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CHAPTER | . EXECUTI VE SUMVARY

This Country Comercial Guide (CCG presents a conprehensive
| ook at Canada's commercial environnment, using econom c,
political and market analysis. CCGs were established by
recommendati on of the Trade Pronotion Coordinating Conmttee
(TPCC), a multi-agency task force, to consolidate various
reporting docunents prepared for the U S. business conmmunity.
Country Commercial Quides are prepared annually at U S
Enbassi es through the conbined efforts of several U S

gover nnment agenci es.

Canada - Qur Largest Trading Partner By Far

The trading relationship between the United States and Canada is
by far the largest in the world. Two-way trade in goods and
services accounts for approximtely US$1 billion per day, every
day of the year. O Canada’s total inports, about 74 percent
cones fromthe United States. The United States is also
Canada' s | argest export market, taking about 80 percent of what
Canada sells abroad. 1In 1998, the Canadi an econony grew by 3.1
percent, further fueling this robust trade. Economc growh is
expected to continue at a rate of 2.9 percent in 1999 and 2.4
percent in 2000, supporting the ongoing demand for U.S. goods
and services of all kinds. Gowh in oil and gas,

petrochem cals, information technol ogy, and biotech, as well as
in the service sector, offers particularly good prospects to

U S. exporters. For Canadi an conpani es upgrading their plants
and equi pnment, as well as for those that are constructing new
facilities, the United States is a principal source of new

machi nery and technol ogy. Market conditions are expected to
hold steady in the comng year. U.S. conpanies wll continue to
find Canada, our |argest trading partner, an extrenely
attractive and accessible place to do business. Qur objective
for fiscal year 2000 is to help increase U S. exports of goods
and services to Canada by another ten percent, thus contributing
to export-related job growth in the United States.



Thi nk " CANADA FI RST! "

Wth a popul ati on about one tenth that of the United States, the
Canadi an econony mrrors the U S. econony in about the sane
ratio. |In many ways the two countries have devel oped al ong
simlar lines. This has nade Canada an ideal export and

i nvestnent destination for U S. conpanies | ooking for an

envi ronment and marketplace that are simlar to that of the
United States. W believe that for the export-ready U S. firm
"Canada First" is the right approach. Canada offers an idea
first stop for U S. businesses that are just beginning to
export. Its business practices, attitudes, and conditions are
closer to those in the United States than are the business
practices of any other country in the world. For U.S. conpanies
that al ready have sone Canada experience and are exploring
expanded opportunities in the country’s diverse regiona

mar kets, geographical proximty reduces tine and expense. NAFTA
also offers tariff-free benefits. Add the advantages of
congruent tine zones, a straightforward regulatory reginme, and a
common | anguage, and doi ng busi ness in Canada sinply nakes good
sense. Moreover, first-tine U S. exporters will have the chance
to becone famliar with sone of the additional requirenents of
overseas marketing in the | ess alien Canadian environnent. They
may al so be exposed to sone cultural and linguistic differences
in Canada’s five distinct regional nmarkets. Experience gained
here can provide a solid basis for success in markets worl dw de.

Best Prospects for U S. Firns

Busi ness opportunities in Canada cover the full range of

i ndustry and agricultural sectors, and they include virtually
every comercial activity. The top five sectors offering the
best prospects for U S. exports in the com ng year are conputers
and peripherals; conputer software; tel ecommunications

equi pnent; autonotive parts and service equi pnent; and buil di ng
products. There is also continuing strong demand for val ue-
added food products fromthe United States. Geographic
proximty, cultural and historical ties, and strong awar eness of
busi ness and ot her devel opnents in the United States are key
factors in the accelerated sale of U S. goods and services in
the Canadi an market. Third-country conpetition tends to be far

| ess prevalent in Canada than in nbost other internationa

mar kets. NAFTA tariff benefits boost the advantages that U S.
exporters already have in the Canadi an market, conpared to their
conpetitors from Europe, Asia and el sewhere. Since January 1
1998, there has been virtual duty-free trade between the United
St ates and Canada for NAFTA-originating products. Third-country



conpetition is nost often found in product areas where | abor
constitutes a significant part of the cost of production, and
where donestic U S. industries are | ess conpetitive. |In nost
ot her product areas, U S. domnance is the rule, with only
occasional third-country conpetition in specific cases.

Ceneral |l y, Canadi ans have strong national pride, and they w ||
often favor Canadi an products if the features and the cost are
simlar to those for products available in the United States.
This is particularly true for governnent procurenent, |ocal or
federal, which is not covered under either Wrld Trade

Organi zation (WO or NAFTA rules. Neverthel ess, conpetition in
Canada is generally fair and, as noted above, U S. firns that
can offer technical, cost, or feature advantages over locally
produced goods can do as well in the Canadi an narket as they can
in the donestic U S. narket.

Mar ket Entry Vehicles

Al though it is not inpossible, it is nore difficult to sel
abroad if you do not go abroad. G ven the geographica
proximty of Canada and the relatively |ow cost of travel across
the border, especially conpared to travel to other industria
econoni es, we encourage U.S. firns to cone to Canada to
participate in one of a variety of |ow cost market entry
prograns offered by the U S. governnent. The Conmerce
Departnent's Deal naker events in Canada, for exanple, offer pre-
screened appointnments with Canadian firnms, briefing sessions
with experts, and networking events and receptions at n ninmal
cost to U S. conpanies. (See Appendix G for a conplete trade
event schedule). Custom zed schedules are also offered to U. S.
firms under the "Gold Key" program

For additional information on the Canadi an market, please
contact the U S. Departnent of Commerce District Ofice or U S
Export Assistance Center serving your area, or get in touch with
the Commercial Service of the U S. Enbassy in Otawa, Canada
(see Appendix E for contact information). The Comrercia

Service also has a Hone Page on the Internet at the foll ow ng
address: http://ww.ita.doc. gov/cscanada

Country Comrercial Cuides are available for U S. exporters from
the National Trade Data Bank's CD-ROM or via the Internet.

Pl ease contact Stat-USA at 1-800- STAT-USA for nore information.
Country Commerci al Guides can be accessed via the Wrld Wde Wb
at http://ww.stat-usa.gov; http://ww.state.gov/; and



http://ww. nac. doc. gov. They can al so be ordered in hard copy
or on diskette fromthe National Technical Information Service
(NTI'S) at 1-800-553-NTIS. U S. exporters seeking general export
i nformati on/ assi stance and country-specific conmercia

i nformati on should contact the U S. Departnent of Commerce,
Trade Information Center by phone at 1-800- USA- TRADE or by fax
at (202) 482-4473.

CHAPTER | 1. ECONOM C TRENDS AND QUTLOCK

This chapter was prepared by the Econonmic Section of the United
St ates Enbassy in Otawa.

A Maj or Trends and Qutl ook

Canada has an affluent, advanced industrial econony that closely
resenbles that of the United States in its per capita output,
mar ket - ori entation, and pattern of production.

The Canadi an econony grew by 3.1 percent in 1998. A consensus
of private sector forecasters estimtes that gromh will ease to
2.9 percent in 1999 and 2.4 percent in 2000. These growth
projections are in line wwth an anticipated sl owdown in the

gl obal econony and lingering financial uncertainties. The
Canadi an econony is, however, expected to outperformits G7
counterparts, with the exception of the United States.

Private consunption has been forecast to grow by at |east two
percent in 1999 and again in 2000. Wile consuner spending is
t hreatened by record high consunmer debt and a | ow savings rate
(2.3 percent in 1998), inpetus for growth should cone from
relatively lowinterest rates, net wage and enpl oynent gai ns,
and fiscal stimulus provided in the fiscal year 1999-2000
Canadi an federal budget introduced in February 1999. Busi ness
i nvest ment should al so benefit fromlow interest rates and
firmng commodity prices, which bodes well for corporate
profits, enploynent, and consuner spendi ng.

Gowth in Canada's export sector should continue to be fuel ed by
ongoi ng strength in the U S. econony and Canada's | ow doll ar.

A obal disinflationary pressures have nore than offset the
negati ve i npact of the |ow Canadi an dollar on inport prices and
consuner price inflation. Consequently, Canada's inflation rate



is at the lower end of the Bank of Canada's one-to-three percent
target band.

B. Principal Gowh Sectors

Gowmh is expected in several sectors, including wheat exports,
petrochem cals, oil and gas, high technol ogy, biotechnol ogy and
m ning technol ogy. Services are expected to continue to grow in
relative ternms, with particular enphasis on tourism because of
Canada' s favorabl e exchange rate.

C. Governnent Role in the Econony

Canada is the world' s sevent h-1argest narket econonmny.
Production and services are predom nantly privately owned and
operated. However, the federal and provincial governnents are
significantly involved in the econony; governnent spendi ng at
the federal and provincial |evels on goods and services in 1998
accounted for 20 percent of GDP. Governnent provides a broad
regul atory framework and redistributes wealth from high incone
i ndividual s and regions to | ower inconme persons and provinces.
Still, since the m d-1980s federal governnment econonic policies
have enphasi zed the reduction of public sector interference in
t he econony and the pronotion of private sector initiative and
conpetition. Both federal and provincial governnents have al so
privatized sel ected crown, or state-owned, corporations.
Nevert hel ess, federal governnent regul atory regi nes affect
foreign investnment in tel econmunications, publishing,
broadcasting, aviation, mning, and fishing.

D. Bal ance of Paynents Situation

Canada's deficit on its global current account rose to US$12.3
billion (C$18.4 billion) in 1998, up fromUS$9.3 billion (C$12.8
billion) in 1997. Wth respect to U S. -Canada bilateral trade,
bur geoni ng denmand for Canadi an exports froma soaring U S.
econony boosted Canada's nerchandi se trade surplus with the
United States by US$2.6 billion between 1997 and 1998 to US$24.5
billion (C$36.4 billion). As a result, Canada posted a US$7.9
billion (C$11.7 billion) current account surplus with the United
States in 1998, up fromUS$6.7 billion (C$9.3 billion) in the
previ ous year.

Total two-way nerchandi se trade between the United States and
Canada was US$334 billion in 1998 (Statistics Canada reports the



total as C$505 billion). \When services and investnent incone
are included, total two-way trade was approxi mately US$365
billion, or US$1 billion per day in 1998. (Statistics Canada
reports the nunber at C$619 billion.) Regardless of which set
of statistics are |ooked at, it is inportant to realize the
magni tude of the bilateral U S. -Canada trading rel ationship.
Canada is the largest single-country export market for the
United States. In addition, total two-way nmerchandi se trade
between the United States and Canada is |arger than total U S.
nmer chandi se trade with the entire European Union, or total U S.
nmer chandi se trade with Japan. The nost traded comopdities are
transportation equi pnent, industrial machinery and equi pnent,
energy and other natural resources technol ogies, and

agricul tural products.

The stock of U S. foreign direct investnent in Canada was
US$99.4 billion in 1998, up US$4.1 billion fromthe previous
year. U S. investnent in Canada represents al nost 71 percent of
total foreign direct investnment in the country and is
concentrated in manufacturing, finance, and the resource
sectors. The stock of Canadian direct investnent in the U S.,

i ncl udi ng i nvestnents from Canadi an hol di ng conpanies in the
Net her|l ands, rose to US$85 billion in 1998 from US$74.3 billion
in 1997. Most of it is concentrated in finance and insurance,
netallic mnerals and netal products, conmunications, and

chem cal s and chem cal products.

E. Infrastructure Situation

1. Transportation Infrastructure

Canada has one of the nobst nodern and hi ghly devel oped
transportation infrastructures in the world. The 1997 d oba
Conpetitiveness Report produced by the Wrld Econom ¢ Forum
ranked Canada's transportation infrastructure first anong the G
7 countries.

(a) Railways

Canadi an railways nove an estimated 270 mllion tons of freight
annual ly. Two transconti nental systens, Canadi an Nationa
Rai | ways (CNR) and the Canadi an Pacific Railway Conpany (CPR)
account for the vast majority of this novenent. Both railways
have extensive alliances with their U S. -based counterparts.
The increasing north-south integration of this sector is



exenplified by the 1998 acquisition of the Illinois Central (ICQC
Rai |l road by the CNR  Regional |ines supplenent the
transcontinental |ines of the CPR and CNR

(b) Modtor Freight

Frei ght tonnage carried every year on Canadi an hi ghways is
estimated at 400 mllion tons. Every year, roughly ten mllion
trucks cross the United States-Canadi an border. Trucks carry
about 70 percent of the total value of all U S -Canada trade in
goods.

The provinces have jurisdiction over highways in Canada, and
common carriers require an operating authority (or trip permt)
fromthe appropriate provincial Departnment of Transport or

H ghways in which cartage will occur.

Both U.S. and Canadi an Custons rul es regardi ng cabot age were
liberalized in 1997. Under the new rules, as long as cargo is
i nternational the trucking equipnment will also be considered
international, and free from cabotage restrictions. |In 1999
Canada Custons |iberalized cabotage restrictions on equi pment
novi ng wi t hout payl oad.

Canada currently permts donestic pick-up and drop-off, provided
that the donestic shipnent is secondary to the internationa

shi pnment and that the route taken for the donmestic | oad does not
devi ate substantially fromthe route for the internationa

cargo. Existing inmgration rules governing drivers, however,
have not been affected by these changes.

(c) Water Transport

Marine trade with the U S. was valued in 1996 at C$9.4 billion,
representing only three percent of Canada-U.S. trade. The total
two-way tonnage of U. S.-Canada marine transport was 88 mllion
tons in 1996. The two main flow corridors are from Canadi an
Atlantic ports to U S. Atlantic ports, and across the G eat
Lakes.

Al t hough seasonally restricted by frozen wat erways, water
transport is widely used as a consequence of Canada's uni que
geogr aphi cal position. Canada is bordered by the Atlantic,
Arctic and Pacific oceans. The St. Lawence Seaway extends
inward for nore than 2,000 m | es along Canada' s southern border.



Canada has 25 | arge deep-water ports and about 650 smaller ports
and nul ti purpose governnent wharves on the east and west coasts,
along the St. Lawrence Seaway and G eat Lakes, in the Arctic,
and on inland | akes and rivers. 1In 1998, under a new policy,

t he governnent began to divest itself of direct responsibility
for port managenent. Ports which are considered vital to
donestic and international trade are now (or soon wll be)
managed by ' Canada Port Authorities' (CPAs) nade up of
representatives nom nated by user groups and governnent.
Currently CPAs manage 11 of the 18 mmjor ports, including
Vancouver, Halifax, Montreal, Sept-Iles, Saint John and Quebec
City. Smaller regional and | ocal ports are being transferred to
provi ncial or nunicipal governnents, comunity organizations,
private interests or other groups.

(d) Aviation

Air connections between the United States and Canada are
extensive, with well-developed facilities for freight and
passenger traffic. Under the Air Transport Agreenent signed

bet ween Canada and the U.S. in 1995, Canadian and U.S. carriers
have unlimted access to fly between cities in both countries,
and, since 1995, the nunber of seats offered in the trans-border
mar ket has increased by 40 percent. Currently 25 U. S. carriers
provi de schedul ed services to and from Canada. In addition,
Canada has bilateral air agreenents with 66 other countries, and
47 major foreign carriers are licensed to provide schedul ed
services to and from Canada.

Under a bilateral agreenent signed in 1974, U S. inspection
agencies (Custons and INS) operate preclearance facilities at
seven airports in Canada (Cal gary, Ednonton, Mntreal, Otawa,
Toront o, Vancouver and Wnnipeg). A pilot intransit pre-

cl earance project has been underway in Vancouver since

June 1, 1997.

2. Tel econmmuni cati ons I nfrastructure

Communi cations are highly sophisticated in Canada and are
conparable with those in the United States. Canada is
integrated with the U S. direct |ong-distance dialing system
(dial 1, area code and nunber). Al forns of communication are
possi bl e (including voice, text, data, and video), and worl dw de
tel egraphic services are available. Cellular and satellite
comuni cations are al so possible in Canada.



Canada is a signatory to the GATS Agreenment on Basic

Tel ecommuni cations. Recent regul atory changes have opened both
| ong di stance and | ocal tel ephone services to conpetition.
Canada's WIO obligations will force an end to Tel eglobe Inc.'s
nonopoly on overseas calling in 1999. Canada prohibits
"swi t ched hubbing," which would all ow Canadi an-origin
international calls to be routed to a second country (likely the
United States) via Tel egl obe, and thence on to third countries
via the international public network. |In effect, Tel egl obe now
has a veto over such arrangenents.

CHAPTER | I I . PCLI TI CAL ENVI RONVENT

A Nature of Political Relationship with the United
St ates

The United States and Canada are allies and close friends who
share a wi de range of fundanental values, a commtnent to
denocracy, and traditions of tolerance and respect for human
rights. Both have dynam c market econom es w th sophisticated
i ndustrial, agricultural, resource, and service sectors, and
both are conmtted to high living standards for their citizens.
These factors conpl enent the obvi ous geographic facts and have
conbi ned to nmake each the other’s best custonmer. Despite
occasional friction over trade issues, the bilatera

rel ati onshi p, probably the nost intensive and conplex in the
worl d, is positive and highly cooperative.

B. Maj or Political |Issues Affecting Business Cimte

One issue which has affected the business climate is the
possibility that sone day Quebec m ght vote to separate from
Canada. The Parti Quebecois (PQ, which advocates sovereignty
for the province of Quebec in partnership with Canada, controls
t he Quebec provincial governnent after having won elections in
Sept enber 1994 and again in Novenber 1997. The PQ held a

ref erendum on Quebec sovereignty in Qctober 1995 which was
narromy defeated. It has declared its intention to hold
another referendumw thin the current mandate, if “w nning
condi tions” exist.

Since 1984, the federal governnent has devol ved powers and
social prograns to the provinces, at first for political reasons
and later in response to a fiscal crisis. During much of the



same period, trade between each of the provinces and the United
States grew faster than trade anong provi nces, exacerbating
strains on the Canadi an federal system The federal fisca
deficit was elimnated by the end of 1997, and in January 1999
the federal governnent reached agreement with the provinces on
j oi nt deci si on-maki ng on new soci al spending. Although renewed
federal social spending may halt the trend toward devol uti on,
the shift in powers to the provinces is unlikely to be undone in
the short term Provinces can be expected to play an assertive
role vis-a-vis Otawa i n decision-making on social,

envi ronmental and resource-related matters.

C. Political Systeni Schedule for Elections/Oientation of
Maj or Political Parties

Canada is a parlianmentary denocracy and a federal state conposed
of ten provinces and three territories. The current federa
governnment was el ected on June 2, 1997, when the Liberal Party
won 155 of the 301 seats in the House of Conmobns. A governnent
is elected for a period not to exceed five years but normally
calls elections during the fourth year.

The major political parties in Canada are:

The Liberal Party — a centrist party, led by Prinme Mnister Jean
Chretien, which currently has a slimnmgjority in the House of
Commons with 156 out of 301 seats (it won an additional seat in
a bi-election in 1998);

The Reform Party — a Western-based populist conservative party
whi ch holds 59 seats in Parlianment and is head of the officia
opposi tion;

The Bl oc Quebecois — a Quebec sovereigntist party, the federa
counterpart of the provincial Parti Quebecois, holding 44 seats;

The New Denocratic Party — a leftist, social-denocratic party
whi ch holds 21 seats in the House;

The Progressive Conservative Party — a center-right party, also
known as the Tories, which holds 19 seats in the House.

Provincial elections were held in Manitoba in April 1995, in
Ontario and Saskatchewan in June 1995, in New Brunsw ck in
Septenber 1995, in British Colunmbia in May 1996, in Prince
Edward | sl and i n Novenber 1996, in Alberta in March 1997, in
Nova Scotia in March 1998, in Quebec in Novenber 1998, and in



Newf oundl and in February 1999. Ontario and New Brunswi ck w ||
hol d el ections in June 1999, and Saskat chewan and Manit oba may
al so hold elections in 1999.

CHAPTER | V. MARKETI NG U. S. PRODUCTS AND SERVI CES

A. Di stri buti on and Sal es Channel s

In spite of Canada's vast size, sales to Canadian industries are
expedi ted through relatively short marketing channels with
direct producer-to-user distribution taking on primary

i nportance. Many Canadi an industries tend to be dom nated by a
few | arge-scal e enterprises that are highly concentrated
geographically. In many cases, 90 percent or nore of the
prospective custonmers for an industrial product are |located in
or near two or three cities. Canada's consunmer goods market, on
the other hand, is considerably nore diffused than its

i ndustrial market. The use of marketing internediaries in
consuner goods is prevalent. Oten, conplete coverage of the
consuner market requires representation in several commercia
centers in different regi ons across Canada. Toronto, the

| argest nmetropolitan area and the center for nationa

di stribution networks in many product sectors, is usually the
nost | ogical l|ocation for establishing sole representation.
From a regi onal perspective, the country may be divided
geographically into five distinct markets, which include: the
Atl antic Provinces (consisting of the provinces of Nova Scoti a,
New Brunsw ck, Newfoundl and and Labrador, and Prince Edward

I sland); the province of Quebec; the province of Ontario; the
Prairie Provinces (consisting of the provinces of Mnitoba,
Saskat chewan, and Al berta) and the Northwest Territories; and
the province of British Colunbia and the Yukon Territory. Each
of Canada's regional markets shoul d be considered distinct, not
only in terns of distribution networks, but also in terns of
denogr aphi cs. Establishing representation in each of these

mar ket s provi des opti mal coverage and the ability to specialize
mar ket pronotion progranms to suit specialized narket needs.

B. Use of Agents and Distributors; Finding a Partner

Di stribution channels in Canada vary greatly according to the
products and commodities involved. For exanple, industrial
equi pnent of considerable size and value is usually purchased
directly by end-users. Snaller equipnment and industria



supplies, on the other hand, are frequently inported by

whol esal ers, acting in sone cases as exclusive distributors, or
by U S. manufacturers' sales subsidiaries. U S. firnms have
historically preferred to appoi nt manufacturers' agents who
regularly call on potential custoners.

Many maj or distributors expect to work on a two-tier comm ssion
basis. For contract shipnents, agents are offered a | ow (but
realistic) conm ssion, but they receive a higher rate when
purchases are made froma | ocal agent's own stocks. Consuner
goods are purchased by inporting whol esal ers, departnment stores,
mai | - order houses, chain stores, wholesalers' and retailers'

pur chasi ng cooperatives, and many large, single-line retailers.
Manuf acturers' agents also play an inportant role in the

i mportation and distribution of consuner goods. In addition,
the i mportance of departnent stores, mail-order houses and
cooperative purchasi ng organi zations as direct inporters has

i ncreased substantially. Many of these groups have their own
pur chasi ng agents in the United States.

For assistance in identifying appropriate agents and
distributors in Canada, U. S. conpanies are advised to contact
the Export Assistance serving their area to request the
Agent/Di stributor Service (ADS). To |locate the nearest office,
U. S. conpanies should call the Departnment of Comrerce's Trade
Information Center at the toll-free nunber: 1-800-USA- TRADE

C. Franchi si ng

Canada is one of the largest foreign nmarkets for U S.
franchisers. The latter account for 60 percent of Canada's
franchi sing sector, which includes approximately 1,150

franchi ses. These range fromrestaurants to non-food retai
establ i shnents, food and conveni ence stores, autonotive products
and services outlets, and purveyors of business services. Over
50 percent of all franchises operating in Canada are based in
Ontario. Franchising activities in this province account for
approximately 50 percent of all retail sales, a remarkable
figure. Current estinmates suggest that there are about 500
franchi sers and about 40,000 franchisees in Ontario. Sales by
franchi ses total between US$27 billion and US$34 billion (C$40-
50 billion) annually, representing about 40 cents of every
retail dollar spent in the province. The average franchise
outlet in Ontario enploys approximately 10-15 i ndivi dual s.

Franchi sed busi nesses of all varieties have enjoyed exceptiona
growt h and success in Canada over the past decade. The



princi pal advantage U.S. franchisers have over third-country
conpetitors in this sector is the strong recognition and
famliarity of U S. products and services wth Canadi an
consuners. The high volune of travel by Canadians to the United
St ates conbi ned with constant exposure to U. S. tel evision nedia
t hrough cable networks results in a relatively high receptivity
whi ch nost Canadi ans have to U S. products and services, even
bef ore these products and services are introduced into the
Canadi an market. Overall, U. S. conpanies seeking to introduce
proven franchi se operations supported by sufficient marketing
and pronotional canpai gns can expect to be extrenely well -

recei ved by Canadi an consuners and potential franchisees. Sone
of the best opportunities are in fast food operations, do-it-
your sel f supplies, housekeepi ng, |andscaping, and residentia
mai nt enance.

Franchising is also an increasingly attractive method of doing
busi ness in Canada because no federal regulations currently
exi st which specifically restrict franchise activities. Alberta
and Ontario are the only provinces in Canada with |egislation
regul ating franchi se operations. These provincial regulations
are intended to ensure that small business franchise investors
are better able to make infornmed decisions prior to commtting
to franchi se agreenents. The new di scl osure requirenents
reportedly ensure that prospective franchi sees are aware of how
franchi sers plan to approach key contractual issues such as
termnation. The legislation also affords franchi sees stronger

| egal renedies, should court action be required. Simlar
franchise legislation is now under consideration in Ontario and
ot her provinces. U S. franchisers already in business in Canada
and those considering establishing thenselves in the Canadi an
mar ket shoul d take note of the proposed | egislation and the
strong likelihood of its adoption. Franchisers should be
prepared to review existing and/or new franchi se agreenents,

i nternal disclosure policies, and operating procedures to ensure
their consistency with the new | egi sl ation.

D. Direct Marketing

Mai | -order sales in Canada are big business. |In fact, Canadi an
consuners purchase nore goods through the mail, per capita, than
do their U S. counterparts. For many conpanies, tapping into
this market can be as easy as placing an advertisenent in a
magazi ne. I n general, Canadi an audi ences are targeted using the
sane techniques that are used in the United States. However,

shi ppi ng goods to Canadi an custoners invol ves additiona
preparation.



When nai ling goods to Canada, properly conpleted paperwork wil |
ensure the goods reach their destination w thout delay. For
nost mail order shipnents, the only paperwork needed is a
standard busi ness invoice. Wen conpleting the invoice, two
elements are critical:

(1) a description of the goods, and
(2) the value of the goods.

The exact amount paid by the custoner for the goods shoul d be

i ndi cated, and the currency used should be stated (U S. or
Canadi an dollars). |[If the goods are shipped on a no-charge
basis (sanples or denpbs), the price (value) that woul d have been
charged if the goods were sold nust be shown. Two copies of the
i nvoi ce should be attached to the outside of the package.

Unli ke shipnents within the United States, shipnents to Canada
may be subject to custons duties and taxes. Wether shipping
via the U S mail or private firm these additional charges are
al ways pai d by the Canadi an custoner.

Duties and taxes are not charged on a product when the val ue of
t he shipnent is under C$20 (approximately US$15). Nevert hel ess,
a fully conpl eted business invoice nmust acconpany the package.
On shipnments worth nore than C$20 (approxi mately US$15), duties
and taxes are applied to the full value of the goods.

Duties for a specific product are determ ned by the type of
product and the country of origin. Although duties are paid by
the custoner, exporters should be aware of the final cost to
their custoners to evaluate their price conpetitiveness.

In addition to duties, nearly all shipnents to Canada val ued at
over C3$20 (approximately US$15) are subject to the Goods and
Services Tax (GST). Canada Post (the Canadi an Postal Service)
charges a C$5 (approxi mately US$3. 60) processing fee on al
packages that owe duty or tax. Since nearly all itenms owe at

| east the seven percent GST, the practical effect of this
nmeasure is to increase the cost of all mail-order shipnments into
Canada by C$5 (approxi mately US$3. 60).

The U. S. Postal Service maintains a simlar US$5 processing fee
on dutiable inmports. Mail-order conpanies can avoid having the
C$5 (approxi mately US$3.60) fee assessed to their custoners by
registering to collect Canadi an duties and taxes thenselves as a
non-resi dent inporter. Conpanies registering with Revenue
Canada will be required to prepay duties and taxes nonthly.



Conpani es can al so arrange to put up a bond in the anmount of the
esti mated duties and taxes.

E. Joi nt Ventures/Licensing

Under Canadian |aw there is no precise neaning for the term
"joint venture." In the broadest sense, any arrangenent in

whi ch two or nore businesses conbine resources for sone

defi nabl e undertaking is considered a joint venture. The
Canadi an | egal system provides great flexibility, and inposes
very few restrictions as to the formwhich joint ventures may
take, such as equity or non-equity. Sone joint ventures require
approval of the Governnment of Canada under the Investnent Canada
Act. Such approval is based on whether the venture is likely to
be of net benefit to Canada, taking into account the criteria of
"benefit" specified in the Act. Net benefit criteria applied to
the review of joint ventures relates to issues such as: the

| evel of Canadian participation; the positive inmpact on
productivity; technol ogi cal devel opnent; product innovation;

i ndustrial efficiency; and product variety in Canada. The
majority of joint-venture proposals reviewed under the Act
readily nmeet the test of net benefit. |In certain key

i ndustries, joint ventures with Canadian partners nmay prove to
be the nost effective or in some cases the only neans of narket
entry for U S. conpanies.

Canada is an attractive market for foreign licensors for a

vari ety of reasons. Most notably, Canada has no regul atory
schenme governing licensing arrangenents. |n sone countries,
|icenses are not valid until governnent approval or registration
has been conpleted and often registered |licenses are avail able
for public inspection. Potential foreign licensors are usually
pl eased to | earn that Canada does not require any such

regi stration or public disclosure. Mreover, the Investnent
Canada Act, has no direct application to licensing unless it
relates in some way to the control of a Canadi an enterprise.

Fi nal |y, Canada does not have any exchange controls or other
restrictions on the paynent of royalties. As with many ot her
countries, Canada taxes royalty paynents to non-resident
l'icensors. A "w thholding tax" on such royalties is set at 25
percent under the Canadi an Incone Tax Act, but is reduced to 15
percent or less if the paynent is made to |licensors in countries
wi th which Canada has entered into tax treaties, like the United
St at es.



F. Steps to Establishing an Ofice

The sel ection of the nost appropriate form of business

or gani zati on depends on the purpose of the business in Canada
and the particular circunstances of its establishnent, such as
the type of business activity, l|location, scope of operations,
etc. Business is carried on in Canada in forns simlar to those
in the United States. Public or private corporations,
partnershi ps, and sole proprietorships are all famliar fornms of
doi ng busi ness i n Canada.

Al t hough the corporate formof organization is often used by
foreign investors in Canada, a foreign corporation is not
obligated to incorporate its operation in Canada. Corporations
can be either federally or provincially incorporated.

I ncorporating in Canada is considered to be a relatively sinple
and i nexpensive procedure and can be acconplished federally
under the Canada Busi ness Corporations Act or under one of the
ten provincial corporation acts. The general requirenents are
simlar for both federal and provincial incorporations.

I ncorporating under the Canada Busi ness Corporations Act permts
a conpany to do business in all ten provinces, although separate
registration to carry on business is still necessary in nost of
the provinces. Incorporating provincially permts a firmto
conduct business only in the province where the incorporation
takes place. However, a nunber of the provinces have reciproca
agreenents under which the registration requirenent is waived.

Canadi an federal and sone provincial legislation requires that a
certain portion of conpanies' directors be Canadian citizens
and/ or residents of Canada or the province. A flat fee of
approxi mat el y C$500 (approxi mately US$360) is charged to

i ncorporate federally. Fee structures vary anong the provinces,
depending in some cases on the authorized capital of the conpany
to be incorporated. An average of approximtely three weeks, or
sonetinmes less, is generally required to process an application
of incorporation once the requisite docunents have been
received. Information on incorporating federally under the
Canada Busi ness Corporations Act can be obtained fromlndustry
Canada' s Corporation Branch (see Appendi x E for contact

I nformation).

As i ndi cated above, a conpany incorporated under the | aws of one
provi nce nust take out a license to do business in each of the
ot her provinces in which it contenplates carrying on business.
An inportant exception is the reciprocal arrangenent between the
provi nces of Ontario and Quebec, whereby licensing requirenents
do not apply to a conpany incorporated in the other province.



The province of New Brunswi ck does not require registration of
extra-provincial conpanies. Information regarding the docunents
whi ch nust be submitted when applying for incorporation in one
of the provinces may be obtained fromthe respective Canadi an
provincial mnistries. Conpanies applying for a provincial
charter in the province of Quebec nust conply with all French

| anguage requirenents.

Since obtaining a provincial license involves practically as
much expense as incorporating federally, many U. S. firnms have
preferred to incorporate under federal procedures. |In addition,

Canadi an profits are nore easily segregated in a | oca
corporation, and the determ nation of liability for Canadi an and
U.S. incone taxes is facilitated.

Whet her or not to obtain a license in a Canadi an province to do
busi ness as an extra-provincial conpany rather than to

i ncorporate federally wll depend on the nature, extent, and
duration of the anticipated business activities. For exanple,
where the conpany's business activities can be conducted through
a small sales office in one province wthout the necessity of
opening an office in other provinces, registration as an extra-
provi nci al conpany may be a suitable nmethod of operation.

As noted, firns established or operating in the province of
Quebec nust conply with the requirenents of Quebec's Charter of
the French Language, which nmakes French the official |anguage of
the province. Firnms considering establishing operations in
Quebec are advised to contact the Ofice de | a Langue Francai se
(O fice of the French Language, see Appendi x E for contact

i nformati on) which routinely works with conpanies to devel op

pl ans for conplying wth Quebec's |anguage | aws.

G Sel | i ng Fact ors/ Techni ques

Selling strategies in Canada can vary greatly depending on the
type of product or service or regional market. It is inportant
for first-tinme marketers to note that distinct cultura

di ff erences between Canada and the United States require, in
sone cases, a wholly Canadi an approach to selling, advertising
and marketing. However, marketing and advertising strategies
enpl oyed by U.S. conpanies in the donestic market can sonetines
be equally effective in the Canadian market. U.S. conpanies are
advi sed not to assune that selling in Canada is the sane as
selling in the donestic U S. market and to carefully research
the inplications of marketing and pronotion activities prior to
i npl enmentati on i n Canada.



H. Advertising and Trade Pronotion

A variety of nedia is used to advertise in Canada. Tel evision
accounts for the |largest percentage of net advertising revenues,
foll owed by magazi nes and then newspapers. Although a majority
of Canadi ans speak English, the French-speaking market
(concentrated in Quebec) should be considered a distinct nmarket.
Quebec is well-served by French-1anguage press, radio and
television. Advertising directed toward this market should be
specifically tailored to Quebec's distinct cultural identity,
consuner tastes, preferences and styles. Over 450 adverti sing
agenci es operate throughout Canada. A nunber of the |arger

dom nant agencies are subsidiaries of U S. conpanies. Overall,
Canadi an advertising rates are generally conparable with U S.
rates.

Detailed information on rates as well as lists of nedia
representatives and adverti sing agencies may be found in a
publication entitled "Canadi an Advertising Rates and Data"
publ i shed by Macl ean Hunter, Ltd.

1. The Press

In the area of print nmedia, there just are nore than 107 daily
newspapers published in Canada. Over 85 percent are English and
approximately ten percent are French. A few daily newspapers
are published in |anguages other than English or French. Trade
magazi nes, nost of which are sent to specific audi ences w thout
charge, typically carry heavy advertising. Trade nmagazi nes may
be found which serve al nost every major industry sector or
cluster in Canada. 1In 1999, the top five general interest
Canadi an nagazi nes included "Readers Digest"” (circulation
1,090, 036), "Chatelaine" (circulation 788,861), "TV Cuide"
(circulation 710, 000), "Macl ean's" (circul ation 503, 497), and
"Time" (circulation 310,000). Canada's two largest daily

nati onal busi ness newspapers are the "d obe and Mail" and "The
Nat i onal Post."

2. Radi o and Tel evi si on

More than 98 percent of Canadi an househol ds have at |east one
tel evision and nore than 98 percent of Canadi ans al so have
radios in their hones. Hundreds of public and comrercia
business firnms operate cable television and najor broadcasting



stations in the netropolitan areas. Miyre than 154 tel evision
stations (originating), 876 licensed and originating (314 AM and
562 FM radio stations, and 2,089 cable television systens
(servicing 7,244,713 subscribers) broadcast in Canada.

The Canadi an Broadcasting Corporation (CBC) operates two

nati onal television networks, one in English broadcasting on two
channel s (regul ar programm ng and all news on cable) and one in
French al so broadcasting on two channels (regul ar progranmm ng
and all news on cable). A second national television network
(CTV) is private and operates two English channels (regular
progranm ng and all news on cable. A third private network

(G obal Tel evision) operates in the heavily popul ated area of
Sout hern Ontario and sone areas of Western Canada, sone areas of
Atl antic Canada and in Quebec. There are fifteen independent
tel evision stations in Canada.

Cabl e television use in Canada is highly devel oped with over 90
percent of the country's popul ati on hooked into a cable

tel evision system The Canadi an Radi o-tel evi si on and

Tel ecomruni cati ons Comm ssion (CRTC) regul ates broadcasti ng and
cabl e tel evision.

In addition to nedia advertising, a |large proportion of trade
pronotion in Canada is conducted through national and regiona
trade shows. Al nost every mgjor industry sector in Canada is
represented through one or nore trade shows. Detail ed
informati on on major trade events in Canada is avail abl e through
the Conmercial Service of the U S. Enbassy in Gtawa. Mbdreover,
the Conmercial Service in Canada organi zes a variety of trade
events in key industry trade shows designed to facilitate
participation by U S. conpanies. A listing of these events is

i ncluded in Appendix G of this report. Information on
participating in any of these events nmay be obtai ned by
contacting any of the Commercial Service offices in Canada (see
Appendi x E for contact information).

l. Pricing Product

As in the United States, product pricing is key to remaining
conpetitive vis-a-vis Canadi an and third-country producers in
both the Canadi an industrial and consumer markets. |In the
retail sector, for exanple, Canadi an busi nesses have fol |l owed
the successful U S. trend toward | arger stores and highly
conpetitive pricing policies. To date, retailers in sectors
such as food, drugs, electronics, hone inprovenent, genera
consuner goods, and office equi pnment and supplies have invested



in large warehouse or discount-style operations to expand sal es
and market share in an increasingly conpetitive market. The
ener gence of high-vol une warehouse nerchandising in this market
is the direct result of consuner demand for conpetitively priced
qual ity goods. Value for dollar is the predom nant purchasing
determ nant in both the consunmer and industrial markets.

When determ ni ng appropriate product pricing levels, US. firns
shoul d pay particular attention to the effects of exchange rates
and applicable taxes on the price charged to custoners and end-
users. A survey of prices of conpetitive products avail able
fromdonestic and third-country sources is a nust in devel oping
any pricing strategy. Mreover, U S firns should be careful

not to select pricing levels or to pursue pricing strategies

whi ch nmay constitute "dunpi ng" or "predatory pricing"

i nfringements under Canada's trade renmedy and conpetition | aws.

J. Sal es Service/ Custoner Support

Canadi an conpani es not only have a hi gh awareness of U. S
products and services, but they also have a strong preference
for or receptivity to themas well. Neverthel ess, Canadi an
custoners, whether corporate or individual, demand responsive,
high quality sales service and after-sal e custoner support,
particul arly because of the often significant distances involved
bet ween custoners in Canada and sellers in the United States.
Corporate clients often expect the U S. seller to have an agent
or distributor whomthey can contact inmediately should any
problens arise. Like their counterparts in the United States,
Canadi an custoners expect fast service and energency repl acenent
shoul d the need ari se.

A U S. conpany entering Canada shoul d eval uate the dermand for
after-sale service and support in its donestic U S. market, and
replicate that network as closely as possible in the Canadi an

market. If the product demands a strong network of sales and
after-sale service in the United States, it is likely that
success in Canada wi Il denmand appoi nting agents who can provide

that service. There are many conpani es in Canada which can
offer that service as an agent, as a representative, or on a
retai ner basis. Alternatively, many U. S. conpani es have found
that establishing a toll-free tel ephone nunber which services
bot h Canada and the United States is extrenely useful in

mai ntai ning contacts with custoners, at little cost. This gives
Canadi an custoners instant access to U. S. vendors for solving
probl ens, answering questions, or sinply providing a higher
"confort level” with a new product.



K. Selling to the Governnent

1. CGener a

The U. S. -Canada Free Trade Agreenent (FTA) expanded the size of
Canada' s federal governnent procurenent nmarkets by | owering the
threshold for contracts offered by federal entities to as | ow as
US$25, 000 for goods. It opened these markets to free, non-

di scrimnatory conpetition between U S. and Canadi an suppli ers.
The Agreenment stipulated clear, fair rules of bid selection and
provi ded for an effective bid challenge system This neant that
a U S. conpany bidding on a Governnent of Canada contract could
conpete on an equal footing with its Canadian conpetitors, and
woul d be judged solely on its ability to deliver a | ow cost,

hi gh-qual ity product.

The North Anmerican Free Trade Agreenent (NAFTA) carried over the
FTA provisions and expanded themto cover services, and also to
cover contracts offered by federal corporations and parastatals.
The new, |iberalized NAFTA threshol ds make the foll ow ng
available to U S. firns:

o] Contracts of US$25,000 or nore offered by a federal entity
such as a Departnent or Agency (e.g., Industry Canada) for

goods. The list of these federal entities was expanded to

i ncl ude Communi cati on Canada, Transport Canada, and the Mnistry
of Fisheries and Cceans.

0 Contracts of US$50, 000 or nore offered by a federal entity
for services.

0 Contracts of US$6.5 mllion or nore offered by a federa
entity for construction services.

0 Contracts of US$250, 000 or nore offered by a Crown
corporation or other federal government enterprise or parastatal
for goods and services. The list of these corporations includes
the St. Lawence Seaway Authority, the Royal Canadian Mnt, the
Canadi an National Railway (freight), Via Rail (passenger
service), Canada Post, and numerous ot hers.

o] Contracts of US$8 million offered by Crown corporations or
federal governnent enterprises for construction services.



2. Servi ces

The FTA was the first trade agreenent to include trade in
services. The Agreenment ensures that conpanies in nore than 150
service sectors can provide their services in the partner
country without discrimnation. The Agreenent requires that

busi ness regul ations for services be clear and explicit. The
FTA does not change exi sting regul ati ons governing services in
the two countries but locks in current |levels of protection. In
effect, the Canadi an Governnent is prohibited from passi ng new

| egi sl ati on which would further restrict the right of a U S. -
based engi neering, advertising, or other covered service firm
from doi ng business in Canada. The services chapter of the FTA
i ncl udes special provisions for the architecture, tourism and

t el econmuni cati ons sectors.

NAFTA:
0 extends coverage to nearly all service sectors;
0 el imnates existing federal and |ocal regulations

restricting partner-country access to service markets, unless
reserved; and,

0 renoves citizenship or permanent residency requirenments for
i censi ng of professional service providers.

3. Fi nanci al Servi ces

The FTA renoves virtually all discrimnation on the basis of
nationality in the financial services sector (comercial and

i nvest ment banks, savings and |oan institutions, and certain

i nsurance activities). Specifically, the FTA elim nates
Canadi an restrictions on market share and asset and capital
expansion for U S. bank subsidiaries in Canada and gives U. S
financial institutions the same rights as Canadi an fi nanci al
institutions to establish insurance conpanies, trust conpanies,
and certain types of banks in Canada. The FTA al so provides
that the benefits of further |iberalization in both countries be
extended to the financial institutions of the partner country.

NAFTA:

o] establ i shes a conprehensive set of principles and rul es
governing trade and investnent in financial services;



0 covers state/provincial and local, as well as federal,
nmeasur es;

0 guarantees U.S. firnms in Canada the right to process data
in the United States; and,

o] provi des access to the NAFTA dispute settlenent nechani sns
for NAFTA financial service firms.

L. Protecting Your Product from | PR Infringenent

This section was prepared by the Econom c Section of the United
States Enbassy in Otawa using Departnment of State resources.

1. Pat ent s

Patents in Canada are governed by the Patent Act. The Act

all ows for patenting of processes as well as products. Canada
has a "first to file" systemw th an absol ute novelty
requirenent. The termof a patent is 20 years fromthe filing
date. Deferred exam nation is possible, and provisions exist
for paynent of maintenance for pending applications and issued
patents.

The Patent Cooperation Treaty cane into force in Canada in
January, 1990. It provides for foreign patent protection in
Canada for treaty signatories. Fromthe perspective of the
Canadi an i nventor, the Treaty standardi zes Canadi an patent
practices with those of Canada's principal trading partners and
makes it easier for Canadians to acquire foreign patents through
standardi zed filing and searching of prior art.

A Bil ateral Cooperation Understandi ng between the United States
Patent and Trademark O fice and the Canadian Intellectua
Property Ofice stipulates that the respective departnent heads
fromboth countries neet at |east annually to consider where
future joint activities, exchange of information, or other
cooperation are feasible and nutually beneficial.

Drug patents: In the late 1980s and early 1990s, Canada passed
| egislation to bring its patent drug reginme into GATT
conpl i ance. Changes included 20-year patent protection in
exchange for research and devel opnent (R&D) investnent by ngj or
mul tinati onal pharnmaceutical firnms that equal 10 percent of the
conpany's annual sales. The R&D investnent is nonitored by the
Pat ent ed Medicine Prices Review Board (PMPRB). "Linkage"



regul ati ons were created in 1993 in an attenpt to bal ance the
Act and all ow generic conpetitors to conplete Health Canada
regul atory requirenents, as well as manufacture and stockpile
pat ented products, before patent expiry ("early working"). The
| i nkage regul ati ons were also created to prevent generic
conmpani es fromreceiving regul atory approval from Health Canada
until they denonstrate that their copy does not infringe upon
exi sting patent rights. The Iinkage regulations allow a 24-
nonth tinmefranme to determ ne patent infringenent, during which
period generic manufacturers are effectively prevented from
“wor ki ng" their product. Brand-nane pharmaceutical firms
contend that in practice, the average tine of resolution is 20
nonths and is declining annually.

In January 1998, the EU requested WO consul tati ons on aspects
of Canada's "early working" regulations. Inits letter
requesting consultations, the EU argues that Canada's

regul ations are inconsistent wwth the WO s TRI PS agr eenent
(trade rel ated aspects of intellectual property rights), in that
Canada does not protect patent rights for the full 20-year
patent period. Canada's response is that Article 30 of the

TRI PS agreenent allows |imted exceptions, which cover Canada's
"early working" provisions. On February 1, 1999, the WO
establ i shed a panel to | ook at Canadi an pharmaceutical patent

i ssues in response to the request by the EU.

In a separate but related issue, the United States contends that
Canada has not conplied wth the TRIPS Agreenent in extending
full 20-year patent protection on pharmaceutical patents filed
before Cctober 1, 1989. As a result of this issue and the

nei ghboring rights/blank recording nmedia issues outlined in the
foll ow ng section, the U S. Trade Representative (USTR) pl aced
Canada on its Special 301 Watch List in 1997, 1998 and again in
1999.

On June 10 and 11, 1999, the first panel neetings in the EU and
U S. WO cases agai nst Canada regardi ng Canada's drug patent

| egi slation were held in Geneva. Wth respect to the EU s
position, Canada is holding firmthat its drug patent |aws are
not in violation of the WIO TRI PS agreenent. However, with
respect to the challenge brought by the U S., Canada concedes
that it is in violation of the TRIPS agreenent, but has not been
able to change its legislation in a tinely manner.

2. Copyri ght



Canada is a nenber of the World Intellectual Property

Organi zation (WPO). As a NAFTA signatory, Canada al so adheres
to a nunber of international agreenents, including the Berne
Convention for the Protection of Literary and Artistic Wrks
(1971), and the 1952 Universal Copyright Convention (UCC).
These two agreenents require that Canada provi de nationa
treatnent with respect to intellectual property rights (IPR).
On Decenber 18, 1997, the Canadi an governnment commtted itself
to sign two new international treaties dealing with copyright
and with protection for perfornmers and "phonogran producers.
The W PO Copyright Treaty and the W PO Perfornances and
Phonograns Treaty are designed to establish international

m ni nrum standards in the area of copyright and related rights.

The Canadi an Copyright Act of 1924 was anmended in 1988, 1993,
1994 and 1997 to reflect the state of nodern technology and to
i ntroduce adequate enforcenent neasures. The Act grants
explicit copyright protection for conputer programs, and it
provides a right of paynent for retransm ssion of broadcast

programm ng as required by the FTA. It also provides for the
protection of energing fornms of technol ogy, specifically
integrated circuit design and biotechnology. It includes a
revision of the definition of "nusical work" and ensures that
royalties are paid for all uses of the work. In addition, the

Act reflects the changes required by the NAFTA, such as rental
rights for conputer prograns and sound recordings, protection
for databases and ot her conpilations, and increased neasures
agai nst all categories of pirated works.

The 1997 anendnents to Canada's Copyright Act include, inter
alia, a "neighboring rights" royalty, which requires
broadcasters to pay royalties to donestic recording artists and
record producers and to those fromcountries that are
signatories of the Rone Convention. |In addition, the

| egi sl ation includes the establishment of a levy to be paid by
manuf acturers and inporters of recordable, blank audio nedia,
such as cassettes and tapes, and grants renuneration to creators
for private copying of their mnusical works. The |egislation
all ows greater protection to exclusive distributors of books in
t he Canadi an market, and it exenpts from copyright |aw groups
such as non-profit educational institutions, |ibraries,

archi ves, and nuseuns, as well as people with perceptua

di sabilities.

The U. S. has objected to the fact that the "nei ghboring rights”
royalty (not yet determned at the time of this witing) denies
benefits to U S. perforners and nmakers of sound recordings
because the U S. is not a signhatory of the Rone Convention. The



bl ank tape | evy, which is proposed at 25 cents per 15 m nutes of
anal og space and 50 cents per 15 m nutes of blank digital space,
I's based on reciprocity with respect to performers and makers of
sound recordings. Since the United States does not have such a
l evy, U S. performers and nmekers of sound recordi ngs woul d not
be eligible to receive any financial benefit from Canada's | evy.
Canada's Copyright Board is scheduled to start hearings on
August 24, 1999 to determ ne the anmount of the contentious |evy.
Since there are several objections to the |evy, the hearings are
expected to take several nonths.

M Need for a Local Attorney

The use of attorneys for expediting routine business dealings in
Canada is far less prevalent than in the United States, and the
tendency to litigate disputes is also | ess coomon. Nonet hel ess,
U.S. conpani es should consult with a |ocal attorney when
establishing a corporate investnent or other presence, or prior
to maki ng contractual conmmtnents related to the marketing of
products or services. This requirenent becones even nore
critical in agreenents involving copyright, patent, trademark,

or other forms of intellectual property protection.

The Canadi an | egal system wth the exception of the Province of
Quebec, is closer to the British nodel than to the U S. system
al though there are nany simlarities between Canadian and U. S.
commercial law. Most |arge Canadian |law firns have partnerships
or strong associations with counterpart firnms in nmany parts of
the United States and are experienced with internationa

busi ness law. Naturally, any legal problens or difficulties

wi th Canadi an custons offices or other governnment agencies, are
likely to be best handl ed by an experienced | ocal |ega
representative. The U S. Enbassy and Consul ates in Canada can
provide lists of |ocal attorneys experienced in a range of
comercial and other legal matters.

N. Regi onal Marketing D fferences in Canada

The Canadi an market mrrors the U S. market in nmany respects.
However, just as there are sone differences anong regi ona
markets in the United States, so, too, there are inportant

di ff erences anong Canadi an regions. |n sone ways, the regiona
di fferences in Canada are nore nmarked than the differences

bet ween Canada and the United States. Sonme of these differences
could inpact the way U. S. firns approach these markets.



The five market regions of Canada begin in the eastern part of
the country with the Atlantic Provinces of New Brunsw ck, Nova
Scotia, Prince Edward |sland, and Newfoundl and and Labrador.
Conti nui ng westward, one encounters another regional market, the
provi nce of Quebec, where the French | anguage is predom nantly
spoken. Ontario, the next-westward province, represents a third
regi onal market and the | argest popul ated province in the
country. West of Ontario are the Prairie Provinces, consisting
of Manitoba, Saskatchewan, and Al berta, which, when coupled with
the Northwest Territories represent a fourth regi onal narket.
The fifth and nost-western regi on of Canada includes British

Col unbi a and the Yukon Territory, bordering the state of Al aska.
British Colunbia is considered Canada's door to the Pacific Rm

In this section we have attenpted to explain the nuances of each
geographi c regi on of Canada. One nust renenber that nmany books
have been witten on this topic throughout the years, and we can
therefore only identify sone of the obvious differences.

Region |I: The Atlantic Provinces

The Atlantic provinces represent a geographic area close to the
size of France and have a popul ati on of about 2.4 mllion. The
travel distance from Toronto, Ontario to Halifax, Nova Scotia
approxi mates that of Chicago to Boston. The only Atlantic

provi nce which borders on a U S. state (Miine) is New Brunsw ck,
and it is therefore, one of the principal entry points for U S. -
made goods. Additional products enter the region through

di stribution centers in Ontario and Quebec, adding to the total
sales of U S. products in this region. The region is known for
its current raft of major energy projects, recent devel opnents
inits information technol ogy sector, and the diverse industries
represented in its four econom cally independent provinces.

The Atlantic provinces have been known as net inporters of
finished products, and exporters of resource-based and sem -
processed materials and services. This traditional m x has
changed over the last five years, as an increasing volunme of
finished products is now exported fromthe region, and the
service industry continues to grow. The region enjoys strong
relati onships with states along the eastern seaboard, the result
of a longstanding, historical trading pattern which began before
Canadi an conf ederati on.

Regi onal business is served by well-placed distributors, agents,
and manufacturer's representatives, many of whom have | ong
established relationships with U S. suppliers across diverse



sectors. Because of the geographic distance between U. S.
suppliers and these four provincial markets, sone type of |oca
representation in the region is virtually essential for sales
success. In many instances, buyers in the area have stated that
U.S. conpanies are better served by representatives |ocated in
the Atlantic provinces than by those based in Ontario or Quebec.
Per sonal contact between vendor and purchaser is highly val ued
in this part of Canada, and, where pricing and other factors are
not maj or issues, these relationships can influence the success
of a U S. conpany in this market. This is very inportant for
newt o- mar ket conpani es where an intinmate know edge of | oca

busi ness practices often nakes the difference between success
and failure. Typical are those situations requiring after-sale
service or high levels of quality control, as is often seen in
sales to the governnent and institutions. Purchasing

requi renents are not necessarily the same in every province,
even though product specifications my be simlar.

For major projects, business relationships such as joint
ventures, partnering, and various forns of alliances have al
been applied successfully and are viewed by | ocal business as an
effective way to win sales. The opportunities are especially
good in the many active onshore and offshore projects in the
energy sector. For some Atlantic region major projects,
procurenent is now bei ng managed using the internet as the
vehicle for vendor registration and tender notices. This part
of Canada is becom ng known for its telecomunications
infrastructure and for a high level of interest in electronic
conmer ce.

Region Il1: The Province of Quebec

The province of Quebec represents the second nost inportant
econony within the Canadi an confederation after Ontari o.

Per haps best-known for its separatist politics and fierce

def ense of French | anguage and cul ture, Quebec is currently
experiencing an econonmc revival that wll lead it toward
becom ng a naj or hi gh-technol ogy nmarket within North Ameri ca.
The Greater Montreal area, which represents not quite half of
Quebec's popul ation and substantially nore than half its
econom ¢ base, continues to act as a powerful magnet for growth
and trade and investnent, especially with the United States.
Its well-known | eadi ng- edge sectors of aerospace,

t el ecommuni cati ons, pharmaceuticals and bi ot echnol ogy, and
software and nultinedia are setting the pace for the Quebec
econony and conmercial opportunities. Conpanies |ike Bonbardier



and Nortel have already beconme world | eaders in aerospace and
t el econm

In 1997 and 1998 Quebec experienced real growth of alnost three
percent, which conpared favorably to its past performance and to
econonmic growth in other areas of Canada. The Conference Board
of Canada is currently predicting that Montreal's econony w ||
grow by over three percent per year through 2003, placing it
second anong the nine major Canadian cities. Strong investnent,
including U S. investnment, has characterized recent growth
trends, and with over 400 U.S. firns established in Quebec,
Quebec's position as the sixth nost inportant world trading
partner of the United States ensures grow ng opportunities for
years to cone. Quebec has al so been a strong supporter of free
trade, including the U S. -Canada FTA, NAFTA, and the envi si oned
FTAA, and it is continuing to grow exports to the United States,
whi ch al ready exceed 83 percent of its total exports. On the

i mport side for Quebec, purchases of U S. goods anpbunted to C$20
billion in 1998 (about US$13.5 billion), although this nunber is
seriously understated because many U. S.-origin goods arrive in
Quebec via other provinces, especially Ontario.

Speci al care nmust be taken in addressi ng Quebec markets, both

i ndustrial and consuner. As the only province where French is
the official |anguage, Quebec has | abeling requirenents that are
even nore extensive than the general Canadi an federa

requi rement for bilingual |abeling. While the business
community is generally bilingual and diverse, attention to the
French | anguage and Quebec's distinct channels of distribution
is appreciated. Advertising in Quebec as well as direct

mar keting calls for market-specific approaches and consuner
tastes in Quebec can often differ fromthe rest of Canada as
well. Despite its peculiarities, Quebec generally wel cones both
foreign investors and foreign suppliers, and the province
depends heavily on the United States in both areas, especially
in leading gromh sectors, ensuring warmrelations with its
commercial partners to the south.

Region I1l: The Province of Ontario

Ontario is the dom nant province in Canada in terns of
popul ati on size as well as economc, political and cultura

i nfluence. The province accounts for about 40 percent of
Canada' s popul ation, 53 percent of its manufacturing shipnents,
and over 40 percent of its GDP



Ontario's GDP grew by 4.2 percent in real terns in 1998, while

t he Canadi an econony as a whole grew by 3 percent. Ontario's
robust autonotive and tel ecomuni cati ons manuf acturi ng base
protected it fromdeclining coomodity prices that affected other
provinces, and its heavy reliance on trade with the United
States insulated it fromthe econom c downturn in Asia and ot her
parts of the world. The Ontario econony today is in better
shape than at any tine since the late 1980's. Unenpl oynent has
declined to 6.4 percent, while the econony has generated nore

t han 540,000 jobs in the past four years. Retail sales are
growing at twice the rate of the national average.

Ontario rivals the State of Mchigan as North Anerica's | argest
auto assenbly center. The province is noted for its autonotive
parts and accessories production, steel, industrial chemn cals,
aer ospace, food processing, and conputer software industries.
Ontario is also at the forefront in fields such as biotechnol ogy
and tel ecommuni cations. Besides being Canada's industria
heartl and, Ontario is also Canada's |eading agricultura

provi nce, producing a wide variety of fruits, vegetabl es,
grains, oilseeds, poultry, and dairy products. 1In recent years
Ontario has also gained an international reputation for its
wines. Ontario also accounts for 30 percent of Canada's m nera
m ning and 20 percent of its forest product production.

Ontario's econony is highly diverse and devel oped by North

Ameri can standards. The province's nodern transportation
infrastructure is fully integrated, with road, rail, water, and
air shipping and transportation systens facilitating the north-
south fl ow of people and goods between Ontario and its major
trading partners in the states of M chigan, Onhio, |ndiana, New
York, and Illinois. The province also has very strong trade

rel ati onships with Texas and California, and it does significant
busi ness with the other 43 U.S. states and Puerto Rico.
Ontario's exports account for an astounding 47 percent of its
GDP, with 83 percent of its total exports destined for the
United States. Ontario's two-way trade with the United States
actually rivals total U S. trade with Mexico and Japan in val ue.

Progressi ve Conservative (PC or Tory) Premer Mke Harris |eads
Ontario's provincial government. First elected in 1995, the
Tory governnment has just been re-elected for a second four to
five year term Since comng to power, Premer Harris has

i mpl enment ed maj or economi ¢ refornms and overhauled Ontario's
educati onal and health care systens. A key goal for his
governnment was to get the province's financial house in order by
controlling the budget deficit. Total provincial debt tripled
bet ween 1985 and 1995, reaching nore than C$75 billion. Thanks



to a sustained econom c recovery, growth in tax revenues, and
reduced interest rates, conbined with the governnent's fisca
restraint policies, the Ontari o budget deficit was paired down
to C$3.6 billion froma projected C$4.5 billion in 1997-1998.
It is expected to be further reduced to C$2.6 billion for 1999-
2000.

On the legal front the Harris governnent has enacted inportant
reforns ainmed at inproving the business climate in Ontario.
Personal incone taxes were cut by 30 percent, welfare costs were
sl ashed, and the health care systemwas restructured in an
effort to reduce costs and i nprove services. To create a nore
business friendly environnment in Ontario, the Tories anended the
Labor Relations Law to allow the use of replacenent workers in
the event of a strike, and they changed the "Enpl oynent Equity
Act" which required enployers to mrror popul ati on denographics
in their hiring practices.

Ontario workers are ranked anong the best educated and nost
productive in the world. More than 90 percent of the province's
wor kf orce has attended hi gh school, and half of its high schoo
graduat es have gone on to college or university. Ontario's

wor kforce is also extrenely diverse, with alnost half of the
provi nce's popul ation claimng an ethnic background ot her than
English or French. Toronto, the capital of Ontario, boasts a
popul ation that represents sone 100 nationalities. This
diversity is enbodied in an entrepreneurial workforce and

busi ness conmmunity that is famliar with and well connected to
busi ness partners around the world. As the country's comercia
center, Toronto is also honme to half of Canada's | argest
financial institutions, 90 percent of its international banks,
and nost U S. subsidiaries in Canada. It is not by chance that
Fortune nmagazine recently rated Ontario's capital, Toronto, as
the best city in the world for business.

Region IV: The Prairie Provinces and the Northwest
Territories

The Prairie provinces -- Manitoba, Saskatchewan, and Al berta —-
are endowed with rich natural resources which provide a strong
under pi nning to the Canadi an econony. The Prairie provinces
account for over four fifths of Canada's agricultural |and and
over two thirds of its total mneral production including over
ninety percent of its mneral fuels. As these primary

I ndustries' contribution to Canada's GDP has fallen al nost
steadily for four decades -- from 12 percent in 1961 to seven



percent in 1998 -- the Prairies have steadily diversified their
econom ¢ base into manufacturing and services.

Not wi t hst andi ng the downward trend in agricultural and m nera
prices during nost of the 1990s, and the precipitous drop in
virtually all comodity prices (particularly oil) triggered by
the financial crisis of 1997-1998 in gl obal energi ng narkets,
the econom es of all three provinces grew nore rapidly than the
nation as a whole from 1993 to 1997, before weakening
substantially in 1998. The Prairie region |ed the nation in
manufacturing gromh, with shipnents rising by ten percent
annually from 1993 through 1998. The region's exports and

I mports of manufactured goods rose even nore rapidly.

The food processing sector, driven by strong exports and the
region's conmtnent to "add value" to its abundant but
underval ued agricul tural output, has grown rapidly and remains
the | argest manufacturing industry. However virtually al

manuf acturing sectors, particularly machinery and transport

equi pnent, have recorded solid growh. Construction and capital
expendi tures, boosted by najor energy and pipeline projects and
a building boomin Alberta fueled by the nation's nost rapid
popul ati on growth, also contributed to the region's growth

t hrough 1997, before weakening in 1998 foll owi ng the coll apse of
commodity prices. Construction expenditures are expected to
decline further in 1999 but should return to a strong growh
path in 2000 with the recovery in oil and natural gas prices,
and other commoditi es.

The province of Alberta is honme to the corporate headquarters of
Canada's oil and gas conpanies. This industry, which registered
unpr ecedent ed expansi on through 1997, curtailed drilling and
exploration activity during 1998 and 1999, but its long term
prospects appear excellent. Despite the decline in activity in
1999, per capita construction expenditures in Al berta are
expected to be double the national average. The industry's
exceptional earnings in the md-1990s financed the devel opnent
of new technol ogi es, including oil sand extraction and
horizontal drilling. These have laid a solid foundation for
future grow h. Expanded production, the construction of new gas
pipelines to the United States, and plans for the construction
of petrochem cal facilities close to feedstocks, have greatly

i ncreased the opportunities for U S. industry.

Strong growth in manufacturing in the provinces of Saskatchewan
and Mani toba, and the begi nnings of a recovery in agricultura
and other commodity prices, should augur well for the | onger
termgrowh of their econom es. The Conference Board



antici pates real economc growh in Manitoba and Saskat chewan of
2.5 percent and 2.1 percent respectively in 1999, and 2.3
percent and 2.0 percent in the year 2000.

US. firms interested in this region should consider selecting
an agent or distributor located in the Prairies to handle their
product |lines or services. Regional distributors can better
cover this broad expanse of territory than representatives from
Eastern Canada. Additionally, inter-provincial trade barriers
and significant transportation costs nmake it easier for U S
firms located in states directly south of the border to export
northward into this region, than for Canadian firns based in
eastern Canada to distribute U S . -origin products westward to
the Prairies. Wth the trade liberalization ushered in by
NAFTA, the Prairie provinces now export over 40 percent of their
manuf actured output, with nearly four-fifths of that going to
the United States. They inport an even |larger share of their
manuf actured requirenents fromthe United States.

The Northwest Territories and the new territory of Nunavut,

whi ch cane into existence on April 1, 1999, while sparsely
popul at ed, hol d opportunities for mnerals devel opnent and
tourism as well as for many col d-weat her products. Industry in
Canada's north includes oil and gas drilling and nore recently,
di anond expl oration and m ning. Representatives in the Prairie
provinces typically handle distribution of products in these
territories.

Region V. The Province of British Colunbia and the
Yukon Territory

British Col unbi a bel ongs geographically to the Pacific Northwest
region of North America, which is sonetines referred to as
Cascadia. British Colunbia, with its 3.9 mllion inhabitants,
is the third largest of Canada's ten provinces in popul ation.

Al t hough B.C.'s econony was in recession |ast year, both the
Royal Bank of Canada and the Credit Union Central of B.C are
expecting growm h of between 0.4 and 1.5 percent this year.
Their forecast for the year 2000 is for growth of between 1.2
and 1.7 percent. The Royal Bank predicts that growmh rates wll
be higher in the goods-producing industries, including

manuf acturing, construction and utilities. The chief econom st
at Credit Union Central believes the electrical and el ectronic
products sector will post another strong year in 1999. It is

i mportant to note that the value of output in the electronics
sector has nore than tripled since 1992. Tourism especially



arrivals fromthe United States, continues to grow. Retai
sal es are expected to rise only slightly, housing starts are
expected to remain below the 1997 | evel, and sone resource
sectors are expected to continue struggling.

The nunber one industry by nmarket capitalization in British
Colunbia is the high-tech industry. It is estimted that
revenues in this sector will approach C$8 billion by the end of
the year and represent three to five percent of the province's
GDP. The local biotech sector has undergone dramatic growh in
recent years, with core B.C. biotech conpani es al nost doubli ng
in nunber. During the fourth quarter of 1998, one-third of al
venture capital investnents in British Colunbia involved biotech
compani es.

In its 1999-2000 budget, the Governnent of British Col unbia
announced plans to stinmulate the econony through massive deficit

spending (estimated to be in excess of C$2 billion). At |east
C$1.85 billion will be spent to expand the commuter train
system $300 million on the new ferry project, and $59 mllion

on the upgrade of the Lions Gate Bridge. |In addition, the B.C
Gover nnent has all ocated $200 million to renovate and build
schools and $361 mllion in new funds for health-care.

As Canada's Province on the Pacific Rm British Col unbia
continues to be the country's gateway to Asia. The Port of
Vancouver is the |argest and nost diversified port in Canada.
Most Asian tradi ng conpani es have agents in Vancouver who source
products from North Anmerica for shipnent to their home narkets.
Aneri can conpanies interested in establishing business
relationships in Pacific RRmcountries nmay find doi ng busi ness
wi th Vancouver-based representatives of trading conpanies from
these Pacific R mmarkets the nost econom cal manner in which to
begi n.

CHAPTER V. LEADI NG SECTORS FOR U. S. EXPORTS AND
I NVESTMENT

The follow ng section identifies and describes the |eading Best
Prospect industry sectors in Canada representing the nost
potential for U S. exporters of both food and non-food products.
Detailed statistical and nmarket estimates for each sector is
provi ded.



Section A of this Chapter contains information regardi ng non-
agricultural goods and services industries, and Section B
descri bes agricul tural products.

NOTES TO THE BEST PROSPECTS

(1) Al figures are expressed in mllions of U S. dollars,
unl ess ot herw se indi cated.

(2) Al gromh rates are expressed in real ternms.
(3) Al statistics are unofficial estimates.

(4) The followi ng exchange and inflation rate estinates were
used in the calculation of statistical information for the Best
Prospect sectors. Note: The Canadi an doll ar exchange rate
esti mate has since been revised downward in [ine with Canadi an
dol | ar depreciation against the U S. dollar.

1997 1998 1999
Exchange Rate
(C$1 = US$X) 0.7223 0.6743 0. 7000
Inflation Rate
(% 1.6 1.3 1.7
A Best Prospects for Non-Agricultural Goods and Services

The Canadi an inport market, already the nost favorable for U S
goods and services of any in the world, should see continued
growh in the comng years. U S. goods and services account for
an overwhel m ng share of the inport market in Canada, and the
United States remains by far Canada's | argest export market and
I mport supplier. On the basis of current market trends and

mar ket conditions, the follow ng sectors are considered to hold
the nost potential for U S. exports to Canada.

Comput ers and Peri pheral s (CPT)

Comput er Sof t war e ( CSF)

Tel ecomruni cati ons Equi prent ( TEL)

Aut onoti ve Parts and Service Equi pnment (APS)
Bui | di ng Products (BLD)

Travel and Tourism Services (TRA)

Furniture (FUR)

NoOARWNE



8. Medi cal Equi pnent ( MED)

9. Pol | uti on Control Equi pnent (PQOL)

10. Food Processing and Packagi ng Equi pnent (FPP)
11. Sporting Goods and Recreational Equi pnent (SPT)
12. El ectronic Conponents (ELC)

13. Aircraft and Parts (AR

14. Security and Safety Equi pnent (SEC)

15. Electrical Power Systens (ELP)

16. G| and Gas Field Machinery (0OGV

17. Pleasure Boats and Accessories (PLB)

18. Plastic Materials and Resins (PMR)

19. Airport and G ound Support Equi pnent (APGQ
20. Agricultural Mchinery and Equi prent (AGV)

PART 1. BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR: 1

B. NAME OF SECTOR: COMPUTERS AND PERI PHERALS

C | TA | NDUSTRY CODE: CPT

PART 11. NARRATI VE

The Canadi an conputers and peripherals market is projected to
grow at a real rate of 9.3 percent to US$9.6 billion in 1999.
Canada is a prosperous country and one of the best-wired nations
in the world. Wile demand for conputers fromthe business

sector is large, the major force in the conmputer narket will be
househol d demand. Canada's popul ation is approxi mtely 30
mllion and househol ds nunber about 9 mllion. A recent survey

conducted by A.C. N elsen found that 58 percent of Canada's
househol ds have at | east one personal conputer.

Canadi an corporations of all sizes will continue to invest in
conputers and peripherals as part of their corporate strategy to
mai ntai n conpetitiveness in the global econony. In their quest
for greater efficiency and better citizen services, the federal,
provi nci al, and nuni ci pal governments in Canada will al so nmake
significant investnents in conputer technol ogy.

The honme and Small O fice/Home Ofice (SOHO narket is another
significant force in the Canadi an conputer market. Rapid growth



is expected, with the expandi ng demand for fully configured

mul timedi a PCs, conplete with comrunications conponents, in hone
offices. Applications such as telecomuting and the internet
are also fuelling purchases of new equi prent and peripherals in
all segnents of the Canadi an narket.

U. S. conpanies are expected to renmain the primary suppliers of
conmput er hardware and peri pherals to Canada. However, we nay
see Sout heast Asian suppliers with their |ower production costs
begin to expand their presence in the Canadian market. Still,
U. S. conpanies with conpetitively priced products, effective

di stribution channels, and strong custoner service prograns in
pl ace can expect to profit fromthe growh in conputer hardware

and peripheral sales in Canada well into the next m |l ennium
PART 111. DATA TABLE (in mllions of U S. dollars)
1997 1998 1999

A TOTAL MARKET SI ZE 8,122 8, 395 9,618
B. TOTAL LOCAL PRODUCTI ON 5,193 5, 357 6, 147
C. TOTAL EXPORTS 4, 695 4,929 5, 740
D. TOTAL | MPORTS 7,624 7,967 9, 211
E. | MPORTS FROM THE U. S. 5,108 5, 338 6,172

~

The above statistics are unofficial estimates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A. RANK OF SECTOR: 2

B. NAVE OF SECTOR: COVPUTER SOFTWARE

C. | TA | NDUSTRY CODE: CSF

PART 1|1. NARRATI VE

The Canadi an software market was valued at US$3.4 billion in

1998 and is projected to grow nearly 18 percent to US$4 billion
in 1999. Software sales in Canada will be driven by continued
growh in the use of the internet, intranets, and the depl oynent
and devel opnment of associ ated applications. The universa



acceptance of intranets and the need to connect heterogeneous
conputers with a wi de range of processors, operating systens,
configurations, and devices will continue to require
connectivity software. |IT systens in today's enterprises are no
| onger processor or server-centric but network-centric.
Appl i cation devel opnent is no | onger process-centric, but data-
centric. Simlarly, information technology is noving toward
bei ng busi ness-centric, rather than technol ogy-centric. These
shifts are resulting fromthe need to provide information on
demand and will continue to propel the software market in
Canada.

U.S. conpanies are the dom nant suppliers of conputer software
to Canada with a 52.4 percent share of the total market.
However, Canada's indi genous conputer software industry has
devel oped strong conpani es that have achieved internationa
recognition as market |eaders in their product niches. Third-
country conpetitors supplying | ess expensive progranm ng and
software services al so have a presence in the Canadi an software
mar ket and shoul d not be ignored by U S. suppliers.

PART 111. DATA TABLE (in mllions of U S. dollars)
1997 1998 1999
A TOTAL MARKET SI ZE 3,117 3, 358 4,010
B. TOTAL LOCAL PRODUCTION 1, 757 1, 891 2,269
C TOTAL EXPORTS 892 958 1, 155
D. TOTAL | MPORTS 2, 251 2,425 2,895
E. | MPORTS FROM THE U. S. 1,621 1, 746 2,085

—~

The above statistics are unofficial estinmates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 3

B. NAME OF SECTOR: TELECOVMUNI CATI ONS EQUI PMENT

C | TA I NDUSTRY CODE: TEL

PART 11. NARRATI VE



The Canadi an tel ecommuni cations industry includes nmanufacturers
of equi pnment used for the transm ssion, sw tching and

di stribution of voice, data and video information. The

i ndustry's principal custonmers are tel ecomuni cati ons conmon
carriers. Business and residential purchasers of tern na

equi pnment and private networks have al so becone i nportant narket
segnents.

Ext ensi ve deregulation in the tel ecommuni cati ons services
sector, the ability of users to own their own tern na

equi pnment, and the rapid growh in tel ephony and private

net wor ks have all contributed to significant expansion of the
Canadi an market. Demand for tel econmmunications equipnent is
projected to grow nore than 12 percent to US$6 billion in 1999.

Per sonal Communi cations Service (PCS) technology in Canada is

al so expected to expand in the years ahead, as Canadi an demand
for secure, inexpensive, nobile conmunications equi pment and
services continues to grow. Over the next decade, nobile

W rel ess usage for personal conmunications is projected to grow
froma user base of 17.5 percent of Canada's population to

al nrost 40 percent.

The wi despread use of high-capacity optical fiber, the
digitization of tel econmunications, the energence of new access
t echnol ogi es i ncl udi ng broadband and satellite, and of course
the exponential growth in internet usage, are a few of the
factors that will continue to spur demand for tel econmunications
equi pnent in Canada. Furthernore, the convergence of

t el ecomuni cati ons technol ogi es and information technologies, in
an environnment of deregul ation and increased conpetition in
Canada, will also inmpact market grow h.

In addition to supplying Canadi an end-users, U S.

t el ecommuni cati ons equi pnent and conponent manufacturers wl|
find lucrative opportunities anong Canadi an tel econmuni cati ons
equi pnent manuf acturers who have becone nmgjor players in their
own right. These firnms have relied all along on U S. CEMs to

neet their sales and production goals, and this will continue.
PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET Sl ZE 4,990 5,251 6,171

B. TOTAL LOCAL PRODUCTI ON 4, 066 4,196 4, 859



C TOTAL EXPORTS 1,731 1, 763 2,019
D. TOTAL | MPORTS 2,655 2,818 3,331
E. | MPORTS FROM THE U. S. 1,994 2,131 2,528

(The above statistics are unofficial estimates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 4

B. NAME OF SECTOR: AUTOMOTI VE PARTS AND SERVI CE EQUI PMENT
C | TA I NDUSTRY CCDE: APS

PART 11. NARRATI VE

The autonotive parts nmarket in Canada was val ued at US$30. 6
billion in 1997 and regi stered 11.2 percent real growth in 1998
to a value of US$33.8 billion. This sector is expected to grow
another 11.6 percent in 1999, reaching a val ue of US$38. 8
billion. The year 1998 was a banner year for Canadi an auto
parts conpani es despite the volatility in public markets and a
strike at General Mdtors which inpacted production |evels
negatively between June and August. Canada's underval ued
currency and | ower production costs served as incentives for
aut onotive parts manufacturers and suppliers to shop in Canada
for acquisitions and potential nergers in the stanping,

I njection nolding, and aftermarket sectors.

Retail sales of new cars and trucks in Canada totaled 1.4
mllion units in 1998. Light trucks closed at 649,000 units,
and passenger car sales grew to 741,000 units. Strong retai
sales coupled with record | evel production of nore than 2.5
mllion cars and light trucks in 1998 will serve to increase
Canada' s denmand for autonotive parts, conponents, and
accessories. In fact, industry experts predict 10 to 12 percent
annual real growh in this sector over the next three years,
from 1998 to 2000.

U.S. autonotive parts exports to Canada are expected to keep
step with the market and expand at an annual rate of 10 to 12
percent, in the framework of the U. S. -Canada Auto Pact. U. S.
autonotive parts exports to Canada were val ued at US$21. 6
billion in 1997 and grew to US$24 billion in 1998. Total U S.



exports in this best prospects sector are projected to reach
US$27.8 billion in 1999.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET Sl ZE 30, 580 33,790 38, 810
B. TOTAL LOCAL PRODUCTI ON 18, 700 20, 260 22,690
C. TOTAL EXPORTS 12, 830 14, 040 15, 800
D. TOTAL | MPORTS 24,710 27,570 31, 920
E. | MPORTS FROM THE U. S 21, 630 24,010 27, 840

—~

The above statistics are unofficial estinmates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR: 5

B. NAVE OF SECTOR: BUI LDI NG PRCDUCTS

C | TA I NDUSTRY CCDE: BLD

PART 1. NARRATI VE

The buil ding products sector is one of Canada's | argest
contributors to its trade balance with the United States.
Canada' s buil di ng products industry is best noted for such
products as |unber, plywod, shingles, veneer, and

particl eboard. O her higher val ue building products produced in
Canada i ncl ude prefab housing, doors, w ndows, cabinets, and

har dwood fl oori ng.

The Canadi an buil di ng products market experienced renewed growh
in the last three years nainly due to an increase in new
residential and non-residential construction, robust growth in
honme renovations, low interest rates, and strong consumner
confidence. In 1998, the Canadi an building products market grew
at an annual real growth rate of 5.6 percent to C$11.1 billion,
conpared to C$10.5 billion in 1997. However, because of the
depreciation in the Canadi an dollar, the market actually
contracted in U.S. dollar terms fromUS$7.56 billion in 1997 to
US$7.51 billion in 1998. Industry experts predict a stable



econony in 1999, with spurts of growmh in the residential and
comercial construction markets that will increase demand for
bui | di ng products at an annual real growh rate of 5.1 percent
to US$8.3 billion.

Al t hough the tabl e bel ow indicates that Canada exports
approximately four times nore building products to other
countries than it inports, 80 percent (US$11 billion) of these
exports represents wood products such as |unber, plywod, and
particl eboard. The renmining 20 percent of Canadi an buil di ng
product exports is made up of products such as bath and sanitary
ware, ceramc tiles, do-it-yourself products, and |ighting
products, to nanme a few, and such materials as construction
adhesi ves, sealants, and insulation. U S. exports of building
products to Canada, valued at US$2.5 billion, represented 75
percent of Canada's total building products inport narket in
1998 and will continue to domi nate. The success of U. S
bui | di ng products suppliers in Canada reflects the advantages
that U S. manufacturers enjoy over third-country suppliers,

i ncl udi ng geographic proximty, simlar quality demands, brand-
name recognition, tariff-free entry, and famliar channels of
distribution. U S. exports of building products to Canada are
expected to grow at a real rate of 3.5 percent in 1999 to US$2.7
billion.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 7,561 7,516 8, 288
B. TOTAL LOCAL PRODUCTI ON 17,552 16, 689 17,710
C TOTAL EXPORTS 13, 284 12, 487 13,125
D. TOTAL | MPORTS 3,293 3,315 3,703
E. | MPORTS FROM THE U. S. 2,625 2,482 2,695

—~

The above statistics are unofficial estimates.)

PART 1. BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR: 6
B. NAVE OF SECTOR: TRAVEL AND TOURI SM SERVI CES

C | TA I NDUSTRY CODE: TRA



PART 11. NARRATI VE

Despite the weak Canadi an dollar, Canada remai ns the | argest

I nbound travel market for the United States. Canadi ans
represented 29 percent of all international visitors to the
United States in 1998, despite a decline of 11.25 percent from
15.1 mllion visitors in 1997 to 13.4 mllion in 1998.

Expendi tures by Canadi an visitors to the United States declined
by 3.3 per cent to US$6.5 billion (C$9.7 billion) in 1998, as
one day trips saw t he sharpest decline.

Expendi tures by Canadi an travelers to the United States are
projected to grow by one percent in 1999 as the Canadi an dol | ar
regai ns sone strength against the U S. dollar. Corporate travel
to the United States will continue to grow, keeping pace with
the growh in cross-border trade. Annual corporate travel and
ent ert ai nment expendi tures have doubled in the past 10 years
fromUS$4.2 billion (C$6.2 billion) in 1987 to US$8.6 billion
(C$12.9 billion) in 1997. Canadian travel abroad as a whol e was
up 5.9 percent in 1998. As the Canadi an dollar recovers its
strength there is little doubt that Canadian travel to the

United States will rebound to new highs in the next m |l ennium
PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL SALES 15, 864 16, 154 16, 679

B. SALES BY LOCALLY OMNED 11, 739 13, 632 14,177
ESTABLI SHVENTS (1)

C. FORElI GN SALES BY LOCAL 6, 882 7,549 7,926
ESTABLI SHVENTS ( 2)

D. SALES BY FOREI GN- OANED 11, 076 11, 076 11, 352
ESTABLI SHVENTS ( 3)

E. SALES BY U. S. - LOCATED 7,093 6, 887 6, 956

ESTABLI SHVENTS ( 4)
(The above statistics are unofficial estimates)

Special Notes to this Best Prospect:

(1) Sales by locally owned establishnents equals total Canadian
donmestic travel expenditures.



(2) Foreign sales by |ocal establishnents equal s total
i nternational travel to Canada.

(3) Sales by foreign-owned establishnments equals total Canadi an
travel to international destinations.

(4) Sales by U S. -located establishnents equal s Canadi an
expenditures in the United States.

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR: 7

B. NAVE OF SECTOR: FURNI TURE

C | TA I NDUSTRY CCDE: FUR

PART 11. NARRATI VE

The Canadian furniture industry includes producers of househol d,
of fice, hotel, restaurant, and institutional furniture,

bedspri ngs and mattresses; and other furniture and fixtures.
Househol d furniture accounts for 45.1 percent of Canadi an

i ndustry shipnents, followed by office furniture (25.8 percent);
hotel, restaurant, and institutional furniture (18.3 percent);
and other furniture and fixtures (10.8 percent).

In the last three years, the Canadian furniture nmarket
experienced renewed growh nainly due to an increase in new
residential and non-residential construction, robust growh in
honme renovations, low interest rates, and strong consumner
confidence. Industry experts predict a stable econony in 1999
with spurts of gromh in the residential and commerci al
construction markets. Construction, sales of newy constructed
houses, and renovations shoul d increase the demand for furniture
by an annual real growmh rate of 4.9 percent in 1999.

The Canadi an furniture nmarket is relatively mature, but products
such as hone entertai nnent furniture, outdoor furniture, hone
office furniture, and ergonom c office furniture should offer
above-average growmh in the next five years. Wth al nost 70
percent of Canadian inports for furniture, Anericans wll



continue to domnate the furniture export market to Canada.

U S. exports of furniture to Canada are expected to grow at a
real rate of 4.2 percent in 1999. The success that U S.
furniture suppliers have experienced in Canada reflects the
advant ages enjoyed by U S. nmanufacturers over third-country
suppliers, particularly geographic proximty, common furniture
designs, simlar quality demands, tariff-free entry, and simlar
channel s of distribution.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 3,443 3,564 3,924
B. TOTAL LOCAL PRODUCTI ON 4,551 4,918 5,616
C. TOTAL EXPORTS 2,488 2,951 3, 482
D. TOTAL | MPORTS 1, 380 1, 597 1,790
E. | MPORTS FROM THE U. S. 981 1,145 1, 253

(The above statistics for 1997 are based on I ndustry Canada
figures, which have been adjusted to renobve sone categories of
transportation equi pnment parts and accessories. All other
statistics are unofficial estimtes.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 8

B. NAME OF SECTOR: MEDI CAL EQUI PMENT

C | TA I NDUSTRY CCDE: MED

PART 11. NARRATI VE

Regardl ess of their personal financial situation, all Canadi ans
(30 mlIlion in 1998) have access to necessary nedi cal care under
a national public health insurance systemcalled “Medicare”.
When Canadi ans need nedical care, they go to the physician or
clinic of their choice and present a health insurance card
Issued in their nane by the governnent of the province where
they live. Hospital care and physicians' services, as well as
the services of a nunber of allied health care professionals are



pai d by Medicare rather than by Canadians directly. The
Canadi an Medi care systemis in turn financed primarily through
provi nci al and federal personal and corporate incone taxes.

The managenent and delivery of publicly insured nedical services
in Canada is the responsibility of each provincial and
territorial governnent. Provinces and territories therefore

i ndividually control the planning, managenent, and financing of
hospital care, physician and allied health care services, and
sonme aspects of prescription care and public health. The 950
publicly financed hospitals are the |argest purchasers of

nmedi cal equi pnent, accounting for over 75 percent of sales to
end- users.

In recent years, all provinces and territories have had to
reduce the cost of nedical care. However, cost containment is
reaching a limt and the focus is shifting to a |onger term

New funds and prograns for public health care provided by the
federal governnent and several of the provincial governnents in
Canada are associated with the increase in demand for nedica
equi pnment observed in 1998. |In fact, Canadi an inports of

medi cal equi pnment grew fromUS$ 1.17 billion in 1997 to US$ 1. 32
billion in 1998, exceeding nost industry forecasts. U S
suppliers garnered 74 percent of total Canadian inports in 1998
and should maintain their strong hold in the foreseeable future.
Sal es of technol ogically advanced nedi cal equi pnment in Canada
will continue to do well with hospitals, because adm nistrators
view i nvestnent in new, automated, and technol ogically advanced
equi pnent as a way to increase efficiency and control | abor
costs.

The use of nedical devices is strictly regulated by Canadi an
authorities. The federal Therapeutic Products Program (TPP),
Heal t h Canada, ensures the safety and effectiveness of nedica
devices. In 1998, TPP introduced new regul ati ons, which
classify nmedi cal devices into four categories depending on the
| evel of potential risk to the patient. Cdass | represents
devi ces that pose the least risk, such as a bandage. ddass IV
devi ces pose the highest risk, for exanple, a pacenaker.

Canadi ans continue to spend nore on private health insurance, in
part to conpensate for de-insured services during the reform
years. To service at |ower costs a rapidly aging popul ati on,
community and hone care service structures have energed

t hroughout the country creating a new demand for nedi cal

equi pnent. Demand for hone care and nobility equi pnent shoul d
experience the strongest grow h.



PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999

A TOTAL MARKET SI ZE 1,701 1, 903 2,157
B. TOTAL LOCAL PRCDUCTI ON 831 910 1, 040
C. TOTAL EXPORTS 303 328 391
D TOTAL | MPORTS 1,173 1,321 1, 508
E | MPORTS FROM THE U. S. 843 980 1, 119

(The above statistics are unofficial estimates.)

PART |. BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A.  RANK OF SECTOR 9
B. NAME OF SECTOR PCOLLUTI ON CONTROL EQUI PMENT

C. | TA | NDUSTRY CODE: POL

PART 1. NARRATI VE

Canadi an demand for pollution control equipnment will continue to
show real growth of between two and four percent in 2000.
Products associated with air pollution control will show the

hi ghest growt h levels, a result of Canada’s commtnent to the
reducti on of greenhouse gasses. Conbined with that growth, the
demand for specialized nonitoring equipment will, at the very

| east, renmmin stable, while an overall increase in spending for
this type of apparatus is expected anong industrial end-users.

O herw se, niche markets remain active as seen in conmposting
initiatives, a result of Canada’s waste reduction goals. |ssues
of interest to the regulatory community include mercury

recl amati on, toxic chenmical inventory, pesticide nonitoring, and
muni ci pal waste. Affecting all environnmental matters in Canada,
and perhaps the nost inportant, is the status of the revised
Canadi an Environnental Protection Act which, as of June 1999,
had yet to be enact ed.

Wth a total market in 1999 of approxi mately US$9billi on,
covering all forns of environnental services and equi pnent,
Canada presents qualified opportunities for those U S. conpanies



whi ch are prepared to work with [ ocal engineering firms and with
end-users in devel oping both short and I ong term prevention and
treatnment strategies. About 70 percent of all POL inports
originate in the United States. (Data in Part 11l does not

i ncl ude environnmental services.)

Considering the smaller size of many of the Canadi an conpani es
active in this sector, partnering with U S. firnms for both
donmestic and international projects continues to be an inportant
option for building export sales. Canadian firns, thanks in
part to concentrated federal and provincial government support,
are continuing to build their expertise in foreign markets.
About one-half of all exports are destined for the United
States, with the balance going to Europe, Asia, South America,
Mexi co and ot hers.

O the 4,500 Canadi an conpanies active in this sector, about
two-thirds are estinmated to be offering an environnental service
as their principle business activity. The four highest demand
end-users of POL technol ogies in Canada are the cheni cal,

petrol eum mning, and pul p and paper industries.

PART 111. DATA TABLE

1997 1998 1999

A TOTAL MARKET SI ZE 4, 664 4, 459 4,735
B. TOTAL LOCAL PRODUCTI ON 4, 057 3,902 4,171
C TOTAL EXPORTS 583 599 684
D. TOTAL | MPORTS 1,190 1,156 1, 248
E | MPORTS FROM THE U. S. 833 809 874

(The above statistics are unofficial estimtes.)

PART |.  BEST PROSPECT SECTOR FOR U.S. EXPORTS AND | NVESTMENT

A.  RANK OF SECTOR 10

B. NAME OF SECTOR FOOD PROCESSI NG AND PACKAG NG
EQUI PNENT

C | TA | NDUSTRY CCDE: FPP



PART 11. NARRATI VE

The Canadi an Food Equi pnent and Packagi ng Sector has w tnessed
significant changes and industry rationalization over the past
five years. Both the end of the Crow Rate and a return to the
nost econom cal neans of production have affected the size of

production and the growmh of the Canadi an food products sector.

The Crow rate, abolished in 1995, was a US$440 million (1995
funds) transportation subsidy which was used by producers to
ship commodities to end-users or ports of shipnents. The Crow
rate (in use for alnost 100 years) was |largely viewed by

i ndustry as a vehicle which discouraged the Canadi an west’s
livestock and grain processing industries. Wile the lion s
share of food processing is done close to population centers in
eastern Canada, the current trend is to build new structures,

i ke canol a crushing plants and hog and cattle processing
facilities, closer to feedstock’s in Wstern Canada.

In 1998 industry sales in the Canadi an food sector were val ued

at US$22 billion. The breakdown of activity is as foll ows:
Meat and neat products (excluding poultry) Us$ 7.5
Dai ry Products Us$ 5.7
Fruit and veget abl es Uss 2.7
Fi sh products Us$ 2.0
Bakery products Uss 2.1
Poul try products us$ 2.0

In 1998, the size of the Canadi an Food Processi ng and Packagi ng
equi pment sector was val ued at US$622 million. This figure
represents a 10.4 percent increase over the 1997 val ue of
US$594. 07 nmillion. The growmh between 1998 and 1999 is expected
to be 4.6 percent and industry specialists are predicting a two
percent real increase annually between 2000 and 2001.

The United States continues to be the dom nant supplier of food
processi ng and packagi ng equi prment inported into Canada,
accounting for 60 percent of total inport demand. U. S
penetration of the Canadi an food processi ng and packagi ng sector
will continue to be substantial, however the U S. will face
stiffer conpetition fromthe European market because of the
increasingly inportant role international standards are playing
for industry participants. For exanple: A Wrld Trade

Organi zation (WO ruling in Septenber 1997 all owed Canadi an
beef exports to the European Union.



PART 111. DATA TABLE

1997 1998 1999

A TOTAL MARKET SI ZE 594 622 662
B. TOTAL LOCAL PRCDUCTI ON 394 403 439
C. TOTAL EXPORTS 237 255 282
D. TOTAL | MPORTS 437 475 505
E. | MPORTS FROM THE U. S. 353 384 409

~

The above statistics are unofficial estinates.)

PART |.  BEST PROSPECT SECTOR FOR U.S. EXPORTS AND | NVESTMENT
A.  RANK OF SECTOR 11
B. NAME OF SECTOR SPORTI NG GOODS AND RECREATI ONAL
EQUI PMENT
C. | TA I NDUSTRY CODE: SPT
PART |1. NARRATI VE

The Canadi an market for sporting goods and recreationa

equi pnment i s expected to grow by 4.8 percent from 1999 to 2000.
This represents at |east four consecutive years of strong growth
for this sector. Gowh continues to be strong in the foll ow ng
sports/activities: snowboarding, in-line skating, hiking, golf,
exerci se, and bow i ng equi pnent. There is a positive

correl ation between the purchase of sporting goods and the
health of the econony, and recent sales growh reflects the
robust strength of the Canadi an econony. The future | ooks
bright for the sporting goods industry in Canada over the next
two years, as the Canadi an econony is showi ng no signs of

sl ow ng down.

Canadi an donesti c production of sporting goods equi pnent is
relatively large. Donmestic manufacturing is especially strong
in certain areas including ice hockey and curling equi pnent.
However, overall, inports account for a very |large share of the
total market, at 67 percent. Anmerican goods account for the
majority of these inports (54 percent). Products manufactured



in various Asian countries conprise the second | argest share of
the i nport nmarket foll owed by European manufacturers. However,
American market share is particularly significant in specialized
and hi gher-end sports equi pnent. Anerican firnms enjoy w de
brand- name recognition in Canada, as there is great overlap

bet ween print, broadcast, and el ectronic nedia between the two
countries. As a result, Canadians are very famliar with the
better-known Anerican products and often select them over third-
country conpetitors because of the brand-nane and reputation.
The market for inported sporting goods is expected to mirror the
grow h of the total market for at |east the next two years.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
TOTAL MARKET SI ZE 1, 089 1,110 1, 155
TOTAL LOCAL PRODUCTI ON 798 811 843
TOTAL EXPORTS 417 444 464
TOTAL | MPORTS 708 743 776
| MPORTS FROM THE U. S. 373 391 419

(The above statistics are unofficial estimates.)

PART | . BEST PROSPECT SECTOR FOR U.S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 12

B. NAME OF SECTOR: ELECTRONI C COMPONENTS

C | TA I NDUSTRY CCODE: ELC

PART 1. NARRATI VE

The Canadi an market for electronic conponents is currently
estimated at US$11.9 billion for 1999. Estinmtes based on data
provi ded by Statistics Canada suggest that the Canadi an

el ectroni ¢ conponents sector will expand at an annual rate of 10
to 12 percent in real terns to the end of 2000. The sector in
Canada i s a know edge-i ntensive, export-oriented, high val ue-
added industry which is closely allied to the tel ecom equi prnent,
comput er, software products, conputer services, and



instrunmentation industries. Current growth in this sector is
bei ng driven by demand for tel econmunications and conputer

equi pnent in North America and third-country markets. Canadi an
industry is heavily export-oriented with over 80 percent of
current production sold outside of Canada, and the bul k of these
shi pnments destined for the United States. The nmjority of
inports into the Canadi an market tend to be incorporated into
final products which are then exported abroad. U. S. products
enjoy a domnant position in the inport market, accounting for
nearly two-thirds of total inports. G ven the prospects for
strong growh in the tel ecommunications and I T sectors and the
relative strength of the U S. and Canadi an econonm es, inport
mar ket demand for el ectronic conmponents should closely paralle
or slightly surpass overall sector growth through the end of
2000.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 9016 10, 928 11, 917
B. TOTAL LOCAL PRODUCTI ON 2678 3,928 4,517
C. TOTAL EXPORTS 2840 3,100 3, 500
D. TOTAL | MPORTS 9178 10, 100 10, 900
E. | MPORTS FROM THE U. S. 4399 6, 136 7,240
(The above statistics are unofficial estinmates.)
PART I . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 13
B. NAME OF SECTOR: Al RCRAFT AND PARTS
C. | TA | NDUSTRY CODE: AIR
PART 1. NARRATI VE

Canada' s aerospace sector continues to outperformall other

| eadi ng Canadi an i ndustrial sectors growing twice as fast as the
country's GDP for the past decade. 1In the period from 1986

t hrough 1996, total sales for Canada's aerospace industry



expanded by 140 percent. Wth strong growmh forecast to
continue for the near term Canada's aerospace sector is
expected to nove into fourth place in the world, surpassing both
Germany and Japan by the year 2000.

Strong donestic industry performance is attributed to Canada's
conpetitive advantage in selected niche nmarkets. Specifically,
Canada' s aerospace industry holds 50 percent of the world
commerci al turbine helicopter market, 35 percent of the world
mar ket in |large business aircraft, one third of the world market
for small turbine engines, 42 percent of the world market for
regional aircraft, two-thirds of the world market for aircraft
envi ronmental systens, 60 percent of the world market for new

| arge aircraft |anding gear systens, and 75 percent of the world
conmer ci al sinmul ator market.

Gowth in demand for aircraft parts in Canada continues to be
fuel ed by an increase in airframe manufacturing. Strong demand
in the regional aircraft market conbined with inpressive growh
in repair and overhaul activities have been key factors behind
Canadi an aerospace sector growh. Best estimtes avail able
suggest that the order backlog for the Canadi an aerospace

i ndustry reached US$14 billion in 1997.

PART 111. DATA TABLE (in mllions of U 'S. dollars)

1997 1998 1999
A TOTAL MARKET Sl ZE 2,400 2,900 4,900
B. TOTAL LOCAL PRODUCTI ON 5, 500 6, 800 8, 200
C. TOTAL EXPORTS 6, 900 8, 500 9, 200
D. TOTAL | MPORTS 3, 800 4, 600 5, 900
E. | MPORTS FROM THE U. S. 2,700 3,100 3,700

~

The above statistics are unofficial estinates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 14
B. NAVE OF SECTOR: SECURI TY AND SAFETY EQUI PVENT

C | TA I NDUSTRY CCDE: SEC



PART 1. NARRATI VE

Canada's security and safety equi pnent sector is expected to
grow at a real rate of between four and seven per cent through
the year 2001. The size of the Canadi an security market is
expected to reach approximately C$851 million by the end of

1999. Inports represent 76 per cent of total narket demand, and
U S suppliers hold a 44 per cent share of the inport narket.

U S. products are well established in the Canadi an mar ket and
are consi dered by Canadians to be high in quality, with a
conpetitive price.

Access control equipnment is a subsector within the |arge
security market conprising both nechanical and

el ectric/electronic security equi pnent, as well as security
services. The need for controlled access to secure areas and
control s on conputers and ot her devices has never been greater.
By 2005, it is estinmated that 25 to 33 per cent of North

Ameri can households wll be equipped with nonitored security
syst ens.

As thieves continue to outsmart existing security systens, and
as threats of vandalism and ot her dangers continue to grow,
Canadi an househol ds, busi nesses, and institutions are

conti nuously forced to update or purchase security systens that
provi de the | eading edge on protection. U S. suppliers of
safety and security equi pnent enjoy a conpetitive tariff free
treatment under the North American Free Trade Agreement (NAFTA).
They al so benefit fromthe United States' reputation as a source
of quality products and technol ogi cal expertise, in addition to
enj oyi ng brand nanme recognition and geographic proximty.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 760 791 851
B. TOTAL LOCAL PRODUCTI ON 427 464 510
C. TOTAL EXPORTS 253 278 306
D. TOTAL | MPORTS 591 605 647
E | MPORTS FROM THE U. S. 214 254 285

(The above statistics are unofficial estimates.)



PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT

A RANK OF SECTOR 15

B. NAVE OF SECTOR: ELECTRI CAL PONER SYSTEMS
C. | TA | NDUSTRY CODE: ELP

PART 11. NARRATI VE

Canada's electric power industry is organized around 16 naj or
utilities, of which seven are provincially owned, five are

i nvestor owned, two are nunicipally owed and two are
territorial Crown corporations. These sixteen utilities account
for over 90 percent of all electricity generated in Canada. The
industry's nain activities are electrical power generation;
transm ssion at high voltages over |ong distances; and

di stribution at |ower voltages to industrial, commercial and
residential customers. The novenent of the Canadian utility

i ndustry toward privatization will help the Canadi an narket for
el ectrical power systenms reach US$1.90 billion in 1998 and
US$1.98 billion in 1999.

The demand for electrical power systens equi pnent in Canada grew
to US$1.76 billion in 1997, a six percent rise over 1996. In
1997, inports accounted for US$1.43 billion, or 80 percent of

t he Canadi an market. Shipnents fromthe United States

regi stered at US$1.02 billion, approximately 71 percent of total
1997 Canadi an inports, and are projected to reach US$1. 09
billion in 1998 and US$1.16 billion in 1999.

The future of the electrical power industry in Canada is being
shaped by increased conpetition and technol ogy advancenents.

The devel opnment of conprehensive systens that conbine existing
and energi ng technol ogies, particularly environnentally friendly
technol ogi es, draws particularly strong interest in Canada.
Technology is also playing a crucial role in the restructuring
of Canada's el ectric power industry. The increased use of co-
generation technol ogy and gas turbines has rai sed the demand for
turbines, boilers, and transfornmers in Canada. Strong interest
in renewabl e energy is also creating new opportunities for
technologies related to wi nd power, fuel cells, biomass

gasi fication, and photovoltaics.



PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 1, 758 1,876 1, 980
B. TOTAL LOCAL PRCDUCTI ON 1, 061 1,157 1, 227
C. TOTAL EXPORTS 733 774 820
D. TOTAL | MPORTS 1,430 1, 483 1,573
E. | MPORTS FROM THE U. S. 1,025 1, 090 1, 155

~

The above statistics are unofficial estinates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR: 16

B. NAVE OF SECTOR: O L AND GAS FI ELD MACHI NERY

C | TA | NDUSTRY CODE: OGM

PART 1. NARRATI VE

Energy executives in Canada s oil patch have heaved a sigh of
relief as the recovery of the base oil price in early 1999

bol sters this sector. Producers have nerged and rationali zed,
to weat her the | oss of revenue during the downturn, but al nost
unilateral ly, they have stayed their course on major project
initiatives.

The industry is starting to feel confident as robust natural gas
prices and healthy oil prices hold. In 1999, the size of the
Canadi an market for oil and gas field equipnent is expected to
exceed US$4.3 billion. Canadian buyers will likely inport an
estimated US$2.4 billion in oil and gas field machinery, with
imports fromthe United States exceeding US$2 billion.

I ndustry sources predict an increase in drilling of eight

percent to 8900 wells by the end of 1999. They al so predict an
annual growth rate of four percent through the forecast period
to 2001. U.S. products in this sector are recognized for their
excel l ent quality, technol ogical benefits, and reputable after-
sal e-service. U S. manufacturers can inprove their market share



by offering state-of-the-art products and by enpl oyi ng reputabl e
agents and distributors | ocated near the market. Prom sing

subsectors include drilling equipnment and pipeline construction
equi pnent .

PART 111. DATA TABLE (in mllions of U 'S. dollars)

1997 1998 1999

A TOTAL MARKET SI ZE 3,538.5 3,677.6 4,334.0
B. TOTAL LOCAL PRODUCTI ON 2,336.6 2,365.4 2,766.0
C. TOTAL EXPORTS 701.4 722.8 829. 3
D. | MPORTS 1,903.5 2,035.0 2,397.3
E. | MPORTS FROM THE U. S. 1,654.8 1,770.0 2,069.6

~~

The above statistics are unofficial estimates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A. RANK OF SECTOR 17

B. NAVE OF SECTOR: PLEASURE BOATS AND ACCESSCRI ES

C. | TA | NDUSTRY CODE: PLB

PART |11. NARRATI VE

Wth over two million, non-commercial watercraft in use in

Canada, the denmand for pleasure boats and accessories (PLB) is
expected to continue to grow at a real rate of close to 10
percent into 2000. Although limted by a shorter season than
the United States, Canadi an recreational boat owners wl|
continue to spend on new boats and equi pnent. Canadi ans spent
approximately US$1.4 billion in 1998 on recreational boating
when total expenditures on rel ated support services, boats and
accessories are taken into account.

Products associated with all types of recreational boating
pursuits are expected to remain of high interest to Canadi an
buyers. Creating this demand is a recreational fishing industry
val ued at close to US$7 billion (including services); a grow ng
conmponent of the population that is approaching retirenent, with



a higher level of discretionary incone; and revanped Canadi an
Coast Cuard regul ati ons which require new types of safety
equi pnent on nearly all classes of non-comrercial vessels.
Those standards, which will be phased in over ten years, cone
into effect April, 1999, replacing Canada’ s 20-year old, Smal
Vessel Regul ati ons.

U.S. conpanies in this sector exporting to Canada have had best
results using traditional marketing nmethods and selling via

wel | - established, national and regional marine distribution
networks. U.S. products hold over 90 percent of the total

inmport market, and real growth in US. inports is expected to be
mai ntai ned at a m ni numof 10 percent. G ven the size and
proximty of the U S. boating market, the | arge nunber of
products available for this sector, and the well known U.S.

manuf actures with subsidiaries in Canada, U. S. made products
will continue to be widely accepted anong Canadi an boaters.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 398 700 740
B. TOTAL LOCAL PRODUCTI ON 810 929 990
C. TOTAL EXPORTS 644 508 561
D. TOTAL | MPORTS 232 279 311
E. | MPORTS FROM THE U. S. 217 262 293

(The above statistics are unofficial estimtes.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR: 18

B. NAVE OF SECTOR: PLASTI C MATERI ALS AND RESI NS

C | TA I NDUSTRY CODE: PMR

PART 11. NARRATI VE

According to Industry Canada, the size of the Canadi an market
for plastic materials and resins is expected to reach US$5



billion in 1999 (C$7.2 billion). This will represent a rea
grom h of 5.8 percent over the value of the market in 1998.
I ndustry specialists predict that the PVR market wll grow at an
annual real rate of between five and seven percent through 2001.

This robust growth projection can be attributed to the
phenonenal devel opnent of the plastics industry which has been
driven by both the trenmendous diversity of markets for plastics
and the accel erated pace of plastic materials innovations and
repl acenent of other materials, nanely nmetal and gl ass. The
three nmaj or subsectors, which dom nate Canada's pl astics

i ndustry, are packagi ng products (34 percent), construction
products (26 percent), and autonotive conponents (18 percent).

In 1998 Canadi an inports of plastic products increased 18
percent, while inports of raw materials increased 7.4 percent.
U. S. producers have traditionally supplied 85 percent of these

imports. Industry Canada’s prelimnary figures suggest that in
1999 the growm h of local industry shipnments for synthetic resins
wi |l be nodest, but nunbers are expected to increase rapidly

again as new capacity cones onstream principally in Al berta.
The future growh in the PMR sector in Canada will be fuel ed by
the introduction of new raw materials, nore advanced processing
equi pnent and nore efficient prototyping techniques.

PART I'11. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 4,671 4,623 5,077
B. TOTAL LOCAL PRCDUCTI ON 4, 359 4,073 4,402
C TOTAL EXPORTS 2,711 2,482 2,626
D. TOTAL | MPORTS 3,023 3,032 3,301
E. | MPORTS FROM THE U. S. 2,590 2,875 3,042

—~

The above statistics are unofficial estimates)

PART 1. BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 19
B. NAVE OF SECTOR: Al RPORT AND GROUND SUPPORT EQUI PMENT

C | TA I NDUSTRY CODE: APG



PART 11. NARRATI VE

Denmand for airport and ground support equi prment continues to

i ncrease in Canada. The United States-Canada Air Transport
Agreenent ("Open Skies") signed in My, 1995, opened conpetition
for air traffic. Lester B. Pearson and Vancouver International,
two of Canada's busiest airports, are expanding term nals and
addi ng runways to accommopdate the increase in air traffic.

Al t hough construction is underway, not all product sourcing has
been conpleted. Smaller centers, including nmunicipal airports,
are beginning to see the effect of increased air traffic and
will need to expand their term nals and runways.

Transport Canada has privatized a nunber of its facilities in
Canada. This privatization is expected to be conplete by the
year 2000. Ownership of selected airports will be offered to
provi nci al and | ocal governnents, airport conm ssions, and
private businesses. New airport owners are expanding their
facilities in order to devel op new busi ness through increased
passenger and cargo traffic.

The Canadi an airport and ground support equi pnent market was
valued at US$93 million in 1996, and is projected to reach US$98
mllion in 1998, representing five percent real growth over
1997, and US$105 million in 1999, an additional five percent

i ncrease over 1998. The value of U S. airport and ground
support equi prent inported into Canada is estimted to grow at
an average annual real rate of 4.5 to five percent during the
sanme tinme period, due in part to preferential tariffs under the
NAFTA, |ower transportation costs, and the standard electrica
power supply used in North America. During 1997, U S. inports
were valued at US$61 million, approximately 71 percent of the
total market. By 1999, U S. inports will increase to an

esti mated US$67 nillion.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 93 98 105
B. TOTAL LOCAL PRODUCTI ON 11 13 16
C. TOTAL EXPORTS 5 6 7
D. TOTAL | MPORTS 87 91 96



E. | MPORTS FROM THE U. S. 61 64 67
(The above statistics are unofficial estimates.)

PART |.  BEST PROSPECT SECTOR FOR U.S. EXPORTS AND | NVESTNMENT
A.  RANK OF SECTOR 20
B. NAME OF SECTOR AGRI CULTURAL MACHI NERY AND
EQUI PNENT
C. I TA | NDUSTRY CODE: AGM
PART 1. NARRATIVE

Despite | ow commodity prices through 1998, the Canadi an
agricultural machinery and equi pnment narket continues to show
I npressive growh. Diversified crops, and the need to neet
wor | dwi de demand for grain have Canadi an farnmers planting nore
| and and spendi ng aggressively on equi pnment.

The size of the Canadi an market for the agricultural nmachinery
and equi pnent is expected to exceed US$3.3 billion in 1999.
Anerican suppliers of this type of equipnent will supply US$1.3
billion or 54 percent of all inported goods in this sector.

I ndustry sources predict that this sector will increase at an
average annual real rate of between three and five percent

t hrough 2001. While the growth in this sector can be attributed
to worl dwi de demand, another factor is the decision of Canadi an
and foreign food processing conpanies to place and expand
factories on the Canadi an prairies.

The Canadi an agricul tural machi nery and equi pnent market is

hi ghly conpetitive in terns of price and technol ogy. Conpanies
with significant conpetitive advantages and i nproved market
shares are financially strong and attenpt to use the | atest
state-of-the-art production technologies. Increased use of
computers in plant function, design, and manufacturing processes
make products nore technol ogi cally advanced and price
conpetitive in the Canadian nmarket. In order for U S. suppliers
to be conpetitive, they nust offer factory financing for |arge
items and be aware of what their dealers offer custoners in
terms of financing. Sales margins to dealers average five to



ei ght percent. Also, tinmely delivery of products is a ngjor
buyi ng factor for Canadian farners purchasing |large itens.
Furthernore, a dealer's reputation for good after-sale service
is also inportant.

PART 111. DATA TABLE (in mllions of U 'S. dollars)

1997 1998 1999
A TOTAL MARKET Sl ZE 3,538.5 3,677.6 4,334.0
B. TOTAL LOCAL PRODUCTION  2,336.6 2,365.4 2,766.0
C. TOTAL EXPORTS 701. 4 722.8 829. 3
D. | MPORTS 1,903.5 2,035.0 2,397.3
E | MPORTS FROM THE U. S. 1,654.8 1,770.0 2,069.6

(The above statistics are unofficial estinates)

B. Best Prospects for Agricultural Products

U.S. agricultural exports to Canada reached a record-high $7.0
billion in 1998, up nore than 3 percent from 1997. More than 70
percent of the total canme from sales of fresh and processed
fruits and veget abl es, snack foods, and ot her consuner-oriented
products. Canada is the second | argest market for U S
agricultural exports with U S. exports accounting for two-thirds
of total Canadian agricultural inports of $10.6 billion during
1998.

Under the tariff elimnation provisions of the North Anmerican
Free Trade Agreenent (NAFTA), the majority of U S. agricultura
products have entered Canada duty-free since January 1, 1998.
Since 1988, the year prior to the inception of the FTA, the
provi sions of which were incorporated into the North Anerican
Free Trade Agreenent (NAFTA), the value of U S food and
agricultural product exports to Canada have grown at an annua
average rate of nore than 7 percent. On Decenber 4, 1998 the
United States and Canada signed a Record of Understandi ng, an
agreenent to further open Canadi an markets to U. S. farm and
ranch products. Sone tangible benefits of the agreenent are
al ready accruing to the U. S. agricultural industry.

Trade with Canada is facilitated by its proximty, conmon
cul ture, language, simlar lifestyle pursuits, and the ease of
travel anong citizens for business or pleasure. Many U S.
products have gai ned an increased conpetitive edge over goods



fromother countries as the result of the FTA/NAFTA. Canada’s
grocery product and foodservice trades have been quick to seize
opportunities under FTA/ NAFTA which permt themto expand their
geogr aphi cal sourcing area to include the United States.
Declining inport duties under the trade agreenents and an easi ng
of Canadi an packagi ng requirenents for processed horticultura
products for the foodservice market have resulted in significant
gains in the Canadi an market for U S. consuner-ready foods and

f oodservi ce foods.

Besi des the market opportunities created by reduced tariffs,
changing lifestyles in Canada are hel ping i ncrease the demand
for U S agricultural products. A decline in real disposable

i ncomes for Canadi ans throughout the 1990s has led to an
increase in dual-incone famlies which in turn, has contri buted
to a reduction in the nunber of meals consuned at hone. The
result has been an increase in inports of high-value U S
products to neet the demand for high quality, fresh and packaged
foods that are ready-to-eat or can be conveniently prepared. In
addi tion, an increasing nunber of U S. fast food franchisers
operating retail outlets in Canada choose to partially supply
them t hrough proven U.S. supply channel s.

Canadi an i mm gration patterns have changed the face of Canadi an
cities where 75 percent of Canada’s popul ation resides.

Imm gration in the 1990s has been dom nated by newconers of

Asi an origin who now account for about 10 percent of the
popul ati on of Canada’s two | argest cities, Toronto and
Vancouver. The conbination of the influx of Asian (and other
ethnic origin immgrants with contrasting dietary traditions)
and the trend anong consuners for a healthier diet has
transfornmed the Canadi an food supply. Conpared to twenty years
ago, Canadi ans are consum ng | ess sugar, aninmal fats (including
butter and lard), red neat, eggs, canned vegetables, skimmlk
powder, and al coholic beverages and nore rice, breakfast
cereal s, pulses and nuts, vegetabl e-based fats, chicken, fish,
fresh vegetabl es, cheese, yogurt, coffee, and soft drinks.

Canada' s whol esale, retail, and food service industries watch
with acute interest devel opnents in packaged and processed foods
and food service trends in the United States. Wiile there are

di fferences in the consunption patterns of selected food itens
in the two countries, there is a growi ng demand in Canada for
new val ue- added foods and food preparations that are narket-
proved in the United States.



On the basis of current market trends and narket conditions, the
follow ng sectors are considered to be best prospects for U S
exports of food and agricultural exports to Canada:

Fresh Veget abl es

Baked Goods

Fruit and Vegetabl e Juices

Br eakfast Cereals, M xes & Doughs
Ani mal Feeds

Sauces and Condi nents

W ne and Beer

Nur sery and Greenhouse Products
Feeder Cattle

0. Slaughter Sw ne

HO®O®NOOTAWNE

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 1

B. NAVE OF SECTOR: FRESH VEGETABLES

PART 1. NARRATI VE

U. S. exports of fresh vegetables to Canada reached $773 mllion
in 1998, 3.5 percent above the year earlier |evel and the

hi ghest | evel on record. 1In recent years, increased

gl obali zation of trade has resulted in the decline of the U S.
share (on a value basis) of Canada’s total inport market for
fresh vegetables from 84 percent to 80 percent during the five
years ending 1998. However, Canada remains the nunber one

mar ket for U S. exports of fresh vegetables. On a per capita
basi s, Canada has one of the highest consunption rates of fresh

vegetables in the world. In Canadian retail grocery stores,
nore space is devoted to fresh produce than any other food
sector. In addition, increased neals away from honme and the

popul arity of salad bars has resulted in increased year-round
demand in the foodservice sector for U S. fresh vegetables. The
pattern of Canadi an inmm gration over the |ast decade has shifted
fromthat of European origin to Asian origin whose traditional

di etary habits include |arge amounts of fresh vegetabl es.

Under the tariff phase-out provisions of the FTA/ NAFTA i nport
duties on U S. fresh vegetables fell to zero on January 1, 1998.
Due to climatic factors, the donestic grow ng season for fresh
veget abl es is short, but Canadi an year-round demand for inported



fresh vegetables fromthe United States is enhanced by a nodern
transportati on and whol esal e network that can provi de Canadi an
buyers with pronpt delivery.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 1, 285 1,314 1, 399
B. TOTAL LOCAL PRODUCTI ON 700 1,180 1, 239
C. TOTAL EXPORTS 255 826 850
D. TOTAL | MPORTS 840 960 1,010
E. | MPORTS FROM THE U. S. 670 773 805

~

The above statistics are unofficial estinmates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 2

B. NAVE OF SECTOR: BAKED GOODS

PART 1. NARRATI VE

Canadi an inports fromthe United States in this category reached
US$291 million during 1998. High costs involved in autonation
hel d back devel opnment of conpetitively priced bakery goods in
the Canadi an industry during the 1990s. The increased denmand
for fresh, ready baked goods, frozen, bake-off products, and
ready-to-use m xes and doughs has provi ded an opening for U S
bakery products. The elimnation of tariffs on U S. bakery
imports in 1998 has opened the Canadi an market further to U S.
imports. Milti-culturalismhas becone a tradenmark of Canada’s
identity. Due to the high acceptance |evel of cultura
diversity, and in sone cases, large densities of ethnic
popul ati ons, Canadi ans have devel oped a desire for nany foods
native to the honel ands of the various ethnic comunities. As

t he Canadi an conmunity has becone nore global, the diversity of
the foods chosen for Canadi ans’ everyday neal s and restaurant
fare has grown. This has had a significant influence on the
bread products industry. Canadians are eating a wi de variety of
breads from many ethnic origins -- bagels fromthe Jew sh



communi ty, European sourdoughs and rye breads, a w de variety of
Italian breads, Greek and Mddle Eastern flat breads, French
baguettes and brioche, Mexican waps, and Indian fl atbreads.
Wth Canada’s Food Cuide reconmending five to ten grain servings
daily, a renewed interest in grain products as an acceptabl e
part of a daily diet has placed baked goods in the top ten
fastest grow ng foods in Canada.

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 1, 597 1, 632 1, 645
B. TOTAL LOCAL PRODUCTI ON 1,577 1, 635 1, 650
C. TOTAL EXPORTS 330 370 390
D. TOTAL | MPORTS 350 367 385
E. | MPORTS FROM THE U. S. 280 291 310
(The above statistics are unofficial estimtes.)
PART 1. BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 3
B. NAME OF SECTOR: FRU T AND VEGETABLE JUI CES
PART |I1. NARRATI VE

| mports fromthe U S. in 1998 reached US$250 nillion, capturing
two-thirds of the inport market for fruit and vegetabl e juices.
Canada i s dependent on inports of fruit and vegetabl e juices
(fresh or frozen) to neet total market demand. Strong gains
have been made in the m xed juice categories with U S. exports
nore than doubling in value to $70 mllion during the two-year
period ending 1998. Overall, orange juice is the market | eader,
with apple and grape sharing 23 percent of total juice sales.
Best prospects include the retail market segnent, customret ai
packagi ng for Canadi an distributors, and new products and bl ends
i n new packaging. On a value basis, inports fromthe United
States are forecast to account for nearly one-third of the total
Canadi an fruit and vegetabl e juice market by 2000.



PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 883 902 960
B. TOTAL LOCAL PRCDUCTI ON 550 550 580
C. TOTAL EXPORTS 53 22 25
D. TOTAL | MPORTS 386 374 405
E. | MPORTS FROM THE U. S. 236 250 275

~

The above statistics are unofficial estinates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 4

B. NAVE OF SECTOR: BREAKFAST CEREALS, M XES & DOUGHS
PART 11. NARRATI VE

I mports of breakfast cereals, m xes and doughs fromthe U S. in
1998 reached US$164 million, up nore than 21 percent fromthe
previous year. In the breakfast cereal category, U S. narket
share gai ns have occurred during a period of near zero market
grow h when per capita consunption has remai ned unchanged at 5.1
kg since 1995. Although the major U. S. cereal manufacturers
have production facilities in Canada, an increasing nunber of
product lines are inported fromthe United States, as

manuf acturers’ distribution strategies reflect the zero tariff
provi sions of the FTA/ NAFTA. Conpetition in the Canadi an ready-
to-eat (RTE) breakfast cereal market is heavy (about one hundred
cereal brands). Market research firns report increasing sales
of hot cereals which appeal to consuner demand for nutritious
oatneal and nulti-grain cereals, especially during the col der
nmonths. In the m xes and doughs sector, U S. exporters have
benefited from devel opnments which include the growh of in-store
bakeri es anong maj or Canadi an grocery chains and the overal
growt h of the foodservice industry which bakes popul ar bread-
based itens on-site.

PART 111. DATA TABLE (in mllions of U S. dollars)



1997 1998 1999

A TOTAL MARKET SI ZE 510 528 585
B. TOTAL LOCAL PRODUCTI ON 546 560 610
C TOTAL EXPORTS 176 201 215
D. TOTAL | MPORTS 140 169 190
E. | MPORTS FROM THE U. S. 135 164 180

—~

The above statistics are unofficial estinates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 5

B. NAME OF SECTOR: ANI MAL FEEDS

PART 11. NARRATI VE

The Canadi an market for prepared aninal feeds and feed

suppl enents for |ivestock, poultry, horses, fish, etc., has
shown steady annual growth throughout the 1990's and U. S.
exports have captured an increasing share of the inport market
in the sector. U S. exports to Canada in the category during
1998 rose 11 percent above the year earlier |evel, reaching
US$123 million. Al t hough the annual rate of increase may
fluctuate with the vagaries of |ivestock feed prices, the demand
for animal feed inports fromthe US. is forecast to increase
reflecting the forecast for increased Canadian |ivestock and
poul try nunbers.

PART I11. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 3, 087 2,002 2,120
B. TOTAL LOCAL PRODUCTI ON 3,125 2,023 2,135
C TOTAL EXPORTS 180 174 190
D TOTAL | MPORTS 142 153 175
E | MPORTS FROM THE U. S. 111 123 145

(The above statistics are unofficial estimates.)



PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT

A RANK OF SECTOR 6
B. NAME OF SECTOR: SAUCES & CONDI MENTS
PART 11. NARRATI VE

This category benefited greatly fromtariff elimnation under
FTA/ NAFTA because the pre-agreenent rates were anong the hi ghest
in Canada’s tariff schedule. Inports fromthe U S. in 1998
reached $149 million, an increase of nore than 25 percent since
1995. Tonmato based sauces were the category | eader accounting
for nearly half of the total, but U S. exports of salad dressing
captured ei ght percent and other condi nents such as mayonnai se
and soya sauce are registering strong annual increases. G ow ng
demand in Canada's food service industry has resulted in sharp
gains for U S. exports of tomato ketchup, sauces, and m xed
condi nents. Specialty sauces, such as sal sa, have becone
popul ar both at the restaurant and retail grocery level as a
conpl enment to increasing consunption of corn based snack foods
(i.e., nachos and tortillas).

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 330 345 386
B. TOTAL LOCAL PRODUCTI ON 265 273 301
C. TOTAL EXPORTS 86 101 105
D TOTAL | MPORTS 151 173 190
E | MPORTS FROM THE U. S. 128 149 160

(The above statistics are unofficial estimtes.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT

A RANK OF SECTOR 7



B. NAVE OF SECTOR: W NE AND BEER

PART 11. NARRATI VE

Canadi an inports of U S. w ne and beer reached the US$114
mllion mark during 1998, accounting for an inport market share
of nearly 20 percent. Anmong w ne producing countries, Canada
has one of the | owest donestic narket shares at 40 percent,
reflecting the constraints of a cool climte on grape production
and variety selection. 1In recent years, Canadi an consuners have
denonstrated a greater willingness to try wines from ot her
countries. Although U S. exports of wine face stiff conpetition
fromtraditional European wi ne exporting countries and from

Sout hern Hem sphere w ne producers, the outlook for growmh in
US sales of wwine is bright. The United States hol ds nearly 40
percent of the Canadi an inport nmarket for beer, but restrictive
regul atory policies in Canada limt growh in the inport market
for beer at nodest |evels.

PART I'11. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 2, 549 2,704 2,825
B. TOTAL LOCAL PRODUCTI ON 2,280 2,300 2,395
C TOTAL EXPORTS 235 187 200
D. TOTAL | MPORTS 504 591 630
E. | MPORTS FROM THE U. S. 120 114 140

—~

The above statistics are unofficial estinmates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 8
B. NAVE OF SECTOR: NURSERY AND GREENHOUSE PRCDUCTS

PART 11. NARRATI VE



Fol | owi ng nodest annual increases in the early 1990s, U S.
exports of live plants, cuttings, foliage, and cut flowers to
Canada during 1998 rose nearly 7 percent froma year earlier
reaching US$109 mllion. Both residential and conmercial demand
for live plants is increasing in Canada, as consuners and
commerci al | andscapers fuel the rising popularity of indoor and
out door gardening and | andscaping. The trend is evidenced in a
mul titude of television and radi o nedia shows and print features
and an increase in live plant retailing. Al ready cornering over
hal f of an upbeat market, U S. floricultural and nursery product
exporters have extra market incentives for gaining narket share.
Zero duties under FTA/ NAFTA provi sions make U. S. exports very
conpetitive in Canada; nodern transportation nethods ensure
fresh deliveries; and a trend toward harnoni zing plant health
regul ati ons hel ps the export process. U S. and Canadi an pl ant
health officials recently introduced the G eenhouse
Certification Program which greatly facilitates entry

requi renents for U S. greenhouse-grown products into Canada.
Prospects for future U S. sales increases appear bright, given
the outl ook for increasing demand, and a goal by plant health
officials to introduce a Nursery Certification Program

PART 111. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 791 719 795
B. TOTAL LOCAL PRODUCTI ON 810 764 840
C. TOTAL EXPORTS 202 243 265
D. TOTAL | MPORTS 183 198 220
E. | MPORTS FROM THE U. S. 103 109 120

—~

The above statistics are unofficial estinates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 9
B. NAME OF SECTOR: FEEDER CATTLE

PART 11. NARRATI VE



I mport and inspection requirenments governing U S. exports of
feeder cattle to Canada under the Northwest Pilot Project were
stream ined i n August 1998 by anendnents to Canadi an ani nal

heal th regul ati ons. The changes are designed to reduce costs
for the U.S. and Canadian cattle industries and facilitate the
novenent of certain U S. feeder cattle to approved Canadi an
feedlots. U S. exports of feeder cattle to Canada under the
1998/ 99 Northwest Cattle Project season, which runs from Cct ober
15 to March 31 each year, reached 51,009 head, well above a year
earlier when only about 1,000 head were exported. An expandi ng
feedl ot industry in western Canada and recent investnents in

| arge, nodern cattle processing facilities in Al berta point to

i ncreased demand for U. S. feeder cattle through the year 2000.

PART I'11. DATA TABLE (in millions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 1, 885 1,982 2,045
B. TOTAL LOCAL PRCDUCTI ON 1, 950 2,023 2,030
C. TOTAL EXPORTS 90 101 65
D. TOTAL | MPORTS 25 60 80
E. | MPORTS FROM THE U. S. 25 60 80

~~

The above statistics are unofficial estimates.)

PART | . BEST PROSPECT SECTOR FOR U. S. EXPORTS AND | NVESTMENT
A RANK OF SECTOR 10

B. NAVE OF SECTOR: SLAUGHTER SW NE

PART 1. NARRATI VE

In late 1998, Canada anended its Health of Animals Regul ations
to permit the inportation of U S. live swine for inmediate

sl aughter fromcertain U S. states, but inporters were unable to
conmply with the stringent rules. As a result, the Canadi an Food
| nspection Agency has proposed changes to Canada’ s inport
protocol for live slaughter swne fromthe United States which
are expected to be in place during the sumrer of 1999. Despite
a severe downturn in the North Anerican hog industry in |ate



1998 and early 1999, the Canadi an hog processing industry is

i nvesting heavily in new pork production facilities,
particularly in Western Canada. The industry forecasts a sharp
increase in demand for U S. live hogs for slaughter, to achieve
production capacity efficiencies.

PART I'11. DATA TABLE (in mllions of U S. dollars)

1997 1998 1999
A TOTAL MARKET SI ZE 717 753 775
B. TOTAL LOCAL PRCDUCTI ON 640 665 675
C TOTAL EXPORTS 9 10 10
D. TOTAL | MPORTS 86 98 110
E | MPORTS FROM THE U. S. 83 95 107

(The above statistics are unofficial estimates.)

CHAPTER VI . TRADE REGULATI ONS AND STANDARDS
A. Trade Barriers

This section was prepared by the Economic Section of the United
St ates Enbassy in Otawa using Departnment of State resources.

1. General Trade Barriers

As a result of the U S. -Canada Free Trade Agreenent (FTA) that
went into effect in January 1989, virtually all Canadian tariffs
on U.S. products have been elimnated as of January 1998. The
North Anmerican Free Trade Agreenent (NAFTA), which went into

ef fect January 1994, renoved sone renmining barriers and
expanded specific provisions of the FTA. However, non-tariff
barriers at both the federal and provincial |evels continue to

I npede access of U. S. goods and services to Canada or retard
potential export growt h.

The issues identified below constitute a partial |ist of areas
which will be addressed in Fiscal Year 1999 at the U S. Enbassy
in Gtawa in concert with the U S. Departnent of Comrerce, the



U. S. Trade Representative (USTR), the Departnent of State, and
ot her WAshi ngt on agenci es.

(a) Standards

The FTA provided that testing facilities, inspection agencies,
and certification bodies of each country woul d have access to
the accreditation systens of the other country w thout
obligation to establish facilities in that country. Wile
Canadi an provincial practices do not fall under the FTA

di scipline, U S. CGovernnent agencies at the Enbassy in Otawa
and in Washington will closely nonitor provincial requirenents
and press for fair treatnment of U. S. organizations.

(b) Governnent Procurenent

The NAFTA provi ded even greater access to the Canadi an

Gover nnment procurenent market through expansion of coverage to
Canada' s renuai ni ng federal departnents, sonme governnent - owned
enterprises (Crown corporations) and sel ected services and
construction contracts. Coverage of governnent-owned
enterprises and services and constructi on under the NAFTA
represents the first tine that such procurenment has been subject
to international rules of open and conpetitive bidding.

Finally, under the NAFTA all three parties agreed to further
negoti ati ons to expand the coverage of the agreenment, to include
coverage at the sub-federal |evels.

(c) Provincial Liquor Boards

Canadi an provincial governnment |iquor boards have excl usive
control over Canada's al coholic beverage retail pricing,
listing, and distribution and sales in nost provinces. The FTA
requi res Canadi an provinces to accord national treatnment to U S
wi nes and spirits in their listing policies and, wth certain
wel | -defined exceptions, their distribution practices. The
United States has questioned several provinces' inplenentation
of these obligations.

(d) Services



Services exports (also referred to as non-nerchandi se trade in
t he bal ance of paynents) constitute the fastest grow ng
conponent of the U S.-Canada bilateral trade relationship,
producing a US$3.7 billion (C$5.5 billion) surplus in favor of
the U S. in 1998.

The NAFTA covers all service sectors unless specifically

excl uded, and applies guiding principles to trade in services.

A party can retain an existing |law, measure, or practice that
does not conformto the agreenent's principles, by formally

| odgi ng an exception or reservation for the neasure. Al

federal government reservations were |isted during negotiations
and cannot be amended. States and provinces subsequently |isted
their non-conform ng neasures. This "barrier inventory"
exerci se provides an opportunity to press for further

i beralization in services.

NAFTA parties also conmmtted to the renoval of citizenship
requirenents affecting the |licensing and practice of
pr of essi onal s.

(e) "Cultural Industries”

Canada's fear that its own cultural identity will be overwhel ned
by nei ghboring and powerful U.S. cultural influences has
resulted in restrictions on foreign investnent in Canadi an
cultural industries. At Canada's insistence, cultura

i ndustries were exenpted fromthe provisions of the FTA but the
United States al so obtained the right to take neasures of
"equi val ent commercial effect"” against nmeasures which woul d have
been inconsistent with the FTA except for the cultura

exenption. Both of these features were retained in the NAFTA
In its May 26, 1999 announcenent regarding the settl enent
between the United States and Canada with regard to split-run
magazi nes, the federal governnent stated that effective

i medi ately, authority for review and approval of al

prospective foreign investnents in Canadi an cultural industries
(not just magazi nes) would pass fromthe Mnister of Industry to
the M nister for Canadi an Heritage.

2. | nvest ment Barriers



Under the I nvestnent Canada Act (I CA) and rel ated Canadi an
regul ations, Canada maintains |aws and policies which restrict
new or expanded foreign investnent in the energy, publishing,

t el ecommuni cations, transportation, film nusic, broadcasting,
and cable television sectors. As a result of negotiations on
the NAFTA, the ICA, which regulates foreign investnent in
Canada, has been anended. The ICA is intended to encourage,
regul ate, and facilitate foreign investnent in Canada. Please
refer to the "Investnment Cimte" in Chapter VII.

B. Custons Val uati on

Canada has acceded to the WO Custons Val uati on Code which
provi des that the custons value of inported goods shall be the
transaction value -- the price actually paid or payable for the
goods. Under the transaction value system the value for duty
is the total paynent for the goods nade by the buyer to the
seller. The transaction value generally will be accepted by
Canada Custons if the goods are sold for export to Canada and if
the price paid or payable for the goods can be determ ned.

Under the transaction value system the value for duty of

i mported goods will normally be determined fromdata submtted
by the inporter. However, preparation of proper docunentation
by the exporter significantly contributes to expeditious entry.

C. | mport Licenses

There are no general |icenses required for inporting goods into
Canada. There are, however, provisions related to a variety of
prohi bited, controlled and restricted goods. Additiona
information regarding restrictions on the inportation of these
types of goods is provided in Section Hof this chapter.

D. Export Controls
This section was prepared by the Economic Section of the United
States Enbassy in Otawa using Departnment of State resources.
Canada controls exports under authorization of the Export and

I mport Permits Act (EIPA), the Export Control List (ECL) and the
Area Control List (ACL). The ECL is an item zed list of goods



subject to export control. The ACL is a list of specific
countries which require export permts for all goods (whether or
not they are on the ECL). Firnms nust be resident in Canada to
apply for export permts.

The EIPA utilizes these lists in order to exercise export
controls over natural resources to encourage further processing
in Canada; to limt the export of goods in circunstances of
surplus supply or depressed prices; to restrict the export of
unprocessed softwood |unber; to ensure that there is an adequate
supply and distribution of any article, and to inpl enent

I nt ergover nnment al arrangenents or conm tnents.

Mlitary export permts are normally denied to countries or
destinations representing a strategic threat to Canada or its
allies, countries involved in or under inmmnent threat of
hostilities, countries under United Nations sanctions, or
countri es whose governnents have a persistent record of serious
human rights viol ations, unless there is no reasonable risk that
t he goods m ght be used agai nst the civilian popul ation.

Under a series of defense sharing agreenments with the United
States, the requirenent for an export permt to the United
States is waived for all goods included in the ECL G oup 2
(munitions). United States origin goods are controlled for re-
export from Canada under Item 5400 of G oup 5. Canadi an
regul ati ons regarding re-export of U S.-origin goods controlled
on the U S nunitions list are currently undergoing review.
Exporters are advised to contact Canadi an export control
officials at the address bel ow.

For further information see the annual "CGuide to Canada's Export
Control s" published by the Departnment of Foreign Affairs and
International Trade. The Export Controls Division can be
reached by phone at (613) 996-2387 or by fax at (613) 996-9933,
or by mail at the foll ow ng address:

Departnent of Foreign Affairs and International Trade
Export Controls Division (EPE)

Lester B. Pearson Buil ding

125 Sussex Drive - C6

Otawa, Ontario, K1A 0&X, Canada

The Division's Internet address is:

www. df ai t - aeci . gc. ca\ ~ei cb. epdmai n. ht m



E. | mport/ Export Docunentation

A properly conpl eted Canada Custons Invoice or its equivalent is
required for all commercial shipnments valued at nore than

C$1, 200 (approxi mately US$880) exported to Canada. |In addition
to the Canada Custons |nvoice, shipnents nust be acconpani ed by
a conpl eted exporter's Certificate of Origin, which is required
in order to obtain specialized tariff treatnment under the

provi sions of the NAFTA. For details regardi ng docunentation
requi renents or to obtain sanple invoices and other forns,
contact Revenue Canada (see Appendix E for contact information).

F. Tenporary Entry

Revenue Canada has made specific provisions for the tenporary
entry of certain goods into Canada for various purposes, such as
testing, denonstration, and display. Such goods may enter under
an ATA (Adm ssion Tenporaire -- Tenporary Adm ssion) Carnet or
under a Tenporary Adm ssion Permt (Revenue Canada, Custons and
Exci se Form E29B) and may require either a refundable deposit or
a proportional duty deposit, depending on the appropriate
classification determ ned by Canadi an custons regul ati ons.

Firms wishing to bring machi nery and equi pnent, display

equi pnent, and other itens covered under Canadi an tenporary

I mportation regulations are advised to contact Revenue Canada
wel | in advance of shipnment or arrival in Canada.

G Label i ng and Marki ng Requirenents

The main pieces of |egislation which regulate al nost all product
| abel i ng and marking in Canada include: the Consuner Packagi ng
and Labeling Act; the Wights and Measures Act; the Textiles
Label i ng and Advertising Act; the Precious Metals Marking and
Label i ng Act; and the Canadi an Agricul tural Products Act.

Canada requires bilingual |abeling (English and French) for nost
products. Bilingual designation of the generic name on nost
prepackaged consumer products is required by the federa

Consuner Packagi ng and Labeling Act. Under this Act, the

foll owi ng informati on nust appear on the package/l abel of a
prepackaged consuner good sold in Canada:



0 Product ldentity Declaration -- describes a product's
comon or generic nane, or its function. The declaration nust
be in both English and French.

0 Net Quantity Declaration -- should be expressed in netric
units of volune, when the product is a liquid, or a gas, or is
viscous; or in netric units of weight, when the product is
solid; or by nunerical count. Net quantity may be expressed in
ot her established trade terns.

0 Deal er's Nane and Principal Place of Business -- where the
prepackaged product was nmanufactured or produced for resale. In
general, a nanme and address sufficient for postal delivery is
acceptable. This information can be in either English or

French.

The agency responsible for inspection of inports into Canada,
Canada Custons, also requires an indication of the country of
origin, such as "Made in the USA" on several classes of inported
goods and on all printed natter. Goods not properly marked
cannot be rel eased from Canada Custons until suitably marked.
The goods can be nmarked, at the inporter's expense, either on
Canada Custons' prem ses or on the inporter's own premn ses under
t he supervision of Canada Custons officials. Mreover, Canadi an
regul ations require that declarations of net content of al
packaged consuner goods be stated in netric units in both
Engl i sh and French, although inperial units may al so be shown.
Most products may be packaged in inperial-neasure containers
with the netric equival ents expressed on the |abel. However,
specified netrically dinensioned packaging is required for sone
products, mainly foods, personal care products, and detergents.

The Province of Quebec requires that all products sold in that
provi nce be |abeled in French and that the use of French be

gi ven equal prom nence with other | anguages on any packages or
containers sold in Quebec stores. The Charter of the French
Language requires the use of French on product |abeling,
warranty certificates, directions for use, public signs and
witten advertising. Further information on French | abeling
requirenents is available fromthe Ofice de |a Langue Francai se
(O fice of the French Language, see Appendi x E for contact

i nformation).

Finally, with respect to the use of environnental clains,

i ndustry is charged with ensuring that any environnental clains
are accurate and in conpliance with relevant legislation. In
general , environnental clains that are anbi guous, vague,

i nconpl ete, msleading, or irrelevant, and that cannot be



substanti ated t hrough credi ble informati on and/ or test methods,
shoul d not be used. |In all cases, environnental clains should
i ndi cate whether they are related to the product itself or to

t he product's packaging materials. The Canadi an governnment has
i ssued a set of qguiding principles governing the use of

envi ronnental | abeling and advertisi ng which may be obtai ned by
contacting Industry Canada (see Appendi x E for contact

I nformation).

H. Prohi bited I nports

The majority of U S. products shipped to Canada enter the nmarket
free fromany inport restrictions. However, under the

provi sions of the Canadian Custons Tariff regulations, certain
commodities, such as reprints of Canadi an copyri ghted work, and
sonme gane birds, cannot be inported. Oher goods are
control | ed, regulated, or prohibited under |egislation falling
within the jurisdiction of other governnent departnents.
Exanpl es of regul ated goods include: certain food products;

cl ot hing; drug and nedi cal devices; hazardous products; sone

of f ensi ve weapons and firearns; and endangered speci es.

O her itens are regul ated under the Export and Inport Permts
Act and require an inport permt or certificate to be eligible
for inportation into Canada. The Act lists various agricultura
products, a nunber of clothing and textile itens, and certain
steel products. Goods originating in certain countries nmay not
qualify for inmportation into Canada. |Inquiries regarding the

i ssuance of inport permts or certificates and quota all ocations
should be directed to the Departnment of Foreign Affairs, Export
and I nport Permits Bureau (see Appendi x E for contact

i nformation).

l. St andar ds

Canada' s standards are not identical to those in the United
States. This does not nean that Canadi an standards are nore or

| ess stringent than those in the United States, nerely that they
are different. Like the U S. Governnent, the Canadi an
government is concerned with protecting its citizens fromfaulty
or unsafe products. However, in delineating the precise

techni cal specifications that are required to ensure safety,
both countries often use slightly different standards.



Under the aegis of the Standards Council of Canada (SCC),
several private standards-witing organi zati ons adm ni ster
techni cal codes and standards for areas ranging fromelectrica
and pl unbi ng products to health-care technol ogy. These

or gani zati ons i ncl ude:

The Canadi an St andards Associ ati on ( CSA)
Underwiters Laboratories of Canada (UL)
The Canadi an CGeneral Standards Board
The Canadi an Gas Associ ation

O O 0O

The Canadi an federal governnent also has nunmerous commodity
standards to safeguard public welfare. The standards

organi zations try to avoid duplication of responsibility, but
there is sonme overl ap

U. S. manufacturers and exporters shoul d determ ne what standards
are applicable to their products. |If certification is required,
it generally nust be obtained before the goods are inported into
Canada. The process can be time-consum ng, therefore
certification should be one of the first steps taken to
establish an export market in Canada.

I nformati on on which standards or organi zati on(s) adm nister(s)
standards applicable to the firm s product can be obtai ned from
the SCC (see Appendi x E for contact infornmation).

St andards and the NAFTA: The basic NAFTA rule is sinple --

standards nust not create unnecessary barriers to trade. To
reduce such barriers, the NAFTA applies basic principles to

bil ateral trade

0 testing facilities and certification bodies are treated in
a nondi scrim natory nanner;

o] federal standards-rel ated neasures will be harnoni zed to
the greatest extent possible; and,

0 greater openness will be provided in the regul atory
process.

Greater standards conpatibility renoves structural barriers to
Canadi an and U.S. narkets and increases the conpetitiveness of
U. S. and Canadi an manufacturers. Significant progress toward
greater conpatibility between U S. and Canadi an technica
standards is taking place under the NAFTA.



St andards organi zations in the United States and Canada conti nue
to work cooperatively in the devel opnent of joint standards and
have made progress in several areas. For exanple, the Ar

Condi tioning and Refrigeration Institute and the CSA have

har noni zed performance standards for air conditioners and heat
punps, packaged water chillers, and water-source heat punps.
Underwiters Laboratory (UL) and the Canadi an Standards

Associ ation (CSA) have established conmon el ectrical safety
standards for air conditioners, heat punps, and refrigerant

not or - conpr essors.

Since 1992, several U S. testing and certification

organi zati ons, nost notably UL and the Anerican Pl ywood

Associ ation, have received accreditation in Canada. The CSA
has al so officially been recognized by the U S. Qccupationa
Safety and Health Administration (OSHA) as a Nationally

Recogni zed Testing Laboratory. SCC and OSHA accreditati ons nean
U.S. manufacturers can gain product approval for both the United
States and Canada from one source, thereby elimnating the tine
and expense of pursuing separate certification for each market.
Numerous other U.S. testing and certification organi zati ons have
since received accreditation approval fromthe SCC. A conplete
list of these organizations nmay be obtai ned by contacting the
SCC (see Appendi x E for contact information).

The NAFTA strengthens FTA technical standards obligations,
expands coverage to include Mexico, sets up a commttee on
standards-rel ated neasures, establishes an Autonotive Standards
Council, and identifies specific products for standards

har noni zati on efforts, through the creation of subcomm ttees on
| and transportation and tel econmuni cati ons standards, and on

| abeling of textiles and apparel goods.

J. Free Trade Zones/ \War ehouses

Goods may be cl eared at custons ports on the border or, if

i ntended for inland destinations, may be forwarded in bonded
carriers to the port city nearest the destination at which
custons exam nation may be nade and duties and taxes paid. Wth
the exception of one special trade zone at the Sydport
Industrial Park in Cape Breton, Nova Scotia, Canada has no free
ports or free trade zones. At present, there are no federal or
provincial |aws specifically governing the establishnent and
operation of such zones. Sufferance warehouses under private
owner shi p have been established for the storage and deposit of
all inports received by various transportati on nodes, pending



custons exam nation and cl earance. An entry for consunption or

i nto bonded warehouse nust be presented to Canada Custons within
30 days. Goods nay be entered into a Canada Custons bonded

war ehouse wi t hout the paynment of duty, but nust be cl eared
either for export or Canadi an consunption within two years.

Ext ended periods are all owed, by regulation, for certain goods.

Goods taken from bonded warehouses for consunption are dutiable
at rates of the Custons Tariff in effect at the tinme, and the
val ue for duty purposes is the value at the tinme of entry for
war ehousi ng. Goods exported from bonded warehouses to third
countries are subject to Canadi an export regul ati ons. Repacking
and sorting can be carried out in Canada Custons' bonded

war ehouses with the perm ssion of Canada Custons, but assenbly
or other industrial activity is prohibited.

K. Speci al I nport Provisions

Canada's special inport provisions deal with the tenporary
i nportation of goods, as described previously in this Chapter,
in Section F.

L. Menbership in Free Trade Arrangenents

This section was prepared by the Economic Section of the United
States Enbassy in Otawa using Department of State resources.

The FTA, inplenented in 1989, created vast opportunities for

U S. exporters and investors in Canada. As a result of the FTA,
trade barriers have cone down, investnent rules have been

i beralized, and bil ateral cooperation on a wi de range of issues
has been expanded. The FTA has since been enhanced further
through the inplenentation of the NAFTA, which took effect on
January 1, 1994. This historic Agreenent brought Mexico into
the North Anerican free trade area and expanded the scope of the
FTA in sone key areas. For exanple, the NAFTA contains
provisions relating to intellectual property, |and
transportation and the environnment, which were not provided for
in the FTA. Many of the inprovenents to the FTA, now refl ected
in the NAFTA, are the direct result of experience gained by the
United States and Canada in inplenenting that bilateral accord.



Like the United States, Canada is a nmenber of the World Trade
Organi zation (WO and was a foundi ng nenber of its predecessor,
the CGeneral Agreenent on Tariffs and Trade (GATT). Canada has
al so been an active nenber of the Asia-Pacific Economc
Cooperation (APEC) forum and additionally of the Free Trade
Associ ation of the Americas (FTAA) process, in which it has
served as chair during 1998-99.

Canada and Israel inplenented a bilateral FTA at the start of
1997 which is simlar to the U S -lIsrael FTA, but does not dea
wi th governnment procurenent. Canada and Chile inplenented a
bilateral FTAin md-1997. This FTA was explicitly designed to
facilitate Chile's eventual accession to NAFTA, and incl udes
paral | el agreenents on environnmental protection and | abor
standards. It imediately elimnates Chile's 11 percent duty on
nost industrial and resource-based exports from Canada, and
commts the two countries to elimnate the use of trade renedy

| aws agai nst each other's firnms within six years.

CHAPTER VI I . I NVESTMENT CLI MATE

This chapter was prepared by the Econonic Section of the United
States Enbassy in Otawa using Departnent of State resources.

A Openness to Foreign | nvest nment

1. Ceneral Attitude

Wth few exceptions, Canada offers foreign investors ful

national treatnment wthin the context of a devel oped open market
econony operating with denocratic principles and institutions.
Canada i s, however, one of the few OECD countries that still has
a formal investnment review process, and foreign investnent is
prohibited or restricted in several sectors of the econony.

Canada’ s econom ¢ devel opnent has depended a great deal on
foreign investnment inflows. Four foreign-owned firnms rank anong
the top ten firnms in Canada in terns of revenue, and the
Canadi an government estimates that foreign investors contro
about one-quarter of total Canadian non-financial corporate
assets. Prelimnary data show that the stock of gl obal foreign



direct investnment in Canada in 1998 was US$142 billion, or 23.7
percent of Canadian GDP. When the stock of portfolio investnent
I s added (stocks, bonds and treasury bills), total foreign

i nvestnment in Canada in 1998 anmobunted to 40 percent of Canadi an
GDP

Canada has no restriction on outward foreign investnent, and
Canadi an firnms have a significant presence in the United States.
Canadi an data shows that the stock of Canadi an direct investnent
in the US., including investnents from Canadi an hol di ng
conmpani es in the Netherlands, was US$75 billion in 1998.
Canadi an direct investnment in the U S. is concentrated in
finance and insurance, netallic mnerals and netal products,
comuni cations, and chem cals and chem cal products. The stock
of U.S. foreign direct investnent in Canada was US$99.4 billion
in 1998, or alnobst 71 percent of total foreign direct investnent
i n Canada, and was concentrated in the manufacturing, finance,
and resource sectors.

Since the begi nning of 1994, investnent rel ations between the
United States and Canada have been governed by the NAFTA

negoti ated by the United States, Canada and Mexico. The U S -
Canada Free Trade Agreenent (FTA), which entered into force at
t he begi nning of 1989, has been suspended as long as the two
countries remain parties to the NAFTA. The NAFTA builds on the
i nvestnent relationship created in the FTA. In the FTA the
United States and Canada agreed on inportant foreign investnent
principles, including right of establishnent and nationa
treatment. The FTA recogni zed that a hospitabl e and secure

i nvestnment climte was indispensable if the two countries were
to achieve the full benefits of reducing barriers to trade in
goods and servi ces.

The FTA established a mutually beneficial franework of

i nvestment principles sensitive to the national interests of
both countries, with the objective of assuring that investnent
flowed freely between the two countries and that investors were
treated in a fair and equitabl e nmanner.

The FTA provided higher review thresholds for U S. investnment in
Canada than for other foreign investors, but it did not exenpt
all US. investnent fromreview nor did it override specific
foreign investnment prohibitions, notably in the cultural area.
The NAFTA incorporates the gains made in the FTA, expands the
coverage of the Investnent Chapter to several new areas and
broadens the definition of investors with rights under the
agreenent, and creates the right to binding investor-State

di spute settlenent arbitration under limted circunstances.



2. Legal Franmework

Since 1985, foreign investnment policy in Canada has been gui ded
by the Investnent Canada Act, which replaced the nore
restrictive Foreign Investnment Review Act. The | nvestnent
Canada Act |iberalized Canadian policy on foreign investnent by
recogni zing that investnent is central to economc growh and
new enpl oynment opportunities and is the key to technol ogica
advancenent. At the sane tine, it provided for a review of

| arge acquisitions in Canada by non-Canadi ans and i nposed a
requi renent that they be of net benefit to Canada. For the vast
majority of small acquisitions and the establishnment of new

busi nesses, non-Canadi an investors need only notify the Canadi an
governnent of their investnent.

Wil e the I nvestnment Canada Act provides the basic |ega
framework for foreign investnent in Canada, foreign investnent
in specific sectors may be covered by special legislation. For
exanple, foreign investnent in the financial sector is governed
by | aws adm nistered by the federal Departnent of Finance, and
t he Broadcast Act governs foreign investnent in radio and TV
broadcasting. Under provisions of Canada's Tel ecommuni cati ons
Act, foreign ownership of transmssion facilities is limted to
20 percent direct ownership and 33 percent through a hol ding
conpany, for an effective limt of 46.7 percent total foreign
owner shi p.

Canada's federal system of governnment subjects investnent to
provincial as well as national jurisdiction. Provincial
restrictions on foreign investnment differ by province, but are

| argely confined to the purchase of |land and to certain types of
provincially regul ated financial services. |In addition,

provi nci al governnment policies in the areas of |abor relations
and environnental protection, for exanple, can have an inportant
i mpact on foreign investors.

3. | nvest ment Canada Act

The I nvestnent Canada Act (I CA) is intended to encourage,

regul ate and facilitate foreign investnent in Canada.

I nvest nent Canada, the federal regulatory agency, only reviews
(a) the direct or indirect acquisition by a non-Canadi an of an
exi sting Canadi an busi ness of substantial size; and (b) the



speci fic acquisition of an existing Canadi an busi ness or
establ i shnment of a new Canadi an business by a non-Canadi an in
desi gnated types of business activity relating to Canada’s
cultural heritage or national identity (as described bel ow)
where the federal governnent has authorized such review as being
in the public interest.

I nvest nent Canada nust be given notice of any investnent by a
non- Canadi an to establish a new Canadi an busi ness (regardl ess of
size), or to acquire direct control of any existing Canadi an
busi ness which either has assets of C$5 mllion or nore or is in
a business that is identified by regulation to be culturally
sensitive (see below), or to acquire the indirect control of any
exi sting Canadi an busi ness the assets of which exceed C$50
mllion in value. The C$35 mllion threshold is increased to
C$184 mllion in the case in which the acquiring non-Canadian is
a menber of the World Trade Organi zation (WO, and there is no
revi ew process applicable to an indirect acquisition of a
Canadi an busi ness by any nenber of the WO

In practice, the Mnister of Industry Canada has all owed nost
transactions to proceed, in sone instances, upon conpliance by
the applicant with certain undertakings. |CA also sets strict
time limts within which Investnent Canada nust respond, in an
effort to ensure that the |egislation does not unduly delay any
I nvest ment in Canada.

Some of the provinces restrict the purchase by non-resident
Canadi ans of certain types of real estate. Ontario inposes

hi gher | and transfer taxes on non-resident purchases of |and

ot her than industrial, commercial, or residential |and (zoned,
assessed or used as such). Apart fromthe foregoing, there are
no provincial restrictions on non-Canadi ans investing in rea
estate in Canada.

o] VWhat is revi ewabl e?

Pursuant to the Investnent Canada Act (1 CA), new threshol ds for
review for WO nmenber investors, or cases in which a Canadi an
business is ultimtely controlled by a WO nenber (other than a
Canadi an) prior to its acquisition, nust be determ ned and
becone effective on January 1 of every year. The anount is

equi valent to growh in nom nal gross donestic product at narket
prices as published by Statistics Canada for specified periods,
mul tiplied by the anmount determ ned for the previous year. In
1999, the amount is C$184 nillion, up fromC$179 mllion in 1998
and C$172 million in 1997.



Where control of the foreign investor is ultimately in a country
that is not a WIO nenber, the direct acquisition of control of a
Canadi an busi ness that has assets greater than C$5 nmillion is
revi ewabl e, and the indirect acquisition of control of a
Canadi an busi ness with assets greater than C$50 mllion is
reviewable. As a result of Canada’s inplenentation of its
Uruguay Round comm tnents, NAFTA treatnment was extended to al
WO i nvestors in all sectors except those excluded under the
NAFTA.

Acqui sitions in cultural industries (i.e., publication and

di stri bution of books, magazi nes, videos, nusic recordings,
etc.) below the thresholds |isted above and the establishnment of
new busi nesses in these cultural industries nmay be reviewable if
the federal government so decides. Acquisitions in which the
Canadi an business is in one of three other sectors (financi al
services other than insurance, transportation services and
urani um production) are subject to the | ower thresholds

regardl ess of nationality of the investor.

0 If the transaction is not reviewable, does the
governnment require anything fromthe |Investor?

Yes, in the case of a direct acquisition of a Canadi an busi ness
with assets under C$184 mllion by a WIG-i nvestor, or under C$5
mllion in the case of a foreign, non-WO investor, the
investment is notifiable. Al indirect acquisitions by WO
investors are notifiable as are indirect acquisitions by non- WO
i nvestors where the Canadi an assets to be acquired are |ess than
C$50 m I lion.

Al'so notifiable is the establishment of a new business in Canada
by an investor nmaking its first investnent in Canada or the
establ i shnment of a new business by an existing investor where
the new business is unrelated to any existing business in
Canada. 1In these cases, the investor nust notify Industry
Canada and provi de sone details of the investnent. For

conveni ence, investors can use a two-page Notification Form

0] VWhat is not reviewable or notifiabl e?

There are nmany types of investnents to which the I nvestnent
Canada Act does not apply. For exanple, purchases of Canadi an
bonds, stocks or other investnent instrunents that do not

i nvol ve the acquisition of control are not reviewable or



notifiable, nor is the acquisition of assets that do not
constitute a business. Investnents in related businesses are
nei ther reviewable nor notifiable. Thus, for exanple, a
manuf act uri ng busi ness can expand a plant, or a mning conmpany
can open a new mne, wthout either review or notification. For
greater certainty, investors and others should consult Section
10 of the Investnent Canada Act.

0] On what basis are investnents revi ewed?

Revi ewabl e i nvestnents are allowed to proceed if they are likely
to be of net benefit to Canada. Set out below are the six
factors of net benefit:

(a) The effect of the investnent on the | evel and
nature of econom c activity in Canada, including the
effect on enpl oynent; resource processing; on the
utilization of parts, conponents and services
produced i n Canada; and on exports from Canada;

(b) The degree and significance of participation by
Canadi ans in the Canadi an busi ness and in any
i ndustry in Canada of which it forns a part;

(c) The effect of the investnent on productivity,
i ndustrial efficiency, technol ogical devel opnent,
product innovation, and product variety in Canada;

(d) The effect of the investnent on conpetition
Wi thin any industry or industries in Canada,

(e) The conpatibility of the investnent with
national and provincial industrial, economc, and
cul tural policies; and,

(f) The contribution of the investnent to Canada's
ability to conpete in world markets.

o] Who nmakes the deci sion on whether an investnent
can proceed?

I ndustry Canada nmakes a reconmendation to the M nister of

I ndustry, who in turn, nmakes the final decision. Since the
passage of the Investnent Canada Act in 1985, the Canadi an
Governnent has not formally rejected any reviewabl e foreign
i nvest ment proposal. On several occasions the governnent



required the foreign investor to re-work the proposal to neet

I nvest nent Canada's net benefit test. The nmere existence of a
revi ew process, as well as sectoral restrictions, presumably
di scourages sone foreign investors.

o] How | ong does the review process take?

The legislation gives the Mnister an initial 45 days to nake a
deci sion. Mst cases are decided within this tine frane.
However, there are provisions in the legislation to extend the
revi ew peri od.

4. Speci al Treatnment for U.S. Investnent

U S. foreign investnent in Canada is subject to the |Investnent
Canada Act, but the NAFTA further defines the investnent

rel ati onship between the two countries and adopts the principle
of national treatnent.

The basic obligation assuned by the two countries in Chapter

El even of the NAFTA is to ensure that future regulation of
Canadi an investors in the United States and of U S. investors in
Canada results in treatnent no different than that extended to
donmestic investors within each country -- "national treatnent."
Bot h governnents are conpletely free to regul ate the ongoi ng
operation of business enterprises in their respective
jurisdictions under, for exanple, anti-trust |aw, provided they
do not discrimnate. This basic principle is qualified on the
basis of existing practice and is translated into the follow ng
speci fic undert aki ngs:

Canada retains the right to review the acquisition of firns in
Canada by U. S. investors, but agrees to phase in higher
threshold levels for U S. investors. The current review
threshold (adjusted for inflation) for direct acquisitions is
C$184 mllion. Indirect acquisitions by WO nenber investors
are not reviewabl e, but are nonethel ess subject to notification.
The exception for the four policy sectors that are governed by
the C$5 nmillion and C$50 mllion thresholds renmai ns unchanged
for all investors.

These undert aki ngs are prospective; for exanple, they apply to
future changes in laws and regul ations only. Existing |aws,
policies and practices are "grandfathered', except where

speci fic changes are required. The practical effect of this was



to freeze the various exceptions to national treatnent provided
in Canadian and U S. |aw (such as restrictions on foreign
ownership in the communications and transportation industries).
Addi tionally, both governments remain free to tax foreign-owned
firms on a different basis than donestic firnms, provided this
does not result in arbitrary or unjustifiable discrimnation,
and to exenpt the sale of crown (governnent-owned) corporations
fromany national treatnment obligations. Finally, the two
governnments retain sone flexibility in the application of
national treatnent obligations. They need not extend identica
treatment, as long as the treatnent is "equivalent."

The NAFTA al so deals nore specifically with the financial
services sector. Chapter Fourteen on financial services

el imnates discrimnatory asset and capital restrictions on U S
bank subsidiaries in Canada. It also exenpts U. S. firnms and
investors fromthe federal "10/25" rule such that they will be
treated the sane as Canadi ans. The rule continues to prevent
any single non-U. S. non-resident fromacquiring nore than ten
percent of the shares, and all such non-residents in the
aggregate fromacquiring nore than 25 percent of the shares of a
federally reqgul ated, Canadi an-controlled, financial institution.

Both the ten percent and the 25 percent limtation were
elimnated for U S. investors as regards acquisitions of
federally chartered non-bank financial institutions. Severa
provi nces however, including Ontario and Quebec, have simlar
"10/ 25" rules for provincially chartered trust and insurance
conmpani es whi ch were not wai ved under the FTA. The ten percent
limtation on any individual sharehol der -- whether Canadi an or
foreign -- will continue to apply to investnents in Canadi an
banks. The federal governnment is proposing to raise the 10
percent ceiling to 20 percent, although |legislation to do so had
not been introduced as of June 30, 1999.

Bil ateral services trade is largely free of restrictions. The
NAFTA ensures that restrictions will not be applied in the
future; however existing restrictions were not affected by the
NAFTA. The services agreenent is primarily a code of principles
whi ch establishes national treatnent, right of establishnent,
right of conmmercial presence, and transparency for a nunber of
service sectors specifically enunerated in Annexes to the NAFTA.
The NAFTA al so pl edges both parties to expand the |ist of
covered service sectors.

The NAFTA grants U. S. firns that operate fromthe United States
national treatnent for nost Canadi an federal procurenent
opportunities. However, inter-provincial trade barriers exist



whi ch often exclude U S. firnms established in one Canadi an
provi nce from bi ddi ng on anot her province's procurenent
opportunities. As a first step in the ongoing and difficult
process of reducing trade barriers within Canada, the federal,
provincial and territorial governnents negotiated an Interna
Trade Agreenent that cane into effect on July 1, 1995. The
Agreenent provides a franework for dealing with trade in ten
specific sectors and establishes a formal process for resolving
trade di sputes.

Besi des the areas descri bed above, the NAFTA includes provisions
that enhance the ability of U S. investors to enforce their
rights through international arbitration; prohibit a broader
range of performance requirenents, including forced technol ogy
transfer; and expand coverage of the investnent chapter to

i nclude portfolio and intangi ble investnments as well as direct

I nvest ment .

5. | nvestments in "Cultural |ndustries"
Canada's cultural industries include:

-- the publication, distribution or sale of books, magazi nes,
periodi cal s or newspapers in print or machi ne-readable form

ot her than the sole activity of printing or typesetting of
books, nmagazi nes, periodicals or newspapers;

-- the production, distribution, sale or exhibition of filmor
vi deo recordi ngs;

-- the production, distribution, sale or exhibition of audio
or video nusic recordings;

-- the publication, distribution or sale of nusic in print or
machi ne-readable form or

-- radi o communi cation in which the transm ssions are intended
for direct reception by the general public, any radio,

tel evision and cabl e tel evision broadcasti ng undertaki ngs and
any satellite programm ng and broadcast network services.

The I nvestnent Canada Act requires that foreign investnments in

t he book publishing and distribution sector be conpatible with
national cultural policies and be of net benefit to Canada and
to the Canadi an-controlled sector. The federal governnent is
currently in the process of revising its foreign investnent
policy in book publishing and distribution. An anendnent to the



I nvest nent Canada Act is scheduled to be introduced in
Par| i anent before the end of 1999 enpowering the M nister of

I ndustry Canada to determ ne whether a business in the cultura
sector which initially appears to neet the definition of
"Canadi an-control | ed" under the Act, is indeed, Canadi an-
control |l ed.

As part of the neasures to support an indi genous Canadi an

di stribution industry, the governnment has al so announced a new
I nvest nent Canada policy on foreign investnent in the Canadi an
filmdistribution sector:

- - t akeovers of Canadi an-owned and controlled distribution
busi nesses will not be all owed;

-- i nvestnments to establish new distribution businesses in
Canada will only be allowed for inportation and distribution
activities related to proprietary products (the inporter owns
world rights or is a nmgjor investor);

-- i ndirect and direct takeovers of foreign distribution
busi nesses operating in Canada will be allowed only if the
i nvestor undertakes to reinvest a portion of its Canadi an

earnings in accordance with national and cultural policies.

Broadcasti ng: The Broadcasting Act sets out the broadcasting
policy for Canada, which lists anong its objectives to serve,
safeguard, enrich and strengthen the cultural, political, socia
and econom c fabric of Canada. The federal regulator, the
Canadi an Radi o- Tel evi si on and Tel ecomuni cati ons Conmi ssi on
(CRTC), is charged with inplenenting the broadcasting policy.
Under current CRTC policy, in cases where a Canadi an service is
licensed in a format conpetitive with that of an authorized non-
Canadi an service, the Comm ssion can drop the non-Canadi an
service, if the new Canadi an applicant requests it to do so.

Li censes will not be granted or renewed to firns that do not
have at | east 80 percent Canadi an control, represented both by
shar ehol di ng and by representati on on the Board of Directors.
This requi renent applies retroactively.

Cabl e Tel evision and O her Broadcast Services: Under current
policy, in cases where a Canadi an service is licensed in a
format conpetitive with that of an authorized non-Canadi an
service, the CRTC can drop the non-Canadi an service, if the new
Canadi an applicant requests it to do so.

Newspapers and periodicals: Al investnents in newspapers and
periodicals are revi ewabl e, regardl ess of size. Authority for



revi ewi ng prospective foreign investnents resides with the

M ni ster for Canadi an Heritage. In 1997, the United States
successfully chal |l enged Canada's protectionist nmagazi ne regine
in the Wrld Trade Organi zation. Under terns of an agreenent
signed on June 2, 1999, Canada committed to significantly | ower
its barriers to foreign nagazi nes. Canada agreed to permt 51
percent foreign equity in a nmagazine enterprise, up fromthe
previ ous 25 percent, wthin 90 days, and to permt foreign

i nvestors to own 100 percent of an enterprise after one year.

During the first eighteen nonths when this agreenent is in
effect, U S. namgazines exported to Canada are able to carry 12
percent of total ad space, with advertising ainmed primarily at
the Canadi an market. Wthin three years, this percentage wl|l
grow to 18 percent. Canada also commtted to provi de non-

di scrimnatory tax treatnment under Section 19 of the Inconme Tax
Act. Previously, Section 19 prohibited advertisers from

recei ving the standard business deduction if they advertised in
forei gn-owned publications. Under the agreenent, Canada wil |
elimnate the nationality requirement within one year. In

addi tion, Canadi an advertisers will now be able to place ads in
any nagazi ne regardl ess of the nationality of the publisher or
pl ace of production. Canadi an advertisers, nerchants, and
service providers will be able to deduct one-half of their
advertising costs (i.e. a tax deduction) if they place ads in
foreign nagazines with zero to 79 percent editorial content, or
they will be able to deduct the full costs of their advertising
i f the nmagazine contains 80 percent or nore original editorial
content.

0. | nvestments in the Financial Sector

The banking industry in Canada is governed by the federal Bank
Act. The Bank Act and other financial services |aws are nmandated
for review every five years. Anendnents to the Bank Act in 1992
and 1997 renoved sone irritants of doing business in Canada for
U.S. and other foreign banks. Foreign banks can now opt out of
Canada Deposit |Insurance, and in February 1999, the federa
government introduced |l egislation to allow forei gn bank
branching (Bill C-67), which addressed Canada's commtnents in
the WIO Fi nanci al Services Agreenent to pass into |aw foreign
bank branching by June 30, 1999. U. S. and foreign bankers found
the deposit requirenents and tax applications prohibitive, and
the limtations on ownership restrictive. Consequently, the
federal government agreed in May 1999 to anend C 67 to nake
forei gn banking in Canada nore viable, and the bill was passed



by Parlianent and received Royal Assent to conme into force on
June 17, 1999.

Bill CG67 is considered the first step in response to the stated
intention of Finance Mnister Paul Martin to "change the status
quo” and "establish an appropriate policy framework for the
financial sector for the twenty-first century.” Martin nade
this statenent when he turned down the proposed nergers of four
Canadi an chartered banks. Two types of foreign bank branches
are permtted under the new |l egislation: full-service and

| ending. Full-service branches are authorized to take non-
retail deposits of not |ess than C$150,000 (est. US$100, 000),
whil e | endi ng branches are not allowed to take any deposits and
can borrow only fromother financial institutions. The purpose
of | ending branches is to provide new sources of funds to

busi nesses and credit card users. Full-service branches and
forei gn bank subsidiaries are not allowed to own | ending

br anches.

Canadi an banks are federally chartered and regul ated and may
operate in all ten Canadi an provinces and three territories, as
wel|l as overseas. At the end of 1998, there were about 8,100
branches throughout Canada, conpared to 157 Schedul e Il bank
branches. O the 157 branches, 99 bel onged to the Hongkong
Bank. NAFTA-country Schedule Il bank subsidiaries can set up

i nter-provincial branches in Canada the sane as Schedul e |
banks. As of June 30, 1999, Non- NAFTA Schedul e Il banks no

| onger have to secure approval fromthe Mnister of Finance to
open nore than one branch.

The financial services chapter of the NAFTA, which entered into
force on January 1, 1994, establishes a conprehensive set of
rules to govern trade and investnent in financial services anong
the three signatory countries (U S., Canada, and Mexico). U S
banks now enjoy a right of establishnment and a guarantee of
national treatnent in Canada. NAFTA also established a

Fi nancial Services Commttee to supervise inplenentation of the
chapter and deal with any banking i ssues that arise between the
two countries. |If differences of interpretation cannot be
resolved by this cormittee, the NAFTA parties can take the issue
to a dispute settlenent nechani sm

7. | nvestments In G her Sectors

Conmercial Aviation: Foreigners are limted to 25 percent
ownershi p of Canadian air carriers.



Energy and M ning: Foreigners cannot be majority owners of
urani um m nes.

Tel ecomruni cations: Under provisions of Canada's new

Tel ecommuni cati ons Act, foreign ownership of Type | carriers
(owners/operators of transmssion facilities) is limted to 20
percent. Oanership and control rules are nore flexible for
hol di ng conpani es that wish to invest in Canadian carriers,
because of the often international nature of their operations
and sources of capital. Under these rules, two thirds of the
hol di ng conpany's equity nust be owned and controll ed by
Canadi ans.

Fi shing: Foreigners can only own 49 percent of conpanies that
hol d Canadi an comrercial fishing |icenses.

El ectric Energy Ceneration and Distribution: Electricity

regul atory reform continues apace in Canada, notivated |argely
by the expectation that increased conpetition will |ower costs
of electricity supply, but also by the desire of provincially
owned firnms (especially in Quebec and Ontario) to gain greater
access to the U S. power market and increase exports. Since
power markets fall into the conpetency of the Canadi an

provi nces, they are at the forefront of the reformeffort. The
reforms will also help to integrate the U S. and Canadi an
electricity markets nore closely.

Heal th Services: Hospitals in Canada are integral parts of a
public health system adm nistered by the provinces. Private
hospitals would not be eligible to receive paynents from
provincial health insurance funds, and therefore would not be
financially viable in nost cases.

Real Estate: Prince Edward |sland and Saskatchewan |limt rea
estate sales to out-of-province parties.

Privatization: Each specific privatization (at the federa
provinci al |evels of governnent) is considered on a case-by-case
basis and there is no overall limtations policy with regard to
forei gn ownership. As an exanple, the federal M nister of
Transport has stated he does not intend to i npose any
limtations in the privatization of Canadi an National (CN)

rail way.

8. | nvest nent | ncentives



Bot h federal and provincial governnments in Canada offer a w de
array of incentives (nunicipalities are legally prohibited from
offering tax incentives). None of the federal incentives,
however, is specifically ainmed at pronoting or discouraging
foreign investnment in Canada. Rather, the incentives are

desi gned to acconplish broader policy goals, such as research
and devel opnent, investnent in nmachinery and equi pnent, and
pronoti on of regional economes. They are available to any
qual i fied investor, Canadian or foreign, who agrees to use the
funds for the stated purpose.

Provincial incentives tend to be nore investor-specific and are
condi tioned on applying the funds to an investnent in the
granting province. Provincial incentives nmay al so be restricted
to firns established in the province or who agree to establish

i n the province.

Incentives for investnment in cultural industries, at both the
federal and provincial level, are generally only available to
Canadi an-control l ed firns.

Incentives may take the formof grants, |oans, |oan guarantees,
venture capital, or tax credits. Incentive prograns in Canada
generally are not oriented toward the pronotion of exports.

B. Right to Private Omershi p and Establi shnment

Except as noted, Canadi ans and foreigners have the right to
establish, own, and di spose of business enterprises and engage
inall fornms of renunerative activity. |In those sectors where
private enterprise coexists with public enterprise (for exanple,
petroleum, the firns conpete on a generally equal basis. The
maj or exception is that public enterprises do not have to rely
solely on self-generated funds or funds raised in the capital
mar ket s; they al so have access to transfers from gover nnent
budget s.

C. Protection of Property Rights

Private property rights are fully protected by Canada's | egal
system Foreigners have full and fair access to Canada's | ega



system Property rights are limted only by the rights of
governnents to establish nonopolies and to expropriate for a
publ i c purpose.

D. Forei gn Trade Zones/Free Ports

Detailed information regarding foreign trade zones/free ports
can be found in Chapter VI, Section J.

E. Per f ormance Requi renents/ | ncentives

Canada does not explicitly negotiate performance requirenents
with foreign investors. For investnents subject to review,
however, the investor's intentions regardi ng enpl oynent,
resource processing, donestic content, exports, and technol ogy
devel opnent or transfer can be exam ned by the Canadi an
Governnment. A special duty rem ssion schenme exists for the
aut onoti ve sector that nakes certain benefits contingent on
trade performance. The FTA prohibits the United States or
Canada from i nposing export or donestic content performance
requirenents.

Governnent officials at both the federal and provincial |evels
expect investors who receive investnment incentives to use them
for the agreed purpose, but no nmechani smexists for enforcing
any statenent made by the investor during the review process.

F. Regul atory System Laws and Procedures

Canada's regul atory systemis simlar to that of the United
States in ternms of its transparency, conprehensiveness and in
the array of institutions involved. Proposed |aws are subject
to parlianmentary debate and public hearings. Regulations are
issued in draft formfor public comment prior to inplenentation.
The allocation of financial and real resources is generally
acconpli shed by market forces rather than regulation. Wile
federal and/or provincial |licenses or permts may be needed to
engage in economc activities, this kind of regulation is
generally for prudential, statistical or tax conpliance reasons



rather than for resource allocation. Governnents enter into the
al l ocation of resources only in those sectors where resources
are located in the public domain, such as | ogging on public |and
or commercial fishing.

Canada has an anti-trust |aw and an agency, the Bureau of
Conpetition Policy, to enforce it. The Conpetition Tribunal, a
quasi -judicial body, rules on anti-trust cases.

G Labor

Labor, at all skill levels, is generally available in Canada.
There are occasional reports of spot shortages of certain
categories of l|abor, such as in conputer software skills.
Canadi an wage and benefit |evels for nbst non-executive job
categories are sonmewhat | ower than levels paid in the United
States in U S. dollar terns. Currently, the highest hourly

m ni rum wage in Canada is in Yukon Territory (C$7.20; US$5.04).
The hi ghest provincial hourly mni numwages range from C$7. 15
(US$5.00) in British Colunbia to a | ow of C$5.00 (US$3.50) in
Alberta. Wile it had earlier been the practice anbng nost
federal jurisdiction enployers (banking, shipping, air
transport, broadcasting, railways, grain elevators, and

pi pelines) to use provincial/territorial mninmmwage rates, in
1996 the federal governnent passed legislation formally to align
the federal rate with the provincial/territorial rates.

The proportion of paid nonagricultural workers who are union
menbers is currently nore than twice as large as in the U S --
34 percent vs. 14 percent -- due in large part to higher

uni oni zation levels in the Canadi an public sector.

Labor is strongly critical of some Canadi an governnent policies
and has focused nost strongly on the FTA and the NAFTA, all eging
that these agreenents jeopardi ze Canadi an jobs and threaten the
country's social prograns. The |abor novenent in Canada is

cl osely associated with the New Denocratic Party (NDP). The NDP
currently controls provincial governnents in British Col unbia
and Saskat chewan.

H. Conversi on and Transfer Policies



The Canadi an dollar is fully convertible. Canada has no
restrictions on the novenent of funds into or out of the
country. Banks, corporations and individuals are able to dea
in foreign funds or arrange paynents in any currency they
choose. An investor may |iquidate his Canadi an i nvest nent at
any time and transfer the proceeds from Canada i n what ever
currency desired. During the life of the investnent, profits,
di vi dends and royalties may be remtted at wll.

l. Expropri ati on and Conpensati on

Canadi an federal and provincial |aws recognize both the right of
a government to expropriate private property for a public

pur pose, and the obligation to pay conpensation. The federa
governnment has not nationalized any foreign firmsince the

nati onal i zati on of Axis property during World War 11. Both the
federal and provincial governnments have al so assumed control of
private firnms -- usually financially-distressed ones -- after

reachi ng agreenent with the fornmer owners.

J. Di spute Settl enent

Canada is a nmenber of the New York Convention of 1958 on the
Recogniti on and Enforcenment of Foreign Arbitral Awards. The
Canadi an governnent has nmade a decision in principle to becone a
menber of the International Center for the Settlenent of

I nvestment Disputes (ICSID). However, since the |ega

enf orcenent nechanismfor 1CSID would be the provincial court
system the federal governnent mnust al so get agreenent from al
the provinces that they will respect ICSID decisions. It is
unlikely that this will happen in the foreseeable future.

Canada accepts binding arbitration of investnment disputes to
which it is a party only when it has specifically agreed to do
so through a bilateral or nmultilateral agreenent such as a
Foreign I nvestnent Protection Agreenent. The resolution of

i nvest ment di sputes between the United States and Canada is
gui ded by the provisions of the NAFTA Chapter 11.

The NAFTA encourages parties to settle disputes through
consul tation or negotiation, but the NAFTA al so establishes
special arbitration procedures for investnent disputes separate



fromthe NAFTA's general dispute settlenent provisions (Chapter
20). Under the NAFTA, a narrow range of disputes between an

i nvestor froma NAFTA country and a NAFTA governnent (those
deal i ng wi th governnent nonopolies and expropriation) my be
settled, at the investor's option, by binding internationa
arbitration. An investor who seeks binding arbitration in a

di spute with a NAFTA party gives up his right to seek redress

t hrough the court system of the NAFTA party.

K. Political Violence

Political violence is al nbst non-existent in Canada. There has
been no violence directed at foreign investnment in recent
menory. There have been sone violent incidents related to

envi ronnental di sputes, but these were directed against
Canadi an- owned natural resource conpani es or against the
Canadi an gover nnent .

L. Bi |l ateral Investnent Agreenents

Wiile the terns of the FTA and the NAFTA gui de invest nent

rel ati ons between the United States and Canada, Canada has two
ki nds of international investnent agreenments wi th non- NAFTA
parties, Foreign Investnment Protection Agreenents (FlPAs) and
Forei gn I nvestnent |nsurance Agreenents (FI1As). A FIPAis a
conprehensive bilateral investnent pronotion and protection
agreenment containing, inter alia, the broad principles that
shoul d gui de investnent between the two partners. Canada

negoti ated five FIPAs under a 1988 nodel, w th Pol and,

Czechosl ovaki a, Hungary, USSR, and Argentina. Wile these
agreenents continue in force (for Russia only in the case of the
former Soviet Union), the nodel was revised in 1994 to bring it
into conformty with the NAFTA. Canada has signed 24 FIPAs to
date. FIIA is essentially an agreenent that allows the Export
Devel opnment Corporation (EDC) to pursue any clains arising from
a Canadi an i nvestnent insured by the EDC. Canada has signed 43
FIITAs to date. Canada al so has tax agreenments with 65 countries
currently in force, including the United States; 11 waiting to
go into force, and 30 currently under negoti ati on.



M OPI C and O her I nvestnent |nsurance Prograns

Overseas Private I nvestnent Corporation (OPIC) prograns are not
avai l able for U S. investors in Canada. Canada is a signatory
to the World Bank's Miultilateral |nvestnent CGuarantee Agency
(MG . The Export-Inport Bank is not off-cover for Canada.

N. Capital Qutflow Policy

As discussed in the "Transfer Policy" section, the Canadi an
dollar is fully convertible. The Canadi an Gover nnent provides
some incentives for Canadian investnment in devel oping countries
t hrough Canadi an I nternati onal Devel opnent Agency prograns.
Canada's official export credit agency, the EDC provides OPl C

| i ke i nsurance coverage for Canadi an foreign investnent.

@] Maj or Foreign Investors

(Private Conpani es)
(Ranked by Decenber 1997 Revenues in

Billions of Canadi an Dol l ars)

RANK NANE NATI ONALI TY REVENUE
1 Ceneral Mdtors of Canada U S 34.2
2 Ford Motor Co. of Canada U S 27.9
3 Chrysl er Canada U. S 16.7
4. Sun Life Assurance of Canada Policyholders 12.2
5. Manul i f e Fi nanci al Pol i cyhol ders 10.4
6. McCai n Capital Corp. Canadi an 7.8
7. | BM Canada U S. 7.4
8. Canada Life Assurance Pol i cyhol ders 7.3
9. London Life I nsurance Canadi an 5.8
10. Anpbco Canada Petrol eum Co. U. S 4.5
11. McCai n Foods Canadi an 4.2
12. Jim Pattison G oup Canadi an 4.0
13. Mut ual Life Assurance Pol i cyhol ders 3.9
14. Zel lers Inc. Canadi an 3.8
15. Honda Canada Japanese 3.8
16. Canadi an Paci fic Railway Canadi an 3.7
17. M tsui & Conpany Japanese 3.6
18. Mobi |l Q| Canada U. S 3.4



19. Sobeys I nc. Canadi an
20. Cargill Ltd. u. S
Source: www. robnagazi ne.com My 1999
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CHAPTER VII1. TRADE AND PRQIECT FI NANCI NG

A Canadi an Banki ng System

This section was prepared by the Econonmic Section of the United
States Enbassy in Otawa using Departnment of State resources.

The financial services chapter of the NAFTA, which entered into
force on January 1, 1994, establishes a conprehensive set of
rules to govern trade and investnent in financial services anong
the three signatory countries (U. S., Canada and Mexico). U S.
banks now enjoy a right of establishnment and a guarantee of

nati onal treatnent in Canada. NAFTA also established a

Fi nanci al Services Commttee to supervise inplenentation of the
chapter and deal with any banking issues that arise between the
two countries. |If differences of interpretation cannot be
resolved by this commttee, the NAFTA parties can take the issue
to a dispute settlenent nechani sm

B. Forei gn Exchange Controls Affecting Trading

This section was prepared by the Econom c Section of the United
States Enbassy in Otawa using Department of State resources.

The Canadi an dollar is fully convertible. Canada has no
restrictions on the novenent of funds into or out of the
country. Banks, corporations and individuals are able to dea
in foreign funds or arrange paynents in any currency they
choose.

C. Ceneral Financing Availability



The financial markets in Canada are stable, mature, and

accessi ble to everyone. There are two primary nethods of
financi ng a business: equity financing and debt financing.

Most busi nesses obtain their financing using these two sources
of funds. However, there are a nunber of other sources of

fi nanci ng, such as |easing, fixed asset financing, accounts
recei vabl e financing, and inventory financing. There are also
ext ensi ve governnent financial assistance prograns available to
busi ness at the federal and provincial |evels.

In addition, consuner credit is used extensively, and severa
systens facilitate consuner borrowi ng in Canada. Revol ving
charge plans are issued on approximtely the sane terns as in
the United States. Al so, Canadi an banks have becone sensitive
to the growi ng financial needs of franchi sed operations.

Various | oan and repaynent plans for franchi se operations are
now of fered by Canadi an chartered banks. Dependi ng on the need
of the franchise or business in question, bank services can al so
i ncl ude payroll and cash managenment servi ces.

D. How t o Fi nance Exports/ Methods of Paynent

1. Export Fi nancing
(a) Sources of Financing

There are no U S. Government prograns avail able for financing
U S. exports to Canada. Neither the Export-Inport Bank of the
United States (EXIMBANK) nor the Overseas Private |nvestnent
Corporation (OPIC) maintains prograns for the Canadi an market.
However, the political, econom c and commercial systens in
Canada are so stable and simlar to those in the United States
that the | ack of governnent financing should pose virtually no
problemto the overwhelmng majority of U S firnms seeking to
export to Canada. Private financing should be easily avail able
froma US. firms ow bank in the United States, or froma
Canadi an bank with branch operations in the United States or
associations with U S. banks, under terns simlar to those a
firmwould generally find in the U S. financial market.

Hi storically, venture capital has not been readily available in
Canada, particularly for non-Canadian firnms. In the technol ogy
sector, however, there recently has been a dramatic increase in
the availability of venture capital available to start-up
conmpani es. Nonetheless, U S. firns seeking sources of funding



are nore likely to find success with those efforts in the United
States. In general, U S. exporters may find the financing of
exports to Canada in many ways simlar to financing of shipnents
to another state in the United States.

(b) Credit Information

Credit information on Canadian firns is readily available froma
nunber of private sector credit reference conpanies. To obtain
i nformati on on these conpani es, contact any of the Commercia
Service offices in Canada (see Appendi x E for contact

I nformation).

(c) Consumer Financing

Consuner credit is used extensively, and several systens
facilitate consunmer borrowi ng in Canada. Revolving charge plans
are issued on approximtely the sane terns as in the United
States, and all major U S credit card conpanies are active in
Canada. Canadi an banks have becone sensitive to the grow ng

fi nanci al needs of franchised operations, with various |oan and
repaynent plans for franchi se operations now of fered.

2. Met hods of Paynent

Al t hough ternms vary fromone industry to another and anobng
tradi ng channels, U S. manufacturers exporting to Canada
generally give a discount for cash purchases of one or two
percent of the invoice if paid within ten days. U S. firns
exporting to departnent stores tend to offer 8.5 percent to ten
percent cash discounts for settlenent within ten days. Nornal
precautions in dealing with a first-tinme custonmer should be
exerci sed, and safeguards instituted wherever possible, at |east
until a satisfactory relationship has been established. The
many bank branch offices in Canada and the United States shoul d
hel p maintain maximumflexibility for nethods of paynment, and
facilitate the settlenent of accounts.

The disposition of charges on export collections or letters of
credit through normal banki ng channel s shoul d be resol ved

bet ween the exporter and the buyer at the tine of sale.
Canadi an buyers will often accept these charges, but an
unexpected bill may cause irritation and, if there has been no
prior consent to the charge, the foreign buyer has the right to
refuse to pay. Wen this happens, banks are entitled to deduct



the collection charges fromthe remttance under the terns of
the "Uniform Rules for the Collection of Commercial Paper"”
devel oped by the International Chanber of Commerce.

E. Types of Avail able Export Financing and | nsurance

US. firms exporting to Canada will not find any strong need for
gover nient - oper at ed or backed financi ng and i nsurance agai nst
exi gencies that may typically be found in many third-country

mar kets. EXIMBANK is not active in financing U S. exports to
Canada, nor are OPIC prograns avail able in Canada. Wth proper
appl i cation of sound business principles, however, US. firms
shoul d be able to avoid nost of the problens that require

ext ensi ve export financing insurance, and rely on comerci al
banks as they do in the U S. donestic market.

US. firnms established in Canada are eligible to participate in
the export credit and insurance prograns of Canada's offici al
export credit agency, the Export Devel opnent Corporation (see
Appendi x E for contact information).

F. Proj ect Financing Avail able

Canada is not eligible to receive financing fromnultilatera
devel opnent banks such as the Wirld Bank or the Inter-Anerican
Bank for Reconstruction and Devel opnent. Commercial Banks in
Canada and | arge U.S. banks with a Canadi an presence have
project financing teans that put together financing packages for
| arge-scale, commercially viable capital projects for which the
credit is repayable fromthe proceeds of the project, once it
goes on stream and generates revenues.

G Li st of Canadi an Banks with Correspondent U. S. Banking
Arrangenents

This section was prepared by the Econonmic Section of the United
States Enbassy in Otawa using Departnent of State resources.



Al'l of Canada's |argest banks have branches in the United
States. Ten U.S. banks have subsidiaries in Canada, with nine
currently engaged in active banking business. Wth this kind of
physi cal presence, correspondent banking relationships are |ess
important. A list of Schedule I banks in Canada can be found in
Appendi x E.

CHAPTER | X BUSI NESS TRAVEL

A. Busi ness Cust ons

Busi ness custonms in Canada closely mirror those of the United
States. This is not to say, however, that doing business in
Canada is exactly the same as doing business in the United
States. U.S. business travelers to Canada shoul d be sensitive
to cultural and | anguage differences and all ow adequate tinme for
t he devel opnent of personal contacts in business dealings.

B. Travel Advisory and Visas

Citizens or |legal, permanent residents of the United States do
not require passports or visas and can usually cross the border
between the United States and Canada with minimal difficulty or
del ay. However, to assist officers in expediting border
crossings, and particularly re-entry into the United States,
native-born U S. citizens should carry identification papers
showi ng their citizenship. Exanples of such docunents include
passports as well as birth, baptismal, or voter's certificates.
A driver's license is not considered an acceptabl e docunent for
this purpose. Proof of residency may al so be required.
Naturalized U S. citizens should carry a naturalization
certificate or sonme other evidence of citizenship. Lega

per manent residents of the United States who are not U S.
citizens are advised to carry their Alien Registration Receipt
Car d.

I nternational agreenents, |ike the FTA/ NAFTA, facilitate the
novenent of U.S. and Canadi an busi ness travel ers across each
country's borders through streanlined procedures. These
procedures assure that qualified persons will be permtted entry
into Canada on a tenporary basis. Business persons applying
under any of the four categories (Professional, Trader/Investor,



Busi ness Visitor, and Intra-Conpany Transferee) nust be U S.
citizens. At the tine of entry, a verbal declaration of
citizenship may be sufficient. In those cases where business
travelers are required to show proof of citizenship, a passport,
citizenship certificate, or a birth certificate is acceptable.
Busi ness persons and dependents nust al so satisfy any other
necessary adm ssion requirenents of the Canadian | nmm gration
Act .

U S. citizens and other visitors to Canada may bring certain
personal goods into Canada duty and tax-free provided that al
such itens are declared to Canada Custons upon arrival and are
not subject to restriction. The tenporary entry of business
material (printed material, commercial sanples, blueprints,
charts, audio-visual material, and pl ay-back or projection

equi pnent) may either be subject to the full rate of duty and
tax, a portion thereof, or free of duty and tax. The anount of
duty and tax payabl e depends on the length of the visit, the
items entered, and the end use. |If the goods are eligible for
free entry, a refundable security deposit -- in the formof cash
or bond -- may be required by Canada Custons.

C. Hol i days
Following is a |list of Canadi an holidays through Decenber 2000:

Monday, October 11, 1999 Thanksgi vi ng Day
Thur sday, Novenber 11, 1998 Renmenbr ance Day
Sat urday, Decenber 25, 1999 Chri stmas Day*
(observed Monday, Decenber 27)

Sunday, Decenber 26, 1999 Boxi ng Day**
(observed Tuesday, Decenber 28)
Sat urday, January 1, 2000 New Year’'s Day
Friday, April 21, 2000 Good Fri day
Monday, April 24, 2000 East er Monday
Monday, May 22, 2000 Victoria Day
Sat urday, June 24, 2000 St. Jean Baptiste Day
(Quebec only)
Saturday, July 1, 2000 Canada Day
Monday, August 7, 2000 C vic Holiday (nost provinces)
Monday, Septenber 4, 2000 Labour Day
Monday, October 9, 2000 Thanksgi vi ng Day
Sat urday, Novenber 11, 2000 Renmenbr ance Day
Monday, Decenber 25, 2000 Chri st mas Day

Tuesday, Decenber 26, 2000 Boxi ng Day



* I n Canada, when a holiday falls on a Saturday or Sunday, it
is observed the foll ow ng Monday

** Boxi ng Day observed on the Tuesday after the observance of
Chri stmas Day on Monday

D. Busi ness I nfrastructure

The Canadi an econony is highly devel oped, giving Canadi ans one
of the highest standards of living in the world. Primry

i ndustries built on Canada's abundant natural resources remain
an inportant part of the econony and are a major source of
exports. Manufacturing industries, predomnantly |ocated in the
provi nces of Ontario and Quebec, are concentrated in
transportation and conmuni cati ons equi pnent, as well as in
consuner goods, engineering and steel industries. The Canadi an
econony is closely linked by trade and i nvestnent w th other
countries, especially the United States.

1. Transportation

Except in renote areas of the north, Canada possesses an
advanced transportati on system conparable to that of the United
States. An extensive air network |inks all major, and many
mnor, traffic points wth adequate connections to the United
States and the rest of the world. Travel between the United

St ates and Canada has been enhanced with the inplenmentation of
the Open Skies Agreenent between the two countries. Donestic
air fares per mle in Canada are generally higher than U S.
fares, and di stances between popul ation centers are consi derably
greater.

Li kewi se, a good hi ghway system (with sonmewhat | ess enphasis on
Interstate roads) exists within 200 mles of the U S. border and
supports extensive truck, bus and autonobile traffic. Canada

al so has an extensive railway system connecting the country from
sea to sea. The Canadi an National Railway deal s exclusively

Wi th cargo, whereas VIA Rail offers passenger service.
Furthernore, all large cities have a public transit system
generally buses. The operation of public transport is
frequently subsidi zed by provincial and | ocal governnents,

maki ng nost fares reasonabl e.

In spite of extensive public transport arrangenents, Canada is
as nmuch an autonobile society as is the United States. Gasoline



is sold inliters in Canada, and Canadi an safety standards for
cars are simlar to those in the United States. Left-hand-drive
vehicles are standard; traffic noves on the right side of the
road. International highway synbols are used in Canada, and

di stances are in the netric (or netric and mles) system Seat
belts and infant/child seat restraints are mandatory in al
Canadi an provinces. Fines are inposed for non-use of seat belts
and child restraints.

2. Language

Canada is a bilingual country with two national officia

| anguages, English and French. English is the | anguage spoken
in the geographical nmajority of the country. It is also the
general |y accepted | anguage of business. French is spoken
primarily in Quebec and is the official |anguage of that
province. The province of New Brunswick is bilingual, wth the
| ar gest French-speaki ng popul ati on outsi de of Quebec.

3. Conmuni cat i ons

Communi cations are highly sophisticated in Canada and conparabl e
with those of the United States. Canada is integrated with the

U S. direct-dial |ong-distance tel ephone system (sinply dia

one, the area code and the nunber). Al forns of conmunication

and transm ssion are possible (including voice, text, data, and

vi deo), and worl dw de tel econmuni cati ons services are avail abl e.

4. Housi ng

Canadi ans, in general, enjoy a high standard of living, with
housi ng conditions simlar to those found in the United States
readily available. GCenerally, relative costs of housing in
Canada are, at mninmum approxinmately 40 percent higher than
those in the United States, and in sonme urban centers housing
costs are doubl e.

5. Heal th and Food

Canada has no special health risks. Standards of community
health and sanitation are conparable to those in the United
States. Conpetent doctors, dentists, and specialists of al
types are avail able, and nedical training is equivalent to that
in the United States.



Most food and ot her consumables available in the United States
can be found in Canada, and no food shortages or problens exist.
Canadi an prices for food and general consunmer goods are often

hi gher than those in the United States, but this nmay be offset
by a favorable U. S.-Canadi an dol | ar exchange rate.

CHAPTER X APPENDI CES

APPENDI X A. COUNTRY DATA

Popul ation: 30,482,900 (Oficial estimate as of April 1, 1999)
Popul ation G owmh Rate: .8% (estinate)

Primary Religions: Catholic 46% Protestant 36% (estinmate)
Governnment System  Confederation with Parlianmentary Denocracy
Prime Mnister: M. Jean Chretien (Liberal Party)

O ficial Languages: English and French

Wrk Wek: Mnday to Friday, 9:00 a.m to 5:00 p.m

Source: Statistics Canada

APPENDI X B. DOVESTI C ECONOMY

Thi s appendi x was prepared by the Econom c Section of the United
States Enbassy in Otawa using Departnment of State resources.

(I'n billions of Canadian dollars unless otherw se indicated,
because forei gn exchange conversi on causes distortions in actual
trends and growth rates.)

ECONOM C | NDI CATOR 1997 1998 1999



Real GDP 813.0
(Based on 1992 C3$)
GDP Gowh Rate (% 4.0
Real CGDP Per Capita 26, 750
(C$ 000s)
Federal Govt. Spending 12.3
(as a percent of CDP)
Inflation (% 1.6
Unenpl oynment (% 9.2
For ei gn Exchange Reserves 18.0
(Reported in Billions of US$)
Aver age Exchange Rate 72.23
(C$1 = UScents)
Net Public Debt

to GDP Ratio (% 70. 4

U S. Economic/MIlitary Assis N A

Footnote 1/: As at May 31, 1999.

Sources: Statistics Canada; FY1999-2000 Feder al

Conf erence Board of Canada

APPENDI X C. TRADE
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Thi s appendi x was prepared by the Econom c Section of the United
States Enbassy in Otawa using Departnent of State resources.

CANADI AN TRADE STATI STI CS
(Bal ance of Paynents Basis)

(I'n billions of Canadian dollars unless otherw se indicated,
because foreign exchange conversion distorts actual trends and

growmh rates.)

1997

Exchange Rate 72.23

1998
67.43

1999
70. 00



(C$1 = UScent s)

Total Canadi an Exports 342. 7 367.1 376.0
(Goods and Servi ces)

Total Canadi an I nports 327. 2 356. 3 362.0
(Goods and Servi ces)

Canadi an Exports to the U. S. 267.8 297. 2 308. 3
(Goods and Servi ces)

U S Inports into Canada 241.5 266. 4 271.5
(Goods and Servi ces)

U. S. Share of
Canadi an Exports

O Goods and Services (% 78.1 81.8 82.8
U. S. Share of Canadian Inports

of Goods and Services (% 73.8 74.8 75.0
Total Trade with the Wrld 767. 3 823.4 840. 7

(Goods, services, transfers
and i nvestnent incone)

Total Trade with the U. S 564. 2 619. 2 632.2
(Goods, services, transfers
and i nvestnent incone)

Canadi an Merchandi se Trade Bal ance Wth Three Leadi ng
Trade Partners in 1998 (Bal ance of Paynents Basis):

Uni ted States: + C$30.9 Billion
Japan: + C$ 0.4 Billion
Uni ted Ki ngdom + C$ 0.2 Billion

Princi pal Canadi an Exports to the United States in 1998
(Billions of Canadi an Dol |l ars)

Aut onoti ve Products 75.3
Machi nery and Equi pnent 56. 4
I ndustrial Goods 42. 0
Forestry Products 28.5
Ener gy Products 23.2
Agricul tural and Fishing 14. 2



Principal Canadian Inports fromU. S. in 1998
(Billions of Canadi an Dol | ars)

Machi nery and Equi pnent 65.9
Aut onoti ve Products 55.8
I ndustrial Goods 43. 6
Consuner Goods 18.9
Agricul tural/Fi shing Products 10.1
Energy & Forestry Products 3.6

Sour ce: Statistics Canada

APPENDI X D. FOREI GN DI RECT | NVESTMENT STATI STI CS

Thi s appendi x was prepared by the Economi c Section of the United
States Enbassy in Otawa using Departnment of State resources.

TABLE 1: Stock of FDI in Canada by Country of Ownership

1988- 1998
(in billions of Canadian doll ars)
YEAR UNI TED STATES UNI TED KI NGDOM OTHER TOTAL
1988 76. 0 15.7 22. 4 114. 2
1989 80. 4 15.6 26.7 122.7
1990 84.1 17.2 29.7 130. 9
1991 86. 4 16. 2 32.6 135. 2
1992 88. 2 16. 8 33.0 137.9
1993 90. 6 15.9 35.0 141.5
1994 102. 6 14. 7 37.3 154. 6
1995 113. 2 14.1 41.1 168. 4
1996 120. 4 14. 2 44.9 179.5

1997 131.9 15.1 49. 7 196. 7



1998 147. 3 17.7 52.0 217.1

Source: Statistics Canada

TABLE 2: Stock of FDI in Canada by I ndustry G oup

1993-1998

(in billions of Canadian doll ars)
SECTOR 1993 1994 1995 1996 1997 1998
Fi nance/
| nsurance 25.9 26.9 27.0 28.5 29.8 32.9
Ener gy 31.7 30.1 30.9 29.8 28. 7 30.1
Machi nery
& Transportation
Equi prent 18. 2 18.5 20.6 24.5 26. 4 27. 7
Servi ces and
Retailing 10.4 10. 8 10. 9 14. 4 16. 6 17.9
Whod and
Paper 7.9 8.9 9.1 9.6 10.5 10. 4
O her 41. 1 42.8 42.9 46.9 56.0 61.3
| ndustries 1/
Tot al 135 138 141 154 168 180

Footnote 1/: Qther Industries includes general services to
busi ness, governnent services, education, health and soci al
servi ces, accommodation, restaurants and recreation services,
food retailing.

Source: Statistics Canada

TABLE 3: The United States's International |Investnent Position
i n Canada
1993-1998
(in billions of Canadian doll ars)



COMPONENT 1993 1994 1995 1996 1997 1998

Tot al 305. 6 353.7 381.3 436. 8 490. 2 535. 2
U. S. I nvest nment

| n Canada

O VWi ch:

D rect 90. 6 102. 6 113. 2 120. 4 131.9 147. 3
| nvest ment

Portfolio I nvest ment In:

Canadi an
Bonds 115.9 132.4 147.5 166. 3 181.1 196. 7
Canadi an
St ocks 21.8 28. 6 34. 1 42. 3 45. 1 48. 7

Canadi an Money
Mar ket 21.5 19.4 18.2 20.7 23.2 23.5

O her I nvestnents | n Canada:
Loans 16. 6 16. 2 17.5 20.9 19.0 18. 8
Deposits 33.3 47. 4 43. 7 59. 8 82.5 92.3

Source: Statistics Canada

TABLE 4: Canada's International |nvestnent Position
in the United States

1993- 1998
(in billions of Canadian doll ars)
COVPONENT 1993 1994 1995 1996 1997 1998
Tot al 170. 2 199. 4 224. 4 263.5 277. 1 317.1

Canadi an
| nvestment in the
United St ates:

O Wi ch:



D rect 67.7 78.0 87.6 95.0 102. 8 126.0
| nvest nent 1/

Portfolio I nvest ment In:

U S
Bonds 12.3 11.9 11.2 12.5 17.5 23.1
u. S
St ocks 40. 7 44. 7 44. 6 51.2 45. 7 59. 8

G her I nvestnents in the U S.:

Loans 4.0 4.0 14. 2 17. 4 27.9 23.8
Deposits 18.7 30.1 34.7 44. 1 37.8 42.6
Footnote 1/: Includes investnents from Canadi an Hol di ng

Compani es in the Netherl ands.

Sour ce: Statistics Canada

TABLE 5: Stock of Canadian Direct |nvestnent Abroad by Location

1988- 1998
(in billions of Canadian doll ars)

YEAR UNI TED UNI TED OTHER OTHER TOTAL ALL

STATES KI NGDOM  EURCPE OECD 1/ COUNTRI ES
1988 51.0 8.8 5.3 3.6 79.8
1989 56. 6 11.1 6.2 4.2 89.9
1990 60.0 13.5 7.1 4.9 98. 4
1991 63. 4 15. 3 8.5 5.7 109.1
1992 64.5 12.3 9.1 6.5 111.7
1993 67.7 12.9 11.5 7.2 122. 4
1994 78.0 15.0 15.6 10. 1 146. 3
1995 87.6 16.5 18.1 9.9 164. 2

1996 95.0 17.8 19.3 11.0 181. 4



1997 102. 8 21.8 22.3 12. 2 205. 7
1998 126.0 22.7 23.6 12.9 239.8
Footnote 1/: |Includes Japan

Sour ce: Statistics Canada

TABLE 6: Stock of Canadi an Direct |nvestnent Abroad
by I ndustry G oup

1993-1998

(in billions of Canadian doll ars)
Sect or 1991 1992 1993 1994 1995 1996
Fi nance/
| nsurance 37.4 44,7 48. 4 57.3 65. 9 79. 8
Ener gy 27.0 32.2 37.1 43. 6 51.0 54.1
Machi nery
& Transportation
Equi prent 4.0 4.7 4.9 5.4 7.0 8.2
Servi ces and
Retailing 10.4 12.1 22.0 23.0 22.9 26. 4
Wod 3.7 4.4 5.3 4.8 6.2 6.5
And Paper
O her 39.9 48. 3 46. 6 47. 4 52.8 64.7
I ndustries 1/
Tot al 122. 4 146. 3 164.2 181.4 205.7 239. 8

Footnote 1/: Qther Industries includes general services to
busi ness, governnent services, education, health and soci al
servi ces, accommodation, restaurants and recreation services,
food retailing.

Source: Statistics Canada

APPENDI X E. U.S. AND CANADI AN CONTACTS



1. U S. Enbassy/Consul ate Trade-Rel ated Contacts
Located i n Canada

Commerci al Service Canada's Hone Page address on the Internet
I'S:
http://ww. ita.doc. gov/cscanada

U S. Enbassy -- Otawa

Commerci al Service (Ms 35)

United States Enbassy

PO Box 866, Station "B"

Otawa, Ontario

K1P 5T1

Tel: (613) 238-4470, ext. 219

Fax: (613) 238-5999

Contact: Dolores Harrod, M nister-Counselor for Comrercia
Affairs

E-mail: Otawa.office. box@mil.doc. gov

U S. Consul ate General -- Calgary

Conmer ci al Service

615 Macl eod Trail SE, Suite 1000

Cal gary, Al berta

T2G 478

Tel: (403) 265-2116

Fax: (403) 266-4743

Contact: Dean Peterson, Principal Commercial Oficer
Sharon Atkins, Comrercial Specialist (FSN)

E-mail: Calgary.office.box@mil.doc. gov

U S. Consul ate General -- Halifax

Commerci al Service

2000 Barrington Street, Suite 910

Hal i fax, Nova Scoti a

B3J 3Kl

Tel:  (902) 429-2482

Fax: (902) 429-7690

Contact: Richard Vinson, Comrercial Specialist (FSN)
E-mail: Halifax.office.box@mil.doc.gov

U. S. Consul ate General -- Montrea

Commerci al Service

455 Rene Levesque Boul evard West, 19th Fl oor
Montreal , Quebec

H2z 172

Tel: (514) 398-0673



Fax: (514) 398-0711
Contact: Donald Businger, Principal Commercial Oficer
E-mail: Montreal.office. box@rmail.doc. gov

U S. Consul ate General -- Quebec City

2 Place Terrasse Dufferin, C P. 939

Quebec City, Quebec

GLR 4719

Tel: (418) 692-2087

Fax: (418) 692-4640

Contact: Martin Landry, Conmercial Assistant
E-mail: Quebec.office. box@mil.doc. gov

U. S. Consul ate General -- Toronto

480 University Avenue, Suite 602

Toronto, Ontario

MbG 1V2

Tel: (416) 595-5406, ext. 221

Fax: (416) 595-5419

Contact: Stephan Wasyl ko, Principal Commercial Oficer
E-mail: Toronto.office.box@mil.doc. gov

U.S. Consul ate General -- Vancouver

Commer ci al Service

1095 W Pender Street, 21st Fl oor

Vancouver, British Col unbi a

V6E 2MNb

Tel: (604) 685-3382

Fax: (604) 687-6095

Contact: John Avard, Principal Comrercial Oficer
E-mail: Vancouver. office. box@mil . doc. gov

2. U. S. -Canadi an Bil ateral Busi ness Councils and
Chanbers of Commerce in the United States

Canada-U.S. Relations Commttee of the
U. S. - Canadi an Chanbers of Commerce
1615 H Street N. W

Washi ngton, D.C. 20062

Tel: (202) 463-5460

Fax: (202) 463-5947

E-mail: sakel |l y@schanber.com

I nternet website: wwv. uschanber.com

Canadi an- Aneri can Busi ness Counci
1629 K Street N.W, Suite 1100



Washi ngton, D.C. 20006

Tel: (202) 785-6717

Fax: (202) 331-4212

E-mail: cananbusco@ol . com

Internet website: ww. cananbusco. org

North Anmerican Comm ttee

Nati onal Policy Association

(former National Planning Associ ation)
1424 16th Street N.W, Suite 700

Washi ngton, D.C. 20036

Tel: (202) 265-7685

Fax: (202) 797-5516

Internet website: ww. NPALl.org

Pacific Corridor Enterprise Council (PACE)
720 Adive Wy, Suite 1300

Seattl e, Washi ngton 98101

Tel: (206) 626-5474

Fax: (206) 223-8984

E-mai|l address: cfraser@cia.com

Paci fic Northwest Econom c Region
999 - 3rd Avenue, Suite 1080
Seattl e, Washi ngton 98104

Tel: (206) 389-3226

Fax: (206) 464-6859

Internet website: ww. pnwer.org

Red Ri ver Trade Counci

PO Box 685

Crookston, M nnesota 56716- 0685
Tel: (218) 281-8452

Fax: (218) 281-8457

Internet website: ww.rrtrade.org

Rocky Mountain Trade Corridor

P.O. Box 143

Hel ena, Montana 59624

Tel : (406) 442-4413

Fax: (406) 449-9599

Internet website: www.info@ntc.org

3. Canadi an Trade and I ndustry Associ ations

Aer ospace Industries Association of Canada



60 Queen Street, Suite 1200
Gtawa, Ontario

K1P 5Y7

Tel: (613) 232-4297

Fax: (613) 232-1142

| nternet website: ww. aiac.ca

Al'l'iance of Manufacturers and Exporters Canada
5995 Avebury Road, Suite 900

M ssi ssauga, Ontario

L5R 3P9

Tel: (905) 568-8300

Fax: (905) 568-8330

Internet website: wwwthe-alliance.com

Aut onoti ve I ndustries Associ ati on of Canada
1272 Wellington Street

Otawa, Ontario

K1Y 3A7

Tel: (613) 728-5821

Fax: (613) 728-6021

I nternet website: ww. aftnkt.com

Busi ness Council on National [|ssues
90 Sparks Street, Suite 806

Gtawa, Ontario

K1P 5B4

Tel: (613) 238-3727

Fax: (613) 236-8679

E-mai | : gl obal @cni . com

I nternet website: ww. bcni.com

CATA Al liance (Canadi an Advanced Technol ogy Associ ati on)
388 Al bert Street

Otawa, Ontario

K1R 5B2

Tel: (613) 236-6550

Fax: (613) 236-8189

I nternet website: ww.cata.ca

Canadi an Bankers Associ ati on

Commerce Court W, 30th Floor
P. O Box 348

Toronto, Ontario

ML 1@&2

Tel: (416) 362-6092

Fax: (416) 362-7705

I nternet website: ww.cba.ca



Canadi an Chanmber of Conmerce

350 Sparks Street, Suite 501
Otawa, Ontario

K1R 7S8

Tel: (613) 238-4000

Fax: (613) 238-7643

I nternet website: ww. chanber. ca

Canadi an Council for International Business
350 Sparks Street, Suite 501

Gtawa, Ontario

K1R 7S8

Tel: (613) 230-5462

Fax: (613) 230-7087

E-mail: bcni @l exnet.com

Canadi an I nporters Associ ation, Inc.
438 University Avenue, Suite 1618
PO Box 60

Toronto, Ontario

MbG 2K8

Tel: (416) 595-5333

Fax: (416) 595-8226

Internet website: www. inporters.ca

Conf erence Board of Canada

255 Snyth Road

Otawa, Ontario

K1H 8M7

Tel: (613) 526-3280

Fax: (613) 526-4857

I nternet website: ww. conferenceboard. ca

I nformati on Technol ogy Associ ation of Canada (I TAC)
2800 Skymark Avenue, Suite 402

M ssi ssauga, Ontario

L4W 5A6

Tel:  (905) 602-8345

Fax: (905) 602-8346

Internet website: wwwitac.ca

O tawa Board of Trade

130 Al bert Street, Suite 910
Gtawa, Ontario

K1P 5G4

Tel: (613) 236-3631

Fax: (613) 236-7498



Internet website: www board-of-trade.org

O tawa Econom c Devel opnent Corporation (CED)
Box 50, 350 Al bert Street, Suite 1720

Otawa, Ontario

KIR 1A4

Tel: (613) 236-3500

Fax: (613) 236- 9469

I nternet website: ww. ottawaregi on.com

Packagi ng Association of Canada

2255 Sheppard Avenue East, Suite E-330
Toronto, Ontario

M2J 4Y1

Tel: (416) 490- 7860

Fax: (416) 490-7844

I nternet website: ww. pac.ca

4. Federal Canadi an Governnent Contacts i n Canada

Departnment of Agriculture and Agri-food Canada
Sir John Carling Building

930 Carling Avenue

Otawa, Ontario

K1A 0G5

Tel:  (613) 759-1000

Fax: (613) 759-6726

Internet website: ww. agr.ca

Envi ronnment Canada

Terrasses de |a Chaudi ere

28th Floor, 10 Wellington Street
Hul I, PQ

K1A OH3

Tel:  (819) 997-2800

Fax: (819) 953-2225

Internet website: www. ec.gc.ca

EDC - Export Devel opnent Corporation
Pl ace Export Canada

151 O Connor Street

Otawa, Ontario

K1A 1K3

Tel : (613) 598-2500

Fax: (613) 237-2690

I nternet website: ww.edc.ca



Departnent of Fisheries and Cceans
200 Kent Street

Otawa, Ontario

K1A OE6

Tel: (613) 993-0999

Fax: (613) 990-7292

I nternet website: www. df o-npo.gc.ca

Departnent of Foreign Affairs and International Trade
Lester B. Pearson Buil ding

125 Sussex Drive

Otawa, Ontario

Ki1A 0&

Tel:  (613) 944-4000

Fax: (613) 944-6500

I nternet website: ww. dfait-naeci.gc.ca

Heal t h Canada

Br ooke C axton Buil di ng

Tunney’ s Pasture

Otawa, Ontario

K1A 0K9

Tel: (613) 957-2991

Fax: (613) 952-5366

I nternet website: ww. hc-sc.gc.ca

I ndustry Canada

235 Queen Street

Otawa, Ontario

K1A OH5

Tel: (613) 954-2788

Fax: (613) 954-1894

Internet website: info.ic.gc.cal/pub/ic-data

I ndustry Canada (for federal |abeling requirenents)
Consuner Packagi ng and Labeling Section

Mer chandi se Standards Divi sion

Consuner Products Branch

Pl ace du Portage, 16th Fl oor

50 Victoria Street

Hul | , Quebec

K1A 0C9

Tel:  (819) 953-3650

Fax: (819) 953-2931

O fice de |l a Langue Francai se



(O fice of the French Language — for Quebec | abeling
requi renents)

Publ i c Rel ati ons Services

125 Sher brooke Street East

Mont real , Quebec

H2X 1X4

Tel: (514) 873-6565

Fax: (514) 873-3488

Internet Website: ww. ol f.gouv.qc.ca

Publ ic Wrks and Governnment Services Canada
Pl ace du Portage, Phase |11

11 Laurier Street

Hul | , Quebec

K1A 0S5

Tel: (819) 997-6363

Fax: (819) 953-1908

Internet website: ww\. pwgsc. gc. ca

Revenue — Custons, Excise and Taxati on
Connaught Bui | di ng

OGtawa, Ontario

K1A OLS8

Tel: (613) 957-1382

Fax: (613) 952-6608

I nternet website: www. revcan. ca

St andards Council of Canada

45 O Connor Street, Suite 1200
Otawa, Ontario

K1P 6N7

Tel: (613) 238-3222

Fax: (613) 569-7808

I nternet website: ww.scc.ca

Stati stics Canada

R H Coats Building

Tunney’ s Pasture

Otawa, Ontario

K1A 0T6

Tel: (613) 951-8116

Fax: (613) 951-0581

I nternet website: ww.statcan.ca

Departnent of Transport
Transport Canada Bui |l di ng
Pl ace de Ville

330 Sparks Street



K1A ON5
Tel :  (613) 990- 2309
Fax: (613) 995-0351
| nternet website:

5. Pr ovi nci al

Fol |l owi ng are the tel ephone nunbers for genera
each of the Canadi an provinces and territories:

Al berta
| nternet Website:

Briti sh Col unbi a
| nternet Website:

Mani t oba
| nt er net Website:

New Br unswi ck
| nternet Website:

Newf ound! and
| nternet Website:

Nort hwest Territories
| nternet Website:

Nova Scoti a
| nt ernet Website:

Nunavut

(territory created on Apri

| nternet Website:

Ontario
| nt er net Website:

Pri nce Edward | sl and
| nt ernet Website:

Quebec
| nternet Website:

Saskat chewan
| nter net Website:

WWW. t C. gC. ca

Canadi an Government Contacts in Canada

(403) 427-2711
WWw. gov. ab. ca

(604) 660-3759
WWw. gov. bc. ca

(204) 945-3744
WwWw. gov. nb. ca

(506) 453-2525
WWW. gov. nb. ca

(709) 729-2300
www. gov. nf. ca

(867) 920- 8691
WWV. gov. nt.ca

(902) 424-5200
WWW. goV. ns. ca

(867) 979-5071
1, 1999)
Not yet avail abl e

(416) 326-1234
WW\V. gov. on. ca

(902) 368- 4000
WWW. goV. pe. ca

(514) 873-2111
WWW. gouv. gc. ca

(306) 787-2232
WWw. gov. sk. ca/ econdev

inquiries in



Yukon (867) 667-5811
I nternet Website: WWW. gov. yKk. ca

0. Mar ket Research Firns i n Canada

Fol | owi ng are sone of the major market research firnms, both
Canadi an and Anerican, in Canada, |listed al phabetically. A nore
conplete list of firns can be obtained by contacting the
Canadi an Prof essi onal Marketing Research Society, also |isted
bel ow.

Angus Reid G oup, Inc.

1400 - One Nichol as Street

Otawa, Ontario

KIN 7B7

Tel: (613) 241-5802

Fax: 241-5460

I nternet Website: www. angusreid.com

The Price Waterhouse, Coopers Consulting G oup
77 King Street West, Suite 2900

Toronto, Ontario

MbK 1G8

Tel: (416) 869-1130

Fax: (416) 365-8215

Internet Website: Not avail able yet

Deci ma Resear ch

2 Bloor Street West, Suite 2500
Toronto, Ontario

MAW 3E2

Tel: (416) 413-1724

Fax: (416) 962-0505

I nternet Website: ww. decina. ca

Del oitte & Touche - Consulting and Market Research
98 Macdonnel |l Street, Suite 400

Guel ph, Ontario

N1H 8L1

Tel:  (519) 822-1090

Fax: (519) 822-0247

I nternet Website: wwv. deloitte.ca

Dun & Bradstreet Canada
Dun's Marketing Services



5770 Hurontario Street

M ssi ssauga, Ontario

L5R 3Gb

Tel: (905) 568-6000

Fax: (905) 568-6197

| nternet Website: ww.dnb. ca

Envi roni cs Research G oup Limted

33 Bloor Street East, Suite 900
Toronto, Ontario

MAW 3H1

Tel :  (416) 920-9010

Fax: (416) 920-3299

I nternet Website: ww. environics.ca

The @Gl lup Organi zati on - Canada
170 University Avenue, Suite 703
Toronto, Ontario

MbH 3B3

Tel: (416) 586-0808

Fax: (416) 586-0808

I nternet Website: www gallup.com

Gol df arb Consul tants

4950 Yonge Street, 17th Fl oor

North York, Ontario

M2N 6K1

Tel: (416) 221-9200

Fax: (416) 221-2214

Internet Website: www. gol df arbconsul tants. com

Prof essi onal Marketing Research Society
2175 Sheppard Avenue East, Suite 310
Toronto, Ontario

M2J 18

Tel: (416) 493-4080

Fax: (416) 491-1670

Internet Website: www pnrs-apnrs.com

Sout ham Mar keti ng Research Servi ces
1450 Don M| 1ls Road

Don MIls, Ontario

M3B 2X7

Tel : (416) 445-6641

Fax: (416) 445-3508

Internet Website: www. southam com



7. Canadi an Commerci al Banks i n Canada

Following is the contact information for the "Big Six" Canadi an
Schedul e | Banks.

Bank of Mbntreal Bank of Nova Scoti a
First Bank Tower Scotia Plaza

1 First Canadian Pl ace 44 King Street West
Toronto, Ontario Toronto, Ontario

MbX 1A1 MbH 1H1

Tel: (416) 867-5000 Tel: (416) 866-6161
Canadi an | nperi al Royal Bank of Canada
Bank of Commerce (Cl BC) 200 Bay Street
Commer ce Court Royal Bank Pl aza
Toronto, Ontario Toronto, Ontario

ML 1A9 MbJ 2J5

Tel: (416) 980-2211 Tel: (416) 974-5151
Toront o Dom ni on Bank Nat i onal Bank of Canada
P. O Box 1 50 O Connor Street
Toront o Doni ni on Center Suite 1224

55 King Street Otawa, Ontario
Toronto, Ontario K1P6L2

MoK 1A2 Tel: (613) 238-8385

Tel: (416) 982-8222

8. U S. Commercial Banks i n Canada

M. John C. Masters

Chai rman and CEO

Bank of Anerica Canada

200 Front Street West, Suite 2700
Toronto, Ontario

MV 3L2

Tel: (416) 349-4100

Fax: (416) 349-4285

| nternet website: www@ankaneri ca.com

M. Dal e Blue

Presi dent & CEO

The Chase Manhattan Bank of Canada
Fi rst Canadi an Pl ace

Suite 6900 - 100 King Street West
Box 106



Toronto, Ontario

MbX 1A4

Tel :  (416) 216-4100

Fax: (416) 216-4164

Internet website: Not avail able yet

M. M chael Roberts

CEO

Ci ti bank Canada

Citi bank Pl ace

123 Front Street West, Suite 1900
Toronto, Ontario

MbJ 2MB

Tel:  (416) 947-5500

Fax: (416) 947-5813

I nternet website: ww.citibank.ca

M. Adam Howard

Pr esi dent

Mor gan Bank of Canada

P. 0. Box 80

Suite 1800, Royal Bank Pl aza
Sout h Tower

Toronto, Ontario

MbJ 2J2

Tel: (416) 981-9200

Fax: (416) 981-9278
Internet website: ww. | pnorgan. com

M. WIlliamJ. Buchanan

Pr esi dent

First Chicago N. B.D. Bank, Canada
BCE Pl ace, P.O Box 613

161 Bay Street, Suite 4240
Toronto, Ontario

MbJ 2S1

Tel: (416) 865-0466

Fax: (416) 363-7574

Mel | on Bank Canada

M. Thomas C. MacM I I an

Chai rman, President & CEO

P. 0. Box 320, Royal Trust Tower, Suite 3200
Toront o- Dom ni on Centre

Toronto, Ontario

MoK 1K2

Tel: (416) 860-0777

Fax: (416) 860-2409



Bank of Anerica Canada

M. D. B. Linkletter

Vi ce President/Manager, Calgary Ofice
1900, 855 - 2nd Street S. W

Cal gary, Al berta

T2P 4J7

Tel : (403) 269-4909

Citi bank Canada

M. Douglas Allen

Vi ce President

4210, 400 - 3rd Avenue S. W
Cal gary, Alberta

T2P OL7

Tel: (403) 261-5100

Republic Bank O New York (Head O fice)
M. Allan Schouel a

Presi dent & Chi ef Executive Oficer
1981 MG Il Coll ege

Montreal , Quebec

H3A 3A9

Tel: (514) 288-5551

Fax: (514) 286-4577

Bank O Anerica Canada (Head O fice)
M. Hany Nagui b

Vi ce- Presi dent

1250 René-Lévesque West, Suite 4335
Montreal, Quebec

H3B 4W8

Tel: (514) 938-1600

Fax: (514) 938-1601

Ci ti bank Canada (Corporate Financial Ofice)
M. Vincent Joelicoeur

Vi ce President Corporate Finance

630 René-Lévesque West, Suite 2450

Mont real , Quebec

H3B 1S6

Tel: (514) 393-7500

Fax: (514) 393-7545

Bank of Anerica

Contact: M. Neil Al exander
Managi ng Director

1055 Dunsmui r



Vancouver, B.C

V7X 1L3

Tel: (604) 684-7281
Fax: (604) 683-1940

9. U S. Governnent Contacts in the United States

Trade I nformati on Center
1- 800- USA- Tr ade

U. S. Departnent of Conmerce

I nternational Trade Adm nistration

Ofice of International Operations - Wstern Henm sphere
Room 1202

14t h and Constitution Avenue, NW

Washi ngton, DC 20230

Tel:  (202) 482-2736

Fax: (202) 219-9207

Contact: Dorothy Lutter, Regional Director

U S. Departnent of Commerce

I nternational Trade Adm nistration

O fice of NAFTA and Inter-American Affairs
Room H- 3022

14t h and Constitution Avenue, NW

Washi ngton, DC 20230

Tel : (202) 482-2314

Fax: (202) 482-5865

Contact: Juliet Bender, Acting Director

U S. Departnent of Agriculture

Foreign Agricultural Service

14t h and | ndependence Avenue, SW

Washi ngt on, DC 20250

Tel: (202) 720-3935

Fax: (202) 720-7729

Contact: Trade Assistance and Pronotion O ficer
E-mail: ww. fas. usda. gov

U S. Departnent of State
Bureau of Canadian Affairs

2201 C Street, NW

Washi ngt on, DC 20520

Tel:  (202) 647-2079

Fax: (202) 647-3953

Website address: ww. state. gov



U S. Information Agency

O fice of Public Liaison

Patrick Henry Building, Room 5118
301 4th Street, SW

Washi ngt on, DC 20547

Tel:  (202) 619-4355

Fax: (202) 619-6705

Contact: Public Liaison Oficer
Website address: www. usi a. gov

Mul til ateral Devel opnent Bank O fice
U. S. Departnent of Conmerce
Room H- 1107

14th and Constitution Avenue, NW
Washi ngt on, DC 20230

Tel: (202) 482-3279

Fax: (202) 273-0927

Contact: M chael Fuchs, Director

10. Canadi an Governnment Contacts in the United States

Enbassy of Canada

501 Pennsyl vani a Avenue, NW

Washi ngt on, DC 20001

Tel: (202) 682-1740

Fax: (202) 682-7726

Territory: Delaware and Eastern Pennsylvani a, Maryl and,
Virginia and the District of Col unbia

Canadi an Consul ate General - Atlanta

1175 Peachtree Street, NE

100 Col ony Square, Suite 1700

Atl anta, Georgia 30361-6205

Tel: (404) 532-2000

Fax: (404) 532-2050

Territory: Alabam, Florida, Georgia, Mssissippi, North
Carolina, South Carolina, Puerto R co, Tennessee and the U.S.
Virgin |Islands

Canadi an Consul ate General - Boston
Three Copl ey Place, Suite 400

Bost on, Massachusetts 02116

Tel: (617) 262-3760

Fax: (617) 262-3415



Territory: Maine, Massachusetts, New Hanpshire, Rhode Island
and Ver nont

Canadi an Consul ate CGeneral - Buffalo

One Marine Mdland Center, Suite 3000

Buf f al o, New York 14203-2884

Tel: (716) 858-9500

Fax: (716) 852-4340

Territory: Western, Central and Upstate New York, West
Pennsyl vani a and West Virginia

Canadi an Consul ate General - Chicago

Two Prudential Plaza, Suite 2400

180 N. Stetson Avenue

Chi cago, Illinois 60601

Tel: (312) 616-1860

Fax: (312) 616-1878

Territory: Illinois, Mssouri and Wsconsin

Canadi an Consul ate General - Dall as

St. Paul Place, Suite 1700

750 North St. Paul Street

Dal | as, Texas 75201

Tel : (214) 922-9806

Fax: (214) 922-9815

Territory: Arkansas, Kansas, Louisiana, New Mexico, Cklahona
and Texas

Canadi an Consul ate CGeneral - Detroit

600 Renai ssance Center, Suite 1100

Detroit, Mchigan 48243-1798

Tel: (313) 567-2340

Fax: (313) 567-2164

Territory: Mchigan, Indiana (except the five NW counties),
Kent ucky and GChio

Canadi an Consul ate General - Los Angel es

550 Sout h Hope, 9th Fl oor

Los Angeles, California 90071-2627

Tel :  (213) 346-2700

Fax: (213) 346-2767

Territory: Arizona, California, Hawaii, Nevada and Utah

Canadi an Consul ate General - M am

Suite 1600, First Union Financial Center
200 Sout h Bi scayne Boul evard

Mam, Florida 33131

Tel: (305) 579-1600



Fax: (305) 374-6774
Territory: Florida

Canadi an Consul ate General - M nneapolis

701 Fourth Avenue South, Suite 900

M nneapolis, M nnesota 55415-1899

Tel: (612) 332-7486

Fax: (612) 332-4061

Territory: Colorado, lowa (except the Quad-Cities), Mnnesota,
Mont ana, Nebraska, North Dakota, South Dakota and Wom ng

Canadi an Consul ate General - New York

1251 Avenue of the Anericas

New York City, New York 10020-1175

Tel: (212) 596-1628

Fax: (212) 596-1793

Territory: Southern New York State, Connecticut and New Jersey

Canadi an Consul ate Ceneral - Seattle

412 Pl aza 600

Sixth and Stewart Streets

Seattl e, Washi ngton 98101-1286

Tel: (206) 443-1777

Fax: (206) 443-9662

Territory: Alaska, |1daho, Oregon and Washi ngton

Source: Foreign Affairs & International Trade

APPENDI X F. MARKET RESEARCH

Mar ket research is available froma w de variety of sources in
Canada, including: federal and provincial governnents;
advertising agencies; accounting firns, government relations
consultants and narket research conpanies. Lists of firns
specializing in market research activities may be obtai ned by
contacting the Canadi an Professional Marketing Research Society.
In Canada, the primary source of federal government statistics
is Statistics Canada, which is roughly conparable to the U S
Bureau of the Census. Statistics Canada collects a wde variety
of detailed statistical data on national inconme accounts,

bal ance of paynents, industrial production, inports and exports,
denographics, inflation rates, wages, etc. As a starting point
for collecting detailed market research on specific industry
subsectors and market intelligence on energi ng business

devel opnents in Canada, U.S. conpani es should contact their

| ocal Export Assistance Center (EAC) of the U. S. Departnent of



Commerce (|l ocate your

nearest EAC by calling 1-800- USA- TRADE)

or the Commercial Service office of the U S. Enbassy in Otawa,
Canada at (613) 238-4470 ext. 217.

A conplete list of all

USDOC mar ket research reports on Canada

is avail able on the Nati onal Trade Data Bank.

1. U. S. Departnent of Conmerce/CS Conmercial Reports

During FY 2000, CS Canada will prepare a mnimmof 16 |Industry

Sector Analysis (ISA)

variety of topics,

reports. These reports wll cover a
nost falling within the Best Prospect

i ndustries for Canada identified earlier in this report.
Foll owi ng are the sectors which will be studied, along with
expect ed subm ssion dates for each | SA:

I ndustry Sector:

Engi neeri ng Services

| ndustry Subsector:
| TA I ndustry Code:
Subm ssi on Dat e:
Anal yst/ Post :

I ndustry Sector:

I ndustry Subsector:
| TA I ndustry Code:
Subm ssi on Dat e:
Anal yst/ Post :

I ndustry Sector:

I ndustry Subsector:
| TA I ndustry Code:
Submi ssi on Dat e:
Anal yst / Post :

I ndustry Sector:

I ndustry Subsector:
| TA I ndustry Code:
Submi ssi on Dat e:
Anal yst/ Post :

I ndustry Sector:

| ndustry Subsector:
| TA I ndustry Code:
Subm ssi on Dat e:
Anal yst/ Post :

Architectural, Construction and

ARC Services in Ontario
ARC

Novenber 1999

Rita Patl an/ Toronto

Pl easure Boats and Accessori es
Pl easure Boats and Mdtors

PLB

Decenber 1999

Ri chard Vi nson/ Hal i f ax

G|l and Gas Field Machinery
Pi peline Corrosion Contro
oGV

Decenber 1999

Sharon At ki ns/ Cal gary

Fi nanci al Servi ces

| nsur ance

FNS

February 2000

Anni e Cronbi e/ Otawa

Fil ms, Videos and Recordi ngs
| nt ernet Entertai nnment

FLM

March 2000

atawa



I ndustry Sector: Travel and Tourism Services

I ndustry Subsector: Canadi an Busi ness Trave

| TA I ndustry Code: TRA

Subm ssi on Dat e: March 2000

Anal yst/ Post : Pet er Dykeman/ Toront o

I ndustry Sector: Tel ecomruni cati ons Equi pnment

| ndustry Subsector: Wrel ess Tel ecom

| TA I ndustry Code: TEL

Subm ssi on Dat e: April 2000

Anal yst/ Post : Vi ki Palfi/Toronto

I ndustry Sector: Plastic Materials and Resins

I ndustry Subsector: Packagi ng Material s

| TA I ndustry Code: PMR

Subm ssi on Dat e: April 2000

Anal yst/ Post : Martin Landry/ Quebec City

I ndustry Sector: Aer ospace/ Def ense | ndustries

| ndustry Subsector: Navi gati on Equi prent

| TA I ndustry Code: Al R

Subm ssi on Dat e: May 2000

Anal yst / Post : Ri ck Tachuk/ Gt awa

I ndustry Sector: Drugs and Pharmaceutical s

I ndustry Subsector: Nat ural Health Products and Vitam ns

| TA I ndustry Code: DRG

Subm ssi on Dat e: June 2000

Anal yst/ Post : Pierre Richer/Mntrea

I ndustry Sector: Toys & Ganes

| ndustry Subsector: Educati onal Toys

| TA I ndustry Code: TOY

Submi ssi on Dat e: June 2000

Anal yst / Post : Lucy Latka/ QG tawa

I ndustry Sector: Security and Safety Equi pnent

I ndustry Subsector: Access Control Systens

| TA I ndustry Code: SEC

Subm ssi on Dat e: July 2000

Anal yst/ Post : Conni e Irreral/ Montrea

I ndustry Sector: Sporting Goods and Recreationa
Equi prent

I ndustry Subsector: Sporting Goods

| TA I ndustry Code: SPT

Subm ssi on Dat e: July 2000

Anal yst/ Post : Suke Jawanda/ Vancouver



I ndustry Sector:

I ndustry Subsector:

| TA I ndustry Code:
Subm ssi on Dat e:
Anal yst/ Post :

I ndustry Sector:

I ndustry Subsector:

| TA I ndustry Code:
Submi ssi on Dat e:
Anal yst/ Post :

I ndustry Sector:

| ndustry Subsector:

| TA I ndustry Code:
Subm ssi on Dat e:
Anal yst/ Post :

Pet Food and Supplies
Pet Food and Supplies
PET

August 2000

Crystal Roberts/Cal gary

Consuner Products

Lawn and Garden Equi pnent
LGE

August 2000

Cheryl Schel |l /Vancouver

Aut onobi | es and Li ght Trucks/ Vans
Autonotive Trailers and Accessories
AUT

Sept enber 2000

Madel | on Lopes/ Toronto

2. U S. Departnent of Agriculture (USDA)/ Foreign
Agricul tural Service (FAS) Commobdity Reports and Market Briefs

To obtain a copy of Marketing in Canada: A Guide for U S. Food
and Agricultural Products Exporters visit the Foreign
Agricul tural Service's honepage at ww. f ax. usda or contact:

Ofice of Agricultural Affairs
c/o U S. Enbassy

P. OO Box 5000

QOgdensburg, N.Y.

13669- 0430

Tel :
Fax:

(613) 238-4470; Ext. 267
(613) 233-8511

Following is a |ist of upcom ng USDA/ FAS Commodity Reports and
Mar ket Briefs schedul ed for subm ssion in FY99, which can be
obtained via the Internet at: http://ww.fas. usda. gov

As Avai l abl e G ain & Feed Export Trade Data Monthly
As Avail abl e O | seed Export Trade Data Monthly
As Avai l abl e O | seeds Inport Trade Data Monthly

01/01/99
01/31/99
01/31/99

Fresh Deci duous Fruit Sem - Annua
Grain Voluntary Update
O | seeds Vol untary Update



01/31/99

02/ 01/ 99
02/ 28/ 99
02/ 28/ 99

03/ 15/ 99
03/31/99
03/31/99

04/ 05/ 99
04/ 10/ 99
04/ 30/ 99
04/ 30/ 99
05/ 01/ 99
05/ 31/ 99
05/ 31/ 99

06/ 30/ 99
06/ 30/ 99

07/ 15/ 99

07/ 31/ 99
07/ 31/ 99

08/ 01/ 99
08/ 15/ 99
08/ 25/ 99
08/ 31/ 99
08/ 31/ 99

09/ 10/ 99
09/ 15/ 99
09/ 30/ 99
09/ 30/ 99
09/ 30/ 99

10/ 01/ 99
10/ 15/ 99
10/ 15/ 99
10/ 31/ 99
10/ 31/ 99

11/ 30/ 99
11/30/ 99
11/ 30/ 99

Pl anti ng Seeds Annual

Li vest ock Sem - Annual
Grain Voluntary Update
O | seeds Vol untary Update

St rawberry Annual
Grain Voluntary Update
O | seeds Vol untary Update

Grain & Feed Annual

Sugar Annual

Grain Voluntary Update

O | seeds Vol untary Update
O | seeds & Products Annual
Grain Voluntary Update

O | seeds Vol untary Update

Grain Voluntary Update
O | seeds Vol untary Update

Foreign Agricultural Inport Regul ations and
St andar ds Report

Grain Voluntary Update

O | seeds Vol untary Update

Li vest ock Annual

Poul t ry Annual

Honey Annual

Grain Voluntary Update

O | seeds Vol untary Update

Fresh Deci duous Fruit Annual
Seaf ood Annual

Agricul tural Situation Annual
Grain Voluntary Update

O | seeds Vol untary Update

Sugar Sem - Annual

Forest Products Annual
Frozen French Fry Annual
Grain Voluntary Update

O | seeds Vol untary Update

Dai ry Annual
Grain Voluntary Update
O | seeds Vol untary Update



12/ 10/ 99 Brandy Annua

12/ 10/ 99 W ne Marketing Annua

12/ 31/ 99 Grain Voluntary Update
12/ 31/ 99 O | seeds Vol untary Update
Q her: Retai | Food Sector Report
(dat es HRI Sector Report

unconfi r med) Food Processing Sector Report

Organi cs Report

APPENDI X G TRADE EVENT SCHEDULE

Pl ease note that because Trade Event Schedul es are subject to
change, interested conpanies should consult the U S. Depart nment
of Commrerce Export Pronotion Cal endar avail able on the Nationa
Trade Data Bank or contact the Commercial Section of the U S.
Enbassy in Ottawa, Canada at the foll ow ng tel ephone nunber
(613) 238-4470 ext. 217 for the latest information or to arrange
i ndi vi dual trade prograns.

1. Commer ci al

Event s

(a) Trade Events

Event : NATI ONAL SAFETY COUNCI L CONGRESS
AND EXPOSI TI ON

Event Type: Reverse Gold Key M ssion

Sect or: SEC

Dat e: Cct ober, 1999

Locati on: New Ol eans, LA

Cont act : Connie Irrera

Tel : (514) 398-9695

USG I nvol venent :

Post Recruited

Event : Bl OCONTACT TRADE M SSI ON AND MULTI - GOLD
KEY

Event Type: Gol d Key Trade M ssion

Sector: BTC

Dat e: Cct ober 1-3, 1999

Locati on: Montreal and Quebec City, Quebec,

Cont act : Pierre Richer, Martin Landry

Tel : (514) 398-9695

USG I nvol venent :

Event :

Post Recruited

ARCHI TECTURE, CONSTRUCTI ON AND



Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event :

Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event :

Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event :
Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event:
Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

ENG NEERI NG SERVI CES EXHI BI T AND

STRATEG C ALLI ANCE SEM NAR
Trade M ssion

ACE, BLD

Decenber 1-3, 1999
Toronto, Ontario

Rita Patl an

(416) 595-5412 ext. 223
Post Recruited

ADVERTI SI NG SERVI CES AND PROMOT| ONAL

PRODUCTS DEALMAKER

Deal maker Trade m ssion
ADV

February 6-9, 2000
Toronto, Ontario

Pet er Dykeman

(416) 595-5412, ext. 226
Post Recruited

2ND ANNUAL U. S. | NFORVATI ON TECHNOLOGY

DEAL MAKER

Deal maker Trade M ssion
CPT, CSF

February 9-10, 2000
Toronto, Ontario

Vi ktoria Palfi

(416) 595-5412, ext. 229
Post Recruited

BUSI NESS FI NANCI NG NETWORKI NG M SSI ON

Reverse Trade M ssion

FIN, INV, LES

Mar ch, 2000

Otawa, Ontario

Anni e Cronbi e

(613) 238-5335 ext. 409
Post/ EAC Recrui ted, Partner
Or gani zat i ons

GLOBE 2000 AND DEALNMAKER

Certified Trade Fair, Deal maker

ENV, POL

March 2-24, 2000

Vancouver, British Col unmbi a
Cheryl Schel

(604) 685-3382

Show Organi zers, Post Recruited



10.

11.

12.

Event :

Event Type:
Sect or:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event:

Event Type:
Sect or:

Dat e:
Locati on:
Cont act :
Tel :

USG I nvol venent :

Event :
Event Type:
Sect or:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event :
Event Type:
Sect or:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event:
Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Al AC SEM - ANNUAL MEETI NG AND AEROSPACE

DEALMAKER

Deal maker Trade M ssion
Al R

April, 2000

Toronto and Mbontrea

R ck Tachuk

(613) 238-5335 Ext. 388 or
(514) 398-0673

Team Recrui t ed

CANADI AN | NTERNATI ONAL AUTOMOTI VE SHOW

2000

U . S. A Pavilion

AUT, APS, TRK

April 14-16, 2000
Montreal , Quebec

Pi erre Ri cher

(514) 398-9695 ext. 261
Post Recruited

NATI ONAL PETROLEUM DEALMAKER
U S. A Pavilion, Deal maker)
OGM

June 12-15, 2000

Cal gary

Sharon At ki ns

(403) 265-2116

Post Recruited

REPCAN 2000 DEALMAKER AND EXHI BI TI ON
Deal maker

Hori zont al

June 12-15, 2000

Toronto and Mbontrea

Madel | on Lopes

(416) 595-5412

Post Recruited

WESTERN CANADA FARM PROGRESS SHOW
U.S. A Pavilion, Deal maker

AGM

June 21-24, 2000

Regi na, Saskat chewan

Shar on At ki ns

(403) 265-2116

Post Recruited



13.

14.

15.

Event :
Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

Event :
Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG I nvol venent :

Event :
Event Type:
Sector:

Dat e:
Locati on:
Cont act :
Tel :

USG | nvol venent :

(b)

Trade Days

AERCSPACE NORTH AMERI CA

U S A Pavilion
APG AIR
August 2000
Vancouver,
Cheryl Schel
(604) 685-3382
Show Organi zer

EQUI FAI R 2000
U S. A Pavilion
SPT, VET, APP
Sept enber, 2000
Cal gary,
Sharon At ki ns
(403) 265-2116
Post Recruited

Al berta

Briti sh Col unbi a

SOFTWORLD 2000 DEALMAKER

Deal maker

CSF

Sept enber, 2000
Hal i f ax, Nova Scoti a

R chard Vi nson
(902) 429-2482
Post Recruited

U.S. Trade Days are outreach events to the Canadi an busi ness

comunity,

i nvol

venent,

organi zed by CS Canada staff with no Washi ngton
whi ch are designed to increase awareness of CS

Canada prograns and services available to Canadi an conpani es.
Events may be organi zed in cooperation wth Canada's Depart nent

of Foreign Affairs and Trade,

| ocal

provi nci al

gover nment agenci es,

busi ness devel opnent associ ati ons and chanbers of
comer ce.

Event :
Event Type:
Sect or:

Dat e:
Locati on:

U. S. Trade Day
Trade Day
Hor i zont al

Cct ober 1999
Trur o,

Nova Scoti a

or



Event :

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locat i on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locat i on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locati on:

U. S. Trade Day
Trade Day

Hori zont al

Cct ober 1999

W ndsor, Ontario

U S. Trade Day
Trade Day

Hori zont al

Cct ober 1999

Saskat oon and Prince Al bert,

Saskat chewan

U. S. Trade Day

Trade Day

Hori zont al

Novenber 1999

Sher br ooke/ Gr anby/ Br onont ,

U. S. Trade Day

Trade Day

Hor i zont al

Novenber 1999

Sault Ste Marie, Ontario

U S. Trade Day

Trade Day

Hori zont al

Novenber 1999

Bur naby, British Col unbia

U S. Trade Day

Trade Day

Hori zont al

January 2000

St. Catherines, Ontario

U S. Trade Day

Trade Day

Hori zont al

February 2000

Monct on, New Brunsw ck

U. S. Trade Day
Trade Day

Hori zont al
February 2000
Ednont on, Al berta

Quebec



10.

11.

12.

13.

14.

15.

16.

17.

Event :

Event Type:

Sect or:
Dat e:
Locat i on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locat i on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event:

Event Type:

Sect or:
Dat e:
Locati on:

Event :

Event Type:

Sect or:
Dat e:
Locati on:

U S. Trade
Trade Day
Hor i zont al

Day

February 2000

R chnond,

U S. Trade
Trade Day

Hori zont al
March 2000

Briti sh Col unbi a

Day

St. Laurent, Quebec

U S. Trade
Trade Day

Hori zont al
April 2000

Day

GCshawa, Ontario

U. S. Trade
Trade Day

Hor i zont al
April 2000

Day

Regi na, Saskat chewan

U S. Trade
Trade Day
Hori zont al
April 2000
W nni peg,

U S. Trade
Trade Day
Hori zont al
May 2000

Charl ottetown, Prince Edward Isl and

U S. Trade
Trade Day
Hori zont al
May 2000

Day

Mani t oba

Day

Day

Beauce/ Apal aches, Quebec

U. S. Trade
Trade Day
Hor i zont al
May 2000
Vancouver,

Day

Briti sh Col unbi a



18. Event: U S. Trade Day

Event Type: Trade Day

Sector: Hori zont al

Dat e: July 2000

Locat i on: Red Deer, Al berta
19. Event: U S. Trade Day

Event Type: Trade Day

Sect or: Hor i zont al

Dat e: Sept enber 2000

Locati on: St. John's, Newfoundl and
20. Event: U. S. Trade Day

Event Type: Trade Day

Sect or: Hori zont al

Dat e: Sept enber 2000

Locati on: Drunmondvi | | e, Quebec
21. Event: U. S. Trade Day

Event Type: Trade Day

Sect or: Hori zont al

Dat e: Sept enber 2000

Locat i on: Ki ngston, Ontario
22. Event: U S. Trade Day

Event Type: Trade Day

Sector: Hori zont al

Dat e: Sept enber 2000

Locat i on: Pet er borough, Ontario
23. Event: U S. Trade Day

Event Type: Trade Day

Sect or: Hor i zont al

Dat e: Sept enber 2000

Locati on: Chilliwach, British Col unbi a

(c) International Buyer Program Events

CS Canada will pronote and facilitate participation by Canadi an
busi ness visitors in the followng nagjor U S. trade shows.

1. Event: VEFTEC
Dat e: Cct ober 9-13, 1999



Locat i on: New Ol eans, LA

Sect or: V\RE

Event : PACK EXPO WEST

Dat e: Oct ober 18-20, 1999

Locat i on: Las Vegas, Nevada

Sect or: PKG

Event : SUNBELT AGRI CULTURAL EXPQOSI TI ON
Dat e: Cct ober 19-21, 1999

Locat i on: Moultrie, Georgia

Sect or: AGM

Event : WORLDW DE FOOD EXPO

Dat e: Oct ober 28-31, 1999

Locat i on: Chi cago, Illinois

Sect or: FOD

Event : AUTOMOT| VE AFTERVARKET WEEK
Dat e: Novenmber 2-5, 1999

Locati on: Las Vegas, Nevada

Sect or: APS

Event : VEDTRADE

Dat e: Novenmber 3-6, 1999

Locati on: New O | eans, LA

Sect or: VED

Event : COVDEX FALL

Dat e: November 15-19, 1999

Locati on: Las Vegas, Nevada

Sect or: CPT

Event : NEW YORK DENTAL SHOW

Dat e: November 26-Decenber 1, 1999
Locati on: New Yor k, New Yor k

Sect or: DNT

Event : | NTERNATI ONAL AUTOBODY CONGRESS
Dat e: Decenmber 2-5, 1999

Locati on Atl anta, Ceorgia

Sect or: PLB

Event : | NTERNATI ONAL BUI LDERS SHOW
Dat e: January 14-17, 2000

Locati on: Dal | as, Texas

Sect or: BLD



11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event :
Dat e:

Locati on:

Sect or:

Event:
Dat e:

Locati on:

Sect or:

Event:
Dat e:

Locati on:

| NTERNATI ONAL CONSUMER ELECTRONI CS SHOW

January 17-21, 2000
Las Vegas, Nevada
TEL

COWNET/ DC 2000
January 25-28, 2000
Washi ngton DC

CPT

THE SUPER SHOW 2000
February 10-13, 2000
Atl anta, Ceorgia
SPT

MAG C (W NTER) | NTERNATI ONAL
February 14-17, 2000

Las Vegas, Nevada

APP

W RELESS 2000

February 28-March 1, 2000
New Ol eans, LA

TEL

| NTERNATI ONAL FRANCHI SE EXPO
March 2000

Washi ngt on, DC

FRA

NATI ONAL MANUFACTURI NG VEEEK
March 20-23, 2000

Chicago, Illinois

VHM

NAB 2000

April 19-22, 2000
Las Vegas, Nevada
TEL

NATI ONAL RESTAURANT ASSCCI ATI ON SHOW

May 20-23, 2000
Chicago, Illinois
HTL

SUPERCOWM 2000
June 4-8, 2000
Atl anta, Ceorgia



Sect or: TEL

21. Event: NATI ONAL PLASTI CS EXPO 2000
Dat e: June 19-23, 2000
Locat i on: Chicago, Illinois
Sector: PIVE

22. Event: CLI NI CAL LABORATORY EXPOSI TI ON
Dat e: July 23-27, 2000
Locat i on: San Francisco, California
Sector: LAB

23. Event: | NTL. HARDWARE WEEK & NATI ONAL HARDWARE SHOW
Dat e: August 13-16, 2000
Locat i on: Chicago, Illinois
Sector: TLS

24. Event: PERSONAL COMMUNI CATI ONS SHOWCASE
Dat e: Sept enber 27-29, 2000
Locat i on: Chi cago, Illinois
Sector: TEL
2. Agricul tural Events

(a) Canadi an Produce Marketing Convention & Trade Show

Dat e: Annual Trade-Only Show
2000 - February 2-5
2001 - January 31-Feb.3
2002 - January 30-Feb. 2

Locati ons: 2000 - Banff, Alberta
2001 - Vancouver, B.C
2002 - Niagara Falls, Ont.
Sponsor: Canadi an Produce Marketing Association
310-1101 Prince of Wales Drive
Otawa, Ontario K2C 3W

Cont act : Tel: (613) 226-4187
Fax: (613) 226-2984

(b) G ocery Showase Canada (Central Canada grocery show)

Dat e: Annual Trade-Only Show



(c)

(d)

(e)

Locati on:

Sponsor :

Cont act :

End of October
Toronto, Ontario

Canadi an Federation of |Independent G ocers
2235 Sheppard Avenue, East

Suite 902

Wl owdal e, Ontario M2J 5B5

Tel .  (416) 492-2325
Fax: (416) 492-2347

Grocery Showcase West (Western Canada grocery show)

Dat e:

Locati on:

Sponsor:

Cont act :

Annual Trade-Only Show
(Spring)

Vancouver, British Col unbi a

Canadi an Federation of |ndependent G ocers
2235 Sheppard Avenue, East

Suite 902

W1 | owdal e, Ontario M2J 5B5

Tel :  (416) 492-2325
Fax: (416) 492-2347

Canadi an Fi ne Food Show (Specialty Foods Show)

Dat e:

Locat i on:

Sponsor:

Cont act :

Annual Trade-Only Show
(Late Spring)

Toronto, Ontario

Canadi an Associ ation of Specialty Foods
1 Eva Road, Suite 409
Et obi coke, Ontario MBC 4Z5

Met eor Show Productions Inc.
298 Sheppard Avenue, East
Wl owlale, Ontario M2N 3B1
Tel :  (416) 229-2060

Fax: (416) 223-2826

Canadi an Food & Beverage Show (Food Service Show)



Dat e: Annual Trade-Only Show
(M d- February)

Locat i on: Toronto, Ontario

Sponsor: Canadi an Restaurant & Food Service
316 Bl oor Street West,
Toronto, Ontario MbS 1Wh

Cont act : Tel: (416) 923-8416
Fax: (416) 923-1450

(f) Hostex '99

Dat e: Annual Trade-Only Show
Cctober 17-19, 1999
Locati on: Toronto, Ontario
Sponsor : Canadi an Restaurant & Food Service

316 Bl oor Street West,
Toronto, Ontario MbS 1Wb

Cont act : Tel: (416) 923-8416
Fax: (416) 923-1450



