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Editorially speaking . . . .

The organization of the new department, announced last January, merging
the strengths of Industry, Trade and Commerce and Regional Economic
Expansion, is sufficiently advanced that we can now give some details in
Canada Commerce.

Readers will find an outline of the new organization on the last page of
this issue and a list of regional offices and their addresses. With the
emphasis placed on the department's field operations across Canada, these
offices have a major role to play.

An industry of growing importance to Canada’s economy as a whole is
tourism  a subject brought into foreground focus in this issue. Two arti-
cles on differing aspects of tourism appear: one discusses present and
planned aid to small businesses in the industry, particularly now that DREE
and IT&C's Canadian Government Office of Tourism (CGOT) are in one
department (page 16); the other examines the effects on tourism of a reces-
sion economy (page 26).

On other pages, other topics. We wish you good reading.

J.CH.



In this, the third of the series,
Canada Commerce’s Bob
McDonell traces the course of

Frank Phripp, its executiv
director.....

From Dream to Realit

t is hardly surprising that the idea for and the

initial work on the concept of the Canadian
Industrial Innovation Centres (CIIC) should come
from the staff of the University of Waterloo.

From its beginnings in 1957, Waterloo was
strongly oriented towards science and engineering
and was the first university in Canada to adopt co-
operative courses. Under this plan students spend
four months at the university and four months in
industry. The program keeps both staff and stu-
dents in close contact with the business life of the
country and provides the student with both the
academic and practical experience so sought after
by employers.
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.A\\°<‘I&>‘€Ia in this milieu that Frank Phripp, now
* sexecutive\director of CIIC/Waterloo but then

assistant dixector of Waterloo Research Institute at
first recommended that “the Uni-
loo should give serious considera-

trepreneurship held earlier at Henniker, New
Hampshire.

By fall, informal discussions on the possibility of
forming an Innovation Centre at the University
were held with federal and Ontario government
departments concerned.

In April 1976, the first element of the Innovation
Centre, the Inventors Assistance Program, was in
place with funding of $15,000 from Canadian
Patents and Development Ltd.

After much discussion between the University
staff and officials of the Department of Industry,
Trade and Commerce (IT&C), a formal proposal for
the establishment of the Waterloo Innovation Cen-
tre was forwarded to the federal and provincial
governments in March 1978.

Reaction was swift and by June of the same
year, the Hon. Judd Buchanan, then Minister of
State for Science and Technology, announced in
the House of Commons the “establishment of up to
five university-based Industrial Research and Inno-
vations Centres.” Later that month Dr. Harry Par-
rot, Minister of Colleges and Universities, gave
Ontario government support in principle and
Dr. B. C. Matthews, President of the University of
Waterloo, announced the intention of the Univer-
sity to establish an Industrial Innovation Centre.
Government funding of $200,000 each was
announced in April 1979 for the Waterloo centre
and one at Montreal's Ecole Polytechnique (see
Industrial Innovation Centre (Montreal), Canada
Commerce, July/August 1982).

Thus for Frank Phripp, a concept became a real-
ity — a reality which he oversees and develops on
a day to day basis from his office across Columbia
Street from the Waterloo campus. For Frank and
his colleagues at the Centre, the establishment of
a separate corporation, federally funded for five
years through grants from IT&C, marked the
beginning of a new phase of the program.

A second Innovation Place is
planned where businessmen can
share common services plus the cross-
fertilization of ideas.



The nucleus staff, including specialists in
such areas as patenting, marketing. business
formation and business development, have
already launched a number of programs:
¢ Inventors Assistance Program provides evalua-
tion of new ideas and inventions and has respond-
ed to well over 3,000 requests. Of more than
1,000 evaluations completed, 28 per cent were
well rated.
® Enterprise Development guides and assists entre-
preneurs and potential entrepreneurs in appraisal,
development and start-up of technology-based
business opportunities.
¢ Technilogical Development Inc. provides fund-
ing for the development of promising ideas.
¢ Innovation Place, around the corner from the
Centre on Phillip Street, lends stature to fledgling
companies by providing space, secretarial, tele-
phone answering, word processing and like serv-
ices. Initial accommodation is now almost full and
negotiations are underway to expand the amount
of space available.
® Seminars and conferences are being held for
beginning and experienced innovators.

For the future, Frank Phripp and his staff are
planning a second Innovation Place, where enter-
prising businessmen can share not only common
services but the cross-fertilization of ideas, so
important to the innovative process. The success of
these first ventures will in large measure deter-
mine whether additional sites will be chosen in the
more distant future.

For now, several small start-up firms, including
Futurtek, Waterloo Isotope, Crop Tech, Watsun,
REMS, Northern Digital and Canadian Posture and
Seating, share facilities, ideas and services in
Innovation Place.

To ensure that its role in education and research
is accomplished, the Centre provides research
grants to study the innovation processes in addi-
tion to sponsoring courses and seminars on innova-
tion. The offering of this research program was to
stimulate academics into giving more attention to
the utilization of research results in direct commer-
cial applications and to make the overall program
better known to university faculties.

In the words of Frank Phripp, “The Centre is
born. We must now ensure healthy rearing in prep-
aration for a long and productive life.”

For further information on the Centre contact:
Canadian Industrial Innovation Centre/Waterloo
156 Columbia Street West

Waterloo, Ontario.

N2L 3L3

Tel: (519) 885-5870

Telex: 069-55259

Profits
Through Innovation

recent Economic Council of Canada study

"Innovation and Export Performance in Cana-
dian Manufacturing” by Petr Hanel and Kristan
Palda, indicates that firms with the newest tech-
nology do better in export markets.

According to AU COURANT, the Council’s quar-
terly publication, the authors found that firms suc-
ceed for a variety of reasons — their size, type of
industry and so on which differ considerably
among the industries they studied. But one clear
consistent finding emerges across the board: the
more R&D spending a firm did — whether overall,
in a specific area or on a particular innovation —
the healthier its export trade became. Firms with
high R&D expenditures were about twice as likely
to have high exports.

"Throughout our investigation,” Hanel and Palda
comment, “the positive influence of R&D . . . on
exports . . . stands out like a beacon.”

Most successful of all in this regard were
Canadian-controlled companies doing their own
innovating. Export opportunities were less bright
for Canadian companies importing technology,
and dimmer still for foreign-owned firms borrowing
new ideas from their parent companies.

In the study, which covered 153 firms, it was
found that of 57 with low expenditures on R&D
only 25 per cent were high exporters; of the 70
firms with high R&D expenditures, 47 per cent
were high exporters.

New technology alone may not produce all the
answers for a firm wishing to sell its products
abroad, the authors conclude. Just as important
may be the quality of management directing its
efforts. The authors lacked data to test this theory
— although other economists suggest management
practices are of utmost importance in the develop-
ment of new technology.

In another Council study*, K. E. McMullen
shows that Canadian companies adventurous
enough to invest in risky new technology are often
rewarded for their daring by bigger profits. By the
same token, firms that bet only on a sure thing
have to be content with smaller returns.

*“A Model of Lag Lengths for Innovation Adop-
tion by Canadian Firms”
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Tangible Results
of the Innovation Centre

Companies associated with or assisted through
their start-up phase by the CIIC/Waterloo:

Innovation Place Inc. (IPI) — The Centre recog-
nized a need for the provision of low cost office
and light assembly space and full office support
services to fledgling innovative technology-based
businesses. IPI is a wholly owned subsidiary of the
CIIC/W. The initial impetus for this project was
the need for these low cost services by CIIC/W
subsidiary companies. However, the need also
exists in the general market and unrelated start-up
companies may use Innovation Place as tenants.
Several of the client companies described below
are occupants at Innovation Place and see it as "A
Place to Succeed”.

Technology Development Inc/Waterloo (TDI/W)
— A need was recognized early in the activities of
the Centre to provide financing for companies in
their initial growth stage. Capital is not generally
available for investments between $100,000 and
$500,000. TDI/W will fill this gap. TDI/W has
been incorporated, prepared the prospectus (now
before the Ontario Securities Commission). The
Board of Directors and initial major investors are
being set up now. TDI/W will be a public Small
Business Development Corporation.

Waterloo Isotope Analysts — This company was
founded by the Centre while still in the planning
stages in 1979 and the entrepreneur is a Univer-
sity of Waterloo technician. The company can do
chemical analyses of any liquid. Applications
include determining fraudulent use of brand names
and the alleged use of inferior ingredients as well
as support of research and development of many
clients.

Futurtek Energy Products Ltd. — The entrepre-
neur had developed a new method of constructing
poured-in-place concrete sandwich walls. The wall
has been used in the agricultural market, but now
is to be applied to residential and commercial
markets. Coming to the Centre as an invention to
be evaluated the project progressed to the Enter-
prise Development Department. The department
wrote the business plan, arranged for testing of the
walls in University of Waterloo laboratories, raised
outside financing for those tests, designed a
demonstration house, conducted a market survey,
did TV promotional programs and other advertis-
ing and is now planning to have a demonstration
house built.

Canadian Posture and Seating Centre (CPSC) —
A University of Waterloo engineering graduate has
developed a new technique for making seating
suitable for severely disabled children. The Centre
was able to get start-up funding from outside
sources incorporate a non-profit business, write
management contracts and bring the entrepreneur
into an agreement with an existing company
whereby CPSC markets the other company's prod-
uct line. Expansion of the operation is being
planned.

Fraser Research — A University of Waterloo sys-
tems design graduate now runs a successful com-
puter software design company. The Enterprise
Development Department helped define his prod-
uct, initiated and conducted first sales calls which
resulted in contracts with Infomart (a Telidon sup-
plier), developed his business skills, invested in his
company and provided office space.

Radiation Environmental Management Systems
(REMS) — Two University of Waterloo professors
are exploiting their combined expertise in radia-
tion and gas detection and the Centre is helping
them with marketing strategy and business
planning.

Watsun — Several University of Waterloo profes-
sors have developed computer programs for deter-
mining the efficiency of various solar energy appli-
cations. The Centre’s help to date has been the
selection of an entrepreneur. In the future, it will
guide the set up of the company and assist in
business planning and market development.

Crop Technologies Inc. — A Wilfrid Laurier Uni-
versity business graduate and a University of
Waterloo engineering graduate developed a prod-
uct which utilizes a microprocessor to inform
farmers when they should spray their crops. The
department is assisting the company to define
their product, identify the market and raise finan-
cial assistance for research and development.

Canada Commerce September 1982



Drupa Delivers for Canadians

Kanada

Besides the concrete evidence of on-
site sales totalling $4 million, Cana-
dian manufacturers of printing and
bookbinding machinery and equip-
ment found additional reasons to be
more than satisfied with their parti-
cipation in the Canadian Govern-
ment exhibit at Drupa ‘82 (Interna-
tional Fair, Printing and Paper) in
Duesseldorf, Federal Republic of
Germany, this summer.

". .. great exposure and fantastic
insight to other products,” one
exhibitor said, and another confirm-
ed this reaction, “. . . show orients
us to the export market worldwide.
Met many people who can be help-
ful to us in the trade. Learned what
our place is in the world market
and what we can and cannot
export. All very worthwhile.”

And summing up, a veteran trade
show exhibitor writes, “. . . our
involvement with Drupa has resulted
in the most successful trade show in
the history of our company.”

The eight companies in the Cana-
dian exhibit have projected that
contacts made at the show will
develop sales over the next 12
months of close to $20 million.
Their actual sales at the show were
made to buyers from many countries

West Germany, Belgium, Pakis-
tan, Columbia, Saudi Arabia, the

4

Philippines, the United States, Aus-
tralia, France, Italy, Austria,
Greece, Singapore, Italy, India,
Spain and England.

The Canadian exhibitors were:

¢ Arpeco Engineering Limited, Mis-
sissauga, Ontario — inspection
slitter/rewinder.

¢ Danube Electric Ltd., Delta, Brit-
ish Columbia — universal batch
counter and totalizer.

¢ Dexter-Lawson Products Limited,
Cambridge, Ontario — microcom-
puter cutter.

¢ Digitrol Computers Inc., Water-
loo, Ontario — guillotine cutter,
capable of retrofitting with micro-
computer to any make of cutter

¢ Profold Inc., Cambridge, Ontario
— letter folder machine.

¢ Pro Forms Ltd., Calgary, Alberta
— roll collator for manufacture of
snapout and continuous business
forms.

e Rotoflex International Inc., Missis-
sauga, Ontario — inspection slit-
ter/rewinder.

¢ Sanden Machine Limited, Cam-
bridge, Ontario — rotary offset
web equipment for business forms
and continuous application.

For three of the companies, Drupa

'82 provided a stage for the world

premiere of their new productions.
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Danube has produced a universal
counter and totalizer, the Batch
Counter, that can be used wherever
accurate and fast counting and
batching is required. Digitrol Com-
puter has designed a guillotine cut-
ter that can be easily retrofitted to
any cutter manufactured in the
world  the retrofit kit provides all
materials necessary to add the
microcomputer to the cutter.

Dramatically new is Pro Form's
roll collator for the manufacture of
snapout and continuous business
forms. The Pro-tect-a-form, devel-
oped with the co-operation of Grey-
hound Lines of Canada Ltd., is a
unique technique for handling small
package deliveries. It enables the
collating of a form contained within
a heat-sealed, adhesive-backed
polythene envelope. The company
was offering licensing arrangements
only and went into Drupa not know-
ing if this concept would sell or if
enough countries could use its prod-
uct. "We now know that our
approach was correct and that we
had seriously underestimated the
potential for our product,” Pro
Forms reports. "We enjoyed success
beyond our wildest dreams.”

The gains made by the Canadian
printing and bookbinding industry
in both domestic and export mar-
kets has been well above the
average.

Production of printing and book-
binding machinery and equipment
has increased from Cdn. $13.3 mil-
lion in 1970 to more than Cdn. $61
million in 1980 (latest figure) — an
average annual rate of 16.6 per
cent. Exports, which accounted for
some 35 per cent of industry ship-
ments in 1980, have increased at
an average annual rate of 11.4 per
cent from Cdn. $7.3 million in 1970
to Cdn. $11.4 million ten years
later. Although the United States is
the largest export market for print-
ing and bookbinding machinery and
equipment (about Cdn. $14.8 mil-
lion or 70 per cent in 1980), sales
elsewhere have been showing a
steady increase. In 1980 exports to
Europe accounted for more than 22
per cent or Cdn. $4.7 million of the
industry’s total exports.



ADAPTABILITY:

Seaboard’s Source of Success

by R. M. Shaw. Vancouver Regional Office
Department of Industry, Trade and Commerce
and Regional Economic Expansion

18 caboard is a good example of
how small individual produc-

tion units can work together to build
a successful export business while
retaining their individual iden-
tity”. . .so said Reginald L. Barclay,
Corporate Secretary of Seaboard, at
a Trading House Conference in
Ottawa, recently.

If you live on Canada’s west coast
you probably have heard of Sea-
board. If you don't, check the Finan-

cial Post directory of Canada’s top
500 companies and you'll find Sea-
board in the top 150, with annual
sales in the half-billion dollar range.
The company sells to more than 20
export markets and handles be-
tween 30 and 40 per cent of lumber
and plywood exported from British
Columbia overseas. The company
does not sell in Canada.

Seaboard is actually two com-
panies — Seaboard Lumber Sales

-

Seaboard salesmen from five countries visit one of the mills in B.C.

The versatile Seaboard
is actually two companies —
Seaboard Lumber Sales
Company Limited and
Seaboard Shipping
Company Limited.

Company Limited and Seaboard
Shipping Company Limited. The
lumber sales company handles mar-
keting of lumber, plywood and spe-
cialty products. The shipping com-
pany looks after the distribution of
these products, chiefly by ocean
transportation.

The sales company has offices in
seven countries and the shipping
company has subsidiary companies
around the world. Seaboard is also
no stranger to Canada’s trade
offices and works closely with the
trade commissioners.
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Seaboard is owned by 20 Cana-
dian wood products manufacturing
companies which, in total, operate
67 producing units in British Colum-
bia. In good times these companies
provide employment for some
18,000 Canadians. Each of the
shareholder companies has a direc-
tor on the board of each Seaboard
parent company. The owner com-
panies range in size from small
independent producers to large
corporations.

Things weren't always like this.
Sixty-three years ago B.C. lumber
mills were hurting, even as they are
today. Demand for export markets
was weak and competition was
cruel. The smaller individually-
owned mills, which were predomi-
nant at that time, didn't know much
about product specifications needed
in overseas markets.

After a lot of thought and discus-
sions within the industry and with
government, it was decided a co-
operative approach might be the
best way to attack the export mar-
kets. Ultimately, seven lumbermen
got together in Vancouver in 1919
to form a co-operative of mills
known as Associated Timber Export-
ers of B.C. Ltd. or “Astexo”, which
sold through export brokers to cus-
tomers overseas.

Singularly, although today there is
concentrated attention being paid
to increasing trade in the Pacific
Rim, this is nothing new. Back in
1919 Astexo was already wooing
China, Japan and Australia as well
as Britain and South African
markets.

he present corporate structure

was arranged in 1935. Sea-
board was formed to sell on a CIF
basis, and the new companies han-
dled their own sales and shipping
as Astexo was phased out.

The company is a success because
of its fundamental principles of
supplying what the customer wants
and delivery within the contract
period. It also deals only with repu-
table overseas customers and
agents, imposes tight quality control
and is prepared to be in the market
continuously.
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Ro/Ro vessels line up at Seaboard’s
North Vancouver terminal.

Seaboard has respond-
ed to the government's wish
that more processing be
done in Canada to provide
more jobs for Canadians.

‘I'o quote Reg Barclay: “A problem
experienced by Seaboard and
others in the export market is that
some suppliers look at export mar-
kets in a purely speculative manner.
When domestic markets are weak,
then they suddenly become inter-
ested and wish to get into the
export markets immediately. This is
difficult to do, even with the help of
our trade commissioners. Continuity
of service and supply is a key ingre-
dient to a successful export
business.”

That Seaboard lives by these prin-
ciples is apparent in the company's
reaction to the government'’s wish
that more processing be done in
Canada to provide more jobs for
Canadians. For years the company's
major products have been the stand-
ard grades and species of softwood
lumber plywood.

Then, five years ago, corporate
attention was turned to wood prod-
ucts such as doors, mouldings, win-
dows, spindles, particle board, door
components and the like. It pro-
vided many jobs in the industry as
sales increased to more than $10

=

million within five years and are
still growing.

The operation was marginal for
the first couple of years but the
company persevered. They saw a
real need to develop export sales
because the specialty suppliers are
usually small plants which need
access to export markets for profit-
able production.

Naturally, selling this sort of prod-
uct requires different techniques
from those required for the basic
wood products. So the company set
up a specialty products division
which has evolved a program that
depends heavily on promotion
around the world.

The company has put on seminars
in London and Utrecht and partici-
pated in a trade show in Tokyo.
Data sheets have been prepared on
each product and these are distrib-
uted to potential importers.

In addition, the company holds
courses in Vancouver for specialty
products salesmen from around the
world. A typical course recently saw
eight salesmen from Hamburg,
Utrecht, Tokyo, Paris and Sydney

Seaboard main terminal in North Vancouver with the Ro/Ro vessel Skaugran at the dock.

6
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Seaboard trade fair exhibit in Amsterdam.

visiting plants and mills to observe
the manufacture of products like
Crown Z-44, embossed panelwoods,
a range of manufactured wood and
plastic products, panel products,
shingles, shakes, profile panelling,
garden furniture and spindles.

They also attended product semi-
nars and lectures sponsored by sales
and marketing people from Sea-
board’s member companies. It was
an intensive course which expanded
the sales force's expertise on spe-
cialty products.

he company has also opened a

new showroom in the Seaboard
International Terminal in North Van-
couver, which is attracting visitors
from all over. The visitors are first
taken on a tour to see cargo binned
and loaded onto ships and then to
the showroom where finished panels
and specialty products are on view.

Visitors have included customers

from the United States, Italy, China
and Japan, journalists from France
and government representatives
from New Zealand and Japan. Other
visitors included Finnish retail
lumbermen and Canadian trade
commissioners.

Seaboard is also active in
research and development and one
of the new products, called “"Sea-
brite”, has been the answer to the
lumber dealers’ long-standing con-
cern over the shelf-life of hemlock
lumber. Seabrite treatment improves
the appearance of hemlock, provid-
ing the look of bright, fresh-cut lum-
ber even after months in open
storage.

Seabrite has successfully under-
gone year-long tests in the Eastern
and Southern U.S. markets in addi-
tion to extensive laboratory and
yard-testing by Seaboard mills in
British Columbia.

Seabrite provides more than just a
pretty face. The combined sealer
and anti-stain treatment is sprayed
on all sides of each piece of lumber
shortly after cutting, right at the
mill. This sealer prevents any fur-
ther wetting of the wood and acts
as a moisture barrier to prevent
Seabrite hemlock from drying too
rapidly.

The Seaboard product line makes
an interesting story but Seaboard
Shipping Company has an equally
interesting tale to tell. The company
has more than 350,000 deadweight
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tons of shipping capacity available
in 10 ships which it has on long-
term charter.

Four of these are the so-called roll
on roll off (Ro Ro) type, designed to
Seaboard specifications. They pro-
vide complete protection against all
weather and, with fewer handling
operations, result in a significant
improvement in out-turn condition
compared to conventional handling.

Unitized cargo and containers are
delivered to the vessel by the stern
ramp on trailers and distributed
throughout via internal ramps con-
necting the three main decks. The
cargo is then stowed in the ship
with forklift trucks.

Although the prime purpose of the
shipping company is to get the Sea-
board product to market, the
equally important secondary pur-
pose is to make sure the ships do
not return empty. Thus the Ro/Ro
ships can handle containers, wheel-
ed vehicles and heavy lilts, together
with steel, metal and other unitized
cargo.

On the Japan run, the ships go
out laden with Seaboard products
and often return with Japanese auto-
mobiles consigned to the United
States market. The ships have two
hydraulically operated auxiliary
decks which are positioned between
each of the main decks, giving a
total of nine separate decks of
varying heights.

Seaboard’s North Vancouver terminal
at night.



Quality Products, Aggressive Sales,
Highlight Diemaster’s Success
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we are running a very broad range
of operations under one roof.”

Some of the outstanding capabili-
ties of the company include turning
of metal parts with diamond tools
with four microinch finish, produc-

. ing 0.020 diameter holes through

8 mm (%16 in.) thick carbide; deep

hole grinding, the ability to work

Puer with tungsten carbide and exotic
materials with the hardness range
up to 44 Rockwell.

Non-traditional machining
includes a very diversified electrical
discharge machining department
that includes three CNC (computer
numerically controlled) machines
and four conventional machines.

All these processes are backed by
a sophisticated APT language CAM
system that is capable of generating

w———— complex surfaces and machining
with three-axis simultaneous action.

. The expansion of services offered
by Diemaster necessitated new facil-
ities and in April 1982 the company

Precision machining of high pressure valves for marine application at Die- moved into a new 6,130 m? (66,000

master’s plant.

” O ur goal is not to improve
over the competition, it is to

improve over ourselves.”

This is the philosophy of George
Yui, president of Diemaster Tool
Inc. of Mississauga, Ontario, which,
over the past 10 years, has devel-
oped strong domestic and overseas
markets for its quality products.

Started in 1972 as a tool shop
supplying to the electrical and elec-
tronic industries, Diemaster has
since expanded to provide machin-
ed aerospace and nuclear parts,
metal stampings from 15 to 500
tons. It designs and builds auto-
mated machines, dies, tools, jigs,
fixtures and moulds and the com-
pany now has plans to include pro-
ducing robots under licence for
manufacturing plants.

Mr. Yui attributes the success of
the company to the strong engineer-
ing skills and demanding quality
control it insists on. “As an engi-
neering firm with a total capability,

8

sq. ft.) facility human engineered

Hazel McCallum, Mayor of Mississauga, the Hon. Herb Gray and
George Yui, Diemaster president, open the company’s new plant.

Emphasis on rigid quality control plus its
strong, well-established engineering skills are fac-
tors which have helped Diemaster win strong
domestic and foreign markets for its precision-
made, high quality products.
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with the latest ergonomic approach
to productivity.

“The balance of work is in tool-
room activities where inspection
stages are built into each man's
workplace and he is responsible not
only to inspect what he is doing but
to build the quality into our prod-
uct, because it is impossible to
inspect the quality at a later stage,”
according to Mr. Yui.

"I am very proud of that fact,” he
said, “"because this is the result of
many years of what I call building
an infra-structure. We are always in

to establish contacts, particularly
with U.S. manufacturers.

In response to the company's
capabilities and its aggressive
marketing, the Department of
Industry, Trade and Commerce has
provided assistance under both the
Detence Industry Productivity Pro-
gram (DIPP) and the Program for
Export Market Development
(PEMD). The former was used for
the acquisition of advanced machi-
nery and equipment.

The DIPP program will share the
costs of establishing a Canadian

A view of Diemaster’s ergonomically designed manufacturing plant for improv-

ed productivity and quality.

the process of consistently improv-
ing our systems and facilities and

will definitely not stop at the point
we are at now.

"“Our quality control system is
designed as a reject prevention sys-
tem, constantly evaluating process
capabilities via statistical control,
having zero defects as an ultimate
objective.”

Early in its career, Diemaster
embarked on a carefully planned
marketing strategy which included
export ventures. Considerable
importance was attached to person-
al visits by company representatives

company as a qualified supplier of
defence or defence-related products;
non-recoverable costs related to
foreign government requests for
defence-related product develop-
ment or production; acceptable
R&D costs; or the acquisition of
advanced capital equipment.

The PEMD program involves a 50
per cent contribution to the costs of
export marketing trips and attend-
ance at recognized trade fairs over-
seas. Such contributions are repay-
able in the event of sales in the
areas being visited under the
program.
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As a result of these programs and
visits to Diemaster of incoming mis-
sions of potential buyers, combined
with aggressive follow-up, numerous
invitations to bid have been receiv-
ed and orders secured.

Successful bids include: compres-
sor shafts for the Avco Lycoming
turbine engine for the Canadair
Challenger; and machined parts for
TRW in Ohio and for Sanders and
Associates. These orders currently
total in excess of $2 million.

Jet engine parts are in the cate-
gory of critical and are basically
classed in two groups, one station-
ary (less critical) and the other
rotating (extremely critical). In
order to quality for manufacturing
rotating parts, the company had to
go through a very rigid inspection
to become an approved source.



Peter N. Fodor of Electrovert Ltd. has had extensive
business experience in dealing with the Pacific
Rim/ASEAN countries. Here he talks of those
experiences and offers valuable insights for others
hoping to do business in these areas.

Hop on the Orient Express

first went to the Western Pacific

in 1964. I had no preconceived
notions of what I would find. The
accepted view of the Western Paci-
fic was that it was a group of back-
ward countries having little industry
worthy of technological mention,
and a population which is well
behind us culturally and economi-
cally. I suppose my thoughts of
what I would find were tainted by
this very grave misconception of
what the Orient held.

The day I arrived in Japan I real-
ized that the Orient had what most
of us in the West would dearly love
to have  a population dedicated
to developing itself into the major
force in the industrial world.

It was not a coincidence that I
went to the Orient in 1964 for it
was at that time that the Japanese
were earnestly entering the electro-
nics age. Electrovert was contacted
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to find out whether our equipment
could be supplied to Japan. Many
companies had been approached
and most took the position that the
Japanese were looking at their prod-
ucts with a view to copying them
and becoming competitors. No
doubt that kind of plagiarism did
and does exist, and has created fric-
tion between Japan and the Western
World. But we felt the Japanese
were interested in technology not
only to copy but also to use.

The Japanese have never stopped
looking to the West for new technol-
ogy, new ideas and new products.
The culture and tradition of Japan
has not encouraged individual tech-
nical creativity so, as long as we
can supply them with new products,
there is a vast market available. Ii,
as a supplier to Japan, you do not
continually introduce new technol-
ogy and new products, then indeed

s
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formidable competitors will emerge.
This kind of competition I consider
very healthy. It keeps the company
on its toes and allows for creative
thinkers to remain the most impor-
tant asset that we have here in the
West.

Obviously my suggestion does not
apply to all products but Electrovert
has been relatively successful in the
Japanese market because we have
not tried to compete with the Japa-
nese at their own game. We have
emphasized the creativity and the
individualism of each member of our
company, thus coming up with tech-
nology which has always been and
will always be one step ahead of
the Japanese competitor. When a
Japanese manufacturer wants the
state-of-the-art equipment he turns
to us.

The lower end of the market in
Japan is lost to us. Competitors who
copied us many years ago are sup-
plying this end of the market, but it
is less lucrative and less exciting.

The most difficult aspect of the
Japanese market is the vast cultural
difference between Japan and the
rest of the world. The Japanese have
over the years created a cultural
island. The social interplay between
individuals and groups is so unique
that most of us cannot relate to
what is going on around a confer-
ence table. Decisions are always
made by a group, never by an indi-
vidual. And even when an individ-
ual seems to be the ultimate man-
ager who does all the talking and
who does most of the thinking,
before his thoughts are turned into
action they have to be 'blessed’ by
the rest of the group. This type of
decision-making is slow and leads to
frustration for Western businessmen
who often blame or praise individ-
uals for decisions which really were
made by the group as a whole. This
leads to embarrassment and an ulti
mate breakdown in communications.

Although decisions in Japan are
very slow in coming, action after
decisions is extremely fast because
everybody is pulling together. It is
for this reason that the Japanese
can progress so rapidly.



The rest of the Orient is made up of
many small countries plus China, and each
country has its own unique features and
modus operandi. In the electronics industry
each country has taken a portion of what is
known as off-shore operations from the West-

ern world.

Any deviation from consensus will
lead to tremendous problems. I am
sure you have read about the Narita
Airport which was built against the
will of the residents around the com-
munity of Narita, and to this day,
after more than three years, there is
still no peace and the airport is still
surrounded by armed guards.

In Japan the rule of consensus
prevails.

While “consensus management
seems to have advantages, which
have been underlined by the tre-
mendous success of Japan, it also
has two very great shortcomings.
Consensus discourages individual-
ism. The type of original thinking
which is needed for research and
development is in short supply and
individualism needed for salesman-
ship is hard to find. In both areas
the Japanese are vulnerable. It is
suicidal to try to take the Japanese
on at their own game — marketing
and innovation. That is not to say
you should not use marketing tech-
niques and should not innovate, but
for success in Japan you must out-
sell and out-R&D your Japanese
competitors.
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he rest of the Orient is made up

of many small countries plus
China, and each country has its
own unique features and modus
operandi. In the electronics industry
each country has taken a portion of
what is known as off-shore opera-
tions from the Western world.

Korea is in some respects the most
advanced, and despite the differ-
ences between Japan and Korea,
the Koreans are trying very hard to
structure their industrial growth by
copying Japan's success. The

Korean market was of interest to us
fairly early as it was in Korea that
many manufacturers were having
their radios and televisions assem-
bled. Based on this start, the Korean
electronics industry grew at a fairly
rapid rate and today simple com-
puter systems are being made.

The infrastructure of the Korean
economy is not as solid as the
Japanese, so Korea is going to give
all those who are active there a
“roller coaster” trip for the next
three to four years. Despite this, the
Korean electronics industry is going
to continue to grow. Many of the
largest electronics companies from
the West are actively involved in
setting up ventures in Korea. The
work ethic of the Korean population
makes it a worthwhile place to
invest. In Korea the lifetime employ-
ment concept does not exist so it is
difficult to find an agent who will
remain faithful to your products.
The cost of constant retraining is
great but the market is there so you
must do it.

Taiwan is one of the fastest grow-
ing countries in the Western Pacific.
With the re-emergence of China,
Taiwan is seeing itself in a very pre-
carious position. She feels that she
is being abandoned by the West,
and to some extent this is true. But
Western businessmen would be fool-
ish not to continue viewing Taiwan
with a positive and optimistic eye.
The electronics industry is growing
fast. Chinese mental agility, quick
response to meet challenges com-
bined with dedication to the free
market economy in Taiwan, have
created a very buoyant and success-
tul group of companies which are
not only off-shore operations of
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Western or Japanese manufacturers,
but many of them are home-grown
companies of Taiwan. Selling in
Taiwan is a very straightforward
matter. The Chinese relate well to
Western culture and ways of doing
things. After Korea and Japan, Tai-
wan is a piece of pie. The agent/
distributor customer relationship is
pretty well the same as we are used
to.

Basically the Chinese are a very
pragmatic people and realize that
being a separate state from main-
land China has its limitations. The
People’s Republic of China and the
Republic of China, i.e. Taiwan, are
aware of eachother's needs and
eachother’s advantages. Being an
island, Taiwan can, and will, con-
tinue to be isolated in one way or
another from the People's Republic
of China. Despite this, there are no
direct commercial or political ties
between People's Republic of China
and the Republic of China. Trade
goes through third countries such as
Hong Kong, and the Chinese in
their wisdom have acknowledged
the fact that Taiwan is part of the
P.R.C. by not charging any duty on
any goods imported from Taiwan
via Hong Kong. After all, in their
eyes, Taiwan is but a Province. Tai-
wan is a valuable, fast-growing mar-
ket for our products and we antici-
pate will be so for many, many
years to come.

H ong Kong is perhaps the most
exciting place in the Orient, if
not the world. It offers opportunities
in virtually any field. As a financial
centre it is eminently important and
successful. It is a tax-haven for the
rich and a haven of opportunity for
the poor. Hong Kong has virtually
every imaginable industry and per-
haps the most important aspect of
the Hong Kong industrial structure
is that it is one of the few accepted
routes to the vast Chinese market.
But as a Crown Colony of little
value to the British, Hong Kong is
not without her problems, and
having an arrangement with the
People's Republic of China for a
99-year lease for most of her land,
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which is soon to expire, does not
make for stability and confidence in
the future. There are many who are
rather nervous about China's atti-
tude towards the expiration of the
lease. Any basis for this nervousness
is quickly dispelled, however, when
one considers that after all Hong
Kong is indeed the corridor for
China to the West. There is little
likelihood the Chinese in Peking will
be so shortsighted as to close this
window and to limit their ability to
communicate with the West.

Our market in Hong Kong has
some rather odd and unique fea-
tures. Because of space and loca-
tions, virtually every factory is
multi-storey so often you find your-
self selling production machines per
floor, rather than per project. The
machines, however, which you do
sell have to be compact and easy to
move.

Hong Kong itself will no doubt
become saturated soon. There is no
more space for growth but from
Hong Kong there will be more and
more shipments made to what is
called the new territories now and
to duty-free zones which will
become an extension of Hong Kong
in coming years. It is not beyond
imagination that the migration
which has so steadily been from the
North to the South will turn and
people from Hong Kong will go
back up North where opportunities
will alight through the opening of
the border between Hong Kong and
Mainland China.

There are duty-free zones which
are now being set aside which in
fact are already encouraging this
kind of mobility. Businessmen are
investing in projects which will
bring about enticing housing and
industrial estates. Our market is
growing in Hong Kong, but we will
have to roll with the punches and
sell, sell and sell.

ingapore deserves separate
mention. It is probably the
most efficiently run community in
the Orient. It is one of the few coun-
tries of the world where a multi-
racial society exists in harmony and
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is pulling towards one goal. While
the Quebec government is strug-
gling to make its Law 101 under-
stood, a simple decree by the Prime
Minister of Singapore to make Man
darin the common Chinese lan-
guage has been heeded by the
whole Chinese population of Singa-
pore and is being endorsed as a
vital economic step in the right
direction in view of China's growth.
This is Chinese pragmatism at its
best.

Singapore, because of her very
stable government, is an attractive
place to invest and indeed many
major companies in the electronics
industry are investing heavily in
Singapore's future. Singapore’s deci-
sion to up-grade its industry is
going in the right direction and will
no doubt bring benefits to its popu-
lation. The limitation obviously is
space and while it is decreasing in
availability it is not as crowded as
Hong Kong, so there is more to
come.

Just north of Singapore, Malaysia's
ability to supply inexpensive hard-
working and relatively well-
educated labour has attracted
industry. As opposed to Singapore
where Malays, Indians and Chinese
are all living harmoniously together,
Malaysia has a racial problem. Per-
haps this is the only factor that
holds back Malaysia’s growth. Inves-
tors are nervous and are not as will-
ing to commit large sums of money.

The marketing of Electrovert prod-
ucts in Malaysia as well as in the
rest of the ASEAN countries, is han-
dled out of our Singapore regional
office. Because the large majority of
the companies which are active in
the ASEAN are off-shore operations
of European or American corpora-
tions, decisions are often made by
Westerners who feel somewhat iso-
lated and who feel the need of a
local permanent presence by the
manufacturer. This has prompted us
to open a regional office in
Singapore.

The ASEAN community is made
up of Singapore, Malaysia, the Phil-
ippines, together with Indonesia and
Thailand. These five countries are
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very different from one another and
I have individually dealt with Singa-
pore and Malaysia for Electrovert.
The Philippines is the only other
important country in the ASEAN
group. Thailand and Indonesia are
both growing and no doubt will
have a market for our products.
Indonesia already has approximate-
ly 30 television radio assembly facil-
ities but they have not gone beyond
this point, and with the depressed
consumer electronics market world-
wide I don't anticipate either Indo-
nesia or Thailand are going to
become a major market for our
products for the next several years.

The Philippines, with Ferdinand
Marcos as the stabilizing influence,
has attracted considerable invest-
ment from many developed coun-
tries. Philippines, together with
Korea and Taiwan, have become
the semiconductor manufacturing
centre for the world. While the finer,
more delicate work is done in
sophisticated plants in the Silicon
Valleys of Ottawa, California and
Kyoto, final assembly and produc-
tion of integrated circuits is often
done in one of the low cost coun-
tries of the Orient. In most of the
Pacific countries so much technol-
ogy comes from the West, so specifi-
cations for capital equipment often
come from the parent company in
Germany, United States, or Japan.
For this reason a strong presence in
the parent country is vital. Without
the endorsement of the home office
the products won't be bought, and
at the same time without a strong
technical presence in the Orient
where the facility is, the parent
company will not recommend the
use of your products.

The world of electronics is
growing.

The use of electronics is present in
every facet of our lives — in fact
through electronic communications
the whole world is becoming smaller
and more compact. The Pacific is
approaching the Atlantic. It is vital
that for success in the Pacific you
are also active in the countries of
the Atlantic.

No market is an island unto itself.



MEMO

TO: Canadian Businesses and Entrepreneurs (in
response to your many requests for information)
FROM: Trade and Structural Analysis Directorate,
Office of Policy Analysis, Department of Industry,
Trade and Commerce and Regional Economic
Expansion

RE: The International Trade Data Bank

I nternational trade is an extremely
important factor in Canada’s
economy and, in fact, some see it as
the answer to many of our present
economic woes.

However, to be able to compete
effectively in world markets, you
need all the information you can get
to assess the export potential of
your products.

There now is a tool available to
you — the International Trade Data
Bank (ITDB) maintained by the
Department of Industry, Trade and
Commerce/Regional Economic "
Expansion (IT&C REE). The informa-
tion in the bank is based on data &
received by IT&C REE on computer
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tapes from the Statistical Office of
the United Nations. It includes
export and import flow data for 66
trading nations as well as for group-
ings such as the EEC or OECD. The
reporting countries provide the des-
tinations of their exports and the
origins of their imports. At present,
the ITDB has information for some
2,600 individual commodities in
files running from 1962 to the most
recent current year (1981).

The statistics of exports and
imports broken down by type of
commodity and country of origin or
destination are natural starting
points for research into foreign mar-
kets. The bank can be a valuable
tool to help identify product and
market areas for Canadian exports.
A manufacturer can assess the rela-
tive attractiveness of trade in partic-
ular markets with reference to past
performances measured by trade
statistics.

The individual marketing execu-
tive requires statistics on the per-
formance of foreign competitors in
the same product line as well as
statistics on whether the market as
a whole is expanding or contract-



ing. He will need to identify his
major competitors and seek statistics
to justily, or at least to suggest, why
Canadian products have gained or
lost their share of the market.

The data bank is most useful to
smaller businesses lacking the
means of obtaining their own export
data. People who do not know the
export business but who are curious
about the possibility of getting into
foreign markets can be supplied
with some good basic data on what
the import situation is in the report-
ing countries and who the present
suppliers are in terms of other
countries.

Trade statistics by no means pre-
empt other sources of export intelli-
gence. However, they do provide a
firm basis for any detailed study of
export conditions and prospects.

The information in the data bank
is meant to indicate market trends
and trade performance comparisons
rather than provide hard figures on
sales opportunities. The UN statis-
tics cannot be taken as absolute
since discrepancies occur among
the different countries’ trade data,
for various reasons. Also, in some
cases, the method of classification
used is too broad to be useful in
certain product areas.

COUNTRY SERIES TABLE COUNTRY SERIES

Canada’s Shares of Total Imports of Manufactures
This represents the imports as reported by Australia for into Australia 1976 to 1980

the years 1976 to 1980 for batteries and electric accu-
mulators and parts thereof n.e.s. The countries of origin
(suppliers) are listed across the top of the table and the
years are shown down the side. The imports from
Canada and Canada’s percentage of the share of Aus-
tralia’s total imports of the selected commodity are also
shown. This same type of data can be extracted from
the International Trade Data Bank system for any of the
reporting countries or any of the commodities listed.

COMMODITY MARKET SHARE REPORT COMMODITY SERIES —

SERIES TABLE YEAR 1980

SITC — 778.1 — Batteries and Electric accumulators, and parts thereof,

This table lists the total exports n.e.s.

from OECD countries, from Canada  Canada’s share of exports for 24 OECD supplier countries to the world

and from 12 selected OECD coun-
tries for the year 1980 to a number
of countries of destination. Canada's
exports to the individual countries
are shown with a percentage share
of all OECD's total exports to the DESTINATION
same geographic destinations. This
same type of table can be produced
from the International Trade Data
Bank system for any type of commo-
dity listed.

EGYPT

CONGO
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However, the use of the Interna-
tional Trade Data Bank can provide
the first step in making export
plans. It then can be followed by
the detailed research demanded by
the major step of entering world
markets successfully.

Until recently, the data bank has
been used mainly by government
agencies and departments and aca-
demic organizations for a variety of
purposes. Now it is available to
anyone wishing to make use of it, at
minimal cost, on request.

A detailed explanation of the
International Trade Data Bank
system and general specifications as

well as examples of printouts can
be obtained from my office. Also,
with this memo I include two tables
giving examples of some of the
types of information available from
the bank.

Richard Brown

Project Leader

Trade and Structural Analysis
Directorate

Office of Policy Analysis
Department of Industry, Trade and
Commerce and Regional Economic
Expansion

235 Queen Street

Ottawa, Ontario

K1A OHS

Tel: (613) 996 9041

i)

Thousands $ U.S. (current)

U.S.A. UK. France Italy
($000 U.S. Current)
SELECTED OECD COUNTRIES

DEN- w. NETHER- SWITZER-
JAPAN | BEL-LUX MARK FRANCE GERM. ITALY LANDS UK. AUSTRIA | SWEDEN LAND
290,034 | 140,612 52,713 187,544 | 295,342 |54,293 51,415 246,206 | 58,948 60,507 60,510
2,364 1,912 161 1,564 1,383 758 . 34 16,311 1 29 403
1,965 52 18 9,215 737 661 1,087 3,701 477 116 222
1,884 N/A 2 300 3,443 1,268 246 760 442 123 72
34 1,495 N/A 2,782 105 394 801 797 174 36 519
239 6 N/A 89 60 120 1 838 68 294 3
3 61 2 2,217 22 887 19 159 516 70 6
1,409 N/A N/A 477 636 734 649 2,665 482 408 203
669 70 17 2,336 915 18 1 126 1 N/A 8
N/A N/A N/A 8578 1 N/A N/A N/A N/A N/A 2
1 N/A N/A 212 2 N/A N/A N/A N/A N/A N/A
829 N/A 71 524 407 N/A N/A N/A N/A N/A N/A
19 N/A N/A 1,229 530 1 5 15 N/A N/A 1
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Small and medium sized businesses are the back-
bone of the increasingly important Canadian tour-
ist industry. This article, specially prepared for
Canada Commerce by the Canadian Government
Office of Tourism, describes some of the programs,
assistance and financial incentives available

for...

TOURISM

— Big Business for Small Businesses

uring economic hard times,

businesses in the tourism indus-
try may find it increasingly worth-
while to investigate free government
programs, technical assistance and
government loans and financial
contributions.

On the receiving end, government
officials will be increasingly in
demand as sources of economic fore-
cast and investment intelligence.
Because tourism is a labour-
intensive industry employing skilled
and semi-skilled workers, the federal
government is making tourism one
of its priority industries.

Small businesses may see new
government programs designed to
help them make investment and
expansion decisions. The govern-
|

D

ment's tourism agency, the Cana-
dian Government Office of Tourism
(CGOT), is assessing the concept of
acting as a broker to bring invest-
ment money together with develop-
ment opportunities.

Says Bob Duncombe, director of
tourism industry evaluation and
improvement at the Canadian Gov-
ernment Office of Tourism, “"We're
the people who know that the left
arm is looking for the right arm. We
would be looking for both Canadian
and foreign developers and inves-
tors, with the priority on
Canadians.”

If economic uncertainty persists,
businesses will likely be stepping up
their search for government loans
and contributions. Business in tour-

v e -
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Skiing enthusiasts at Whistler Town Centre, British Columbia.
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ism translates as small business —
100,000 businesses that are spread
across six time zones and over
6,500 kilometres (4,040 miles). For
these people, the key is to know
what kind of assistance is available
and where to find it.

Every small business in the tour-
ism industry should get acquainted
with the tourism program officer at
the regional office of the Depart-
ment of Industry, Trade and Com-
merce (IT&C).

When IT&C joins with the Depart-
ment of Regional and Economic
Expansion (DREE), its 10 regional
offices and CGOT will come under
the new department so formed. The
creation of this new department
reflects the federal government's
emphasis on regional sensitivity and
signals the launch of a national
effort to find international markets
for products and services produced
in every region of Canada.

DREE's regional structure and
knowledge of business opportunities
in the regions is to be comple-
mented by IT&C and CGOT's
national expertise and access to
foreign markets.

With DREE, IT&C and CGOT in
one department, small businesses in
tourism should find it easier to get
technical and investment advice as
well as quicker access to informa-
tion about no- and low-interest
loans, forgiveable loans (foregive-
able if the business meets its com-
mitments) and grants.

In the next few years, businesses
can expect to see the tourism spe-
cialists at the new department
strengthen their ability to analyse,
interpret and communicate informa-
tion about marketing and develop-
ment opportunities.

A new project underway is a com-
puterized system to match markets
with tourism services and facilities.

"In the future,” says Ray Desjar-
dins, “we're going to have to re-
spond to rapid change. Because of
the economic situation, people don't
have as much disposable income
and they'll be making a trade-off
between travel and other discretion-
ary purchases. When they do travel,
they may well go shorter distances.”



Desjardins is the tourism develop-
ment officer working on the system
which will analyze products and
market intelligence.

“The benelit of this kind of system
is that tourism businesses will have
access to detailed background infor-
mation to use as a guide in making
decisions.”

Currently, under tourism agree-
ments between the federal, provin-
cial and territorial governments,
CGOT and DREE have approved
financial contributions for resorts,
hotels and restaurants for upgrading
restored buildings housing small
businesses, major tourist attractions
such as the Fortress of Louisbourg,
Kings Landing Historical Settlement
and Place Royale, special events
such as the Festival du Voyageur in
Winnipeg, and even a river rafting
company on the Ottawa River.

Nearly a quarter of a billion dol-
lars is being spent over a four-year
period.

It goes to all sizes of businesses,
from a $14,000 forgiveable loan
from the federal government to help
upgrade the road to Lake O'Hara
resort in Yoho National Park to
6 million federal dollars to the
mammoth year-round resort at
Whistler, B.C.

The Whistler complex of two
mountains to ski, golf course, five
lakes, shops, major hotel and con-
vention facilities is costing over half
a billion dollars. Federal and pro-
vincial contributions to infrastruc-
ture eased the way for the small
businesses that make up much of
the Whistler-Blackcomb complex.

"We like to create incentives for
further development,” says Karl
Knechtel, director of tourism devel-
opment for Western Canada. "We
like to put it into planning studies
and infrastructure. . .planning
design studies, pipes, sewers, ski
hill equipment as well as buildings.
We stay away from operational sub-
sidies and from buying helicopters,
vans or other moveable assets. They
should be the responsibility of the
developer, the entrepreneur.”

On a smaller scale, in Dawson
City, Yukon, a federal/territorial
agreement paid $120,000 for

With DREE, IT&C and CGOT in one
department, small businesses in tourism should
find it easier to get technical and investment
advice as well as quicker access to information
about no- and low-interest loans, forgiveable
loans (foregiveable if the business meets its
commitments) and grants.

facade improvements to a number of
small businesses. Dawson City's his-
toric streetscape and wooden side-
walks are a slice of living history,
recreating the days when the North
was stampeded by thousands of
prospectors who pitched their tents
and panned for gold.

Today, it's the tourists who come
and, now as then, Dawson City
doesn't have enough places for peo-
ple to stay.

A recent contribution of $330,000
has been made toward new hotel
and motel units, leading to $2 mil-
lion in private sector investment.

Like Dawson City, Prince Edward
Island has a beautiful product to
sell — sand beaches, tourist attrac-
tions and relaxing atmosphere —
but not enough hotels and
restaurants.

CGOT is administering $5.4 mil-
lion that the federal government has
allocated to tourism development on
the island. About 120 applications
for financial contributions have been
approved for upgrading accommo-
dation, restaurants and attractions
and assisting new hotels, motels and
attractions in areas chosen for clus-
ter development.

Businesses and tourist associations
will receive money for feasibility
studies, marketing plans and invest-
ment prospects. Other funds will
pay for professionals to plan land-
scaping, establish financial manage-
ment systems for individual busi-
nesses, or organize group study
tours. Applications are still being
received. This is the first initiative
by the federal government to admin-
ister a tourism grant program direct-
ly — asking the provinces for plan-
ning assistance only.

At Trinity, Newfoundland, an
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Ottawa Newifoundland agreement is
putting $650,000 into restoring the
exteriors of historic buildings. This
fishing and whaling community will
eventually look the way it did in the
late 1800s.

The Hiscock House (including the
interior), an old store dating to the
1820s, two churches and parish hall
are among buildings receiving
attention from this five-year project,
part of a plan to attract visitors to
the Bonavista Peninsula.

Sixteen million dollars will be
spent in Manitoba by Ottawa and
Manitoba over the next three years.
This capital assistance program will
help local governments, non-profit
groups and businesses improve and
increase tourist facilities and attrac-
tions in Winnipeg and rural Mani-
toba. Project applications are being
accepted now.

The Lodge at Lake O’Hara, Yoho
National Park, British Columbia.
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Reconstructing the past — historic Fort
Louisbourg, Nova Scotia.

s well as encouraging the

development of new facilities,
CGOT'’s job is to market existing
attractions.

To help tour operators, CGOT
offers a Canada Marketing Assist-
ance Program under which domestic
and foreign tour operators and
wholesalers selling Canadian desti-
nations may receive up to $25,000
to promote and develop existing
and new packages.

CGOT also produces colour tour
shells and folders for small pro-
moters. They can overprint their
name on the cover, list their itinera-
ries inside, and have a colour folder
for the price of black and white.
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CGOT receives about 1,800
publications from small businesses
— resorts, motels, fishing lodges,
amusement parks, museums — and
forwards them to Canadian govern-
ment embassies or consular offices
which have a tourism program (at
present, 14 in the U.S. and seven
overseas).

In addition, CGOT-Ottawa has a
contingent of travel counsellors who
give information to tourists over
direct telephone lines from New
York, Montréal and Toronto.

Travel agents may call these
counsellors collect from anywhere in
Canada. In response, they send out
rafts of pamphlets and provincial
literature. More than 600 tons a
year.

CGOT also produces how-to
manuals on the design of restaur-
ants, motels or campgrounds, and is
hoping to transform these manuals
into video cassettes that can be
used on educational television.
Development officers are working
with the Tourism Ontario association
to develop a course on financial
management planning for the Cana-
dian lodging industry.

CGOT's audio-visual production,
“The Hottest Game in Town”, is
used for training programs to
explain to hotel and restaurant
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employees how important tourism is
to this country and its communities.
Anyone holding a training seminar
can get free posters, buttons, dis-
play cubes and films from CGOT.
The Canadian Travel Film Library
lists over 110 titles. The films are
used by the travel trade for “Can-
ada Nights”, training seminars for
travel agents, and are also kept by
resorts for rainy evenings.

Next year, CGOT will release the
results of the National Tourism Man-
power Study which is looking into
the problems of mobility, turnover
and lack of career opportunities in
tourism.

Right now, CGOT is helping the
alpine ski industry survey wages
and benefits paid by ski operators.
The industry wants to compare their
salaries and performance with those
of other small businesses. At the
same time, they will develop finan-
cial yardsticks to measure economic
health, to provide a framework for
decision making by investors.

Every year, CGOT co-ordinates
Rendez-vous, an enormous sales

REGIONAL OFFICES

B.C./YUKON

Peter Maundrell
Tourism Development
708-1175 Douglas Street
Victoria, British Columbia
V8X 2E1

Tel: (604) 388-0261

Don Cameron
Tourism Marketing
Bentall Centre

P.O. Box 49178
595 Burrard Street
Vancouver

British Columbia
V7X 1K8

Tel: (604) 666-2779

ALBERTA

Peter Hann

Tourism Marketing
Richard Crouch
Tourism Development
The Cornerpoint Building
Suite 505

10179 - 105 Street
Edmonton, Alberta
T5J] 3S3

Tel: (403) 420-2944
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Sunlight and white walls, church at
Trinity Bay. Newfoundland.

forum where Canadian hotels, tour
operators, airlines, outfitters and
attractions can promote themselves
to potential buyers from around the
world.

CGOT also serves as an umbrella
organization for co-operative sales
presentations by the Canadian
meetings and incentive travel
industry. CGOT does much of the
organizational work to bring Cana-
dian suppliers to marketplaces and

annual conferences such as those of
the American Society of Association
Executives.

When a Canadian member of an
international association goes
abroad to bid for a convention to be
held in Canada, CGOT can help
with the financial details for the
bid, airfare and reception overseas.

CGOT has a host of other pro-
grams: editorial writers who send
out travel stories on small outfitters
that have led to full occupancy; a
publications section that produces
maps, a quarterly events listing,
and Touring Canada, an auto tour-
ing manual which resorts and hotels
can order through the regional
offices.

Tourism is an industry of the
future. Tourism industry develop-
ment will help Canada recover from
recessionary times. In tourism we
can take our geography, our striking
landscapes and many man-made
attractions and turn them into prod-
ucts we can sell. This makes tourism
a resources industry, using primarily
renewable resources.

Period setting at King's Landing, New
Brunswick.
This is one reason tourism will be

receiving more and more attention
from the federal government.

Small businesses in tourism
stand to gain from the host
of government programs
designed to boost travel to
Canada and support the
growing number of Cana-
dians employed in tourism.

SASKATCHEWAN

Rod Fraser

Tourism Marketing and
Development

2002 Victoria Avenue
Room 980

Regina, Saskatchewan
S4P OR7

Tel: (306) 359-5020

MANITOBA

Gray Gillespie
Tourism Marketing and
Development

386 Broadway Avenue
Manulife House

Suite 504

Winnipeg, Manitoba
R3C 3R6

Tel: (204) 949-2381

ONTARIO

Don Alexander
Tourism Marketing
Wayne St. John
Tourism Development
1 Canadian Place
Suite 4840

P.O. Box 98
Toronto, Ontario
MS5X 1B1

Tel: (416) 369-4951

QUEBEC

Sylvie Bédard-Giganteés
Tourism Marketing

685 Cathcart Street

Sth Floor

P.O. Box 1270
Montréal, Québec

H3B 3K9

Tel: (514) 283-2530

Michel Roy

Tourism Development
2 Place Québec

Suite 620

Québec, Québec

G1R 2B5

Tel: (418) 694-2201

ATLANTIC PROVINCES
Ann Thompson

Senior Representative
Atlantic Region

1124 Duke Tower
Scotia Square

Halitax, Nova Scotia
B3] 1P3

Tel: (902) 426-7540

NOVA SCOTIA

Carol Ann Michael
Tourism Marketing and
Development

1124 Duke Tower
Scotia Square

Halifax, Nova Scotia
B3] 1P3

Tel: (902) 426-7540
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PRINCE EDWARD
ISLAND

Richard Young
Tourism Marketing and
Development
Dominion Building
31d Floor

97 Queen Street
P.O. Box 2289
Charlottetown

Prince Edward Island
ClA 8Cl1

Tel: (902) 892-1211

NEWFOUNDLAND
Marlene Macke
Tourism Marketing and
Development

215 Water Street

7th Floor

St. John's, Newfoundland
Al1C 6C9

Tel: (709) 772-5511



Since March 1981, Canada Commerce has pre-
sented an overall view of Canada’s energy picture
which, while it is among the most favorable in the
world, still requires a good deal of attention by all
sectors of the economy. In the first article, “Dollars
and Cents of Energy Conservation — Manufactur-
ing Sector Mobilizes Voluntary Forces”, Commerce
outlined how 16 major industrial sectors had been

organized to cut their energy requirements per
unit of production by up to 35 per cent. In this, the
last of the eight-part series, Commerce’s Bob
McDonell examines the Industrial Energy Research
and Development Program.

New Thrust in Industrial
Energy Conservation

Since their inception in 1975 at
the first Government Industry
Conference on Energy Conservation,
voluntary committees established by
Canadian industry for energy con-
servation have succeeded in reduc-
ing industry’s energy requirements
per unit of production by substantial
amounts.

To continue this trend to energy
efficiency the federal government,
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through the Department of Industry,
Trade and Commerce and Regional
Economic Expansion, has announc-
ed an increase in the funds allo-
cated to the Industrial Energy
Research and Development program
(IERD).

The program, which was estab-
lished in 1977, is aimed at encour-
aging Canadian industry to under-
take research and development of
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new products, processes and equip-
ment that will reduce energy con-
sumption. Changes in the program
allow a broader application to
energy conservation projects
throughout industry, and funding
has been increased significantly
over earlier levels.

While the voluntary energy con-
servation committees have been suc-
cessful in reaching their goals
through better housekeeping, use of
waste process heat and other meas-
ures, Canadian industry, with its
built-in climatic disadvantage, must
further increase its energy efficiency
to remain competitive on world mar-
kets. Major reductions are now more
dependent on costly research and
development and, therefore, support
for such efforts have been made
available under IERD.

Support Available

In most cases, the IERD contribution
will be for up to 50 per cent of the
total estimated cost of an approved
project. However, the sharing ratio
will depend on the degree of techni-
cal risk, the magnitude of potential
energy savings and the degree to
which the technology developed can
be used by other companies.

Allowable Costs

¢ Direct labour

¢ Direct material

® Travel

¢ Consultation fees and other out-
side services

¢ A reasonable proportion of over-
head and general and administra-
tive expenses

¢ Costs of specialized equipment,
prototypes and pilot plants; if these
are sold or transferred to commer-
cial use, the organization must
repay to the Crown its share of the
proceeds or the fair market value of
the item.

Capital costs for buildings, machi-
nery and laboratory equipment are
not allowable.

Title to Results

Ownership of equipment, technical
data, designs or process reports
arising out of or resulting from the



project will vest in the organization
and remain its property. The organi-
zation will be required to promote
the widest possible transfer and use
of the technology in Canada by
commercial exploitation through
product sale, process licensing or
publication of information.

Who is eligible

With the exception of Crown corpo-
rations, all companies established in
Canada, formal or informal group-
ings of companies or individuals,
trade and research organizations
and consulting firms are eligible for
assistance from the IERD program.

Criteria

The following major criteria
should be met:

¢ Availability of appropriate scienti-
fic and technical personnel:

¢ Availability of suitable research
facilities either in-house or by sub-
contract to another company, non-
profit organization, university or
other institution;

¢ Adequate financial resources to
carry out the project and exploit the
results;

® A sound technical basis for the
project and a reasonable chance for
success;

® A significant amount of experi-
mental testwork;

® General applicability to one or
more industrial sectors;

¢ Sufficient potential energy savings
to justify the Crown's investment;

® Objectives consistent with the
energy conservation aims of the
National Energy Program.

Administration

The administration of the program is
based on simplicity and the expedi-
tious processing of applications. In
operation, the project may be
directed to other federal assistance
programs (for example, the Enter-
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prise Development Program) where
the criteria and objectives of these
programs are clearly more closely

related.

While co-ordination and general
administration of the program will
be assumed by the Programs
Branch, Department of Industry,
Trade and Commerce Regional Eco-
nomic Expansion (IT&C/REE), assist-
ance and delivery of the program
will be undertaken by the relevant
Industry Sector Branches with tech-
nical assistance from the Technol-
ogy Branch.

In addition to IT&C/REE person-
nel, representatives from the Nation-
al Research Council, Energy Mines
and Resources and Ministry of State
for Science and Technology will
constitute the IERD Advisory Com-
mittee to consider applications for
assistance and advise on policy
questions generally.

How to Apply

Before submitting a detailed pro-
posal and to determine a project’s
eligibility under the program, con-
tact an IT&C/REE officer at the
nearest regional office or at:

Programs Branch

Department of Industry, Trade and
Commerce and Regional Economic
Expansion

238 Queen Street

Ottawa, Ontario

K1A OHS

Tel: (613) 995-7174

Application forms and instructions for

making formal applications are avail-
able at all IT&C/REE offices.
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There is a growing interest among Canadian exporters
and potential exporters in trading house concept as a
vehicle to improve Canada’s trade picture both nation-
ally and on an individual company basis. This was
reflected in the recent Trading House Conference held
in Ottawa under the joint sponsorship of the Canadian
Export Association and the Department of Industry,
Trade and Commerce/Regional Economic Expansion.

Conference Points Out Importance
of Trading Houses in Canada’s

Export Role

ccording to A.D. Burford of
Burford International Ltd. and

Chairman of the Canadian Export
Association’s Trading House Com-
mittee, ‘‘Public discussion in Canada
is increasingly focusing on the role of
trading houses in stimulating new
exports and in playing a key role in
the Canadian export scene.

“This successful endeavour should
be recognized in light of the fact
that a considerable proportion of
Canada’s export trade is conducted
between goods-producing companies
and their foreign affiliates which
leaves little potential for the market-
bridging function performed by trad-
ing companies.’’

Mr. Burford’s remarks form a
part of the introduction to the new
“Directory of Canadian Trading
Houses’’ introduced at the Trading
House Conference in Ottawa.

He described the function of a
trading house as ‘‘to market in one
country goods produced in another.”’

Another definition has been given
as ‘‘companies engaged in the export-
ing (and or importing) of goods pro-
duced or manufactured by others and
in the provision of ancillary services.
These services may include market
research, export management, export
documentation, freight forwarding,
insurance and financing. Export mer-
chants, management companies,
agents and brokers, foreign-project
procurement specialists and buying
houses fall under the definition.”

Trading houses are particularly
suited for use by small to medium-
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sized manufacturers who cannot sus-
tain the high initial set-up cost of
starting an export division or whose
potential sales may not warrant the
establishment of such a full-time
function. Trading houses can also
provide the means by which larger
manufacturers can penetrate addi-
tional markets which their interna-
tional operations cannot economically
serve,

By their very flexible nature, trad-
ing houses are also adept at handling
package deals and tenders consisting
of a varied number of products from
different producers.

Addressing the conference, the
Hon. Ed Lumley, Minister of Trade,
reaffirmed the federal government’s
decision not to become involved in
the creation of a national trading
house, particularly since ‘‘the major-
ity of the private sector, including
the government’s Advisory Commit-
tee, the Export Trade Development
Board, did not perceive the need, nor
support’’ such a creation.

““The challenge to develop a signif-
icant, viable and competitive Cana-
dian trading house capability now
falls to the private sector,”” he said.

Mr. Lumley outlined objectives of
the federal government supporting
this activity:

e To provide a focal point within
the government for all matters
concerning trading houses and to
provide a visible link and act as a
catalyst between trading houses,
government and manufacturers.
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® To support the establishment of a
Trading House Consultative Com-
mittee with a mandate to make
specific recommendations to the
minister for international trade.

® To provide information on and
promote the use and development
of trading houses by manufac-
turers, producers, services and
consulting companies and domestic
wholesalers and distributors.

The last point, Mr. Lumley said, was

one of the reasons for the publica-

tion of the ‘‘Directory of Canadian

Trading Houses’’ announced and

presented at the conference.

* To sponsor a continuing series of
conferences to help Canadian trad-
ing houses identify exportable
Canadian manufactured products.

* To sponsor trading house missions
abroad to help expand the inter-
national marketing expertise of
Canadian trading houses, par-
ticularly in the growth markets
identified by Mr. Lumley’s depart-
ment.

Speaking to the conference on the
use of trading houses by manufac-
turers was C.M. (Chad) Murray,
Vice-President, Marketing and Sales,
of Erie Iron Works Co. Ltd., Missis-
sauga, Ontario, and President of the
Canadian Hardware and Housewares
Manufacturers Association and
Chairman of the Association’s
Export Committee.

The cost of shipping full container
loads of his company’s products
added considerably to the c.i.f. price
and, while 1,000 garden wheelbar-
rows an be fitted into a six metre
(20 ft.) container, it is not always
possible to find a customer for 1,000
wheelbarrows.

Trading houses, Mr. Murray said,
can consolidate smaller shipments
with other, complementary products
and sell the package to the same
customer.

““One of the most positive con-
tributors to our success has been the
expert guidance and assistance pro-
vided to us by trading houses at rela-
tively low cost,’’ he said.

Mr. Murray felt that, from the
viewpoint of the manufacturer, there
is not at present sufficient com-
munication between the trading



For Canada’s export potential to be fully
realised, there must be even greater co-operation be-
tween manufacturers, trading houses and Canadian

government personnel. . .

houses and manufacturers. The
manufacturers are ‘‘not familiar with
many of the terms used and services
that a trading house can give us.”
The trading houses are not sensitive
enough to the manufacturers’ needs
and the manufacturers have an ob-
vious lack of knowledge.

““When trading houses are making
initial presentations, we find that
most make too great an assumption
of the knowledge that the manufac-
turer has, and do not spend enough
time explaining what services are to
be provided.”

He felt there are many positive
advantages to manufacturers in using
trading houses but more work is
necessary to bring the two together
on a mutually beneficial basis.

For Canada’s export potential to
be fully realised, there must be even
greater co-operation between manu-
facturers, trading houses and Cana-
dian government personnel both
overseas and at home, stated Vanessa
Hammond, President of Canedex
Distributor Limited of Toronto.

Her company is involved in devel-
opment projects abroad which, in
themselves, constitute an export po-
tential for trading houses but in a
different sense than exporting
products.

She felt that Canadians should be
considerably more aggressive in this
field and that trading houses could
provide one logical avenue of
approach.

““The trading house sector makes
its greatest impact working as a
member of a team. In each of our
development projects this team in-
cludes manufacturers, the Canadian
government, the recipient government
and the development agency. The
relationship with all of these are
crucial and are cultivated through re-
peated contact at many levels.”’

Cost is a major factor preventing
many manufacturers, big and small,
from entering the competitive export
market on their own, according to
A. Gallagher, President of Forbex
International Inc. of Hamilton,
Ontario.
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“In terms of initial market iden-
tification, research and initial over-
seas travel . . . if allocated against a
single product line, this type of cost
requires a fairly hefty sales forecast
to justify continuing the export pro-
gram,’’ he told the conference.

““A trading company can spread
these costs over three, six or 10 prod-
uct lines and, as a result, pick up ini-
tial incremental sales for product
lines which may never have been of-
fered in that market area on their
own.”

His catch phrase was, ‘‘If you
want to export, get an exporter!”’

The ““Directory of Canadian
Trading Houses’’ presented at the
conference, was compiled by the Dis-
tribution Services Branch of the De-
partment of Industry, Trade and
Commerce/Regional Economic Ex-
pansion (IT&C/REE).

The most complete and up-to-date
list of trading houses in Canada, the
directory profiles more than 640
Canadian trading houses, their prod-
ucts, methods of operation and
markets served. It contains informa-
tion supplied by IT&C/REE’s Busi-
ness Opportunities Sourcing System
(BOSS) and will be updated annually
so that new companies can be includ-
ed as well as new products and
market coverage of existing
companies.

The aim of the directory is to
publicize the Canadian trading house
sector and the viability of such
trading houses as alternate means of
trade facilitation. It also contains a
section on how its information can
be best used and a list of specific
factors to be considered in contract-
ing with a trading house to export
products.

For further information, contact
Michael J. Reshitnyk or Ms Héléne
Woods

Trading House Sector

Distribution Services Branch (88)
Department of Industry, Trade and
Commerce and Regional Economic
Expansion

235 Queen Street

Ottawa, Ontario

K1A OHS

Tel: (613) 593-7981
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In the best of times and the worst
of times, the very survival of any
enterprise requires careful and
constant attention to long-term
planning. For the small business
owner, this can be difficult. The
Federal Business Development
Bank (FBDB), which can provide
much needed help in such cases,
outlines the need for planning and
flexibility in this first of two arti-
cles, specially prepared for
Canada Commerce, dealing

with. . .

Survival
Management

Big business and small are alike in at least
one respect: they must be able to antici-
pate changing economic conditions and know
how to adjust to them. A big business can
usually draw on the managerial skills within the
organization for these purposes. A small busi-
ness, however, must often seek advice and
assistance from outside.

One readily accessible source of such expertise
is the Federal Business Development Bank. The
FBDB is not only the single largest supplier in
Canada of small business financing, it is also

the single largest supplier of management serv-
ices. These range from one-on-one counselling,
through its Counselling Assistance for Small
Enterprises (CASE) program, to management
seminars and clinics.

The FBDB also publishes numerous texts
designed to help entrepreneurs in establishing
their own businesses and maintaining them as
ongoing and successful operations. Central to
small business survival, FBDB stresses, is care-
ful planning which projects the objectives of a
business at least three years ahead and includes
the steps to be taken, and when, in achieving
those objectives.

Small business owners, the FBDB has found,
are often too close to their businesses, too
immediately involved in day-to-day operations,
to recognize and deal with potential problems
before they become critical.

But if they have a sound business plan which
is regularly reviewed, preferably with their
bankers, accountants or others with the skill
and experience to make objective judgments,
such problems will be recognized in time to take
appropriate corrective steps.

Have sales fallen below projected levels? If
so, what has been done to reduce inventory?
What has been done to speed payment of
accounts receivable? Can a retailer still afford
to carry slow-moving merchandise? Or should
he change his lines in favor of those with a
quicker turn-over? If he has planned well, the
small business owner should have the answers
before such questions need to be asked.

The properly prepared business plan provides
the small business owner with a standard
against which to continuously monitor perform-
ance. More than that, the preparation of such a
plan will frequently reveal valuable insights into
the potential strengths and weaknesses of the
operation in ways that enable the owner to
build constructively on the former while protect-
ing himself against the latter.

Many entrepreneurs make the mistake of
thinking their expertise in a particular field is
enough to assure their business success. The
skilled cabinet-maker opens a carpentry shop
and, in good times, is indeed successful. But the
demand for custom carpentry has fallen off in
recent months. What does he do now? Simply
struggle along, hoping for the best?

Not at all. If he has planned realistically,
he’ll know of other areas into which he can
redirect his skills. He’ll know what new markets
he can develop. And if he hasn’t now a busi-
ness plan, it may not yet be too late for him to
prepare one which will take fully into account
the changing business environment and what he
must do to adjust to it.
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Most of all, the prudent small business
owner should avoid wherever possible the
seemingly quickest and easiest solution to his
problems. Business is slow? Savings are running
down? Why not then just borrow enough to
keep going? Maybe that is the answer, but has
the small business owner calculated what inter-
est costs will do to his cash flow? Has he estab-
lished how long it will be before business picks
up? Might he not be putting himself into the
position instead where the more he borrows the
more he must keep on borrowing?
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The best solutions for a business in trouble
are those which can be integrated into its long-
term future. Maybe the objectives of the busi-
ness have been too ambitious. If so, one
solution might be to reduce the scope of its
operations. Maybe the owner was too intent on
retaining sole ownership of the business. If so,
the sale of an interest in the business should be
considered for the additional cash needed to
maintain it as an ongoing operation.

The problems one small business may be
having are never quite the same as those of
another. That is why there are no magic formu
las for survival during difficult times. Survival,
instead, is best assured by continually and rea-
listically monitoring the status of a business
within the context of a longer term plan. Impli-
cit in this is the identification of problems in
time to correct them.

Above all there is the requirement to be flexi-
ble, to be prepared to move quickly in response
to changing conditions. In good times, a retailer
can afford to carry large inventories which take
time to move. In bad times, he holds down his
orders to what he can be reasonably certain to
sell quickly. He may even consider cutting out
the slow-moving lines, even if they were profit-
able in the past.

In the first of these two articles on small
business survival, the emphasis has been on
the need for planning and for flexibility in
adjusting to changing business conditions.
In the next article specific survival measures
which small business can take will be
discussed.
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Economists’ Corner

Tourism in a Recession Economy

Tourism growth has been phe-
nomenal during the last two dec-
ades. International tourism receipts
world wide increased five-fold be-
tween 1970 and 1980. It has been
forecast that tourism would become
the largest industry in the world
before the end of this century.

This formerly conspicuous activity
of the privileged leisure class has
evolved in what is known today as
Mass Tourism which has become the
mainstay of many developing econo-
mies as well as a mechanism for
regional economic adjustment in
many industrialized nations.

Recently, the energy situation and
the prolonged worldwide economic
recessions have made tourism, like
all other economic sectors, go
through stages of serious
adjustments.

Notwithstanding these difficulties,
tourism does contribute significantly
to national economies. In the case of
Canada, for example, it generated
more than $16.5 billion and pro-
vided jobs for nearly 10 per cent of
Canada's work force in 1981.

TOURISM DEFINED

Tourism is the business of attracting
visitors and serving their needs and
expectations. As a business, it sui-
fers the usual industrial problems of
supply and demand, inflation,
labour, capital investment, profit
and loss. But it has the added bur-
den of being the major ingredient of
a social phenomenon — the 20th
century realization of man's dream
to travel.

There is increasing perception
that travel is an avenue to personal
enrichment as well as a response to
a human need born of societal pres-
sures. The right to travel is included
in the United Nations Charter of
Human Rights. In the evolution from
an indulgence of the few to a
requirement of the many, man's atti-
tude towards tourism and his con-
ceptions of personal priorities have
changed. Tourism has become
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almost as important as such essen-
tials as food and shelter. The results
of a recent Delphi survey conducted
for the National Advisory Council on
Manpower, Education and Training
in the Tourism Industry reveals that
by the end of this decade more than
80 per cent of North American and
a majority of Western European and
Japanese households will have a
specific annual family budget for
travel and leisure pursuits.

RESILIENCY OF TOURISM
DEMAND

Growth in tourism demand is influ-
enced by both economic and social
factors. As the industry matures, the
latter set of factors becomes more
and more predominant as travel and
recreation become basic needs of
society, while facilities and services
offered become better packaged
and more efficient. This is evident in
the trend in efforts to respond to the
travel needs of the handicapped,
the senior citizen, the working
woman, the single executive, the

urban apartment dweller, etc.

Worldwide tourism demand
growth has been steady although
this growth has been less dramatic
in recent years. Between 1971 and
1981, for example, Canada's tour-
ism receipts in real dollar terms
grew at an annual rate of 4.3 per
cent compared with the 3.6 per
cent growth rate for the real gross
national product.

Table #1 reflects the resiliency of
tourism spending relative to current
economic conditions. Four sets of
indicators are compared — the
index of consumer confidence, index
of vacation travel intentions, the
percentage of travel spending by
Canadians in total gross national
expenditure and the percentage of
tourism receipts in gross national
product.

While the index of consumer con-
fidence in the economy has declined
steadily from 107.7 in the first quar-
ter of 1979 to 54.8 in the second
quarter of 1982, the index of vaca-
tion travel intentions remained rela-

TABLE 1: COMPARISON OF SOME CANADIAN
QUARTERLY GROWTH INDICATORS

INDEX OF |INDEX OF PERCENTAGE PERCENTAGE OF
CONSUMER VACATION OF TOURISM TOURISM
CONFIDENCE TRAVEL EXPENDITURES RECEIPTS IN
INTENTION IN RELATION RELATION TO
TO GNE GNP
1979 Q1 107.7 57.6 5.4 3.9
Q2 110.9 58.4 34 4.7
Q3 103.3 48.9 7.8 8.2
Q4 77.4 53.4 4.1 3.7
1980 Q1 85.9 58.0 54 3.9
Q2 80.6 54.3 5.1 4.8
Q3 95.5 52.3 7.4 7.8
Q4 96.0 51.8 4.1 3.7
1981 Ql 84.7 56.4 49 3.5
Q2 75.8 57.5 5.0 4.7
Q3 61.3 48.3 74 79
Q4 64.3 48.9 4.1 3.7
1982 Q1 50.4 55.0
Q2 54.8 54.5
Q3 — —
U — —
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tively stable from 57.6 to 54.5
during the same time period, with
perhaps some minor setback during
the second and third quarters of
1981 when the index declined to a
little over 48.

Similar consumer attitudes are
reflected in the stable proportion of
tourism expenditures in total gross
national expenditure. While signifi-
cant decreases are recorded in
many major consumer purchase
items, expenditures on travel
actually increased and claimed a
constant share of the total gross
national expenditure. Between 1971
and 1981, spending by Canadians
on travel increased by 360 per cent
while Canada’s total gross national
expenditures increased only by
248 per cent. It should be pointed
out that nearly 28 per cent of this
spending, or $4.9 billion, in 1981
was made in foreign countries.

POTENTIAL OF TOURISM SUPPLY
But tourism is also a business with
potential for generating income,
investment and, particularly, jobs
for Canadians. Table 2 depicts
recent trends in employment in the
six major sectors of the Canadian
economy, namely tourism, forestry,
mining, manufacturing, construction
and trade.

TABLE 2: TRENDS IN EMPLOYMENT IN SIX MAJOR SECTORS

TABLE 3: PERCENTAGE CHANGES IN GROSS DOMESTIC
PRODUCT OF THE CANADIAN ECONOMY AND SOME
MAJOR SECTORS OF THE TOURISM RELATED INDUSTRIES

Ql Q2
TOTAL GDP

RECREATION 1.9 4.2
AND

AMUSEMENT

SERVICES

ACCOMMO-
DATION AND
FOOD
SERVICES

06 19

OF THE CANADIAN ECONOMY 1979-1982

1980/79
1981/80
1982/81

1980/79
1981/80
1982/81

January

December

With the exception of the mining
sector, tourism outshines the other
sectors.

Another indicator of industry per-
formance is sales records. Table #3
contains the comparative quarterly
growth rates of the Canadian econ-
omy and of the accommodation and
food and recreation sectors of the
tourism industry.

Mining
5.0% 0.8%
—1.1% 0.9%
—3.0% 1.6%
1.1%
1.4%
NA

In most calendar quarters during
the current recession, the core sec-
tors of the tourism industry outper-
formed the Canadian economy as a
whole. In fact, during the whole
period while the Canadian economy
was suffering from negative or zero
growth, the tourism industry sectors
were actually experiencing healthy
growth.
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Q3 Q4

132036 28 33

44 3329 27 34 44 38

1.7 —48

CONCLUSION:

Tourism growth has been consistent
whether viewed from the perspec-
tive of tourism demand or from the
performance of tourism industry sec-
tors. It continues to contribute sub-
stantially to the Canadian economy,
particularly in terms of generating
jobs for Canadians during periods of
serious economic recession.

Tourism could act as a stabilizing
force for economic development. It
distributes income from developed
to developing areas, acts as a
counter-cyclical measure to alleviate
unemployment problems during
recession periods. Furthermore, a
well-developed domestic tourism
sector can not only minimize the
seasonal problems occasioned by
international visitors but also con-
tributes greatly to the achievement
of many non-economic objectives. It
promotes understanding among
Canadians; assists in conserving the
environment; and promotes the pres-
ervation and appreciation of Can-
ada's heritage.

For further information. contact
Peter Chau

Policy. Planning and Co-ordination
Canadian Government Office of
Tourism

Department of Industry. Trade and
Commerce and Regional Economic
Expansion

235 Queen Street

Ottawa, Ontario

K1A OHS

Tel: (613) 995-8127
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Fontaine:

A Major Canadian - and American - Body Manufacturer

According to an adver-
tisement, “Fontaine is the
largest beverage truck body
manufacturer in the North-
east.” When one considers
that the Northeast includes
part of the United States, the
fortunate situation of Carros-
serie Fontaine Limitée of
Cowansville. Québec,
becomes readily apparent.

A major Canadian specialist in
manufacturing bodies for beer and
soft drink delivery trucks, with no
less than 80 per cent of the domes-
tic market, Fontaine is also the prin-
cipal manufacturer in this field in
the northeastern United States. The
firm has no serious rival within a
radius of 450 kilometres (280 miles)
of centres such as Albany, Syracuse,
Boston, Providence and New York.
Currently doing business worth
about $5 million annually, 15 per
cent of it in the United States, Fon-
taine is depending on its favourable
geographic situation in order to
develop all aspects of its American

market in the next five years. The
firm's President and Director Gen-
eral, Mario Hallé, feels that, by
1987, 50 per cent of Fontaine's
business will be outside Canada.

Aluminum

Mario Hallé is counting on alumi-
num bodies and the firm's proximity
to the American border to help Fon-
taine penetrate the large neighbor-
ing market effectively and deci-
sively.

Why aluminum? Because Fontaine
is increasingly putting the emphasis
on manufacturing aluminum bodies
and because, in Canada, 60 per
cent of the truck bodies it delivers,
from Newfoundland to British
Columbia, are already made of alu-
minum. Traditional steel bodies
represent a declining percentage of
the total. Fontaine is the Canadian
pioneer in aluminum bodies for
beverage delivery trucks.

It may be said that aluminum will
be the spearhead of Fontaine's
penetration of the American market,
because of its lightness (approxi-
mately 1,000 kilograms (2,300 1b.)
less on average than a steel body),
and as a result of American energy

Vi
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conservation standards and road
safety provisions.

Fontaine has developed aluminum
bodies with the assistance of the
EDP pi.gram of the Department of
Industry, Trade and Commerce
Regional Economic Expansion
(IT&C REE) and its American sales
are already growing at a satisfac
tory rate.

As Mr. Hallé says, Fontaine began
to penetrate the American market
with steel bodies, but had no great
success. "Things are much better
now,” he says, “and our prospects
are excellent.” He adds that al-
though an aluminum body is more
expensive than a traditional steel
body, it lasts twice as long.

In Full Expansion

Fontaine is currently exporting at a
rapid rate. Although bodies for beer
and soft drink delivery trucks repre
sent about 70 per cent of Fontaine's
business, the Cowansville firm also
manufactures many other types of
bodies for refrigeration trucks,
trucks for telephone and electrical
companies, and so forth.

Last year, Fontaine plants pro-
duced 500 beverage trucks, which
represented a 50 per cent increase
over the four preceding years.

Mario Hallé is very optimistic
about his firm's prospects, and
rightly so. Fontaine has large and
modern plants and 25 years expe-
rience, which have quite convin-
cingly made it a leader in its field.
And, as Mr. Hallé points out, the
firm has a favourable geographical
location. Most clients, for example,
can obtain spare parts in less than
48 hours.

A brief word about Fontaine's his-
tory  the company began as a far-
rier, then turned to truck body
repair work (which is still a fairly
major activity at Fontaine), and has
now become a major Canadian
truck body manufacturer with its
sights set on a number of foreign
markets in addition to the United
States.



Titles of new and updated publications

A PROFILE OF THE MINING MACHINERY AND
EQUIPMENT SECTOR IN CANADA
Announced by the Hon. Herb Gray in a news release of
June 7, 1982, this report indicates the strengths and
weaknesses of the industry. Although the contents are
mainly concerned with methods of improving the manu-
facturing capabilities of this sector, the brochure con-
tains appendices that describe the equipment available
from Canadian manufacturers, the equipment that is not
available and a list of Canadian manufacturers.
English 48 pages
French — 51 pages
For copies, contact: Wes Peters, Machinery Branch
(47). Department of Industry, Trade and Commerce
and Regional Economic Expansion, 235 Queen
Street, 7th Floor East, Ottawa, Ontario, K1A OHS,
Tel: (613) 992-0374

MARKET STUDIES OF THE UNITED STATES

A REPORT ON A STUDY OF THE MARKET IN THE
MID-ATLANTIC STATES FOR...

1. consumable and disposable hospital products

2. clinical laboratory and diagnostic products

3. non-invasive cardiac diagnostic products

This group of three reports, each published in English
and French, has resulted from a market study com-
pleted by Wind Associates Inc. in 1981 in association
with the Canadian Consulate in Philadelphia. They con-
tain an assessment of the market potential for these
products in the Mid-Atlantic States and possible guide-
lines for long-term export development and for the
design of market entry strategies.

For copies, contact: Larry Brown, Deputy Director,
Market Research, U.S. Trade Development Bureau
(64), Department of External Affairs, 235 Queen
Street, 10th Floor East, Ottawa, Ontario, K1A OHS

CANADIAN DAIRY CATTLE
This internationally recognized source of efficiency,
quality and good breeding is excellently presented lit-
erally and pictorially in two brochures, each supplying
information in two languages, one brochure in English
and French and the other in Spanish and Portugese.
Prepared for use only outside Canada, they contain
information about Canadian standards and how they
are maintained and recorded, a complete description of
each individual breed, and a reference list of addresses
of the dairy cattle associations in Canada.

English and French — 28 pages

Spanish and Portugese — 28 pages
For copies, contact: Brian MacKay. Animal Products
Division, Food Branch (49), Department of Industry,
Trade and Commerce and Regional Economic
Expansion, 235 Queen Street, 6th Floor East, Ottawa,
Ontario, K1A OHS, Tel: (613) 995-8107

THE CANADIAN METAL PIPE AND TUBE INDUSTRY
A directory of manufacturers whose products form a
reliable source of supply in this vital industrial sector.
Produced by the Metals and Minerals Group of the
Department of Industry, Trade and Commerce and
Regional Economic Expansion, this brochure contains a
concise description of the industry and of its capabili-
ties; a list of the industrial facilities available in each
province; an alphabetical list of manufacturers citing
their products’ sizes, specifications and capabilities,
their types of products, their processes and facilities.

English — 49 pages

French — 58 pages
For copies, contact: Bob Porter, Resource Industries
Branch (52), Department of Industry, Trade and Com-
merce and Regional Economic Expansion, 235 Queen
Street, 7th Floor East, Ottawa, Ontario, K1A OHS,
Tel: (613) 992-0025

p

DIRECTORY OF CANADIAN MANUFACTURERS OF
PRINTING MACHINERY AND ALLIED EQUIPMENT
(SECOND EDITION)

Published in a trilingual format (English, French and
German), this booklet lists the major Canadian suppliers
of quality products and services who are experienced in
serving world markets, and includes a product index to
assist prospective buyers. 12 pages

(For copies, see footnote)

CANADA'S EXPORT DEVELOPMENT PLAN FOR
BRAZIL

A plan with a projected life-span of two to three years,
designed to develop the expansion of public and pri-
vate sector business in Brazil, has been prepared by
External Affairs and examined by those provincial and
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federal government departments concerned with inter-
national trade. The report emphasizes strategies to
capitalize on opportunities in the Brazilian marketing
environment and to overcome constraints affecting
Canadian exporters rather than comprehensively cover-
ing all facets of the Brazilian forum. It contains an
executive summary which outlines an action plan; a
market overview describing the environment, market
characteristics, trade relations and the trade develop-

ment instruments available; a breakdown of priority sec-

tor opportunities and marketing plans; supporting facts,
figures and references.

English — 101 pages

French — 104 pages
For copies, contact: Sid Featherman, Export Market
Development, International Marketing Policy (42).
Department of Industry, Trade and Commerce and
Regional Economic Expansion, 235 Queen Street,
4th Floor West, Ottawa, Ontario, K1A OHS

Canadian Government
Trade Office in Houston

The Canadian presence in Texas has received a
boost with the opening of a new Canadian Govern-
ment Trade Office in Houston.

The prime tunction of the new office is Canadian
trade promotion and it will serve as a base of
operations for officers from the Canadian Consu-
late General in Dallas when they are in the
Houston area. It will also establish a continuing
Canadian government profile in the area.

Located in Houston's Channel 26 building, the
office is only 15 to 20 minutes from downtown
Houston.

For the time being, the office will be manned
part time, one week each month, by officers from
the Dallas trade office assisted by support staff
who serve other small operations in the same
building. Arrangements have been made to handle
mail and most telephone calls but calls made
when no officer is in attendance will be referred to
the Dallas office.

Ultimately, it is expected that a basic answering
service for a limited range of consular, immigra-
tion, tourism and other enquiries will be estab-
lished, particularly as the office becomes estab-
lished and local staff becomes more experienced.

The new office address is:
Canadian Government Trade Office
Channel 26 Building
3935 Westheimer, Suite 301
Houston, Texas 77027
US.A.
Tel: (713) 627-7433

FOOTNOTE:
For copies of booklets or brochures listed that do not
have a specitically named contact, please contact:
Martha Hancock
Bureau of Information
Trade Development
Department of External Affairs
235 Queen Street, 1st Floor East
Ottawa, Ontario
K1A OHS
Tel: (613) 995-6725

EDC Schedules
“Lines of Credit” Workshops

The Export Development Corporation (EDC) is pre-
senting a series of half-day workshops on its “Lines
of Credit” service beginning September 28 in
major business centres across Canada.

The workshops will inform exporters, potential
exporters and their financial advisors of everything
they should know about EDC's lines of credit and
the benetits of incorporating them into their export
market strategies.

Fee for the workshops is $15 per person.

The workshops will be held in:

¢ Halifax, Tuesday, September 28
Québec City, Thursday, September 30
Montréal, Tuesday, October 5
Toronto, Thursday, October 7
Ottawa, Thursday, October 14
Calgary, Wednesday, October 20
Vancouver, Thursday, October 21
Edmonton, Tuesday, October 26
Winnipeg, Wednesday, October 27

For further information, contact:
The Registrar
Marketing Services Department
Export Development Corporation
P.O. Box 655
Ottawa, Ontario
K1P 5T9
Tel: (613) 237-2570
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Promotional Projects Program 1982/83

The following list covers the confirmed and proposed 1982/83 promotional projects for the Euro-
pean, Pacific, Asian, African and Middle Eastern areas as well as the United States, Latin Amer-
ica and the Caribbean. Since some of these events are subject to change, subsequent CANADA
COMMERCE editions will carry updated lists so that those planning to attend can adjust their

schedules.

EUROPEAN AREA
J. QUARRINGTON — (613) 996-5555

TRADE FAIRS AND INFORMATION BOOTHS

Project No.
82/47559

82/47530

82/47532

82/47544

82/47551

82/47528

82/47531

82/47533

82/47518

82/47556

82/47537

82/47535

82/47538

Event

PLOVDIV Fair — International Autumn
Technical Fair

Plovdiv, Bulgaria

(information Booth)’

SICOB — 33rd International Data
Processing, Remote Processing,
Communication and Office Organization
Trade Fair

Paris, France

34th Frankfurt International Book Fair
Frankfurt, West Germany

Bucharest International Trade Fair
Bucharest, Romania
(Information Booth)

SAIE — International Exhibition of
Building Industrialization

Bologna, Italy

{(Information Booth)

INTERSTOFF '82 — International Trade
Fair for Clothing Textiles
Frankfurt, West Germany

ELECTRONICA '82 — 10th International
Trade Fair for Components and
Assemblies in Electronics

Munich, West Germany

SIAL '82 — International Food Products
Exhibition

Paris, France

HEIMTEXTIL '83 — International Trade
Fairs for Home Textiles

Frankfurt, West Germany

Batibouw '83 — International
Building and Decorating Show
Brussels, Belgium
(Information Booth)

International Spring Fair 1983
Birmingham, England

ISPO '83 (Spring) — 18th International
Sports Equipment Exhibition
Munich, West Germany

Domotecnica '83 — International Fair
for Household Appliances, Fitting and
Components

Cologne, West Germany

Date

Sept. 27 -
Oct. 4, 1982

Sept. 21 -
Oct. 1, 1982

Oct. 6-11, 1982

Oct. 7-14, 1982

Oct. 16-24, 1982

Nov. 2-5, 1982

Nov. 9-13, 1982

Nov. 15-20, 1982

Jan. 13-17, 1983

Feb. 4-13, 1983

Feb. 6-10, 1983

Feb. 24-27, 1983

Feb. 9-12, 1983
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Project Manager

L. Sarda

L.V. Ford

M. Pearce

J. Harman

L. Sarda

L. Sarda

H. Schroeter

M. Pearce

J. Harman

J. Harman

L.V. Ford

L. Sarda



Project No.
82/47536

82/47557
82/47507

82/47540

82/47541

82/47558

Event

Frankfurt Music Fair
Frankfurt, West Germany

International Food Exhibition
London, England

Furs and Textiles In-Store Promotion
Spain
SIMA 83 — 54th International

Exhibition of Farm Machinery
Paris, France

SIA — International Agricultural Show
Paris, France

EQUITANA '83 — Horse Show
Essen, West Germany
(Information Booth)

TRADE MISSIONS

Project No.
82/48529

82/48515
82/48518

82/48520

Event

Aerospace/Defence Products Mission
to Denmark and Sweden

Computer Mission to Germany,
Switzerland and the Netherlands

Timber Frame Mission from West
Germany

Hardwood and Dimension Stock Mission

to West Germany, France and Italy

Date
Feb. 5-9, 1983

Feb. 28 -
Mar. 4, 1983
March 1983

Mar. 7-14, 1983

Mar. 7-14, 1983

Mar. 2-7, 1983

Date
Sept. 27 -

Oct. 4, 1982
Oct. 2-16, 1982
Oct. 4-16, 1982

Oct. 3-16, 1982

Project Manager
M. Pearce

M. Pearce
J. Quarrington

L.V. Ford

L.V. Ford

J. Harman

Project Manager
J. Quarrington

L.V. Ford
L. Sarda

H. Schroeter

PACIFIC, ASIAN, AFRICAN AND MIDDLE EASTERN AREA
K.J. TYRRELL — (613) 593-6301

TRADE FAIRS AND INFORMATION BOOTHS

Project No.
82/47615

82/47612
82/47618

82/147624

82/47617

82/47623

82/47616

Event

Floor Covering Show at International
Exhibition Hall
Osaka, Japan

Baghdad International Trade Fair
Baghdad, Iraq

High Technology Show at CTC
Tokyo, Japan

Solo Canadian Food and Beverage
Products Display

{In Consulate)

Melbourne, Australia

Ocean Industries Show at CTC
Tokyo, Japan

Health Care Products Solo Show
at CTC

Tokyo, Japan

Sporting Goods and Sportwear
Show at CTC

Tokyo, Japan

Date
Oct. 4-5, 1982

Nov. 1-15, 1982
Nov. 9-12, 1982

Nov. 15-18, 1982

Nov. 1-5, 1982

Nov. 18-20, 1982

Jan. 11-13, 1983
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Project Manager
D. Ladouceur

G. Debbané

D. Ladouceur

D. Ladouceur

B. Brusenbauch

D. Ladouceur



Project No. Event Date Project Manager

82/47606 Foodex Japan '83 — The 8th March 1983 G. Debbané
International Food Exhibition
Tokyo, Japan

82/47625 Manufactured Wood Products Show at March 15-17, 1983
CTC
Tokyo, Japan

82/47604 In-Store Food and Beverage Promotions  All year D. Ladouceur
in Japan

82/47608 Canada Trade Centre Shows All year D. Ladouceur
Tokyo, Japan

TRADE MISSIONS

Project No. Event Date Project Manager

82/48613 Platform Frame Construction Housing Sept. 19 - B. Brusenbauch
Mission from Japan Oct. 2, 1982

82/48601 Fish Wholesalers Mission from Sept. 12 - B. Brusenbauch
Australia and New Zealand Oct. 1, 1982

82/46510 Ministerial Mission to Papua, Oct. 1982 G. Debbané
New Guinea and Australia

82/48643 Canola Oil Mission to Israel and Oct. 18-26, 1982 T. Gervais
Egypt

82/48625 Canola Oil Mission to China Oct. 1-15, 1982 B. Brusenbauch

82/48651 Railway Seminars in Algeria Oct. 4-7, 1982 B. Brusenbauch

82/48605 Instrumentation and Process Oct. 24 - B. Brusenbauch
Control Mission to Austech 1, Australia Nov. 5, 1982

82/48612 Oil and Gas Equipment Mission and Nov. 24 -
Seminars in Australia and New Zealand Dec. 3, 1982

82/48619 Computers and Micro Electronics Nov. 22 - B. Brusenbauch
Equipment Mission to Australia Dec. 3, 1982

82/48648 Processed Food Mission to Dec. 4-18, 1982 T. Gervais
Saudi Arabia and Kuwait

82/48611 Packaging and Printing Machinery Feb. 7-18, 1983 G. Richens
Mission to Australia and New Zealand

82/48654 Sawmill and Forest Harvesting Feb. 14-25, 1983 G. Richens
Equipment Mission to Australia

82/48508 Buyers Mission from Australia to the Feb. 20-27, 1983 T. Gervais

Canadian Hardware Show — Toronto

UNITED STATES AREA
J.P. LAMBERMONT — (613) 593-5467

TRADE FAIRS AND INFORMATION BOOTHS

Project No.
82147523

82/147707

82147521

Event

IMTEC ’82 — International Marine
Trade Fair
Chicago, lllinois

High Technology Market Place (Defence
Industry)
Philadelphia, Penn.

National Fish Expo '82
Boston, Mass.
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Date
Sept. 30 -
Oct. 3, 1982

October 5-7, 1982

Oct. 17-20, 1982

Project Manager
T.E. Matthews

J. Butcher

T. Matthews



Project No. Event Date

82/47703 Water Pollution Equipment Fair, Oct. 3-8, 1982
St. Louis, Missouri
82/47712 APAA — Auto Parts and Accessories Nov. 2-4, 1982

Association Show
Chicago, lllinois

82/47709 Packaging Materials Solo Show Dec. 1982
Detroit, Michigan
82/47718 AFCEA — Armed Forces Communications Jan. 4-6, 1983

and Electronics Association Exposition
San Francisco, California

82/147713 America East '83 — Building Materials Jan. 7-9, 1983
Show
Boston, Mass.

82/47714 National Housewares Show Jan. 16-20, 1983
Chicago, lllinois

82/47715 Snow Show March 1983
Las Vegas, Nevada

82/47716 ASIA — Automotive Service March 15-17, 1983

Industry Association Show
Chicago, lllinois

TRADE MISSIONS

Project No. Event Date

82/48706 Computer Mission to October 1982
San Francisco

82/48711 Mission to Plastic Product Introductory Oct. 18-20, 1982
Days
Philadelphia, Penn.

82/148708 Annual Lumber Industry Meeting (Seminar) Oct. 13, 1982
Boston, Mass.

82/48703 Malting Barley Mission from the November 1982
United States

82/48707 Lumber Seminar Nov. 1982
Philadelphia, Penn.

82/48709 Health Care Products Mission to February 1983

Philadelphia, Penn.

LATIN AMERICA AND CARIBBEAN AREA
P. SCHUTTE — (613) 996-5357

TRADE FAIRS AND INFORMATION BOOTHS

Project No. Event Date

82/47803 Expomedica '82, International Exhibition  Sept. 29 -
of Medical Equipment and Instruments Oct. 2, 1982
Caracas, Venezuela

82/47805 EXPOMOTRIX '82, International Exhibition Nov. 19-28, 1982
of the Automotive Industries
Caracas, Venezuela

82/47810 Pan American Public Works Exposition Nov. 9-12, 1982
Bogota, Colombia
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Project Manager
L. Clarke

K. Munro

J. Butcher

L. Clarke

M. Samson

K. Munro
J. Butcher

K. Munro

Project Manager
L. Clarke

M. Samson/Clarke

L. Clarke
L. Clarke
L. Clarke

J. Butcher

Project Manager
P. Schutte

P. Schutte

P. Schutte



Project No.
82/47804

82/47802

82/47811

Event

Technoforest — International Sawmill
and Forest Harvesting Exhibition

Lima, Peru

Canadian Textile Solo Show

Chile

Aqua Expo ’83 — International
Water Technology Exposition and

Conference

Acapulco, Mexico

TRADE MISSIONS

Project No.
82/48802
82/48805

82/48813
82/48506

82/48808
82/48809

82/48510

Event

Computer Technology Mission to Mexico

Pork Mission to Mexico, Venezuela,
Colombia and Argentina

Feed Mission from Mexico
Railway Mission to Venezuela, Colombia

and Peru

Ocean Industry (Oil & Gas Developments)

Mission to Brazil

Alternative Energy (Mini-Hydro})
Mission and Seminar in Mexico

Date
Nov. 19-28, 1982
March 1983

Mar. 1-4, 1983

Date
October 1982
October 1982

October 1982
November 1982

January 1983

Feb. 1983

Mission to Canadian Hardware Show from February 1983

Barbados, Trinidad, Cuba, Mexico,
Venezuela and Argentina
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Project Manager
P. Schutte
P. Schutte

P. Schutte

Project Manager
P. Schutte
P. Schutte

M. Leigh
P. Schutte

P. Schutte
P. Schutte

P. Schutte



SERVING YOU BETTER

The industry sectoral strength of the depart-
ment of Industry, Trade and Commerce and
the regional expertise of the department of
Regional Economic Expansion have come
together in a new federal department de-
signed to better serve the Canadian busi-
ness community. The basic structure has
been established and approved by Treasury
Board. It now remains for the necessary
legislation, tabled in Parliament, to be
approved and the name of the new depart-
ment confirmed.

New Organization Emphasizes
Regional Operations

Regional Offices, one in each of the 10 provinces,
plus satellite local offices, will be integral to the
delivery of federal industrial development pro-
grams, handling more than 90 per cent of all
cases and accounting for some 40 per cent of
departmental funding.

These offices will play a key role in the develop-
ment of policies, programs and strategies to assist
local Canadian businesses to improve their market
positions provincially, nationally and interna-
tionally.

To point up the importance being placed on the
regional role, it is worth noting that some 60 per
cent of the department’s employees will be located
in the regions when the Prairie Farm Rehabilita-
tion Administration (PFRA) is included.

At headquarters too, reorganization has been
extensive, aimed at adding strength to corporate
management, policy and analysis capability and
in putting experts to work on special projects. For
example, the industry sector branches — formerly
under one organizational unit — have been
divided into two groups, each headed by an
Assistant Deputy Minister, so as to better focus on
major issues and opportunities facing the industrial
sectors of Canada.

New stress has been placed on the promotion of
tourism and small business. Since the impact of
tourism is most often felt in those parts of Canada
which are not in the mainstream of economic
activity, the increase in the number of regional
offices will allow the department to work more
closely with small businesses, giving them
improved access to departmental programs.

Headquarters structure

There are seven major sectors in Ottawa reporting
either to Deputy Minister Robert C. Montreuil or
through Associate Deputy Minister Gordon Ritchie.
The senior positions are: Comptroller — R. H.
Marshall (Ron); ADM, Regional and Industrial Proj-
ects and Crown Investments — Robert E. Brown;
ADM, Regional and Industrial Policy and Small
Business — Pierre-Paul Proulx; ADM, Tourism —
T. R. G. Fletcher (Tom); ADM, Capital and Indus-
trial Goods (electrical and electronics, machinery,
aerospace, marine and rail industries) — J.C. Oliver
(Craig); ADM, Consumer Goods, Services and
Resources Processing (resources, consumer goods,
automotive, foods and chemicals); — R. H. McGee
(Harley); Executive Director, Regional and Indus-
trial Program Affairs — Timothy Reid (Tim).

Regional Offices

Each of the main regional offices, located in Van-
couver, Edmonton, Saskatoon, Winnipeg, Toronto,
Montreal, Halifax, Charlottetown, St. John's and
Moncton, will be headed by an Executive Director,
Regional and Industrial Development. In addition,
21 local offices will be spread across the country
in each of the provinces and in the Yukon and
North West Territories.
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Newfoundland:

H.]. McGonigal (Hal)
Executive-Director
Parsons Building

90 O'Leary Ave.
P.O. Box 8950

St John's, Nfld.

A1B 3R9

Telex: 016-4626
Tel.: (709) 737-4866

Nova Scotia:
Michael Lane
Executive-Director
45 Alderney Dr.
Dartmouth, N.S.
B2V 4B9

Telex: 019-22525
Tel.: (902) 426-3458

Prince Edward Island:
William A. Reid (Bill)
Executive-Director

134 Kent St., Suite 400
Confederation Court Mall
P.O. Box 1115
Charlottetown, P.E.IL.
ClA 7M8

Tel.: (902) 892-8551

New Brunswick:
Excecutive-Director
Assumption Place
770 Main St.

P.O. Box 1210
Moncton, N.B.

E1C 8P9

Telex: 014-2200
Tel.: (506) 388-6411

* To be appointed

FROM COAST

TO COAST

Quebec:

Claude Huot
Executive-Director
Stock Exchange Tower
800 Victoria Square
Room 4328

P.O. Box 247
Montreal, Quebec
H4Z 1E8

Telex: 05-25737
Tel.: (514) 283-5938

Ontario

John D. Blackwood
Executive-Director

1 First Canadian Place
Suite 4840

P.O. Box 98

Toronto, Ontario

M5X 1Bl

Telex: 065-24378
Tel.: (416) 369-4951

Manitoba:

]. Clifford Mackay (Cliff)
Executive-Director

P.O. Box 981

400-3 Lakeview Bldg.
185 Carlton St.
Winnipeg, Manitoba
R3C 2V2

Tel.: (204) 949-2300

Saskatchewan:

J.R. Lane (Dick)
Executive-Director
Bessborough Tower

601 Spadina Crescent East
Room 814

Saskatoon, Saskatchewan
S7K 3G8

Telex: 074-2742

Tel.: (306) 665-4318

Alberta:

Douglas H.M. Branion
Executive-Director

The Cornerpoint Building
Suite 505

10179 - 105th St.
Edmonton, Alta.

TS] 383

Telex: 037-2762

Tel.: (403) 420-2944

British Columbia:

Robin M. Dodson
Executive-Director

P.O. Box 49178, suite 2743
Bentall Centre, Tower ‘III’
595 Burrard St.

Vancouver, B.C.

V7X 1K8

Telex: 04 51191

Tel.: (604) 666-1434

Yukon and Northwest
Territories

Terrance G. Forth (Terry)
Director General
Bessborough Tower

Room 814

601 Spadina Crescent East
Saskatoon, Saskatchewan
S7K 3G8

Tel.: (306) 665-4358

Prairie Farm Rehabilitation
Administration

Harry M. Hill

Director General
Motherwell Building

1901 Victoria Street

Regina, Sask.

S4P OR5

Tel.: (306) 359-5081
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