











Reason #1

The best food
In the sky.

Austrian business class has been voted best catering in the sky for two years in a row by Skytrax*, with over 14 million
travelers polled. Add to that the fastest transfers in Europe, and you'll see there’s a certain class to our business.

For information and reservations call 800.843.0002 or visit www.austrian.com.
Earn miles with Miles & More and Aeroplan.

Austrian >

* Winner of the 2007 and 2008 Skytrax World Airline Awards for Best Business Class Catering.
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SPECIAL INFORMATION SUPPLEMENT

B Canada to Europe I

Crew International: Going global

As consultants helping Canadian companies set up in other countries and
help foreign companies come to Canada, Crew International understands
quite clearly what can go right and wrong in both directions.

“Over the last five years, the story for Canada is great,” says senior
vice-president Tim Adams. “It’s a cultural mosaic; the major cities are an
hour from the U.S. border; in Ontario, we are in the ‘bull’s eye’ of most
major trade centres in North America; and we have a great reputation, and
that overcomes a lot of hurdles right away. But the tariffs and taxes can be
difficult in attracting foreign companies to Canada. They start punching the
numbers and sometimes it doesn’t make good business sense.”

Canadian companies going to Europe actually have it a little easier, he
says. “But the value of the euro is such that it quickly can become very
expensive as well. Of course, you can earn twice the revenues, too.”

He points out that Canadians often don’t understand the need for a dif-
ferent approach in Europe — not just different from Canada but different
from one country to the next. “When a North American company goes
international,” says Adams, “it tends to use the same market approach
that worked before — sometimes even using the same marketing materials
that are being utilized in their mature markets where their brand is well-
recognized. They underestimate the competition and the fact no one knows
who they are. You have to be cognizant of the cultural differences to get
your brand out.”

Adams feels Crew is well positioned to assist in that regard, with three
consultants in Europe to complement six in Shanghai. Offices in Mexico and
Brazil are in the works. “We dovetail on the back of governments and cham-
bers of commerce,” he says. “We actually tell them how to expand — every-
thing from a sales strategy/business development to setting up an office.”
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Roxul: A good fit

With its stone wool insulation featured in Home Depot and Rona stores,
Roxul Inc. is now something of a Canadian fixture with its two manufactur-
ing plants in Milton, Ont., and another in Grand Forks near Kelowna, B.C.

Yet Roxul is a subsidiary of Rockwool International of Denmark, and as
its long-term success and 13-year annual sales growth rate of 20% suggest,
its management is extremely well integrated in spite of the ocean between
the two countries. Roxul president Trent Ogilvie travels to Denmark 10 times
a year and sits on the board of one other Rockwool operating company in
Europe, while two members of group management sit on his board in Canada.

“There is a good fit between Scandinavian countries and Canada,” says
Ogilvie. “Management thinking, employee relations, the approach of gov-
ernment and the tax regimen are all pretty familiar. There’s also a fit in the
sense of building codes and energy-conservation regulations.”

That’s important for Roxul’s product, which is high-end fireproof,
water-resistant and sound-deadening insulation, essentially made by melt-
ing rocks and spinning it into a woolly fibreglass-like material. A quarter of
its sales currently come from the U.S., and in March 2009 Roxul opened a
new $170-million plant in Milton that triples its present capacity there and
doubles its North American capacity.

“The key to our success is our technology,” says Ogilvie. “We’re the
biggest company in the world with this product.”

EUCOCIT: A Catalyst for
European Business in Canada

The announced intention of Canada and the EU to pursue a
liberalized trade agreement was heartily welcomed by the EU
Chamber of Commerce in Toronto (EUCOCIT). Building trade
relations between Europe and Canada is its main mission.

EUCOCIT co-ordinates the voices of 25 active member
countries and associate members through their Toronto-based
chambers of commerce and business associations with the
objective of raising the visibility of the EU as a welcoming
market of 500 million people. It does this primarily behind the
scenes by promoting relationships. “What we do very well is
put together Canadian and European business people,” says
EUCOCIT president Christian Frayssignes, who is also vice-
president of the French Chamber of Commerce - Ontario.
“We do that through networking events, luncheons and other
receptions for visiting delegations.”

Events have gained high-level attention and created a pro-trade
buzz, he says. “The positive dynamics are starting to work.”
Frayssignes is enthusiastic that the summit’s declaration urges
both sides to get the authorization to negotiate. “It’s a key
point,” he says, “because it represents the willingness to go
and do it.” He says an agreement is “a possibility” by 2010.

EUCOCIT recently negotiated a three-year strategic alliance
resulting in a Memorandum of Understanding with EURO-
CHAMBRES (The Association of European Chambers of
Commerce and Industry) that makes EUCOCIT a major
conduit for European co-operation and trade development
strategies relating to Canada.



