maple, birch,
aspen This can be double or triple
dowelled, glued, or corner blocked.

The Canadian manufacturer wishing
to enter this market should first deter-
mine whether his styling, construc-
tion and finishes are acceptable and
whether his prices are competitive.
It 1s possible to view the market in
toto by visiting the furniture market
exhibits in January and June at
Chicago, and in April and October at
High Point, North Carolina.

Labelling Requirements

Manufacturers of upholstered furni-
ture should acquaint themselves with
both federal and state labelling regula-

tions. Those in force in the State of
Michigan are typical. A few of the
more important labelling procedures
are set out below in abbreviated
form:

® At least two copies of each type
of label proposed to describe articles
shall be submitied to the Department
of Health for approval. The required
label must be made of substantial
cloth or other sujtable material which
will not flake when abraded, and shall
be two inches by three inches in size.
Upon it shall be legibly and indelibly
stamped or printed in ink, in English,
all of the information required under
the following heads.

® The name and address of the man-
ufacturer, jobber, distributer, or vend-
or, and the registration number of
the manufacturer.

e If “All New Material” is used,
then the article must be labelled as
such in letters at least one-eighth inch
high in bold, block type. If the article
of bedding contains secondhand ma-
terial, it must be labelled in letters at
least one-eighth inch high in bold,
block type, “Made of Secondhand Ma-
terial”. The body of labels bearing
the descriptive words “All New Ma-
terial” shall be white; the body of
labels bearing the descriptive words
“Made of Secondhand Material” shall
be yellow,

® The label on any article of bedding
containing foam shall state whether it
is rubber or synthetic foam and
whether it is in the mold, sheet, flake,
shredded, ground or crushed form.
The label shall also state the thickness
of rubber or synthetic foam pads or
sheets. If it contains second-grade
rubber this shall be stated on the
label.

@ Feather mixtures shall be desig-
nated by the name, character and per-
centage of each material used, or the
entire mixture shall be designated by
the name of the lowest grade of ma-
terial used. For example, material
labelled “Down” shall contain at least
90 per cent pure down. Ten per cent
tolerances are generally allowed in
mixtures but the terms “Pure”, “100
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per cent”, or terms of similar import
shall be used only if the material is
exactly as stated.

Further information on labelling,
stamps, permits, and registration can
be obtained by writing to or calling
the Department of Health, Bedding
and Upholstered Furniture Inspection
Division, 8809 John C. Lodge, Build-
ing No. 4, Detroit, Michigan 48202,
telephone area code 313, 965-4200,
extension 7229.

Channels af Distributian

There are several methods of dis-
tribution. These include the use of
a Canadian sales representative, an
American sales agent, or an American
sales agent in a jobbing capacity, or
shipping in large quantities on con-
signment to a public warehouse.

If the manufacturer chooses a Ca-
nadian sales representative, he should
bear in mind that buyers must be
canvassed as often as twice a month.
Alternatively, many Canadian manu-
facturers have found it beneficial to
appoint a Michigan representative
because of his extensive contacts in
and knowledge of the market.

Shipments made factory-to-dealer
direct by individual representation as
described above could prove uneco-
nomic because of the small quantities
involved. It may be advantageous
therefore to consider using a repre-
sentative jobber, who buys the mer-
chandise outright and is allowed a
5 per cent or more discount. This dis-
count is often more than offset by
making shipments in carload and
truckload quantities.

Another possibility is shippi g on
consignment to a public warehouse.
Although it is true that transportation
can be made at carload and truckload
rates, if the goods do not sell readily
(say within 30 days) there may be
recurring storage charges which in
most cases are prohibitive. In addi-
tion, it opens the door to mass dis-
tribution, thereby limiting your exclu-
sive appeal, which is important to
the Michigan dealer.

Consultation wi h people in the
trade has revealed that the most fea-
sible channel of distribution is the use
of a local representative, either in the
capacity of sales representative oOr
representative jobber. The choice ca
best be made only after a fairly exten-
sive market survey.
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Additianal Sales Tips

The normal terms of payment in
the trade are 2 per cent 30 days, net
60. Landed prices should be quoted
which include U.S. duty, brokerage,
and transportation charges, though it
is important to note that the f.ob.
price should also be given.

A point often overlooked is adver-
tising. An offer on the part of the
Canadian manufacturer to absorb the
total or part of the cost of a “kick-
off” ad or a series of small ads could
prove mutually beneficial.

The export sales representative must
know the extent of his principal’s
capabilities in deliveries, back-up stock
and service. It is desirable therefore
to have him or the prospective buyer
visit the plant.

The Canadian Consulate in Detroit
covers the State of Michigan and
Toledo, Oh'c. In this area there are
upwards of 400 retail furniture deal-
ers, including more than 50 in the
greater Detroit area. We maintain an
up-to-date list of approximately 800
Michigan and Toledo manufacturers’
representatives, jobbers, and distribu-
tors, who are constantly seeking con-
nections with Canadian suppliers of
almost every conceivable product. We
also have a complete and comprehen-
sive set of Canadian and United States
directories, not to mention the
hundreds of personal contacts that
we have established. We are happy to
say that an ever increasing number
of Canadian firms are taking advan-
tage of the services we can offer.

Oilfield Equipment in the Middle East

N. W. BOYD
Commercial Counsellor, Beirut

@ The Middle East is the largest
crude oil producing area in the world,
with over 60 per cent of the proven
oil reserves, and its dominant role in
world oil supply seems assured. It
fo lows that there is an excellent mar-
ket for all types of oilfield equipment
and supplies. In Saudi Arabia the Ara-
bian American Qil Co. (ARAMCO},
the country’s princ'pa operator and
sole producer, purchases equipment
and supplies from North Ame ica to
the tune of $35 to $40 million a year.
Canadian participation in this market
has been relatively small and Cana-
dian firms successfully selling goods
and services to oil companies in
North America would do well to
explore the market opportunities here
more fully.

To put the development of this in-
dustry in perspect’'ve, crude oil pro-
duction in 1967 in the producing
countries with which the Beirut office
is concerned (Saudi Arabia, Kuwait,
Iraq, Abu Dhabi, Qatar, Bahrain and
Oman) amounted to 7,363 thousand
barrels a day, or double the produc-
tion in Venezuela and seven times
that in Canada. Indicative of the spec-

tacular growth in this industry ove
the past ten years is the fact that in
1957 crude oil production by these
Middle Eastern countries totalled only
2,810 thousand barrels per day.

Future growth seems inevitable. In
Saudi Arabia alone, now the world’s
fourth largest crude oil producer, it
is predicted that the current produc-
tion of about three million barrels per
day will double by 1980. And accord-
ing to conservative estimates, Saudi
Arabia’s crude oil reserves are not far
from the 100 billion mark.

Seven Campanies Participate

Development of the oil resources
in these Middle East countries has
been undertaken for the most part by
the seven major international oil
companies—Standard of New Jersey,
Standard of California, Texaco, Mo-
bil, Shell, Gulf and British Petroleum.
Although there may be some varia-
tions in their purchasing policies for
their Middle East operations, two rules
of thumb apply: the need for prior
approval of most types of oilfield
equipment and supplies by the head
offices located in the United States,
Britain and Europe, and the need for
an agent resident in each country in
which sales are sought.
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Selling to ARAMCO

By way of illustration, the Arabian
American il Co. (ARAMCO), makes
major purchases of equipment and
supplies in consultation with its own
engineering and purchasing offices
which for the most part confine
their request for offers to “approved
sources”. Accoerdingly, Canadian man-
ufacturers who wish to establish their
credentials for ARAMCO’s “List of
Approved Suppliers” should approach
C. C. Watson, Manager, Purchasing
& Traffic Department, 505 Park Ave-
nue, New York. Mr. Watson is re-
sponsible for purchases from prime
manufacturers located in the United
States and Canada.

Once this first step has been taken,
the next one is to appoint a local agent
in Saudi Arabia. As a matter of
policy, for all North American pur-
chases of $5,000 or more the Aramco
purchasing department asks Saudi
Arabian traders to quote. It is com-
pany policy to procure as much as
possible through local agents, even
highly specialized items on which the
local merchant may do little more
than pass the paper and collect his
commission. The same situation is
found in most oil-producing eountries
in the Middle East where laws specify
that all goods or services for use in
the country must go through the
hands of a resident national or a com-
pany with at least 51 per cent na-
tional ownership.

Consortium Suggested

A technique that many U.S., British
and European oilfield equipment man-
ufacturers employ successfully is to
share the services of an office, fre-
quently located in Beirut, staffed by
engineers and technicians experienced
in the petroleum field. These repre-
sentatives travel throughout the Mid-
dle East and even to North and West
Africa on the firms’ behalf. There are
five principal companies in Beirut do-
ing this work at present and some
now represent Canadian manufac-
turers. Because of the technical nature
of some of the oilfield equipment and
supplies, more Canadian firms should
consider this avenue of approach. In
fact, they might even consider form-
ing a consortium of Canadian firms
making products complementing each
other to establish on a cost-sharing
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basis a technical office in the field. The
service such an office could give
speaks for itself.

Because there is little local industry
in many of the oil-producing countries
in the Middle East, imports by the
oil companies extend beyond oilfield
equipment. ARAMCO, in addition to
its requests for petroleum exploration
and development equipment (includ-
ing such items as geophysical equip-
ment and services, valves, pipes and
fittings of many types, hardware and
drilling supplies) also has substantial
needs for innumerable other items as-

sociated with the administration and
operation of an integrated oil com-
plex—things like telecommunications
equipment, aircraft, vehicles, electrical
preducts, air-conditioning equipment,
packaged foodstuffs, construction ma-
terials and services, marine and harbor
equipment, portable buildings and
safety clothing, It is evident that
ARAMCO and the other oil com-
panies operating in the Middle East
offer a market for a wide range of
imported products and services and
one which Canadian companies would
be well advised to explore.

Lumber in the Caribbean

B Most of the Caribbean islands
are forested and at one time they
provided all the timber their inhabi-
tants required. Now, because the
species are not suitable for the needs
of the booming construction industry,
the islands import some 70 million
board feet of softwood each year.
Pitch pine is the most popular. It
comes from the Republic of Hon-
duras and the southern United States
but before Hurricane Hattie destroyed
the industry there, British Honduras
was the main source of supply. Pitch
pine is preferred because of its hard-
ness and its resistance to termites.
The heartwood used in the old days
had a good natural resistance; today’s
grades are apparently less resistant
but they are suited to chemical
treatment.

Concrete forming and construction
falsework are the main uses for soft-
woods. There is comparatively little
timber used for building homes or
institutional structures on most islands,
The modern West Indian house tends
to have cement block walls, tile floors,
metal window frames, and often flat
concrete roofs. Chalets and summer
cottages and higher-priced homes do,
however, provide a market for lumber
and for cedar shingles. In Barbados
the traditional timber frame house is
still popular. Counter tops, trim and
cupboards are made from a variety of
woods. Boatbuilding is another outlet.

Until quite recently, the lumber
importing trade tended to be concen-
trated in the hands of a few firms.

This was particularly true of Jamaica,
where four firms had a virtual
monopoly and interests in the shipping
companies and the Honduran lumber
producers as well. Now there is more
competition and importers can bring
in supplies over wharves not owned
by their rivals. Overseas producers
have representatives in the island and
sell direct to merchants,

A peculiarity of the trade 1n some
islands js that timber merchants will
finance wood and hardware materials
and associated labor during the con-
struction of a house. The builder is
naturally inclined to deal with a mer-
chant who offers such terms.

Out of the area’s total softwood
imports from all sources of some 70
million board feet, Jamaica takes 25
million, Puerto Rico 22 million, Trini-
dad and Tobage 18 million, and
smaller markets about 5 mullion.

In 1967, Canada exported to
Jamaica Cdn.$92,000 worth of soft-
wood lumber (mostly white pine),
Cdn.$234,000 worth of western red
cedar shingles, and Cdn. 242,000
worth of Douglas fir pl wood In the
same year, Puerto Rico took Cdn.
$1,170,000 worth of Douglas fir
lumber, Cdn.$2,445,000 of hemlock,
and about Cdn.$58,000 of pine and
spruce. Trinidad and Tobago bought
Cdn.$398,000 worth of western red
cedar, Cdn.$37,000 of Douglas fir,
Cdn.$100,000 of softwood lumber
(mostly white pine), and Cdn $83,000
of Douglas fir plywood. Barbados
spent Cdn.$231,000 on Douglas fir
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PRINCIPAL CANADIAN LUMBER AND PLYWOOD EXPORTS TO THE CARIBBEAN 1967

Trinidad Windward and
Jamalca and Tobago Puerto Rico Barbados LeewardIs. Bermuda  Bahamas
{Canadian dollars)

Weslern red cedar 398,000 10,000
Douglas fir 19,000 37,000 1,170,000 231,000 10,000
Hemtock 2,445,000
While pine 6 ,000 91,000 10,000 376,000 496,000 87,000
Olher pine 12,000 7,000 18,000
Woeslern while spruce 29,000 45,000
Other spruce 30,000 92,000 26,000 76,000
Western red cedar shingles 234,000 10,000
Other shingies 18,000
Hardwood plywood 10,000 26,000 19,000 10,000
Douglas fir plywood 242,000 83,000 217,000 16,000 47,000
Other softwood plywood 17,000

Source: DBS

from Canada, Cdn.$376,000 on white
pine, and Cdn.$92,000 on spruce.
The Windward and Leeward Islands
bought Cdn.$87,000 worth of white
pine, Cdn.$121,000 of spruce, and
Cdn.$64,000 worth of plywood.

Over a period of years, the Carib-
bean Free Trade Association will
bring some changes to the lumber
trade in the area. Teak and Honduran
pine from Trinidad and Tobago will

Jamaica

Before the war, Jamaica obtained
85 per cent of its lumber require-
ments from New Orleans, Pensacola
and Mobile. This was nearly all better
heart pitch pine. When the war dis-
rupted the established trading pattern,
Jamaica turned to Central America
and also purchased red ceda , hem-
lock and Douglas fir from British
Columbia and smaller quantities of
spruce and pine from Eastern Canada.
Pitch pine from British Honduras was
popular because it was considered
harder than pine from Canada and
the Southern U.S. In 1955, however,
hurricanes devastated the industry in
British Honduras and Jamaica had to
switch to the Republic of Honduras
for supplies.

Lumber prices remained fairly
stable for fifteen years until devalua-
tion and rising labor costs caused a
14 per cent increase early in 1968,
Some of the sugar estates import for
their own use and a few contractors
make occasional spot purchases. The
market is dominated by four large
companies and import licensing has
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enter the wider market, and so will
Guyana’s hardwoods and lumber
f om the Canadian-owned operation
in Dominica. Better inter-island trans-
portation may also encourage the use
of competitive materials, such as clay
and concrete blocks. Already Trinidad
has made a shipment of 150,000
blocks to Grenada. If Canada is to
maintain and expand its markets in
the islands, we must promote new

helped to preserve the status quo.
New importers who have succeeded
in getting licences have found that
most of the Central American pro-
duction is already committed and
buyers from the Dominican Republic
are willing to pay cash for lumber.
The large Jamaican companies w'll
finance contractors for 90 and often
180 days, bu the producers give only
30 to 60 days’ credit.

Hardware and Lumber Limited is
the argest firm and handles about half
of the lumber sold in Jamaica. The
next in size is Leonard DeCordova
Limited. Both have the’'r own wharves
and large modern yards. D. C. Hen-
derso Lim'ted is another big im-
porter and is a partne with the
other two in a pressure-treating plant
which treats about 20 per cent of
lumber imported into Jamaica. The
group is coniemplating building
another pressure-treating plant at
Montego Bay to serve that rapidly
developing area. Imports of pressure-
treated wood into Jamaica are not
al owed.

building techniques and new uses for
our timber.

The articles which follow give a
brief description of the lumber market
in individual islands. More details are
avai able from the Wood Products
Branch, Departments of Industry and
Trade and Commerce, Ottawa, and
from the Trade Commissioners in
Kingston, Jamaica, in Port-of-Spain,
Trinidad, or in San Juan, Puerto Rico.

Wherry Wharf Limited has en-
tered the marke in recent Years,
bringing grain and lumber from
Central America. Georgia Pacific In-
corpeorated in Florida has its own
ship. It plans to build a treatment
plant using the osmosis process, Firms
such as Creighton Bros. in Montego
Bay and Webster Company Limited
are dealers buying from the larger
firms.

The quality of Central Amer'can
lumber is reported to be quite high
and No. 1 and No. 2 are the grades
bought. As examples of prices, in
May 1968 dressed pitch pine was
quoted c.if. Kingsto at Cdn.$176.60
per thousand board feet to the
stockist for up to ten inches wide,
Cdn.$ 87.00 to the contractor, and
Cdn.$200.00 retail. The figures for
wolmanized pitch pine were Cdn.
$210.00, Cdn.$232.80, and Cdn.
$241.30. Canadian Lumber Standards,
howeve , are known and generally
accepted.

There is a big building program in
Jamaica—50 new junior secondary
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schools are being put up, several low-
cost housing schemes are being pre-
pared and the recent amendments to
the Jamaica Hotels Aid Law could
mean as much as Cdn.$200 million of
hotel construction in the next ten
years. This is surely the time to pro-
mote Canadian lumber and carve out
a sizable share of the growing market.

Dominican Republic

B The island has been stripped of
its forest cover. Buildings are usually
made of local cement, but lumber and
plywood are imported to the value of
some $300,000 a year. Tropical pine
boards are bought from Central
America. Plywood comes mainly
from Surinam, Spain and Japan which
sell at very low prices. Canada sold
$4,000 worth of Iumber to the Do-
minican Republic in 1965, according
to DBS statistics, and none at all in
1966 and 1967.

Lumber exporters in Eastern Can-
ada who are interested in the market
should get in touch with these import-
ers in Santo Domingo: Ferreteria
Americana C por A, Ave, San Martin
175; Mercantil del Caribe C por A,
Calle Barahona 305; Madrera Vives
C por A, Dr. Tejeda Florentino 34:
and Manuel Fernandez G. C por A,
Ave. Espana 5.

Puerto Rico

B Once well forested, Puerto Rico
has been almost entirely denuded of
trees. Because it is a United States
Commonwealth, products from the
U.S. enter free of duty. In point of
fact, however, the United States is
only a leading supplier of plywood,
redwood, rough pine, and hardboard.
The Republic of Honduras provides
57 million board feet of Douglas fir,
20 million board feet of dressed pine,
and six million pounds of hardboard.
Brazil supplies 11 million board feet
of Parana pine.

There are good prospects for in-
creasing the already substantial sales
of Canadian lumber in Puerto Rico
because of the island’s economic
progress and expanding construction
industry. The main importers are the
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Caribe Lumber y Trading Corp.,
Garcia Comercial Inc., Pacific Apgen-
cies Inc., Rio Piedras Comercial Inc.,
and Rio Piedras Lumber Yard.

Trinidad and Tobago

B Forestry has been encouraged by
the Government. There are 17,000
acres of teak plantation which is in-
creased at the rate of 700 acres per
year. Home-grown teak is used for
flooring, window frames and cup-
boards. The thinnings provide posts
and fencing. Pitch pine was intro-
duced experimentally from Honduras
in 1948 and has proved successful; a
substantial acreage is being planted.

In 1966, Trinidad imported 11.5
million board feet of pitch pine, of
which the United States and the
Republic of Honduras each supplied
approximately half. Canada sold al-
most a million board feet of white
pine and 4.8 million board feet of
western red cedar.

The Islands import spruce and
white pine lumber for cupboards and
boatbuilding. The market is price-
conscious and critical if there are too
many knots. Cedar is being used more
and more for cupboards and counter
tops because it is cheaper than pine.
In Trinidad, Canadian cedar sells at
retail for TT$330 per thousand board
feet, white pine for TT$490, and
spruce for TT$670. Red pine is not
imported at present.

Trinidad has four wolmanizing
plants with a total capacity of about
3.5 million board feet a year. Con-
crete blocks, however, are an increas-
ingly popular building material (the
three main producers turn out 20 mil-
lion blocks a year between them) and
Cinvaram blocks, made from a mix-
ture of earth and cement, are being
used in low-cost government housing.
Precast concrete flooring is used more
and more in multi-storey buildings.

Barbados

B Barbados has been rather slower
than the other islands in adopting
concrete block construction. Timber
houses are common and wood siding
1s still popular, Builders work closely

with lumber importers who help to
finance their operations, There is a
small wolmanizing plant.

Canada supplied 3.2 million board
feet of Douglas fir in 1967, 2.2 mil-
lion board feet of white pine, 600,000
board feet of spruce, and some ply-
wood. Spruce is largely used for con-
crete forming and for cupboards and
has shown a small increase over the
years. White pine is used for cup-
boards. Barbades imports about three
million board feet of pitch pine from
the Republic of Honduras each year.

Other Caribbean Markets

B The French Antilles — Martin-
ique, Guadeloupe and French Gui-
iana—have a relatively high standard
of living and a growing need for con-
struction lumber. Most of the demand,
however, is met by European sup-
pliers.

Surinam has its own plywood in-
dustry and exports to Europe. Guy-
ana, on the other hand, imports
lumber, mainly from Canada. DBS
statistics for 1967 show that we ex-
ported about Cdn.$170,000 worth of
lumber to Guyana, most of it white
pine.
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The Rie Grande plant near Medellin contributes 84,000 kw. to the power supply.

Colombia Evaluates
Its Power Potential

Here is a brief description of planned power projects
and possible Canadian opportunities.

G. D. VALENTINE
Commercial Secretary, Bogota

B In many Latin American coun-
tries, the population is concentrated
in one or two large centers. In Colom-
bia, however, there are twelve major
centers, three of them with over a
million inhabitants. All a e busy in-
dustrializing and, until recently, each
looked after its own power require-
ments.

Colombia is fortunate to have rivers
flowing down from the Andes for
hydroelectric power generation. It is
also the third largest petroleum pro-
ducer in South America and has ample

14

supplies of oil, coal and natural gas
for its thermal plants in the low-lying
parts of the coun ry. At present, it
has a generating capacity of 1.2 mil-
lion kw. wih a further 0.8 million
kw. capacity under construction.

In 1944, the Colombian Govern-
ment created the Institute for Water
Utilization and Electric Power De-
velopment (Electraguas) to bring
order to the maze of independent
companies, plan future development
and make better use of power re-
sources. Electraguas comes under the
Ministry of Development. Its author-
ity extends to all parts of the country
except the Bogota, Medellin and Cali
municipal systems. Apart from these,

almost all other power programs are
planned and implemented by E ectra-
guas but, once completed, plants are
considered to be capital contributions
to the various affiliate co porations in
14 provinces or departments of Co-
lombia. Thus financing, etc., is usually
arranged through a central body in-
stead of by some 20 smaller entities.

Power Grid Plonned

Two recent developments have spe-
cial significance for Canadian con-
tractors and equipment suppliers. The
first is the formation of Interconexion
Electrica S.A. which brings together
Electraguas and the power companies
of Bogota, Medellin, Cal’ and Mani-
zales. These last four companies ac-
count for over 60 per cent of total
installed capacity and they are plan-
ning to build a grid which will permit
the transfer of up to 300,000 kw. of
power from any one section to any
other. The area covered includes over
75 per cent of the country’s manufac-
turing and the center of its coffee
cultivation.

Construction of the 535-kilometer
220-kv. transmission line was to begin
in 1968. Other lines are currenty
under construction. The project is
partly financed by the World Bank,
which has approved a loan of $26
million. Tenders have already been
called for the design, supply and in-
stallation of the line transformers,
switchgear and substa ions. The tender
for the line carrier communications
system was announced last July. The
intention is eventually to link up the
whole country and it is estimated that
by that time (approximately 1980)
Colombia’s total generating capaciy
will be over 2.5 million kw.

Ambitious Choco Development

The second big development is
known as the Choco Plan. This scheme
envisions a waterway through the De-
partment of Choco connecting the
Atlantic and the Pacific. It would have
a potential of 3 million kw., twice the
power now generated in Colombia.
Although power is the chief reason
for developing the Choco, there would
be additional benefits in transporta-
tion, forestry, agricu ture, mineral de-
velopment, eic.

In May 1968, the Government cre-
ated the Choco Development Corpo-
ration and it was announced that work
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would begin on studies of the San
Juan River. This is the first step in
the over-all project and involves build-
ing a dam at Malaguita (near the port
of Buenaventura on the Pacific) which
would form a lake 120 kilometers
long. Preliminary studies indicate a
potential of 1.1 million kw. from this
section alone which could be fed into
the grid that Interconexion is now
planning.

Future Power Projects

Aside from plans for the Choco,
these developments are to take place
in the course of the next ten years:

Atlantlc Coast Electrification Program

This important project is planned
to be completed by 1975. It consists

f 232,000 kw. for Barranquilla,

10,000 kw. for Cartagena, smaller
emergency units in both cities, and
a 15,000 kw. plant in Chinu. AJl will
be thermal units. Transmission lines
will connect the three cities. The
coastal development is now out to
tender and some Canadian firms have
shown interest in the first phase of
two 66 mw. units at Barranquilla. The
costs of the first phase are estimated
to be: 15,000 kw. turbo gas emer-
gency unit—3$1.7 million; 132,000 kw.
thermal unit—$16.1 million, and 220
kv. transmission line Barranquilla-
Cartagena—3$7.3 million. This is a
total of $25.2 miilion with local costs
estimated at an additional $5.1 mil-
lion. The first phase is to be com-
pleted by mid-1971.

The second phase is 100,000 kw.,
at Cartagena and 220 kv, transmission
lines from Cartagena to Sincelejo and
from Sabanalarga to Santa Maria. The
cost is put at $40 million and the
work is scheduled for 1971-1975. The
third phase is to begin in 1975 and
will be another 100,000 kw. at Bar-
ranquilla and the subsequent hookup
of the whole system to the national
grid.

Upper Anchicaya Hydroelectric Plant

This project wiil come under the
direction of Interconexion and the
CVC in Cali and is for a hydro plant
some 40 kilometers northwest of Cali,
A 130-meter dam will be built near
the confluence of the Rio Anchicaya
and the Rio Verde, It is expected to
generate 340,000 kw. The total cost
is estimated to be $72 million.
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Rio Bata (Chivor)—Phase One. Inter-
conexion is expected to undertake the
hydro project on the Rio Bata near
Chivor, east of Bogota. This will in-
clude a 180-meter dam a tunnel six
kilometers long and nine meters in
diameter, and two pressure tunnels
2,200 meters long which will permit
the use of a head of 800 meters, The
first phase is €Xpected to develop
500,000 kw. and prefeasibility studies
indicate an ultimate potential of
1,750,000 kw. The total cost is put
at between $140 miilion and $200
million.

Guatape—Phase Two. This is under
the jurisdiction of the Medellin Power
Company. It consists of enlarging the
present dam to hold 1,200 million
cubic meters of water, and the in-
stallation of six additional 70,000
kw. units. The studies have been com-
pleted and the cost is estimated to be
$87 million. When phase one is fin-
ished this year, the Guatape will pro-
duce 280,000 kw. apd the addition
will bring it up to 700,000 kw.

Rio Patia—The Rio Patia is in the
Department of Narino on the Ecua-
dorian border, a relatively undeveloped
area. The port of Tumaco, however,
will be the terminal of the ol pipeline
from the Putumayo where large de-
posits were recently discovered and
are now being exploited. Because of
this (and also because there js a re-
mote possibility of exporting power
to Ecuador), the Rio Patia project is
creating more and more interest. It
will be under the control of Inter-
conexion and a prefeasibiity  study
done by a Japanese firm puts the po-
tential at between 1.2 and 2 miliion
kw. Many officials feel it could be up
to 4 million. The project as now en-
visioned consists of two 160-meter
dams, 110 meters in height. Cost
estimates have varied from $80 mil-
lion to $320 million,

Rio San Juan—The Rio San Juan
flows southward through the Choco
to the Pacific. The power development
would be at the mouth of the river
near Malaguita. It will be relatively
easy to feed the estimated 800,000 to
1.1 million kw. into the grid at Cali.
The project will probably be under-
taken by Interconexion.

It is expected to consist of a 30-
meter dam, 750 meters long, and

would incorporate four units of 200,-
000 to 250,000 kw. each. Estimated
cost is $130 million. Only a prelimi-
nary study has so far been made. U.S,
AID has offered to finance a complete
study, expected to cost U.5.51,300,-
000.

Samana—The Samana hydro project
is still in the initial planning stages.
If developed, it will produce 1,500,000
kw.

Other Projects—The power potential
of Colombia could be as high as
50 million kw. Other projects which
might be tackled before the turn of
the century are: Timba (60,000 kw.),
Calima II (200,000 kw.), Calima 111
(180,000 kw.), Malaguita (1,110,000
kw.), Atrato (1,500,000 kw.), In-
marco (1,500,000 kw.).

Transmission Lines

To interconnect power sources and
to bring power from the dams and
generating plants to the centers of
population will require hundreds of
miles of transmission lines of from
13.2 kv, to 380 kv. The most imme-
diate of the higher voltage lines is the
Bogota-Cali-Medellin 220 kv. line
which will be 535 kilometers long.
Other 220 kv. lines being planned are:
Medellin-Monteria (250 km), Carta-
gena - Sabanalarga - Fundacion - Santa
Marta (230 km.), Santa Marta-Valle-
dupar (200 km.), Cartagena-Sincelejo
(150 km.), Medellin-Barrancabermeja
200 km.), Guatape-Miraflores (100
km.), Paipa-San Gil-Cucuta (240 km.),
Bucaramanga—Paipa (280 km.), and
Chivor-Paipa (195 km.). Tt is also
hoped eventually to connect the cen-
tral region and the north coast by
building 380 kv. lines from Sincelejo
to Medellin (340 km.) and Barran-
cabmerja to Sabanalargo (500 km.).

Sources of Financing

Although the public utilities try to
cover new ipstallations from Jocal
tariffs, expansion has been too rapid
and the need for new power sources
is 100 urgent. Most present and future
schemes will depend on both foreign
financing and income from the sale
of power.

Under the Alliance for Progress, the
United States has lent Colombia large
sums of money in the past to finance
hundreds of projects, principally in
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agriculture, education, and housing,
and for imports of raw materials and
foodstuffs. In the field of electric
power, money is chiefly loaned for
feasibility studies and rural electric
co-operatives.

The World Bank has concentrated
on the four companies involved in
the interconnection project and over
the years has lent over $125 million.
At present, it is pa ticipating in a
loan to the Empresa de Energia Elec-
trica de Bogota of $18 million and
Interconexion Electrica S.A. of $25
million.

Since its first loan in February
1961, TADB has lent over $150 mil-
lion to Colombia, of which $22.6
million was to increase electric power
generating capacity and to expand
power distribution systems. IADB
made no loans in this feld in 1967.

Suppliers’ credits are the latest
method used in financing projects and
are being requested for the thermal
plant in Barranquilla as well as other
installations. Although sometimes more
expensive for the Colombian entity,
they usually limit the number of id-
ders and make the choice of a supplier
easier. They are usually employed for
urnkey projects.

Foreign gove nments besides the
U.S. have on occason lent money to
Colombia on a long-term basis for the
development of power resources. Re
cently France lent approximately $15
m'llion to be used in the northern

part of Colombia for emergency units
at Barranquil a, a thermal unit in
Sincelejo, and the construction of a
transmission line.

Opportunities for Conadions

Canada has joined with a number
of other countries in helping to finance
the Colombian power interconnection
schemes and the Bogota third power
expansion program. There is joint
financing with the World Bank through
ECIC Section 21-A for these two.
Normal World Bank international
tendering procedures apply and the
successful bidder will be paid in cash
by the World Bank for the work. More
details can be obtained from the Elec-
trical and Electronics Branch, Depart-
ments of Industry and Trade and
Commerce, Ottawa.

A Canadian loan of Cdn.$1,080,000
for preinvestment studies in Colombia
was announced in April 1968. It is
part of the Cdn.$40 million fund
which Canada placed under the Inter-
Amercan Development Bank’s ad-
ministration for development in Latin
America. Credits will be extended
from the fund to finance the prepara-
tion of the following types of studies:

@ Technical and economic feasibility
of specific development projects and
programs.

@ Supplementary studies of projects
whose technical and econom’c feasi-
bility has been shown but which re-

quire additional information for their
evaluation and financing.

@ Sectoral and subsectoral studies
needed to prepare specific projects or
to quantify investments in a sector of
the national economy.

@ General studies of manpower and
natural resources, aerial photogram-
metric  surveys or similar studies
needed to prepare specific projects and
programs.

e Studies of projects included in
programs concerned with general
economic integration and Colombian-
Venezuelan and Colombian-Ecuado-
rian border integration, particularly
on a multi-national level.

e Studies of specific projects relating
to sub-regional integration of the An-
dean Group.

At least 90 per cent of Colombia’s
preinvestment program will be de-
voted to the preparation of specific
development projects, particularly in
such areas as hydroelectric power de-
velopment, roadbuilding, communi-
cations, steel and paper production,
oil refining, fisheries and agriculture.

To participate in most tenders, it
is necessary for foreign firms to be
represented by a local Colombian firm
or agent. The Commercial Secretary
in Bogota is always ready to assist
interested Canadian manufacturers in
obtaining good representation.

Transformers and parts
Switchgear and protective equipment

Power boilers, equipment and parts
High-tension sulators

Engines, turbines and parts
Generators and parts

Wire n.es.

Copper wire and cable
Copper alloy wire and cab
Insulated wire and a le

equipment

Source: DBS

CANADJAN EXPORTS OF ELE

Electricity measuring equipment and mstruments

Non-curtent-carrying winng and materials

Commercial communications equipmen
Compoenents for commercial ommum ations

Jan.-April
1962 1963 1964 1965 1966 1967 1968
{Canadian dollars}
390,890 63,905 18,793 16,184 110 1,701
965 60,461 156,862 10,072 6,264
70,254 27415 75,213 21,681 90,710 45,526 6,800
26,624 1,260,289 449 5 135,145 763,521 14,717 475
15,654 12,898 136 31,242 3964 2,170
4,655 2,046 5920
200 2,139 000 4931 23 535
25,283 9,135 138 12,462 267
898 440 7963 15,653 8,638 3,709
392 95 6 65 50,310 1,992 1,435
13,526 ,183 8,845 13,017 1,558 10,216
1,850 28,56 525 5,847 3,48
43258 60,219 236,040 88,341
4,831 65 6,617 10,139 114,613 3 368

CTRICAL COMPONENTS TO COLOMBIA
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Foreign Trade

GENTINA

mmercial Counsellor
nadian Embassy

illa de Correo 3898
ipacha 1111

enos Alres, Argentina

D. Burke, Commercial Counsellor
E. Kidd, Assistant Commercial Secretary (Agriculture)
M. Vincent, Assistant Commercial Secretary

ble: CANADIAN Phone. 32-9081
Jex: 121383 (DomMcaN BA)
rritory: Paraguay

STRALIA

mmerclal Counseiior for Canada
0. Box 3952, G.P.O.

LML.P. Building, 21st Fioor

rcuiar Quay

%dney, Ausiralla

J. Home, Commercial Counsellor for Canada
D. Van Beselaere, Assistant Commercial Secretary
J. Stewart, Assistant Commercial Secretary

able: CANADIAN Phone: 27-7565

fex: 089 20600 (CDN GOVT AA 20600)

erritory: States of New South Wales and Queensland, Capital Terri-
tory, Northern Territory, and Dependencies

ommercial Counsellor for Canada
obil Centre
[Chy Road
uth Meibourne, 3205
ictoria, Australia

(. F. Osmond, Commercial Counsellor for Canada
F. A. McKenzie, Assistant Commercial Secretary
F. L. N. Villeneuve, Assistant Commercial Secretary

[able: CANADIAN Phone: 61-3473

elex: 089 30501 (CDN GOVT AA 30501)

erritory: States of Victoria, South Australia, Western Australia,
Tasmania

fommercial Counsellor

bifice of the High Commissloner for Canada
[ommonwealth Avenue

farralumla 2600

fanberra®* ACT, Australia

E. P. Weiser, Commercial Counsellor
. Boycbuk, Assistant Commercial Secretary

Fable: DoMCAN Phone: T-2541
Felex: 089 62017 (Domcan AA 62017)

The Canberra office bandles only those trade inquiries that require
iaison with federal povernment departments and agencies.

Service Abroad

AUSTRIA

Commercial Counsellor
Canadian Embassy

P.0. Box 190

Obere Donaustrasse 49/51
1020 Vlenna 2, Austria

J. M. T. Thomas, Commercial Counsellor

R J. L. Berlet, Assistant Commercial Secretary
C. R. D, Kelly, Assistant Commercial Secretary
R. R. M. Logie, Assistant Commercial Secretary

Cable: CANADIAN Phone: 33 43 63
Telex: 75320 (DoMcAN A)
Territory: Albania, Bulgaria, Hungary, Romania

BELGIUM

Commercial Counsellor
Canadian Embassy

35 rue de Ia Science
Brussels 4, Beigium

C. T. Charland, Commercial Counsellor
B. A. Gagosz, Assistant Commercial Secretary
J. C. Poole, Assistant Commercial Secretary

Cable. CANADIAN Phone: 13.38.50
Telex: 221613 {Domcan BRU)
Territory: Luxembourg

BRAZIL

Commercial Counsellor
Canadian Embassy

Caixa Postal 2164-ZC-00
Edificlo Metropol

Avenida Presidente Wilson 165
Rio de Janelro, Brazil

J. EB. P. Lancaster, Commercial Counseilor
R. G. Sandor, Assistant Commercial Secretary

Cable: CANADIAN Phone 42-4140
Telex: 430 (DoMinioN RIO)

Consul and Trade Commissioner
Canadian Consulate

Calxa Postal 6034*

Edificlo Scarpa*

Avenida Paulista, 1765, 9 andar*
Siéo Paulo, Brazil

W. G. Huxtable, Consul and Trade Commnissioner

Cable: CANADIAN Phone: 36-6301, 36-6302
Telex: 269 (CANADIAN SPO)

*Rusinessmen are advised to send only letters to this address. To ensure
prompt arrival of parcels of any kind, the sender should consult the
Sao Paulo office first ahout the best method to use.

January 18, 1969
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BRITAIN

Minister (Commercial)

Office of the High Commissioner for Canada
One Grosvenor Square

London, W1X OAB, England

*L. H. Ausman, Minister (Commercial)

*W. D. Wallace, Commercial Counsellor

G. B. Woollam, Commercial Counsellor {Agriculture)

J. M. Rochon, Commercial Counsellor {Metals and Minerals)
J. N. Young, Attaché (Exhibitions)

0. Hickie, Commercial Secretary (Timber)

*K. D. Taylor, Commercial Secretary

W. E. M. Jeffery, Attaché (Publicity)

M. R. Bell, Assistant Commercial Secretary

E. L. Gray, Assistant Commercial Secretary

w. D, Wardle, Assistant Commercial Secretary (Timber)
A. L. Lyons, Assistant Commercial Secretary

G. M. Deyell, Assistant Commercial Secretary

H. G. Garland, Attaché (Fisheries)

Miss M. A. Armstrong, Attaché (Exhibitions)

Cable: SLEIGHING, London Phone: 629 9492 (Area Code 01)
Telex: 22526/264428 (DoMinioN LDN)
*Territory: Gibraltar

Canadian Governmcnt Trade Commissloner
Martins Bank Bullding

Water Street

Llverpool L2 38Y, England

J. H. Nelson, Trade Commissioner
K. R. Higham, Assistant Trade Commissioner

Cable; CaNaDIAN Phone: 227 2177 (Area Code 051)
Telex: CHAMCOM 627110 CANADIAN
Territory: Midlands, North England

Canadian Government Trade Commissioner
Cornhill House

144 West George Street

Glasgow C.2, Scotland

A. B. Brodie, Trade Commissioner

Cabl : CANTRACOM Phone: 332 6 51 (Area Code 041)

Territory: Scotland

Canadian Government Trade Commissioner
15-17 Chichester Street
Belfast BT1 4JB, Northern Ireland

A. B. Brodie, T ade Commissioner

Cab : ANTRACOM Phone- 1867 (Area Code 0232)
Territor : Northern Ireland

CEYLON

Commercial Divislon

Office of the High Commissioner for Cannda
P.0. Box 1006

6 Gregory’s Road

Cinnamon Gardens

Colombo, Ceylon

Cable: CANADIAN Phone; 95843
Telex: 106 (Domcan CoLoMBo)

CHILE

Commercial Counsellor
Canzdian Embassy
Casilla 771

Agustinns 1225, Sth Fioor
Santiago, Chile

R E Grave, Comm rcial Counsellor

G. E. Mulhns, Assistant Commercial Secre ary

Cabl CANADIAN Phone: 64189
Tee 20068 0068 DoMcaN
COLOMBILA

Commercial Secrefary
Canadian Embassy

Apartado Aereo 8582
Edificio Banco de Los Andes
Carrera 10, No. 16-92
Bogota, Coiombia

G. D. Valentine, Commercial Secretary

S. F. Pattee, Assistant 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

Ca : CANAOIAN Phone: 2 6421

CZECHOSLOVAKIA

Commercial Secretary
Canadian Embassy
Chaucery, Mickiewiczova 6
Prague §, Czecboslovakia

R J L Berlet, Commercial Secretary
Phone: 32 124, 26, 31, 32

DENMARK

Commercial Counseiior
Canadian Embassy
Prinsesse Maries Allé 2
Copenhagen V, Denmark

J. M Hill, Vice Consul and Acting Commercial Secretary

Cable: CANADIAN Phone: 313306
Telex: 5036 (Domcan KH)
Territory. Greenland, Poland

DOMINICAN REPUBLIC

Commercial Division

Canadian Embassy

Apartado 1393

Edificie Copello 408

Callie Ei Conde

Santo Domingo, Dominican Republic

Cable: CANACIAN Phone: 2-8138
Telex: 3460140 (DomcaN 3460140)
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ROPEAN COMMUNITIES

on of Canada to the Enropean Commnnities
nadian Embassy
rue de Ia Sclence

Is 4, Belginm

R. A. Gberson, Deputy Head

F. Mintenko, Counsellor

C. Jauron, First Secretary

ss V. F. Wightman, Second Secretary

ble: CANADIAN Phone: 13.38.50

lex: 221613 (Domcan BRU)

rritory: Buropean Economic Community, European Atomic Energy
Community, European Coal and Steel Community

NCE

inister-Counsellor (Commercial)
adlan Embhassy

Avenue Montaigne
ris 8°, France

O. R. Rousseau, Minister-Counselior (Commercial)
A. Elliott, Commerciat Secretary

G. Beaudette, Assistant Commercial Secretary (Agriculture)
M. Wanklyn, Assistant Commercial Secretary

G. Tait, Assistant Commercial Secretary
. C. Perron, Assistant Commercial Secretary

ble: CaNADIAN Paris 086 Phone: 225-99-335
lex: 28806 (DXoMCAN A PaRr1s)

rritory: Algeria, Andorra, Monaco, Morocco,

ERMANY

ommercial Counsellor
wnadiagn Embassy
snnedy-Allee 35

1d Godesberg, West Germany

R. Parlour, Commercial Counsellor
D, Caldwell, Assistant Commercial Secretary
Frenette, Assistant Commercial Secretary

able: CANADIAN Phone: 76995

fex: 886421 (Domca D)

erritory: States of Baden-Wuerttemberg, Bavaria, Hesss, Rhineland-
Palatinate, Saar; West Berlin

onsul Genersal

anadian Consulate General
oenigsallee 82

Duesseldorf 1, West Germany

A. Browne, Consul General
. B. Grant, Consul
H. Lang, Vice Consul

oble: CANADIAN Phone: 320525
elex: B587144 (DMCN D)
erritory; State of North Rhine-Westphalia

nnsul General

anadian Consulate General
lanade 41-47,

000 Hamburg 36, West Germany

. A. Driedger, Consul General
. 8. Armour, Consul
. H. Clemons, Vice Consul

able: CANADIAN Phone: 351805

elex: 215555 (DMCNH D)

erritory: 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 Avenuve

Accra, Ghana

George Hazen, Commercial Secretary
B. Dussanlt, Assistant Commercial Secretary

Coble: CANADIAN Phone: 77606, 28502, 28555
Telex. ACCRA 2024
Territory: Guinea, Ivory Coast, Liberia, Mali, Mauretania, Togo,

Upper Volta

GREECE

Commercial Counsellor
Canadian Embassy

31 Vassilissis Sophlas Avenue
Athens 138, Greece

M. B. Bursey, Commercial Counsellor
E. P. Rigby, Assistant Commercial Secretary

Coble: CANADIAN ATHENS 55B4 Phone: 714-041
Telex: 3384 (DoMCAN ATHENS)

Territory: Turkey

GUATEMALA

Commercial Counsellor

Canadian Embassy

P.O. Box 400

5a Avenida 11-70, Zone 1
Guatemala City, C.A., Guatemala

8. G. Tregaskes, Commercial Counsellor
1. D. Tennant, Assistant Commercial Secretary
J. 8. A. Sotvedt, Assistant Commercial Secretary

Coble. CANADIAN Phone: 28448

Territory: Costa Rica, El Salvador, Honduras, MNicaragua, Panama,
and Canal Zone

HONG KONG

Senior Canadian Government Trade Commissioner
P.O. Box 126

P & O Bullding, 11th Floor

21-23, Des Voeux Road, Central

Hong Kong, Hong Kong

C. R. Gallow, Senior Trade Commissioner

R. G. Godson, Trade Commissioner

J. L. Swanson, Trade Commissioner

M. C. J, Lemieux, Assistant Trade Commissioner

Coble: CANADIAN Phone: 224087
Telex: HKG 391 (Domcan HX 391)
Territory: Cambodia, People's Republic of China, Laos, Macao, Vietnam

INDIA

Commercial Counsellor for Canada
P.O. Box 11

13 Golf Links Road

New Delhi 1, India

A. W. Bvans, Commercial Counsellor
D. W. McTaggart, Assistant Commercial Secretary

Cable: CANADIAN Phone: 61-8254
Telex: 346 (Domcan DLI)
Territory: Bbutan, Nepal, Sikkim
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IRAN JAMAICA

Commerclal Division Commercial Secretary
Canadian Embassy Office of the High Commissloner for Canada
P.0. Box 1610 P.O. Box 1500
Bemrouke Building Tobago Road
Corner of Takht Jamshid Avenue and Forsat Street Comer Trafalgar Road and Knutsford Bonlevard
Tehran, Iran Kingston 10, Yamalca
D. H. M. Branion, Commercial Secretary R. G. Woolham, Commercial Secretary
Cable: CaNTRACOM Phone: 613560,4-9291 D. H. Leavitt, Assistant Commercial Secretary
Telex: 2037 (DoMCAN TEHRAN) 1. P. Lefebvre, Assistant Commercial Secretary
Cable: CANADIAN Phone: 65726
IRELAND Telex: KGN 30 (Beaver KiNasToN)
Territory: B iti
Commerclal Connsellor for Canada errrc ‘;’;zos lzinaa;ln‘;:s. British Honduras, Cayman Islands, T
66 Upper O’Conneli Street
Dublin, Ireland
JAPAN

D. M. Holton, Commercial Counsellor

Minister (Comunerclal
Cable: CANADIAN Phone: 41577 Embassy (oi Canada )

Telex: 5488 (DomcaN DUBLIN) Akasaka Post Office
Tokyo 107, Yapan

ISRAEL J. A. Stiles, Minister (Commercial)
Commerclal Secretary 8. G. Harris, Commercial Secretary
Canadian Embassy R. E. Pedersen, Assistant Commercial Secretary
P.O. Box 20140 G. M Wansbrough, Assistant Commercial Secretary
84 Habasbmonalm Street M. C. Spencer, Assistant Commercial Secretary
Tel Aviv, Israel F. M. Galbraith, Assistant Commercial Secretary
1. H. Suggitt, Commercial Secretary Cable: CANADIAN Phone: 408-2101/8
M. A. Brault, Assistant Commercial Secretary Telex: TK 2218 (Domcan TK 2218)
Cable: CANADIAN Phone: 37161/2 Territory: Korea, Okinawa
Telex: 740 (Domcan TV)
Territory: Cyprus KENYA
Commercial Secretary

ITALY Office of the High Commissioner for Canada
Minister-Connsellor {Commercial) P.0O. Box 3778
Canadian Embassy Industrial Promotion Services Bullding
Via G. B. De Rossi 27 Kimathi Street
00161 Rome, Italy Nairobi, Kenya
G. F. G. Hughes, Minister-Counsellor (Commercial) J. B. McLaren, Commercial Secretary
J. E. Montgomery, Commercial Secretary (Agriculture) P. J. Gosselin, Assistant Commercial Secretary
C. Renaud, Assistant Commercial Secretary Cable: DoMcaN NAIROBI Phone: 27426
C. D. Miller, Assistant Commeircial Secretary Telex: 20198 (DoMcaN/NRB)
Cable: CANADIAN Phone: 864-327 Territory: Malawi, Tanzania, Uganda, Zambia
Telex: 61056 {(DomcAN RoMmn)
Territory: Provinces of Toscana, Marche, Umbria, Lazio, Abruzzi- LEBANON

Molise, Puglia, Campania, Basilicata, Calabria, Sicilia, Sardegna.

Other countries: Libya, Malta Commercial Conunsellor

Canadian Embassy

Consnl General and Trade Commissioner Bofite Postale 2300
Canadian Consulate General Alpha Building
C.P. 3977 Rue Clemenceau
¥ia Vittor Pisani 19 Beirut, Lebanon

20124 Milan, Italy N. W. Boyd, Commercial Counsellor
R. W. Biake, Consul General and Trade Commissioner D. 1. Ditto, Assistant Commercial Secretary
C. E. Rufelds, Consul and Assistant Trade Commissioner P. W. Aubin, Assistant Commercial Secrctary
D. T. Wismer, Vice Consul and Assistant Trade Commissioner
P - .. Cable: CANADIAN Phone: 250955
B. M. White, Vice Consul and Assistant Trade Commissioner Telex: 652 (DoMCAN BERYT)

Cable: CANTRACOM Phone: 652-485/652-600 Territory: Iraq, Jordan, Kuwait, People’s Republic of Southe
Telex: 31368 (CANTRACOM MILAN} Yemen (Aden), Persian Guif area, Saudi Arabia, Syria, Truci
Territory: Provinces of Emilia-Romagna, Lombardia, Piedimonte, States, Yemen

Trentino-Alto Adige, Veneto, Liguria, Trieste, Valle D’Acsta,

Friuli-Venezia
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ALAYSIA

mmercial Counsellor

fice of the High Commisdoner for Canada
.0, Box 990

LA. Building, Ampang Road

uala Lumpur, Malaysia

. P. Lindores, Acting Commercial Secreta

able: DoOMCAN Phone. 89722/4
elex: KL/TX279 (Domcan KL)
erritory: Brunei, Burma

EXfCO

ommercial Counsellor

anadian Embassy
Apartado Postal 5-364
Melchor Ocampo 463, 7th Floor
Mextco 5, D.F., Mexico

T. F. Harris, Commercial Counsellor
A. D. MecAtthur, Assistant Commercial Sec ry
A. T. Gjemnes, Assistant Commercial Secreta

Cable; CANADIAN Phone: 33-14-00
Telex: 000177716 (DoMcaN MEex)

NETHERLANDS

Commercial Counsellor
Canadian Embassy
Sophialaan 7

The Hague, Netberlands

D H Chen , Commer 1al Counsellor
D J S W field, Assistant Commercial Secre ty
W. L. Clar , Assist nt Commercial Secretary

Cable: CARADIAN Phone: 61-41-11
Telex: 312710 (Domcan Hagug)

NEW ZEALAND

Commercial Counnsellor

Office of the High Commissloner for Canada
P.O. Box 12-049 Wellington North

fCI Bullding, 3rd Floor

Molesworth Street

Wellingtoo, New Zealand

R. H. Gayner, Commercial Counsellor
H. A. C. Heyn, Assistant Commercial Secretary

Cable: Domcan Wellington Phone: 70-644

Telex: 065-3505 (Domcan NZ 3505)

Territory: Cook Islands, Fiji, French Oceania, Gilbert and Ellice
Islands, Tahiti, Tonga, Western Samoa

NIGERTA

Commercial Secretary

Office of the High Commissioner for Canada
P.0. Box 851

Niger House

Oduntami Street

Lagos, Nigeria

J. R. Brocklebank, Acting Commercial Secretary

Cable: CANADIAN Phone: 25262
Telex: 215 (Domcan Lagos)
Territory: Dahomey, Gambia, Niger, Senegal, Sierra Leone

NORWAY

Commerclal Counsellor
Canadian Emhassy
Fridtjof Nansens plass 5§
Oslo 1, Norway

D. B. Browne, Acting Commercial Secretary

Cable: CANADIAN Phone: 33-30-80
Telex: Oslo 1880 (DomcaN OsLo)
Territory: Iceland

PAKISTAN

Commercial Secretary

Office of the Hlgh Commissioner for Canada
Hotel Shahrazed

Islamabad, Pakistan

J. E. G. Gibson, Commercial Secretary
B. Northgrave, Assistant Commercial Secretary

Cable: CaNADIAN Phone: 21101-04
Telex: TANDCISBAD TLX 875
Territory: Afghanistan

PERU

Commercial Secretary

Canadian Emhassy

Cagilla 1212

Edificlo El Pacifico

Corner Avenlda Arequlpa and Plaza Washington
Lima, Peru

L. G. P. Lee, Commercial Secretary
D. J. Browne, Assistant Commercial Secretary

Cable: CANADIAN Phone: 287420
Telex: WLA 5323 (Domcan PX 5323)
Territory: Bolivia

PHILIPPINES

Consul General and Trade Commisstoner
Canadian Consulate General

P.0. Box 1825

1414 Roxas Boulevard

Manila, Philippines

J. L. Mutter, Consnl General and Trade Commissioner
D, 8. M. Baker, Consul and Assistant Trade Commissicner
R. A. Fairweather, Vice Consul and Assistant Trade Commissioner

Cable: CANADIAN Phone: 50-20-76, 77, 78
Telex: 3252 (Domcar PN 3252)
Territory: Republic of China (Taiwan)

PORTUGAL

Commercial Counsellor
Canadlan Emhassy
Rua Rosa Aranjo, 2.7°
Seventh Floor

Lishon 2, Portugal

P. A, Savard, Commercial Counsellor

Cable: CANADIAN Phone: 56-25-49
Telex: 377 (Domcan P)
Territory: Azores, Cape Verde Islands, Madeira, Portuguese Guinea
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PUERTO RICO

Consul and Trade Commissioner
El Convento Hotel
San Juan, Puerte Rico

D. I. Campbeil, Consul and Trade Commissioner

Territory: Dominican Republic, Haiti, U.S. Virgin Islands

SINGAPORE

Commercial Counsellor

Office of the High Commissioner for Canada
P.0. Box 845

International Building, 11th Floor

360 Orchard Road

Singapore 1, Singapore

M. B. Blackwood, Commercial Counsellor
C. R. Donley, Assistant Commercial Secretary

Coble: CANAOIAN Phone: 36-1322
Telex: 277 (DomMcan SPORE)
Territory: Indonesia, Thailand

SOUTH AFRICA

Casadian Government Trade Commissioner
P.0. Box 715

Mobll House, 17th Floor

Corner Rissik and De Villiers Streets
Jobannesburg, South Africa

Wm. Jones, Trade Commissioner
R. W. Burchill, Assistant Trade Commissioner
A, C. W. Davis, Assistant Trade Commissioner

Cable: CANADIAN Phone: 834-6521

Telex: 7189 (DoMcan J 7189)

Territory: Provinces of Natal, Orange Free State, Transvaal,

Other countries: Angola, Botswana, Lesotho, Malagasy, Mauritivs,
Mozambique, Reunion, Swaziland

Canadian Government Trade Commissioner
P.0. Box 683

African Life Centre, 13th Floor

St. George’s Street

Cape Town, South Africa

H. W. Richardson, Trade Commissioner

Coble: CANADIAN Phone: 2-5134/5
Telex: 7060 (5-7060 CT)

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

SPAIN

Commerclal Counsellor
Canadian Embassy
Apartade 117

Edificlo Espana

Avenida de Jose Antonio B3
Madrid, Spain

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

Coble: CANADIAN Phone: 247-54-00

Telex: 27347 (Domca E)

Territory: Provinces outside the peninsula—Balearic Islands, Canary
Islands, Spanish Sahara. Other countries: Equatorial Guinea.

SWEDEN

Commercial Counseilor
Canadian Emhassy

P.0. Box 14042
Kungsgatan 24

§-104 40 Stockholm, Sweden

D. S. Armstreng, Commercial Counselior
E. C. H. Shelly, Assistant Commercial Secretacy

Coble: CANADIAN Phon : 7920
Telex: 10687 (Domcan STHLM)
Territory: Finiand

SWITZERLAND

Commercial Secretary
Canadian Emhassy
Kircbenfeldstrasse 88
3000 Berne, Swltzerland

G. E. Blackstock, Commercial Secretary
D. T. Johnston, Assis ant Commercial Secre

Cable: CANADIAM Phone: 44-63-81
Telex: 32489 (DMcns CH)
Territory: Liechtenstein, Tunisia

IDAD AND TOBAGO

Commercial Counsellor

Office of the High Commissloner for Canada
P.0. Box 1246

Colonial Bullding

72 Soutb Quay

Port-of-Spain, Trinidad

K. G. Ramsay, Commercial Counsellor
D. J. McJanet, Commercial Secretary
J. . M. C. Lavoie, Assistant Commercial Secretary

Coble: CANADIAN Phone: 34787

Telex: 31314 (POS 31314)

Territory: Barbados, Frenchb Guiana, Guadeloupe, Guyana, Leeward
and Windward Islands, Martinique, Surinam

UNION OF SOVIET SOCIALIST REPUBLICS

Commercial Counsellor
Canadian Embassy

23 Starokonyusbenny Pereulok
Moscow, US.S.R.

R. A. Bull, Commercial Counsellor
R. F. Turcotte, Commercial Secretary

Coble: CANAD Phone: 241-90-34, 241.91-55
Telex: 945 (DoMcaN MSK)

UNITED ARAB REPUBLIC

Commercial Division
Canadian Embassy

Kasr ¢l Doubara Post Office
6 Sharin Rouston Pasha
Garden City

Cairo, Egypt

Cable: CANAOIAM Phone: 23110
Territory: Ethiopia, Somali Republic, Sudan
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UNITED NATIONS

Permanent Misslon of Canada to the Unlted Nations
866 United Nations Plaza, Suvite 250
New York, N.Y. 10017

R. D. Lucas, Second Secretary

Cable: CaNivUN NYK Phone: 751-5600 (Area Code 212)
Telex: 126228 (CaNnmwunN NYK)

UNITED STATES

Commercial Counsellor
Canadlan Embassy

1746 Massacbusetts Avenue, N.W.
Washington, D.C. 20036

W. G. Pybus, Commercial Counsellor

G. W. Green, Commercial Counsellor

W. F. Hillhouse, Commercial Counsellor (Agriculture)

H. C. Armstrong, Commercial Counsellor

G. H. Musgrove, Assistant Commercial Secretary (Agricultore)
J. D. Belisle, Assistant Commercial Secretary

Cable: CANADIAN Phone: 332-1011 (Area Code 202)
Telex: 0089664 (DomMcaN WSH)
Territory: District of Columbia

Deputy Consul General (Commerclal)
Canadlan Consulate General

680 Fifth Avenue

New York City, N.Y. 10019

C. J. Van Tighem, Deputy Consul General (Commercial)

S. B. McDowall, Consul and Assistant Trade Commissioner

W. G. Roberts, Consul and Assistant Trade Commissioner

R. J. G. Ledoux, Vice Consul and Assistant Trade Commissioner
D. Keddie, Vice Consul and Assistant Trade Commissioner

C. K. Marchant, Vice Consul and Assistant Trade Commissioner
D. J. V. Bachand, Vice Consul and Assistant Trade Commissioner

Phone: 586-2400 (Area Code 212)
Night Line: 586-2321

Cables CANTRACOM

Telex:. 00126242 (Domcan NYK)
Territory: States of Connecticut, New Jersey (twelve northern coun-
ties), New York. Other countries: Bermuda.

Consul and Trade Commissioner
Canadian Consulate General
500 Boylston Sireet

Boston, Massacbusetts 02116

R. C. Anderson, Consul and Trade Commissioner
C. A. Carruthers, Consul and Assistant Trade Commissioner
J. N. R. Ferland, Vice Consul and Assistant Trade Commissioner

Phone: 262-3760 {(Areca Code 617)

Telex: 0094567 (Domcan BSN)

Territory: States of Maine, Massachusetts, New Hampshire, Rhode
Island, Vermont, Other countries: St. Pierre and Miguelon.

Consul and Senlor Trade Commissioner
Canadian Consulate General

310 South Micblgan Avenue, Snite 2000
Chicago, lllinois 60604

R. D. Sirrs, Consul and Senior Trade Commissioner

J. A. Doyle, Consu! and Trade Commissioner

P. D. Donochue, Consul and Assistant Trade Commissioner

K. G. DeWolf, Vice Consul and Assistant Trade Commissioner
A. J. G. Dallaire, Vice Consul and Assistant Trade Commissioner

Consel and Trade Commisstoner
Canadian Consulate
Iluminating Buoilding

55 Publlc Square

Cleveland, Ohio 44113

D. A. B. Marshall, Consul and Trade Commissioner
J. C. Bradford, Consul and Assistant Trade Commissioner
J.-G. M. Tardif, Vice Consul and Assistant Trade Commissioner

Phone: 8361-1660 {Area Code 216)
Telex: 00985364 (Domcan CLV)
Territory: State of Ohio,

Consul and Trade Commissioner
Canadian Consulate

2100 Adolphus Tower

1412 Main Street

Daltas, Texas 75202

C. M. Forsyth-Smith, Consul and Trade Commissioner
J. A. Langley, Vice-Consul and Assistant Trade Commissioner
R. C. Lee, Vice Consul and Assistant Trade Commissioner

Phone: 742-8031 (Area Code 214)
Telex: 00732637 (Domcan DAL}
Territory: States of Texas, Arkansas, Kansas, New Mexico, Oklahoma

Consul and Trade Commissioner
Canadian Consulate

1920 First Federal Building

1001 Woodward Avenue
Detroit, Michigan 48226

J. D, Blackwood, 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: States of Michigan and Indiana

Consul and Trade Commissioner
Canadian Consulate General

510 West Sixth Street

Los Angeles, Californin 90014

V. B. Chew, Consul and Trade Commissioner
R. B. Blake, Vice Consul and Assistant Trade Cotnmissioner
D. M. Lawson, Vice Consul and Assistant Trade Commissioner

Phone: MAdison 2-2233 (Area Code 213)
Telex: 00674119 (Domcan LSA)

Territory: States of Arizona, California (ten southern counties),
Clark County in Nevada

Consul and Trade Commissioner
Commercial Dlvision

Canadian Consulate General
2110 International Trade Mart
2 Canal Street

New Orleans, Louisiana 70130

W. J. Millyard, Consul and Trade Commissioner
W. M. Maybee, Vice Consul and Assistant Trade Commissioner

Phone: JAckson 5-2136, 5-2137 (Area Code 504)

Telex: 0058237 (Domcax NLN)

Territory: States of Alabama, Florida, Georgia, Louisiana, Mississippi,
North Carolina, South Carolina, Tennessee

Phone: 427-1031 {Area Code 312) (continned)
Telex: 00254171 (Domcan CGQ)
Territory: States of lllinois, Indiana, Iowa, Kentucky, Minnesota,

Missouri, Nebraska, North Dakota, South Dakota, Wisconsin
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UNITED STATES

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

R. V. N. Gordon, Consul and Trade Commissioner
R D. P. Lee, Consul and Assistant Trade Commissioner
J. N. Grantham, Vice Consul and Assistant Trade Commissione

Cable: CANADIAN Phone: LOcust 35838 (Area Code 215

Telex: 0084 266 (Domcan PHA)

Territory: St es of Delaw re, Maryland, New Jersey (nine southern
counties), Penns vani , Virginia, West Virginia

Consul and Trade Commlssloner
Commerclal Divlsion

Canadian Consulate General
One Maritime Plaza

Golden Gate Center

San Francisco, Californla 94111

R. M. Dawson, Consul and Trade Commissioner
L. D. R Roy, Vice Consul and Assistant Trade Commiss’o

Phone: 981 2670 (Are Code 413}

Telex: 0034321 (DoM aN SFO)

Territory: States of Califorma {except the ten southern counties),
Colora o, Hawa , Nevada (except C 1k County), Utah, Wyoming

Consul and Trade Commissioner
Canadian Consuvlate General
1305 Tower Bullding

Seventh Avenue and Ollve Way
Seattle, Washington %8101

E. E. Price, Consul and Trade Commissioner

Phone: MUtu 2.3 15 (Area Code 206)
7 elex: 0032462 (Domcan SEA)
Territory: States of Alaska, Idaho, Montana, Oregon, Washington

URUGUAY

Commercial Division

Canadisn Embassy

Casilla Postal 852

1005 Calle Prudencia Vasquez y Vega
Montevideo, Urugnay

Cable CANADIAN Phone: 7 68 18
Telex: 3930 8 (Domcan MVD)
Terrivory: Falkland Islands

VENEZUELA

Commercial Counsellor
Canadian Embassy
Apartado del Este 62320
Avenlda La Estancia No. 10
Cludad Comercial Tamanaco
Caracas, Venezuela

J. H. Bailey, Commercial Counselior
D. G. Nelson, Assistant Commercial Secretary
F. M. G, Sullivan, Assistant Commercial Secretary

Cable: CANADIAN Phone: 32.40.41/44
Telex: 877 (877 DoMcaN)
Territory: Netherlands Antilles

YUGOSLAVIA

Commerclal Secretary
Canadian Embassy
Proleterskih Brigada 69
Belgrade, Yogoslavia

Z. W. Bur'anyk, Commercial Secretary
Phone: 44 301 Telex: 11137 (YU DoMca)

This authentic figurehead of Britan-
nia, carved in the old manner from
Canadian yellow pine, graces the
entrance to the luxury restaurant, the
“Britannla”, on the new Cunard liner,
“Queen Elizabeth IT". Lloyd’s of Lon-
don commissioned Charles Moore,
one of the two remaining true
woodcarvers specializing in figure-
heads, to produce the figure of
Britannia for this purpose. Mr. Moore
hought a quantity of one to one-
and-a-half inch hoards, six to twelve
inches wide, of Quehec yellow pine
and glued them up in his workshop
near Truro in Cornwall. The photo-
graph shows the finished figurehead
heing inspected hy Lord Mancroft
(left), Deputy Chairman of Cunard,
and Ralph Hiscox, Chalrman of
Lloyd’s of London.



B The nucleus of an Indian petro-
chemical industry has sprung up near
Bombay. The oil-rich hinterland and
two big refineries capable of produc-
ing a million metric tons of naphtha
a year made it the logical location.

It was only a year ago that the first
small naphtha cracker was commis-
sioned; a larger integrated complex
came on stream in January 1968 and
a third started up a month later.
Chemical intermediates, solvents, mon-
omers and plastics covering a wide
range are beginning to flow from
this region to the rest of India and
this is spurring activity in industries
in which these are essential raw ma-
terials.

Two things that influenced the set-
ting up of the petrochemical industry
are rapidly growing refining capacity
creating surplus naphtha and the rising
demand for organic chemicals, plas-
tics, rubber, detergents and solvents.

There are six refineries in India
today with a total capacity of 12 mil-
lion metric tons of crude a year. Two
already have expansion programs
under way and three new ones are
proposed; refining capacity should rise
to 25 million tons a year. With the
demand for kerosene and heavier
diesel oil, this should result in a supply
of some 3.4 million tons of naphtha.

January 18, 1969

India Gets Cracking
on Petrochemicals

Present estimates are that 2.8 mil-
lion tons of naphtha will go into the
manufacture of gasoline, fertilizers
and pharmaceuticals; this should still
leave a surplus for the manufacture
of other products.

India’s demand in the immediate
future for synthetic products and
petrochemicals has been under study
for some time. Here is what, accord-
ing to one report, demand will be in
the next two years:

(metric tons)

Thermoplastics 196,000
Synthetic rubber 50,000
Synthetic fibers 58,000
Ethylene 175,000
Propylene 90,000
Benzene 174.000
Xylenes 42,000
Phthalic anhydride 25,000
Phenot 20,000
Caprolactam 20,000
Acrylonitrile 16,000
Dimethyl terephthalate 19,000
Synthetic delergent alkylate 15,000

The estimated demand for organic
chemicals is 835,000 metric tons, most
of which can be derived from petro-
leum feedstock. At present, however,
these chemicals are produced from
other raw materials (molasses and
coal, for example) but these sources
can only provide a third of anticipated
demand. Refinery feedstock will thus
go a long way toward bridging the
gap.

The first petrochemical plant to
come on stream was the 60,000 tons
year naphtha cracker set up by Union
Carbide and commissioned in Decem-
ber 1966, It is designed to produce
ethylene, propvlene, acetylene, ben-
Zene, etc.

The second one, commissioned in
January 1968, is the larger integrated
complex of the National Organic and
Chemical Industries Limited (NOCIL).
It was set up by the leading Indian
industrial house of Mafatlals in asso-
ciation with the Roval Dutch Shell

group of companies which has a re-
finery 27 miles away. Its naphtha
cracker has a capacity of 225,000
metric tons. When in full production,
the complex will turn out 60,000
metric tons of ethylene, 35,000 of
propylene, 14,000 of benzene and
7,200 of butadiene. Most of these will
be used by manufacturers of poly-
ethylene, polystyrene, phenol, dye-
stuffs and synthetic rubber; the
remainder NOCIL itself will use to
produce a variety of products such as
PVC resins, PVC compounds, vinyl
chloride monomer, ethylene dichlo-
ride, ethylene glycol and acetone.

Herdillia Chemicals, the third unit
which went on stream in February
1968, is a joint venture between EID-
Parry of India on the one hand and
Hercules Inc., of the United States
and BP Chemicals of Britain on the
other. It will produce 10,000 metric
tons of phenol, 14,500 of cumene,
6,000 of acetone, and 3,000 each of
phthalic anhydride and phthalates.

In Gujarat (north of Bembay)
which has rich oilfields and a re-
finery, another large complex is being
planned. Already there is a large fer-
tilizer factory using some of the
naphtha from the refinery. The pro-
posed petrochemical complex, with a
350,000 metric tons year cracker,
will be the largest in India and is
designed to produce polyethylene,
butadiene, vinyl acetate, vinyl chlo-
ride, PVC, ethyl benzene, acryloni-
trile, caustic soda, DDT, BHC, and
other products.

It will be some time before the
impact of these developments really
begins to be felt. The start of a petro-
chemical industry has considerable
significance for India which expects
to be spending about $300 million a
year on imported petrochemicals, not
including fertilizers.

—T. V. SUBRAMANIAN
Commercial Officer, New Delhi
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The U. S. Aerospace Industry

. . . in New York, New Jersey and Connecticut can offer

D. KEDDIE, Vice Consul and Assistant Trade Commissioner, New York

M The aerospace industry in the | st
seven years has kept pace with the
growing U.S. economy and n the
future may even exceed the economy’s
6.6 per cent average growth rate.
The industry’s sales during this period
have typically accounted for 3.3 per
cent of the U.S. gross national prod
uct and employment exceeded 1.4 mil
lion in 1967, making it the nation’s
largest single employer in the manu-
facturing field. Many indicators seem
to point to an even higher rate of
growth. The value of civil aircraft
shipments in 1967 rose 30 per cent
over 1966 and an increase of 75 per
cent for 1968 appears feasible. In
addition, the current order backlog
is at an all-time high; by the quarter
ended March 31, 1968, the backlog
of orders held by 59 aerospace manu-
facturers stood at $33.6 billion, $18.7
billion of which the U.S. Government
accounted for,

Other indicators are equally bullish,
Commercial aerospace sales, which
include civil aircraft, spare parts and
engines, advanced by 34.6 per cent
in 1967, an increase equal to that
made by shipments in the same year.
In 1966, industry spending on capital
equipment increased 88 per cent to
reach $770 million. The full impact of
this was undoubtedly not felt until
1967, when there was a significant
rise in aircraft shipments. Further-
more, it is estimated that the same
level of spending in the industry will
continue through 1968 and 1969 and
that the number of production
workers will continue to mount. It
must be kept in mind, however, that
with the rapid diversification of this
industry, it is impossible to determine
exactly the distribution of the new
capital and manpower. It may be that
the increasing backlog, irrespective
of the high level of capital spending,

26

ind cates a need for more subcontr ct
ng

Commercial Aerospace Spending

During the past two ears the
greate t contribution to the order
backlog has come from the commer
cial aerospace sector, where unfilled
orders rose from 6.7 billion in
December 1965 to $13.0 billion in
December 1967, which represents in-
creases of 76 per cent in 1966 and
11 per cent in 1967. Jet transports
in particular have accounted for a
great deal of this growth. By the end
of 1967 the value of jet transports on
order amounted to $8.1 billion, a 23
per cent increase over the previous
year, and foreign orders for them had
reached $2.6 billion, up 27 per cent.
The most rapid growth occurred dur-
ing 1966 when the jet transport back-
log jumped 50 per cent and foreign
orders 70 per cent. The foreign mar-
ket, with its rising per capita income
and demand for air travel, holds great
promise for U.S. manufacturers, and
will undoubtedly become more impor-
tant in the future,

R and D Stressed

It is important to realize that the
aerospace industry operates in a
dynamic and competitive environment
where technological gains must be
continuous if a company is to remain
viable. The industry is not marketing
a product but an attitude. This be-
comes evident when one realizes that
it employs nearly one-third of all the
U.S. scientists and engineers engaged
in industrial research and develop-
ment. Jts products and straight re-
search and development contracts
embrace such diverse fields as aircraft,
missile systems, astronautics, ocean-
ography, communications, medicine,
water desalination, air and water pol-

Canadian companies subcontract opportunities
if they make the right approach.

lution control, waste management,
and surface transportation systems for
both land and water. The degree of
emphasis on any particular area has
varied in the past and has for the
most part depended upon expenditures
b the Department of Defense (DOD),
the National Aeronautics and Space
Administration (NASA), and the
Atomic Energy Commission (AEC),
which have traditionally undervritten
much of the original research and
development cost of any project, di-
rectly or indirectly. The expenditures,
of course, reflect the needs of the
agencies at any particular time and
their relative priority. There is no
indication that this pattern will change
significantly in the future, although
the commercial market for the tech-
nology is broadening rapidly and this
may affect future development.
Vietnam was undoubtedly a factor
in the estimated 24 per cent increase
in aircraft sales to DOD, and the de-
crease of approximately 16 per cent
in sales to NASA and AEC. Never-
theless, it is estimated that less than
15 per cent of the industry’s present
sales can be attributed to Vietnam.

Market Picture

The leading companies in the aero-
space industry can be classified by
total sales, but because so many of
them are active in several markets and
in some instances do not make the
majority of their sales in the aero-
space field, they are more commonly
rated by their sales to DOD and
NASA—S80 per cent of all sales have
typically been made to these two
agencies. Of the top ten companies
which collectively account for 32 per
cent of all contracts awarded, two
have the majority of their manufac-
turing facilities in the states of New
York, Connecticut and New Jersey,
and two have substantial facilities in
the three states. The companies and
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their divisions in the above states
are shown in the accompanying box
feature on page 28,

To discover the characteristics of
the subcontract market in this indus-
try it is helpful to analyze the nature
and size of the manufacturing and
research activity in each geographical
area. Employment and payroll statis-
tics afford one good indication. The
employment statistics for the New
England and Middle Atlantic area by
activity and type of job clearly indi-
cates that during March 1968 the
emphasis in this area was on aircraft
work and in particular, because of
the relatively high percentage of tech-
nicians, on aircraft development work
or assembly activities requiring a
large input of technology. The latter
is also true of the missile and space
work being done in this area, although
it is apparent that this type of work
is not as significant as the aircraft
work. Forecasts for the month of
September 1968 do not indicate any
appreciable change.

Purchasing Power

The size of the subcontract market
is best indicated by the purchasing
power of the industry which in turn
can be derived from payroll statistics
and industry ratios. If one accepts an
industry purchases-to-payroll ratio of
0.91, and a projected 1968 industry
payroll of $12.8 billion, the purchas-
ing power indicated for the U.S. aero-
space industry is $11.5 billion and
that for the New England and Middle
Atlantic segment is $2.2 billion. This
figure, of course, is a gross value,
representing all materials and sub-
assemblies purchased, based on the
industry average. It is therefore neces-
sary to approximate the mix of prod-
ucts purchased to determine the mar-
ket for any particular commodity
group. As a guideline, one can use the
typical mix of a major manufac-
turer, drawing on statistics from the
Aerospace Industries Association of
America Inc., and not including all
overhead items or engines.

Per Cent of
Total

Purchases
Forgings and castings 5
Airborne mechanical equipment 9
Machine parts 14
Avionics 5
Airframe assemblies 5
Standard parts 3
Raw materials 3
Subcontracts 15
Ground suppert equipment 4
Subsystems 8
Technical services 5
Machines, equipment and tooling 9

Total 85

The mix will vary somewhat with each
manufacturer, depending on the de-
gree and type of “in-house” manufac-
turing, but the example is still a useful
guide. It is also important to remem-
ber that a significant amount of the
aerospace firm's purchasing will be
directed to local companies and con-
sequently there will be many selling
opportunities at a lower subcontract
level. Identifying the businesses which
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Pan American Wnorld Airways new
passenger terminal at Jnhn F. Kenmedy
Intermatinnal Airpnrt in New Ynrk will
include an autnmated haggage system
capable nf handling 6,500 pieces nf
luggage during a peak ftraffic hour.
Passenger luggage on arriving flights is
placed nn a cnnveyor system nn the
grnund level (1); is fed tn nne nf four
haggage-claim areas on the Inwer level
(2% and is claimed hy passengers from
carnusel type devices (3). Passengers
on departing flights may check their
luggage at any nne nf 56 check-in
pnsitinns nn the cnncourse level.
Luggage is then fed intn a cnnveyor
system (1), and brnken down intn nne
nf 80 sorts. After heing snrted, luggage
is placed in containers (2), and then
Inaded ahoard the aircraft (3). The
schematic drawing in the center shnws
the rnuting nf luggage nn the cnoveyor
system after hags are checked in nn
the cnncnurse level. Agents at the
check-in cnunters will cnde luggage for
a cnmputer which ensures that haggage
is fed into the prnper sort fnr
eventual Inading nn the aircraft.
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are supplying the aerospace industry
but would not themselves be classified
in this industry group is more diffi-
cult. The best source of information
on this group is company buyers but
there are also lists available which
show most of the companies with
sales of over ome million dollars
located in the New England States
and New Jersey*. The percentage of
the sales of any of these companies
which could be classified as aerospace
varies considerably but they all have
an interest in this market,

Is Distance o Factor?

In 1966, United Aircraft Corpora-
tion, which has 91 per cent of its
employees in Connecticut, made only
57 per cent of its total U.S, purchases
in the New England and Middle At-
lantic area, and this distribution does
not seem to have changed in 1967.
A look at the complete 1966 listing
of its purchasing by state confirms
that aerospace companies seek out
competent suppliers and that distance
is not an over-riding factor, The un-
importance of distance js even more
evident with firms oriented to airframe
fabrication, where the technelogy
seems to be more regionally concen-
trated and firms must typically reach
farther. Under these circumstances,
it is not uncommeon for an East Coast
firm to place a significant amount in
subcontracts with West Coast firms.

When the buying patterns are
analyzed, it is evident that the ma-
jority of Canadian aerospace firms, or
aerospace-oriented firms, are closer
to the above firms than nearly 50 per
cent of their present suppliers are, so
that Canadian firms in general are in
a favorable position. In 1967, Cana.
dian firms received orders worth ap-
proximately $21 million from Unijted
Aircraft, including purchases from
United Aircraft of Canada Ltd. This
was less than 2 per cent of its total
U.S. purchases and the figure is similar
for other firms. Although one must
recognize the fact that it is desirable
for corporations of this size to spread
their expenditures nationally, Cana-
dian companies should be capable of
capturing a larger share of this mar-

For this list, which appeared in the Mar-
eting Directory issue of Aviation Week and
Space Technology, write t6 the Editor a1
McGraw Hill Bldg., 330 W. 42nd Street,
New York 100386,
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Leading Aerospace Manufacturers in New York,
New Jersey, Connecticut and Massachusetts

Corporations and Their Divisions

General Dynamics Corp.,
One Rockefeller Plaza,
New York City, N.Y. 10020.

Electric Boat Division,
Groton, Conn. 06340,

Electro Dynamic Division,
150 Avenel Street,
Avenel, N.J. 07001.

Electronics Division,
1400 N. Goodman Street,
Rochester, N.Y. 14601.

Stromberg-Carlsen Corp.,
P.O. Box 788,
Rochester, N.Y. 14603.

North American Rockwell Corp.,

Bosten Gear Division,
14 Hayward Street,
Quincy, Mass. 02171,

Acme Chain Division,
821 Main Street,
Holyoke, Mass. 01040.

General Electric Co.,
570 Lexington Avenue,
New York City, N.Y. 10022.

Corporate Functional Components,
570 Lexington Avenue,
New York City, N.Y. 10022.

Eastern Region, Operation,
1000 Western Avenue,
West Lynn, Mass. 01905.

Aircraft Equipment Division,
French Road,
Utica, N.Y. 13503,

Aerospace Electrical Equipment
Department,

Court Street,

Syracuse, N.Y. 13201.

Aerospace Electronics Department,
French Road,
Utica, N.Y. 13503,

Avionic Controls Department
P.0O. Box 5000,
Binghamton, N.Y. 13902.

Advanced Systems and Planning
Operation,

French Roead,

Utica, N.Y. 13503.

Legal Operation,
French Road,
Utica, N.Y. 13503,

Electronic Systems Division,
Court Sireet,
Syracuse, N.Y. 13201,

Heavy Military Electronics
Department,

Court Street,

Syracuse, N.Y, 13201,

Electronic Laboratory,
Electronics Park,
Syracuse, N.Y. 13201.

Advanced Systems and Requirements
Operation,

Court Street,

Syracuse, N.Y. 13201.

United Aircraft Corp,,
400 Main Street,
East Hartford, Conn. 06108,

Pratt and Whitney Aircraft Division,
400 Main Street,
East Hartford, Conn. 06108,

Hamilton Standard Division,
Bradley Field Road,
Windsor Locks, Conn. 06096,

Sikorsky Aircraft Division,
Stratford, Conn. 06602.

Neorden Division,
Helen Street,
Norwalk, Conn. 06856.

United Aircraft Research
Laboratories,

400 Main Street,

East Hartford, Conn. 06108.

United Aircraft International Inc.,
400 Main Street,
East Hartford, Conn. 06108,

Grumman Aircraft Engineering Corp.,

Bethpage, Long Island,
New York 11714,

General Motors Corp.,
1775 Broadway,
New York City, N.Y. 10019,

Harrison Radiator Division,
Washburn & Walnut Streets,
Lockport, N.Y. 14094,

Hyatt Bearings Division,
Harrison, N.J. 07029.

New Departure Division,
269 Main Street, N.,
Bristol, Conn. 06010.

American Telephone and
Telegraph Co.,

Western Electric Co., Inc.,
Kearny Works,

100 Central Avenue,
Kearny, N.J.
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ket. Many of the senior buyers in the
large aerospace corporations are
aware of Canadian capabilities, but
the educational process is by no means
complete.

Influencing the Buyer

Canadian representatives must be
prepared to resclve the typical prob-
lems a buyer may visualize in rela-
tion to a foreign supplier—distance,
additional administration, and tariff
barriers (if the items qualify under
the Defence Production Sharing
Agreement, this last problem does not
exist). The answers to the normal
questions on suppliers’ technical com-
petence, financial stability, and mana-
gerial competence may seem much
more difficult to obtain and additicnal
obstacles appear ustoms tariff and
documentation.

The Canadian supplier can best
present his case by making it as easy
as posstble for the buyer to obtain
the information necessary to appraise
the first three points and by removing
as far as possible the additional work-
load suggested by the last two points.
The information demanded to answer
the first three questions will differ and
1t is wise to learn the approach of
each company to the purchasing func-
tion, Usually, it will be necessary to
start by supplying literature on facili-
ties and a list of your present cus-
tomers and ensuring that it reaches
the proper buyer. The customer list
can be valuable if the buyer can as-
sociate your company as a supplier
with a known name. The literature
should, where possible, be followed
up by a personal visit, because many
buyers receive more literature than
they can ever hope to read. At the
time of the visit, it is wise to be
prepared to discuss the present and
projected load on your company’s
facilities. If any interest develops at
this point, it is probable that the buy-
er’s company will place a trial order
or conduct a survey of facilities. In
either case, it is essential that the
supplier appreciate in advance what
standards the purchasing company
expects of its suppliers and what in-
formation they will require.

It may be necessary for a company
to generate new information systems
and introduce different management
techniques, the implementation of
which could be very demanding in
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terms of its resources. It is therefore
advisable for the firm to appraise the
impact of any necessary changes and
adopt a timetable that will permit it
to accommodate the changes without
unreasonable strain.

These problems, in fact, differ little
from those any U.S. company may
face, except for the last two, customs
tariff and documentation. The most
direct solution to this problem is to
take it out of the buyer’s hands; quote
f.o.b. his plant and arrange for all
documentation. It is suggested that
prices be quoted “f.0.b. including cus-
toms”. However, prices should also
be quoted f.o.b. factory;, otherwise
duty may be assessed by U.5. Customs
on the landed duty-paid price. It may
not be necessary to go quite that far,
but where the buyer has no experience
with foreign suppliers, it may be the
only alternative.

Another factor that affects pur-
chasing is the amount of “in-house”
manufacturing which the firm under-
takes. The variations are considerable.
The industry as a whole spends 41
per cent of its sales dollar on pur-
chases but Grumman and the United
Aircraft Corporation each spend ap-
proximately 53 per cent. The industry
as a whole spends some 45.5 per cent
on payroll, compared with 28.3 per
cent for Grumman and 40 per cent
for the United Aircraft Corporation.
The opportunity for selling complete
systems or major subassemblies will
be greater where the labor input by
a company is relatively low, and there
is likely to be a bigger need for raw
materials and components where the
labor input is relatively high. Despite
the differences between the varicus
firms, the industry average can be
a useful indicator of a firm’s purchas-
ing power where only the annual
sales or employee statistics are avail-
able.

For corporate divisions, where the
sales figure is often not available, the
payroll, which can be approximated
from the number of employees, will
give some indication. Consider the
case of United Aircraft. If one uses
the industry wage average, the known
number of employees and the indus-
try average purchase to payroll ratio
(purchases 0.9 payroll) the purchas-
ing power indicated is $630 million.
Where the number of employees or
the payroll is abnormally small for

a corporation, it will be necessary to
make a corresponding adjustment in
the purchasing power that industry
averages indicate.

Method of Purchosing

The manner in which the purchas-
ing function is carried out in any
company depends on two principal
factors: the size of the company
(which determines the degree of spe-
cialization of the buyers) and the
nature of the purchase. Is it a com-
meon stock item, unjque and one of a
kind, or a system? For the latter two,
where the supplier may be considered
a major subcontractor, liaison with
the engineering staff and program
managers will be necessary to prove
competence. The development of this
liaison often begins when the prime
contractor is preparing his bid, which
implies that early intelligence or con-
tinuous contact is necessary. The de-
gree to which it is necessary to prove
competence depends upon the com-
pany’s experience with the vendor and
the vendor’s experience with the type
of project he wishes to bid on. In
minor subcontracts, once the vendor
has been approved as a source, he can
generally bid continuously on similar
work, although the buyers will want
to monitor his situation,

Because most aerospace firms are
largely assemblers, subcontracted parts
or assemblies are critical to production
schedules. Thus the two most impor-
tant factors are delivery and quality.
Price is certainly significant, but there
is little incentive to encourage a buyer
to gamble on delivery or quality if
that is the alternative; for the buyer,
the consequences of poor judgment
far outweigh the rewards he can ex-
pect for achieving any cost reduction.
Therefore, it falls to the vendor to
convince the buyer and supporting
technical staff of his competence.

Fortunately some of the experienced
buyers in the aerospace industry are
well acquainted with Canadian capa-
bilities and have an open mind on
the subject. However, Canadian ven-
dors are often at an immediate dis-
advantage because of a buyer’s natural
inclination to avoid the potential
problems referred to earlier. The
Canadian supplier must therefore be
prepared to extend himself if his prod-
uct is to be evaluated on an equal
basis with domestic ones.
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Selling Automotive Parts in Italy

Yes, there are limited but clearly defined opportunities
to market Canadian OEM components.

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

B Few Canadians appear to be aware
of the growth, size and dynamism of
the Italian automotive industry and
still fewer Canadian businessmen
realize what this could mean to them
in export sales.

There may be some justification for

sembly lines, approximately 65 per
cent more than the 939,000 turned
out in Canada. Italian automotive-
plant expansions under way or plan
ned are expected to boost annual
production to 2 million units by 1972.
And everyone agrees that the future

Investments b automobile produc-
ing companies have averaged over
$150 mullion a year over the past five
years. Automotive exports are rising
and last year earned over $575 million
in foreign exchange, providing about
64 per cent of total exports.

Smaller Sizes Preferred

this oversight for it was not until of the Italian automotive mndustry Table IIT illustrates an interesting
1966 that Italian automobile registra- looks rosy. and important point for potential
tions exceeded Canadian (see Table
I). But the Italian growth rate has

TABLE 1 TABLE 11

been and will continue to be much
faster, primarily because of an un-
saturated domestic market of approxi-

VEHICLES IN CIRCULATION* VEHICLE PRODUCTION*

mately one vehicle per seven people Year Canada Iraly Year Canada italy
compared with one vehicle for four (thousands) (thousands})
in Canada. Conservative estimates
place Italian automobile population at 1930 1,223.1 245.5 1930 153.4 464
approximately 12 million by 1972. 1950 2,357.0 5771 1950 3901 278
Another indication of the rapid rise 1955 3.912.4 1.196.4 1955 ot o
in the number of cars on the road is 1960 32219 2431.2 e s b
1961 54827 2,952.8 1961 386.9 759.1
the fact that fewer than 14 per cent 1962 5,741.7 3,580.2 1962 505.2 946.8
were made before 1957, with the 1963 6,037.5 4,521.6 1963 6314 1,180.5
period 1958-60 accounting for 13, 1964 6,334.9 5,319.3 1964 670.3 1,090.1
1961-63 for 32 and 1964-66 for over 1965 6,555.4 6,137.0 1965 8555 1,175.5
41 per cent. 1966 6,762.0 7,002.8 1966 896.1 1,365.9
Only about 12 per cent of all cars 1967 7,560.8 8,164.2 1967 939.6 1,542.6
: : Projected
gi%szegsg czllere foreign makes al:ld when '13972 12,000.0
rs that the term includes
French, German and Dutch models * Source: Italian Automobile Club.
(from TItaly’s Common Market part-
ners) it is apparent that Ttalians prefer TABLE 11
to buy Ialian. Only 307 cars were
imported from the United States and ITALIAN AUT0O PRODUCTION BY ENGINE SIZES*
Canada in 1967 and most of these
were probably brought into the coun- U F E"gmesmf. 0
try by businessmen, diplomats an bto o0 50 ol
others assigned to. Tealy bl; theirs Comcf 560 c.c. 501-1,000 c.c.  1,001-1,500 c.c. 1,500 c.c.
panies or Governments. Higher tariffs (thousands)
a_nd _astronomically  higher yearly 1960 125.7 244.6 188.1 375
licensing fees inhibit the direct import 1961 147.3 2732 252.2 21.0
of Canadian or U.S. automabiles for 1962 176.5 304.1 3432 54.0
sale to the general public_ 1963 254.3 370.9 404.1 75.9
In 1958, Italian automotive produc- 1964 249.0 388.9 324.0 66.9
tion passed Canadian at full gallop 1965 296.6 456.1 2911 60.0
and there has been np looking back :323 g;gg 21[1,'0 prag v
(see Table 1I). In 1967, over 1.5 ' s 737 12
million vehicles rolled off Italian as- * Source: Italian Automobile Club.
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Canadian exporters of automotive
parts and accessories; the engine dis-
placement or size of motor vehicles
produced in Ttaly. In 1967, over 90
per cent of Italian production was
comprised of models under 1,500 c.c.
displacement. In other words, over
1.3 million cars were produced
smaller in size than Canadian-made
Volvos or Renaults, and something
under a quarter of the size of a
standard Chevrolet or Ford V-8. This
small-car factor, coupled with the
overwhelming predominance of Euro-
pean makes and models on [Italian
roads, limits the market for off-shelf
components because North American
OEM equipment is in most cases too
large or unsuited in other ways. Only
Canadian firms which produce or are
willing to produce to the specifica-
tions and requirements of each Italian
automotive producer can hope to
break into the market.

Ttaly also produces about 1,500
high-performance cars a year makes
such as Ferrari, Maserati, Lambor-
ghini, and so on. However, they form
such a minute part of the Italian
market and offer so little promise to
Canadian exporters that they will not
be considered in detail in this report.
If we ignore these smaller high-per-
formance manufacturers, the Italian
automotive industry consists of five
major companies: FIAT, Alfa Romeo,
Innocenti, Lancia and Autobianchi.

FIAT—Highly Integrated

FIAT (Fabbricazione Italiana Auto-
mobili Torino) manufactured 1,341,-
000 vehicles in 1967 and dominates
the Ttalian auto ndustry. Its output
makes 1t the largest single automotive
manufacturer n Europe and the
fourth fargest in the world (behind
General Motors, Ford and Chrysler).
About 73 per cent of all cars now on
Italian highwa s are Fiats and 1n
1967, three of every four cars sold in
Italy were Fiats.

Fiat 1s unique n 1ts degree of in-
tegration. The company has tradi-
tionally been self-sufficient and this
polic was reinforced during a rapid
postwar expansion. Not only does it

or Its subsidiaries or affiliates} make
electrical parts, brakes, carburetors
and diesel 1njectors and injection
pumps (sometimes of 1ts own design
but often under foreign licence) but
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more significantly, it has a more
elaborate setup for metalmaking and
shaping than any other motor manu-
facturer in the world. This applies not
only to steel but to castings, sheets
and wires in a variety of metals. It
was this expertise which was so at-
tractive to the Russians and enabled
Fiat to obtain the contract for a com-
pletely new automotive plant in the
Soviet Union.

With its high degree of integration
Fiat is not a potentially large customer
for OEM components, Of the small
number of parts it does not produce
itself, 90 per cent are sourced in
Italy from about 6,000 suppliers,
most of whom have established plants
near Fiat’s Mirafiori Works in Turin.
Of the remaining 10 per cent at least
8 per cent is sourced from European
suppliers, leaving a negligible amount
for purchases offshore. The situation
is complicated by Fiat’s policy of
reducing the number of its suppliers
and having them as close as possible
to its plant because, like most of the
world’s automakers, it refuses to stock
parts but relies on its suppliers to
meet daily production schedules.

It was apparent from our discus-
sions with Fiat management that it
sees little likelihood of Canadian com-
ponent suppliers being able to supply
anything competitively for its full
production run requirements. How-
ever, the company showed consider-
able interest in Canadian equipment
capable of meeting the U.S. Govern-
ment’s auto-safety requirements. From
10,000 to 15,000 Fiats are exported
to North America each year and all
must meet the new safety regulations
and requirements. Although safety-
sensitive equipment is essential on
models for North America, there is
the distinct possibility that it may also
bc applied to Fiat models in general.

‘This considerably broadens and
brightens the sales potential. One
item of immediate interest is a

window washer which can deliver the
U.S. standard requirement of 15 c.c.
per stroke. At the moment no Italian
window washer can meet this speci-
fication.

Fiat management also showed in-
terest in those OEM accessories which
require after sales service, such as
sealed-beam headlamps and batteries.
These items would only be mounted
on Canadian and U.S. export models

and Fiat made it clear that the major
prerequisite for purchase was a far-
reaching North American servicing
organization.

Lancia Buys Components

LANCIA, the other major Italian
automobile producer in Turin, is also
privately owned and has established
a name for quality, elegance and
performance and a standard of tech-
nical development and innovation that
places it in the forefront of the world’s
motor industry, Lancia's yearly pro-
duction of approximately 50,000 to
60,000 units is made up of six basic
models, some carburetor type and
others fuel injection. Because Lancia’s
production of a specific model line is
measured in hundreds, not thousands,
per week, the company cannot sup-
port an integrated component industry
and purchases the bulk of its OEM
parts and components from Italian and
European sources. Thus there are
more opportunities for the sale of
Canadian-made components. How-
ever, Lancia’s chief purchasing agent
foresaw several major obstacles—
freight costs, tariffs (customs and
clearing charges are estimated to add
approximately 30 per cent to c.if.
values) and exacting delivery sche-
dules. Over the years these difficulties
have prevented Lancia from placing
orders with U.S. component manu-
facturers and its experience with
British suppliers has not been uni-
formly successful. Nevertheless, some
of the items Lancia now purchases
from Germany, France and Britain
are disc brakes, clutch plates, fluid-
assist steering boxes, cast iron piston
stainless steel

rings, seat adjusters,
bumpers, heated glass, shock ab-
sorbers, alternators and locking

devices. The firm would be glad to
review Canadian offers on the above.

As with Fiat, Lancia must meet the
U.S. auto-safety requirements and one
item which came up during our dis-
cussions was collapsible steering col-
umns. In Lancia’s case “safety equip-
ment” would be adopted for all models
because total yearly output is limited
and it would be uneconomic to mount
safety equipment only on exXport
models.

Alfa Romeo Needs Parts

Alfa Romeo, Italy’s second largest
car manufacturer, is part of the giant
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government-owned Istituto Ricostru-
zioni Italiano (IRT), an industrial
holding company. Alfa Romeo turned
out about 80,009 automobiles in 1967,
up some 32 per cent over the previous
year and more than double the na-
tional percentage increase. This is a
remarkable growth because only in the
past ten years has the company been
able to meet public demand through
expansion of its production facilities.
The firm is gunning for an output of
160,000 units in 1968 and expects
soon to reach the 150,000 “interme-
diate” target set for its Arese faciory
on the outskirts of Milan,

Even more ambitious is the Alfa
Sud plant, which calls for a compietely
new car to be built in a completely
new factory. Work on the plant has
recently begun at Pomigliano d’Arco,
just outside Naples. The factory will
employ 18,000 workers and turn out
1,000 cars a day or 250,000 to 300,-
000 a year. The basic model pro-
grammed is a high-performance 1,000
to 1,200 c.c. engine car in sedan,
convertible and sports models and
aimed primarily at export markets.
Production is not scheduled for an-
other four years but five versions are
being evaluated, with the first proto-
type due in late 1968 or early 1969.
The prototype will not be revealed to
the public until the summer of 1969
because the intervening six months
are required to finalize design and
exact part and component specifica-
tions.

Although Alfa Romeo is a state-
owned corporation and its basic policy
is 1o produce or buy as much as pOs-
sible in Italy, it does purchase a great
deal from outside and there are ex-
citing possibilities for the sale of
Canadian-made OEM parts and com-
ponents. Alfa Romeo is not, and has
no intention of becoming, as fully
integrated as Fiat and therefore turns
to outside OEM suppliers. In addition,
Alfa Romeo and the Italian OEM in-
dustry are not capable of meeting the
demands which will be put on them
by 1971 when the Alfa Sud plant goes
on stream and the entire company’s
output reaches 400,000 to 500,000
units a year—an increase of roughly
400 to 500 per cent over 1968
production.

For Alfa Romeo the Canadian parts
and component manufacturer has
three marketing possibilities:
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1. He can make offers on OEM com-
ponents for currently produced ve-
hicles which, according to Alfa
Romeo’s Purchasing Department, in-
cludes such items as springs, alterna-
tors and regulators, carburetors, mag-
nesium wheels, wiring harness, heaters
and conditioners, starting motors and
locking equipment.

2. He can participate at the design
stage of the entirely new Alfa Sud car
in the hope of having Canadian parts
specified and mounted as original
equipment from the inception of the
model. Some of the OEM components
Alfa Sud says that it will require
from outside sources are alternators,
carburetors, magnesium wheels, lock-
ing equipment and springs.

3. He can, because of Canadian
familiarity with U.S., Government
Safety Standards, offer safety-sensi-
tive equipment for current production
models as well as the new Alfa Sud
model which, because it is being de-
signed with export markets in mind,
will include all U.S. safety equipment
as standard.

Any Canadian component manufac-
turing company hoping to capitalize
on the Alfa Romeo potential should
bear in mind that as a state-owned
group, Alfa Romeo would logically
expect that when sales reach a major
volume, some form of direct local
manufacture or manufacturing licens-
ing agreement would evolve. How-
ever, the change from direct sales to
local manufacture could be phased
over a period of timz and mean sub-
stantial initial export orders.

Autobianchi and Innocenti

Both Autobianchi and Innocenti,
the two remaining Italian automobile
producers, also have plants in the
Milan area. Autobianchi until recently
was jointly owned by Pirelli (the large
Italian rubber manufacturing com-
pany) and Fiat, but the Pirelli in-
terests were bought out by Fiat in
1967. Now that Autobianchi is a fully
fledged member of the Fiat family,
Fiat’s purchasing policies apply and
the comments on the possibilities for
thc sale of Canadian components
given under the Fiat section also apply
to Autobianchi purchases.

Innocenti is unique among Italian
automotive companies in that its en-
tire production of 55,000 to 60,000
units a year consists of BMC models
made under a licensing agreement
with the British firm. Innocenti, noted
primarily for its large sophisticated
presses and machine tools, produces
most of the parts and equipment re-
quired for incorporation in its auto-
mobiles. Those components which they
do not make, notably the engine and
electrical system, are supplied by
BMC. Because of the terms of the
licensing agreement, Innocenti cannot
look to outside sources for OEM parts
and components, which eliminates it
as a potential customer for Canadian
parts.

Marketing Approach

Canadian OEM companies familiar
with the methods of supplying the
North American automotive industry
may have to adjust their marketing
approach for Italy. Manufacturers’
agents do not play a prominent role
in this country. In our discussions
with Fiat, Alfa Romeo and Lancia,
we found that they prefer to deal
directly with their suppliers. This may
be just as well because there are few
qualified manufacturers’ agents in
Italy. The major companies also
handle their own after-market parts
sales as there are few or no indepen-
dent after-market suppliers. The after-
market parts requirements of the
automotive firms are usually placed
with their OEM orders but separate
spare-parts-for-stock orders are some-
times given to their suppliers. The
cost and mechanics of shipping and
distribution to Italy to assure unin-
terrupted supply of any orders will
also be more of a problem than in
North America. Some form of central
warehousing will likely be required
and the selection of the ideal location
can depend on several factors unique
to Italy or Europe in general,

Considering the purchasing prefer-
ences of the local motor companies,
the peculiarities of distribution and
marketing in Italy, and the slim profit
margins on OEM parts, we believe the
best way to make initial offers to the
companies is through this office,
Italy’s automotive industry is centered
i the north and the Trade Commis-
sioners and Commercial Assistants in
Milan have made a point of becoming
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acquainted with the management and
buying officers of the major com-
panies. We would be pleased to
establish and develop the first contact.
If serious negotiations arise, then a
business trip to the country by the
Canadian supplier is essential.

At the same time we can draw on
our local marketing experience and
advise on shipping and distribution.
For example, several Canadian manu-
facturers since the inception of the
Common Market find it less costly,
faster and simpler to export their
manufactured goods to Ttaly through
a Northern European port such as
Rotterdam rather than the traditional

Honolulu Promotes
Foreign Trade Zone

M Hawaii is undertaking a vigorous
promotion of the Honolulu Foreign
Trade Zone $9 which has been operating
for two years. Promotion emphasizes
Honelulu’s central location at the cross-
roads of the Pacific and its accessibility
to markets on the rim of the Pacific
basin. Canadian exporters interested in
expanding markets in Asia might con-
sider using this facility for repacking,
reconsigning and relabelling merchandise
for trans-Pacific trade in the same man-
ner as the Colon Free Trade Zone is
used for shipments to South America.

Hawaiians responsible for establish
ing the Foreign Trade Zone feel that
Hawaii's central location will cast it in
an important economic role. The western
parts of Canada and the U.S., Japan,
Australia and New Zealand form the
nucleus of an area that, with the excep-
tion of the countries named, is relatively
under-developed. However, much of this
area is rich in natural resources. Re-
orientation of British Commonwealth
trade, coupled with developments in the
European Common Market, could re-
sult in increased trade among nations
bordering on the Pacific rim.

A recent study by the University of
Hawaii reviewed the potential of Ha
wail as a transshipment center for Paci-
fic trade. It indicated that shipping serv-
ices between Asia and North America
could be improved if ships would load
from single ports on the Canadian and
U.S. west coasts and Asian ports and
converge on Hawaii to restow cargoes
for single port destinations in either
North America or Asia. Such a prac
tice would cut down the amount of
uneconomic travel from one port to
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routing through an Italian Mediter-
ranean port. We can provide guidance
on why this is being done.

To be realistic, the number of
difterent i1tems which the Capadian
auto parts industry is capable of
oftering at competitive prices is bound
to be limited. The Automotive Parts
Manufacturing Association {Canada)
has a good insight into what consti-
tutes a “‘reasonably competitive offer”
on a particular component, and we
suggest that Canadian suppliers in-
terested in this market first seek the
advice of their association. Hopefully,
bv doing this, a great deal of effort
will not be expended on those products

0}

the prices of which are so far abov
current offers that there is no chanc
of negotiating an acceptable final
price.

In 1967 Canada exported about
$9,000 worth of auto parts and com-
ponents to Italy. The potential market
warrants a much better performance.
It will not be easy to increase sales
but the rewards make the effort
worthwhile. If only one Canadian
item worth one dollar were incorpo-
rated into each FIAT model, it would
mean an additional $1.4 million a
year of Canadian exports to Italy
and sizable profits for the successful
Canadian supplier.

"{;ﬁé‘; TONE HO.2
REIGN -
FlE-mm:n.'.u..u PIEA 38

This Canadian newsprint being unloaded will he stored for a local newspaper agency.

another to pick up or unload small
amounts of cargo. This concept was
one of the main reasons for establishing
the Honolulu Zone #£9.

Importers using the Zone are able to
reduce their cash outlays for imported
goods and to improve their turnover
based on capital investment. A theoreti-
cal example is a car importer who to
take advantage of lower freight rates
imports one thousand umits which per
haps would be dutiable at about $100 a
unit. Using the Zone's facilities, he could
warehouse the cars and only pay import
duties as the cars are withdrawn rather
than pa $100,000 worth of duties under
normal mport.

Interested Canadians m’'ght give some
thought to using this facility. The wharf-
age fees and storape charges for cargo

are much lower than the charges for
the use of and storage at a domestic
wharf. The Foreign Trade Zone offers
better storage facilities and security be
cause less cargo enters and security
guards are always on the premises One
importer of Canadian merchandise has
chosen to use the Zone because of its
many advantages even though the prod
uct is not subject to U.S. import duties.

Additional information on Honolulu’s
Foreign Trade Zone #9 (including rates,
charges, rules and regulations) can be
obtained by writing to the United States
Division, Office of Area Relations, De
partments of Industry and Trade and
Commerce Ottawa

—R. M. DAWSON
Consul and Trade Comnussioner
San Francisco
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foreign tariffs
and trade
regulations

Argentina

DUTIES ON IMPORTED FERTILIZERS—Now that
local production of fertilizers has begun, the following
ad valorem duties have been imposed on imported
products:

Brussels Nomenclature Import
Itent number Description Duty
{per cernt)
31.02.02.04 Ammonium sulphate 20
31.02.02.08 Urea 20
31.05.01.90 Compound fertilizers (in
pellet or other forms) 40
Chile

AGRICULTURAL IMPORT TENDERS—Periodi-
cally the Chilean Agency, “Empresa de Comercio
Agricola”, calls for tenders to meet national require-
ments when various foodstuffs are in short supply due
to insufficient local production. The range of products
and the quantities imported vary greatly but often
include wheat, powdered milk, canned milk, butter,
cheese, frozen meat, burlap bags. In the past year,
tenders have also been called for imports of table
potatoes and corn.

Because the regulations require registration of all
bidders with the ECA before a bid will be considered
for any tender, and because the time span between the
opening and closing dates of tenders is normally too
short to allow registration at that time, it is a virtual
necessity to be preregistered in order to qualify for a
tender. For this reason, copies of the general regulations
governing bidding in ECA import tenders are now
available to interested Canadian exporters from the
Office of Area Relations, Department of Trade and
Commerce, Ottawa.

Rhodesia

NEW CANADIAN MEASURES AGAINST RHODE-
SIA—The following press release issued by the Depart-
ment of External Affairs on December 31, 1968, is
reproduced for the information of Canadian business-
men,

The Department of External Affairs announced
today the adoption under the United Nations Act,
1947, of the Order-in-Council PC 1968-2339, dated
December 20, which will implement United Nations
Security Council resolution 253 of May 29, 1968. The
resolution which provided for comprehensive sanctions
against trade and financial relations with Rhodesia
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was adopted by the Security Council under Chapter VII
of the United Nations Charter. Compliance with its
mandatory provisions is an international legal obliga-
tion on all United Nations members. The sanctions are
intended to persuade, through pressure on Rhodesia’s
economy, the illegal regime of Mr. Ian Smith and his
associates to give up their rebellion and permit a return
to constitutional government.

The resolution of May 29 imposed few new obliga-
tions on Canada which has had a complete trade em-
bargo (with certain humanitarian exceptions) against
Rhodesia since February 1966. In response to a
Security Council resolution of December 16, 1966, a
set of regulations governing trade with Rhodesia and
certain extraterritorial activities of Canadian citizens
was established under Order-in-Council PC 1967-323
of February 21, 1967.

The Rhodesia Regulations which have now been
adopted maintain these features of the previous ones.
A new aspect involves financial transactions. It is now
illegal for Canadians to send money to Rhodesia unless
it is for the purpose of a pension or annuity benefit or
for medical, educational or humanitarian purposes.
Another provision of the new Regulations is designed
to prevent flights by Canadian aircraft to Rhodesia and
the co-ordination of air services between Canadian and
Rhodesian aircraft.

The Government also intends, by administrative
action for which it already has legislative authority,
to implement the Security Council’s prohibition on the
entry to Canada of persons travelling on Rhodesian
passports and of persons, other than Canadians, who
have assisted, or may assist, the unlawful actions of
the illegal regime.

The Regulations provide for application to the
Minister of Trade and Commerce for a ruling whether,
in borderline cases, a particular act is prohibited.

The new Regulations will be published in the next
issue of Part II of the Canada Gazette. Steps are being
taken to bring Canada’s compliance to the attention
of the Secretary-General of the United Nations. At the
same time, details of the new Regulations are being
brought to the attention of Canadian business firms
and financial institutions.

Trinidad and Tobago

BUDGET CHANGES—The Trinidad and Tobago
Budget brought down on December 6, 1968, contains
a number of changes in import duties and purchase
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tax which are reported in more detail below. No
hanges in income tax rates were proposed but the
Government announced its intention to reduce the
present tax holiday under Pioneer Industry Legisla-
tio from up to ten years to three years. (No changes
are to be made in pioneer industry agreements already
signed.)

Import duties are to be increased on chicken pies,
fish cakes and caviar from 15 per cent (preferental)
and 25 per cent {general) to 25 per cent and 335 per
cent respectively; whole trout and prepared trout from
Cdn.$0.54 (preferential) and Cdn.$1.08 (general) per
100 pounds to 25 per cent and 35 per cent respectively;
strawberries from free (preferential) and 5 per cent
(general) to 25 and 35 per cent respectively.

Import duties are to be reduced on unrefined gold

from 20 per cent (preferential) and 30 per cent
(general) to 5 per cent and 15 per cent respectively;
partly refined gold from 30 per cent (preferential) and
40 per cent (general) to 15 per cent and 25 per cent
respectively.

The Budget contains several changes in rates of
purchase tax, including a new tax of 10 per cent on
furniture, an increase from 15 per cent to 20 per cent
on deep freezers and refrigerators, and an increase from
15 per cent to 20 per cent on purchase tax applying
to stoves and ranges valued at Cdn.$135 and over.

Full details may be obtained from the Common-
wealth Division, Office of Area Relations, Department
of Trade and Commerce, Ottawa, and from the Com-
mercial Counsellor, Office of the High Commissioner
for Canada, P.O. Box 1246, Port-of-Spain, Trinidad.

Canadian Jewellery Takes to Travel

B A cross between a trade mission and
a trade fair—that’s the best way of
describing a venture in which the Cana-
dian Jewellers Association and the De-
partment of Trade and Commerce col-
laborated last summer. Fourteen jewel-
lery firms put together a display of
samples of jewellery and silverware and
took off for Australia, Soutb Africa,
and Britain. In the next five weeks they
set up their displays in Sydney and Mel-
bourne, Australia, Johannesburg and
Cape Town, South Africa, and London,
England. They then invited leading
jewellers in each city to come and see
what they had to offer.
The jewellers came, inspected, and
bought, after convincing themselves that
the Canadians offered attractive designs
#¢ competitive prices. In addition to : e
sales concluded on the spot, future orders
were negotiated and a number of agency
arrangements concluded. Here are some
of the results achieved in each country.

Australis—Orders written during the
displays in Melbourne and Sydney to-
talled about $151,000 and those for the
next twelve months are estimated at
about $800,000. The 14 Canadian com-
panies established buying connections
with about 70 firms and nine appointed
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This Australian model has rings on her fingers and they all come from the Canadian
jewellery display “down under”. On the left, two memhers of the mission confer.

T e

agents. At least one plant has since ex-
panded on the basis of its Australian
orders.

South Africa—The recent relaxation of
import controls on jewellery have im-
proved opportunities. On-the-spot orders
reached $82,650 and estimated ones for
the next twelve months total about
$500,000. The Canadian firms made 60
buying connections and six of ‘them ap-
pointed agents. Many of the South Af-
rican buyers, however, had already com-

January 18, 1969

mitted their 1968 import quotas 1o other
suppliers and were not free to buy from
Canada. This situation will change in
1969,

Britain—In what is traditionally Can-
ada’s best market for jewellery, the
mission ran into some problems. The
display opened on the day after Bank
Holiday and amid rumors of new im
port controls to be imposed, and this af-
fected the attendance. Yet orders reached
$65,000 and future ones were estimated

at $420,000. Nine firms established buy-
ing connections and three appointed
agenls.

When they and their 800-pound dis-
play worth $500,000 returned to Canada
in September, the mission members felt
well satisfied with the results. They had
proved beyond doubt that the mere
mailing out of catalogues won't sell
jewellery. The buyer must see for him-
self. With a travelling display he can
do just that.
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Republic (official language: Russian)
covers 76 per cent of U.S.S.R, land
area and 34 per cent of population

Currency: rouble; one rouble equals Cdn.$1.20 (official ex-
change rate)., Soviet currency may not be taken into or
out of the U.S.S.R.

Weights and measures: metric system,

Electricity supply (domestic): 220 volts, 50 cycles in most
areas; 127 volts, 50 cycles in some older centers.

Capital: Moscow.

Marketing centers: Moscow (population July 1968) 6.5 mil-
lion, Leningrad 3.7 million, Kiev 1.5 million, Baku 1.2
millien, Kharkov, Gorki, Novosibirsk 1.1 million, Kuiby-
shev 1.0 million.

Chief ports: Baltic Sea—Venspils, Kleipedi (both in Lithuania),
Leningrad; Black Sea—Odessa, Novorossisk, Batumi;
Pacific Ocean—Vladivostok, Khabarovsk, Nakhodka;
White Sea (Arctic Ocean}—Murmansk, Arkhangelsk.

Economy: wealthy in raw materials but short of extractive and
productive capacity. State economic and commercial
monopoly prevails,

Conditions of trade: all foreign trade nationalized under state
monopoly and is conducted through some forty special-
ized state foreign trade corporations associated closely
with Ministry of Foreign Trade.

Total imports: (roubles) 1967 7,683 million; 1966—7,122
million.

Chief imports: (per cent of total) machinery and equipment
34.2; consumer goods 19.6; food and food raw materials
15.8; ores and concentrates, and metals and metal prod-
ucts 8.8; chemicals, fertilizers and rubber 6.1; textile
materials and goods 4.0.

Chief suppliers: (per cent of total) Communist countries 69.7;
non-Communist developing countries 9.1; industrialized
capitalist countries 21.2 (thereunder Finland 3.1, Britain
2.3, France 2.2, Japan 1.9, West Germany 1.9, ltaly 1.8,
Canada 1.6, Netherlands 1.1).

Value of imports from Canada: 1967—Cdn.$128.7 million;
1966—Cdn.$320.6 million.

Chief imports from Canada: (per cent of total) 1967 wheat
and flour 92.9, raw cattle hides 3.1, sulphur 1.5, plastic
and synthetic rubber 1.2.

Total exports: (roubles) 1967—8,684 million; 1966—7,957
million.
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Chief exports: (per cent of total) machinery and equipment
21.1; ores and concentrates, and metals and metal products
18.7; fuel and electricity 16.1; food and food raw
materials 11.8; forest products 6.5; textile materials and
goods 4.7; chemicals, fertilizers and rubber 4.0; con-
sumer goods 2.6,

Chief markets: (per cent of total exports) Communist countries
66.0; non Communist developing countries 14.0; indus-
trialized capitalist countries 20.0 (thereunder Japan 37,
Britain 3.1, Finland 2.5, Italy 2.4, West Germany 2.0,
France 1.5, Canada 0.2).

Value of Canadian purchases: 1967—Cdn.$23.0 million; 1966
—Cdn.$11.7 million.

Chief Canadian purchases: (per cent of total}) 1967—raw
cotton 55.5, cotton cloth 6.7, furs and skins 3.9, metal-
working machinery 3.4, pig iron 2.9, plywood and
board 2.8.

Prices: quote in U.S. or Canadian dollars or other hard West-
ern currency. Quotations should be f.o.b. Canadian port;
a2 cif. North European port quotation can also be
useful.

Usual terms of payment: letter of credit subject to normal
commercial terms,

Samples: to be declared on entry and listed by Customs. This
list, produced at port of exit, serves as the export permit.
If the samples are sold to the authorized foreign trade
corporation, the latter’s receipt should be attached and
given to Customs.

Visa: business or tourist visas may be obtained from the
U.S.5.R. Embassy, Ottawa. If travelling to other countries
before entering the Soviet Union, it is advisable to obtain
a Soviet visa before leaving Canada.

Correspondence: major Western languages acceptable, although
use of Russian facilitates and speeds exchanges.

Customs tariff: Customs duties and foreign exchange regula-
tions need not concern the exporter because all importa-
tions are made by state trading enterprises,

For detailed information on this market write to: European
Division, Office of Area Relations, Department of Trade
and Commerce, Ottawa, or
Commercial Counsellor, Canadian Embassy, 23 Starckon-
yushenny Pereulok, Moscow, U.S.S.R.
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CZECHOSLOVAKIA

Area: 49,367 square miles.

Population: 14,330,000 (1966); Czech lands 9,876,000, Slovakia
4,454,000.

Climate: moderate, middle-European.

Language: Czech and Slovak; sales literature in German,
English or French.

Currency: koruna; non-convertible. Official rate: one koruna
equals Cdn.$0.1490 (December 1968). Tourist rate: 16
korunas equal U.8.$1.00.

Foreign exchange and import controls: import authorization
necessary; importing foreign trade corporations are respon-
sible for securing allocation of necessary foreign exchange.

Weights and measures: metric system.

Capital: federal capital is Prague.
Bratislava.

Chief ports: none. Canadian exports to Czechoslovakia are
normally routed through Northern European ports (Ham-
burg, Rotterdam, Gdynia).

Marketing centers: Prague (population) 1,030,000, Brno 333,-
000, Bratislava 277,000, Ostrava 270,000.

Economy: production and trading facilities are state-owned
and operated through various Ministries on the basis of
general five-year and more detailed one-year plans. For-
eign trade is conducted by some 30 foreign trade cor-
porations, most of which act as agents for manufacturers.

Total Czech imports: 1967—Cdn.$3,275 million (official rate).

Chief imports: (per cent) 1967 fuels and raw materials 47.5;
machinery, tools and equipment 30.6; foodstuffs 16.4;
consumer goods 5.5.

Chief suppliers: Socialist countries (72 per cent of total)—
U.S.5.R., East Germany, Poland, Hungary, Rumania,
Bulgaria; Western countries (20 per cent of total) West
Germany, Britain, Switzerland, Austria, Italy, France.

Value of imports from Camada: 1967 Cdn.$10.9 million;
1966—Cdn.$5.1 million.

Chief imports from Canada: (Cdn.$°000) 1967 wheat 7,383,
flaxseed 1,223, cattle hides 1,223, molybdenum 317,
sulphur 290, textile machinery and parts 289.

Capital of Slovakia is
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CZECHOSL OVAKIA

Total Czech exports: 1967—Cdn.$3,500 million (official rate).

Chief exports: (per cent) 1967—machinery, tools and equip-
ment 48.6; fuels and raw materials 28.6; consumer dur-
ables 18.3; foodstuifs 4.4,

Chief markets: Socialist countries (71.6 per cent of total)—
U.S.S.R.,, East Germany, Poland, Hungary, Bulgaria,
Rumania; Western countries (19.1 per cent of total}—
West Germany, Britain, Italy, Austria, France.

Valwe of Canadian purchases: 1967—Cdn.$28.5 million;
—Cdn.$21.7 million.

Chief Canadian purchases: (Cdn.$°000) 1967—iron and steel
bars, rods and shapes 7,340; textiles, textile products,
sundry and clothing 6,325; footwear 3,714; tableware,
glass, ceramics, china 2,550; industrial machinery 1,600,
bicycles, motorcycles and parts 900.

Prices: quote in Canadian or U.S. dollars, preferably both
f.o.b. and c.i.f. Hamburg or other north European port.

1966

Usual terms of payment: varies according to commodity and
competition from cash against documents to letter of
credit often with three to six months’ terms. Negotiated
extended credit terms are common for large capital
equipment sales.

Samples; if of commercial value a bond is required equal to
value of sample, bond recoverable on re-export of sample.
Those of no commercial value are duty-free.

Yisas: visa required. At time of writing (December 1968) this
must be obtained from Czechoslovak representatives
abroad but can also be obtained at ajrport, provided busi-
nessman is in possession of letter from Czechoslovak
foreign trade corporation indicating purpose of visit is
business. Inmoculations: as in Canada.

Correspondence: in English, German or French; airmail only,
15 cents per half ounce.

Documentation, customs tariffs, marking and labelling: consult
the Office of Area Relations, Department of Trade and
Commerce, Ottawa.

For detailed information on this market write to: European
Division, Office of Area Relations, Department of Trade
and Commerce, Ottawa, or
Commercial Secretary, Canadian Embassy, Mickiewiczova
6, Prague VI, Czechoslovakia.
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Foreign
Exchange
Rates

For conversion of column one to the U.S. doliar equivalent, multiply by .93.

Country
and
Currency

Algeria
Dinar
Argentina
Peso (free)
Australia
Dollar
Austria
Schilling
Bahamas
Dollar

Belgium and Luxemhourg
Franc
Bermuda
Pound
Bolivia
Peso
Brazil
Cruzeiro (official free)
Britain
Pound
British Honduras
Dollar
Burma
Kyat
Ceylon
Rupee
Chile
Escudo (bank rate)
(free)
China, Repuhlic of

These nominal quotations may help exporters in checking prices, but tbey should consult tbeir ba
before making any firm commitments. When more than one rate is shown, the one to be used depe;
on the commodity traded. Information on the rate for any specific commodity may be obtained fr
the Office of Area Relations, Department of Trade and Commerce, Ottawa.

The mid market rates only are quoied, except when buying and selling rates are specified. The buy
rate is that at which banks purchase exchange from exporters; the selling rate is that at which ba
sell exchange to importers.

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

Value of
Foreign currency Canadian dollar
unit in in foreign
Canadian doliars  currency units

at January 3

2167

0031 3

1.193

0415

1.051

0214

2.567

0901

.2809

2.557

.6395

2252

.1802

.1400
1234

New Taiwan Dollar (official) 027

Colombia
Peso (fixed)

Congo, Repuhlic ofl
Franc

Costa Rica
Colon

Cuha?
Peso

Czechoslovakia
Koruna

38

063

2.149

1619

.1489

4.61

22.58

8340

23.98

9506

46.25

.39

10.97

3.56

.39

1.56

4,43

5.54

7.14
8.10

37.04

14.95

4653

6.12

6.70

Country
and
Currency

Denmark
Krone

Dominican Repuhlle
Peso

Ecuador
Sucre (official)
{(free)
El Salvador
Colon
Fiji
Pound

Finland
Markka

France, Monaco, ete.3
Franc

Franco-African Repuhlics4
Franc

French Paclfic®
Franc

Germany
D Mark

Ghana
New Cedi

Greece
Drachma

Guatemala
Quetzal

Guyana
Dollar

Haiti
Gourde

Honduras
Lempira

Hong Kong
Dollar

Hungary

Forint (official)
Iceland

Krona (official)
India

Rupee

Value of
Foreign currency Canadian dolis
unit in in foreign
Canadian dollars  currency units
at January 3
1430 6.98
1.073 93
0596 16.50
0534 18.45
4290 2.35
2.463 41
2554 391
2167 4.61
.0043 235
.011% 84.24
.2680 i
1.051 95
.0358 27.93
1.073 93
.5363 1.85
2145 4.65
.5363 1.86
1770 5.64
0921 10.86
0122 81.96
1421 7.02

To convert column two, divide hy .93.

FOREIGN TRADE



Value of Value of
ountry Foreign currency Canadian dollar Country Foreign currency  Canadian dollar
‘llld unit in in forelgn and unit in in foreign

urrency Canadian dollars  currency units Currency Canadian dollars  currency units
at January 3 at Yanuary 3
ndonesia® Paraguay
Rupiah Guarani (free) .0086 116.28
ramn Peru
Rial 0142 70.42 Sol (free) 0242 41.66
raq Philippines
Dinar 3.003 .33 Peso (free) 2748 3.63
reland Poland
Pound 2.557 39 Zloty (fixed basic rate) -2685 3n
srael Portugal & Colonies?
Pound 3064 323 Escudo 0373 26.80
Saud] Arabia
taly Riyal 066
Lira 0017 581.86 ya 2 4.84
amaica Sierra Leone
Pound 2557 39 ) Leone 1.502 .66
apan Sllgallalore
ollar 3504 2.85
Y . .
] en .0030 333.33 South Africa
‘esnlf'Tl' Rand 1.502 .66
ling -1526 6.55 Spain & Dependencies
.ebanon Peseta 0154 64.25
Pound (free) 3325 300 Sweden
Aalaysia Krona 2489 4.01
Dollar 3504 2.85 Switzerland
Aexico Franc 2497 4,00
Peso 0858 11.64 Syria
Aorocco Pound (free) 2812 3.55
Dirham 2119 4.72 Thailand
letherlands Baht (free) 0520 19.19
Florin .2969 3.37 Trinidad & Tobago®
letherlands Antilles Dollar 5392 1.85
Florin 5687 1.76 Tunisia
Jew Zealand Dinar 2.043 48
Dollar 1.197 83 Turkey
Lira d192 £.38
{lcaragua .
Cordoba 1532 6.51 United Arab Republlc
ligeria Pound (official) 2.467 40
P d . United States
: oun 2:990 33 Dollar 1.073 93
orway Uruguay
Krone 1502 6.64 Peso (free) 0043 232.55
‘akistan Venezuela
Rupee 2252 4.43 Bolivar (official free) .2390 418
‘anama Yugoslavia
Balboa 1.073 93 Dinar (official) 0858 11.64

-
3

Additional rates are in effect.

2. There is no trading in Cuban pesos in U.S, or Canadian banks at present.

Frang is also used in French Guiana, Guadeloupe and Martinique.

Chad, Central African Republic, Congo, Dahomey, Gabon, Ivory Coast, Islamic Republic of Mauritania,

Niger, Senegal, Upper Volta, Cameroons, Togoland, and Malagasy. Also Reunion, Comoro Islands,

St. Pierre amd Miguelon.

5. New Caledonia, New Hebrides, French Polynesia.

6. Because of the complexity of the Indonesiam exchange rate system, it is impractical to quote a single
representative rate for the rupiah.

7. Approximately same rate for Portuguese territories in Africa.

8. Also used in Barbados, Leeward and Windward Islands.

» e
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Trade Commissioners on Tour

In Canada

If you wish to meet the officers whose itineraries are listed
below, get in tnuch with

Ottawa Department of Trade and Commerce

St Johm's, Halifax, Montreal, Winnipeg, Edmnnton and
Vancnuver Reginnal Office, Department of Trade and
Commerce

Tornnto—Canadian Manufacturers Association

Windsor, Ontario—Greater Windsor Industrial Commission

Fredericton, New Brunswick Department of Industry

All other centers—Board of Trade or Chamber nf Commerce

Hong Knng R. G Godson, Trade Commissioner in Hong

Kong:

Quebec City, Levis—
January 21

Toronto—January 22-28

Ajax, Port Perry January 29

Acton, Stratford Januvary 30

Sarnia January 31

Niagara Falls, Welland
February 3

Hamilton, Oakville—Feb
ruary 4
Winnipeg—February 5-6
Edmonton—February 7
Lethbridge—February 10
Calgary—February 11
Kelowna—February 12
Vancouver—February 13-14

In Territory

Afghanistan—B. Northgrave, Assistant Commercial Secretary
in Islamabad, Pakistan, will visit Kabul March 16-2]1.

Austria—C. R. D. Kelly, Assistant Commercial Secretary, and
L. Decrinis, Commercial Officer, in Vienna, will visit the west-
ern provinces of Tyrol and Vorarlberg January 16-24.

Barbados—D. J. McJanet, Assistant Commercial Secretary in
Port-of-Spain, Trinidad, will visit Barbados February 12-13.

Britain—Trade Commissioners in the Liverponl office will
make periodic visits during January tn business centers in
their territory, including Birmingham, Leeds and Manchester.

Bulgaria, Hungary, Rumanin—Trade Commissioners in the
Vienna, Austria, office make frequent visits to these countries,
but often there is nnt time to publish their itineraries in
advance. Therefore, Canadian businessmen who would like
the Trade Commissioners to undertake assignments for them
in these East European cnuntries are advised to write to the
Vienna office immediately.

French West Indies—K. G. Ramsay, Commercial Counsellor
m Port-of-Spain, Trinidad, will visit Martinique and Guade-
loupe February 22-March 3.

Guyana K. G. Ramsay, Commercial Counsellor in Port-of-
Spain, Trinidad, will visit Guyana January 18-27.

D. Hobson-Garcia, Commercial Officer in Port-of-Spain,
Trinidad, will visit Georgetown February 4-6.

Leewards—J. A. Ahow, Commercial Officer in Port-of-Spain,
Trinidad, will visit Antigua, Montserrat and St. Kitts Janu-
ary 20-24.
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Pakistan Karachi will be visited February 10-14 by J. E. G.
Gibson, Assistant Commercial Secretary, and March 10-14
by M. Y. Farooqi, Commercial Officer, from the Islamabad
office.

Dacca will be visited Januvary 22-31 by Mr. Gibson.

Lahore will be visited February 17-20 by M. H. Jafri,
Commercial Officer in Islamabad.

Spain L. A. Campeau, Commercial Counsellor in Madrid,
will visit Barcelona January 19-24.

Surinam K. G. Ramsay, Commercial Counsellor in Port-of-
Spain, Trinidad, will visit Surinam January 18-27.

Taiwan—R. A. Fairweather, Vice Consul and Assistant Trade
Commissioner in Manila, Philippines, will visit Taiwan Janu-
ary 20-24,

Thailand—A Trade Commissioner from Singapore will be
making a monthly visit to Thailand throughout 1969. Cor-
respondence shnuld normally be addressed tn the Singapore
office although contact can alsn be made through the Canadian
Embassy in Bangkok, P.O. Box 2090 {telex: 2277; cable:
DOMCAN, Bangkok; phnne 32-956).

Tobago—J. A. Ahow, Commercial Officer in Port-of-Spain,
Trinidad, will visit Tobago February 24-25.

Trimidad—D. Hobson-Garcia, Commercial Officer, Pnrt-of-
Spain, will visit South Trinidad January 28.

J. M. C. Lavoie, Assistant Commercial Secretary in Port-of-
Spain, will visit South Trinidad February 13.

Turkey—Trade Commissinners in the Athens, Greece, office
visit Istanbul and Ankara approximately every six weeks.

United States—R. M. Dawson, Consul and Trade Commis-
sioner in San Francisco, will visit Denver, Colorado, Salt Lake
City, Utah, and Wyoming January 20-31.

Windwards—J. M. C. Lavoie, Assistant Commercial Secretary
in Port-of-Spain, Trinidad, wijll visit Dominica, St. Lucia and
St. Vincent February 2-8,

Businessmen who would like the above to undertake assign-
ments for them should writé to the post as soon as pnssible.

About “Foreign Trade”

The editor is always pleased to receive phorto-
graphs of Canadian products in use or on display
in export markets. These should not merely show
the product itself but preferably have some action
in them or local color. Please also supply cap-
tions. Black and white glossy prints reproduce
well in the magazine; we are not equipped to
use color photographs or transparencies.
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Would These Statistics Help You?

Statistics af Canadian exports to the United States
on a regianal basis are naw being prepared by the
Dominian Bureav of Statistics. The tabulatian will

be made quarterly and shaw the cumulative tatals
of exparts far the calendar year to date,

cross-classified by:

Commodity group — 230 in all

U.S. Census subdivision to which the goods

are cansigned — 18 subdivisians, each consisting

of twa or more contiguaus U.S. states

Region af lading in Canada — Atlantic, Quebec,

Ontario, Prairies, Pacific

Price: $100 a year. Companies who want several
capies pay $100 a year far the first and

$25 a year for each additional set.

For more infarmation: write ta G.A. Richardsan,

Directar, External Trade Divisian, Dominion

Bureau af Statistics, Tunney's Pasture, Ottawa.
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