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A daily read of the Western media’s China reporting may leave Canadian companies thinking that an 
economic slowdown means they should think about other parts of the world for business expansion. 
Nothing could be further from the truth. We need to remember that with China’s economy, a lesser 

percentage of GDP growth each year still amounts to the same incremental economic value to the 
world. According to JPMorgan Chase, at an estimated seven per cent growth in 2015, China will 
provide 25 per cent of the world’s incremental GDP growth. 

The opportunities are numerous, and every Canadian company needs a China strategy. Now, not 
every company should invest in or sell to China, but even if there is no market window for your 
product or service, you need to understand how China’s companies are evolving and creating 
competition for Canadian companies in their core markets in the future. But in evaluating the 

competition, don’t overlook the market opportunity; China’s focus on technology, upgrading its supply 
chain and developing a consumer economy means there is strong demand for Canadian products and 
technologies.  CCBC members in areas like manufacturing software, factory emissions control, food 

and beverage, and even water slides are finding strong market opportunity. 
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“Every Canadian company needs a China strategy, whether it is evaluating the competition 

or looking for market opportunity”.  

 

Many businesspeople hesitate to deal with China because they perceive insurmountable barriers, with 
intellectual property protection being a particular concern. But those barriers are diminishing; in fact, 

in an annual survey of Canadian businesses in China, the Asia Pacific Foundation found in 2014 that IP 
fears had fallen to a very manageable level – protecting your IP is just one of a set of typical business 
issues.  As part of its reform program, China is working to make other aspects of business simpler. For 
example, establishment of a subsidiary is easier than ever. Approvals for Chinese outbound 
investment in foreign companies are also much more straightforward now that dollar thresholds for 
approval have risen. In many cases, it is now a matter of simple paperwork filing, and government 
approval is not necessary.  We see many instances of Canadian firms using capital investment from 

Chinese companies to allow them to expand more quickly and build the scale necessary to address 
Chinese market demand for their products or services. 

At the Canada China Business Council, we work to make bilateral business easier for our members. 
How can companies succeed? Early on, the assembly of a “toolbox” is crucial – resources in our Trade 
Commissioner Service, provincial and municipal governments are all helpful, as are funders like Export 
Development Canada (EDC) and commercial banks. The establishment of an RMB trading hub in 

Canada increases financing flexibility for Canadian firms. In addition, organizations like CCBC help to 
reduce risk, shorten entry time and buffer management resources – common issues for small or 
medium-sized companies dealing with China. CCBC continues to expand the assistance it provides to 
companies, including evaluating the market, choosing business partners and using space in our 
incubation centres while companies set up their own China presence. 

But Canadian companies need to be proactive to not let the China opportunity pass them by. At issue 
this year is the ground we may lose in certain sectors, as Australian companies gain an advantage via 

the China-Australia Free Trade Agreement (CH-AFTA). The CH-AFTA will mean that Canadian firms 
need to work extra hard against their Australian competition. We are hopeful that the Canadian 
government will begin negotiations on an economic agreement with China that will help us keep pace 

with other countries. Agreements with South Korea and Europe achieve this in other parts of the 
world. As China continues to grow, our ability to keep pace, especially on the export side with a similar 
agreement, can help more Canadian companies of all sizes to diversify their businesses with this 
important, fast-growing market. 
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