Table of Contents
Introduction............................................................................................................................... 6
1.) Exporting – A Step by Step Process
Step 1 – Getting Started............................................................................................ 7
1.
2.
3.
4.

Your expectations .......................................................................................... 7
Human resources ........................................................................................... 8
Financial and legal resources ........................................................................ 8
Competitiveness ............................................................................................ 8

Step 2 – Evaluating Your Export Potential ............................................. 9
1.
2.
3.
4.
5.

Customer Profile ........................................................................................... 9
Product Modification ..................................................................................... 9
Transportation ............................................................................................... 9
Local Representation ..................................................................................... 9
Capacity ......................................................................................................... 9

Step 3 - Developing Your Export Plan ............................................................. 10
A.
B.
C.
D.

Cover Page ...................................................................................... 10
Table of Contents ............................................................................ 10
Executive Summary........................................................................ 10
Company Description ............................................................................ 10
1.
2.
3.
4.
5.

E.
F.

G.

H.

History........................................................................................... 10
Management .................................................................................. 11
The Export Team .......................................................................... 11
Sales/Revenue/Financial Overview .............................................. 11
Goals and Objectives .................................................................... 11
Product Description ............................................................................... 11
1. Domestic and International Products ............................................ 11
2. Growth Potential ........................................................................... 11
New Foreign Market Analysis............................................................. 12
1. Rationale for Exporting................................................................. 12
2. Rationale For Selected Foreign Market ........................................ 12
3. Country Profile.............................................................................. 12
4. Industry Profile ............................................................................. 12
Market Entry Strategies ....................................................................... 12
1. Strategic Alliance .......................................................................... 12
2. Target Customer Profile ................................................................ 12
3. New Foreign Product Description ................................................ 13
4. Pricing Strategies .......................................................................... 13
5. Sales and Promotion Strategies ..................................................... 13
6. Logistics and Transportation......................................................... 14
International Law................................................................................... 14
1. Language Consideration ............................................................... 15
2. Product Liability Considerations .................................................. 15
3. Intellectual Property ...................................................................... 15
4. Sales Agent and/or Distributor Agreements ................................. 15

I.

Financial Analysis .................................................................................. 15
1.
2.
3.
4.
5.
6.
7.
8.

J.

Facility and Equipment Requirements .......................................... 16
Sales Forecast................................................................................ 16
Cost of Goods Sold ....................................................................... 16
Projected International Income Statement .................................... 16
Projected International Cash Flow………………………………..16
Breakdown Analysis ..................................................................... 16
Financing Requirements ............................................................... 16
Financing Sources ......................................................................... 16

Risk Management................................................................................... 17
1.
2.
3.
4.
5.

Country Risk ................................................................................. 17
Commercial Risk .......................................................................... 17
Currency Risk ............................................................................... 17
Internal Risk .................................................................................. 17
Market Risk ................................................................................... 17

Step 4 – Developing Your Export Marketing Plan ..................................... 17



The 13 P’s of International Marketing ........................................................ 17
Building Your Export Marketing Plan ........................................................ 18
1. Executive Summary ...................................................................... 18
2. Product Analysis ........................................................................... 18
3. Market Analysis ............................................................................ 18
4. Competitive Analysis .................................................................... 19
5. Goals ............................................................................................. 19
6. Marketing Strategy........................................................................ 19
7. Implementation ............................................................................. 19
8. Evaluation ..................................................................................... 19
9. Summary ....................................................................................... 19

Step 5 – Identifying Your Target Market....................................................... 19



1. Screen Potential Markets .............................................................. 20
2. Access Target Markets .................................................................. 21
3. Draw Conclusions ......................................................................... 21
Identifying Your Niche Market ................................................................... 22

Step 6 – Entering Your Target Market ........................................................... 23


Methods of Market Entry ............................................................................ 23

Step 7 – Delivering the Goods .............................................................................. 24








Freight Forwarders and Custom Brokers .................................................... 24
Canada Post ................................................................................................. 26
Packing Your Goods ................................................................................... 26
Marks and Labels ........................................................................................ 27
Transportation Insurance ............................................................................. 28
Export Documentation ................................................................................ 29
Export Permits ............................................................................................. 30

Step 8 – Planning Your Export Financing ...................................................... 30



Where to get Financial Help ........................................................................ 31
Getting Paid ................................................................................................. 33

Step 9 – The Legal Side of Exporting ............................................................... 34





Understanding International Contracts ........................................................ 34
Resolving Disputes ...................................................................................... 34
Meeting International Standards ................................................................. 34
Protecting Intellectual Property Rights ....................................................... 35

Step 10 – E- Business for Exporters .................................................................. 36





1.)

Understanding the Legal Side of International Trade………………………40









2.)

Labeling Requirements .............................................................................................. 47
• Textiles and Wool............................................................................................... 47
• Fur....................................................................................................................... 48
• Food .................................................................................................................... 49
• Organics .............................................................................................................. 50

Pricing and Promotion…………………………………………………………………52





4.)

Understanding the North American Free Trade Agreement...................................... 40
HS Codes and Tariffs................................................................................................. 42
Dealing with U.S. Taxes ............................................................................................ 44
Reporting Your Exports ............................................................................................. 44
Formal vs. Informal Entry ......................................................................................... 45
Mail Shipments .......................................................................................................... 45
Business Number ....................................................................................................... 45
C-TPAT ..................................................................................................................... 46

Labeling and Standardization………………………………………………………47


3.)

Assessing Your E-Business Potential ......................................................... 36
Promoting Your Website ............................................................................. 37
Finding Electronic Business Leads ............................................................. 38
Shipping and Documentation ...................................................................... 38
Getting Paid From Internet Transactions .................................................... 39

Promotion .................................................................................................................. 52
Market Demand ......................................................................................................... 53
Competition ............................................................................................................... 53
Marketing Tools......................................................................................................... 54

Trade Shows……………………………………………………………………………..55




Shipping Samples to Trade Shows ............................................................................ 55
Following Up from a Trade Show ............................................................................. 56
Sourcing Fair Information ......................................................................................... 57

5.)

Making the Sale…………………………………………………………………………58




6.)

Customer Care………………………………………………………………………..….60



8.)

Closing the Sale ......................................................................................................... 58
How to Close with Existing Customers ..................................................................... 58
After the Sale ............................................................................................................. 59

How to Deal with Customer Complaints ................................................................... 61
Business Etiquette ...................................................................................................... 62

Frequently Asked Questions ......................................................................................... 64

Appendix A: Glossary of International Trade Terms ............................................ 69
Appendix B: Export Readiness Checklist......................................................... 74

Dear Craft Producers,
It is a pleasure to introduce the 2011 updated version of Exporting: A Step by Step Process to the
Cape Breton craft sector. We hope that you will find this trade manual an excellent resource
whether you are planning to enter an export market or are just beginning to look at the
possibility of selling in a foreign market.
The Centre , through the programs and services it delivers, strives to position the craft sector to
optimize its potential in export market opportunities and to serve as a pivotal factor in the
development of the Island’s craft industry. The goal is to enrich the creative, commercial and
financial performance of the craft sector in Cape Breton, thereby expanding numbers of
producers, range and quality of product and markets while elevating its impact on tourism and
the community as a whole.
Exporting: A Step by Step Process has been designed to be as user friendly as possible. It provides
step by step instructions that cover everything from assessing your readiness to export,
developing an export plan, information on required documentation, to advice on closing the sale
and all steps in between.
Throughout Exporting: A Step by Step Process, you will find reference to the funding programs
that the Cape Breton Centre for Craft and Design currently has in place to assist Cape Breton
craft businesses to grow their businesses and to move into new markets.
We would like to express our appreciation to Enterprise Cape Breton Corporation, Nova Scotia
Community College Marconi Campus and Human Resources Skills Development Canada for
their support in making Exporting: A Step by Step Process a reality. The production of Exporting: A
Step by Step Process was a partnership project of the Cape Breton Centre for Craft and Design and
Nova Scotia Community College Marconi Campus
The research is current as of May, 2011, but we advise the reader to consider this as a guide
only. Readers should complete their own research into specific areas to make certain that they
have the most up to date information. Reference to pertinent websites is made throughout this
document, making it much easier to update the information as needed.
We hope that you will find this publication a great source of information as you consider the
expansion of markets for your craft products. We would appreciate your feedback. We
encourage you to meet with Cape Breton Centre for Craft and Design staff to discuss your
export plans and the current programs that may be available to assist you.
Sincerely,

Carol Beaton
Executive Director
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Exporting: A Step-by-Step process has been adapted from many sources such as Team
Canada Inc as well as from information gathered from various sources using various search
engines for the purpose of this manual. Team Canada Inc. is a network of federal agencies
that provide services to individuals to help them succeed in the international market place.
Other sources of information have been adapted from government websites and agencies,
as well as several textbooks published for the purpose of educating individuals on
international trade. The information contained in this manual was not solely produced by
the creator and therefore credit should be given to the proper sources where needed.

Step 1- Getting started
Understanding the process of putting your company on the international stage as
well as knowing when your business is export-ready may be quite foreign to those
who are new to exporting. Even if you're an experienced exporter, there still may
be steps that you've overlooked or resources that you didn’t know were available.
Those resources may be very useful to your international operations so it is good to
know who they are and where to find them. To help you understand what makes
an export-ready business, this section has been designed specifically for small and
medium-sized Canadian businesses that are considering their first venture into the
export market.
An export-ready business has a marketable product as well as the capacity,
resources and management commitment to compete on a global scale. The trick is
to figure out whether this is true of your company - and if it isn't, how to make it
happen.
EXPORTER RESOURCE
There is an online diagnostic tool that will help you access your export readiness.
Answering the questions in this diagnostic tool will give you an opportunity to test your
export readiness and identify priorities as you prepare for a foreign market. If you have
already started exporting, or want to expand your efforts, you may learn some tips from the
questions that will help improve your profitability. You can access this tool by going to
www.canadabusiness.ca and under Main Topics click Export, Import and Foreign
Investment. On the next page click Exporting and then click Starting to Export, then click
Are you ready to export.

Your first step is to think about the resources and knowledge your business already
has. To begin, consider:
1. Your expectations - do you have:





Clear and achievable export objectives
A realistic idea of what exporting entails
An openness to new ways of doing business
An understanding of what is required to succeed in the international
marketplace?

Becoming
involved in
local export
community
events can help
you learn the
export ropes.
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2. Human resources - do you have:






The capacity to handle the extra demand associated with exporting
A senior management committed to exporting
Efficient ways of responding quickly to customer inquiries
Personnel with culturally-sensitive marketing skills; and
Ways of dealing with language barriers?

3. Financial and legal resources - can you:







Obtain enough capital or lines of credit to produce the product.
Find ways to reduce the financial risks of international trade. The section
below on “Where to get Financial Help” will provide you with more
information on this topic.
Find people to advise you on the legal and tax implications of exporting.
Deal effectively with different monetary systems; and
Ensure protection of your intellectual property

For more information regarding the legal and tax implications as well as how to
protect your intellectual property, please refer to Step 9- Understanding the Legal Side of
International Trade

4. Competitiveness - do you have:




The resources to do market research on the exportability of your product.
Proven, sophisticated market-entry methods (For more information, please
refer to Step 6- Entering Your Target Market, “Methods of Market Entry.”)
A product that is potentially viable in your target market?

The Virtual Trade Commissioner (previously titled WIN Exports) of the Canadian Trade
Commissioner Service is an excellent resource for international trade and market
information. We encourage you to register for this valuable service, available from the
Government of Canada's Department of Foreign Affairs and International Trade. The
Virtual Trade Commissioner offers such personalized services as a webpage containing
market information and business leads matching your international business interests,
online service request capabilities for the Trade Commissioners responsible for your
industry in the markets of interest to you, notification of new industry-specific information
and target markets as it becomes available, and the dissemination of information about
your company to the 500 Trade Commissioners in their 140 international offices.
To register for the Virtual Trade Commissioner, please visit:
http://www.infoexport.gc.ca/ie-en/login.jsp and follow the links at the bottom of the
webpage.

Step 2 - Evaluating your export potential
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Can your product find a worthwhile market outside Canada? Getting this right is
crucial - if there's no demand for what you're offering, you shouldn’t proceed. But
how do you come up with the answer? Here are some factors to consider:
1) Customer profile







Who already uses your product?
Is it in broad general use or limited to a particular group?
Is it popular with a certain age group?
Are there other demographic patterns to its use?
What climatic or geographic factors affect the use of your product?
Can it be sold in a gallery, retail, museum shop, etc?

2) Product modification





Are modifications required to make it appeal to foreign customers?
What is its shelf life? Will this be reduced by time in transit?
Is the packaging expensive? Can it be easily modified to satisfy the demands of
foreign customers?
Is special certification required? Does it need to meet any technical or
regulatory requirements in the target country?

Contact your
industry
association to
find names of
successful
exporting
companies in
your sector
and target
market. You
can then set up
a network of
business
contacts that
can provide
you with
practical
advice.

3) Transportation



How easily can it be transported?
Would transportation costs make competitive pricing a problem? (For
information on transportation methods, please refer to Step 7- Delivering the
Goods.)

4) Local Representation


Is after-sales service needed? If so, is it available locally or do you have to
provide it? Do you have the resources to do this? For more information on
after-sales service, please refer to the section titled “Completing the Sale – after
the Sale.”

5) Capacity



Will you be able to serve both your existing domestic customers and your new
foreign clients?
If your domestic demand increases, will you still be able to look after your
export customers or vice versa?

Step 3 – Developing Your Export Plan
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One of the most valuable tools available for export success is an export plan, but
before you can develop your export plan you will need a current and
comprehensive business plan that reflects your domestic operation. If you have
one but it's out of date, now is the time to review and renew it. If you don't have
one, this is definitely the time to create one. If you want comprehensive
background on business plans, go to CBSC's Business Start-up assistant at
http://www.canadabusiness.ca/eng/125/ ; it will point you to numerous
resources of this kind.

The Cape Breton Centre for Craft & Design can also provide you with assistance by
referring you to local services that can help you develop your export plan. For more
information on what services are available, please contact Sara Salter at 902-539-7491, Ext.
114.

An export plan is really just a business plan that focuses on international markets.
It identifies your target market(s); export goals, necessary resources and anticipated
results. Your export plan should contain the following information. You may not
be able to answer all the questions but do your best to address the categories.
Depending on your particular product all the categories may not be applicable to
you.
Your export plan will also contain a marketing plan. For information on what
should be included in your export marketing plan, please refer to Step 4 –
Developing your Export Marketing Plan.

A. Cover Page
B. Table of Contents
C. Executive Summary - (one or two pages maximum) – An executive
summary is a brief review of the report.

D. Company Description

An export plan,
as will soon be
obvious, isn't
something you'll
finish in a week.
Even after
you've begun
exporting, your
plan will need
continuous
updating.

1. History




Provide a brief history of your company (when it started, products, sales, etc.)
Is the company currently exporting? If yes, where to and what products.
Company legal structure (corporation, sole proprietorship, etc.) any
subsidiaries, affiliates, joint ventures, strategic alliances

2. Management
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Ownership of the company
Identify key personnel and summary of qualifications, identify any exporting
experience, past or present.

3. The Export Team



Identify specific people in your company responsible for exporting.
Identify any skill sets and knowledge they may have on languages, culture,
international marketing, logistics, transportation, documentation, banking,
politics, economics, legal, financial, etc.

4. Sales/Revenue/Financial overview




Discuss the financial situation of your company?
What percentages of sales, profits are from exporting activities?
How much revenue is produced from export sales compared to overall sales?

5. Goals and Objective



Overall goals and objectives for the company
Export goals and objectives.

E. Product Description
1. Domestic and International Products
Unique selling features or competitive advantage(s) of your product.
Who uses/buys your product.
Describe required product modifications if any
Seasonality and life cycle of your product. (Do people only buy your product in
summer?)
 Intellectual property protection – (For more information on
intellectual property, please refer to Step 9- Understanding the
Legal Side of International Trade, “Protecting Your Intellectual
Pro Property Rights.”)





2. Growth Potential



Domestic and existing international market(s)
New product research and development. (Are you working on
new products?)

One of the
key
components
for export
success is an
international
marketing
plan.

F. New Foreign Marketplace Analysis
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1. Rationale for Exporting



Consistency with the company’s goals and objectives

2. Rationale for Selected Foreign Market


Why does the company want to enter this particular foreign market(s) over
other markets?

3. Country Profile


Most country profiles can be found at http://www.edc.ca/ by clicking on
“Country Information"

Its great fun to come back from a country all excited about the possibility of an order,
but without good planning you'll run into difficulties

4. Industry Profile








Broadly identify direct customers (e.g. buyers, agents, distributors, trading
houses) or actual end users (e.g. individuals, businesses) and current market
trends – (For information on agents, distributors and trading houses, please
refer to Step 6 – Entering your Target Market, “Methods of Market Entry.”)
Who are your existing competitors: strengths, weaknesses, opportunities, and
threats (SWOT) in the foreign marketplace
Unique selling features or competitive advantage(s) of each
Existing sources of production and channels of distribution
Marketing practices used (how are you selling your product – advertising,
internet, etc.)
Typical payment terms offered (30, 60, 90 days, credit card, etc.)

G. Market Entry Strategies
1. Strategic Alliance - if applicable (co-marketing, co-production, joint venturing,
licensing, franchising, etc.)
2. Target Customer Profile







Direct customer (buyers, distributors, trading house)
Demographics or company characteristics (e.g. 40-50 year old females)
Purchasing decision makers (company owners, buyers, etc.)
Actual end users (individuals, families, elderly, youth, businesses)
Demographics or company characteristics
Total market size and future growth potential (your best guess with some
backup statistics or trends.)

3. New foreign market product description

Be prepared to
meet
increased
demand from
a successful
foreign sale.
Don't forget to
12 you
plan how
will adapt
your products
or services to
the needs and
tastes of the
target market.














Typical usage by the users
Does your product remain the same or is it modified for a new market?
Unique selling features or competitive advantage(s)/market niche – (For more
information on how to identify a niche market, please refer to Step 5 –
Identifying your Target Market.)
Describe required product modifications if any
Product characteristics (design, styles, colors, etc.)
Quality characteristics (Are your raw materials better than your competitors?)
Product specifications standards (health and safety)
Labeling, packaging, markings, language(s) – (For more information, please
refer to Step-7 delivering the Goods, “Marks and Labels.”)
Seasonality and life cycle of your product
Foreign intellectual property protection (trade name, trademarks, trade secrets)
Patents, industrial designs, copyrights, etc. – (For more information, please
refer to Step 9- Understanding the Legal Side of International Trade,
“Protecting your Intellectual Property Rights.”)

4. Pricing Strategies






Export costing analysis (Are costs going to increase on a per product basis?)
Pricing constraints (What is your unit cost and can you still make a profit?)
Current market pricing (if necessary, consider typical profit margins.)
Price sensitivity (market acceptance of higher or lower price – if you currently
are charging $10 Canadian, can you charge $10 U.S.?)
Market penetration pricing strategy
o Market skimming – initial price is set high in target market’s range of
expected prices. (If you have a higher end product, this may be
appropriate.)
o Penetration pricing – a low initial price is set to reach the market
immediately (You may want to start with an introductory price then raise
prices slowly as demand picks up.)
o Flexible pricing – The more quantity someone buys, the lower their prices.
o Static pricing – charging the same price to similar customers to buy the
same quantity of goods.

5. Sales and Promotion Strategies







Sales methods (company representative, subsidiary or affiliated company,
foreign agent, foreign broker, mail order/Internet orders)
Promotion methods Advertising (newspapers, magazines, radio, television, Internet, posters, flyers,
letters, etc.)
Demonstrations, trade fairs, trade missions, etc. – (For more information on
13
trade fairs, please refer to the section titled Trade Missions.)
Promotional tools (samples, in-store giveaways, discounts, consignment, etc.)
Successful
Promotional message (consider cultural, religious, lifestyle/image, economic
companies
influences, etc.)
concentrate on one
foreign market at
a time, moving on
to the next only
after succeeding in
the previous one.





Sales financing support, pre-arranged financing for purchaser (For more
information, please refer to Step 8- Planning your Export Financing, “Where
to get Financial Help.”)
After sales services (returns, repairs, warranties, maintenance, training,
communications/hotlines, etc.) For more information on after sales service,
please refer to the section titled The Sale – “After the Sale”

6. Logistics and Transportation











Time lines between order processing and delivery (contract negotiations,
production, invoicing, collections, deliveries, communications, etc.)
Negotiated delivery terms (e.g. two week delivery)
Inventory control methods
Freight insurance requirements
Methods of transport; identify special needs (e.g. refrigeration, heated,
humidity sensitive, etc.)
Usage of professional services/intermediaries (For more information on
intermediaries, please refer to Step 6 – Entering Your Target Market,
“Methods of Market Entry.”)
Documentation (import, export, health, quotas, inspections, customs pre
approvals)
Packing and marking requirements
Service or employment contracts (accreditation requirements, VISAS,
immigration issues)

For more information on logistics and transportation, please see Step 7
“Delivering the Goods.”

H. International Law (legal counsel should be consulted prior to export initiative.)
Companies should consult a lawyer when developing sales contracts for foreign
markets. Typically on small shipments there are not many legal issues that need to
be considered especially for companies who receive payment upfront through
credit cards and PayPal. The following list of legal recourses may not apply to most
craft companies but has been provided for your information.
1. Language consideration: the language used to bind the parties within the sales
contract. (i.e. letters of credit. Typically your bank or funding institution would
have standard legal wording for their sales documentation that is sufficient for
your needs.)



Contract terms and Conditions
Incoterms – To view a complete list of incoterms, please refer to the section
titled “Glossary of International Trade Terms.”)
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Currency of payment and exchange rate
Method of payment (cash, letter of credit, documentary collection, open
account, barter, counter trade, consignment)
Product measurement methods and quality standards
Insurance,
Warrantees, after sales services, etc.

2. Product Liability considerations: applicable foreign laws and regulations.
3. Intellectual Property: the protection in the foreign market(s) required to
maintain ownership.
4. Sales Agent and/or Distributor agreements:







Consideration of foreign laws and regulations that affect agreement
Commissions
Territory
Duties
Authority
Termination

For more information on international law, please see section titled Step 9Understanding the Legal Side of International Trade.

I. Financial Analysis (accounting advice is recommended)
The costs of exporting can add up very quickly, therefore your export drive will
need the financial stability and strength that comes from a reliable cash flow. You
will also need a comprehensive financial plan for the export venture. If you don't
have one, it will be very difficult to arrange the financing the venture may need.
The most important objective of your plan, however, is ensuring that your
company always has sufficient cash or operating lines of credit. To do this, the plan
must include:
1. Facility and Equipment Requirements: detailed list of capital expenditure
items specific to supplying the export market.
2. Sales Forecast: for each export market




Numbers of units exporting
Price/unit
Total sales (three to five year forecast, provide monthly details for year one)

3. Cost of Goods Sold: for each export market

15





Number of units exporting
Cost/unit
Total cost of goods sold.

4. Projected International Income Statement: international sales less cost of goods
sold and international overhead expenses to obtain projected net profit.

When planning your budget make sure you allow for savings. If you have
funds available for emergencies, you will be able to weather the months when you
do not make enough to meet expenses.

5. Projected International Cash Flow: expected expenditures of cash and receipt of
cash, consider the time elements from the Logistics and Transportation portion of
the business plan. (As previously mentioned, a comprehensive business plan
should be developed before you start to create your export plan.)
6. Breakdown Analysis: number of units and dollar sales to cover cost of goods and
international overheads.
7. Financing Requirements: identify term financing and working capital
requirements, equity contribution and collateral available to secure needed
financing.
8. Financing Sources: identify type of financial support (e.g. Cape Breton Centre
For Craft & Design, Enterprise Cape Breton Corporation, Community Business
Development Corporation (CBDC), Export Development Canada (EDC),
Canadian Commercial Corporation (CCC), Business Development Bank of Canada
(BDC), AFSC Commercial Export Financial Assistance, Chartered Banks...)

J. Risk Management
1. Country Risk: assessment of political, regulatory and economic conditions
related to the country you are exporting to, contingencies for problems (e.g.
pre-payments, insurance, etc.)
2. Commercial Risk: assessment of creditworthiness, contingencies for nonperformance such as default, refusal to accept goods, insolvency.
3. Currency Risk: contingencies for maintenance of value, (e.g. contractual value
maintenance, forward contracts, currency options, etc.).

16

4. Internal Risk: contingencies for ensuring adequate manpower skills and
availability control over production and distribution costs.
5. Market Risk: contingencies for changes in domestic and foreign market
conditions.

Upon completion of your business plan, you should have a much more defined
picture of what your overseas venture will entail. Your decisions and your
implementation processes can now be plotted using the information you have
gathered and the analysis you have made along the way. You have done your
homework, examined the options, done your due diligence, planned your strategy,
and now it is time to put your plan into motion.

Step 4 – Developing Your Export Marketing Plan
 The 13 P’s of International Marketing
There are 13 variables (P’s) of international marketing that marketing managers can
control in order to best satisfy customers in the target market. In order to
successfully create your export marketing plan, each must be carefully analyzed as
well as understood.


Product - what is your product and how must it be adapted to the market?



Price - what pricing strategy will you use?



Promotion - how will you make your customers aware of your product



Place - how and where will you deliver or distribute your product



Payment - how complex are international transactions?



Personnel – do you have the necessary skills?



Planning - have you planned your business, market, account, and sales calls?



Paperwork - have you completed all the required documentation? (For
information regarding what documentation is required, please refer to Step 7Delivering the Goods, “Export Documentation.”)

Developing
foreign
markets takes
time, effort
and money. Be
prepared for
the long haul
and make
perseverance
your most
critical success
factor.
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Practices - have you considered differences in cultural and business practices?
(For more information regarding cultural and business differences that you
should be aware of, please refer to the section titled Customer Care “Business
Etiquette.”)



Partnerships - have you selected a partner to create a stronger market
presence?



Policies - what are your current and planned policies?



Positioning - how will you be perceived in the market?



Protection - have you assessed the risks and taken steps to protect your
company and its intellectual property? (For more information on intellectual
property, please refer to Step 9 – Understanding the Legal Side of Exporting,
“Protecting your Intellectual Property Rights.”)

 Building your export marketing plan
Because marketing is an ongoing activity, your marketing plan is a work in
progress that you'll modify continuously. A marketing plan is part of your
export plan and should contain the following:
1.Executive summary - state the purpose of your marketing plan. This provides an
overview of your objectives and how the plan will be used in your exporting strategy.
2. Product analysis - give a clear description of your export product, its unique selling
points and how marketable it might be internationally.
3. Market analysis - describe your target market in terms of size and trends. Include key
economic, social, political and cultural characteristics, a profile of your target customer,
buying patterns and factors influencing purchasing decisions.

Building
business
relationships
in foreign
markets is best
done face to
face. Faxes,
phone calls
and e-mail are
great for
follow-up, but
nothing beats
meeting in
person.

4. Competitive Analysis- analyze the competitiveness of your product. This will help
you to position it effectively in your target market, and to decide pricing and marketing
strategies.
5. Goals - state your objectives in terms of market share, revenue and profit
expectations. Indicate the position you would like to occupy in the target market and
explain how you will go about achieving it.
6. Marketing strategy - describe your marketing strategy, including information on
specific product pricing recommendations, mode of delivery, and proposed
promotional methods.
7. Implementation - list the activities you'll undertake to carry out your marketing plan,
indicating target dates and who will perform the activities. Prepare a detailed
marketing budget.
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8. Evaluation - design a method of evaluating your marketing plan at various stages to
determine if your goals are being achieved and what, if any, modifications may be
needed.
9. Summary - include a half-page summary of your marketing plan goals, describing
how they fit into your overall export plan.

Business people and customers in most foreign markets will appreciate your efforts
to learn about their culture. Such efforts will probably result in them becoming more
interested in doing business with you.

Step 5 – Identifying Your Target Market
After the export plan, market research can be the most important contributor to
international success. To do this, you need information that will provide a clear
picture of the political, economic and cultural factors affecting your operations in a
given market.

19
The Cape Breton Centre for Craft & Design offers market research support through the
Professional Development Funding Program as well as through other available programs.
For more specific information regarding these programs, please contact:

Sara Salter, Program Manager
Cape Breton Centre for Craft & Design
PO Box 1686, 322 Charlotte Street
Sydney, Nova Scotia B1P 6T7
Telephone: 902-539-7491, Ext 114
Fax: 902.539.4807

You can also contact the Centre via email at info@capebretoncraft.com or visit
their website at www.capebretoncraft.com.

Although there's usually a lot of detail involved, the three basic steps of
international market research aren't particularly complex. They are:

1. Screen potential markets
 Collect statistics related to your sector that show product exports to various
countries.
 Identify five to 10 large and fast-growing markets for your product. Look at
them over the past three to five years. Has market growth been consistent
year to year? Did import growth occur even during periods of economic
recession? If not, did growth resume with economic recovery?
 Select some smaller emerging markets that may hold ground-floor
opportunities for you. If the market is just beginning to open up, you may not
have as many competitors as you would in an established market. Target
three to five of the most promising markets for further study.

Successful
companies
concentrate on
one foreign
market at a time,
moving on to the
next only after
succeeding in the
previous one.

It's very important for new exporters to go to a target market personally and get a feel for local
conditions. It's also important to partner with someone who's familiar with the local business culture."

2. Assess target markets
 Examine trends that could influence demand for your product. Calculate the
overall consumption of products like yours and identify the amount imported.
 Study the competition, both domestic and non-domestic. Look at each
competitor's Canadian market share.
 Identify what affects the marketing and use of the product in each market, such
as channels of distribution, cultural differences and business practices.
 Identify any foreign barriers (tariff or non-tariff) for the product being imported
into the country, as well as any Canadian barriers (such as export controls)
affecting exports to the country. (For more information on tariffs, please refer to
the section titled? “Understanding the Legal Side of International Trade”)
 Search for Canadian or foreign government incentives to promote the export of
your product.
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3. Draw Conclusions
After analyzing the data, you may decide that you should restrict your marketing
efforts to a few countries. In general, new-to-exporting companies should
concentrate on fewer than ten markets. One or two countries are usually enough to
start with.
With these conclusions in hand, you can then begin to develop your marketing
plan. For information on how to build your export marketing plan, please refer to
the section below, “Developing Your Export Marketing Plan.”

The Consulate General of Canada, located in many offices throughout the United
States, is another resource that you may find helpful. They provide services that can help
you assess your market potential and give advice on doing business in the United States.
To be able to receive assistance however, all exporters much be registered with the Virtual
Trade Commissioner. To contact one of their offices as well as register with them, please
visit their website at www.tradecommissioner.gc.ca by scrolling to the bottom of the page
to view our offices abroad.

Exploring
foreign markets
can take longer
and cost more
than expected.
Be prepared for
additional
expenses for
market research,
product
launches and
personal visits.

 Identifying Your Niche Market
Identifying a niche is about finding a distinct segment of consumer interest, then
turning it towards one’s advantage. It means finding that particular spot in the
business world where you can stand out amongst others.
Smaller companies often have a much more focused strategy, aim for a specific
group of customers and operate in a very small part of a market with great success.
As a result they are able to compete with larger organizations and achieve a level of
protection against competition.
The big advantage of operating in a niche is that it gives you the opportunity to
become a strong supplier in a small market. This can be particularly important for
organizations that are not in a good competitive position or operate in an uncertain
market. However, important decisions need to be made when deciding your niche:
 Analyze other companies operating in your market and the products they offer.
Decide if they have a high or low degree of specialization. Decide if their
products attract a wide range of customers or just a few targeted ones.
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 Use the analysis of competitors and decide what degree of specialization your
product calls for. Will operating in a niche mean a few alterations to your
product or will you need to go back to the drawing board? Can you offer
flexible solutions?
 Identify areas where your competitors aren't meeting customer’s needs.
Consider if you could gain a competitive edge by adding features or offering a
value-added product that your competitors currently don't provide.
 Do some research to see if there is a group of customers that your competitors
aren't reaching. Then consider how your product could be updated to attract
them. Go to trade shows, collect competitors' catalogues and look at trade
magazines to find out what's already on the market.
 Talk to potential customers to find out if any of their needs are not currently
being met. List those needs and decide if meeting them calls for a low, medium
From that list, look for needs that call for a high degree of specialization and
consider if you could meet them
 Explore how your customers buy from your competitors. Consider if you can

sell your product in a different way, perhaps over the internet or through a
mail order catalogue.
 Check out the markets from government websites.
Once you've completed this analysis use the information to identify a group of
customers that have a lot in common but have attributes that make them different
from most people buying in the market. Then create a profile of these customers
including things such as likely age, income group, where they live and
entertainment preferences. Use this as the basis of market research to ensure the
niche is viable, and then develop a marketing plan to attract the new group of
customers.
 You have to understand the customers in that niche. What are their common
characteristics? What differentiates them from customers who don’t buy your
product?
 Research age, sex, ethnicity, education level, buying habits, occupation or any
other traits that you think are important.
 What characteristics do your customers share?

After you identify your niche market, do a little research to calculate the potential
size of your niche market. The basic reference material for this research has been
compiled as census data by federal government. You can check out the research data
available from the U.S. government online at www.census.gov

Give yourself
enough time to
learn your niche
before spending
thousands on
national retail and
wholesale shows
or mail-order
advertising. Local
craft shows and
selling to friends
and family at
home shows are
great ways to get
started in the
crafts industry.
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Step 6 – Entering Your Target Market
 Methods of Market Entry
There are several different methods of market entry. You may decide to export
directly to your client such as through trade shows or websites, or you may decide
to use an intermediary.
An intermediary is a resource that is available where, depending on the type
selected, will help secure an order for you. Using the right intermediary can save
you an enormous amount of time and money. They come in several types:
o

Agent- An agent secures orders from foreign customers in exchange for a
commission.

o

Representative- a representative is a specialized agent who operates within a
specific geographic area and who sells related lines of goods.

o

Trading houses – Trading houses are domestic intermediaries that market
your goods abroad. A full-service trading house, such as the Trade Winds
Agency in Boston, handles a great many aspects of exporting, such as market
research, transportation, appointing distributors or agents, exhibiting at trade
fairs and preparing advertising and documentation.

o

Foreign distributors - Distributors actually purchase your product and resell
it to local customers. Often, they set the selling price, provide buyer financing,
and look after warranty and service needs.

To evaluate a prospective intermediary in detail, please visit
http://www.tradecommissioner.gc.ca/eng/guide-exporting.jsp by clicking on Stepby-Step Guide to Exporting, then “Opening the Door - Entering Your Target
Market, Choosing an Intermediary.”

Step 7 - Delivering the Goods
There are four ways of getting your product to your customer's doorstep. Choosing
the right shipping method, or combination of methods, is vital to export success you want the product to get there on time and at the right cost. The four ways of
getting your product to your customer are truck, rail, air and ocean. Which one
you decide to choose will depend on many factors such as cost, time and the type
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of product you are shipping? To find out more about which shipping method best
suits your needs you can speak to your local freight forwarder or broker. You will
find more information regarding freight forwarders and customs brokers in the
sections to follow.

 Freight forwarders and Custom Brokers
How fast you get your product to its final destination will have an immediate effect
on how satisfied your customers are. One way to help ensure customer satisfaction
is by using a freight forwarder or customs broker.
A freight forwarder will help improve your delivery times and customer service.
They will handle all of your logistical requirements such as negotiate rates for you
with shipping companies and insurance firms. When the order is ready to ship,
freight forwarders should be able to review the letter of credit, commercial
invoices, packing list, and so on to ensure that all documents are in order to clear
your goods through customs quickly.
Besides using a freight forwarder, the services of a customs broker is also another
option. Some exporters may decide to deliver their goods themselves, therefore not
requiring the all the logistical requirements of a freight forwarding company. A
customs broker will act on your behalf to clear goods through customs by
preparing customs documentation for you. They are also good sources of tariff
information.
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For more information on specific paperwork that may be required to clear your
goods through customs, please see the section on Export Documentation.
Two freight-forwarding companies that you may find useful are:
 ABX Logistics Inc.
USA/International Air/Ocean/Road Transport
Halifax International Airport
Telephone: 1-902-873-3400
Fax: 1-902-873-4114
 Kuehne & Nagel
1969 Upper Water St., Suite 1710
Halifax, Nova Scotia B3J 3R7
Telephone: 902-420-6500
Fax: 902-420-1545
To obtain the services of a customs broker, please contact:

Always
get more than
one quote for
before deciding
on a domestic or
an international
freight
forwarder.

 Affiliated Customs Brokers Ltd.
5121, Sackville Street, Suite 403
HALIFAX, Nova Scotia
B3J 1K1
Telephone 902-422-1256
 Deringer
493 Cudmore Crescent
London, ON
N6M 1M3
Telephone: 519-681-4921

For those interested in entering into the US market, please contact:
 Deringer
14 Customs Street
Calais, ME USA
04619-1894
Telephone: (207) 454-3951

Shipping rates vary depending on which shipping method you decide to use. The
amount of goods you are exporting as well as the final destination of your product
will also have an affect on each freight forwarders shipping rate. Before you
contact freight forwarder regarding your export venture, it is a good idea to have
the following information on hand. Without these pieces of information, your
freight forwarder will not be able to obtain a price quotation.





The destination of your product as well as where you will be shipping from.
The actual weight and dimensions of each item being transported.
The type of product you are shipping; and
The type of shipping method you are looking for

For more information on the freight industry as well as an online directory of freight
forwarders in Canada and the United States, please refer to Freight Net’s website at
www.freightnet.com . You can also access a list of regular freight forwarders registered
with Canadian International Freight Forwarders Association (CIFFA) at www.ciffa.com

 Canada Post
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Canada Post is another option that you may decide to use when delivering your
products to the U.S. Canada Post offers three options to choose from:





Expedited Parcel (Ground Service)
Express Post (Air)
International Courier
Venture 1 – Small businesses can receive a 5% discount on certain Canada Post
shipping services.

Canada Post’s rates are based on the origin, destination and weight of your
shipment. Although Canada Post does have other options available, the three
choices mentioned above are most relevant to exporters.
For more information on the products and services that Canada Post offers, or to
find a postal outlet near you, please visit their website at www.canadapost.ca.
Special volume discount rates are available for Small Business and Large Volume
Commercial customers. Call 1- 800 -260-7678 for more information.

 Packing your goods
In packing an item for export, the shipper should be aware of the demands that
exporting puts on a package. Four issues that must be kept in mind when an
export-shipping crate is being designed: breakage, weight, moisture, and
pilferage.
Since you want your products to arrive at your customer's door on time, in one
piece and free of legal tangles, you have to take special care in packing, marking
and labeling them. Often the buyer specifies packing requirements. If the buyer
does not so specify, be sure the goods are prepared with the following
considerations in mind:


Assume they'll have a bumpy ride, particularly if you're shipping them
overseas with repeated loading and unloading. Pack them to survive roughand-ready cargo handlers and poor roads.



During transit, handling and storage, your goods may have to endure bad
weather and extreme temperatures. If they need special temperature controls or
other protective measures, be sure they get them.



Packages and packing filler should be made of moisture-resistant material.



The type of shipping may determine the kind of packing you should use. For
example, if the goods are carried by ship, you need to know whether they will
be placed above or below deck.
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To provide proper bracing in the container, regardless of size, make sure the
weight is evenly distributed.

There are two useful guides, Safe Stowage: a Guide for Exporters and Export
Packaging: a Guide for Exporters available on the Trade Commissioner Service’s website
that can provide you with more detailed information on packing and shipping. To access
these documents please visit www.tradecommissioner.gc.ca/misc_cont/SafeStowage-e.pdf.

 Marks and Labels
Marking and labeling are used on export shipping cartons and containers to meet
shipping regulations, ensure proper handling, conceal the identity of the contents
and help receivers identify shipments. Marks shown on the shipping container
must agree with those on the commercial invoice or bill of lading, and may include
some or all of:








The buyer's name or some other form of agreed identification;
The point/port of entry into the importing country;
The gross and net weight of the product in kilograms and pounds;
Identification of the country of origin, e.g. "Made in Canada";
The number of packages;
Appropriate warning or cautionary markings;
A packing list, plus one copy in each container, itemizing the contents.

Most freight forwarders and export packing specialists can supply necessary
information regarding specific labeling and marking regulations. For more
information on freight forwarders or to find one in your area, please see section
above on freight forwarders.

 Transportation Insurance
Export shipments are usually insured against loss, damage, and delay in transit
by cargo insurance. Cargo insurance is more important in international
transportation than in domestic transportation. Terms of sale often make the
seller responsible for the goods up to the point of delivery to the foreign buyer.
For this reason, you absolutely must have transportation insurance.
The insurance that the exporter should buy depends on the mode of transport
selected, as legal requirements establish certain levels. Most freight forwarders
will arrange insurance for your shipment. However if you decide to do this
yourself through an insurance company, make sure you understand exactly

Effective
labeling of your
export goods
can mean the
difference
between your
goods reaching
their export in
one piece,
reaching it
damaged or not
reaching it at all.
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what coverage you're getting. Exporters are advised to consult with international
insurance carriers or freight forwarders for more information.
You can also get transportation insurance if you decide to ship your products
through Canada Post. Canada Post offers $100 worth of insurance to any
customer who decides to use their services in order to deliver goods. The
maximum amount of insurance that you can buy is $1000. For more
information on Canada Post and the services that are available to you,
please refer to the section above “Canada Post.”

The Canadian Trade Commissioner Service’s web site has an overview of
shipping insurance that can help you decide which type of insurance is best suited to
your needs. This overview can be found at www.infoexport.gc.ca by clicking on
More Programs and Services then International Shipping and Distribution,
Insuring Your Shipment.

 Export Documentation
Exporters should seriously consider having the freight forwarder handle the
formidable amount of documentation that exporting requires.
Export documentation identifies the goods and the terms of sale, provides title to
the goods, evidence of insurance coverage, and certifies that the goods are of a
certain quality or standard. Several documents are required for overseas shipping:
Key shipping documents include:
∗

A commercial invoice – Bill for the goods from the buyer to the seller. The
buyer needs the invoice to prove ownership and to arrange payment. This form
is also used for customs records and must include:

o
o
o
o
o

The names and addresses of the buyer and seller;
The contract or invoice number;
A description of the goods and the unit price;
The total weight and number of packages;
Shipping marks and numbers

∗

Special packing or marking list – An export-packing list itemizes the
material in each individual package and indicates the type of package.
A certificate of origin – A signed statement as to the origin of the export item.

∗
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∗

∗

∗

∗

A certificate of insurance – If the seller provides insurance, the insurance
certificate states the type and amount of coverage. This instrument is
negotiable.
A bill of lading – Contracts between the owner of the goods and the carrier.
The customer usually needs the original or a copy as proof of ownership to take
possession of the goods.
Health/Sanitary Certificate (If necessary) – Required for all exporters of
food. This ensures that all food products crossing the border are free from
contaminants and are manufactured in a healthy environment.
Standards Documentation (If necessary) – Standards documentation will be
different depending upon certifications required by your industry.

 Collection Documents
∗

A commercial invoice – Bill for the goods from the buyer to the seller. The
buyer needs the invoice to prove ownership and to arrange payment. This form
is also used for customs records and must include:

o
o
o
o
o
o

The names and addresses of the buyer and seller;
The contract or invoice number;
A description of the goods and the unit price;
The total weight and number of packages;
Shipping marks and numbers; and
The terms of delivery and payment

Other collection documents include:
∗
∗

Certificates of inspection, used to ensure that goods are free from defect, and
Import and export licenses as required (for example, a NAFTA certificate of
origin)

For more resources on documents and other needs, please refer to
www.canadabusiness.ca.

 Export permits
An export permit is required for all goods entering the United States when the
goods are on the Export Control List (a list of goods and technologies that require
export permits to be exported from Canada, pursuant to the Export and Import
Permits Act). Goods that reside on the Export Control List are mainly textiles and
agricultural products. Therefore if you are exporting either of these products it is
mandatory that you report your exports.
For details on the mandatory reporting of exports, please go to the Canada Border
Services Agency (CBSA) Web site www.cbsa.gc.ca and use the Forms and
Publications Search to find Publication RC4116, Exporting Goods from Canada.
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Step 8 – Planning Your Export Financing
Self-financing a growing export business can be very risky, especially for new or
smaller exporters. Both new and established exporters need to make sure they
have the required cash flow to secure orders from clients as well as keep their
business going in order to create profits. Because of these important reasons, a cash
budget and a capital budget are required.
A cash budget and a capital budget are an overview of your funds, which highlight
your financing requirements over the next few years as well as the financing
needed to complete your export. Therefore, financing options exist that can
minimize your risks and give you a competitive edge.

To find further information regarding financing options such as EDC’s
insurance, please refer to the next section “Where to get Financial Help”

 Where to get financial help
 Cape Breton Centre for Craft & Design – The Cape Breton Centre for Craft
& Design promotes excellence in the field of craft and design through education
and training. As part of its role in the development of the craft industry, the
Centre coordinates business skills development activities and provides
financial assistance for trade activities, consultant services and website
development.
For more information regarding professional development services and
financial assistance programs, please contact Sara Salter at 902-539-7491 ext
114.
 Nova Scotia Community College (NSCC) Marconi Campus –The Nova
Scotia Community College, Marconi Campus offers a number of non-repayable
programs to assist new exporters. The programs can help out with hiring
consultants and recent international business graduates.
For more information concerning any of these programs, please contact Helen
Graham at 902-563-8045.
 Enterprise Cape Breton Corporation (ECBC) - Offers repayable marketing
and infrastructure assistance up to a specified amount.
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Contact Donna MacKenzie for more information at 902-564-3600 or the main
switchboard at 1-800-705-3926. You can also view their website at
www.ecbc.ca.
 Nova Scotia Business Inc. (NSBI) - Nova Scotia Business Inc. provides a
program called the Exporter Prospector, which may be of benefit to your
company. This program helps companies find business prospects in foreign
markets and also provides:
∗
∗
∗
∗
∗

An NSBI Export Specialist dedicated to helping you find the right
prospects;
Access to NSBI’s network of export development professionals;
Market intelligence that is specific to your target region or industry sector;
An aggressive cold calling program on your behalf;
An itinerary of appointments with qualified prospects in your target
market.

∗

To learn more about these programs, contact Debbie MacIsaac at 902-424-4242
or email at trade@gov.ns.ca

All businesses take time to make money. Expect that it will be at least
two years before showing major profits. While you may have great results
from the start, you must allow enough time to establish your craft business
and to learn the ins and outs of the industry before success.

 Export Development Canada (EDC) – Provides trade finance and insurance
services that help Canadian Exporters and investors do business.
To find out more about these services, please refer to EDC's Small Business
Services at www.edc.ca/smallbusiness. You'll also find EDC's online services
useful; they're at www.edc.ca/online. Finally for more personalized help,
please contact Don Robertson at 902-442-5202 or via email at
drobertson@edc.ca.
 Business Development Bank of Canada (BDC)–BDC can help you meet
your working capital needs through long-term financing and flexible
repayment options.
For personalized help, please contact Shawn Shea at 902-564-7700 or toll free at
1-888-463-6232.
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 Maple Trade Finance –Provides receivable financing. When a MTF client
ships product and issues an invoice, it can be up to 90 days or longer before
they receive payment from their customers. They provide up to 85% of the
invoice value within 48 hours of receipt of the product by the Canadian
Exporter's customer. They receive payment from the customer (US in this case)
calculate our fees based upon the length of time it took to receive payment and
then remit the balance to the exporter.
For more information, please contact Mike Miller at (866) 444-6555. You can
also contact him via email at Mike@MapleTradeFinance.ca or visit their
website at www.mapletradefinance.ca.
 Community Business Development Centres (CBDC) – Offers financial
assistance to a maximum of $125,000 available in the forms of loans, loan
guarantees and equity financing. CBDC also offers business counseling and
advice, entrepreneurship development as well as technical assistance available
to small businesses.

For more information regarding any of these services, please contact:


539-4332 or via email at patricica.macneil@cbdc.ca.



Sydney Mines and Victoria County – Bruce MacDonald, Nedac at 902-736-6211
or via email at bruce.macdonald@cbdc.ca.



Richmond and Inverness County – Perry Chandler, Inrich at 902-258-3698 or
via email at perry.chandler@cbdc.ca.

Exploring foreign markets can take longer and cost
more than expected. Be prepared for significant
costs for market research, product launchings and
several personal visits.

 Getting Paid
There are several common ways for customers to pay an invoice in international
trade:
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Cash in advance – Obtaining payment from your customer before you ship
your goods.
Letter of credit – Document prepared by a financial institution guaranteeing
payment after the goods are delivered to your customer.
Documentary credit (sight and term) - Documentary credit on site means the
exporter is entitled to receive payment on sight. On term credit is when the
exporter is entitled to pay within 30, 60, or 90 days.
Documentary collection - You ship goods to an importer (your customer)
and forward the shipping documents to a collecting bank. Next, the customer
pays the collecting bank in exchange for the documents. You then obtain the
money from the bank.
Open account – You effectively finance the transaction. Open accounts
require you to ship goods and pass title to the customer before payment is
made.

You can protect your company from such a disaster through Export Development
Canada's Accounts Receivable Insurance. It covers up to 90 per cent of the value of a sale
when the customer doesn't pay. For details on this, and also for information about
insurance against political risks, go to www.edc.ca/english/insurance_accounts_receivable
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Step 9 -The Legal Side of Exporting
 Understanding International contracts
It would be a very good idea to find a legal professional that specializes in
international trade. This will help you sidestep pitfalls of regulation and law
and, if necessary, resolve disputes. You, yourself should try to acquire some
knowledge of international conventions, the business laws governing your
target market, and trade agreements that may exist between this market and
Canada.
The Canadian Commercial Corporation (CCC) offers Canadian exporters unique
business solutions to access government procurement markets worldwide and export
contracting expertise. To learn more about CCC and how they can help you regarding
international contracts please visit their website at www.ccc.ca.

 Resolving disputes
There are many issues that can become controversial in international trade
transactions. Therefore it is especially important that you handle these issues in a
professional manner. Also, resolving disputes formally through the legal system
can be costly. If possible, settle out of court.

For more information on resolving issues out of court please visit the Department of
Justice Canada’s website at www.canada.justice.gc.ca by clicking on Resource Centre, then
Publications, then Resolving Disputes, think about your options

 Meeting International Standards
There are standards for almost everything, from the ingredients in food to the
certification of electrical equipment. If you're an exporter, you need to ensure that
the standards you use in your export product are in compliance with those of your
intended target market. The best place to learn about standards is the Standards
Council of Canada (SCC) at www.scc.ca.
The SCC can also help you through its Export Alert! program, which provides
you with automatic email notification of proposed regulatory changes in global
markets. For more information, please refer to www.scc.ca/en/index.shtml.

 Protecting Intellectual Property Rights
Intellectual property (IP) is a collective term used to refer to laws that protect new
inventions, designs, writings, films, and so on, which are protected by copyrights,
patents, industrial designs, trade-marks or integrated circuit topographies.
Always protect your creations. Even if you already have secured protection for
your intellectual property in Canada, you should consider seeking similar
protection in your target market or where you will find manufacturing
competition. Intellectual property laws, however, can be complex, so you should
obtain the advice of professional legal counsels and/or IP agents.

If selling or using your IP outside of Canada, learn about the laws in the countries of
interest. To protect your IP rights in Canada, you should establish ownership with the
Canadian Intellectual Property Office (CIPO) at www.cipo.gc.ca. Links to foreign IP Offices
can also be found on the site.

To find out how you can protect key elements of your intellectual property, please
refer to Trade Team Canada’s website at www.exportsource.ca, Step-by-Step
Guide to Exporting, the Fine Print. You can also find information on contracts for
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the sale of goods, acceptance or refusal of goods, unpaid sellers rights and contracts
for the sale of services within this section.

There are also several web sites that offer information on intellectual property issues.
Three of them are:
•
•
•

The World Intellectual Property Organization at www.wipo.org;
The Intellectual Property Institute of Canada at www.ipic.ca; and
The World Trade Organization at www.wto.org.

Step 10– E-Business for Exporters
E-business means conducting business on the Internet, including buying and
selling products, providing customer service and collaborating with business
partners.
If you don't have a Web presence yet, there are many sources of information about
establishing one. A good place to learn the basics is through the Cape Breton Centre for
Craft and Design. Their program is available to craft producers who wish to participate in
website development. The eligible costs for assistance are for new website development or
enhancement of a craft producer’s existing website.
For more information regarding the Website Development program, please contact Sara
Salter, at 902-539-7491 ext. 114

 Assessing your E-Business Potential
If you're going to succeed in e-business, you have to start with a clear-sighted
evaluation of your company's e-business potential. Start preparing by answering
such questions as:




Your company - What current structure, customer base, and partnership
networks do you have? Do you have a Web presence? Who are your target
customers? Do they use the Internet?
Your strategic context - Your e-business strategy needs to be developed in
the context of your overall corporate objectives. For example, do you want to
increase profits, increase market share, expand your customer base or enhance
customer service?
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Accessing online resources - Do you use online resources to track
competitive trends, identify technologies you might use in your operations and
identify potential new customers?
Online procurement - Does your company contract for online support
services such as credit card payments and customer service? Do you obtain
materials, supplies and equipment through online sources?
Your online presence - What information does your Web site provide? How
do you use it? How can your customers use it? How do you maintain the site?
Online interactivity - How do your customers primarily interact with your
business? How do you acquire new customers? How well has the Internet
penetrated your target markets? How do you collect customer feedback?

One of the most efficient means of understanding your potential buyer's needs, especially if
you are new to the industry, is to visit an array of online operations within your area of
interest. Review each site with a keen eye for overall site design tactics and inclusions.








Operational preparedness - Has your company mapped its core processes
and documented its design and production functions? Are your operating
policies and procedures documented in electronic format? Do you have an
intranet?
Integrated operations - Can your internal operations support integrated
customer service? Do you have a documented quality assurance plan in place?
Can your production processes be expanded quickly?
Integrated service delivery - How effectively can you provide seamless,
one-stop customer service that is personalized and customized?
Extended boundaries - How easily can you include external partners to help
you meet customers' needs? Do you work with customers in the U.S. and
Canada, or in developed or developing countries? Do you use electronic tools
and resources such as extranets or e-marketplaces to work with your partners?
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 Promoting Your Website (Adapted from information provided by
MediaSpark.)
1) Review Your Website and Value Proposition - Make sure your website is
professional, easy to use and that the content is presented appropriately to
encourage your specific target market to take action. Pay close attention to make
sure that your value proposition is clear and concise - in other words, visitors
must quickly and easily understand what you offer, why you are different, and
why they should do business with you.
2) Include Address on All Print Materials - Include your website address on
all of your print material, including business cards, brochures, customer
mailings, etc. You may also want to consider sending out a special mailing,
informing your customers and prospects that you now have a website. Be sure
to stress the benefits of using the website, and consider some type of special
offer to encourage visits.

Check your
business web
site's links
regularly to
make sure
they all work.

3) Register With Search Engines - Depending on the type of traffic you wish to
attract, being included in search engines may or may not make a big difference
to your business, but it is advisable to take a few hours to register with the top
10 or 20. To register, visit the top search engines and follow the directions given.
Note that some now charge you to be listed, and many charge to be displayed
higher in the results list for specific keywords. Beware, however, that it may
take weeks or months for your website to be listed, and you have little control
on how it will be indexed, unless you are willing to pay for a custom placement.
4) Establish Links from Other Sources - One of the most effective ways to
generate traffic is to get your website listed on other websites (or print material
such as newsletters, etc.) that attract your target market. And, rather than a
simple text link, try to include a graphic and a few sentences describing your
value proposition.
5) Newsgroups - A subversive method often used by marketers is to have
someone mention your website on a newsgroup or discussion forum. Take care
however, to avoid a blatant sales pitch or appear as though the comment is
planted – this will be considered SPAM and risks damaging your reputation.
However, if you are offering a product that is of sincere interest to the group,
then this approach has the potential to be very effective.

 Finding electronic business leads
Your potential e-customers may be out there, but how do you connect to them?
There are several mechanisms for tracking down business leads and opportunities.
The major ones are:
 Business to Business (B2B) exchanges - most of these exchanges specialize
in sectors like metals, apparel and forest products. They are a source of e-trade
leads and may give you a more secure e-business environment than the online
international marketplaces can provide.
 Trade lead services - Through your Virtual Trade Commissioner, you will
receive international business leads identified by trade commissioners abroad
(see http://www.infoexport.gc.ca).
 International marketplaces - Receive sales opportunities tailored
specifically for your business by e-mail with the SourceCAN.com Opportunity
Matching Service. You control how broadly or finely the leads are filtered
before they get sent to you – so you get only what you need. SourceCAN also
offers features to help you find business partners and post opportunities you
would like to contract out. See www.sourcecan.com.
 Search engines - be sure your Web site is listed with major international
search engines such as Google and Yahoo. Your hosting service or Web
developer will do this for you.
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 Shipping and Documentation
The Internet hasn't done away with the physical movement of goods or the
documentation that goes along with them. It can, however, let you transmit
documents electronically, which is much faster than moving the information
around on paper and is just as secure. Internet tools and systems can also give you
better control of your shipping logistics.
Rather than trying to deal with document transmission or logistics management
yourself, you'd likely be better off to obtain the service of an ASP (Application
Service Provider) specializing in this area. These companies can help you with the
online implementation of processes like freight forwarding, securing insurance and
clearing customs.

For a complete list of ASP’s please visit Directory.Net at
www.directory.net/Computers/Software/Rentable

 Getting Paid from Internet Transactions
An e-business exporter can, of course, receive payment by any of the traditional
methods. Retail customers, though, tend to pay by credit card.
However, sometimes credit card payment is not possible or advisable. In this
situation, you might consider using the services of a company such as PayPal.
PayPal, for a small transaction fee, will obtain your customer's payment by credit
card, debit card, or bank account payments and remit them to you. This type of
arrangement makes getting paid so much easier.

You can find more information on PayPal and its advantages by visiting their website
at www.paypal.com.
You can also find more information regarding e-business and its benefits at
www.exportsource.ca. This site also includes information on website suitability, technical
issues, privacy protection and checking e-leads.
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Understanding the Legal Side of International Trade
 Understanding the North American Free Trade Agreement
(NAFTA)
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NAFTA is an agreement among Canada, the United States and Mexico to
remove impediments to trade and investment among the three countries. One of its
major achievements has been to eliminate the tariffs (taxes) on most goods
originating in the member nations. Another has been to liberalize regulations
affecting matters such as investment and cross-border trade in services. These
have provided many excellent business opportunities for Canadian exporters and
continue to do so.
For more information on tariffs, please see section below “HS Codes and Tariffs.”
NAFTA is most likely to have an immediate effect on your export initiative in two
areas:
 Cross-border movement of personnel - Under NAFTA, certain types of
professionals and business people can work temporarily in the United States.
There are many restrictions, however, since NAFTA is primarily an
agreement for free trade in goods, not for free trade in labor.
There are four classifications of businesspersons covered by NAFTA’s temporaryentry provisions; Business Visitors, Professionals, Intra-company Transferees,
and Traders and Investors. For the purpose of this manual however, we will only
explain what you need to do in order to enter the U.S. under the B1 classification
(Business Visitors), since you are very likely to be granted entry under the B-1
classification, provided you are engaged in marketing activities on behalf of your
company and do not intend to sell anything.

There are no
legal
requirements for
you to present a
passport in order
to enter the U.S.
However; you’d
be wise to carry
one with you.

Under the B-1 classification, you can remain in the U.S. until you conclude your
business, as long as you don't stay for more than a year. You can qualify for the B-1
classification at the time you enter the U.S. To do so, you must present:
 A letter from your company that outlines your itinerary in the U.S.
 The names and addresses of the U.S. businesses you intend to contact;
 And a statement that you will not receive income of any kind from an
American source

You can apply for a B-1 classification online at www.evisaforms.state.gov by filling
out form DS – 156 or by contacting one of the Canadian Consulates in the U.S. by visiting
their website at www.infoexport.gc.ca. To access one of our Canadian Consulates in a
specific state, please click on United States under the section titled “Our Offices Abroad”.

Also, if you expect to make frequent trips across the border, it's a good idea to have
a record of entry document (I-94) placed in your passport. The I-94 is valid for up
to six months.

If you're entering the U.S. to perform after-sales service, you'll need a copy of the
sales invoice and the related warranty and/or service agreement. You'll also need to
present suitable identification; a Canadian passport is best.

 NAFTA Rules of Origin –NAFTA rules of origin determine whether an
exported product receives preferential tariff treatment when moving between
Canada, the U.S. and Mexico. NAFTA provides preferential tariff treatment for
certain products traded between these countries when strict documentation
and certification procedures are met. Currently, preferential treatment means
either reduced or eliminated tariff rates, depending on the product.
The rules are based on the Harmonized System of tariff classification and vary
from product to product, depending on the product's composition. Basically,
however, your goods will qualify for NAFTA originating status if:



The good is wholly obtained or produced in one or more of the NAFTA
countries (i.e. Canada, Mexico or the U.S) or;
The good is made up entirely of components and materials that qualify in their
own right as goods that originate in one or more of the NAFTA countries
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The good meets the requirements of a specific rule of origin for that product –
this rule applies to a good that includes any material that was not produced in a
country other than Mexico, Canada or the U.S.

NAFTA provides a rule of origin for every type of good that incorporates nonoriginating materials. This is especially true for products classified under textiles.
If you are an exporter of textiles and the goods you produce consist of any material
such as yarn, fibers etc, that are not solely produced in either Canada, Mexico or
the U.S., you must apply for a Certificate of Eligibility in order to qualify for the
Tariff Preferential Treatment (TPL). Your customs broker or freight forwarder
should be able to do that for you. A TPL just means that either your goods will
qualify as tariff-free, or you will qualify for a reduction in the duties you are
required to pay.
The rules of origin mentioned above are uniform for every good that may be
entering the United States for the purpose of exporting. These rules however, can
get very technical and difficult to understand. Therefore, for a clear understanding
of how NAFTA regulations may affect your specific export activities, you’ll need to
consult specialists in cross-border trade, such as lawyers, brokers and shippers.

Once you actually begin exporting, you'll need to fill out Certificate of Origin forms
for those products for which NAFTA originating status is claimed. Again, you will obtain
originating status only if your goods were solely produced in Canada, Mexico or the U.S.
To obtain copies of the form, download CBSA form B232, "North American Free Trade
Agreement – Certificate of Origin at http://www.cbsa-asfc.gc.ca by clicking on
Publications and Forms, then All Forms by Number. You can also contact Export.Gov at
1-800-872-87233 for assistance on how to fill out this form.

 HS Codes and Tariffs
The Harmonized System (HS) code is an international method of classifying
products for trading purposes. This classification system is used by customs
officials around the world to determine the duties, taxes and regulations that apply
to the product.
Tariffs are the taxes that a government places on the imports that come into the
country. The amount of tariffs you will have to pay on your imported product
depends on what HS code is assigned to your particular good. To find a list of HS
codes in the customs tariff, please visit the U.S. International Trade Commission
at www.usitc.gov by clicking on Tariff Schedule, then 2005 HTSA – by chapter.
Classification is more than simply looking up an item in an index. It is a very
complicated process requiring the application of the General Rules of
Interpretation; the section, chapter and subheading notes; and the Explanatory
Notes. Therefore it is a good idea to consult with either a freight forwarder or
customs broker regarding the proper classification of your goods. For more
information on Freight Forwarders, what they do and where to contact them,
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please refer Step 7 – Delivering the Goods, Freight Forwarders and Customs
Brokers.
The Tariffs and Market Access Division (EAT) at the Department of Foreign Affairs
and International Trade offers market access information to Canadian exporters such as
information on tariffs, taxes, rules of origin and some entry procedures for Canadian goods
being exported to foreign countries. You can visit their website at http://www.dfaitmaeci.gc.ca or (613) 944-5070 or (613) 944-1569.
To give you an idea of how HS Codes are classified under the Tariff Schedule, we have
provided you with a sample schedule:
Heading/Subheading

Stat./Suffix

Mineral Products
2507.00.00

Article Description

Unit of
Quantity

.
00

2508

Kaolin and other kaolinic clays,
whether or not calcined . .
Other clays: andalusite, kyanite and
sillimanite, whether or not
calcined; mullite; chamotte or dinas
earths:

t…

Rates of Duty
Gener
al
Free

2

Special
$2.46/t
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2508.10.00

00

Bentonite. .

t…

Free

$3.20/t

2508.20.00

00

Decolorizing earths and fuller's
earth…

t..

Free

$1.48/t

2508.30.00

00

Fire-clay

t…

Free

$1.97/t

Other clays

t..

Free

$1.97/t

10

Common blue clay and other ball
clays

t..

2508.50.00

50
00

Other
Andalusite, kyanite and sillimanite

t..

Free

Free

2508.60.00

00

Mullite . .

t..

Free

30%

2508.70.00

00

Chamotte or dinas earth

t..

Free

Free

2508.40.00

Leather, Fur, Rawhides
4101

Raw hides and skins of bovine
(including buffalo) or equine
animals (fresh, or salted, dried,
limed, pickled or otherwise
preserved, but not tanned,
parchment-dressed or further
prepared), whether or not dehaired
or split:

4101.20

Whole hides and skins, of a weight
per skin not
exceeding 8 kg when simply dried,
10 kg when
dry-salted, or 16 kg when fresh,
wet-salted or
otherwise preserved:

4101.20.10

Not pretaned
10

Of bovine animals

Free

10%

pcs
kg

Textile and Textile
Articles
5101

5101.11

Wool, not carded or combed:
Greasy, including fleece-washed
wool:
Shorn wool:
Unimproved wool; other wool, not
finer than 46s:

 Dealing with U.S Taxes
The United States applies taxes to both businesses and individuals. It has two
different levels of tax jurisdiction: the first is at the federal level under the U.S.
Internal Revenue Service (IRS), and the second is at the state level. Taxes can be
based on income, or on the sale or use of a good. (for example, state sales taxes).
Adding another layer of complexity is the Canada-United States Tax Treaty, which
is intended to avoid double taxation and which will affect the way that both
Canadian and U.S. tax systems evaluate your export trade. Unfortunately, the
treaty doesn't apply to state income taxes and this may have consequences for your
tax situation
The U.S. tax system, like most tax systems, is complicated, so you'll need legal and
accounting professionals to help you avoid unexpected tax liabilities that you
didn't factor into your pricing, sales contracts or profits.
You can find out more about U.S. tax regulations and policies by visiting the Internal
Revenue Service’s website at www.irs.gov, or call the IRS at 1- 800 -829-1040.

 Reporting Your Exports
Under an agreement with the U.S., the Government of Canada gets export
information on goods destined for consumption in the U.S. market directly from
U.S. import data. Therefore, you do not have to report your exports by preparing
an export declaration for regular goods that you are exporting to the U.S.
However, if you are exporting goods that are controlled, prohibited or regulated
you must report your exports by submitting form B13A –Export Declaration,
regardless of the value of the goods. For information on this act, which includes
the Export Control List and the Area Control List, please contact the Department of
Foreign Affairs and International Trade at www.dfait-maeci.gc.ca or by phone by
calling (613) 996-2387.
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You can also view the Export Control List online by visiting the Export and Import
Controls Bureau at www.dfait-maeci.gc.ca/eicb by clicking on Export Control List.

Although it is no longer required that you report your exports to the United States
Government, it is required that you obtain a Prior Notice of Assessment before
your goods will be allowed to enter the U.S. This means that you must contact
customs officials one hour prior to the arrival of your goods. For all exporters of
food and food related goods, you must contact customs officials two hours prior to
their arrival.
For more information on exporting food and food related items to the U.S., please
refer to the section titled “Labeling and Standardization.” This section will cover
food labeling requirements as well as other necessary reporting that is required for
all food items entering the United States.

 Formal vs. Informal Entry
There are two major ways in which your goods can enter the United States: as a
formal entry, also called a commercial entry, or as an informal entry.
Shipments to the U.S. are usually required to make a formal entry if the item or
items you are shipping are valued at $2000 USD or over per shipment, or are
controlled or regulated by the U.S. government. Informal entries of merchandise
are those items that are valued over $200 USD but under $2000 USD per shipment,
and are considered non-controlled or non-regulated by the U.S. government. For
more information on controlled or regulated goods, please refer to the section
above, “Reporting your Exports.”
There are however some exceptions to this rule. Textiles, certain types of footwear
and other goods subject to quota/visa restrictions are required to make a formal
entry, whether or not your shipment is valued at less than $2000 USD. Besides
exporters of textiles and other goods, exporters of food or food related items are
also required to make a formal entry even if your shipment is valued under $2000
USD.
A port director can require a formal entry for any importation if he or she deems it
necessary for the protection of the revenue or for admissibility or enforcement issues

 Mail Shipments
Shipments by mail which do not exceed $2000 USD in value, whether commercial
or noncommercial importations (except for commercial shipments of textiles from
all countries) are entered under a mail entry prepared by a Customs officer after
the Postal Service submits the package for Customs examination.
As previously mentioned, a formal entry is required for any mail shipment
exceeding $2000 USD in value. A Formal entry is also required, regardless of value,
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for commercial shipments of textiles as well as certain other articles: billfolds,
footwear, fur, gloves, handbags, leather, luggage, plastics, rubber, textiles, toys,
games and sports equipment, etc.

 Business Number
There is a registration process for businesses involved in import/export activities.
The Business Number - (BN) is a numbering system used to identify clients that
transact business with Canada Border Services Agency (ASFC). The BN provides
businesses with a unique number to identify them and their accounts.
All Canadian businesses involved in the importing and/or exporting of
commercial goods must obtain a BN in order to account for their goods. Foreignbased or non-resident importers must also get a BN.
Clients can register for a BN by calling the Canada Revenue Agency at 1-800-959-5525
or by fax at (902) 426-7170. You can also request a BN by visiting their website at
http://www.cra.gc.ca, by clicking on Business Registration, then RC1 Request for a
Business Number. All requests for a BN are processed at a Tax Service Office.

 C-TPAT (Customs – Trade Partnership against Terrorism)
In response to the threat to our Nation's Ports and supply-chains being used as
conduits for terrorists and their weapons, U.S. Customs & Border Protection offers
a voluntary supply-chain security program for importers, brokers, carriers, and
other eligible entities. C-TPAT recognizes that in order to improve, protect, and
strengthen the cargo supply chain, the involvement of all members of the trading
community is required. Companies agree to improve the security in their supply
chain in return for "fast lane" border crossings and other important incentives".
C-TPAT is currently open to all importers and carriers. By participating in this first
worldwide supply chain security initiative, companies will ensure a more secure
supply chain for their employees, suppliers and customers. Customs will also offer
potential benefits to C-TPAT members, including:






A reduced number of inspections (reduced border times)
An assigned account manager (if one is not already assigned)
Access to the C-TPAT membership list
Eligibility for account-based processes (bimonthly/monthly payments, e.g.)
An emphasis on self-policing, not Customs verifications

More importantly perhaps, participants avoid the possible consequences if they do
not participate, such as increased chances for:






Greater scrutiny of cargo;
Added examinations;
Requests for information;
No guarantees for cargo processing times; and
Increased reviews and audits.
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C-TPAT requirements are tailored to the needs of each company, so that the package of C-TPAT
benefits can be different for each participant. However, since the process of exporting agricultural
products and textiles can be much more complicated than some other products, it is advisable for those
exporting these particular products to participate in the program.

You can more information regarding C-TPAT by visiting the U.S. Customs and Border Protection’s
website at www.cbp.gov by clicking on Import, then Commercial Enforcement

Labeling and Standardization
 Labeling Requirements
Labeling and marking provide essential information for the shippers and other
people who handle your goods, and are required for transit across the United
States border. Standardization helps ensure that your goods meet U.S.
requirements and will therefore make it easier for you to export to the U.S. market.
When labeling a particular product for export, specific labeling requirements must
be followed for certain goods entering the United States. Most products however
only require the country of origin and what the product is made of for example:





For wood products, the item must contain “Made in Canada” and must state
the kind of wood that the product was made from. The same goes for items
made of clay, bone, basketry etc.
For jewelry items, the country of origin must be “stamped” on the item and
what type of material the product was made from.
For printed items, “Printed in Canada” must be stated.

If there is no need to specify the content of the box on a label, avoid doing so. Identifying
valuable goods contained in a box is an invitation for thieves and vandals. Use coded marks
to identify export goods unless local laws prohibit this practice

Although most products fall under general labeling requirements such as country
of origin or what the product was made of, there are some products that require
specific information before they are allowed to cross the border. If the product you
are exporting is not found within the sections that follow or the items mentioned
above, most likely your product just requires the country of origin and the material
that was used to produce your product. It is also important to be aware that the
information required on the label of your product is different from what must be
shown on the invoice accompanying your shipment. To learn more about marking
and labeling requirements that must be accompanied with your shipment, please
see the section on Exporting to the United States – A-Step-by-Step Process, Step 7
“Delivering the Goods – Marks and Labels.”

 Textiles and Wool
The Textile Fiber Products Identification Act and the Wool Products Labeling Act
require that textile and wool articles bear accurate and meaningful labeling
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information to help consumers make informed purchasing decisions. The labeling
requirements do not apply until the products are ready for sale to consumers. The
law requires that most textile and wool products have a label listing:





The invoice disclosing the fiber content and the percentage being used in
predominant order. (If over 5%)
The country of origin - imported products must identify the country where they
were processed or manufactured. (i.e. Made in Canada)
The identity of the manufacturer or another business responsible for marketing
or handling the item; and
A care label explaining any special washing instruction etc.

 Woolen fibers (except rugs, mats, carpet, and upholstery) must be labeled
similar to other textiles to show the following:







Percentage of wool fiber
If fiber is virgin wool, reproduced or reused
Other fibers if over 5% by weight
Aggregate percentage of all other fibers
Name of manufacturer, importer or importers registered identification number
Country of origin (no abbreviations)

Although most textile and wool products are covered under the labeling
requirements, there are items that are not covered under these acts. For more
information on which products are covered, please refer to the Federal Trade
Commission’s website at www.ftc.gov, by clicking on For Business, then Fair
Packaging and Labeling. You can also visit this site to view more information
regarding the rules and regulations under the Textile Fiber Products Identification
Act, Wool Products Labeling Act and the Fur Products Labeling Act.

Some textile articles must also be covered by an Import Permit issued by the
Department of Foreign Affairs and International Trade. Any questions regarding
an application for an Import Permit should contact the Department of Foreign
Affairs and International Trade, Export and Import Controls Bureau, Special Trade
Policy Division at www.dfait.maeci.gc.ca or by phone at (613) -966-3711.

 Fur
Fur products — garments made either entirely or partly with fur — must have a
label disclosing:




The animal name, according to the Fur Products Name Guide. Applicable
animal names can be found in The Fur Products Name Guide at www.ftc.gov
by clicking on For Business, Textile then Wool and Fur Apparel.
The name or Registered Identification Number (RN) of the manufacturer,
importer or other seller, marketer or distributor of the fur.
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The country of origin for imported fur products (including the country of origin
for imported furs made into fur products in Canada.).

 Food
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The food label is one of the most important and direct means of communicating
product information between buyers and sellers. It is one of the primary means by
which consumers differentiate between individual foods and brands to make
informed purchasing choices.
Food labels must list:


Full name and address of the manufacturer, packer or distributor. If the name
given is the actual manufacturer, it must be accompanied by “manufactured
for” or distributed by.”



The statement of identity; the common or usual name of the food.



Net quantity of contents - Food labels printed must show the net contents in
both metric (grams, kilograms, milliliters, liters) and U.S. Customary System
(ounces, pounds, fluid ounces) terms.



List of each ingredient in descending order of predominance. (The ingredient
that weighs the most is listed first, and the ingredient that weighs the least is
listed last.)



Nutritional Facts



Nutrient reference values, expressed as % Daily Values



Uniform definitions for terms that describe a food's nutrient content--such as
"light," "low-fat," and "high-fiber"



Claims about the relationship between a nutrient or food and a disease or
health-related condition, such as calcium and osteoporosis, and fat and cancer.



Standardized serving sizes that make nutritional comparisons of similar
products easier.



“Best Before” dates.



All information must be presented in both English and French.

Labels must
be large
enough to
read and
information
must be
indicated in
the
appropriate
language.
Labels for
your export
goods must
also be
waterproof
and
resistant to
the
elements.

Under NLEA, some foods are exempt from nutrition labeling. Food produced by
small businesses also may be exempt if the food you are exporting is for direct
consumption such as a business gift. To find more information regarding this matter,
please refer to the FDA’s website at www.fda.gov.

Under the label's "Nutrition Facts" panel, manufacturers are required to provide
information on certain nutrients. The mandatory (underlined) and voluntary
components and the order in which they must appear are:

























Total calories
Calories from fat
Calories from saturated fat
Total fat
Saturated fat
Polyunsaturated fat
Monounsaturated fat
Cholesterol
Sodium
Potassium
T carbohydrate
dietary fiber
Soluble fiber
Insoluble fiber
Sugars
Sugar alcohol (for example, the sugar substitutes
xylitol, mannitol, sorbitol)
Other carbohydrate (the difference between total carbohydrate
and the sum of dietary fiber, sugars, sugar alcohol if declared)
Protein
Vitamin A
Percent of vitamin A present as beta-carotene
Vitamin C
Calcium
Iron
Other essential vitamins and minerals

Anyone wanting to export food items into the United States must first contact the
Food and Drug Administration for a Prior Notice of Assessment as well as register
electronically using the Prior Notice of Assessment Interface. (PSNI) To register,
please visit the Food and Drug Administrations’ website at www.fda.gov by
clicking on Prior Notice of Imports.

 Organics
These labeling requirements apply to raw or fresh products and processed foods
that contain organic ingredients.
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Products labeled as "100 percent organic", must contain (excluding water and
salt) only organically produced ingredients.
A raw or processed agricultural product sold, labeled, or represented, as
"organic" must contain not less than 95 percent organically produced raw or
processed agricultural products.
Products labeled "organic" must consist of at least 95 percent organically
produced ingredients (excluding water and salt). Any remaining product
ingredients must consist of nonagricultural substances approved on the
National List or non-organically produced agricultural products that are not
commercially available in organic form.
Processed products that contain at least 70 percent organic ingredients can use
the phrase "made with organic ingredients" and list up to three of the organic
ingredients or food groups on the principal display panel.
Any product labeled as organic must identify each organically produced
ingredient in the ingredient statement on the information panel.
The name and address of the certifying agent of the final product must be
displayed on the information panel.
The percentage of organic ingredients in the product
The seal, logo, or other identifying mark of the certifying agent that certified the
handler of the finished product.

You can find more information about the FDA's food labeling requirements by
visiting their website at www.cfsan.fda.gov/label.html.
Note: For those exporting agricultural or textile products, it is advisable to view
the section titled “C-TPAT.”
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Pricing & Promotion
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Strategic pricing is one of the most important factors in achieving financial success
in your export business. Part of setting a realistic export price, and therefore an
appropriate profit margin, is to examine production, delivery costs, competition
and market demand. You should also understand the variables of your target
market and other export-related expenses such as:










Currency exchange rates;
Market research and credit checks;
Receivables/risk insurance;
Business travel;
International postage, cable and telephone rates;
Translation;
Commissions, training charges, and other costs involving foreign
representatives;
Consultants and freight forwarders; and
Product modification and special packaging.

Too many crafters
price their work too
low. Remember, you
should not only make
sure your pricing
includes your
materials, but also
needs to compensate
you for your
marketing (show fees,
traveling expenses,
etc.) and your labor

 Promotion
The outcome of your promotional strategies can make or break your export
venture. In this context, promotion refers to all the communications tools you use
to convince people to buy your product. They are:


Advertising - carefully select the media that have a wide circulation within
your target audience. (television, internet, radio, print etc.)



Promotional materials - you may need to redesign your marketing materials
and packaging to remove elements that are inappropriate, offensive or
meaningless in the target market. You'll also need to translate these materials
into the native language, so be prepared to hire a professional translator with
experience in commercial and business writing. And before you use the
translation, have it double-checked by a native of the country.



Direct mail - a targeted direct mail campaign can be very effective. Research
and experience in your target market will help you build a base of potential
buyers and clients to whom you can direct your company's message.



Media - publicity via the media is a good way to create awareness, establish a
profile and build credibility. Prepare a media kit that includes a profile of your

company, new products or newsworthy activities. Include copies of any articles
published about your company.


Personal visits - personal contact with potential clients is perhaps the best
means of promotion. Many cultures value such contact in their business
relationships. Your attention to it can impress your foreign contacts.



Trade shows - attending or participating in international trade shows is an
excellent promotional method. It also allows you to check out the competition
and do market research. If it's difficult for your company to take part in a trade
event, consider teaming up with other Canadian companies, or joining a federal
or provincial delegation.



Internet - it's generally assumed nowadays that a business will have a Web
site. A well-designed site can help your export venture in many ways, from
promotion to customer service. Be prepared to commit time and money to
keeping the site up-to-date, though - an outdated site can do your enterprise
more harm than good.

 Market demand
As in domestic markets, demand in foreign markets can affect your price. In other
words, what will the market bear?
For most consumer goods, per-capita income is a fairly good way to gauge a
market's ability to pay. Per-capita income for most industrialized nations is similar
to that of Canada or the United States, while it is much lower for the rest of the
world.

Find easy and
secure ways for
your clients to
pay you. A
shopping cart
and a secure
way to accept
checks and/or
credit cards
work very
well. (I.e.
PayPal)

It's true that some products may create such a strong demand that even low percapita income will not affect their selling price. Generally, though, simplifying
products to reduce the selling price may be the best option in less affluent markets.
Remember that currency valuations affect affordability. Your pricing should try to
accommodate currency fluctuations and the comparative value of the Canadian
dollar.

Perform quick conversions to and from Canadian dollars, using the Bank of
Canada’s currency converter at www.bankofcanada.ca by clicking on Rates and
Statistics, then Exchange Rates.

 Competition
In domestic markets, few companies can set prices without considering their
competitors' pricing. This is also true in exporting. If you have many competitors
in a foreign market, you may have to match or undercut the going price to win a
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share of the market. If your product is new to a market, though, you may be able to
set a higher price.

This all means that you have several pricing strategies available:


Static pricing - charging the same price to all customers.



Flexible pricing - adjusting prices for different types of customers.



Full cost-based pricing - covering both fixed and variable costs of the export
sale.



Marginal cost - covering only the variable costs of production and exporting,
while you pay overhead and other fixed costs out of domestic sales.



Penetration pricing - keeping your price low to attract more customers,
discourage competitors and gain quick market share.



Market skimming - pricing the product high to make optimum profit among
high-end consumers while there is little competition.

After you've determined your costs and chosen your pricing strategy, establish a
competitive price for your product that gives you an acceptable profit margin.

 Marketing tools
Getting your marketing tools right is crucially important. Here's a list of things to
remember about them:
(a) Business cards should be:
▪
▪
▪
▪
▪
▪

High quality and professionally designed;
Easy to read;
In the appropriate language;
Consistent throughout your firm;
Distinctive and informative; and
Up-to-date and complete, including area codes, country, telephone and fax
numbers, postal code, e-mail and Web site addresses.

Cape Breton Centre for Craft and Design (CBCCD) may provide financial assistance to
craft businesses who wish to participate in trade activities that will help to develop
international markets for their craft products. Activities eligible for funding include
wholesale trade shows and other activities that involve the participation of international
buyers. For more information or to apply, contact Sara Salter, Program Manager CBCCD at
902.539.7491 ext 114 or sara@capebretoncraft.com.

Trade shows are organized gatherings of buyers and sellers established to create an
environment where the two sides can meet and establish communication. From
the perspective of the buyer, a trade show presents an opportunity to meet with
many vendors at a single location. For the seller, it is an opportunity to introduce a
product to a new market.
Trade shows are a highly efficient way to find appropriate channels of distribution,
find out what is happening in the industry and in specific markets, and investigate
various market entry options. Many potential and existing buyers attend trade
fairs, making these events a good way to build contacts and give your product
immediate exposure to potential customers.
 Shipping Samples to Trade Shows
When shipping samples to trade shows, there are several factors that you should
always keep in mind. Keeping these considerations in mind can help you avoid
delays in getting your product there and help ensure trade show success.
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The decision
to participate
in a trade
show should
always be
based on the
numbers;
what it's
going to cost
against the
benefits you
expect to
receive.

 It is a must that you contact the trade fair organizers before you ship your
samples to the U.S. to make sure you are meeting all required guidelines and to
ensure that your shipment reaches its final destination. It is also a good idea to
send your samples over along with your trade fair stand.
 Carefully read all the documentation the trade fair organizers send you. Special
shipping arrangements may be required for goods you are sending to the fair. If
such arrangements are needed, you should be familiar with them at the outset
of the planning process and be prepared to meet all related deadlines.
 If you have to make your own shipping arrangements, check first with the fair
organizers to verify when they can receive goods and how you must pack and
label them.
 Make all arrangements with the shipper as early as possible to benefit from the
least expensive shipping modes and rates. (See section on fright forwarders)
Shipping as early as possible also ensures that customs problems (should they
arise) are dealt with early and the goods arrive in time for the fair.
 When selecting a shipping company, make sure you select someone with
exhibit forwarding experience. Ask the trade fair organizers whether there is an
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official show logistics company. While these services are not always the least
expensive, using an official supplier can guarantee on-time delivery and saves
countless last-minute hassles.

Shipping to the United States and shipping to an international trade show in the United
States are like night and day; you have to know the rules and regulations when shipping
exhibits and products to trade shows.
A carnet acts as a merchandise passport that makes it simpler to take temporary
imports such as samples and equipment into more than 50 countries, and to leave with
them later. The document is their guarantee that all duties and excise taxes will be paid if
any of the items listed are not taken out of the country within a year. For more information
on Carnets as well as a complete list of available carnet services please visit The Canadian
Chamber of Commerce website at www.chamber.ca.

 Following up from a trade show
Don't go back to work after a trade fair and forget all about it. Following up after
the event is probably the most important part of the whole process - if you put it off
for too long, you risk losing all the benefits you worked so hard to achieve.
 Have a debriefing with the staff involved to assess what worked and what
didn't.
 Discuss how you can make improvements for future events while your
impressions are still fresh.
 Measure your success against the goals you established before the fair.
 Follow up all the leads you made. Depending on their interest and your
business, follow-up could be anything from a sales visit to a phone call, letter or
information pack.
 Evaluate the success of these leads. You will probably want to wait a few
months to do this - moving from contact to customer can take a while.
 Follow up leads with other people who visited your stand, including media
representatives who might be looking for post-fair stories to run.
 If you intend to exhibit again, reserve your place so you get the best site next
year.
At their least effective, trade fairs can be an expensive waste of time. Make sure
you know what you want to achieve. Make your goals specific and measurable -
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for example, "sell £x of products directly from the stand", or "get 50 new sales
leads". Choose you’re fair carefully and give yourself plenty of time to plan. When
it's over, follow up the contacts you made.

NAFTA allows Canadian business people to enter the U.S. to attend a trade fair or
convention. Sales staff can also enter to take orders or negotiate contracts for goods,
provided they don't deliver these goods (that is, do the work) and provided they don't
accept payments for them. If you're transporting samples or business gifts, you'll have to
declare them at the border.

 Sourcing fair information
The following short list of directories will allow you to get preliminary information
on just about any fair in the world. Once you have identified a specific fair, the
fair’s Web site is your next stop for more detailed information. For a more
extensive list of trade show links, visit the "Trade how’s/Events" section of the
Team Canada Inc’s Exportsource" web site at www.exportsource.ca.
 Expo Central
http://www.expocentral.com
This site lists trade fairs, exhibitions and conferences held around the world, as
well as virtual trade fairs in different industries. The site provides fast access and is
well organized. Its hierarchical structure includes 10 top-level categories by
location and 28 top-level categories by vertical industries, as well as more than 600
sub-categories.
 Exhibitions ’Round the World
http://www.exhibitions-world.com
This site has information on more than 4,000 of the world’s major trade fairs and
exhibition related services. Site registration is required but access is free.
 ExpoBase
http://www.expobase.com
This site is a multilingual exhibition database containing information on
approximately 17,000 exhibitions worldwide.
 TS Central
http://www.tscentral.com
This site is a directory of resources for business and professional events. The site
has information on more than 30,000 trade fairs, conferences and seminars, 5,000
service providers, and 5,000 venues and facilities around the world. TSC connects
people who organize and support trade fairs with those who attend and exhibit at
them.
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Making the Sale
 Closing the Sale
You close a sale when you get your customer to commit to purchasing your
product. Although there are numerous techniques you can use to close a sale, you
don't necessarily need to use all of them. The personality of the person you're
dealing with may affect which technique you decide to use.
 Tell the prospective customer exactly what you’re selling and how it can benefit
them.
 Create a sense of urgency if things are dragging. Convince the customer they
need your product - now. Let them know that if they don't purchase straight
away, they could miss a good deal.
 Don’t respond to questions with a yes or no. Answer your prospect’s queries
with questions of your own. Carefully chosen, these return questions can help
lead to a sale. For example, instead of answering the question, "Does this come
in black?" with "Yes," you could say, "Would you like it in black?"
 Listen for buying signals from the customer, such as:




"Have you got many left?"
"How soon could you deliver?"
"Have you got it in blue?"

Once you hear a buying signal, stop selling. Otherwise you risk talking yourself
out of the sale.
 Don't be afraid to ask for the sale. You could say: "Could I take your order
now?" Try to sound positive and upbeat.
 Giving the customer alternatives can be an effective way to close a sale. If the
customer is looking for something you don’t have such as a specific color or
style, try suggesting something else.
 After all objections have been met, stop talking and allow the customer time to
decide. If they say yes, confirm the deal. Make sure the customer is happy
with what has been agreed and follow this up later in writing or with a
telephone call.

 How to "close” with existing customers
Your existing customers are among the most important assets of your business they have already chosen you instead of your competitors. Keeping them coming
back costs far less than attracting new business, so it's worth taking steps to make
sure that they're satisfied with the service they receive. Fixed or percentage
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discount, extra goods or prizes to reward customers for behavior that benefits your
business are just a couple of ways to do this.
Existing customer relationships are opportunities to increase sales because your
customers will already have a degree of trust in your recommendations. Crossselling and up-selling are ways of increasing either the range or the value of what
you sell by pointing out new purchase possibilities to these customers. To retain
your customers' trust, however, never try to sell them something that clearly
doesn't meet their needs. Remember, your aim is to build a solid long-term
relationship with your customers rather than to make quick one-off profits.
The usual techniques for closing sales are not always appropriate for existing
customers. Some techniques you could use are:
 Ask for repeat orders. If customers are happy with the product and service, it
should be easy to secure further orders.
 Maintain regular contact to keep the account warm. Consider using email,
phone, regular mailings and face-to-face meetings.
 Monitor customers' order volumes and frequency. To prompt a repeat order,
send reminders just before you expect them to require a re-order.
 Keep customers briefed about special offers, sales, new products and related
products.
 Offer a discount on one product on the proviso that another is ordered.
 Negotiate fixed prices or retrospective discounts in return for minimum order
values or volumes.

 After the sale
Marketing experts often say that you have to sell to a customer three times -- once
before the actual purchase, once immediately afterward and again during the
weeks and months that follow. The third phase of the sale is the one that builds a
business for the long run. Following up long after a customer has made a purchase
increases customer loyalty, which translates into repeat buyers. One-time
customers are fine, but repeat buyers are the foundation for long-term success.
Here are some follow-up tips that can help you create loyal customers:
 Within several days after the sale, contact the customer to make sure his or her
expectations were met. If there are questions or complaints, this is the time to
address them, not after they have time to simmer and eventually boil over.
Also, take this opportunity to thank the customer for doing business with you
and to encourage visiting or contacting you again.
 Create a system among your sales staff to make sure customer complaints or
follow-up questions are addressed quickly and thoroughly. Don't let even the
slightest follow-up contact from the customer fall through the cracks.
Customers hate to do business with a company that treats them impersonally
or forgets about them after the sale has been concluded.
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 If a customer needs to make a return, an exchange or has any problem with a
product, respond exactly as stated in your guarantee.
 During the sale, take notes about a customer's special interests. Send out a card
or make a special phone call if you begin offering something that might be of
interest. Also try to get information about the customer and immediate family
so you can send out birthday cards, anniversary cards and holiday cards. Your
special customers will appreciate the effort.

Concentrate your follow-up marketing efforts on the 20 percent of your
customers who spend the most money with you. This will maximize your
efforts and costs.
 Within three to six months of the purchase, invite the customer to some type of

"customer-only" sale. Offer them something special to encourage repeat
business (free gifts, unadvertised specials, etc.).
Customer care involves putting systems in place to maximize your customers'
satisfaction with your business and is a crucial element of business success. Every
contact your customers have with your business is an opportunity for you to
improve your reputation with them and increase the likelihood of further sales.
From your telephone manner to the efficiency of your order-fulfillment systems,
almost every aspect of your business affects the way your customers view your
business.
A huge range of factors can contribute to customer satisfaction, but your
customers - both consumers and other businesses - are likely to take into account:
 how well your product matches customer needs
 the value for money you offer
 your efficiency and reliability in fulfilling orders
 the professionalism, friendliness and expertise of your employees
 how well you keep your customers informed
 the after-sales service you provide

There are important areas of customer service which are more difficult to measure.
Many of these are human factors such as a salesperson's conduct while visiting
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clients. In these areas it's crucial that you get feedback from your customers about
their perceptions of your customer service. Customer surveys, feedback programs
and occasional phone calls to key customers can be useful ways of gauging how
customer service levels in your business are perceived.

 How to deal with customer complaints
Every business has to deal with situations in which things go wrong from a
customer's point of view. Although it might seem contradictory, a customer with a
complaint represents a genuine opportunity for your business:
∗

∗
∗

People that are willing to complain are rare - your complaining customer may
be alerting you to a problem experienced by many others who silently took
their business elsewhere.
Complaints should be handled courteously, sympathetically and - above all swiftly.
Make sure that your business has an established procedure for dealing with
customer complaints and that it is known to all your employees. At the very
least it should involve:
○
○
○
○

listening sympathetically to establish the details of the complaint
record the details together with relevant material, such as a sales receipt or
damaged goods
offer rectification - whether by repair, replacement or refund
appropriate follow-up action, such as a letter of apology or a phone call to
make sure that the problem has been made good

If you're proud of the way you rectify problems - by offering no-questions refunds, for
example - make sure your customers know about it. Your method of dealing with customer
problems is one more way to stay ahead of your competitors.

 Business Etiquette
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Canadian exporters must also face the challenge of treating the U.S. as a market
separate from Canada. While the similarities of language, standard of living and
attitudes give Canadians a unique advantage over exporters from other countries,
they can also cause us to overlook the many ways in which the two nations are
different. Canadian companies that understand these differences will greatly
improve their chances of success south of the border. Some differences and
considerations to be aware of are:
A. Cultural Differences:


Identify and understand cultural values; the culture and geographic location of
an area will influence how business is done.



Regional background should also be taken into account when learning about
American businesses. Individual factors including industry, business structure,
management, and business mission also play a strong role in shaping an
individual business culture. Those wishing to do extensive business within one
region in the US are well-advised to spend some time researching that area in
particular. Those wishing to do business with specific companies should invest
additional time researching individual business culture through corporate
literature, marketing, and websites.

B. Making Appointments


Prior appointments are necessary.



Punctuality is very important for business occasions. In many U.S. cities, traffic
can cause considerable delays, so be sure to allow enough driving time to your
appointment. If you know that you will be late, call to let your contact know.

C. Business Dress
For a first meeting, you cannot go wrong if you dress conservatively. Afterwards,
you may want to follow the example of your American counterparts.


In U.S. business culture, dress tends to vary. In some parts of the country--the
east in particular--most people wear business suits. In other areas, such as the
west coast, a more relaxed approach to dressing is the norm in many
workplaces. Executives in most regions of the country, however, usually dress
quite formally.



Business suits or dresses are often the standard attire for women.



When not working, feel free to dress casually.

D. Business Language


Almost all business is conducted in English in the United States.

Your business
cards and how
you handle
them
contribute to
your total
image. Have a
good supply of
them with you
at all times
since you
never know
when and
where you will
encounter a
potential
client.
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Be aware that many Americans speak only English. Spanish is another common
language due to the United States' proximity to Mexico and Central America
and the large population of Spanish-speaking individuals in the country.
However, English will still be used almost 100% for business deals.



Because many Americans speak only one language, they may not be sensitive
to the difficulties of other individuals trying to speak English. They may speak
fast or very loudly [as if this will help you understand them better].



If language becomes a barrier, ask for clarification and seek understanding. If
you are not totally comfortable speaking and doing business in English, hire a
translator.

E. Topics to Avoid


Until you know a person well, avoid discussing religion, politics or other
controversial subjects [i.e., abortion, racism, sexism].



Refrain from asking women if they are married. If a woman volunteers this
information, however, you may ask a few polite questions about her husband
and/or children.



Ethnic or religious jokes

F. First Name or Title


When you meet someone for the first time, use a title and his or her last name
until you are told to do otherwise. In many cases, Americans will insist on
using first names almost immediately; this is a cultural norm that reflects a
more casual business style rather than a sign of intimacy.



Outside of the office, Americans tend to be informal and insist on staying on a
"first name basis." Nevertheless, it's important to understand the office
hierarchy, and a visitor should learn the rank and titles of all members of the
organization.

Frequently Asked Questions
1.

What forms and documents do I have to fill out when I export to the U.S.?
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There are six necessary forms that all exporters are required to have when exporting goods
to the United States. For more information on what forms are required, please refer to the
Step-by-Step Process, Step 7 – Delivering the Goods, Export Documentation.
2.

What is the Canadian Trade Commissioner Service?

The Canadian Trade Commissioner Service (TCS) is an essential source for help such as inmarket assistance including services like provision of business leads and introductions to
potential clients, foreign buyers, distributors and other contacts.
The TCS has a network of more than 500 officers in 140 Canadian embassies and consulates
abroad. All trade offices provide the following six core services: Market Prospect, Key
Contacts Search, Local Company Information, Visit Information, Face-to-Face Briefing and
Troubleshooting. Trade officers offer in-market assistance to Canadian businesses of all
sizes, across all sectors that have researched and selected their target markets. For more
information, visit www.infoexport.gc.ca.
3.

What can I do if I am a Canadian citizen experiencing difficulty entering the U.S. for
the purposes of conducting business under the provisions of the NAFTA?

If you qualify under all of the criteria set out in the NAFTA for one of the four categories of
temporary business traveler, have provided the correct documentation upon attempting to
enter a NAFTA country under one of these categories, and are still encountering problems
entering the U.S. or Mexico for business purposes, you can contact the Department of
Foreign Affairs and International Trade by phone at 1-800-267-8376.
4.

What are trade missions and how can I find information on export events and
missions?

A trade mission is a visit to a target market by a group of business delegates, including
representatives from small and medium-sized businesses, large corporations, educational
institutions and associations and is generally led by government officials. Such missions
highlight Canadian commercial, educational and cultural links to the destination countries
while allowing participants to extend their business networks. They help Canadian
businesses gain greater access to new markets, develop long-term trade and investment
opportunities, build international networks and promote Canadian values".
The Cape Breton Centre for Craft and Design, offers assistance available to craft producers
who wish to exhibit or observe trade missions/shows that will help to develop markets for
their craft products in order to expand their markets. For more information on participating
in trade shows, please contact Carol Beaton at 902-539-7491.
You can also find information on federal, provincial and sectoral trade missions by visiting
Team Canada’s export source website at www.exportsource.ca by clicking on Trade Show
Search.
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5.

If I want to do a trade show in a specific country, how do I find out which show is
best for me in that country?

The first step in finding out which show is best for you is through market research. After
you know the market you would like to target, the next step would be to contact the
Canadian Trade Commissioner Service at www.infoexport.gc.ca, at one of Canada’s
embassies, high commissions or consulates in that area. They will advise you as to which
trade show would be the most appropriate for you to attend. This falls under one of their
six core services: market prospects – notification of upcoming events (trade fairs,
conferences, seminars, trade missions).
6.

How do I reduce the risks of not getting paid by a foreign customer?

Cash in advance is the most secure option for an exporter, since it eliminates all risk of nonpayment and bolsters working capital. Unfortunately, few foreign buyers are willing to pay
cash in advance, although some will pay a portion when goods are specially ordered.
Letters of credit provide some measure of security to both the importer and exporter by
relying on banks to receive and check shipping documents and guarantee payment. By
specifying particular terms, a letter of credit can allow the costs of financing a transaction to
be borne by either the exporter or the importer. Both sight and term payment provisions
can be arranged.
One of the best ways to mitigate risk is by purchasing export insurance through Export
Development Corporation (EDC) at www.edc.ca. Accounts receivable insurance covers up
to 90% of an exporter’s loss when buyers don’t pay, and can be used as collateral at the
exporter’s bank to increase working capital. You can visit www.exportsource.ca under the
Mitigating Foreign Risk to view more information.
7.

Where do I get Canadian export and import statistics?

Trade data online, located at provides a searchable database of the latest Statistics Canada
and US Department of Commerce trade data. You can access these statistics at
http://strategis.ic.gc.ca by clicking on Trade, Investment.
8.

Where can I get a list of Canadian Trade Commissioners in foreign posts?

Trade Commissioner Service Abroad located at www.infoexport.gc.ca provides a list of
Canadian trade offices and officers around the world.
9.

What are good sources of information related to exporting?

The following are good sources of information related to exporting:
 The Cape Breton Centre for Craft and Design has numerous resources available to
craft producers who are interested in exporting to foreign countries. Such topics
include information on Trade Show/Trade Missions, Website Development,
Professional Development Services, Promotional Activities as well as Product
Development services. For more information please contact Carol Beaton at
902-539-7491. You can also visit their website at www.capebretoncraft.com.
 Nova Scotia Community College (NSCC) Marconi Campus – The Nova Scotia
Community College offers assistance to exporters who are looking for information on
how to export and who they should contact for specific exporting needs.

65

For more information concerning any of these programs, please contact Helen Graham
at 902- 563-8045.
 The Export Information Service. - Call 1-888-811-1119 toll-free and a trained
information officer will discuss your export needs and provide you with appropriate
export information, sources and/or contacts. This service is offered from within your
region Monday through Friday from 9 a.m. to 5 p.m. in every time zone in Canada. This
service is provided by the Canada Business Service Centers across the country.
 Online Export Information - Export source is Canada’s most comprehensive online
source for export information. You can simultaneously search a number of government
Web sites and link instantly to numerous useful non-government and private-sector
information sources. Several key topics are covered: preparing to export, researching
countries and sectors, marketing and financing, getting the product to market,
preventing and resolving problems, and understanding the global marketplace. For
information on any of these topics, please refer to www.exportsource.ca.
10. Where can I find information on customers in foreign countries?
The Trade Commissioner Service located at www.infoexport.gc.ca, Canada’s embassies,
high commissions and consulates abroad provide local company information free of charge
as one of their six core services. They will provide information on local organizations or
companies that you have identified. You will always be informed of any access charges to
specialized databases. Credit checks are generally referred to specialized agencies.
For market research, trade commissioners can provide names of market research firms as
part of their key contact search service.
11. What is the difference between a trade show and a trade mission?
A foreign trade show is usually a privately-sponsored promotional event that focuses on a
certain industry, or subset of an industry. The cost of the show may seem prohibitive at
first, but depending upon your level of export readiness and proactive export strategy, may
actually be a good investment for long-term growth. For many shows, there may be
government support that may help in lowering the overall cost of attendance
A Trade Mission is often a trip of a select group of companies that is being sponsored by a
federal, state or local agency, such as a local state department of agriculture or chamber of
commerce. It is much smaller in scope than a trade show and offers your company a more
personal opportunity to meet selected, pre-qualified buyers and foreign government
officials. In this case, your itinerary is arranged in advance, and your overall costs may be
much lower.

12. How can I achieve maximum benefit from a trade mission?
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Attend trade shows only in the markets that your company is committed to developing. It
would be better to attend fewer shows, complemented by some other promotional activities
in the target market, than going to all the shows but spreading resources too thinly.
Participating at a trade show also needs to be followed up by frequent contact, subsequent
market visits, etc.
Follow up all your leads meticulously - you never know which one might turn out to be a
major customer. If you have promised a quotation or samples, make sure this is done
speedily. It is your first chance to give the customer an impression of what it will be like to
do business with you, and first impressions are critical.
13. Where can I find information on funding and other programs to help me start my
own business?
The Canada Business Service Centre located at www.cbsc.org in your region can help you.
Each office is a full-service business information resource accessible province-wide and
free-of-charge. Their knowledgeable, bilingual staff will answer your business questions
and provide options to help you make informed decisions.
14. What training is available to me?


The Cape Breton Centre for Craft & Design offers numerous resources available to
craft producers looking to venture into the export market such as professional
development services, product development as well as promotional activities. For
more information regarding these services, please contact Carol Beaton at 902-539-7491.



The Forum for International Trade Training (FITT) offers both individual and group
training. Contact 1-800-561-3488 for a list of locations across Canada that offer the FITT
skills program or visit http://www.fitt.ca.
Export Development Canada (EDC) offers a free online educational service. EDC will
give you free access to a variety of online learning modules geared to the needs of small
businesses with growth in mind. These online courses, hosted at Vubiz.com, provide
you with the opportunity to learn the basics of exporting, to explore the ‘Going Global:
An Introduction to International Trade’ from the Forum for International Trade
Training (FITT), and to sharpen your skills with a curriculum of business courses. For
more information or to register, visit www.edc.ca/common/vubiz_pros_e.asp

16. Where can I learn more about international trade law and the implications for
exporters?
Exportsource.ca lists links to International Trade Law Resources which provides you
with legal resources, foreign tax laws, and foreign trade law. Use the search option at
the top of this website to search for information related to trade law by typing in
“International Trade Law Resources” in the search field.

17. Where can I find the latest on customs regulations, tariffs and documentation?
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Canadian Exporters exporting to the US should review the US regulations for Canadian
Exporters report (PDF Format), published by The Business Link, Business Service Centre
(CBSC). It provides details on taxation, customs, information on labeling, and products.
To keep up to date with the latest export regulations, Canada Customs and Revenue
Agency located at www.cra-arc.gc.ca, offers a free all-inclusive guide to customs
regulations, tariffs, etc. The guide also includes information on export documentation for
different markets and products. The Exporting Goods from Canada: A Handy Customs
Guide for Exporters can be downloaded or viewed at Canada Customs and Revenue
Agency’s website.
You may also want to register for Export Alert, a Standards Council of Canada service,
which notifies you of proposed regulatory changes in the international market. The
Standards Council also operates an Information and Research Service which can assist
exporters in obtaining information on standards, technical regulations and conformity
assessment requirements in foreign markets. Contact the Standards Council of Canada by
email at info@scc.ca or online at www.scc.ca.
18. Is there anything else I need to know?
For all other enquiries, please see the Exporting Goods from Canada: A Handy Customs
Guide for Exporters. This brochure outlines the requirements and steps that you, as an
exporter, must fulfill to meet your obligations. The publication can be found at www.cbsaasfc.gc.ca by clicking on Publications and Forms, then Topic, then Export.
19. Where can I get up-to-date trade news?
Department of Foreign Affairs and International Trade offers a free international trade and
investment newsletter, CanadExport, which provides Canadian businesses with
information on export opportunities, trade fairs and missions and business conferences.
Also featured are articles on export markets and successful Canadian exporters. To
subscribe to this publication or to read it online, visit
http://www.infoexport.gc.ca/canadexport.
20. What financing options are available to my foreign partners and those
companies abroad looking to buy my products?
EDC can also extend financing to international buyers of Canadian capital goods. In
addition, EDC can support international investors looking to invest in Canadian export
activities and Canadian Foreign Investments. To find out more, visit EDC Financing by
visiting their website at www.edc.ca and clicking on financing. For companies looking to
invest in Canada, the Canadian Government has established an Investment Partnerships
Branch (IPB) as the Government of Canada's one stop centre for investment services. The
IPB, as part of International Trade Canada, can provide all the assistance needed, free of
charge, to help foreign investors assess investment opportunities in Canada. They will
guide them through every step of the investment process, with customized help suited to
each company's precise requirements. Visit the IPB at www.investincanada.com and find
great resource for companies looking to invest in Canada. The site contains information on
Appendix
A Glossary
incentives,
taxes, industry
sectors of
and the cost of doing business in Canada.

International Trade Terms

International trade carries its own particular
terminology. The following are general trade
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expressions that new exporters will encounter
in published sources and trade discussions.
Counter-Trade - A general expression
meaning the sale or barter of goods on a
reciprocal basis. There may also be
multilateral transactions involved.
Dumping - The sale of an imported
commodity at a price lower than that at which
it is sold within the exporting country.
Dumping is considered an actionable trade
practice when it disrupts markets and injures
producers of competitive products in the
importing country. Article VI of the General
Agreement on Tariffs and Trade permits the
imposition of special anti-dumping duties
against dumped goods equal to the difference
between their export price and their normal
value.
Export Quotas - Specific restrictions or
ceilings imposed by an exporting country on
the value or volume of certain exports
designed, for example, to protect domestic
producers and consumers from temporary
shortages of the goods affected or to bolster
their prices in world markets.
Export Subsidies - Government payments or
other financially quantifiable benefits
provided to domestic producers or exporters
contingent on the export of their goods.
GDP/GNP (Gross Domestic/National
Product): The total of goods and services
produced by a country.
Subsidy - An economic benefit granted by a
government to producers of goods, often to
strengthen their competitive position. The
subsidy may be direct (e.g. cash grant) or
indirect (e.g. low-interest export credits
guaranteed by a government agency).
Surcharge or Surtax - A tariff or tax on
imports in addition to the existing tariff, often
used as a safeguard measure.
Tariff - A duty (or tax) levied on goods
transported from one customs area to another.
Tariffs raise the prices of imported goods,

thus making them less competitive within the
market of the importing country. Under the
North American Free Trade Agreement, most
duties on goods qualifying as NAFTA-

originating and shipped from Canada to the
United States and Mexico have been
eliminated.

International commerce (INCO)
terms
Cost and Freight (C&F) - The exporter pays
the costs and freight necessary to get the
goods to the named destination. The risk of
loss or damage is assumed by the buyer once
the goods are loaded at the port of
embarkation.
Cost, Insurance and Freight (CIF) - The
exporter pays the cost of goods, cargo and
insurance plus all transportation charges to
the named port of destination.
Delivered at Frontier - The exporter/seller's
obligations are met when the goods arrive at
the frontier, but before they reach the
"customs border" of the importing country
named in the sales contract. The expression is
commonly used when goods are carried by
road or rail.
Delivered Duty Paid - This expression puts
maximum responsibility on the
seller/exporter in terms of delivering the
goods, assuming the risk of damage/loss and
paying duty. It is at the other extreme from
delivered ex works (see below), under which
the seller assumes the least responsibility.
Free Carrier (named port) - Recognizing the
requirements of modern transport, including
multi-modal transport, this principle is similar
to Free on Board (see below), except that the
exporter's obligations are met when the goods
are delivered into the custody of the carrier at
the named port. The risk of loss/damage is
transferred to the buyer at this time, and not
at the ship's rail. The carrier can be any person
contracted to transport the goods by road, sea,
air, rail or a combination thereof.
Free of Particular Average (FPA) - This type
of transportation insurance provides the
narrowest type of coverage: total losses, and
partial losses at sea if the vessel sinks, burns
or is stranded, are covered.
Free on Board (FOB) - The goods are placed
on board the vessel by the seller at the port of
shipment specified in the sales contract. The
risk of loss or damage is transferred to the
buyer when the goods pass the ship's rail.
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Free on Board Airport (FOB Airport) - Based
on the same principles as the ordinary FOB
expression, the seller's obligation is fulfilled
by delivering the goods to the air carrier at the
specified airport of departure, at which point
the risk of loss or damage is transferred to the
buyer.
Free on Rail and Free on Truck (FOR/FOT) Again, the same principles apply as in the
case of ordinary FOB, except that the goods
are transported by rail or road.
With Average (WA) - This type of
transportation insurance provides protection
from partial losses at sea.

Transportation and delivery terms
The following are common terms used in
packing, labeling, transporting and delivering
goods to international markets.
Area Control List -A list of countries to which
any export (except humanitarian items)
requires an export permit.
Bill of Lading (Ocean or Airway) - A contract
prepared by the carrier or the freight
forwarder with the owner of the goods. The
foreign buyer needs this document to take
possession of the goods.
Certificate of Origin - A document that
certifies the country where the product was
made (i.e. its origin). A common export
document, a certificate of origin is needed
when exporting too many foreign markets. It
must be used for Canadian-made goods to
qualify for preferential tariff treatment under
the North American Free Trade Agreement.
Commercial Invoice - A document prepared
by the exporter or freight forwarder, and
required by the foreign buyer, to prove
ownership and arrange for payment to the
exporter. It should provide basic information
about the transaction, including description of
goods, address of shipper and seller as well as
delivery and payment terms. In some cases,
the commercial invoice is used to assess
customs duties.
Consular Invoice - A statement issued by a
foreign consul in the exporting nation
describing the goods purchased. Some foreign
governments require Canadian exporters to

first obtain consular invoices from their
consulate in Canada. A fee is usually charged.
Customs Declaration - A document that
traditionally accompanies exported goods
bearing such information as the nature of the
goods, their value, the consignee and their
ultimate destination. Required for statistical
purposes, it accompanies all controlled goods
being exported under the appropriate permit.
Customs Invoice - A document used to clear
goods through customs in the importing
country by providing documentary evidence
of the value of goods. In some cases, the
commercial invoice (see page 24) may be used
for this purpose.
Dock Receipt - A receipt issued by an ocean
carrier to acknowledge receipt of a shipment
at the carrier's dock or warehouse facilities.
(See also Warehouse Receipt.)
Ex Factory - Used in price quotations, an
expression referring to the price of goods at
the exporter's loading dock.
Export Control List - A list of goods and
technologies that require export permits to be
exported from Canada, pursuant to the

Export and Import Permits Act.
Export Permit - A legal document that is
necessary for the export of goods controlled
by the Government of Canada, specifically
goods included on the Export Control List
(see above) or goods destined for countries on
the Area Control List (see page 26).
Freight Forwarder - A service company that
handles all aspects of export shipping for a
fee. Insurance Certificate: A document
prepared by the exporter or freight forwarder
to provide evidence that insurance against
loss or damage has been obtained for the
goods.
Landed Cost - The cost of the exported
product at the port or point of entry into the
foreign market, but before the addition of
foreign tariffs, taxes, local
packaging/assembly costs and local
distributors' margins. Product modifications
prior to shipment are included in the landed
cost.
Packing List - A document prepared by the
exporter showing the quantity and type of
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merchandise being shipped to the foreign
customer.
Pro Forma Invoice - An invoice prepared by
the exporter prior to shipping the goods,
informing the buyer of the goods to be sent,
their value and other key specifications.
Quotation - An offer by the exporter to sell
the goods at a stated price and under certain
conditions.
Warehouse Receipt - A receipt identifying the
commodities deposited in a recognized
warehouse. A non-negotiable warehouse
receipt specifies to whom the deposited goods
will be delivered or released. A negotiable
receipt states that the commodities will be
released to the bearer of the receipt.

Financial and insurance terms
The following are the most commonly used
terms in international trade financing.
All Risk - This is the most comprehensive
type of transportation insurance, providing
protection against all physical loss or damage
from external causes.
Bid Bond - When an exporter is bidding on a
foreign contract, a bid bond guarantees that
the exporter will take the contract if the bid
succeeds. An exporter who refuses the
contract must pay a penalty equal to the
amount of the bond.
Cash in Advance (Advance Payment) - A
foreign customer pays a Canadian exporter
prior to actually receiving the exporter's
product(s). It is the least-risk form of payment
from the exporter's perspective.
Confirming House - A company, based in a
foreign country, that acts as a foreign buyer's
agent and places confirmed orders with
Canadian exporters. They guarantee payment
to the exporters.
Consignment - Delivery of merchandise to
the buyer or distributor, whereby the latter
agrees to sell it and only then pay the
Canadian exporter. The seller retains
ownership of the goods until they are sold,
but also carries all of the financial burden and
risk.

Document of Title - A document that
provides evidence of entitlement to
ownership of goods, e.g. carrier's bill of
lading.
Documentary Collection - The exporter ships
the goods to the foreign buyer without a
confirmed letter of credit or any other form of
payment guarantee.
Documentary Credit (sight and term) - A
documentary credit calling for a sight draft
means the exporter is entitled to receive
payment on sight, i.e. upon presenting the
draft to the bank. A term documentary credit
may allow for payments to be made over
terms of 30, 60, or 90 days, or at some
specified future date.
Draft (Bill of Exchange) - A written,
unconditional order for payment from one
party (the drawer) to another (the drawee). It
directs the drawee to pay an indicated amount
to the drawer. A sight draft calls for
immediate payment. A term draft requires
payment over a specified period.
Export Financing House - A company that
purchases a Canadian exporter's foreign
receivables on a non-recourse basis upon
presentation of proper documentation. It then
organizes export arrangements and provides
front-end financing to the foreign buyer.
Factoring House - A company that buys
export receivables at a discount.
Letter of Credit - An instrument issued by a
bank on behalf of an importer that guarantees
an exporter payment for goods, provided the
terms of the credit are met.
Letter of Credit (Confirmed) - A Canadian
bank confirms the validity of a letter of credit
issued by a foreign bank on behalf of the
foreign importer, guaranteeing payment to
the Canadian exporter provided that all terms
in the document have been met. An
unconfirmed letter of credit does not
guarantee payment so, if the foreign bank
defaults, the Canadian exporter will not be
paid. Canadian exporters should accept only
confirmed letters of credit as a form of
payment.
Letter of Credit (Irrevocable) - A financial
institution agrees to pay an exporter once all
terms and conditions of the transaction are
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met. No terms or conditions can be modified
without consent of all parties.
Open Account - An arrangement in which
goods are shipped to the foreign buyer before
the Canadian exporter receives payment.

Partnership, alliance and market
entry terms
The following expressions define the various
types of partnership or alliance arrangements
as well as methods of market entry common
in international trade.
Agent - A foreign representative who tries to
sell your product in the target market. The
agent does not take possession of and
assumes no responsibility for the goods.
Agents are paid on a commission basis.
Co-marketing - Carried out on the basis of a
fee or percentage of sales, co-marketing is an
effective way to take advantage of existing
distribution networks and a partner's
knowledge of local markets.
Co-production - This arrangement involves
the joint production of goods, enabling firms
to optimize their own skills and resources as
well as take advantage of economies of scale.
Cross licensing - In this form of partnership,
each firm licenses products or services to the
other. It is a relatively straightforward way for
companies to share products or expertise.
Cross manufacturing - This is a form of cross
licensing in which companies agree to
manufacture each other's products. It can also
be combined with co-marketing or copromotion agreements.
Distributor (Importer) - A foreign company
that agrees to purchase a Canadian exporter's
product(s), and then takes responsibility for
storing, marketing and selling them.
Franchise - This is a more specific form of
licensing. The franchise is given the right to
use a set of manufacturing or service delivery
processes, along with established business
systems or trademarks, and to control their
use by contractual agreement.
Joint Venture - An independent business
formed cooperatively by two or more parent
firms. This type of partnership is often used to
avoid restrictions on foreign ownership and

for longer-term arrangements that require
joint product development, manufacturing
and marketing.
In a specifically American legal context,
however, a joint venture is collaboration
between two companies to carry out a
particular, individual project. The venture
lasts only as long as the project does and is
governed by the partnership laws of the state
where it was formed.
Licensing - Although not usually considered
to be a form of partnership, licensing can lead
to partnerships. In licensing arrangements, a
firm sells the rights to use its products or
services but retains some control.
Trading House - A company specializing in
the exporting and importing of goods
produced or provided by other companies.

Legal terms
The following are some of the more common
legal terms encountered in international
transactions.
Arbitration - The process of resolving a
dispute or a grievance outside of the court
system by presenting it to an impartial third
party or panel for a decision that may or may
not be binding.
Contract - A written or oral agreement, which
the law will enforce.
Copyright - Protection granted to the authors
and creators of literary, artistic, dramatic and
musical works, and sound recordings.
Intellectual Property - A collective term used
to refer to new ideas, inventions, designs,
writings, films, and so on, protected by
copyright, patents and trademarks.
Patent - A right that entitles the patent holder,
within the country which granted or
recognizes the patent, to prevent all others for
a set period of time, from using, making or
selling the subject matter of the patent.
Trademark - A word, logo, shape or design,
or type of lettering which reflects the goodwill
or customer recognition that companies have
in a particular product.
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Export Readiness Checklist

 Planning and preparing
Whether you export goods many of the following preparatory steps will be similar:
∗
∗
∗
∗
∗
∗

∗

∗
∗
∗
∗

Research the market using techniques and resources as described in this guide.
Visit or contact trade commissioners in your province for information on trade opportunities
and market intelligence from around the world.
Ask the Trade Commissioner in your target market abroad for help in assessing your market
prospects and to provide you with a list of qualified contacts.
Visit cities in the region and talk to potential buyers and intermediaries.
Request a face-to-face briefing with the Canadian Trade Commissioner in the region to
discuss the latest developments in the market.
Develop a network of contacts and potential partners. Find out who your competitors and
potential allies are, and who are the most important importers, distributors and agents for
your product or service.
If working through agents and distributors, make a short list of potential candidates and
assess their qualifications and capabilities. Develop a profile of the ideal associate, then select
the one whose skills and experience best complement your export objectives.
If exporting a service, consider the possibility of finding a local partner to represent your
interests.
Put together a promotional package describing your company and its products.
Attend a regional trade fair, if possible. Do some preliminary promotion and establish
contacts with potential buyers and associates.
Make arrangements with key export service providers such as freight forwarders, trading
houses and customs brokers.

 Making the deal
The following summarizes the way you arrange a deal and ship goods to your buyers. If you're a
service exporter, of course, you won't have to deal with documentation, freight forwarding,
shipping or customs clearance.

 Check references of prospective customers
Whether you're dealing with end users, retailers or intermediaries, check their references. Using
other Canadian exporters, commercial banks, people in the industry, or your Canadian Trade
Commissioner, do the following:





verify the prospect's credit rating;
talk to other exporters who have had dealings with the prospect;
ask the Canadian Trade Commissioner in your target market to provide you with
information on the prospect; and
verify the prospect's business profile.
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 Visit prospects
Visits to important prospects in your market(s) are strongly recommended because they let you
gather insight into the prospects' needs. Before leaving Canada, though, ask the Canadian Trade
Commissioner in the market you're visiting to provide you with advice on timing and organizing
your trip.

 Finalize the sale
Finalization normally begins when your sales department receives a purchase order from the
buyer. You should respond with an acknowledgment of the order or a sales confirmation. Be sure
to confirm the following details:



quantity
payment terms
shipping/trade terms
transportation method
price



Prepare a letter of credit (LC)






This works as follows:




The buyer issues an instruction to his or her own bank.
The buyer's bank sends your bank the LC.
Your bank sends the LC to you.

The letter of credit is an important document. Review it carefully, in company with your freight
forwarder, banker and legal counsel. It must be consistent with your sales agreement, and you
must comply with all of its provisions. Remember that the buyer's bank can latch on to any
discrepancies in your documentation, and that it pays upon receipt of correct documents, not
upon successful completion of the transaction. If a name or address is misspelled, if the shipping
date is wrong, or if all charges are not included, you may be unable to collect.

 Prepare other documentation
Your shipment must be accompanied by all relevant documentation, including:







commercial invoice
packing slip
shipper's instructions
certificate of origin
standards documentation (if necessary)
health/sanitary certificate (if necessary)

 Freight forwarder involvement
Your freight forwarder prepares the following documents and delivers copies to you, your buyer
and your commercial bank:
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customs invoice
consular invoices (if required)
special packing or marking list
insurance and certificate of insurance
bill of lading

 Shipment
The shipment process works like this:




Your freight forwarder sends the goods to the carrier.
Your customer receives all relevant documentation, allowing the shipment to clear customs.
The goods clear customs at the destination entry point.

 Collection
After the shipment has been sent:






The freight forwarder presents your bank with the LC and all accompanying documentation.
You present your bank with a sight draft (demand for payment).
Your bank passes the documentation to the buyer's bank with a demand for payment.
The buyer's bank accepts the documentation and lets you know when the funds will be
transferred.
Your bank transfers funds to your account.
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