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Post-market liberalization

nwhatisjustablinkofan eyein
I Chinese terms, Shenzhen has

turned from the somewhat back-
wards border town of two decades ago
into a dynamic modern city. And now
all eyes are on a future that promises to

. be even brighter, as the city builds on its

track record of success.

On November 14, a celebration was
held to mark the 20th anniversary of
the establishment of Shenzhen as a
Special Economic Zone (SEZ).Other
SEZs followed, including Zhuhai,
Xiamen, Shantou, Hainan and
Shanghai Pudong. People’s Republic
of China President Jiang Zhemin used
the occasion to encourage Chinese
enterprises and government units “to
thmk a}nd go global to rejuvenate the:

Dept. of Foreign Affairs
Min. des Affaires étrangéres
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Jpportunitiesin

TEAM CANADA TO
ViIsIT BEIJING :

WI‘" lead a Team Canada trade -
/" mission to Beumg,Shanghat and
" Hong Kong from February 9 18
2001, i
 The ane Mmlster wull be
 joined by an official delegatnon
- made up of provmcnal premiers -
~and temtonal leaders,and more
than 300 business people and
young entrepreneurs, heads of
-educational institutions and
municipalities.
For further mformatlon :
on Team Canada 2001, consult
the Team Canada Web site at
www.tcm-mec.gc.ca




ROADMAP TO CHINA AND HONG KONG e

tel: (011-86-20) 8666-0569, ext.225, - | 1

fax:(011-86-20) 8667-2401,e-mail: -~ . = )}

. cathy.yao@dfait-maecigc.caor. ;" |
Sarah Wu, Commercial Offi cer,Cana-' Sl

: ~ dian Consulate General in Guangzhou, _ 3

tel.: (011-86-20) 8666-0569, ext. 224, ,j

— Continued from page 1
fax:(011-86-20) 8667-2401, e-mail: q

sarah.wu@dfait-maeci.gc.ca or s
Fenny Sun, Commercial Officer, Cana- ‘
dian Consulate General in Guangzhou,
tel.: (011-86-20) 8666-0569, ext. 234,
fax:(011-86-20) 8667-2401 or SuYun
Myong, China and Mongolia Division,

Zhongxing Telecom Research and

Development Centre

* Annual production of 500 base
station systems

* Investment set at US$17 million

transportation, environment,and
high technology industries.

This new direction opens the
door to opportunities for Canadian
firms as new projects are under-

taken. Already some 80 Canadian
companies have a presence in
Shenzhen, with more expected after
China enters the World Trade

Qianwan Gas Turbine Power Plant
* Capacity of 3x350 megawatt gas-

steam combined circulating units

¢ Total investment estimated at

DFAIT, tel.:(613) 996-3607, fax: (613)
943-1068, e-mail: suyun.myong@
dfait-maeci.gc.ca W

(For the unabridged version, see www.

Organization (WTO). US$7.25 billion, as a domestic infoexport.gc.ca/canadexport and click
Projectsin the works and foreign joint venture on“Roadmap to China and Hong Kong”)
Shenzhen Metro Lubao (Green
Project Phasel Environmental)
* 70% of the rolling Liquefied Natural Gas

stock to be sourced in (LNG) Automobile

China Technology Network

* Total length 14.8km
* Total investment US$968 million
including US$94 mllhon foreign

. i la Yen L
capital * So far,3,000 automobiles have gttt
. . Circulation: 70,000
Shenzhen-Hong Kong Western been re-equipped and six LNG Telephone:(613) 996-2225
stations are under construction. | Fax:(613)992-5791

Corridor

* Major cross-border transportatlon
project between Shenzhen and
Hong Kong

* Total length 5,260 m, width 325 m,
draft allowance for 1,000-tonne
vessels

* Investment US$257 million

Shenzhen Southern China
International Container Multi-
Modal Centre
* Largest facility in South China for
_international container traffic
* Capacity of one million TEU
(twenty-foot equivalent unit)
per year
* Investment US$109 million

Hua Wei Technology Research and

* Re-engineering of 6,000
gasoline automobiles to reduce
emissions and save fuel

Shenzhen Convention and

Exhibition Centre

* Tourist complex comprising hotels,
office buildings, high-class apart-
ments and convention halls

* Total investment US$242 million

Total Television Broadcasting Centre

* Analog-to-digital broadcasting
facility, topped by a panoramic
news studio

* Total investment US$32 million

Guangdong LNG Receiving

Station

* Network of new and refurbished
gas turbine power plants supply-
ing Hong Kong

* Total investment for Phase |
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° CanadExport is pubhshed twice

monthly, in English and French, by the

* Department of Foreign Affairs and

International Trade (DFAIT),

~* Communications Services Division (BCS).
. CanadExport s available in Canada to

interested exporters and business-
oriented people. For a print subscription,

_ call (613) 996-2225.For an e-mail

subscription, check the CanadExport
Internet site above.

For address changes and cancellations,

*." simply send your mailing label. Allow
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Development Centre US$616 million; US$254 million for | oo
* Toinclude a management office, Phase Il s gy 1

with labs, showrooms, Ilbrary,and
info-centre
* |nvestment set at US$92 million

For further information, contact -
Cathy Yao, Commercial Officer,Cana--
dian Consulate General in Guangzhou,

Department of Foreign Affairs

. and International Trade,

125 Sussex Drive, Ottawa K1A 0G2.
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BUSINESS COUNCIL/ASSOCIATION NEWS

he 400 delegates on the Prime .

T Minister’s Team Canada trade

“mission to Beijing, Shanghai and
Hong Kong (February 9-18) can have
complete confidence in the business
programs being planned for them by
the Canadian trade commissioners ini* ™"
each city. For the February 11-13 Beijing
program, the Canadian Embassy also -
has the strong support of the Canada
China Business Council (CCBC),a

- Canadian private sector non-profit

member organization whose very pur-
pose is helping Canadian companies
to find partners in China.

In the wake of the Asian financial
crisis, China’s economy overall has
maintained strong growth trends,
and the market for Canadian tech-
nology, products and services
remains quite strong. Over the last
quarter century, Canada-China..
bilateral trade has grown rapidly,
from $161 million in 1970, when
diplomatic relations were estab-
lished, to $11.5 billion in 1999.
Bilateral trade with Hong Kong
totalled $2.4 billion in 1999, with

~ another $5.3 billion in two-way

direct investment flows in 1998.

Founded in 1978, the CCBC is widely
regarded as being one of the leading
bilateral associations representing
Canada anywhere in the world.The
Council has a mandate to stimulate
and support trade in goods and ser-
vices, investment and technology
transfer; to achieve greater economic
growth and a closer relationship
between Canada and China; to provide
practical and focused assistance to
business; and to be the voice of the
Canadian business community on
matters of Canada-China relations,
both for the government and the
public at large.

Offices in both countries

Offices in Toronto, Vancouver, Beijing
and Shanghai, as well as chapters in
Ottawa, Montreal, Calgary, and Van-
couver, serve the CCBC's 270 members,
which include 31 Chinese companies
and several Canadian educational
institutions.

The CCBC provides market infor-
mation, business and logistical
support and services, and potential
project leads to its members.“We pro-
vide a great deal of advice and infor-

events.The Team Canada business
program will include seminars on
different industry sectors, a seminar
on financing, and one on the nuts
and bolts of doing business in China.

Joining Team Canada mission to China

(anada China
Business Coundil

mation, either one-on-one or through
seminars,” explains CCBC Executive
Director Fred Spoke.

Close ties to both governments
The Council regularly teams up with
the Department of Foreign Affairs
and International Trade (DFAIT) to
organize seminars and business
events, host incoming Chinese
delegations, plan business missions
to China, and produce publications.

The Council is also a strong com-
plement to the Canadian Trade Com-
missioners in China.Through its
offices in Beijing and Shanghai, the
Council is well positioned to help
Canadian companies find potential
partners and provide corporate
advocacy for companies meeting
market barriers.

The Council has close ties with
Chinese officials at all levels of govern-
ment.“When a Chinese delegation
comes to Canada, we are often con-
tacted to put together a business pro-
gram for them,” explains Spoke.”We've
had senior Chinese leaders come to our
Annual General Meeting since 1994."

Strong support for Beijing program
Its close connections with both

" DFAIT and China made the CCBC a

natural choice to assist with the

business program on the Beijing

leg of the Team Canada mission.
The Council is helping the Cana-

dian Embassy to arrange speakers,

set up seminars, and ensure that the

appropriate Chinese officials attend

A feature of the Team Canada
visit to Beijing is the gala banquet,
co-hosted by the CCBC and the
Prime Minister,in the Great Hall of
the People. Between 2000 and 2500
people, including senior leaders from
both governments and Canadian and
Chinese company representatives,
are expected to attend the dinner.

Many CCBC members will be among
the mission delegates, and the Council
will be represented by its Chairman, -
André Desmarais, its President, Earl
Drake, and other senior managers.
~ On the Team Canada mission, the
importance the Council places on col-
laboration of every kind will go along
way toward facilitating opportunities
for partnership and investment for
Canadian companies.

For more information, contact

Kai Xing, Director of Membership and

Business Services, tel.: (416) 954-3800,
fax:(416) 954-3806, e-mail: ccbc@
ccbc.com Web site: www.ccbc.com
(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Business Chamber/Associations”) %

exportsource.gc.ca
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TRINIDAD

AND TOBAGO

With a team of 500 business
professionals in more than 130 cities
around the world, the Trade
Commissioner
Service has the market
knowledge you need to
succeed in your target

market. Our Market

Research Centre and

our offices abroad have
prepared over 600

market studies avail-

able for free on our

Web site. These studies

will help you identify

foreign business opportu-
nities and learn more about
your target market. -

This is an overview of one study. For

the full version of this and other studies,

visit our Web site. When you are prepared to
do business abroad, you can use our Web
site to get in touch with our offices around the
world and request personalized services elec-
fronically. ,
www.infoexport.gc.ca
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(( THE CANADIAN
— TRADE COMMISSIONER
- SERVICE

proximately .10% of the
; s methanol is produced
in Trinidad ‘and Tobago. :New. -
hanol plants have pushed
levels from 3.2 millio
1998 to 3.4 million fonnes
wgust 1998, the country.
nmissioned two new ammonia plants, which
reased output from 2.2 million tonnes per year -
998 to 3.6 million tonnes in 1999,

FROM EXPERIENCE. OURS.
RADE COMMISSIONER SERVICE |

* Market Prospéct * Key Contacts Search ||
* Local Company Information  * Visit Information

* Face-to-face Briefing . I}oubleéhooting

See Insert for your Oil and Gas Equipments and Services contact a
' In Latin America and the Caribbeat. .

i !
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he U.S.Connection is produced in co-operation with DFAIT's U.S. Business Deve[opmentDivision (URT).For information C
’ about articles on this page, contact URT by fax at (613) 944-9119 or e-mail at commerce@dfait-maeci.gc.ca !
For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119. o ‘

"Telecom

inWashington, D.C.

elecom Tuesday, held on Tues-
T day, November 28, was the first

in a new series of briefings hosted
by the Canadian Embassy in Washington,
D.C.on global trends in the information
and communications technology (ICT)
industry. The event, aimed at raising
Canada’s profile among leading tele-
communications entrepreneurs, venture
capitalists (VC) and the media, was a
success, with over 300 attending. Featured

was a discussion led by a dynamicpanel

ofindustry leaders on the business,
practical,and technical issues faced by
Internet firms that are developing and
implementing wireless strategies. Many
of the firms represented either have
locations in Canada or are doing busi-
ness with Canadian ICT firms.

Telecom Tuesday is an offshoot of
First Tuesday,a European networking
forum founded in 1998, which helps
entrepreneurs gain access to the capi-
tal, resources, technology, expertise,
and services they need to be success-
ful. Hosting Telecom Tuesday is part
of the Canadian Embassy’s strategy
to promote Canada as a world leader
in a regional ICT market worthan
estimated US$200 billion a year.

A panel discussion presented a
variety of “hot”issues, including im-
proving equipment reliability, pro-
longing battery life for personal

Tuesday”

digital assistants (PDAs), the lack of
technical standards, adapting business
processes to emerging technologies,
and the impact of cheaper techno-
logy on the wireless Internet market.
To view aWebcast version of the panel

discussion, visit www.firsttuesday.com i
orwww.sonnenschein.com
The inaugural Telecom Tuesday
was so successful that the Embassy
hopes to include similar eventsin its
2001 program. For further informa-
tion, contact Gerard Brathwaite-
Sturgeon, Second Secretary (Commer- ;
cial), tel.: (202) 682-1740, fax: (202) f
682-7619, e-mail: gerard.brathwaite- -
sturgeon@dfait-maeci.gc.ca W !
(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on“The U.S. Connection”)

Canadian “technopreneurs” attend Nortel

“NL2”in Silicon Valley

A unique mix of technopreneurs —
Canadian start-up successes, Silicon
Valley veterans, and leading venture
capitalists (VC ) — learned how to take
a start-up business in the New Economy
to the next level of success at Nortel's
Next Level 2 Conference (NL2). The
event, held in San Jose, California,
December 6-8, was organized by the
Canadian Consulate Trade Office (San

- Francisco/Silicon Valley) in partnership

with Profit Magazine and the Leaf
Initiative, a non- profit organization
with the mandate to champion Cana-
dian success in the New Economy.
Nortel Networks was the title
sponsor; other sponsors included
Ernst & Young, Coradiant, National
PR, Hewlett-Packard (Canada),
Tractionworks, and Fenwick & West.
NL2 featured more than 40 speakers
and panelists, with sessions encom-

passing everything from identifying
a market opportunity, assembling a
top-notch executive team, and hon-
ing a business model, to outsourc-
ing, securing VC funding, and exit
strategies. ;
Brent Holliday of Greenstone
Ventures, who had also attended NL1,
commented,“This should be a required
event for Canadian high-tech entre-
preneurs who want to succeed. With
the outstanding lineup of speakers,
NL2 was invaluable.” ‘
For further information on NL2,
visit www.nextlevelconference.com

-or contact Jeane Weaver, Business

Development Officer, Canadian Con-
sulate Trade Office (San Francisco/
Silicon Valley), tel.: (408) 289-1157
ext. 23, fax: (408) 289-1168, e-mail:
jweaver@cdntrade.com Web site:
www.cdntrade.com w

Check the Business Section of the Canada-U.S. Relations Home Page at www. dfalt-maea gc.ca/geo/usa/
business-e.asp ... for valuable lnformatlon ondoing business in and with the Umted States.




EXPORT SALES AND CONTRACTING

hen Geoffrey Bennett
W came on board Pelorus
Navigation Systems Inc. of

Calgary as Vice- President and Chief
Financial Officer in 1999, he was given
animmediate challenge: find working
capital to allow the airport navigation
equipment company to deliveron a

In 1995, with prototype satellite
landing system (SLS) technology in
hand, the company teamed up with
Honeywell Corporation to produce
the Honeywell/Pelorus SLS-2000, a
system that uses global positioning
system (GPS) technology. Under the
10-year agreement, Honeywell and

Precision landing with ((C assistance

lucrative contract with U.S. partner

and customer Honeywell Corporation.
Through the National Bank of Canada,
Pelorus was introduced to the Canadian
Commercial Corporation (CCC), which
stretched the parameters of its Progress
Payment Program (PPP) to let the com-
pany’s cutting-edge technology land
at its destination.

Pelorus has been in the business of
designing, manufacturing and mar-
keting ground-based navigation
equipment to facilitate safe airport
landings since 1983. The 30-employee
company has installations in 700 air-
ports worldwide.

~ DOING BUSINESS WITH THE -
- U.S. FEDERAL GOVERNMENT?
Find out more from the Canadian Embassy
-inWashington, D.C.(www.canadian
_embassy.org) under “Business Opportunities:
U.S.Government Procurement.”.

Log onto opportunities via the General
Services Administration (www.gsa.gov), -

which facilitates purchases by the U.S.gov-

_ernment — the world’s largest consumer —

-and the Electronic Posting Systemsite .. -
(www.epsgov), i

_ .- When you're ready to pursue these -

. oppoqunities, the Canadian Commercial 1
Corporation (www.ccc.ca) can assist you
with the interpretation of the U.S. procure-
ment system or ensure that as a Canadian

|_company,you are eligible to participate.

gary navigation
mpany delivers

Pelorus partner to develop the tech-
nology and provide internal compo-
nents; Pelorus then manufactures and
tests each system.

Using GPS satellites, the system
can chart a course for an approaching
plane that is not affected by the
weather.The system also costs a lot
less than its predecessor, making it
affordable even for smaller airports.

By summer of 1999, while working
on the SLS-3000,a second-generation
system, the company found itself short
of cash. “We had lots of business, but
limited financing,” explains Bennett.

But when the National Bank of
Canada introduced Pelorus to CCC
all that changed, although not imme-
diately. Pelorus, with its Honeywell
contract, was not the usual candidate
for the PPP: the product was still at
the prototype stage; there was no link
to the buyer; and payment was held
until the customer’s acceptance at -
destination. :

“There were a lot of hurdles,”ex-
plains CCC Project Manager Emmanuel
Florakas.“But given the strength of the
Honeywell/Pelorus partnership — the
fact that the customer was also the
partner with a vested interest—and
Pelorus’ strong management team, we
were able to overcome those hurdles.”

With the bank accepting buyer
credit risk through a discount facility
for receivables, the PPP line of credit

SHAPING TRADE
SOLUTIONS FOR g@
OuR EXPORTERS -

The Canadian Commercial Corporation (CCC)
is an export sales agency of the Government
of Canada providing special accesstothe
US. defence and aerospace markets and spe-
cializing in sales to foreign governments. - -

§ P 3
Commerdal
Corporation

tracting expertise and unique government-
backed guarantee of contract performance. -

CCC can facilitate export sales that often

erally better project terms.

When requested, CCC acts as prime contrac-
tor for government-to-government transac-
tions and provides access to preshipment

- export financing from commercial sources. .

For more information, contact CCC, tel..(613)

fax: (613) 947-3903, e-mail: info@ccc.ca’

Web siteewww.cccca™

was in place by December 1999,and
paid down by early February 2000
with the final delivery.

“l would absolutely use CCC's ser-
vices again,” says an enthusiastic
Bennett.“l thought | would be dealing
with a government agency boxed in
by rules, but instead | found a group -
of people passionate about providing
customer service. They worked as
hard as we did to make this happen.”

To date, the Honeywell/Pelorus
systems are installed in Frankfurt,
Memphis and Chicago-O'Hare, the *
busiest airport in the world. With
other systems slated for Seattle and
Chicago-Midway, and FAA public
approval anticipated for 2001-02, the
world can look forward to safer,more
efficient air travel.

For more information, contact
Geoffrey Bennett,VP and CFO, Pelorus
Navigation Systems Inc, tel.: (403)
730-5555, fax: (403) 730-5511, e-mail:
gbennett@pelorus.com Web site:
www.pelorus.com %

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Export Sales and Contracting”)

Canadian exporters can gain greater access -
to government and other markets, aswell as
a competitive advantage, through CCC’s con-.

result in the waiving of performance bonds, -
advanced payment arrangements and gen-

996-0034, toll-free in Canada: (800) 748-8191,

~ (anadExport January 15,2001
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SHARING TRADE SECRETS

hen you introduce a product
W made from the purest, most

intriguing source of water
on the planet, attracting international
interest is not a problem. But as Cana-
dian Iceberg Vodka Corporation
discovered, finding reliable distributors
is another story; however, the com-
pany has found another valuable
resource in Team Canada Inc. Company
President Gary Pollack is pleased to
shatre his tips. :

Newfoundland-based Canadian
Iceberg Vodka Corporation has been
commercially harvesting icebergs in
“Iceberg Alley,” off the island’s north-
east coast, since May 1995. The ice-
bergs, chunks that have broken away
from the main glacial body near
Greenland, are picked up in massive
nets by the company’s harvesting
ships and placed in the ships’holds.
The iceberg water — so pure that
contaminants are undetectable in parts
per quadrillion — is shipped to the
Newfoundland Liquor Corporation
(NLC), which blends it with triple-
distilled neutral grain spirits produced
from Ontario sweet corn.The result is
Canadian Iceberg Vodka, an interna-
tional award-winning spirit that is
the brainchild of Gary Pollack.
“During the Gulf War,someone
jokingly suggested that with all the
icebergs we have, we could harvest
them and send the water to Saudi
Arabia,” Pollack explains. “At first |
laughed, then | realized the idea wasn't
ridiculous at all.” Unable to obtain
financing to produce iceberg water,
Pollack contacted the NLC,which was
willing to bottle iceberg vodka.

Distributors come knocking

After introducing the spirit at the
annual First Ministers’ conference in
St.John's in 1995,the company landed
aU.S. distributor and a Canadian agent.
However, the distributor turned out to
be a distribution centre and charged
Iceberg Vodka an expensive fee to
back out of the agreement.

Pollack has salient advice for other
exporters: “Ask for copies of their
financial statements. Ask for references
from other companies they're lrepre—

senting.Don't get stuck with someone
who's all talk and no action.”

He also recommends tapping into
government resources. The company has
used Export Development Corporation
(EDC) services and, in October 1999,

Thetip of the iceberg

\odka ex

received Program for Export Market
Development (PEMD) funding, which
allowed Pollack to attend ANUGA, the
world’s biggest food and beverage
show,in Cologne, Germany.

Face-to-face brings results
Meeting with potential distributors is
not the sole reason to attend trade
shows. “The other big advantage is
that you get to meet the trade com-
missioners,” notes Pollack,“which
makes it easier when you're sending
e-mails."The company keeps in fre-
quent contact with posts in the United
Kingdom, France, Germany, the
Middle East, and Scandinavia, receiv-
ing market information, lists of dis-
tributors, as well as advice on shows
Pollack should attend. Leads from
commercial officers have also led to
recent agreements with distributors
in Iceland, Israel and Switzerland.

Communication is key

Pollack also stresses the importance
of including translators in company
booths at foreign shows.”If you're
going into foreign markets,you need
to have someone who speaks the lan-
guage.It’s very important to be able
to communicate in the language of
the placeyou're going.”

Iceberg Vodka, with six full-time
employees and 25-30 seasonal har-
vesters and bottlers, exports to Japan
and Ukraine. In addition to its current
push into Europe, the company antici-
pates sales from participation in the
February 2001 Team Canada trade
mission to Beijing, Shanghai and
Hong Kong. '

I

AY,

The company is branching out in
product as well as market. Canada’s
Original lceberg Water, 90% of which
is destined for exports through the
company’s current distributors, is
expected to be on the market by 2001.

orts flow

Pollack has good reason to be
confident in his unique vodka.
Nevertheless, he stresses: “The only
way a company like ours can grow is
through exports and through the
support of the Canadian export
development programs.”

For further information, contact
Gary Pollack, President, Canadian
Iceberg Vodka Corporation, tel.: (416)

443-6200, fax: (416) 385-3132, e-mail:

president@icebergvodka.net Web
site: www.icebergvodka.net ¥

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Sharing Trade Secrets”)

SERVICE

‘Showcase your
business abroad!

Over 30,000 companies are
registered members of WIN. Are you?
WIN is a commercially confidential
- database of Canadian exporters and
 their capabilities. WIN is used by
trade commissioners in Canada and
abroad to help members to succeed
in intemational markets. To become
a registered member of WIN,
call 1-888-811-1119. Or go to
www.infoexport.gc.ca and
register on line. /
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Performance

This trade and investment quarterly reports on
Canada’s economic growth in the third quarter
0f 2000, and highlights our trade and investment
performance in key sectors and markets.

Canadian Trade Review

A Quarterly Review of Canada’s Trade

Third Quarter 2000

Canada’s Economic Performance Strengthened,
Despite Restrained Growth in International Trade

During the third quarter of 2000, despite restrained growth in international
trade, Canada’s real gross domestic product (GDP) rose by 4.8% at an annual
rate, which was somewhat higher than growth in the second quarter and
twice the 2.4% real GDP increase in the United States.Robust consumer

demand combined

with business invest- -

mentinplantsand
equipment were the
principal driving
factors behind this
quarter's strong
economic perfor- -
mance.On a quarter-
over-quarter basis,
consumer spending
advanced by 1.3%

(quarterly rate), while |

business investment
rose by 3.8%, owing
mostly to the 30.9%
increase ininvest-
ment in telecommu-
nications equipment.
Internationally,
exports of goods and
services edged down
by 0.1% in real terms,
and contributed
negatively to the
change in Canada'’s
real GDP for this'
quarter, for the first -
time in threeand a
half years.

Continued on page 2 —
Economic Performance

Table 1:Canada’s Economic and Tradelndlcators

Percent Change at Annual Rates

. 3Q’'000over2Q 00
RealGDP - : 48%
Employment (quarterly increase, level) 66,300

Consumer Price Index (October, year-over-year)

Allitems 2.8%

Core (excludes food and energy) 1.5%
Exchange Rate in US$ (September, closing) 06651
Exports of Goods and Services (current dollars) 2.6%
Imports of Goods and Services (current dollars) 34%

‘Figure 1:Canada’s Trade in Goods and Services

' -3rd Quarter 1998 to 3rd Quarter2000, - .. -
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Source; Statistics Canada
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Tradeand Investment
Highlights

The quarterly growth of Canada's
total trade emanated solely from
the merchandise account, where

a significant share of the gains in
merchandise exports occurred in
resource-based products. However,
due to the faster growth of imports,
the goods surplus narrowed on a
quarterly basis to $12.6 billion.Trade
in services was weak, as exports and
imports declined slightly.With
respect to foreign direct investment
(FD!) into Canada, acquisition activi-
ties played an important role once
again, while investments in U.S.
stocks accounted for much of this
quarter’s Canadian portfolio invest-
ments abroad. -

Gain in Canada’s Merchandise

~ Export Driven by Resources

Merchandise exports were valued
at $104.6 billion, up by 0.8% from
the previous quarter.While energy
exports were the principal source
of the increase, exports of other
resource-based products such as
industrial goods, and agricultural
and fishing products, also advanced
in this quarter.The gains in exports
of resource products and consumer
goods offset the decline in other
major products.

Higher energy prices continued

to elevate the value of our exports.
To some extent, however, export
performance in the third quarter
was adversely affected by tempo-
rary factors such as a plant shut-

- down due to fire,a period of

change-over of models of motor
vehicles, a platform-maintenance
- Continued on page 2— Highlights

Prepared by the Trade and Economic Analysis Division (EET)

il
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Highlights — Continued from page 1

shutdown in Eastern Canada,and and fishing products.

Figure 4: Canada’s Services Trade, by Type -

3rd Quarter 2000 over 2nd Quarter 2000 Change

poor weather conditions that Strong business invest-
affected activity in crude petroleum  ment and higher o o
exploration. consumer spending . = .g—' lE -
For this quarter, Canada’s merchan-  helped to achieve this H —_—n =
dise imports reached $92.1 billion, performance. _
up by 1.2% from the last quarter. By destination, Canada’s
This increase was due to gains in exports to the United * [ ] o
imports of machinery and equip- States reached $90.2 bil- Tave Conmersl Toal Sevices
ment products, energy products, lion.Compared to the :
consumer goods, and agricultural second quarter, our Meopors  Elimpons
- exports tothe - Source: Statistics Canada
Figure 2: Canada’s Trade by Commodity - JISIEERIEIES :
PPl [OSE DY 1%, with increases Energy Industry Attracted

3nd Quarter 2000 over 2nd Quarter 2000 Change’

also noted for the European
Union.Canada’s exports

to Japan, however, dropped -
by 7.6%. As fo imports, there
were broadly-based
increases from major trading
partners other than Japan.
Two-way trade in goods and
services with the United
States averaged $1.72 billion
per day in this quarter.

percent change

4 1 pu -
0 -

Downward Driftin
Transportation
Services Trade

Canada’s exports of services
of $13.9 billion were down
by 0.4% over the second
quarter due to the drop

in transportation services
exports.Third-quarter
imports fell by 1.2% to
$15.5 billion as all major

M Exports Imports

Source: Statistics Canada

a3 |« | 209 | 409 | 2% service categories weak-
1Q'98 3Q'98 1999 3Q'99 1Q'00 3Q'00 . ,
: , - | ened.As aresult,Canada’s
——«&—— Export Price Index Import Price Index . R .
services deficit narrowed

B Terms of Trade

by $131 million to $1.6 bil-
lion in the third quarter.

Source: Statistics Canada

Direct Foreign Investment
Flows

More than 30% of the flows of
total FDI in Canada and Canadian
Direct Investment Abroad (CDIA)
were geared toward energy and
metallic mineral industries, and
were largely from and into the -
United States. FDI was valued at
$10 billion,down sharply from -
$28.9 billion in the second
quarter. Meanwhile, CDIA fell to
$4.6 billion from the second
quarter’s $21.1 billion. As with
previous years, acquisition activi-

" ties played an important role in

FDI in this quarter.

Portfolio investments in Canada,
from July to September of 2000, :
were dominated by the demand
for Canadian stocks. Likewise,
investment abroad by Canadian
portfolio investors was mainly in
foreign stocks. Unlike the first two
quarters, most of Canada’s invest-
ments in foreign equities during

the third quarter were directed to

the United States.

" Economic Perfc ( ntlnued from page 1.
ln current| rather than inflation-adjusted dollars, o
Canada s two-way trade posted ameagre quarterly -

| .$4.6 billion.

E{month surplus of $1 1.6 billion is substantlally larger
“than the annual surplus of 1996 WhICh was e

[

the third quarter,the thlrd surplus in a row.The nine-

- "flnternatronal rnvestments into and from Canada eased
~inthis quarter after setting record levelsin the second
 quarter of this year.The levels of inward and outward .

gain of 0.7% due to stronger energy prices. However,
compared to the same penod last year, the value of
two-way trade accelerated by as much as 11.9%. The

_current account recorded a surplus of $3.4billionin" . investment flows remained high by hlstoncal sta n-.. :

dards,desplte this quarter S declme.
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In principle, the value of what one
trading partner purchases should
equal what the other sells; the bilat-
eral trade balance between any
two countries thus should be of
the same order of magnitude and
of the opposite sign.In practice,
however, this equality can seldom
be found in published trade data.
Indeed, the trade picture portrayed
by available statistics can be very
misleading. A case in point is the
trade officially reported between
Canada and Japan, where both
countries published merchandise
trade statistics that showed that
they each had a trade deficit with

“the other country in 1993 and 1994!

As a major economic indicator, trade
statistics provide an important
source of information for commer-
cial,economic and political pur-
poses.In view of the need for
reliable data and the shortcoming
of existing data, the Government
of Canada (via Statistics Canada)
has been undertaking a number

of data-reconciliation projects

with Canada’s major trading part-
ners in recent years to determine
the sources of, the reasons for,and
the sizes of discrepancies between
trade statistics published by Canada
and those by its major trading part-
ners.The exercise typically adjusts
the two national sets of data on the
same conceptual footing and
arrives at one single set of recon- -
ciled data for merchandise exports,
imports and the trade balance for
the year or years reviewed.

There are various reasons for data
discrepancies. Among them are
treatment of freight and insurance,
timing, conceptual differences,and -
transhipment (or indirect trade) via
athird country.! In the latter case,

transhipment distorts bilateral
trade statistics, when goods from
theinitial export destination are
shipped to a third country without
substantial transformation.

The process of reconciling trade
data for any two countries (for
example, Canada’s exports to

" Mexico and Mexico's imports from

Canada) makes use of the informa-
tion that is available from the.
import data but is not captured by
the export data.Because imports
often involve the collection of tariffs
or duties, or regulatory inspection,
they tend to be more accurately
recorded and better documented
than exports.Hence,import data
from each country are used as
benchmarks.

The transhipment issue is the focus
of this review in Canada’s bilateral
trade data-reconciliation with
Mexico,Japan, the European Union
(EV) and the United States.
Currently, Canada is embarking on
similar exercises with China, Korea
and Japan (again) in reconciling
trade data for recent years.

MeXico. The results of the
most recent Canada-Mexico mer-
chandise trade reconciliation indi-
cated that transhipment through
the United States was the main
source of discrepancy between
Canada'’s and Mexico’s statistical
data.The reconciled data suggest
that, of the total $1.4 billion differ-
ence between Mexico's recorded
imports from Canada and Canada’s

" recorded exports to Mexico in 1997,

78.1% was due to transhipment.
Of this 78.1% share, trade via the
United States constituted 92.7%,
and indirect trade via other coun-
tries accounted for the remainder.

“The Impact of Transhipments on Canada’s International Trade Statistics

Northbound, Canada’s published
imports were higher by $3.1 billion
in 1996 and by $4.0 billion in 1997
than Mexico’s published exports —
a discrepancy representing 104%
and 135% of the level of exports
published by Mexico for the two
years, respectively. Of the $4.0 billion
difference in 1997,76.2% can be
attributed to trade via third coun-
tries (with the United States accoun-
ting for 99.6% of this difference).
Because of data complexity,trade
officials in the two countries to date
have been unable to arrive at a set
of reconciled data that is satisfac-
tory to both parties.

Japa N. The reconciliation exer-
cises to date between Canada and
Japan for the years 1989-1994 also
provide information on the extent
of distortion in trade statistics.
Eastbound trade data indicated
that,in 1994, Canada’s published
imports were higher by $3.3 billion
(or by 40%) than the level of Japan’s
exports.Of the $3.3 billion discrep-
ancy, 97.6% was due to indirect
trade via the United States.
Westbound, Japan's imports were
26.9% higher than Canada’s exports
with indirect trade (orimport of
Canadian goods via the United
States) explaining only 17.9% of

the total discrepancy in 1994.As
shown inTable 2 on page 4,the
reconciliation exercise achieved

its purpose of arriving at a set of
exports and import data that is offi- -
cially recognized by both countries
for 1993 and 1994.Because of the
need to keep a consistent time
series, the reconciled data (which
are available only for specific years)
have not been used to replace
Canada’s existing trade statistics. -

1 Statistics Canada Daily, Canada-Mexico-United States Merchandise Trade Recondiliation, 1996-1997, August 3,2000.

w Supplement — CanadExport
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European Union.

On June 8,2000, Statistics Canada
and Eurostat announced the result
of a bilateral merchandise trade- -
reconciliation study covering data
for the period 1993-1997.Between
Canada and the EU, indirect trade
refers to Canadian exports to the
EU (and imports from the EU),
which are transhipped via a non-
EU member country.In 1997,
21.9% or $1.2 billion of the total
discrepancy between Canada’s
imports and the EU’s published ex-
ports could be attributed to indirect
trade.Transhipment also accounted
for 22.5% of the discrepancy be-
tween the EU’s publicimports and
Canada’s published exports.

United States.

Reflecting the long-standing and
sizeable trade relationship, recon-
ciliations of current account data
have been conducted annually with
the United States since 1970.Begin-
ning January 1990, a large part of -
the differences in the Canadian and
U.S.-published estimates has been
eliminated, as Canada and the
United States began to ex-
change data for transactions
such as trade in goods, services
such as travel, passenger fares,
inland freight, government
expenditures, unilateral trans-
fers such as pensions,and
banking data used to estimate
interest income. As a result of
the data exchange,in which the
export statistics of each coun-
try are derived from the coun-
terpart’s import data, there
now are no unexplained differ-
ences in merchandise trade
statistics between these two
countries except for minor
adjustments associated with
the confidentiality of the
source data, re-exports and
valuation differences.

,Canada s Exports to the i
(The EU's Imports from Canada
: 1Canadas Imports from the EU
|.The EU'sExports to Canad

Conclusion. theresuits
of the reconciliation studies to date
and those presently under way have

- anumber of important implications

on data interpretation, one of which
is on evaluating the share of Cana-
da’s overall exports to individual
countries.When Canada-Japan trade
statistics were reconciled, Canada’s
exports to Japan were adjusted
upward by $1.0 billion in 1993 and
by $1.3 billion in 1994.The recon-
ciled figures suggest that Japan’s
share in Canada’s total exports in
1993 was 5.0% instead of the 4.5%
that was published.Between Canada
and the EU,Canada’s exports were -
adjusted upward by $3.0 billion in
1997,and the EU represented a
6.1% share of Canada’s exports in
1997, up from the published 5.1%.

Given that no adjustments for tran-
shipments are needed for bilateral
trade between Canada and the
United States, and taking into
account the outcome of tranship-
ment exercises referred to abovein
raising the level of Canada’s trade
with countries other than the United
States, it can be inferred that the

share of Canada’s exports to these
countries as a percentage of
Canada’s global exports should have
been higher, while that of Canada’s
exports to the United States should

- have been lower, relative to the

corresponding figures indicated by
Canada’s official statistics.

Lastly, the transhipment issue can
have policy implications for Cana-
da’s bilateral trade relationship with
the United States.The fact that indi-
rect trade occurs between Canada
and a trading partner points to the
role of the United States as an inter-
mediary country, in addition to

the usual role as a final destination
of a large proportion of Canada’s
exports.This intermediary role
played by the United States may
need to be taken into account in
the design of trade policies that

are aimed at strengthening our
bilateral trade relationship with the
United States.2 Therefore, unless
sufficient work is done to assess
and quantify this type of tranship- .
ment, the precise nature of Canada’s
trade performance will always be
an open question. :

Table 2: Published and Reconciled Trade Statistics

s of Canadian Dollars)

Published Data .

. Reconciled Data .

2 Todate, indirect trade has also been found to be a source of discrepancies in trade stat:stlcs inreconciliation exercnses conducted by
the United States with countries such as Austraha and Mexico.




heisland of Kyushu is also
T known as “Silicon Island” due

to its high concentration of
integrated circuit (IC) manufacturing
companies. Kyushu, together with the
neighbouring prefecture of Yamaguchi
and the island of Okinawa, form the
Kyushu-Yamaguchi Economic Sphere,
a region with a population of almost
15 million and a GDP larger than
Australia, South Korea or Mexico. This
area is often referred to as a 10%
economy, since it represents between
9% and 12% of the Japanese national
level in terms of area, population, GDP,
retail sales, local government spending,
and other indicators.

Kyushu has strong ties with its Asian
neighbours, with almost three quar-
ters of Kyushu businesses abroad
having opened offices in Asia. Asia
accounted for more than 45% of
Kyushu's gross trade volume in 1998.

Fukuoka, its main centre, with a
population of 1.3 million, forms the
fourth largest urban centre in Japan.
Large foreign firms such as Costco
(membership discount store) and
AMC (movie theatres) have set up
facilities in Fukuoka recently and
are planning expansion into other
regions.

Infrastructure developments

The Kyushu infrastructure has been
developing rapidly over the past few
years, making trade and travel more
accessible and efficient. The Trans-
Kyushu expressway, completed in
1996, links Fukuoka with all the
Kyushu capitals,and the new Fukuoka
international air terminal, completed
in 1999, links the city to 18 cities in
eight countries. With deregulation
in the air services sector over the
past few years, third-sector (private-
public) partnerships have been
formed to establish small, regional
airlines, faculltatmg economic devel-
opment in the regions by making
them more accessible. These airlines
require short runways, a perfect
match for Bombardier Dash 8s,
which are now being used by
Ryukyu Air Commuters (Okinawa), -

A YEN FOR JAPAN

Amakusa Airlines (Kumamoto) and
should be flying in the Nagasaki skies
by 2001.

Opportunities in high-tech

With the growing use of the Internet
as a communications and trade tool,
the number of Internet service provi-

ders in Kyushu has more than quadru-
pled since 1995. Ten cable television
companies recently
received approval to
provide Internet
services and local
authorities are
pushing the devel-
opment of Internet-
based exchanges. In
September, Fukuoka-based discount
store Mr. Max introduced an on-line
shopping service for clothing, items

for children and babies, and pet

goods.Companies can now promote
their products and services, in English,
free of charge via a new Web site
www.business-mart.ne.jp created by
the Fukuoka Foreign Trade Association.

Distribution changes

Changes in the Japanese distribution
system have created opportunities
for certain types of Canadian prod-.
ucts, especially in Japan’s regional
markets. This is especially true in
Kyushu where trade that was previ-
ously controlled by large trading
houses is now open to newcomers,
Direct imports of Canadian food and
beverages, building materials and fur-
niture to Kyushu, including doors and
windows, wine, frozen cakes, and fur-
niture have been successful.

Fukuoka-Canada Society

The Fukuoka-Canada Society was
established on September 30, 1999,
to promote friendship and exchange
between Japan and Canada in the
areas of culture, economy, and tech-
nology. The Society has over 400 cor-

Market to discover
insouthern Japan

porate and individual members,
including such well-known compa-
nies as Kyushu Matsushita
Electric (Panasonic),
Shin Idemitsy, the
largest oil retailer
in Kyushu, and
Toto, Japan'’s
largest maker of
sanitary earthware and
metal fittings.

On July 1,Canada Day, the Society
organized a showing of the Canadian
movie The Red Violin,and, on July 10,
Canada’s Ambassador to Japan, Len
Edwards, attended the first Annual
General Meeting of the Society to
promote Canada as a strong business
partner in high technology. In Sep-
tember, 78 members of the Society
visited Canada, and more activities
are planned to strengthen ties between
Fukuoka and Canada in the future.

For further information, contact
Josiane Simon, Consul and Trade
Commissioner, Canadian Consulate,

Fukuoka, tel.:(011-81-092) 752-6055,

tel:(011-81-092) 752-6057 (after
hours),fax:(011-81-092) 752-6077,
e-mail:josiane.simon@ dfant-maecu
gcca W

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on*AYen forJapan®)

o (anadExport sanuary 15,2001



THE EUROPEAN ADVANTAGE

tics are some of the reasons that may
explain the absence of Canadian
products on most Dutch supermarket
shelves.However, U.S. producersdo -
only slightly better.

\ ften dubbed the largest of the
O small countries of the European
| Union, or the smallest of the
big member states, the Netherlands
(three quarters the size of Nova Scotia the big centres.

N with a population of 16 million in an What does the structure of the food
; area of 41,500 square kilometres) is a market look like?

rapidly and the catering industry is
doing quite well. The Dutch like the
North American style of working
and living, and this clearly shows in

As a Canadian food producer,
" should I bother?

S (anadExport sanuary 15,2001

player of significance in the food scene
in Europe and beyond. As a producer,

Worth a taste test
The Dutc
[}

1B Y
[€lall Md
this tiny nation ranks among the top
three agriculture and agri-food
exporters in the world. This enviable
position is threatened somewhat by
changes taking place in farming which,
traditionally reputed for its high effi-
ciency and dynamic entrepreneurship,
is beleaguered by increasingly rigid
environmental requirements and

strong demand for land for urban
expansion and industrial purposes.

In addition to being a world exporter,
the Netherlands is a considerable buyer
of farm and food products. Domestic
production of grains, oilseeds and feed
materials, for instance, are insufficient
to meet the needs of the processing
industry.But imports of semi-prepared
and packaged food have grown con- -
sistently over the past few decades.

Can you give an indication of the
size of the food market? .
According to estimates by AC Nielsen,
retail sales will reach a total of $48 bil-
lion in 2000. Add to this the value of
the food service market estimated
at $20 billion and it is a total of
nearly $70 billion. The food service
market shows especially strong
growth, as more consumers turn to
eating outside the home. The num-
ber of fast food outlets is expanding

}
' \

Leaving the food service sector aside,

‘roughly two thirds of the food sold

1000
s

in the Netherlands is through super-
markets.The next major channel are
the specialized stores, whose number
may be slowly declining, but which
continue to fulfill an important func-
tion. The discriminating consumer
would prefer to buy such items as
fresh nuts, cheese, wine, fish or veg-
etables in a specialty shop. Much of
the balance is taken up by the street
trade, which is favoured by many con-
sumers, including ethnic communities,
because of its local colour and com-
petitively priced products.

Two organizations dominate the
Dutch grocery industry scene: Albert
Heijn, the undisputed leader with a
share of about 28%, and Laurus,
whose share is estimated at 22%.

An array of smaller chains and other -

outlets make up the remaining half.

Are Canadian products ava:lable in
Dutch stores?

Unfortunately, Canada is under repre-

sented in local supermarkets.While -
the Dutch are among the rore im-
portant buyers in Europe of Canadian

. primary and semi-processed farm

products, packaged food imports
from Canada are light. Lack of items
perceived to have sufficient appeal to
the consumer here, prices and logls-

Ay

It depends on your company’s strat-
egy. If you have developed your -
markets in North America and are
equipped to expand production, the
Netherlands — as one of many Euro-
pean markets — remains a worthwhile
option.Chances are best if your prod-
uct has unique features and a distinct
brand name identity, and you are
willing to adjust to European food
and drug regulations and are prepared
toarrange for packaging and labelling
asrequired by the importer or theend
buyer. An Ontario company is selling
successfully in various Dutch markets
by meeting all these demands.

Going direct or working with an
importer, which is preferable?
Dutch supermarket buyers would cer-
tainly be interested if you have a suffi-
ciently attractive product. At the same
time, they will tell you that they are
not interested in storing the product
and that they want guaranteed just-
in-time delivery. This means that you
would need to arrange for local stor-
age and distribution yourself. This is
easy because the Netherlands has a
very sophisticated physical distribu-
tion industry with many providers of
advanced logistical services.But it is

a cost factor of some kind.Working
with a good importer capable of tak-
ing stock on the other hand, allows
wider market coverage and the ability
to deliver on call.The importer’s mark-
up roughly cancels out the cost of pri-
vately arranged physical distribution.
What's more, the importer is in a better
position to provide advice and recom-
mendations on packaging and label-
ling and to discuss market conditions.

Is private label an option?

Each year in May, the Amsterdam

chapter of the Private Label Manu-

facturers Association organizes the
Continued on page 11 - The Dutch food
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witzerland may be a small
S country, but it has a large

»? appetite forimported agri-
foods — the agri-food import market
alone is worth an estimated 8.2 billion
Swiss francs annually, almost 75% of
which originates from EU countries.
With only 1.2% coming from Cana-
dian sources, it's safe to say that
Canada has ample room to grow in
the Swiss agri-food market.

Retail food structure

With a joint market share of 65%,
Migros and Coop dominate the Swiss
retail food market, estimated to be
worth 40 billion Swiss francs each
year. The two companies, headquar-
tered in Zurich (Migros) and Basel
(Coop), sell both brand name and
private label products,as well as
non-food items. However, Migros has
traditionally favoured private label
products, which offers an opportunity
for Canadian companies with exper-
tise in this area. As well, Switzerland
has a considerable number of spe-
cialty and delicatessen food importers
and distributors. :

Opportunities

Although Swiss import duties range
between 5% and 20% on certain
products, the agri-food market in
Switzerland is basically open to
imports from around the world.

Canadian products most likely to
make new inroads include niche,
natural and specialty-type products
with a high value-added component.

Market profile

Canadian agri-food exporters
should be aware of the Swiss resis-
tance to genetically modified organ-
i.?m (GMO) products; a strong demand

Agri-food in
Switzerland

Demand continues for the tradi-
tional Canadian food products such
as durum wheat, pulses, fish and
seafood, maple products, horse meat,
oilseeds, soya beans, seeds, and pet
food. Canadian whisky and beer are
well accepted in Switzerland, while
wines from Ontario and British
Columbia have so far made only a
small dent in the import market.

To become eligible to export
meat to Switzerland, the exporter’s
plant must be on the Swiss and the
European Union’s lists of approved
meat-exporting establishments,
and the products should be free of
hormones.

The Dutch food retail market

— Continued from page 10

PLMA Show. Itis a great venue to
assess the market, especially in
Europe, although you need to be
a PLMA member to exhibit. Here
again, however, it will be necessary
to consider setting up some sort
of central distribution if you are to
accommodate the requirements
of the supermarket buyers,who .
potentially would be located in
markets all over Europe.

_ For further information regard-
Ing opportunities and conditions of

participation in PLMA, contact
Gilbert Arnold, Agriculture and
Agri-Food Canada, fax:(519) 837-
9782, e-mail:arnoldg@em.agr.ca
If you are interested in exploring
the Dutch grocery market further,

" contact Frits W.Zechner, Commercial

Officer, Canadian Embassy, The
Hague, tel.: (011-31-70) 311-1665,
fax:(011-31-70) 311-1682,e-mail:
frits.zechner@dfait-maeci.gc.ca
Web site:www.ocanada.nl %

for non-GMO products is predicted
for the foreseeable future.

Overcoming challenges

The main constraint is not so much the
existence of regulatory barriers, as it
is a lack of awareness for agri-food
consumer products from Canada. The

~ Swiss market forimported consumer

food is so dominated by products
from the EU, from the United States,
and, increasingly by a large variety
of ethnic foodstuffs, that it is not
easy for Canada to maintain, let alone
increase, its small market share.

Useful Web sites

* Swiss Federal Office of Agriculture
Web site:www.blw.admin.ch .

* Swiss Farmers Association
Web site:www.bauernverband.ch

* Swiss agriculture sector information
Web site: www.landwirtschaft.ch

* Swiss Federal Office of Public Health
Web site:www.admin.ch/bag

* Association of Swiss Organic
Agriculture Organizations
Web site: www.bio-suisse.ch

* Swiss Federal Veterinary Office
Web site:www.bvet.admin.ch

For more information, contact
Werner Naef, Commercial Officer,Cana-
dian Embassy, Berne, tel.: (011-41-31)
357-3206, fax: (011-41-31) 357-3210,
e-mail: werner.naef@dfait-maeci.gc.ca
Web site: www.canada-ambassade.ch
or www.infoexport.gc.ca/ch ¥
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BUSINESS OPPORTUNITIES

tunities Centre (IBOC) provides a

matching service— connecting
foreign buyers with Canadian compa-
nies.The Centre provides timely, relevant
and targeted business leads from the
desks of foreign buyers to the doorsteps
of Canadian companies.

T he International Business Oppor-

International Business

Opportunities

The following lists some of the Centre’s current trade opportunities — for a
wider selection, visit the Web site at www.iboc.gc.ca/eleads

Canadian exporters needing assistance in preparing international bid
documents may want to use the international contracts expertise and services
offered by the Canadian Commercial Corporation. This Crown Corporation
is located at 50 O'Connor Street, Suite 1100, Ottawa, ON K1A 0S6,

tel.: (613) 996-0034, fax: (613) 995-2121.

TRINIDAD AND TOBAGO — Paria
Springs Eco-Community Develop-
ment — (Notice received from the
Canadian High Commission in Port of
Spain, Trinidad and Tobago.) Paria
Springs Eco-Community Ltd.is seek-
ing a joint venture partner in an eco-
tourism project in the rainforest of
Trinidad and Tobago. Contact IBOC,
fax:(613) 996-2635, e-mail:eleads@
dfait-maeci.gc.ca quoting case no.

001117-04573.For details:www.iboc.

gc.ca/webleads.asp?id=1309en

IB&C

Oppertunitics Centre

International Business
Opportunities Centre

As Team Canada Inc’s Sourcing
Centre, the Infernational Business
Opportunities Centre (IBOC)
maiches business opportunities
from around the world with he
business interests of I"()'Zlc.:ma(:hq::n g
exporters, ricularly small an
medium- SIZP;Z’ enterprises. IBOC
offers a valie-added service fo
trade commissioners by directly
contfacting Canadian companies

about foreign frade leads.

To pursue our international trade
leads, check out our Web site at
www.iboc.gc.ca (particularly -
our E-Leads® and Web-Leads®).

JORDAN — Development of Three
Wind Parks — (Notice received from
the Canadian Embassy in Amman,
Jordan.) The Ministry of Energy and
Mineral Resources (MEMR) of the
Hashemite Kingdom of Jordan is in-
viting proposals from qualified spon-
sors with proven capability in wind
power projects development to dev-
elop (75-90 MW) wind parks at three
preselected locations (25-30 MW at
each site), along with all support facili-
ties on a Build, Own and Operate
(BOO) basis to be connected to the |
national grid. Further information is
available from MEMR.Closing date:
July 31,2001.Contact IBOC, fax:(613)
996-2635, e-mail: eleads@dfait-
maeci.gc.ca quoting case no.001123-
. 04646. For details:www.iboc.gc.ca/
webleads. asp?id=1307en

RUSSIA — Railway Modernization
Project in Uzbekistan — (Notice
received from the Canadian Embassy
in Moscow, Russia.) The Asian Devel-
opment Bank is supporting a railway
modernization project in Uzbekistan
worth approximately US$155 miillion,
which includes upgrading 341 kilo-
metres of the main railway route cross--
ing the provinces of Bukhara, Dzhizak,
Navoi and Samarkand.The project —
due for completion by mid-2005 —
will provide equipment for track lay-
ing and maintenance, install fibre
optic telecommunication systems,
develop human resources, strengthen
institutions and establish a revolving
fund for former railway employees to

start up small businesses. There will be
a Canadian trade mission to Uzbekistan
at the end of March 2001.Closing date:
February 28,2001.Contact IBOC, fax:
(613) 996-2635, e-mail: eleads@ dfait-
maeci.gc.ca quoting case no.001120-
04586.For details:www.iboc.gc.ca/web
leads.asp?id=1308en

JORDAN — Gas Turbine Unit for Rehab
Power Station Project — (Notice re-
ceived from the Canadian Embassyin
Amman,Jordan.) The Central Electricity
Generating Co.(CEGCO) announces the
issue of tender documents No.2/2000
for the extension of a rehab power
station project, which consists of the
design, supply, delivery, erection, test-
ing and commissioning of one gas tur-
bine unit with 100-150 MW capacity,
including all the necessary auxiliaries.
Closing date:February 26,2001.Cost of
bid documents: 1,500 Jordanian dinars
(non-refundable). Contact IBOC, fax:

_(613) 996-2635, e-mail: eleads@dfait-

maeci.gc.ca quoting case no.001117-
04573, For details:www.iboc.gc.ca/web
leads.asp?id= 1306en

ALGIERS — Electric Cables — (Notice
received from the Canadian Embassy
in Algiers, Algeria.) Les Cableries élec-
triques d’Alger EPE/CABEL/SPA [Algiers
Electric Cable Manufacturing] is
launching an international call for
tenders for the supply of 01 complete
tandem extrusion line (120/150) for
power cable manufacturing. Closing
date: February 27, 2001. Cost of bid
documents: 2000 Algerian dinars.
Contact IBOC, fax:(613) 996-2635, e-mail:
eleads@dfait-maeci.gc.ca quoting
case no.001127-04714.For details:
www.iboc.gc.ca/webleads.asp?
id=1310en w

IBOC trade opportunities — find out more
at www.iboc.gc.ca
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TRADE NEWS

Thailand’s mega-infrastructure priorities

for2000-2006

C anadian firms that are familiar with
the priority rating of current infrastruc-
ture development projects in Thailand
will be better able to predict future op-
portunities in this sector. Infrastructure
development has been a priority for
Thailand for the past 30 years, with in-
vestments averaging 5% to 6% of GDP.

Thailand’s National Economic Social

and Development Board (NESDB) has

prepared a long-term infrastructure

investment plan for the next six years

assigning priority to projects that:

* improve Thailand’s quality of life; -

* decentralize regional and rural areas;

* increase national competitiveness;
and _

* adhere to the long-term National
Development Strategy.

So far, 95 mega-infrastructure
projects have been prioritized,

representing investments worth
$48.5 billion.
Some projected outcomes

include:
* four major interconnected highways
* improved rail service
* 20-km mass transit system in the

Bangkok Metropolitan Area
* new international airport
increased Lam Chabang Port capacity
increased power production to meet
both urban and rural demand
* Thailand as the telecommunications
hub of Indochina
increased water production and
capacity for wastewater treatment
in the Bangkok Metropolitan Area.

For further details about specific
projects, visit the Bank of Thailand Web
site www.bot.or.th/bothomepage/
Special/lnvestorRelations/Eng/
presentations/BOT_paper_eng.doc

For further information, contact
the Commercial Section, Canadian
Embassy, Bangkok, e-mail: bngkk-td@
c\ifait—maeci.gc.ca Web site:www.dfait-
maeci.gc.ca/bangkok/trade/section-
e.htm or Jason Walsh, Southeast Asia
Division, DFAIT, tel.:(613) 996-8187,
fax: (613) 944-1604, e-mail:jason.
walsh@dfait-maeci.gc.ca %

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Market Studies®)

T e on e ahpe
_ INITIATIVE REQUESTED

The Government of Canadais
seeking input from Canadians on
‘a free trade agreement being
negotiated between Canada and
the Central American countries of
El Salvador, Guatemala, Honduras
and Nicaragua.
For further details, see www.
infoexport.gc.ca/canadexport
and click on “Trade News"

Developing opportunitiesin

Brunei Darussalam

With a population of 350,000 and an
area approximately the same as that
of Prince Edward Island, the Brunei

- market is relatively small. But witha

per capita income of $23,000, it is also
one of the most affluent societies in
the world, and remains a market not
to beignored. GDP is expected to grow
by between 3% to 3.5% this year,an
increase of 1% over last year.

Oil and gas exports are the motors
of the Brunei economy: Brunei current-
ly exports 22,000 barrels of oil and
2.7 million cubic feet of gas per day.
The country is also undergoing rapid-
modernization. Under its National
Development Plan, the government
Plans to spend $957 million on infra-
structure development, with an
additional $200 milli'on set aside to

fund small- and medium-sized pro-
jects.Funds will be spent on a wide
range of programs, including those
related to defence, housing, educa-
tion, medical services, transporta-
tion and communications.
Priorities for next year include:

* commercializing and privatizing
government activities to enhanc
efficiency :

* applying information technology
to promote economic activity
and to encourage direct foreign
investment

* increasing market access

* developing technology expertise

_* promoting Brunei as an interna-

tional offshore financial centre
* developing an eco-cyber park
* promoting eco-tourism

So far, trade with Canada has been
modest but Canadian activities are
increasing in a number of sectors.
Main opportunities are in the oil and
gas sectors as demonstrated by a
$20 million soil remediation joint
venture, which includes Inland
Technologies Inc. of Truro, Nova
Scotia, and Jacques Whitford
Environment Limited of Dartmouth,
Nova Scotia. Inland Technologies
also partnered with Canorainc.and
a local company to form CIC
Environmental Services. This new
company was contracted by Brunei
Shell Petroleum Company (BSP) to
remediate petroleum sludge and
drilling muds at BSP’s crude oil pro-
duction facilities in Seria, Brunei.

Export Award-winning Survival
Systems of Dartmouth, Nova Scotia,
filled an order for their helicopter
ditching simulator in Brunei, while
Canadian Aviation Electronics is
building integrated platform

Continued on page 14-Developing
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TRADE FAIRS AND MISSIONS

Interbuild Australia 2001

SYDNEY, AUSTRALIA — June 3-6,
2001 — Success in the building indus-
try beyond 2000 will rely on innovative
promotional strategies and developing
industry-wide contacts in an increas-
ingly complex marketplace. Interbuild
2001 — Australia’s 15th International
Building Materials and Equipment
Exhibition — is that country’s premier
showcase for the commercial, indus-
trial and domestic building and design
industries, presenting an invaluable
opportunity for your business to estab-
lish new clients and generate sales.
With a trade-only audience of over
16,000 buyers and specifiers, Interbuild
can be a powerful component of your
company’s marketing strategy.

The show incorporates many major
industry events, each with seminars,
incdluding: Tilex 2001, Frame Australia
2001, National Plumbing Show 2001
and Interiors 2001.

In addition, Interbuild will have
special feature areas: Window and
Glass Technology, Computerbuild,
Safety and Security, and Building

Materials and Equipment.

The Canadian Pavilion has proven
in past years to be successfulin gamer-
ing a substantial number of qualified
leads and contracts for participating
companies.Your company will have
the opportunity to make contact with
potential buyers and to promote your
company.The Canadian Consulate
General in Sydney will work on your
behalf to ensure that the key decision
makers and buyers interested in your
product or service are available to
meet you at the show.Companies can
participate either by taking a booth in
the Canadian Pavilion or by displaying
their brochures in the showcase.

For more information, contact,in
Canada:Robert Grison, Director of
Operations, Canadian Export Devel-
opment,tel.:(613) 825-9916,fax: (613)
825-7108,e-mail: cced@sympatico.ca
in Australia:Kevin Skauge, Business Dev-
elopment Manager, Canadian Consulate
General in Sydney, tel:(011- 61-2) 9364-
3049,fax:(011-61-2) 9364-3097, e-mail:
kevin.skauge@dfait-maeci.gc.ca ¥

Developing opportunitiesin Brunei

— Continued from page 13

management systems for three new
navy frigates. Irvin Aerospace Canada
Limited supplies cargo parachutes
and safety devices, while Helitrades
Inc. of Vankleek Hill, Ontario, has
won a contract to overhaul heli-
copter components for the Royal
Brunei Air Force.

Recently SR Telecom Inc.'s Asia
Pacific Division landed a $1 million
contract to provide wireless tele-
phone service to remote communi-
ties, with potential for larger follow-up
orders.Now, thanks to Canadian tech-
nology, Bruneians who live deep in
the jungle can stay in touch with the
rest of the world.

As in other Asian nations, success-
ful business ventures require personal
contact. It is important for companies
to visit Brunei regularly, making per-

sonal presentations to inform local con-
tacts about their products and services.
Many agents in Brunei represent a
variety of international businesses.
Contacting the Canadian High
Commission in Bandar Seri Begawan
can help in the search for a good
match. Visit their Web site at www.

MEOS2001—
Mnmuz EAsr OIL SHOW

BAHRAIN March 17-20 2001 —_
Exhibitor space has been booked
for a Canada Pavilion at MEOS 2001,
the major trade event for the oil
and gas sector in the Arabian Gulf.

-Held every two years under the -
ausplces of the Society of Petroleum
Engineers, MEOS continues to be
‘the meeting place for regional pro-
fessionals and buyers and global -
suppliers to the oil and gas industry.

For details about registering for
booth space, visit the MEOS 2001
Web site www.unilinkfairs.com/
flyers/MEOS2001.pdf

For further information, contact
Derek Complin, UNILINK, tel.: (613)
549-0404, fax:(613) 549-2528 or
Imad Arafat, Commercial Officer, -
Canadian Embassy, Riyadh, tel.:
(011-96-61) 488-2288 ext. 3360,
fax:(011-96-61) 488-0137, e-mail:
imad.arafat@dfait-maeci.gc.ca

“on“Doing Business in Brunei’

dfait-maeci.gc.ca/brunei and click

For further information, contact
Mew Yee Yap, Commercial Officer,
Canadian High Commission, Brunei, tel.:
(011-673-2) 220043, fax:(011-673-2)’
220040, e-mail: mewyee.yap @dfait-
maeci.gc.ca or Nancy Bernard, South
East Asia Division, DFAIT, tel.: (613)
996-5824, fax: (613) 944-1604, e-mail:
nancy.bernard@dfait-maeci.gc.ca %

365 days ayear!

Canadexport on-line |
“connected”to global markets

Canadian
Commercial
Corporation

—.




TRADE FAIRS AND MISSIONS

AMT MEXICO — January 29 to Febru-
ary 2,2001 — Export Development
Corporation (EDQ), Industry Canada (IC)
and the Department of Foreign Affairs
and International Trade (DFAIT) are using
anew approach for the upcoming
automotive trade mission to Mexico.
They will pre-screen Canadian auto- -
motive suppliers and match the suc-
cessful candidates with 15 Mexican -
Tier 1 auto parts manufacturers, which -
they expect to yield new business deals.
The team’s approach of targeting
suppliers to buyers prior to a mission
proved successful in November 1999
when they hosted a delegation of
Mexican Tier 1 companies invited to
meet 38 pre-selected Canadian com-

A“NEW FORMULA” FOR AUTOMOTIVE TRADE MISSIONS

panies. DFAIT financed and provided
resources for the identification and
selection of the right Canadian com-
panies, with stunning results: one third
of the Canadian participants were
awarded on-the-spot contracts or
placed on bid lists for future projects.
IC and EDC are currently recruiting
Canadian suppliers based on how closely
they match the procurement require-
ments submitted by the 15 Mexican
Tier 1 companies. Once the finalists have
beenidentified, the Mexican companies
will then select those suppliers they
wish to meet during the trade mission.

Asia’s largest high-tech trade show

NEW DELHI, INDIA — February 15-19,
2001 — Indian Engineering, Manu-
facturing and Technology Trade Fair
(IETF) — Canadian companies seeking
to promote themselves at Asia’s largest
high-tech trade show should contact
Canada’s leading business organiza-
tion, Canadian Manufacturers &
Exporters (CME), which has years of
experience helping its members devel-
op businessin India. Throughiits part-
nership with the Confederation of Indian
Industry, IETF’s host organization, CME
will organize and staff a catalogue booth
for companies interested in testing the
response of the Indian market to their
products, services or technologies.
India offers niche market opportuni-
ties in the fields of advanced technol-
0ogy,automotive, housing, aerospace,
telecommunications, agriculture and
food products, environmental products
and services, power, oil and gas, trans-
port systems, foundry and metallurgy,
laser technology,and instrumentation
and controls. It also offers many recruit-
ment opportunities for Canadian firms

looking to tapintoits engineeringand

omputer software expertise.
AtIETF, Canadian products and tech-
nology are exposed to India’s leading

Corporations, many of whom are seek-

ing foreign partners. Other countries
Participating include Japan, ltaly, Korea,

China, Germany, Taiwan, the US, the UK,
and Spain, which is the partner country.

For further information, contact -
Doreen Ruso, Vice- President, Interna-
tional Trade Development, Canadian
Manufacturers & Exporters, tel.: (905)
568-8300 ext.230,e-mail:dwr@the-
alliance.com w

‘| on"Trade Fairs and Missions”

. For further information, contact
Dennis Shanley, Senior Commerce
Officer, Industry Canada, tel.: (613) 954-
3247,e-mail: shanley.dennis@icgc.ca
or Craig Wiggins, EDC, tel.: (613) 598-
2553, e-mail: cwiggins@edc-see.ca w

ifMore trade shows' :

HONG KONG — February 22-25
2001 —The Hong Kong Informa-
tion Infrastructure Expoand
Conference, a major international :
event showcasing opportumt:es

in the T sector. N

BAKU, AZERBAIJAN —June 5-8,
2001 — Caspian Oil and Gas 2001
Exhibition and Conference,a major
international forum for Canadian
companies to get exposure in the
region.

For more details on these up-
coming trade shows, see www.info
export.gc.ca/canadexport and dlick

Building and construction fair in India

Mumsai (Bomsay), INpia — February 21-
March 1,2001— The Canada-India
Business Council, in partnership with
CMHC and Ontario Exports Inc., will
lead a business mission to India to
participate in the BuildIndia 2001
Exhibition and Conference, India’s
most important building and construc-
tion fair. Participants will be able to
have their own booth or share space
at a Canada stand at discounted rates,
and will also have the opportunity to
attend a Canadian seminar in conjunc-

tion with the exhibition.

Over the last 50 years, India’s urban
population has grown five times,and
investment needed for housing in
urban areas has reached $20 billion.
India has a target of 2 million housing
units per year and needs access to
financial resources, products and tech-

nology. India requires construction
technologies and systems; wood, metal
and plastic building products;intelli-
gent homes; concrete technologies;
HVAG; architectural services; property
development; financing expertise;
urban and community planning ser-
vices;and training in all building areas.

Marketing and technical seminars
will be held in Hyderabad and New
Delhi, February 26-March 1, providing
time to hold workshops, one-on-one
meetings, and plan site, office or plant
visits. Participants will be able to assess
business opportunities in India first-
hand and develop in-depth market
intelligence.

For more information, contact the
Canada-India Business Council, tel.:
(416) 214-5947,fax:(416) 862-0625,
e-mail:info@canada-indibusiness.ca w

. & (anadExport January 15,2001
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TRADE FAIRS/CONFERENCES/MEETINGS. ¢

sial 2001

THE CANADIAN h
, TRADE COMMISSIONER
SERVICE

MONTREAL — March 4-6, 2001 —
Approximately 40 officers from
the Trade Commissioner Service
will be attending the first edi-
tion of SIAL — Montreal, the
International Food and
Beverage Exhibition.These
officers will be here from differ-
ent locations around the world
to make Canadian companies
aware of export opportunities
in their country. Don't miss a
chance to meet one-on-one
with them or to attend their

presentation at the Export Café,

which will be held on Monday
morning, March 5.

Contact us by e-mail at
courteau@em.agr.ca or by
telephone at (514) 283-3815,
extension 505.

www.info

WARSAW, POLAND — March 22-23,
2001 — Canada-Poland: Partners in
the New Millennium will be hosted
by the Polish Chamber of Commerce
in co-operation with the Canadian
Embassy in Warsaw and the Polish-
Canadian Chamber of Commerce,
and will be focused on promoting
Canada-Poland bilateral trade.

Do not miss this excellent oppor-
tunity to indicate your interest in the -
Polish market.The Polish Chamber of
Commerce is offering its matchmaking
services to Canadian businesses inter-

Canapa-PoLanD: PARTNERS IN THE NEw MILLENNIUM

ested in meeting potential Polish clients
or partners.The Canadian Embassy will

assist in organizing the main program,
- and will host a networking reception.

For more information, contact
Jolanta Widenka, Commercial Assistant,
Canadian Embassy,Warsaw, tel: (011-48-
22) 584-3360,fax:(011-48-22) 584-3195,
e-mail: wsaw-td@dfait-maeci.gc.ca
Internet: www.infoexport.gc.ca/pl or
Pierre Boucley, Central European
Division, DFAIT, tel.:(613) 992-1449,
fax:(613) 995-8756, e-mail: pierre.
boucley@dfait-maeci.gc.ca %

locating in Canada rather than in the US.t

company about US$1.6 million a year.t

High-tech is high priorityin Canada

Highly skilled and educated workforce: Canada is home to 7 of the top 20 computer
engineering programs and 10 of the top 22 electrical engineering schools in North America.**

Lower business costs: The packaged software industry saves 15.9% in real business costs by

=>Running a 110-employee software firm in Canada instead of the U.S.will save the average

« High-tech sector growth and
stability: Building a universal,
competitive, leading-edge Index
information highway is a 1st
government priority.
=>New laws have been passed in

the last three years on crypto-

graphy, personal information
protection, and electronic
documents.

For more information on investing
and doing business in Canada, click
onwww.investincanada.gc.ca or

o

Knowledge Workers — World Rank*

2nd

10th  12th

23rd,

17th  q9th

o 33‘?"’“

S. e
W ee““ad 1

call (613) 941-0354, fax:(613) 941-
3796, e-mail:lanoy.louise@icgc.ca

** Source: The U.S. Gourman Report,

* Source:Tertiary education enrollment standing among 59 countries
evaluated in the Global Competitiveness Report,2000. -

Undergraduate Programs, 10th Edition, 1998, www3.bc.sympatico.ca/info/ee-prog.htm

1 Source: The Competitive Alternatives Report: A Comparison of Business Costs in North America, Europe and Japan, KPMG
Management Consulting, 1999, www.kpmg.ca/english/services/consulting/publications/competitivealternatives/

Enqumes Serwce

' DFAIT’ Enqumes Service provndes counsellmg, pubhcatlons, and referral sevices to Canadlan

SXCI/B1 1E

1iF

: exporters,Trade—related information can be obtained by calhng 1-800-267-8376 (Ottawa reglon
944-4000) or by fax at (613) 996—9709 by callmg the Enqumes Servnce Famek (from a fax machme) at(61 3) 944-4500 or by accessmg the
DFAIT Internet site atwww. dfait-maed gcca

.Return requested
if undeliverable:
CanadExport
2750 Sheffield Road,Bay 1

Ottawa, ON K1B 3V9

Canada Post
Agreement Number 1453025
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wheat sale to China. Since then

trade between the two countries
has risen dramatically, and this year —
as we mark just over 30 years of diplo-
matic relations — all signs point to
even greater growth. To forge greater

CANADA POSTES
POST CANADA

bilateral economic ties, February 9-18,
2001, more than 300 Canadian busi-
ness delegates will visit Beijing,

I n 1961,Canada made its first

angha

ng Kong

Shanghai and Hong Kong ona Team
Canada mission led by Prime Minister
Jean Chrétien and provincial premiers

ﬁ Bank of Montreal

and territorial government leaders.

The first Team Canada mission to
Chinain 1994 reported deals worth
$8.9 billion. It was an important mile-
stone in accelerating the number of
high-level exchanges between Canada

- and China,and marked Canada’s

.Continued on page 2 -Team Canada

lime to register

2001 (anada. Export Awards

* exporting for at

Since 1983, export companies across
Canada have proudly displayed the
Canada Export Awards logo as a sign
of their success both at home and
internationally.

Seen as symbols of the quality and .
excellence of Canadian products

and services abroad, these firms are
recognized each year for their talent

* and innovative spirit. They encour-

age other businesspeople to do
what they are doing and to lead
the way.Their message is clear:
“We did it.You can too...”

The nomination period for 2001
has begun.Canadian firms in all sec-
tors of the economy that have been

least three years are
invited to register for this prestigious
program.The Canada Export Awards
celebrate the success of Canada’s
export companies.

Finalists are recognized in the
national media for their achieve-
ments and their contribution to the
success of the Canadian economy.
Recognized as leaders in the export
sector, the recipients of the awards
are honoured at a ceremony held at
the annual convention of Canadian
Manufacturers & Exporters, which this
year will take place on September 24.
in Montreal.

Continued on page 12-2001 Canada
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— Continued from page 1

commitment to China asa major
export market, Following the Team
Canada mission to Japanin 1999,
Canada’s premiers and territorial

TRADE NEWS

of Canada’s economy, from resources
and agriculture to software and bio-
technology. Opportunities abound
across China, and eight sectors will
be highlighted during this mission:

leam (anada

leaders, with the business commu-
nity, urged that China be the destina-
tion for the next big trade mission.
These missions are not only about
signing deals. Long after the ink is
dry on contracts, the business rela-
e
BOMBARDIER

OMBARDIER
BOMBARDI -

tionships established between
Canadian and foreign firms remain.
Seven years after the 1994 landmark
visit, the effects are still being felt.
Most of the firms that made
announcements in 1994 are still active
in China today, and continue to make
further inroads into the Chinese mar-
ket.The Canadian business presence
has more than doubled since 1994 to
more than 400 firms with offices or
operations established in China.
More companies are entering the
Chinese market,and Canadian
exports are expanding.

Canada’s bilateral trade with China
and Hong Kong totalled $13.9 billion
in 1999, China, including Hong Kong,
is Canada’s third largest trading part-
ner.Our total bilateral trade with
Hong Kong alone was $2.4 billion in
1999.Canada’s exports to China
increased by 6.3% to $2.6 billion in
1999. More than half of these exports
were in wood pulp, grain, seed, fruit,
fertilizers and machinery. Figures for
the first six months of 2000 show
growth of 60% over the same period
in 1999, due largely to increased sales
of wood pulp, potash, auto parts,
wheat barley and machinery.

Our trade with Chinaiis diverse,
representing a broad cross-section

"+ agriculture and agri-food

+ education technologies and
cultural industries

* energy;environment technologies

« financial services; forestry,
construction, building material
products and services

* information and communications
technologies

» medical and health services

* mining and minerals

» transportation

Additional information on these
sectors can be found at: www.tcm-
mec.gc.ca/China/mission-e.asp#mis
siondescription

China is an important and grow-
ing global economic player, and
Canada’s trade with China is expected
to continue to grow as China is seen
by Canadians as a future market of
enormous importance and potential.
With a population of about 1.3 billion,

China is the world’s seventh largest

economy with a gross domestic
product of about US$1 trillion.
Canada supports China’s contin-
ued economic reform and transition
to a market-based economy, and
also supports China’s bid to join the
World Trade Organization (WTO),
which would increase market access
for Canadian goods and services.
Development of a solid infrastruc-
ture is a key factor in China’s market
transition. Canadian firms have op-
portunities to get in on the ground

floor of infrastructure development

in China.

The Team Canada presence of
political leaders facilitates companies’
access to key business decision makers.
These missions build prestigeand -
credibility for Canada and Canadian
firms,and this has been particularly.

7o op
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useful in helping small and medium-
sized enterprises (SMEs) expand their
exports.Team Canada missions have
helped almost 1,800 businesses and
organizations from across Canada
gain access to government and pri-
vate sector leaders. During the mis-
sions, Canadian firms have concluded
close to 900 new business deals
estimated at $24.4 billion.

For more information about
sponsorship and for general infor-
mation on Team Canada, visit the
Team Canada Web site at www.tcm-
mec.gc.ca w :
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NEW EXPORTER OF THE MONTH

Olympics; it’s quite another to com-

pete with the Olympics. But when
she planned her first Australian tour for
last fall, that’s what Toronto singer and
song-writer Andrea Florian unwittingly
did in asking for assistance from the
Canadian Consulate General in Sydney.
So, the last thing Florian expected was
to have the Consulate track her down
within three days of her arrival and offer
its support.

I t’s one thing to competein the

“Even my mother didn't know the
phone number where | was staying,”
laughs the 26-year-old folk/pop singer
with the dynamo voice, who was trav-
elling on her own for the first time.

Florian was thrilled to hear that
the Department of Foreign Affairs and
International Trade (DFAIT) had got
her into the opening-night lineup of
the Pacific Circle Music (PCM) Expo,
the Australian music industry’s annual
convention.

The Canadian Consulate, in collab-
oration with the Arts and Cultural In-
dustries Promotion Division (ACA), had
been working for months on Canadian
participation in the PCM Expo project

s

TRADE COMMISSIONER
SERVICE

Showcase your
business abroad!

Over 30,000 companies are .
registered members of WIN. Are you?
WIN is a commercially confidential
tabase of Canadian exporters and
their capabilities. WiN isused by -
trade commissioners in Canada and
abroad fo help members o succeed
in international markets. To become
a registered member of WIN,
call 1-888-811-1119. Or go to
www.infoexport.gc.ca and
register on line.

G

EXPORTS

and was a major sponsor of the open-
ing reception.The Consulate’s Public
Affairs, Culture and Communications
Officer Sharon Pinney and ACA Trade
Commissioner Sylvie Morissette had
taken note of the publicity kit Florian

major retailers.

An organized person who makes
things happen for herself, Florian also
acts as her own publicist,and has.
received extensive and enthusiastic. -
attention in the Canadian media.

DFAIT plays”back-up”on

Toronto singers

Australiar

had sent to the Consulate, along with
her Australian contact number.

Credibility and exposure

Although Florian was already sched-
uled to perform at the PCM Expo,
singing on opening night was a coup
that gave her instant exposure to
hundreds of music industry represen-
tatives —“all the people I'd worked so
hard to contact in the previous six
months.”

The backing of the DFAIT officers
also gave Florian increased credibility,
including with Didgeridoo Records,
her newly found Australian distributor.
“The Consulate was a much larger
force than | could possibly be on my
own. For them to take me under their
wing was huge.”

One-woman show .
Florian is a force to be reckoned with.
in her own right.She arranged and
financed the five-week tour (October
7 to November 16) largely on her
own.(The tour was partially funded
by the Toronto-based Foundation to
Assist Canadian Talent on Record —
FACTOR.)

In fact, Florian, who counts Joni
Mitchell and Peter Gabriel among her
big influences, has been the driving

" force behind her own career.Since

1996, Florian has produced three
CDs under her own label, Bathsheba
Records, all of which have reached
the top 10 on independent charts at

tour

Going solo

Australia was Florian’s first solo tour
which took months of preparation.
Florian and several friends spent

Andrea Florian

hours on the Internet, contacting not
only the Consulate General in Sydney
but also distributors, booking agents,
and other artists like herself who were
happy to help. :

As a result, she arranged 20-25 gigs
in Sydney and Melbourne and found
her Australian distributor Didgeridoo,
which is distributing 500 of her CDs
around the country.

Backing up Florian’s own hard work,
Morissette and Pinney assigned Anouk
Van Meeuwen, the publicist that DFAIT
had hired for the PCM Expo, to give
Florian publicity assistance, which
included an interview with Channel V,
Australia’s Pay TV music channel. = °

Advice for touring musicians
Florian,who is about to record her
fourth CD and is planning her next
tour in the United Kingdom, is well
qualified to give advice.

Continued on page 11 -Toronto
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“THE CANADIAN . =
: TRADE COMMISSIONER
SERVICE )

FRANCE AND
"THE U.K..

* With a team of 500 business
- professionals in more than 130 cities

around tbe world, the Tr d

: The new medlo mdush'y is rapldly expand
. ing in France and the Unifed Kingdom

\ * and the number of personal
£ knowledge you ne d to 11 0 2N * computers in businesses,

succeed in you e 4l A o o

~market. Our Market & - | \f “Y%  increasing daily, creating -
Resecrch Centre an e '
- our offices abroc

600 market SfUdI ' 1 ‘ 1 industry employed an

estimated 20,750 people .

e b 2 " #§ ond generated $2.3 billion
Web site. These : e : }{’j in 1998, The industry is
will help you identify: " #{ . expected to grow by 20%
forelgn business oppo ‘ o , /" annually and reach $11.7 bil-
tunlhes and Iearn more R o ;;} lion in 2007. In Fronce, the new

media industry is also in a growth
period. Over the past five years, the

_ use of multimedia applications has '
_ spread from exdlusively professional use in

* For the full versi
or the fu VOrs! the workplace fo use in the general public.

- studies, visit our Web site. Whenyou'a
prepored todob s abroad, you can use: - Market Trends

“ our Web site to’ get in touch w:th our office Unirep Kingbom

around the world an sonal ,zed The education sector is the most dynamic market segment for
- Tservices e|ectron|cc||y - multimedia software in the UK. Scles reached $140.2 million

in 1998 and are expected fo grow 169% by 2002. Training
software, which generated $244 million in 1998, remains the

- for both on-line and off-line producfs: >
;. and services. Infernet subscribers - :

7 . : _opponumhesforCunadlang’
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See insert for your Arts and Cultural Industries contacts in Europe.
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plan 1o spend over $2 billion to connect -

Buying books on-hne cor\hnues to be !he
ost popular e-commerce option for

eporfedforDecemberl?‘?B

ile shopping via the Internet is
nereasing, on-line fele-shopping has

een more successful, due in part fo fewer
oncemns about credit-card fraud. Cable
elevision companies are now offering
able modems and Internet services over
eir networks. In addition, digital satellite
levision networks, launched in late 1998,
- $tiracted more than two million subscribers
by October 1999.

| RANCE

The cost of connecting fo the Infernet in
France is continually
fropping. As more people
ubscribe fo the Infernet,

he demand for new on-line
roducts and services
hcreases. One of the most
Bromising trends in the French on-line
market is the use of corporate Intranets.

iﬂ the mulimedia software market, the
stest-growmg segment is entertainment,
which grew by 364% in 1998. Education
Fnd Iraining titles held the largest segment,
accounting for 25% of the market in 1998.
e top-selling cultural and educational
files include dictionaries, encyclopedias and
those with a science and nature content.

SRS Cable broadcushng is ulso gcnmng
infotainment. A key factor fo more growth 7~
{Jin the new media industry is a government - -

- government’s 10-year plan to install
" broodcasfing cables in all regions of the
Jchools and libraries fo the Infenet and o~ fcounh'y France’s three maijor cable -
mfead'uersto use mformchon technology AR
" strategy based on network dngmzahon
" . Internet access and telephone service.

. A;‘Opportumhes 5 Tt
- Working with French und Bnhsh pcn‘ners T
- will help Canadian firms fo target the o

nfernet users in Britain. A]mosiSO%ofuﬂ ;U
ritish users have bought books on-line

nd 31% have bought CDs or other music . =
ducts. On-line Chrisimas shoppingalso -
ed popular in 1999 drawing over ~ -
ree million buyers, three fimes the number =+~

popularity in France fargely due to ihe

operators are pursuing a development '

following market opportunities:

o * As the number of businesses embrarcmg- :',

e-commerce continues to rise, so will -

_ content, services and equipment.
Canadian companies are encouraged
to farget corporate clients for sales of
multimedia products that will improve
the infrastructure of electronic stores.

¢ France has identified multimedia as
one of its priority industries for strategic
partnerships and commercial develop-
ment. Canada and France have agreed
on a joint declaration -
in which both coun- R
tries reaffirmed their =
desire fo consolidate
bilateral economic
relations in several
sectors, including
information fechnol-
ogy (M and culturdl
multimedia products.

* As cable digital
television platforms
gain wider accep-
fance and viewers
demand a variety of
programming,
broadcast companies
will seek additional
high-quality content.
Opportunities will

-~ the demand for software, program :

Could thls be your markef2 £

Complete report at
WWW. 1nfoexport.gc.ca

- ‘in 25 sedorsavmlab!ear

i Canudiun compomes thut can oT'fer

" specialized programs, suchas -
"~ educational programs, documenfanes,’ o

- programs for ethnic groups, and -

5 *children’s programming. Mulfimedia
. software will increasingly incorporate -
"2 the use of television platforms for -

e e et Dt K

Ml

tele-shopping, the Infernet and games.

. - ®. The arrival of Sega Dreamcast and

P|cySlahon2 is expecfed fo generate - -

~ more sales than ever in the game

 console market. Promising opportunities -
also exist for video games thatcanbe -

downloaded from the Internet.

See potential?

To learn more about this market, please
read the full report, The New Media Market
in France and the United Kingdom. The
report, prepared by the Market Research
Centre of the Trade Commissioner Service,
is available on-line ot
www.infoexport.ge.ca
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about articles on this page, contact URT by fax at (613) 944-9119 or e-mail at commerce@dfait-maeci.gc.ca

T he U.S.Connection is produced in co-operation with DFAIT’s U.S. Business Development Division (URT). For information

For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119.

The Prime Minister in North Cdro/ina

“Investin Canada” meeting

Prime Minister Jean Chrétien addressed
a group of 25 senior executives from
leading companies in North Carolina’s
Research Triangle (which comprises
Raleigh-Durham-Chapel Hill) at a break-
fast meeting at Duke University on
December4. In his remarks, the Prime
Minister highlighted the importance
of Canada’s trade and investment
relationship with North Carolina. He
stressed the degree to which the
Canadian government has created a
very positive operating environment
for high-tech companies in Canada,
especially those involved in research
and development (R&D).

The Prime Minister outlined a num-
ber of policies that have permitted
companies to flourish in Canada, in-

cluding a series of tax modifications and
reductions.He encouraged the break-
fast participants, all of whom are heav-
ily engaged in R&D activities in Research
Triangle, to take greater advantage of
the favourable climate by expanding
or initiating operations in Canada.

Mr.Chrétien fielded questions on
such issues as the need for better har-
monization of regulations between
Canada and the United States; the pos-
sibility of expanding NAFTA to cover
greater mobility of workers; the need
to encourage innovation by avoiding
too much intellectual property protec-
tion; restrictions on foreign investment
in the telecommunications field;and
the impact of the Canadian health-care
system on competitiveness.

Midwest Building Materials Market Report

The Canadian Consulate General in
Chicago has just published the first
issue of the Midwest Building
Materials Market Report aimed at
providing exporters with the insight
and practical information needed to
develop business and foster alliances
in the United States.Produced in a
question and answer newsletter for-
mat, each issue will focus on a key
market for building materials in the
Midwest,and will feature interviews
with leading builders, distributors and
associations to help identify trends

and critical market and regulatory
issues for Canadian firms. Lists of key
Web sites and upcoming events are
provided, as well as contact names for
building materials in other Canadian
Consulates across the U.S.

For more information,you can
access the report at www.canada
chicago.net or contact Dustchin
Rock, Business Development Officer,
Canadian Consulate General, Chicago,
tel.:(312) 616-1860,fax:(312) 616-
1878, e-mail: dustchin.rock@dfait-
maeci.gc.ca % )

For more information, contact:
Rick McElrea, Consul and Trade
Commissioner,Canadian Consulate
General, Atlanta, tel.: (404) 532-2013,
fax: (404) 532-2050, e-mail:
rick.mcelrea@dfait-maeci.gc.ca

For extensive, up-to-date Cana-
dian investment information, visit
http://investincanada.gc.ca %

NaTioNAL HARDWARE .
SHOW AND BUILDING
Propucrs EXposITION

CHICAGO, ILLINOIS — August 12-15,
2001— Reserve today to exhibit as
part of the Canadian Group Stand at
the largest trade fair in the Western
hemisphere dedicated to the hard--
ware, do-it-yourself and building
products market, showcasing the
following product categories: hard-
ware, plumbing, electrical, heating/
ventilation/air conditioning, lawn,
garden and outdoor living products,
building materials, housewares,
paint,and home decor.

The National Hardware Show
and Building Products Exposition
will feature 3,000 exhibitors and
over 70,000 manufacturers, retailers,
wholesalers, distributors, builders, .
remodellers and industry profes-
sionals from over 100 countries will

-attend. Lo

For more information, visit
www.NationalHardwareShow.com

To reserve a booth, contact
Monique Deschamps, Kadoke Exhi-
bition Services, tel.:(613) 241-4088,

e-mail: Monique.D@kadoke.com ¥

Check the Business Section of the Canada-U.S. Relations Home Page at www.dfait-maeci.gc.ca/geo/usa/
business-e. asp ... for valuable information on doing business in and with the United States.

-
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EXPORT SALES AND CONTRACTING

kets, METOCEAN Data Systems
- Limited of Dartmouth,Nova Scotia,
is like one of its own data-collecting
buoys — a small entity occupying an
important niche. The 35-employee com-
pany produces technology sought after
by weather services and oceanographic

I n the vast sea of international mar-

that METOCEAN first benefited from
the PPP.

“When a small company gets large
contracts, it can create cash-flow
problems,” METOCEAN President Ray !
Mabhr explains. This is particularly true
when a company integrates expen-
sive equipment into its products that

Sailing to Japan on ((C tail wind

METOCEAN

research institutes worldwide — most
recently in Japan. In fall 1999, having
secured a million-dollar contract, but
with limited cash flow, the company
found a financial tail wind in the Cana-
dian Commercial Corporation (CCC)
and its Progress Payment Program (PPP).

Since 1985, METOCEAN has been a
world leader in the design, develop-
ment and manufacture of air- and
ship-deployed drifting buoys for the
collection of meteorological and
oceanographic data from severe envi-
ronments — the ocean and polar ice
caps. The data is used to predict
weather and global climate change.
The company exports more than 90%
of its products.

It was in the midst of a $3-million
contract with the U.S.Navy, using
CCC’s prime contracting services,

DoING BUSINESS WITH THE
U.S. FEDERAL GOVERNMENT?

Find out more from the Canadian Embassy
inWashington, D.C.(www.canadian
embassy.org) under“Business Opportunities:
U.S.Government Procurement.”

Log onto opportunities via the General
Services Administration (www.gsa.gov),
which facilitates purchases by the U.S.gov-
emment — the world’s largest consumer — -
and the Electronic Posting System site
(wwwepsgov). '

~When you're ready to pursue these
opportunities, the Canadian Commercial
Corporation (www.ccc.ca) can assist you
with the interpretation of the U.S. procure-
ment system or ensure that as a Canadian -
company, you are eligible to participate.

must be purchased up front, such as
sensors. “With the U.S.Navy contract,
CCC was able to go to bat for us and
help us with our cash-flow problems.
No sooner had the company paid
down its PPP line of credit (PLOC)

n

Ray Mabhr, President, METOCEAN Data

Systems Limited

when it received a $1 million contract
in summer 1999 to provide three
JAMSTEC Compact Arctic Drifter
(JCAD) buoys to the Japan Marine
Science and Technology Centre
(JAMSTEC), based on a prototype
designed the previous year. _
Considering the high material

content required for each JCAD
buoy — the sensors alone account
for almost half the cost — and with
its previous PLOC paid down, it was
logical for METOCEAN to approach
CCC for additional assistance with
preshipment export financing.

. “METOCEAN had already experi-
enced how the PPP worked,and
the company’s bank [Bank of Nova
Scotia] was familiar with both the
PPP and the company,” explains CCC
Project Administrator Matti Edwards.
“Because we had a working history

- with METOCEAN, the new PPP was

easier to set up.”

is an export sales agency of the Government
" of Canada providing special access to the

U.S.defence and aerospace markets and spe-

cializing in sales to foreign governments.

Canadian exporters can gain greater access

a competitive advantage, through CCC’s con-
tracting expertise and unique government-
backed guarantee of contract performance.

CCC can facilitate export sales that often
result in the waiving of performance bonds,

erally better project terms.

tor for government-to-government transac-
tions and provides access to preshipment
export financing from commercial sources.
For more information, contact CCC, tel:(613)
996-0034, toll-free in Canada: (800) 748-8191,
fax:(613) 947-3903, e-mail:info@ccc.ca
Web site;www.cccca ,

Easier, but not automatic. The PPP
calls for a tripartite agreement between
the CCC, the company,and the buyer.
In this case, however, the buyer was
the company’s Japanese agent, Sanko
Tsusho Co.Ltd., not JAMSTEC, the end
user. “We got special authority inter-
nally to go ahead with the deal,”ex-
plains Edwards,"by having METOCEAN
assign the payment over to CCC."

The PLOC for $580,000 was set up
in fall 1999 and paid down in January
2000. “If you have a cash-flow problem,
the PPP really helps,”says an enthusias-
tic Mahr."The higher the material con-
tent, the more help the PPP provides.”

The PPP assistance has assured
METOCEAN of an ongoing client:
JAMSTEC has already ordered another
JCAD buoy in 2000 and plans to
deploy two to four buoys, per year,
over the next five to ten years.

For more information, contact
Ray Mahr, President, METOCEAN, tel.:
(902) 468-2505, fax: (902) 468-4442,
e-mail:rmahrjr@metocean.win.net
Web site: www.metocean.com

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Export Sales and Contracting?) %

SHAPING TRADE
SOLUTIONS FOR ‘,
OUREXPORTERS &

The Canadian Commercial Corporation (CCC)

to government and other markets,as well as -

advanced payment arrangements and gen-

When requested, CCC acts as prime contrac- -
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THE EUROPEAN ADVANTAGE

financed on strictly commercial

terms and driven by market forces. It

should be noted in this context that

Sweden does not consider natural gas

to be an environmentally friendly

energy source.

Fast facts on climate change

* The EU countries are tasked with
reducing greenhouse gas emis- ]
sions to 8% below their 1990 level i

by 2008-2012.
* Sweden produces 0.3% of the

A current seven-year government
program (ending in 2004) has targeted
SEK 9 billion for research and develop-
ment to promote energy efficiency
and the use of renewable energy to
generate electricity. Current projects
are mostly involved with the use of
bio-fuel for district heating systems.

weden is one of a handful of
S Organization for Economic Co-

operation and Development
(OECD) countries in which fossil fuel
plays a relatively small part in the total -
energy supply.On the other hand, total
Swedish electricity consumption is
140TWh, 90% of which is generated by

Renewable energy

e - S
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Sweden

hydro or nuclear power plants. As a sig-
natory of the Kyoto Protocol, Sweden
views climate change as a global issue
and believes that solutions require a
commitment from all countries.

As part of its strategy to build these
solutions into the fabric of its own
society, Sweden’s closure of a nuclear
power reactor has speeded up the
conversion of the energy system
towards the use of renewable
energy sources.

The electricity market was deregu-

lated in 1996, leading to increased
competition and pressure on prices,
followed in 1999 by the closure of
one of Sweden'’s twelve nuclear power
reactors,with a resulting loss of 5TWh
of power. The resulting push to dis-
cover renewable sources of energy
led to the identification of bio-fuel as
aviable alternative for some of the
lost energy.

Lately, the government of Sweden

has stepped up funding to support
an ecological sustainable develop-
ment involving the adoption of such
renewable fuel sources: for the cur-
rent period 2000-2002 one half of
the total allocated funds of 1.2 billion
Swedish kronors (SEK) ($190 million)
will be directed to new-energy pro-
jects supporting renewable energy
and energy efficiency.This amount is
up from one third for similar projects
between 1998-2000.

Alternative power: market overview

Although wind power accounts for
only a small portion of Sweden’s
total energy supply today (0.4%),
the potential exists for wind to be a
powerful source of energy in the
future — exceeding 10TWh.The goal
of the National Energy Authority is
wind power production of 10-15%
of the country’s total power and it
has directed funds toward research
and development of wind power.
Photovoltaic energy sources have
a limited use. Current research efforts
atthe Angstrém Solar Centre are
focusing on thin-layer solar cells, to
be market-ready in ten years.
Artificial photosynthesis is also
being examined in a research project.
Further development of large-
scale hydro power is limited by a
government ban on any further
exploitation of national rivers and
other hydro resources. However,
opportunities remain for small-scale
hydro power projects and refurbish-
ment of existing hydro power plants.
Currently, natural gas accounts
for only 2% of the total energy sup-
ply, via its distribution network in
the south of Sweden.Through a
recent EU directive, the natural gas
market is being opened up to com-
petition. However, with the current
price of natural gas hindering fur-
ther development, any future invest-

ment in gas infrastructure mustbe -

world’s carbon dioxide emissions,
originating largely from the trans-
portation sector.

* Sweden seeks to attain a level of

greenhouse gas emissions repre-
senting 104% of its 1990 levels. It
introduced a carbon dioxide and
energy tax as early as the mid-
1970s (bio-fuels and peat are cur-
rently exempt).

* In terms of minimizing climate

change, Sweden recognizes the
importance of co-ordinating inter-
national economic policy, focusing
on the energy sector and the envi-
ronment. Energy-intensive indus-
tries such asiron and steel foundries
and pulp and paper mills will play a
key role in developing solutions to
both energy consumption and
environmental concerns.

“Market opportunities

* renewable energy technologies
(including bio-fuel production);

* energy efficiency measures; !

* technologies that support
improved efficiency and use of
resources in industrial processes;

* technologies that reduce vehicle
emissions and reduce air pollution;

* Information and communication
technology (ICT) solutions that
support all of the above. .

Market access considerations

~ ASwedish partner is advisable to

facilitate dealings with local author-
ities when it comes to bid documents
and certifications and an under-
standing of local legislation and reg-
ulations.English is, however, widely
spoken as a business language.
Continued on page 9 - Sweden
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This special CanadExport supplement highlights market opportunities in Greece
and Turkey. The Trade Commissioner Service of the Department of Foreign Affairs and
International Trade is ready to serve Canadian companies that are interested in expanding
their export markets in these dynamic economies.
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f"‘% reece is a market of 10.6 million people.lts economy

- Is characterized by a strong service sectorand a rela-
- tlvely small industrial one.The country has adapted
well to the stringent requirements of accession to the Maas-
tricht convergence criteria, and, consequently, Greece became
part of the European Monetary Union on January 1,2001.
The European Union (EU) is its main trading partner.

Recently, Greece has adopted a convergence plan,
focussing on budget cuts, reforms of public-sector and
social programs, wider privatization and the creation of

a more flexible workforce.The overall business climate

is generally positive. Although most economic activity

is currently centred around Athens, as is most of the
population, investment incentives are provided for the
relocation to the rest of Greece.The Greek economy has -
been characterized by astronger than expected growth

i rate compared to other European countnes wnth 3.2% in

1997,and 3.5% in 1998 and 1999.The Greek government
is now predicting 3.7% for 2000.

Trade between Canada and Greece has seen a steady
growth over the last few years. Canadian exports to
Greece in 1998 were $154 million, an increase of 26%
over 1997.1n 1999, Canadian exports to Greece reached
$198 million, a further increase of 29%. In 1999, the sale
of 10 Canadair water bombers by Bombardier, and

the signing of a contract with a consortium (in which
Bombardier was included) for the building of the
Thessaloniki subway system, should augment these
figures over the coming years. Main export items include
transportation equipment, pulp and paper, furs, lentils,
general purpose machinery,and information and
communication technologies hardware and software.

- Greece will be the recipient of significant EU funding
- over the next five years, under the third Community
- Support Framework In addition, excellent opportunities
* - for Canadian companies will be offered by the construction
 that Greece w:ll have to undertake in anticipation of hosting
' the 2004 Olymplc Summer Games and by Greece’s position
. asa’ "gateway” for many of the supphes thatwillbe
necessary for reconstructson in the Balkans
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AEROSPACE 2/ DEFENCE

]
aerospace industry in Greece relies LP?'

CoNSIER/MATPIENGE

heavily on imports.The state-owned Hellenic Aerospace
Industry offers fabrication and assembly of aero-
structures, as well as aircraft overhaul and maintenance
services, mainly for the national aviation operator, Olympic
Airways (OA), and for the Hellenic Air Force. It is also the
usual recipient of offset benefits in relevant international
procurement projects. Other smaller firms in the industry
deal mainly with specialized parts such as brakes and
doors.

Civil aviation is closely associated with OA and its affiliates.
Once the major player in the market, OA is currently facing
serious financial,administrative and, perhaps, identity
problems.There are also a number of smaller airlines,
especially since the liberalization of the market.Some,
having started from domestic flights, are gradually
expanding to international operations.The rest mainly
cover air-taxi, VIP or medical-emergency services.

Defence expenditures account for about 5% of Greece's
gross national product. An armament program worth
GRD4 trillion (about $16 billion) is being concluded, and
another one is being prepared for the near future. Like its
predecessor, it is anticipated that this plan will also aim at
an effective use of modern technology, rather than mere
accumulation of defence material. Thus, Greece will attract
the interest of the major players in the defence field.

I T B N O Y B BT
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' For more information, contact:

Canadian Embassy .
4,loannou Ghennadiou Street =
Athens,GR 115-21,Greece *- '
Tel: (011-30-1) 727-3355 =

Fax: (011-30-1) 727-3460 .

E-mail: george.dimitriou@dfait-maeci.gc.ca
Web Site: http//www.infoexport.gc.ca/gr
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VARIKE

ARKET CONSIDERATIONS! i the liberalized ¢ivil aviation
sector, there was initially a preference toward leased
aircraft.With the growing involvement of shipowners in
this sector, purchases of new aircraft are now common.
Competition seems to be boiling down to two or three
firms or groups. For defence, budget restraints may impose
significant cuts to the initial value of the new armaments
program.In general, offset benefits and local value-added
are among the most significant evaluation criteria.

This fiercely competitive market is not easily accessible,

so Canadian companies must make frequent trips to these
countries to make their firms better known and to develop
personal contacts. Commitment is also very important and
requires sufficient reserves of patience and financing.The
services of a local marketing consultantis a key to business
success in this sector.

Competition in aerospace primarily comes from U.S.and
European players, through local subsidiaries or local agents.
In the area of defence, Russians are also competitors.

or visit

Hellenic Aerospace Industry: http://www.haicorp.com
Olympic Airways: http://www.olympic-airways.gr
Hellenic Ministry of National Defence: http://www.mod.gr

DEFENDORY, exhibiting defence technology for land, sea
and air, will take place in Fall 2002.

1
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and aggressive, and there has been an increase in Greek
investments in Balkan countries, where many food
companies now have production facilities. Greece's major
trade partner is the European Union, both for imports
(60%) and exports (55%). T

In the relatively small but very sophisticated and competi-
tive Greek market, Canadian agriculture and agri-food
products do not have a strong representation. Although
some products do well such as lentils, beans, smoked
herring and other fish or shellfish products,items such as
maple syrup and wild rice are still completely unknown.
Opportunities exist for flours, which have been deregu-
lated, and for food ingredients, organically grown

foods (because of the general opposition to genetically
modified organisms) and easy-to-prepare meals.There
has also been a significant increase in the number of
fast-food outlets.Working couples and families, with less
time for cooking, can now easily get food delivered at
home or eat fast food out at a very reasonable price.

MIARIKET

of the strongest industries in Greece, is fast becoming
export-oriented.The market is being dominated by large
supermarket chains such as Continent and Carrefour.
from Europe, which are becoming continuously stronger
through mergers and acquisitions, and the subsequent
closure of smaller retail outlets. This domination has led
to an increase in competition, as the chains scramble

.to open as many stores as possible.

4

The rate at which new stores open creates delays in
payment to suppliers,which may take as long as seven to

“eight months. Entry fees for a supermarket chain ranges

around $40,000 per bar code item.There is also a large
price war going on between food manufacturers and
suppliers,and supermarket or retail chains, regarding
profit margins, and this ultimately pushes prices up for
the consumer. Multinationals with brand names do well
because of large advertising budgets and product -
promotions, and they and the Greek companies listed on
the stock exchange are making it very difficult for smaller
companies to survive. Ready-made dinners haven't been
successful in Greece, since they are very expensive, and,
since people do not usually have freezers, frozen food
consumption is steady. Also, Greece has a good climate,
so fruits and vegetables can be found fresh all year round.

The economic crisis in Greece has decreased the buying
power of the consumer, so own label products are
gaining ground as are discount stores such as the French
Promodes chain Dia, which now has 50 stores in Greece.
Consumer loans, which were not readily available in the
past, have also recently influenced the shopping priorities
of the consumer.Now people can get a consumer loan to
purchase a home, car, renovations or trips.To pay these
loans, less is spent on food. Other expenses have also
recently entered the lives of the consumer such as private
insurance coverage and mobile phone expenses.
Increases in salaries are usually less than the inflation:
rate,and purchasing power is reduced.Thus, less money is
spent on gourmet premium food and beverage products.

Tiy
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 Tel2(011-30-1) 727-3351

Fax:(011-30-1) 727-3460

.. E-mail: marianna.saropoulos@dfait-maeci.gc.ca
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Web Site: www.infoexport.gc.ca/gr

“There are two éxhibitio_ns to note:the Food and Beverage
Show to be held in Athens, February 2001,and Detrop}

- ' .. whichistaking place in Thessaloniki, March 2001.
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in Athens is around $4.8 billion, of which $2.9 billion is
earmarked for construction projects directly related to the

multi-use arena, press village, international broadcasting
centre and media press centre). Other projects, not directly
related to but still necessary for the hosting of the Olympic
Games, include improvement of the infrastructure, new
athletic training centres, and upgrading of entrance points
into Greece and of tourist areas. It will also cost $1.5 billion
to develop the athletic facilities of the entire country.

Tourism development features strongly in the third
Community Support Framework. As organizers seek to
add winter sport, cultural and conference tourism to the
sun and sea products on offer in the summer, opportuni-
ties include the construction of hotels, marinas, golf
courses, conference centres and car parks.

l‘WARKET

was Iong fragmented and dommated by small prlvate
interests, is gradually coming together as an organized

{ sector with corporate interest. Banks and construction

] companies are forming real estate companies to build,
refurbish and manage properties in structured portfolios.

ﬂ-." I N T 2 T N
‘Fo moremformatlon, ontaCt' Sl
Marianna Saropoulos, § 5
Commercial Officer - ' * *;
CanadnanEmbassy
4,loannou Ghennadlou Street o)
Athens,GR 115-21,Greece | -

Games (Olympic village, yachting centre, equestrian centre,

GREECE

Economic fundamentals have improved spectacularly in
the course of the last decade. Inflation and bank interest
rates have come down to levels where it is now possible
to make a real rate of return on property investments.
Lower interest rates and easily accessible consumer loans
also allow Greeks to hold mortgages and make home
improvements.

Competition is fierce,and Canadian companies must
partner with either local or other European Union firms
to keep close to developments and opportunities as they
arise.The high cost of land and the difficulty in acquiring
zoned properties are major impediments to property
development, as is a complex bureaucracy.In many areas
of Greece, property developers must take into account
local architectural styles. Greeks prefer solid constructions
based on cement, and non-traditional building products
or methods such as prefabricated structures are met
with some hesitancy.

Stiff competition for market share has been created

by approximately 2200 construction companies,and
mergers and acquisitions over the last few years have led
to a profound restructuring of this sector.With Greek
entry into the European Monetary Union, international
developers are investing in Greek property. For now, it
largely concerns commercial property, but, over time,
residential properties could be developed as second or
retirement homes for northern Europeans escaping
colder climates.

Tel.: (011-30-1) 727-3351
Fax:(011-30-1) 727-3460 :

~ E-mail: marianna.saropoulos@dfait-maeci.gc.ca
Web Site: http//www.infoexport.gc.ca/gr
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INFORMATION 72/ COMMUNICATION TECHNOLOGIES;

PORTUNITIES: meinformaQMﬂnoljgles(lT)
sector presents very promising prospects as is evidenced
by the growing number of retail IT chain outlets in Athens
and other major cities. From a total of 2000 companies
reported by SEPE, the Greek federation of IT firms, there
are only 70 large companles mostly located in or close

to Athens.

~ Most small firms will probably disappear or fall under

the umbrella of larger groups. Profit margins narrow with
competition, and only strong companies will eventually
succeed. Acquisitions or buy-outs, mergers and strategic
alliances have become very common, especially since
the Athens Stock Exchange emerged asa S|gn|f‘cant
capltal raising source :

For hardware , pr, ference groupS'
consumers who opt for PCs that are IocaIIy assembled,

The software market moves faster,and domestic software
developers (especially accounting or financial program
developers) are still prominent, although competition
from foreign houses is growing.

“Piracy”remains a thorny issue, as illegally copied
programs account for a significant proportion of those
circulating in the Greek market.Several local agencies and
organizations are set to tackle this problem.

For [T, opportunities exist in systems integration, support
for firms in trade and industry, computer telephony
integration (CTI), networks and data communication,

Internet applications and multimedia.

~ At present, the Greek telecommunications market is

considered partially "open," since fixed/voice telephony

-~ was liberalized ‘on January 1,2001.The prospect of

deregulatlon has highlighted the need for lnfrastructure
modernlzatlon which will open significant opportuni-
ies for both forelgn and domestlc pIayers.




' The publlc telephone company and its affiliates, who E\[}A R KET
are the major players, are active in almost all types of @@@\g Q ﬂ f'j Ep “] Fﬂ f—\j
ARKE r‘rh

communication and have an expansive investment NSIDERATION market s not easﬂ
strategy. However, the forthcoming full liberalization of accessible,and competition is fierce. Frequent trips

the market and the tidal wave of new technologies will are necessary, since developing personal contactsisa-
seriously challenge their supremacy. pre-requisite to conducting business locally. The services

of a local agent is key to business success in Greece.

Although reports may disagree on precise figurés, for

1998, the market was evaluated at around GRD1.5 to For IT, penetration is still low,and the market is perhaps
2 trillion (approximately $7.5 to $10 billion),and first ~ the smallest in Europe in terms of per capita IT expendi-
estimates indicate that the market is“running”at a ture. However, technological advances have prompted
rate of 25% to 30%. - , Greek firms to use IT products, and the estimated growth
' o rate is around 18% to 20%.This is the fastest-growing IT
Voice telephony is still the leader, but network and data market in Europe, given the European Union average of

communication services are showing a fast upward trend. around 9%.
Additionally, there is rapid development in the Internet
sector and in cellular telephony (three operators,estimated ~ For telecommunications, Greece's participation in

penetration of 32% to over 33% for 1999). E-commerceis the emerging Information Society is a major priority for
5 slowly becoming a household term, and Greece is consi- the government.Greece will have to focus on research
dering the launch of a telecommunications satellite. and development, content, and the dissemination
. of information and communication technologies.This
Although the issue of alternative networks is of concern exercise should take into account practical parameters
to potential local players, no evident progress has been such as education infrastructure, and incentives such
made so far. However, the Public Power Corporation and as pricing and tariffs.

OSE, the Greek railway organization, seem to be more
active in this field. For telecommunications, there is move-
ment in e-commerce, network and data communication,
Internet applications such as banking,and satellite:
communication applications.

S

or visit
The Hellenic Telecommunications Organization:
http://www.ote.gr
Strategy of Greek government for ICI' sector:
http://www.primeminister.gr/infosoc/index_en.htm
'The European Telecommunications Office:
http://www.eto.dk/contacts/greece.htm
Al o National Telecommunications and Post Commission:
-mail: george.d lmitrlou@dfalt-maec: gcea S http://www.eett.gr _
Web Site: http//www.infoexport.gc.ca/gr _ Federation of Hellenic IT Enterprises: http://www.sepe.gr
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e-commerce in Greece appears to be at an embryonic
stage, as full-fledged systems are not yet evident. Never-
theless, given the fast growth of the sector, and, as more
and more applications are launched, e-commerce is

_gradually gaining exposure and popularity,and the term
is becoming widely known.

As analysts indicate, from a 2001 year-end estimate of about
$318 miillion, the forecast of market value for 2004 is about
$1.3 billion. After electronic data exchange, and apart from
Internet-aided trading, stock exchange and e-banking
services have recently made their appearance.In general,
with the apparent need to expand the clientele base, both
content and technology or know-how solutions and
options are being followed.

WMIARKET

@q CONSID nous&gcé;j\;EB@tmuﬁal
data, further development is anticipated, stimulated by
the overall growth of the information technology sector,

the expanding use of the Internet (currently around 6%,
with a year-end estimate of 18% for 2001, to reach 30% in

CanadBxport.

i+ Fax:(011:30-1) 727-3460
s; E-mail: george.dimitriou@d
* Web Site: http//www. infoexport.gc.ca/gr
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TECHNOLOGIES — E-COMMERCE:

2003) and the stability of the Greek economy within the
European Union (EU). Mergers and acquisitions are being
formed among strong information and communication
technology groups. :

The Ministry of Development recently announced that
e-business courses are being taught in at least one
university,and an operational framework to support

the expansion of e-commerce applications is under way.
(The National Committee for e-commerce is headed by
the Secretary General for Commerce of this ministry.) In
addition, e-commerce is one of the main priorities of the
third Community Support Framework, an important source
of funding by the EU.

However,there seems to be an overall concern about the
security and confidentiality of transactions in this market.
Thus, a period of familiarization with new methods and
business opportunities may be necessary in which a trust
toward the new services can be built.This may also involve
a cost of adaptation. Finally, there are few specialized
personnel.

Major European and U.S.firms, alone or in co-operation
with local firms, are either present in or are planning to

enter this market. \

. orvisit '
- . Greek Information Society Web Site: htth/www infosociety.gr

Hellenic Electronic Trading Research Unit http://www.eltrun.aueb.gr
E-Commerce Show’s Web Site: http://www.ecs.gr

- European Commission/Information Society Web Site:

- http://europa.eu.int/ispo

- - National Telecommunications and Post Commission:

7 http://www.eett.gr )
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urkey is a country of some 65 million people
with the world’s 16th-largest economy, but the
focus of Canadian interest will be the 10 to

15 million or so Turkish consumers in the major urban

areas of western Turkey (Istanbul, Ankara and Izmir) who

have a lifestyle and standard of living that approaches a

western European level.

Notwithstanding significant structural problems (notably
inflation, high public debt and the slow pace of privatiza-
tion) until recently, Turkey sustained the highest growth
rate in the Organization for Economic Co-operation and
Development — between 7% and 8% annually during the
period 1995 t01997. Despite the recent shrinkage of the
Turkish economy following the Russian economic crisis
and the 1999 earthquakes in the industrial heartland of
northwestern Turkey, overall prospects remain promising
as a result of both Turkey's Customs Union with the Euro-
pean Union (which came into effect on January 1, 1996),
and its increasingly important role as a gateway to the
emerging markets and natural resources of the Caucasus
and Central Asia (with the advantage of geographical
proximity reinforced by linguistic ties with many of the
former Soviet republics in the region).

Bilateral trade between Canada and Turkey increased .
almost threefold during the period from 1991 to 1998,
rising from $166 million in 1991 to $473 millionin 1998.
However, by the end of 1999, bilateral trade between
Canada and Turkey dropped slightly to $465 million, due
Primarily to the contraction of the Turkish economy
following the Russian economic crisis and the loss of
Productive capacity following the devastating August
1999 earthquake. The bulk of Canada’s exports to Turkey
are commodities such as coal, lentils, wheat, wood pulp,
telecqmmunication equipment and parts, newsprint
Paper,road graders, cinematographic projectors, plastic
tubes, passenger cars, furniture, pharmaceutical products,

.

beverages, and iron and steel products.Telephone
components normally account for a significant portion of
Canadian exports to Turkey and form part of the foreign
inputs for the Nortel joint venture (Netas) production
facility in Istanbul.

The range of Canadian exports is expanding, and at

the same time the export of Canadian services to

Turkey is increasing, especially in the field of consulting
engineering. Currently, one of the most visible Canadian
exports in this area is the Ankara Metro Project
constructed by SNC-Lavalin and Bombardier/UTDC.With
the signing of the Memorandum of Understanding on
Bilateral Co-operation in the Energy Sector between
Canada and Turkey in September 1998, considerable
potential was created for a substantial increase in Cana-
dian exports of consulting engineering and infrastructure
construction services to Turkey. Turkish companies offer
good possibilities for third country co-operation,

as several of them are aggressively pursuing business
opportunities in the region, which includes the Middle
East, Russia and the former Soviet Union States.

= Supplement — CanadExport
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developed wnthln the last five years, especially since th
~ sale of executive or corporate jets and helicopters has
been on the rise.To date, about 100 helicopters and
50 aircraft (turbo-prop and jet) have been purchased by
such buyers.The Turkish Forestry Department (OGM) has
plans to procure three new forest fire-fighting aircraft.
However,0GM is not in a position yet to open a tender
due to a shortage of funding.Turkish Airlines (THY)
has plans to expand its fleet of regional aircraft,and
Bombardier is working hard to promote its regional jet
and turbo-prop aircraft. However, the implementation of
these plans is not likely before the planned privatization
of THY takes place.

With one of the largest armies in Europe and a modern
industrial policy designed to create an indigenous
defence industry, Turkey's market for defence products
provides many opportunities for Canadian companies
that are prepared to investigate technology transfer,
joint ventures and other forms of co-operation.In the
aerospace and defence sector, opportunities exist for
various corporate and regional aircraft, aircraft engines
and parts, avionic and navigational systems, radars,
defence electronlcs, military software and training
simulators.

Currently, the Turkish Ministry of Defence is worklng on
the following priorities:

* local production of 1000 units of main battle tanks; -
modernization of existing 1000 M60A1 tanks;

* 145 attack helicopters (US Bell was invited for-
contract talks); -

y naval fngates simulators for submannes and military -
ncopters and

. 30 units of unmanned alrbome surveillance vehicles.

All these projects offer opportunities for Canadian manu-
facturers of subsystems, parts, components, avionics and
electronics.Canadian companies have recently been
successful in obtaining contracts for the supply of execu-
tive-use jet aircraft and pilot-training simulators.

MARIKIET
@A RISTINERINHIOINES

trade barriers in Turkey for Canadian companies involved in
the civilian aircraft market. However, the Turkish defence
market is not easily penetrated.Information on projects is
difficult to obtain, and funding is a challenge. In defence
procurements, the major constraint to date seems to be
the Canadian government’s export-control procedures.

There s stiff competition from European and U.S.compa-
nies that enjoy strong support from their governments

in all political, financial and technical aspects.These
“companies are usually open-minded to technology
transfers, technical co-operation and investment in Turkey.

Turkey has signed bilateral co-operation agreements with

several European countries, the United States and Israel in
thefields of aerospace and defence. - .

* - Tel.:(011-90-312) 436-1275
.- Fax:(011-90-312) 446-2811.
- E-mail: can.ozguc@dfait-maeci.gc.ca
.. -~ Web Site: http://www.infoexport.gc.ca/tr
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to around 300,000 sq. kms. (total size is 777,970 sq.kms.).
Cereals and grains account for more acreage than any
other crop, with wheat being the most prominent.Turkey
is virtually self-sufficient in food, feed and fibre. Agricultural
potential has not been fully realized nationwide. Despite
agriculture's diminished role in the economy, it still

accounts for a large share of total output and employment.

Despite the overall trade deficit of Turkey, the agricultural
trade balance is significantly positive, and this provndes
some relief to the balance of payments.

The country is a net exporter of farm products, and
agriculture (including the processing sector) employs
about one-half of the working population.The agricultural
sector’s real growth rate was -4.6% in 1999,and its share
was 14.86% of gross national product in 1999.Crops repre-
sent 55% of the agricultural sector; livestock represents
34%;and the rest comprises forestry and aquaculture.

Turkey is the largest producer and exporter of agricultural
products in the Near East and North African region.In 1999,
exports of agricultural commodities (excluding agri-food )
amounted to $2.2 billion and accounted for 8.3% of
Turkey's total export earnings. As well, overall exports of

agricultural, livestock and processed agri-food products

reached US$3.9 billion. Also,imports of agricultural
products totalled around US$2.7 billion. Rapid growth’
occurred throughout the 1980s, led by manufacturing but
also by agri-food, and a resurgence of both domestlc and
foreign investment in Turkey. '

Canada is currently exporting several agricultural
products to Turkey: grains, seeds, lentils and potato.
Opportunities also exist in cheese, butter, vegetables

,; ik N RS

For more mformatlon, contact' -
'CanOzguc, SECAE R N R

SemorCommercnal Off‘cer f
Canadian Embassy - ST
Nenehatun Caddesi 75

Gaziosmanpasa SR
06700 Ankara,Turkey -~
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~ orvisit
. Ministry of Agriculture and Rural Works:

gé oils, coffe cocoa, tea, rice and sugar.Turkey also lacks
know-how in food-processing technology.Finally, there
are opportunities in introducing new techniques and
supplying equipment used in breeding, artificial
insemination and embryo transfer.

MARKET
CRANSIDERATIONS

date of the entry into force of the Customs Union with the
European Union (EU) — Turkey has eliminated all custom
duties and non-tariff barriers on imports of agricultural
products from the EU. Livestock and meat imports have
been banned since the beginning of 1997, except the
breeding stock. In Turkey, there are well-organized large-
scale importer distributors that use their own truck fleets
to reach the middlemen or to go directly to retail points
in all parts of the country. For bulk commodities, it is best
to work with a capable agent, who continuously monitors

the requirements for food products,in view of local supply

and production.The Turkish market requires long-term
commitment and co-operation with Turkish companies.
The best way to penetrate the Turkish agricultural sector is
to enter into a joint venture with a good Turkish company
for either marketing of the end product and/or local
production.The chances are better with local production,
given the success of European firms in the Turkish market.
The availability of almost all agricultural products from
local sources makes the investment in processing and
quality packaging both reasonable and feasible.Turkish

. people are open to new species and have a tendency
to adapt themselves to Western tastes.

Tel.: (011-90-312) 436-1275
Fax:(011-90-312) 446-2811 .

E-mail: can.ozguc@dfait-maeci.gc.ca
Web Site: http://www.infoexport.gc.ca/tr

http://www.tarim.gov.tr/english/english.htm
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increase and rapid urbanization have created acute environ-
mental problems in Turkey.Turkey’s development policy
primarily wanted to use indigenous energy resources —
mainly low-calorie lignite — to maintain self-sufficiency.
Also, due to limited financial resources, the country
could not implement up-to-date technologies. Since the
development program mainly sought to attain the highest
degree of industrialization at the lowest cost, environ-
mental considerations were inevitably neglected, and

this has led to serious environmental degradation.

In contrast to the traditional approach to environmental
issues, which basically regarded environment as a
consumable input for development, the government now
regards environment as a resource that must be preserved
and managed rationally to attain sustained development.
Consequently, a range of present and future environmental
regulations will add further economic growth to this sector.

Enforcement of new legislation requires that industrial
plants, resorts and municipalities install wastewater- and
sewage-treatment plants, chimney filters and solid waste-
treatment facilities.While this legislation is roughly parallel
to European Union standards, enforcement is not effective,
and the threat of legal action is not a strong deterrent
to polluters.Nevertheless, public pressure groups, and
other private and government agencies, help to ensure
adherence to the legislation, and force the industry and
municipalities to take appropriate measures. '

Opportunities exist in industrial and municipal wastewater
treatment, desulphurization systems for power plants and
process industries, solid waste treatment and disposal,
industrial and domestic water purification, conversion of
vehicles to natural gas, incineration plants, environmental
impact assessment and monitoring, water-resource
management and consulting engineering services.

Turkish cities suffer from severe air pollution problems
caused by predominantly coal-based heating systems,
automobile exhausts and industrial emissions.Action is

- being taken to remedy these conditions,and the focus is
on increasing responsibility and authority of municipal
administrations in pollution control. Despite considerable

willingness to enforce air-quality measures, municipalities
presently lack the necessary equipment and trained staff
to monitor conditions.The provision of air-quality moni-
toring and emission-control equipment are areas in
which Canadian firms would be strong competitors.

The supply of potable water has been the responsibility
of the national government, which normally undertakes
the construction of dams and reservoirs.There are
needed water-supply solutions: development of major
water-supply projects;improvements in the manage-
ment of the yield of reservoirs; reduction of water losses
in the distribution systems; and definition of alternative
sources of water. '

Less than 10% of wastewater is treated in Turkey. Many
rivers in urban and industrial areas have become highly
polluted and require massive rehabilitation.The few
existing treatment plants suffer from major operating
and management problems, particularly in the area of
biological treatment.There are numerous opportunities
for Canadian companies in construction and operation of
wastewater-treatment plants in Turkey.The best opportu-
nities are in the industrial sector, where organizations
have the ability to borrow in international markets and
have come under pressure to conform to European envi-
ronmental standards. Generally, lack of financing presents
major problems in municipal wastewater treatment.The
government relies on the BOT (Build, Operate, Transfer)
mechanism for large projects, but this method is of
limited use as long as municipalities can not guarantee a
revenue stream for these projects. Some European firms
have undertaken several of these pro;ects through soft
loans.

Canadian companies interested in competing in the
wastewater-treatment market in Turkey should focus
primarily on industrial projects, which fall into two types:
specific highly polluting industries such as tanneries, or
pulp and paper mills;and industrial parks.Viable projects
in municipal wastewater treatment may be found in
certain areas defined by the national government as
priority areas, which may provide national government
guarantees for approved loans.
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A number of municipalities are experimenting with small
incinerators for hazardous wastes.This is a potentially
promising area for Canadian companies. However, expen-
sive technology and uncertainties in financing are road-
blocks. It appears that the most cost-effective solution for
Turkey would be to create six or seven hazardous waste-
disposal facilities to serve the entire country, rather than
building many small ones. Consulting engineering
services are required to define optimum size, cost and
strategy. Currently, there is no client for such a study.

Approximately 65% of total Turkish power-generating
capacity comes from coal-fired power plants. Because of
the high sulphur content in the available coal, most
power plants are required to use flue gas-desulphuriza-
tion (FGD) technology.This is a particularly promising
application for Canadian firms. A potentially huge market
may appear for FGD retrofits, if financing obstacles can be
overcome. New power plants will likely be built as BOT
projects, where financing is incorporated in the total
package proposed by the project team.

NARKET
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contractors and engineering companies, foreign
companies normally team up with them to increase the
local content, and to benefit from their experience and
familiarity in current business practices. Local companies
also seek foreign partnerships to overcome financing
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difficulties.In a typical project, foreign companies provide
financing and technology, while local companies provide
metal fabrication, erection, civil works and detailed
engineering design.The Turkish market requires long-
term commitment and co-operation with local partners,
a network of contacts both in the public and private
sector,and usually 100% project financing.Provision of
suppliers' financing, however, is the most critical factor

in securing contracts.

Competition in public tenders is rather strong, as

many Japanese and European companies aggressively
pursue Turkish projects and generally provide financing
at favourable terms.Many foreign companies establish
local subsidiaries, which are formidable competitors, since
the Turkish government treats them as local firms for
large government tenders. Furthermore, national govern-
ments of mainly European countries are aggressively
assisting their companies through favourable financing
arrangements.

Canadian products are perceived very favourably, but,
due to Turkey's membership in the Customs Union with
Europe, Canada faces an average 5% price competitive
disadvantage against European suppliers in the exporta-
tion of manufactured components and instruments.
However, this normally does not appear to be a major
impediment, as it is often overcome through the help
of a favourable exchange rate of the Canadian dollar
against other hard currencies, as well as appropriate
financing, price and technological advantages of
Canadian companies.

Tel.: (011-90-312) 436-1275

Fax: (011-90-312) 446-2811

E-mail: akin kosetorunu@dfait-maeci.gc.ca
Web Site: http//www.infoexport.gc.ca/tr
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for Mobile Communications (GSM) and the Very Small
Aperture Terminal (VSAT), state-owned Tiirk Telekom (TT)

is the only carrier for all other systems in Turkey. Both GSM
and VSAT have two private operators licensed by TT.Expan-
sion of the Turkish telecommunications system was slow
until 1984, due to lack of funding and limited local manu-
facturing capacity. Since then, the number of installed lines
has increased to about 20 million (for a population of 64
million).The proportion of digital switching is 82%,and the
growth rate of Turkey's annual telecommunication network
capacity is around 6% to 7%, which is the highest in Europe.
The number of installed telephone lines per 100 inhabi- -
tants reached 28 by the end of 1999, and the total value of
the telecommunication market was estimated to be around
US$4 to US$5 billion by the end of 1999.The number of
GSM lines is around 10 million, and the number of GSM
subscribers was expected to increase to 11 million by the
end of 2000.In 1999, a total of around US$3 billion worth
of various telecommunication equipment was imported.
Some of the imported telecommunication equipment
include wireless telephone systems, broadcasting equip-
ment, and telephone and fax devices.During this period,
exports exceeded US$1 billion. In 1999, the total value

of revenues in the local information technologies (IT)
market was around US$10 billion.Turkey's Internet
network, which was improved within the last two years,
currently serves about two million users.In 1999,about
800,000 PCS were sold, and some taxi companies in major
cities started to use computerized vehicle dispatch.

In May 2000, the Turkish Ministry of Communications issued
a new cellular telephone licence, which is PCS at 1800 MHZ.
The members of the winning consortium were Telecom
Italia and Turkish Is Bank. Another licence was issued to TT-
on a direct sale basis.Canadian Nortel, through its Netas
plant, is in contact with new operators in an effort to obtain
contracts for the supply of networking equipment.In 2000,

- For more information, conta

-CanOzguc, - .
-Senior Commercial Officer - :
_Canadian Embassy .~ . .
:Nenehatun Caddesi 75,
|V« Gaziosmanpasa 5
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>

06700 Ankara,Turkey - -~

Tel.: (011-90-312) 436-1275
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about 1.2 million wired lines (all digital) were expected to be
procured and installed by TT. The Turkish government had
plans to sell 20% of the shares of TT to institutional investors
in 2000.Cable TV and the pay-phone network are also
expected to be privatized.

MARKET

dous opportunities. Major end-users in these fields are
banks, stock exchange brokers, large corporate holdings,
transportation companies and media firms.The financial
sector especially promises a lucrative market potential.
Some increase on the demand side is expected due to
modernization investments by financial corporations, the
opening of huge retail outlets, and projects that have
foreign financing.There are many opportunities in the
Geographic Information Systems field (such as remote
sensing and digital mapping). However, the lack of funding
has precluded the Turkish government from procuring
hardware and software.The general trend of the govern-
ment is to purchase data from private companies in this
field. Computer software and hardware is one of the very

- rapidly growing markets in Turkey. Aimost all brands of PCs,
Local Area Network/Wide Area Network (LAN/WAN) equip-
ment and parts are imported and distributed by local firms.
The competition is very stiff in the Computer-aided Design
(CAD) products,in which the local textile sector show major
interest. Multimedia is another booming field, especially
since interest from university students has led to the
opening of many new retail stores in major cities.Finally,
Turkey is perceived as a leader and acts as aliaison in the
establishment of the emerging data-communications
equipment market in this region. Because of the increasing
demand for these informatics services, Turkey's influence
has extended to foreign and local businesses, newspapers,
and others \{vho utilize satellite equipment in Central Asia.

Fax: (011-90-312) 446-2811
E-mail: can.ozguc@dfait-maeci.gc.ca .

Web Site: http://www.infoexport.gc.ca/tr -
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#Turkey is among the richest countriesin the
world for many mineral and metal products. Turkey has a near
monopoly of boron and important deposits of bauxite, chrome,
copper,iron, manganese, sulphur, marble, zinc and thorium.
There are also exploitable quantities of antimony, lead, molyb-
denum, mercury and tungsten.The country,however, lacks up-
to-date technology and the financial capability to exploit these
resources. Turkey has been basically operating its mines
through state-owned enterprises, with only a few exceptions
of private operations in coal mining and quarrying.However,
during the last decade, new legislation allowed private enter-
prises, including foreign investors, to take an active part in the
sector.The legislation has had a significantimpact on the
number of foreign companies operating in Turkey, as well as
on the amount of investment in the mining sector.

Turkey has made necessary changes in the legislation and
launched an ambitious privatization program of Etibank, which
controls almost 60% of domestic mineral production.Also,
various state-owned mines and metallurgical plants are on the
privatization list. Turkey also has precious mineral deposits —
mainly gold — available for development.Canadian compa-
nies have obtained permission to explore for gold, silver and
copper from the Turkish Ministry of Energy and Natural
Resources.However, pressures from environmental groups are
achallenge,and foreign mining companies need to spend
time and money on public relations before actually starting
their operations.

Major opportunities in the Turkish mining sector existin-
upgrading facilities for coal mining and preparation, as well
asforlead and zinc mining and sintering, copper mining,

and gold and silver mining and refining. Other opportunities
include the modernization of steel mills and sintering plants, -
geological surveys, mine exploration and engineering services,
crushers and grinding mills, coal-washing equipment, flotation
equipment and electro-chemical systems.Turkish companies
are actively seeking joint ventures with foreign firms to supply
technology and equipment.These include:TKI, the Turkish Coal

¥
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Commercial Officer - Tel.: (011-90-312) 436-1275
<anadian Embassy

Nenehatun Caddesi 75,

TURKEY

Board, which estimates that it will spend about US$40 million
for its investments, half of which will be spent on procuring
machinery and equipment; and Etibank, the state-owned
mining Conglomerate, which is currently seeking joint ventures
for: the modernization and expansion of the Seydisehir

~ aluminum plant; the establishment of a new Bandirma
hydrogen peroxide plant; the construction of a.chromium ore-
concentrator plant, which will require gravity-concentration
equipment such as shaking tables, Reichert cone and magnetic
separators; the delivery of rare earth extraction and processing
equipment and technology for the development of aone
million ton bastneasite reserve that also contains 11.4 million
tons of fluorite and 9.4 million tons of baryte; the expansion of
the Kirka Tinkal concentrator plant, which requires crystallizers;
and the establishment of a sulphuric acid plantin Bandirma.

MARKET
CONSIMER ATION]
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comprise approximately 75% of total market demand.
Germany is the leading supplier (39%), followed by the United
States (12%), Sweden (10%) and France (6%). Price and quality
are generally the most important factors in purchasing deci-
sions.Credit terms and the length of the repayment period are
also considered. Most private firms are willing to use letters of
credit but will increase purchases with more liberal credit
terms. For the government, major sales are often not realized,
unless there is an attractive package attached.Other factors
that affect sourcing decisions are the suppliers' reputation, the
reputation of their products for quality and reliability,and
previous experience in dealing with suppliers. Service is
extremely important to Turkish end-users in terms of the
provision of spare parts and repairs.

Canadian companies are advised to employ agentsin
Turkey who are well-informed about upcoming projects
and experienced in Turkey's procurement practices.

" Fax:(011-90-312) 446-2811
" E-mail: akin.kosetorunu@dfait-maeci.gc.ca
Web Site: http//www.infoexport.gc.ca/tr
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QRPARMININIES
: PPORTUNITIES: The oil sectorin Turkey is' dominated
rkish Pe  Corporation (TPAO) on the
exploration and production side; the Turkish Refineries
(TUPRAS) for refining; and the State Pipeline Corporation
o (BOTAS) for oil and gas transmission. Even though TPAO
b has the largest share in oil and gas exploration and produc-
Lo tion (approximately 80%), more than a dozen Turkish and
foreign companies are also active. Although refining and
transmission are under state monopoly, the government
| has taken steps to privatize TUPRAS and BOTAS.Turkey has
? some 46 million tons of proven oil reserves, and it produces
: 3.8 million tons of crude oil per year, with a total annual
consumption of 38.5 million tons.The oilfields are located
o mainly in the southeastern region, and recent discoveries
L have encouraged TPAO to intensify its explorations in this
e region. Explorations are also under way in the Aegean Sea,
as well as in the southern parts of the country.

X Despite its modest oil production, Turkey has a relatively
large crude oil and gas pipeline capacity, 71 million tons
and 14 billion cubic metres per year, respectively. Turkey
wants to transport oil and gas from the former Soviet
Union states to Mediterranean ports via pipelines to
export outlets on Turkish coasts.The main oil pipeline is
the Baku-Ceyhan, which is to be commissioned in 2003
and should cost between US$3.0 to US$3.5 billion.

Given the fast-growing demand for natural gas, Turkey
has signed gas-purchase agreements with Russia, Turk-
menistan and Iran.To transport gas from these countries,
the following pipelines are proposed: the Tebriz-Ankara,
which aims to supply natural gas from Iran mainly to the
eastern provinces as well as to Ankara; the Blue Stream,
which will be jointly implemented by Russia and Turkey,
and will require construction of a gas pipeline under
-the Black Sea; and the Trans Caspian, which requires
construction of a pipeline across the Caspian Sea to bring
gas to Turkey from Turkmenistan. Negotiations between
the Turkish and Turkmen governments are in progress,

5
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and an agreement was slated to be signed by the end of
2000.The existing domestic gas-transmission pipeline
infrastructure in Turkey can not cope with the growing
demand for gas. It serves only 20% to 25% of the popula-
tion, and requires substantial expansion to interconnect
main urban and industrial centres.This requires some
US$4 billion investment in gas-distribution projects.

In addition to pipeline projects, Turkey also plans to build
two additional liquefied natural gas (LNG) terminals on the
Aegean and Mediterranean coasts.The investment required
for these terminals is expected to be approximately US$500
million. Key buyers of oil and gas equipment are TAO and
BOTAS, and their investment and procurement budget for
2001 is approximately US$2 billion, which is expected to
increase in the coming years.Thus, opportunities exist for
services and equipment for oil exploration, and oil-field
development and production technology; engineering,
consultancy and contracting services for oil pipeline trans-
mission and distribution, construction and rehabilitation;
and materials and equipment such as steel and polyethylene
pipes, fittings, pressure-regulating equipment, Supervisory
Control and Data Acquisition (SCADA) systems,gas metres
and auxiliary material.

WIARKET ]
CoNSIRERATIONS

ERATIONS:Turkey has no trade barriers/
and imported equipment and materials are not subject to
any restrictions. However, a local partner or agent is an
essential element in doing business in Turkey. Major players
in this sector are suppliers and contractors from Italy,
France, Japan, Germany and the United States. Since Turkey
normally requires full financing for investment projects,
ability to provide a financing package by prospective

contractors and suppliers is more important than the origin-

of supply and pricing. - _ '

Tel.: (011-90-312) 436-1275

Fax: (011-90-312) 446-2811 ‘
E-mail: akin.kosetorunu@dfait-maeci.gc.ca
Web Site: http//www.infoexport.gc.ca/tr

or visit
Canadian Embassy in Ankara: ,
http://www.dev.dfait-maeci.gc.ca/dfait/missions/ankara/
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THE EUROPEAN ADVANTAGE

environmental issues into sharp

focus long before many other
European countries. This is the result of
acombination of factors including the
large-scale Dutch agricultural sector,
energy-intensive chemical and petro-
chemical industries, a dense popula-
tion, and the role the Netherlands plays
asa major distribution centre.The Dutch
environmental sector has evolved a
solid reputation for developing sophis-
ticated technologies for air purification,
wastewater treatment, household waste
processing, recycling, soil decontamina-
tion and groundwater purification. This
sector is now poised to flourish in the
international marketplace. Despite Dutch
proficiency, there is ample roomin the
Netherlands’environmental sector for
complementary innovative Canadian
technologies and niche-market products,
particularly in the areas of soil remedia-
tion, water purification and recycling.

Environmental technology centres

In the Netherlands, technology cen-
tres are the driving force behind the
development of new techniques for
processing waste and cleaning the
air, water and soil. Originally these
centres made extensive use of existing
process and mining technologies,
but, with the launch of new subsidy
schemes by the government, research
institutes and private sector compa-
nies have been encouraged to work
together to develop new applications.

T he Netherlands has brought

One such institute, the Netherlands
Organization for Applied Scientific
Research (TNO), has created a busi-
ness park where small companies
developing promising new environ-
mental techniques can make use of
extensive facilities and, if necessary,
receive financial assistance from TNO.

The low sedimentation rates and
minimal odour make their patented
compact anaerobic purification sys-
tems very popular with the food
industry.Indeed, most of the anaero-
bic water treatment plants used in
the world’s breweries originate in the
Netherlands.

Environmental products and services

The Netherlands

Environmentbiotechnology

Environmental biotechnology is
one of the most advanced areas of
research in the Netherlands. Dutch
universities are conducting research
into various types of bacteria with
the ability to break down pollutants.
Research is also focused on the
recovery of primary raw materials.

Water treatment

Water treatment is a cornerstone of
the Netherlands' environmental
industry, with Dutch engineers in
worldwide demand as consultants
in the design and manufacture of
water treatment plants utilizing high-
capacity biological purification meth-
ods.Dutch environmental companies
have also acquired an international
reputation in the construction of
industrial water treatment plants.

Sweden - renewable energy and
dimate Change — Continued from page 8

Useful Web sites

* The Swedish National Energy
Administration: www.stem.se/

* The Swedish Environmental ;
Protection Agency:www.environ.

. se/international/
The Swedish Power Association:

. www.kvf.se/enindex.html
Invest in Sweden Agency, fact and
figures: www.isa.se

¢ Sustainable Sweden,government
Web site: www, hallbarasverlge
. gov.se/eng/

For more information, contact

. Inga-Lill Olsson, Business Development

Officer, Canadian Embassy, Stockholm,
tel.:(011-46-8) 453-3019, fax:(011-
46-8) 24 24 91, e-mail:inga-lill.olsson@

. dfait-maeci.gc.ca Web site:www.

canadaemb.se %

In spite of Dutch expertise in this
field, there is ample opportunity for
Canadian companies to contribute
new and advanced technologies to
the Netherlands' water treatment
sector.Trojan and Zenon are two
such Canadian companies already
active and successful in the Dutch
market.

Soil remediation

Soil cleaning in the Netherlands has
also achieved worldwide recognition,
with its reputation founded on exper-
tise in cleaning up highly complex
“cocktails” of pollutants, often reduc-
ing them to undetectable levels.
Polluted ground, including dredged
material from the rivers, is a major
problem in the Netherlands — one
that invites solutions from Canadian
companies with new and innovative
technologies.

Dutch trade fairs

Utrecht — April 24-26,2001 —
Ecotech International Environment
Trade Fair (www.ecotech.nl/) held

© every two years, focuses on waste

processing, recycling and environ-
mental management.

For further information, contact - -

Judith Baguley, Commercial Officer,
Canadian Embassy, The Hague, tel.:
(011-31-70) 311-1694, fax:(011-31-70)

3111682, e-mail:judith.baguley@

dfait-maeci.gc.ca Web site:www.
ocanada.n| %
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he Canadian Consulate in
T Fukuoka will celebrate its 10th
anniversary in 2001.Its presence
there has helped Canadian companies
to penetrate this market, and has con-

tributed to putting Canada on the map

- with local residents and decision makers.

- Market opportunities

Southem

The Consulate promotes Canadian
products and services on the island
of Kyushu.The priority sectors are
agri-food products and beverages,
construction and building materials,
and consumer goods, including
furniture. , ‘

The Consulate was involved ina
number of recent trade activities in
Kyushu.More events are forthcoming,
which Canadian exporters should
consider, including the followin
shows and activities: ;

* The North American Fairin -

Kitakyushu, January 26 - March 4,

2001, with the theme “Creating
the Appropriate Lifestyle for the
New Century”. This 38-day fair
features products as varied as
housing/ interior products, outdoor
and sporting goods, clothing, toys,
games, food and beverages, and

giftware. Participation (i.e. booth
space) is free. Exhibitors are not
expected to be physically present
for the entire time, but there will
be a few official “business days”
(dates to be announced) for which
exhibitors or their representatives
are expected to be present.

* The West Japan Total Living Show,
March 15-18,-2001, is Kyushu's main
trade show for the construction
industry, with a particular focus on
the residential housing segment.
At the 2000 show, there were
32 foreign exhibitors (Canada . -

had the largest group), attracting
53,500 visitors. Canadian building
products and materials have been
well received in Kyushu, but there
is still a lot of room for Canadian
promotional efforts and growth
potential. Several small and

dpdll

medium-sized firms are looking
at importing directly from abroad
to minimize costs or to find that
“special” product that will
differentiate them from

their competitors.
In addition to
housing packages,
items of interest
for the Japanese
market include system
kitchens, windows,doors,
flooring, moulding, staircases,
vanity cabinets, fittings, hardware,
exterior walls and brick.

¢ The East Asia Horticultural Fair,
May 10-12,2001, will be held in
Kyushu for the first time. Exhibit
categories include transplant

. production systems; grafting sys-

tems; plant factories; hydroponic
systems; environmental control
systems; greenhouses; automatic
irrigation, insect and pest preven-
tion; biological pollination;recycling
and waste processing systems;
sorting and packing machinery;
handling, transport and storage
equipment; seeds; farm products
(vegetable, fruits); cut flowers;
and gardening materials.Target
visitors include growers, manu-
facturers, wholesalers, retailers,
and agricultural organizations.
In addition to domestic contacts,
the fair will be promoted to
visitors from China, Korea and
Taiwan.

I A A YEN FOR JAPAN A ’

* The Fukuoka International Trade
Fair will be held in Fukuoka, Sep-
tember 13-16,2001.This will be
the fourth fair,which is held every
two years. In 1999, there were
342 exhibitors (180 representing -
42 countries),and the event
attracted 90,000 visitors (including
11,400 professionals). It is the
largest gift trade fair in Kyushu. -
The theme for 2001 is “Gifts from

~ Around the World for a Delightful
Life,”and the focus is on imported
gifts, interior decoration,room
accessories, tableware, bags, sta-
tionery, accessories, wine and gift
foods. The organizers are keen to
attract new, innovative products. -
With advance notice, it will be
possible to arrange for semi-
nars on site. Access to
the fair will be
restricted to
business visitors
for the first two
days, after which

it will be open to the

general public (sales are
allowed on “public days”).It may be
possible to get a booth for free.

In both Fukuoka and Kitakyushu,
the Japan External Trade Organization
(JETRO) has Business Support Centres
that provide free office space for for-
eign companies on a temporary basis.
JETRO also has knowledgeable staff
who can provide specific information
on the Japanese market and assist
foreign firms who want to export to
Kyushu or establish a local presence.

An upcoming article will look at -
some factors that make Kyushu an
interesting market for Canadian
companies.

For more information on the
trade shows and Kyushu market

“opportunities, contact Josiane

Simon, Consul and Trade Commis-

. sioner,Canadian Consulate, Fukuoka,

tel.:(011-81-092) 752-6055, fax:
(011-81-092) 752-6077, e-mail:
josiane.simon@dfait-maeci.gc.ca ¥
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ROADMAP TO CHINA AND HONG KONG

== anadian power sector firms
C once again face brightening
prospects in China, with its red-
hot economy and new policy priorities.
Already this is the largest power-pro-
ducing nation after the United States. In
the spring, China will unveil its 10th five-
year plan, expected to give higher prior-
ity to developing and upgrading the
country’s power sector infrastructure.

The expansion is needed to keep
pace with a rapid growth in demand

for electricity, generated by the eco-

nomic boom in southern and coastal
areas.In the first half of 2000, China
generated 625.5 billion kilowatt hours
of electricity. Nationwide, this repre-
sented an increase of 10.55% over
the previous year, but in the southern
and coastal areas the increase was as
much as 20.75%. By mid-2001, China

- should have entered the World Trade

Organization, a step that will help
ensure ongoing demand for expanded
electricity supplies. '
The next five-year plan commits
China to tackling major power sector
challenges:
* planning and development of new
hydro-electric generating facilities
in water-rich western China, thou-
sands of kilometres from major
urban and industrial centres;
cleanup and modernization of
thermal power facilities, which

make up almost 80% of existing
power sources;

increased investment in power line
construction to move western

energize

China’s power to consumers
(60,000 km of AC line at 220 kilo-

“volts and up, and 3,600 km of DC
line of over 10 gigavolt amperes
planned);

* integration of power grids;

* better power generation
and conservation at exist-
ing facilities through
improved management,
modernization and
equipment upgrades;and
more rational pricing policies;

* development of new and renewable
energy sources, especially wind and
solar power in several regions; and

* spurred development of China’s
nuclear power sector, with growing
emphasis on localization of design,
manufacturing, construction and
operation.

Nina powver sector

Torontosinger’s Australian tour

- Cbntinued from page 3

“First of all,you need to believe in
yourself. There's no way you're going
to make it far away from home if you
don't. If you feel like you have noth-
ing to offer,you won't.”

Along with networking on the
Internet, enlisting the assistance of
the Canadian missions is high on her
list of recommendations. “The mis-
§i0ns are invaluable in putting you
Intouch with the right people in the
industry.”

Florian’s Australian success is

“and click on “New Exporter of the

t

testament to the power of such
teamwork. With DFAIT’s help, she
went for“gold”— and got it.There's
no telling who she’ll win over next.
For more information, contact
Andrea Florian, tel.: (416) 633-8868,
fax: (416) 633-4681, e-mail:
bathshebarecords@yahoo.com
Web site: www.andreaflorian.com ¥
(For the unabridged version, see
www. infoexport.gc.ca/canadexport

Month.”)

For Canadian companies, there are

exciting supplier or joint venture
opportunities for a range of niche
equipment and services, particularly:

power systems, controls and instru-
mentation; desulphuring equipment;
switching equipment; large capacity
transformers; large project manage-
ment services and training; and
services and advanced tech-
nologies related to trans-
mission and distribution.
Soon to appear are
two comprehensive mar-
ket reports prepared by
the Department of Foreign
Affairs and International Trade's
Market Research Division: The Electrical
Power Market in China and The Energy
Market in Hong Kong. These include
useful contact information and tips
for doing business.The reports
will be available on the Web site
of the Trade Commissioner Service
(www.infoexport.gc.ca) as of late
February.For a sneak preview, parti-
cipants registered for Team Canada
2001 can visit the Team Canada
Web site at www.tcm-mec.gc.ca/
China/menu-e.asp
The timing could not be better
for leaders in the Canadian power
sector to look at the China market.
And ready to assist them are the -
Canadian Embassy in Beijing, the
Consulates General in Shanghai,
Hong Kong, and Guangzhou, and
the Consulate in Chongging. -
For more information, contact
Su Yun Myong, China and Mongolia
Division, DFAIT, tel.: (613) 996-3607,
fax: (613) 943-1068, e-mail: suyun.
myong@dfait-maeci.gc.ca W
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EXPORT FINANCING AND INSURANCE

fter seven years, I'm not very
A often accused of being green

when it comes to the core
business of NORTHSTAR Trade
Finance Inc., which is to support the
efforts of young and growing Canadian
exporters by financing their end buyers.

horse and getting all self-righteous
about it, I'll just say that NORTHSTAR's
business is booming.We would like to
give back something to the companies
in an area in which Canada has enor-
mous potential,and in which we all
have a tremendous stake. And that is

At-cost finandng

will help exporters drive on the greerTSide of

the road

But now | may well be described
as something of a rookie at being
green, -

itisn’t that NORTHSTAR
hasn't worked with environ-
mental equipment exporters
in the past; we have.

But now we have decided
to do something entirely
new to kickstart interest in

finding the right mix of technical and
economic solutions to get the globe
going green, and to win the race
against environmental
degradation.

For their part, the banks
that provide NORTHSTAR
with its capital— the Royal
Bank, the Bank of Montreal,
HSBC Canada and the

this enormously important ScottShepherd, ~ National Bank of Canada —
area, and that is to offer Presidentand Chief  als0 understand the special-
financing at cost to bonafide  geecutive Officer,  ized financial requirements
green exporters who meet NORTHSTAR of the environmental sector.

our standard credit criteria.

No, we aren't talking about dealer -
invoice pricing like some used car
salesman.What we are saying is that
we will offer you a transparent evalua-
tion of our own costs,and that is what
you pay, net, period.

Why are we doing this?

Well, without getting on a hobby

And the trade finance ser-
vices offered by Export Development
Corporation (EDC), which insures all
NORTHSTAR transactions, have been
used by Canadian companiesin the
environmental technologies and ser-
vices sector to conclude more than
$600 million in export sales since
1995. . ‘

2001 Canada Export Awards

— Continued from page 1

“[This award will] give us a real
seal of approval as we look to pro- .
mote our product around the world,
and I'm expecting it will give us recog-
nition at home,” said Nancy Knowlton,
President of SMART Technologies
Inc., Exporter of the Year 2000 (the
Calgary Herald,October 3,2000). -

For further informationorto
obtain an application form, consult

the Canada Export Awards Web site at
www.infoexport.gc.ca/awards-prix
We encourage firms to submit their
applications by e-mail. If companies
do not have access to the Internet, they
can contact Lucille Latrémouille-Dyet,
Canada Export Award Officer, DFAIT,
tel.:(613) 944-2395.

The nomination period ends
March 31,2001, w

1 think that the ride we are on is
going to be an exhilarating one.l
know for a fact that we are already
having a blast at NORTHSTAR with
our new Honda Insights (www.honda.
ca/models/insight.asp).

The Insight is North America’s first
gasoline-electric hybrid automobile,
offering an incredible 3.2 litres/100 km
on the highway, 3.9 litres/100 km in
the city and an unheard-of 1250 km
range on one tank of fuel.The Insight
is also designed to meet California’s

The colour is the only thing that isn’t green.

stringent ultra-low emission vehicle
(ULEV) standard. So, it not only per-
forms well on the road but also is
good for the environment. '
We bought these nifty, new green
vehicles because we can't think of
any more visible testament to our
environmental commitment.
And we invite you to come along
fortheride.
-- For more information, contact

- Scott Shepherd, President and Chief

Executive Officer, NORTHSTAR, tel.:
1-800-663-9288, e-mail:s.shepherd@
northstar.ca Web site:www.north
star.ca w




BUSINESS OPPORTUNITIES

matching service— connecting

desks of foreign buyers to the doorsteps

of Canadian companies. »
# The following lists some of the Centre’s current trade opportunities — for a

wider selection, visit the Web site at www.iboc.gc.ca/eleads

Canadian exporters needing assistance in preparing international bid

documents may want to use the international contracts expertise and services
offered by the Canadian Commercial Corporation. This Crown Corporation
is located at 50 O’Connor Street, Suite 1100, Ottawa, ON K1A 0S6,
tel.: (613) 996-0034, fax: (613) 995-2121.

ETHIOPIA — Sale of shares in gov- Food, Hamaressa Edible Oil, Addis
ernment-owned enterprises — Mojo Edible Oil, Bahr Dar Edible Oil,
Notice received from the Canadian Yerer Flour, Tigray Flour, Addis Ababa
Embassy in Addis Ababa, Ethiopia. Tannery, Modjo Tannery, Ethiopia
The Ethiopian Privatization Agency  Tannery, Kombolcha Tannery, Anbessa

hasissued a tender (bid no.001/ Shoe, Tikur Abay Shoe. The sale of
2000-2001) for the sale of 15% or shares in two additional companies,
more shares in twelve enterprises Blue Nile Ras Hotel and Senkele Lime
wholly owned by the government Factory, is restricted to domestic in-
of Ethiopia. To qualify, investors vestors only. Cost of bid documents
must be willing and able to operate (non-refundable): 200 Ethiopian birrs or

and develop these companies: Fafa the equivalent in U.S.dollars (1 birr =

' US$0.12).Bidders must submit a bid
bond in accordance with the instruc-
tions to bidders.Closing date:March 8,
2001.Contact IBOC,fax:(613) 996-2635,
e-mail: eleads@dfait-maeci.gc.ca
quoting case no.001212-04959. For
details: www.iboc.gc.ca/webleads.
asp?id=1409en

1IBSC

SINGAPORE — Automated airport
people-mover system — Notice

International Business received from the Canadian High

o . Commission in Singapore.The Civil
Opportumtles Centre Aviation Authority of Singapore
ése TeamthCanada Inc’s ?ourcing ) (CAAS) hasissued a tender for the
nire, the International Business i i a0 :
Opportunities Centra (BOC) , desugn.,st.lpp.ly,mstallat_lon,testlng,.
matches business opportunities commissioning, operation and main-
around the world with the tenance of a new automated people-

usiness interests of Canadian

. tem at Singapore Changi
exporters, parficularly small and MOVEr sys c
medium-sizp;J enrerr;)rlises.. IBOC Airport.The tender is covered under
ﬁgﬁ“ a valve-added é;’ﬁ'.‘:ﬁ the World Trade Organization GPA.To
mt:;?,,’;'?;ﬂf,&?; wm'pm;g, be eligible, tenderers must possess
about foreign trade leads. relevant proven experience in the
To pursue our international trade design and installation of automated
lecds, di’gc" out °“"(N°b.’i'f oﬁ' people-mover systems in interna-
our E.L;od‘:g%f,;,‘svfﬁ_'{;“;d@{_ tional airports and must be registered

|

wapem e International Business Oppor- . :
T i cnzo0 o International Business

. e _ o ,
foreign buyers with Canadian compa- ’
nies. The Centre provides timely, relevant .
andtargeted business leads from the - Ce nt re

with the BCA under head reference
MEOS — Electrical Engineering or
ME11 — Mechanical Engineering
(financial grade L6, above $$10 mil-
lion).Cost of bid documents (non-
refundable): $$200.00 ($176.85).
Closing date:March 13,2001.Contact
IBOC, fax: (613) 996-2635, e-mail:
eleads@dfait-maeci.gc.ca quoting
case no.001201-04787. For details:
www.iboc.gc.ca/webleads.asp?id=
1368en

BOSNIA AND HERZEGOVINA —
Investment in furniture manufac-
turing plant — Notice received from
the Canadian Embassy in Sarajevo,
Bosnia and Herzegovina. The Cantonal
Agency for Privatization (Tender Com-
mission), Canton Sarajevo, has issued
a tender for the sale of state-owned
shares in a joint-stock company,
Standard Sarajevo, the largest manu-
facturer of household and office fur-
niture in Bosnia and Herzegovina.
Bid documents can be obtained by
writing to the Tender Commission. All
applicants must disclose the party for
whom they are acting and attach pre-
cisely defined authorization.Tenderers
may not contact the enterprise direct-
ly but the Tender Commission can
arrange site visits if a confidentiality
agreement is signed first. Closing
date: March 18,2001. Contact IBOC,
fax:(613) 996-2635, e-mail: eleads@

" dfait-maeci.gc.ca quoting case no.

001220-05080. For details: www.iboc.
gc.ca/webleads.asp?id=1470en For
more information: www.apf.com.ba ¥

IBOC trade opportunities — find out more
at www.lboc.gc.ca '
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TRADE NEWS/PUBLICATIONS

Canada-Mexico agree to accelerate

elimination of tariffs

International Trade Minister Pierre
Pettigrew has announced that, effective
January 1,2001, Canada and Mexico
have agreed to accelerate the elimina-
tion of tariffs on a number of products,
an action that demonstrates the con-
tinuing success of the North American
Free Trade Agreement in improving
access to each other’s markets.

Mexico has now eliminated tariffs
for such products as batteries, cer-
tain pharmaceuticals and chemicals,
while Canada has eliminated a num-
ber of very low tariffs (less than 2%)
for certain chemicals, plastics, cos-
metics, glues and coffee makers.

The estimated value of trade in
qualifying goods between Canada
and Mexico is $207 million. Tariffs
on qualifying goods traded between
Canada and the United States have
been duty-free since January 1,1998.

For a complete list of qualifying
trade products, visit the Department
of Foreign Affairs and International
Trade Web site: www.dfait-maeci.
gc.ca/nafta-alena/report14-e.asp

For further information, contact
Gerry Snyder, Trade Policy Officer,
Tariffs and Market Access Division,
DFAIT, tel.:(613) 944-5070, fax: (613)
944-4840, e-mail; gerry.snyder@
dfait-maeci.gc.ca y

New publication
on(Canadian
mining suppliers

For more information about this
new Natural Resources Canada
report entitled Canadian Suppliers
of Mining Goods and Services:
Links between Mining Companies
and Selected Sectors of the Cana-
dian Economy see the on-line
version of CanadExport at www.
infoexport.gc.ca/canadexport
and click on“Publications.”"The
report is available on-line at
www.nrcan.gc.ca/mms/

publicat-e.htm

Correction!!!

In the January 15,2001, issue of
Canadexport on page 15,the e-mail
address for the Canada-India Business
Council should have read as:
info@canada-indiabusiness.ca

New market
reports

“ The full text of the following
articles on sectoral markets is
available on the on-line version
of Canadexport at www.
infoexport.gc.ca/canadexport
and click on“Market Studies”.

- COLOMBIA
Agri-Food in Colombia

INDIA :

The Agri-Food Industry in India

World Bank's Project
Appraisal Document
ontheWeb .

For a Canadian business that wants -
to become involved in bidding fora
World Bank contract, the Project
Appraisal Document (PAD) is a must-
have document. Now PADs retroactive
to January 1994 are being made avail-
able on the World Bank Web site. A
new PAD will usually appearin the
Web site about a week after the bank's
Board of Directors have given their
formal approval to a project.

To gain access to the PADs: Log on
to the World Bank site (www.world
bank.org). In the“What We Do” menu
on the homepage, click on“Projects?
In the “Projects Search” menu, click
on“Advanced Search” Select the
“Countries” tab and scroll down to
any particular country, e.g.China.
Then go to the bottom of the page
and click on the green “Search” but-
ton. In the “Project Search Results”
window, select the project. This will
provide you with a summary over-
view of the project and indicate -
the availability of all the documents.
Click on the “Project Appraisal Docu-
ments”if it is available, A complete
text of the PAD can be obtained
using this approach.

For more information, contact !
Jean-Louis Giroux, Export Financing
Division, DFAIT, tel.:(613) 995-7251,
e-mail:jeanlouis.giroux@ dfait-
maeci.gc.ca w

365 days ayear!
Canadexport Dn-line: www.infoexport.gc.ca/canadexport
“connected” to global markets -
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TRADE FAIRS AND MISSIONS

LIMA, PERU — March 14-15,2001—
This show is a prime opportunity for
Canadian companies to promote their
products and services; there is no
charge to participate. All that is
required is that you send us your cat-
alogues, self-running disk demos,
videos and/or samples, which will be
displayed during the event.

Peruis the third largest country in
South America, and the fourth most
populated, with 24 million inhabi-
tants. Lima is Peru’s economic and
industrial centre, accounting for 70%

of the country’s GDP. With over 7 mil- ;

lion inhabitants, Lima is the headquar-
ters of almost all major local and
foreign companies, with these sectors
represented:

* agri-food

* automotive

Canadian Capabilities Catalogue Show

* environment
plastics
safety and security products
telecom/IT

Canadian companies active in these
sectors are encouraged to take advan-
tage of this opportunity, which will tar-
get the key local players in each sector.

Let the Canadian Trade Commis-

sioner Service showcase your products
and services on your behalf. We will
send a report to each participating
Canadian company, along with a list
of potential clients who have demon-
strated an interest in your products or
services,and will keep your marketing
material for consultation and display
at future events.

Please inform the Commercial
Section of the Canadian Embassy in
Lima of your intent to participate in
this show as soon as possible by fax
at(011-511) 444-4347 or by e-mail at
lima-td@dfait-maeci.gc.ca

For more information, contact
Mark Strasser, Commercial Section,
Canadian Embassy,Lima,tel.:(011-511)
444-4015,fax:(011-511) 444-4347,
e-mail:lima-td@dfait- maeci.gc.ca or
Nathalie Bradbury, International Busi-
ness Development, South America
Division, DFAIT, tel.:(613) 996-4199,
fax: (613) 943-8808, e-mail: nathalie.
bradbury@dfait-maeci.gc.ca
Web site: www.dfait-maeci.gc.ca/
latinamerica we

Barrier Free 2001

OSAKA, JAPAN — April 19-21,2001 — Canadian exporters
of health-care products and equipment for the elderly and
the disabled are invited to participate in Barrier Free 2001,
one of Japan’s largest trade shows.The annual interna-
tional trade fair on barrier-free equipment and rehabilita-

tion for the elderly and the disabled is
expected to draw 350 exhibitors,

both domestic and international,and

attract more than 90,000 visitors over
the three-day period. Show organizers
are providing up to two free display
booths to foreign governments,
including Canada.

Space will be on a first-come, first-
served basis.

Products to be exhibited include:
* mobility aids (wheelchairs, per-
sonal mobility devices,automobiles
for the disabled) )
patient-assisting aids (handrails, lifts,
hoists)
toilet equipment and related prod-
ucts (incontinence products, wash-
ing aids, bathing aids)
kitchen aids
furniture (chairs, desks, beds and
accessories)
hearing aids, aids for the visually
disabled :
tommunication aids (alert systems)

* rehabilitation/training equipment (sports and physi-
cal recreation equipment)

* housing construction

For more information, or to request an application
form, contact Kiyoji Hanasaki, Commercial Officer,
Canadian Consulate General, Osaka, tel.: (011-81-6) 6212-
4910, fax: (011-81-6) 6212-4914, e-mail: kiyoji.hanasaki@
dfait-maeci.gc.ca or osaka.htech@dfait-maeci.gc.ca

Latin American mining: ProEXPL0 2001

LIMA, PERU — April 24-27,2001 —The
Peruvian Institute of Mining Engineers
is organizing ProEXPLO 2001, the second
International Congress for Prospectors
and Explorers, an event specifically

geared towards geologists and explor-

ers,executives and investors.

Under the theme “Exploration: The
Future of Mining; ProEXPLO 2001 has
prepared a series of workshops, con-
ferences and exhibitions to inform
participants of the most interesting
projects in Latin America, attractive
investment opportunities and tech-
nological innovations.

ProEXPLO 1999 attracted over
600 Peruvian and international partic-
ipants,and was an unparalleled suc-
cess in the field of Peruvian geology
and prospecting.

This year’s event will include tech-

nical conferences on Latin America’,
current leading mining projects; lun-
cheon conferences where top execu-
tives of leading world-class exploration
companies will share their experiences;
forums on exploration promotion,
national geological services, and
exploration and the environment;a
technical exhibition of new products,

» machinery and technology; and field

trips to major Peruvian and Latin
American deposits.

For more information, contact the
Instituto de Ingenieros de Minas del
Perq,tel.:(011-511) 349 4262, fax:
(011-511) 349 3721,e-mail:proex-
plo@ iimp.org.pe or Oscar Vésquez,
Senior Commercial Officer, Canadian
Embassy, Lima, tel.:(011-511) 444-
4015,fax:(011-511) 444-4347, e-mail:
oscar.vasquez@dfait-maeci.gc.ca W
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TRADE FAIRS/CONFERENCES/MEETINGS

Canadatotake off

at the Paris Air Show

PARIS, FRANCE — June 17-24,2001 —
The Paris Air Show is the premier

international event in the aeronautics
and space industry. Held at Le Bourget
every two years, it attracts exhibitors
from all sectors of aerospace.The
Canadian Pavilion will be organized
by the Aerospace Industries Associa-
tion of Canada (AIAC) and will feature
*Showcase Canada”— exhibits of more
than a dozen Canadian aerospace
firms and organizations.Promosalons
Canada (the North American repre-
sentative of French Trade Exhibitions)
in partnership with AIAC, is offering

a complete package of exhibit space
and support services at competitive
prices.

Special programs offered by the
Department of Foreign Affairs and
International Trade and Industry
Canada (major partners in Trade Team
Canada — Aerospace and Defence)
will help exhibitors by identifying
potential business opportunities,

Focus onthe Caspianregionand beyond

CALGARY, ALBERTA — February 22,
2001— The Canada Eurasia Energy &

Industry Alliance (CEE!A) is organizing
a luncheon meeting for Canadian
companies interested in doing busi-
nessin Central Asia. Canada’s Ambas-
sador to Kazakhstan, Gerald Skinner,
will speak about the latest business
and economic developments in
Kazakhstan, Kyrgyzstan and Tajikistan,
and the opportunities they present
for Canadian companies. David Wilson,
Director of Nations Energy Company
Ltd., will talk about his firm's oil and
gas production and exploration busi-
ness in western Kazakhstan.

There is no cost for CEEIA members

and for non-members the fee is $45.00.
Similar luncheon meetingsare -

planned for March and April.

« March (to be confirmed): Canada’s

Ambassador to Ukraine, Derek Fraser,

and Ukraine’s Ambassador to Canada,
Yuri Scherbak, on doing business in
Ukraine.

« April: Vice-President of Operations,
Bitech Petroleum Corporation,
London, UK, Jay Scott,on a
“Canadian Success Story in Russia.”

To register and for more infor-
mation, contact lva Schafferova, Man-
ager, CEEIA, tel.: (403) 218-4822, fax:
(403) 218-8727,e-mail:iva@ceeia.org
Web site: www.ceeia.org w

THE ELEPHANT AND THE MOUSE ARE HUGE TRADING PARTNERS

. Canada and the U.S.in world’s largest trade partnership

~Two-way trade with the U.S.was

€$622.7 billion in 1999.
- Over C$1.7 billion of trade crosses
our border EVERY DAY.*

. Reach the U.S.market from Canada:
85.9% of Canadian exports go to the

CANADA AND U.S. TRADE PARTNERSHIP

Goods and Services Traded -

($ millions Value and % Annual Growth)

. 7 1999 N 1997
matching these to Canadian capabi- usx - ' $622,727 $509,497 (
( lities, and facilitating individual . Trade keeps growing: Trade between 7% 30%
; meetings at the show. Canada and the U.S. grew an average l
For more information, contact of 10.4% a year from 1990 to 1999.* n ;95%?3 a4
Guy Ladequis, Commercial Officer, For more information oninvesting Source: Statistics Canada 33%
Canadian Embassy, Paris, tel.: (011- and doing business in Canada, clickon www.
rans, .-l . investincanada.gc.ca or call (613) 941- - " TR
33-1 ).4443-2.359, e-mail:g uy. adequis . p354 fax:(613) 941-3796, e-maif  “There are no longer two separate Canadian and U.S.
@dfait-m aeci.gc.ca g lanoy.louise@ic.gc.ca marketplac-es onthis continent. It has becomeone
. . North American market and Canada is an ideal base
. (For the unabridged version, see WWW * Source: Trade Update 2000: First Annual Report fromwhich to servet.” -
infoexport.gc.ca/canadexport and click on Canada’s State of Trade, Department of Foreign Jim Miller, Senior Vice-President, Sales & Marketing ﬂ
on“Trade Fairs and Missions”) Affairs and International Trade, 2000 Honda Canada

www.dfait-maecl.gc.ca/eet/state-of-trade-e.asp

En uiri es s ervice DFAIT's Enquiries Service provides counselling, publications, and referral sevices to Canadian
q exporters. Trade-related information can be obtained by calling 1-800-267-8376 (Ottawa reglon:

i 944-4000) or by fax at (613) 996-9709; by calling the Enquiries Service FaxLink (from a fax machme) at(61 3) 944-4500; or by accesslng the
DFAIT Internet site at www.dfait-maecl.gc.ca , o

Return requested
if undeliverable:
Canadexport -
c/oMDS - :

2750 Sheffield Road, Bay 1

Ottawa, ON K1B 3V9 Canada Post

Agreement Number 1453025
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(etting Japan to
kg% y

INTHIS ISSUE

(Canada-India Business
Council

Colombia Puts Call Out
for9-1-1

The Southeast U.S.: The
Automotive Aftermarket

think about Canada

o getJapan thinking more long history of trade in the resource
about Canada as a partner and agricultural sectors. Despite this,
for the 21st century, the Cana-

the Japanese do not fully understand
dian missions in Japan are gearing up Canada as a country with a rich

The U.S. Connection:

Republic

Romania: Agricultural Japan and Canada enjoy vital

Sector

relationships in the arts, in global

Whatis ExportUSA? for Th.mk C.ana'da 2_00 1, ‘ history,a dl.verse a'nd
P a festival highlighting s dynamic multicul-
(CC: Digital Port Canadian capabilities, *“#’ _ Think Canada 2001 tural society,and a
Control Inc. to be held from March & }e"m Can2da2001  ibrant arts scene,
. . toJuly 2001 in locations . < or the important
Agriculturein the Czech throughout Japan. % o role Canada plays in

the international com-
munity. And when it comes to
high technology, they are even less

affairs and in business — including a Continued on page 10 - Think Canada

Hong Kong: Focus on
Education

International Business
Opportunities

Canadian Firms Still
Bullish on Asia Pacific

4 JETRO' Trade Tie-up
Promotion Program

Hamilton wins environment award in Dubai

In a glittering ceremony last November
in Dubai attended by several hundred
people,including local members of the
royal family and members of the United
Arab Emirates Cabinet, the Region of

_ Trade Fairsand Missions ~ Hamilton-Wentworth received a presti-
Vol.19,No.3~ : ious i i i
- R, 12001 16 Trade Fars/Conferences/ gious mterna!tlonal'award forits plans
’ Meetings to improve air quality and adopt sus- : b Shy
) tainable development strategies. R sl
The 2000 Dubai International From left to right: Qasim Sultan Al-Banna,
rd for Best Practices to Improve  Director General of Dubai Municipality, and
:\I:,: aLic",i : E nfli ronment reco rF:iz ed Sheikh Ahmed bin Saeed Al-Maktoum, Presi-
9 hAi 9 l dent of Dubai Civil Aviation and Chairman
' th.e. H?mllton-WenMon Air Quality of Emirates Airlines, presented the award to
Initiative (HAQ!) and VISION 2020 as Sonya Kapusin, Policy Analyst,and Lee Ann
one of the top 10 strategies from Coveyduck, General Manager, both from
around the world for improvinga com-  Community Planning and Development
25 munity’s environment,economy,soci-  Wwith theCity of Hamilton/Region of

Hamilton-Wentworth.

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click -
on “Trade News”)

ety and overall quality of life. A key
consideration in winning the award is
that the initiatives rely on public, pri-
vate and civic sector partnerships. ¥
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BUSINESS COUNCIL/ASSOCIATIONS NEWS :

he story goes that many years

ago, Thomas Bata sent two scouts

through India to assess the mar-
ket for shoes. The first reported back:
“Many people don’t wear shoes; there’s

Fills shoes as business link

(anada—

private sector association of Canadian
companies doing business in India.The
organization currently has 70 members,
made up of multinational companies
and small and medium-sized firms.

to India

ndia

Business Coundi

no market here.” The second reported:
“Most people don't wear shoes; there’s
tremendous market potential here....”
Building awareness of India’s market
potential — and facilitating partner-
ship connections — is the raison d’etre
of the Canada-India Business Council
(C-1BC), founded by Bata in 1982.

India, with a population of one billion,
is the world’s 12th largest economy.
The country’s GDP, currently worth
US$466.1 billion, is growing ata
healthy rate of 6%.In 1999, Canadian
exports to India totalled $418.4 million.
Toronto-based C-IBC, which has a
chapter in Vancouver, is the leading

From left to right: Subbiah Srinivasan, VP,
Met-Chem and President of C-IBC; Thomas
Bata, Chairman of BATA Corp and founder
of C-IBC; Peter Sutherland (centre), Canada’s
High Commissioner to India; lan MacGregor,
Director, Bombardier Aircraft; and Murray
Jans, Executive Director, C-IBC.

Competltlve taxratesin Canada? - Yes!

Low income tax rate: Canada has
the second lowest corporate income Corporate Income Tax Rates?
tax rate in the G-7 countries: France, Canada-U.S. Comparison by Province/State
Germany, Italy, Japan, the UK.and . ’
the US. The US.is ranked fourth* | Nevfounqand
Quebec
» Competitive corporate taxes: All Saskatchewan
Canadian provinces have lower w'g‘l‘;g‘r"’: rresTLL— -
corporate taxes than California or Alberta ETINTITIEERGTOEREN
New Jersey.* coras [F ] :
. : Nova Scotia ENEIEIRISENEEIETESENN
Lowest p?yroll taxes: Pa)froll taxes British Colomoia
are lower in Canada than in any North Carolina —[ 1
other G-7 country.* Manitoba EEEEEEEEINEETNEANEEE
! New Brunswick IR
Formore information oninvesting California [ —
and doing business in Canada, click on Mast:\:h Jersey [T |
www.investincanada.gc.ca orcall chusetts E %
(613) 941-0354, fax: (613) 941-3796, M ( 1
e-mail:lanoyJouise@ic.gcca - Pennsyl [ ]
" . 5 30 o 35 40
*® Source: The Competitive Alternatives Report:

A Comparison of Business Costs in North America,
Europe and Japan, KPMG Management
Consulting, 1999 www.kpmg.ca/english/

4 Combined federal, provincial (or state), and local income tax rates
for large manufacturing and processing firms as of July 1,1998,

services/consulting/publications/competitivealternatives/

J
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Company collaboration is key
C-IBC Executive Director Murray Jans
stresses that the key to doing business
in India lies in the creation of partner- .
ships. Through an impressive roster
of activities, the C-IBC facilitates
connections between Canadian and
Indian companies that are exploring
the potential to collaborate — through
joint venture, technology transfer,
marketing or technical alliances, and
even cost-sharing alliances.

The organization also sees itself
as an educator.“We see ourselves as
being on the vanguard of identifying
sectors that have potential and build-
ing awareness of them,” says Jans.
“We're a sort of flag bearer.”

Building and construction and
automotive parts and services are
two sectors that the C-IBC has
identified as having good potential.

Continued on page 13- Canada-India

Editor-in-Chief: Bertrand Desjardins
Managing Editor; Louis Kovacs =~ *
Editor: Julia Gualtieri '

Layout:Yen Le

Circulation: 70,000
Telephone: (613) 996-2225
Fax:(613) 992-5791- o
E-mail: canad.export@dfait-maed.ge.ca .
internet:

" www.infoexport.gc.ca/canadexport
Extracts from this publication may be
reproduced for individual use without .
permission, provided the source is fully -

. acknowledged. However, reproduction

" of this publication in whole orin part .~

. for purposes of resale or redistribution
requires written permission from .
Canadexport.

> Canadexport is published twice monthly,
_InEnglish and French, by the Depart- - -
ment of Foreign Affairs and Intemational
Trade (DFAIT), Communications Servlces
Division (8CS).

Canadexportis available in Canada to
interested exporters and business-
. oriented people.For a print subscription, -
" call (613) 996-2225. For an e-mail
subscription, check the Canadexport
. Internet site above. ;

" For address changes and cancellations,
simply sendyour mailing IabeI.Allow )
four to six weeks. [

Mail to: e e
Canadexport(BCS) - -+ e
Departmentof Foreign Affairs * .-
and Intemational Trade, > %
125 Sussex Drive, Ottawa K1A 0G2. . -

ISSN0823-3330 .

" canadexport




Medellin you dial 1-2-3.But behind

- the different emergency numbers
lies the same Canadian expertise.
Backed by the Canadian Embassy in
Bogotd, Positron Public Safety Systems
(PPSS) outbid stiff international compe-
tition to supply the technology for the
first fully integrated Emergency
Response System in Latin America.

I n Montreal you dial 9-1-1. In

With over 3000 installations around
the world, Montreal-based Positron
Inc. (parent company of PPSS) has
been providing world-class end-to-
end communications systems for
emergency call-handling and dis-
patching for 30 years. The company
makes most of its sales outside
Canada, mainly to the United States,
as well as to countries in Europe,
Africa, Asia, and Latin America.

In 1997, Positron Inc.,.a company
specializing in the design and manu-
facture of telecommunications products,
aeated PPSS (with over 240 employees)
to take over the development and
implementation of 9-1-1 systems.

First Latin American major contract
~ The Colombian contract, signed in

THE CANADIAN
TRADE COMMISSIONER
SERVICE

Showrcase your
business abroad!

Over 30,000 companies are
registered members of WIN. Are you?
WIN is a commercially confidential
database of Canadian exporters and
their capabilifies. WIN is used by
trade commissioners in Canada and
abroad to help members to succeed
in international markets. To become
a registered member of WIN,

call 1-888-811-1119. Orgoto
www.infoexport.gc.ca and
register on line.

S

EXPORTS

SHARING TRADE SECRETS

April 2000, was the company’s first
major contract in Latin America. PPSS
was mandated to supply a turnkey
emergency response solution, includ-
ing telephony equipment, local area
network (LAN), servers, workstations,

“The Ambassador’s endorsement
was key,” says Marcelo Cardoso,
Positron's International Director,who

\also credits the assistance of Commer-

cial Officer Aaron Malka and First
Secretary, Commercial, Stéphanie

(anadian firm provides speedy response

(olombia

out for “9-

software applications,and all other
related equipment, as well as training.
The multi-functional command
and control centre is handling calls
for the entire metropolitan area of
Medellin, which
comprises more
than two million
residents living in
nine municipalities.

Record implementation time
With a team dedicated to implemen-
tation, and outstanding project man-
agement, Positron had the system up
and running in a record 150 days.
The speed is even more impressive
given the operational complexity
involved. While North American
equivalents typically integrate only
the call-handling capabilities of three
agencies (police, fire and ambulance),
the Colombian system is handling
both emergency calls and dispatch-
ing resources for an additional four
agencies — Civil Defence, Investiga- -
tions Department, Red Cross and
Vehicle Traffic Control. Other services
are planning to join the centre in the

-future.

Embassy support

" The company benefited from the
support provided by the Canadian
Embassy in Bogotd. Ambassador
Guillermo Rishchynski participated
in follow-up meetings with Medellin's
Mayor and other city officials.

POSITRON

puts call

17

Allard."They were very helpful in pass-
ing on documentation and providing
Canadian official support.”

In addition to several local com-
panies, Positron was up against well-
respected competitors
from the United States,
France and Germany.
The bid was put out to

~ tender in December 1999. A year

later, the new system, featuring
Positron’s technology, was formally
launched at a reception hosted by the
Mayor of Medellin and attended by the
Canadian Ambassador,among others.

Contact Canadian posts
Enlisting Embassy help is not new for
PPSS, which is registered in the WIN
Exports database and has also used
Export Development Corporation ser-
vices.“We usually make contact with
the posts first unless we're already
established in a country,”says Cardoso.
“And when preparing for a visit, we
check the Web site www.infoexport.
gc.ca to see what information the
Canadian government can offer us.”
Cardoso, in fact, recommends that
before going to any new market, com-
panies contact the relevant Canadian
post.

Respect different cultures
Positron’s Internationat Director has
salient advice for training people
and implementing services in other

Continued on page 8 - Positron
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THE

> TRADE
\ SERVICE

SOUTHEASTERN
UNITED STATES

With a team of 500 business
professionals in more than 130 cifies
around the world, the Trade
Commissioner .
Service has the market
knowledge you need to
succeed in your target
market. Our Market
Research Centre and
our offices abroad
have prepared over
600'm0rEet studies
available for free on our }
Web site. These studies

~will help you identify
foreign business oppor-
tunities and learn more
about your target market.

This is an overview of one study.

For the full version of this and other

studies, visit our Web site. When you are
prepared to do business abroad, you can use
our Web site to get in touch with our offices
around the world and request personalized -
services electronically.

wwwi.infoexport.gc.ca

1 THE CANADIAN

COMMISSIONER

K'er{ Market Factors il p
At the end of 1999, 8% or 37.5 million .
vehicles registered in the United States we located

IFROM EXPERIENCE. OURS.
'RADE COMMISSIONER SERVICE

« Market Prospect o Key Contacts Search
* Local Company Information Visit Information
* Face-to-face Briefing » Troubleshooting

See Insert for your Automotive Industry contacts in the United St
, 3 ‘
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every year, more
Vehiglgs: on the road,

ond a gradual aging
ofU.S. vehicles will
ensure that the demand

or aftermarket products -

confinues to grow.

Opportunities

en though traditional
Utermarket parts such as
Bpark plugs and clutches

‘products are w
Flaced fo ok
advantage of
.opportunities in_
the southeastern
United States.
Given the close

proximity fo this *
- market, no tariffs -~ |

. _and the solid

reputation of

Canadian after-
- market products,

Canadian exports
will continue to

*. grow. Moreover,
Canadian
companies are

Complete report at
www.infoexport.gc.ca
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The U.S.Connection

about articles on this page, contact URT by fax at (613) 944-9119 or e-mail at commerce@dfait-maeci.gc.ca

T he U.S. Connection is produced in co-operation with DFAIT’s U.S. Business Development Division (URT). For information

For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119.

Whatis ExportUSA?

xportUSA consists of three
E programs: NEBS, EXTUS and

Reverse NEBS, which, through
the efforts of Team Canada Inc partners,
support the government’s initiative to
increase the number of active exporters
to the United States. Since 1984, over
15,000 Canadian companies have par-
ticipated in these export programs.

In today’s global economy, Canadian
companies are encouraged to con-
sider the U.S. as a natural extension of
their domestic markets. NAFTA pro-
vides vast trade opportunities,and
the U.S. serves as an ideal spring-
board to emerging markets world-
wide.

NEBS, the New Exporters to
Border States program, focuses on
export education and targets
Canadian companies considering
exporting to the United States.NEBS
introduces the essentials of export-
ing, including practical export infor-
mation and first-hand exposure to
markets in the United States.

EXTUS, the Exporters to the United
States program, formerly known as
NEBS Plus,is a program that serves
Canadian companies already export-
ing to the U.S. By combining sessions
with industry experts,entrytoa
major national/regional trade show
and a networking opportunity with

distributors, representatives and
buyers, EXTUS focuses on expanding
the markets of successful exporters to
other regions of the United States.

The Reverse NEBS program,
serves Canadian companies not yet
exporting to the United States by pro-
viding seminars in Canada covering
the essentials of exporting.

How the program works

NEBS or EXTUS missions and Reverse
NEBS seminars may vary by Canadian
province or region in the U.S.depend-
ing on the location, the industry sec-

tor and the interests of the participants.

The program may include the follow-

ing components:

* information on exporting and
export services/programs

* briefing on border procedures

* presentations by U.S.manufactur-
ers'reps, sales agents, distributors
or buyers

* briefings by industry experts and
overview of regional U.S. markets

* distribution of exporter’s informa-
tion guide

NEBS/EXTUS only

* travel to one of our Canadian
Consulates in the United States

* meeting with Canadian Consulate
trade officers and networking
opportunities with potential
agents or distributors

* visitto a trade show and/or meet-
ings with local wholesalers/retailers

Web site -

For further information regarding

the NEBS, EXTUS, Reverse NEBS pro-
grams and for a list of upcoming events,
visit our Web site at: www.dfait-maeci.
gc.ca/geo/usa/nebs_00-e.asp

Program costs

A non-refundable participation fee of
US$100 applies to each company rep-
resentative participating in a NEBS or
EXTUS mission.The fee is payable
either by cheque or money order (in
U.S.funds) to the Canadian Consulate
hosting the mission.

The government may cover a
maximum of C$100 toward the cost
of an entry fee for one registered -
company representative to atrade -
show that forms a part of the mission.
. Allother costs, such as accommo-
dation, transportation (air or ground)
and personal expenses, are the
responsibility of the participants.

Who qualifies ‘
NEBS — Canadian companies that
are incorporated and operating in
Canada, with an interest in the U.S.
but not yet exportingon a reguiar
basis.

EXTUS — Canadian companies cur-
rently exporting to the U.S.with sales
of less than €$2.3 million.

Reverse NEBS — Canadian compa-
nies interested in becoming exporters
to the United States. A participation
fee may be charged.’

Conttnued on page 12- ExportUsA

Check the Business Section of the Canada-U.S. Relations Home Page at www.dfait-maeci. gc. ca/geo/usa/
business-e. asp ... for valuable information on doing business in and with the United States.
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hen Vancouver-based
W_ Digital Port Control Inc.
(DPC) set out to sell its cus-

tom-designed port control system to
the Caribbean Customs Law Enforcement
Council (CCLEC), it had the unique chal-
lenge of convincing not just one foreign
government, but several dozen. But

EXPORT SALES AND CONTRACTING

“We flew to the region every month
to attend the CCLEC Committee meet-
ings,” explains DPC President Bob
Potter. “It was like working with the
United Nations — each country’s
Customs had different priorities and
needs.Reaching consensus was a
challenge.”

((Cbacks Digital Port Control Inc.

preezing ir
(aribbean

thanks to the backing of the Canadian
Commercial Corporation (CCC), the
15-person company is installing its
secure Internet-based data collection,
processing, management and retrieval
system into the Customs offices of

35 Caribbean countries.

. The four-year-old information tech-
nology company spent a year aggres-
sively marketing and developing its
product before the contract was
signed.The new system will allow
Customs officers to record the move-
ment of small vessels clearing into
and out of their ports;it also extends
to light aircraft.

DOING BUSINESS WITH THE
U.S. FEDERAL GOVERNMENT?

Find out more from the Canadian Embassy
in Washington, D.C.(www.canadian .
embassy.org) under“Business Opportunities:
US.Government Procurement.” :
-, Log onto opportunities via the General
Services Administration (www.gsa.gov), . .
which facilitates purchases by the U.S.gov-
emment — the world’s largest consumer —
and the Electronic Posting System site -
(www.eps.gov)., - v e
-+ When you're ready to pursue these -
opportunities, the Canadian Commercial
Corpor_ation (www.ccc.ca) can assistyou
with the interpretation of the U.S. procure-
ment system or ensure that as a Canadian '

| ompany,you are eligible to participate.

v

harpours

It was a challenge that was met;
in November 1999, the Committee
chose DPC's system.In fact, the final
decision was unanimous, something
Potter attributes in great part to the
Canadian Commercial Corporation.

Potter had contacted CCC in
May 1999, looking for extra backing
from the Canadian government to
alleviate the customer’s hesitations.
He got it in spades.When the CCLEC
Committee invited the company
to make a formal presentation of
its system in Dominica in late
November, the Committee also
received a presentation on CCC
from the Corporation’s Project
Manager Marie-Josée Guy.She _
explained that the potential con-

tract would be a government-to-
government agreement, thereby
giving CCLEC the Canadian govern-
ment'’s unique guarantee of contract
performance. '
The Committee members were
not the only ones impressed.Says
Potter:“Guy not only brought the
CCC’s contract guarantee, but ,
she also reinforced our credibility —

. it was a very good endorsement of

our company. Her presentation was
short, but accomplished a lot.”
Guy credits DPC for its initiative

" and aggressive marketing techniques.

SHAPING TRADE g
‘SOLUTIONSFOR &2
\}i p 5 - . :
OUREXPORTERS  &mmu
The Canadian Commercial Corporation (CCC)
isan export sales agency of the Government
of Canada providing special accesstothe * -
U.S.defence and aerospace markets and spe-
cializing in sales to foreign governments.
Canadian exporters can gain greater access .
to government and other markets, as well as
a competitive advantage, through CCC’s con-

-tracting expertise and unique government- .
backed guarantee of contract performance. .

: CCC can facilitate export sales that often . -
result in the waiving of performance bonds, -
advanced paymentarrangements and gen-
erally better project terms. :
When requested, CCC acts as prime contrac-
tor for government-to-government transac- -
tions and provides access to preshipment . *:
export financing from commercial sources. -
For more information, contact CCC, tel:(613)
996-0034, toll-free in Canada: (800) 748-8191,
fax:(613) 947-3903,e-mail:info@ccc.ca *
Web site:www.ccc.ca e

“It's pretty exciting because it's a
company that came to us and was

. successful in generating something

in such a short time.”

It was, in fact, a matter of only
weeks before CCC,acting as prime
contractor,and CCLEC had a signed
contract (worth almost US$500,000),
with terms agreed to by DPC.The
company is now rolling out the first
of 40 workstations at the Customs

-offices of the various ports.

Potter appreciates not only the
professional assistance he received ‘
from Guy, but also CCC's continued
backing.“They gave us a very nice
letter of introduction to take with
us to the South Pacific, where we're
pursuing a new project — and this
was just a preliminary stage.Having
a bullet-proof guarantee from the
Canadian government puts usin a
very strong position.”

For more information, contact
Bob Potter, DPC President, tel.: (604)
601-8205, fax: (604) 608-2611, e-mail:
Bobp@DigitalPortControl.com w

.~ (anadexport rebruary 15,2001
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THE EUROPEAN ADVANTAGE

istorically, the Czech Republic
H has always been self-sufficient

in agricultural production.
Recently, however, it has begun to
import some agri-food products to
offset production problems, seasonal

products, liquors, juice concentrates,
wild rice or rice mixes, smoked salmon
or other fish products — provided
they are priced to compete with
European or Asian imports. Nearly
50% of all agri-food imports come-

Agriculturein the

shortages or unavailability of specialty
products. In 1999, agri-food products
accounted for 5.8% of all Czech imports.

Major commodities purchased from
abroad were fruit and nuts (12.3% of
agri-food imports), various prepared
foods (10%), pet food (8.8%), tobacco
and tobacco products (6.7%), fruit and
vegetable products (5.7%),and cereal
products (5.7%).

Canadian exports
Given their very high quality, some
traditional Canadian agri-food prod-
ucts have won market shares in the
Czech Republic, or could do so.
Examples are live beef and dairy
cattle for breeding (especially Holstein,
Hereford, Aberdeen-Angus, Charolais),
frozen bovine semen and bovine
embryos, breeding swine (Landrace,
Duroc, Yorkshire), pulses (especially
lentils and beans), frozen sea fish,
pork or poultry (if health certificates
are renegotiated), turkey eggs for
hatching, etc.

According to Czech statistics, in

’ 1999 the country imported agri-food

products from Canada worth a total
of $17.4 million (436 million Korunas)
The most successful Canadian com-
modities were lentils (8,933 tonnes)
and beans (1,220 tonnes),dog and cat
food (6,436 tonnes), and prepared
food (value approximately $4 million).
In addition to its traditional imports
from Canada, the Czech Republicis a
promising market for other agri-food
products, such as unique specialty

i

(Zech Republic

from the European Union, while 20%
come from developing countries and
20% from Central Europe.

Background
Czech agriculture concentrates on
grain production, devoting some
50% of arable land to this purpose,
with the main crops being winter
wheat and barley.In 1999, Czech
farmers harvested 6.9 million tonnes
of grain, 1.1 million tonnes of oilseeds
(mainly rapeseed), 1.4 million tonnes
of potatoes and 2.7 million tonnes of
sugar beet.Czech grain production is
efficient and usually meets all domes-
tic demand for human/animal con-
sumption in terms of both quality and
quantity. o

Export opportunities are now
opening up for the country’s top-
quality cereals: wheat for human
consumption and malt barley. Most
of the rapeseed crop is industrially
processed but nearly half is exported,
mainly to EU markets. ‘

Since 1991, consumption of food,
alcohol and tobacco has declined
steadily,and consumption patterns
have changed significantly. The past
decade saw falling consumption lev-
els of meat, milk products and animal
fats, with fruit and vegetables being
consumed in growing quantities.The
decline has been particularly heavy in
consumption of meat, especially beef,
butter,and milk and milk products.In
contrast, Czechs consumed increasing
quantities of vegetable fats, tropical
fruit, vegetables and poultry.

|
A

Useful Web sites

* Ministry of Agriculture:
www.mze.cz o .

* Ministry of Industry and Trade:
www.czpi.cz ‘ '

* (Czech Agricultural and Food
Inspection: -
www.czpi.cz

* Czech State Veterinary Authority:
WWW.SVS.CZ

* Ministry of Finance:
www.mfcr.cz

* Economic Chamber of the Czech
Republic:
www.hkcr.cz

* Commercial Register, Ministry of
Justice:
www.justice.cz

* Czech Statistical Office:
WWW.CZ50.cZ

For more information, contact
llona Boldova, Commercial Officer,
Canadian Embassy, Prague, tel.: (011-
420-2) 7210-1864, fax: (011-420-2)
7210-1894, e-mail:ilona.boldova@
dfait-maeci.gc.ca W :

Positron

— Continued from page 3

countries: “Never forget that you're
not talking with Canadians. Each
country has different values, differ-
ent work ethics and different opera-,
tional requirements; you have to
adapt your way to their needs.”

He recommends Latin America
as a natural market for Canadian
companies.”Canadian companies
are very well perceived there,and

“the way Latin Americans do busi-
ness is not that different from the
way North Americans do.”

For more information, contact
Marcelo Cardoso, Director, Interna-
tional Division, Positron, tel.: (514)
345-2200, fax: (514) 731-3647,e-mail:
mcardoso@positron911.com Web
site: www.positron911.com

(For the unabridged version, see
www.infoexport.gc.ca/canadexport

| and click on“Sharing Trade Secrets®) %



SUPPLEMENT I,

eing the world’s third largest economy and Europe’s economic and

industrial powerhouse, Germany has a lot to offer to Canadian companies

interested in expanding their export markets. Canada’s trade with Germany
has grown considerably in the last 10 years. Canadian exports to Germany not only
increased significantly but also became extremely diversified. Germany is now
Canada’s fifth largest trading partner,and Canadian exports to Germany
are the second highest in Europe behind the United Kingdom.In 1999, Canadian
exports to Germany reached $2.4 billion.

Important opportunities for Canadian exporters continue to be in the aerospace sector:
Germany is Canada’s most important market in Europe for aircraft and related equip-
ment. Other sectors offer important opportunities for expansion of Canadian exports
such as machinery, information technology, telecommunications, construction,
housing products, automotive and medical technology, and tourism.

This Spécial Canadexport supplement highlights some of these opportunities.
Canadian companies that are interested in exploring and accessing this dynamic
market can choose the many services offered by our Trade Commissioner
Service in Germany.

. ‘\ Photos: Compllments ‘of the Embassy of the Federalf?:ﬁ«‘”’"‘"" T
T Repubhc of Germany, Ottawa

THE CANADIAN
TRADE COMMISSIONER
SERVICE

Prepared by the Europ‘eanABusiness Development Section (RENB) and its trade officers in Europe

.* Department of Foreign Affairs  Ministére des Affaires étrangéres C dl‘l
and International Trade et du Commerce International ana a




he German biotechnology sector has
experienced tremendous growth in the
‘past few years, catapulting it, in the year
2000, to the number one spot in Europe for all
biotech companies. The number of biotech

* companies is increasing at an annual rate of
about 25%, the number of biotech employees
increasing by about 45% and the turnover
for these companies is increasing at an
annual rate of about 35%.

Although many companies are small and just
‘starting up, their growth has been spurred on
by favourable financing conditions and a
buoyant stock market. For example, in 2000,

o German biotech companies used their
reserves to acquire larger British and U.S.
companies. The cross-border acquisitions, a
first for Europe, surprised a number of analysts.

The largest clusters of biotech companies can
be found in the Munich, Berlin, Heidelberg-
‘Neckar and Cologne regions. Three quarters of
- “the German biotechnology sector is associated
‘with the pharmaceutical and medical industry,
‘No other country in Europe has more geneti-
cally engineered medicines on the market
than Germany, even though the majority of
them are imported. This provides an excellent
-opportunity for Canadian biotech exports.
ierman companies are especially strong in
rapeutics and platform technologies.

- The second largest subsector is the environmen-
" tal sector, followed by food and agriculture

2. biotech. Germany is an important player in

=z '@ﬂeld of biological treatment of water and

e using genetically altered bacteria.
Germany leads in this sector with 26% of the
1gterqational patent applications (For example,
the United States has a 21% share.).

Public resistance to biotech products in
Germany is primarily focussed on food and
agricultural biotechnology and not on medical/
pharmaceutical or environmental applications.
There are efforts under way to produce agri-
cultural biotech products that have direct
advantages for the consumer and thus reverse
public resistance. Canadian ag-biotech compa-
nies have been identified as potential partners
in this effort.

Market Access

o increase market access in Germany,

Canadian biotech companies could

partner with suitable German companies.
German companies are eligible to receive
generous R&D grants from their government
to develop new biotech products and processes.
Hence, it would be well worth the effort for
Canadian companies to source technology
or to commercialize technology that is develo-
ped under these schemes. For example, in
1998, the German government funded biotech
research (including molecular medicine) to
the sum of DM1 billion. It should be noted
that most of the biotech start-up companies
in Germany are based on R&D (41%), followed
by service/supplies (29%) and then
production (20%).

In the recent past, a number of Canadian
regions, companies and research institutes
have entered into partnerships with their
German counterparts in pharmaceutical,
agricultural and environmental biotech
sectors.




Yo

[P P

1ons...

Sources

1a

.

t
Rada
ial event:

ion
tech assoc

Informat

-and a trade show and a spec

There are German bi

.




nically sophisticated equipment. Buyers are
. receptive to cost-effective solutions covering a
aE ' multmatlonals. Pharmaceutical sales broad range of medical instruments and systems
| K ) : : \ inued strong growth. In 1999, for diagnostic, therapeutic, prophylactic and reha-
A N : vlic health insurers paid out DM36.2 billion for  bilitative applications. Areas such as laser surgery,
L Y : tion medications (of which 41.2% were robot-assisted surgery, bio-compatible artificial

i rugs),and total sales grew 5.2% over implants, minimally invasive surgery devices,
m. bio-pharmaceutical products and medical

imaging systems show particular promise.

Market Access

he German health market is one of the
largest in the world. Despite large exports,
the import market is still considerable.

, However, this market presents a challenge for
Canadian exporters, Local industry giants such as
Siemens, Driger and Bayer are well-entrenched,
with the result that new exporters to the market
must have sophisticated, high-quality and com-
petitively priced products. A strong local partner
or distribution network can often significantly
improve market penetration, and some form
of local representation is usually essential.
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All medical devices and equipment must meet
European regulatory requirements before they
can be sold in the European Union (EU). The
harmonized EU standards present a marketing
opportunity for exporters.Once a product has
the CE Mark, it can be sold in all 15 EU member
states — a market of 350 million people.




INDUSTRIAL MACHINERY

Market Overview

rowing demand and improved economic
conditions are expected to create a record
year in Germany'’s industrial machinery
sector in 2001. Car manufacturers, subcontractors
and the machine-building industry itself are
making heavy investments in the modernization
of their plants.The machinery and plant engineer-
ing companies in Germany have started to :
restructure, following the example set by the Advanced Manufacturing Technolog
automobile and telecommunications sector. . has endeavoured to penetrate the G
Recently, German companies have been more -
inclined to deviate from their “Buy Germany”
policy in purchasing equipment, if the seller can
establish a reliable sales and service track record.
All these factors are contributing to increased
demand for machinery manufacturers.

The Canadian machinery sector’s major exports

to Germany are pumps, compressors and office

machines with niche-market products being the

mainstays. Canadian companies have demon-

strated their ability to export everything from important buyers of Canadian mach
moulds for German plastics’ manufacturers to and technology. Others |nterested i
parts for printing equipment. German manufac-

turers are actively seeking Canadian companies, active in Eastern Europe. German trade
especially those with sales networks across North  ideal opportunmes for learnmg more a
America, to produce heavy machinery compo-




| arket Access

g success by forming strategic

T —————

v anle‘ wa_ntmg to"export to Germany

for companies that are prepared to irﬁplémentﬁ
sustained marketing programs over
an extended period.

Canadian firms are used to finding an agent

‘with minimum difficulty in the United States.

In Germany, choices are more limited, and the
process is more time-consuming and expensive.
To set up an office requires a comprehensive
understanding of international law, German
business practices and the cultural environment.
Special attention must also be paid to bud-
geting, given the high cost of living, labour
costs and the strength of the Deutschemark.
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t MULTIMEDIA

ermany represents Europe’s fastest-growing

market for information technology products, .

including multimedia hardware, software ..
and services. Europe’s potential market is esti-
mated at 520 billion Euro (5705 billion). Germany’s
share is expected to be 21% of the total European
market, which represents an extremely significant
market for Canadian companies.

There are some 3,000 multimedia producers

in Germany, active in all fields of the sector.
However, there seems to be a concentration of
businesses in the area of creating, designing and
hosting corporate Internet presences. Typically,
these companies will offer full service to their
clients and be referred to as multimedia
agencies. Hotbeds of multimedia creativity and
production are the cities of Munich, Hamburg
and Cologne, as well as Berlin.

The development of e-commerce applications
and the emergence of interactive TV (iTV) are
currently key trends in the industry.It is expected
that German consumers will continue to embrace
e-commerce and will increasingly conduct
business online. In fact, with over 10 million
account holders, Germany is now the leading
country for online banking in Europe. In total,
Germany currently has an online population of
about 18 million. However, this figure is expected
to grow to 40 million in the year 2004. Further
deregulation of the German telecom market will
cut prices for Internet access and will encourage

more consumers to go online.Industry specialists

estimate that Germany'’s online turnover will.
reach 406 billion Euro ($550 billion) in 2004.

The emergence of interactive TV in Germany is
regarded as equally promising. Although
Germany only ranks eighth within the European
Union in terms of digital TV access rates, it is
expected that this new technology will eventually
spread to the majdrity of German households.
With the introduction of MHP (Multimedia Home
Platform) as a common structure for the further
development of iTV applications, powerful soft-
ware for use in set top boxes is slowly becoming
available. Industry experts are convinced that,
after the technical difficulties of iTV have been
resolved, the focus will shift from a technology-
to a content-driven discussion. The projected

_(i.e.Internet-based) solutions. -

of these sites have e-commerce capablht;es,
To close this gap, innovative conten Jdﬁne
software for e-commerce apphc
be required.

win market share. The future conver
computer and TV applications will certain!
create an array of new opportunmes for. creatlv
content.The entertainment aspectis
nant and will call for interactive lelsu
as well as for online gammg solutlons.

The CBT sector is growing but is still
underdeveloped compared to the market in.
North America. However,as Germany's ¢
community increasingly realizes the ¢
effectiveness of computer-based trainin

for their employees, suppliers in thls eld
have an opportunity to carve out
niches. Opportunities exist both in offline
(i.e.CD-ROM) applications and in online




ased on'a very competitive environment in

Germany, a Canadian multimedia producer

' needs to bring something unique to the

is may be in the technological and/or

tive aspect of the business. In this

the challenge for any Canadian multime-

business will be to find a niche in the market,

rvice to the German costumer can

view of the constant changes in the

crucial for a Canadian player to

of the implications for its business

I products or services offered on the
et should therefore comply with

going level of convergence in the market.

year 2000 has seen a number of mergers on

is now largely controlled by major players

like Leo Kirch, Springer, RTL, Burda and the
Bertelsmann Group. All of them are in the
process of integrating multimedia aspects into
their traditional businesses, which include pu-
blishing and music, as well as film production and
distribution.They are all aware of the enormous
potential of this sector and want to capitalize

on it. At the same time, a number of small and
medium-sized companies are competing to
provide multimedia services to Germany’s corpo-
rate community. Companies such as Pixelpark
and Livingnet usually strive to provide their
clients with a full-service package for all of
their online needs.




Market Overview

ew materials is a high-tech sector that Canadnan,
businesses can take full advantage of in
Germany.Germany's advanced manufacturing
sector is constantly on the look out for new materials
to give their industrial products a competitive edge.

The highest demand for new materials can be found
in both the transportation and information technology = ei
sectors.These sectors have the highest R&D expendi-
tures.The remaining demand is almost equally divided
among the energy-producing, medical and manu-
facturing technologies. R&D resources are spent
roughly equally on ceramics,
metals and polymers.

One important consideration for
new materials is their effect on
the environment. Developments
that protect resources or reduce
emissions are in high demand,
especially in the transportation  §
and the energy-producing sectors.

 ORGANIC FOODS ‘
_ predict continued strong |
. growth in the near future,

ith per capita spending power of nearly with total sales of organic
$27,000, German consumers are among the foods accounting forup
most prosperous in the world.In 1998, con- to 10% of the total
sumers spent an average 17.5% of their disposable market by 2005.
income on food and beverages.While the quality/ ,
price relationship is often a deciding factor for many Bulk goods, such as wheat
Germans, consumers have displayed a willingness to and pulses, account for

~ spend extra money to purchase higher-quality foods..  he |argest share of '
‘Canadian exports of

In essence, the popularity of organic foods is some- organic foods to

what a reflection of the wealth of a country's popula- Germany. However, as
tion. Therefore, it is not surprising that Germany is the the market for organic
largest consumer of organic foods in Europe andin foods continues to grow,
the world. opportunities for exports

o of consumer-ready products are also increasi
While the German grocery market as a whole showed Canada's reputation as being a clean, envi

minimal growth in 1998, the market for organic foods friendly country should also help
increased by 10%. Annual sales of organic foods are nic foods. The largest sectors w1th

~ estimated to be worth nearly $3.4 billion. Although ready, organic foods market are identified in the’ 8

this represents only 2% of total grocery sales, experts




, urrently, there are no statistics available
% on the quantity of Canadian exports of

in this market is limited, but growing.The
largest organic exports include maple syrup,
% grains and seeds (linseed, sunflower seeds,
etc.). Additional opportunities for Canadian
exporters include products such as honey,
breakfast cereals, pasta, herbs, dried fruits,

_ and fruit spreads, meats and animal feed.

s . e - T
{Information Sources

orgamc foods. However, Canadian presence

- value-added soya products, blueberries, jams

Although the amount of land devoted to organic
farming in the European Union (EU) is still fairly
minimal (2% of total land area), there has been

a significant growth in the number of organic
farms over the last 15 years. Small farms in
Mediterranean countries account for the majority
of conversions to organic farming, with ltaly
representing nearly one third of all organic
farms in the EU. Other predominant organic food
producers include Austria, Spain, France, Greece,
Denmark, Switzerland, Turkey and Sweden.

~For further information, visit the Agricul’tur:er :
. and Agri-food Germany Web page at:
htth/ats.agr ca/agnfood-ca nada—germany

- OI’ contact‘

» Stephan Rung
Commercial Officer
* Canadian Consulate

Benrather Strasse 8 -
" 40213 Dusseldorf -
- GERMANY :

r'el‘(o'n-49-'2'm 172170

“ Fax: (011-49-211) 35-9165
E-ma:l’ stephan rung@dfatt maec& gc.ca
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PHOTONICS
| Market Overview ]

he optical technologies industry is under-
going rapid change and growth. Sectors
such as traditional optics, light sources -
(lasers), optical microstructural systems,
sensors and optical communication have
been grouped under a new sector name,
photonics.While the term photonics is already
widely used throughout North America,ithas  be launched in the near future. Research fac1
been less well-adopted in Europe. German work on the next generation, the 120 Gibits
researchers and industry prefer to use optical
technologies instead of photonics.

Driven by the enormous demand for more speed
and capacity, optical broadband communication
is the most rapidly growing segment of pho-
tonics. Lasers, for use in industrial processes and
medical applications, are also very important.
In Canada, the United States and Germany, road-
maps have been prepared or are in the process
of being developed, to help companies in their
navigation in this broad and fast-growing field.
In Germany, the Federal Ministry for Education
and Research (BMBF) has commissioned a
roadmap for Germany, which was presented
in May 2000 and is entitled “German Agenda
for Optical Technologies for the 21st Century”
This report gives direction on the emerging
opportunities in photonics applications.

: ’ applications such as laser weldmg, cu

Because photonics really is a very recent sector boring, hardening, surface treating and mar q

term in Germany, numbers to describe the mar-  Other important areas are quality control hig

ket potential in Germany are difficult to obtain. precision measurements, precns:on engineering
- . and laser medicine.




Market Access

eration in photonics/lasers and materials | he German market is not an easy market
 an imp. rtant activity under the Bilateral "B to access.Language and differences in

ent between Canada and Germany. business culture exist. For smaller compa-
R&D plays a large role in the fifth nies, the identification of a partner canbe a
'R&D Framework Program. good strategy. Larger companies have normally .

enough resources and financial strength to
establish a presence.In Germany, trade fairs are

important meeting places for management-level
representatives, technical experts and buyers.
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SEAFOOD

ith a population of 82 million and an annual

per capita consumption of about 14 kg

(roughly 2 kg of freshwater fishand 12 kg
of marine fish or products thereof), Germany is a
sizeable market for seafood.Total German seafood
imports in 1999 amounted to DM 3.1 billion, of which
DM 45.5 million came from Canada.In 1999, 83% of
the total demand on the German market for fish and
fish products was imported, which illustrates the
high importance of world trade to the German
seafood market. In 1999, about 39% of the German ;
seafood supplies came from (EU) member states, to the traditional fish fi ngers"and frozei
with about 61% coming from third countries. fillets, TV-dinner fish dishes are avallabl ;

food has conquered a secure marke iche

s R rarer S S s et SRA LS P 8 oA A L P AT v SO

The German seafood market is characterized by a
strong emphasis on saltwater fish. The big sellers are
herring (22.6% of the German inland use (catch
weight)), Alaska pollack (19.8%), tuna and bonito
(13.2%), salmon (10.4%), cod (7.0%), ocean perch/red-
fish (6.0%), hake (5.4%), trout (5.1%), saithe/pollock
(4.6%), mackerel (2.0%), plaice (1.6%) and halibut
(0.8%). Rising incomes have resulted in more con-
sumption of luxury products like lobster and shrimp,
and of convenience products. Also part of this trend
is the increase in salmon consumption, primarily
from Norway, much of which comes in the form of
smoked products. Less affluent consumers of the
New German States have reinforced demand for greatly mcreased during the past few yea Th
cheaper species. traditional product group got its lmp amT
from improved processing technique:
One of the most important sectors showing steady recipes and innovative marketing.
growth in the German fish industry is the production :

of frozen fish products. With a large selection of There are a number of good prosp
products and a yearly growth rate of 4.5%, the German market for those Canadian suppllers‘
production of "freshness that came out of the cold" fish and shellfish able to offer a u
has gained popularity.

* Herring products are by far the most p opula
Growing readiness to accept "ready-to-serve-meals” fish in Germany,and German P
proves that further developments of these meals traditionally sought high- fat content, lar
based on fish are welcome, The wide range of sized Canadian herring.

. breaded fish products within this category show a
marked increase, mainly due to the demand of
consumers from eastern Germany.The high-quality
standards, and a wide range of marinades and
canned fish have become popularin eastern

« The current world tightening of mackere
supplies may augur well for Canadi
processing companies in German
favour large hand-filleted mackere

Germany as well. + Groundfish are also popular.ln rec
: Alaska pollock has largely replaced ;radlgloa
The trend at the fish counter is sh:ftmg away from species such as cod. Groundfish prodt

whole fish. Consumers generally prefer convenience Canada such as redfish, sole and vhak
foods. For this reason, ready-to-serve fresh fish dishes, targeted for expanded sales.
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rozen fish products and prepacked

venienc product§ are becoming

nderutlllzed species” in
f the favourltes of the

- High and rising incomes make this country
an excellent market for Canadian lobster,
and offer good prospects for such luxury
products as shrimp, shellfish or freshwater
fish. Canada is the largest supplier of lobster
but a relatively minor supplier of the fresh-
water fish, which accounts for about 16%
of German fish consumption. At the same
time, the less affluent consumers of eastern.

‘Germany have reinforced demand for
cheaper forms of fish.

Germans have a growing awareness of the
amount and kind of packaging material used
and its relation to the environment. According

to the German Packaging Ordinance of June 12,
1991, manufacturers and distributors aréobliged
to take back used sales packaging free of charge
and to arrange for it to be reused or recycled.
They are exempted from this take-back obliga-
tion, if they join a nationwide collection system.
Packaging that participates in this collection
system is marked with a Green Dot.The right to
use the Green Dot is available to companies from
within the EU. For non-EU companies, the right
can only be obtained by the EU importer
through a licencing contract with Duales System
Deutschland AG, K6In: www.gruener-punkt.de
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WOODFRAME
AND COMPONE

Market Overview

ermany built approximately 400,000 new

housing units in 1999 — a slight decline from

recent years, and an indication of a general
softening of the overall housing market.The
decline, however, is entirely in multi-unit housing,

while the market for single family and duplex units -

continues to grow and is now well above 50% of
all housing units built.

German preferences in housing styles are also
changing.The traditional home of brick or stone
construction is declining in popularity,and the

number of homes built using woodframe and simi- -

lar techniques is increasing steadily. Woodframe
construction now accounts for almost 20% of the
single/duplex market — a substantial gain from
the 5% market share held 10 years ago — and the
trend towards more woodframe construction
seems certain to continue as its advantages
become better known among German home
buyers and home builders.

Lower costs and faster construction are certainly
considerations. Equally important are changing
German lifestyles and evolving expectations of
what a home should be.Large numbers of
Germans have travelled to, or lived in, Canada and
the United States (Canada alone receives more
than 400,000 German tourists each year) and

many of these visitors, in the course of their travels, -

have leamed to appreciate the architectural styles
and practical advantages of Canadian homes.

In the coming years, the regulatory environment
in Germany will likely give further impetus to this
trend.The level of energy efficiency of German
homes is generally low, at least compared to
Canadian standards. New regulations, expected
to be phased in over the next few years, will
address this weakness and will bring into force
new insulation standards, very similar to the
Canadian R2000 standard, which are likely to be
much more difficult to achieve with traditional
brick and stone construction than with wood-
frames. In addition, these new standards will likely
require improvements to key components such as
‘windows and doors, as well as the introduction of

“supplie g era yhave B

‘woodframe component”

ood Frame Smgle/Duplex Homes
: Percentage Bullt Pre-Fab and On- SI

comnderably more expe- -
rience and better products.

Two additional interesting
developmentsinthe . *

of the German housmg
market are: the gromgg

builders supplied the great majonty f th‘ e
approximately 40,000 woodframe house:
built in 1998.

PSP PR



r non-German suppliers
similarly small shares

nadian . products 20% to30% more expen-
] e.This means that Canadian
ater part of their price advan-

. However, Canadian export
000 are definitely below the

Iders have steadily developed
nany North American buil-
jns and standard dimensions.
woodframe houses 10 years
from those produced in
fficult for non-experts

R ' ' o distinguish between
Single Family and Duplex Homes ettt el ars
' . Woodframe and Non-Woodframe woodframe homes sold in
: Germany. In this environ-
100% B ment, Canadian suppliers
80% . must work continuously to
_ , B stay ahead of these highly
60% ' adaptable German builders
: : by offering more imagina-
40% BN tive designs and more

, nnovative materials and
20% - S 1- B systems — a challenge that,
0% : :  date, Canadian exporters

1994 1997 1998 1999 B to Germany have met very
: : B well. As the market moves
: S steadily towards more
nergy-efficient homes

There are some trade shows: -

over the next few years, Canadian exporters, who
have much greater experience than do German -
builders with this kind of home, and especially with
the ventilation and other systems that energy-
efficient homes require, should easily be able to
retain their present design and technology lead.

Market Access

here are no serious barriers to the German

housing market, but a number of technical

considerations do exist, and exporters need
to be aware of them to prepare themselves.These
include phytosanitary requirements applied to cer-
tain species of wood; German regulations covering
building permits, visas and work permits; and
fabour regulations covering the work crews that
most exporters supply from Canada to erect their
houses. Information and assistance on all of these
matters is available from German partner firms and
from the Canadian Consulate in Hamburg.

The selection of suitable local partners is central

to success in the German housing market. Such
partners are essential to find home buyers and to
manage the contractual arrangements with these
buyers, to arrange building permits and handle
other technical matters, and to help solve the inci-
dental problems that inevitably arise. Most such
partners operate in a limited geographic region

in Germany, and Canadian exporters will therefore
often work with several German firms to achieve a
broader market coverage. For the most part, such
firms are relatively small, and have varying financial
and technical capabilities. Time, direct and personal
contact, and experience on a few projects are
usually required to cement a productive business .
relationship. The Canadian Consulate in Hamburg

can assist in the search for such partners. ‘




THE EUROPEAN ADVANTAGE

- ith 14.8 million hectares of
W land devoted to farming,

- and soil and climatic condi-
tions favouring efficient agricultural
production, it comes as no surprise that
Romania is one of the leading agricul-
tural producers in Central and Eastern
Europe.In 1999, the agriculture sector
contributed 20% to Romania’s GDP
and employed over one-third of the
Romanian population, making
agriculture more important, per capita,
in Romania than in any other Central
and Eastern European country, except
for Albania.

Historically, Romania was a major
agri-food exporter, however, in the
1980s under the communist regime it
suffered a reduction in exports while
still managing to maintain its position
as a net agri-food exporter.

The EU countries are Romania’s
most important trade partners in
agri-food products, absorbing 35%
of Romania’s agri-food exports and
contributing 45% of Romania’s food
imports.The CEFTA (Central European
Free Trade Agreement) countries are
Romania’s second largest agri-food
product trading partners. In 1999,
Romania’s main food suppliers
were Hungary, Germany, Holland,
Switzerland, the UK, France and Spain,
apart from Greece and Turkey.

Opportunities

There are good reasons for Canadian

companies to enter Romania’s agri-

food, and related services, market:

* Above-average growth rates;

* Adiversified market with a large
consumer base;

* Low cost, skilled labour;

* Indirect access to the EU agri-food
market. '

Opportunities exist for Canadian
companies in the following major
areas: .

* food ingredients: niche products,
technology capability and food -
service; - v

* sugar:strong potential for joint
ventures and alliances with local -

., companies; '

* dairy: exporting breeding stock

(primarily dairy cows), milk process-

-ing technology and expertise,
including the organization of a
locally integrated milk-collection
system;

Market overview

Romania

Agricultu

* fast foods: The rising number
of single and two-person house-
holds in Romania, combined with
a faster-paced lifestyle and an
aging population, is increasing
the consumption of frozen, pre-
cooked, and prepared foods.

* hotel, restaurant and institutions
sector;

* agricultural machinery and
equipment: new or used, includ-
ing on-farm equipment and
devices; '

* bakery: breakfast cereals, frozen

dough and other baked goods;

Genetically Modified Organisms.

Constraints and challenges

While considering the many oppor- -

tunities that exist in the Romanian

agri-food market, Canadian com-.

panies should also be aware of
potential problems:

* Custom’s clearance: time-
consuming and frequently frus-
trating, especially regarding the
application of tariffs;

* tariff barriers: The Romanian
import tariff for agri-food items
is substantially higher for Canada

than for EU or CEFTA countries for

which import duties have either
been eliminated entirely, or are
.in the process of being reduced.

Moreover, both the VAT and excise

tax are calculated on the value of

goods, plus the import tax (ad val-
orem), furthering the disadvantage
for Canadian exporters.

* non-tariff barriers: phyto-sanitary
and sanitary-veterinary certificates
and regulations;

* bureaucracy: Approvals, rulings

ral sector

and interpretations of laws and
regulations are susceptible to
political influence and corruption.

¢ legal system:Romanianlaw
remains very fluid.

* banking system: Canadian com-
panies dealing with the Romanian
market must deal with local banks,
which remain unresponsive to
commercial needs. A simple
transfer of funds or a currency
conversion can be expensive.

* capital markets: The stock
exchange, RASDAQ, venture capital
and other investment funds are in
an early stage of development.

For more information, contact
Claude Charland, Commercial Coun-
sellor, or Octavian Bonea, Commercial
Officer, Canadian Embassy, Bucharest, ,
tel.:(011-401) 222-9845 (46) (47), fax:
(011-401) 312-0366, Web site: www.
dfait-maeci.gc.ca/bucharest/ %
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— Continued from page 1.

familiar with Canada’s position as
one of the most innovative, techno-
logically advanced countries in the
world. Ask many Japanese about
Canada,and they are more likely to
talk about hockey, scenic beauty and
the Mounties.

A YEN FOR JAPAN

Events
The following is a list of some of the
upcoming events at Think Canada
2001. A full schedule will be posted
in mid-March on the following Web
site: www.dfait-maeci.gc.ca/ni-ka
* Parade of Canadian Homes —
May 12-13 — various locations

Think Canada 2001

Building on the success of the Team
Canada Mission to Japan in 1999,
Think Canada 2001 will be the largest
Canadian festival ever to come to
Japan, and will feature over 125 cul-
tural, commercial, social and political
events aimed at demonstrating to the
Japanese what Canada is all about —
and why it is so vital to Japan.

AIR CANADA @)

The festival’s commercial aspect
will include Canadian food and bever-
age events, tourism, education and
consumer products events,as well as
seminars on venture capital and
investment. A naval visit to Nagoya
will feature an on-board showcase of
Canadian technology.

The organization and financial
sponsorship of the festival is a joint
effort between the Canadian govern-
ment and the following sponsors:

Gold Sponsors: Air Canada,
Manulife Century Life Insurance
Company, Nortel Networks Japan.

Silver Sponsors: KK.Teleglobe
Japan, Pivotal Corporation, Sekisui
House. -

Bronze Sponsors: AGF Manage-
ment Limited, Alias/Wavefront KK.,
Cameco Corporation, Canadian Pacific
Ltd., Canadian Wheat Board, COFI,
Entrust Technologies Ltd.,INCO, Indal
Technologies Inc, Maple Leaf Foods
(Japan) Inc, Methanex Corporation,
Okamoto International, Platform
Computing Corporation, Smart
Technologies Inc.

throughout Japan. A unique
opportunity for the Japanese to
view Canadian-designed homes, or
homes built largely with Canadian
materials. Contact: Eric Laverdure,
Trade Commissioner, Japan Division,
DFAIT, e-mail: eric.laverdure@dfait-
maeci.gc.ca or John Zimmerman,
Second Secretary (Commercial),
Canadian Embassy, Tokyo, e-mail:
johnzimmerman@dfait-maeci.
gc.ca

* International Food Ingredients and
Additives 2001 — May 16-18 —
Tokyo. Space will be available in
the Canadian Embassy’s booth for
a limited number of Canadian
exhibitors. Contact: Jo Anne Roy-
Foster, Trade Commissioner, Japan
Division, DFAIT, e-mail: joanne.
roy-foster@dfait-maeci.gc.ca

* Furniture Study Mission to Japan —

" May 21-25 — Tokyo (other loca-

tions to be determined). A varied

Manulife Century

program providing Canadian par-
ticipants with a unique opportu-
nity to study the Japanese furniture
market. Contact: Matthew Fraser,
Trade Commissioner, Japan Divi-
sion, DFAIT, e-mail: matt.fraser@
dfait-maeci.gc.ca

* Innovative Canadian Building
Products Showcase —May 29 —
Greater Tokyo (other locations to
be determined). A showcase of

products and services in the Cana-

A\

_ dian building products industry, -

including new engineered wood -
products, unique pre-fabricated
homes, building products using * -
recycled materials, design software, .
insulation materials,and innovative
architectural techniques.Contact:
Eric Laverdure, Trade Commissioner,
Japan Division, DFAIT, e-mail:
eric.laverdure@dfait-maeci.gc.ca
or John Zimmerman, Second
Secretary (Commercial), Canadian
Embassy, Tokyo, e-mail: john.
zimmerman@dfait-maeci.gc.ca
High-Tech Caravan — April 16—
June 20 — Fukuoka, Hiroshima, Kobe,
Nagoya, Sendai, Morioka, Sapporo.
A unique opportunity for Canadian

NEORTEL
NETWORKS™

high technology companies to ex-
plore the potential of Japan’s region-
al markets.The Caravan will work
with local governments and part- -
ners, such as the Japan External
Trade Organization (JETRO), to
highlight Canadian capabilities.
Contact: David Steuerman, Third
Secretary (Commercial), Canadian
Embassy, Tokyo, e-mail: tokyo.htech
@dfait-maeci.gc.ca

Canadian Housing Fair at Housing
Design Centre — May 21- early
June — Kobe. A fair promoting
Canadian high-techresidential |
building materials. Contact: Yoshio
Horiuchi, Commercial Officer, Cana-
dian Consulate General, Osaka,
e-mail: yoshio.horiuchi@dfait-
maeci.gc.ca

Canadian Beer Showcase —
June 9 — Osaka. A showcase of
Canada’s micro-brewery industry,
presented in co-operation with
the Japan Craft Beer Association.
Contact: Toshihisa Seki, Commer-
cial Officer, Canadian Consulate
General, Osaka, e-mail: toshihisa.
seki@dfait-maeci.gc.ca

Sapporo International Trade Fair—
June 21-24 —Sapporo. A fair

focusing on the building products
Continued on page 12 - Think Canada




ROADMAP TO CHINA AND HONG KONG

October, one area emphasized by

Hong Kong Chief Executive Tung
Chee-Hwa was education. Annual
recurrent expenditures on education
are to increase by about $400 million.
In 1998, the Hong Kong government set
up a $1 billion Quality Education Fund
to improve the quality of basic educa-
tion. Over 2,700 projects have been
approved at a total cost of more than
$300 million, benefiting 1,200 schools.

' I -n his policy address delivered last

In addition, the government is invest-
ing over $640 million in a five-year
(1998-2003) strategy promoting
information technology in education;
this will benefit all secondary and
elementary school students.Some
63% of Hong Kong’s schools, or

605 institutions, have installed the
minimum required number
of computers, with the
others slated to follow by
May 2001.In this school

year, 241 schools will set

up multimedia learning
centres.Right now all secon-
dary schools and over 90% of
elementary schools have Internet
access.

Opportunities

* To enrich the teaching and learning
resources available to teachers and
students, last August the govern-
ment launched a comprehensive
education portal site, www.hkedcity.
net/english/inews/index.html This
provides access to education-related
information and resources, and
promotes lifelong learning. A link
with the portal will help Canadian
education product and service
providers reach Hong Kong
teachers,students and parents.

* The examination-oriented curricu-
lum in Hong Kong schools leaves
little time for students to read
books other than their textbooks.
Now a government initiative seeks
to help children develop an interest
in reading, acquire self-learning skills
and enhance their language skills.
The initiative provides $3.2 million
in'one-time grants (worth $4,000
each) to non-profit kindergartens

Hor

and childcare centres.The funds

are to be used for buying library
books and teaching materials,
including large-print books. For
Canadian book publishers, thisis '

* Over the next five years, the gov-
ernment will provide training for
school principals and teachers,
support the establishment of a
General Teaching Council and

gKong—

0CUS on education

an opportunity to market their
children’s books in Hong Kong.

* A further $2 million will be allo-

cated to design enrichment
courses for gifted students.The
government will also continue
to promote integrated edu-
cation in secondary and
elementary schools, so
that children with special
education needs can
receive appropriate educa-
tion in regular schools. It is esti-
mated that the additional
expenditure involved will rise to
$10 million in four years. Canadian
programs and products targeting
these two types of students could
find a strong market in Hong Kong.

* Within 10 years, the government

wants the proportion of senior
secondary school graduates going
on to higher education to reach
60%, double the current level. It
will help institutions of higher *
learning, private enterprises and
other organizations provide
options other than the traditional
sixth-form education (preparing
students for university A-level
exams); these could include pro-
fessional diploma courses and
non-degree courses, and the
establishment of community
colleges and private universities.
Canadian course and on-line pro-
gram providers and education
institutions could establish part-
nerships with Hong Kong players
in this area.

initiate continuing professional
development for teachers.Cana-
dians with expertise in teacher
training could work with local part-
ners to offer professional courses
or high-quality on-line programs.

* Measures to upgrade the English
standard of teachers, students
and working adults include:the
Language Benchmark for English
subject teachers; the Native
English-Speaking Teacher Scheme;
native English-speaking English-
language teaching assistants for
secondary and elementary schools;
and the proposed establishment
by September 2001 of a Vocational
English Centre to run the Hong
Kong Vocational English Program.
Innovative English language
learning programs for all levels
are in high demand in Hong Kong.

For more information, contact
Kitty Ko, Commercial Officer, Cana-
dian Consulate General, Hong Kong,
tel.:(011-852) 2847-7448, fax:
(011-852) 2847-7441, e-mail:
kitty.ko@dfait-maeci.gc.ca Web
site:www.hongkong.gc.ca ¥

-

[Flnet is your Internet gateway fo pfocurement
business funded by International Financial
Institutions (IFls) and UN agencies.

www.infoexport.gc.ca/ifinet/menu-e.asp
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BUSINESS OPPORTUNITIES

he International Business Oppor-
T tunities Centre (IBOC) provides a

matching service — connecting
foreign buyers with Canadian compa-
nies.The Centre provides timely, relevant
and targeted business leads from the

desks of foreign buyers to the doorsteps
of Canadian companies.

International Business

Opportunitics e

The following lists some of the Centre’s current trade opportunities — for a
wider selection, visit the Web site at www.iboc.gc.ca/eleads

Canadian exporters needing assistance in preparing international bid
documents may want to use the international contracts expertise and services
offered by the Canadian Commercial Corporation. This Crown Corporation
is located at 50 O’Connor Street, Suite 1100, Ottawa, ON K1A 0S6,
tel.: (613) 996-0034, fax: (613) 995-2121.

THAILAND — Fire Extinguishing
System for Power Transformer —
Notice received from the Canadian
Embassy in Bangkok, Thailand. The
Metropolitan Electricity Authority
has issued an invitation to bid (tender
no.WB3-9328-ABX) for a fire extinguish-
ing system for power transformers.
Cost of tender documents: Baht 2,000
(US$85 for delivery via special courier).
Closing date: April 5,2001.Contact
IBOC, fax:{613) 996-2635, e-mail:

IB@C

wc«m

International Business
Opportunities Centre

As Team Canada Inc’s Sourcing
Centre, the International Business
Opportumhes Centre (IBOC)
maiches business opportunities
from around the woﬁo d with the
business interests Iof r|5onoc|I |Ion 4
exporters, particularly small an
medium-sized enterprises. IBOC
offers a value-added service fo .
trade commissioners by directly
contacting Canadian companies
about foreign frade leads.

To pursue our infernational frade
leads, check out our Web site at

www.iboc.gc.ca (particularly
our E-leads® and Web-leads®).

eleads@dfait-maeci.gc.ca quoting
case no.010104-00042. For details:
www.iboc.gc.ca/webleads.asp?id=
1552en

JORDAN — Investment in Sulphuric
Acid and Phosphoric Acid Plants and
Nitrogen, Phosphorous, Potassium
(NPK) Granulation Plant — Notice
received from the Canadian Embassy
in Amman, Jordan. The project com-

The supply of the phosphate rock
will be secured from Eshidiya Mine
at 1.8 million t/year and can be trans-
ported from Eshidiya to Aqaba by rail
or truck. Jordanian partners will own
about 40% of the company’s total
capital. A foreign investor or a group
of foreign investors are being sought
to own up to 60% of the company's
capital. Closing date: April 30,2001.
Contact IBOC, fax:(613) 996-2635,
e-mail: eleads@dfait-maeci.gc.ca
quoting case no.010108-00063. For
details:www.iboc.gc.ca/webleads.
asp?id=1570en % '

IBOC trade opportunities — find out more
at www.iboc.gc.ca

prises two sulphuric acid lines with a
2x2000 t/day capacity and two phos-
phoric acid lines with a 2x710 t/day
capacity. The phosphoric acid and
sulphuric acid plants and associated
facilities will be located at Eshidiya.

In addition, a NPK granulation plant
of 1.2 million t/year capacity with a
dedicated jetty will be located at

the Industrial Free Zone in the port

of Aqaba.The sulphuric acid is
Monsanto technology, while the
phosphoric acid and granulation are
Norsk Hydro technology. The contrac-
tor is responsible for providing the

ExportUSA

— Continued from page 6

Canadian companies that wish
to participate in these missions and
seminars must agree to be entered
into DFAIT’s World Information
Network for Exporters (WIN
Exports) database.

How to apply
Contact your nearest International
Trade Centre (ITC) for further infor-

process technologies for the plants.

mation and registration. %

Think cal'lada 2001 — Continued from page 10

sector, held every two years. Contact: Eric Laverdure, Trade Commissioner,
Japan Division, DFAIT, e-mail: eric. laverdure@dfait-maeci.gc.ca or John
Zimmerman, Second Secretary (Commercial), Canadian Embassy, Tokyo,
e-mail: john.zimmerman@dfait-maeci.gc.ca ¥ .

(For the unabridged version and the High-Tech Caravan schedule, see www. infoexport.
gc.ca/canadexport and click on “A Yen for Japan®)
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espite some caution compared
to a year ago, Canadian firms
are bullish about business
prospects in Asia Pacific. This was a
key finding of a survey of businesses

TRADE NEWS

region.What's more, 16% of respon-
dents expect substantial investment
increases, up from 9% last year.

Over the longer term, the optimism
is more pronounced.In the next two

Canadian firms still bullish on

Asia Pacific

active in the region, released January
9 by the Asia Pacific Foundation of
Canada (APFC).

For 2001, some 46% of survey respon-
dents expect to boost their invest-
ments.Though down from last year’s
56%, the figure still outstrips the 40%
of firms planning only to maintain
current investment levels and the 6%
planning to cut their stakes in the

to five years, 65% of respondents
expect to boost investments.Though
lower than last year's 74%, this still
represents almost two thirds of com-
panies surveyed. Most bullish are firms
operating in India and Australia, fol-
lowed by China and Japan.

Carried out last December, the sur-
vey covered 93 Canadian companies
present in Asia Pacific. Manufacturing
firms made up the largest proportion

Canada-India Business Coundil

— Continued from page 2

On November 30, the Council co-
hosted, with the Canada Mortgage
and Housing Corporation (CMHC) and
Ontario Exports Inc.,an “Opportunities
in India”information seminar within
the Construct Canada 2000 trade
fair, held November 29-December 1,
2000,in Toronto.

Sector-specific trade missions
Next week’s trade mission, co-spon-
sored by C-IBC in partnership with
CMHC, Ontario Exports Inc., DFAIT,
the Canadian High Commission -
(CHQ) in New Delhi, and the Builders
Association of India, is also targeted
at the building and construction

sector.Other recent C-IBC-sponsored

trade missions to India include a power
mission in 1997, an agri-business
mission in December 1998,and a
multi-sector executive business
mission in October 1999,

Council initiates business networks
The Council is facilitating business

networks for collaborating on specific
projects. In mid-2000, for example,
the C-IBC identified and brought
together three Canadian companies
with a wide range of expertise in the
health care sector,as well as a poten-
tial partner in Hyderabad, to build a
privately/publicly funded teaching
hospital with diagnostic and labora-
tory facilities. h
The C-IBC hosts or co-hosts a
plethora of information seminars,
addressing topics such as India’s taxes
and government structure and sector-
specific opportunities. Many of these
activities are organized in conjunction

" with DFAIT'and the CHC. “We see our-

selves as being an augmenter for the

programs of the Department and the

Canadian High Commission,” says Jans.
The C-IBC also has alliances with

" both Canadian and Indian industry

associations to team up for sector-

- specific activities such as trade fairs

and match-making sessions.

of respondents, followed by resource
companies and business services
suppliers.

- APFCis a Vancouver-based think

' tank partially funded by the federal -

government. It undertakes strategic
research to provide guidance on Asia
Pacific topics for Canada’s public and
private sector. It conducts its invest-
ment intentions survey annually.

For more information, contact
Ron Richardson, Executive Editor,
Asia Pacific Foundation of Canada, tel.:
(604) 684-5986, fax: (604) 681-1370,
e-mail: ron.richardson@apfc.apfnet.org
Web site: www.asiapacific.ca ¥

Erratum

In the January 15,2001, issue of
Canadexport,on page 13, the oil
and gas export figures in the arti-
cle“Developing opportunities in
Brunei Darussalam” should have
read as: “Brunei currently exports
220,000 barrels of oil and 1 billion
cubic feet of gas per day.”

Voice for sectoral views

On the advocacy side, the C-IBC
considers itself the key private sector
voice on any advisory committee to
government. Not least, the Council
offers the expertise of its own direc-
tors under a mentoring programin
which directors help members to
assess and manage the various risks
of doing business in India. Says Jans:
“Our directors collectively have about:
100 years of experience to share.”

With such expertise, not to mention
the invaluable services of the organiza-
tion as a whole,the C{BC continues to
fill the shoes of its founder.

For more information, contact
Murray Jans, Executive Director, C-IBC,
tel.:(416) 214-5947,fax: (416) 862-0625,
e-mail: info@canada-indiabusiness.ca
Web site: www.canada-indiabusiness.
com W '

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on *“Business Chambers and Associations?)

& Canadexport Febrary 15,2001
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ooking for Japanese business

partners? Join the Japan

External Trade Organization
(JETRO) Trade Tie-up Promotion
Program (TTPP), an innovative, free
Internet-based service that can help
companies find potential business
partners in Japan.

TRADE NEWS

and Japanese versions on JETRO's
Web site www.jetro.go.jp/ttppe
(English) or www.jetro.go.jp/ttppj
(Japanese). -

TTPP allows you to submit your
information to Japanese firms by reg-
istering your ID, password, and com-
pany profile; your technology/product;

How to connect with Japanese companies

dl

By registering on the system,you can
promote your interests and discover
the interests of Japanese companies
through contact with potential part-
ners using pre-formatted e-mails.
Designed as a one-stop shop for
business-matching in a variety of
categories, this program provides an
excellent opportunity for Canadian
companies to link with Japanese
counterparts for various types of
strategic co-operation including:
import/export of products/parts;
technology transfer;investment;
business tie-ups; establishment of
offices/factories; and office services.
The system is available in both English

30’5 Trade Tie-up
Promotion Program

and an image (optional).

TTPP also provides access to
proposals from Japanese firms where
you can peruse technical information;
view proposals; and establish contact
with Japanese firms.

JETRO is a non-profit, Japanese
government-related organization
dedicated to promoting mutually
beneficial trade and economic rela-
tionships between Japan and other
nations. Headquartered in Tokyo,
JETRO has a network of 38 offices in
Japan and 80 overseas offices located
in 59 countries and regions.

. JETRO has three offices in Canada —
in Toronto, Montreal and Vancouver.

Canadian and Moroccan companies

 joinforces

Propar International of Canada and
Metaghreb, part of the Somepi Group
in Morocco, have signed a $5 million
partnership agreement establishing -
Metaghreb citernes SA, which will
manufacture gas cylinders for station-
aryand mobileuse.

This agreement demonstrates the
growing interest for developing busi-
ness relations and strategic partner-
ships between Canada and Morocco.

I

For more information on Moroccan
business opportunities, contact .
Léopold Battel, Canadian Embassy,
Rabat, tel.:(011-212-7) 68 74 00,
fax:(011-212-7) 67 21 87, e-mail:
leopold.battel@dfait-maeci.gc.ca w

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on“Trade News?)

As well,two JETRO Senior Trade Advisors
are posted in Vancouver and Guelph.
JETRO is committed to the Team
Canada approach, and works closely
with all levels of government (includ-
ing the Department of Foreign Affairs
and International Trade (DFAIT)) and
industry organizations to support
Canadian companies in their efforts
to enter the Japanese market.

For more information, contact
JETRO, Toronto, tel.: (416) 861-0000,
Web site:www.canada.jetro.org

IN CANADA: Jean-Pierre Petit, Trade
Commissioner, Japan Division, DFAIT,
tel.:(613) 996-2467, fax: (613) 944-
2397, e-mail: jeanpierre.petit@
dfait-maeci.gc.ca

IN Jaran: Pamela Hay, Second
Secretary, (Commercial), Trade
Commissioner, Canadian Embassy,
Tokyo, tel.: (011-81-3) 5412-6200,
fax:(011-81-3) 5412-6247,e-mail:
tokyo.fn@dfait-maeci.gc.ca w

|

* See what winning can do for your,
Jcompanyl o
“. - "Winning a Canada Export '
- Award is a huge endorsement for
| our company, especially since our . §
 high national standards for quality ‘|
- and safety are well regarded in the ‘!
“industry [aqua culture industry-. . ;
oysters].Being recognized for our .
innovation, and, in turn, our success .,
internationally, is a big boost for us,”.
said Sam Bowman, Presidentand
CEO of Pearl Seaproducts of British .
Columbia and winner of a Canada
Export Award in 2000 (the Sechelt
Reporter,October 23,2000).
~ The application deadline for the -
2001 awards is March 31.
~ Formore information or to
obtain an application form, visit the
- Canada Export Awards Web site at
www.infoexport.gc.ca/awards-prix
or contact Lucille Latrémouille-
Dyet, Canada Export Awards Officer,

S i, WAL

DFAIT, tel.: (613) 944-2395. w




TRADE FAIRS AND MISSIONS

DHAKA,BANGLADESH — March 11-

14,2001 - :

Organizers

* Canadian High Commission, Dhaka,
Bangladesh '

* Department of Foreign Affairs and
International Trade (DFAIT)

* IndustryCanada

Objectives ,

* Toincrease the exports of Canadian
telecommunications and information
technologies (IT) equipment, services
and know-how to Bangladesh.

* To explore the opportunities for
the transfer of Canadian technol-
ogy to Bangladesh and investment
in telecommunications services or
high-tech manufacturing;and out-
sourcing of research and develop-
ment, software services or high-tech
manufacturing in Bangladesh.

* To understand the government of
Bangladesh’s plans for the expan-
sion of high technology industries,
and the role of the Bangladesh
Prime Minister’s new Task Force for

Telecommunications and information
technologies mission to Bangladesh

Development of Information
Technology in Bangladesh.

Program

March 11

* Briefing on doing business in
Bangladesh and overview of the
telecommunications and informa-
tion technologies sectors.

March 12-13

* Meetings and presentations with
officials of the Ministry of Post and
Telecommunications, Spectrum
Management Board, Bangladesh
Telephone and Telecommunications
Board, cellular phone providers,
Internet service providers, computer
networking companies, technology
training centres, universities and
colleges, and industry associations
in Dhaka.

March 14 o

* One-day round trip to Chittagong,

Bangladesh’s second largest city and
main port, for presentations and
meetings with the telecom and
ITindustry and the Chamber of
Commerce.

For more information, contact
Tanweer ul Islam, Senior Commercial
Officer,Canadian High Commission,
Dhaka,tel.: (011- 88-02) 988-7091/97,
fax:(011-88-02) 882-3043, e-mail:
tanweer.islam@dfait-maeci.gc.ca or
Ben Gailor, South Asia Division, DFAIT,
tel:(613) 995-8596, fax:(613) 996-5897,
e-mail:ben.gailor@dfait-maeci.gc.ca
or Aaron Baillie, Commerce Officer,
South Asia International Business
Development, Industry Canada, tel.:
(613) 990-4299, fax:(613) 990-3858,
e-mail: baillie.aaron@ic.gc.ca %

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Trade Fairs and Missions”)

- Caracas Intemational Food Show

~ CARACAS, VENEZUELA — March 25-28,
2001— Sponsored by the Venezuelan
Food Industry Chamber and the
Ministry of Industry and Trade, the
8th International Food Show is the
only show in Venezuela open to all
sectors of the agri-food industry,and
features a large international pres-
ence including the United States, the
European Union, and the Andean and
Caribbean region. ‘

The International Food Show is
the best opportunity for Canadian
companies to promote new products,
services and technologies in this key
Latin American market.With a popu-
lation of 24 million, a reasonably high
per capita income,and close ties with

Canada, Venezuela is a market ripe for .

increased sales of Canada agri-food
products and technologies. Canadian
agri-food exports to Venezuela are
nearly $200 million.Venezuelais the
largest per capita agri-food importer
in Latin America. '

The Canadian Embassy in Caracas has
arranged with PREX INTERNACIONAL,
the show’s organizer, to have a Cana-
dian Pavilion where the Commercial
Section of the Embassy will provide
support to participating Canadian
companies.

For more information, contact Joe
Pidala, PREX NORTHAMERICA INC,,
Tampa, Florida, tel.:(813) 258-0308,
fax:(813) 251-2607, e-mail: prex@
prexnorthamerica.com Web Site:
http://prexexpositions.com or David
Ramirez, Commercial Officer,Canadian
Embassy, Caracas, tel.: (011-582) 263-
4666, fax.(011-582) 263-5349, e-mail:

" david.ramirez@dfait-maeci.gc.ca %

LOOKING FOR WOMEN'S APPAREL REPS IN THE U.S.?

CHICAGO — March 17-20,2001 —
Come and meet face-to-face with
the Midwest's finest reps at the
upcoming Apparel Rep Locator

. Trade mission.The program includes

booth space at the StyleMax Show
at the Merchandise Mart, which
features over 3,000 lines, a network-
ing reception at the Canadian
Pavilion for local reps,and an educa-
tional seminar on market entry
strategy, given by Chicago’s best
apparel reps.

This trade mission is open to
Canadian manufacturers of women's
apparel,and has been enormously suc-
cessful for the past three years. Don't
wait any longer to enter this exciting
market in a region with two-thirds of
the population of all of Canada.

For more information, contact your

* local International Trade Centre officer,

or Ann F.Rosen, Business Development
Officer, Consulate General, Chicago,
tel:(312) 616-1870 ext.3357,e-mail:
ann.rosen@dfait-maeci.gc.ca W

-Gy (anadexport rebruary 15,2001
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TRADE FAIRS/CONFERENCES/MEETINGS

Chicago Software Assodation Conference

CHICAGO, ILLINOIS — March 22,
2001— Canadian companies are
invited to participate in the Chicago
Software Association (CSA) Fifth
Annual Partnering Conference

Milan Intemational
Fumiture Exhibition

MILAN, ITALY —April 4-9,2001 —
The Department of Foreign Affairs
and International Trade (DFAIT) and
Industry Canada are organizing a
mission to the Milan International
Furniture Exhibition on the heels of a
recent Memorandum of Understanding
signed between DFAIT and Italy’s Minis-
try of Trade to encourage the partner-
ing of Canadian and Italian businesses,
including small and medium-sized
enterprises.The Montreal Italian
Chamber of Commerce has been
asked to organize a national recruit-
ment of Canadian companies for this
event.In addition to the show, visits
are planned to furniture plants and
the design school in Milan.

For more information, contact
Loreta Giannetti, Desk Officer (Trade)
for Italy, Southern Europe Division,
DFAIT, tel.: (613) 996-5263, e-mail:
loreta.giannetti@dfait-maeci.gc.ca
or Huguette Parker, Manufacturing
Industries Branch, Industry Canada,
tel.:(613) 954-3105, e-mail: parker.
huguette@ic.gc.ca Web site:
www.isaloni.it w

sponsored by the Canadian

Consulate General, IBM and the

Freeborn & Peters law firm.

This conference has resulted in a
number of successes for previous
Canadian participants:

* Lastyear,Jaws, Inc., now of Toronto,
became the Internet backup and
storage solution partner for
Compagq in lilinois and Wisconsin.

* |n 1999, Waterloo Maple of Waterloo,
Ont,, partnered with SPSS Science
of Chicago to distribute SigmaPlot
4.0 for Windows with Maple V R5.1.

* Since 1998, Geoanalytics,a Madison,
Wisconsin, GIS consuiting and soft-
ware development application ser-
vice provider (ASP), has grown to
become Montreal-based Govern
Software’s largest reseller and
implementer.

* 1n 1997, Selkirk Financial Techno-
logies of Vancouver found that the
Chicago marketplace was so lucra-

tive that they opened an office there.

Both Canadian and Chicago-area
companies will have the opportunity
to make short presentations at the
conference followed by one-on-one
discussions with potential partners.
As well, there will be a briefing for
Canadian companies on the market-
place in the midwestern United States.

The CSA Partnering Conference is
also an excellent venue to pursue new
clients. CSA’s 600-plus member com-
panies include software development,
Internet, electronic commerce, and
multimedia companies; value-added
resellers (VARs); systems integrators;
consultants; internet service providers
(1SPs); (ISVs); ASPs; Web developers and
designers; providers of portals, platforms,
fulfilment, transaction support, whole-
sale and wireless telecom,among others.

For more information, contact
Michael Muth, Canadian Consulate
General, Chicago, tel: (312) 616-1870
ext.3365,fax:(312) 616-1878, e-mail:
mike.muth@canada.com Web site:
www.canadachicago.net/trade-e.
html or consult the CSA Web site:
WWW.CSa.0rg ¥

365 days a year!

canade)(port On'line: www.infoexport.gc.ca/canadexport
“connected” to global markets
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The sky' the limit in China

Fnvironm

software a hit=~

n just four years, Lakes Environ-
I mental Software Inc. has become

aworld leader in air pollution im-
pact software, its products even sought
after by the U.S. Environmental
Protection Agency (EPA).

Now a contractin China s = [——  impact products offered
heralding sky-reaching L a e S by the two major U.S.
opportunities notonlyforthe ~=———\=—= firms that effectively

small Waterloo-based com-
pany but for other Canadian environ-
mental technology firms as well.

Lakes Environmental offers software
for air pollution impact and human
health risk-assessment studies.
Designed to support U.S.EPA regula-
tions, the company’s software incor-
porates geographic information
systems (GIS) with advanced graphi-
cal capabilities and existing mathe-

Environmental

IR

temal Aftairs
es exteneur es

ane

20 200[

RETURN TO DEFARTMENTAL LIAARY

matica m%“cf‘e‘r‘s%‘é’r’é‘ﬁgse%’&fﬁ’éﬁﬁ
powerful, yet easy-to-use software
packages.

Founder and president JesseThé
formed the company in 1996 after
analyzing the air pollution

monopolized the field. “I
realized we had much better technol-
ogy and know-how than these compa-
nies did,” explains Dr.Thé.“We decided
to take a chance.lt was a big risk.”

Risk brings results

The risk paid off.Since 1996 Lakes

Environmental’s sales have increased

100% every year and the company

has grown from 3 to 15 employees.

The company exports 95% of its
Continued on page 2 -Lakes

Chicago—aUS, hi-tech Mecaa

Pluginto COMDEX 2001

CHICAGO — April 2-5,2001 —*“Putting
Technology to Work] the theme of
COMDEX Chicago 2001 — formerly
COMDEX Spring — reflects the trade
show’s shift away from
traditional consumer

. electronics toward more main

stream, business-to-business (B2B)
applications.

More than 80,000 are expected to
attend the show, which will focus on

COMDEX

o CEARCIALECY 20T

system, and Web publishing innova-
tions, including digital media.

longstanding role in Canada'’s trade

application service providers (ASPs),
e-mobility solutions, networking
technologies — wireless, broadband,
storage,and security — e-commerce
applications and infrastruc-
ture, the LINUX operating

COMDEX Chicago has played a

Continued on page 6- COMDEX 2001
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— Continued from page 1

products, largely to the United States.
.TheWin Exports-registered company

has also developed risk-assessment

software for determining the risk of

[akes Env
Software

toxic pollutants to human health and
to eco-systems. In fact, Dr.Thé traces
the Chinese contract partially to the
attention received for being the only
company able to develop software to
implement the guidelines in the human
and ecological risk-assessment proto-
cols developed by the EPA in 1997.

While receiving rave reviews in
the United States, the company was
asked by the Department of Foreign
Affairs and International Trade to
submit a proposal to the Japan
External Trade Organization (JETRO),
which was searching worldwide for
companies with innovative technol-
ogy to bring to Japan.

Embassy facilitates partnership
The only company chosen, Lakes
Environmental found itselfon a
JETRO-financed trip to Japan in
March 1999. There it was given expo-
sure to potential partners at meetings
setup by Trade Commissioner Andrew
Smith at the Canadian Embassy in Tokyo.
*As a direct result of this exposure,
we were contacted by a Japanese
company, which teamed up with us

SHARING TRADE SECRETS

[through joint venture] to get the
contract in China,” explains Dr.Thé.
The contract, signed in September
2000, was for the sale of Lakes
Environmental’s ISC-AERMOD View

n C °
software, an air pollutionrimpact soft-
ware package that integrates the
three most widely used EPA models.
Regulatory authorities in 149 citiesin

all 39 regions of China have been using
the software since October 2000.

Opening doors for other Canadians
Dr.Thé considers the sale to be the
first step into other environmental-
related activities in China— which
could provide opportunities for other
Canadian firms.“Once the software
has been used to estimate the size of
the air pollution problem, there will
be opportunities for risk-assessment
software and services, pollution con-
trol design services,and pollution
contro! equipment.We fully antici-
pate being able to co-ordinate the
implementation of Canadian
technology in China.”

Tap into government services
Making contact with the appropriate
trade commissioners is the first step
Dr.Thé recommends to new exporters.
“From the beginning we've contacted
trade officers all over the world and

365 days ayear!

Canadexport On'line: M.infoexport.gc.calcanadexport

“connected” to global markets
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'

CANADA /A=
UNITED STATES - 3

received good tips and information.”.

Finding a local partner is also
important for penetrating Asian
markets, as is receiving government .
support.“If a client sees your gov-
ernment is dedicating time to you,
then you must have a worthwhile
activity,” says Dr.Thé.

Dr.Thé also recommends going
the extra mile.While the Chinese -
contract was still in the negotiation
stages, Lakes Environmental took
the initiative to have its software
translated into Mandarin.

It was an expense that paid off.

For more information, contact Jesse
Thé, President, Lakes Environmental
Software Inc., tel.:(519) 746-5995,
fax:(519) 746-0793, e-mail: jesse@
lakes-environmental.com Web site:
www.lakes-environmental.com W

(For the unabridged version, see www. .
infoexport. gc.ca/canadexport and click
on “Sharing Trade Secrets®)

: EdltOHn-ChIef Bertrand Desjardins e
“Managing Editor:Louls Kovacs s
Editor:Julia Gualﬂerl
LayourYenLe Sl
Circulation: 70,000 17
- Telephone:(613) 996-2225
Fax:(613) 992-5791 L .
“ E-mail: canad.export@dfait—maed.gc.a i
Intemet ; e
- WWW Infoexport.gc.ulcanadexport
. Extracts from thls publlcation may be.
" reproduced for Individual use wlthout o
. permission, pn:mded the source s fully
. acknowledged. However, reproduction
- of this publication in whole or in part -
' for purposes of resale or redistribution
. - requires written penmssion from :
’,Canadexport. CnEE e ey
= Canado(pon Is pubhshed twice monthly :
in English and French, by the Depart- "=
. ment of Foreign Affairs and International -
o Trade (DFAm,Commumcatlons Services -
v Divislon (BCS).

; Canadexpon is avanlable in Canada to .
- Interested exporters and business- " %
.. oriented people.For a print subscnptio
% call (613)996-2225.For an e-mail -
_ " subscription, check the Canadexport
- Internet snte above. Sl

;3 For address changes and cancellanons,
“simply send your mamng label. Allow

<+ fourto sixweeks. :

© Mailte:

o - Canadexport (BCS) -

i.- Department of Foreign Affalrs e
and International Trade, .

L0125 Sussex Dﬂve,Ottawa K1A OGZ.

IssN oszs-mo




n

TEAM CANADA SUCCESS STORY

’ est coast businessman - -
X Claude Tchao knows that
".-communication can happen

in places you least expect it. Joining the
1999 Team Canada trade mission to
Japan to promote his seafood supply
company, Tchao ended up signing a
memorandum of understanding (MOU)
in his capacity as CEO of Divelink
International Technology Inc.
Through its cutting-edge underwater
communications technology, now
being promoted and distributed-
throughout Japan, the Vancouver com-
pany is revolutionizing the traditionally
silent world of scuba diving.

lncorpBrated in 1999, Divelink has
developed the only voice-activated,
hands-free underwater communica-
tions unit on the market. Unlike its
competitors, which employ a push-
button system, Divelink’s system can
differentiate between voice versus
other sounds — notably the constant
hissing of bubbles.”Because our
machines can identify voice, it frees
your hands under water, which is the
most important thing in diving,”
explains Tchao.

/7 THE CANADIAN
TRADE COMMISSIONER
-\ service

Showcase your '
business abroad!

Over 30,000 companies are
registered members of WIN. Are you?
WIN is a commercially confidential
database of Canadian exporters and
their capabilities. WIN is used

trade commissioners in Canada and
abroad to help members to succeed
in international markets. To become
a registered member of WIN,

call 1-888-811-1119. Orgo fo
www.infoexport.gc.ca and
register on line. '

G

EXPORTS

The diving community — both
recreational and professional — is
beginning to recognize the safety,
productivity and confidence-enhanc-
ing benefits of such a device.To date,
Divelink has sold 8,000-9,000 units

Big splash in Japan

lawyer’s connections, Tchao is also
looking into a joint-venture possibility
for Tri-Star with a Toronto company.

| Mission enhances prestige

Just two weeks after the MOU signing,
the Chairman of Marine Star Rays flew at

B.C. Divelink tech

in 28 countries, including the United
States, Australia and in Europe.

Team Canada paves the way
In a previous incarnation as Stone
Electronics Ltd., Divelink had already
made inroads in the United States. It
was through the Florida distributor
that Tchao became aware that Marine
Star Rays of Osaka was interested in
providing Japan-wide distribution.
Tchao planned to make contact with
the company chairman during the
1999 Team Canada mission to Japan.
Tchao had signed up for the mis-
sion in his capacity as Chairman of
Richmond-based Tri-Star Seafood
Supply Ltd. From his positive experi-
ence on the 1997 Team Canada trade
mission to Korea, the Philippines and

Thailand, Tchao was expecting to sig- .

nificantly raise the profile of his Win
Exports-registered company in Japan.
What he wasn't expecting was to
receive so much attention for
Divelink — including the sighing of
the MOU with Marine Star Rays —

“that he had no time to promote his

seafood products at all.

Team Spirit

The benéefits of the mission began’
before the Team Canada plane even
arrived in Osaka.On board, Tchao met
a Canadian lawyer who ended up
helping him set up the MOU with
Marine Star Rays.

“There is a genuine team spirit
that pervades these missions,” says
Tchao.”l can't begin to describe how
much we've been helped by interact-

" ing with other business and govern-

ment participants.”Through the

his own expense to Vancouver to final-
ize the exclusive distribution contract.
“It would never have happened
without Team Canada,” explains Tchao.
“Our status as a delegate gave us the
prestige we needed in order to meet
the Chairman of Marine Star Rays and

DIVELZINK’

THE SLUBA Lommunicaror

to reassure him of our company and
its products. By providing a profes-
sional yet informal setting, Team
Canada facilitated our discussions
and created a comfortable business
environment. Itreally gave a small
Canadian company the chance to
gain tremendous exposure in Japan.”

Fostering relationships important
The Japanese market is not easy to
penetrate. The largest barrier, says
Tchao, is language.“Relationships are
very important to the Japanese.You
have to take the time to understand
their culture and earn their trust. That'
means hiring translators and inter-
preters and making face-to-face visits.
The expense is huge.”

The expense is, however, worth it
for a company whose product is
being promoted and distributed in
the country’s $7 billion diving market.

While the United States is the most
accessible market for the products of
Tchao's various companies, the busy
entrepreneur continues to participate
in Team Canada missions to push into
Asia Pacific markets. His next stop
was China — on the Prime Minister’s

Continued on page 11 -Divelink

‘
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7/ THE CANADIAN
— TRADE COMMISSIONER
" SERVICE

With a team of 500 business
professionals in more than 130 cities
around the world, the Trade
Commissioner

Service has the market
knowledge you need to

succeed in your target

market. Our Market

Research Centre and

our offices abroad

have prepared over

600 mdrEet studies

available for free on our

Web site. These studies

will help you identify

foreign business oppor- 7
tunities and learn more et s yyhatwa:
about your target market. and wholly

. i cpened up fo fneei
This is an overview of one study. el rowing consumer,cemanc 4on.9.
For the full version of this and other ) S onj)llioalto/rgi(i‘;zﬁa Icnlf';:i:gg !
studies, visit our Web site. When you are 24 s :
prepared to do business abroad, you can use \ '

our Web site to get in touch with our offices » The number of vending machines, gas station

around the world and request personalized refailers, convenience stores, and Iorﬁe'-scolé e
services electronically. : -k upermarkets that carry snack foods has

’www.infoexporf.gc.ca R ’i‘ncifedseaisignificqrit_fyAsjnce the early 1990s.

._""'O'

FROM EXPERIENCE. OURS.
RADE COMMISSIONER SERVICE

* Market Prospect ~* Key Contacts Search
* Local Company Information  * Visit Information
» Face-to-face Briefing ¢ Troubleshooting

O s O oo
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See insert for your Agriculture, Food and Beverages industry contd
In Latin America and the Caribbé?
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years. Consequently,
rrqducts\‘od\(erﬁs‘ as
ow in fat, low in salt,

or baked instead of

ied, have gained an
increased amount of

ditention. Many supennarkefs ’

have begun marketing
private-label alternatives as
vell as luxury or gourmet
anote-hbel googs. Since
oreign suppliers account

or nearly all sales in this
tategory, these niche markets
may provide excellent
Opportunities for Canadian
manufacturers. .

. bréhgdwmehes :
of Canadian

products among

. Brazilians: Asa
result, manufac- .
turers mustbe

~preparedto
* advertise on

television (the

‘most popular

method), or in
magazines,
newspapers, or -
on radio. An
emphasis should

| - www.infoexport.ge.ca 5]

Could this be your market?"‘
‘Complete report at
www.infoexport.gc.ca
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= The U.S.Connection

about articles on this page, contact URT by fax at (613) 944-9119 or e-mail at commerce@dfait-maeci.gc.ca

T he U.S. Connection is produced in co-operation with DFAIT's U.S. Business Development Division (| URT). For mformatlon '

For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119.

Information technology (IT) opportunities

Greater\Washington

new report entitled Information
A Technology: Opportunities in

the Greater Washington
Region for Canadian Firms isnow
available on the following Web site:
www.infoexport.gc.ca/menu-e.asp
Canadian IT firms hoping to pene-
trate the U.S.federal procurement -
market and private sector industry,
can benefit from this report which
details the “e-dominance”of the
Greater Washington region, birth-
place of the Internet. Developed in
the 19735 as a U.S. Defense Depart-
ment research experiment, the
Internet has emerged as one of the
leading industries in the Greater
Washington region, and the source
of many IT opportunities.

The Greater Washington region,
which includes northern Virginia,
offers technology entrepreneurs
both hard infrastructure in the form
of capital, federal procurement
funds, and extensive telecommuni-
cations networks, as well as soft
infrastructure encompassing a vast
array of service providers and intel-
lectual resources housed within
the region’s 3,600 associations, '

44 universities, and 447 federally
supported research facilities.The .
region’s 12,000 technology firms
make Greater Washington second

only to Silicon Valley in terms of
high-tech activities and opportunities.
To sell successfully to the U.S.gov-
ernment, Canadian companies must
be persistent, willing to learn, and must
be prepared to invest time and effort.
They need accurate information, a

sound entry strategy, as well as the
skills and resources to implement and
sustain that strategy. A variety of agen-
cies and resources are available to help.
Thesecret is to use this report to find
out who does what, where they are
located, and how to use them.

For more information, contact
Gerard Brathwaite-Sturgeon, Second
Secretary, Commercial, Canadian
Embassy, Washington D.C,, tel.:(202)
682-7746, fax:(202) 682-7619, e-mail:
gerard.brathwaite-sturgeon@dfait-
maeci.gc.ca Web site:www.canadian
embassy.org/business ¥

Comdex2001

— Continued from page 1

promotion efforts in the U.S., which is
Canada’s largest and most important’
export market for the information and
telecommunications technologies
(ICT) sector. Sponsored by the Depart-
ment of Foreign Affairs and Interna-
tional Trade (DFAIT), the Canadian
Pavilion will offer Canadian exhibitors
an all-inclusive package that includes
aprime location in the Pavilion, as

- well as the services of a marketing

communications consultant, at no
extra charge.

The consultant can help prepare’
marketing plans and design media
strategies for the event. As well, exhi-
bitors will receive information about
market opportunities and trends,and
will be assisted in developing cus-
tomized strategies for entering the
U.S. market, based on their individual
objectives. Prior to COMDEX,one—on-

. ’c’o‘MnEx B
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one meetings with potential business

.partners can also be arranged. This
services package avoids the usual
promotional headaches faced by
individual exhibitors, letting them
focus instead on promoting their
products and services.

Chicago — a prime location for
information technology (IT)
Chicago, a major business centre, is
rapidly growing into one of the most
important technology centres in the
U.S. Recent U.S. statistics demonstrate
the Chicago area’s rising importance

_inthe IT market:

* Buying poweris ranked firstin
the US,;

* 288,000 people are employed in
the IT sector, ranking it the second
highest IT employerinthe US,;

Continued on page 11-Chicago

Check the Business Section of the Canada-U.S. Relations Home Page at www. dfait-maec: gc.ca/geo/usa/

business-e.asp ...for valuable in formatm{) on doing business in and with the Umted States.
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EXPORT SALES AND CONTRACTING .

hen the foreign air forces
W stationed at 5 Wing Goose

"Bay opted to sole source
their cleaning contracts with Burden’s
Janitorial Services Ltd.,company
owners Lily and Bill Burden discovered
they had an ally in more than just their
customers. Their small family-run busi-

((Cand

company

ness has benefited from the Canadian
Commercial Corporation’s (CCC) con-
tract negotiation services and discount
receivables option, securing the com-
pany’s future with lucrative contracts
for at least another three years.

For 25 years, the Burdens bid on clean-
ing contracts tendered through Public
Works and Government Services
Canada by the forces at the low-level
flight training facility for NATO Allied
forces in Goose Bay.Even when suc-
cessful, the company seldom won a
contract lasting more than two years.
In addition, the nature of the contract-
ing process caused delays in reim-
bursing Burden's for payments made
to its employees — something the

' with the interpretation oftheU.S. procure- :
: ment  system or ensure thatasa Canadlan

_"’f,l DOING BUSINESS WITH THE
U, S FEDERAL GOVERNMENT’

Frnd out more from the Canadian Embassy
‘in Washrngton, DC (www canadian - :
: embassy org) under"Business Opportumties
U.S Govemnment Procurement oft oy i
_ Log onto opportunities via the General
: Services Administration (www.gsa. gov), i
fwhich facrlrtates purchases by the US.gov-
ﬂemment —the world's largest consumer —_
and the Electronic Postmg System site 7
: (www epsgov) :
- When you re ready | to pursue these !
u_opportunrties. the Canadian Commercial
Corporation (www.ccc.ca) can assistyou

'company,you are eligible to participate.

company could ill afford.
Things became more promising in
1997, when the German Air Force (GAF)

and Royal Air Force (RAF) requesteda !

sole-source contract with Burden’s. In

accordance with government regula-

tions and international agreements, the
forces are required to purchase such

00se Bay
allies

services through the Department of
National Defence (DND). In July 1998,
DND approached CCC requesting
sole-source contracting services for
foreign governments. CCC subsequent-
ly negotiated a contract for Burden’s
worth $3 million over three years.

A critical benefit for Burdensis a -
CCC program that helps companies
manage their cash flow.The company
has been approved for discounting its
receivables, ensuring that for a dis-
count, it receives payment from CCC
within 15 days, regardless of whether
the Corporation has received pay-
ment from the buyer.

“We are so pleased with CCC,”says
Lily Burden.“As a small business, we

~ would not have been able to con-

tinue with the Allies if we'd had to
keep waiting for payroll reimburse-
ments. This gives us the capital we
need to pay our housekeepers.”

In August 2000, CCC renegotiated
separate contracts with the GAF and
RAF. The new contracts, valued at
approximately $1.5 million each, are
now in place for another three years,
with an option for two more years
after that.The negotiation process
involved each customer’s agreement
to pay an extra 1% to cover the cost

" of the discounted receivables.

- “The customers were each willing

-to go that extra percentage,” explains

CCC Project Manager Suzanne
Gougeon. “That’s how much they

‘isan export sales agency of the Govemment
of Canada providing special access to the "

cralrzmg in sales to foreign govemments

Canadian exporters can gain greater access

to government and other markets, as wellas
+ a competitive advantage, through CCC's con-.
_ tracting expertise and unique government- -
! backed guarantee of contract performance

CCCcan faalrtate export sales that often

resultin the waiving of performance bonds, .
“advanced payment arrangements and gen-
“erally better project terms. .

“When requested CCCactsas pnme contrac-

- tor for government-to-government transac-
tions and provides access to preshipment -
export financing from commercial sources.

- For more information, contact CCG, tel:(613)

© 996-0034, toll-free in Canada: (800) 748-8191,

fax: (61 3) 947-3903, e-mail: info@ccc ca

i‘ESHAPINGTRADE e
SOLUTIONS FOR .
Our Expomms e

' The Canadran Commerqal Corporation (CCC)\\‘

- US.defence and aerospace markets and spe-:

- Web site: wwwccc.ca L

apprecuate both CCC's and Burden’s
services.”

Lily Burden, in turn, appreciates
all the assistance and advice she has
received from Gougeon on the con-
tracts.“Suzanne worked with me when
we were coming up with a price, to
make sure we didn't sell ourselves
short. She was also very good at
explaining how everything — includ-
ing sole sourcing and discounting of
receivables — works.”

The contracts have led to even fur-
ther business with the recent arrival
of the Italian Air Force (ITAF) at 5 Wing.
Hearing about the excellent services
Burden’s provides to its fellow forces,
ITAF has signed a one-year contract
(worth $240,000, with an option for
two more years) through DND and
CCC under the same terms.

The ongoing and new contracts
have sustained the jobs of 40 of
Burden’s 44 employees — something
not to be minimized in this remote
Labrador community.

For more information, contact .
Lily Burden, co-owner, Burden’s

Janitorial Services Ltd., tel.: (709)
896-3777,fax:(709) 896-2764. ¥

~ Canadexport Mach1,2001
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' AE Ltd., specialists for 40 years
( infull-flight training simulators,

is opening a pilot training centre
in Sao Paulo, Brazil. The centre, slated to
open in April 2001, is one of three that
CAE will be establishing around the
world to train commercial airline pilots.
Other CAE centres will be opening up in
Madrid, Spain and Toronto.

CAE lands pilot tra/n/ng centre

TRADE NEWS

“With no independent training centres
in the region, it presented an excellent
opportunity for the launch of our first
training centre.”

The Séo Paulo centre will initially
operate three full-flight simulators,
manufactured by CAE in Montreal: an
Airbus 320, a Fokker 100 and an MD-11.
Two additional full-flight simulators,

CAE

(ontractin Brazi

The company’s move into commercial
pilot training is the result of the stra-
tegic plan,announced last year, to
reposition CAE and aggressively grow
its core businesses, with the focus on
markets with strong growth potential.
CAE's venture into commercial
flight training, starting in Brazil, will
build on the experience it has gained
training military pilots — the com-
pany has already embarked on a
20-year joint program with the R A.F.
to operate a medium-support heli-
copter training facility in the UK.
“South America is one of the fastest
growing commerdial airline markets
in the world,” explains André Gareau,

Vice-President, Global Training Services.

a B737NG and an A330/A340, will be
installed later in the year. Any future
growth in regional airlines can be
accommodated by the 6-bay centre.
Already two major Brazilian airlines,
TAM and Varig, have signed on with
CAE for long-term flight training
service,

The Brazilian currency, political
situation, and economic uncertainty
following that country’s last financial
crisis, were all factors that CAE had to
carefully consider before deciding to
set up the Sao Paulo centre. But CAE's
business case was strengthened by
the many positive factors on the
horizon for Brazil, including a buoyant
future market for aircraft fleets, pre-
dictions by Boeing and Airbus of
increasing passenger trafficin the
region, and the launch, by Embraer,
of a new line of regional jets in the
70 to 100 seat category.

From the outset, the Canadian
governmentin Brazil, through its local
consular offices in Rio de Janeiro and
Sao Paulo, assisted CAE — providing
helpful information about establishing
foreign businesses in Brazil as well as
local contacts for key Brazilian ministries.
CAE continues to work closely with the
Canadian government officials in Sao
Paulo, regularly monitoring economic
and political developments as they are
a continuous influence on the future
strategic positioning of CAE's South
AmericanTraining Centre,

For more information, contact
Chris Fauquier, Managing Director,
CAE Brazil Flight Training Centre, tel.:
(011-55-11) 9604-1030,fax: (011-55-11)
3057-0689, e-mail: caebras@terra.
com.br w

The GATS virtual consultations

This is a reminder to all services
exporters to participate in the GATS
virtual consultation process, which
will allow you to give direct input to
our services trade negotiators. -

The Canadian government is currently
negotiating with its GATS trading
partners to improve Canadian services
exporters access to foreign markets.
Some months ago, in order to reach
more companies, the government
established a GATS e-mail consulta-
tion process with services exporters
to learn more about their interna-
tional activities and any challenges
that they encounter. To date, four

!

e-mail surveys have been sent out,
along with messages providing feed-
back on the input received.

This GATS virtual consultation pro-

cess is comprised of a series of short
e-mailed survey questions asking

for input on a range of services trade

issues. Responding to each mini-
survey takes less than 60 seconds.
Simply enter the e-mail address ini-
tially registered on the database,
respond to the questions and click
the“Submit”button. Participants
receive a summary of the responses
from across the country letting them

know where other Canadian services

firms stand on these issues, along

|
\
2

with suggestions for how to manage
difficulties they may face in exporting.
All individual responses are kept con-
fidential and only aggregate data is
analyzed and released.

If you are a service exporter but
not yet registered with WIN Exports
or CCC, you can volunteer to partici-
pate by e-mailing your request to

. gats@dfait-maeci.gc.ca and indicating
“Add us”in the subject box.

For specific information about

the services trade negotiations, visit

- the Government of Canada Services

2000 Web site: http.//serwceszooo
ic.gc.ca w

(For the unabridged version, see www.
infoexport.gc.ca/canadexport andclick on
“Trade News")




he four founding members of Mercosur — Brazil, Argentina,

Paraguay and Uruguay — represent a dynamic and growing
regional market, one that comprises 240 million consumers
(which is two thirds of the number of consumers covered by
the North American Free Trade Agreement) and a combined
gross domestic product (GDP) topping the $1 trillion mark.

Mercosur is Canada'’s number one export market in South
America, with two-way trade in 1999 valued at $3 billion,

80% of which was with Brazil. This trade level is the result of

a steady upward trend over the past decade. Between 1992
and 1999, Canadian exports to the bloc rose 50%. In the first
10 months of 2000, trade levels reached $2.7 billion. Given
this progress,it is hardly surprising that the Canadian mis-
sions in Brazil, Argentina and Uruguay are eager to help
Canadian businesses to explore opportunities in this high-
growth region. In 1998, the Canada-Mercosur Trade and
Investment Co-operation Arrangement (TICA) was signed with
the objective of enhancing bilateral trade and investment even
more.The TICA also established a framework for collaboration
with the Free Trade Area of the Americas (FTAA), the World -
Trade Organization (WTO) and the Cairns Group.

Brazil
Brasilia
o
Belo Harizonte °

SdoPaulog o b
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I* Department of Forelgn Affairs
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GROWING ECONOMIC BLOCS

Mercosur came into being in March 1991, when Argentina,
Brazil, Uruguay and Paraguay signed the Treaty of
Asuncién, which established the Common Market of the
South (Mercosur in Spanish) to promote free circulation of
goods and services, capital and labour among its members.
It became operational as a Customs Union in 1994. Chile
and Bolivia became associate members, signing free trade
agreements with Mercosur in the mid-1990s.

P e

Since 1995, when partially harmonized common externa!
tariffs (CETs) were implemented, almost 85% to 90%
all internal Mercosur trade has been
prov:snons allow each member

and capital
slated to fall
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With a GDP of an estimated $651 billion dollars

as well as the largest population in Latin
America, Brazil has become Canada’s largest

trading partner in South America. The stabiliza-

tion of the Brazilian currency, the Real, resulted in a

sharp drop in inflation in the mid-1990s. Inflation

is now under control; interest rates, formerly hiked

to protect the Brazilian Real, have declined; and the
economy is enjoying a 4% annual growth rate. The
Brazilian government’s combined program of austerity and
privatization has steered the country towards steady
growth, which, though interrupted in 1999 by a significant
devaluation of the Brazilian currency, is again on the rise.

INVESTMENT

Brazil is the world’s second- -largest recipient of Foreign Dlrect
Investment (FDI), after China.Total FDI in' Brazil reached "% -
1$45 billion in 1999 wuth an estimated $7 billion invested -
by Canada, pnmanly in Braznls telecommumcatlons sector..
As Brazil continues its move to privatize sectors, including -

: petrbchemlcals transportatlon and utilities, the investment -
cllmate will be more attractlve to forelgn investors.




Capital:

Population:

GDP:

GDP Growth Rate:
Inflation Rate:
Canadian FDI;
Memberships:

Brasilia
170 million (2000)

$651.1 billion (2000%)

4% (2000%)

7.1% (2000%)

$7 billion* .
Economic Commission for Latin -
G-77 [group of 77 developmg
countries, largest third-world

coalition in the UN], G-20 [group of

20 represents 19 countrres, the kU,
the IMF and the World Bank], WT0,

Inter-American Development Bank :

(IADB), International Monetary

Fund (IMF), Mercosur, Organization -

of American States (0AS), Rio
Group, Umted Natrons (UN)

Major Canadran Exports to Brazil: -

- news pnnt electrrcal equlpment . ‘
vehidle parts and accessories, gas

turbines, oil (non-crude), sulphur :

“wheat (including durum), malt - '
and fertilizer -

Major Canadran lmports from Brazrl

—~estimated

coffee, fruit and vegetable j juues, &
- electrical machmery, vehide "< -

parts and accessories, alummum
ore, o|I (non-crude), footwear

R B T

.America and the Caribbean (ECLAC), Y

' The Embassy of the Federative Republic

CONTACTS '

The Canadian Embassy in Brazil

Commercial Division ‘

Tel.: (011-55-61) 321-2171

Fax: (011-55-61) 321-4529

E-mail: brsla@dfait-maeci.gc.ca

Internet: http//www.dfait-maeci.gc.ca/brazil

The Canadian Embassy in Brazil has primary
responsibility for issues relating to market access and
federal government procurement.

The Consulate General in Sdo Paulo

Commercial Division

Tel.: (011-55-11) 5509-4321

Fax: (011-55-11) 5509-4260

E-mail: infocentre-spalo@dfait-maeci.gc.ca

Internet: http//www.dfait-maeci.gc.ca/brazil

The Consulate General in Sao Paulo receives most of the
trade enquiries for Brazil. They can be contacted initially
through their Internet site or by e-mail. The Internet site is
an excellent place to obtain general information on export-
ing to Brazil and on sectorial studies, as well as an activities
list detailing trade shows and other scheduled promotional

- events.This list can be accessed on the Internet.

The Canadian Consulate in Rio de Janeiro

Commercial Division

Tel.: (011-55-21) 543-3004

Fax: (011-55-21) 275-2195

E-mail: rio@dfait-maeci.gc.ca

Internet: http://www.dfait-maeci.gc.ca/brazil/rio

The Consulate in Rio specializes in market assistance in the
oil and gas equipment and services sector,and the defence
and aerospace sectors.

The Canadian Government Trade Office

in Belo Horizonte

Commercial Division

Tel.: (011-55-31) 3213-1651

Fax: (011-55-31) 3213-1647

E-mail: canconbh@fiemg.combr

Internet: http://www.dfait-
maeci.gc.ca/brazil/saopaulo/bh/trade

The Trade Office provides general market assrstance
in power and energy projects, metals, mineral products,
mining equipment, technologies and services.

of Brazil in Canada

Commercial Division

Tel.: (613) 237-1090

Fax: (613) 237-6144

E-mail: mailbox@brasembottawa.org

Supplement — Canadexport
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FOREIGN INVESTMENT

' I n spite of the current economic difficulties being

experienced by Argentina, prospects for Canadian
exporters remain relatively promising over the medium
and long term, especially in the investment sector where
Argentina is one of the leading emerging markets for
foreign direct and indirect investment opportunities. The
recent sluggish economic performance had somewhat
dimmed investor confidence in Argentina, although the
US$40-billion, IMF-sponsored debt-refinancing package
announced in December 2000 has had a significant
effect in reducing Argentina’s risk lending rate and its
consequent image in the international bond market.

Two-way trade between Canada and Argentina fell in
1999 to $515 million, from a peak value of $641 million
in 1997, no doubt as a response to the recession.
Approximately 50% of Argentine exports to Canada

- - are agri-foods, and a further 23% are leather products,

h the balance including steel mill products and crude

To stimulate the economy and create jobs, the Argentine

government has recently launched an ambitious Federal
Infrastructure Plan, which includes some 2,800 public
works projects, including highway construction; water
resource management; irrigation works; rail, airport and

_ navigation projects; and water and sanitation services,
~all to be carried out during the next five years. A massive
g home-bmldmg plan is also in development to offset

the cntlcal housmg shortage that has resulted from :
burgeomng urban populatlon. e

Photos: Compliments of the Embassy of the Argentine Republic




INVESTMENT

With the dismantling of many barriers to foreign
investment, Canada has become a major investor in
Argentina.In 1990, its investments amounted to a
mere $123 million, but, by 1999, Canadian FDI reached
$2.47 billion, ranking Canada as the seventh-leading
foreign investor in Argentina.

OPPORTUNITIES

Canada has targeted a wide range of sectors for its invest-
ment dollars, with oil and gas, power, mining, the agri-indus-
try, banking and telecommunications topping the list.
Additional opportunities exist for Canadian firms in trans-
portation, food processing, forestry, geomatics and educa-
tion.Emerging sectors include areas in which Canada has
proven expertise: the environment, the automotive industry
and tourism.

CONTACTS

-+ The Canadian Embassy in Argentina -
Commercial Division (also responsrble for Paraguay)
- Tel.: (011-54-11) 4805-3032
- Fax:(011-54-11) 4806-1209
. E-mail: bairs-commerce@dfait-maeci.gc.ca
Internet: http#/www.dfait-maeci.gc.ca/bairs

The Embassy of the Argentlne Republrc in Canada
.Commercial Division

el.: (613) 236-2351"
-Fax: (61 3) 235-2659

| - GDP Growth Rate: 0

Memberships:

|

s

’ V'Capital':
- Population:

1 ‘ BuenosAlres o
"_ 37 mllhon (2000*)
$285 billion (zooo*) s
8%(2000*) ’
-~ -0.9%(2000%) "
- $2.47 brlllon

GDP:

Inflation Rate:
Canadian FDI:

Mercosur, OAS Rio Group, UN

' Major Canadlan Exports to Argentma.

- electrical mathmery, optical
equipment, uranium oxides,
insecticides, household paper
products, news print and seeds

Major (anadlan Imports from Argentma°

- copper ore, crude oil, prepared

- meat, preserved food, wine,
fruits and juices, peanuts,
raw hrdes and skms ‘

*_estimated .

ECLAC, WTO, IADB, IMF INTERPOL.

ame o

o
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OPPORTUNITIES inmercosur

Canadian companies from all industrial sectors are finding opportunities
in the countries of Mercosur. The following highlights just some of the
Canadian activity in this lucrative and growing market.

lSao Paulo
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: capabllltles of its former local representatwe company The company is actwely selh g'to E
that are currently installing in Brazil. The market is expected to grow substantially, with Til-]
competltlve edge S ;
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'CANADIAN SUSTAINABLE CITIES INITIATIVE

anadian companies“are‘ﬁndmg ) good business opportu-
nities through the Sustainable Cities Initiative (SCl) being

undertaken in several cities around the world, including the
Brazilian city of Salvador and, most recently, the Argentine .....

. city of Cérdoba.

Under the SCl, Canadian private-sector, government and
non-profit organizations are joining forces with local autho-
rities and companies to develop integrated strategies and
solutions to the range of urban problems generated by
rapid urbanization. :

A strong and committed partnership has been established
in Salvador, particularly in the areas of sustainable economic
development and tourism, water and wastewater issues,

transportation, sustainable waste management, infrastruc-

ture, municipal management, energy management,
information technology and smart communities.

In December 2000, 13 Canadian companies met with
Cordoba City Hall officers and representatives of local indus-
trial associations during a mission to define the“roadmap”for
six areas of co-operation — transportation, water/wastewater,
solid waste management, telecommunications, energy, and

Trade with Canada

(C$ millions) 1 995

1310.6
10384
2349.0

2722

14287
11336

25623
2951

1674.9
1314.1
2989.0

360.8

sustainable economic development/tourism. The Canadian

and local teams agreed that opportunities for business

exist in all sectors, through technology transfer, joint ven-

ture, consulting services, and sales. There are opportunmes
- _for other Canadian companies to jom thxs mmatlve

SCHOOL.NET INITIATIVE

A School.Net MissiortfromUruguay.to Ottawa and Toronto in
January 2001 is opening up opportunities for Canadian edu-
cational institutions and Information Technology companies.
The mission was attended by representatives of the National
Administration of Public Education (ANEP), the National
Administration of Communications, and the Presidency of
the Republic. It highlighted Industry Canada’s School.Net
program, distance education, continuing professional
training, second-language training in public schools, and
promotion of the software industry.

The Uruguayan delegates showed particular interest in
presentations of School.Net, SkillNet.Ca, and Carleton, McGill
and Montreal Universities, as well as programs presented by
Electronics Workbench, Centrinity and the Toronto District
School Board. The representatives of ANEP expressed their
belief that the Canadian programs could be a useful tool for
the restructuring of the Uruguayan institution.

Exports/lmports between Canada and Mercosur Countrles, 1999

Trade W|th Canada -
(cs millions) -

1996 1997 1998 1999

Trade with Canada

Trade with Canada’

Brazil

—

Argentina

Urugqay~,

Paraguay

2.9%

© 0.6%

(C$ millions) 1995 1 996 (C$ millions) -
20 231 1.4 3
247 335 35 29 33 37 155
4737 56.6 153 90 144- 177 9.04
A7 104 8.3 32 . 78 103 5.94
4 ~N
EXpORTS IMPORTS
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»CONN'ECTING WITH CANADA

araguay has an hlStOflC connection wnth Canada.

It dates back 75 years to 1926, when 2,000 Canadian
Mennonites emigrated to the Chaco region of Paraguay
following the passage of legislation requiring English to
be the language of instruction in Canadian Mennonite

- schools.These German-speaking Mennonites were welcomed

with open arms by the Paraguayan government of the day,
so eager to develop the Chaco region that it allowed the
new immigrants to conduct their own schools in German
and exempted them from military service. This Mennonite
community in Paraguay has since grown to 28,000, with 8,000
holding Canadian citizenship. It is very important in some sectors
of the Paraguayan economy, such as the dairy industry.

Today, the government of Paraguay is again reaching out

to Canadians.The Paraguayan Ministry of Foreign Affairs is
currently sending technical specialists from its Informatics
Division to learn more about our Government On-line initiatives.
Paraguay views Canada as a model for its own emerging
telecommunications industry, and considers this sector ripe
for investment. During a five-day session held in Ottawa,

the first delegation from Paraguay researched a number -

of initiatives, including School.Net, an Internet-based distance-
education system linking rural schools, and government
services distributed over the Web, particularly the software
and hardware used by the Department of Foreign Affairs and
International Trade (DFAIT) in its Intranet and Internet pages.:
At first glance, the issue of Internet connectivity might seem
far removed from Paraguay’s traditional focus on agriculture.
However, considering that 50% of Paraguayans live in rural
areas, linking such a far-flung population is clearly a priority.

Two-way trade between Paraguay and Canada for the first

10 months of 2000 was $6 million. Although trade remains limit-
ed, some opportunities exist for Canadian goods and services in
agri-business: seed potatoes, swine and cattle breeding

- stock/semen/ embryos, herbicides and pesticides, and veteri-

nary products; in telecommunications: switching stations and
data transmission; and in energy: hydro distribution, transmis-
sion and sale; and oil and gas exploration and distribution.
Proposed privatization of the state telecommunications, elec-
tricity, oil, and postal companies, though highly controversial,
may eventually offer opportunities for Canadian firms.

At present, EDC has no facilities set up in Paraguay, but is
studying the market on a case-by-case basis. :

T T O P B S S e

Brazil

Argentina

CONTACTS

The Canadian Embassy in Argentina ~ '
Commercial Division (also responsible for Paraguay)
Tel.: (011-54-11) 4805-3032 '

Fax: (011-54-11) 4806-1209

E-mail: bairs-commerce@dfait-maeci.gc.ca
Internet: http://www.dfait-maeci.gc.ca/bairs

The Embassy of the Republic of Paraguay in Canada
Chargé d'affaires: Helena Felip

Tel.: (613) 567-1283

Fax:(613) 567-1679

E-mail: embapar@magmacom.com

Internet: http//www.magmacom.com/~embapar

5. 3 mllllon (1999*)
$1.7 bllllon (1999)
5%(1999) i
_ _: 6.8%(1_999), o
Latin American Integration .-
Assoclatlon, ECLAC, G-77, WTo0, 1ADB,

Population:
GOP:
GDP Growth Rat
Inflation Rate:
Canadiah'?DI:

~_’ Mehiberships:’ :

- Mercosur, 0AS, RIO Group,UN

Major Canadlan Exports to Paraguay
o ‘mechanical and electncal

- machinery, bo:lers,tobacco, »
. toys and sports eqmpment

Major Canadlan Imports from Paraguay:

: electrical machinery, wood,
hides and skms, sugars, spices,
coffee and tea

'~ estimated

N D D A R A 8 RO WA A O 8o
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AgMARKETﬁFORRSERVICES

ruguay, the smallest of the four Mercosur countries, has a

long history of democracy and is one of Latin America’s
pioneers in the implementation of social programs. Its liberal
foreign-investment regime, good international credit rating and
Mercosur membership combine to make Uruguay an attractive
economic partner for Canada. Like Canada, Uruguay has an
expanding service-based economy and a well-educated
population, ideal for Canadian companies seeking to invest in,
or establish, an export operation in Mercosur. Canadian firms
can look to the EDC for unrestricted access to insurance and
financing programs. As well, the CCC and the Foreign Investment
Protection Agreement can lend a helping hand to Canadian
businesses new to the region.

Although the economy has not yet fully recovered from the
1999 Brazilian currency crisis, observers predict that the GDP
will finally begin to grow in 2001. Two-way trade between
Canada and Uruguay, though relatively modest, has neverthe-
less been increasing. In 1997, it amounted to slightly more than"
$90 million and had risen to $127 miillion by 1999. Of this,
Canadian exports totalled $37.5 million,and imports accounted
for the remainder. The negative trade balance has been offset
by the expanding service sector in Uruguay, which is largely
favourable to Canadian export interests. Indeed, Canadian com-
panies have obtained service contracts in a number of areas,

‘Montevideo
3.3 million (1999)
$19.3 hillion (1999)
3.2%(1999)

5.6% (1999)

NA -

- Andrean Pact (observer), CCC, ' u :
ECLAC, G-77, WTO, IADB, Mercosur,
~ 0AS, Rio Group,UN s

~Major (anadlan Exports to Uruguay:

“ _ telephony equlpment computers,
‘plastics; household paper products, .
news print, potatoes (seedand
fresh), lentils

- Capital:

Population:
Gop:
GDP Growth Rate:
Inflation Rate' .
;(anadlan FD
: ‘Membelrshlps:' _

Major Canadian Imports from Urtiguay:
"meat (beef and lamb), raw hldes,
fish and seafood, citrus fruit, ‘
clothing (gloves and coats), seeds - -

i

Brazil

notably in
telecommunica- -
tions, forestry and -
the environment —
particularly in water
treatment and sanita-
tion. Canada and Uruguay
have recently renewed the
Memorandum of Understanding on environmental
co-operation, which has already spawned transfer projects
related to clean technologies, environmental risk-analysis,
and oil-spill countermeasures and response.

Canada and Uruguay continue to enjoy friendly diplomatic
relations, marked by the opening of the Canadian Embassy

in Montevideo and the appointment of the first resident
ambassador. President Batlle of Uruguay has underscored the
importance of the bilateral relationship by dropping the visa
requirements for Canadian visitors to Uruguay.The President's
decree was implemented within days of the announcement
in November 2000, and the decision was warmly received by
the Canadian business community in Montevideo.

CONTACTS

The Embassy of Uruguay

The Canadian Embassy

in Uruguay . in Canada
Commercial Division Commercial Division
Tel.: (011-598-2) 902-2030,901-5755 Tel.: (613) 234-2727
Fax: (011-598-2) 902-2029 Fax: (613) 233-4670

E-mail: mvdeo@dfait-maeci.gc.ca E-mail: uruott@iosphere.net, -

Internet: http//www.dfait-maeci.
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PROGRAM FOR EXPORT MARKET DEVELOPMENT

~ From DFAIT’s network of trade commissioners, who assist Canadian

exporters in over 125 locations around the world, to the federal/ -

_ provincial/private partnerships of Team Canada Inc, Canadian

companies have a wealth of valuable support at their disposal.
One example is DFAIT's Program for Export Market Development,
which provides financial assistance to companies to develop new
export markets on a cost-shared basis. For more information, see
http://www.infoexport.gc.ca or contact the nearest International
Trade Centre at http://www.dfait-maeci-gc.ca

THE EXPORT DEVELOPMENT CORPORATION AND MERCOSUR

Canadian companies used EDC trade finance and risk-management
services to conduct more than $45 billion in sales and foreign
investments during 2000. About 5% of this business volume was
done in the Mercosur countries. In 2000, the volume of Canadian
exports and investments that were financed or insured by EDC in
the Mercosur countries was $2.42 billion, a 5% increase over the
1999 volume of $2.30 billion. To facilitate transactions, EDC has set
up various financing facilities in the Southern Cone, including lines
of credit with Bank Boston, Banco do Brasil and other financial
institutions, as well as direct loans with private-sector organizations
such as Codelco, Telefénica de Argentina S.A., Telecom Argentina

and YTF S.A, to name but a few. In addition, over the past few years,

EDC has participated in more than 10 structured finance projects in

Latin America, including the BCP Telecomunicagoes project in Brazil.

To help create new business opportunities and build stronger trade

" relations between Canadian and Mercosur businesses, EDC has -
- established a permanent representative in So Paulo, Brazil.

CONTACTS

Mr. Claudio Escobar

EDC Regional Director for Brazil and the Southern Cone countries
Av.das Nacoes Unidas 12901

CENU Torre Norte, Andar 16

. CEP 04578-000, Sdo Paulo SP,

BRAZIL

Tel.: (011-55-11) 55094321
Fax: (011-55-11) 5509-4260
Internet: cescobar@edc-see.ca

R

THE CANADIAN counaﬁron;rus M

B napereeronne

Funct|on|ng as the primary pnvate—sector link between Canada,
Latin America and the Caribbean, the Canadian Council for the
Americas (CCA) is a networking and information service that helps
to stimulate the expansion of Canadlan commerc1al interests into
these regions.

The CCA,whxch was founded in 1987, has played akey role”
in Canada's economic relations with the Americas. It now has

* 600 members coast to coast, ranging from some of Canada’s

most high-profile companies to newer, emerging enterprises that
recognize the value of trading outside Canada. .

CANADIAN COMMERCIAL CORPORATION

CCCis an export sales agency wholly owned by the Government
of Canada. It partners with Canadian exporters to successfully
negotiate and win sales in difficult markets on favourable terms. In
particular, CCC provides enhanced and special access for Canadian
exporters to foreign governments and international organizations.
In 1999-2000, CCC helped Canadian exporters to make sales worth
-over $1.1 billion to some 40 countries around the world — a record
high.CCC offers a range of export sales, consulting and contract-
management services, and access to preshipment export financing
through its Progress Payment Program. This Program helps small
and medium-sized companies that have sales of $50 million or .
less and are in good standing with their bank to overcome the
difficulties in arranging preshipment financing to cover production
costs for export sales. For more information, contact CCC at
Tel.: (613) 996-0034; toll-free in Canada: 1-800-748-8191;
Fax:(613) 995-2121; E-mail:info@ccc.ca;
and Internet: http://www.ccc.ca

CIDA-INC

Working in co-operation with the Canadian private sector, the
Canadian International Development Agency's Industrial Co-
operation Program (CIDA-INC) acts as a bridge between commer-
cial and developmental interests. It reduces the risks to Canadian
firms by sharing the costs unique to doing business in developing
countries and those associated with providing training, the partici-
pation of women, and a clean environment. For more information,
contact CIDA-INC at Tel.: (819) 953-5444, Fax: (819) 953-5024,
E-mail: info@acdi-cida.gc.ca and

Internet: http://www.acdi-cida.gc.ca/inc

Tne CCA is currently chamng the Business Network for Hemlsphenc
Integration, a network of leading business organizations in the
Americas, which includes, among its many roles, the promotlon of
private-sector mvolvement in the FTAA process.

CCAs Board of Directors mcludes representatives from both

DFAIT and Canadian businesses.The Honorary Board indudes
ambassadors, high commissioners and chargés d'affaires to Canada.
The CCA has branches in Vancouver, Calgary, Toronto and Montreal. -
Membership enquiries are always welcome at:

E-mail: cca@ccacanada.com

Internet: http://www.ccacanada.com

+
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‘THE FREE TRADE AREA OF THE AMERICAS
MINISTERIAL AND THE SIXTH AMERICAS BUSINESS FORUM

Ministerial will be held April 6, in Buenos Aires,

Argentina. The FTAA is the centrepiece of efforts to
advance prosperity in the Hemisphere through economic
growth and development.The FTAA negotiations, which are an
ambitious under-taking among the 34 democratic countries of
the Americas, are scheduled to complete a comprehensive
free trade deal by 2005. These negotiations hold the promise
of creating the world’s largest free-trade area with 800 million
people and a combined GDP of nearly US$11 trillion. An FTAA
offers Canadian investors and exporters the prospect of greater
market access for goods and services, stronger disciplines,
protection for foreign investment and improved dispute-
settlement procedures.

T he sixth Free Trade Area of the Americas Trade

Canada is committed to the FTAA process and remains
actively involved in the negotiations. The Canadian business
community has had the opportunity to provide input into the
FTAA process through various mechanisms that have been
established for this purpose. They will again have a further

opportunity to doso a|ong with business representatives of
the other 33 countries at the Americas Business Forum (ABF)
in Buenos Aires, April 5 and 6,2001. Input from the ABF's
private-sector delegates will become an integral part of the
FTAA process as recommendations are made to trade ministers.

Additional information on the FTAA and the ABF, can be found
on the Web sites listed below.

General information: http//www.dfait-maeci.gc.ca/
tna-nac/ftaa

Canada's negotiating positions and priorities:' '
http://www.dfait-maeci.gc.ca/tna-nac/FTAAreport-full-e.asp

Official FTAA homepage: http://www.alca-ftaa.org

The Sixth Americas Business Forum, Buenos Aires:
http//www.vi-fema-abf.org.

and http://www.americascanada.org/businesstrade/menu

The Fifth Americas Business Forum, Toronto:
http://www.abfcanada.com/english

USEFUL WEB SITES

MERCOSUR

Official information on Mercosur: ..........cvvvernrnerencannnns
Red Mercosur, Investigaciones Economicas del Mercosur: .........

CANADA

.......... http://www.mercosur.org
.......... http://www.redmercosur.org.uy

Canadian Education Centre in Buenos Aires: ........cccevveuvnens. Cevesanen http://www.cecbuenosaires.net.ar

Canadian missions in Brasilia, Sao Paulo, Rio de Janeiro:
Canadian trade information:

CCA (Toronto) [Brazil-Canada Chamber of Commerce]:.
CIDA-INC assistance to exporters:

EDC assistance to exporters:

Industry Canada's business information site:

International Financial Institutions:................ heesieeenaans

ARGENTINA

Argentina business: .......ovuveiiiiiiiiiiiieeniieiiieciiies .
Argentine media (English language): .........c.ccovvvuieennnen.n,
Canadian Argentina Chamber of COMMerce: ..........cveueuens

BRAZIL

Brazilian Central Bank: ............ PPN .

http://www.dfait-maeci.gc.ca/brazil
http://www.exportsource.gc.ca’
http://www.ccacanada.com/bccc
http://www.acdi-cida.gc.calinc
http://www.edc.ca -
http://www.strategis.ic.gc.ca

......... . http://www.dfait-maeci.gc.ca/ifinet

.......... http://www.invertir.com
ceeeeiennn http://www.buenosairesherald.com
.......... http://www.argcancham.com.ar

a

..... ..... http://www.bancocentralbrasil.gov.br

Brazilian Ministry of Finance: ............... Ceereteeereaieaes eeveensee. . httpi//www.fazenda.gov.br

~ Camara de Comercio Brasil-Canada,SdoPaulo:..................

cereeeeies http://www.ccbc.org.br

[InfoBrazil......... Seeveraieens Seeatey cererenes Cesesesiasiies eireensneeas ... http://www.infobrazil.com

PARAGUAY

.

Governments on the WWW:Paraguay:.............. teeersesanas

i

...... ... http://www.gksoft.com/govt/en/py.html

ParaguayNews.......; ..... eeeenaes cevaees tesssessasessassasansasssss. httpd//lwww.paraguaynews.com

Worldguide:.................

URUGUAY

Governments on the WWW: Uruguay cerecesncas
-~ Ministry of Foreign Affairs .

Uruguay Investment Agency. Cesreensrerassirens dereseseesasans !

Worldguide: .. . ’ N

PN P [ http://www.lonelyplanet.com/destinations

south_america/paraguay/index.htm .

... http://www.gksoft.com/govt/en/uy.html
«eoueses httpd//www.mrree.gub.uy/dpc
.......... http://www.uruguayxxi.gub.uy _
teeesneve.. . http//www.lonelyplanet.com/dest/sam/uru.htm




apan'’s Kyushu/Okinawa region is

J hometo 15 million people, and

- accounts for five of Japan's top
20 cities, all of which have metropolitan
populations in excess of 600,000.The
region’s GNP is higher than those of
Australia and New Zealand combined,
and is greater than that of any other
Asian country, other than China. In

Market

terms of purchasing power, the area is
equivalent to Ontario and Quebec, but
is concentrated in an area smaller than
Nova Scotia.

Kyushu was the birthplace of Japa-
nese industry: Bridgestone, Nippon
Steel, Mitsubishi and other giant
corporations.Today, it is known as
“Silicon Island” because more than
40% of Japan'’s integrated circuit
production is concentrated here.
Fukuoka, Japan’s fourth largest

~ urban centre, is considered by both
Japanese and U.S.corporations to be
the best market to test new products
in Japan because of its demographic

- profile and openness to new products.

Opportunities

In terms of volume, Canada exports

mostly raw materials to Kyushu,

such as coal, lumber, grains, beef

and canola.These bulk commodities

tend to be imported by large Japa-

nese trading houses that purchase

these products through their own

Canadian offices.

With gradual deregulation, the

- weakening grip of large trading firms
on Japan’s import and wholesale
sectors, and the fact that Kyushuis
very remote from Tokyo, markets are
developing for direct imports of more
value-added goods, such as processed
foods, beverages, building materials,
furniture and clothing.

A YEN FOR JAPAN

Kyushu boasts a mix of large,
medium and small corporations,
which represent a good match for
Canadian exporters, especially SMEs,
There is less foreign competition here
than in many other areas of Japan, thus
increasing opportunities for Canadian
firms to engage in a business relation-
ship with alocal firm and potentially

“Kyushu reg onal

accelerating the rate at which some
deals are struck. o

Local companies tend to be more
receptive than their counterpartsin
larger cities/central areas, and they
tend to be very interested in acquir-
ing new items to differentiate them-
selves from the competition.

Because the Kyushu region attracts
relatively few non-Asian business
visitors,Canadian company represen-
tatives usually have easier access to
decision makers than they would in
Tokyo or Osaka.

A recent development in the
Kyushu food and consumer product
sector was the opening of the coun-
try’s first Costco store in the spring
of 1999.The concept is new to Japan
but the company is reporting grow-
ing sales and is planning to open
more stores in Japan.A number of
Canadian products are already on
the shelves, and are selling well.
Canadian firms that are interested in
Costco as an outlet for their prod-
ucts in the Japanese market should
check with the Canadian Consulate
in Fukuoka for Costco contacts.

Constraints

Canadian companies interested in
exploring this market should be
aware of the following constraints:

1. Product adaptation: Business suc-
cess in Kyushu (and Japan in gen-
eral) will depend on the exporter’s

v flexibility in adapting products to

meet scrupulous Japanese prefer-
ences and buyers’specifications
(taste, packaging).

2. Establishing good relationships:
Kyushu businesspeople attach a
high importance to this aspect.
Relationship building requires
frequent trips to the region.

3. Language: The probability that
buyers in Kyushu will speak English
fluently is lower than in Tokyo or
Osaka.

4. Lack of import experience: Many
potential Kyushu buyers have little
experience with import procedures,
having traditionally relied on trad-

- ing houses.The more the exporter
is willing to assume the burden of
getting the imported product to
the buyer and shouldering the
associated risks (e.g. currency fluc-

tuations), the better the chances of
entering into a direct relationship.

5. Shipment size: First-time orders
by Kyushu buyers are often not
large enough to achieve econo-
mical shipping units (i.e. full con-

tainer loads).

6. Service: After-sales serviceisan
important aspect of any transac-
tion; customers value easy access -
to someone who can understand
their requests and take appropriate
action quickly.

7. Others face these barriers too:
Put in the effort, be creative, pro-
pose solutions, and you may get '
ahead of your competitors!

Success stories

One of the largest Japanese importers
of Canadian beef is a Kyushu company,
and a Kyushu restaurant chain is im-
porting 15,000 cakes (two containers)
from Canada each month.

Two Kyushu airlines have pur-
chased Canadian DASH-8 aircraft
(well-suited to serve the region’s
numerous small islands).

There are a number of housing
developments across Kyushu, where

Continued on page 12 - Kyushu
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THE EUROPEAN ADVANTAGE

he Czech Republicisinthe
T process of enacting new envi-

ronmental laws to comply with
European Union (EU) legislation. The
environmental protection policies
adopted and implemented in 1995
have already brought tangible results,
significantly reducing emissions and

Environmental sector

The (zec

improving air and water quality. These
policies largely relate to improving the
effectiveness of regulatory instruments,
through the use of incentives and .
increased investment.

The Czech Republic currently applies
its Environmental Impact Assessment
(EIA) system to a broad range of pro-
jects. Emissions and discharges from
polluting enterprises must now sat-
isfy national standards. A strong .
Czech Environmental Inspection pro-
gram has been implemented to
improve and enforce compliance with
national laws. Educating the public
is a key aspect of the program: eco-
nomic and environmental data are
now easily accessible, environmental
reports are published regularly,and
application of international environ-
mental standards is increasing.

Large environmental investments
approved in the mid-1990s have been
directed primarily toward reducing air
and water pollution, and cleaning up
contaminated soils. Expenditures for
environmental protection, financed
mostly by the private sector, have risen
steadily, reaching 3% of GDP today. .
Controlling emissions from power sta
tions is a priority. New requirements
related to EU legislation suggest that
the overall level of environmental -
expenditure is not likely to decrease
in the near future.

Although progress during the
transition period has been remarkabile,
there are still areas of concern. Foreign

companies, either individual or in part-
nership, which offer expertise and
new technologies to solve environ-
mental problems are welcome.

Water
Effluent discharges, particularly from
larger municipal and industrial sources,

Republ

have been significantly reduced
between 1990 and 1997: 54% in sus-
pended solids, 77% in oil substances
and a 87% reduction in acidity or alka-
linity. Despite these achievements,
Czech water quality remains poor.
Pollution — nutrients and microbial
contamination — continues to plague
water reservoirs and small rivers and
creeks. A large number of measuring
stations continue to use groundwater
quality standards that are below the
norm.

Waste

The Czech Republic faces a number of |

problems in the field of waste man-

agement:

* mining operations, manufacturing,
industry, and utilities produce and
accumulate large quantities of
waste, with a high proportion of
hazardous waste; -

* land fill sites are the primary waste

- disposal systems; :

» wasteis seldom reused as a source
of secondary raw materials and
energy; ;

* many sites remain contaminated
by previous industrial and military
activities. '

There has been a dramatic reduc-

tion in the number of inappropriately ..

operated waste disposal facilities
(landfills and incineration plants)

over the last few years.A”cleaner - -

production” program has encouraged
companies to improve efficiencies in

" production and to generate less waste.

“environment spending in these

“ agement, recycling techniques, and

. Academic researchers have success-

A new Waste Management Act came
into effect on January 1, 1998, replacing
inadequate legislation.The Act follows
principles and approaches adopted
in EU waste regulations. .

However, recycling and utilization
technologies for secondary raw
materials remain inadequate, as is
the capacity of the recycling industry.
Land filling remains the most com-
monly used waste disposal method,
including hazardous waste, for the
simple reason that landfill fees are too
low to encourage the use of more
environmentally sound waste man-
agement techniques. Existing inciner-
ation capacity, though small, is not
fully utilized.

Opportunities

Over the next ten years, the market
for environment-related products
and services in the Central European
region will expand dramatically. As
well, national legislation and the -
demands of the European Union —
a precondition of future member-
ship of the EU — will ensure that -

countries will rapidly rise. Opportu-
nities will become available in
waste-water treatment, waste man-

utilization and recycling technolo-
gies for secondary raw materials. -

Ideal location

The Czech Republic is well situated to
serve Central Europe’s fast-growing
markets and to satisfy investors’
demands for high-quality and cost-
effective services.

skill, quality, productivity
The Czech Republic has a very skilled,
and relatively low-cost, workforce.

fully collaborated with Czech firms,
benefiting from the strong technical
and design skills offered by the Czech
workforce and the stimulation they
apply to even small companies. Many
of these are owned by former acade-
mic researchers as a means to perform
their own groundbreaking research.
Continued on page 11 - Czech environment




THE EUROPEAN ADVANTAGE

HANNOVER, GERMANY — April 23 - 28,
2001 —The annual Hannover Fair,
held in Hannover’s Trade Fair Centre,
brings together six of the leading
specialty trade fairs under one roof:
Factory Automation, Materials
Handling and Logistics (CeMAT),
Surface Treatment, SubCon
Technology, Energy, Research and
Technology. The event draws top
decision makers in technology from
around the globe. Last year’s show
attracted 7,250 exhibitors from

65 countries and 270,000 professional
visitors.

Today, with the trend to merge
information technology (IT) with
mechanical, electronics and electrical
engineering, the borders defining the
various branches of technology have
become blurred. System solutions
are increasingly replacing single
products. The Hannover Fair is the
only international fair to clearly
demonstrate this trend.

CZECH ENVIRONMENT

— Continued from page 10

Government incentives

The Czech government uses a range
of incentives to encourage foreign
investors, such as national incentives,
which are offered to substantial in-
vestments of more than US$10 mil-
lion.Other benefits are available
for smaller projects in certain parts
of the country.Some special incen-
tives are used to promote the pro-
duction and sale of products that
reduce energy consumption and
lower pollution levels. "

For more information, contact:
Jitka Vrbova, Commercial Officer,
Canadian Embassy, Prague, tel.:
(011-420-2) 7210 1863, fax:
(011-420-2) 7210 1894, e-mail:

jitka.vrbova@dfait-maeci.gc.ca w

e Hannover Fair

The Hannover Fair also provides
exhibitors with a chance to participate
in an event known as the Global
Business Forum, with the theme
“Where New Economy Meets Global
Industry” Here, exhibitors and com-
panies offering services, concepts and
platforms for global trade can present
their products to an international
audience and perhaps establish new
contacts. The Forum is being orga-
nized by Local Global, Germany’s
leading Internet organization for ex-
porters. Activities will include panel
discussions, seminars, multi-media
presentations and service stands.

A wide range of organizations are
eligible to participate in the Global
Business Forum. These include gov-
ernment bogies; organizations associ-
ated with special economic or free
trade zones,chambers of industry and

Chicago
— Continued from page 6

* 193,551 business establishments,
ranking it third in the U.S;

* America’s fourth largest technology
region,ahead of Boston,according
to Forbes

* Venture capital investment in-
creased 850% in 2000 over 1999;

* More computer programmers than
any other American metropolitan
area — 235% more than in Silicon
Valley; .

* Home to 7 of the 30 leading e-con-
sultancies;and

* The world’s only interconnection
point for international advanced
networks: more data flows through
Chicago’s Internet infrastructure
than anywhere else in the world.

For more information, contact
Pat Fera, U.S.Business Development
Division, DFAIT, tel.: (613) 944-9475,
fax: (613) 944-9119,e-mail: pat.fera@
dfait-maeci.gc.ca w

commerce, organizations associated
with business databases and B2B;
trade and business promotion agen-

| cies, multinational institutions; banks;

financial service providers; consul-
tants; trading companies; publishing
companies; and industry associations.

For more information on the Global
Business Forum, contact Ricarda
Binder, tel.:(011-49-0) 711-225588-
20,fax: (011-49-0) 711-225588-1,
e-mail: blinder@local-global.de

For more information on the
Hannover Fair, contact Jennifer
Cooke, Deutsche Messe AG, tel.:
1-800-727-4183,fax:(416) 364-6557,
e-mail: comar@hfcanada.com Web
site: www.hfcanada.com or www.
hannovermesse.de

For further information on the
industrial machinery marketin
Germany, contact John Schofield,
Consul and Senior Trade Commis-
sioner, Canadian Consulate, Diisseldorf,
tel.:(011-49-211) 17217 17,fax:
(011-49-211) 3591 65, e-mail:
john.schofield@dfait-maeci.gc.ca
Web site: www.canada.de ¥

Divelink
— Continued from page 3

Team Canada mission to Beijing,
Shanghai and Hong Kong last month.
Tchao may well again return home
with orders for more than seafood.

For more information,contact
Claude Tchao, CEQ, Divelink, tel.:
(604) 273-1419,fax: (604) 273-9217,
e-mail: mgmt@teamgroup.bc.ca
Web site: www.divelink.net ¥

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click
on “Team Canada Success Story”)

IFlnet is your Infernet gateway to procurement
business funded by International Financial
Institutions (IFls) and UN agencies.

www.infoexport.gc.ca/ifinet/menu-e.asp
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ROADMAP TO CHINA AND HONG KONG

ong Kong has a computerized
H identity card system that is fast

approaching the limits of its
capacity. Last October, the government’s
Security Bureau announced a proposal
to move to multi-application smart

Possible non-immigration appli-

cations include: drivers'licences;
reporting changes of address to
government departments through
information kiosks linked to the
Electronic Service Delivery system;

Smart identity card system proposed

portunities in

cards with embedded memory chips
capable of storing thumb prints, facial
portraits and personal data. Estimated
to cost $600 million, the new
smart ID card system could
be up and running by early
2003.

Multiple applications
The first government
agency toimplement the
system will be the Hong Kong
Immigration Department, which is
responsible for issuing IDs. Basic data
to be recorded on the card’s memory
chip include personal particulars such
as name, date of birth,a photograph
and thumb prints.

A swipe of the card and provision
of a thumb print will enable a special
reader to instantly show the names
and other details of a traveller between
Hong Kong and mainland China.The
card is expected to have a 10-year life,

~ during which it could be swiped a

minimum of 100,000 times..

The smart card system will also
enable law enforcement officers to
track down illegal immigrantsand
those who overstay their perniits: the
reader will indicate whether a per-
son's stay permit is valid.In addition,
the card will be the foundation for an
eventual Automated Passenger
Clearance System (APCS) planned for
introduction by the Immigration
Department. .

ong Kong

library cards; storage of digital
certificates (electronic IDs issued by
the certifying authority for use in
e-commerce transactions); and
the provision of financial
infrastructure (e.g., e-purse).
Further feasibility studies
and consultations on such
applications are required
before they can be imple-
mented.

Multiple opportunities

A consultant study completed in mid-

2000 explored some products, tech-

nologies and services related to the

smart ID card system. Specifications
for the system will be based partly on
the items already examined in the study,

with additional input from the Immi-

gration Department. Areas of opportu-

nity for Canadian companies include:

* polycarbonate cards and memory
chips; 4

* |D card readers and ID card person-

alization equipment;
thumb print scanners and readers;
photo capturing systems;-

- data-cryptographic technologies

and systems;

* computer stations and servers;
computer imaging systems and
computer software;

* technologies and techniques for
data protection;and

* privacy impact assessment services
at various stages of the project.

The APCS also presents opportuni-
ties. A special Immigration Department
task force is to review the feasibility of
introducing the APCS in Hong Kong:
A consultant study will examine com-
patibility with the current system.

The procurement process for the
new ID card system will be by open
tender through theHong Kong
Government Supplies Department.
To receive calls for tenders, expected
to be issued in February/March 2001,
register with: Supplies Officer (Supplier
Registration), tel.:(011-852) 2231-5289, -
fax:(011-852) 2807-2764, Web site:
www.info.gov.hk/gsd/tenderhtm

The Immigration Department will
play a key role in implementing the
system.Companies are advised to
contact Raymond W.M.Wong, Princi- .
pal Immigration Officer, Information
Systems Development, tel.:(011-852)
2829-3829,fax: (011-852) 2824-1675.

For more information, contact:
Eunice Wong, Commercial Officer,
Consulate General of Canada in Hong
Kong,tel.:(011-852) 2847-7414,fax:
(011-852) 2847-7441,e-mail:
eunice.wong@dfait-maeci.gc.ca
Web site: www.hongkong.gc.ca ¥

(For the unabridged version, see www.
infoexport. gc.ca/canadexport and click

. on“Roadmap to China and Hong Kong")

Kyushu regional
market — Continued from page 9

Canadian technology or building
materials (doors, windows, kitchens,
flooring, etc.) are being used.These
Western-style houses open the door
to exports of Canadian furniture,

A Kyushu company is importing
Canadian luxury cabin cruisers and
distributing them across Japan.

For more information, contact
Josiane Simon, Consul and Trade
Commissioner, Canadian Consulate,
Fukuoka, tel.:(011-81-092) 752-6055,
fax:(011-81-092) 752-6077, e-mail:
josiane.simon@dfait-maeci.gc.ca %

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click

on“A Yen for Japan”)




BUSINESS OPPORTUNITIES

International Business

tunities Centre (IBOC) provides a
-~ matching service — connecting
foreign buyers with Canadian compa-

T he International Business Oppor-

nies.The Centre provides timely, relevant

and targeted business leads from the
desks of foreign buyers to the doorsteps
of Canadian companies.

O p pO rtU ﬂ |t| eS (entre

The following lists some of the Centre’s current trade opportunities — for a
wider selection, visit the Web site at www.iboc.gc.ca/webleads/webleads.asp
Canadian exporters needing assistance in preparing international bid
documents may want to use the international contracts expertise and services
offered by the Canadian Commercial Corporation. This Crown Corporation
is located at 50 O’Connor Street, Suite 1100, Ottawa, ON K1A 056,

tel.:(613) 996-0034, fax: (613) 995-2121.

INDIA — Welding Trolley with
Magnetic Tracks — Bids are invited
from experienced manufacturers or
their authorized representatives for
tender no.6013015001 for three
welding trolleys with magnetic tracks,
as per spec no. RCF/EL/MTC/ Welding
Trolley/99. Cost of bid documents:
Rs. 2000 (US$ 200).Closing date:
April 10,2001.Contact IBOC, fax:(613)
996-2635, e-mail:eleads@dfait-maeci.
gc.ca quoting case no.010116-00137.
For details: www.iboc.gc.ca/webleads.

IBeC

International
Opportunities Cantre

International Business
Opportunities Centre

As Team Canada Inc’s Sourcing
Centre, the International Business

. Opportunities Centre {IBOC) -
matches business opportunities
from around the world with the

-business interests Iof r'scmadlilan g

rters, particularly small an

- zlxepcj?um-si:e% enterprises. IBOC
offers a value-added service to
trade commissioners by directly
contacting Canadian companies

about foreign trade leads.

To pursue our international trade
leads, check out our Web site at

www.iboc.ge.ca (particularly
our E-leads® anc! Web-leads®).

asp?id=1617en (Notice received from
the Canadian High Commission in
New Delhi.)

HONG KONG — Development of
Integrated Registration Information
System and IT Services — The Gov-
ernment Supplies Department has
issued an invitation for tender ref.
PT/0444/2000 (AA310732000) for

the development of an Integrated
Registration Information System (IRIS)
and the provision of IT services for
the Land Registry. An on-site survey
including documentation review and
business environment familiarization for
the tenderers will be arranged by Land
Registry. Tenderers can register up to
three representatives for the on-site
survey. (Visit the Web site at www.info.
gov.hk/landreg).Closing date: April 20,
2001.Contact IBOC, fax: (613) 996-
2635, e-mail:eleads@dfait-maeci.gc.ca
quoting case no.010129-00332. For
details: www.iboc.gc.ca/webleads.
asp?id=1677en (Notice received from
the Canadian Consulate General in
Hong Kong.) :

BOSNIA and HERZEGOVINA — Priva-
tization of Grain Processing/Food
Production Co. — Sarajevo’s Cantonal
Privatization Agency announces a
publicinvitation to bid on Klas DD
Sarajevo through an international
open tender.Some of Klas products
are: mill products (wheat flour,wheat
farina — gris corn flour); baker prod-
ucts (a large variety of breads and
rolls, filo, bread crumbs, confection

products); pasta (20 varieties of egg
pasta, 13 varieties of pasta with addi-
tional ingredients); sweets: halva,
cookies, biscuits, industrial cakes,
waffles. Applicants are required to dis-
close the party for whom they are act-
ing and must attach precisely defined
authorization. Additional information,
a brief company profile, the rules of
tender, bid form, confidentiality state-
ment and draft share purchase agree-
ment are also being posted on the
following Web site: www.apf.com.ba
Closing date: April 24,2001. Contact
IBOC,fax:(613) 996-2635, e-mail: eleads
@dfait-maeci.gc.ca quoting case no.
010201-00389. For details:www.iboc.
gc.ca/webleads.asp?id=1693e (Notice
received from the Canadian Embassy
in Sarajevo.)

BOSNIA and HERZEGOVINA — Priva-
tization of Wood Processing Com-
pany — Sarajevo’s Cantonal Privatiza-
tion Agency announces a public invi-
tation to bid on Bjelasnica DD Hadzici
through an international open tender.
Bjelasnica has two main product lines
offering a variety of lumber and wood
products: sawmill products consist-
ing of processed fir, spruce and beech
logs; and construction joinery produc-
ing wooden palettes; doors and door
frames; windows and window frames;
and floor and wall panelling. Addition-
alinformation, a brief company pro-
file, the rules of tender, bid form,
confidentiality statement and draft
share purchase agreement are also
being posted on the following Web
site: www.apf.com. ba Closing date:
April 24,2001. Contact IBOC, fax: (613)
996-2635, e-mail: eleads @dfait-
maeci.gc.ca quoting case no.010201-
00390. (Notice received from the
Canadian Embassy in Sarajevo.)

IBOC trade opportunities — find out more
at www.iboc.gc.ca W ;
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TRADE FAIRS AND MISSIONS

Annual Cross-Border Exchange in Buffalo

BUFFALO, NEW YORK —April 5,2001—
A dynamic “Canadian-American
Medical Corridor” is emerging in

the region stretching from Toronto
through Buffalo to Rochester, New
York, home to more than 850 life
sciences companies — the fourth .
largest concentration in North
Americal )

The Health Care Industries Asso-
ciation (HCIA) in upstate New York
invites Canadian medical companies
to seek strategic partnerships at the
5th Annual Cross-Border Exchange
in Buffalo. Since it was initiated in
1996, over 100 medical equipment
manufacturers/service firms/research
institutions from both sides of the
border attend each year to network,
receive regulatory updates from the
experts and, most importantly, to
find partners to market their prod-
ucts and services to the rest of the
world. Several alliances have been
created over the years including
Pharmax Ltd. of Toronto with STS
DuoTek in Rochester, New York; and

Specialty Paper Products, of Unionville,
Ontario, with BCG Medical in Buffalo,
New York.

The Canadian Consulate General
in Buffalo along with the Association
of Ontario Medical Manufacturers
(AOMM), the Health Care Industries
Association (HCIA) of upstate New
York, Ontario Exports Inc.and Empire
State Corp. are co-sponsors of this
event.The full-day program will
include updates from both Health
Canada and the U.S.Food & Drug
Administration, as well as panels on
buying consortiums, border manage-
ment, reimbursement and a keynote
speaker from the U.S.Medical Device
Manufacturers Association (VDMA).

For more information, visit the
Web sites: www.aommcanada.com
and www.wnyhcia.com or contact
Mary Mokka, Business Development
Officer, Canadian Consulate General,
Buffalo, tel.: {716) 858-9556, fax:
(716) 852-4340, e-mail: mary.mokka
@dfait-maeci.gc.ca Web site:
www.canada-congenbuffalo.org %

Environment 2001 Conference in Tel Aviv

TEL AVIV, ISRAEL — May 1-3,2001 —
The Department of Foreign Affairs
and International Trade (DFAIT) will
participate in the first International
Conference and Exhibition for
Environmental Technologies. This
event will showcase environmental
goods, services and technologies
from Israel and around the world,
and will serve as a venue to discuss
Israel’s environmental challenges
and the interconnectedness of
regional solutions and activities in
the entire Middle East region.
Canadian companies are invited to
participate in this trade fair and inter-
national conference.The booth —
where participating firms can dis-
play material, hold meetings,and -
make presentations over the three-
day event — is one of a number of

planned activities aimed at profiling
Canadian companies, highlighting
Canadian expertise and facilitating
contacts with prospective buyers,
partners and agents. The Canadian
Embassy will tailor one-on-one

- meetings, roundtable seminars, site

visits and hospitality events as part
of an individualized program to
provide participants with the most
in-depth exposure to this market.
The Middle East is a huge market
with a population of more than
200 million. Rapid growth and indus-
trialization have brought about
serious problems of air pollution,
water quality and treatment, and
disposal of hazardous and solid
waste. Environment 2001 will serve
as a forum for discussion of timely
Jsolutions to environmental problems

A

)

Plast£x 2001

g THE CANADIAN
TRADE COMMISSIONER
SERVICE
TORONTO — April 30- May 3,
2001 —The Canadian Trade
Commissioner Service will havea
major presence at Plast-Ex 2001,
North America’s second largest

{ plastics show. Plast-Ex is
expecting close to 500 exhibitors
and nearly 12,000 industry.
participants from around the
world. They will all be there —
resin producers, mould makers,

i producers of plastics products

and machinery makers.

Plast-Ex is an international
event and a great occasion to meet
with trade commissioners and

! learn about export opportunities.

Make your plans early!

For more information,
visit the Plast-Ex Web site at
www.plastex.org or contact
Ken Cumming, DFAIT, at
(613) 944-0117.

WWW. iIl{:OCXpOI‘ C. gc.ca

facmg lsrael and the Middle East
region.

Formore mformatlon contact
Elaine Butcher, Middle East Division,
DFAIT, tel.: (613) 944-6994, fax: (613)
944-7975, e-mail: elaine.butcher@
dfait-maeci.gc.ca or Atalia Kahan,
Senior Commercial Officer, Canadian
Embassy, Tel Aviv, tel.: (011-972-3)

-636-3351, fax: (011-972-3) 636- 3385

e-mail: atalia. kahan@dfalt -maeci.
gc.ca or visit the Web site at

. WWW, enwronment-lsrael com e




TRADE FAIRS AND MISSIONS

BANGKOK, THAILAND — May 16-20,
2001 — Environmental technology
takes the spotlight at Entech/Pollutec
Asia 2001, the 11th International
Exhibition of Environmental Protec-
“tion and Pollution Control Technology
and Thailand’s largest environmen-
tal trade show.Organized by Miller
Freeman Thailand, the event will be
held this year at the new Bangkok
International Trade and Exhibition
Centre. :

" In"2000, the show featured over
150 exhibitors from 24 countries,
attracting close to 30,000 visitors.
This year, 200 exhibitors from 25 coun-
tries have signed up, and attendance
should set a new record.

~ At the high-profile event, compa-
nies showcase their technologies,

Entech/PollutecAsia 2001 in Bangkok

learn about the latest opportunities

in the Thai environmental market,

and establish business relationships
with government agencies and local
private firms.

Investment in environmental pro-
tection and pollution control is on the
increase in Thailand.To learn about
opportunities for Canadian firms in
the Thai environmental sector, visit:
www.infoexport.gc.ca/main-e.asp?
act=9&sid=584&0id=291&cid=50

For more information, contact:

* Commercial Section,Canadian
Embassy, Bangkok, tel.: (011-66-2)
636-0540,fax: (011-66-2) 636-0568,
Web site: www.dfait-maeci.gc.ca/

bangkok/frame-e.asp?PAGE2=
trade/menu-e.htm
Carolyn Knobel, Third Secretary
(Commercial), e-mail: carolyn.
knobel@dfait-maeci.gc.ca

* Surin Thanalertkul, Commercial
Officer, e-mail: surin.thanalertkul
@dfait-maeci.gc.ca
Patcharin Jedadajin, Project
Manager, Miller Freeman Thailand,
tel.:(011-66-2) 642-6911/-6918,
ext.24,fax:(011-66-2) 642-6919/-
6920, e-mail: patcharin@thai-
exhibition.com Web site: www.
thai-exhibition.com or www.thai-
exhibition.com/Entech_Pollutec_
Asia/entech_pollutec_asia.htm ¥

Seoul's largest environmental trade show

SEOUL,KOREA — June 11-14,2001—
Envex 2001 is the largest annual
environmental trade show in Korea
and is the best place to meet Korean
" environmental industry leaders and
" alocal partner. At Envex 2000,
216 companies exhibited, 40% of
" which were from outside Korea.The
Canadian Embassy in Seoul is orga-
nizing a Canadian Pavilion and will
offer exhibitors:
pre-show evaluation of market
prospects '
identification of qualified contacts
a briefing on doing businessin -
Korea
a Canadian environmental
technology showcase seminar
one-on-one meetings following
‘the seminar
free interpreting services

- Deadline for registration for the
Canadian Pavilion is March 20,2001,

Background \

By 2005, the Korean government
plans to spend $98 billion on the
environment, of which $45 billion will
be used to build 600 environmental
facilities.Korea is currently 55% short’
of sewage treatment plants and 90%
short of waste incineration plants.

The Ministry of the Environment
(MOE) priorities are water quality
(approximately 50% of the MOE
budget), solid waste management,
and air quality. Water quality is espe-
cially critical because of the deterio-
ration of drinking water sources for
major cities, including Seoul. Solid
waste management is becoming a
pressing concern as existing landfill
sites fill up.Volatile organic com-
pounds and urban ozone are the
main air quality issues. -

The Korean market offers good
opportunities for Canadian suppliers
of advanced water treatment tech-
nologies, in particular those used
for recycling water. The best way to

- penetrate the market is through an

alliance with a local manufacturer
who performs final assembly with
high-tech components imported
from the Canadian supplier.

For more information, contact

‘Yon-Ho Choi, Commercial Officer,

Canadian Embassy, Seoul, tel.: (011-
82-2) 3455-6051, fax: (011-82-2) 755-
0686, e-mail: envex@seoul.gc.ca w

Canadian Lifestyle Showcase in Japan

KOBE, JAPAN — April 26-May 8,
2001 — The Canadian Consulate
General in Osaka will hold a
Canadian Lifestyle Showcase as

_ part of this spring’s “Think Canada

2001” campaign.The Showcase will

~ be held in central Kobe during the

popular“Golden Week?
Canadian companies interested

-in pursuing the Japanese market

will have the opportunity to access
the lucrative Kansai consumer base.

‘The show will feature a demonstra-

tion of Canadian lifestyles, and will

include products such as fashionable
coats, sweaters, outerwear, sporting
goods, outdoor activity equipment,
household furniture, interior acces-
sories, as well as fine foods and
beverages.

For more information on partici-
pating, either in person or through a

. representative, contact the Canadian

Consulate General in Osaka, tel.:
(011-81-6) 6212-4910,fax: (011-81-6)
6212-4914, e-mail: osaka.htech@
dfait-maeci.gc.ca ¥
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CONFERENCES/SEMINARS/MEETINGS

Making Trade Shows Work

Once again, the seminars, Making
Trade Shows Work, with North
America’s foremost trade and con-
sumer show expert Barry Siskind will
be offered across Canada. In just one
day, Barry will take you through his
step-by-step approach guaranteed
to double your trade show results.
Registration for the full day is $175.

Mention that you read about this in
Canadexport and receive a $25 discount.

WinniPEG — March 15

NiAGARA FALLs — April 4

SAINT JoN, N.B.— April 26

EpmoNTON — May 16

For more information, call 1-800-
358-6079 or visit www.siskindtraining.
com ¥

Canadian business costs show hidden savings

« Lower health care costs: Health care costs in Canada, as a percentage of the annual payroll,
are 22% lower than in the U.S.— 2.1% compared with 9.6%.*

* Lowest payroll taxes:
Payroll taxes are lower

Employer-Sponsored Health Benefits*

_ Apply now for recognition as
_oneof C ada’s top export IS

“The Canada Export Awa rds have
 given us fantastic visibility both -
- domestically and internationally,” .
- said Med-Eng Systems Inc.
 Director of Marketing Bogdan
| Capruciu.“Itis a way of saying -
thank you for the work we've
- done."Third-time winnerofa -
~ Canada Export Award, Med-Eng ~ *
Systems Inc. of Ottawa also :

in Canadathan in any received the Lifetime
other G-7 country — Hospital, surgical, medical and major 1.4 : Achievement Award in 2009. \
16.3%vs.24.9%inthe | medical insurance premiums * |87 The application deadline for

usa Short-term disability, sickness or the 2001 awards is March 31.
+ Lowerstatutoryand accident insurance and long term For more information or to
employer benefits: disability or wage confinuation obtain an application form, visit

the Canada Export Awards Web
site at www.infoexport.gc.ca/
awards-prix or contact Lucille

. ] cantly lower than
1 the U.S. as benefits,
Canadian employer-

Dental insurance premiums

Other (vision care, physical and

1.3
07

Canada ranks signifi- : 1.2
0.5

‘ sponsored plans and - Latrémouille-Dyet, Canada Export
b timenotworkedare | mental fitness,etc) Awards Officer, DFAIT, tel.:(613)
IR only27.1% of salary —-———] ! e

: and wages compared || TOTAL Il 44 944-2335. %

t0 41.7% in the US* ' = 103

» Lower premiums and
liability: Workers’
compensation in
Canada applies lower

% of Gross AnnualPayroll 0 2 4 6 8 10

tu.S.value includes payments for retired employees.

* Source: Employee Benefits,U.S.Chamber of Commerce, 1995 and The Competitive
premiums and limits  Alternatives Report: A Comparison of Business Costs in North America, Europe and
company liability, Japan,KPMG Management Consulting, 1997 www.kpmg.ca/english/services/
unlike the US. where consulting/publications/competitivealternatives/

unlimited liability is the norm. :

| A Source: Revenue Statistics, Organization for Economic Co-Operation and Development (OECD), 1965/98.

1,888 811 1119

exportsourte.gt.tu

For more information on investing and doing business in Canada, clickon www.investincanada.gc.ca

orcall (613) 941-0354,fax: (613) 941-3796, e-mail: lanoy.louise@ic.gc.ca
: En , “iri es S erVi ce DFAIT's Enquxries Serv:ce provudes counselhng, publlcatlons, and referral sevices to Canadlan ; .
q exporters.Trade-related |nformat|on can be obtained by calling 1-800-267-8376 (Ottawa region:

| 944-4000) or by fax at (61 3) 996-9709; by caummhefnnmuaiiemqemw (from a fax machme) at (61 3) 944»4500, or by accessmg the
} DFAIT Internet site at www. dfalt-maed.gc.
| .

1
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Return requested

if undeliverable:
Canadexport
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2750 Sheffield Road, Bay 1
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Trade Faitsand Missions

Conferences/Seminars/
Meetings

' n February 17, Team Canada
O 2001 concluded a week-long
mission to Beijing, Shanghai
and Hong Kong, scoring $5.7 billion in
new deals for Canadian enterprises
and strengthening the intergovern-
mental ties between Canada, China
and Hong Kong.

Team Canada 2001 was the largest
trade mission in Canadian history,
with over 600 business delegates,
eight provincial premiers, three terri-
torial leaders, the Minister for Inter-
national Trade and the Secretary of
Continued on page 12 ~-Team Canada

.. Shanghai and HonF Kop
AM CANADA 200T:
MISSION ACCOMPLISHE

Dept. oi Faraign Affairs
Min. des Affaires étrangéres

\

MAR - 9 2001

tug to Departmental Library
Retourner & |3yt iayi N:nﬁ&re

Photo: Randy Lagerway

Alexandre Lafleur, Andrea Wang, Minister
for International Trade Pierre S. Pettigrew
(third from left) and 12 year old Keith Peiris
(Cyberteks Design) discuss the teenagers’
businesses at the Team Canada networking
event for Young Entrepreneurs held Febru-
ary 16 at the Peninsula Hotel in Hong Kong.

A fountain of leads for environmental mission
Texas—Mexico border water market

Canadian participants in the Trade
Team Canada enivironmental mission
to the Texas-Mexico border region,
February 4-9, received a welcoming
“abrazo” (embrace) from the environ-
mental business communities in San
Antonio and Laredo, Texas, and Nuevo
Laredo and Monterrey, Mexico.

The mission, which focused on the °
water/ wastewater environmental
sector, produced firm leads and con-
tract proposals, thereby establishing
a foothold for Canada’s environmen-
tal industry in one of North America’s
most dynamic regional markets.

Tom Wright, Director Generalat
Industry Canada (IC) led the 32-dele-
gate mission, an interagency effort
leveraging the resources of the
Canadian Consulate General in Dallas,
the Canadian Consulate in Monterrey,
the Canadian Commercial Corporation
(CCC), the Canadian International
Development Agency (CIDA),and the
Export Development Corporation
(EDC). The North American Develop-
ment Bank (NADBank) in San Antonio,
Texas, co-sponsored the Mission
and enlisted the participation of
municipalities on both sides of the -

Continued on page 6 - Texas-Mexico




BUSINESS OPPORTUNITIES

International Business

~Upportunities

~> (anadexport Mach 15,2001

he International Business Opportunities Centre (IBOC) provides a matching
i service — connecting foreign buyers with Canadian companies.The Centre

provides timely, relevant and targeted business leads from the desks of for-

eign buyers to the doorsteps of Canadian companies.

The following lists some of the Centre’s current trade opportunities— fora
wider selection, visit the Web site at www.iboc.gc.ca/webleads/webleads.asp

Canadian exporters needing assistance in preparing international bid
documents may want to use the international contracts expertise and services
offered by the Canadian Commercial Corporation. This Crown Corporation
is located at 50 O’Connor Street, Suite 1100, Ottawa, ON K1A 0S6,

tel.: (613) 996-0034, fax: (613) 995-2121.

CROATIA — Laboratory Equipment
for Milk Reference Laboratory —
Croatia has received a loan from the
International Bank for Reconstruction
and Development towards the cost of
the Farmer Support Services Project. It
isintended that part of the proceeds -
of this loan be applied to eligible pay-
ments under the contract for procure-

International Business
Opportunities Centre

ment of laboratory equipment

(for milk reference laboratory).The
Ministry of Agriculture and Forestry
invites sealed bids from eligible bid-
ders for the supply of laboratory
equipment in five lots: Lot 1: Vertical

autoclave, analytical balance, precision -
. balance, ultra-pure water purification

system, general glassware washing
machine; Lot 2: Laboratory research
microscope; Lot 3: Apparatus for milk

and milk products analysis, apparatus

for bacteria counting in milk, near-
infrared reflectance analyzer; Lot 4:

Viscosimeter for rheological measure-
ments; Lot 5: Scanning UV/VIS spectro-

meter, HPLC system (for food analysis),
gas chromatograph, Macro Kjeldahl

system, high-temperature microwave

muffle furnace. Bidders may bid for

one or more lots, but the bid for each

lot must be complete and separate.

- Under global tender no.G-47/2001 -

As Team Canada Inc’s Sourcing
Centre, the International Business
Opportunities Centre {IBOC) -

matches business opportunities
from around the world with the
business interests Iof I'IC)Zlcm:!dIilcm d

riers, particularly small an
mum-sif:d enterprises. IBOC*
offers a value-added service to
trade commissioners by directly
contacting Canadian companies
about foreign trade leads.

To pursue our international frade
leads, check out our Web site at

www.iboc.ge.ca (particularly
our E-Leads® and Web-Leads®).

Cost of bid documents: US$150.Closing
date: April 18,2001.Contact IBOC, fax:
(613) 996-2635, e-mail: eleads@dfait-
maeci.gc.ca quoting case no.010212-
00507. For details: www.iboc.gc.ca/
webleads.asp?id=1775en (Notice
received from the Canadian Embassy
in Zagreb, Croatia.)

THAILAND — Development of Inte- -
grated Registration Information Sys-
tem and IT Services — The Electricity.

inviting bids for the supply of 1,250 tons
of aluminum ingots for electrical con-
ductor for the 500 kV Pluak Daeng-
Nong Chok Junction Transmission
Line under the 500 kV Transmission
System Project for Independent Power
Producers.Cost of bid documents
(available till April 25,2001): US$90.
Closing date: May 10, 2001. Contact
IBOC, fax:(613) 996-2635, e-mail:
eleads@dfait-maeci.gc. ca quoting
case no.010202-00399. For details;
www.iboc.gc.ca/webleads.asp?id=
1716en (Notice received from the Cana-
dian Embassy in Bangkok, Thailand))

INDIA — C.N.C.Turning Centre —

COFMOWY/G, section no.206/2001, the
Indian Railways, Central Organisation
for Modernisation of Workshops, on
behalf of the President of India, invites
bids from experienced manufacturers

Continued on page 11 - Opportunities
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-~ avid Simpson and Michael
D Start are virtual celebrities in
. Beijing these days. The princi-

pals of DFS Smith Carter Architects &
Engineers in Joint Venture are finding
their faces plastered on Chinese bill-
boards and magazine back covers.They
give ultimate credit for the attention —
for themselves and their unique housing
development project — to Dr. Henry
Norman Bethune, whose folk-hero
status among the Chinese has made
Canadians, and things Canadian,
welcome in China.

Norman Bethune,a Canadian medical
doctor who lived, and died, in China in
the late 1930s, trained thousands of
Chinese to be medics and saved lives

SHARING TRADE SECRETS

called the Rose Garden.Work on the
master plan began in August 2000 and
is nearly complete. Construction on

AMTESNE  MANRING

BOMALS

Unique housing projéct in Bejiing

Building on Bethune

with the mobile blood transfusio
unit he invented. ‘
“Canadians owe a big debt of grat-
itude to Dr.Bethune,” says Simpson.
“When I'm.introduced as a Canadian
to Chinese people, often their first
words are’Norman Bethune.'He's our
Ambassador for Canada.”

Firms behind famous Canadian
buildings

The joint-venture partners have been
teaming up for projects for the past

* six years.Their respective individual

companies are behind many famous
Canadian buildings.

DFS Inc. Architects, with 32 em-
ployees in offices in Montreal and
Saint John, is renowned for designs
such as Ottawa'’s Chateau Laurier,
while Winnipeg-based Smith Carter
Architects & Engineers Inc, with
nearly 100 employees, has designed
many Canadian embassies. ’

The joint-venture firm's most recent:

offshore contract is with a private
Beijing developer for the design of a

master plan for a wealthy subdivision,

the first five houses is expected to be
finished by spring 2001,and 250 more
are expected by the end of the year.

Unique blend of West and East .
The houses are a unique mingling of
Canadian technology with the ancient
Oriental principles of feng shui, the
practice of balancing the invisible
lines of eénergy (chi) in the environment
thought to influence the course and
quality of life. .

The house exteriors will reflect a
North American, in particular Canadian,
appearance, and will incorporate technol-
ogy — vapour barrier, building envelope,
central air conditioning and heating —
previously unheard of in Beijing.

While Canadian technology is
an obvious selling point,it is not the
sole reason the architects’ faces are
being publicized. “While it’s a little
unnerving seeing our pictures in
the media, | realize we're also here
for our marketability as Canadians,”
says Simpson. “Western lifestyle is
very popular right now among edu-
cated and well-off Chinese.”

Bridging the culturalgap
Despite their marketability, the
Canadians nevertheless have had a
huge cultural gap to bridge, particu-
\larly in developing business relations.
Fortuitously, in that regard, both archi-
tectural firms have in their employ
architects fluent in both Mandarin
and English.

“Between us, we have four
Mandarin-speaking employees,”
explains Simpson.“Their involvement
in the negotiations has substantially
increased the confidence of our client.
Most of the trust we've earned has
been through their ability to speak
frankly about us and our capabilities.”

Evidence of how strong that trust
is becoming is the number of intro-
ductions the Canadians are receiving
from their Beijing developer.“As a
result of our delivering on our con-
tract, our client is introducing us to his
friends and associates,” says Simpson.
“There are spin-offs all over the place.”

Team Canada enhances credibility

The partners have also benefited

from joining the recent Team Canada
Continued on page 11 - Smith Carter

TRADE COMMISSIONER
SERVICE

Showcase your
business abroad!

Over 30,000 companies are
registered members of WIN. Are you?
WIN is a commercially confidential
database of Canadian exporters and
their capabilities. WIN is used by
trade commissioners in Canada and
abroad to help members to succeed
in internafional markets. To become
a registered member of WIN,

call 1-888-811-1119. Or go to
www.infoexport.gc.ca and
register on line. "

&
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THE CANADIAN _
TRADE COMMISSIONER

SERVICE

CHINA AND
HONG KONG

With a team of 500 business professionals in
more than 130 cities around the world,
the Trade Commissioner
Service has the market
knowledge you need to

succeed in your target market.

Our Market Research Centre

and our offices abroad have

prepared over 600 market

studies available for free

on our Web site. These

studies will help you

identify foreign business

opportunities and learn

more about your target

market.

The following is a brief

overview of various market

studies on China and Hong Kong.

To read the full reports, visit our Web

site at www.infoexport.gc.ca. When you

are prepared to do business abroad, you can
use our Web site to get in.touch with our offices
around the world and request personalized
services electronically.

www.infoexport.gc.ca

omorrow’s Markets -
Together China and
"Hong Kong represent ... °
Canada’s third-largest .
“trading partner. In": -
1999, Canada’s

the world. With'a populchon of
: billion, 30% of whom are unde
" theageof 15, Chinaisa large, and
‘ "mp ex collectic of reglona| markets. -
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|ts umque posmon as one ot the main ports of entry

FROM EXPERIENCE. OURS
RADE COMMISSIONER SERVICE
. Mark‘etfProspect * Key Contacts Search

¢ Local Company Information ¢ Visit Information
* Face-to-face Briefing * Troubleshooting

et

See insert for your sectoral contacts in China and Hong Kong:
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T he U.S. Connection is produced in co-operation with DFAIT’s U.S. Business Development Division (URT). For information

For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119.
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Water market

Texas—l\/\exm horder

— Continued from page 1

Texas-Mexico border that currently
have NADBank-financed projects
under development.

Corporate participants included -
some of Canada’s largest engineering
consulting and construction firms —
including Delcan Corporation, SNC- -
Lavalin International, Stantec Consulting,
and Tecsult. Joining these were a
variety of niche providers of environ-
mental technologies and services for
which Canada is renowned, mostin
the water and wastewater treatment
sectors. For Canadian delegates such
as Eastcan Geomatics, IER, BCA Clear- -
water Group, Waterworks Technologies,
and Hydromantis Inc., the mission
was an opportunity to celebrate early
successes in a new market.

By mission’s end, delegates from
each company reported firm leads
and significant access to immediate
opportunities on both sides of the
border, including invitations to bid
and preliminary contract negotiations.
With half the firms reporting in the
days following the event, Industry -
Canada estimates the mission yielded

potential business worth $4.4 million. -

Texas-Mexico horder: thirsty for
investment ‘

The mission enabled Canadian com-
panies to sample Trade Team Canada’s
trade strategy for the Texas-Mexico

border, a region characterized by
unique bilateral dynamics. Texas, with
a population of 20 million and a Gross
Domestic Product (GDP) equivalent
to the world’s 14th largest economy,
is the biggest beneficiary of the NAFTA

Canadian delegates discuss project opportu- -

nities on both sides of the border after the
Laredo panel on bilateral project develop-
ment with Oscar Cabra, P.E., EPA Region 6
(Dallas) U.S.-Mexico Border Co-ordinator for
Water, Fernando Roman, PE., Laredo Water
Utility Director and Jose Ruiz, Senior
Development Specialist at the NADBank.

partnership by far, accounting for
one-half of the US$250 billion trade
between the U.S.and Mexico. More-
over,Texas carries over 70% of the trade
between these two countries, making
it a logistical gateway to the booming
economies of northern Mexico.

Rapid growth in the region has

meant an increased requirement for

infrastructure, which the American:
government estimates to be worth
between US$8 to 10 billion in the water

* and wastewater sector alone. The

unique family, business, cultural and
political ties between Texas and Mexico
ensure that business development
dollars invested on either side of the
border benefit both sides. As such, this
region is a springboard for environ-
mental companies seeking access to
the affluent — yet thirsty — commu-
nities of northern Mexico and Texas.

Mission highlights
Ataluncheon in San Antomo,Texas, .
keynote speaker Raul Rodriguez of
NADBank congratulated Delcan Cor-
poration for being the first Canadian
company to win a NADBank contract.
In Laredo, Texas, the delegation
hadits first glimpse of conditions in
one of the border region’s key“sister
cities” Laredo is America's second-
fastest growing city, after Las Vegas.
With a combined population of
nearly 600,000“Los Dos Laredos”—
Laredo and its sister city Nuevo
Laredo — is the second-busiest inter-.

~national crossing in the Western

Hemisphere, after Detroit-Windsor.
NADBank federal and municipal
officials who will administer major
U.S. projects funded by the Environ-
mental Protection Agency (EPA)
reported on the early development
phases of the Nuevo Laredo and
Matamoros projects. These projects,
worth US$250 million and US$500
million respectively, are attractive
targets for Trade Team Canada’s col-
laborative approach that leverages
Canadian trade and development .

- financing to optimize Canadian access

to these opportunities.
In Monterrey, MeX|co,educat|ona|
Continued on page 12- Texas-Mexlco

Check the Business Section of the Canada-U.S. Relations Home Page at www. dfa:t-maec: gc.ca/geo/usa/
business-e.asp ... for valuable mformat:on ?n doing business in and with the Unlted States.
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EXPORT FINANCING AND INSURANCE

when | went on the latest Team

Canada trip to China. Northstar
has an extensive track record in that
market, and | have made many trips
over the years to sign deals and foster
our business connections.As well, our
partners have outstanding credentials
in thatmarket.

I n away, it was business as usual

lion in lendable capital, along with
Bank of Montreal, Royal Bank, and
National Bank. All Northstar loans
are insured by Export Development
Corporation (EDC), Canada’s official
export credit agency (ECA).And EDC
was one of the first ECAs in the world

~ to establish busmess ties with China,

in 1979.

(elebrating entrepreneur/a/ zedl

Chinas Mr.Bot

e

By Scott Shepherd, President and CEO, Northstar Trade Finance Inc.

I should explain that Northstar was
formed in 1994 as a partnership of
public and private sector organizations,
including the federal government, to
provide medium-term finance to for-

eign buyers in support of export trans- -

actions in the $100,000 to 55 million
range.That is a market niche that,
although not being served by conven-
tional sources of trade finance, is criti-

cal to the success of smaller Canadian -

companies in world markets,and
especially in China.

As it happens, HSBC Bank Canada
is a part of the pre-eminent interna-
tional banking network in China, as
well as being one of the banks that
provide Northstar with over $300 mil-

* DOING BUSINESS WITH THE
U.S. FEDERAL GOVERNMENT?

Flnd out more from the Canadlan Embassy

'in Washington, D. .C.(www.canadian
embassy org) under"Busmess Opportumties
us. Government Procurement Y :

"~ Log onto opportunities via the General
Services Admmlstratlon (www.gsa. gov), G
which facilitates purchases by theUS. gov-
ernment — the world’s largest consumer— -
and the Electromc Posting System srte o
(Wwww.eps.gov). ; '

~ When you're ready to pursue these
opportunities, the Canadian Commercial
Corporation (www.ccc.ca) can assist you

with the interpretation of the U.S. procure- - |

ment system or ensure that as a Canadian . .
company, you are eligible to participate.

Since that time, EDC's
volume of Chinese activity
has grown remarkably.In
the last five years alone,
EDC has financed or insured
$8 billion worth of exports
to Chinese buyers and in

keen business acumen and entrepre-
neurial zeal Le Fu has displayed in
bringing Zhuhai Zhongfu Industrial
Corporation to its present leadership
position in China's bottling industry —
and making himself known through-
out the country as China's “Mr.Bottle”
— made him the best choice.

Recognizing entrepreneurship
Why should Northstar get into the
business of recognizing entrepre-
neurship in China?

Partly because it is the mandate
of both EDC and Northstar to promote
exports from Canada by working
closely with the most dynamic and
credit-worthy Chinese business lead-
ers we can find.

More than that, it is because in -
Le Fu we have found an out-
standing partner.There is
indeed a new generation of
Chinese business leaders.Itis
one that has embraced the
principles of innovation and

them into practical,commer-

. pr resiaent an ’ overseas. And Le Fuis in the
tion in Beijing. Northstar

This time around, as
proud members of the Team Canada
mission we signed a $1.8 million
loan agreement in support of China -
Heilongjiang International Project &
Technical Cooperation Group Corp. -

The loan will be used for new lique-
- fied natural gas filling stationsin the

Harbin area.
Northstar/EDC Award

- Butl also took a few hours away from

the enormously successful exercise in
building bridges between Canada and
China that the Team Canada mission
represented to take a step some may
think is somewhat out of the ordinary.
On February 9,1 chaired a ceremony
in Beijing held to announce that Huang
Le Fu, President of the Zhuhai Zhongfu
Industrial Corporation of Zhuhai,
Guangdong province was the winner

" of the first joint Northstar/EDC Entre-

preneur Award..
There was keen competition from
over 300 worthy candidates.But the .

vanguard of this movement.
We at Northstar have
always enjoyed our developing busi-
ness relationship with a man whose
word is his bond.This has won him
the trust and respect of business

partners and employees alike. Forall -

these reasons, we believe his restless
entrepreneurship deserves recognition.
But fostering entrepreneurship
requires more than acknowledging
achievement. It means providing sup- '
port to the entrepreneurs of tomor-
row when they are just learning the

tools of the business trade. And so far .

from Beijing, right back at my old
alma mater, Dalhousie University,
Northstar has established three
$5,000 scholarships to encourage
MBAs to focus on how to exploit the
opportunities that abound in the
world of international trade.

Itis all part of closing the loop
between Canada and China,and the
world beyond. %

entrepreneurship,and turned

~ (anadexport Mach15,2001
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EXPORT SALES AND CONTRACTING

rtissimo Prints Inc.’s laminated
A prints, mounted on wood

boards and ready to hang,
come in about 20 categories, each of
which include some 40 images.The
Montreal company, which buys the
rights to the artwork, was established
in 1998 and exports about 90% of its

Ar
HiNt

product, mainly to the United States
but also to Mexico and other foreign
markets.

Artissimo sells its prints to over 20 re-
tailers and wholesalers in the US,,
including such giants as Ames, General
Textiles, Menard, Ocean State Jobbers,
Meijer (a $9-billion corporation out of
Grand Rapids, Michigan), as well as

~ Walmartin Puerto Rico.

“For me to come back to the well
every time | get an order from
Walmart,” says Artissimo President
Michael Chaimberg,“is very time-
consuming. So we talked to the
Canadian Commercial Corporation
(CCQ) about setting up a bulk account.
Sue Elgar (CCC Project Manager)
rewrote the book and it was a tre-
mendous success. We were basically
a test case.”

The difference between Artissimo’s
project line of credit (PLOC) and the
ones granted to other companies is
that it is not just for one purchase

Update

The new contact numbers for
Digital Port Control (CanadExport,
February 15,2001) are: tel.:
(604) 484-2115, fax: (604)
408-2092, e-mail: info@digital
portcontrol.com

order with one buyer, but for a series
of purchase orders with a number of
buyers. And it is ongoing. As Artissimo
pays down the line of credit (LOQ), it
can start a new one, whichis called a
revolving LOC.

Normally, an LOC is allowed to go
up to its maximum once and is not

exportsale it

renewable. But in a revolving LOC, the
line may be paid down and then
renewed several times.

According to CCC Project Admin-
istrator Daniel Sevigny, there’s no
maximum amount, because the
project is based on orders from vari-
ous buyers, so the contract keeps
increasing and the PLOC continues
to be renewed.“The agreement
started in November 1999 and to
date there are 22 purchasers that
Artissimo is doing business with
through the Progress Payment
Program (PPP)."

Not only was Artissimo's case
unique, there was also a critical
urgency.The company had orders
to fill for the Christmas rush to many
U.S.department stores. So, everyone
involved — CCC and the Toronto-
Dominion Bank — had to move
quickly or risk losing sales valued at
over US$750,000.

SuAPiNG TRADE

W

COLUTIONS FOR
QurExponmeRs =

The Canadian Commercial Corporation (CCCQ)
is an export sales agency of the Govemment
of Canada providing special access to the
U.S.defence and aerospace markets and spe-
cializing in sales to foreign governments.

Canadian exporters can gain greater access
to government and other markets, as well as
a competitive advantage, through CCC's con-
tracting expertise and unique government-
backed guarantee of contract performance.

CCC can facilitate export sales that often
result in the waiving of performance bonds,
advanced payment arrangements and gen-
erally better project terms.

When requested, CCC acts as prime contrac-
tor for govemment-to-govemment transac-
tions and provides access to preshipment
export financing from commercial sources.
For more information, contact CCG, tel:(613)
996-0034, toll-free in Canada: (800) 748-8191,
fax:(613) 947-3903, e-mail: info@ccc.ca

Web site:www.ccc.ca

“When | first went to the Toronto-
Dominion Bank,” says Chaimberg,
“I had no money.But | had a hope and
a prayer and a purchase order."The
bank believed in Artissimo but was
unable to finance the project under
the company’s existing credit arrange-
ment.Then CCC entered the picture
and Artissimo was able to wina
large contract that it wouldn’t have
been able to handle on its own.

The rest read:s like a typical
success story.“We've now moved
into a huge facility and we have
between 50 and 80 employees,”
says Chaimberg.

“Once we got the PPP in place, it

was very, very good,”adds Chaimberg.

“It's been running beautifully; there
are no problems.| have no reins on
me — if | get an order for $5 million,
| can handle it.To be able to go out
and solicit customers, knowing that
you have the resources behind you
to handle it is great.” w ,
(For the unabridged version, see www.

infoexport. gc.ca/canadexport and click on
“Export Sales and Contracting®)

v
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President

As a federal government agency
specializing in export sales to foreign
governments, the Canadian Commercial
Corporation’s (CCC) skills are unique.
While these markets are more open
than ever, they can often be difficult
and intimidating for many exporters.
Our experienced staff offers special-
ized knowledge of this complex
procurement environment and proven
strategies to avoid some of the chal-
lenges that can arise during contract
negotiation. CCC can work with you
to eliminate obstacles to closing your
export sale.

Last year, we worked with 1,810
exporters and made export sales valued
at over $1.1 billion, primarily in gov-
ernment markets in 38 countries. We

'y

CCC has a proud history of involvement with Canadian
exporters and their customers, specializing in sales to
governments around the world. For over 50 years, this
export sales agency of the Government of Canada has
significantly increased the ability of Canadian companies
to land export sales on improved terms.

The Corporation uses its governmental status to sign export
contracts on behalf of Canadian companies and provides
international buyers with a unique government-backed
guarantee of contract performance. CCC’s involvement in an
export deal can often provide the competitive edge needed
for small and medium-sized enterprises (SMEs) to win sales
in markets where they are less known.

Message from the

signed contracts with 280 Canadian
companies and assisted another 1,530
throughout various stages of the export
process. These included large firms
that signed defence contracts as high as
$300 million to small firms that closed
educational software deals of less than
$1 million.

As globalization has liberalized

trade, particularly in public-sector
purchasing, Canadians have become
more interested in these specialized
procurement markets. Growing num-
bers of companies from Canada’s envi-
ronmental and advanced technology
sectors and other knowledge-based
areas are increasingly looking to CCC
to help them gain a stronger competi-
tive position.

In the years ahead, CCC will increase
its efforts to help more exporters access
the vast $5.3-trillion worldwide gov-
ernment procurement market. Along
with the continued growth in our
specialized markets in aerospace and
defence, more Canadian companies are
seeking assistance from us in new
areas. We are committed to keeping
pace with these changes, supplement-
ing our expertise and enhancing our
services to continue being a valuable
resource for Canada’s exporters. For
example, we recently put together a
team of market and sector specialists
to research and identify potential inter-
national business opportunities for
Canadian exporting firms.

Apart from our core business activity
— selling to governments and in par-
ticular, the United States Department
of Defense (DoD) and the National




Aeronautics Space Administration
(NASA) — our greatest contribution
lies in our expertise in putting success-
ful export deals together, negotiating
export sales and contract management.
When we work with Canadian compa-
nies and their international customers,
we make sure that the contracts are
completed to everyone’s satisfaction.
Our government status plays a particu-
larly useful role in government-to-
government deals where credibility
and access are enhanced through

our participation.

Beyond the U.S. defence procurement
market, CCC is targeting markets
where trade agreements with Canada
are in place such as the United States,
Mexico and Chile. We are also identi-
fying opportunities in other markets
that are likely to significantly increase
procurement and infrastructure spend-
ing over the next five years, particularly
Latin America, China and India.

Within these priority markets, CCC’s
services are especially advantageous in
a number of key sectors, including:
aerospace and defence; major capital
and infrastructure projects; energy and
natural resources equipment and

services; transportation equipment;
environmental technologies and
services; and information and
communications technologies.

I strongly encourage you to investigate
what CCC has to offer, and to take
advantage of its services and expertise
to make your next international
business venture a successful one.

For over 50 years, we've helped thou-
sands of Canadian companies reap
the benefits of over $25 billion in
international trade. Over the next five
years, we intend to do much more.

Our highly dedicated and experienced
team of professionals is ready, willing
and able to work with you — from
start to finish — to turn your business
opportunities into export sales.

Mooy o

Douglas Patriquin, President
Canadian Commercial Corporation

from 1998-99);

(56-percent increase);

and medium exporters.

CCC: 1999-2000 Highlights

= over $1.1 billion in export sales;

m worked with 1,810 Canadian exporters, signing contracts
on behalf of 280 companies;

m $844.6 million in sales to the U.S. (20-percent increase

™y

CCC's services can help
Canadian companies

win a larger share of

the world’s $5.3-trillion
government procurement
market.

m $704.9 million to U.S. DoD and NASA;
s $139.7 million to U.S. private sector;
m $266.9 million in sales to international markets

m $85 million in pre-shipment export financing for small
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..~Guarantee

CCC helps Canadian
exporters win sales in
government and private-
sector markets around the
world, through its unique
government-backed guaran-
tee of contract performance.

CCC provides Canadian
exporters with a range of
export sales and contract-
ing services which enhances
their access to market
opportunities and signif-
icantly increases their
ability to land export

sales on improved terms.

Using our governmental
status to sign sales contracts
on behalf of Canadian
exporters, CCC puts the
power of Canada behind

an export sale guaranteeing
its full and satisfactory
completion.

Put the Power

of Canada Behind
Your Export Sales

How CCC Works

When CCC participates in an export
sale, it first assesses the risks posed

by the buyer, the exporter, and the
proposed terms of the deal itself. If all
conditions are satisfactory, CCC is in a
position to enter into a contract with
both parties, the Canadian exporter
and the international buyer. CCC then
signs a “back-to-back contract” with
the exporter, transferring the contrac-
tual obligations to the Canadian firm.
In this way, CCC acts as prime contrac-
tor to the international buyer.

Who We Serve et
CCC works with Canadian exporters
and their international buyers to
facilitate export sales. Each year, CCC
assists approximately 1,800 Canadian
companies, of which 80 percent are
SMEs with annual revenues under
$25 million.

We primarily serve Canadian exporters
targeting government and institutional .
procurement markets, and provide our
exporters with special access to one of
the largest public-sector buyers in the
world — the U.S. DoD — through a
special agreement called the Defence
Production Sharing Agreement (DPSA).

When we sign a sales contract on
behalf of a Canadian exporter, the
international buyer has a unique
government-backed guarantee that the
contract will be performed according
to its terms. Even for a product or
service they like, international buyers
will often favour better-known, larger
sources of supply because they perceive
the supplier’s credibility to be higher
and therefore the risk to be lower.
CCC’s involvement satisfies many
buyers’ desire to have the participation
of the supplier’s own government as
added assurance. CCC’s involvement
also provides some public-sector
buyers with the option of a govern-
ment-to-government arrangement

that can reduce the time and cost of
international tendering.
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Our Staff

Another advantage of working with
CCC is that you can draw on the
knowledge and expertise of our team
of professionals — from international
trade lawyers and negotiators to finan-
cial and contract specialists and
administrators. Their familiarity with
the often complex purchasing rules
and regulations of foreign governments
can save you and your client valuable
time and expense down the road.

s e £ AT

You Should Czll Us When...

you'‘ve identified a sale involving a foreign government,
international organization or private-sector buyer and
you are ready to submit an offer;

your customer needs the added assurance of the
Canadian government’s guarantee that the contract will
be completed according to its terms and conditions;

your products or services are not well known to the
buyer, or your foreign competition is larger or better
known, and you need the added credibility of the
Government of Canada to make the sale;

you are concerned with the buyer’s payment
risks or terms such as the requirements for
performance bonds;

s you need pre-shipment export financing;

you need assistance understanding foreign government
procurement procedures and regulations;

you are concerned about the complexity of a sale and
need practical advice;

your buyer might be interested in a sole-source
transaction for your product or service;

you are selling to the U.S. DoD and/or NASA.
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Fees for Service

CCC offers a number of
services on a cost-recovery
basis. Under the DPSA,
sales to the U.S. DoD and
NASA, as well as the U.S.
Bid Matching service, are
provided free of charge.
Fees for sales to other
international markets
average 0.5 to 3 percent or
higher, depending on the
value, complexity and risk
of the deal. For pre-shipment
export financing, there is a
basic application fee of
$500, and a similar fee
structure as above applies.

Pmducts and Services
for Exporters

International Prime

Contractor Service

CCC offers a specialized export sales
and contracting service for exporters
selling in international markets and
primarily to foreign governments.
When Canadian companies sell
through CCC, and the Corporation
assumes the role of prime contractor,
the following assistance is available:

m export opportunity development
support;

m advice on bid preparation
and submission;

m contract risk analysis
and mitigation;
m assistance in contract
negotiation;
m a sales contract through CCC with

a government-backed guarantee for
the customer; 7

m contract monitoring and adminis-
tration, including processing
payments, mediating, auditing and
close-out.

Sales to the U.S. DoD and NASA
CCC specializes in sales to the U.S.
DoD and NASA, and is responsible for
maintaining the Canada/U.S. DPSA,
which provides Canadian exporters
with privileged access to one of the
largest procurement markets in the
world. At the request of the U.S. DoD,
all purchases over US$100,000 from
Canadian companies are contracted
exclusively through CCC. This basic
service is provided at NO CHARGE.

When Canadian exporters sell through

CCC they benefit from relaxed U.S.

government procurement rules,

including:

m waiver of U.S. cost accounting
standards for contracts;

m waiver of requirements for

submitting cost and pricing data;
m waiver of some of the regulations
of the BuyAmerzca Acl;

u duty -free entry for goods and

services.

U.S. Bid Matching Ser;rice :
CCC’s U.S. Bid Matching service .. .
searches for U.S. government oppor-
tunities that match the Canadian -
products and services of companies . _
registered with CCC, and then contacts
qualified Canadian suppliers. The ...
Corporation’s knowledgeable staff-

helps exporters obtain solicitation
documents and provides them with
valuable advice on regulations and
bidding processes. For more informa-
tion, please visit www.ccc.ca.

Pre-shipment Export

Financing Service

The Progress Payment Program (PPP)
is designed to assist small Canadian
exporters that have insufficient
working capital to undertake specific
export contracts. Through the PPP, we
facilitate access to commercial sources
of pre-shipment financing to provide
working capital for their export sale.




Serving Canadian

Exporters and their
Customers Worldwide

When international buyers wish to
purchase products and services in
Canada, CCC can facilitate these sales
in one of two ways. With over 50 years
of experience selling to governments
worldwide, we can act as a procure-
ment agent, identifying qualified
sources of supply and managing a
buyer’s purchases in Canada.

We can also act as prime contractor
for purchases from Canadian suppliers
(on a sole-source or competitive basis),

| taking full responsibility for the con-

tract and providing the Government of

Canada’s guarantee that the contract
will be fulfilled. In this way, foreign

_ buyers can select the suppliers that
" really meet their needs — risk-free.

Benefits of Contracting through CCC

for Your Customers

assures that the proposed Canadian suppliers are
financially and technically capable of meeting bid
specifications, contract terms and supplier warranties;
supplies a single point of contact for multiple-item
purchases, or those involving more than one Canadian
supplier;

offers a cost-effective, efficient alternative to lengthy
international tendering processes;

provides convenient contract administration
and monitoring;

facilitates access to high-quality, competitive Canadian
technology and expertise;

establishes a means of resolving disputes over contract
terms, should they arise.



/ Five Trillion Reasons

In 1999-2000, six in ten of CCC’s
clients relied on exports for more than
half of their total sales, and at least one
in four depended on sales to foreign
government agencies for more than
half of all exports. Close to two-thirds
of our clients expect their sales to
foreign governments and international
agencies to increase within the next
two years. :

CCC is in a unique position to open
doors to international procurement
markets for Canadian exporters. We
play an instrumental role by identify-
ing procurement opportunities and,
along with the Canadian government,
encouraging other governments and
international agencies to open their
procurement activities to Canadian
suppliers.

mlght not be able to enter on thelr own

to Use CCC’s Services

The Changing Nature

of International
Procurement Markets
Governments are the world’s largest
source of public procurement. Total
direct government procurement
spending worldwide was an estimated
US$5.3 trillion in 1999, or approxi-
mately 18 percent of total world
economic output.

The sheer size, untapped potential
and growth prospects of international
procurement markets offer Canadian
companies unlimited export opportu-
nities. These markets, however, are
undergoing rapid structural change
throughout the world. In order to take
advantage of these opportunities, CCC

V'.t'and Canada’s exporters must respond
to four 1mporta5t/emergmg trends.

Increasing Competition ~.

More open markets, industrial develop-

ment in Asia and Latin America, and

~ the advent of new information and
communications technologies have ™’

_ rapidly intensified competitionin
procurement markets around the o
world. CCC's services offer Canadian
exporters access to markets that they

R
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Privatization

Governments are commercializing
many of their services, privatizing
utilities, and turning to private-public
partnerships for the development and
operation of infrastructure projects.
Privately owned contractors and
utilities will become increasingly
important sources of procurement,
and therefore increasingly important
potential customers for CCC.

Sales Integration
International customers are looking
-more and more for integrated solutions

~and turnkey packages. As a result, they

are contracting with a single source

. or alimited number of suppliers or
. systems integrators that can then sub-

contract for a full range of goods and

services. CCC’s ability to bring together
a number of Canadian suppliers to
deliver a complete package of services
is a valuable asset for Canadian
exporters.

Cross Selling

More cross-sectoral business opportu-
nities are opening up. Suppliers of
commercial technologies are now
selling into defence markets and
information technologies are key
components of many strategic sectors.
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Bristol Aerospace
Limited (Winnipeg,
Manitoba)

Bristol and CCC have been
co-piloting projects for
more than 20 years. Through
CCC's International Prime
Contractor service, Bristo!
has gained direct access to
the U.S. Department of
Defense under the DPSA
between the two countries.
In fact, Bristo! often uses
CCC’s services even when
not required under the DPSA.

“It's extra protection for the
customer,” explains Bristol
Marketing Executive Garth
Palanuk. “In the unlikely
event that we won’t be
able to deliver, CCC will find
someone who will. | tell my
customers it's in their best

- interests — like having
extra insurance.”

10

“to International
Procurement Markets

CCC'’s expertise in selling to govern-
ment and international procurement
organizations and its guarantee of con-
tract performance are valuable resources
for Canadian exporters wishing to
enter this lucrative market. The
Corporation’s specialized knowledge
of foreign government procurement
regulations and its preferred access to
the U.S. government aerospace and
defence market gives Canadian compa-
nies a distinct competitive advantage,
and is often the difference between
winning and losing a sale.

CCC's participation in an export sale
is particularly valuable to SMEs. In
many cases these companies lack the -
resources and knowledge necessary to
penetrate and manage the complexities
of the international procurement
environment. CCC's ability to enter
into government-to-government agree-
ments greatly improves the chances of
Canadian companies seeking to win
intemational procurement contracts.
According to Iayson Myers, Senior
Vice-President and Chief Economist,

" Canadian Manufacturers & Exporters,
the following markets and sectors will -

hold considerable potential for Canadian
businesses over the next five years.

Opportunities for
Canadian Exporters

Aerospace and Defence

Canada’s reputation for high-quality,
innovative aerospace and defence
products and services is recognized
throughout the world. Its aerospace
industry ranks in the top five in the
world among exporters of aircraft
and components.

Key MarketlSedor Opportunities

m United States (civil aerospace equip-

" ment and technologies; specialized
_defence electronics, mcludmg secu-

" rity, remote sensing, mine location
and clearance, flight simulation
systems, specialized information
and software systems)

~ m United Kingdom (advanced defence

technologies)

m East Asia: China, Japan, India,
South Korea, Taiwan, the Phlhppmes
(defence security systems)

m Australia (defence communications)

m Latin America (fighter aircraft;
aerospace and defence electronics)

m Middle East (defence security)
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Major Capital and
Infrastructure Projects

Major capital and infrastructure
projects represent significant export
opportunities in a variety of sectors
such as energy, transportation, envi-
ronmental management, telecommuni-
cations, engineering and construction.
Canada is strong on the service side of
the industry, particularly on the part

of its consulting engineering, architec- s

tural, planning and project manage-
ment sectors. CCC has participated

in a number of capital projects and
continues to do so on a select basis
within federal government guidelines.

Key Market/Sector Opportunities

m Global, particularly United States,
Eastern Europe, Latin America,
Asia (engineering and construction
services)

m China (highway development;
construction)

m India (engineering and construction)
m - Mexico (infrastructure development,

including environmental control;

water purification and distribution;

hydro-electric power and energy
distribution; urban and rail trans-
portation) C

m Brazil (oil and gas and chemical
infrastructure development)

m Colombia, Peru (hydro-electric and

highway development)

m Chile (infrastructure development,
including highways, roads and
ports; environmental controls;
mining)

m Poland, Czech Republic (engineer-
ing and construction)

m Middle East (engineering and
construction; petrochemical
facilities and refineries; waste
water treatment; transportation
and telecommunications systems)

Airport Development
Corporation
(Toronto, Ontario)

Canada's Airport
Development Corporation
(ADC) may still be best
known in Canada for build-
ing the widely acclaimed
Terminal 3 at Toronto’s
Pearson International
Airport, but overseas, the
company is now recognized
as a major player in world
markets. ADC is putting

its expertise to work on
international opportunities,
a major success being

the completion of a
US$140-million terminal
project at Budapest’s
Ferihegy International
Airport. “It’s a very success-
ful project, delivered on
time and within budget,”
says Rory Harley, CCC
Project Manager.

“In our business, Canadian
companies are faced with
competition from huge
foreign corporations,” says
Michael Huang, ADC's
Managing Director. “The
fact that CCC is involved on
a project gives us a level
playing field.”

N
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“Almost every country in
Latin America is devoting
significant resources to
infrastructure development
over the next five to ten
years,” says CCC Executive
Vice-President Hugh
O'Donnell. This factor was
one of the motivations for
a recent CCC exploratory
mission to the region led
by Mr. O’'Donnell. “The pur-
pose of this very successful
mission was to introduce
CCC and its services to key
foreign government and
industry players, investigate
potential business develop-
ment opportunities, and
touch base with established
Canadian interests in the
region.”

Hugh O‘Donnell
Executive Vice-President,
Business Development and
Operations

12
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Energy and Natural
Resources Equipment

and Services

Canada has vast energy reserves, from
hydro-electric power to tar sands, from
huge natural gas deposits to a unique
nuclear capacity, and has become a
leader in the multi-faceted field of
energy development. Canadians have
designed, built and now operate a large
network of pipelines — including the
world’s largest petroleum pipeline and
a natural gas pipeline system which
supplies 22 percent of North America’s
natural gas requirements.

Joint ventures are a Canadian specialty,
allowing companies to tackle large
projects and draw on many production
factors. Canadian companies have
established foreign subsidiaries and
joint ventures in such diverse markets
as the U.S., Europe, India, Southeast
Asia and Latin America.

P NS —

Key Market/Sector Opportunities

United States (electrical power
generating equipment and services)

Mexico (generating equipment and
services; natural gas »distriburti_on, S

systems) - o5 e

gt

and distribution systems; hydro,

coal-fired and combined cycle plants) o

China (generating equipment
and services)

India (generating equipment
and services)

£

e
%

Chile (electrical powér transmission .~
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Transportation Equipment
Canada has developed an extremely
sophisticated and efficient transporta-
tion infrastructure. It is ranked as the
second best in the G-7, with rail, truck
and air services fully integrated with
U.S. networks.

Key Market/Sector Opportunities

m Global (rail and guided urban tran-
sit vehicles, including passenger and
freight rail rolling stock; locomo-
tives; signalling and communication
systems; turnkey passenger rail
systems, and buses, including inter-
city, school, urban transit vehicles)

m United States (light rail, heavy rail,
commuter rail systems; large-scale
high-speed rail networks)

m Asia, Eastern Europe, Russia
(mass tran51t systems)

" ‘Mex1co (Iocomotlve and ra11 ca;
ﬁ maintenance facilities; urban ™
« transit systems) - ~

»”" m China (subway and light

rail systems)

Yy

Tri-Star Industries
Limited (Yarmouth,
Nova Scotia)

Tri-Star Industries Limited
has an excellent track record
in selling custom-built
ambulances around the
world. The company began
using CCC eight years ago
for help with payment con-
ditions on a contract with
Britain's National Health
Service. Since then, Tri-Star
has partnered with CCC

on sales to government
agencies in Turkey, Finland,
Cuba, and Trinidad and
Tobago.

“CCC s an integral part

of our strategy in export
markets,” says President
Keith Condon. “Through
them, our dients get guar-
antees of contract perform-
ance and are spared the
extra banking and bid bond
costs. We've worked with
CCC on contracts totalling
more than $30 million, and
we will continue to use
them whenever possible,
to expand our long-term
export business.”

13
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Forest Technology
Systems
{Victoria, B.C.)

In business since 1980,
Forest Technology Systems
(FTS) is a world leader in
the design, manufacture
and supply of complete
environmental monitoring
solutions, including fire
weather systems, water-
shed monitoring systems,
weather stations and
precipitation sensors.
When the Mexican Water
Commission purchased 40
meteorological monitoring
stations from FTS, the
nearly $2-million contract
was a big coup for the small
company. But with the first
payment not being received
until deliveries were made
in the spring, FTS needed
working capital to pay its
suppliers. The company
turned to CCC for project
financing through its
Progress Payment Program.

“Time was tight and

CCC pushed,” says Chief
Executive Officer Kevin
Bradley. “With the help of
Project Manager Emmanuel
Florakas, | had CCC's com-
mitment and a line of credit
within a two-week period
that included Christmas.

It all came together very
swiftly and over a tough
period. We were very
impressed with CCC.”

Environmental Technologies
and Services

Canada’s environmental industry is
respected worldwide for its innovative
approaches to ecological challenges.
Clients and joint-venture partners
around the world look to Canada for
environmental expertise, whether in
soil, water, or air.

Key Market/Sector Opportunities

m Global, particularly Western Europe,
Japan, Asia, Latin America, Africa
(water, waste water and solid waste
management; air pollution technolo-
gies and services)

m United States (specialized environ-
mental technologies)

m Mexico (water purification; waste
water treatment; municipal solid
waste disposal systems)

m Chile (potable water and waste
water treatment)

m China (waste water treatment; ’
environmental control systems)

m India (environmental technologies)

Information and
Communications
Technologies (ICT)

One of Canada’s greatest assets is its
enviable reputation in leading-edge
technologies. With its small population
spread over vast geographical distances,

" Canada has long been a pioneer in ICT,

particularly in telecommunications. It
has arguably the most modern tele-
phone system in the world and is home
to some of the world’s most innovative
telecommunications companies.

Key Market/Sector Opportunities

m International government
procurement organizations
(telecommunications equipment;
software and computer services;
geomatics; multimedia products
and services; e-com)

m United States, Europe, Latin
America, Asia (geomatics)

m Mexico, Chile (information
technologies)

Logo C&hguter Systems Inc. (Montreal, Quebec)

Logo Computer Systems Inc. (LCSI) is no novice in the exporting world. The 20-year-
old company, winner of 26 major awards for its innovative educational software,
exports 98 percent of its business. Its flagship product is used in schools in Mexico, ™
Central America, Colombia, Brazil, Japan, Australia, the U.S., Italy, France and Greece.
But even a company as export savvy as LCSI can benefit from CCC's services. ’

-

&

In 1999, CCC acted as B}imé contractor in a government-to-government agreement
with the State of Jalisco in Mexico for the state-wide distribution in its schools of

LCSI's MicroWorlds Pro — a tool allowing students to create dynamic, interactive proj-
ects that can be loaded on the Web and shown to other students around the world.

*Having the Canadian government speak for us raises the credibility of our firm to a
very high level and puts us in a different league,” says President Michael Quinn.
*When we go in the door with CCC, we're not playing in the minor leagues — we're
in the NHL. The buyer has the security of knowing that an organization of the
Government of Canada is providing the goods and services.”
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Team Canada Inc - Equipe Canada inc

Working Together
Is Better

CCC works with the members of Team
Canada Inc to ensure that Canadian
companies can draw on all the export
services of the Government of Canada
to bring business and jobs home.

Your Roadmap
to Export Services

Team Canada Inc (TCI)

TCl is a virtual trade network of
government departments and agencies
dedicated to helping Canadian busi-
nesses succeed in world markets. TCI
brings together all federal, provincial
and some private-sector export services
under one roof, making it easier for
Canadian businesses to access govern-
ment programs and services, including
basic export information, export coun-
selling, market intelligence, financial
assistance and on-the-ground support.

http://exportsource.gc.ca

. 1-888-811-1119 “
+(09:00—17:00 across Canada)
. TCT’s toll-free number will put you
- in touch with a trained information
-« offiicer to answer your questions and

transfer you to the export service

provider that best meets your needs..

Department of Foreign Affairs and
International Trade (DFAIT)

DFAIT has information on opportuni-
ties in different sectors for markets
around the world. Call, fax or e-mail
your request to receive market reports
and information on DFAIT programs
and services.

www.dfait-maeci.gc.ca
1-800-267-8376
(Ottawa: 613-944-4000)
Fax: (613) 996-9709
FaxLink: (613) 944-4500

Canada’s Trade Commissioner
Service (TCS)

TCS helps new and experienced
companies that have researched and
selected their target markets. Located
in Canadian embassies, high commis-
sions and consulates abroad, Canadian
trade commissioners provide six core
services (market prospect; key contacts
search; local company information;
visit information; face-to-face briefing;
troubleshooting) to help Canadian
companies sell products and services
in international markets.

www.infoexport.gc.ca

Export Development

Corporation (EDC)

EDC specializes in insuring foreign
receivables and financing purchases for
international buyers, helping Canadian
exporters of all sizes minimize risk
and export with confidence in over
200 world markets. EDC provides
export receivables insurance which
protects against 90 percent of losses,
loans to foreign buyers of Canadian
capital goods, and assistance in post-
ing bid and performance bonds for
export transactions.

www.edc.ca
1-800-850-9626

Business Development Bank

of Canada (BDC)

BDC works with Canada’s private
banks to provide business loans and
guarantees tailored to the needs of
growing SMEs. Special loan programs
exist for exporting companies. BDC
also provides counselling to business
owners about managing and improv-
ing their finances, particularly during
growth periods, as well as training for
new exporters.

www.bdc.ca
1-888-INFO-BDC (463-6232)

“In speaking of trade, too
often we forget that it is
not about facts and figures,
but first, foremost and
always about people:
people finding rewards for
their efforts, markets for
their products, creating
businesses, jobs and hope
for their future. It is for this
reason that | particularly
appreciate the role played
by CCC within Team Canada
Inc. In Chile, Argentina and
Uruguay | witnessed first-
hand how CCC works with
exporters, foreign buyers
and other trade players to
land a sale.”

The Honourable Pierre S. Pettigrew
Minister for international Trade

15



For more: mformatlon on Canadlan Commeraal g
Corporatlon or other exportmg programs and serwces

Call Team Canada lnc
i 1 888 811-1119

Canadian Commercial

‘ Corporation

" 1100-50 O’Connor Street
Ottawa, Ontario, Canada

& K1A 0S6

ﬁ. ; Tel.: 1-800-748 8191

(in Canada)
wm -7 (613) 996 0034 (Ottawa)
. Fax:(613).947-3903 ~
S ,_E-mall mfo@ccc ca~,

' :';‘(780) 422*8525
~ 'Atlantic Canada

: ;ytoll-free in"Atlantic
Canada (888) 382-8878

;’Brltlsh Columbia:
X (604) 666-4781

Ontarlo (416) 973-5081
Quebec (514) 283-8791

sSaskatchewan
%:} (306) 787-7936
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s part of its effort to increase
Canadian contacts in the
regions, the High-Tech section
of the Canadian Embassy in Japan has
decided to create a High-Tech Caravan
as part of the larger Think Canada
Festival 2001.

Think Canada 2001

The Caravan, following months of
intensive planning and site visits,
will have as its objective the dis-
covery of the largely untapped
potential for Canadian high-tech
companies outside of the Tokyo
area.Additionally, the Caravan will
help to supplement the activities of
Canada’s various trade offices in the
regions by highlighting Canadian
capabilities through seminars, press
conferences, networking receptions
and one-on-one meetings through-
out the regions.

Canadian product samples
and promotional materials will be
brought along, and Canadian high-
tech companies already located in
Japan, or with a strong interest in
the market, are also being encour-
aged to participate in all, or part of
this tour. Working with local partners
such as JETRO and the local city
offices, the Caravan will attract an
interested and relevant business
audience in each location.

The Caravan will offer a unique
opportunity for participating com-
panies to explore the potential of

~ the regional markets and also help

them with any potential business
partnering activities in these areas.
The Caravan will start in the
south of Japan, visiting Fukuoka in
Kyushu April 16-17. Fukuoka is the
major industrial and technology

JoinCanada’s F
ech Garavanir

A YEN FOR JAPAN

centre in Kyushu, acting as a good
regional focal point for the region.
April 19-20 will see a stop in
Hiroshima, a traditional centre for
heavy industry and, consequently,
with a strong interest in environ-

"mental issues.The visit will also act

as follow-up to the recent opening
of the Canadian trade office there.

L@y
"yz" ‘Think Canada 2001

‘iﬁg B\ Pensez Canada 2001

April 23-24 the Caravan will be in

Kobe, the focal point for the Kansai —

the most important economic region
in Japan outside of Tokyo. Kobe also
has significant IT and health related
interests.

April 26-27 brings the caravan to
Gifu-ken, another major industrial
hub.

Following this, the Caravan takes a
break until May 15-16 when it travels
north to Sendai,another potentual
centre for IT. (

May 17 will see the Caravan in
Morioka, a regional business and
industrial centre in northern
Honshu.

Finally, on June 4-5, to corre-
spond with the opening of the new
trade office, the Caravan will reach

~Sapporo in Hokkaido. Sapporo, with

its biotechnology and IT industries,
as well as its start-up “Bit Valley’is

a natural terminus point for the
Caravan, which will, by this point,
have covered the four major islands
and some 2,000 km in its endeavour

apan

to promote Canadian technology,
and find potential business partners,
in the regions.
We hope that you will join us on
the Caravan (see timetable below)...
For more information, contact the
following at the Canadian Embassy
in Tokyo:

* Andrew Smith, Second Secretary
(Commercial), Information
Technologies;

* SaraWilshaw, Second Secretary
{Commercial), Health and
Environment;

* David Steuerman, Third Secretary
(Commercial), Automotive,
Aerospace and Defence,

Tel.:(011-81-3) 5412-6200

Fax:(011-81-3) 5412-6250

E-mail: tokyo.htech@dfait-maeci.gc.ca

In Canada, contact Jean-Pierre

Petit, Trade Commissioner, Japan

Division, DFAIT, tel.: (613) 996-2467,

- fax:(613) 944-2397,e-mail: jeanpierre.

petit@dfait-maeci.gc.ca

High Tech Caravan Timetable:

April 15 (Su):Travel (Fukuoka/Set-up)

April 16 (M): Fukuoka

April 17 (T): Fukuoka (Kumamoto)

April 18 (W):Travel (Fukuoka-
Hiroshima/Set-up)

April 19 (Th):Hiroshima

April 20 (F): Hiroshima (Matsuyama)

April 21 (Sa):Weekend (Travel to
Kobe/Set-up)

April 22 (Su):Weekend

April 23 (M):Kobe

April 24 (T):Kobe (Kansai)

April 25 (W):Travel (Kobe-Gifu-ken/
Set-up)

April 26 (Th): Gifu-ken

April 28 {Sa): Return to Tokyo

—Golden Week—

May 14 (M):Travel (Sendal/Set up)
May 15 (T):Sendai

May 17 (Th): Morioka

May 18 (F):Return to Tokyo
—Sapporo Office Opening—

June 3 (S):Travel to Sapporo/Set up
June 4 (M): Sapporo

June 5 (T):Sapporo
June 6 (W):Return to Tokyo ¥s
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THE EUROPEAN ADVANTAGE

anadian exports of consumer
( products to Germany are on the

rise thanks to a growing inter-
estamong Canadian-owned small-to-
medium sized enterprises (SMEs) in
establishing themselves in Europe’s
largest consumer market. Total annual
production of consumer goods by these

Market overview

Recreational watercraft
Germany may have a short coastline
but with its citizens taking, on average,
six weeks annual vacation it is a major
European market for pleasure boats
and associated products. Germans
take full advantage of Mediterranean
mooring opportunities and use fleets

<

with new lines and design concepts -
complementing traditional lines. .
Recently however, a clear focus on
“naturalness”in design has emerged. -
This has increased the share of solid
wood furniture and broadened the
range of materials being used. An
increased health awareness by

Germany: Consumer goods

businesses is approximately $23 billion,
with exports to Germany approaching
$9billion.

Backed by lower production costsin -
Canada, exporting firms enjoy a
competitive edge in Germany where
these costs have been steadily rising.
Canadian SMEs are active in all indus-
trial branches of the consumer goods
sector: sporting goods; furniture/
furnishings and fixtures; hardware
and tools; household equipment and
appliances; apparel and textiles;
footwear; giftware; toys and games;
jewellery; cosmetics and health prod-
ucts; and aboriginal arts and crafts.

Sector features

The sector is diverse and typically
involves small to medium businesses.
Germany'’s large and very popular
consumer goods industrial fairs pro-
vide valuable exposure for Canadian
firms, prompting many to specnahze
in this market.

Sporting goods

Sales of Canadian products have risen
in recent years, buoyed largely by the
increase in popularity of winter sports,
particularly hockey, ice skating and ski-
ing. After soccer,ice hockey is Germa-
ny’s second most popular team sport.
Over the years, Canadian products have
established an excellent reputation
for superior quality among the major
German distributors which include
Rheingold Sport, Ewald Sport Services,
and Schanner Eishockeyartikel.

of charter boats to make extensive
use of inland waterways.The majority
of such watercraft are imported from
the U.S,, but Canadian manufacturers
have good market opportunities with
smaller, lighter craft. There are no
import restrictions on Canadian-
made boats providing they are certi-
fied:as of 1998, only boats with a CE
certification may be sold in Europe.

Furniture and furnishings

As recently as 1998, the German furni-
ture manufacturing industry
appeared to be slowly emerging from
arecession that followed a prolonged
post-unification boom. However, the
latest predictions by the VDM
[Association for Furniture Industry]
suggest another downward trend and
the separation of the furniture market
into“mass production”and“high-
quality”segments, with the gap
between the two predicted to gradu-
ally widen. Traditionally, the German
furniture industry focused on satisfy-
ing the consumer’s price expectations
but now the emphasis is shlftlng to
“long-lasting quality”

Competition from less expensnve
or more innovative foreign suppliers
has had an impact on the industry.
[taly remains the leading foreign sup-
plier with exports worth over
Deutsche Mark (DM) 2 billion for the
first half of 1999, followed by '
Denmark and Poland.

Historically, German furniture
design trends have been pluralistic,

Germans is evident in the design of
beds and seating furniture.

Non-EU manufacturers have good
opportunities to develop niche markets,
particularly if pricing is competitive
and product quality is high. American-
made furniture has a good reputation
and so Canadian firms with lower
costs and using high-quality wood
should perform well in the market.
Indeed, there is already local interest
for Canadian-made wooden garden
furniture and solid wooden chairs.

Apparel

The German apparel market is
immense, with an annual turnoverin
1998 of DM 22.6 billion. Germany is
one of the most expensive producers
of apparel in the world: standards are
very high and the market as awhole .
is not particularly price-sensitive. In
fact, prices are approximately the same
across the country due to the German
preference for buying through cata-
logues or from the large department
stores that are present in all major
centres. A clear change in buying
patterns is apparent, as Germans tend
to buy fewer, but more enduring and
higher-quality goods.

Although ltaly has retained its
position as the leading exporter in
this sector for many years, Canadian
exporters are now beginning to gain
afoothold in certain niche markets,
notably women’s wear high-fashion

products A tradltional if somewhat
Cont:nued onpage 11
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restrained, market exists for hlgh-value
fur garments.

Canadians are also increasing
exports of men’s wear — suits and
blazers — and prospects exist for chil-
dren’s wear, especially outerwear and
baby clothes. New markets are also
currently being explored for uniforms,
work clothing,and men’s accessories
such as ties and leather goods.

Textiles
Despite a shrinking domestic market
for German textiles, the share of
imported goods has grown consider-
ably, providing a good opportunity
for Canadian exporters of household
textiles, including carpets, rugs, floor
and wall coverings, furniture uphol-
stery, decoration textiles, curtains,

_ table linen, blankets and bedding.

Footwear ,

The German market for footwear is
intensely competitive. After a period
of reduced consumer spending, retail
turnover of footwear has started back
up in recent years, with high-quality
imports, particularly from Italy, setting

the pace for domestic producers.
Several Canadian manufacturers of
high-quality leather footwear and
snow boots have recently entered the
German market as well. Import quotas
and duties, as well as environmental
standards have applied in Germany
since 1996.

Toys and games

Although Germany has long domi-
nated the international toy market,
its high cost of production in recent
years has opened the door to foreign
suppliers. Germany now imports as
many toys as it produces. Canadian
toy exporters are very much aware of
this unique opportunity, judging by
the increasing number of exhibitors
at the Nuremberg Toy Fair, the world's
largest toy fair.

Giftware — native arts and crafts
In an effort to successfully market the
arts and crafts produced by its aborig-
inal people, Canada has participated
in the TenpeNce fair in Frankfurt, one
of the world’s largest and most
important consumer fairs. The event

Smith Carter Architects & Engineers

— Continued from page 3

Mission to Beijing, Shanghai and
Hong Kong.The Rose Garden contract
was formally signed on the mission
in the presence of Prime Minister
Jean Chrétien, and the partners also
began negotiating a large educa-
tional project.

“We see the Team Canada mission
as a valuable opportunity for building
our credibility and reputation and,
ultimately, for bringing us additional
work,” says Simpson.

The partners,who have already
set up a permanent office in Beijing,
would like to contribute their talents
to providing more social housing for
the nation of more than 1.3 billion.

Their humanitarian forerunner
would approve.

For more information, contact
David Simpson, principal, DFS . Smith
Carter, tel.: (204) 477- 1260, fax:(204)
477-6346, e-mail: dsimpson@smith-

carter.com Web site: www.smith-
carter.com or Michael Start, principal,
DFS .Smith Carter, tel.: (506) 634-8377,
fax:(506) 632-1741, e-mail: start@
dfsarch. com Web site: www.
dfsarch.com %

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click on
“Sharing Trade Secrets”)

attracts over 100,000 visitors from
nearly 100 countries. Areas of oppor-
tunity include giftware of all kinds,
crafts, table decorations and acces-
sories, jewelry,and interior design.
While Canadian Indian crafts compete
directly with their American counter-
parts in German markets, Inuit prod-
ucts, particularly soapstone carvings,
are unique, and are therefore highly
sought after by German collectors.
The native arts and crafts market is
slowly but steadily growing as more
and more German private dealers
develop an interest in these unique
offerings from aboriginal crafts peo-
plein Nunavut and the NWT.

For further information, contact
Frieda Saleh, Commercial Officer,
Canadian Consulate, Munich, tel.:
(011-49-89) 21-99-57-16, fax: (011-
49-89) 21-99-57-57, e-mail: frieda.
saleh@dfait-maeci.gc.ca Web site:
www.dfait-maeci.gc.ca/~bonn

Opportunities
— Continued from page 2

or their authorized agents for the
supply of: 1 C.N.C.Turning Centre.
Cost of bid documents: US$200.
Closing date: April 17,2001. Contact
IBOC, fax: (613) 996-2635, e-mail:
eleads@dfait-maeci.gc.ca quoting
case no.010214-00541. For details:
www.iboc.gc.ca/webleads.asp?id=
1778 (Notice received from the
Canadian High Commission in New
Delhi, India.)

IBOC trade opportunities — find out more

at www.iboc.gc.ca ¥
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ROADMAP TO CHINA AND HONG KONG

— Continued from page 1
State (Asia-Pacific) accompanying
Prime Minister Jean Chrétien. The
mission proved that Team Canada
not only opens doors to business for
. Canadian firms, but can attract for-
eign investment to Canada as well.
Team Canada 2001 clearly de-
monstrated how successful Canadian
‘companies can be in the rapidly
expanding markets of China and
Hong Kong, which combined, repre-
sent Canada’s third-largest trading
partner,with over $16 billion in
annual trade. Canadian businesses,

ranging from small and medium-sized

enterprises relatively new to the
Chinese market to large, well-estab-
lished firms, netted new business
worth almost $5.7 billion. The deals
included contracts, memoranda of
understandlng, and letters of intent.
In Beijing, Prime Minister Chrétien
announced the signing of 204 new

business deals worth over $5.2 billion;

in Shanghai, 62 new business deals

worth over $314 miillion were signed
and in Hong Kong 27 new deals were

ties was another important aspect of
this year’s mission. In Beijing, Prime

announced, worth over $75 millionto  Minister Chrétien announced the’

Canadian enterprises.

signing of agreements between - - .

Team Canada 2001:
Mission accomplished

Key sectors for Team Canada 2001
were environmental technologies;
agriculture and agri-food; informa-
tion and communications
technologies; education
technologies and cultural
industries; energy; trans-
portation; mining and
minerals; financial
services; and medical and
health services.

Strengthening intergovernmental

Business exploration tours to China

Gold-Mine Travel Service Ltd. has
reached an agreement with the
Chinese Society of Urban Develop-
ment (and its subsidiary China Cities
International Travel Service Ltd.).to
be the world-wide organizer and
sales agency of the“China Explorers’
Tours” for the Chinese Society of
Urban Development.Each of the
business exploration tours to 10 Chi-
nese cities involve comprehensive
itineraries and routes. Participants
will meet local entrepreneurs and

. government authorities for informa-

tion sessions. Each tour provides
business travellers with opportuni-
ties to meet new contacts, and tours

are designed to familiarize potential.
investors with China’s pillar industries.
For more information, visit Gold-

“Mine Travel Service Ltd.'s Web site:
www.chinaupdate.com or contact
DickYip, tel.: (416) 780-9619, fax:
(416) 783-0849. ¥

{For the unabridged version, see www.
infoexport.gc.ca/canadexport and click on
“Roadmap to China and Hong Kong’)

Canada and China to enhance bilateral
co-operation in the areas of energy, -
development assistance,and student

exchanges. In Xi'an, he wit-
nessed the signing of
agreements for Canada
Fund projects to improve
basic human conditions
in impoverished areas of
Shaanxi province, and in
Hong Kong, agreements .
deepening co-operation in the
fields of culture, education, law and
the environment.
In 1994, the first Team Canada mis-

- sion to Beijing and Shanghai signalled

a new Canadian interest in this major
export market and this year's Team
Canada 2001 has reinforced Canada’s
commitment to the region.

For more information on how
the Canadian Trade Commissioner
Service can help you with market
prospects in China, click on www.
infoexport.gc.ca or contact Dave
Murphy, China and Mongolia Division,
DFAIT, tel.: (613) 992-6129,fax:(613)
943-1068, e-mail: dave. murphy@
dfait-maeci.gc.ca ¥

T@X&S'MEXECO border — Contir;ued from page 6

sessions and matchmakmg and site
visits introduced delegates to many
potentlal buyers and partnersin this
urban area, which comprises over
3 million inhabitants and over 10%
of Mexico's total GDP. -

The mission highlighted the effec-

tiveness of Canada’s unique public-
private approach to export de\ﬁelop-

ment in the region. Brian Monaghan,
Sales Manager at Hydromantis Inc,
expressed it this way:“l am what you
might call a’happy taxpayer.”

For further information, contact
Scott Flukinger, Business Develop-
ment Officer, Canadian Consulate
General, Dallas, tel.:(214) 922-9806,
fax: (214) 922-9815, e-mail:

/\/

scott.flukinger@dfait-maeci.gc.ca
Web site: www.canada.dallas.org or
Veronica Fernandez, Commercial
Officer,Canadian Consulate, Monterrey,
tel.:(011-52-8) 344-3200/344-2753,
fax:(011-52-8) 344-3048, e-mail:
fernav@canada.org.mx Web site:
www.canada.org.mx %

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click on
“The U.S. Connection®)
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or 19 years now, the Canada
Export Awards have paid
special tribute to Canadian
exporting firms that have distinguished
themselves through their spirit of
innovation and the excellent products
and services they export around the
globe.

For the finalists and winners, the
Canada Export Awards are recogni-
tion of the efforts of each and every
member of each firm.“It is a wonder-
ful honour,” says Guy Lebuis,
President, Vogue Pool Products. “It
means a great deal to our employ-
ees, who have worked so hard.l am
convinced that the award has
enhanced our employees'feeling of
belonging to the firm.”:

Vogue Pool Products of Lasalle,
Quebec, was established in 1957,
and began exporting in the late
1970s. Mr.Lebuis decided to try his
luck in 1998 and sent his application
to the Canada Export Awards pro-
gram.”We were very proud to reap
the benefits of so much hard work,”

TRADE NEWS

he said when the t” irm recelved the .
award.

According to Mr. Lebuts,ﬁnancnal
partners, for example, are favourably

Last chanceto apply

anada Fxoort

ceremony held in conjunction with
the annual convention of the Cana-
dian Manufacturers & Exporters in
Montreal on September 24, 2001.

Awards 2001

impressed with Canada Export
Awards. “For financial insti-
tutions, a company that
exports is a company that
favours development —
a sign of growth and suc-
cess. A Canada Export
Award is another featherina
company'’s cap.”

This year, the Canada Export
Awards will be presented during a

The deadline for receiving
applications is March 31,
2001. '
For further mformatlon
or an application form, con-
sult the Canada Export
Awards Web site at www.
infoexport.gc.ca/awards-prix or
contact Lucille Latrémouille-Dyet,
Canada Export Awards Officer,
DFAIT, tel.: (613) 944-2395. ¥

What's new with Japan's development

finandng?

In the past, Japan had two separate
trade and development financing
institutions: the Export-Import Bank
of Japan (JEXIM) for trade, and the
Overseas Economic Co-operation
Fund (OECF) for development.
However, on October 1, 1999, these
two institutions were amalgamated
into one called the Japan Bank for
International Co-operation
(www.jbic.go.jp/) (JBIC).

Previously, JEXIM was devoted to
Promoting Japan's exports and im-
ports as well as its economic activi-
ties overseas. It provided financial
facnlltles, including export loans,
import loans, overseas investment
loans and untied loans. OECF, on

the other hand, was devoted to the
€conomic and social development

of developing countries. It provided
official development assistance
(ODA), including ODA loans, over-
seas investment loans and equity
investment.

Despite the amalgamatlon, Wthh
was done to better combine the
information, expertise and resources
of the two previous institutions,
JBIC will still be divided into two
distinctive operations internally:
International Financial Operations
(IFO) and Overseas Economic Co-
operation Operations (OECO). As
of the end of fiscal year 1999, JBIC's
outstanding loans and other financ-
ing stood at US$18 billion for IFO
and US$104.5 billion for OECO,
putting it in the same league with
the World Bank.Including its 28 rep-
resentative and liaison offices world-

wide, JBIC’s total staff numbered 888
as of the end of fiscal year 2000.
A recent discussion with a key

official at JBIC’s New York head office’

revealed that procurement under
JBIC will remain basically the same
as formerly conducted for OECF loans.
Canadian firms that have pursued
OECF-funded contracts in the past
are encouraged to use the same
approach, and those that have not ,
should consider contacting JBIC's
Toronto Liaison Office or checking
JBIC's official Web site (www.jbic.go.jp)
for additional information.

For more information, contact
Kaoru Sakaguchi, General Manager,
JBIC's Toronto Liaison Office, tel.; (416)
865-1700, fax: (416) 865-0124 or
Edward Wang, Trade Commissioner
and Asia Team Leader, Export -
Financing Division, DFAIT, tel.: (613)
996-6188, fax: (613) 943-1100, e-mail:
edward.wang@dfait-maeci.gc.ca ¥
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TRADE FAIRS AND MISSIONS

International Food
Ingredients &
Additives Expo

VALENCIA, SPAIN — May 14-16,
2001 — Spains first International -
Food Ingredients & Additives
Expo (IFIA) is expected to draw
professional buyers from through-
out the Mediterranean basin, and
will feature the latest products

in the food ingredients, additives
and nutraceuticals industry. In an
accompanying conference pro-
gram, industry leaders will discuss
the latest trends in the sector.
The event is sponsored by the
Associacién Frisona de Cantabria,
the government of Valencia,
Alimentaria and Alimarket maga-
zZines, and the Institute of Food -
Technologists.

To book space, contact the
organizers, Fred Hart, E.J. Krause &
Associates, tel.: (301) 493-5500,
e-mail: hart@ejkrause.com
Web site: www.ejkrause.com/
cal-date.htm

For more information, contact
Marc L.Gagnon, Commercial
Officer,Canadian Embassy, Madrid,
tel.:(011-34-91) 423-3250, fax:
(011-34-91) 423-3252, e-mail:
marc.).gagnon@dfait-maeci.gc.ca
Web site: www. canada-es.org or
Andrée Bazinet, Desk Officer,
Western Europe Division, DFAIT,
tel.: (613) 996-4427,fax: (613)
995-5772, e-mail: andree.bazinet
@dfait-maeci.gc.ca w
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LIGNAPs HANNOVER 2001

HANNOVER, GERMANY — May 21-25,

2001 — LIGNAPIus, 3 world fair for

the forestry and wood industries,

will feature:

* forestry

* specialized machinery,equipment
and accessories for timber
construction and carpentry

¢ technical applications for wood

* wood materials and veneer
production

* specialized machinery, equipment
and accessories for joiners and
cabinetmakers

* special displays and presentations

* solid wood working

* the furniture industry

* the sawmill industry

In 2000, LIGNAP!us drew approxi-
mately 108,400 visitors; exhibitors
numbered 1,874 and came from
41 countries.

For information on travel pack-
ages, contact: '

* TheTraveldesk, tel.:(905) 477-5224

or (toll-free) 1-888-797-1515, .
fax:(905) 477-8880, e-mail:
tdesk@inforamp.net Web site:
www.callthetraveldesk.com

* the Canadian representative of .

the LIGNAPIus organizer, Co-Mar
Management Services, tel.: (416)
690-0331 or (toll-free) 1-800-727-
4183, fax:(416) 690-1244, e-mail:
comar@baldhead.com

For more informationon -

LIGNAPIus, contact:

» Yvonne Gruenthaler, Desk Officer,
Germany and Austria (Trade), DFAIT,
tel.:(613) 943-0893, fax: (613) 995-
6319, e-mail:yvonne.gruenthaler
@dfait-maeci.gc.ca

» theTrade Division, Canadian
Embassy, Berlin, tel.: (011-49-30)
20312-0,fax:(011-49-30) 20312-
590, e-mail: brlin@dfait-maeci.gc.ca
Web site: www.dfait-maeci.gc.ca/
~bonn :

* or consult the Web site:
www.ligna.de/index_e.html w

Food Ingredients Asia

SINGAPORE — May 22-24,2001 — °
Agriculture and Agri-Food Canada

‘and the Canadian Institute of Food

Science and Technology are orga- .
nizing a Canadian pavilion at Food
Ingredients Asia (FIA), one of the
largest shows of its kind in Asia.

FIA attracts a range of purchasers,

manufacturers and customers.

Suppliers of food ingredients, bio-
active ingredients, functional foods
and nutraceuticals are expected to
attend.

In 1999, more than 4,270 food
manufacturers visited FIA.To date,
60 companies have signedup as
exhibitors for this spring’s show.

The Canadian pavilion at FIA will
feature 12-metre booths that can be
rented for US$7,380. Assistance is
available to cover half of the rental
costs.

For more information regarding
agriculture and agri-food opportunities
in Singapore, or for details on how to
take part as an exhibitor at FIA, contact:
* Mike Price, Agriculture and Agri-
Food Canada, tel.: (613) 759-7509,
fax: (613) 759-7480, e-mail:
pricewm@em.agr.ca Web site:
www.fi-events.com

 Nancy Bernard, South East Asia
Division, DFAIT, tel.:(613) 996-5824,
fax: (613) 944-1604, e-mail:

- nancy.bernard@dfait-maeci.gc.ca

* Jackie Draper, First Secretary, or
Francis Chan, Commercial Officer,
Canadian High Commission, .
Singapore, tel.:(011-65) 325-3200,
fax: (011-65) 325-3294, e-mail:
jackie.draper@dfait-maeci.gc.ca
or francis.chan@dfait-maeci.gc.ca
Web site: www.infoexport.gc.
ca/sg w '
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TRADE FAIRS AND MISSIONS

SINGAPORE — June 19-22,2001 —
CommunicAsia and BroadcastAsia
are top information and communi-
cations technology events in the
Asia-Pacific region — and excellent
business opportunities for Canadian
ICT and broadcasting firms.

CommunicAsia2000 drew
46,000-plus visitors from 52 coun-
tries; attendance should be up 20%
this year. On display will be ground-
breaking technology in broadband
wireless access, LMDS, optical access
networking, 3G, ASP, multimedia
broadband services via satellite, and
much more.

BroadcastAsia showcases sound,

- film and video innovations.This

year it presents hardware, software,
film-to-video production, TV/radio-
to-Internet broadcasting and many
more exhibits.

ATrade Team Canada Informa-
tion and Communications Technolo-
gies program will support Canadian

CommunicAsia and Broadcastﬂs:a 2001 in

Singapore

firms visiting or exhibiting at the
two trade fairs. Plans call for a brief-
ing by officials of the Canadian High
Commission in Singapore, a network-
ing reception, a partnering forum
to match Canadian companies with
Singapore/Asian counterparts,a
networking breakfast with trade
officers from Canada’s embassies

in the region, and assistance from
the Canadian Trade Commissioner
Service.

To book space at the Canada
pavilions, contact the CommunicAsia
and BroadcastAsia representative in
Canada, UNILINK tel.: (613) 549-0404,
fax: (613) 549-2528, e-mail: info@
unilinkfairs.com Web site: www.
unilinkfairs.com

UNILINK also provides services
such as freight consolidation and an
exclusive hotel accommodation
package.

For more mformatlon, contact
Michael Cleary, Senior Trade Officer,
Industry Canada, tel.:(613) 991-4903,
fax:(613) 990-4215, e-mail: cleary.
michael@ic.gc.ca or Esther Ho,
Commercial Officer, Canadian High
Commission, Singapore, tel.: (011-65)
325-3200, fax:(011-65) 325-3294,
e-mail: esther.ho@dfait-maeci.gc.ca
Web site: www.infoexport.gc.ca/sg
or consult the following Web sites:
www.communicasia.com or WWW.
broadcast-asia.com ¥

Expo2001in Acapulcd

ACAPULCO, MEXICO — October 17-
20,2001 —The Canadian Association
of Mining Equipment and Services
for Export (CAMESE) invites Canadian
mining firms to Expo 2001, a trade
show highlighting the Congress of
Mexican Geologists, Mining Engineers
and Metallurgists.

- This biennial trade show attracts
the elite of the Mexican mining in-
dustry. Itis the only conference that
encompasses Mexico's exploration and
mining market, and is expected to
draw more than 400 exhibitors along
with approximately 3,000 delegates.

CAMESE has participated in this
event many times in the past,and
has organized the Canada Pavilion .
for the last three shows. Opportu-
nities exist for renting or sharing a
booth, or for exhibiting posters.

For more information on parti-
cipating, or to register, contact
CAMESE, fax: (905) 513-1834.

For more information on the

Mexican mining industry, contact:

* Peter Egyed, Counsellor (Commer-
cial), Canadian Embassy, Mexico
City, tel.: (011-52-5) 724-7933,
fax: (011-52-5) 724-7982, e-mail:
peter.egyed@dfait-maeci.gc.ca

¢ Clem Srour, Trade Commissioner,
Market Support Division, DFAIT,
tel.: (613) 996-0684, fax: (613)
943-8820, e-mail: clem.srour@
dfait-maeci.gc.ca

-* Clément Coté, Trade Commis-

sioner, Mexico Division, DFAIT,
tel.: (613) 996-8625,fax: (613)
996-6142, e-mail: clement.cote@
dfait-maeci.gc.ca ¥

Herzegovina

Consult the following Web sites for

information on the trade fairs in

2001 in Bosnia and Herzegovina:

* www.sarajevo-fair.ba for fairs
in Sarajevo

* www.promo.com.ba for Promo
2001inTuzla

» www.zeps.com for ZEPS 2001

in Zenica

Upcoming tradefairsin Bosniaand -

For more information, contact
Gordana Bosanac, Consular
Program Officer/Trade Assistant,
Canadian Embassy, Sarajevo, tel.:
(011-387-33) 447-900, fax: (011-
387-33) 447-901, e-mail: gordana.
bosanac@dfait-maeci.gc.ca

To exhibit, contact the fair
management directly. w
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i ‘ ' . CONFERENCES/SEMINARS/MEETINGS

; Last chance for applications

Step Ahead, the highly successful
one-on-one mentoring program

| based in Toronto, is seeking applicants
N forits 2001 program.This not-for-profit
1 I volunteer organization pairs junior

§ f businesswomen who want to expand
their businesses to the next level with
seasoned women entrepreneurs.

‘ The 12-month program comprises
: . 10 workshops, featuring dynamic

‘ ' ‘ speakers, including some of Canada's
! top 100 women entrepreneurs, ex-

Mentoring program for women
entrepreneurs seeks protégées for 2001

pert panels and roundtable discus-
sions on best business practices for
entrepreneurs,

Founded in Toronto in 1991, Step
Ahead focuses on business develop-

-ment for women by women, provid-

ing educational and practical learning

Canada provides easy U.S.access

|
; * Enter a market of $9.4 trillion: The North American Free Trade Agreement (NAFTA)
provides access to a North American market of near|y 400 million people with a

. k ) combined GDP of
: over US$9.4 trillion.

| * Border crossing

| made easy:

\ —>156 Canada-U.S.
| l ~ border crossings

help facilitate
. over 6 million
transborder truck
{ crossings in 1999
I and atwo-way
i trading figure of
$502 billion.
—>Transborder
| flights between
Canada and the
US.have increased
by 58% since the
1995“Open Skies”

Distances between n@r centres

(=]

L

o

Minneap ||s Chmso (409)

Q

Winnipeg (456

Agreement.*

}1 “ * Source: Transport Canada

* We're in your neighbourhood: Almost half of the U.S. population lives within a 10-hour
drive of Toronto. Over 60% live within a two-hour flight.

‘ Formore information on investing and doing business in Canada, clickon www.investincanada.
! ge.caorcall (613) 941-0354,fax: (613) 941-3796, e-mail: lanoy.louise@ic.gc.ca

opportunities for women business
owners. '

“Collectively, our partici pants have
generated an estimated quarter bil-
lion dollars in revenues and continue
to significantly move the economy
of Canada forward,” said Susan Baka,
co-chair of Step Ahead. “Our goal is
to expand across Canada by building
on the strong foundation developed
in Toronto, and fill the very real need
for women to connect with role mod-
els they can relate to — other women
who deal with the delicate zct of bal-
ancing business, personal and family
demands.”

The fee for the Toronto program
is $750. .

For more information or to receive
an application form, contact Marie
Bordeleau, Step Ahead, tel.: (416)

410-5802, fax:(416) 495-8723, e-mail:

mbordeleau@base.onramp.ca ¥

IFlnet is your Internet gateway to procurement
business funded by Infernational Financial
Institutions {IFls} and UN agencies.

www.infoexport.gc.ca/ifinet/menu-e.asp

‘Enquiries Service

DFAIT Internet site at www.dfalt-maeci gc.ca

8
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DFAIT's Enquiries Service provides counselling, publications, and referral sevicesto Canadian
exporters.Trade-related information can be obtained by calling 1-800-267-8376 (Ottawa region:
944-4000) or by fax at (613) 996-9709; by calling the Enquiries Serv:ce FaxLink (from a fax machme) at (613) 944-4500; or by acc%ssmg the

Return requested
if undeliverable:
Canadexport

c/oMDS

2750 Sheffield Road, Bay 1
Ottawa,ON K1B 3V9
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argest-ever (anada—-U.S.

== Military Aircraft Contract

Morocco

(anada-Pakistan ,
Business Council I fat first you don't succeed, try,try ~ March 2000, the company won the

A again.That's precisely whatIMP  largest-ever U.S. military aircraft con-
The Czech, Hungarian, Group Limited, Aerospace Division  tract — worth US$50 million —

Slovak and Slovenian (IMP Aerospace) did after an unsuc- awarded to a Canadian company.

Environmental Markets  cessful 1994 bid on a U.S. Navy basic

The UsS. Connection: ordering agreement (BOA) for Standard  Since its creation in 1970, Halifax-based

o ) Depot Level Maintenance (SDLM) for ~ IMP Aerospace,a wholly owned subsi-

H-3 helicopters in partnership with a diary of IMP Group International, has

(GA-Canadain China well-known U.S.supplier.The Halifax-  been providing military and commer-

TechnicallyHip.ca

. based company not only bid on the cial aerospace customers with a full
Team Canada Visits : , L .
Shanghai BOA when it came up for re-competi-  range of engineering, manufacturing
tion in 1998, but opted to go it alone — and repair services.The company,
TheFrench Aeronautics  through the Canadian Commercial which has 1,200 employees in three
Industry Corporation (CCC).The result? In Continued on page 7 - IMP

Japan: Think Venture

artel 15t First People’s Export Prize

FITTing Canadians to
Do Business with the
World

Trade Fairs and Missions

Vol.19,No.6 -
April 2,2001

On March 4, at the Mishtapew 2001 Awards of Excellence Gala honouring Aboriginal
entrepreneurs, International Trade Minister Pettigrew (right) presents the Export Prize to
Bleuets Mistassini Ltd., represented by company president Jean-Marie Fortin.Looking on

i are the firm's human resources director, Marléne Fortin, and Huron spiritual leader Raymond
! ' Gros-Louis. Awarded for the first time this year, the Export Prize is sponsored by DFAIT. The
i : ~ galais an annual event organized by the First People’s Business Association; this year it

& ( . ' * took place during SIAL Montreal, March 4-6.
} Canad

i

a .  (For the full story, see: www.infoexport.gc.ca/canadexport and click on“Trade News?)




BUSINESS OPPORTUNITIES

Venture Capital

portunities in

OI0CCO
M

orocco’s business culture has changed dramatically over the past decade.
Old connections and networks no longer exist and a new generation of
Moroccan investment operators are approaching business development

in ways that are more in tune with international practices. This new open-minded
attitude embraces the services of foreign shareholders to start up or develop
business in a number of emerging sectors. Venture capital in Morocco is now seen
as the key to driving growth in its changing economy, one that is confronted daily
by globalization and the opening up of its markets to the world.

For Morocco, the real value of this
financial sector lies in its network

of links with local industry and in its
ability to accurately assess the value
of projects which fall outside the
traditional sectors favored by banks.
This network can provide valuable
information for Canadian companies
investigating the Moroccan invest-
ment market or scouting for partners.

A brief history of banking in
Morocco

A decade ago the banking environ-
ment in Morocco was stable and
very protected, operating within a
patchwork, outmoded regulatory
framework. In recent years however,
globalization, the technological rev-
olution and deregulation have led
to profound changes.

Morocco’s 24 banks have res-
ponded by diversifying their products
and refocusing on new sectors. All
the credit institutions have created
their own mutual funds, open-ended
investment companies, open-end
funds and insurance products, as
well as diversifying their savings
products and credit operations.

Of these banks, 18 are foreign-
owned to some degree. Foreign-
investment in Moroccan banks is

set to increase because local banks
will need more capital to finance
their acquisitions and because the
ongoing privatization of Moroccan
banks will open up opportunities for
foreign operators. La Caisse Desjardins
du Quebec recently signed such an
agreement with BCP, the Moroccan
national bank, for the transfer of
remittances of Moroccans residing
in Canada.

Venture capital in Morocco
Venture, or investment, capital is new
to Morocco. However, this sectoris
now seeing a rise in demand forin-
vestment funds as well as the prolifer-
ation of specialized corporations, a
response largely due to the require-
ment for capital by Moroccan compa-
nies seeking to modernize. Moroccan
investment capital operators main-
tain a first-rate relational network
with local industry and for this reason
can provide valuable information
on business opportunities as well

as advice about penetrating the
Moroccan market. It is therefore
recommended that Canadian firms
planning major projects in Morocco

make use of their advice in this regard,

especially if financial engineering is
being considered locally.

Top ten venture capital operators
¢ ASMA Invest

¢ (Capital Finance

* (Capitallnvest

Casablanca Finance Group
Faisal Finance Maroc

* (La) Financiére Capitale

* Mediterranean Finance

* Moussahama

Société maroco-émirienne de
développement (SOMED)

* UPLINE INTERNATIONAL

For more information, contact
Leopold Battel, Commercial Counsellor,
Canadian Embassy, Morocco, tel.:
(011-212-37) 68-74-36,fax: (011-212-
37) 68-74-15, e-mail:leopold.battel@
dfait-maeci.gc.ca W

(For the unabridged version, see www.
infoexport.gc.ca/canadexport and click on
“Business Opportunities®)
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BUSINESS COUNCIL/ASSOCATIONS NEWS

he current political situation
T notwithstanding, Pakistan
: offers tremendous opportuni-
ties for Canadian exporters. That's the
message being put out by the Canada-
Pakistan Business Council (CPBC),

According to Merchant, the Pakis-

tani government’s first priority for
joint ventures is in oil and gas explo-
ration.Other opportunities lie in
housing, information technology,

infrastructure, agri-food and fisheries.

Keeping trade momentum going

(anada-Pakistan

which is helping to keep the bilateral-
trade momentum going through its
many export- and investment-oriented
services and programs.

For nearly 20 years,the CPBC — founded
in Montreal but headquartered in
Toronto since 1996 - has been fulfill-
ing its mandate to promote bilateral
_trade between Canada and Pakistan.

It has a membership of more than

50 business entrepreneurs and com-
panies, with a contact list of 450 more.

Canadian exports to and invest-
ment in Pakistan have been down in
the last few years, partly as a result of
the military take-over of the govern-
ment in October 1999 and Pakistan’s
test of nuclear weapons in 1998..
Nevertheless CPBC President Andy
~Merchant sees good opportunities for

Canadian exporters, who can compete
well with U.S.and European countries
in just about any sector of activity and
who have an edge through the lower
Canadian dollar.

Gateway market

The military has until the end of 2002
to hand over the power to an elected
government. Once this is done,
Pakistan, with'its 140 million resi-
dents, growing middle class,and
strategic location, will be, Merchant
believes,“one of the most lucrative
[narkets in the world. And the country
IS a gateway to the Russian and
Middle East markets.”

—

' Business Coundil

The CPBC facilitates these kinds
of opportunities through its many
activities. It regularly offers business
seminars focusing on investment
opportunities in various sectors. A
recent seminar focusing on the envi-

MOU signing ceremony in Lahore between
Hasan Nagqvi (right), President of CM Inc. of

. Markham, Ont.and Ahmad Bilal Mehboob, CEO

of OPSTeC, during a trade mission organizedin
January 2000 by the CPBG, in collabaration with
DFAIT. Standing in the back is CPBC President
Andy Merchant (right) and officials of OPSTeC.

ronment sector was held in conjunc-
tion with Ontario Exports Inc. An
open house in February,open to non-
member business people and poten-
tial investors, featured speakers
representing various sectors in both
Canada and Pakistan.

Trade missions bring results

In the past few years, the Council has
organized two trade missions to
Pakistan, in close co-operation with
commercial officers at the Canadian
High Commission in Islamabad and

the Canadian Consulates in Karachi
and Lahore.

Typically consisting of 8-10 parti-

cipants, the missions have brought
solid results. The latest mission, in
January 2000, facilitated a joint ven-
ture between the Markham-based
information technology firm CM Inc.
and OPSTeC (the Institute run by
Overseas Pakistanis) in Lahore.It also
led to the appointment of agentsin
Pakistan by Fuelling Technologies Inc.,
a Toronto-based company in the
business of converting cars to run on
natural gas.

While previous missions have
highlighted telecommunications,
education, agri-food, information
technologies,and financial and health
sectors, the Council plans to feature
the automotive and environmental
sectors in the Council’s next mission
(to be announced).

The Council also hosts incoming
missions and visiting dignitaries from
Pakistan, whose visits are usually co-
ordinated in conjunction with DFAIT.
A delegation of executives of the
boards of investment in Pakistan,
along with the Pakistani Minister for
Commerce and Industry, is expected
to arrive at the end of May.

Leadership role

Merchant believes that the move to
bring economic prosperity to Pakistan
will come from abroad, rather than
from within the country. “I feel as
Canadians we can play a leadership
role in putting Pakistan on the road to
economic prosperity.”

This road begins with improvements
in basic areas such as health, education
and infrastructure. “The know-how is
there;what is needed is to help the
people set up the right priorities.”

To finance Canadian ventures,
Merchant is promoting, on behalf of
the council, an investment role for
Canada’s private pension funds and
financial institutions. “These institu-
tions can play a significant role by
financing the Canadian companies
wanting to do business. Pakistan is a
safe market; the country has never
Continued on page 11 - Canada-Pakistan
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THE CANADIAN
TRADE COMMISSIONER
SERVICE

THE CZECH

- With a team of 500 business
professionals in more than 130 cities

around the world, the Trade
. Commissioner. 5
*Service has the market
knowledge you need to
~succeed in your farget
- market. Our Market
Research Centre and
our offices abroad
“have prepared o
- 600 morE t studies
available for free on our
Web site. These studies -

- will help you identify
foreign business oppor-
tunities and learn more

about your icrget market.

: shapmg the growth oﬂheﬂZe

markefs is a desire to join the

. - European Union (EU). In order to

~ This is an overview of one study. s, M m,ﬁmg'nuemenﬁs?e;?::r;s ,':‘{,’,:eb:',,",{’,
For the full version of this and other ' R numerous EU regulafions. :
studies, visit our Web site. Whenyouare . FEEESSEREE . ‘

» prepcred to do business abroad, you can use Th&sefourCemful ond Eastern EumpemcountneS(CEECS) :

. our Web site to get in touch with our offices B share similar environmental problems. Decades of heavy

around the world and request ersonohzed - industrialization, a reliance on coal, and ineffectual
services elecfronlcc” q P B = environmental legislation have taken their toll. It is estimated
e § - S B that Hungary and the Czech Republic will each require an

- ,WWW in oexport‘QC'FQ R infusion of $15 to $16 billion fo meet EU standards.
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RADE COMMISSIONER SERVICE

| + Market Prospect « Key Contacts Search

{ * Local Company Information ¢ Visit Information
1 * Face-to-face Briefing * Troubleshooting

See insert for your Environmental Industries contacts in Europé




water and wastewater freatment -
equipment market was $966 million.

 is expected fo rise considerably over
 the next few years. In parficular, -
contaminated landfill sites present -

‘| potential opportunities for Canadian -
{ companies with expertise in hazardous -

wcstemnogemenf R

: Hungary The Hungarian mcrket for
water and waostewater treatment -
equipment is the highestof
the four countries reaching
$1.2 billion in 1999.

Local companies make up
about 37% of the market
share, while Western

European firms hold 45% of the market.

The combined Canadian-U.S. market
share is 10%.

Hungary’s market for municipal
waste management services reached
$230 million in 1999 when
approximately 4.3 million tonnes of
| municipal waste were processed. The
prlvate sector holds 22% of the total

t for waste management in
Hungory This share varies from over

jfrom Germmy Austria and France

Czech Republic: In 1999 iheCzechl

Danaﬂbrequmedmdledndogm »

is in the most dire position regarding -
compliance with EU standards.
" Although some efforts have been
- imade, economncconcemshavepuf
" ‘environmental issues on the back-
~ i bumer. Currently, 70%o¥mun|c1pal :

- waste is disposed of in landfills without
.. any prior freatment, andless!han%
- ofwasteis reqded

Sbmwgmmﬁﬁeanrospaom :
; _ CEEC in ferms of ifs economic, indusirial - .
L 'ondenvnmnmenfalredmckmngpm—j_ :

- grams. The market for -
water and wastewater |

 freatment equipment is

relatively small, but -

‘growing. The solid

waste treatment
market is also small.

However, demand for
recycling and separa-
tion equipment will
continue fo rise.

Market Access
Project financing
remains the major
market constraint

in all four countries.
However, continued
privatization and the
desire fo join the EU

companies hoping to gain access wil B
¢ havebbeproodwaﬂ\oroughreseordw
" use of an agent, and g visitto the © -
,. oounfryof:meredmﬂ nnpmved!cnces 5t
fa successﬁ.ﬂ mcrket enfry s

. See Pofenhal"

To learn morecbounhese markefs, -

~read lhe full report, The Enwronmenial @
~ the Slovak Republic and St'ovemo, e

. prepared by our Market Research

. Centre. You can access this report and ‘

" hundreds of others for free ot the Trade

- Commissioner Service Web site: i
- www.infoexport.gc.ca

ocxport.gc.ca

Could this be your market? £
Complefe reportat
WWW. mfoexport.gc.ca
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about articles on this page, contact URT by fax at (613) 944-9119 or e-mail at commerce@dfait-maeci.gc.ca

T he U.S.Connection is produced in co-operation with DFAIT’s U.S. Business Development Division (URT). For information

~ For all other export enquiries, call the Team Canada Inc Export Info Service toll-free at 1-888-811-1119.

TechnicallyHip.ca

"Home is where the Hip is”

rent Halliday of Greenston
B Venture Partners may have cre-

ated a funny, hip, self-deprecat-
ing and opinionated new Web site for
Canadians, but his underlying goal is
serious. With TechnicallyHip.ca
(www.technicallyhip.ca) Halliday is
trying to grab the attention of the half-
million Canadian expatriates working
inthe U.S. high-tech sector — and
maybe lure them home again.

Halliday got the idea for the Web site
from some savvy Canadian bureau-
crats in Silicon Valley who started the
Moose Lounge,a meeting place where
members reminisce about Canada
over Moosehead beer and Smarties.
Halliday happened to know Handol
Kim, Vice Consul at the Canadian
Consulate in San Jose, who also held
the title of “Head Moose” at the
lounge, and after some discussion
TechnicallyHip.ca was born.

“My idea was to mimic the self-
deprecating humor of the Moose
Lounge,”says Halliday."As for the name,
it's a take-off on the Tragically Hip,one
of Canada’s best-known secrets —
sort of like our high-tech industry.”

But TechnicallyHip.ca is more than
justalong Canadian chuckle. The site
includes information on immigration

and taxes, jobs, and Canadian success
stories as well as on-line discussion
forums and links to everything Cana-
dian, including the Web site for Hockey
Nightin Canada.

Halliday believes the site could
garner the attention of Canadians
who, having acquired American

technicallyHip.ca

Even if they don't return, Halliday
hopes his site will allow expats to stay
in touch with their Canadian identity.

TechnicallyHip.ca is currently run
by a non-profit group formed by
Canadian high-tech industry leaders

-including Greenston Venture Partners,

PMC Sierra, PriceWaterhouseCoopers
and A-Live Holdings. Organizations
such as CanadalT.com, Rocket Builders,
Bull, Housser & Tupper have supported
the site as well. The Digital Moose
Lounge, a technology networking
group for Canadians in Silicon Valley,
plans to use TechnicallyHip.ca as on-
line meeting place between its live
weekly meetings.

the TECH north strong nnd luo
s workiag abreod
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know-how, are discovering that home”

is best after all. He also hopes it will
attract national sponsors looking to
recruit expats back to Canada.
“Armed with high-tech experience
and networks, Canadians living in the
U.S. face the decision of going for
permanent immigration or returning
to Canada,” says Halliday. “Until very
recently, most opted to try and keep
their career tracks in the U.S. Now, the
shine s off the golden dream in the
Valley and in the meantime Canada
has been busy creating pockets of
world-class technology opportunities.
By connecting Canadians in the U.S.
together and informing them of what
is happening here, we aim to improve
the flow of ideas, experience, informa-
tion and maybe, just maybe, people.”

Thessiteis so popularit is attract-
ing 200 new members a day and
Halliday expects to hire several full-
time employees to run itin the near.
future. “We have so many ideas, and
already the feedback is great.We
think it will grow organically,and
everybody down there will learn a bit
about us,and all the expats can hang
onto a bit of Canada this way.”

For more information, contact
Brent Halliday, Greenston Veriture
Partners, tel.:(604) 717-1977, e-mail:

- bh@greenstonevc.com

“Excerpts from an original article
by Monica Ullman for Silicon Valley
NORTH (www.siliconvalleynorth.
com) reproduced by special
permission? W

Check the Business Section of the Canada-U.S. Relations Home Page at www.dfait-maeci.gc.ca/geo/usa/
business-e. asp ... for valuable information on doing business in and with the United States.
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EXPORT SALES AND CONTRACTING

— Continued from page 1

operating locations in Nova Scotia
and annual revenues of $140 million,
has earned a reputation as a world
leader for engineering and mainte-
nance of maritime helicopters. -

Within Canada, IMP Aerospaceisa -

provider of depot-level engineering

was awarded a BOA with the U.S.
Navy for the repair and overhaul of
automatic stabilization equipment
for H-3 helicopters.

The five-year H-3 SDLM BOA pro-
vides for the overhaul, repair, engi-
neering and field support services of
the entire U.S. Navy fleet of 60 H-3

MP Group Limited

and maintenance support to the
Canadian Forces'CH124 Sea King heli-
copters and CP140 Aurora aircraft
fleets,and is the In-Service Support
Contractor for the new fleet of CH149
Cormorant search and rescue heli-
copters.The United States is the cur-
rent destination for virtually all
company exports.

Destination: U.S.

“Ninety-nine percent of our exports
go to the U.S.Department of Defense
and U.S.companies,” explains Derek
Kinsman, Vice-president of Interna-
tional Marketing for IMP Aerospace,
which counts Lockheed Martin,
Boeing, Raytheon and Northrop
Grumman among its U.S.commercial
customers. '

IMP’s first contract with the U.S.
Department of Defense (DoD) — and
its relationship with CCC — dates
back to 1990, when the company

- Doing BUSINESS WITH THE -
U S FEDERAI. GOVERNMENT’

Fnd out more from the Canadran Embassy

in Washmgton D.C. (www canadlan ,
embassy org) under'Busmess Opportumties
US qovemment Procurement
. logonto opportumties via the General
Servrces Administration (www.gsa gov), S

r(wwweps gov).. i
- ;When you’re ready to pursue these ;

,Opp tumtres,the Canadran Commercial
;Corporation (www ccc.ca) can assist you :

‘ment system or. ensure that asaCanadian
ompany, you are eligrble to partlcrpate b

Wthh facjhtates purchases bythe us. gov- i
‘ernment ~—the world (] Iargest consumer —

:,wnh thei rnterpretation of the U.S procure-

helicopters, as well as similar services
for 29 Egyptian Air Force Sea Kings.
CCConboard

At the request of DoD, the joint
U.S./Canada Defense Production

IMP Group Chairman & CEO, Ken C.Rowe,
and Captain C, Deitchman, Wing Comman-
der COMHELTACWINGLANT (inset), com-
memorate delivery of first U.S. Navy H-3
SDLM helicopter (photo), January 18,2001.

Sharing Arrangement mandates
that all purchases over US$100,000
from Canadian companies be made
through CCC. “This is the largest con-
tract we've helped the company out
with,” explains CCC Project Manager
Joan Nolan.“They're pretty much
aware of how the process works, and
what the opportunities are out there.
They're a pleasure to work with.”

“Our relationship with CCC has
been excellent,” agrees Kinsman.
“There’s no other word for it. CCC
was very supportive during the bid
phases.And the Corporation is very
experienced; they're always looking
after our interests.”

The company is coming to the
end of the base year of its contract
and has just delivered the first of
eight aircraft it is currently overhaul-
ing at its facilities.“The contract is
going very smoothly,” says Nolan.
“The U.S.Navy seems to be pleased.”

SuapcTuaDE
Sownons FOR
0un Expomns

Canadian =~
Commercial

of Canada providing special access to the
U.S.defence and aerospace markets and spe-
crahzmg in sales to forergn governments.

Canadian exporters ¢an gain greater access
to government and other markets, as well as

tracting expertise and unique government-
'CCC can facilitate export sales that often
advanced payment arrangements and gen—

erally better pro;ect terms.

-tions and provides access to preshipment
export financing from commercial sources.

996-0034, toll-free in Canada: (800) 748-8191,
fax: (613) 947-3903, e-mail: info@ccc ca

Web site;www.ccc.ca

Exercising options

In fact, the Navy is so pleased it has
informed the company that it is
going to exercise the first year option
(March 2001 to March 2002) on the
BOA. “The U.S.isn't obligated to exer-
cise any of the four option years,”
explains Kinsman. “We're very happy
with their decision; we're expecting
to receive six more aircraft by June.”

The company'’s general business
philosophy has been to continue to
exploit the expertise it has developed
in supporting the Canadian Depart-
ment of National Defence and to seek
work internationally. “The first place
we typically look is the U.S.,and our
seeking has been successful.This one
contract alone represents over 15%
growth in our business.”

With this success and growth under
its belt,IMP Aerospace is now poised
to capture other international oppor-
tunities...with continued CCC backing.

For more information, contact
Derek Kinsman, Vice-president,
International Marketing, tel.: (902)
873-2250, ext. 1421, fax: (902) 873-
2290, e-mail: impaero@impgroup.com
Web site: www.impgroup.com %W

Corporation

The( Canadian Commercral Corporation (CCC)’
is an export sales agency of the Government -

a competitive advantage, through CCC's con--

backed guarantee of contract performance.

resultin the waiving of performance bonds,

_When requested CCCacts as prime contrac-
tor for government-to-government transac- -

For more information, contact CCC, tel:(613)

~ (anadExport apri2,200
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TEAM CANADA SUCCESS STORY

ollowing its recent mission to
F China with Team Canadain

February, the Certified General
Accountants Association of Canada
(CGA-Canadal) finds itself three steps
closer to helping China build the
accounting infrastructure it will need
to succeed in a market-driven economy.

By all accounts a success

GA-(ana

CGA-Canada signed three agreements
that will bring its internationally
recognized CGA Program of Profes-
sional Studies into more Chinese
classrooms, educating the profes-

MOVU signing ceremony in Beijing. Seated, from
left toright, Guy Legault, President and COO,
CGA-Canada; Bruce Hryciuk, Chair and CEO,
CGA-Canada; Professor Chen Xiao Yue, Vice-
President, National Accounting Institute of
China, Beijing; Li Yong, Secretary General,
Chinese Institute of Certified Public Accoun-
tants and Assistant Minister of Finance.
Standing, from left to right, Minister Pierre
Pettigrew; Ontario Premier Mike Harris; Zeng
Peiyan, Chairman, State Devel. Planning
Commission; Prime Minister Jean Chrétien.

sionals that China will need to
implement the reforms and create
the capital markets necessary to
participate in the global economy.

Contractand MOUs :
ForVancouver-based CGA-Canada —
a professional body representing
60,000 Certified General Accountants
and students across Canada, Bermuda,
the Caribbean and in PacificRim
countries — the highlights of theTeam
Canada mission were the signing of
Memorandums of Understanding
with the two National Accounting

/ \

l

Institutes of China to use the CGA
Program of Professional Studies, and
the signing of a contract with the
prestigious China Women's College to
offer foundation-level accounting
courses as part of a diploma program.

C Certified General
Accountants
Comptables généraux

accrédités

ain(hina

The National Institutes, in Beijing
and in Shanghai, offer continuing pro-
fessional education for accountants
and are expected to be the premier
accounting training facilities for more
than 10,000 professionals each year.
“We will also work with the Beijing
Institute to develop specialized courses
in comptrollership, finance and secu-

_rities,and government accounting,”
says Bruce Hryciuk, chair and chief
executive officer of CGA-Canada.

The China Women'’s College, estab-

lished in 1949, caters to the educational
needs of female students, maintaining
three faculties for full-time university
students in Law, Social Sciences and

Management. The College alsohasa ™

training centre for executives in gov-
ernment and industry.

Accounting for China’s future
As China moves from a centrally
planned to a market-driven economy,
its leaders understand that the suc-
cess of this transition will depend on
a solid infrastructure of business,
accounting and financial management
and reporting. CGA-Canada, a world
leader in professional accounting
education, has been in China since
1993, helping one of the world’s
largest economies build and modern-
ize its human infrastructure.
“Accountancy developmentis a
prerequisite for the establishment of
aviable stock market, a normal bank-
ing system or for any privatization
efforts,” explains Hryciuk. “Accounting
is the cornerstone of investment,

" i trade and commerce.”

/

CGA-Canada'’s presence in China
was originally supported by the
Government of Canada through the
Canadian International Development
Agency's (CIDA) Management for
Change Program. “The Canadian
Embassy in China also helped open
many doors,”recalls Hryciuk. Today,
the CGA Program of Professional
Studies is offered on a self-funded basis
at six partner universities in China.

“CGA-Canada already represents
close to 1,800 professional accoun-
tants and accounting students in
China in the public, commercial and
industrial sectors and the potential for
growth is phenomenal,” adds Hryciuk.
“In fact, the Chinese government has
estimated that China will require at
least 300,000 professionally trained
accountants to implement the busi-
ness reforms, modernize state enter-
prises and create the capital markets
necessary for investment.”

Team Canada value

CGA-Canada’s participation with this

year's Team Canada mission was yet

another example of the continuing
Continued on page 11 - CGA-Canada

TRADE COMMISSIONER
SERVICE

Showcase your
business abroad!

Over 30,000 companies are
registered members of WIN. Are you?
WIN is a commercially confidential

_ database of Canadian exporters and
their copabilities. WIN is used by
trade commissioners in Canada and
abroad to help members to succeed
in international markets. To become
a registered member of WIN,
coll 1-888.811-1119. Or go'to
www . infoexport.ge.ca and
register on line. 4
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Canadian Trade Review

A Quarterly Review of Canada’s Trade Performance
Fourth Quarter 2000

This trade and investment quarterly reports on Canada’s economic
growth in the fourth quarter of 2000, and highlights our trade and
investment performance in key sectors and markets.

N T

A Record Year for Canada’s International Merchandise

Trade and Investment

Canada’s real gross domestic product (GDP) advanced in
the fourth quarter of 2000 by 2.6 percent at an annual
rate, a slowdown from the 4.5 percent rate in the third
quarter. This slowdown was due to a relatively large
2.4 percent drop in business investment in plants

and equipment. This drop was offset by increases of
0.6 percent in consumer spending, 1.1 percent in non-
residential business investment and 0.3 percent in ex-
ports, all on a quarter-over-quarter basis. As Canada’s
real exports of goods and services rose in the face of
a slower rate of growth in imports, the trade balance
improved by $10.8 billion in real terms. This improve-
ment in net exports is about twice the growth of real
GDP in the fourth quarter.

The expansion in Canada’s goods and services exports
for the last quarter of 2000 added to the already high
level of increases recorded earlier in the year, resulting in
double-digit growth for the year as a whole and setting a
new record. Imports of goods and services experienced
amore restrained growth in the fourth quarter, but still
capped the year on a high note. As a result, Canada'’s
merchandise trade surplus widened in the fourth quarter
and was at its highest annual level ever.

Canada’s current account also recorded a surplus be- |
tween October and December, the fourth successive
quarter in a row. For the year, the recorded surplus of
$18.9 billion was a reversal from the previous three years
of deficit and was more than four times as large as the
Previous record high posted in 1996.

On theinternational investment front, a record level

pf foreign direct investment (FDI) in Canada was set, both
in the fourth quarter and for the year as a whole.
Canadian Direct Investment Abroad (CDIA) also surged

in the last quarter of the year, outmatching prewous
annual highs.

Table 1:CaAnéd‘a’s' Ecbndtﬁit aﬁd Trédé ‘Ihdig‘:at_bi;zs

Change at Annual Rates

Fourth Quarter 2000 over Third Quarter 2000
Real GDP (annualized) 26%
Employment (quarterly increase, level) 109,600

Consumer Price Index (January 2001, year-over-year)

Allltems 3.0%
Core (excludes food and energy) 2.0%

Canadian $ in U.S.funds (December, closing) 0.6669
Exports of Goods and Services (current dollars) 13.4%
Imports of Goods and Services (current dollars) - 32%

Figure 1: Canada’s Trade in Goods and Services

Fourth Quarter 1998 to Fourth Quartef 2000 :
(Balance of Payments, Seasonally Adjusted, $ billion) -
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CANADIAN TRADE REVIEW — FOURTH QUARTER 2000

Trade and Investment

Growth in Merchandise Trade More
than Three Times Stronger in Exports
thanin Imports

Canada’s merchandise exports advanced by 2.3 per-
cent in the fourth quarter of 2000 over the previous

quarter to $108.2 billion, with gains in all major
commodities except for agricultural, fishing and

Figure 2: Canada’s Trade by Commodity
4th Quarter 2000 over 3rd Quarter 2000, Percent Change

Machinery and
P Equpmens ooy
- Exports -lmpons

Figure 3:Price Indexes and Canada’s Terms of Trade
1992 =100

forestry products. The energy and machinery and
equipment sectors were largely responsible for the
overall increase.

In the same quarter, Canada’s merchandise imports

~ were up slightly by 0.6 percent over the previous

quarter, to reach $92.6 billion. Among the commodi-
ties, consumer goods generated the highest gain, but
energy products, machinery and equipment, industrial
goods, and agriculture and fishing products, also.
edged up. The weakness in automotive imports be-
came more pronounced in the fourth quarter, contin-

uing the downward trend of the previous two quarters.

Canada’s exports to the United States rose by $2.9 bil-
lion, and exports to Japan rose by $174 millionin the
fourth quarter compared to the previous period. With
respect to imports, growth was concentrated in the
United States and the European Union (EU).

In this quarter, Alberta benefited largely from the surge
in energy exports,and Alberta, Ontario and Quebec led
the provinces in export growth.

Services Trade Marginally Up

In the fourth quarter, Canada’s trade in services posted
moderate increases, as exports rose to $14.1 billion and
imports increased to $15.9 billion. The gains in both
exports and imports were generated from commercial
services, but were partially offset by the decline in
travel and transportation services.

Figure 4:Canada’s Services Trade, by Type

4th Quarter 2000, Quarter-over-quarter Change, in Percent

M 013 0.11
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Foreign Direct Investment Posted - by Canadian portfolio investors continued in the
a New High fourth quarter, mainly in increased purchases of

Surpassing the previous quarterly record, the fourth foreign stocks. 1.
quarter level of FDI totalled $43.4 billion, 90 percent of
which was due to acquisitions of Canadian companies.
FDI flows into Canada were concentrated in energy
and metallic minerals, and other industries,and were
largely from the EU countries.

Figure 5: Foreign Direct Investment in Canada (FDI) and
Canadian Direct Investment Abroad (CDIA), 1999-2000

The outflow of CDIA was valued at $20.1 billioninthe | [

fourth quarter, higher by $15.1 billion than in the third

quarter. Investment in the fourth quarter was geared
towards electrical and electronic products,and energy 300 9
and base metal industries, and for the most part it
flowed into the United States. Also during the quarter, 20 -
Canadian companies were actively engaged in acquisi-
tions of U.S. and European companies.

100

From October to December 2000, a turnaround in

portfolio investments in Canada occurred, as 00 e m——— 30 40 m' _— 30 40,
foreigners divested their holdings in outstanding :
Canadian stocks. In sharp contrast,investment abroad Mo

Source: Statistics Canada

Key Trade and Investment Highlights
for Year 2000

[
Canada’s two-way trade marked an  balance achieved a record high States totalled $700 billion for B i
outstanding and indeed historic in 2000. This helped to enable 2000. U.S. demand for Canadian N
performance for the year 2000, ad- the current account to move to a goods rose by 16.2 percent and for 1 ]
vancing by 12.9 percent over 1999.  surplus after three years of consec-  services by 7.2 percent over 1999. ] i
Some of the key developments utive deficits. Historically,Canada’s  As such, trade and the current B !
‘ that factored in this trade perfor- current account deficits were account surplus with this country : ‘ l i !
]  manceinclude a robust domestic primarily due to payments of rose to $86.0 billion and $63.5 i |
3 economy,improvement in econo- interest and dividends abroad billion respectively in 2000. These i §|
mies in major parts of the world, - associated with inflows of foreign surpluses with the United States \ g
higher energy prices and a strong investment in Canada. Canada’s were the highest ever recorded. ‘ .
demand for high-tech products. current account surplus for 2000 , i
: : ' stands at $18.9 billion, more than Bilateral Merchandise =3 (13 3
| Canada’s Current : four times that of 1996. Trade Performance with 5 §
\' Account Now in Surplus . Japan, the United 2 !
As a consequence of a faster United States Key to Kingdom and Mexico 7
expansion in merchandise and Trade Performance Intensified , =
:te‘gvnicire‘s' exports (by 14.9 percent) Another rr}ilestone was se; in 2300, Canada's sales of goods destined _g ,
imports (by 10.7 percent), ~ as Canada’s two-.way goo .s an for Japan were up by 7.6 percent A
Canada’s merchandise trade services trade with the United ; o

il
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in 2000, after declining in 1998 and
1999. This expansion underscores
the recovery of the economy from
Japan'’s financial crisis in 1998-99.
However, despite the recent gains,
the value of exports to Japan re-
mained below its pre-crisis level.

~ Canada’s imports from Japan rose

at a relatively faster rate of 10.6 per-
centin 2000.

In 2000, Canada’s merchandise
exports destined for the United
Kingdom were up by 20.4 percent
from 1999. Imports grew even fas-
ter, more than doubling their value
since 1998 to $12.4 billion in 2000,
reflecting a significant increase

in purchases of energy products,
and machinery and equipment.
Canada’s imports from the United
Kingdom of crude petroleum alone
rose by 189 percent in 2000.

Canada’s trade with Mexico also
surged, making this trading partner
our seventh largest export market
in 2000, from eighth in 1999 and
well above its ranking of thirteenth
in 1993, prior to the implementa-
tion of the North American Free
Trade Agreement. However, even
with this growth, Mexico’s market
represented only 0.5 percent of
Canada’s merchandise exports.

For the year 2000 compared to
1999, the largest gains in exports to
Mexico were in agricultural, fishing
and automotive products. Forim-
ports, Canada’s purchases of auto-
motive products,and machinery
and equipment, fromthe same
country were higherin 2000,
leading to an overall increase of

26.5 percent. Mexico is Canada’s
fourth largest supplier of goods,
accounting for 3.4 percent of
overall merchandise imports.

Exports Benefited from
High Energy Price

Much of the increase in the value
of merchandise trade for the year
2000 was driven by higher energy
prices. The Bank of Canada’s U.S.
dollar energy price index soared
by 53 percent from 78.2in 1999 .
to 119.5 in 2000. The direct impact
prompted energy exports upwards
by 76.8 percent on a yearly basis,
while energy imports rose by

65.8 percent, adding to the in-
creases in other major traded
commodities. The volume of
energy traded was also up sharply
in 2000 for both exports and
imports.

| RobuSt Demand for

High-tech Products
Heightened Canada’s
Trade

Price effects aside, merchandise
exports in 2000 rose by 10.4 per-
cent and imports by 12.9 percent
over 1999, led by trade in high-tech
products, given the higher demand
from all sectors of the Canadian
economy. Against the backdrop

of the steep price reduction of
computer and computer-related
equipment in the global market,
the value and volume of exports

of high-tech products' still jumped
by 30 percent and 29 percent, res-

pectively in 2000.

Transportation Topped
Growth in Services
Trade

" The expansion in services trade in-

2000 was smaller than in merchan-
dise trade and performance among
the major services components.
Except for government services,

_ all other services categories rose

on a year-over-year basis, particu-
larly transportation. Reflecting

the strength in merchandise trade,

exports of transportation services
led by air transport— rose by

13.8 percent during the year,

its second highest increase in

10 years. Imports of transportation
services rose by 14.4 percent in
2000, mostly due to water trans-
port. '

Acquisitions a Key
Factor in Flows of

~International Direct

Investment

Acquisitions of Canadian compa-
nies played an important role in
the flow of FDI into Canada for the
year 2000. The same factor was
also responsible for higher CDIA,
pushing two-way direct invest-
ment flows to $155 billion, up by
143 percent from the previous year.
By industry, outward and inward
direct investments were largely .
geared to the energy and metallic
minerals, machinery and trans-
portation equipment industries.

" A substantial amount of invest-

ment from the EU countries added
to the usually high level of invest-
ments from the United States.

1 High-tech products include: aircraft; engines and parts; office machines and equipment; televisions; telecommunications and related
equipment; and other miscellaneous products, based on Statistics Canada's publication entitled Canadian International Merchandise
Trade. Balance of Payments data, in current and constant dollars, available from this source are used in this section of the report.
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ROADMAP TO CHINA AND HONG KONG

' 0 take advantage of the profile generated by the recent Team Canada visit
’ to Shanghai, the Canadian Consulate General organized a recent two-week

Canadian Gourmet Festival with the Carrefour Group. Carrefour is the

leading supermarket in China, with 27 stores throughout the country. The festival
was held in Carrefour’s two most successful Shanghai stores — Jingiao and Gubei.

Minister Opens Canadian Gourmet Festival

Team (anada Visit
foShangha

International Trade Minister Pierre
Pettigrew officially launched the
Canadian Gourmet Festival at the
Jingiao store on February 14.The
event was an outstanding commer-
cial success. Several of the promo-
tional items were sold out before the
end of the first week, and Carrefour
plans to retain many, if not most, of
the promotional items as permanent
products,

The promotion featured more
than 200 Canadian food products, all
readily available in Shanghai.More
than 15 Canadian companies partici-
pated in the festival, which promoted
Canadian beef, wine, ice wine, beer,
fruitjuice, candies, cookies, maple
syrup, margarine and frozen seafood,
as well as value-added foods such as
frozen and microwavable foods,
snacks, tea, coffee, apple sauce, health
products and vegetables.

The Canadian Gourmet Festival -
was an excellent opportunity to
increase local consumer awareness
of the quality and range of Canadian
food products locally available.
Demand for Canadian food products

has steadily increased in Shanghai in
recent years.In response, Canadian

food suppliers are exploring new ways

quality domestic and imported foods
in a modern setting makes Carrefour
Shanghai a favourite supermarket for
both local residents and expatriates.
It'also makes the Carrefour stores the
perfect venue to showcase the
Canadian Gourmet Festival.

To raise awareness of the event,
the Canadian Consulate General
designed and distributed 8,000
promotional fliers using the Team
Canada motif. Consumer response
to the promotion was unexpectedly
enthusiastic, confirming the growing
sophistication and changing appetite
of Shanghai consumers. Frozen foods
and confectionery sold out very
quickly. .

For more information on selling
food products to the China market,
contact Henry Deng, Senior Commer-
cial Officer, Canadian Consulate
General, Shanghai, tel.:(011-86-21)

it

Alain Huang, (2nd from left), Director of Business Development, Manatco

Trading House Co. Inc, speaking to International Trade Minister, Pierre Pettigrew.
Between them, Philippe Hery, Regional Manager, Carrefour East Region.

to make their products available to
Chinese consumers.

Wine tasting receptions, in-store
promotions, food seminars, oyster
luncheons,and various other out-
reach programs are frequently orga-
nized by the Consulate General to
increase local awareness of these
high-value fine Canadian foods.

Carrefour stores are unique in
China, selling Chinese productsina
modern supermarket environment,
along with a wide range of imported
and value-added staples and specialty

goods.This combination of high-

6279-8400, fax: (011-86-21)
6279-8401,e-mail: henrydeng@
shanghai.gc.ca ¥

*®
-

Team Cavda i - Eipe Craa
'1-888-811:1119-
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THE EUROPEAN ADVANTAGE

is a market leader for Airbus-
" type and business aircraft, heli-
copters, engines and equipment. This
sector was adversely impacted by
defence budget cuts, but has benefited
from international growth. In 2000,

T he French aeronautics industry

A soar/ng market

Agusta Westland and Fokker. This
consolidates Eurocopter’s position
with 45% of the international
market. ‘
Finally, the launch of the A400M
military transport plane is one of
Europe’s main defence programs.

Fench Aeronauitics

total revenuesin the sector, up 2.6%,
exceeded $39 billion. Its products are -
mainly for the commercial market, and
76% are forexport.

A soaring market -

In 2000, the European firm Airbus
held 46% of the global market for
sales of civil aviation aircraft. Another
1,626 aircraft must still be produced
over the next four years.The rate of
delivery is increasing, with an objec-
tive of 400 aircraft by 2003.

The commissioning of the Airbus
A380, the largest civil aviation project,
is scheduled for early 2006. Eight
airlines have already expressed inter-
estin the 400- to 550-seat A380-800
model, with orders for more than
60 aircraft, a third of which are for
cargo planes.The A380 and other
large carriers will be assembled in
Toulouse, and the interiors will be done
in Hamburg.This confirms Toulouse’s
role as a hub of the European aero-
nautics industry. The super-jumbo

will create 160,000 jobs in Europe, -

including approximately 10,000 direct
jobs in France.The A380 program
will break even with sales of 250 air-
craft and will cost between $14.8 bil-
lion and $18 billion.

- On the business aircraft market,
the French company Dassault has
sold 90 Falcon jets, close to half of
the international high-end market
for total revenues of $8.5 billion

As for the NH90 cargo helicopter,
196 craft will be produced through

a partnership between Eurocopter,
|

Airbus proposes replacing the C-130
Hercules and C-160 Transall aircraft
of seven European countries with
225 A400M military transport planes.
This program will be managed by
Airbus Military Company and EADS
Military Transport Division.This pro-
ject provides European engine manu-
facturers with the opportunity to
develop a new turboprop engine, and
many European companies have

formed a partnership in order to sub-

mit a joint tender.The cost for France ~

of developing and purchasing 50 air-
craft is estimated at $8.5 billion.

Canada-France trade relations
France imported $542 million of
Canadian aeronautics equipment in
1999, or a quarter of Canada’s total
exports to that country.The increase
in regional air routes is creating new
openings for manufacturers.Regional
companies Air Littoral and Brit'Air
operate fleets of 19 and 20 CRJs res-
pectively, and Brit’Air has firm orders
for 12 CRJ700 aircraft as well as four
new CRJ900 aircraft. Many French
groups,including Zodiac-Intertechnique,
Thales Avionics/Sextant and Liebherr
Aerospace, are involved in supplying
the various systems required for
these aircraft. Eurocopter, Thales
Avionics and Liebherr Aerospace.are
continuing to develop their support

and service activities in Canada in-
order to increase their presence - :
among their North American clientele.
With regard to Canadian sup-
pliers, Pratt & Whitney Canada is the
sole manufacturer of turboprop
engines for ATR 42/72 aircraft,

while companies such as Magellan
Aerospace, Messier-Dowty,
GE/Honeywell Canada and BAE
Systems Canada have become sup-
pliers or subcontractors of Airbus
parts and equipment.Bombardier
Aérospatiale is the largest non-
European supplier of A330/340 wing
structures and attachments.

For its part, Air Canada is one of
the largest North American Airbus
operators, with 103 aircraft running

_the gamut of Airbus products. And it

was Air Canada that launched the
A340-500/600 long-range aircraftin
North America with the purchase of
two A340-500s and three A340-600s.

Openings

Opportunities to become involved in -
the Airbus programs exist,but the
reduction in the number of suppliers
means that these firms are required to
deliver complete integrated systems,
including design, engineering, assem-
bly and final inspection, for long-term
contracts.Canadian manufacturers
interested in new programs such as
the A380 or A400M must assess any
opportunities for alliances with

. existing partners in Europe or North

America in order to meet specific
requirements.The growing cost of
European civil and military programs
is leading manufacturers to seek
international partners for joint repre-
sentation, co-production or joint
development agreements for high-
tech products. -

~ Continuedonpage 11




THE EUROPEAN ADVANTAGE

Sustained presence is required to
penetrate the market. When promot-
ing products,emphasis must be placed
on their comparative advantages:
new technology, superior quality, ISO
certification, and delivery at competi-
tive prices.Earlier involvement will
also mean that funds will be provided
for a portion of the development
costs, which will be amortized over
the life of the program.

On the defence market, the Direc-
tion générale de l'armement (DGA)
[arms branch] is the agency responsi-
ble for identifying equipment needs
and purchasing defence stores for
the French forces.The procurement
process is complex and follows
specific rules; further information on
current markets is provided on the
following Web site: www.defense.
gouv.fr/dga/

An event not to be missed .

Canadian aeronautics contractors
interested in displaying their prod-

ucts and services and establishing
contacts with potential clients and
partners should not miss the Paris
Air Show (www.paris-air-show.com).
This is the top international event in
the aeronautics and aerospace in-
dustry.Held every two years, the
show will take place in Bourget
from June 17 to 24,2001.

By participating in European
forums and events of this kind, the
Canadian industry can identify
regional and commercial partners
and keep abreast of developments
in European standards and technical
certification that may represent
barriers to the market.

Having all the Canadian firms in
one pavilion will allow them to high-
light Canada’s presence and show-
case the entire range of capabilities
of Canada’s aerospace industry.This
is an opportunity for Canadian firms
to inform their clients about their
performance and successes.

(GA-Canadain China

— Continued from page 8

support the association has received
from the Canadian government over
the years. '

“The signing ceremonies brought.
CGA-Canada and other educational
institutions and professional asso-
ciations — both Chinese and Cana-
dian — together, which increases
the potential towards future co-
operative projects,” says Hryciuk.
“The networking with your peers,
both on the plane and in the host .
country, represents a real value-
added element of these missions.”

Some 19 universities and 13 com-
munity colleges from across Canada
participated, drawn to the huge
Chinese market for educational ser- -
vices. There was little doubt that the
mission reinforced CGA-Canada'’s rep-
utation as the international leader in
professional accounting education.

CGA-Program of Professional Studies

Using innovative CD-ROM and
Internet-based technology, the pro-

gram integrates professional ethics
with the latest developments in
accounting, auditing, finance and
taxation. It positions CGAs to assume
management and leadership roles in
industry and government.
"Countries in transition like China
know that a crucial step in their
reform is the development of an
accounting system capable of mea-
suring financial performance at the
enterprise level,”states Guy Legault,

For more information on the Paris
Air Show, visit www.infoexport.gc.
ca/canadexport and click on “Trade
Fairs and Missions”

For more information on the
French aeronautics industry, contact
Guy Ladequis, Canadian Embassy,
Paris, tel.: (011-33-1) 44-43-23-59,
fax: (011-33-1) 44-43-29-98, e-mail:
guy.ladequis@dfait-maeci.gc.ca ¥

Canada-Pakistan

— Continued from page 3

defaulted on payments. It’s a
win-win situation, for both the
Canadian companies and the
investment companies.”

For more information, contact
Andy Merchant, President, CPBC,
tel.:(905) 763-8281, fax: (905) 763-
8104, e-mail:cpbc@home.com ¥

(For the unabridged version, see
www. infoexport.gc.ca/canadexport
andclick on “Business Chamber/
Associations”)

president and chief operating officer
of CGA-Canada."We have succeeded
to the point that CGA is already the
foreign professional designation

of choice for accountants and
accounting students in the world’s
most populous country.”

For more information, contact
Judith Walker, Communications and
Government Relations, CGA-Canada,
tel.: (604) 605-5108, e-mail: jwalker
@cga-canada.org Web site:cga-
canada.org W

365 days ayear! |

canadexport 0n'|ille= www.infoexport.gc.ca/canadexport
“connected” to global markets

Commerclal
Corporation

CANADA 8
UNITED STATES

(DFAIT Geographic Bureaus)
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June 2001 —The Canadian

Embassy in Tokyo is inviting
companies in the wireless/Internet
technologies fields to register for Think
Canada - Think Venture Capital, to
be held in conjunction with the Think
Canada 2001 festival. Up to twelve

Think Canada
companies with well-developed plans
and clearly identified interest in the
Japanese market will be selected to
participate in these venture capital (VC)
events, to be presented June 4-8, 2001,

in Tokyo and Kobe, Japan'’s two largest
economic centres.

T OKYO AND KOBE, JAPAN —

" Think Canada 2001 marks the official

launch of the Venture Capital pro-
gram, established by the Canadian
Embassy in Tokyo to expand trade
and investment between Canada and
Japan beyond natural resources and
raw materials. With the assistance of
the Canadian Consulate General in
Osaka and partners in Canada, the
Embassy is now promoting opportu-
nities for other sectors, specifically
Canadian start-ups in information
technology and biotechnology, by
helping them establish financial,
strategic and/or technological part-
nerships with both Canadian and
JapaneseVC firms.

Wireless in Japan

With the overwhelming popularity
in Japan of i-mode — the Japanese
version of WAP — the country now
represents one of the most exciting
and dynamic regions in the world for
the development of wireless/Internet
technology. Wireless“lines” now out-
number fixed lines as the Japanese
increasingly use their wireless devices
to download music, play games, shop,
and gather information from the

Internet. With the introduction in the
i

A YEN FOR JAPAN

near future of 3G technology, the
demand for backend networks,
access and 3G transfer technology,
software, and embedded devices is
rising fast.

The Japanese are using their
personal computers mor