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Foreword

Japan is a global economic powerhouse, rivalling the European Union and the United States.
Japan’s $5-trillion economy accounts for 20 per cent of world gross national product, compared
with 30 per cent for the European Union and 28 per cent for the United States. It is the world’s
third largest import market after the United States and Germany, one of the world’s primary
sources of foreign investment and industrial technologies, and the largest source of official
development assistance. Japan accounts for 70 per cent of economic output and 30 per cent of
trade in the Asia-Pacific region.

To secure the country’s long-term prosperity, the Japanese government has committed 17 trillion
yen in spending on science and technology over the next five years — an average 13 per cent
budget increase per year, bringing this investment to the same level as the United States by the
year 2000. Continuing economic restructuring and deregulation could establish the under-utilized
Japanese domestic market as a primary engine of growth before the turn of the century and open
up countless new and diverse business opportunities in Japan and in other markets.
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Japanese investment strategies are increasingly oriented toward reducing costs by shifting
operations overseas, by emphasizing international procurement, and through more active intra-
company trade in materials, finished products and services. While short-term investment plans
have focussed on dynamic Asian markets, the prospects for further investment in Canada remain
promising since Japanese companies will need to retain market share and pursue fully integrated
production abroad, including research and development and the manufacture of component parts.
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Overview

Japan is Canada’s second-largest trading partner and largest source of overseas tourism revenue.
In 1995, two-way trade surpassed $24 billion, and exports alone increased by 24 per cent to $12
billion. Tourism generated a record $661 million, an increase of 20 per cent over the previous
year. Japan is also Canada’s third most important source of foreign direct investment, valued at
$12.5 billion in March 1996, and the second-largest portfolio investor, valued at $43.5 billion in
March 1996.

Canada’s Action Plan for Japan defines a co-ordinated and business-led approach to expanding
the Canada-Japan business relationship. This fourth edition of Canada’s Action Plan for Japan
outlines a strategy to realize opportunities in seven of Japan’s highest-growth sectors: building
products, fish and seafood products, processed food products, furniture, health care and medical
devices, tourism, and information technologies. The strategy emphasizes the importance of
increased knowledge and awareness of the Japanese market and adapting products and services
to meet Japanese requirements. It outlines specific activities to help expand trade, investment and
technology ties between Canada and Japan.

Several factors favour expanding and diversifying business between Canada and Japan, including
the still relatively high-valued yen, continued economic restructuring and deregulation,
increasingly value-conscious customers, a large pool of available capital and technologies, and
a strong willingness on the part of the Japanese business community to develop partnerships with
Canadian firms. Canada also has a lot to offer Japanese investors: a productive labour force, a
highly developed and efficient infrastructure, a sound and open economy, and access to the entire
North American market.

Canada’s Action Plan for Japan will promote investment in sectors in which Canada has
demonstrated particular strengths of interest to potential investors, such as building products, fish
and seafood products, processed foods, furniture, health care products, tourism and information
technologies. The Keidanren Business Partnerships Mission, which visited Canada in
September 1996, should serve as a catalyst for further investment in Canada.

Promoting the development of technology-based partnerships is another vital component of
Canada’s Action Plan for Japan. Successfully adopting and adapting innovative technologies and
processes can be key to success. Canada has leading technologies in a broad spectrum of sectors,
including telecommunications and medicine, and Japan has world-class technologies in areas such
as advanced materials and manufacturing. Technology-based partnerships in all sectors have
played a key role in developing Canada-Japan trade.

Opportunities for increased business linkages are not confined to the seven sectors of the Action
Plan. For instance, given the global reach of Japanese companies and the fact that Japan is the
world’s largest source of official development assistance, many diverse opportunities exist for
Canadian involvement in Japanese projects in third countries. Targeting government support for
business development in the seven sectors of the Action Plan reflects the need to focus limited
resources where they will be most effective — in areas that offer significant opportunity and that
parallel areas of demonstrated Canadian expertise.
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Visit Ni-Ka Online: Canada’s Internet Window on
Japan, where Canadians can find a wealth of practical
information on Japan provided by the Department of
Foreign Affairs and International Trade (DFAIT), and
Canada’s offices in Japan; plus links to dozens of
other useful sites in Japan and elsewhere. Ni-Ka
Online is located within the DFAIT web site. You can
reach it through DFAIT’s home page (http://www.dfait-
maeci.ge.ca), or simply enter "Ni-Ka Online" in most
search engines to reach it directly.
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BUILDING PRODUCTS

For several years, Japan has been Canada’s
leading overseas market for forest products.
In 1995, Canadian exports of forest products
to Japan (including lumber, pulp and paper)
exceeded $4.8 billion, with softwood lumber
comprising $2.6 billion and supplying some
80 per cent of the lumber imported for
Japan’s burgeoning housing sector, the
world’s largest, with some 1.5 million starts
annually.

Softwood lumber and plywood aside,
Canadian manufactured building materials
have only recently been introduced to Japan;
the range of products exported remains quite
limited, and Canada’s market share is still
well below full potential. Even with an
expansion in exports in manufactured
housing of 139 per cent in 1995, there
remains a largely untapped market
opportunity for Canadian exporters of doors,
windows, flooring, staircases, system
kitchens, prefabricated wall panels and house
packages (pre-engineered and manufactured).
It is noteworthy that Canada became Japan’s
leading supplier of prefabricated housing in
1995 and is likely to retain this position for
the foreseeable future as a result of its ability
to supply advanced housing suited to Japan’s
needs, and despite aggressive foreign
competition.

Acute shortages of skilled tradesmen and
high domestic labour costs, combined with
recession-driven consumer demand for
lower-cost housing, continue to fuel the
demand for imported building products
(called "imported housing" in Japan).
Canadian products are highly competitive in
both price and quality and can be tailored to
local requirements, including sizing, pre-
finishing and packaging. A key area of
Canadian effort in Japan is the transfer of
building technology to promote three-storey

wooden construction as a cost-effective
alternative to steel/concrete structures for
both housing and multi-use facilities.

The successful conclusion of the Uruguay
Round in 1994 resulted in either a phased
reduction or, for some products, full
elimination by 1999 of Japan’s tariffs on
softwood lumber, plywood, particleboard,
wood mouldings, doors, windows and other
building products. These tariff changes will
enhance further the price competitiveness of
Canadian products compared with
domestically manufactured components.
Furthermore, the Japanese government has
developed a program to promote imports of
manufactured housing through initiatives
such as model home sites across Japan.

In November 1994, Canada and Japan
initiated a series of bilateral discussions
aimed at achieving mutual recognition of
building product standards and acceptance of
test data on materials and construction
methods. The discussions also seek to gain
recognition of Japanese or Canadian
evaluations and certifications based on
standards equivalent to those applied by the
relevant authorities of the host country. The
objective is to eliminate duplication of
testing, evaluation or certification
requirements, to facilitate the process of
Japanese recognition of test facilities in
Canada and to simplify the procedures
involved. This will effectively increase the
availability in Japan of high-quality building
products at reasonable prices while also
promoting more efficient construction
methods. Evaluation bodies and testing
laboratories in both countries are
collaborating closely, as in the recently
completed full-scale fire test conducted on
wood-frame houses at Tsukuba City. In
addition, Japan appears to be moving in the
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direction of performance-based standards.
Negotiations are proceeding between the
National Research  Council (NRC)’s
Canadian Construction Materials Centre and
the Japanese Ministry of Construction to
facilitate market access for innovative
Canadian products.

At present, Canadian companies wishing to
export finished building products to Japan,
particularly those requiring a fire rating, face
expensive testing procedures, but if such
testing can be done in Canada instead of in
Japan, these costs can be lowered. An initial
breakthrough occurred on December 19,
1995, when ULC, Toronto, was granted
Foreign Testing Organization status, thus
permitting ULC to conduct fire-testing of
certain Canadian products to Japanese
standards.

Another example of Canada-Japan co-
operation is a research initiative between the
Canadian Forest Service/Forintek and the
Japanese Ministry of Construction’s Building
Research Centre, whereby collaborative
research is underway on timber structures
under seismic and wind loads. This activity
will contribute to the competitiveness of
Canadian wood products in Japan in two
ways:

. by enhancing the performance of
wood structures under seismic loads
and

. by developing harmonized codes and
standards.

Another recent Canadian initiative is a
combined government/industry partnership
aimed at achieving Japanese Ministry of
Construction acceptance of closed
prefabricated wall/floor/roof panels. The use
of such panels, incorporating insulation,
interior/exterior coverings and other value-

added components, would increase the
efficiency, and therefore desirability, of
imported housing in Japan, while permitting
additional finished building products to be
exported from Canada.

Market Opportunities

Japan is importing increasing volumes of
finished building products, primarily because
of their cost advantages but also to satisfy
consumer demand for modern, Western-style
housing and related components and fixtures.

With the number of construction workers
projected to decline by 45 per cent by the
year 2000, the Japanese housing industry is
being forced to introduce additional finished
and/or prefabricated components. Canadian
suppliers of labour and cost saving building
materials are finding a ready market in
Japan, particularly when such products are
custom designed to meet particular needs.

Market potential varies regionally in Japan.
The greatest potential for Canadian building
products in the 2x4 and prefabricated
housing sectors is in the Hokkaido, Tohoku,
Kanto, Kansai, Chubu and Kyushu areas.
The Great Hanshin Earthquake that
devastated Kobe on January 17, 1995,
resulted in the provision of temporary
housing by several Canadian companies as
part of immediate relief efforts. In addition,
the earthquake disaster provided an
opportunity to introduce Canadian
manufactured housing and a range of value-
added building products for the rebuilding of
permanent housing in the Kobe/Osaka
region. The strong performance of Canadian
2x4 housing during the earthquake is
assisting Canada’s efforts to promote
prefabricated 2x4 housing throughout Japan,
as well as helping ensure a continuing strong
market demand for Canadian dimension
lumber, plywood and oriented strand board,
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both for new construction and for the
renovation and rehabilitation of existing
housing. Such renovation accounts for about
25 per cent of annual expenditures for
housing in Japan and is set to expand further
over the next decade.

The traditional post-and-beam housing sector
will remain the principal user of Canadian
lumber in Japan. In the apartment sector,
reinforced concrete construction  will
continue to account for most of the activity
and will offer a huge market potential for a
wide range of Canadian building products.
There is a growing Japanese demand also for
"specialized" housing for seniors and for the
disabled, with features and equipment such
as easier access, wider interior doorways,
lowered countertops/cupboards and special
bathroom amenities, all of which Canadian
manufacturers can supply very competitively.

A three-storey wooden apartment project
called "Maple Court" was completed in
Osaka during 1994. Sponsored by the Osaka
Prefectural Housing Supply Corporation,
Maple Court contains 44 rental apartments
and was constructed mostly with Canadian
materials and local labour. A Canadian
architect also played a key role in the
project. Maple Court is being utilized to
show the benefits of multi-storey wooden
apartment construction and has attracted a
good deal of attention across Japan because
of its cost-efficiency and ease of
construction.  There is every reason to
believe that similar three-storey apartment
projects will be undertaken in Osaka, as well
as other areas of Japan.

The 2x4 (platform frame) construction
industry, which Canada introduced to Japan
about 20 years ago, now accounts for some
75 000 housing starts annually. The Japan
2x4 Home Builders Association consists of
more than 800 leading builders that are

receptive to new products and techniques,
particularly if they represent cost savings.
The Association is broken down into
regional bodies that offer an opportunity to
market value-added building products
directly to end-users, thus bypassing the
complex and costly distribution system.

In recent years, a number of Japanese buying
missions have visited Canadian building
product manufacturers and made direct
purchases. However, there continues to be a
pressing need to increase Japanese awareness
of, and exposure to, Canadian building
products.  For the most part, Canadian
companies have done very well against
foreign competition, but greater promotional
effort is still required to effectively convey
the strengths of the Canadian industry.

There are a number of specific opportunities
for Canadian companies, stemming from:

. the need to reduce Japanese housing
costs;
. the demand for Western-style

housing and related amenities;

. the increasing shortage of Japanese
construction workers;

. the desire to import building products
directly, thus avoiding "middlemen";

. the potential matching of mid-sized
Canadian manufacturers and
exporters with suitable Japanese
building consortia;

. possible investment as well as joint
venture opportunities;

. the recent approval of three-storey
wooden apartment construction in
non-fire zones;

Action Plan for Japan
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. a Japanese preference for "natural"
wood and stone products;

. the Japanese ability and willingness
to pay higher prices for high-quality
products;

- recent Japanese government

initiatives (review of JAS standards,
revision of fire codes for three-storey
buildings, etc.) to deregulate the
housing sector as one way to reduce
housing costs; and

. the Japanese government’s goal to
offer consumers additional freedom
of choice by adopting new housing
technologies, regardless of source.

THE ACTION PLAN

Canadian industry needs to be made aware
of the dynamic changes taking place in the
Japanese housing market, so that they can
adapt their products to suit Japanese
requirements and promote their products in
Japan.

A number of federal and provincial
government agencies are ready to assist and
support private-sector efforts to penetrate the
Japanese market. The Canadian value-added
building products industry comprises
national, provincial and regional associations,
such as the Canadian Manufactured Housing
Association (CMHA — an umbrella
organization whose members are from the
pre-engineered, panelized, log-home and
timber-frame housing sectors) and the
Canadian Manufactured Housing Institute,
which recently established an Export Council
to pursue marketing opportunities off-shore.

As an example of federal-provincial activity
and co-operation in the area of trade
development, building product manufacturers

from the four Atlantic Provinces have come
together under an Atlantic Canada
Opportunities Agency project entitled
"Atlantic Canada Home Program," which
involves having their products promoted
across Japan by means of a series of trade
shows and through the building of several
model homes in Japan, incorporating design
features, furniture and decor items from each
of the four Atlantic provinces.

The Export Building Products Initiative of
Manitoba is a consortium of building product
manufacturers who have co-operated to build
a demonstration "Export House," which
showcases a number of finished building
products of local manufacture. The "Export
House" has created a good deal of interest
from potential Japanese buyers. The
Manitoba group of companies will also be
participating in trade development activities
in Japan, such as Kobe Interhome 96, to
build awareness of Manitoba’s building
products and to establish business linkages.

Another example of innovative trade
development is the initiative launched by the
Export Council of Canadian Architecture
(ECCA). ECCA is a co-operative effort
involving leading Canadian architectural
firms and the B.C. Trade and Investment
Office. The objective is to promote in the
Japanese market the professional services of
Canadian companies in the design, planning
and architectural fields, areas in which
Canadian firms have a competitive edge in
terms of experience, design capability and
cost.

Building Awareness and Market
Knowledge

Activities will include:

. Presentations during annual meetings
of industry associations to outline the
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potential of the Japanese building
products market, featuring successful
Canadian exporters who can provide
advice on the market.

. One-on-one counselling of export-
ready companies by trade officials, to
develop marketing plans and to
provide information on government
support programs, how to use
Canadian trade offices in Japan, and
how to tap into other government
information and personnel resources.

. A regular newsletter of market
opportunities, produced by the
Canadian trade offices in Japan, for
distribution to Canadian
manufacturers and exporters and to
relevant associations across Canada.

Adapting Products for the Marketplace
Companies will be encouraged to:

. Participate in trade shows in Japan to
become familiar with the specific and
particular requirements of the
Japanese market. Companies will
also have to be aware of, and
incorporate into their products,
Japanese consumers’ tastes, needs
and desires, particularly those of
female home-buyers.

. Work with Japanese architects,
designers and builders to adapt
Canadian products for Japan.

. Make regular visits to Japan to assess
changes in the market situation and
to update their sales strategy or
products.

Promoting Products in the Marketplace

Companies and associations will be
encouraged to:

. Participate actively in (and personally
attend) trade shows in Japan.

. Utilize  expertise  available in
federal/provincial trade offices in
Japan.

. Transfer skills and technology as
needed to facilitate use of Canadian
products.

. Share information with other
Canadian companies in "how-to"
seminars during association meetings.

. Advertise in appropriate trade
journals, giving the Japanese agent’s
name, address and telephone and fax
numbers.

Trade Promotion Opportunities in 1997/98
Companies, trade associations and
specialized bodies such as ECCA are
encouraged to participate in the following
events with the organizational support of the
Department of Foreign Affairs and Inter-
national Trade (DFAIT) and Industry
Canada:

* Japan Home Show, Tokyo, October 1997,

» Kobe Interhome Show, Osaka, September
1997;

» a series of Imported Housing Seminars
across Japan;

« technical Workshops in Tokyo, Nagoya
and Fukuoka, from June 1997 through
March 1998; and
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« solo building products shows in Osaka,
Fukuoka and Kagoshima at various times in
the year.

There will be several incoming buyers’
missions to visit pre-selected Canadian
companies and attend key trade shows this
year. As well, there will be an incoming
mission that focuses on training needs, and
another that will combine housing and
furniture buyers.

The B.C. Trade and Investment Office and
B.C. Wood Specialties Group have organized
a Canadian Building Products "Showcase"
Exhibit for display at a number of major
trade shows in Japan. Some 30 companies
from B.C., as well as other provinces, will
participate in this unique travelling exhibit.
In addition, the B.C. Trade and Investment
Office publishes the Canadian Building
Products and Services Directory in Japanese,
with a distribution of 13 000 copies
annually. Listing in this directory is open to
any Canadian company. These activities
complement the B.C. Trade and Investment
Office’s "Canada Comfort Direct" (CCD)
concept, aimed at establishing product
demand and facilitating distribution in Japan.
The CCD concept calls for buying missions
to Canada, a manufacturers’ directory and
electronic hotline in Japan, and the travelling
"Showcase" exhibit, which will be part of
the leading building product trade show
events held throughout Japan during
1997/98.

In 1995, CMHA prepared a revised
Directory of Canadian Manufactured
Buildings in Japanese. This directory is a
useful tool to acquaint potential Japanese
buyers with the range of manufactured
housing products available from Canada.
Associations such as the Structural Board
Association have developed an extensive
product information library in Japanese,

which can be sourced through DFAIT’s trade
offices in Japan.

The Ontario Building Products for Export
Association, comprised of leading suppliers
of a wide range of building products places
the highest priority on meeting the
requirements of the Japanese housing
industry and developing its business
partnerships in Japan. In 1997, a new
directory of capabilities will be published in
Japanese.

Business Partnering Opportunities

Canadian companies are encouraged to
investigate joint ventures, direct business
investment and partnering with Japanese
companies as possible ways to penetrate the
Japanese housing market and to expand
marketing initiatives in Japan. By entering
into such arrangements, Canadian companies
can access well established marketing and
distribution networks. At the same time,
Canadian companies may be able to tap
financial resources required for expansion of
production facilities, for new product
development and evaluation and for related
marketing costs.

The Keidanren, or Federation of Business
Organizations, is an association of Japan’s
most influential business leaders. In
September 1996, the Keidanren was
scheduled to bring a team to Canada as part
of their Business Partnership Mission to
Canada to study opportunities in
manufactured housing, information
technologies and processed food. Although
the manufactured housing group was
eventually cancelled, the visiting Keidanren
officials invited Canadian industry to send a
team to Japan to promote trade and
investment opportunities in the manufactured
housing sector. This mission from Canada is
planned for the spring of 1997.
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Research and Development

There are many opportunities for Canadian
companies and research agencies to carry out
joint research projects related to the Japanese
market for housing and building products.

Canadian building products must incorporate
the latest technologies to meet the unique
demands of the Japanese market. Often the
key to adapting existing products or to
developing new ones 1is to acquire
technologies developed in Japan or to
perform joint research and development
(R&D) with a Japanese partner. To facilitate
the exchange of information on research
activities in each country and to promote
collaborative R&D, a series of three Canada-
Japan Housing R&D workshops have been
held, most recently in June 1996 in Ottawa.
These workshops have been staged by the
Canada Centre for Mineral and Energy
Technology, NRC and the Canada Mortgage
and Housing Corporation, in co-operation
with the Building Research Institute of the
Japanese Ministry of Construction and the
Japanese 2x4 Home Builders Association,
and have featured strong participation by
industry. A fourth workshop is tentatively
scheduled for fall 1997 in Japan.

Action Plan for Japan
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In Tokyo:

Mr. Mackenzie Clugston
Counsellor

OR

Mr. Frangois Rivest
Second Secretary
Canadian Embassy

3-38 Akasaka 7-chome
Minato-ku

Tokyo 107, Japan

Tel: (011-81-3) 3408-2101
Fax: (011-81-3) 3470-7280

In Osaka:

Ms. Ikbal Demirdache
Vice-Consul and Trade
Commissioner

Canadian Consulate General
Daisan Shoho Bldg, 12th Floor
2-2-3 Nishi-Shinsaibashi
Chuo-ku

Osaka 542, Japan

Tel: (011-81-6) 212-4910

Fax: (011-81-6) 212-4914

In Nagoya:

Mr. Robert Mason

Consul and Trade Commissioner
Canadian Consulate

Nakato Marunouchi Bldg, 6th FI.
3-17-6 Marunouchi, Naka-ku
Nagoya-shi, Aichi Pref.

460 Japan

Tel: (011-81-52) 972-0450

Fax: (011-81-52) 972-0453

In Fukuoka:

Mr. Benoit Préfontaine

Consul and Trade Commissioner
Canadian Consulate

F.T. Building, 9th Floor

4-8-28 Watanabe-Dori

Chuo-ku

Fukuoka-Shi, Fukuoka Pref.

810 Japan

Tel: (011-81-92) 752-6055

Fax: (011-81-92) 752-6077

Government Contacts

In Ottawa:

Mr. Douglas Bingeman

Trade Commissioner

Japan Division (PJP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa, Ontario

KI1A 0G2

Tel: (613) 995-1678

Fax: (613) 943-8286

Mr. Murray S. Hardie
Senior Commerce Officer
Sector Strategy and Value-Added
Products Division

Forest Industries Branch
Industry Canada

235 Queen Street
Ottawa, Ontario

K1A OH5

Tel: (613) 954-3037

Fax: (613) 954-3079

In Newfoundland:

Mr. Leo Walsh

Trade Commissioner
International Trade Centre
P.O. Box 8950, Atlantic Place
215 Water Street, Suite 204
St. John’s, Newfoundland
AIlB 3R9

Tel: (709) 772-4908

Fax: (709) 772-2373

In Prince Edward Island:

Mr. Fraser Dickson

Senior Trade Commissioner
International Trade Centre
P.O. Box 1115

75 Fitzroy Street
Charlottetown, PEI

Cl1A 7TM8

Tel: (902) 566-7443

Fax: (902) 566-7450

In Nova Scotia:

Mr. Charles MacArthur
Commercial Officer
International Trade Centre
P.O. Box 940, Station M
1801 Hollis Street
Halifax, Nova Scotia

B3J 2V9

Tel: (902) 426-9955

Fax: (902) 426-2624

In New Brunswick:

Ms. Gail LeGresley

Project Executive

Trade Division

Economic Development and
Tourism

Government of New Brunswick
P.O. Box 6000

Fredericton, New Brunswick
E3B 5HI

Tel: (506) 453-8747

Fax: (506) 453-3783

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, New Brunswick
EIC 9]8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Quebec:

Mr. William B. Horovitz
Trade Commissioner
International Trade Centre

5 Place Ville-Marie, 7th Floor
Montréal, Quebec

H3B 2G2

Tel: (514) 283-8792

Fax: (514) 283-8794
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Mr. Paul Brunette

Asia-Pacific Division
Government of Quebec
Ministry of Industry, Trade and
Science and Technology

380 Saint-Antoine St. W., 5th FL

Montréal, Quebec
H2Y 3X7

Tel: (514) 499-2190
Fax: (514) 873-4200

In Ontario:

Mr. Peter D. Levitt

Senior Industry Development
Officer

Industry Canada

One Front Street West, 4th Floor
Toronto, Ontario

M5] 1A4

Tel: (416) 973-5031

Fax: (416) 973-5131

Ms. Pamela Kanter
Area Director, Japan and Korea

Ontario International Trade Corp.

56 Wellesley St. W. 7th Floor
Toronto, Ontario

M7A 2E7

Tel: (416) 325-6783

Fax: (416) 314-8222

In Manitoba:

Mr. Doug Taylor

Trade Development Officer
Ministry of Industry, Trade and
Tourism

410-155 Carlton Street
Winnipeg, Manitoba

R3C 3H8

Tel: (204) 945-1125

Fax: (204) 957-1793

Mr. Charles Hatzipanayis
Trade Commissioner
International Trade Centre
Industry Canada

330 Portage Ave., 8th Floor
Winnipeg, Manitoba

R3C 2V2

Tel: (204) 983-6033

Fax: (204) 983-3182

In Saskatchewan:

Mr. Tom Rogers

Trade Commissioner
International Trade Centre
123 Second Ave. S., 7th Floor
Saskatoon, Saskatchewan

S7K 7E6

Tel: (306) 975-4365

Fax: (306) 975-5334

Mr. Bryce Baron

Director

Sector Development Branch
Saskatchewan Economic
Development

1919 Saskatchewan Dr., 6th Fl.
Regina, Saskatchewan

S4P 3V7

Tel: (306) 787-2246

Fax: (306) 787-3989

In Alberta:

Mr. John Ellis

Trade Commissioner
International Trade Centre
Suite 540, Canada Place
9700 Jasper Avenue
Edmonton, Alberta

T5J 4C3

Tel: (403) 495-2959

Fax: (403) 495-4507

Mr. Dave Corbett

Director, Japan Division
Export Development Branch
Ministry of Economic
Development and Tourism
Commerce Place, 3rd Floor
10155-102 Street
Edmonton, Alberta

T5J 4L6

Tel: (403) 427-4809

Fax: (403) 427-1700

In British Columbia:

Mr. Ken Hori

Manager, Natural Resources

B. C. Trade and Investment Office
999 Canada Place, Suite 730
Vancouver, British Columbia

V6C 3E1

Tel: (604) 844-1952

Fax: (604) 660-2457

Mr. Harvey Rebalkin

Trade Commissioner
International Trade Centre
P.O. Box 11610

2000 - 300 West Georgia St.
Vancouver, British Columbia
V6B 6E1

Tel: (604) 666-1445

Fax: (604) 666-0954
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FISH AND SEAFOOD PRODUCTS

Japan is the world’s largest import market
for agricultural, fishery and food products.
In order to supplement domestic food
supply, the country imported US$51.5 billion
in food products in 1995, with seafood the
most significant food import, at US$17.5
billion. As the world’s largest consumer
market for fish products — importing more
than one third of the world’s exports — the
Japanese consume an average of more than
72 kilograms per capita annually (more than
five times the world average).

Imports of fish and fisheries products into
Japan in the first half of 1996 amounted to
1.689 million tonnes, valued at 881 billion
yen (US$8.3 billion or C$11.9 billion), down
from US$8.6 billion in the same period in
1995. The volume decreased by 2.2 per cent
from 1.727 million tonnes for the same
period in 1995, but the value in yen terms
increased by 7.8 per cent from 816 billion
yen.

Japan is Canada’s second most important
market overall and, in some cases, the only
market for many of Canada’s seafood
exports. Imports from Canada in the period
of January-June 1996 decreased by 13 per
cent in volume, from 21.7 tonnes in the
same period in 1995 to 18.9 tonnes in 1996,
and by 7.4 per cent in yen value, from 22
million yen in 1995 to 20.4 million yen in
1996. However, in Canadian dollars, this
decrease was 26.7 per cent (from $350.3
million in 1995 to $259 million in 1996),
reflecting this year’s strengthened Canadian
dollar against the yen.

This decline in volume and value was caused
mainly by the drop in imports of salmon
(both frozen and fresh salmon) and the delay
in the import of snow crab, compared with
last year. The resumption of the capelin

fishery in Newfoundland is expected to add
more than 12 000 tonnes of capelin to the
total import volume of fish in the latter half
of this year. Moreover, the B.C. salmon
catch (which was better than was expected
before the season opened) is expected to
contribute to increasing both volume and
value of imports from Canada for the rest of
1996.

Market Opportunities

While there is only one area in which
Canada is the only exporter supplying a
product (surfclams), there are many areas in
which Canada is considered the top exporter
— because of quality, consistency of supply,
value, taste, or marketing efforts. Salted and
frozen herring roe, snow crab, and live and
frozen lobster (identified as "homard lobster"
in Japan) are good examples of this, and
Canada is the number two supplier of
northern shrimp. In addition, there is the
realization in Japan that Canada is a country
that has high production standards, an
attribute taken seriously by the Japanese
since it matches their vision of their own
country. Canada is also associated with
images of beauty, nature, good health,
abundance, and a pristine marine
environment. Canada has managed to
maintain this positive image despite the
vigorous efforts of other countries to
promote their own products on these same
strengths.

Japan continues to be a dynamic market,
with radical changes in the way seafood is
distributed offering significant opportunities
for buyers and sellers to come closer
together. At the same time, the "price
destruction” revolution instigated by
consumers is increasing pressure, particularly
on retailers, to lower prices. Since most of
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Japan’s seafood is imported, these changes
are having a dramatic effect on exporters.
The growing price sensitivity among
Japanese consumers has been exacerbated in
recent months by the weakened yen and a
prolonged recession.

The nature of Canada’s seafood exports to
Japan has changed over the past five years
from an emphasis on salmon to an emphasis
on shellfish. However, given the cyclical
nature of seafood supplies, it is likely that a
shift back to salmon will occur as west-coast
resources rebound and east-coast crab enters
a period of declining abundance. The
Japanese seafood trade paper Daily Sea
Foods Trade and Market News originally
estimated that imports of frozen sockeye
salmon from Canada would decrease by 23
per cent, from 3000 tonnes in 1995 to 2300
tonnes in 1996. However, other estimates
indicate that the improved situation in the
Fraser River will increase the import of
frozen sockeye from Canada to 4-5000
tonnes this year. There is also a renewed
interest in Canadian mackerel as a result of
the reduced supply and the higher prices
from the Norwegian producers.

Established products in the market include
black cod, herring roes (cured and frozen),
crab, shrimp and hokkigai clams. Frozen
processed lobster exports remain secure
because the U.S. cannot harvest canner sizes,
but live exports are under heavy competition
from Maine. The re-entry of Newfoundland
capelin exporters into the Japanese market in
the latter half of 1996 is a positive move,
and no analysis should ignore the variety of
shellfish entering Japan in small volumes but
at high prices.

Shifting Patterns of Distribution and Retail
Trends

Shrinking retail margins are pushing retailers

to cut out middlemen and to negotiate
directly with producers. In April 1995, the
Hokkaido Federation of Fish Cooperatives
announced that their members would work to
expand direct sales of seafood to retailers.
By 1997, the Federation hopes to sell 6 per
cent of its annual fish sales directly to
retailers; it now sells only 2 per cent
directly. If this trend continues, it could
signal an emerging change in the power of
importers compared with retailers and
reprocessors.

With the drop in total Japanese fish landings,
especially in distant water fisheries, the
importance of farmed fish consumption has
been increasing. In 1985, farmed fish as a
percentage of total landings (12.2 million
tonnes) by Japan was 9.7 per cent (8.9 per
cent sea farming and 0.8 per cent
freshwater). By 1994, this percentage had
increased to 17.5 per cent (sea farming 16.6
per cent; fresh-water farming 0.9 per cent) of
the 8.1 million tonnes of total landings.
Expensive species that consumers could not
in the past often afford to buy have become
popular as a result of increased quantities
and lower prices made possible through the
development of aquaculture.

Farmed fish imports, as a percentage of total
fish imports, have also been increasing in the
Japanese market. While imported farmed
fish species are limited (major species being
warm-water shrimp; Atlantic, coho and
spring salmon; trout; and eel), their market
share has been increasing. In particular, the
market for imported Atlantic and coho
salmon has developed rapidly. In 1995, the
total import of farmed salmon amounted to
90 000 tonnes (an increase of 16 per cent
from 1994), while the total import of wild
salmon decreased by 32 per cent from
167 000 tonnes in 1994 to 113 000 tonnes.
Increased availability, consistently high
quality, and a higher fat content than wild
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salmon have contributed to the increasing
popularity of farmed salmon among Japanese
consumers. Although Canada’s share in this
field is very limited, the importance of
Canadian farmed salmon exports is expected
to continue to increase.

Rapid economic growth in Japan from 1970
to 1990 has also led to significant changes in
traditional eating habits. These changes have
been accelerated in recent years by additional
socioeconomic changes: the increase in the
number of women in the workforce (women
now comprise more than 41 per cent of the
total), the decrease in average family size
and increase in single-person households, the
aging of society, and the increasing
internationalization of the Japanese
population.

Changes occurring in the food-services sector
in Japan present opportunities to Canadian
exporters. While the expense-account fine-
dining days may be over (or at least in
decline), the overall trend to eat out
continues to grow in Japan because of
changing work habits and the breakdown of
the traditional Japanese family. Per capita,
the Japanese spend approximately $2,000 a
year in restaurants.

Much in line with North American
consumers, Japanese consumers are now
looking for convenience, quality and value.
Two-thirds of Japanese families now own
microwaves. They are eating a wider variety
of foods and more ready-to-serve prepared
items. They continue to demonstrate concern
for the safety of food products and are
showing a growing preference for "healthy"
foods (lower fat and salt content).

Japanese consumer spending on high-value,
processed products has increased
dramatically in the past 10 years. Sales of
frozen foods, especially single-portion

dishes, have grown. There may be
enormous potential for suppliers to the
processed "convenience" foods market should
Japan’s per capita consumption of frozen
foods (9.7 kg per year) grow to U.S. levels
(more than 50 kg per year). In addition,
more frozen and chilled products are being
introduced specifically for microwave
preparation.

Canadian Seafood Exports and Market
Constraints

Canadian seafood exporters are facing their
own set of problems. The overriding
concern continues to be resource constraints
in certain species on both coasts. These
problems are compounded by changing
relationships with importers, the weakened
yen, increasing costs of production, and
reductions in government assistance and
support. Some sources have suggested that
the Japanese import quota system can be an
obstacle to market entry and/or growth of
some species in the market; however, the
Canadian Embassy has not received any
documented complaints of sales lost to
import quotas.  Nevertheless, the quota
system remains an irritant for Canadian
producers.

While trade (and consumer) perceptions of
Canada are generally positive, the Canadian
industry is still not considered sufficiently
responsive to Japanese needs in the areas of
product form, price, and customer
relationships. Where once Japanese seafood
buyers used to make purchases on the basis
of quality, they now make them on the basis
of price.

Other Considerations
The Japanese fish market has been on the

road to recovery after the long-lasting
slowdown. However, while the depreciated
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yen, in comparison with other currencies
(especially the U.S. dollar), has not been a
great factor in impeding the recovery of the
fish market, the massive outbreak of food
poisoning by the E. coli bacteria has been
exerting negative effects on certain items of
fish that are consumed in raw form (sashimi
or sushi). Since the outbreak of the massive
infection in Okayama Prefecture in May
1996 and in Sakai City, Osaka, the Japanese
government has been trying without success
to identify the actual route of infection, the
source of which, fortunately, appears not to
be from fish and seafood products.

Investment Opportunities

Although Japan does not have a tradition of
consuming seal meats, previous missions
have resulted in decisions by a small number
of Japanese companies to invest in product
research and market development for seal
meat and seal oil. By visiting potential
Japanese processors and end-users, a mission
comprising Canadian seal-meat and seal-oil
processors and exporters will further expand
the interest of Japanese companies in
researching uses and developing markets for
seal products. Japanese-language literature
and product samples will support these
investment development efforts.

THE ACTION PLAN

The Action Plan has evolved as a
collaborative strategy between industry and
governments to develop the market for
Canadian seafood in Japan. Increasingly, the
industry is asking government to provide
enhanced market intelligence and
information and to assist in the development
of an environment conducive to long-term
growth.

In terms of the maintenance and
development of the Japanese market for

Canadian fish exporters, Canadian producers
will be under increasing pressure to provide
products developed to suit the demands of
the Japanese consumer. Market development
and trade promotion efforts on the part of
governments must reflect this concern.

A significant challenge facing Canadians in
this market is convincing Japanese chefs and
consumers that the diversity of Canadian
agri-food, fish and beverage products extends
beyond maple syrup, smoked salmon and rye
whisky. One of the factors making this
objective difficult to achieve is the limited
number of Canadian agri-food, fish and
beverage products evident on Japanese
restaurant menus or retail shelves. If
Japanese consumers are to view Canada as a
producer of a broad range of food and
beverage products, they must begin to see a
much wider array of Canadian goods at the
retail counter.

The Canadian Embassy meets regularly with
Japanese food services operators and retailers
to discuss Canada food fairs. To maximize
the level of interest among their clientele and
amortize their advertising costs over as many
products as possible, Japanese importers are
generally interested in the greatest possible
number of Canadian goods. It is simply not
cost-effective for them to undertake
promotions based on only a narrow product
range. In addition to the broadest possible
range of agri-food, fish and beverage
products, some food services operators and
retailers wish to extend the envelope even
further to include Canadian consumer and
tourism offerings in their Canada
promotions.

The interest of Japanese food service and
retail clients in promoting the broadest
possible "Canadian package" matches very
well with the Canadian strategy to obtain the
maximum benefit and synergy from rapidly
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diminishing promotional project funds. By
combining elements of the agri-food, fish,
consumer and tourism programs, the
Embassy is able to obtain a much larger
return for all sectors than would each sector
functioning in isolation. For example, in
addition to Canadian tourism, the fish and
agri-food sectors were major beneficiaries
(e.g., 24 tonnes of lobster; 1 tonne of
smoked salmon; 3 tonnes of beef; 3000
bottles of wine, and so on) of the Tourism
Program’s investment in the May 1996
Canadian food and tourism promotion at the
Prince Hotels and Resorts chain.

In addition to the agri-food, tourism and
consumer products sectors, the fish sector is
a major beneficiary of the Menu
Development Program at Japanese hotels and
restaurants and at the annual Canadian
Culinary Cup Competition for Japanese
chefs. The fish and agri-food sectors also
benefit from the Consumer Products Program
investment in certain of Japan’s regional
fairs.

Building Awareness and Market Knowledge

The Canadian Embassy provides general and
specific market intelligence and information
to the Canadian industry through the Japan
Fisheries Market Report, produced and
distributed bi-monthly by the Embassy.
Some specific market reports will also be
prepared.

Japan is a critical market for many under-
utilized species and exporters frequently seek
ad hoc information on current and longer-
term market trends. Tracking market shifts
and anticipating demand are extremely
important to the Canadian industry, and a
renewed emphasis on market intelligence is
expected to benefit the Canadian producers
and to assist them in the long-term planning
necessary for competitiveness.

Adapting Products for the Marketplace

The adaptation of Canadian seafood to
Japanese cuisine is an important element of
the Action Plan. Bringing Japanese chefs to
Canada to assist in the development of new
products and to advise processors is a
priority with segments of the industry. Also
highly rated by the industry are activities
that feature Canadian chefs in Japan
demonstrating the versatility and suitability
of Canadian fish and seafood in a variety of
preparations.

The Japanese market for fish and fisheries
products suitable for use as materials for
sushi is enormous.  Although Canadian
exports to Japan include many fish species
that could be used for sushi (bluefin tuna,
surfclam, northern shrimp, spot prawn, sea
urchin roe, salmon, herring roe, Greenland
halibut, and so on), these species are not
well known to the wholesalers at the central
markets, the sushi chefs and the take-out
sushi trade. Canadian exporters will
incorporate information on the quality and
availability of Canadian fish species suitable
for making sushi in presentations at seminars
on the margins of the solo shows.

Promoting Products in the Marketplace

Canadian fish exporters have expressed a
strong interest in the benefits of a
promotional image for Canadian fish and
seafood.

The primary target of a promotional image is
the end-user, who, it is hoped, will "pull"
products through the distribution system. In
the case of Japan, the end-users would
include chefs, retailers and, ultimately, 125-
million individual consumers. Developing a
brand image requires a substantial investment
over a long period of time and is most
justified in cases where there is a significant
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volume of trade.

Sales of all Canadian consumer products,
including agri-food and fish, already benefit
from the longstanding and widespread
recognition of the maple leaf symbol on
packaging. In addition, for the past seven
months, the Embassy has been working
aggressively at implementing the Canada
Daishizen No Megumi (Canada: Blessed By
Nature) logo and slogan as signifying the
safe, high-quality and natural image of
Canadian agri-food, fish and beverage
products. To date, surveys have shown that
this logo and slogan are well accepted by
Japanese chefs, retailers, consumers and
media.

Since the demise of the Tokyo Seafood
Show in 1995, there has been no trade show
dedicated specifically to the interests of the
seafood sector. To promote Canadian
seafood products in the Japanese market, the
Embassy, the Consulate General in Osaka
and the consulates in Nagoya and Fukuoka
will host a series of two-day events at which
exporters and Japanese agents of Canadian
products can present the full range of
Canadian seafood to local importers,
wholesalers, processors, retailers, food-
services operators and journalists.  The
consensus of Canadian industry is that multi-
species solo shows, in conjunction with
seminars or private meetings as appropriate,
are the most effective approach to promoting
fish and seafood in the Japanese market.

Although approximately 13 per cent of
Japanese fish consumption takes place in
Kyushu, there is a limited local awareness of
Canadian species and Canadian supply
characteristics. The Canadian Consulate in
Fukuoka will co-operate with local
supermarket chains and culinary schools in
organizing demonstrations by a Canadian
chef on the diversity and uses of Canadian

seafood. The event will be repeated in each
of the three main prefectures of Kyushu. A
local competition and media event will take
place on the final day in each location.

Coinciding with the fifth anniversary of the
Canadian Consulate in Nagoya, a Canadian
seafood and tourism promotion will be
organized at a major hotel. A Canadian chef
will work with the host hotel in the
preparation of the promotion and will
demonstrate the versatility and uses of such
key Canadian seafood products as lobster,
salmon, spot prawn, northern shrimp and
surfclams.
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Industry Lead Groups (National Sector Team)

Team Leader

Martin Foubert
Department of Foreign
Affairs and International
Trade, Ottawa

Tel: (613) 995-1713
Fax: (613) 943-1103

Ron Bulmer
Fisheries Council of
Canada

Ottawa

Tel: (613) 238-7751
Fax: (613) 238-3542

Jane Barnett

Canadian Association of
Fish Exporters, Ottawa
Tel: (613) 228-9220
Fax: (613) 228-9223

Sharon Ford

Canadian Aquaculture
Industry Alliance, Ottawa
Tel: (613) 788-6580
Fax: (613) 235-7012

Mike Hunter
Fisheries Council of
British Columbia
Tel: (604) 684-6454
Fax: (604) 684-5109

Christina Burridge
British Columbia Salmon
Marketing Council

Tel: (604) 267-3030
Fax: (604) 266-3097

David Balfour
Department of Fisheries
and Oceans, Ottawa
Tel: (613) 993-2574
Fax: (613) 990-9691

Alex Fekete
Department of Fisheries
and Oceans, Ottawa
Tel: (613) 993-2540
Fax: (613) 941-2717

Bob Mills

Department of Fisheries
and Oceans, Ottawa
Tel: (613) 990-5810
Fax: (613) 993-4220

Elaine Cooke
Atlantic Canada
Opportunities Agency
Tel: (613) 965-6232
Fax: (613) 954-0429

Andre Desrossiers
Canadian International
Development Agency
Tel: (613) 994-3959
Fax: (613) 953-5348

Lennox Hinds
Canadian International
Development Agency
Tel: (613) 997-0483
Fax: (613) 953-3348

Steve Rhodes
Western Economic
Diversification

B.C. Office

Tel: (604) 666-1311
Fax: (604) 666-2353

Shun Ishiguro
International Trade Centre
Vancouver

Tel: (604) 666-9803
Fax: (604) 666-3977

Roberta Lavigne

British Columbia Ministry
of Agriculture, Fisheries
and Food

Tel: (604) 666-3998
Fax: (604) 666-3977

Jean Paul Richard

New Brunswick
Department of Fisheries
and Agriculture

Tel: (506) 453-2438
Fax: (506) 453-5210

Frangoise Nichol
Ministere de I’ Agriculture,
des Pécheries, et de

I’ Alimentation du Québec
Tel: (418) 646-2308

Fax: (418) 643-8820

Monique Gougeon
Ministeére de 1’ Agriculture,
des Pécheries, et de

I’ Alimentation du Québec
Tel: (514) 873-4410

Fax: (514) 873-2364

Janis Raymond

Nova Scotia Department
of Fisheries

Tel: (902) 424-0330
Fax: (902) 424-4671

Mike Handrigan
Newfoundland Department
of Fisheries

Tel: (709) 729-3390

Fax: (709) 729-6082
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David Younker

Prince Edward Island
Department of
Agriculture, Fisheries and
Forests

Tel: (902) 368-5252
Fax: (902) 368-5542

Phyllis Duffy
Enterprise PEI

Tel: (902) 368-6393
Fax: (902) 368-6301

Fraser Dickson
International Trade Centre
Charlottetown

Tel: (902) 566-7443
Fax: (902) 566-7450

Paul Rose

International Trade Centre
St. John’s

Tel: (709) 772-4864
Fax: (709) 772-2373

John Richard
International Trade Centre
Moncton

Tel: (506) 444-6152
Fax: (506) 851-6429

Nilo Cachero

Agriculture and Agri-Food
Canada, Ottawa

Tel: (613) 759-7545

Fax: (613) 759-7480

Louise-Marie Thomassin
Federal Office of
Regional Development
(Quebec)

Tel: (819) 997-9213
Fax: (819) 997-3340

Pat Cronin

Department of Foreign
Affairs and International
Trade (PJP), Ottawa
Tel: (613) 996-2460
Fax: (613) 943-8286

David Shaw
Department of Foreign
Affairs and International
Trade (UTI), Ottawa
Tel: (613) 944-9474
Fax: (613) 944-9119

Marcel Saucier
Department of Foreign
Affairs and International
Trade (EAT), Ottawa
Tel: (613) 992-8172
Fax: (613) 944-0756

Richard Stead

Agriculture and Agri-Food
Canada, Ottawa

Tel: (613) 759-7543

Fax: (613) 759-7480

Ron Jasperse
Department of Fisheries
and Oceans, Ottawa
Tel: (613) 993-2269
Fax: (613) 941-2717

Blaine McEachern
Department of Fisheries
and Oceans, Ottawa
Tel: (613) 993-2072
Fax: (613) 941-2717

Garth Jenkins

PEI Processors’
Association

Tel: (902) 892-5515
Fax: (902) 569-3688

Matt Chikuse
International Trade Centre
Vancouver

Tel: (604) 666-9952
Fax: (604) 666-0954

Tom Bearss

Department of Foreign
Affairs and International
Trade, Ottawa

Tel: (613) 943-8807
Fax: (613) 944-0479

Terry Davies
Department of Fisheries
and Oceans, Ottawa
Tel: (613) 993-0509
Fax: (613) 990-9574

Debra Lawrence
Department of Fisheries
and Oceans, Ottawa
Tel: (613) 993-2152
Fax: (613) 990-9574

Alan Baker

Canadian Atlantic Lobster
Promotion Association
Tel: (902) 962-3069
Fax: (902) 962-4207

Allison Webb
Western Economic
Diversification

B.C. Office

Tel: (604) 666-1017
Fax: (604) 666-2353

Emmanuel Skoulas
Department of Foreign
Affairs and International
Trade (REC), Ottawa
Tel: (613) 992-8590
Fax: (613) 995-8756

Page 18

Action Plan for Japan



In Tokyo:

Ms. Renée Umezuki

Canadian Embassy

3-38 Akasaka 7-chome, Minato-ku
Tokyo 107, Japan

Tel: (011-81-3) 3408-2101

Fax: (011-81-3) 3470-7280

In Osaka:

Ms. Ikbal Demirdache

Vice Consul and Trade
Commissioner

Canadian Consulate General
Daisan Shoho Building, 12th Floor
2-2-3 Nishi Shinsaibashi, Chuo-ku
Osaka 542, Japan

Tel: (011-81-6) 212-4910

Fax: (011-81-6) 212-4914

In Fukuoka:

Mr. Benoit Préfontaine

Consul and Trade Commissioner
Canadian Consulate

F.T. Building, 9th Floor

4-8-28, Watanabe-dori, Chuo-ku
Fukuoka-shi, Fukuoka Pref.
810, Japan

Tel: (011-81-92) 752-6055

Fax: (011-81-92) 752-6077

In Nagoya:

Mr. Robert Mason

Consul and Trade Commissioner
Canadian Consulate

Nakato Marunouchi Building

6th Floor

3-17-6 Marunouchi, Naka-ku
Nagoya-shi, Aichi Pref.

460, Japan

Tel: (011-81-52) 972-0450

Fax: (011-81-52) 972-0453

Government Contacts
In Ottawa:

Ms. Patricia Cronin

Japan Division (PJP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa, Ontario

K1A 0G2

Tel: (613) 996-2460

Fax: (613) 943-8286

Mr. Alex Fekete
Commercial and Market
Development

Department of Fisheries and
Oceans

200 Kent St.

Ottawa, Ontario

KI1A 0E6

Tel: (613) 993-2540

Fax: (613) 941-2717

Mr. Martin Foubert

Sectoral Liaison Secretariat
Department of Foreign Affairs and
International Trade (TOSA)

125 Sussex Drive

Ottawa, Ontario

KI1A 0G2

Tel: (613) 995-1713

Fax: (613) 943-1103

Mr. Robert Steinbock

Pacific Rim and Trade Policy
Department of Fisheries and
Oceans

200 Kent Street

Ottawa, Ontario

K1A 0E6

Tel: (613) 993-1836

Fax: (613) 993-5995

In Newfoundland:

Mr. Mike Handrigan

Government of Newfoundland and
Labrador

Fisheries, Food and Agriculture
30 Strawberry Marsh Road

St. John’s, Newfoundland

AlB 4J6

Tel: (709) 729-3390

Fax: (709) 729-6082

Mr. Paul Rose

Trade Commissioner
International Trade Centre
P.O. Box 8950, Atlantic Place
215 Water Street, Suite 504
St. John’s, Newfoundland
AlB 3R9

Tel: (709) 772-4864

Fax: (709) 772-2373

In Prince Edward Island:

Ms. Phyllis Duffy

Marketing Agency
Government of Prince Edward
Island

West Royalty Industrial Park
Charlottetown, PEI

CI1E 1B0

Tel: (902) 368-6300

Fax: (902) 368-6301

Mr. Fraser Dickson

Senior Trade Commissioner
International Trade Centre
P.O. Box 1115

75 Fitzroy Street
Charlottetown, PEI

Cl1A 7TM8

Tel: (902) 566-7443

Fax: (902) 566-7450

In Nova Scotia:

Ms. Janis Raymond
Government of Nova Scotia
Department of Fisheries
P.O. Box 2223

Halifax, Nova Scotia

B3J 3C4

Tel: (902) 424-4560

Fax: (902) 424-4671

Ms. Barbara Giacomin
Senior Trade Commissioner
International Trade Centre
P.O. Box 940, Station M
1801 Hollis Street

Halifax, Nova Scotia

B3J 2V9

Tel: (902) 426-6660

Fax: (902) 426-2624
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In New Brunswick:

Mr. Jean-Paul Richard
Government of New Brunswick
Department of Fisheries and
Aquaculture

Box 6000

Fredericton, New Brunswick
E3B 5H1

Tel: (506) 453-2766

Fax: (506) 453-5210

Mr. John Richard

Trade Commissioner
International Trade Centre
1045 Main Street, Unit 103
Moncton, New Brunswick
EIC 1H1

Tel: (506) 851-6452

Fax: (506) 851-6429

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, New Brunswick
E1C 9J8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Quebec:

Mr. Gérald Coté
Gouvernement du Québec
Ministére de 1’ Agriculture, des
Pécheries et de I’ Alimentation
201 boul. Crémazie Est (4e)
Montréal, Québec

H2M 114

Tel: (514) 873-4410

Fax: (514) 873-2364

Mr. Régent Lapointe
Ministére des affaires
internationales du Québec
380 Saint-Antoine St. W.
Montréal, Quebec

H2Y 3X7

Tel: (514) 499-2167

Fax: (514) 873-4200

Mr. William B. Horovitz
Trade Commissioner
International Trade Centre

5 Place Ville-Marie, 7th Floor
Montréal, Québec

H3B 2G2

Tel: (514) 283-8792

Fax: (514) 283-879%4

In British Columbia:

Mr. John Burbridge

Trade Commissioner
International Trade Centre
2000 - 300 West Georgia St.
Vancouver, British Columbia
V6B 6E1

Tel: (604) 666-7633

Fax: (604) 666-0954

Ms. Roberta Lavigne

Sector Manager, Seafood
Government of British Columbia
Ministry of Agriculture, Fisheries
and Food

2000-300 West Georgia Street
Vancouver, British Columbia
V6B 6E1

Tel: (604) 666-3998

Fax: (604) 666-3977

Mr. D. W. (Dave) Smith
Government of British Columbia
Ministry of Agriculture, Fisheries
and Food

808 Douglas Street

Victoria, British Columbia

V8W 277

Tel: (604) 356-2238

Fax: (604) 356-7280
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PROCESSED FOOD PRODUCTS

Japan is the world’s largest net importer of
agriculture and food products. Food imports
(excluding fish and marine products) reached
US$33.9 billion in 1995. Not only was this
a significant 9 per cent increase over the
US$31.1 billion registered in 1994, it was
the fourth consecutive annual record.

In 1995, Canadian agri-food exports to Japan
exceeded $2 billion for the first time,
surging 26 per cent above 1994 Ilevels.
Commodity and semi-processed products
continue to dominate our exports: oilseed
exports reached $864 million, grains
$433 million, and meat $310 million (with
greatest gains in fresh, chilled exports).
However, the growing Japanese demand for
semi-processed and consumer-ready foods
and beverages of all kinds is fueling value-
added exports.

Although Japan is Canada’s second-largest
export market after the United States,
Canada’s share of Japanese agri-food imports
is small. While Canada’s exports to Japan
have increased significantly, the increase has
not kept pace with the rate of growth in the
import market. Canada’s 5.6 per cent
market share makes Canada Japan’s fifth-
largest supplier of agriculture and processed
food products, but is below the 5.8 per cent
share held in 1993.

Market Opportunities

Market potential is immense. From the 1995
reference point, each 1 per cent increase in
future Japanese purchases of agri-food
products from abroad will result in a
US$339 million incremental growth of
imports. While basic agricultural
commodities such as grains, oilseeds, genetic
material and livestock feed will remain in
demand, the future growth lies in the

untapped potential for an almost limitless
range of value-added food items, including
cereal-based products, meats, fresh and
processed fruits and vegetables, and both
alcoholic and non-alcoholic beverages. Key
growth areas are expected to be oven-ready
and convenience foods, health foods, private-
label products, and food ingredients.

The Japanese agri-food market is evolving
rapidly.  Fully 54 per cent of food
requirements are met by imports, since
domestic food production is severely
hampered by structural challenges. Japanese
farms are small, averaging only 1.3 hectares.
High input costs and land costs are hurdles
to land amalgamation. Only 12 per cent of
Japanese farmers are full-time farmers. In
addition, more than 60 per cent of Japanese
farmers are over 55 years of age. Their
successors are neither obvious nor plentiful.

In addition to the internal structural
difficulties, the Japanese agri-food sector
must cope with the competitive disadvantage
of a domestic currency that has risen in
value by 240 per cent during the last decade,
while also preparing for the implementation
of trade agreement obligations that will
further erode border protection during the
next five years.

Other factors fueling agri-food imports are
changing consumer behaviour and the
resulting modification in distribution
patterns. Compared with only five years
ago, Japan’s affluent and aging consumers
have become increasingly global in their
tastes, value conscious in their purchasing,
and health conscious in their selections.
While maintaining their world-renowned
high expectations for product quality,
uniformity and presentation, they are
increasingly patronizing retailers and food-
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service establishments that provide these
attributes at lower prices.

To take advantage of this new reality,
Japan’s largest food retailer is promoting a
commitment to lower food prices. Its policy
of reducing or eliminating the traditional
multi-layered  distribution channels by
importing directly and developing private
brands is being adopted throughout the retail
sector. The Japanese External Trade
Organization (JETRO) estimated the 1994
retail market for private brand food and
beverage products in Japanese chain stores to
be approximately US$5.1 billion.  This
figure is projected to quadruple to US$20.3
billion as private brands approach the 15-20
per cent market share typical in many
industrialized countries.

Japan’s rapidly growing regional markets
also offer significant potential. These mar-
kets, many of which have the purchasing
power equal to some national economies, are
establishing direct business linkages with
overseas suppliers. Canada, well served by
regional Consulates, and with direct flights
to Japan’s major airports, is in an excellent
position to capture regional market share.

Investment and Partnership Opportunities

In light of the structural limitations and
competitive challenges outlined above,
Japanese food processors are increasingly
escaping limited raw material supplies and
high labour costs at home by investing
heavily in overseas processing facilities.

Canada’s image as a technologically
advanced producer of safe, high-quality,
agricultural commodities is attracting greater
Japanese investment in food and beverage
processing facilities. ~Canada has many
competitive advantages, including an
inexhaustible bounty of agricultural products,

an advanced food-processing industry, world-
recognized research and innovation
capabilities, a highly skilled labour force,
world-class infrastructure, including
telecommunications, and proximity to major
markets.

The newly released Department of Foreign
Affairs and International Trade (DFAIT)
document The Case for Investing in Canada:
The Food and Beverage Processing Sector
explores these advantages and features eight
detailed profiles of sub-sectors such as red
meat, food biotechnology and snack foods.

The agri-food sector was one of the two
sectors reviewed by the Keidanren
investment mission to Canada in September
1996, in anticipation of enhanced investment
partnering between Japanese and Canadian
companies. (The private, non-profit
Keidanren is the most influential business
organization in Japan.)

Science and technology are integral to
Canada’s thriving state-of-the-art agri-food
industry. The development and application
of new technologies in Canada, and the
global exchange of ideas and technologies,
keep Canada’s industry at the forefront and
provide impressive opportunities  for
investment and collaboration.

Market Demands and Domestic Challenges

Competition for the attractive Japanese
market is fierce. The market is dominated
by imports from the U.S., which accounted
for 36.7 per cent of imported agri-food
products in 1995. China, Australia and
Taiwan followed, with 8.3 per cent, 8.3 per
cent and 6.4 per cent, respectively, of the
market. For Canada to hold and gain market
share, committed companies with carefully
adapted products, crafted with the utmost
quality, are essential. In addition, a greater
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core of Canadian companies and products is
required to boost consumer awareness of
Canada as a food provider.

One of the most fundamental challenges
remains the domestic constraint on supply.
From commodities to processed foods, there
is a need to augment the supply of
competitively priced products, especially
value-added products that are attractively
packaged, consumer sensitive, and adapted
for the Japanese marketplace.

These products must navigate Japan’s
complex regulatory environment, which is
evolving in response to many factors,
including the increasing sensitivity of
Japanese consumers to the safety of the
foods they consume — especially those that
have been imported.

Japan’s stringent Food Sanitation Law,
which regulates food-safety attributes such as
ingredients, processing techniques,
contaminants and labelling, was revised in
1995 for the first time in 23 years. Now
updated to international standards, the law
includes new guidelines for use of natural
additives, preservatives and agricultural
chemicals; generally establishes zero
tolerance for "foreign" substances (e.g.,
bacteria, chemical residues); and includes
labelling requirements for "country of origin"
and "best before" dating. The recent E. coli
food poisoning epidemic in Japan, which
killed 11 people, has resulted in an acutely
heightened awareness of food-safety issues
on the part of the food industry, media and
public. Imported foods will not be exempt
from the resulting scrutiny.

The recently introduced Product Liability
Law requires that consumers be given clear
information on the characteristics and safe
use of products, and it assigns
manufacturers, processors and importers

liability for damages or injuries caused by
defective products. Importers, now held
accountable for product safety for the goods
they import, may decide to contractually
bind foreign exporters to pay any damages
that arise. Companies in the food sector are
preparing by establishing consumer
information units and considering liability
insurance.

The Package Waste Bill, also approved in
1995, obliges vendors (including importers)
who manufacture or use containers and
packaging materials to recycle those
packaging wastes that are classified and
collected by the government and to incur
related costs. Glass containers, cans and
PET bottles will be subject to recycling
beginning April 1, 1997, while plastic and
paper package recycling will begin March
31, 2000. Some postponements and
exemptions exist for small and medium-sized
enterprises. Canadian exporters must be
aware of this evolving issue.

THE ACTION PLAN - Long Term
Commitment, Product Adaption and
Excellence

To optimize Canadian participation in this
growth market, Canada must develop a
supply capability that meets the needs of the
market. To do this, Canadians need to be
aware of what is going on in the market, to
adapt products to Japanese tastes and
lifestyle, and to promote their products
effectively in Japan.

The various trade and industrial development
agencies of the federal and provincial
governments support the private sector in
carrying out comprehensive, integrated plans
to improve supply capability and
performance in the Japanese market.
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Building Awareness and Market
Knowledge

A variety of services, events and initiatives
have been designed to build awareness of the
Japanese market and its potential.

A wide range of information and
services to Canadian exporters is
available through the fully integrated
Agri-Food Trade Service (ATS),
comprising Agriculture and Agri-
Food Canada (AAFC)’s headquarters
and regional offices, the International
Trade Centres (ITC) located in each
province, DFAIT’s Japan Division in
Ottawa, and the Embassy and
Consulates in Japan. The provincial
departments of trade development
and agriculture also provide many
services.

AAFC and various partners held an
Asian Marketing Seminar in
conjunction with Calgary’s Grocery
Showcase West 96, which included
a feature presentation on the Japanese
market and opportunities for one-on-
one discussions with a Japanese
import specialist.

A number of Canada-Japan organiz-
ations meet regularly to discuss the
business climate and opportunities in
Japan. Seminars on aspects of the
Japanese market have been sponsored
by various groups, including JETRO.

A JETRO Senior Trade Advisor, who
is an import specialist with extensive
knowledge of the market for food
products in Japan, arrived in early
1996 to begin a three-year posting at
the ITC in Vancouver. He is
available to advise Canadian agri-
food companies considering the

Japanese market.

. In co-operation with JETRO
(Toronto), AAFC’s Ontario office is
publishing a quarterly newsletter,
Focus on Japan. This regional
publication may become national.

. Rapid dissemination of market
information and intelligence through
automated services is being provided.
DFAIT’s Trends, a quarterly publi-
cation on the agri-food and fisheries
market, is available in hard copy,
either through the automated
FaxLink, on the DFAIT Bulletin
Board, or on the DFAIT Japan
Division’s Web site. The Agri-Food
Trade Network (ATN) is accessible
through AAFC’s regional offices.

In addition, several new market reports are
available:

. Report on the Tokai Food, Seafood
and Beverage Market

. Exploring New Business
Opportunities: Perspectives on One
of Japan’s Largest Superstore

Retailers

. The Japanese Market for Fresh
Vegetables (JETRO)

. The Market for Private Brand
Processed Food in Japan

. Trends in Food Processing
Technologies

Adapting Products for the Marketplace

A network of federal and provincial research
and development centres across Canada
assists industry to adapt and develop
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products for the Japanese market. These
centres include the Alberta Agriculture Food
Processing Development Centre in Leduc,
Alberta; the POS Plant in Saskatoon,
Saskatchewan; the National Agri-food
Technology Centre in Portage la Prairie,
Manitoba; the Agriculture Canada Research
Station in Morden, Manitoba; the Food
Technology Service, co-located with the
Food Research and Development Centre in
Saint Hyacinthe, Quebec; and others across
the country.

A number of established programs are also
available to assist food exporters to adapt
product and promotion to the demanding
Japanese marketplace.

Promoting Products in the Marketplace

In March 1996, Agriculture and Agri-Food
Minister Ralph Goodale launched Canada’s
new three-year agri-food promotional
campaign at the Canadian Embassy in
Tokyo. Following one of the Embassy’s
most successful media events ever, the
"Canada: Blessed by Nature" campaign, with
its colourful logo, was the subject of
extensive press coverage. The objective of
the new campaign is to more closely
associate Canada’s pristine and natural
oceans and countryside with the full range of
value-added foods and beverages produced
by Canadian farmers, fishers and high-
technology food and beverage processing
companies.

The campaign slogan and logo were integral
to Canada’s presence at Foodex 96 and the
Canadian Food Show in Osaka, which took
place immediately after the launch. Foodex
is the largest show of its kind in Asia, with
more than 1000 exhibitors from 36 countries
and more than 85 000 professional visitors.
At Foodex ’96, 29 countries had national
pavilions. Canadian companies participated

in both the Canadian Pavilion and the
JETRO New Products Showcase. Canada
Pavilion exhibitors achieved on-site sales of
over $1.1 million, with projected sales of
almost $11 million. The highly successful
Canadian Food Show in Osaka attracted
more than 400 select food buyers. A
Canadian pavilion is planned for Foodex *97,
March 11-14, 1997. The annual Osaka solo
show will take place March 17-18, 1997.

A series of complementary and targeted
events will take the "Blessed by Nature"
campaign across Japan, with a program of
solo shows, product samplings and industry
seminars for Canadian companies wishing to
participate in more customized events. To
capitalize on the rapidly expanding Japanese

- market for private-brand products, Canadian

Private Brand Solo Shows will take place at
the Embassy and Consulates in January
1997.

To increase awareness in the Japanese hotel,
restaurant and institutional trade of the range
and quality of Canadian food and beverage
products, an integrated, three-part chefs’
relations program is underway. First, short-
term training for Japanese chefs is
undertaken at Canadian culinary institutions,
with provision for visits to Canadian food
and beverage production and processing
facilities. A second element offers partial
funding for Canadian chefs to participate in
the planning and preparation of Canadian
Food Fairs at leading Japanese hotels and
restaurants. The third element is the annual
Culinary Cup Competition, where
experienced Japanese chefs compete against
one another in demonstrating their abilities
to develop, prepare and present dishes
featuring Canadian food products.

The chefs’ program strengthens linkages
between Canadian food and fish products,
other consumer products and tourism —
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maximizing the benefit of promotional
expenditures. Commodity association and
company sponsorship are important in
determining which Canadian products are
highlighted in this successful program.

In addition to specific trade development
activities in Japan, a series of programs exist
to assist Canadian exporters with the
promotion of their products in the Japanese
marketplace.

DFAIT’s Program for Export Market
Development (PEMD) supports Canadian
firms and associations in their international
business development endeavours.  The
PEMD objective is to increase export sales
of Canadian goods and services by sharing
the costs of activities that companies
normally would not undertake alone, thereby
reducing the risks involved in entering
foreign markets.

The Agri-food Industry Market Strategies
(AIMS) encourages and assists industry
associations to develop strategic marketing
and promotional plans for target countries.
AIMS also co-ordinates the financial assist-
ance needed to carry out the strategies.

Agriculture and Agri-food Canada’s "Agri-
food 2000" program is designed to help the
Canadian agri-food industry increase sales of
agriculture, food and beverage products in
domestic and foreign markets. The program
targets agriculture and food producers,
processors and exporters who are working
collectively through associations, marketing
boards or alliances.

The provincial governments are also strongly
committed to supporting Canadian companies
in the Japanese market. In addition to the
presence of some provincial government
staff in Japan, provincial programs and
initiatives  contribute  significantly  to

Canada’s export success.
The Industry Lead Group

The Federal-Provincial Market Development
Council served as the lead group in the
review and fine-tuning of this chapter of the
Action Plan for Japan. The addresses and
telephone numbers of most members are
included under "Government Contacts".

Gordon Parsons, Department of Foreign
Affairs and International Trade

Gordon McGregor, Agriculture and Agri-
Food Canada

Gord Richardson, Agriculture and Agri-
Food Canada

Gilles Lavoie, Agriculture and Agri-Food
Canada

Sharon McKay, Agriculture and Agri-
Food Canada

Eric Moore, Secretariat of the Federal-
Provincial Market Development Council
Sean Barry, Newfoundland Department of
Forestry and Agriculture

Brian Smith, Nova Scotia Department of
Agriculture and Marketing

Stephen Murray, Enterprise PEI

Michael Healy, New Brunswick
Agriculture

Brian Dykeman, New Brunswick
Agriculture

Xenon Bergeron, Ministere de
I’agriculture, des pécheries et de
’alimentation du Québec

Carol Maxwell, Ontario Ministry of
Agriculture, Food and Rural Affairs
Lasby Lowes, Manitoba Agriculture

Ken Evans, Saskatchewan Agriculture and
Food

Barb Cox-Lloyd, Saskatchewan
Agriculture and Food

Gerry Adamson, Saskatchewan Economic
Development

John Cotton, Alberta Agriculture
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In Tokyo:

Mr. Ron Davidson
Counsellor (Commercial)
Canadian Embassy

3-38 Akasaka, 7-chome
Minato-ku

Tokyo 107, Japan

Tel: (011-81-3) 3408-2101
Fax: (011-81-3) 3470-7280

In Osaka:

Mr. Toshihisa Seki

Agri-food Officer

Canadian Consulate General
Daisan Shoho Building, 12th FI.
2-2-3 Nishi-Shinsaibashi Chuo-ku
P.O. Box 150

Osaka Minami 542, Japan

Tel: (011-81-6) 212-4910

Fax: (011-81-6) 212-4914

In Fukuoka:

Mr. Benoit Préfontaine

Consul and Trade
Commissioner

Canadian Consulate

F.T. Building, 9th Floor

4-8-28, Watanabe-dori

Chuo-ku

Fukuoka-shi, Fukuoka Pref.

810, Japan

Tel: (011-81-92) 752-6055

Fax: (011-81-92) 752-6077

In Nagoya:

Mr. Robert Mason
Consul and Trade
Commissioner
Canadian Consulate
Nakato Marunouchi Bldg, 6th FI
3-17-6 Marunouchi, Naka-ku
Nagoya-shi, Aichi Pref.
460, Japan
Tel: (011-81-52) 972-0450
Fax: (011-81-52) 972-0453

Government Contacts

In Ottawa:

Ms. E. Paola de Rose

Japan Division (PJP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa, Ontario

KIA 0G2

Tel: (613) 992-6185

Fax: (613) 943-8286

Ms. Sally Jorgensen

Deputy Director, Asia Pacific
International Markets Services
Division (IMSD)

Agriculture and Agri-Food Canada
Sir John Carling Building

930 Carling Avenue

Ottawa, Ontario

K1A 0C5

Tel: (613) 759-7636

Fax: (613) 759-7506

Ms. Katherine McKinley
International Trade Policy Division
(ITPD)

Agriculture and Agri-Food Canada
Sir John Carling Building

930 Carling Avenue

Ottawa, Ontario

K1A 0C5

Tel: (613) 759-7659

Fax: (613) 759-7487

Mr. Eric W. Moore

Executive Secretary
Federal/Provincial Secretariat
Agriculture and Agri-Food Canada
Sir John Carling Building

930 Carling Avenue

Ottawa, Ontario

K1A 0C5

Tel: (613) 759-7617

Fax: (613) 759-7487

In Newfoundland:

Mr. Anthony McLevey

Mr. Brian Goldsworthy

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
P.O. Box 1878

St. John’s, Newfoundland

Al1C 5R4

Tel: (709) 772-4063

Fax: (709) 772-4803

Mr. Keith M. Warren

Trade Commissioner
International Trade Centre
P.O. Box 8950, Atlantic Place
215 Water St., Suite 504

St. John’s, Newfoundland
Al1B 3R9

Tel: (709) 772-6600

Fax: (709) 772-2373

Mr. Sean Barry

Marketing Specialist

Department of Forestry and
Agriculture

Provincial Agriculture Building

Brookfield Road, P.O. Box 8700

St. John’s, Newfoundland

AlB 4J6

Tel: (709) 729-6769

Fax: (709) 729-6046

In Prince Edward Island:

Mr. Chris Pharo

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
P.O. Box 2949

Charlottetown, PEI

C1A 8C5

Tel: (902) 566-7310

Fax: (902) 566-7316

Mr. Fraser Dickson

Senior Trade Commissioner
International Trade Centre
P.O. Box 1115
Charlottetown, PEI

Cl1A 7M8

Tel: (902) 566-7443

Fax: (902) 566-7450
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Mr. Stephen Murray

Executive Director

Canada/ P.E.I. Trade Development
Centre

75 Fitzroy Street

Charlottetown, PEI

CIA IR6

Tel: (902) 368-0051

Fax: (902) 566-7450

In Nova Scotia:

Mr. Allan Sorflaten

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
P.O. Box 698

Truro, Nova Scotia

B2N 5ES

Tel: (902) 893-0068

Fax: (902) 893-6777

Mr. G. Brian Smith
Executive Director
Marketing Services Branch
N.S. Department of Agriculture
and Marketing

P.O. Box 550

160 College Road

Truro, Nova Scotia

B2N SE3

Tel: (902) 893-6388

Fax: (902) 895-9403

In New Brunswick:

Mr. Mike McCormick

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
P.O. Box 57000

850 Lincoln Rd

Fredericton, New Brunswick

E3B 6C2

Tel: (506) 452-3706

Fax: (506) 452-3509

Mr. Ben Hong

Trade Commissioner
International Trade Centre
1045 Main Street, Unit 103
Moncton, NB EIC 1HI
Tel: (506) 851-6669

Fax: (506) 851-6429

Mr. Brian Dykeman

Director

Marketing Services Branch
N.B. Department of Agriculture
P.O. Box 6000

Fredericton, New Brunswick
E3B 5H1

Tel: (506) 457-7268

Fax: (506) 453-7170

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, New Brunswick
E1C 9]8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Quebec:

Ms. Lucie Roy

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
2001 University, 7th Floor
Montréal, Quebec

H3A 2N2

Tel: (514) 283-8888

Fax: (514) 283-3143

Mr. William B. Horovitz
Trade Commissioner
International Trade Centre

5 Place Ville-Marie, 7th Floor
Montréal, Quebec

H3B 2G2

Tel: (514) 283-8792

Fax: (514) 283-8794

Mr. Gérald Coté
Gouvernement du Québec
Ministére de I’Agriculture, des
Pécheries et de 1’Alimentation
201 boul. Crémazie Est (4¢)
Montréal, Quebec

H2M 1L4

Tel: (514) 873-4410

Fax: (514) 873-2364

In Ontario:

Mr. Conrad Paquette

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
174 Stone Road West

Guelph, Ontario

NI1G 4S9

Tel: (519) 837-9400

Fax: (519) 837-9782

Mr. Gérald Milot

Trade Commissioner

International Trade Centre
Dominion Public Building, 4th FI.
One Front Street West

Toronto, Ontario

M5J 1A4

Tel: (416) 973-5019

Fax: (416) 973-8714

Ms. Mary-Ann Lanyon

Director

Market Development Branch
Ontario Ministry of Agriculture,
Food and Rural Affairs

33 Yonge Street, Suite 800
Toronto, Ontario

MS5E 1X2

Tel: (416) 326-3510

Fax: (416) 326-7630

In Manitoba:

Mrs. Fay Abizadeh

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
303 Main Street, Room 402
Winnipeg, Manitoba

R3C 3G7

Tel: (204) 983-8622

Fax: (204) 983-4583

Mr. Lasby Lowes
Manager

Market Development and
Promotion Section
Manitoba Agriculture
903 - 401 York Avenue
Winnipeg, Manitoba
R3C 0P8

Tel: (204) 945- 4490
Fax: (204) 945-6134
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In Saskatchewan:

Mr. Al Choquer

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
P.O. Box 8035

Regina, Saskatchewan

S4P 4C7

Tel: (306) 780-5545

Fax: (306) 780-7360

Ms. Rana Pudifin

Trade Commissioner
International Trade Centre
123 Second Ave. S., 7th Floor
Saskatoon, Saskatchewan

S7K 7E6

Tel: (306) 975-5318

Fax: (306) 975-5334

Mr. Gerry Adamson

Director, Trade Development
Saskatchewan Economic
Development

1919 Saskatchewan Drive, 6th Fl.
Regina, Saskatchewan

S4P 3V7

Tel: (306) 787-2222

Fax: (306) 787-3989

Ms. Barbara Cox-Lloyd

Senior Marketing Officer
Marketing Development Branch
Saskatchewan Agriculture and
Food

3130 - 8th Street East
Saskatoon, Saskatchewan

S4S 0B1

Tel: (306) 933-6151

Fax: (306) 933-7330

In Alberta:

Mr. Rodney Dlugos

Market and Industry Services
Branch

Agriculture and Agri-Food Canada
Canada Place, Room 810

9700 Jasper Avenue

Edmonton, Alberta

T5J 4G5

Tel: (403) 495-4141

Fax: (403) 495-3324

Mr. Ron McLeod

Senior Trade Commissioner
International Trade Centre
Canada Place, Room 540
9700 Jasper Avenue
Edmonton, Alberta

T5J 4C3

Tel: (403) 495-3329

Fax: (403) 495-4507

Mr. Ed Phillipchuk
Marketing Services Division
Alberta Agriculture

7000 - 113 Street, 3rd Floor
Edmonton, Alberta

T6H 5T6

Tel: (403) 427-4241

Fax: (403) 422-9746

In British Columbia:

Ms. Gretchen Bozak

Market and Industry Services

Branch

Agriculture and Agri-Food Canada

P.O. Box 2522

New Westminster, BritishColumbia

V3L 5A4
Tel: (604) 666-6344
Fax: (604) 666-7235

Ms. Brenda Lennox

Agriculture, Fisheries and Food
Branch

B.C. Trade and Investment Office
999 Canada Place, Suite 730
Vancouver, British Columbia
V6C 3E1

Tel: (604) 844-3156

Fax: (604) 660-2457

Mr. John Burbridge

Trade Commissioner
International Trade Centre
2000 - 300 West Georgia St.
Vancouver, British Columbia
V6B 6E1

Tel: (604) 666-7633

Fax: (604) 666-0954
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CONSUMER PRODUCTS: FURNITURE

The soaring yen has greatly increased the
cost of manufacturing in Japan, and
manufacturers are finding it frequently
difficult to recruit well trained workers.
These factors, combined with the increasing
price-consciousness of Japanese consumers,
have prompted many Japanese furniture
makers to shift at least some of their
production offshore and to increase imports
from Southeast Asia, Europe and North
America.

Canadian furniture exports to Japan rose
from $4 million to $6.9 million between
1992 and 1994. In 1995, exports of
furniture and fixtures to Japan totalled
$13 million, an increase of 95.2 per cent
over the previous year. The increase is
credited to increased Japanese interest in
North American products, the low value of
the Canadian dollar, and the high cost of
manufacturing in Japan.

The Canadian furniture industry, with its
approximately 90 per cent domestic
ownership, has developed strong export
capabilities in the past few years. Statistics
for 1995 show the residential furniture
industry to consist of about 575 companies
employing 19 550 people and producing
goods valued at $1.8 billion, $728 million of
which was exported. (Wooden furniture
dominates the export market, with
approximately 75 per cent of shipments.)

In office furniture, sales for 1995 were $1.2
billion, with employment of up to 10 500
people in 150 establishments. Exports rose
to $529 million. On the institutional side,
there were 225 establishments employing
approximately 8600 people, with shipments
of $920 million. Exports of hotel, restaurant
and institutional furniture totalled $594
million in 1995.

With the elimination of tariffs under the
Canada-U.S. Free Trade Agreement
(continued under the North America Free
Trade Agreement), Canadian manufacturers
have become more competitive domestically
and internationally. Companies interested in
exploiting their competitive advantage are
exporting to off-shore markets with
increasing frequency.

Market Opportunities and Trends

Japan has an ambitious goal of improving
housing and the quality of life for its
citizens. Given the shortage of space to
devote to extensive new housing,
improvements in the existing stock and its
contents are being emphasized. This bodes
well for the long-term growth of the
residential furniture market in Japan.
However, consumers have turned away from
the highest-priced items in favour of
products one price range lower, but still of
good quality.

The total market for residential furniture in
Japan is estimated at 2 trillion yen (based on
actual figures from large manufacturers and
estimates of production from small and
custom manufacturers). Imports currently
represent a 10 per cent share (230.3 billion
yen) of the residential furniture market in
Japan (1995 figures).  The residential
furniture market increased 10.3 per cent over
1994 (source: IDAFIJ).

Wooden furniture represents the largest share
of the import market at 122.5 billion yen (an
increase of 15.9 per cent over 1994 figures).
Lower-cost rattan furniture (total sales 13.4
billion yen, a decrease of 8.8 per cent from
1994 figures) and metal furniture (42.2
billion yen, a 17.6 per cent increase over
1994) generally are sourced from Taiwan,
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Thailand and Indonesia (71 per cent), with
the remainder split almost equally between
Europe and North America. In upholstered
furniture, which is a small but growing part
of the import mix, imports increased 5.6 per
cent last year (for a total of 6.3 billion yen).
Furniture components remain stable at 45.7
billion yen, less than a 1 per cent increase
over 1994 figures.

With the exception of China (whose exports
to Japan grew by 41.3 per cent to 19.6
billion yen last year), imports from Southeast
Asia have lost some ground. Compared with
the previous year, Taiwan, for example,
increased exports by only 7.15 per cent,
Thailand by 1.5 per cent and Indonesia by
5.3 per cent. The slower growth of imports
from Southeast Asia underlines the shift in
consumer fashion that was identified by
industry analysts last year.

The size of the retail market for wooden
furniture in Japan is estimated at more than
4 trillion yen, and Japanese consumers
favour products offering a good balance of
quality, style and price. Canada is viewed as
an excellent source of wooden furniture, but
price, quality and, to some degree, size will
determine the long-term success of Canadian
companies in this market.

While the office furniture market continues
to be stagnant as flat growth affects business
bottom lines, institutional and contract
furniture sales prospects are buoyant. At
least partly because of the high yen, not only
have imports increased in this sector of the
market, but architects and designers are often
insisting that foreign companies be invited to
bid for furniture contracts, especially as
trends in the contract furniture market move
toward less expensive furniture. Japan is
still committed to increasing its hospital and
residential care facilities. Although
development is lagging behind earlier

predictions, analysts agree that this will be
an important growth sector.

Modifications in the existing distribution
channels in Japan are being made as retailers
increasingly import directly for their own
stores. This new trend is resulting in
significant benefits for the retailer and the
consumer. Usually, the price of imported
furniture distributed through the conventional
channels is almost three to four times the
retail price in the exporting country. Direct
importing can keep prices low, and retailers
can minimize their risk by selling unsold
inventory to distributors outside their market
area. Consumers benefit from the lower
prices, larger style ranges and innovative
designs.

Japanese companies will generally import
products on an exclusive basis to control not
only their own market area, but also areas
where they sell that same product to other
distributors. In these cases, Japanese
retailers/importers may prefer to deal with
companies without local agents, since the
extra percentage of commission can
adversely affect the profit margin. In
selecting a Japanese import agent, Canadian
manufacturers have to decide whether they
are in the market for the short or long term.
In some cases, an exclusive agreement with
an importer might limit the ability of
exporters to penetrate regional markets in
Japan.

THE ACTION PLAN

Japan is an increasingly important destination
for Canadian furniture exports and, as a
market, merits the development of a focused,
long-term approach supported by industry
leaders, associations, and the federal and
provincial governments. It is the intent of
the Action Plan to position Canada over time
in Japan as a significant supplier of quality
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furniture at competitive prices.
Building Awareness and Market Knowledge

Canadian companies need to receive timely
information on the Japanese market for
furniture (residential, contract and office).
The Canadian Embassy will provide market
information/intelligence for dissemination to
interested Canadian exporters, working
through the industry associations and
Industry Canada’s National Sector Team.

Adapting Products for the Marketplace

The conventional wisdom is that imported
furniture has to be sized for Japan before
entering the market. This is not always the
case, nor is it the sole criteria for successful
exporting to Japan.  Recent shifts in
purchasing patterns demonstrate that
consumers increasingly favour comfort,
innovative design, quality and lifestyle-
related factors when choosing products.
However, manufacturers should be prepared
to discuss design changes with Japanese
buyers, since a willingness to recognize the
differences and the development of products
suitable for the market can result in a
lucrative long-term relationship with the
importer.

Promoting Products in the Marketplace

Recent efforts to encourage Canadian exports
have focussed on bringing buyers, architects,
specificators and other decision makers to
Canada to attend trade shows and to meet
with manufacturers on site. This strategy,
which has resulted in several million dollars
in direct and follow-on sales in past years,
will be continued. In Japan, the annual
Tokyo Furniture Fair is the prime showcase
for both residential and contract furniture.
This venue provides a marketing opportunity
for the well established exporter, who must

meet with his clients on a regular basis, and
serves as an introduction to the market for
new exporters. In 1997/98, several new-to-
the-market companies will participate in the
show under the auspices of the Canadian
Embassy.

From time to time, the Embassy’s facilities
have been used for solo shows with good
results, and plans are underway for one or
two shows during this fiscal year.

Japanese agents of Canadian furniture
manufacturers continue to participate in solo
lifestyle shows in Tokyo, Osaka, Nagoya and
Fukuoka, resulting in increased exposure for
some products.

Companies with Japanese agents may take
advantage of Tokyo Gas Co.’s showroom in
Shinjuku. This space, called Ozone, displays
imported furniture. It is rented to Japanese
importers and is open to visitors who are
interested in imported furniture that suits
their lifestyle and that provides comfort,
quality and original design.

Activities

. Invite an incoming  mission of
buyers to the Canada Home
Furnishing Mart in January 1998.
(For self-funded buying trips to
Canada, assistance in developing
appointment schedules will be
offered whenever possible.)

. Support an industry initiative for a
significant Canadian presence at the
annual Tokyo Furniture Fair,
including repeat exhibitors from the
1996 pavilion.

. Arrange for Canadian furniture
manufacturers or representatives of
the associations to give a seminar to
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retailers, importers and home builders
on the capability of the Canadian
furniture industry, either before or

after the Tokyo International
Furniture Show.
. Commission a market study on

Okawa City’s furniture sector. The
Okawa region has more than 600
furniture manufacturers, which
provide as much as 12 per cent of
the domestic production. The city is
now emerging as a major import and
distribution centre for the whole
country. The study will focus on
identifying the main wholesalers and
importers in Okawa, the types of
furniture imported through Okawa,
and the prices and origin of these
imports, as well as suggest strategies
for Canadian furniture manufacturers
to tap into this distribution channel.
The study will also look at the
research and development
opportunities in this sector and will
examine the possibilities of joint
ventures between Canadian and
Japanese companies, since many
companies in the Okawa region have
been moving some of their
production facilities off-shore.

. Provide timely market information
and intelligence to Canadian
companies by profiling major
Japanese importers, buyers, and
manufacturers. This information will
be disseminated through the industry
associations.

The Industry Lead Group

Julie Poliquin

Marketing Co-ordinator

Quebec Furniture Manufacturers
Association

1111 Saint-Urbain Street, Suite 101
Montréal, Quebec

H2Z 1Y6

Tel: (514) 866-3631

Fax: (514) 871-9900

Neil Devereaux

Director, Distribution and Marketing
Services

Ontario Furniture Manufacturers
Association

P.O. Box 85, Suite 200

6900 Airport Road

Mississauga, Ontario

L4V 1E8

Tel: (905) 677-6564

Fax: (905) 677-5212

Joe Malko

President, Furniture West Inc.
1873 Inkster Boulevard
Winnipeg, Manitoba

R2R 2A6

Tel: (204) 632-5529

Fax: (204) 694-1281
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The National Sector Team

Industry Canada

Sheila Henry (Ontario)

Gary Kress (Manitoba)

Huguette Parker (Ottawa)
Jean-Claude Daigneault (Montréal)

Foreign Affairs and International Trade

Fred Oxtoby, Sectoral Liaison Secretariat
Associations

Terry Clark, Canadian Council of Furniture
Manufacturers

George Sinclair, Ontario Furniture
Manufacturers Association

Joe Malko, Furniture West Inc.

Jean Frangois Michaud, Quebec Furniture
Manufacturers Association

Provincial Governments

Ron White, Ministry of Economic
Development and Trade, Ontario

Bob Garcia, Ontario International Trade
Corporation

Mario Levesque, Ministére de 1’Industrie
du Commerce et de la Technologie,
Quebec
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In Tokyo:

Ms. Louise Rousseau

Second Secretary (Commercial)
Canadian Embassy

3-38 Akasaka 7-chome
Minatu-ku

Tokyo 107, Japan

Tel: (011-81-3) 3408-2101
Fax: (011-81-3) 3470-7280

In Ottawa:

Ms. Patricia Cronin

Japan Division (PJP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa, Ontario

KI1A 0G2

Tel: (613) 996-2460

Fax: (613) 943-8286

Ms. Huguette Parker

Fashion, Leisure, and Household
Products

Industry Canada

235 Queen Street

K1A OH5

Tel: (613) 954-3105

Fax: (613) 954-3107

Mr. Andre Georges

Fashion, Leisure and Household
Products

Industry Canada

235 Queen Street

KI1A OH5

Tel: (613) 954-3100

Fax: (613) 954-3107

In Newfoundland:

Mr. Keith M. Warren
International Trade Centre
P.O. Box 8950, Atlantic Place
215 Water Street, Suite 504
St. John’s, Newfoundland
AIB 3R9

Tel: (709) 772-4782

Fax: (709) 772-2373

Government Contacts

Ms. Judy Snow

Department of Industry, Trade and
Technology

Government of Newfoundland and
Labrador

Confederation Building

West Block

P.O. Box 8700

St. John’s, Newfoundland

Al1B 4J6

Tel: (709) 729-2208

Fax: (709) 729-5926

In New Brunswick:

Ms. Helene Lavoie

Project Executive

Department of Economic
Development and Tourism
Government of New Brunswick
P.O. Box 6000

Fredericton, New Brunswick
E3B 5H1

Tel: (506) 444-5038

Fax: (506) 453-7904

Mr. Ben Hong

Trade Commissioner
International Trade Centre
Industry Canada Regional Office
1045 Main Street, Unit 103
Moncton, New Brunswick

E1C 1HI1

Tel: (506) 851-6669

Fax: (506) 851-6429

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, NB E1C 9J8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Nova Scotia:

Ms. Barbara Giacomin
Senior Trade Commissioner
International Trade Centre
P.O. Box 940, Station M
1801 Hollis Street

Halifax, Nova Scotia

B3J 2V9

Tel: (902) 426-6660

Fax: (902) 426-2624

Mr. Maurice Larkin

Manager, Trade Development
Centre

World Trade Centre

1800 Argyle Street, Suite 520
Box 519

Halifax, Nova Scotia

B3] 2R7

Tel: (902) 424-4212

Fax: (902) 424-5739

In Prince Edward Island:

Mr. Fraser Dickson

Senior Trade Commissioner
International Trade Centre
P.O. Box 1115

75 Fitzroy Street
Charlottetown, PEI CI1A 7M8
Tel: (902) 566-7443

Fax: (902) 566-7450

In Quebec:

Mr. William B. Horovitz
Trade Commissioner
International Trade Centre

5 Place Ville-Marie, 7th Floor
Montréal, Quebec

H3B 2G2

Tel: (514) 283-8792

Fax: (514) 283-8794

Mr. Paul Brunette

Asia-Pacific Division

Government of Quebec
Department of Industry, Trade and
Science and Technology

380 Saint-Antoine St. W., 4th FL.
Montréal, Quebec

H2Y 3X7

Tel: (514) 499-2190

Fax: (514) 873-4200
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In Ontario:

Mr. Gérald Milot
Trade Commissioner
International Trade Centre

Dominion Public Building, 4th FI.

One Front Street West
Toronto, Ontario

M5J 1A4

Tel: (416) 973-5019
Fax: (416) 973-8714

Ms. Sheila Henry

Fashion, Leisure and Household
Products

Industry Canada

One Front Street West

Toronto, Ontario

M5J 1A4

Tel: (416) 973-5192

Fax: (416) 973-5131

Ms. Pamela Kanter

Area Director, Japan and Korea
Ontario International Trade Corp.
56 Wellesley St. W., 7th Floor
Toronto, Ontario M7A 2E7

Tel: (416) 325-6783

Fax: (416) 314-8222

In Manitoba:

Mr. Garry R.S. Hastings
Manager, Asia-Pacific Business
Relations

Industry, Trade and Tourism
Government of Manitoba
410-155 Carlton Street
Winnipeg, Manitoba

R3C 3H8

Tel: (204) 945-1454

Fax: (204) 957-1793

Mr. Charles Hatzipanayis
Trade Commissioner
International Trade Centre
330 Portage Ave., 8th Floor
P.O. Box 981

Winnipeg, MB R3C 2V2
Tel: (204) 983-6033

Fax: (204) 983-2187

Mr. Gary Kress

Industry Canada Regional Office
330 Portage Avenue, Room 608
Winnipeg, MB R3C 2V2

Tel: (204) 983-2840

Fax: (204) 983-2187

In Saskatchewan:

Ms. Lynne Tait

Trade Commissioner
International Trade Centre

P.O. Box 3750

1919 Saskatchewan Dr., 2nd FI.
Regina, SK S4P 3N8

Tel: (306) 780-6325

Fax: (306) 780-6679

Mr. Nick Diamond
Saskatchewan Trade and Export
Partnership (STEP)

P.O. Box 1787

1919 Saskatchewan Drive
Regina, SK S4P 3C6

Tel: (306) 787-9100

Fax: (306) 787-6666

In Alberta:

Mr. Bill Roberts

Director and

Senior Trade Commissioner
International Trade Centre
Canada Place, Room 540
9700 Jasper Avenue
Edmonton, Alberta

T5J 4C3

Tel: (403) 495-4415

Fax: (403) 495-4507

Mr. Dave Corbett

Director, Japan and Korea

Export Development Branch

Ministry of Economic
Development and Tourism

Commerce Place, 3rd Floor

10155 - 102 Street

Edmonton, AB T5J 4L6

Tel: (403) 427-4809

Fax: (403) 422-1700

In British Columbia:

Mr. Ron Farris

Trade Commissioner
International Trade Centre
2000 - 300 West Georgia St.
Vancouver, BC V6B 6E1
Tel: (604) 666-1409

Fax: (604) 666-0954

Mr. Masataka Shiroki

Director, Japan

B.C. Trade and Investment Office
999 Canada Place, Suite 730
Vancouver, BC V6C 3E1

Tel: (604) 844-1922

Fax: (604) 844-1926
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HEALTH CARE/MEDICAL DEVICES

In Japan, the aging and disabled represent an
important market for health care and medical
devices. The Japanese Ministry of Health
and Welfare estimates that, by the year 2025,
25.8 per cent of the Japanese population will
be over 65 years of age, compared with 13
per cent at the present time. It is estimated
that some 2.8 million disabled persons
currently reside in Japan. Many of the
products and services for aging individuals
are used by disabled persons, approximately
80 per cent of whom are over 50 years of
age.

As a result, the demand in Japan for medical
and health care products and services has
grown rapidly over the past five years.
Trends vary at the product level, and while
in a few cases growth has declined or been
stagnant, these are more than balanced by
areas where growth is faster than average.
This growth should continue on well into the
next century, with conservative estimates of
an 8-10 per cent annual increase in the
demand for health care products.

Changing demographics are the single
greatest influence on the current and future
state of the health care/medical devices
sector in Japan. The Ministry of Health and
Welfare projects a tenfold increase in health
care expenditures for the elderly (rising from
7 trillion to 71 trillion yen) over the next 30
years. As young people migrate to the
cities, the percentage of elderly people in
rural areas continues to grow; in some areas
it already tops 40 per cent of the population.
Medical products and services designed for
or used by the elderly will clearly be one of
the most important markets in Japan over the
coming years. Furthermore, the elderly,
generally, have been conservative in their
spending patterns and have a high savings
rate, which will also positively affect the

growth of this sector.

Japan is a significant consumer of modern
medical products and services from around
the world and is the second-largest
international market for imported medical
devices, with imports rising from 289 billion
yen in 1990 to over 500 billion yen in 1994,
Imports of medical devices into Japan have
been increasing at a compound growth rate
of 14.8 per cent annually, with a
correspondingly larger share of the market.
In 1994, imports of medical instruments and
equipment rose to 32 per cent of the total
market, a rise from 22.8 per cent of the
market just four years earlier. Until 1992,
Japan’s domestic medical devices industry
had a favourable balance of trade, but the
rise in the yen caused a shift in the trade
balance.

With more than 60 per cent of the market,
imports from the United States dominate.
The European Union follows, with just over
23 per cent. Canada is not yet a major
player in the medical devices sector in Japan.
Canada’s share of the import market hovers
at about 1 per cent; however, Canada is one
of the top four suppliers in the subsectors of
general operating, surgical and orthopaedic
supplies and dental instruments. Another
area of strength for Canada is artificial
joints. In a related area, Canada’s exports of
in-vitro testing reagents (not officially
classified as a medical device) were valued
at $43 million in 1994.

Imports of health care products and services
have also increased, but on the whole their
position in the market remains weak against
the domestic product. Notwithstanding,
significant opportunities do exist for
companies that find a market niche.
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The weak position of Canadian companies in
Japan is not a result of the lack of a medical
industry in Canada. In fact, this industry is
a significant employer of Canadians. The
approximately 2500 firms in the health
service industry (with annual sales of $3
billion) employ some 150 000 people. In
addition, Canada’s 800 medical device
companies (with production of $2.8 billion
in 1993) employ 18 000 people. A similar
number is likely employed in the health care
products sector. Many of these Canadian
companies are already active internationally.
A number of them have developed leading
technologies and unique innovative devices.
Some are already present in the Japanese
market.

Market Opportunities

Health care in Japan is moving away from
the expensive care provided in hospitals to
less expensive health delivery systems,
resulting in changes to the types of products
in demand. Features such as size and
portability, for example, are becoming
important. (Canadian manufacturers should
be aware that certain product modifications
may be necessary for the Japanese market
because of different physical requirements,
aesthetic tastes and the semi-tropical
climate.)

Products in demand include mobility
products, sleeping aids (beds, mattresses, and
so on), toilet and disposable diaper products,
monitoring equipment and new procedures
for home health care. Other opportunities
exist in the services sector. Medical waste
disposal is one of the more significant
problems currently facing Japanese health
care officials, and the ongoing
decentralization of the health care sector in
Japan will increase the demand for safe
disposal of medical waste. Japanese interest
in Canadian methodology for health care

management and improved efficiency in
hospitals and nursing homes should provide
market-entry  opportunities for  firms
providing consultancy services, architectural
services and information-technology
products, including monitoring equipment for
elderly and handicapped patients.

The private home health care service concept
is relatively new to Japan and is not readily
accepted, since there are more than 1700
public social welfare organizations that are
funded through the government. However,
changes in the Japanese society have made it
more difficult for the elderly to depend on
the traditional extended family for support.
The country’s high life expectancy has also
created a situation in which caregivers are
themselves senior citizens. Therefore, it is
reasonable to expect that the publicly funded
organizations will not be able to meet the
needs of the population in the next while.

Japanese government initiatives include plans
to increase expenditures for improved
services for the elderly and handicapped (but
it is expected that these expenditures will
remain conservative, since the government is
also committed to good management of
health care costs). The programs include
subsidies for the purchase and rental of
equipment and the upgrading of the
infrastructure to allow better access for
disabled people.

THE ACTION PLAN

Canada has an excellent reputation in Japan
as a provider of health care products and
services. While the size of the market for
services is not known, Japanese interest in
Canadian methodology for health care
management and improved efficiency in
hospitals and nursing homes indicates an
opportunity for consultancy services and
information-technology products.
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In the medical/health sector, science and
technology is an important element in
developing relationships and markets. For
example, the Medical Research Council
identified neuroscience as an area of
common interest with Japan, and the
Canadian Neuroscience Network (a mix of
private-sector and academic interests) is
planning to visit key research facilities in
Japan to discuss possible collaborative or co-
operative projects.

Although a few Canadian health care and
rehabilitation product manufacturers are
exporting to Japan, and several others have
visited the market, knowledge about Japan’s
potential and market-entry requirements is
sparse. There is a need not only to increase
awareness about this market, but also to
encourage Canadian companies to adapt their
products to better suit Japanese requirements.
The Action Plan is a strategy for increasing
Canadian exports to Japan.

Building Awareness and Market Knowledge

Japan’s distribution modes are determined by
product. For example, large-scale equipment
needing technical support is usually sold
directly to the hospital or clinic by the
manufacturer’s agent in Japan, while home
health care products can be sold through
agents or wholesalers. It may take time for
imported products to develop a presence in
the market, and Canadian manufacturers are
advised to establish realistic sales goals and
to nurture the relationship with their
importers/distributors, especially since after-
sales service remains a priority.

The Canadian Embassy produces a quarterly
report entitled 7rends in the Health Care
Market, which is available on request. The
Embassy will also develop and disseminate
market reports, market information and other
business intelligence through industry

associations and the Health Industries
National Sector Team. (The team, organized
by Industry Canada in conjunction with
industry, associations and provincial
governments, covers medical devices, health
services and pharmaceuticals — both name
brand and generic.)

In addition, there are a number of excellent
health care/medical device trade shows in
Japan, which offer an opportunity to
understand the market and to develop
successful marketing strategies. (Note: at
some shows, medical devices may not be
displayed unless they have received product
approval and import licensing from the
Ministry of Health and Welfare. Show
literature will specify.)

Adapting Products for the Marketplace

Although many consumer health care and
rehabilitation products do not currently
require official approval by the Ministry of
Health and Welfare, the new Product
Liability Law is likely to result in future
demands for greater assurances about product
safety.

Medical devices are regulated in Japan under
the Pharmaceuticals Affairs Law (PAL) of
1948. In 1990, the Medical Devices
Division was established under the
Ministry’s Pharmaceutical Affairs Bureau for
regulation and promotion of medical device
development, and for approval and licensing
services.

Eighty-four categories of medical devices
were established under the PAL, plus six
categories of medical supplies, nine
categories of dental materials and four
categories of sanitary goods. There is a
specific procedure for approval and licensing
of manufactured or imported products (which
also includes modifications of already
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approved or licensed products). The process,
once it is in the hands of the Ministry of
Health and Welfare, can take several months
(on average 12-24 months for approvals of
new devices and 3-5 months for
conventional devices).

Promoting Products in the Marketplace

The Home Care and Rehabilitation Show
(September 1997) is an excellent opportunity
for Canadian companies to exhibit their
health care products, and there will be an
information booth staffed by Canadian
Embassy and provincial government officials
to support participating companies. Another
highly recommended venue for exhibiting
Canadian products in Japan is the biennial
Japanese External Trade Organization
(JETRO) Health Care Show (next scheduled
for March 1997).

Identification of appropriate opportunities for
investment or equity participation by
Japanese interests in Canadian health care
and medical device companies is of ongoing
interest. A proposed seminar on the health
care industry in Canada and the development
of new health care products will expand the
knowledge of the Japanese government and
services companies and introduce them to
Canadian expertise in nursing homes and
rehabilitation centres (building, management
and programs). In addition, the seminar will
serve to increase the awareness of Japanese
companies of the close relationship between
the end-users of health care and
rehabilitation  products, the medical
specialists involved in the design stage, and
the companies manufacturing the products, to
facilitate partnering between Canadian
manufacturers and service providers and
their Japanese counterparts.

Enhancing Canada’s reputation for excellent
care of the elderly and handicapped, a

Medical Products and Services/Health Care
Investment Roundtable in Japan will focus
on products and services designed to
improve the quality of life for the aged, with
particular emphasis on the potential for
collaboration and investment.

Canadian companies should consider the
option of participating in  collaborative
research and development (R&D) with
Japanese companies to develop or adapt
products to the needs of the Japanese market.
For example, the Agency of Industrial
Science and Technology of the Ministry of
International Trade and Industry is
promoting R&D projects for safe and
convenient, yet low-cost welfare equipment
that utilizes the most advanced industrial
technology. Funding associated with these
projects is available to approved foreign
applicants.

The Industry Lead Group

Medical Devices Canada (MEDEC)
Dennis Bryant, President

401 The West Mall, Suite 510
Etobicoke, Ontario

MOC 5J5

Tel: (416) 620-1915

Fax: (416) 620-1595

Calgary Association of Medical Products
Salim Hasham, President

1135-64th Avenue S.E., Suite 105
Calgary, Alberta

T2H 2J7

Tel: (403) 258-3479

Fax: (403) 258-3402

Health Care Products Association of
Manitoba

Andrew Story, President

C/- Rh Pharmaceutical Inc.
University of Manitoba Campus

104 Chancellor Matheson Road
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Winnipeg, Manitoba
R3T 2N2

Tel: (204) 989-6950
Fax: (204) 269-7003

B.C. Medical Devices Association
Ron Evans, President

4480 Oak Street

Vancouver, British Columbia
V6H 3V4

Tel: (604) 875-2064

Fax: (604) 875-2375

Association of Ontario Medical
Manufacturers

Christian Dubé, President

5 Gormley Industrial Avenue
P.O. Box 575

Gormley, Ontario

LOH 1G0

Tel: (905) 888-1965

Fax: (905) 888-1433

Healthcare Opportunities Metro Edmonton
Ann Jesse

Box 66070 Heritage P.O.

Edmonton, Alberta

T6J 6T4

Tel: (403) 436-2638

Fax: (403) 439-4811

Association Québecoise des Fabricants de
I’Industrie Médicale

Lorraine Beaudoin, Director General
8475 Christophe-Colomb Avenue

Box 175, Youville

Montréal, Quebec

H2P 2V4

Tel: (514) 383-3268

Fax: (514) 383-3250
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In Tokyo:

Mr. Robert Brocklebank
(medical devices)
Counsellor (Commercial)
Canadian Embassy

3-38 Akasaka 7-chome
Minato-ku

Tokyo 107, Japan

Tel: (011-81-3) 3408-2101
Fax: (011-81-3) 3470-7280

Ms. Louise Rousseau

(health care)

Second Secretary, (Commercial)
Canadian Embassy

3-38 Akasaka 7-chome
Minato-ku

Tokyo 107, Japan

Tel: (011-81-3) 3408-2101

Fax: (011-81-3) 3470-7280

In Ottawa:

Ms. Patricia Cronin

Japan Division (PJP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa, Ontario KI1A 0G2

Tel: (613) 996-2460

Fax: (613) 943-8286

Mr. David Hoye

Director, Health Industries
Industry Canada

235 Queen Street

Ottawa, Ontario K1A OHS5
Tel: (613) 954-5258

Fax: (613) 952-4209

Ms. Linda Leinan

Industry Development Officer
Health Industries

Industry Canada

235 Queen Street

Ottawa, Ontario KI1A OH5
Tel: (613) 954-3068

Fax: (613) 952-4209

Government Contacts

In Newfoundland:

Mr. Keith M. Warren
International Trade Centre
P.O. Box 8950, Atlantic Place
215 Water Street, Suite 504
St. John’s, Newfoundland
AIB 3R9

Tel: (709) 772-4782

Fax: (709) 772-2373

Ms. Judy Snow

Department of Industry, Trade and
Technology

Government of Newfoundland and
Labrador

Confederation Building

West Block

P.O. Box 8700

St. John’s, Newfoundland

AIB 4J6

Tel: (709) 729-2208

Fax: (709) 729-5926

In New Brunswick:

Ms. Helene Lavoie

Project Executive

Department of Economic
Development and Tourism
Government of New Brunswick
P.O. Box 6000

Fredericton, New Brunswick
E3B 5HI

Tel: (506) 444-5038

Fax: (506) 453-7904

Mr. Ben Hong

Trade Commissioner
International Trade Centre
Industry Canada Regional Office
1045 Main Street, Unit 103
Moncton, NB E1C 1HI1

Tel: (506) 851-6669

Fax: (506) 851-6429

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, NB EIC 9J8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Nova Scotia:

Ms. Barbara Giacomin
Senior Trade Commissioner
International Trade Centre
P.O. Box 940, Station M
1801 Hollis Street

Halifax, NS B3J 2V9

Tel: (902) 426-6660

Fax: (902) 426-2624

Mr. Maurice Larkin

Manager, Trade Development
Centre

World Trade Centre

1800 Argyle Street, Suite 520
Box 519

Halifax, NS B3J 2R7

Tel: (902) 424-4212

Fax: (902) 424-5739

In Prince Edward Island:

Mr. Fraser Dickson

Senior Trade Commissioner
International Trade Centre
P.O. Box 1115

75 Fitzroy Street
Charlottetown, PEI Cl1A 7M8
Tel: (902) 566-7443

Fax: (902) 566-7450

In Quebec:

Mr. William B. Horovitz
Trade Commissioner
International Trade Centre

5 Place Ville-Marie, 7th Floor
Montréal, Quebec H3B 2G2
Tel: (514) 283-8792

Fax: (514) 283-8794

Mr. Paul Brunette

Asia-Pacific Division

Government of Quebec
Department of Industry, Trade and
Science and Technology

380 Saint-Antoine St. W., 4th FL
Montréal, Quebec H2Y 3X7

Tel: (514) 499-2190

Fax: (514) 873-4200
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In Ontario:

Mr. Gérald Milot
Trade Commissioner
International Trade Centre

Dominion Public Building, 4th Fl.

One Front Street West
Toronto, Ontario MS5J 1A4
Tel: (416) 973-5019

Fax: (416) 973-8714

Ms. Pamela Kanter
Area Director, Japan and Korea

Ontario International Trade Corp.
56 Wellesley Street West, 7th FI.

Toronto, Ontario M7A 2E7
Tel: (416) 325-6783
Fax: (416) 314-8222

In Manitoba:

Mr. Garry R.S. Hastings
Manager, Asia-Pacific Business
Relations

Ministry of Industry, Trade and
Tourism

410-155 Carlton Street
Winnipeg, MB R3C 3H8

Tel: (204) 945-1454

Fax: (204) 957-1793

Mr. Charles Hatzipanayis
Trade Commissioner
International Trade Centre
P.O. Box 981

330 Portage Avenue, 8th Floor
Winnipeg, MB R3C 2V2

Tel: (204) 983-6033

Fax: (204) 983-3182

In Saskatchewan:

Ms. Lynne Tait

Trade Commissioner
International Trade Centre

P.O. Box 3750

1919 Saskatchewan Dr., 2nd FL
Regina, SK S4P 3N8

Tel: (306) 780-6325

Fax: (306) 780-8797

Mr. Nick Diamond

Saskatchewan Trade and Export

Partnership (STEP)

P.O. Box 1787

1919 Saskatchewan Drive
Regina, SK S4P 3C6
Tel: (306) 787-9100

Fax: (306) 787-6666

In Alberta:

Mr. Bill Roberts

Director and Senior Trade
Commissioner
International Trade Centre
Canada Place, Room 540
9700 Jasper Avenue
Edmonton, AB T5J 4C3
Tel: (403) 495-4415

Fax: (403) 495-4507

Mr. Dave Corbett

Director, Japan and Korea
Export Development Branch
Ministry of Economic
Development and Tourism
Commerce Place, 3rd Floor
10155 - 102 Street
Edmonton, AB T5J 4L6
Tel: (403) 427-4809

Fax: (403) 427-1700

In British Columbia:

Mr. John Burbridge

Trade Commissioner
International Trade Centre
2000 - 300 West Georgia St.
Vancouver, BC V6B 6E1
Tel: (604) 666-7633

Fax: (604) 666-0954

Mr. Masataka Shiroki
Director, Japan

B.C. Trade and Investment Office

999 Canada Place, Suite 730
Vancouver, British Columbia
V6C 3E1

Tel: (604) 844-1922

Fax: (604) 844-1926
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TOURISM

Japanese outbound travel has grown at an
exceptional rate over the past 30 years, from
130 000 visits abroad in 1964 to 15.3
million in 1995. Incentives to travel include
a substantial appreciation of the yen against
foreign currencies, government programs that
actually encourage outbound travel, changes
in Japanese lifestyle, and extremely
competitive promotional efforts by the travel
industry. Despite the slowing of economic
growth, industry observers predict that by
the end of this century, more than 20 million
Japanese will travel overseas annually. The
support by the Japanese Ministry of
Transport for increased bidirectional tourism
has been provided through its program
“Two-Way Tourism 21," aimed at promoting
broad-based international tourism now and
into the 21st century.

Japan is a sophisticated market of growing
importance that is undergoing considerable
change in travel purchase behaviour.
Japanese consumers are becoming wiser and
more selective, seeking value over brand.
Although tour group travel is still significant,
there is an increase in independent travel and
a tendency toward staying longer in one
place and in “off-peak” seasons. The
composition of Japanese overseas travellers
is more varied than ever before, including
new segments (e.g., “full-moon couples —
45 to 54 years”) and new fast-growing
regions, particularly Kansai and Tokai. All
these changes require a long-term
commitment to the market and bear a
significant impact on the Canadian marketing
program in Japan in order to adequately
respond to these new consumer needs. In
addition, the competition for a greater share
of this shifting yet lucrative market is
becoming increasingly intense. Australia and
nearby Asian destinations remain Kkey
competitors, fuelled significantly by major

marketing campaigns and Japanese
investment in those regions. The United
States also continues to receive a large
number of Japanese visitors.

Japan ranks as Canada’s most important
overseas market in terms of tourism
revenues, generating $661.4 million in 1995
(excluding international airfares), an increase
of 20.5 per cent over 1994. Overnight
Japanese visits increased by 22.4 per cent in
1995, to reach 589 300. With a spending
per trip of $1,122 and a spending per day of
$189 (the highest yield per day of any of our
major markets), potential incremental
revenue of the Japanese travel market is
significant, each market point share
representing incremental revenue of $80
million for Canada.

Japan travel to Canada is a key contributor
to the tourism sector, which has a significant
impact in the Canadian economy. In 1995,
tourism activities provided close to half a
million jobs for Canadians and contributed
$41.8 billion to our gross domestic
production. Tourism is ranked fourth in
terms of export earnings, and the tourism
industry has important links to other sectors
of the Canadian economy. Japanese
businesses are investing in the Canadian
tourism sector, particularly in hotel and
resort properties throughout Canada,
including Toronto, Banff, Vancouver,
Whistler and Victoria. Major Japanese travel
companies have established their own
operations and liaison offices in Canada,
creating employment and displaying their
long-term commitment to promoting Canada
as a travel destination.

In recognition of the growing economic
importance of tourism, the Canadian
Tourism Commission (CTC), under the
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chairmanship of the Honourable J. Judd
Buchanan, was established in 1995 with a
yearly funding from the federal government
of $50 million, an increase of $35 million
over the previous federal government’s
marketing investment in tourism. A joint
partnership with the private sector, CTC
aims to create a $100-million marketing
budget that will re-establish Canada as a
force in the global tourism industry. These
important changes have had a significant
impact on Canada’s tourism marketing
efforts with Japan, bringing the federal
marketing budget from $1.7 million in
1994/95 to $5.8 million in 1995/96 and
subsequent years. When partner funding is
added, the 1995/96 budget totals over $8
million. For the first time ever, a television
advertising campaign aimed at increasing the
awareness of consumers will be launched in
1996 in Japan. These changes marked a new
era of industry-led private/public sector joint
decision-making, with the key operating
principle being the integration of expertise
and resources to achieve results that no one
organization or company could achieve on
its own.

Market Opportunities

To effectively capitalize upon the increasing
potential of the Japanese market, Canada’s
tourism industry must become aware of,
adapt to, and initiate programs that will
further enhance Japanese interest in, and
visits to, this country. A step in this
direction is to understand more about the
types of Japanese visitors that come to
Canada.

Canada’s target increases for 1996 over 1995
for the Japanese market are set at three
levels: 11 per cent in overnight visits
(increasing by 65 000), 15 per cent in
tourism receipts (increasing by $99.2
million) and 3 per cent in spending per trip

(increasing from $1,122 to $1,156). While
the major objective remains increased
revenue, emphasis will be placed on
spending per trip by targeting high-yield
segments.  Although “Office ladies” —
single Japanese women aged 20 to 29 years
— remain the priority, resources are shifting
to other growth markets, such as family
travellers (baby-boomers and their children)
and "full-moon" couples. Key niche
segments, such as incentive (business and
students), technical visits, and ski trips will
also be targeted. Special attention will be
given to the independent traveller in all of
these customer segments. The marketing
approach in Japan is tightly focussed,
featuring product-specific messages aimed at
these segments. Efforts focus upon
influencing a shift of visits from peak season
to shoulder and off-season. New products
are being packaged and promoted in a highly
targeted fashion.

At the successful September 1993 high-level
Japanese Ministry of Transport Tourism
Mission to Eastern Canada, during the first
Canada-Japan Tourism Conference held in
Montréal, the head of the Japanese
delegation challenged the Canadian and
Japanese industries to increase the number of
visitors travelling between the two countries
to 2 million annually. For Canada, this
means tripling Japanese arrivals from 500
000 to 1.5 million. To meet this challenge,
and to formally respond to the Canada-Japan
Two Million Visitor Two-Way Tourism
Challenge, the Canada Committee was
formed. Chaired by the CTC, this
Committee prepared the “Canada Report,”
which Industry Minister John Manley
submitted on behalf of Canada’s tourism
industry at the Second Canada-Japan
Tourism Conference in November 1994 in
Minabe, Japan. The Executive Summary of
this action-oriented report outlines the
following six strategies to meet this target by
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the year 2005:

. The Canadian tourism industry, led
by the public and private-sector
members of the Asia-Pacific
Partnership Committee (APPC), will
increase its investment in the
development and promotion of
regional brand products, building and
expanding upon regional anchor
products identified by research as
having potential for the Japanese
market. Since the success of new
tourism products is linked to demand,
the industry will also work to
mitigate the extremes in seasonality
for Japanese travel to Canada by
promoting a “Four Season Canada”.

. Canada’s national air carriers,
Canadian Airlines International and
Air Canada, will aggressively
promote tourism to Canada during
the eight off-peak months (October to
May). This promotion is required to
fully utilize airport and aircraft seat

capacity.

. Building upon the various intermodal
and inter-company passes that
currently exist in the marketplace,
Canadian surface transportation car-
riers will develop a series of regional
intermodal passes specifically for use
by Japanese visitors.

. To improve customer service and
sensitivity to visitors from Asia, the
Hotel Association of Canada (HAC),
the Asia-Pacific Foundation of
Canada (APFC) and the Retail
Council of Canada have developed a
comprehensive cross-cultural skills
and awareness training program for
delivery in various sectors of the
Canadian tourism industry.

. The APFC, in co-operation with
public- and private-sector partners,
has also committed to establishing a
resource centre to make available
consolidated information on cross-
culture awareness and existing career
training programs will be made
available to the industry at large.

. Recognizing the rapidly growing
incidence of independent travel
among Japanese travellers, the CTC
and industry partners have engaged
in research to more fully understand
this trip type. In the short term,
Canada’s tourism industry has
developed an action plan to take
steps to meet the special needs of the
independent Japanese traveller.

THE ACTION PLAN

The economic benefits of reaching the target
set by the Canada-Japan Two Million Visitor
Two-Way Tourism Challenge are enormous.
An additional

$1 billion would be pumped into the
Canadian economy each year, creating more
than 20 000 new jobs. To achieve this end,
the Canadian tourism industry must commit
itself to carrying out the strategy as outlined
in Canada’s Action Plan for Japan — with
emphasis on awareness of Japan’s changing
market dynamics, product adaptation to these
changes, and response to the marketing
challenges. In particular, the Canadian
tourism industry must commit itself to
implementing the recommendations tabled at
the Second Canada-Japan Tourism
Conference. Companies that do so will
position themselves to reap impressive
benefits into the new millennium.

All activities in the Action Plan flow from
strategic directions outlined in the CTC’s
Asia-Pacific Marketing Program Medium-
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Term Business Plan, and they are
summarized in the Asia-Pacific Marketing
Program Operational Plan 1996/97. Both
form an important component of Canada’s
Action Plan for Japan, under the aegis of the
Asia-Pacific Marketing Committee, one of
the CTC’s eight program committees. Led
by industry chair Terry Francis, this
committee comprises public- and private-
sector organizations that have indicated an
intention to invest funds and/or in-kind
services in support of the integrated
marketing plan.

Building Awareness and Market Knowledge

The Asia-Pacific ~Marketing Program
Medium-Term  Business Plan. This
document outlines the CTC’s medium-term
goals and strategies for its key Asia-Pacific
Markets.

Asia-Pacific Marketing Program Operational
Plans for 1996/97 and 1997/98. These two
documents outline the CTC-partnered
activities on a yearly basis.

Packaging for the Japanese Travel Market:
A Handbook for Canadian Tourism Suppliers
(April 1995). This manual provides practical
guidelines on how to define products and
services and sell them to tour operators and
wholesalers.

Japan Pleasure Travel Market Study.
Commissioned by the CTC, this 1995 study
assesses Japanese consumer tastes and
preferences, travel habits and travel trade
market changes affecting the pleasure travel
market.

The HAC and the APFC, in partnership,
have agreed to provide material, including a
Japanese-language training cassette and a
Japanese-language glossary for signage and
print material.

Adapting Products for the Marketplace

Japan Tourism Market Guide. This guide
was developed by the Canadian Embassy in
Tokyo to help the tourism industry evaluate
emerging opportunities in Japan and plan
marketing strategies; plans are to update
sections of this manual in 1996/97.

Development of Regional Clusters across
Canada. Three regions of Canada (Atlantic
Canada, Ontario and Quebec, and Alberta
and British Columbia) are piloting a regional
cluster approach in marketing to Japan.

Rendez-Vous Canada 1997. Japan fielded
the largest number of representatives (more
than 50 delegates) to Canada’s
internationally recognized travel trade
marketplace in May 1996. In May 1997,
host buyer organizations from Japan will
meet in Vancouver to conduct business with
more than 400 Canadian seller organizations.

The Canada Committee, chaired by the
Canadian Tourism Commission. This
committee was set up to provide an in-depth
review of the issues linked to the Canada-
Japan Two Million Visitor Two-Way
Tourism Challenge.

The Fourth Canada-Japan Tourism
Conference, held in Japan in October 1996,
provided a forum for 80 top executives and
public-sector officials from Canada and
Japan to discuss issues and business
opportunities of interest to both countries.

Promoting Products in the Marketplace

The Asia-Pacific Marketing Program
Operational Plans for 1996/97 and
1997/98. These plans describe CTC’s
partnered activities for each fiscal year.
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Japanese Advertising Campaigns. CTC
and partners hardsell advertising and
relationship marketing campaigns targeted at
winter/spring and summer/fall travellers.

Multi-year co-operative marketing plans
to develop products to new destinations and
seasons with major Japanese tour wholesalers
and JCB International, Japan’s largest credit
card company. JCB signed an agreement in
August 1995 that involves marketing
Canadian travel products to JCB card holders
through advertising and promotional events.

The Industry Lead Group

Asia-Pacific Marketing Executive
Committee

The Asia-Pacific Marketing Executive
Committee, chaired by Terry Francis

(President, T. & T.G. (S.A.) Consulating),
includes:

Jim Fraser, V.P. Planning and Marketing
Brewster Transportation

Geoff Dickson, Director, Marketing,
Canadian Airlines International

Rob McCloskey, Director Marketing,
Tourism P.E.I.

Danielle Poudrette, Senior Director,
Product Management, Air Canada

Barry Salter, V.P. Marketing, Alberta
Tourism Partnership

Brian Richardson, V.P. Marketing, CP
Hotels and Resorts

Grahame Richards, Economic Development
Trade & Tourism, Ontario

Claire Verreault, Deputy Director

Promotion & Visits, Communauté Urbaine
de Québec

Denise Hayes, Director, Business Develop-
ment, Small Business Tourism & Culture,
B.C.

Keith de Bellefeuille-Percy, V.P. Overseas,
Canadian Tourism Commission

Asia-Pacific Marketing Committee
Members

Donna Brinkhaus, Manager Asia,
Government of British Columbia

Sheila Norris, Manager, Marketing,
Government of Alberta

Barbara Hladysh, Manager, Tourism
Marketing & Customer Service,
Government of Ontario

Frangois Goulet, Director, Development
and Marketing, Government of Quebec

Leslie Miller, Tourism Marketing
Specialist, Government of P.E.I.

Patrick Bird, Sales Manager, Asia Pacific,
Tourism Vancouver

Barry Bigger, V.P. Sales & Marketing,
Calgary Convention and Tourism Bureau

Christiane Chapleau, Manager, Co-Op
Marketing, Air Canada

Ken Hinatsu, Manager, Japan, Canadian
Airlines International

Louise Beauchamp, Director, Development
& Marketing, VIA Rail Canada Inc.
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Steven Blyth, Director, Travel Industry
Sales, CP Hotels and Resorts

Tim Mashfor, General Manager, Whistler,
Delta

David Thomson, President, Whistler

Janice Belsher, Manager, Sales Marketing,
Banff/Lake Louise

Marla Daniels, Manager, Travel Trade,
Edmonton Tourism

Richard Innes, V.P. Marketing,
Metropolitan Toronto Convention &
Visitors Association

Krista Leitham, Sales Manager, Tour &
Travel, Greater Montreal Convention &
Tourism Bureau

Katherine Morgan, Regional Sales
Manager, Greyhound Lines of Canada Ltd.

Larry Gales, General Manager Sales,
Brewster Transportation & Tour

Murray Atherton, V.P. Marketing & Sales,
Great Canadian Railtour Company Ltd.

Bill Knowlton, V.P. Sales & Marketing,
The Jonik Hospitality Group

Tak Onaga, Director, Purchasing &

Marketing, JTB International (Canada) Ltd.

Rob Bruce-Barron, President, Northstar

Gaétan Mousseau, Director, Sales &
Marketing, TPT

Saverio Gioffre, Manager, Tour and Travel
Industy, Commonwealth Hospitality Ltd.

Michael Davis, V.P. Marketing, Intrawest

Phil Robart, V.P. and General Manager,
Banff Centre

John Pert, Senior Marketing Officer,
Government of Yukon Territory

Stephen Pearce, V.P. Marketing,
Government of Saskatchewan

Dennis Maksymetz, Senior Marketing
Counsultant, Government of Manitoba

Cindy Creamer Rouse, Co-ordinator,
Tourism Trade Marketing Group,
Government of New Brunswick

Andrea Peddle, Manager, Market Develop-
ment, Government of Newfoundland &
Labrador

Lorne Whyte, Chairman & CEO,
Government of Victoria

Catherine Mullally, Manager, Groupe
Travel, City of Halifax

Sue Hooper, Director, Business Programs,
Asia-Pacific Foundation

Tony Pollard, President, Hotel Association
of Canada

Margaret Archibald, Executive Director,
Heritage Tourism Secretariat, Heritage
Canada

Richard Liu, President, Canada SWAN
Travel

Parmesh Bhatt, President, Japan Canada
Network
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In Tokyo:

Mr. Steven Gawreletz
Counsellor (Commercial)
Tourism Program
Canadian Embassy

3-38 Akasaka 7-chome
Minato-ku

Tokyo 107, Japan

Tel: (011-81-3) 3408-4716
Fax: (011-81-3) 3470-7278

In Ottawa:

Deputy Director

Japan Division (PJP)

Department of Foreign Affairs and
International Trade Canada

125 Sussex Drive

Ottawa, Ontario KI1A 0G2

Tel: (613) 996-2458

Fax: (613) 943-8286

Mr. John Burchell

Manager, Japan

Asia-Pacific Directorate
Canadian Tourism Commission
235 Queen Street

Ottawa, Ontario KI1A OH6
Tel: (613) 954-3963

Fax: (613) 952-7906

In Newfoundland:

Ms. Andrea Peddle

Manager, Market Development
Department of Tourism and
Culture

Government of Newfoundland and
Labrador

P.O. Box 8700

St. John’s, Newfoundland

AlB 4J6

Tel: (709) 729-2808

Fax: (709) 729-0057

In Prince Edward Island:

Ms. Leslie Miller

Tourism Marketing Specialist
Tourism Marketing/Research
Enterprise PEI - Annex 2
West Royalty Industrial Park
Charlottetown, PEI CIE 1B0
Tel: (902) 368-6340

Fax: (902) 368-4458

Government Contacts

In Nova Scotia:

Mr. Dan Brennan

Executive Director

Nova Scotia Marketing Agency
P.O. Box 456

Halifax, NS B3J 2RS

Tel: (902) 424-4554

Fax: (902) 424-2668

In New Brunswick:

Ms. Cindy Creamer-Rouse
Co-ordinator

Tourism Trade Marketing Group
Department of Economic
Development and Tourism

670 King Street

Fredericton, NB E3B 5H1

Tel: (506) 453-7904

Fax: (506) 444-4097

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, NB E1C 9J8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Quebec:

Mr. Rejean Lafleur
International Desk

Market Development Division
Ministry of Tourism

Tour de la Bourse, 800

Place Victoria

P.O. Box 125

Montréal, Quebec H4Z 1C3
Tel: (514) 873-7977

Fax: (514) 873-2762

In Ontario:

Ms. Barbara Hladysh

Manager - Tourism Marketing
and Customer Service

Ontario Ministry of Economic
Development

56 Wellesley St. W., 16th Floor
Toronto, Ontario M7A 3E7
Tel: (416) 325-8583

Fax: (416) 325-8550

In Manitoba:

Mr. Dennis Maksymetz
Senior Marketing Consultant
Travel Manitoba, 7th Floor
155 Carlton Street
Winnipeg, MB R3C 3H8
Tel: (204) 945-3796

Fax: (204) 945-2302

In Saskatchewan:

Mr. Stephen Pearce

Vice President, Marketing
Saskatchewan Tourism Authority
500-1900 Albert Street

Regina, SK S4P 419

Tel: (306) 787-3016

Fax: (306) 787-9575

In Alberta:

Ms. Sheila Norris

Manager, Asia-Pacific
Alberta Tourism Partnership
10045 - 111 Street

Harley Court, 7th Floor
Edmonton, AB T5K 2MS5
Tel: (403) 427-1389

Fax: (403) 422-9101

In British Columbia:

Ms. Donna Brinkhaus
Manager, Asia

British Columbia Tourism
#802, 865 Hornby Street
Vancouver, BC V6Z 2G3
Tel: (604) 660-3234

Fax: (604) 660-3383

In the Yukon Territory:

Mr. Klaus Roth
Director of Marketing
Tourism Yukon

P.O. 2703
Whitehorse, Yukon
Y1A 2C6

Tel: (403) 667-5390
Fax: (403) 667-2634
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INFORMATION TECHNOLOGIES

In 1995, Canada’s information technologies
(IT) industry (including telecommunications,
software, hardware, processing and
professional services) had revenues of over
$54 billion. The sector conducts 35 per cent
of Canada’s total research and development
(R&D) activity and directly employs more
than 310 000 people. Total exports of IT
products and services rose from $7.5 billion
in 1988 to $19.5 billion in 1995. Since
Canadian exports to Japan are a modest 1
per cent of total IT exports, the opportunity
for growth is substantial.

The telecommunications equipment and
services subsector is one of Canada’s fastest-
growing sectors, with combined revenues of
more than $32 billion in 1995. The
domestic market is small, and Canadian
telecommunications companies export about
40 per cent of their products. Sales abroad
have increased substantially, especially in
new technologies such as asynchronous
transfer mode (ATM), computer telephony
integration and personal communication
devices.

There are an estimated 13 000 software
product companies in Canada, with more
than half showing annual sales of under
$200,000.  The majority of small to
medium-sized companies have particular
strength in niche products. Approximately
80 per cent of the medium to large Canadian
software companies are actively exporting,
and the top 100 companies generated 62 per
cent of their total revenues from export
markets.  The industry growth rate is
estimated to be 13 per cent per annum
(source: IDC).

Market Opportunities and Trends
Software

The business environment in Japan for
informatics is very strong. Japan is the
world’s second-largest software market, and
computer usage is approaching that of North
America. In 1994, the product processing
and professional services market in Japan
employed 490 000 people and posted sales
of 6 trillion yen. Although growth in
Japanese software sales in general slowed
from 1992 until early 1994 as a result of the
economic downturn and the introduction of
open systems, imports continued to perform
strongly. About US$4.8 billion worth of
software products were sold in Japan in
1994, with imports and licensing
representing just under US$2.3 billion or 45
per cent of the market.

The emergence of Windows 3.1J (Japanese)
and now Windows 95 in the Japanese
language is accelerating the entry of
imported packaged software into this market,
which is currently dominated by U.S.
packaged software (which in 1994 accounted
for almost 90 per cent of the total import
market of 250 billion yen).

Japanese domestic software shipments
jumped 34.6 per cent year-over-year, to
547.4 billion yen in 1995. Packaged
software shipments jumped to 342.1 billion
yen (35.7 per cent) and bundled software to
30.7 billion yen (45 per cent). Custom
software moved up 28.7 per cent to 143.4
billion yen, putting to question the theory
that growth in custom software sales in
Japan is flat. Sales and support services
jumped 42.1 per cent to 31.2 billion yen.
(source: Japan Personal Computer Software
Association).
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Canadian software capability is extremely
advanced and competitive in certain niche
areas such as computer graphics and
middleware. Estimates of Canadian software
imports by Japan for 1995 were 12 billion
yen (approximately $150 million). However,
with an overall year-over-year growth rate of
50 per cent in 1995, Japan represents a
major market opportunity for Canadian
software developers. With Canadian sales of
software to Japan representing only about
5 per cent of the import market, there is
room for much further growth.

Hardware

The rapid growth in the personal computer
(PC) market makes the outlook for
information technologies extremely
promising. The Japanese market for PC-
related products is growing quickly, and this
level of growth is providing tremendous
opportunities to obtain significant market
share in emerging areas of multimedia and
networking.

From 1994 to 1995, PC sales in Japan grew
by 70.3 per cent, to 5.7 million units, and in
value terms by over 50 per cent, to
1391.6 billion yen. Notebook PC sales have
jumped 45 per cent, to 1 685 000 units, and
comprised about 30 per cent of the domestic
market. This increase is largely attributed to
the small footprint of notebooks, which are
often used in office situations where they
can be taken off the desk when not being
used. Home use of PCs has also seen a
year-over-year advance of 89.9 per cent, to
2.2 million units in 1995 (about 38 per cent
of total domestic PC sales). Estimates for
total domestic PC sales in 1996 (home and
office) call for an increase of 30 per cent, to
7.5 million units. The growing number of
home-use PCs will provide a strong market
for the larger variety of specialized software
utilized by home users.

Domestic PC shipments are expected to
reach 9.3 million units in 1997, up from 7.5
million units this fiscal year. In value the
market will grow from 1,391.6 billion yen in
1995 to 1,605 billion yen in 1996 and 1,835
billion yen in 1997 (source: Japan
Electronics Industry Development
Association).

Local area network (LAN) penetration
among Japanese firms is low (optimistic
estimates currently place it at 40 per cent),
but the market is expanding quickly. Recent
growth of LAN users has been registered at
180 per cent per year. Improved
productivity, networking, office automation
and shared information sources are major
reasons for this trend. Japanese buyers are
most interested in open architecture systems
such as Windows 95. Significant software
sales should be seen in 1996 and beyond as
a result of this trend.

Telecommunications

The telecommunications market in Japan is
very large and sophisticated. The
telecommunications equipment market in
1994 was more than $31 billion. Planned
investments in infrastructure in 1996 to
allow for fibre-optic networks to be installed
will top $6.8 billion according to
government estimates, while 1994 revenues
by the domestic carrier, the national
telephone company Nippon Telephone and
Telegraph (NTT), were more than $93
billion. In contrast, 1994 revenues for all
seven of the regional holding companies (or
"baby Bells") in the U.S. totalled
$110 billion, and Bell Canada’s revenues for
1994 were $8.3 billion. The Japanese
market is the largest and most sophisticated
telecommunications market outside of the
U.S., and the potential for Canadian
companies is enormous, particularly as
deregulation and competition among new
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communications providers increase. Overall,
increased domestic and international pressure
for deregulation can only add to the growth
of this market.

To add to this, relatively underdeveloped
markets in Japan for the Internet and CATV
services are experiencing solid growth. In
March 1996, the Ministry of Posts and
Telecommunications (MPT) announced that
the number of CATV subscribers in Japan
was up 800 000 from last year. Currently,
11.2 million households receive CATV in
Japan — 26.9 per cent of total homes
capable of receiving CATV. As of March
1996, there were 160 operators of 169
CATV provision stations. By March 1997,
an additional 800 000 homes are expected to
subscribe to CATV service.

The growing telecommunications services
sector, such as systems integration support
for Japanese products aimed at the North
American market, gives Canadian companies
an opportunity to develop strategic alliances
that will in turn enhance their abilities to
participate in major projects in Japan and in
third countries.

There is a growing opportunity for Canadian
products and services as the limited
participation of foreign carriers in Japan
increases and as NTT moves to complete the
digitization of its switching facilities. A
trend toward the provision of seamless
international services between carriers
provides another opportunity for Canadian
equipment suppliers, systems integrators and
service providers in the Japanese
marketplace.

The mobile telecommunications market,
defined as cellular phones and personal
handyphone systems (PHS) continues to
grow exponentially, with shipments
estimated to be more than 16 million units in

1996, a growth of more than 6 million units

from the previous year and triple the totals
for 1991.

THE ACTION PLAN

The wide diversity of products, end-use
applications and potential customers in Japan
dictates a strategy focussed on support and
advice to individual firms that wish to be
active in the marketplace. The strategy is,
therefore, to provide encouragement and
market advice in Canada so that individual
firms will evaluate their potential in Japan.
The individual activities in the 1997/98
Trade Promotion Plan are primarily focussed
on this approach. A second strand of the
basic strategy is to continue to encourage
and support joint Japanese/Canadian R&D
and to improve the transparency of Japan’s
testing and certification procedures.

The Canadian government’s services in
Japan at Canada’s Tokyo Embassy, and
through the Consulate General in Osaka and
the two regional Consulates in Fukuoka and
Nagoya, are designed to provide individual
support to firms, including market advice,
introductions to suggested contacts, and
suggested strategies and follow up.

Building Awareness and Market Knowledge

More than half of the best-selling software
packages in Japan are foreign developed.
Custom-built software applications
dominated the Japanese market in the 1980s,
but as consumers become more comfortable
with software packages, the proportion of
custom-built applications should drop to
levels more similar to those in North
America and Europe (30 to 35 per cent from
more than 75 per cent currently). This trend
should benefit Canadian software companies.

Canadian companies need timely information
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and intelligence to take advantage of the
rapidly changing situation, and Canadian
companies should be open to a range of
strategies for doing business in this market,
including strategic alliances, joint product
development and distribution, joint ventures
and direct investment. Most (but not all) of
the successful Canadian software exporters
have formed linkages with Japanese firms.

[t should be noted that information
technologies was one of two sectors
reviewed by the Keidanren Business
Partnership Mission to Canada in September
1996. This mission of Keidanren, the
Japanese federation of business
organizations, provided Japanese
microelectronic firms with additional insight
into Canada’s strong technology base and
showcased growing opportunities for
partnering in areas such as multimedia,
software design, informatics,
telecommunications and high-tech
manufacturing. As well, as part of an
ongoing campaign to attract a semiconductor
fabrication facility to Canada, a symposium
was held at the Canadian Embassy in Tokyo
on September 13, 1996. This symposium
served to highlight strengths in Canada’s
microelectronics industry, and follow-up
activities are planned.

Emerging markets for telecommunications
products and services require that Canadian
companies become more familiar with
regional opportunities in Japan. Market size,
market mix and business practices outside
Tokyo are often more suited to the interests
of smaller Canadian companies. Again,
detailed market intelligence and close
monitoring of changes to the regulatory
environment in Japan are required. In the
past, trade barriers have been a major
obstacle to foreign firms in the
telecommunications sector (as illustrated by
NTT’s control of the Japanese market

through a combination of regulatory
controls). Uncertainty over government
policy direction and a lack of transparency in
standards, licensing and procurement have
also contributed to the need for continued
assessment and information provision.

However, the telecommunications market
continues to be extremely lucrative, for both
services and equipment. The growth in the
PC market has led to growth in network-
related products, from bridges and routers to
ATM switching equipment and bandwidth
management equipment. There has also
been an increased development of
infrastructure as a result of the rebuilding of
telecommunications equipment following the
Hanshin earthquake in 1995, as well as the
continued expansion of the digitization of
Japan’s existing telephone network.

Deregulation in the pager market and cellular
market have resulted in rapid growth in these
two areas. Other new technologies such as
the PHS have led to increased competition in
the wireless market.

Adapting Products for the Marketplace

Software marketed in Japan is most
successful when it is localized (with notable
exceptions such as scientific software).
Localization of software normally means
both translation into Japanese and moving to
local software platforms. With the release of
Windows 3.1J and Windows 95, the
localization of software has become much
simpler, since a single operating system can
support multiple-language versions of a
software package. Sales of Windows 95 in
Japan have been very strong, with more than
3.8 million copies sold in the four months
from its launch in November 1995 through
to the end of the fiscal year. Estimates for
1996 sales top 8 million copies. Software
written for the Macintosh operating system is
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also localized fairly easily.

In the telecommunications area, there
continue to be difficulties in the area of
wireless telecommunications equipment
testing. Wired and wireless equipment is
tested through two distinct agencies in Japan,
and mutual recognition agreements between
Canada and Japan cover only the testing of
wired equipment.

Additionally, the Japanese government has
received recommendations from the
Telecommunications Council (an advisory
group for the Ministry of Posts and
Telecommunications) calling for the breakup
of NTT into two separate local-service
carriers and a domestic long-distance carrier.
The government has delayed acting on these
recommendations. To some extent the
uncertain situation has constrained expansion
in the telecommunications sector.

The move toward international standards is
a positive development that augers well for
the entry of Canadian telecommunications
companies since it will eliminate the need
for costly adaptation of existing products. In
Japan, regulatory frameworks for telecom-
munications and broadcasting have yet to
reflect the growing convergence of these
technologies. Transmission of information
to a large number of recipients, e.g., LANs
or CATV, is increasing rapidly as fibre-
optic networks advance the developments of
broadband and interactive multimedia (voice,
data and video). Issues arising from this will
centre on the sharing of network
infrastructure and the separation of trans-
mission and switching functions
(unbundling). Per-unit costs will decline
proportionally with the expansion of the
fibre-optic networks and the increase in
transmission capacity.

Canadian software companies interested in

the Japanese market can look at a number of
entry strategies, including direct
representation,  distribution agreements,
licensing agreements, joint ventures, and
mail order. Adaptation to the market is not
the problem it once was: software
manufacturers no longer need to consider
conversion to the NEC PC9800 standard to
be successful in Japan. The trend toward
open operating systems is continuing.
Software packages that function with open
operating systems need only consider
providing manual translation, Japanese-
language support and repackaging for the
Japanese market.

Promoting Products in the Marketplace

The Action Plan for Information
Technologies recognizes that most of the
opportunities for Canadian companies are in
niche markets. Timely market intelli-
gence/information will assist the Canadian
industry in identifying opportunities.
Activities to develop the relationships
between Canadian and Japanese associations,
companies and research institutions will
benefit the industry and create the
environment for substantive partnering
opportunities.

A number of excellent software trade shows
are put on in Japan, and many Canadian
products are exhibited, usually by Japanese
agents. The facilities in the Canadian
Embassy have proven useful for Canadian IT
companies, which often launch or
demonstrate products there. (The facilities,
when available, are free of charge, but each
company bears the incremental costs
associated with these events.)

Research and Development Opportunities

Thirteen R&D organizations from Canada
visited NTT research organizations in Japan
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early in 1996. This mission obtained an
overview of NTT research programs and
identified areas of co-operation under the
Memorandum of Understanding signed by
Industry Canada and NTT in 1995. Further
activities are being planned for the coming
year, with NTT researchers again visiting
Canada.

The possibility exists for Canadian
companies to participate in the Co-op Japan
Program, which functions to place employees
of foreign technology companies as students
in a Japanese work environment for a
maximum of one year. Further information
on this program can be obtained from the
Science and Technology section of the
Canadian Embassy.

The Industry Lead Group

The Information Technology Association
of Canada

Winston Kinch, President

2800 Skymark Avenue

Suite 402

Mississauga, Ontario

L4W 5A6

Tel: (905) 602-8345

Fax: (905) 602-8346

Canadian Advanced Technology
Association

John Reid, President

388 Albert Street, Second Floor
Ottawa, Ontario

KIR 5B2

Tel: (613) 236-6550

Fax: (613) 236-8189
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In Tokyo:

Mr. Robert Brocklebank
Counsellor (Commercial)
OR

Mr. Trevor Wiebe

Second Secretary (Commercial)
Canadian Embassy

3-38 Akasaka 7-chome
Minato-ku,

Tokyo 107, Japan

Tel: (011-81-3) 3408-2101
Fax: (011-81-3) 3470-7280

In Ottawa:

Mr. Michael Clark

Japan Division (PJP)

Department of Foreign Affairs and
International Trade

125 Sussex Drive

Ottawa, Ontario

KI1A 0G2

Tel: (613) 995-1677

Fax: (613) 943-8286

Mr. Keith Parsonage

A/Director General,

Information Technologies Industry
Branch

Industry Canada

300 Slater Street, Room 1763C
Ottawa, Ontario

K1A 0C8

Tel: (613) 954-3287

Fax: (613) 957-4076

In Newfoundland:

Mr. Brian McShane
Industry Canada

Suite 504, Atlantic Place
215 Water Street

St. John’s, Newfoundland
AlB 3R9

Tel: (709) 772-4782
Fax: (709) 772-5093

Government Contacts

Dr. Linda Cooper

Director, Industrial Technology and
Information Industries

Department of Industry, Trade and
Technology

Government of Newfoundland and
Labrador

Confederation Building

West Block

P.O. Box 8700

St. John’s, Newfoundland

AIB 4J6

Tel: (709) 729-2208

Fax: (709) 729-5926

In New Brunswick:

Mr. Steven Kelly

Department of Economic
Development and Tourism
Government of New Brunswick
P.O. Box 6000

Fredericton, New Brunswick
E3B 5H1

Tel: (506) 453-2876

Fax: (506) 453-3783

Mr. Roger Leger

Senior Trade Commissioner
International Trade Centre
Industry Canada Regional Office
1045 Main Street, Unit 103
Moncton, New Brunswick

EIC 1H1

Tel: (506) 851-6440

Fax: (506) 851-6429

Ms. Deborah Lyons

Director, Trade and Innovation
Atlantic Canada Opportunities
Agency (Head Office)

Blue Cross Centre

644 Main Street

Moncton, New Brunswick
EIC 9J8

Tel: (506) 851-6240

Fax: (506) 851-7403

In Nova Scotia:

Ms. Barbara Giacomin
Senior Trade Commissioner
International Trade Centre
P.O. Box 940, Station M
1801 Hollis Street

Halifax, Nova Scotia

B3J 2V9

Tel: (902) 426-6660

Fax: (902) 426-2624

Ms. Valerie Bachynsky
Manager, Trade Development
Centre

World Trade Centre

1800 Argyle Street, Suite 520
Box 519

Halifax, Nova Scotia

B3J 2R7

Tel: (902) 424-4212

Fax: (902) 424-5739

C. Stephen MacKenzie
Investment and Trade Officer
Nova Scotia Economic Renewal
Agency

1800 Argyle Street, Suite 520
Halifax, Nova Scotia

B3J 2V9

Tel: (902) 424-2232

Fax: (902) 424-5739

In Prince Edward Island:

Mr. Fraser Dickson

Senior Trade Commissioner
International Trade Centre
P.O. Box 1115

75 Fitzroy Street
Charlottetown, PEI

Cl1A 7M8

Tel: (902) 566-7443

Fax: (902) 566-7450

In Quebec:

Mr. William B. Horovitz
Trade Commissioner
International Trade Centre

5 Place Ville-Marie, 7th Floor
Montreal, Quebec

H3B 2G2

Tel: (514) 283-8792

Fax: (514) 283-8794
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Mr. Jeffrey MacHan
Coordinateur

Direction des industries des tech-
nologies de I'information
Ministre de I’'Industrie, du com-
merce et de la technology
Gouvernment du Quebec

710, Place d’Youville, 5e étage
Québec, Quebec

GIR 4Y4

In Ontario:

Mr. Gérald Milot

Trade Commissioner

International Trade Centre
Dominion Public Building, 4th F1.
One Front Street West

Toronto, Ontario

M5J 1A4

Tel: (416) 973-5019

Fax: (416) 973-8714

Ms. Pamela Kanter

Area Director, Japan and Korea
Ontario International Trade Corp.
56 Wellsley Street West, 7th Floor
Toronto, Ontario

M7A 2E7

Tel: (416) 325-6783

Fax: (416) 314-8222

In Manitoba:

Mr. Doug Taylor
Director-International Business
Manitoba Trade

Government of Manitoba
410-155 Carlton Street
Winnipeg, Manitoba

R3C 3H8

Tel: (204) 945-1454

Fax: (204) 957-1793

Mr. Paul Brettle

Trade Commissioner
International Trade Centre
330 Portage Avenue

P.O. Box 981

Winnipeg, Manitoba

R3C 2V2

Tel: (204) 983-2594

Fax: (204) 983-2187

In Saskatchewan:

Ms. Lynne Tait

Trade Commissioner
International Trade Centre

P.O. Box 3750

1919 Saskatchewan Dr., 2nd FI.
Regina, Saskatchewan

S4P 3N8

Tel: (306) 780-6325

Fax: (306) 780-8797

Mr. Nick Diamond
Saskatchewan Trade and Export
Partnership (STEP)

P.O. Box 1787

1919 Saskatchewan Drive
Regina, Saskatchewan

S4P 3C6

Tel: (306) 787-9100

Fax: (306) 787-6666

In Alberta:

Mr. John Ellis

Trade Commissioner
Canada Place, Room 540
9700 Jasper Avenue
Edmonton, Alberta

T5J 4C3

Tel: (403) 495-2959
Fax: (403) 495-4507

Mr. Dave Corbett

Director, Japan and Korea
Export Development Branch
Ministry of Economic
Development and Tourism
Commerce Place, 3rd Floor
10155 - 102 Street
Edmonton, Alberta

T5J 4L6

Tel: (403) 427-4809

Fax: (403) 427-1700

In British Columbia:

Mr. John Wiebe

Trade Commissioner
International Trade Centre

300 West Georgia St., Suite 2000
Vancouver, British Columbia
V6B 6E1

Tel: (604) 666-1436

Fax: (604) 666-0954

Mr. Robert Grace

Manager, Knowledge based and
Service Industries

B.C. Trade and Investment Office
999 Canada Place, Suite 730
Vancouver, British Columbia
V6C 3E1

Tel: (604) 844-1894

Fax: (604) 844-1893
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