INTERNATIONAL MARKET DEVELOPMENT

OUTCOME (What we want to achieve): Increased exports of Canadian value-added
goods and services
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to achieve an historical ratio of 70:30 by 2006;

* Designation of markets as “priority” or “emerging” to
allocate program and personnel resources;

* Implementation of action plans for key export sectors such as
housing and agri-food.

Expanding export awareness:
* TCS Outreach Program: 130 officers meeting 950 firms in

110 cities across Canada;
* Launch of Canada Export Week as a TCI/business association
partnership initiative;

Celebrating excellence: Canada Export Awards:

* Recognition of the Canada Export Awards as achievements in
succeeding in the global trade arena.
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