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SECRET AGENT One way for Canadian exporters to speed up their entry

into the American market is to use a U.S.-based manufacturers’ agent. While known by
a variety of names such as sales or manufacturers’ representatives, these agents market
Canadian export products—along with products from other countries—to manufactur-
ers, wholesale and retail establishments, construction contractors, government agen-
cies, and other potential clients south of the border. As part of the marketing service,
the reps keep the exporter informed of market characteristics and trends, and may also
advise the Canadian exporter on everything from package design to promotional litera-
ture to cross-border paperwork in an effort to overall boost sales and minimize costs. In
return, firms provide the agents with a commission based on the volume and/or value
of sales. According to the Canadian Consulate General in Detroit, quality.agents offer
many key benefits. These include no direct costs until a sale is made, detailed knowl-
edge of the marketplace in their designated territory, instant exposure and credibility,
and, in some cases, an established sales network that offers ready buyers and immedi-
ate opportunities. The drawbacks of using an agent? A concerted effort is required
from the exporter to find a reliable agent in the first place, ideally one with the right
mix of experience, ability and personality that fits the needs and corporate culture of
the Canuck firm. Once found, the agent must be constantly supported with training,
and a suite of promotional materials from brochures to websites to trade show materi-
als to drive their U.S. marketing efforts. According to International Trade Canada, the
best place to start looking for a reputable sales agent south of the border is the
Manufacturers’ Agents National Association or MANA at http://www.manaonline.org/.
Based in Laguna Hills, California, MANA is a 57-year-old non-profit organization that
promotes networking and win-win relationships between manufacturers and sales
agent in some 25 countries.
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INTERNET CHAT Reading an

exporting guide is fine as part of your intemna-
tional trade research. But did you ever wish you
could sit down one-on-one with a global busi-
ness expert and get the inside skinny on a partic-
ular export market or opportunity? Now you can
with the Virtual IT Mission in Silicon Valley at
http:/fwww.export-usa-it.cafeng/home_e.htm.
Developed by the Canadian Consulate in San
Francisco, the e-resource provides a series of
online interviews with leading business people in
Silicon Valley area who provide insights and tips
for Canadian exporters seeking trade opportuni-
ties in the tech mecca. The interviews are divided
into three sections. The first is “Lay of the Land,”
a six-part interview with Chris Thompson of
Santa Clara-based Network Assodiates.
Thompson defines Silicon Valley, explains how it
differs from Canadian IT markets, and summa-
rizes the key strengths of Canadian firms enter-
ing this Califomnia high-tech market. Next is
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session with Andrew Scoular, a Silicon Valley
technology marketing consultant. Scoular
explains how Canadian companies can develop
a Bay-area marketing plan, and the common
mistakes made by Canuck firms in Silicon Valley
and how to avoid repeating them. Rounding out
the resource is “How to Get Into the Network,”
a five-part interview session with Bill 0'Connor,
a San Francisco management consultant.
0'Connor discusses the importance of network-
ing in Silicon Valley, and the best conferences,
trade shows and associations in the area for net-
working. Hosted by business development offi-
cers in the Canadian Consulate Trade Office, the
interviews are outstanding in every respect, and
should be required viewing for any Canadian
exporter seeking to do business in the Bay area.
One can only hope other Canadian embassies
and trade offices around the world follow this
lead and develop similar webcasts with business
insiders in their particular geographic areas.

EEE 9%

Trade and Commerce is a member of: Canadian
Business Press, The Association of Specialized
Mewspapers and Magazines, Canadian Circulation Audit
Board and Economic Developers Association of
Canada. Subscription rates: Canada 1 year — §30, 2
years - $50, 3 years — $65. Canadian subscriptions only
subject to 7% G.S.T. U.S.A. $66 per year. All other
countries $72 per year, Single copy price $12 Including
postage and handling. (Canadian orders add 7% G.S.T.)
Air mall postage extra. Canadian Publications Mail
Product Sales Agreement Number 466212,
Postmaster - send change of address to: Publication
Partners Limited, P.O. Box 207, 101-345 Kingston Road,
Pickering, Ont. L1V 1A1. All rights reserved. The con-
tents of this publication may not be reproduced in whole
or part without consent of the copyright owner.

Trade and Commerce
is published by

Sanford Evans Communications

Trade and Commerce,
Motor Vehicle Data Book (annual}, Truck Data Book
(annual), Gold Book of Used Car Prices (monthly), Gold
Book of Snowmobile Data and Used Prices (annual) and
Gold Book of Motorcycle Data and Used Prices (annual).

Sun Media Corporation,
a Quebecor Company

GOODS & SERVICE TAX

The Canadian Government requires that all advertising
publishied January 1st, 1991 and onward bear a GST of
7%. Our published rates DO NOT include the GST. The
7% will be added to invoices and clearly identified. We
simply collect the tax and pass it on to the government.
Using your GST registration number, you in turn claim
the amount paid as an input tax credit.






