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POZNAN, POLAND

The Show: Polagra Food 2002 is the largest food show in Central and Eastern Europe and is organized
by the Poznan International Fair Ltd.

Polagra provides an excellent opportunity to introduce your products into the market or for
established companies to advertise their products to a wider audience. The show is an ideal
launching pad for making contacts not only in Central and Eastern Europe, but in other
countries as well. Last year, Polagra attracted 944 exhibitors and 37,236 visitors from
Belarus, Bulgaria, Colombia, Croatia, the Czech Republic, Hungary, Iceland, India, Latvia,
Lithuania, Romania, Russia, Singapore, the Slovak Republic, Slovenia, Sri Lanka and
Ukraine.

As an added bonus, the show will run at the same time as the industry-related Taropak,
Poland'’s premier food packaging exposition.

(-

Dates: Sept. 10-13, 2002 (Tuesday-Friday)

Deadline: July 15, 2002

U.S. Pavilion: The U.S. Department of Agriculture (USDA) Foreign Agricultural Service (FAS) has endorsed
the U.S. Pavilion at Polagra Food 2002. FAS will have an information booth and on-site show

support in the U.S. Pavilion.

Contacts: To learn more about exhibiting your products in the U.S. Pavilion at Polagra Food 2002,
contfact us today!

Sharon Cook John Cash

USDA/FAS Trade Show Office JC Exhibitions, Inc.
Washington, DC Orlando, Florida

Tel.: 202-720-3425 Tel./Fax: 407-857-6450
Fax: 202-690-4374 E-mail: jcexhibitions@cs.com

E-mail: Sharon.Cook@fas.usda.gov

For information on other USDA-endorsed international shows, log on to our Web site:
www.fas.usda.gov/agexport/tsinfo.html
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A Program for Modern Trade:
USDA'’s Supplier Credit Guarantee Program

By Michael Conlon

ince 1981, USDA has been promot-

ing U.S. agricultural trade through

the Export Credit Guarantee Pro-

grams (GSM-102 and GSM-103),

and more recently through the Sup-
plier Credit Guarantee Program (SCGP).
These initiatives have proven a powerful and
cost-eftective means to promote U.S. agri-
cultural exports.

Since their inception, the programs
have supported exports of more than 50
agricultural commodities and products to
over 60 countries. The export credit guar-
antee programs are the largest export assis-
tance programs FAS administers. Over the
last 20 years, they have supported over $67
billion in exports—or about 8 percent of all
U.S. agricultural exports.

Export credit guarantees fostered a pri-
vate-public partnership that has helped U.S.
companies compete against aggressive for-
eign suppliers and maintain or increase ex-
ports to countries where financing would
likely not be available without USDA guar-
antees. An example of note is Indonesia,
where usage of the GSM-102 program in-
creased by almost 500 percent in fiscal 2001
to $717.6 million, helping protect U.S. ag-
ricultural exports during a time of severe
political and economic instability in that
country.

Flexibility has always been a hallmark
of the export credit guarantee programs.
In fiscal 1997, FAS began implementing the
SCGP to adapt to fundamental changes in
agricultural trade and corresponding
changes in the financial mechanisms used

to pay for agricultural products. Many for-

eign markets have shifted from being pre-

dominantly state trading monopolies to
private sector buyers with a range of spe-
cialized financing requirements.

In addition, the rapid adoption and
widespread use of shipping containers for
transporting agricultural commodities to
foreign markets allowed importers to buy
smaller volumes, with more frequent de-
liveries to match their sales and distribu-
tion patterns. Bulk commodity exports have
slowed, while export market growth is in-
creasingly concentrated in high-value or
consumer-oriented products. Consumer-
oriented exports rose from 10 percent of
total U.S. agricultural exports in 1975 to
43 percent by fiscal 2001. Conversely, bulk
commodity exports dropped from 76 per-
cent of total U.S. agricultural exports in
1975 to 35 percent by fiscal 2001.

These export trends have prompted
changes in the financial mechanisms used
to pay for agricultural products. In the
1980s, bank letters of credit were frequently
used to finance agricultural imports. How-

ever, as containerized transport and the shift

toward high-value products resulted in
smaller, more frequent shipments, opening
international letters of credit became in-
creasingly expensive relative to revenues
from sales transactions. For smaller transac-
tions, such as those under $150,000, buy-
ers need a lower-cost payment mechanism.

Open account sales terms, through
which exporters provide direct financing,
presented a means of lowering both costs
and risks for the importer. Competition in
export markets allowed importers to de-
mand more attractive payment terms from
suppliers. To keep their customers, export-
ers frequently had to offer short-term credit
by establishing open account sales for im-
porters. However, this procedure exposed
exporters to considerable financial risk,
sometimes higher than they could accept.
This situation curtailed exporters’ ability to
do business.

These shifting trends in agricultural
trade and financing are reflected in the
SCGP. While the traditional GSM-102
and GSM-103 programs are driven by
bank letters of credit, SCGP is designed to
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provide payment guarantees for exporters
and importers trading on open accounts.
In place of a letter of credit,an SCGP trans-
action relies upon a promissory note issued
by the importer to the exporter. USDA
guarantees payment of the note for up to
180 days.

The SCGP is unlike any other credit
guarantee or insurance program. Because
of the fast-paced nature of agricultural
commodity trade, USDA recognized that
it could not perform a credit analysis of
the importer in a timely fashion. Such fi-
nancial analysis is time-consuming, and in-
formation is difficult to confirm in many
emerging markets. By the time a decision
could be made on the importer’ ability to
repay the debt, the sale would likely be lost
to a competitor.

Thus, the SCGP operates on a risk-
sharing basis. USDA offers a 65-percent
guarantee of the value of the export, in-
cluding freight coverage, with the exporter
retaining the other 35 percent of the risk
of default. Because the U.S. exporter bears
35 percent of the risk, the exporter is mo-
tivated to assess the credit risk posed by

the importer. The exporter probably knows

THE SCGP HAS BEEN USED
T0 SUPPORT EXPORTS OF
DOZENS OF HIGH-VALUE
PRODUCTS, LITERALLY
FROM DEHYDRATED SOUP
MIXES T0 NUTS.

the importer best, and the two firms may
have a business history.

Through the SCGP, U.S. exporters can
extend longer credit terms to foreign buy-
ers or increase the amount of credit avail-
able-without increasing their own risk of
nonpayment. The program can be of par-
ticular benefit to smaller U.S. exporters that
may not have sufficient sales volume to
qualify for private insurance to mitigate
their risk and leverage credit resources.

Sales under the SCGP have grown sig-
nificantly since its implementation. In fis-
cal 1997, U.S. products exported under the
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Contacts
For more information on the SCGP and re-
lated programs and services, contact FAS’
Export Credits area, Program Administration
Division:

Tel.: (202) 720-3573

Fax: (202) 690-1595

E-mail: askec@fas.usda.gov

Web site: www.fas.usda.gov/excredits/

SCGP totaled about $7.4 million to seven
countries or regions. By fiscal 2001, U.S.
products exported under the program had
surged to $347.66 million to 24 countries
or regions. For the first half of fiscal 2002,
sales reached $355.38 million, already ex-
ceeding the fiscal 2001 total. If this trend
continues, sales under this program will
double in fiscal 2002.

The SCGP has been used to support
exports of dozens of high-value agricul-
tural products, literally from dehydrated
soup mixes to nuts. Frozen foods, includ-
ing vegetables and potatoes, are included
in the program. But SCGP is also facilitat-
ing sales of bulk commodities, because ex-
porters and importers have found the
program to be a cheaper, faster means of
obtaining financing guarantees.

The SCGP has been a tremendous suc-
cess. FAS is continuing to seek new mar-
kets in which to expand U.S. agricultural
exports through the SCGP. Because of its
flexibility, the program will continue to
evolve to support the dynamic export mar-
ket for agricultural commodities and food
products. ®

The author, outreach coordinator with
FAS’ Export Credit area, is currently serving
as agricultural attaché in the Office of Agricul-
tural Affairs, Santiago, Chile. Tel.: (011-56-2)
330-3313; Fax: (011-56-2) 330-3203;
E-mail: usfas@rdc.cl



6 AgExporter

A Quick Comparison of USDA’s Export Credit Programs

GSM-102

GSM-103

SCGP

The GSM-102 Export Credit Guarantee Pro-
gram guarantees credit extended by U.S.
banks to approved foreign banks.

The GSM-103 Intermediate Export Credit
Guarantee Program guarantees credit ex-
tended by U.S. banks to approved foreign
banks.

The Supplier Credit Guarantee Program
guarantees short-term credit extended by
U.S. exporters directly to their overseas
customers.

Terms: Up to 3 years

Terms: 3 to 10 years

Terms: Up to 180 days*

Financing Instrument:
U.S. dollar-denominated letter of credit

Financing Instrument:
U.S. dollar-denominated letter of credit

Financing Instrument:
Importer’'s promissory note

Coverage:
98% of principal and some interest

Coverage:
98% of principal and some interest

Coverage:
65% of principal and interest

Application:
Most U.S. agricultural products

Application:
U.S. livestock and genetics; occasionally
used for bulk grains for specific countries

Application:
Most U.S. agricultural products

*The 2002 farm law authorizes appropriations to cover repayment of credit up to 360 days.
USDA will implement this change in individual markets on a case-by-case basis.

Evolution of a Program

has modified the Supplier Credit Guarantee Program

(SCGP) to enhance its effectiveness. Guarantee

coverage has been increased from 50 to 65 percent,
and the number of eligible countries and commodities has been

expanded.

business relationships between exporters and importers of U.S.
agricultural commodities. By continuing outreach efforts that
promote program use, combined with program changes that
address industry’s export credit needs, sales activity under

the SCGP will likely grow for the foreseeable future.

The SCGP is proving to be an important tool in facilitat-
g long-term market development by strengthening
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Charting SCGP Usage

By Ronald Perkel
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Expanding U.S. Agricultural Export Sales Values

$ Million
800 800
600 600
400 * 400
200 200
0 — 0
1997 1998 1999 2000 2001 2002 March 2001 March 2002

*As of March 29. **Projected total.
Supporting U.S. Sales Across Several Major Commodity Groups
$ Million*
120 2001 120 2002** *

80 80

40 40 ﬂ

Feed Oilseeds Meats
grains

Rice Cattle Planting Dried Wheat Fruits Veg.  Other**
seeds beans oils

Oilseeds Feed Meats

grains

Rice Cattle Fruits Wheat

beans mea

*Registrations—i.e., USDA guarantees of 65% of sales values. **Includes breakfast cereals, condiments, cotton, dairy products, fish, soups, snacks,

tree nuts, vegetables (canned and concentrate), wines and wood. ***As of March 29.

Dried Protein Veg. Other**

Is oils

Helping Finance U.S. Sales in Many Markets
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The author is a Management Analyst with FAS’ Export Credit area, Program Administration Division. Tel.: (202) 720-5151;
Fax: (202) 205-7774; E-mail: perkelr@fas.usda.gov.
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Some Export Financing Basics—
Or, Terms of Payment

By William S. Hawkins

efore undertaking export transac-

tions supported by the Supplier

Credit Guarantee Program (SCGP)

or other assistance, the U.S. supplier

or seller must assess the potential fi-
nancial risk inherent in the sale. Once the
seller has determined the risks that his or
her company can afford, a method of pay-
ment is agreed upon between buyer and
seller.

When considering which terms of pay-
ment will suit your sale, remember that ev-
ery transaction involves two commodities:
the product and the money. Because of the
intense competition for export markets,
offering the buyer attractive payment terms
(low transaction costs, deferred payment
terms, lower interest rates) is often essential
to export success. Here are definitions of
the terms used in this issue, especially as
they relate to export credit programs.

Promissory note issued by the importer
to the exporter is the payment instrument
used in the SCGP. The promissory note
must be payable in U.S. dollars. Participants
should carefully review the provisions of
the note. No changes can be made to the

note, nor can another form of note be used.

Documentary letter of credit is a com-
mitment from the issuing bank to pay the
seller (as beneficiary) a specified amount,
provided terms and conditions of the letter
of credit are met. The U.S.-dollar-denomi-
nated letter of credit is the payment instru-
ment used in the GSM-102 and GSM-103
Export Credit Guarantee Programs.

Letters of credit are generally irrevo-
cable. Once the letter of credit is established,

it cannot be revoked or changed without

the consent of all parties, unless the origi-
nal letter of credit specifically states that it
is revocable.

The letter of credit distributes risk be-
tween the seller and buyer. The seller is as-
sured of payment when the conditions of
the letter of credit are met; the buyer is as-
sured that he or she won'’t have to pay for
goods if the documented conditions are not
met. It is a common method of payment,
especially in new seller/buyer relationships.

The letter of credit is, however, not
without drawbacks. If, after shipment, dis-
crepancies exist in the required documents
that cannot be corrected by the seller, the
buyer has the option to approve the dis-
crepancies and pay for the shipment—usu-
ally at a discount—or to reject it. If the
shipment is rejected, the seller retains title
to the goods. A rejected shipment means
that the seller must quickly renegotiate with
the buyer, locate a new buyer (usually at a
lower price) or pay for the shipment to be
returned. Also, costs of a letter of credit add
to the price of the product and can tie up

the buyer’s working capital or credit.

You, your banker and your freight for-
warder should scrutinize the letter of credit
to determine whether it is legitimate and
whether terms and conditions can be met.
Bankers and forwarders can also help pre-
pare documentation and reduce the chance
of discrepancies.

It 1s sometimes preferable to get a let-
ter of credit confirmed by a U.S. bank if
you are concerned the foreign bank may
not be willing or able to pay you after ship-
ment. A confirmation guarantees to the
seller that the U.S. bank will pay the seller
if the documents conform to the require-
ments of the letter of credit regardless of
whether the foreign bank pays.

Another issue to consider is transfer-
ability. If the seller is acting as a broker for,
or shipper of, the goods, and the seller does
not wish to take title to the goods, the let-
ter of credit can be transferred to the sup-
plier,so both exporter and supplier get paid
at the same time after shipment.

Standby letter of credit, like the docu-
mentary letter of credit, is a commitment
or promise from the buyer’s bank to pay
the seller only if another business transac-

tion specified in the standby letter of credit
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is not performed. For example, if the buyer
and seller have agreed to an open account
sale and the buyer defaults, the seller could
present documentation to the buyer’s bank
certifying that the buyer failed to pay for
the shipment secured by the standby letter
of credit, and collect payment from the
buyer’s bank.

A standby letter of credit is frequently
used as performance security when a seller
bids on an international tender by a state
trading company. In this case, the buyer may
require the seller to open a standby letter
of credit; if the seller is unable to perform
the contract, the buyer can draw on the
value of the standby letter of credit as a

penalty.

Open account is a transaction in which
the seller agrees to provide the goods to
the buyer, who agrees to make payment at
a specified future date. Payment by the buyer
is typically made by wire transfer or check.

Open account is a high-risk method
of payment for the seller. The seller must
be confident that the buyer is well-estab-
lished, has a long and reputable payment
record, has good credit and is able to con-
vert currency into U.S. dollars. Collection
on delinquent payments may be difficult—
and costly—if the obligation of the buyer to
pay the seller is not well documented. Even
when well documented, collection on de-
linquent open account sales usually requires

legal action in the buyer’s country.

Documentary collection is a method of
payment whereby the seller uses a bank as
an agent in obtaining payment. A docu-
mentary collection usually consists of:a col-
lection instruction; financial documents to
obtain payment for money; and commer-
cial documents (e.g., invoices, bills of lad-

ing and quality certificates).

The collection instruction provides
complete and precise instructions to the
banks, including contact points for seller,
buyer, and their respective banks, amounts
and currencies to be collected, a list of
documents enclosed, the terms and condi-
tions for payment and acceptance of goods,
charges, interest, the method of payment
and instructions in case of nonpayment.

To collect payment from a foreign buyer
using a documentary collection, the seller
prepares collection instructions, a draft or
other demand for payment and the related
commercial documents which are sent
through bank channels to the buyer’s bank.
The buyer’s bank releases the documents
to the buyer upon receipt of payment or a
formal promise of payment.

The banks facilitating the collection
have no responsibility to pay the seller
should the buyer default. Documentary
collection carries the risk that the buyer
will walk away from the sale. If this occurs,
it is the burden of the seller to locate a new
buyer or pay for return shipment of the
goods.

Documentary collections can be ben-
eficial when shipping by ocean freight, be-
cause the ocean bill of lading 1s a negotiable
document and acts as title to the goods.
The shipping company will not release the
shipment unless the buyer has the original
bill of lading, which the buyer cannot ob-
tain unless he or she agrees to pay the bank.

‘When shipping by air, the bill of lading
is not a negotiable document and does not
act as title to the goods—possibly negating
the benefit of documentary collection. ®

The author is the director of FAS’ Export
Credit area, Program Administration Division.
Tel. (202) 720-3241; Fax: (202) 690-
1595; E-mail:William.Hawkins@
fas.usda.gov
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It’s All in the Details

aperwork presents considerable
P challenges, as everyone knows.

It's essential to safeguard your
company’s interests through documentation
that sets all the details down, and to check
and double-check them. For example, the
paperwork must include provisions for late
or partial payment and remedies for non-
payment.

To avoid major pitfalls, here are some
things to look for:

General:

+ Documents inconsistent with each other

-+ Description of goods on invoice different
from that in letter of credit

- Marks and numbers that differ between
documents

- Absence of documents called for in letter
of credit

+ Incorrect or incomplete names and
addresses

Draft (Bill of Exchange):

+ Amount that does not match invoice

+ Amount drawn on wrong party

+ Incorrect endorsement

-+ Indeterminable or unclear date of pay-
ment

Transport Documents:

- Shipment made between ports other
than those in letter of credit

- Signature on bill of lading that fails to
specify on whose behalf it was signed

- Required number of originals not pre-
sented

- Bill of lading that does not show whether
freight is prepaid or collect

- No evidence of goods actually “shipped
on board”

- Bill of lading incorrectly consigned

- “To order” hills of lading not endorsed

Insurance:

- Insurance document different from that
required by letter of credit

+ Shipment under-insured

- Insurance not effective for date(s) in
transport documents

+ Insurance policy incorrectly endorsed

9



10 AgExporter

Soybean Exports Soar

Under SCGP

By Mark Rasmussen

hile many sectors of the agri-

cultural industry have taken ad-

vantage of the Supplier Credit

Guarantee Program (SCGP), the

soybean industry has been par-
ticularly successful. In fiscal 2001, $117
million in soybeans and products were ex-
ported under the SCGP, and nearly that
amount moved during just the first three
months of fiscal 2002.

19336

The SCGP Has Contributed Substantially to U.S. Soybean and Soyhean Product Exports
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The program has not only increased
sales, but also encouraged exporters to ex-
pand lines of credit to importers. The aver-
age transaction size for soybeans and
products under the program jumped from
$230,000 in 1998 to about $1.9 million by
2001.

Most SCGP sales of soybeans and re-
lated products go to Mexico and Central

America. However, program use is increas-

ing in more distant markets, such as Rus-

sia, Indonesia and Egypt. ®

The author is an agricultural economist
with FAS’ Cotton, Oilseeds, Tobacco and
Seeds Division.Tel.: (202) 690-4199; Fax:
(202) 720-1171; E-mail:
Mark.Rasmussen@fas.usda.gov;Web site:
www.fas.usda.gov/cots/default.htm

Grains Make Gains With SCGP

By Joani Dong

any firms that have exported
grains using the Supplier Credit
Guarantee Program (SCGP)
stated that the program helped
them secure more sales, espe-
cially for wheat, rice, corn and sorghum to
Mexico. In the words of one exporter,*“The
program works well, and I believe it has
encouraged sales that would not have hap-

pened without the program.”

Overall, the companies expressed
satisfaction, although some suggested that
the guaranteed coverage and short-term
financing period be expanded and fees

lowered. ®

The author is an agricultural economist
with FAS’ Grain and Feed Division. Tel.:
(202) 720-1135; Fax: (202) 720-0340;
E-mail: Joani.Dong@fas. usda.gov;Web site:
www.fas.usda.gov/grain/default.htm

SCGP Has Aiso Supported U.S. Grain Exports
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Washington Winery Puts
SCGP to Good Use

By Elizabeth Mello

timson Lane, Ltd., with vineyards
sprawling across much of the Co-
lumbiaValley, is the largest wine pro-

ducer in the state of Washington.The
company began using the Supplier
Credit Guarantee Program (SCGP) two
years ago, when one of its managers was
alerted to the program’s potential benefits.
Since then, Stimson Lane, Ltd. has made
substantial use of the program; the com-
pany has found the SCGP to be helpful in

expanding sales to areas that pose a finan-
cial risk.

“It’s export insurance,” said Willi
Bickmore, manager for Stimson Lane.
“From a credit standpoint, it’s an excellent
collection tool. Importers have a greater in-
centive to pay when the government is fol-
lowing up if they don’t.”

So far, Stimson Lane, Ltd. has used sup-
plier credit guarantees to ship precious
Chardonnays and Merlots to far-flung des-
tinations like Barbados, Israel, Mexico,
China, South Korea and Taiwan. And they
are looking for more places to use the pro-
gram.

The winery finds the SCGP easy to use

and the documents easily accessible from
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the Web site. “It’s a good program,”
Bickmore said. “We’ll continue to use
it” m

The author is a marketing specialist with
FAS’ Horticultural and Tropical Products Di-
vision. Tel.: (202) 720-9903; Fax: (202)
690-3346; E-mail:

Elizabeth. Mello@fas.usda.gov;V\eb site:
www.fas.usda.gov/htp/

SCGP Helps Move U.S. Nuts to Malaysia...
And a Whole Lot More

By Ingrid A. Mohn

he product was U.S. tree nuts. The
destination was Malaysia. The im-
porter was unknown to Michael
Hampel, logistics manager of PM
Global Foods,L.L.C. But the po-
tential for establishing a relationship to fa-
cilitate future sales of horticultural prod-

ucts like tree nuts and fruit juices was prom-
ising. Was it worth the risk to his company
of extending short-term credit?

Hampel knew just what to do. He
pulled out his well-worn application tem-
plate for USDA’s Supplier Credit Guaran-
tee Program (SCGP), filled it out and sent
it in. The application was approved, the risk
was reduced, the sale was made—and PM
Global had no problems getting paid by
the importer. Another success chalked up
to that grower of exports, the SCGP.

PM Global Foods is a 12-year-old in-
ternational trading company specializing in
food service and meat items around the
world. PM Global has several sales and mar-
keting offices offering customers such ser-
vices as merchandising, coordination of

logistics and documentation—all critical for

successful global trading.

“The SCGP is a piece of cake to use,”
said Hampel, “and the FAS staft is always
ready to help.” PM Global exports millions
of dollars of food products a year all over
the globe, but no matter how many places
they export, there is always a product it’s
never handled before being purchased by
an unknown importer in a less developed
part of the world. These are the opportu-
nities to build new export markets for
which the SCGP was created.

“This program allows us to open new
markets in places where we otherwise
couldn’t aftford the risk,” said Hampel. ®

The author is a marketing specialist with
FAS’ Horticultural and Tropical Products Di-
vision.
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Wood Product Companies Give
SCGP Solid Endorsement

By Rachel Hodgetts and Jamie Rothschild

f the several wood product compa-
nies that have recently used the
Supplier Credit Guarantee Program
(SCGP), all had good things to say

and plan to use the program again.

Parton Lumber, in the Appalachian
region, uses modern logging practices to
harvest high-quality logs and transport
them to its sawmill for processing. It pro-
duces and sells an inventory of all grades
and sizes of red and white oak, tulip poplar,
various other hardwoods and some pine
lumber to both domestic and export mar-
kets.

Parton has used the program twice: for
a sale to Mexico and a sale to Portugal. Al-
though Parton would have made both sales
even without the program, the company
liked the added security that the SCGP af-
forded.

The Atlantic Veneer Corporation
of North Carolina has also used the SCGP.
The company, one of the largest U.S. pro-
ducers of hardwood veneers, manufactures
flat-cut, rift-cut and rotary-cut veneers.

“The program has helped our company
to provide leverage for existing lines of
credit in Mexico and Brazil, and it has en-
abled us to expand to new markets such as
Chile,” said Marcio Murta, Latin America
export manager for the company.

In Mexico, Murta estimates that the
SCGP enabled Atlantic to increase its sales
by more than 60 percent. Murta finds the
program very useful in Latin American

countries, where obtaining letters of credit

is not always easy. He also believes that the

program has helped his company to com-
pete against European suppliers.“They can
offer lower prices and have many financ-
ing options to choose from,” Murta said.
“We can’t compete against that without this

type of program.”

The A&E Forest Products Group,
a medium-sized lumber company in Geor-
gia, has also used the SCGP to export its
products. A&E had previous opportunities
to export but preferred to sell domestically.
However, after hearing good things about
the SCGP from another company that had
used it, A&E tried it out with a sale to
Mexico.The added security of the program
gave the company enough confidence to
expand sales abroad and helped it to ob-
tain increased credit from its bank.

A&E has used the SCGP five times and

plans to use it for future sales, possibly tak-
ing advantage of the program’s expansion
to Western Europe. “We think it is a great
program—it gives us an edge over other
wood product companies,” said a company
executive. “Although we like to think of
this program as our secret weapon, FAS
should get the word out, since not too many
other wood product companies are aware
ofit”

The experiences of these three export-
ers show that for your next export sale, you
should consider using the SCGP for in-
creased security or to offer your customers

the best financing terms possible. ®

The authors are with FAS’ Forest and
Fishery Products Division. Tel.: (202) 720-
0638; Fax: (202) 720-8461; E-mail:
ffpd @fas.usda.gov;VWeb site:
www.fas.usda.gov/ffpd/fpd.html
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A Roundup of SCGP Successes

for Dairy, Meats

By Lewis Stockard

ere’s a roundup of successes and
comments on the Supplier Credit
Guarantee Program (SCGP) from
the dairy, meat and poultry sectors.

PM Global Foods, L.L.C. uses the
SCGP not only for horticultural products,
but also to export beef, beef offals, processed
foods and cheeses primarily to Mexico, In-
donesia and Malaysia.

The 65-percent coverage has enabled the
company to significantly expand its exports
to new customers. “The SCGP has also pro-
vided tremendous peace of mind in dealing
with new customers,” said Michael Hampel,

PM Global’s logistics manager.

and Poultry

Tyson Foods, Inc. uses the SCGP
primarily for poultry, but recently has used
it for beef as well since it acquired IBP.
Tyson uses the SCGP only to export to
one Guatemalan customer at this time.“We
wouldn’t do that business without the
SCGP, due to the high risk,” said Matt Ellis,
Tyson’s international group controller. The
firm is also considering using the SCGP to
enter African markets.

“Mirasco, Inc. considers the SCGP
to be a definite success in expanding our
shipments of beef offals to Egypt,” said
Ibrahim Fahmy, the company’s controller.
The importer with which Mirasco does
business is Egypt’s largest distributor and
supplies wholesale, retail and other trade

sectors.

Conagra Poultry has used the SCGP
for sales to South Africa,and is considering

48123
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using it for Mexico. “However, we believe

the 65-percent coverage to be too low,”said
Chaz Wilson, managing director of inter-
national sales. “We prefer GSM-102 be-
cause of its 98-percent coverage.” But the
company is considering using the SCGP
because it’s the best USDA currently offers
for the term coverage.

AJC International has used the SCGP
three times for poultry meat sales to former
Soviet republics Azerbaijan and Georgia.
“The experience went well and the pro-
gram is easy to use,” said Tina Sorrel,a com-
pany executive. The coverage also helped
the company to expand its credit lines with
its U.S. banks and thus finance more ex-
ports. However, the high level of risk and
poor-to-nonexistent collectability when an

importer defaults remain serious concerns.

Simmons Food, Inc. has used the
SCGP to export chicken leg quarters to
Kazakhstan and might use either the SCGP
or GSM-102 to export poultry meal feed
to Indonesia and the Philippines. The com-
pany has no preference between the SCGP
and GSM-102. “Both programs are very
positive, and we wouldn’t do as much busi-
ness otherwise, if at all, without the cover-
age,” said Todd Simmons, president, sales

and marketing for poultry. ®

The author is a marketing specialist with
FAS’ Dairy, Livestock and Poultry Division.
Tel.: (202) 720-2208; Fax: (202) 720-
0617; E-mail: Lewis.Stockard@fas.usda.gov;
Web site: www.fas. usda.gov/dlp/dip.html
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A Seller Offers Candid
Comments on SCGP

By Anne A. Almond

eat Products International, Inc.
has used the Supplier Credit
Guarantee Program (SCGP) to
export U.S.agricultural products.
In this article, a top executive
offers insights on the company’s experiences

with the program.

How has your firm used the SCGP?

Samir Sidani, president, Meat
Products International, Inc.: We use the
program all the time—for noodle soup ex-
ports to Guatemala and also for meat ex-
ports to the Dominican Republic, and
hopetully we will soon use it to sell to other
countries.

At first, we used the program exclu-
sively to help us increase our financing ca-
pability with our bank, which required that
all export financing be insured. After we
changed our banking structure to elimi-
nate that aspect, we kept on using the pro-

gram to reduce our credit risk with buyers.

What do you like about the SCGP?
Sidani: We like the program because it

is simple to apply and, once you have the

right procedures in place, it becomes al-

most automatic.

Was your buyer aware that the sale was
taking place through the SCGP? Did
your buyer like the program?

Sidani: Our customers are usually
aware that we are using the program, be-
cause they have to sign the notes and pay
premiums.

Buyers love this program because it

allows them to get credit terms from the
U.S. exporter without having to issue a let-
ter of credit or pay in advance. We sellers
like the program as well, because it opens
new markets and new prospects for us.
My only concern is that we’ve never
had to demand payment under this pro-
gram. If this situation ever occurs, it will be
the test to see whether USDA will work
with the seller to make the payment quick
and painless, or whether it will be a legal

struggle over dotting all the i’ and crossing

all the t%s, the validity of original versus fax

correspondence and so on.
In general, so far our experience has
been very positive. ®

The author is an agricultural marketing
specialist in FAS” AgExport Services Division.
Tel.: (202) 690-2853; Fax: (202) 690-
0193; E-mail: Anne. Almond@fas.usda.gov;
Web site: www.fas.usda.gov/agexport/
exporter.html



Talking Turkey
About SCGP

By Robert Hanson

espite the importance of the GSM-

102 program in Turkey, interest has

been increasing in the Supplier

Credit Guarantee Program (SCGP).

In Turkey, GSM-102 is king, fi-

nancing 85 percent of eligible food and ag-

ricultural imports from the United States

in a typical year, with usage averaging $350

million per year over the past four years.

The importance of the GSM-102 program

in supporting U.S. agricultural exports can-

not be overstated—especially in Turkey’s cur-
rent €CONOMIC Crisis.

This crisis has also generated interest in

the SCGP. Many small companies have used

the program, and discussions with these

companies and prospective future users have

shed some light on the program’s benefits.

Since the economic crisis began in the
spring of 2001, it has become very difficult
for some smaller companies to open letters
of credit with local banks. Those that are
able to open letters of credit face relatively
high transaction costs and shortened repay-
ment terms. The cost of opening a letter of
credit and obtaining the associated docu-
mentation can be as high as 3 to 4 percent
of the transaction. For smaller companies
and relatively small transactions, this is too
expensive.

To avoid these costs, many companies
have historically traded on a cash basis. But
cash trading—in addition to the greater risk
it poses for suppliers—has also been made
more difficult in the current economic
environment, since importers’ customers are
also asking for delayed payment terms.

The SCGP is perfectly suited for these
conditions, because it:

* reduces the risk born by U.S. suppliers
who would otherwise sell on an open

account;
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* reduces transaction costs for importers;
and
* allows importers a repayment term of up
to 180 days, which allows them to ex-
tend necessary credit to their customers.
In Turkey, the SCGP has been used by
small- and medium-sized companies for all
sorts of products ranging from dried beans
to lambskins. As yet, the volume of total
program use remains low due to economic
conditions. However, the FAS office staff
in the U.S. Embassy in Ankara are optimis-
tic that interest in, and use of, the program
will grow as more importers learn about it
during regular company visits, conferences,

seminars and trade shows. B

The author is the agricultural attaché in
the FAS office, U.S. Embassy, Ankara, Turkey.
Tel. (011-90-312) 468-6129; Fax: (011-
90-312) 467-0056; E-mail:
agankara@fas.usda.gov;VWeb site:
www.fasturkey.org
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SCGP Swells U.S. Sales

In Mexico

By Kathryn DeRemer

xporters to Mexico have made the

greatest use of the Supplier Credit

Guarantee Program (SCGP). Each

year, since 1998, SCGP exports to

Mexico have increased by about 100
percent.

During its early implementation (from
1997 to 1998), the SCGP grew even more
rapidly, from $450,000 worth of coverage
to over $15 million. In fiscal 2001, USDA
extended $133.95 million worth of cover-
age under the SCGP in Mexico.

While the SCGP has been growing
rapidly, the GSM-102 program remained
three times the size of SCGP in terms of
the coverage extended in Mexico in fiscal
2001. But as noted, SCGP use has been

growing rapidly since 1998, while GSM-
102 use has been declining about 15 per-
cent per year on average. If the shifts in

program use continue at these rates, the use

of SCGP could exceed the use of GSM-
102 in Mexico by fiscal 2003. However, the
recent extension of GSM-102 to three-year
credit terms for Mexico could bolster use
of that program.

Suppliers use the program to manage
credit risk with both new and repeat buy-
ers. The program provides a way to miti-
gate the risk of selling to an unknown
importer, though some companies use the
program with every direct sale to Mexican
importers. The SCGP is a tool that many
companies use regularly to manage their
credit portfolios, and it has become part of
their standard operating procedures.

A wide variety of commodities are sold
using the SCGP. Based on dollar coverage
for 1999-2001, 75 percent of the program
in Mexico supported sales of feed grains
such as corn (white and yellow) and sor-
ghum, and oilseed products such as soy-
soybean Other
commodities sold under the SCGP in that

beans and meal.
period were meats, which accounted for 9

percent of SCGP coverage;rice (rough and
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During 1999-2001, SCGP Funding Supported Sales* of Numerous U.S. Commodities in Mexico

Feed grains,
$86.40 million
Aquaculture feed,
$4.22 million
Other**,
$18.35 million
Rice,
$15.58 million
Meats,
Oilseeds, $20.63 million
$83.74 million

*Registrations—i.e., USDA guarantees of 65% of sales values.
**|ncludes animal fat, breakfast cereals, cotton, fruits (canned and fresh), livestock, pet food,
potatoes, protein meals, dried beans, soft drinks, wheat, wines and wood.

In the Past Five Years, GSM-102 Use in Mexico Has Declined, While SCGP Use Has Climbed
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milled), 8 percent; and aquaculture feed, 2
percent. Meat products sold using the pro-
gram included fresh and frozen beef and
pork and beef oftals.

Vista Trading, an exporter that has
used the program in Mexico since fiscal
2000, explained that the balance between
the amount of coverage the company re-
ceived and its exposure risk was important.
Vista Trading has used the program for ex-
ports of sorghum and corn. “The USDA-
guaranteed value of 65 percent is enough
to encourage the exporter to participate in
the program,” said Wayne See, Vista’s ex-
port sales manager.“The 35-percent credit
risk is enough incentive for the exporter
to exercise proper diligence to make sure
the importer is financially sound.”

Based on interviews with other export-
ers that benefitted from SCGP coverage in
fiscal 2001, FAS’ Agricultural Trade Office
(ATO) in Mexico City anticipates program
use will likely increase in fiscal 2002. The
exporters interviewed thought that most
of their new sales directly to suppliers to
Mexico will occur through the program.

ATO Mexico City does not expect the
mix of product sales covered by the SCGP
to change significantly in the next couple
of years. However, based on projections of
exporters using the program, predicted
growth of the Mexican market and con-
tinued promotion of the program by ATO
Mexico City and ATO Monterrey, use of

the program will continue to grow. H

The author is the deputy director of the
Agricultural Trade Office, Mexico City,
Mexico. Tel.: (011-52-5) 280-5281; Fax:
(011-52-5) 281-6093; E-mail:
atomexico@fas.usda.gov; Web site: www.fas-
la.org/mexico
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In South Korea, SCGP Supports
Sales of Many Products

he financial crisis that began in Asia

in 1997 created a renewed demand

for GSM-102 credit guarantees in

South Korea, as well as interest in

other credit programs administered
by FAS. The Supplier Credit Guarantee
Program (SCGP) first became available for
this market in fiscal 1999—and has proven a
versatile tool for U.S. exporters and Ko-
rean importers alike.

The program has supported sales of a
wide range of U.S. products in this market,
including fruits (canned and fresh), seafood,
wines and wood. In fiscal 2001, SCGP reg-
istrations (i.e., USDA guarantees of 65 per-
cent of sales values) for South Korea totaled
$2.52 million. So far in fiscal 2002, regis-
trations have surged to $6.6 million.

This substantial rise in program use has

occurred partly in response to seminars that
the FAS Agricultural Trade Office and Of-
fice of Agricultural Affairs conducted in the

fall of 2001 with specifically targeted po-
tential importers. While importers often
claimed to be familiar with the program,
the seminars served to bring them up to
date on program changes and increased
benefits.

Importers agree that SCGP regulations
have caused no inconvenience in execut-
ing sales, and are generally pleased with the
ease of program operation. Importers also
find the longer financing period allows
them to better manage their cash flows, a
critical factor in peak import seasons, such
as before the Lunar New Year.

Terms of financing individual sales un-
der the program have varied widely, de-
pending on the U.S. supplier. Probably the
most attractive terms were those of a trans-
action of 90 days of credit with no interest.
In another case, the supplier was willing to
extend the tenor of credit from only seven
days without the program to 45 days with
SCGP coverage. Finally, one importer de-
scribed a case where he received 60-day
financing with SCGP coverage, but in re-

turn he had to pay interest of 8 percent.
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The 65-percent coverage helps U.S.

exporters manage their business risk, while
allowing them to provide greater payment
flexibility to their customers.

Users have generally reported great sat-
isfaction with the program so far. And the
SCGP could open additional opportuni-
ties for U.S.suppliers in this market. As more
and more U.S. exporters learn of these pros-
pects, use of the SCGP in Korea will ex-
pand. ®m

This article was contributed by:
Agricultural Trade Office
Seoul, South Korea

Tel.: (011-82-2) 397-4188
Fax: (011-82-2) 720-7921
E-mail: atoseoul@uriel.net
Web site: www.atoseoul.com

Office of Agricultural Affairs
Seoul, South Korea

Tel.: (011-82-2) 397-4297
Fax: (011-82-2) 738-7147
E-mail: agaff@kornet.net
Web site: www.atoseoul.com
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Olympic Opportunities in
Europe Through SCGP

By Fred Giles

n 2004, Greece will welcome the world

to the Summer Olympic games. And

Europe offers Olympic opportunities

to U.S. exports as well, thanks in part

to the recent expansion of the Supplier
Credit Guarantee Program (SCGP) for
Western Europe.

For fiscal 2002, $50 million has been
earmarked for credit guarantees to this re-
gion, comprised of Austria, Belgium, Den-
mark, Finland, France, Germany, Greece,
Iceland, Ireland, Italy, Luxembourg, the
Netherlands, Norway, Portugal, Spain, Swe-
den and the United Kingdom (U.K.).

To ensure awareness and success of the
program, FAS staff conducted outreach ac-
tivities in the U.K., Sweden, France and
Greece. In each location, the team found
great enthusiasm for the prospect of assis-
tance in obtaining U.S. agricultural prod-
ucts.

In London, importers expressed an
interest in purchasing citrus products and
other grocery items.

In Stockholm, American micro-
brewery beer seems to be the rage. One
beer importer placed his12-month purchase
plan before the team to get pointers on tak-
ing advantage of the SCGP. Importers in
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Sweden complained that strict credit terms
with U.S. suppliers limit their purchasing
power and therefore constrain their ability
to meet demand for U.S. products.

In Paris, importers are interested in
purchasing U.S. grocery items such as nuts,

dried peas and beans under the program.

And as Athens gears up to full-throttle
preparing for the Olympics, and its num-
ber of tourists swells from 12.5 million in
2001 to 25 million in the year of the Games,
demand will soar for such U.S. products as
nuts, dried beans, cereals and frozen foods
such as seafood, potato fries, dough and
vegetables.

All in all, the SCGP is proving to be
very popular in Europe, and FAS staft an-
ticipate that use will grow for the foresee-
able future. ®m

The author is an agricultural economist
with FAS’ Program Planning, Development
and Evaluation Division.Tel.: (202) 720-
0892; Fax: (202) 690-0251; E-mail:
Frederick. Giles@fas.usda.gov
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SCGP Uses in Egypt

By Ali Abdi

he Supplier Credit Guarantee Pro-

gram (SCGP) has been very useful

in Egypt for some commodities, par-

ticularly where there is a close rela-

tionship of confidence between
buyer and seller.

Egypt is a huge market for U.S. agri-
cultural products. In a typical year, Egyp-
tian companies import about $1 billion
worth of U.S. agricultural commodities, as
they did in fiscal 2001.

Major U.S. agricultural exports to

Egypt consist of bulk commodities such as
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wheat, corn, soybean and meal, dairy prod-
ucts, vegetable oils and consumer-ready
products such as processed fruits and veg-
etables. USDA credit programs, particu-
larly the SCGP, have been very valuable for
Egyptian importers and U.S. exporters. Tra-
ditional credit programs, requiring letters
of credit, have not been effective in the last
couple of years.

Although the fiscal 2001 GSM-102 al-
location for exports to Egypt was $100
million, that program has gone virtually
unused. In an attempt to slow down im-
ports, the government of Egypt prohibited
banks from opening letters of credit unless
importers deposit 100 percent of the value
in advance.This policy virtually eliminated
the use of the GSM-102 program in Egypt.

When this law went into effect, import-
ers changed the way they do business with
local banks. Most importers began using
cash against documents, which lets them
make payment through banks when the
goods arrive, rather than asking banks to
open letters of credit.

Although limited, SCGP funding for
Egypt has been a valuable tool for U.S. ex-
porters and Egyptian importers. The 2001
allocation for Egypt was nearly exhausted
by the end of the year. Egyptian importers
find the SCGP attractive because it has a
180-day credit period, and because they
avoid high letter-of-credit costs.

Exports of fresh apples and beef liver
have benefitted from this program. In the
absence of credit facilities, Egyptian import-
ers have difficulty importing U.S. agricul-
tural products, particularly when there is a
severe foreign exchange shortage in the
market. Without the SCGP, import traders
would not have the flexibility they need to
raise money from end users.

Importers currently using the SCGP
have expressed strong interest in extending

the guarantee period from six months to
one year. U.S. exporters would like to see
the guarantee level increased.

Importers are struggling to cope with
Egypt’s difficult economic conditions. The
Egyptian pound lost 25 percent of its value
against the U.S. dollar in recent months,
and most business groups anticipate further
weakening of Egypt’s currency. There is a
severe shortage of hard currency in the
market.

Moreover, economic and security con-
cerns over the past several months have re-
sulted in a $2.5 billion loss to Egypt’s
tourism sector and have reduced shipping
revenues from the Suez Canal. Private sec-
tor importers have been hit particularly hard
by the gap between the official exchange
rate and the parallel market rate. For ex-
ample, while government entities are able
to import wheat at the official exchange
rate of 4.65 pounds per U.S. dollar, private
sector importers have been forced to find
dollars in the parallel market, where ex-
change rates can go as high as 5.70 pounds
to the dollar. And even at the higher rate,
importers say they often must source funds
from various exchange dealers, or face long
delays at the bank.

Consequently, the SCGP is likely to be
of interest to U.S. exporters to Egypt, par-
ticularly in cases where they know their
customers fairly well. The SCGP has helped
exporters and importers in the Egyptian
market circumvent some economic and fi-

nancing constraints. B

The author is an agricultural attaché with
the FAS office in the U.S. Embassy, Cairo,
Egypt. Tel.: (011-20-2) 797-2388; Fax:
(011-20-2) 796-3989; E-mail:
ag.cairo@fas.usda.gov; VWeb site:
www. usembassy.egnet.net/



West Africa SCGP

Success Stories

By Bruce Zanin

n Coéte d’Ivoire since the late 1980s,
U.S. brown rice has been the core of
food aid shipments under P.L. 480 Title

I and Food for Progress. But it was not

until August 2000 that the first com-
mercial sale of 6,000 metric tons of U.S.
brown rice was made, using the Supplier
Credit Guarantee Program (SCGP).

Through September 2001, Uniriz, the
largest Ivorian miller, had made four pur-
chases, worth approximately $6 million, all
using short-term financing facilitated by the
SCGP. The brown rice is milled and sold
under the Oncle Jo brand, which is steadily
gaining a larger share of Cote d’Ivoire’s
market for high-quality rice.

The Rice Company of Roseville,
Calif. has made sales of
brown rice and corn in this
market though the SCGP.
In the spring of 2002, the |
company shipped
6,000 metric tons of
rice and 3,000 tons
of corn. The Rice
Company

and
Uniriz were brought
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together through an FAS trade mission in
February 2000, in which the USA Rice
Federation, a cooperator in USDA’s For-

eign Market Development Program, par-
ticipated.

In Mauritania

Staff from the U.S. Department
of Commerce’s Foreign Commer-
cial Service (FCS), the FAS Oftice
of Agricultural Affairs in Abidjan,
Cote d’Ivoire, the U.S. Em-
bassy in Nouackschott,

Mauritania, and a U.S. ex-
porter combined efforts
to use the SCGP in
Mauritania.
Lighthouse
American Inter-
national, Inc.,
the U.S. exporter,
has registered its
first sale under
the SCGP for $2.3
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million in wheat and expects to conclude
another sale of $2.3 million worth of veg-
etable oil soon.

The effort began in June 2000, when
the U.S. Embassy in Nouackschott sent in
a private trade opportunity cable for a
Mauritanian importer of a number of food
products. Lighthouse American Interna-
tional began negotiations with the
Mauritanian company. The deal hinged on
the extension of short-term credit to the
importer.

Initially, Mauritania was not included
in the SCGP allocations for the West Af-
rica region. However, at the request of
Lighthouse American, the country was
added in August 2001. =

The author is an agricultural attaché with
the FAS Office of Agricultural Affairs,
Abidjan, Cote d’lIvoire. Tel.: (011-225) 22-
41-1355/56/58; Fax: (011-225) 22-41-
1359; E-mail: ag.abidjan@fas.usda.gov or
ag.abidjan@globeaccess. net
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DOMINICAN REPUBLIC

The Show: Expo USA 2002 is a unique opportunity to promote U.S. products and services in the
Dominican Republic. The Great American Food Pavilion features U.S. food products.

At Expo USA 2001, over 3,000 people visited the Great American Food Pavilion, including
1,000 trade visitors (importers, distributors, retailers, etc.). Of the 80 U. S. products test-
marketed at the show, 25 were introduced into the Dominican Republic.

Expo USA 2002 is a joint activity organized and promoted by the Foreign Agricultural
Service (FAS) of the U.S. Department of Agriculture (USDA), the Foreign Commercial Service
of the U.S. Department of Commerce and the American Chamber of Commerce of the
Dominican Republic.

(-

Location: Santo Domingo, Dominican Republic :
Dates: Sept. 12-14, 2002 (Thursday-Saturday)

Deadline: July 20, 2002

Contacts: Wagner A. Mendez Teresina L. Chin
U.S. Embassy USDA/FAS Trade Show Office
Santo Domingo, Dominican Republic Washington, DC
Tel.: (809) 2270112 Tel.: (202) 7209423
Fax: (809) 732-9454 Fax: (202) 690-4374

E-mail: MendezW@fas.usda.gov E-mail: Teresina.Chin@fas.usda.gov



IZAS public affairs specialist
Don Washington is at (202) 720-3101;
E-meailswashington@fas usdeigov

Australia In February, the Australian Ministry of Agriculture approved imports of California

Approves table grapes under strict conditions that include fumigation at origin. To promote

California Grape Cadlifornia table grapes in the newly opened market, FAS will provide $75,000 to the

Imports California Table Grape Commission under its Quick Response Emergency Fund pro-
gram, created under Section 108, which finances the sale and exportation of agricul-
tural commodities to foreign governments on concessional terms. The money will
fund promotions, consumer evaluations, technical assistance and trade servicing to
the California table grape industry. The United States and Australia have counter-
cyclical growing seasons, so the trade will benefit both countries. USDA and the Of-
fice of the U.S. Trade Representative have worked for more than 10 years to obtain
access to the Australian market for California table grapes. This year, USDA's Animal
and Plant Health Inspection Service and the Australian Quarantine Authority ironed
out the final details of a shipping protocol. USDA will continue to work with the grape
industry and the Australians to reassess the program at the end of the first shipping
season to review the need for some of the requirements. For more information about
the Quick Response Emergency Fund go to: www.fas.usda.gov/mos/108/
Program%20Notices/10801001.html

USDA To Promote FAS will host a U.S. Pavilion Sept. 17-19, 2002, at the Health Ingredients Europe (HI
Paris Health Food Europe) 2002 exhibition in Paris, France. This is Europe's only exhibition and confer-
Show ence dedicated solely to the health food ingredients industry. Across Europe, func-

tional food demand is expected to grow 30 percent over the next two years. That
makes it the fastest-growing food segment in the region. In France alone, the market
for organic food expands 20 percent annually: sales in 2000 reached $1 billion and
are expected to reach $2.4 billion by 2003. While the health food market is special-
ized, it is by no means limited. Makers of spices, vitamins, plant extracts, diet foods,
food supplements and natural aroma products have a place in this trade show. Many
European health product manufacturers are expected to attend, looking for ingredi-
ent suppliers. For more information on exhibiting products at HI Europe, or for infor-
mation on other USDA-endorsed shows, contact: Sharon Cook, FAS' Trade Show
Office. Tel.: (202) 720-3425; Fax: (202) 690-4374; E-mail: Sharon.Cook@fas.usda.gov

The Fourth Time The fourth year of participation at the Canadian Food and Beverage Show in Toronto

Is the Charm proved to be the most successtul so far for the USA Marketplace Pavilion. A new loca-
tion on the exhibit floor with better traffic flow and record attendance helped to make
the Pavilion a resounding success. Projected 12-month sales from the show are ex-
pected to reach $1.9 million.

Guide to Exporting FAS has published a new guide to assist fishery product exporters with everything

Fishery Products from document preparation to finding industry contacts. The guide features a special
section on financing options and information to help U.S. agribusinesses gain market
share worldwide. U.S. exports of seafood products rose 10 percent in fiscal 2001 alone,
and were valued at $3.1 billion. The free guide is on FAS" homepage:
www.fas.usda.gov/iipd/Export-Guidebook/FisheryGuide.pdf

Hard copies are available by calling FAS' Forest and Fishery Products Division at

(202) 205-7763. Mail requests to USDA, FAS/FFPD, AgSTOP 1047, 1400 Independence
Ave., SW, Washington, DC 20250-1047.
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