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At the Summit, Prime Minister Chrétien
announced Canadian initiatives under
the Africa Action Plan to ease access
to Canadian markets for African
exporters and to strengthen trade
and investment links between Canada
and African countries.

One of Canada’s initiatives is a
trade mission to sub-Saharan Africa
(SSA). To fulfill this commitment,
International Trade Minister Pierre
Pettigrew is inviting Canadian com-
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panies to participate in a multi-
sectoral trade and investment
mission he will lead to South Africa,
Nigeria, and Senegal from Novem-
ber 15 to 26, 2002, to promote
business relationships between
Canadian companies and African
partners.

African opportunity

In 2001, Canadian goods exports to
sub-Saharan Africa were $690 million
and sales of services to the region in
2000 totalled approximately $630 mil-
lion. “Sub-Saharan Africa offers sig-
nificant opportunities for Canadian
companies in a number of sectors
from communications equipment to
food products,” said Minister
Pettigrew. “By matching our products,
services, and capabilities to Africa’s
needs we can develop strong trade
and investment partnerships with the
sub-Saharan region.”

South Africa

South Africa accounted for 27% of
Canada'’s exports to SSA in 2001 and
has been among the top markets in
the world in recent years for Canadian
products ranging from mining and
instrumentation equipment to agricul-
tural products.

Some of Canada'’s larger aerospace
and defence players have had great
success selling to and partnering with
South African companies. The recently
held Africa Aerospace and Defence
Show had twice the number of
delegations, bigger floor space and
an additional day as compared to
previous years. Canadian companies
in this sector operating in South Africa

have also had notable success in
selling to other countries in Africa.

The power sector is driven by the
increasing need for electricity genera-
tion, especially to electrify communities
that have previously not had access to
electricity. This factor, coupled with a
move away from a labourintensive,
structured economy, has given rise to
electricity output programmes that
will benefit all companies oriented
towards low-cost energy supply,
environmental awareness and supply
reliability. South Africa is trying to
move away from its reliance on coal-
generated electricity.

South Africa’s program to provide
water and sanitation facilities and
services fo 12,000 to 15,000 under-
served communities offers immediate
opportunities for Canadian companies

through partnerships with local private-

sector partners.

The ICT sector in South Africa is
undergoing a growth phase at present,
both in terms of the introduction of
new operators and new technologies.
Networking has shown to be the prin-
cipal area of growth in the market and
Canadian companies with expertise in
this area will find opportunities. This
applies to suppliers of equipment as
well as to service providers.

Nigeria

With its 110 million people, vast oil
reserves, increasingly democratic
polity, and its strengthening economy,
Nigeria is taking its place as an
engine of growth for West Africa.
Canadian sales of communications
equipment, special plastic products,
machinery, pre-fab buildings, fish
products and pharmaceuticals point
to further growth opportunities for
companies ready to explore this
market.

Senegal
Senegal’s political stability, improving
economic management record and

key role in the West African regional
continued on page 15 — Business

Seafood market in

Taiwan

t is natural for people who live
I on an island to be fond of fish

and seafood. In Taiwan, you
can count on the tradition of Chinese
cuisine to serve all sorts of sea
products in original ways. And
because Taiwan is a high-demand
market, there are many exciting
market opportunities for Canada —
an important producer of fish and
seafood.

Market Overview

Taiwan is a large importer of fish
and seafood. In 2001, it imported
more than $400 million worth of sea
products from many sources, including
$31.8 million from Canada. Last year,
Canada ranked as Taiwan's 4th
largest supplier of fish and seafood

New 2003 directory

behind Australia, Thailand and the
United States.

Taiwan is also a large producer of
fish and seafood. It operates one of
the world’s largest high sea fishing
fleets which is based in the southern
port of Kaohsiung and is where many
Taiwanese distributors of frozen fish
are based. Toiwan is a large exporter
of frozen tuna and eel, mostly to Japan
and the United States.

Main imports from Canada included
fresh farmed Atlantic salmon, frozen
Greenland halibut and smelt.
Canada also sold smaller quantities
of cold water shrimp, live lobsters,
frozen scallops and Pacific salmon.

In 2001, Canada imported $14.8 mil-
lion of fish and seafood from Taiwan,

mainly frozen Tilapia, squid and prawn.

Canada-Africa Business and
International Trade

The Canada-Africa Business and
International Trade Directory is a
bilingual guide that offers Canadian
companies and suppliers the oppor-
tunity to promote their products and
services in Africa within the context
of The New Partnership for Africa’s
Development (NEPAD).

The Directory will help users to
quickly find information about your
business, organization, products and
services, including name and orga-
nization profile, postal address,
telephone, e-mail, sectors, target
regions or markets.

More than one hundred copies will
be distributed in both English and
French speaking African countries.

The registration is valid for one

full year and you also receive one
free copy.

Activities by sectors include: business,
manufacturing, food and agriculture,
trade, professional services, construc-
tion, public and private enterprises
or organizations, medical services,
pharmaceuticals, banks and financial
services, government services, NGOs
and others.

Register now or reserve your adver-
tising spot. Registration deadline:
October 31, 2002. Publication date:
January 2003.

For more information and to
register, contact MANIATEL
COMMUNICATION Inc., tel.: (613)
841-1119, fax: (613) 590-7423,
e-mail : Maniatel@ympatico.ca w

Taiwan also has a large aquaculture
industry, producing about oneifth of
its fish and seafood output. The supply
of fish-based feed may also represent
interesting opportunities for Canadian
suppliers.

Opportunities

Taiwan's recent accession to the WTO
has brought a reduction of the tariff
applicable on many seafood species,
thus increasing market opportunities.
An interesting aspect of the Taiwanese
market is the popularity enjoyed by
some under-utilised species. Canada
has taken advantage of this openness
to successfully market, among others,
products such as arctic surf clam and
geoduck.

While the Taiwanese still prefer live
or fresh fish and seafood, the faster
pace of modern life and the higher
proportion of food shopping taking
place in modern supermarkets, have
resulted in an increased demand for
frozen sea products. This pattern repre-
sents interesting market opportunities
for suppliers located far away from
Taiwan.

Taiwanese consumers are very
demanding. Given their traditional
preference for fresh fish and seafood,
any frozen product must be of the
highest quality in order to meet local
standards. Local importers and distri-
butors are constantly travelling the world
and are keenly aware of the difference
in quality and price for products avail-
able from various suppliers. Taiwanese
importers will not hesitate to change
suppliers if the quality decreases or
the price increases.

For more information, contact
Lynne Thomson, Trade Commissioner,
Korea and Oceania Division, DFAIT,
tel.: (613) 995-8744, fox: (613)
996-1248, e-mail: lynne.thomson
@dfait-maeci.gc.ca or Angie So, |
Commercial Officer, Canadian Trade |
Office in Taipei, e-mail: angie.so@
dfait-maeci.gc.ca »
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FRADE NEWS

the newly industrialised economies of
Hong Kong, Singapore, South Koreq,

Developing markets to ) S
Taiwan and, especially, Eastern
Iead fu tu re export g rOMh Europe. As the slorld Zconomy heals

over the next year, we can expect
positive overall growth to return, and
developing markets are likely to be
among the leaders.

Canadian Trade Review

A Quarterly Review of Canada’s Trade Performance
Second Quarter 2002

by Stephen S. Poloz, Vice-President and Chief Economist, Export Development Canada

eveloping economies
almost always grow more

quickly than mature econo-

developing market transactions in
2001, a figure representing one
quarter of EDC's total business

Positive signs

In the longer term, Canada'’s trade
mies. It therefore makes sense that volume. with developing markets is likely to
Canadian companies would spend Events of the past year have not be boosted by four key changes in
their marketing energy trying to been kind to emerging markets. Many  the global marketplace.

capture even a small piece of those ~ carry a high debt load, and need a

rapidly growing markets. strong world economy to remain
afloat, so all have suffered through

the global slowdown. Presently, the
level of turmoil is greatest in
South America, notably for foreign capital goods.
Argentina, Venezuela and ® Second, increased efforts by eastern
Brazil. European countries to align their
But most forecasters are economies with core Europe will

This trade and investment quarterly review reports on Canada’s economic growth in the second
quarter of 2002, and highlights our trade and investment performance in key sectors and markets.

Continued Economic Growth Fuels Strong
Employment Expansion in the Second Quarter

Table 1: Canada’s Economic and Trade Indicators

Percent Change at Annual Rates
Second Quarter 2002 over First Quarter 2002

® First, China’s accession to the WTO
will lead to a steady opening of that
market at the consumer level, while

Yet Canada'’s trade continues to be
promoting continued strong demand

highly focused on the United
States. Fully 83% of our
export sales are to the U.S.
An even higher percentage
of our exports of goods are

The Canadian economy continued to
outpace the U.S. economy and other G7
countries during the second quarter.
Canada's real gross domestic product (GDP)
increased by a robust 4.3% (on an

U.S.-bound, but this is offset expecting 2003 to see a spur foreign investment and annualized basis') in the second quarter of | Real GOP (annualized) i

a little by our exports of r:furn tTdsreadhy EroUtg in grownrlwg de‘;nand for Canadian 2002, whereas U.S. GDP expanded by @ | Employment (quarterly increase, level) 134,000
: ; the worla, with the U.S. capital goods. 0

services, which are much b more modest 1.1% over the quarter. Ritte.of Linamployment. (quarteryy sverags) 75

® Third, the Free Trade Area of the
Americas will foster a significant

more diversified around the  Stephen S. Poloz, Playing more the role of

world. Vice-President and  follower than leader. This Consumer Price Index (second quarter 2002 over second quarter 2001)

Increased business investment, strong

Our concentration on the  Chief Economist,  would see growth in Asia, increase in north-south trade : T Al Ttems 13
U.S. is part natural, given 9 Eastern Evrope and, with beginning in about two years' time. Icl?\?esl'?tr:reyrvffejfg(:;’]neg nigﬁ'lt(t‘oen;:tt))uultlg:‘rs]gt: f Core (excludes food and energy) 2.2
that they are right next door; part a longer lag, Latin America move ® And fourth, efforts to bring Africa Canadian sconomic growth over the - : j
cultural, due to shared language above the global average — a situa- back into the global economy usther: The‘aeah S axpanéian fudlied Canadian $ in U.S. funds (quarterly average, level) 0.6432
and a similar business context; part tion that should cause the share of through debt relief and targeted q 'd : rt hil P rt wth Exports of Goods and Services (annualized, current dollars) 9.1
institutional, given our free trade Canada’s trade with developing trade liberalisation should be the T L I PRy

hampered by the slow recovery in the Imports of Goods and Services (annualized, current dollars) 12.4

relationship; and part cyclical, since
the U.S. has been the leader of
global economic growth in recent
years, while many developing
markets have been faltering.

Emerging markets

Indeed, with developing markets
stumbling from one crisis to another
since 1997, it is hardly surprising
that they buy only about 6% of
Canada'’s total exports — about
$27 billion in 2001, versus over
$400 billion sold to the developed
world. Dealing in those markets is
perceived to be risky by Canadian
exporting companies, who asked
EDC to facilitate $11 billion of their
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countries to rise.

Canadian exporis
Canada’s export performance in the
last few months has shown a gradual
improvement, although at this rate it
will take most of 2002 to recover back
to the peak level of exports seen in
early 2001. For January-June, com-
pared to the same period last year,
Canada’s exports are still down by
8.5%. Our weakest markets this year
include South America, the Middle
East, China, Japan and the major
European countries.

Our U.S. sales are running at the
average, but our stronger markets
include Mexico, Central America,

catalyst to increased export sales
there.

The bottom line? Canadian exporting
companies will always see the U.S.
economy as their core market. But
growing their business over time will
require that they put an increasing
share of their marketing effort into
the faster-growing developing eco-
nomies. Although they will always
constitute a relatively small proportion
of Canada'’s overall international
business, their above-average growth
should provide a good source of fuel
for Canada’s economy. #

United States and elsewhere. Consequently,
Canadian exports grew more slowly than

imports.

In the first quarter, manufacturing reversed five
quarters of decline in this sector, and, in the second
quarter, manufacturing has registered continued
growth, led by the construction and automotive

sectors.

Job creation has continued, with a net increase of
134,000 jobs, and has helped to reduce the average
in the unemployment rate to 7.5% from the 7.8%

registered last quarter.

Source: Statistics Canada

The Consumer Price Index (CPI) for all items increased
by 1.3% in the second quarter compared to the price
level recorded in the same quarter a year earlier, but
was slightly down from a 1.5% increase in the
previous quarter of this year. The four-quarter
increase in the CPI for core items (excluding food and
energy) was 2.2%, up from the 2.0% recorded for the
previous quarter. Thus, inflation—the rate of change in
the CPI—remained comfortably within the Bank of
Canada’s target range of 1% to 3%. The Canadian
dollar appreciated vis-a-vis the U.S. dollar over the
second quarter—from US$0.6271 to US$0.6432.

1 To make quarterly data comparable to annual data, the quarterly figures for trade in goods and services are adjusted for seasonality and are
expressed at annual rates by raising them four times, i.e. seasonally adjusted annual rates - s.a.a.r. All figures, with the exception of investment
figures, are expressed on a s.a.a.r basis, unless otherwise noted.

Prepared by the Trade and Economic Analysis Division (EET)
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Flying high in London
Canadian aerospace
SUCCEesSS

C anada’s impressive aero-
space capabilities were
showcased for the world’s

most influential industry leaders at

Farnborough International Air

Show (FIAS) 2002, held in London,

England this past July. FIAS is a major

event for the aerospace sector, alter-

nating yearly with the Paris Air

Show as the global marketing event

for this industry.

In recognition of the importance of this
show for the aerospace and defence
industry, Canada pulled out all the
stops to showcase our world-class
technology and to highlight the many
companies that make up the third
largest aerospace indusiry in the
world, behind the United States and
the European Union.

Aiming high

The goal at FIAS was to position
Canada as an industry leader in one
of the most high-tech, high-value
industries in the economy.

Increasing Canadian aerospace
opportunities for global partnerships in
research and development, manufac-
turing, training, and the supply of
world<lass systems, components and
specialised services was central to
Canada'’s presence at FIAS.

Canadian presence

Canada’s campaign at FIAS was sup-
ported by the visit of three federal
Ministers (David Collenette, Minister
of Transport; Allan Rock, Minister of
Industry; and Pierre Pettigrew, Minister
for International Trade), three Members
of Parliament (Georges Farrah and
Robert Bertrand from Quebec, and
Wayne Easter from P.E.l.) and five

10| CanadExport asber 1, 2000

WHESEUROPEAN ADVANTAGE

provincial Ministers (Jim Flaherty,
Attorney General and David Turnbull,
Associate Minister of Enterprise,
Opportunity and Innovation from
Ontario; Pauline Marois, Deputy
Premier and Minister of State for the
Economy and Finance, and Lucie
Papineau, Minister for Industry and
Trade from Quebec; and from
Newfoundland, Justice Minister and
Attorney General, Kelvin Parsons).

Aerial shot of planes at Farnborough 2002

All Canadian officials undertook
proactive meetings with Canadian and
foreign clients and investment prospects
to support industry efforts in their
international endeavours. Ministers
Collenette, Rock and Pettigrew had
full programs both on and off-site and
engaged in a multitude of meetings
with Canadian and foreign clients as
well as with a number of prospective
investors.

In addition to the strong government
presence, our corporate presence at
the show was also significant. Despite
the downturn in this sector of the
economy, corporations came out in
big numbers.

The more than 60 participating
Canadian companies — a record
number — were either with the
Canadian pavilion directly (35), on
their own, or were part of their foreign
headquarters’ stands. Overall, more
than 1,200 companies from 35 coun-
tries exhibited at the show which
attracted close to 150,000 visitors.

Results

The global economic downturn and
the lingering effects of the attacks of
September 11 have greatly affected
the global aviation and aerospace
industries. Nonetheless, Canada’s
presence at FIAS 2002 was stronger
than ever.

While there were fewer sales
announcements this year than in
previous years, Bombardier did sell
three CRJ200s, two CRJ700s (with
options for two more CRJ200s) and a
Learjet 40. Bombardier also launched
the six fo seven passenger Learjet 40
for service entry in 2004 and an eight
passenger Learjet 45 XR for service
entry in mid-2003.

World aerospace leader
Canada’s success in aerospace owes
much to three underlying factors: a
highly skilled and motivated workforce;
a strong economic background; and
a firm commitment to research and
development investment.

Over the last decade, aerospace
industry sales in Canada doubled,
reaching in excess of $23 billion in
2001 (over 75% of which was ex-
ported), and creating 40,000 new
jobs. In 2001, Canadian aerospace
firms employed approximately
85,000 Canadians in high-quality,
above-average paying jobs. Canadian
companies are global market leaders
in regional aircraft, business jets,
commercial helicopters, small gas

continued on page 11 — Canadian

THE EUROPEAN ADVANTAGE

World Education Market
Top marks in Portugal

group of 20 Canadian
education and fraining
technology companies and

institutions participated in the Canada
Pavilion at the World Education
Market (WEM), held in Lisbon,
Portugal from May 21-24, 2002.

WEM attracted more than 2,000 par-
ticipants from 70 countries, including
senior executives and government
officials, international agencies,
school systems, training and content
providers, publishers, television and
video producers, satellite, telecom-
munications and cable companies
and the computer software and
hardware industries.

The Department of Foreign Affairs
and International Trade (DFAIT) co-
ordinated an interdepartmental working
group with Industry Canada and
Canadian Heritage to organise the
Canada Pavilion at WEM.

The 20 exhibitors were an excellent
mix of universities and colleges, national
education associations and private
sector companies. These exhibitors
represented a wide range of online
educational products and services

including e-learning solutions, inno-
vative on-line curriculum, multimedia,
learning content management systems
and teacher training directed at clients
in the educational, corporate and
government sectors.

The Canada Pavilion at WEM in Lisbon,
Portugal

Robert Vanderloo, Canada’s former
Ambassador to Portugal, hosted two
networking receptions to facilitate
contacts between the Canadian
exhibitors and Portuguese universities
and IT companies.

Canada Pavilion effective

The Canada Pavilion at WEM accom-
plished what it set out to achieve:
brand Canada as a leading supplier
of world-class education and training
by providing a highly visible, unified
Canadian presence. The Pavilion

Canadian aerospace success

— continued from page 10

turbine engines, flight simulation,
landing gear, and space applications.

Future of aerospace
Farnborough International proved to
be an excellent venue to position
Canada as a world-leading provider
of aerospace solutions and is a per-
fect example of the power of a Virtual
Trade Team Canada working colla-
boratively towards a common goal.

Farnborough International
2004 will be held from July 19 to 25,
2004, in London.

For more information, contact
Sylvia Cesaratto, First Secretary,
Canadian High Commission, London,
tel.: (011-44-20) 7258-6600,
e-mail: sylvia.cesaratto@dfait-
maeci.gc.ca Web site: www,
farnborough.com «

provided considerable opportunities
for Canadian exhibitors to network
with potential foreign buyers/partners,
and served to build a solid “Education
Team Canada” spirit by enabling
Canadian firms and institutions to
liase among themselves and form
new alliances and potential trading
partnerships.

WEM also generated interest among
exhibitors in working with the federal
government to ensure a sirong Canadian
presence at future education and
training trade shows and other events.

Positive results

Many exhibitors reported that they are

currently following up on potential con-

tracts, export licensing and distribution

agreements, and direct sales as a result

of their participation in the Pavilion. As
continued on page 15 — Portugal

F;:fnborough

— continued from page I

ASCO says it is delighted by the
very warm reception it has received
so far from all levels of government
in Canada, along with the valuable
information and support from the
Trade Section at the Canadian Em-
bassy in Brussels. ASCO is enthusiastic
about opening a Canadian produc-
tion site, which would create oppor-
tunities for expansion into North
American and international markets.

With an 85% share of the world
market in metal aerospace components
for specialized applications, ASCO
estimates that it will invest some
$50 million in the Montréal area,
creating approximately 100 jobs.
Bombardier is already a major client.

For more information on this
project, contact Paul Desbiens,
Counsellor (Commercial/Economic),
Canadian Embassy in Brussels, tel.:
(011-32-2) 741-0622, fax: (011-
32-2) 741-0606, e-mail: paul.
desbiens@dfait-maeci.gc.ca «
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Upcoming trade shows

AEROSPACE AND DEFENCE
Lonpon, U. K. — September 9-12,
2003 — Defense Systems &
Equipment International (DSEi).
For more information, contact Robyn
Hori, Defence Industries, Aerospace &
Automotive Branch, Industry Canada,
tel.: (613) 946-6730, fax: (613)
998-6703, e-mail: hori.robyn@ic.
gc.ca Web site: www.dsei.co.uk

BUILDING PRODUCTS

HANNOVER, GERMANY — January 13-18,
2003 — Join BAU 2003, Europe’s
leading building materials trade fair.
For more information, contact
Wolfgang Schefczyk, Commercial Officer,
Canadian Consulate in Hamburg, tel.:
(011-49-40) 46-00-27-0, email:
wolfgang.schefczyk@consulates-
canada.de

CoLOGNE, GERMANY — May 23-27,
2003 — Interzum 2003 is the world's
largest show for suppliers to the furni-
ture industry. For more information,
contact Wolfgang Schefczyk, Commer-
cial Officer, Canadian Consulate in
Hamburg, tel.: (011-49-40) 46-00-
27-0, fax: (011-49-40) 46-00-27-
20, e-mail: wolfgang.schefczyk
@consulates-canada.de Web site:
www.interzum.de

CULTURAL INDUSTRIES

CANNES, FRANCE — January 19-23,
2003 — Be a part of MIDEM
International Music Market 2002.
For more information, contact
Sylvie Morissette, Arts and Cultural

Industries, DFAIT, tel.: (613) 996~
1144, e-mail: sylvie.morissette@
dfait-maeci.gc.ca

INDUSTRIAL EQUIPMENT

TeHraN, IrRaN — January 21-25,
2003 — Attend the Casting, Metallurgy,
Foundry & Forging trade fair (CMF
2003). For more information, con-
tact Majid Bagherzadeh, Commercial
Officer, Canadian Embassy, Tehran,
tel.: (011-98-21) 873-2623/6,
fax: (011-98-21) 875-7057, e-mail:
maijid.bagherzadeh@dfait-maeci.
gc.ca or the event organizers, e-mail:
harborz@harborz.com Web site:
www.harborz.com/cmf2003

SPORTING GOODS

GrenoBLE, FrRancE — January 1921,
2003 — Canadian winter sport equip-
ment and clothing companies are
invited to participate in SIG 2003, the
winter sports equipment and clothing
trade fair. For more information,
contact Giséle Aubut, Commerial
Officer, Canadian Embassy in Paris,
tel.: (011-33-1) 44-43-23-82, fax:
(011-33-1) 44-43-29-98, email:
gisele.aubut@dfait-maeci.gc.ca
Web site: wwwi.sig-grenoble.com

CeBIT correction!

The correct dates for CeBIT are ‘
' March 12-19, 2003, and not

| March 19-23, 2003, as previously
published.

|
'WIRELESS MISSION
TO ASIA-PACIFIC

| THAILAND, PHILIPPINES, MALAYSIA —

' February 17-25, 2003 — Join the

' Trade Team Canada Inc. Wireless
Trade Mission. This mission is intended
to open doors to this emerging market
and to show how well Canadian
capabilities in this sector mesh with
the region’s growing needs.

The projected ICT spending for
Asia Pacific is expected to grow to
US$239 billion this year and spending
on ICT services is expected to grow by
21% over 5 years from 2000-2005.
This growth presents excellent oppor-
tunities for Canadian firms in the
wireless sector.

You will have the opportunity to learn
about business practices in Thailand,
Malaysia and the Philippines, connect
with local government decision makers
and business leaders in the region, and
present your products and services to
potential clients. In addition, match-

' making sessions will let you network
with Canadian businesses active in
the region, and you can build or
strengthen local business partnerships
and participate in technology seminars.

Be sure fo register as soon as pos-
sible — the deadline is November 1,
2002. For more information,
contact Michael Cleary, Business
Development Officer, Industry Canada,
tel.: (613) 991-4903, e-mail:
cleary.michael@ic.gc.ca Web site:
http://tcinfotech.ic.gc.ca under
| What's New/Wireless/Asia-Pacific. %

| - ® o .3 ®
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NFAIT'e Ennuiriac Sarvica provides counselling, publications, and referral sevices
ade-related information can be obtained by calling
1 (613) 996-9709; by calling the Enquiries Service
the DFAIT Internet site at www.dfait-maeci.gc.ca
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