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Exporting to the Americas

set the increase in raw material costs.”
In the food import business, there is increasing interest 

from U.S. exporters looking to ship to Canada, but still not 
a lot of additional business. While U.S. agricultural exports 
into Canada are expected to reach $77 billion in 2007 (the 
U.S. Department of Agriculture scaled up its projection 
nearly 7% at mid-year), there is a feeling on the Canadian 
side that U.S. companies view shipping food products into 
Canada as complicated and difficult with issues around 
packaging and labeling and language.   

Such concerns are largely unfounded, however, says a 
Canadian-based agri-food marketing rep. While there are 

supplemental requirements that must be met, the Cana-
dian marketplace is so accessible from a transportation 
and logistics standpoint that it’s worth a bit of effort. Also, 
there are programs offered through the U.S. Department 
of Agriculture that help fund the changes needed to make 
a food product ready for export. 

Indeed, facilitated cross-border entry is a distinct advan-
tage to trading in Canada. The country has put programs 
in place that make it easy for American companies to access 
the Canadian marketplace. Through the Non-Resident 
Importer (NRI) program, U.S. export businesses are able 
to qualify as importers of record, allowing them similar 
rights and privileges to companies located in Canada. The 
NRI program enables a U.S. business to operate in Canada 
without necessarily having a physical presence in the coun-
try, making entry into the market far less expensive than it 
would be otherwise.

Don’t stop at Canada
If dollar devaluation is the principal driver for increased 
U.S. exports to Canada (something which few experts 
expect to change in the near future), it also is impacting 
other markets favorably.

But a word to the wise, currency fluctuates both ways 
over time. In order to protect against reversals from being 
on the wrong side of a dollar swing, Fortsch encourages 
companies to diversify their exports not only for aggressive 
growth but also as a defensive strategy. 

“Expand your global business and use export related 
financial products, which can help mitigate risk and help 
[customers] develop their export capabilities,” he rec-
ommends.

The Trade Bank’s Durning agrees: “Focus on your 
core competencies and use your financial partners to help 
hedge against fluctuations,” she advises.

Currency fluctuations are inevitable when financial mar-
kets determine the value of freely traded currencies. Smart 
businesses know this, and prepare for fluctuations then 
take advantage of the opportunities that arise for changes 
in currency values. It is an exciting time for U.S. export-
ers—exports are surpassing imports, helping to narrow 
the trade deficit, and there is rising demand for American 
goods while economies around the globe are seeing an 
increase in currency values. 

It could just be the perfect storm for American 
exporters. wt

Contributing Editor Andrea MacDonald is a native Canadian, who cur-

rently lives in Ft. Erie, Ontario.
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accessible from a transportation 

and logistics standpoint that  
it’s worth a bit of extra 

compliance effort.

While he says it’s still too early in 
this phase of the currency valuation 
game to know how much trade will 
expand northward, the head of the 
U.S division of Canada’s largest cou-
rier service and his colleagues have 
been putting the pieces in place to 
be primed for growth. 

 John Costanzo, President of Puro-
lator USA for the past six years, has 
begun to see a pick-up in Canadian 
companies buying industrial equip-
ment from U.S. vendors. 

“In situations where people are 
building or replacing equipment 
and looking for better purchasing 
options, the U.S. is suddenly looking 
more appealing.”  

Organized with a staff of two in 
1960 as the Canadian subsidiary of 
an American courier, Purolator has 
grown over four decades to become 
one of the country’s largest employ-
ers.  Although it has recently added 
inter-U.S. deliveries to its offerings to 
be able to increase the value proposi-
tion it can offer customers, the bulk 
of Purolator’s traffic involves moving 
freight into and out of Canada.  

As such, it is ideally positioned to 
exploit the export surge as Canada’s 
largest integrated distributor.

“We want to own the cross-border 
trade; we focus 100% of our energy 
on that everyday.”

Costanzo points out that Purola-
tor is positioned to offer its Canada-
bound customers faster service with 
better distribution at reduced costs. 
Rather than treat Canada “as the 51st 
state,” which is how he characterizes 
the competition (“Canada bound 
packages get picked up in the sweep 

of domestic freight and delivered in 
the same profile, which often means 
unnecessary air”), Purolator can 
consolidate Canada-bound packages 
in its U.S. distribution centers and 
deliver them via ground line haul 
overnight.

“With our service, we’re going 
to consolidate your 100 packages 
and charge you one clearance 
charge. Other companies shipping 
to Canada will ship 100 separate 
packages, incurring 100 separate 
charges. We’ll send it up as a con-
solidated freight shipment and 
then when it gets there, break it 
down into its parts.”

Another benefit of this model—all 
the more valuable with the expensive 
loonie and cheap dollar—is the abil-
ity to eliminate dedicated Canadian 
distribution centers and ship directly 
from U.S. facilities via Purolator land 
haul next day delivery.  
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