


New Brunswick companies
take the floor in Ireland

— continued from page 1

Established in 1992 by owner
Vincent De Merchant, Majestic Forest
Products has built a solid reputation
for manufacturing high-quality,
top-grade products from New
Brunswick wood primarily. For the
past 18 months, the 12-employee
company has been focusing on
producing superior unfinished
hardwood flooring in both metric
and imperial dimensions — and now
their efforts are paying off. Though
experienced in exporting to the
United States, Majestic is seeing
new markets open up in Hong Kong,
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Nailing down a deal in the
Emerald Isle

Aware of the high demand for quality
hardwood flooring in Ireland, but
lacking local contacts, Majestic’s
Sales Manager Jim Patterson was
eager fo follow a trade lead provided
by the International Business Oppor-
tunities Centre (IBOC).

That lead began when Owen
Smith of C & S Timber Importers Ltd.
in Cavan, Ireland, approached
Gerry Mongey, Commercial Assistant
at the Canadian Embassy in Dublin,
with an urgent request for the names
of Canadian manufacturers of top
grade pre-finished and unfinished
hardwood flooring in red and white
oak and maple. It seems that a pre-
vious supplier had shipped goods
of unacceptable quality.

Mongey immediately passed the
details on to IBOC, where Sourcing
Officer Marg MacGillivray followed
the trail by searching the WIN
Exports database. This search
identified Majestic Forest Products as
a possible supplier. When contacted
by IBOC, Jim Patterson immediately
confirmed both his interest and
Maijestic’s capability to satisfy the
requirements.

Getting a chance to launch into
exports

Determined to meet the demands of
C & S Timber Importers and enter a
new and very lucrative market,
Patterson suggested that Factory
Direct Hardwood Floors of Shediac,
New Brunswick, a distributor of
hardwood flooring products, could
provide the pre-finished portion of the

JPPORTUNITIES

International Business
Opportunities Centre

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 lof ICanod|i|on '
exporters, particularly small an
mxe%Oium-si:;i enhm¥ises. IBOC
offers a value-added service to
trade commissioners by directly
confacting Canadian companies
about foreign trade leads.

To pursue our international frade
leads, check out our Web site at

www.iboc.gc.ca (particularly
our E-Leads® and Web-Leads®).

deal. Michel Baillargeon of Factory
Direct jumped at the chance to sell his
company’s product overseas — and
learn about the exporting business.

“It was risky fo some extent but the
opportunity was worth the risk,” said
Baillargeon.

The two companies worked together
to hammer out a competitive price
that clinched the deal.

“Thanks to the excellent service
and assistance we received from the
Canadian Embassy and IBOC, we've
started what we hope will be an on-
going relationship with C & S Timber
Importers to meet future demand in
Ireland for superior hardwood
flooring,” said Majestic’s Patterson.

Factory Direct's Baillargeon had this
to say about his first exporting ex-
perience, “It was very rewarding —
a great start. We're definitely in the
market for future export sales.” %

ProsEecﬁng global

markets

Prospectus
is helping
e-exporters

any Canadian business

people know in their

hearts that business-to-
business (B2B) ecommerce software is
part of the technical toolkit companies
need to compete in the $10 frillion
global export marketplace. Yet a
recent study by International Data
Corporation (IDC) Canada
(www.ide.ca) shows only 3% of
Canadian medium-sized businesses
have supply-chain management fully
integrated with their Web sites, versus
15% of American firms.

Part of the problem is knowing who to
trust in a world filled with outlandish
claims from e-solutions vendors.
Especially acute is the problem of
finding trustworthy partners in foreign
markets.

“Technology itself is not the answer.
People still matter. In exporting, a lot
depends on relationships,” says
Marvin Bedward, President and CEO
of Prospectus Group (www.
prospectus.com), an Oftawa-based
provider of e-business solutions. “And
so for some years now we have been
working to develop a B2B solution that
is on the leading edge of technology,
while also developing better tools to
reinforce rooted relationships.”

Now, a flurry of announcements
from Prospectus indicates the long
gestation period is coming fo an end,
with key sales in Mexico, Brazil, ltaly
and Canada.

SHARING TRA

New e-marketplaces

In November, Prospectus announced that
it had entered info a teaming agree-
ment with aRegional of Mexico (www.
aregional.com), a software developer
and Internet services provider, to market
business solutions in Mexico. The part-
nership will promote nTelligence™, a
proprietary Web platform developed by
Prospectus, to create emarketplaces for
Mexican clients and advanced e-procure-
ment and project planning solutions.

“We are very impressed by the
power of nTelligence™,” said Jésus
Alberto Cano Vélez, Director General
of aRegional. “We already use the
Internet to provide diverse clients with
information and tools but nTelligence™
gives us a highly flexible platform that
expands our offerings and enhances
the solutions we can deliver.”

As well, Prospectus announced it
has entered into an agreement with
ViaSafe Inc. (www.viasafe.com) of
Ottawa, to develop a secure, automated
trade documentation delivery system for
SourceCan (Www.sourcecan.com),
an Internet-based partnering and busi-
ness opportunities trading network. This
Canadian “emarketplace” was developed
by HyperNet (www.hypernet.ca),
a wholly owned subsidiary of Prospectus,
in partnership with Industry Canada and
the Canadian Commercial Corporation.

The Italian connection
Prospectus is also building itself an
impressive set of ltalian relationships.
First, Prospectus announced the
formation of AMERIGO Corporation
(www.amerigocorp.com), a joint
venture with Simpres Lab, an ltalian
software integrator. AMERIGO has
licensed its Discovery ASP Platform as
part of an agreement with one of
Italy’s largest e-services companies.
This deal was immediately followed
up with a two-year service and devel-
opment agreement with IntesaBC| Bank
of Canada (www.intesabci.ca) to
build a portal that will showcase
Canadian communities fo IntesaBCl
customers in lfaly.

Future prospects
So with all of these prospects, where
is the company headed?

“Prospectus is making rapid progress
on several fronts,” says Jan Fedorowicz,
a Prospectus director. “But we need to
maintain our focus. For the foreseeable
future we are going to remain in Mexico
and the other Latin American markets.
We believe in the positive impact the
FTAA will have on the region over the
long term. And Prospectus has always
been a company that keeps its eye on
the future.”

Indeed it does. Prospectus, in part-
nership with CGl (www.cgi.ca) of
Montreal, one of Canada’s leading
solutions providers and systems inte-
grators, has also secured $150,000
from the Canadian International
Development Agency (CIDA) for a
feasibility study of a business portal
for the Americas.

“The portal,” explains Susan Harper,
Canada’s Ambassador to Uruguay,
“has tremendous potential for countries
such as Uruguay where both commu-
nities and individuals increasingly have
access to the Internet and where the
distance from other markets has always
been a real barrier.

“The Prospectus project is exciting
because it connects, for the first time,
all of the countries of the Americas
through an e-marketplace.”

For more information, contact
Marvin Bedward, President and CEO,
The Prospectus Group, tel.: (613)
232-1567 ext. 209, fax: (613)
232-1453, e-mail: mbedward@
prospectus.com Web site: www,
prospectus.com ¥
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Foreign exchange se

CCC clien

n February 2002, the Canc

Commercial Corporation |

signed a service agreeme
with the Toronto-Dominion Bank
provide foreign exchange servi
to CCC clients — where CCC ¢
as the prime contractor on an €
sale.

This service agreement will pro
companies, in particular small ¢
medium-sized exporters (SMEs),
access to highly competitive rat
“spot” and “forward” transactic

Managing risks

“In the past, SMEs often ignore
foreign exchange risk or used ¢
means to offset the risk,” said C
Chief Financial Officer, Paul Th
“Qur service agreement with the
Bank will help clients take an ¢
role in managing foreign exchi
risks and, at the same time, gai
access to near wholesale level
pricing on foreign exchange an
forward instruments.”

BIO2002

— continued from page 6

For more information abo
participating in the SMP progran
presenter or a panelist, contact
Swain, DFAIT, tel.: (613) 944-(
e-mail: neil.swain@dfait-maec
ca Note that space is limited an
engagement is by reservation on

For more information abo
June 11 VC networking receptior
contact Jim Burt, Trade Commissi
U.S. Business Development Divisi
DFAIT, tel.: (613) 944-6576, ¢
jim.burt@dfait-maeci.gc.c(
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Rana Jaglal

Trade Commissioner
Canadian Embassy
Manila, Philippines

3 philippines

THE CANADIAN

TRADE COMMISSIONER
SERVICE

Serving Canadian Business /

T. (01

F: (011-84-4) 823-5351

T: (011-63-2) 867-0137

F: (011-63-2) 810-1699

The Trade Com

Ho Chi Minh City
Francis Uy

Trade Commissioner
Consulate General of Canada
Ho Chi Minh City, Vietnam

T: (011-84-8) 824-5025

F: (011-84-8) 829-4528

missioner Service helps new and experienced companies which

have researched and selected their target markets.

Canadian Trade Review

A Quarterly Review of Canada’s Trade Performance
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Fourth Quarter 2001

This trade and investment quarterly reports on Canada’s economic growth in the fourth quarter
of 2001, and highlights our trade and investment performance in key sectors and markets.

Trade Sector Is Essential for Economic
Turnaround in the Fourth Quarter

Canada's real gross domestic product
(GDP) increased by 2.0% (on an
annualized basis') in the fourth quarter of
2001, reversing an annualized decline in

Table 1: Canada’s Economic and Trade Indicators

Percent Change at Annual Rates
Fourth Quarter 2001 over Third Quarter 2001

real GDP by 0.6% in the third quarter.

The trade sector was the main Real GDP (annualized) 2.0
Contrlbutor tO thIS reversal Of GDP gl’ OWth, Employment (quar[eﬂy Increase, [eye[) 40,000
i 'mports declined more SUbStantla”y Rate of Unemployment (fourth quarter average in percent) 7.6

than exports. A rebound of consumer
spending in the fourth quarter helped to

Consumer Price Index
(January 2002, year-over-year percent change)

stimulate domestic demand, which All Ttems J 13
otherwise was negatively affected by a Core (excludes food and energy) 1.7
slump in business fixed capital and Canadian $ in U.S. funds (average for 2001) 0.6458
inventory investment in the quarter. For

the year as a whol e, re al GDP grew by Exports of Goods and Services (based on current dollars) -14.4
1.5% in 2001 over 2000.

Job creation increased during the
quarter—a net increase of 40,000 jobs
was reported, up from 12,300 in the third quarter,
although a large share of the jobs created in the
fourth quarter were part-time jobs. The average
unemployment rate rose to 7.6% from 7.1% in the
previous quarter.

" The twelve-month overall inflation was 1.3% in

January 2002, and core inflation (excluding food
and energy) was 1.7%, down from 3.1% and 2.0%

Imports of Goods and Services (based on current dollars) =15.1

Source: Stafistics Canada

respectively a year ago. Thus, year-over-year
inflation in January 2002 remained comfortably
within the target range of 1% to 3% that has been
established by the Bank of Canada.

The average U.S. dollar value of the Canadian dollar
in 2001 was US$0.6458—a 4.1% depreciation from
US$0.6734 in 2000.

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

figures, are expressed on a s.a.a.r basis, unless otherwise noted.

Prepared by the Trade and Economic Analysis Division (EET)
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United States

Canada’s annual merchandise
exports to the United States
declined by 2.4% in 2001 over
2000, while annual imports fell by
4.6%. This resulted in a new
record annual trade surplus with
the United States of $95.4 billion
for 2001—up from $91.9 in 2000.

Bilateral Merchandise
Trade with Japan, the
European Union,
Mexico and China

In 2001, both annual exports to
and annual imports from Japan
declined over 2000. The more
rapid decline in imports compared
to exports reduced Canada’s
annual trade deficit with Japan from
$1.4 billion in 2000 to $1.3 billion in
2001. Annual exports to the EU in
2001 declined by 1.5% over 2000,
while imports expanded by 5.0%.
Consequently, Canada’s annual
trade deficit with the EU increased
from $11.3 billion in 2000 to
$13.3 billion in 2001. Canadian
exports to our major markets in
the EU declined, with the
exception of France, which
recorded a 13.8% increase over
2000. Canadian imports from
France also grew substantively by
32.4% in 2001, while imports
from Italy grew by 9.9% and
imports from Germany expanded
by 2.3%. On the other hand,
imports from the United Kingdom
declined by 10.7% in 2001 over
2000. While Mexico maintained its
ranking as Canada’s fourth most
important source for imports in
2001, it moved from being ranked
as the eighth-largest destination
for Canadian exports in 2000 to
the sixth most important in 2001.
At the same time, China replaced the
United Kingdom as the third-largest
source of imports in 2001, while
the United Kingdom lost in
importance as a source of imports
to rank fifth.

Merchandise Trade by
Commodity Groups

In 2001, exports of agricultural
products expanded by 12.6%
from 2000, while consumer goods
increased by 6.7%, energy by
4.5% and industrial goods by
0.5%. Annual exports of
machinery declined by 7.6%, as
did forestry products by 7.5% and
automotives by 5.3%. Annual
imports of agricultural products
increased by 9.7% from 2000,
and imports of consumer goods
expanded by 7.1%. On the other
hand, annual imports of
machinery declined by 8.4%,
while automotive imports fell by
6.3%, forestry products by 5.8%,
industrial goods by 2.9% and
energy by 0.9%

High-tech Products’
Share in Trade

In 2001, the importance of high-
tech products in Canada's trade
declined. High-tech products
accounted 11.5% of merchandise
exports in 2001, down from
13.0% in 2000. Similarly, high-
tech products accounted for
16.7% of merchandise imports in
2001, down from 17.9% in 2000.

Services Trade

Canada's travel deficit with the
rest of the world plummeted from
$2.1 billion in 2000 to $1.3 billion
in 2001—its lowest level since the
World's Fair in Vancouver in 1986.
The annual travel deficit was
particularly affected by the decline
in Canadian outward travel in the
fourth quarter of 2001. The
decline in the travel deficit was
however offset by an increase in
the deficit for transport services
(up $632 million) and commercial
services (up $365 million). Thus,
the overall services trade deficit
increased from $6.7 billion in
2000 to $6.8 billion in 2001.

Foreign Direct
Investments

The rate of increase in both
inward and outward FDI slowed in
2001 from 2000.

Outward flows of FDI declined
from $65.4 billion in 2000 to
$57.3 billion in 2001, and inward FDI
flows decreased from $94.0 billion to
$42.8 billion. Increased outward
FDI flows in the finance and
insurance sector in 2001 could not
counter reduced FDI flows in the
machinery sector and other
industries. For inward FDI flows in
2001, increased investments in
the energy sector could not offset
declining investments in all other
sectors. Investment flows with EU
countries other than the United
Kingdom declined noticeably in
2001 and strengthened the leading
role that the United States
maintains as the both the leading
source and destination for
Canadian FDI. The decline in
inward FDI flows from the EU in
2001, combined with a resurgence
of FDI into Canada from the
United States, resulted in the
United States accounting for as
much as 93.5% of FDI flows into
Canada in that year.

Portfolio Investments

Canadian net investments in
foreign securities (bonds and
stocks) reached $34.5 billion in
2001, down from $62.7 billion in
2000—in both years, the
investments were predominantly
directed toward foreign stocks,
largely assisted by the legislative
change to increase the limit on
foreign content in Canadian
pensions from 20% to 30%. On
the other hand, foreign
investments in Canadian securities
increased to $30.1 billion in 2001,
up from $19.6 billion in 2000. The
focus for foreign security
investments in 2001 was on
Canadian corporate bonds, which
set an annual record for new
issues.

Upcoming Event(s)
mpénmdg e i
Music Industries Association of Canada - -

MIAC 2002 Trade Show
August 2526, 2002
Toronto, Ontario

www.miac.net

Up omn:‘% Events Outside
Canada

Pop Music and Entertainment - POPKomm

August 15-17, 2002

Cobgre,Gomary

www.popkomm.de

Austraian Music Week - AMW
Oclober 915,202
Australia

wwwiaustralianmusicweek.com.au

World Music Expo - WOMEX
October 24-27, 2002

Essen, Germany
Www.womex.com

National Associations
Canada Council for the Arts
www.canadacouncil.ca

Canadian Independent Record Production
Association (CIRPA)
www.cirpa.ca

Canadian Recording Industry (CRIA)
wwwi.cria.ca

Contact in the Trade
Commissioner Service
Sylvie Morissette

Trade Commissioner

Arts and Cultural Industries (Sound
Recording, Book Publishing, Mulimedia)
Department of Foreign Affairs

and Infernational Trade

125 Sussex Drive

Ottawa, Ontario, K1A 0G2

T:(613) 996-1144

F:(613) 992-5965

E : sylvie.morissette@dfait-maeci.ge.ca
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Kansai environmental sector profile

Converting a yen for the
environment into dollars

® urban area waste and wastewater
disposal, emissions and noise
pollution;

® industrial pollution;

® mountain and forest conservation.
The nature-loving Kansai people are

sensitive to these issues and the region

leads Japan in the use of technology

to solve its environmental problems.

Environmental business
Now that the Japanese

are focused on repairing & ;
the environmental e i
damage caused during - v_
the post-war economic
boom, environmental businesses are
springing up, predicated on the
watchwords ‘re-use’, ‘re-cycle’ and
‘re-new’.

The Kansai region is home to 74 of
Japan's 213 leading environmental
business companies: 47 in Osaka,

16 in Hyogo, 9 in Kyoto, and one

each for both Wakayama and

Okayama. These enterprises fall into

four general categories:

® Anti-pollution: developing materials
that reduce air and water pollution;

® Waste disposal and recycling: waste
disposal plants, collection and
recycling systems;

® Environmental restoration: remedia-
tion of soil and water, reforestation
and biotype conservation;

® Sustainable energy development:
photovoltaic and wind-power
generation, co-generation and
improved insulation techniques.

The environmental business market
in Japan is currently estimated to be
worth 21 frillion yen and is projected
to reach 34 trillion yen by 2010.
Kansai’s current 3.8rillion-yen market
will likely reach 6.1 trillion yen by
then.

i
-~ Le Canada au Japon

Market opportunities

To be successful, Canadian suppliers
should focus on markets that are
relevant to the Japanese.

Water sterilization and purifi-
cation — Japan has an abundance of
aquariums, swimming pools, fish farms,
fisheries stations, fishing ponds, fresh-
fish restaurants and bathhouses.

Dioxin — Analysis is
expensive in Japan and

remediation is urgently

Canada in Japan  required for

contaminated soil.

Alternative fuels

technology — Japan respects
Canada’s reputation as a leading
developer of alternative fuels.

Black liquor — This by-product of
paper production can be used for
power generation in Japan where the
cost of electricity is high.

Wood charcoal — Perceived as an
environmentally friendly product, char-
coal is in demand for use in restaurants
and Japanese-style “Izakaya” bars.

Exporters interested in the Kansai
region should contact any of the large
companies there since most have well-
established connections with the envi-
ronmental business through their networks
of subsidiaries and related companies.

For private sector projects, suppliers
must have a business account. To be
eligible for public sector projects, compa-
nies must first be approved or registered.

For more information, contact
Jean-Pierre Petit, Japan Division, DFAIT,
tel.: (613) 996-2467, fax: (613)
944-2397, email: jeanpierre.petit
@dfait-maeci.gc.ca

Part two of this report examines the
specific environmental policies of each
of the seven prefectures in the Kansai
region. ¥
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Dragon at your door

Tap

verything about China is big:
E big population (1.3 billion),

big economy ($2 trillion GDF,
the world’s sixth-largest), and the
potential to become the world’s
biggest consumer market. China and
Hong Kong (China/HK) combined
form Canada’s third-largest export
market: two-way trade between
Canada and China/HK in 2001
topped the $19 billion mark. With
such a huge market, there is a need
for a comprehensive document that

clearly explains where the big oppor-

tunities lie in the Land of the Dragon.

To help Canadian exporters under-
stand those sectoral and regional
opportunities, DFAIT’s China and
Mongolia Division has posted its
China and Hong Kong Trade Action
Plan 2002 on-ine at www.
chinahktradeactionplan.ca

TRADE ACTION PLAN 2002
HIGHLIGHTS

China joins the World Trade

Organization

The Trade Action Plan (TAP) explains

benefits that Canadian exporters can

expect following China’s accession to the

WTO. Some of the highlights include:

® national treatment extended to
trading partners;

® application of “most favoured
nation” principle;

® increased transparency and
predictability;

® uniform application of laws and
regulations;

® lowering of overall tariff levels;

® phase-out or elimination of import
quotas and nearly 400 non-tariff
measures;

12 | CanadExport  Apil 1, 2002

CHINA AND HONG

info China/HK
Trade Action Plan (TAP)

® |iberalization of investment
environment,

The agriculture, automotive, informa-
tion and communications technologies,
and financial services sectors will
benefit most.

For more information about
China and the WTO, visit www.
dfait-maeci.gc.ca/tna-nac/
WTO-CC-e.asp

Profiles of regional markets
The TAP provides profiles of regional
markets in China, including the West
and Hong Kong.

Western Development
Strategy (WDS) — To improve
living standards in the interior, the
Chinese government has allocated
$160 billion over a four-year period
on new large-scale transportation and
infrastructure projects, upgrading
regional IT infrastructure, education
and environmental protection systems.

Canadian firms are already active
as the first year of the WDS program
unfolds. Opportunities will grow as
urbanization and improvement of
housing and living standards drives
a boom similar to those that occurred
in Shanghai and Beijing in the early
1990s.

Hong Kong Special Adminis-
trative Region (HKSAR) — A global
financial and distribution hub in the
heart of Asia, with well-established
links to the markets of China, HKSAR
is a dynamic, open, competitive, free-
market environment with a level playing
field where entrepreneurship, innova-
tion and leading-edge technologies
thrive. A significant market exists for
valve-added products and services
produced by Canadian small and
medium-sized enterprises. It is also a

KONG

place where strong linkages to Canada
already exist, as well as expert China-
Hong Kong crossborder business skills.

Sectors with significant
opportunities for Canadian
exporters

TAP provides overviews of sectors with
significant opportunities for Canadian
exporters, including:

Agriculture — Population of
1.3 billion (22% of the world popula-
tion but only 7% of the world arable
land): rapid expansion in per capita
GDP means more food consumption.
Opportunities include canola oil, feed
peas, seafood, beer, wheat, alfalfa,
beef and pork.

Information and Communica-
tions Technologies (ICT) — China
is one of the world's largest ICT
markets and is currently the world's
largest mobile phone market. Oppor-
tunities exist in telecommunications
infrastructure, software and Canadian
investment in telecommunications
operations in fixed, mobile, basic
and valve-added services.

Cultural industries — Growing
affluence has resulted in an increased
consumer focus on the arts and
entertainment. Opportunities exist in
the performing arts, film and music.

Environment — The State
Environmental Protection Administration
reports that over five years China's
environmental protection fund will reach
$135 billion. The fund will address

significant environmental degradation
continued on page 13 — Tap into

TRADE NEWS

Pa Ssage to India — continued from page 1

Intellectual Property Rights (IPR) and
broadcasting, reduced fariffs on
hardware, zero duties on software,
and a commitment to the WTO — the
ICE sectors in India are drawing the
world’s attention with growth rates that
are predicted to reach 20%.

Energy

With power consumption growing 9%
to 10% annually, India is the world's
second-largest market for power after
China. To fulfill the Indian government's
plan to bring power fo the entire
country by the year 2012, capacity
must be increased from 101,154 MW
to 212,000 MW: powerful commercial
opportunities for Canadian companies!

Transportation and Infrastructure
A weak transportation infrastructure is
hindering India’s economy. The central

and state governments are committed
to major expansion and upgrading
projects, many backed by substantial
financing by the Asian Development
Bank (ADB) and the World Bank. India’s
transportation and infrastructure projects
will require a range of products and
services.

Environment

As India’s awareness of environmental
issues grows, so does its US$3.1-billion
market for environmental products. By
2010, this market will be worth an
estimated US$7 billion.

Agri-Food

The US$20-billion food production and
processing sector is one of India’s largest
in terms of production, consumption,
export prospects and growth potential.
The sector employs more than 64% of

Tap into China/Hong Kong

— continued from page 12

caused by rapid industrialization.
Opportunities exist in urban air and
water purification environmental
products and services.

Services — There is room for
growth in a services market that is
under-represented as a portion of
China’s GDP as compared to more
mature economies. Recent reforms
have resulted in a significantly more
liberal market. Opportunities exist in
banking, insurance, mutual fund man-
agement, education and distribution.

Forestry and Construction —
The urban population of 400 million is
fuelling rapid growth. Over six years,
per-capita incomes rose over 75%
resulting in a country-wide construction
boom. Opportunities include energy-
efficient construction products, wood-
frame housing and architectural services.

Power — China is the world’s
secondargest power producing country.
Opportunities exist in transmission and

distribution systems, and in the devel-
opment of hydro power in Western
and Central China.

Transportation — China is the
world’s largest market for transport
equipment and transport infrastructure
development products and services.
Opportunities exist in rail, urban
transit, road infrastructure, marine
transportation, commercial aircraft,
auto parts, and ICT transport products.

To download the complete China
and Hong Kong Trade Action Plan
2002, visit www.chinahktrade
actionplan.ca

For more information about the
Trade Commissioner Service (TCS) in
China/HK and TCS's core services,
visit www.infoexport.gc.ca and
follow the links.

For more information, contact
China and Mongolia Division, DFAIT,
tel.; (613) 996-0905, e-mail: pem
@dfait-maeci.gc.ca w

India’s workforce and accounts for 26%
of India’s GDP. Some studies predict
that by 2005 the sector will be worth
US$60 billion.

Education

With a population of 1.1 billion and
over 500 post-secondary institutions,
India turns out 275,000 graduates
each year in engineering alone. These
graduates represent a pool of potential
candidates for Canadian universities
and colleges, while India’s prestigious
engineering, applied sciences and
management schools may be considered
potential partners for research collab-
oration and exchanges. India is also
one of the world’s largest markets for
distance education and on-ine fraining.

Housing and Building Products
India’s affluent middle class is growing,
particularly in rapidly expanding urban
areas, and is now demanding better
quality housing and building products.
Fuelling this demand is an increased
awareness of international lifestyles,
improved access to housing finance
and a greater commitment by the Indian
government to the housing sector.

Financial Services

Only 70 million out of an estimated
250 million middle class Indian citizens
are insured. Insurance in India is a
US$7.5-billion industry that, with in-
creased privatization and foreign
participation, will grow 20% each
year. Insurance is one of many
opportunities in the burgeoning
financial services sector.

An excellent opportunity

The trade mission will be an excellent
opportunity for Canadian suppliers to
promote their goods and services
while strengthening local business
partnerships, meeting new clients and
enhancing their visibility in one of the
world’s hottest emerging markets.

For more information about the
mission and opportunities in these and
other sectors, visit: www.tcm-mec.
gc.ca/india/menu-en.asp
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