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INTRODUCTION

The countries of Western Europe have as of |ate experienced economic difficulties. Slow economic growth
has been made worse by the European Union's (EU) policy framework known as the stability and growth
pact. This policy requires reduced public spending as the economy dows. In the foreign policy sphere
there is awide divergence among mgor players like Britain, Germany, and France in their support of the
American postion on Irag. Despite these concerns, Western Europe continues as a prime location for
international businessendeavoursasit hasachieved the status of theworld'slargest market. The EU market
currently contains apopulation of some 370 million and 15 states. Europeisno longer seen asafragmented
and diverse continent, but more as a single, growing market. Nine additiona countries, mostly former
Soviet Bloc members, are consdered as candidate countries for EU membership. The potentid of this
growing "Euroland" as agloba force cannot be underestimated.

Canada has a number of higtorica links with Europe which makes doing business a natura consequence.
Aswdll thereisaconsderable and growing literature availableto ass st the businessenterprisein assessing
and reducing therisk of doing businessin thisregion.

Theintent of thisannotated bibliography of materias and servicesisto assist the business personin gaining
access to information sources which will make business opportunities in Western Europe less formidable
and decision-making lessrisky. Of course, business sudentswill usethe bibliography to assst themintheir
internationa business projects. For smplicity's sake the bibliography itsdlf is broken down by country
where gppropriate. However, where a publication provides coverage for afew or dl the countries of the
region it will be listed under the entry "Western European Region.” The periodicds listed are excellent
sources for current information, while the bibliographic databases are particularly useful for tracking down
earlier published articles. Only aselect number of Internet Sites have been chosen from the hundreds that
have beenreviewed. They have been selected because of their content, ability to Stay current, and thelinks
they provide to other rdlevant Stes. Remember that the addresses provided for the Stesare as current as
possible, but may change or become obsolete due to many factors. If thisoccurstry using asearch engine
for the respective organization.

The book portion of the bibliography generally contains more recently published materids. It is a
representative rather than a comprehengive listing of everything thet is avallable. Keep in mind that the
collections of the A.D. Cohen Management Library are constantly being devel oped.

Further information about materias or sarvicesin the Library isavailable by caling (204) 474-8440 or on
the Library's Home page at http://mww.umanitoba.callibraries/unitsmanagement/. Thispublicationisaso
available ectronicdly at that address.
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FRANCE

TheBusiness Culturein France. Colin Gordon. Butterworth- Heinemann.1996.
Thistitle is one of severd booksin asmall series on business culture published by Butterworth; the other
titles cover Germany and Spain.  The series editor defines business culture as the state of commercia
development in acountry aswell asthe beliefs, attitudes, and vauesthat underpin that activity. Theauthor
introduces France as a country which in comparison with other western developed countries has seen the
date play acrucia and dl-pervasverole. Thisreationship between business and government wasfurther
cemented by France's legacy of one-party rule. However, France's economy has been impacted by the
globalization of markets and the internationdization of its firms over the past 20 years. These economic
factorsact asan introduction to chapters on the rel ationship between business and the law, finance, and the
labour market in France. The country's trade unions, characterized by strength in the public sector, low
membership, and militancy are surveyed. The educationa system and in particular the role of the Grand
Ecolesin educating business peoplefor theworkforceisandyzed. The concluding chaptersin thebooksin
this series ded with penetrating the market of the respective country being consdered. Thusthereisa
thorough discussion of direct sdling, the use of agents or digtributors, or formaly setting up acompany in
France through a branch office, amerger or acquigtion, or joint venture.
LOCATION: ADMIN HF 3554 G67 1996 (Main Stacks)

Doing Business with France. Roderick Millar. Kogan Page. 1998.
With theworld'sfourth largest economy, France, as described by the contributorsto thisvolume, is poised
to play amgor rolein the European Union and the world economy for yearsto come. The contributorsare
comprised of leading specidigts from the academic, corporate, and governmenta spheres of French
business, finance, and investment. The volume opens with a background section thet looks &t the political
environment, government sysems a the nationd, regiona, and loca levels, infrastructure and ditribution,
and business culture. As to business culture the importance of learning the language is stressed as the
French have afierce pridefor their mother tongue. Under asection confusingly entitled "Investment I ssues”™
management education, vocationd training, the role of trade unions, and environmenta issuesare addressed
before a closing chapter on incentives on investing in France. This chapter does, however, provide a
detailed outline to the various incentive programs avalable to companies from the different levels of
government and the private sector in areas including Start-ups, property subsidies, tax exemptions, hiring
andtraining, and research. 1n succeeding chaptersthe focus shiftsto banking, accounting, andtax andlegd
issues. Thevarioustypes of banks are reviewed aong with the services they offer. French stock markets
and thelr listing requirements are addressed dong with the methods used and recent developmentsin the
rasing of capitd for corporateinvestment. Thetax and legd requirements of companies setting upin France
arereviewed from the perspectives of company formation, employment law requirements, competition law,
and management rights and respongbilities. The tax and legd issues section is authored by Coopers &
Lybrand CLC Juridique et Fiscd, one of Frances largest law firms. Appendices on investment
opportunities, contributor contacts, and further sources of information conclude the volume.
LOCATION: ADMIN HG 5472 D64 1998 (Main Stacks)
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The European Business Environment: France. Robert Crawshaw. International Thomson
Business Press. 1997.
This volume is one of three, the other two covering Germany and the UK, in the European Business
Environment series. The objective of the seriesisto provide a better understanding for both management
sudentsand practising businessman of these mgjor European nationa businessenvironments. Each volume
looksat five discrete areasfrom an academic perspective. Theseareasinclude agenerd economic andyss,
the marketplace, the financia markets, the legd inditutions, and human resources.  This volume aso
describes the French research and technology environment with its particular nationa character of radica
innovation and state support. In fact, the French national character, culture, and way of life impact many
aspects of the economy and devel opment within the country. Simply stated, the French are individudists
who have accepted forma state socia structures based upontheir feudal and monarchist past. The French
marketplace is dso affected by its nationd culture as well as by a shrinking union membership and a
fragmented middle cdlass. Within financia markets France has seen explosive growth in both her banking
sector and stock markets. Equity financing has become amgor means of financing French companiesto
the point that ajunior stock market was created for promoting smaller Sze companies. Asto the legd
environment, the French notion of citizenship which combinesindividud liberty with collectiveresponghility
results in a system where business can no longer be described as free enterprise. In regard to human
resources the state began to withdraw from the socid domain in the 1980s with the result that collective
bargaining moved to a decentralized modd with negotiation taking place at the locd rather than at the
nationd level. The overdl andysis provided throughout the text is detailed and supported by numerous
summary tables, graphs, and datigtica data. A glossary of key termsis aso provided.
LOCATION: ADMIN HD 70 F8 F724 1997 (Main Stacks)

FranceProfiled: Essential Factson Society, Busnessand Paliticsin France. Bary Turner.
St. Martin's Press. 1999.
Barry Turner, editor of the Statesman's Y earbook, has edited a series of fact books on major countries or
regions around the world. The coverage includes Centra Europe, China, France, Germany, Itay, Latin
America, Scandinavia, and the United Kingdom. The intent is to provide a readily accessble reference
guideto higtoricd events, busnessand socid customs, mgor cities, and economies of the various countries
and regions profiled. The French profile openswith brief descriptions of the 22 metropolitan regionsinthe
country, movesto a chronology of mgor historical and cultural happenings, and then proceeds to a useful
section on Francesmgjor cities. Thecity sketchesare practical and includeair, road, train, and bus access
information as well as business traveers and tourist landmark highlights. Mgor city maps are included.
Coverage of the economy and trade is focused on the mgjor sectors such as banking and finance, energy
and naturd resources such as forestry, and agriculture. Detailed data and analysis will haveto be located
elsawhere. Considerable coverageisaso givento France's overseas departments, territoria collectivities,
and overseasterritories. Recommendationsfor further reading are provided at the end of thetext on France
and its departments.
LOCATION: ADMIN DC 33.7 F7231999 (Main Stacks)
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Passport France: Your Pocket Guideto French Business, Customsand Etiquette. Nadine
Joseph. World Trade Press. 1997.
The World Trade Press publishes a series of pocket guides to the corporate cultures of countries
worldwide. Countries covered in the Western Europe region include France, Germany, Itdly, Spain, and
the United Kingdom. These condensed guidesfocus on the culture, customs, and business etiquette of the
respective countries. The god is to improve interculturd communication in business rdationships. The
format of each is identical with four sections providing an overview, a description of the business
environment, acustoms and etiquette section, and an additiond information concluson. The French guide
notesthat Franceisthelargest country in Western Europe, hasthe fourth largest economy in theworld, and
that the French seetheir contributionsto world culture far exceeding that of any other country. Inbusiness
meatters time is aflexible concept and deadlines not sacrosanct. Business negotiations are seen asaverba
dud with nonverba communication such asfirs gppearancesand body language being very important. The
concluding chapters of the guides contain basic phrases used in everyday conversation, how to format
correspondence and addresses for that country's postal system, and selected Internet addresses.
LOCATION: ADMIN HD 58.7 J65 1997 (Main Stacks)

Simple Guide to France: Customs and Etiquette. Danidle Robinson Globa Books. 2™
edition. 1998.
The British publisher Globa Books has published aseries of what they describe asessentid briefingson the
customs and etiquette of countries around the world for business and pleasure travellers. Coverage for
Western Europeincludes England, France, Irdland, Holland, and Germany. The guidesattempt to provide
the reader with the necessary background to avoid basic mistakesin conversation or persond relationships
in locations new to them. The guides are short, under a 100 pages, and structured to make a quick
introduction to anew culturevery convenient. They usudly contain amap of the country and hot or top tips
stressing important nuggets of know-how interspersed throughout thetext. The French guide opens witha
brief geographical introduction and a section on French attitudes towards foreigners and foreign attitudes
towardsthe French. Thereareindividual chapters on meeting people, being out and about in France, and
business contacts. Asto business contactstheimportance of formality, especidly with the older generation,
recognizing theauthority of managing directors, and appreciating that averbd agreement isonly preliminary
to awritten, legal agreement are al keys to success in France. The guide concludes with two practica
sections on useful words and phrases and facts about France.
LOCATION: ADMIN BJ1883 R63 1998 (Main Stacks)




GERMANY

The Business Culture in_Germany: Portrait of a Power House. Collin Randlesome.
Butterworth Heinemann. 1994.
Thistitleis one of severd booksin asmal series on business culture published by Butterworth; the other
titles cover France and Spain. The author defines business culture asthe state of commercid development
inacountry aswell asthe beliefs, atitudes, and va uesthat underpin that activity. Germany isdescribed as
having a socid market economy rather than a free market economy. This means that there is Sate
intervention in the market, but only when it becomes necessary. Overdl German business culture is
characterized by concern for the environment, strong research, long-termismin regard to Saying in business,
and a reluctance to sl out to the highest bidder. A strong and conservative business culture is further
demondtrated by the lega system which mandates a dud board system separating the interests of
shareholders from those of management. Unions have significant bargaining power asthere are 16 mgor
trade unions, one per mgjor industry. The characterigtics of East German business prior to unification, on
the other hand, were notable for inferior manufacturing, a poorly trained work force, neglect of the
environment, a union movement dominated by the Communist Party, and a command style economy.
Throughout thetext these differences are addressed wherever gppropriate. Organizationally the book |ooks
at the German business cultura characteristics mentioned above as they relate to mgor themes such as
government, the economy, the law, finance, trade unions, and the labour market. A final section deaswith
how German business culture can be penetrated by business people from other cultures. In particular the
two methods described are through marketing or through acquigtion. AsGermany isabuyer's market with
an expectation of high standards, awell-organized and long-term marketing strategy isrecommended. For
an acquisition aforeigner should consult with an adviser rather than considering a hodtile takeover.
LOCATION: ADMIN HF 3566.4 R36 1994 (Main Stacks)
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Culture Shock! : Succeed in Business, Ger many: the Essential Guide for Business and
|nvestment. Richard Lord. Times Books International. 1998.
The author, Richard Lord, who has lived in Germany for the past two decades, makes it clear in his
introductory comments that Germans have their own unique way of doing busness. By gppreciating the
digtinctivenessin the German character, caused by historica, socid, geographica, and resourcefactors, one
will be able to overcome the shock of doing businessin the country. This volume reviews the traditiond
areas of interest for internationa business persons, that is the German economy, banking and finance, legal
issues, and marketing in Germany. The labour scenein Germany deserves specid mention because of its
long history of goodwill between labour and management. German indudirid relationshaswhat iscaled a
dua system of interest representation. Employees have representation by both aworks council, made up of
union and non-union workers, and aunion. The works council has the privilege of co-determining, ong
with management, matters such as hours of work, hirings and dismissas, and training. Unions are not
involved in these processes, but do have the power of dtrike action. The work councils dso play a
moderating role in labour disputes and this has given the country arelative history of labour peace. Lord
aso pays specia attention to the German character. He notesthat Germansare not generaly risk takersas
ther higtory isfilled with fallures and devadtating losses. Germans are dso known for their inflexibility and
the compartmentdization of their lives. Thelatter trait refersto ther preferenceto keep their lives, beit their
work, family, or socid activities, in compartments separate from each other. German business culture,
Germany's role in the European Union, and matters outside the office are also addressed. The book
concludes with several useful sections on useful words and phrases, important contacts, and trave tips.
LOCATION: ADMIN HF 5389.3 G3L67 1998 (Main Stacks)

Doing Businesswith Germany. Jonathan Reuvid. Kogan Pagein association with the German
British Chamber of Industry and Commerce. 3 edition. 2002.
Recent developments in Germany over the past few years such as large increases in foreign investment,
deregulation efforts, and a tax reduction scheme have made the country even more entrepreneurial and
atractiveto busnessthan before. Theeffect of these devel opments on the economy isreflected in part one
of thisbook which concentrates on the paliticsand economy of Germany, with aparticular focus on the past
threeyears. Asthe intended audience for this volume is the British business community aspecid chapter
looks at trends and developments in the business rel ationship between the two countries. However, the
British focus does not diminish the book's relevance for thewider audience. Part two looks at the business
practices and the business structure in place in Germany. The specid nature and role of trade unionsand
works councils are discussed and compared to other western democracies. The importance of sectora
collective agreements in Germany as opposed to sSingle company agreements is o stressed. German
busness culture is andyzed from the perspective of the driving forces behind behaviour and is contrasted,
where appropriate, againgt the British or American model. Partsthree, four, and five of the book look at
the more technica aspects of doing business asthey ded with thefinancid, tax, and legd issuesinvolvedin
the German businessworld. These parts are intended for senior and financial management as well those
with legd respongbilities. They are written by specidist contributors as are dl chaptersin the book. The
contributors come from companies and organizations such as KPMG, Eversheds, LCT Consultants, and
various German universities and indtitutes. Five gppendices enhance the text. One provides a Satistica
profile of each of the 16 German lander or states, and another lists government incentive programs.
LOCATION: ADMIN HD 2858 D65 2002 (Main Stacks)
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The European Business Environment: Germany. Nige Reeves. Internationa Thomson
Business Press. 1997.
This volume is one of three, the other two covering France and the United Kingdom, in the European
Business Environment series. The objective of the series is to provide a better understanding for both
management sudents and practising businessmen of these mgor European nationd business environments.
Each volume looks a five discrete areas from an academic perspective. These areas include a genera
economic anaysis, the marketplace, the financid markets and indtitutions, the legd inditutions, and human
resources. The German volume opens with alook a the German economy at the macro-economicleve
focusing on the unification period snce 1990. German unification marked the end of West Germany’'s 40
golden years and introduced previoudy unknown problems such as unemployment and baance of trade
deficits. The prominence of bank financing in companies of al szes as opposad to the use of capitd
markets, in contrast to the UK and the US experience, is addressed in the finance section. The German
corporate accounting system is described for those seeking to understand a German set of accounts. The
chapter concerned with legd indtitutions focuses on thelegd structure of companies, labour law, and trade
unions. Trends and developmentsin al aspects of personnd management aong with changesinindustrid
organizationd sructuresarediscussed. The changing nature of the German marketplace Sncereunification
and the environmentally aware German consumer aretwo agpects of marketing which must be consideredin
order to conduct business successfully in the German market. The volume concludes with adiscusson of
the so-caled German mode of success and its gppropriatenessfor the future particularly with itsvery high
labour costs. The analysis throughout is supported by numerous summary tables, graphs, and Satistical
data. A glossary of key termsisaso provided.
LOCATION: ADMIN HD 70 G2 E96 1997 (Main Stacks)

Germany Profiled: Essential Facts on Society, Business and Paliticsin Germany. Barry
Turner. St Martin's Press. 1999.
Barry Turner, editor of the Statesman's Y earbook, has edited a series of fact books on major countries or
regions around the world. The coverage includes Centra Europe, China, France, Germany, Itay, Latin
America, Scandinavia, and the United Kingdom. Theintent isto provide a readily accessible reference
guideto higtoricd events, busnessand socid customs, mgor cities, and economies of the various countries
and regions profiled. The German profile openswith ahistory of key events, achronology of empiresand
eras, and aculturd briefing on Germany from the 9" century onwards. Extensive coverage of Germany's
maor cities follows with practical information on air, road, train, and bus access as wdl as busness
travellers and tourigt landmark highlights. Nine cities are covered including Berlin, Bonn, Cologne,
Dussddorf, and Leipzig. Each of the 16 states of the German Federationisaso profiled. AsGermany only
became a united country in 1870 the dtate by dtate andysis is particularly useful for the higtoricd
background provided in addition to the role each state has played in the Federation. The profile of the
German economy focuses on banking and finance, natura resources, industry, and internationa trade.
Coloured mapsfor themgjor citiesand recommendationsfor further reading after each mgor section of the
book are dso included.
LOCATION: ADMIN DD 290.26 G47 1999 (Main Stacks)
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Passport Germany: Your Pocket Guide to German Business, Customs and Etiquette.
Roland Flamini. World Trade Press. 1997.
TheWorld Trade Press publishes aseries of pocket guidesto the corporate culture of countriesworldwide.
Countries covered in Western Europe include France, Germany, Italy, Spain, and the United Kingdom.
These condensed guides focus on the culture, customs, and business etiquette of the respective countries.
Thegod istoimproveinterculturd communicationin businessrelationships. Theformat of eechisidentica
with four sections providing an overview, adescription of the businessenvironment, acusomsand etiquette
section, and an additiond information concluson. The German guide notes that the Nazi legacy casts a
shadow over the country and that reunification of East and West Germany till remains a combination of
promise and disgppointment.  Although Germany has the world's highest 1abour costs, its workforce is
highly skilled and its products are of high qudity. In terms of business relaionships it is important to
remember that Germans see deadlines as sacrosanct, punctudity critical, and meetings forma and task-
oriented. The concluding chapters of the guides contain basi ¢ phrases used in everyday conversation, how
to format correspondence and addressesfor that country's postal system, and selected | nternet addresses.
LOCATION: ADMIN HD 58.7 F58 1997 (Main Stacks)

Simple Guide to Germany: Customs and Etiquette. Waltraud Coles. Globa Books. 3
edition. 1999.
The British publisher Globa Books has published a series of what they describe asessantid briefingsonthe
customs and etiquette of countries around the world for business and pleasure travellers. Coverage for
Western Europeincludes England, France, Irdand, Holland, and Germany. Theguidesattempt to provide
the reader with the necessary background to avoid basic mistakesin conversation or persond relationships
in locations new to them. The guides are short, under a 100 pages, and structured to make a quick
introduction to anew culturevery convenient. They usudly contain amap of the country and hot or top tips
stressing important nuggets of know- how interspersed throughout thetext. The German guide openswitha
discussion on post-unification Germany, the German direct gpproach to rel ationships and conversation, and
the Sgnificance of the green movement asapalitical force. Thereareindividua chapterson meeting people,
being out and about in Germany, and business matters. Asto business matterstheimportance of reliability
of trade partners, punctudity, and maintaining the proper dress code are keysto successin Germany. The
guide concludes with two practica sections on useful words and phrases and facts about Germany.
LOCATION: ADMIN BJ1903 C65 1999 (Main Stacks)
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GREECE

Greece: Investment and Business Guide. Internationa Business Publications. 1998.
Thisguide provides comprehensive marketing, investment, and business opportunity informeation on Greece
for the international business researcher. The introductory sections provide a country profile, basic
information for conducting business, and an energy and power profile. An analyss of Greece's economic
gtuation, including economic trends and mgor growth sectors, follows. The sections that ded with the
business and investment climate dress the importance of Greece asaBakan country and amember of the
European Union (EU). Sdected articles from the Treaty on the European Union are provided dong with
Greece's basic investment laws and regulations.  Although the Greek government encourages private
investment through tax and investment incentives, there are o restrictionsin place on certain sectorsand
less advantageous treatment for non-EU investors. Perhgps the most useful portion of the guide is that
which deds with drategic information for actudly conducting businessin the country. The marketing of
products and services is discussed in terms of ditribution, the use of agents, establishing an office, and
sling. The best prospects for goods and services are presented in the context of U.S. exports and
investment in Greece. Thus sector Satistics are presented for total market size, total loca production, total
exports and imports, and importsfrom the U.S. Sectors andyzed include computers, medica equipment,
franchising, and agriculturd productsamongst others. A number of practica supplementsfollow whichlist
key government and business contacts, research firms, and trade and industry associations.
LOCATION: ADMIN HG 4538 G673 1998 (Main Stacks)
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IRELAND

Simple Guide to Irdand: Customs and Etiquette. Aidan McNamara. Globa Books. 2™
edition. 2000.
The British publisher Globa Books has published aseries of what they describe asessentid briefingsonthe
customs and etiquette of countries around the world for business and pleasure travellers. Coverage for
Western Europeincludes England, France, Irdand, Holland, and Germany. Theguidesattempt to provide
the reader with the necessary background to avoid basic mistakesin conversation or persona relationships
in locations new to them. The guides are short, under a 100 pages, and structured to make a quick
introduction to anew culturevery convenient. They usualy contain amap of the country and hot or top tips
stressing important nuggets of know-how intergpersed throughout the text. The Irish guide opens with a
sngpshot of today's economicdly transformed Ireland, a bit of history, and a description of Irish society.
Thereareindividua chapterson persond relationships, love of thelanguage, and on being out and about in
Irdland. On business mattersthe practices of the developed West are the norm. The human touch and the
ability to rdax and enjoy whatever entertainment is available are dso vauable assets in Irish busness
settings. The guide concludes with two practica sections on useful Irish words and facts about Ireland.
LOCATION: ADMIN BJ2007 16 M39 2000 (Main Stacks)

Starting a Businessin Ireland: A Comprehensive Guide and Directory. 4" edition. Brian
OKane. Oak Tree Press. 2001.
Although thisvolumewas origindly intended for the Irish public asaguidefor busnesssart-upsin Irdand,
this 4" edition provides information specifically intended for people planning on rlocating in Irdland for
business purposes. Consequently, the early sectionsded with the sandard materia required by businesses
for start-ups anywhere in the western businessworld. These include sections on getting started, writing a
business plan, financing your start- up, and government and private assi stancefor new initiatives. However,
the chapter entitled Moving to Irdland to Start aBusiness outlines the key attractionsfor doing so. Ireland
has both a young work force and alow cost of labour. Thetax regimeislow with aflat rate of 12.5% for
manufacturing and service businesses. This compares favorably to the United States and the United
Kingdom which have corresponding rates of 35% and 30% respectively. Government agencies offer
various busness incentives including grants towards capital and revenue cogtsin the areas of employment,
training, and research and development. The directory portion of the book isintended to both highlight the
many sources of informeation one can turnto aswell asensurethe sourceisreevant by including asummary
description of the source be it aweb Site or an organizational body. Over 550 sources are cited with the
Directory taking up more than half the book. There is dso a companion webste to the book at
http:/Aww.gtartingabusinessinirdland.com. It containsinformation from the directory portion of the book
plus other resources for entrepreneurs and smal business owners.
LOCATION: ADMIN HD 62.5039 2001 (Main Stacks)
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ITALY

Business Italy: A Practical Guide to Understanding Italian Business Culture. Peggy
Kenna. Passport Books. 1995.
Peggy Kenna has written a series of pocket size books which provide the reader with smple,
graightforward advice on conducting businessin aforeign setting. Her guidesinclude coverage for Italy,
China, Japan, Korea, Mexico, and Taiwan. Although the guides compare American business culture with
the respective culture of the country andyzed, the comparison is aso rdevant for the Canadian business
audience. Each guide addresses the mgor differences between the two cultures in the areas of business
etiquette, communication style, problem solving and decision making, and mestings and presentation style.
For example, inregard to communication yleit is noted that Americanstend to be assertive, bargain hard,
and generdly leave emotion out of the process. Itaians, on the other hand, can become very loud and
emotiond during stressful negotiations. They can become volatile and gesticulate wildly, but inredlity they
may be only having a simulaing conversation. Similarly, when negatiating, Americans tend to didike
haggling where Itdians particularly like to haggle about price. The relative brevity of the guides clearly
indicates that they are intended for aquick introductory read. Nonetheless, they provide practica nuggets
of information particularly for those in need of cross-culturd training in a business setting.
LOCATION: ADMIN HF 5389 K4545 1995 (Main Stacks)

Italy Profiled: Essential Factson Society, Business, and Paliticsin Italy. Barry Turner. St
Martin's Press. 1999.
Barry Turner, editor of the Statesman's Y earbook, has edited a series of fact books on mgor countries or
regions around the world. The coverage includes Central Europe, Chinag, France, Germany, Itay, Latin
America, Scandinavia, and the United Kingdom. The intent is to provide areadily accessble reference
guideto higtorical events, businessand socid customs, mgjor cities, and economies of the various countries
and regions profiled. The Itdian guide opens with brief descriptions of the 22 autonomous regions of the
country. A chronology of mgor historica eventsand acultura briefing on ancient Rome and Italy follows.
Italy's mgor cities; Rome, Milan, Turin, Genoa, Naples, and Venice are sketched in turn with practica
transportation information provided for the airport, train, road, and bus systems. Businesstravellers and
tourist landmark highlights are al'so included for each city. City maps of the mgjor cities are produced in
colour. Theeconomy of Italy section featuresits banking and finance sector, energy and natural resources,
agriculture, and industry. Foreign trade figures are expressed in terms of exports/imports by product
category. The Vdican as a separate city gtate within the city of Rome has its own profiled section.
Recommendations on further reading are provided at the end of the text.
LOCATION: ADMIN DG 44119 1999 (Main Stacks)
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Passport Italy: Your Pocket Guideto ltalian Business, Customs and Etiguette. Claudia

Gioseffi. World Trade Press. 1997.
TheWorld Trade Press publishes aseries of pocket guidesto the corporate culture of countriesworldwide.

Countries covered in the Western Europe region include France, Germary, Itay, Spain, and the United
Kingdom. These condensed guidesfocus on the culture, customs, and business etiquette of the respective
countries. Thegod istoimproveinterculturd communicationin busnessrdationships. Theformat of each
isidentical with four sections providing an overview, a description of the business environment, a customs
and etiquette section, and an additiona information conclusion. The Itdian guide points out that Italy has
one of the highest population dengties in Europe. Family is very important and this adds, aong with the
Cathalic church, asense of unity and tradition to the country. Since the days of the Roman Empire Itaians
have excdlled a business with cottage industries abounding, but at the same time government programs
provide a socidist orientation to everyday life. In regards to business negotiations Itdians are informd,
business successis often the result of bestowing afavour for afavour or having agood word put in on your
behdf. The concluding chaptersof the guides contain basic phrases used in everyday conversation, how to
format correspondence and addresses for that country's postal system, and selected Internet addresses.
LOCATION: ADMIN HD 58.7 G57 1997 (Main Stacks)
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THE NETHERLANDS

The Netherlands Compared |nternationally 2000/2001. 13" edition. The Netherlands
Foreign Trade Agency. 2000.
Asoneof thedynamic membersof the 15 country European Union, the Netherlands economic performance
compares favourably to her neighbours. Making use of coloured maps, charts, and tables, the Dutch
agency respongble for the promotion of trade and investment demonstrates the Netherlands prominent
place in Europe. This booklet is broken down into three sections; key statistics, key monetary satistics,
andtrade. Under key statistics matters such asworking population, labour costs, and the structure of Dutch
industry areandyzed. Dutchinvestmentsabroad and foreigninvestmentsin the Netherlandsarehandledin
section two. Trade flows, exports, and imports are charted and graphed in the find section. Further
information published by the Nehelands Foregn Trade Agency is avalable a
http://www.hollandtrade.com
LOCATION: ADMIN HC 321 N495 2000-2001 (Reference)

Simple Guideto Halland: Customs and Etiquette. Mark T. Hooker. Global Books. 1997.
The British publisher Globa Books has published aseries of what they describe asessentia briefingsonthe
customs and etiquette of countries around the world for business and pleasure travellers. Coverage for
Western Europeincludes England, France, Ireland, Holland, and Germany. The guidesattempt to provide
the reader with the necessary background to avoid basic mistakesin conversation or persona relationships
in locations new © them. The guides are short, under a 100 pages, and structured to make a quick
introduction to anew culture very convenient. They usudly contain amap of the country and hot or top tips
stressing important nuggets of know-how interspersed throughout thetext. The Dutch guide openswith a
brief introduction to Dutch icons and an explanation of the Dutch relationship between the land and sea.
There are individua chapters on Dutch tolerance, vigting formalities, and business matters. In business
meatters politeness and formality, team effort, and long term working relationships are the keys to business
successin Holland. Rulesand regulations are dso prevaent and it iswiseto consult with the gatekeeper of
the rulesto ensure business success. The guide concludeswith two practica sections on Dutch wordsand
expressions and facts about Holland.
LOCATION: ADMIN BJ2007 D83 H6 1997 (Main Stacks)

The Year in Figures: 2000. Statistics Netherlands. 2000.
This concise booklet reviews the important aspects of Dutch society for the year 2000 in Satistical format.
It makes extensve use of graphs, tables, and maps. All economic fundamentas are treated;
macroeconomic totals, the internationa economy, and the regiona economies of the provinces. Treditiond
country statistical measures are dso presented including production, consumption, and foreign trade.
Labour force figures are provided for the nationa scene and regional |abour markets are compared to the
nationa average. Additiond datigtical information can be found a the Statistics Netherlands website at
http:/Awww.chsnl.
LOCATION: ADMIN HA 1381 Y43 2000 (Reference)
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PORTUGAL

Portugal: |nvestment and Growth. William Chidett. Euromoney Publications. 1997.
Although Portugd isonethe poorest countriesin the European Union (EU), it has made significant advances
initseconomic growth sncetherevolution of 1974 ended decades of dictatorship. Thisvolume openswith
abrief higtorica introduction of the period since the revolution focusing on Portugd's economic resurgence.
Portugd's infrastructure and resources are discussed and compared with her EU and Organization for
Economic Co-operation and Development (OECD) neighbours. Long seen asatrading nation, Portugd's
trade commodities are andyzed. These include her automobile, clothing, wine, and forestry sectors.
Sgnificant atention is given to the banking and financid spheres with individua chapters devoted to the
commercid banks, insurance companies, equity, debt and derivatives markets, and security regulations.
Retalingisprofiled with abrief anadysisof themarket and themain players. Asforeigninvesmentiscritica
to the country's continued growth the regulatory environment and taxation regimesin placearedescribed in
some detall. Included are forms of business entities, employment regulations, and tax requirements for
resdent and nonresident companies. A closng section looks at Portugd's prospects in the future.
Throughout thetext useful charts, tables, and graphs are utilized to describe Portuga in comparison with her
EU and OECD partners.

LOCATION: ADMIN HG 5642 C55 1997 (Main Stacks)
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SPAIN

The Business Culturein Spain. Kevin Bruton. Butterworth-Heinemann. 1994.
Thistitleis one of severd booksin asmal series on business culture published by Butterworth; the other
titles cover France and Germany. The series editor defines business culture as the state of commercid
development in a country aswell asthe beliefs, attitudes, and values that underpin thet activity. Spain has
undergone tremendous structurd change since the demise of the Franco dictatorship in 1975 and its
subsequent entry into the European Community in 1986. The changing roles of government and business
and the effects of these changesthrough this period are outlined in the opening chapters. The economy has
become market driven and characterized by high growth ratesand high levelsof foreign investment through
the late 1980s. In amilar fashion Spain's legd, financia, and labour market spheres have undergone
transformations to meet the requirements of a market economy. Spanish business culture has been
impacted through the development of free trade unions as opposed to therigid vertica syndicates under
Franco. Magor changesin educationa training and development have seen Spain's workforce help move
the country into acompetitive place among its European neighbours. The concluding chaptersin the books
in this series ded with penetrating the market of the respective country being considered. However, inthe
case of Spain a chapter is devoted to penetrating the national market with a speciad additiona chapter
devoted to penetrating Spain's regional markets. Each of the country's 17 regions are considered with the
nine mgor regions, including Madrid, Cadonia, Vaencia, and Anddusia, profiled in more detall.
LOCATION: ADMIN HF 5718.2 S63 B78 1994 (Main Stacks)

A Guideto Businessin Spain. Spanish Inditute for Foreign Trade. 1997.
This guide was researched and written for the Spanish Inditute for Foreign Trade by Garrigues and
Anderson as a generd guide to doing business in Spain. It opens with a profile of the country which
includes an overview of Spain's geography, human resources, and politica indtitutions. All aspects of the
Spanish financid system are analyzed with aspecia focuson banks, investment ingtitutions, and the various
financid markets. Spain'sforeign investment legidation islooked at in detail asarethe country's exchange
control regulations. Company law isviewed primarily from the perspective of theformation, characteridtics,
and governing bodies of a Sociedad Anonima (S.A.) or corporation. Limited liability companies, generd
partnerships, and limited partnerships are discussed to alesser degree. Thetax systemismade up of three
levels; the centrd government, regional governments, and locd authorities. In a section on grants and
incentives the various programs in place are categorized by industry, by region, and by those relevant for
training and employment purposes. A useful table outlines the programs in an easy-to-use abbreviated
format. Separate chapterslook at Spain's accounting and auditing requirements and the labour regulations
currently in force. In the accounting chapter severa exhibits demongtrate the Spanish requirements for a
balance sheet and for an income statement. Two useful chapters close the book. A practica guiddines
section discusses matters such as incorporation, acquiring shares, and purchasing red estate. Useful
addresses are provided for al types of Spanish ingtitutions, agencies, and government trade offices.
LOCATION: ADMIN HF 3687 G84 1997 (Reference)
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Passport Spain: Your Pocket Guideto Spanish Business, Customsand Etiguette. Himlice
Novas. World Trade Press. 1997.
TheWorld Trade Press publishes aseries of pocket guidesto the corporate culture of countriesworldwide.
Countries covered in the Western European regioninclude France, Germany, Italy, Spain, and the United
Kingdom. These condensed guidesfocus on the culture, customs, and business etiquette of the respective
countries. Thegod istoimproveintercultural communication in busnessrdationships. Theformat of each
isidentica with four sections providing an overview, adescription of the business environment, acustoms
and etiquette section, and an additiond information concluson. The Spanish guide notes that Spaniards
identify first and foremost with their autonomous region and secondly with their nation.  This regiond
nationaism must be remembered in the business context. Within thework environment seniority determines
datus and success. Management syle is autocratic in nature with business success dependent upon the
devel opment of good persond relaionshipsand patience. Thusbusiness negotiationstaketime and rushing
is seen as bullying and improper.  The concluding chapters of the guides contain basic phrases used in
everyday conversation, how to format correspondence and addressesfor that country's postal system, and
selected Internet addresses.
LOCATION: ADMIN HF 58.7 N69 1997 (Main Stacks)

The Spanish Economy in the New Europe. CarmelaMartin. St. Martin's Press. 2000.
This study looks at the Spanish economy from the perspective of how wdl it integrates with those of its
felow 15 members of the European Union (EU). The theoreticd literature suggests that the success of
monetary unions depends upon the degree of Smilarity of the countries economic sructuresand thelevel of
economic interdependence among the member countries. The compardtive andysisthat follows examines
not just Spain's economy, but aso those of its fellow EU members and the United States and Japan for
good measure. Thefirg part of the book focuses on how Spain's economy converges with the economies
of its EU partners. Maitters such as GDP, productivity, the labour market, and competitiveness are
compared. The anadyss is detailed and concludes thet Spain's economy is having difficulty in terms of
economic convergence with the EU. Part two looks a how the economic relations between EU countries
have evolved and the actua leve of integration between the EU economies. Conclusionsare developed on
the design of an economic policy whichwill assst Spaninitsparticipationinthenew Europe. Two vduable
gppendices are provided. Appendix 1 isachronology of the European integration process from 1950 to
2002. Appendix 2 notesthe methodol ogical problemsinvolved ininternationa comparisonsasattemptedin
the text. Dozens of tables and figures enhance the book's usefulness in further demongrating Spain's
economic status among her European neighbours.
LOCATION: ADMIN HC 385 M27213 2000 (Main Stacks)
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UNITED KINGDOM

The European Business Environment: UK. Stephen Fox. International Thomson Business
Press. 1998.
This volume is one of three, the other two covering France and Germany, in the European Business
Environment series. The objective of the seriesisto provide a better understanding for both management
sudents and practisng businessmen of these mgor European nationd businessenvironments. Each volume
looks at five discrete areas from an academic perspective. These areasindudeagenerd economic andyss,
the marketplace, the financia markets and ingtitutions, the legd indtitutions, and human resources. The
United Kingdom volume notestheidiosyncratic nature of the country in comparison with the more common
perspective of the Franco-German vison. To somedegreethe United Kingdom'spostionisaresult of her
rel ative decline sincethe Second World War and her attemptsto remedy this Situation through afree market
approach. The marketplace section notes that the UK hastherichest and most accurate dataavailable on
household behaviour and expenditure and then proceeds to provide numerous examples. The financid
marketplace and the legd indtitutions sections are largely descriptive in nature with London's free market
financia success noted and the United Kingdom's dow and expensive lega system criticized. Asto the
human resource dement in the UK, it is emphasized that for the country to regain innovation-driven status
her education system must become world classand encompass al socio-economic and ability levels. The
overdl analyss provided throughout the text is detailed and supported by numerous summary tables,
graphs, and datistica data. A glossary of key termsis aso provided.
LOCATION: ADMIN HD 70 G7 E97 1998 (Main Stacks)

Passport United Kingdom: Y our Pocket Guideto British Business, Cussomsand Etiguette.

Timothy Harper. World Trade Press. 1997.
TheWorld Trade Press publishes aseries of pocket guidesto the corporate culture of countriesworldwide,

Countries covered in the Western Europe region include France, Germany, Italy, Spain, and the United
Kingdom. These condensed guidesfocus on the culture, customs, and business etiquette of the respective
countries. Thegod istoimproveintercultural communicationin busnessreaionships. Theformat of each
isidentica with four sections providing an overview, adescription of the business environment, acustoms
and etiquette section, and an additiond information conclusion. The British guide notesthat the British see
themsdves as the most civilized people on the earth and often regard the citizens of other countries as
disorganized and crass. This can result in difficulties for foreigners atempting to establish business
connections. However, Britonsgenerdly recognize the need for more contactsin today's economy and this
has opened up the opportunity for foreign partnerships. Nonetheless, when it comes to abusiness setting
the British are quite forma and reserved, showing emotion isasign of weskness, punctudity is important
and deadlines sacrosanct. The concluding chapters of the guides contain basic phrases used in everyday
conversation, how to format correspondence and addresses for that country's postal system, and selected
Internet addresses.

LOCATION: ADMIN HD 58.7 H36925 1997 (Main Stacks)
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Simple Guideto England: Customsand Etiquette. Peter Hobday. Global Book. 2™ edition.

1999.

The British publisher Globa Books has published a series of what they describe asessentid briefingsonthe
customs and etiquette of countries around the world for business and pleasure travellers. Coverage for

Western Europeincludes England, France, Ireland, Holland, and Germany. The guidesattempt to provide
the reader with the necessary background to avoid bas ¢ mistakesin conversation or persond relationships
in locations new to them. The guides are short, under a 100 pages, and structured to make a quick

introduction to anew culture very convenient. They usually contain amap of the country and hot or top tips
stressing important nuggets of know-how interspersed throughout thetext. The English guide openswitha
description of the land and people and an introduction to Royalty and the peculiarities of the English class
system. Thereareindividual chapters on honours and money, persond relationships, and doing business.
As to doing business the smilarity to American business practices is noted dong with the more recent

influence of the Japanese and the European Union. The guide concludes with two practica sections on

useful words and facts about England.

LOCATION: ADMIN BJ1873 H63 1999 (Main Stacks)

UK Today: Essential Factsin an Ever-Changing World. Barry Turner. St. Martin's Press.

2000.

Barry Turner, editor of the Statesman's Y earbook, has edited a series of fact books on mgor countries or
regions around the world. The coverage includes Centra Europe, China, France, Germany, Itay, Latin
America, Scandinavia, and the United Kingdom. The intent is to provide areadily accessble reference
guideto historical events, businessand socid customs, mgjor cities, and economies of the various countries
and regions profiled. The United Kingdom profile opens with a survey of key historical happenings, a
description of the territory and population, and then moves to an extensive section on the mgjor cities of
Britain, Scotland, Waes, and Northern Irdland. The city sketches are practicad and include business
travelers and tourist landmark highlights. London, described as both aworld city and asaworld financia
center, receives specid attention. Mgor city maps are included. Information on road systems, rail,
aviation, shipping, and inland waterways are found in separate sections. Mgor indudtrial sectorsareviewed
on alimited, factud badis. If detailed andyss by sector is wanted, it will have to be found esewhere.
Britain's role in Europe and the world is looked at via indtitutions like the European Union, NATO, the
Commonwedlth, and the G8. Condderable attention isaso givento socid indtitutions, the British sporting
tradition, and thearts. A section entitled "The United Kingdom Asthe Sum of Its Parts' looks a England,
Scotland, Wales, and Northern Ireland as separate entities and examineswhat they contributeto the UK.
Britain'soverseasterritories, from Bermudato Pitcairn Idand, aso receive coverage, though relatively brief.

Recommendations for further readings are provided after mgor section bresks.
LOCATION: ADMIN DA 27.5U38 2000 (Reference)
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WESTERN EUROPEAN REGION

Doing Businessin/Information Guide Series. PricewaterhouseCoopers.

The accounting and consulting firm of PricewaterhouseCoopers publishes aseries of information guideson
the business conditions of the countriesin whichit has officesor carriesout work. Thereare currently some
90 of these guides available, somewith updated supplements. Each book length guideisbased on thelatest
information availablefrom these offices. All guidesfollow astandard formeat which makesthem very easy to
consultindividualy or comparatively. Each guide openswith aprofile of the respective country and follows
with chapters on the business environment, foreign investment, labour reaions, audit and accounting
practices, and taxation. The guidesnormaly have 25 chapterswith each chapter focusing on one aspect of
doing businessin that country. The guides are not intended to be exhaustive, but rather are structured to
answer broad important questions. Nonetheless, the guides offer much useful information particularly inthe
accounting, investment, and tax areas and are often superior to the efforts of many commercia publishers.
The guides aso contain numerous appendices covering concerns like tax rates, tax treeties, and various
checklists for setting up a businessin that specific country.

LOCATION: Each guide hasits own cal number. Please consult BISON, the UM Libraries online
catalogue. (Main Stacks)

European Marketing Data and Statistics. Euromonitor. 38" edition. 2002.

This mgor reference work is a compendium of gatistical information on the countries of Western and
Eastern Europe which can be utilized for market analysisand planning. Some 24 principa subject areasare
broken down into sub-categories covering over 460 pages. Some representative subject areas are
popul ation, economic indicators, labour forceindicators, and advertising/mediapatterns. Within the subject
of labour force indicators for example, there are 10 sub-categories ranging from employment leve to
average working week in manufacturing. The data compilation dates from 1977 which dlows for trend
andyssand forecasting. The data itsdf is presented in spreadsheet format. Smdler European countries
and principditiesareincluded athough the datafor themislimited. Thedatafor Eastern Europeisnot quite
as extensve and as complete as that for Western Europe for obvious reasons. For example, countries
which emerged from Czechodovakia, Yugodavia, and the USSR inthe early 1990sareincluded asfar as
possible. Brief country profiles for each European country are included in a separate section entitled
"Marketing Geography."” Thereisaso agpecia chapter arranged by region and country which identifiesthe
magor information sources one can turn to for conducting further research on the European market. This
title is published annualy.

LOCATION: ADMIN HA 1107 E87 2002 (Reference)
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M anagement in Western Europe. Peter Lawrence. St. Martin's Press. 2000.
Thistitleisacompanion volumeto Management in Eastern Europe dso published by Palgrave/ S Martin's
Press. Differences in management practices between countries became a noticeable phenomenon in the
1970swith thefirg oil crissand thedifferential economic performance of countriesreacting tothecriss. In
this volume the resulting differences in management practices are highlighted for some 10 countries in
Western Europe in which the authors have had hands on experience.  The countries covered include
France, Italy, Spain, Turkey, Germany, Switzerland, Swveden, Denmark, The Netherlands, and Britain. The
United States, asthe so-called inventor of management asasubject, isused asthe sandard of comparison.

In France it is noted that managers are normally educated at grand ecoles, the top tier of the higher
education system, rather than a univerdties. They formaunitary dite and see management asanintellectua
task. In Italy organizations have afamily character with management tending to follow persond linkages
rather than the structure of an organization chart. Germany is characterized by strong cooperation between
management and workers unseen in other Western European countries. German management iswesk in
terms of systems, strategy, and techniques, but strong on operations. Management isnot necessarily viewed
as a discrete job.  Throughout the text cross-cultura survey results are used to illudtrate the nature of
management in the various countries. For example asurvey in Britainis cited which points out that humour
in management is used in Situations where there are annoying Stuations or individuads. In France, in the
same circumstance, shouting would likely be the norm. Clearly, the heterogeneity of Western Europe
continuesto exi<t, despite the homogeneousimpact of theinternationdization of business, asdemonsrated
through the andys's of the management styles of these mgor playersin the European economy.
LOCATION: ADMIN HD 70 E8 L39 2000 (Main Stacks)

OECD in Figures: Statisticson Member Countries. 2002 edition. Organization for Economic
Co-operation and Development. 2002.
This pocket-size reference book offers key data on the 30 members of the OECD in avery easy to read
dyle. The data is presented in table or graph format making it easy to compare and contrast the
performance of the member countries. Over 20 mgor categoriesfrom agricultureto transport are covered
in tables and within each of the main categoriesthere are sub- categories. For example under demography
there are the sub-categories of totd area in square miles, population, age structure, and percentage of
foreign population. Under economic growth and performance there are the sub- categories of GDP growth,
GDP growth by component, business sector capital-output ratio, trade balancein goods and services, and
net nationa saving. The graph section includes categories such asknowledgeinvesment, internet hosts, and
foreign students. Most of one's satistica needs concerning the OECD arelikdy to beanswered inthisdata
book; if not, one can turn to their web Ste at http://www.oecd.org.
LOCATION: ADMIN Per 330.068 Suppl. 2002 (Reference)
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Practical Guideto Foreign Direct Investment in the European Union. Chrigtiane Mauwet-
Hunt. Euroconfidentie. 2000.
The European Union is presently made up of 15 European countries: Audiria, Belgium, Britain, Denmark,
Finland, France, Germany, Greece, Irdand, Italy, Luxembourg, The Netherlands, Portugd, Spain, and
Sweden. Thisguide providesacountry profile of each member state along with aprofile of each member's
financid incentives for investment, persond and corporate tax regimes, labour cogts, and employment
regulations. The profilesarein acondensed format which alowsfor ease of comparison among countries.
The comparative gpproach alowstheresearcher to readily determinethe advantages or disadvantageseach
country bringsto the foreign invesment table. Each country profile dso includes a ussful map which give
magjor cities, infragtructure detalls, and physica features on one page. A subgtantid part of the guide is
devoted to the European Unionitself. Itsofficia bodiesand indtitutionsare described dong with itsagenda
through to 2006. Extensive use of chartsand graphshe psto further amplify the anadyssof the activities of
the Union, and its executive body, the European Commission. The find section of the guide provides
current address and contact information for investment agencies, trade union organizations, nationd
datidica indtitutes, and chambers of commerce within the European Union.
LOCATION: ADMIN HG 5424 P73 2000 (Reference)

Scandinavia Profiled: Essential Facts on Society, Business and Palitics in Scandinavia.
Barry Turner. St. Martin's Press. 2000.
Barry Turner, editor of the Statesman's Y earbook, has edited a series of fact books on major countries or
regions around the world. The coverage includes Centra Europe, China, France, Germany, Itay, Latin
America, Scandinavia, and the United Kingdom. The intent isto provide a readily accessible reference
guideto higtoricd events, busnessand socid customs, mgor cities, and economies of the various countries
and regions profiled. The Scandinavian profile opens with an higtorica introduction of the region. Itis
demondrated that the territorid entity of the Nordic region itsdf plays a mgor role in the higorica
development and culturd tradition of the countries of that region - Sveden, Denmark, Norway, Finland, and
lceland. Each Scandinavian country is sketched with apolitical and socia chronology of the 20™ century,
an overview of the infrastructure including its natural resources, economy, trade, and industry aswell asa
sngpshat of its culturd highlights. Coloured maps of the Scandinavian countries and ther capitd citiesare
provided. Recommendations on further reading for each country are included at the end of each mgjor
section of the book.
LOCATION: ADMIN DL 5 S38 2000 (Main Stacks)
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Setting Up a Businessin Europe: A Country-by-Country Guide. Corine Moriou. Kogan
Page. 1999.
This guide covers the 15 member dates of the European Union (EU). It is not intended for large
corporations, but specifically for smal and medium sized busnesses (SMES) which are interested in
developing digtribution networks, in buying an existing company in cooperation with a locd firm, or in
cregting a new legd entity. Despite the convergence process that is taking place in Europe, many
differences dtill exist asone goesfrom country to country. Thesedifferencesare very gpparent in areassuch
as enterprise registration procedures, fisca rules, and labour legidation. Each of the 15 chapters hasthe
same format and topica headings so that comparisons between the countries for the same topic can be
made eadly. Thetopica headings begin with key statisticsfor each country and then move onto regulations
governing foreign investment, principd lega forms, adminigrative procedures, and labour law. All topics
are handled in abrief and practica format which makesthe guide easy to use. Other topics addressed are
paying taxes, investment incentives, and tetimonids. Thetestimoniasaregiven by busnesspersonsfroma
variety of sectors who have worked in one of the respective countries. These accounts are intended to
enlighten, and not to be taken as the basis for generalizations about the countries. Nonetheless, they are
useful because of their redl lifenature. A handy appendix of tables and charts providessngpshot information
on limited-liability companies, the corporation in the EU, persona and corporatetax rates, and VAT ratesin
the EU.
LOCATION: ADMIN HD 62.4 M6714 1999 (Reference)

World Bank Atlas. 31« edition. The World Bank. 1999.
The World Bank has published its Atlas for over 30 years to provide a quick view of the state of the
countries of theworld. Itisexcelent for gaining asnapshot of mgor demographic, economic, market, and
global datisticsin a cartographic format. For example, using the colour coded mapsit is easy to compare
the category of changein persond spending for Canadaand itsinternationd neighbours. 1n conjunction with
the maps datistica charts and tables are provided to ensure a more precise reference when it isrequired.
LOCATION: ADMIN G 1046 G115 (Reference)

The World Competitiveness Y earbook. IMD Internationa. 2002.

This yearbook anayzes and ranks the ability of a country to provide an environment which sustains the
competitiveness of enterprises. Theranking isbased on some 300 different criteriawhich are grouped into
four competitiveness input factors. These factors are economic performance, government efficiency,
business efficiency, and infrastructure. The coverage features 49 indudiridized and emerging economies.
Each of the countriesis profiled using the criteriaand competitivenessinput factors. Each country isthenin
turn graded and ranked for comparison purposes. Therankingsare presented for the past fiveyearswhich
dlowsfor trend analysis. Some 200 pages of Satistica tables support theranking andyss. A CD-ROM
versonisdso avalable. Itis published annualy.

LOCATION: ADMIN HF 1414 W674 2002 (Reference)
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World Development Report 2002. The World Bank. 2002.

The 2002 Report isthe 24th in the annud serieswhich chronicles the economic conditions and devel opment
of countriesthroughout theworld. Thisyear's publication has the theme of building market indtitutions that
promote growth and reduce poverty. Inditutions play asgnificant rolein determining how markets affect
peopl€'s standards of living and help protect their rights. The report goes on to provide lessons on how to
build effective inditutions. However, the most significant feeture of thisseries continuesto bethe satistica
information offered through the text and in specia sections. The section on selected world development
indicators has been reduced from previous years, but sill presents comparative socioeconomic data for
more than 130 countries in four main categories. These are key indicators of development, poverty and
income digtribution, economic activity, and trade, aid, and finance. The Satistical datais particularly ussful
for trend analysis within a given country and country comparisons.

LOCATION: ADMIN HC 59.7 W659 2002 (Reference)




26

PERIODICALS

CanadExport. Department of Foreign Affairsand International Trade. Published twice monthly.
This federal government newdetter is aimed a exporters and business-oriented people. It carries news
gtories on companies successtul in their export endeavours, government initiatives, and regular festures.
These featuresinclude "The European Advantage” which focuses on some aspect of CanadianEuropean
trade. The "Canadian Trade Review," afeature published quarterly with a year-end cumulation, reviews
Canadastrade performancein key sectorsand marketsusing Statistics Canadadata. International business
opportunities are posted on a regular bass. This newdetter is dso avaladle on the Internet a
http://www..infoexport.gc.calcanadexport.
LOCATION: Periodica Stacks

The Economist. The Economist Newspaper Ltd. Published weekly.

Published by the Economist Group, this magazine, founded in 1843, has long been considered one of the
most authoritative sources of information on internationa business and politics: Among othersit maintains
regular columnson regiond areas such asthe Americas, Ada, and Europe. Thereare aso regular sections
on business and finance/economics. An economic and financid indicators section regularly presents
datistics on 15 developed countries in a multi-tableformat. A corresponding set of indicatorsis provided
for 25 emerging countries. Where appropriate, forecasts for both the developed and the emerging sets of
countriesareaso made available. The Economist dso offersanumber of freeWeb steswhichareligedin
the table of contents of each issue. A particularly useful Web ste is " Country Briefings' which provides
news, country profiles, forecasts, and atistics for countriesworldwide. The addressfor thisserviceisa
http://Amww.economist.com/countries.

LOCATION: Periodica Stacks

| nter national Economic Scoreboard. The Conference Board. Published six times per year.

This publication contains a combination of concise pergpectives on the economies of nations around the
world aong with forecasts for the current and forthcoming year. Two of the Six annual issues are subtitled
"Long-Term Outlook" and haveforecastsfor two yearsplusthe current year. Theeconomistsareeither on
the staff of the Conference Board or other internationaly respected organizations. The forecasts cover
exchange rates, GDP, consumer prices, unemployment, and short-term interest rates. More than one
forecast is normaly offered for each mgor country. This goproach is useful in that it assgts one in
determining a more definitive range for the forecasted figures.

LOCATION: Periodica Stacks
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World Economic Outlook. International Monetary Fund. Published biannualy.
This survey of economic prospects and policy issues from the Internationd Monetary Fund (IMF) is
compiled from information provided by member countries. The andysisis both current and detailed with
each mgjor region of theworld considered inturn. Each issue dso dedswith acurrent and topical metter.
The most recent release, for example, focuses on recessons and recoveries in the world's industria
countries. The analyss identifies 93 business cycles in 21 countries over the period 1973-2000. The
narrative throughout is supported in a comprehensgive fashion by an extensive array of tables, boxes, and
figures on dl aspects of country, regiona, and world satistics.
LOCATION: ADMIN HC 10 W7979 (Reference)
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DATABASES

Canadian Business and Current Affairs (CBCA) Full Text Reference. Micromedia
ProQuest. 1982 to the present.
This product provides indexing to over 250,000 records per year which have appeared in over 650
Canadian businessperiodicas. Thetitlescover themainstream of Canadian periodica publishing including
popular, current affairs, trade, business, specid interest, and academic publications. Eight Canadian daily
newspapers, including the Globe and Mall, the Financid Pogt, and the full-text of the Canadian Press
Newswire are covered. Full-text articlesare provided for over 170 of the periodicalsfrom 1993 forward.
Company, product, and industry information isreadily searchable asiscompiling alist of articlesby country
or geographic region. The database is updated every month and the coverage dates from 1982.
LOCATION: Databases, University of Manitoba Libraries Home Page
ADDRESS: http:/Aww.umanitoba.callibraries/

ProQuest Direct ABI/INFORM Global. ProQuest Information and Learning. 1971 to the
present.
This database contains thorough indexing and abstracting of articles from more than 1,600 international
business and management journals. Full-text or pageimages of the articlesare avail able for themgority of
the titles. Although the mgority of the journds are published in the United States, more than 350 are
internationa thus ensuring coverage of the globa marketplace. The serviceisupdated on acontinud bas's
with indexing and abstracting coverage dating back to 1971 with full-text and page image coverage from
1986. Searching on the databaseisuser friendly using keywordsin either abasic or advanced mode or by
searching by publication.
LOCATION: Databases, University of Manitoba Libraries Home Page
ADDRESS: http:/Amww.umanitoba.callibraries/

Stat-USA Internet. U.S. Department of Commer ce.
This database is one of the U.S. Government's main repositories for business, trade, and economic
information. A sub-section of thesite, the Nationa Trade DataBank (NTDB), provides accessto country
commercid guides, market research reports, and Satistical datain many formsfor al the magor economies
of theworld. An internaiond trade library within NTDB categorizes the various documents by broad
category for an dternative means to search the ste. The documents are both full-text searchable and
searchable by country and product.
LOCATION: Databases, University of Manitoba Libraries Home Page
ADDRESS: http:/Aww.umanitoba.callibraries/
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SELECTED INTERNET SITES

COUNTRY

Austria

Austrian Business Agency (ABA)

The Audtrian Business Agency is a government sponsored consulting firm with the mandate of attracting
internationa investment into Audtria. The "Investing in Audtrid' section of the Site contains both key facts
and sector andysis of indugtries ranging from automotive, to chemicas, and to machinery. The key facts
include not only commentary and Statistics on Audtrials stable economic and politica Situation, but dso
discussion of the country's attractive tax structure and business subsidies. A geographica information
sysem dlows analysis of Audrids regions by various economic indicators. Publications can be
downloaded and these include sector studies as well as aguide to starting abusinessin Audria
Address. http://Mmww.aba.gv.at/en/pages/index.html

Belgium

Invest in Belgium

This dte is maintained by the Bdgian Minidry of Economic Affars with a mandate to provide
comprehensve information to foreign investors. 1t begins with a guided tour of the country which in fact
turns out to be a country profile containing geographic, politica, economic, and infrastructure information
about Belgium. Other menu options include investment opportunities, setting up the various types of legd
corporate structures, tax systems, and labour issues. Under customs and internationa trade, discussion
concernsduties, preferential trestment, value added tax, and excise duties. A separate section focuseson
investment incentives. Sdlected links are offered for additiona government sites.

Address. http://mwww.investinbe gium.fgov.be’/homehtm

Denmark

|nvest in Denmark
Invest in Denmark isan agency of the Roya Danish Minigtry of Foreign Affairs. The Ste providesauseful
invegtor kit which contains information on the advantages of setting up and how to st up in Denmark,
Denmark's business culture, asampling of business casesin numerous sectors, and sets of factsand figures
which present a profile of the country. An interesting section of the ste entitted "Why Denmark”
benchmarksthe country statisticaly against her European neighboursin some 30 categoriesto demondirate
her investment potential. Sector sudiesare availablefor thelife sciences, information technology, and food
industries. Many useful links are provided to associations, government departments, companies, and
agencies with a Danish connection.
Address. http:/Aww.investindk.com/
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Finland

Invest in Finland
Invest in Finland is a nationa agency funded by the Ministry of Trade and Industry. The Site contains a
descriptive country profile and asurvey of the Finnish busnessenvironment. Finlandisranked very highin
competitiveness ratings by both the Ingtitute for Management Development and the World Economic
Forum. Investment opportunitiesin three sectors are highlighted: information technology, hedlth care, and
the mechanical wood industry. Case studies and statistics are provided for successful foreign companies
operating in Finland. PDF files entitled "Egtablishing aBusinessin Finland" and "Fnnish Busness Law"
outlinein detail al agpects of the regulatory and legd processes necessary for congderation by theforeign
investor.
Address.  http:/AMww.invedtinfinland.fi/

France

Invest in France Agency/ North America

This is the French government agency for internationa investment for North America, in particular the
United States, Canada, and Mexico. Inaddition to current reports on variousindustrial sectorssuch asthe
automotive and semiconductor indugtries, newsitems, and an annual report on U.S. and Canadian activity in
France, thissite offersnumerous other features of interest. A U.S. and Canada company section provides
lists to North American companies doing business in France by province and state. Another section
describesin detail the nature of doing businessin Francefrom lega structures, to employment regulations, to
financia assgtance. Case sudies of successful North American companies are aso available.

Address. http://Awww.ifana.org/

Germany

|nvest in Germany

ThisSteis sponsored by the Office of the Federal Commissioner for Foreign Investment in Germany. It
contains detailed descriptions of Germany's 16 states along with linksto additiond state specific sites, both
government and private, which provide more eaboration on a given state's economic activities. The
advantages that Germany brings to the marketplace are outlined in narrative and chart format. These
advantages are described in terms of human resources, technologica skills, and central geographiclocation
in Europe, among others. Case studies and success stories support Germany's position. A section entitled
"Infoguide’ provides specific industry reports by Sate.

Address. http://www.invedt-in-germany.com/ery
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Greece

Elke - Hellenic Center for Investment
Thisstewas established by the Greek government and the European Union to support foreigninvestment in
Greece. It presentsinvestment opportunities by industrial sector and by companies seeking cooperation or
contact. Withinthe"Reasonsto Invest”" section, economic growth, infrastructure, human resources, access
to markets, competitive costs, and Greek lifestyle are addressed. Greek investment law and investment
zonesin the country are documented. Busnesslegidation asit affectslabour law and company formationis
andyzed. Maps of the various regions in Greece are dso offered along with demographic and satistica
sngpshots of the regions.
Address. http://www.elke.gr/e keweb/stati c/who.htm

Ireland

IDA Ireland

IDA, the Irish Investment and Development Agency, isresponsiblefor securing and expanding investment
from oversees in the manufacturing and international services sectors. This Ste offers a description of
Irdland as an investment location of choice. It describes the country's economy, tax rates, labour force,
competitive costs, and infrastructure. Profilesof many of the top companies|ocated in Irdland are provided.

Sector analyses of Irdland's top industries range from electronicsto chemicals. Irdland'sleading roleasa
telecommunication infragtructure leader is outlined along with the Nationdl Digitd Park, a leading edge
provider of broadband communication. Ireland's regions and towns are analyzed from the prospective of
their investment potential. An extensveinventory of industrid parkslocated in Ireland, arranged by county,
isdso avaladle.
Address: http://www.idaie/home/

Italy

Invest in Italy
Described asthe officid gateway to Itdian businessand trade, thissiteis composed of four mgor sections.

A "Generd Information” section provides a country profile, regiona descriptions with maps, and
infrastructure specifics. Theinvestor information portion of the Steincludes descriptions of Italian business
entities, thetax system, and dl agpects of labour rdaionswithin Italy. Under "Incentives' thevarious|tdian
date incentive programs are presented. L ocation opportunities and in particular economic development
zones are dedlt with in the fourth section entitled "L ocation Opportunities.”

Address. http:/AMww.investinitaly.conv
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L uxembourg

Statec (Central Servicefor Statistics and Economic Studies)
This agency is respongble for both data collection and economic forecasting under the authority of
Luxembourg'sMinigter of the Economy. Thedatisticsgathered are cons stent with other nationd satitical
gathering agencies. Of particular interest, however, are two sections entitled "L uxembourg in figures' ad
"L uxembourg: an economic portrait.” Theformer describes dl agpects of the country in numerica format
including international comparisons with her European neighbours. The latter deds with dl manner of
economic matters ranging from a history of economic growth, to an andyss of indudtrid sectors, to a
description of trade services. Linksare provided to other useful sitesathough not dl of them are available
in English.
Address. http:/Amww.gatec.lw/html_en/index.html

Netherlands

The Netherlands Foreign Trade Agency
Thisste provides comprehens ve coverage of the Dutch economy and businessenvironment. Inadditionto
linksto al government minigtries and agencies, the most useful part of this Steis the publications section.
This section offers a current review of the Dutch economy, reviews of the various industria sectors from
food and beveragesto meta products, and international comparisons of the Netherlandsin Satigtica format.
Factsheets aso provide industry reviews in the form of short descriptive summaries.
Address. http://Aww.hollandtrade.conv

Norway

Nortrade

Thissteisthe Norwegian Trade Council's guideto Norwegian businessand industry. Norway isprofiledin
the news and information portion of the Ste which aso contains sector studies and a doing business in
Norway commentary. This portion of the Ste includes tourism in Norway as is a continually updated
caendar of exhibitions, conferences, and trade fairs. An export directory is avallable which alows
researchersto locate Norwegian export companies by sector or by company name. Linksto other useful
Norwegian entities are obtainable through the public services tab and the Norwegian Trade Council link
itsdlf.

Address. http://www.nortrade.com/
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Portugal

Portugalinbusiness

Thissteis maintained by |CEP Portugd, a government agency promoting investment, trade, and tourism
under the authority of the Ministry of Economy. Itsmain sectionsinclude sectorid information on products
ranging from building materias to food and beverages, statistica information, and business opportunities.
Thereisaheavy emphasison gatistica informetion throughout thesite. Portugd'sinvestment potentia and
bus ness opportunities are discussed under sectionsentitled "Investing” and " Opportunities” Portugd hersdlf
is profiled under tabs entitled an identity card, a geographica portrait, and people and heritage.

Address: http:/Aww.portugalinbus ness.comy/

Spain

| nvestinspain
Spain's Ministry of Economy is responsible for thisste. It provides generd profile information about the
country, an economic summary, and investment newsin theform of PDF files of the newd etter Investment
News in Spain. Guiddines for setting up businesses in Spain including the various legd forms available,
incorporation, and other formdities before Sart-up are presented. In the links section access to regiond
agenciesare provided aong with acomprehensve Guide to Business. The Guide givesafuller description
of al agpects of the economy aong with adetailed analysis of the commercid, tax, and labor regulationsin
force. Practical guiddinesto doing businessfollow, ong with investment incentives available, and ussful
addresses.
Address. http:/Mmwww.investingoain.org/

Sweden

Invest In Sweden Agency

Thisgteisan agency of theMinidiry of Foreign Affairsdedicated to providing information and assstance for
foreigninvestors. It offersacountry profile under a"Generd Facts' section which includes key economic
indicators. Sweden's competitive postion in the globa economy is sketched with afocus on innovation,
new technology, and competence, particularly in the workforce. Sweden's 21 counties are profiled
extensvely usng charts and graphs. Business sectors are anayzed and business opportunities outlined.
Case dudies of successful initiatives are provided dong with links and contacts to many practicad
governmental and non-governmenta organizetions.

Address. http://www.isa.sefindex.htm
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Switzerland

Swiss Statistics (Swiss Federal Statistical Office)
The officid Ste of the Swiss Federa Statistical Office contains a number of sub-sectionsof interest to the
businessresearcher. Under "Key Datd' Switzerland and the 26 cantonsare profiled. A specidized section
andyzes in detall population, geography, employment, nationd accounts, trade, and financid markets.
Switzerland iscompared to her European neighbours and severd internationa countriesincluding Canadain
an internationd statistics section. Census information and current bresking news are dso avallable a this
location.
Address. http://www.dtatistik.admin.ch/eindex.htm

United Kingdom

| nvest. UK
Thissteisthe United Kingdom'sinvestment agency covering the whole of the country withthe mandate of
assisting companies setting up or expanding their business operations. The benefits of investing in the UK
aong with key facts about why the UK should be viewed favourably in comparison to her neighbours are
provided. These include manufacturing cogts, software cogts, and tax rates among others. UK industrial
sectors are andyzed with gppropriate case studies attached. Information sheets outlining government
ass stance, business entry requirements, and other matters of interest to prospectiveinvestorsare available.
UK regiond descriptions, including thosefor Scotland, Waes, and Northern Irdland and nine other regions,
are presented along with company case studies and useful links for each region.
Address. http:/Amww.invest.uk.com/index_flash.cfm

WESTERN EUROPE REGIONAL

| nfoexport (Europe)

Thissarviceis asub-section of Infoexport (Canadian Trade Commissoner Service) whichinturnispart of
the Canadian Department of Foreign Affairs and International Trade. From the main Site address noted
below one can select from the site map reports and services by country. The Europe portion presently
provides detailed information on 18 countriesin Western Europe where Canada has Trade Commissioner
Service offices. Reports on other countries of Western Europe are dso available, but in aless structured
format. Each country is anadlyzed in terms of its business climate and its dominant sectors. Links are
provided to other important Sites, both Canadian and of the country in question.

Address.  http://www.infoexport.ge.cal
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INTERNATIONAL

CIA World Factbook
The Centra Intelligence Agency's (CIA) Factbook has been ardiable source of internationa information
gnce it was made available to the generd public in 1975 and this tradition continues with its more recent
availability viathe Internet. It provides ready access to basic country profiles for every current country
worldwide. Each country entry opens with a flag and map. There are also broader based regional
reference maps which are useful for placing the individual country in its geographica context. A standard
format is then followed with information for each country entry presented under the following headings
geography, people, government, economy, communications, trangportation, military, and transnationa
issues. Theinformation is presented in a concise fashion and is generdly as current as can be expected;
updates are made through the year as required for the Web version. The site hasanumber of very useful
gppendices, one deds with internationa abbreviations or acronyms and a second with internationa
organizations and groups where membership and purpose are specified. Overdl, the Factbook remainsa
solid source of basic information; however, in-depth andysiswill have to be sought € sewhere.
Address. http://Aww.odci.gov/ciapublications/factbook/index.html

Export.gov (U.S. Government Export Portal)

Thissteisthe U.S. Government's main online resource for U.S. companies engaged in exporting. It pulls
together the information resources of 19 U.S. federa agencies. It provides export counsding and export
promotion advice in the form of articles and frequently asked questions, as well as country and industry
market research. The country and market research portion of the serviceisimmense asit isdrawn fromall
U.S. federa sources including embassies, consulates, and overseas officesin addition to traditiona home
services and programs. Although the Siteis clearly geared for the American audience, it can be utilized by
the Canadian internationd business researcher.

Address. http://www.export.gov/

Exportall
Described as a one-stop source for export and internationa business informetion, this ste will eventudly

provide information on over 200 countries. The product of two Dutch companies, Dutch Export
Consultancy and Worldwide Info Search, the site is comprised of two directories. Thereis a generd
directory that provides access to broad-based business and industry Web sites and a country directory
which provides specific information on that country's business, industry, facts and figures, government,
politics, news, etc.

Address. http://Mmww.exportal.nl/index.html
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ExportSour ce (Team Canada Inc.)

Team Canada Inc. is a network of 21 federd government departments and agencies set up to help
Canadian businessesin theinternational market place. 1t describesitsalf as Canadas most comprehensive
source of export information and services. The Ste provides tools and guides to export preparation and
exporting such as a " Step-by- Step Guide to Exporting” and a"RoadMap to Exporting.” Regiond export
informetion is available by province or territory. Back issues of CanadExport, the trade newdetter of the
Department of Foreign Affairs and Internationd Trade are available online.

Address. http://exportsource.cal

global EDGE
This gte was formerly known as Internationad Business Resources on the WWW. It istill maintained by

the Center for Internationa Business Education and Research a Michigan State University (M SU-CIBER).

It now describes itsdf as aWeb portal that connects internationa business professionas to resourceson
global business activities. One of the basic access points is by country with more than 190 countries
covered intermsof their busnessclimate, palitica structure, history, and satistica resources. Thereisaso
adirectory of globa resources which can be searched by keyword or accessed by categories of specific
orientation and content. For example, the government category leadsto entriesfor government steswhich
generate information through their respective agencies, minigtries, and departments. One of the features of
the Steisa section entitled "Market Potentid Indicators for Emerging Markets' where some 24 countries
areranked for their potentia, using categories such as market size, market intensity, market consumption
capacity, and market receptivity. This Ste recaives high praisein the internationa business literature.
Address. http://globa edge.msu.edu/ibrd/ibrd.asp

Governments on the WWW
Thisstewill betremendoudy useful to any business researcher seeking government generated information
from a particular country. As the dte describes itsdlf it is a comprehensve database of governmentd
indtitutions on the World Wide Web including parliaments, ministries, offices, law courts, embassies, city
councils, public broadcasting corporations, central banks, multi-governmentd inditutions, etc. The
thousands of entriesare from morethan 220 countriesand are updated regularly. The Stesare categorized
and new entries are placed in a history section for viewing updates separately from the main listing.
Address.  http://mww.gksoft.com/govt/

| nfoexport (Canadian Trade Commissioner_Service)

A sarvice of the Department of Foreign Affairs and International Trade, this Site provides access to
hundreds of sectoral market studies and country specific reports prepared by the 140 Canadian trade
commissioner officesaround theworld. Although the Siteisintended for companieswith export intentions, it
isaso suited for international businessresearch. The Steis searchable by keyword, but iseasier to search
by sector or country. Asthe steis intended for Canadians only, a free registration process is required.
Linksto other useful Canadian governmenta Sites are aso provided.

Address.  http://mww.infoexport.gc.cal
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Library of Congress
A section of the Library of Congress dite entitled "Portas to the World," accessible through a site map,
provides accessto hundreds of international business resources arranged by country. Every country inthe
world will be included by 2003. Each country is broken down by broad subject area and thisincludes a
section entitled "Business, Commerce, and Industry.” The business section then provideslinksto other Sites
relevant to business and that particular country. For example, for South Korealinks are provided for the
Bank of Korea, the Korea Development Ingtitute, and the Korea Indtitute for International Economic
Policy. A map of the respective country is aso provided dong with, in many cases, a corresponding
country guide.
Address: http:/Aww.loc.gov/

M anitoba Trade and Investment (M TI)
The Manitoba Trade and Investment Corporation isan agency of the provincid government with themission
of building the Manitoba economy through industry development, export, and investment marketing
opportunities. One of its sub-stes entitled "Manitoba Export Services' offers programs and services for
Manitoba bus nesseswishing to pursueinternationa export opportunities. Varioustoolsand guidesonhow
to export are provided in conjunction with the federal government. Country market profiles are available
which in turn utilize various links including federd government Sites such as Strategis and Canadian
embassies worldwide. Informationisaso provided on Manitobas International Projects Initiative, which
provides assstance to Manitoba companies seeking internationa exposure.
Address. http:/AMww.gov.mb.calitm/trade/index.html

Organization for Economic Cooperation and Development (OECD)

The OECD, aninternationd organization with the mandate of helping governmentstackle economic, socid,
and governance challenges, currently hasamembership of some 30 countries. A very useful section of this
dteisthe"Economics Department” and in particular its" Economic Surveys”" Approximeatedy 18 surveysare
published per year, of both member and non-member countries. For example an "Economic Survey of
Japan" was published in late 2002 and the assessment and recommendeations portion of the survey can be
downloaded free of charge. Perhaps the most convenient way to use this Ste is via a member country
search which makesavailadlelinksto dl OECD documents about that country. Externd linksto additiona
non-OECD macroeconomic reports and data are provided for a number of countries. The OECD
"Economic Outlook™ section providesthe latest forecast informeation and trends for member and mgjor non-
member countries for atwo-year period. The Satistics section isimmense and very useful for raw data.
Address. http://www.oecd.org
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Strategis
Strategisis Industry Canadas mgor initiative on the Internet providing business and consumer information

for Canadians on the broad subjects of business, trade, and investment for both the domestic and
internationa markets. The section on trade and investment leadsto internationa business opportunitiesand
in particular trade strategies for specific sectors, market research broken down by region and in turn by
country, and various resources and services available from the government for exporting or importing. For
example market research reports are available for every mgor country in the world. As an illudtration
Brazil's entry reveds some 30 items ranging from Brazil's internationa business practices to current
economic trends and investment climate. Sector studies range from consumer products to biotechnology.
The information provided is drawn from sources beyond Industry Canada and includes the United States
Department of Commerce and the Centrd Intelligence Agency.

Address: http://gtrategis.ic.gc.calengdoc/main.html

VIBES: Virtual International Business & Economic Sources
This dite, maintained at the J. Murrey Atkins Library a the Univeraty of North Carolina a Charlotte,
provideslinksto over 1,600 sources of internationa business and economic information. A comprehensive
section coversdl partsof theworld, aregiona section coversacontinent or specific region, and the nationa
section coversindividua nations. The comprehensive section is arranged in 18 broad subject categories
from agricultura products to trade issues. VIBES does not include fee-based services or business
directories and states that al the sources listed can be used free of charge.
Address: http:/libweb.uncc.edu/ref- busivibehome.htm

World Bank Group

The World Bank dte has a number of sections of potential use for internationa business researchers. Of
particular note arethe"Countries & Regions' and the"Datia& Saidtics' sections. Theformer providesa
country or regiond briefing dong with tables of current economic indicators. The briefing includes
commentary on the country's or region's economic development and current policy issues dong with a
description of activeWorld Bank initigtivesinthearea. The"Daa& Statidics' section usesofficid satigics
derived from the national governments of its members. The data is available by country or country
grouping, by topic, in quick reference tables, and in map format for world developmert indicators.
Address. http://www.worldbank.org/
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World Trade Organization

The World Trade Organization (WTO) was established in 1995 succeeding the General Agreement on
Taiffsand Trade (GATT). With 144 membersit isthe international organization dedicated to the rules of
trade between nations. I1tsgoal isto help producers of goods and services, exporters, and importerscarry
ontheir busness. Thissite explainsthe WTO's scope of operationsand in particular the legal agreements
among countries known as the multilateral trading system. These agreements or contracts guarantee
member countriesrights and also bind countriesto limit their trade policies. Thedispute settling mechanism
of the WTO is explained and flow charted. Internationa trade statistics are available for downloading by
region, by sector, or by product. Useful festuresinclude site links to the nationd statistical offices and to
other mgjor nationa sources of its member countries. Links are dso available to other mgor internationa
and regiond organizations such as the World Bank, the Internationd Monetary Fund (IMF), and the
Organization for Economic Co-operation (OECD).

Address. http://mww.wto.org/
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