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A difficult market: Reality Check

Germany and Canada share a lot: democracies in the
Western world, G7 membership, wealth, excellent
education and social services. Moreover, the German
community in Canada is the fourth most important
ethnic group. Paradoxically, when considered in total,
our trade relations seem minute. Canadian exports to
Germany represent barely 1% of German imports
and German shipments to Canada represent 1.5% of
our imports. However, when considered by selected
sectors, as in Tables 5 and 6, the actual and portential
significance of our trade relationship becomes
apparent. For example, Canada supplies 85% of
German frozen lobster imports, more than half of the
industrial-use oilseed, about a quarter of the wood-
pulp and five per cent of German purchases of molds
for plastic processing. German customers take almost
40% of Canadian blueberry exports, 10% of the pulp
and five percent of Canadian automotive wheel
exports. In significant sectors the two countries are
major trading partners to each other.

Furthermore, business relations between Canada and
Germany are not entirely captured by statistics. The
fields of cooperation and alliances escape any attempt
to quantify them. Anecdotal evidence confirms that
major corporations enter alliances to secure their
international competitivness, to accelerate market
entry, to reduce the risks associated with emerging
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markets or to lighten the financial burden of R&D.

Germany has an undeserved reputation: mature
market, slow growth and scarce opportunities. Still in
1995, the real GDP growth was 1.9%. Imports grew
over 2.7% in DM and 16% in $US. The information
technology sector, processed food, environmental and
even machinery offer a wide range of opportunities.
In the New Federal States (NFS), the construction
industry has been growing by 20% per year.
Canadian farm implements are also making inroads
into Eastern Germany where farms are larger than
anywhere else in Western Europe. In these sectors,
success by Canadian companies confirms the
potential.

The German market is expensive and time-
consuming to enter. Technical standards are high and
testing extremely rigorous. But the requirements
apply to every company, domestic or foreign. Once
they are overcome, however, these same technical
barriers give the established supplier and advantage
over new competitors, foreign or domestic.

Germany is courted by many companies and
countries. Only the most persistent and best prepared
will succeed. The reward however will be loyal
customers ready to work closely with their suppliers
through good and bad times.




