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To the future. Together.

Since 1897, when our first operations in China opened in Shanghai, we've had a history of success. Today, with our partners
Sinochem and TEDA, Manulife is proud to provide financial services and insurance to close to two million clients in China.

Manulife-Sinochem was the first foreign joint-venture life insurer in China and, fifteen years later, has the largest geographic
footprint with licenses in 49 cities. Most recently, we were proud to join forces with TEDA, to provide individual and institutional

wealth management products and services.

Together, we celebrate our successful past and look forward to continuing into a prosperous future.
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Phone: +1 604-822-1291
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www.chinalinks.ubc.ca

A world-leading manufacturer of innovative transportation
solutions, from commercial aircraft and business jets to rail
transportation equipment, systems and services, Bombardier's

relationship with China has evolved into a solid and
long-standing partnership and continues to strengthen

through investments in manufacturing, technology and people.

A wide range of our rail transportation and aerospace
A I R U E products are currently in service in the Chinese market
supported by over 4,000 employees in China.
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(First Choice in China)

Putting clients first helped us become the only non-Chinese bank
named the #1 FX market maker in China for four years in a row.
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BMO = Capital Markets*

Your ambition achieved’

CAPITAL RAISING * MERGERS & ACQUISITIONS * RISK MANAGEMENT * RESEARCH ¢ INSTITUTIONAL SALES & TRADING

Source: China Foreign Exchange Trade System (CFETS) 2010 Awards for FX Markets. BMO Capital Markets is a trade name used by BMO Financial Group for the wholesale banking businesses of Bank of Montreal, BMO Harris Bank N.A. and Bank of
Montreal Ireland p.I'c., and the institutional broker dealer businesses of BMO Capital Markets Corp., BMO Nesbitt Burns Trading Corp. S.A., BMO Nesbitt Burns Securities Limited and BMO Capital Markets GKST Inc. in the U.S., BMO Nesbitt Burns Inc. in
Canada, Europe and Asia, BMO Nesbitt Burns Ltée/Ltd. in Canada, BMO Capital Markets Limited in Europe, Asia and Australia and BMO Advisors Private Limited in India. ~ ® Registered trademark of Bank of Montreal in the United States, Canada and elsewhere.
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A Global Gold Mining Company

TSX: ELD NYSE: EGO ASX: EAU

Kisladag mine = ’ Jinfeng mine
Usak Province, Turkey ; Guizhou Province, China

Eldorado Gold is a Canadian-based, international gold producer with six operating mines, one
mine under construction, two advanced projects and an extensive exploration program. We
currently operate in China, Turkey, Brazil and Greece.

In China, we operate the Jinfeng, Tanjianshan and White Mountain gold mines. In Turkey, we
operate the Kisladag gold mine and in June 2011 announced the start-up of the Efemcukuru mine.
In Brazil, we operate the Vila Nova iron ore mine. In 2011, we are forecasting gold production of
approximately 650,000 tonnes at a cash operating cost of $400 per ounce.

Eldorado is one of the lowest cost gold producers and we pay a semi-annual dividend based on

the ounces of gold sold and the realized gold price. With our international expertise in mining,
finance, project development and successful exploration programs, we are on track to continue our
disciplined growth and produce approximately 1.5 million ounces of gold in 2015.

Canada (Head Office) China (Corporate Office)

1188 Bentall 5, 550 Burrard Street Room 1001, West Tower,

Vancouver, BC, Canada V6C 2B5 LG Twin Towers

Tel: 604-687-4018 B-12 Jianguomenwai Avenue,

Toll-free: 1-888-353-8166 Chaoyang District,

Fax: 604-687-4026 Beijing, China 100022

info@eldoradogold.com Tel: 86-10-5828 7966 e | d ora d (o) g @) | d

Fax: 86-10-5828-7967

www.eldoradogold.com
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YABOUT THE CANADA CHINA BUSINESS COUNCIL

The Canada China Business Council (CCBC) is the country’s Canada-China bilateral trade
and investment facilitator, catalyst and advocate. Founded in 1978 as a private, not-for-profit
business association, CCBC provides unparalleled insight into Sino-Canadian trade and
investment issues and develops connections that ensure its members’ business success. In
addition to its focused and practical services, the Council is also the voice of the Canadian
business community on issues affecting Sino-Canadian trade and investment.

CCBC members include some of the largest and best-known Canadian and Chinese firms,

as well as small to medium-sized enterprises (SMEs), entrepreneurs, and not-for-profit
organizations. CCBC also offers a ‘China Watcher’' program for individuals interested in staying
up to date about Canada-China business relations.

CCBC members represent a wide range of sectors, including financial services, legal
services, manufacturing, construction, transportation, mining and energy, information and
communications technology, and education.

In addition to its head office in Toronto, CCBC also has offices and staff in Vancouver, Montreal,
Beijing and Shanghai. CCBC’s network of staff offers programs and services in both Canada and
China, and introduces members to opportunities in China's emerging markets. CCBC'’s chapter
in Beijing operates as the defacto chamber of commerce for Canadians in that city.

Through its member services and events, CCBC provides its member companies with business
insight, intelligence, connections, and networks that help resolve the inevitable challenges of
doing business in another country. For more information about CCBC, visit us online at
www.ccbc.com

YABOUT BUSINESS FORUM MAGAZINE

Business Forum Magazine (BFM) is essential reading for Canadian and Chinese executives
who want to stay up-to-date and informed of the trends, issues, activities, and perspectives
that are shaping bilateral trade and investment. BFM articles cover a wide-range of topics and
sectors, and the magazine includes interesting facts and statistics, quotes and stories from our
members, and photographs of CCBC events. Roughly 2500 copies of BFM are distributed to
CCBC members and guests at major CCBC events throughout the year in Canada and China.
The magazine is also available online, at www.ccbc.com.

JCONTACT US

TORONTO (HEAD OFFICE) BEIJING

Suite 1501, 330 Bay Street
Toronto, ON M5H 2S8, Canada

Suite 11A16, Tower A, Hanwei Plaza
No.7 Guanghua Rd., Chaoyang Distict

TELEPHONE +1.416.954.3800 Beijing, 100004, P.R.China

Fax +1.416.954.3806 TELEPHONE +86.10.8526.1820/21/22

E-mAaiL CCBC@CCBC.COM Fax +86.10.6512.6120

VANCOUVER +86.10.6512.6125

e-maiL CCBCBJ@CCBC.COM.CN
Suite 600, 890 West Pender Street

Vancouver, BC V6C 1J9, Canada SHANGHAI

TELEPHONE +1.604.681.8838 Unit 10A43, 10F, Shanghai Mart
No. 2299 Yan'an Road (West)

Shanghai, 200336, P.R.China

FAx +1.604.681.8831
e-maiL CCBCVAN@CCBC.COM

MONTREAL TELEPHONE +86.21.6236.6370/71/72

Suite 2500, 1250 René-Lévesque Blvd. Ouest Fax +86.21.6236.6369
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Montreal, QC H3B 4Y1, Canada
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Letter From the Editor

T IS MY GREAT PLEASURE TO INTRODUCE TO YOU THE NEWLY RE-DESIGNED

Business Forum Magazine (BFM). Since 1992, BFM has been bringing you insightful articles
about Sino-Canadian trade and investment, and this newly redesigned issue aims to provide
you, the reader, with content that is even more relevant to your interests and personal growth—
content that I hope will enrich your understanding of Canada-China business relations and the
ways that CCBC members are involved in the Sino-Canadian trade and investment sphere. To
this end, you will notice that the new Business Forum Magazine is filled with valuable facts and
interesting articles that focus on real-world business issues and opportunities. For example, BFM
now features nuggets of knowledge on the trade and investment dynamic between China and the
three provinces in which CCBC offices are located. In addition, page 9 and page 55 feature facts
and figures about China in relation to Canada—valuable tidbits to use in all
of the presentations that you'll be making throughout the year!

Another of the main sources of interest that the new BFM has to offer
are the personal insights and experiences from Canadian and Chinese
business leaders. Don't miss reading about Mr. Jianwei Zhang, President of
Bombardier China, in his personal reflection on achieving business success
in China. In addition, running throughout the magazine are the Top 10
Things You Need to Know About Doing Business in China—a snapshot of
key actions to take and resources to use when entering China markets.

For our Chinese readers interested in investing in Canada, the article
Huawei Canada’s Expanding Canadian Footprint will provide an
interesting look into Huawei's emergence into the domestic (Canadian)
ICT industry. The article Selling Consumer Products into Canada: What
Manufacturers, Distributors, Importers and Retailers Need to Know, will
also provide Chinese companies with information about new consumer
product safety legislation in Canada. Both of these articles are available in .
English and Chinese. The new Business Forum

I can't discuss valuable content without pointing you to our lead article, . -

Canada’s Asian Future: A Strategic Proposal, by Jessica Wilczak. This Magazme IS p acked

article is based on the recently released report entitled Canada, China, with valuable facts and
and Rising Asia: A Strategic Proposal by Dr. Wendy Dobson, which ; : ;
presents a compelling case for much deeper engagement in Asia. Ms. interesting ar ticles that

Wilczak interviewed Dr. Dobson, the Honourable John Manley of the

Canadian Council of Chief Executives, and CCBC's Executive Director focus on real-world

Sarah Kutulakos, to gain insight into this important report, which can be business issues and
downloaded from our website, at www.ccbc.com/canada-china-and-rising- ..
asia-a-strategic-proposal/. opportunities.

The new Business Forum Magazine aims to reflect CCBC’s mandate
of advocating for strong Canada-China business relations, and providing resources for our
member firms. I hope that this magazine will serve you well throughout the year, and that you
will visit our website www.ccbc.com, to download additional copies of the magazine, and for
interesting papers, reports, and blog posts about Sino-Canadian trade and investment.

A special thanks to our contributors, about whom you can read on the opposite page. Their
expertise and enthusiasm is vital to this publication. I hope you enjoy the articles.

Sincerely,

A Midimesie)

Alexis Milinusic
Editor-in-Chief
Business Forum Magazine
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Asia represents over 35 percent of
global GDP and accounts for over
50 percent of world GDP growth.
Historically, economic growth
has been export driven, but now
greater local consumption is
required to drive this growth.
http://cases.ivey.uwo.ca/Cases/Pages/
home.aspx?Mode=showproduct&prod=9B11TB04

China is now the largest energy consumer in
the world. with a population of 1.3 billion, China is
consuming energy at a rate of 1.6 kWh per person.

&

Demand for cotton
in China, the world’s
largest buyer and
grower, outstripped
domestic production
by 3.6 million tons
in 2009-2010. The
gap increased by 2.6
million tons from the
previous year.

Source: China Daily
2010-09-28

]

By 2020,

China is the world’s
largest gold producing
country. CCBC member
Eldorado Gold Corp. has
three operating gold mines
in China and is the only
significant foreign gold
producer in the country.
http://www.eldoradogold.com/

s/Operations.asp
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http://en.wikipedia.org/wiki/World_energy- consumption

China produces about 14,656 thousand
metric tons of soybeans every year,
equivalent to about one third of the
annual import figure, and not enough
to meet domestic demand. Canada
produces an average of 2,339 TMT each
year and ranks fifth in world exports,
averaging 723 TMT per year.

Source: China Daily - 2010-10-15; http://www.
spectrumcommodities.com/education/commodity/

statistics/soybeans.html

Canadian merchandise exports
represent less than one percent of total
imports for Asian countries but Asian
exports account for about 20 percent of
Canada’s imports.

Asian
exports

Canadian
exports
to Asia

_Asian
imports

. Canadian
imports from
Asia
http://cases.ivey.uwo.ca/Cases/Pages/home.aspx?Mod

e=showproduct&prod=9B11TB04

\ there will be
| about 130 million
y personal vehicles on
already-congested
Chinese streets.

http://www.albertaoilmagazine.com/

2010/08/eastern-appetites-

continue-to-fuel-canadian-
export-visions

There are over 90 different cities
in China with over one million
inhabitants each, and more
than 650 million people

living in urban areas.

Source: http://en.wikipedia.org/wiki/
List_of_cities_in_the_People’s_
Republic_of_China_by_
population;
http://en.wikipedia.
org/wiki/Urbanization_
in_the_People's_
Republic_of_China

236

The number of schools
that currently offer MBA
programs in China.
Canada’s 91 universities
offer 41 MBA programs
and 18 business-related
exchanges in China.
http://oraweb.aucc.ca/

showcue.html

populated country, and

home to 292,000 Canadians.
Source: http://www.asiapacific.ca/sites/default/files/
filefield/capp11_1_boyleandkitchin.pdf

China is the world's
largest agricultural
economy, and second
largest importer of
agricultural goods.
Last year, Canada
exported $2.6 billion
of agricultural
products to China —
7.41% of total exports
for 2010.

http://www.atssea.agr.

With its
population of 1.3
billion, China

is the world’s most

gc.ca/asi/5807-

eng.htm
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HINA'S ASCENT TO THE STATUS

of “world’s second largest economy”
has generated fervent debate amongst Western
commentators, who respond with both optimism
and apprehension. A sample of recently published
books on the topic include Jonathan Watts’
When a Billion Chinese Jump: How China Will
Save Mankind—or Destroy It; Martin Jacques’
China Shakes the World: The Rise of the Middle
Kingdom and the End of the Western World; and
James Kynge's even more explicitly titled, When
China Rules the World. These authors agree that
the current geopolitical order is ending and that
China has become a major player in the new
order. But they also point out that China faces
serious demographic, environmental, and resource
pressures that will shape regional and global
politics in the century to come. What will Canada’s
role be in this new international situation? Change
is inevitable— and sometimes painful—but also
opens up new opportunities for those willing to
embrace it.

Currently, however, many observers feel that
Canada'’s political relations in Asia lag far behind
the undeniable economic realities of the twenty-
first century. Canada is now in a position to take
advantage of strengths in sectors like natural
resources, services, and green technology that
Asian economies are seeking to develop. But Asia’s
increasing competitiveness in these sectors, as
well as the rapid maturation of regional multilateral
trade agreements in which Canada has not been
a participant, mean that this moment will not last
forever. Canada must act quickly to strengthen
economic and political ties in China and in Asia if
we are to take part in the surge of opportunities
in this region. Well aware of this urgency, in
early 2011 John Manley, President and Chief
Executive Officer of the Canadian Council of Chief
Executives (CCCE), and Peter Harder, President
of the Canada China Business Council (CCBC),
jointly commissioned a report that would assess the
current situation of the key Asian economies and
outline a forward-thinking strategy for Canada’s
government and business community in Asia.

Manley and Harder approached Wendy Dobson,
Director of the Institute for International Business
in the University of Toronto’'s Rotman School of
Management, to author the report. Dr. Dobson'’s
relationship with Asia dates back to 1978, when she
made her first trip to China. She still enjoys showing

'ASCENSION DE LA CHINE AU RANG DE
« la deuxiéme puissance économique la

plus importante du monde » a suscité de vives
discussions parmi les commentateurs occiden-
taux qui oscillent entre 'optimisme et I'appréhen-
sion. Parmi les livres publiés récemment sur le
sujet, notons When a Billion Chinese Jump: How
China Will Save Mankind—or Destroy It par Jona-
than Watts; China Shakes the World: The Rise
of the Middle Kingdom and the End of the Wes-
tern World par Martin Jacques; ainsi que le livre
au titre encore plus évocateur signé par James
Kynge, When China Rules the World. Ces auteurs
s’entendent pour dire que l'ordre géopolitique
actuel tire a sa fin et que la Chine est désormais
un joueur important au sein du nouvel ordre
mondial. Cependant, ils précisent également que
la Chine subit de fortes pressions en matiére de
démographie, d’environnement et de ressources,
qui fagconneront la politique régionale et mondiale
au cours du siecle a venir. Quel sera le réle du
Canada dans ce nouveau contexte international?
Le changement est inévitable — et parfois dou-
loureux — mais il offre également de nouvelles
occasions a ceux qui souhaitent les saisir.

Toutefois, de nombreux observateurs croient
que les relations politiques du Canada avec I'Asie
accusent actuellement un retard par rapport aux
réalités économiques incontestables du XXI siécle.
Le Canada est maintenant en bonne position pour
tirer parti du potentiel existant dans des secteurs
tels que les ressources naturelles, les services
et la technologie propre, que les pays asiatiques
cherchent a développer. Mais en raison de la com-
pétitivité croissante de I’Asie dans ces secteurs et
de I'évolution rapide d’accords commerciaux mul-
tilatéraux auxquels le Canada n'a pas participé,
cette conjoncture ne durera pas éternellement. Le
Canada doit donc agir rapidement afin de resserrer
ses liens économiques et politiques avec la Chine
et I’Asie si nous souhaitons saisir la multitude
d'occasions offertes dans cette région. Au cou-
rant de cette urgence, John Manley, président et
chef de la direction du Conseil canadien des chefs
d’entreprise (CCCE) et Peter Harder, président du
Conseil commercial Canada-Chine (CCCC), ont
commandé au début de 2011 la préparation d'un
rapport visant a évaluer la situation actuelle des
principales économies asiatiques et a établir une
stratégie future pour le gouvernement du Canada
et la communauté des affaires en Asie.
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her students photos of that early trip in order to convey the
magnitude of changes occurring in the region. In her 2009
book, Gravity Shift: How Asia’s New Economic Powerhouses
Will Shape the 21st Century, Dr. Dobson offers predictions
about how social, institutional and economic changes in China
and India will shape Asia by the year 2030.

The rise of these new Asian powers is being felt around the
world. Canada’s own trade patterns over the past ten years tell
the story of the shift taking place: China is not only the second
largest economy in the world, but also ranks as our second
largest trading partner after the US. In her report, Canada,
China, and Rising Asia: A Strategic Proposal, Dr. Dobson notes
that although trade with China currently equals only ten
percent of what we currently trade with America, that number
has been rising sharply over the past decade, and this figure
is rapidly expanding. Our exports to the US shrank an average
of 3.0% annually from 2008 to 2010, while our exports to China
grew at a rate of about 10.3% annually over the same period
(Figure 1). Moreover, although the total of our exports to other
Asian nations is still small, our exports to India grew at a rate
of 12.7% over these three years, and exports to Indonesia grew
at a whopping 23.7%.

Manley confirms that Canadian businesses are expressing
significantly more interest in Asia. Because of close
geographical and cultural ties, our alliance with America will
continue to dominate our trade and investment relations, but
“lylou don’t have a growth strategy in the US,” he points out,
“you have a growth strategy in emerging or recently emerged
economies.” Part of this shift can be chalked up to the financial
crisis of 2008, but the overall message is unmistakable:
Canada can no longer rely solely on trade with the US, and
Asian economies are rapidly gaining in importance to Canada’s
economic prosperity.

Though the absolute numbers aren't yet high, it's important
to understand what our trade with Asia consists of, and what
we can expect in the future. On a positive note, the Strategic
Proposal indicates that trade between Canada and China is
complementary rather than competitive in major sectors . At
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the risk of grossly oversimplifying the relationship, Canada
buys consumer goods from China while China purchases
natural resources from us. But our competitiveness in many key
industries, including natural resources, vehicles, and aircraft,
is static or declining. Moreover, as companies in China and
other Asian nations move from simple manufacturing into more
complex knowledge-based industries they will be competing
directly with Canadian firms.

Dr. Dobson emphasizes the importance of investing in
innovation and education in Canada in order to stay ahead
on the comparative advantage curve. A 2010 working paper
published by the Institute for Competitiveness & Prosperity,
titled Trade, Innovation, and Prosperity, focuses on the link
between prosperity and innovation. It tries to quantify the
“innovation tipping point,” the moment when an economy
moves from low-cost competition to innovation-based
competition, and suggests that China has not yet reached this
stage. However, in the 12th Five-Year Plan, China’s central
government explicitly set the country on a trajectory to move
from low value-added sectors towards becoming a high
value-added economy. This includes national and local-level
initiatives to develop ICT and clean technologies, construct
massive innovation parks, and offer incentives for global
multinationals to open R&D centers. Canada’s world-class
research centers and universities, publicly traded companies,
and expertise in technology and resource extraction give us a
temporary advantage in these arenas, and we must continue
to maintain this lead even as we cooperate with Chinese
companies on the innovation front. As CCBC Executive
Director Sarah Kutulakos points out, “China will get there with
or without us. Smart companies will help China get there.”

The Strategic Proposal identifies a handful of sectors with
strong development potential in Asia. For Kutulakos, one thing
that stands out in the Strategy is the imperative to promote
Canada’s service sector. “A number of solutions to China’s
growth-related problems will be service-based,” she points
out. As its cities expand, China is facing huge environmental
problems and pressures on urban infrastructure like water

CanadaChina
BusinessForum



M. Manley et M. Harder ont demandé a Wendy Dobson,
directrice de l'institut de commerce international de 'école
de Gestion Rotman a 'université de Toronto, de rédiger ce
rapport. La relation entre Mme Dobson et L'Asie a débuté en
1978 lorsqu’elle visitait la Chine pour la premiere fois. Elle
aime encore montrer a ses étudiants des photos de ce premier
voyage afin d'illustrer les changements considérables qui se
sont produits dans cette région. Dans son livre publié en 2009
et intitulé Gravity Shift: How Asia’s New Economic Powe-
rhouses Will Shape the 21st Century , Mme Dobson émet des
prédictions sur la fagcon dont les changements sociaux, institu-
tionnels et économiques qui surviennent en Chine et en Inde
faconneront 'Asie d'ici 2030.

I'ascension de ces nouvelles puissances asiatiques est
ressentie partout dans le monde. La structure des échanges
commerciaux du Canada depuis ces 10 dernieres années
reflete bien le virage en cours : La Chine est non seulement
la deuxieme puissance économique du monde, mais elle est
également notre deuxiéme partenaire commercial, apres les
Etats-Unis. Dans son rapport intitulé Canada, China, and A
Rising Asia: A Strategic Proposal, Mme Dobson souligne que
bien que le commerce avec la Chine équivaille a seulement
10 % de nos échanges actuels sur le continent américain, ce
chiffre a augmenté astronomiquement au cours des 10 dernie-
res années et continue de croitre rapidement. De 2008 a 2010,
nos exportations vers les Etats-Unis ont diminué en moyenne
de 3 % annuellement tandis que nos exportations vers la
Chine ont augmenté d’'environ 10,3 % annuellement au cours
de la méme période(Figure 1). De plus, bien que nos expor-
tations totales vers d’'autres pays asiatiques soient toujours
minimes, nos exportations vers 1'Inde ont connu une crois-
sance de l'ordre de 12,7 % au cours de ces trois années et les
exportations vers I'Indonésie ont augmenté de facon colossale
pour atteindre 23,7 %.

M. Manley confirme que les entreprises canadiennes font
preuve d'un intérét accru a I'égard de 1'Asie. En raison de nos
liens géographiques et culturels étroits, notre alliance avec les
Etats-Unis continuera de dominer nos relations commerciales
et d'investissement, mais « nous n'avons pas de stratégie de
croissance aux Etats—Unis, souligne-t-il, nous avons une stra-
tégie de croissance dans des pays émergents et nouvellement
développés ». Ce virage peut étre attribué en partie a la crise fi-
nanciere de 2008, mais le message global est sans équivoque :
le Canada ne peut plus compter uniquement sur le commerce
avec les Etats-Unis, et les pays asiatiques sont de plus en plus
importants pour la prospérité économique du Canada.

Bien que les chiffres réels ne soient pas encore élevés, il faut
bien comprendre en quoi consiste notre commerce avec I’Asie
et ce a quoi nous pouvons nous attendre a 'avenir. Sur une
note positive, la Proposition stratégique indique que le com-
merce entre le Canada et la Chine est complémentaire plutot
que concurrentiel au sein de secteurs importants. Au risque de
simplifier avec exagération leur relation, le Canada achete des
biens de consommation de la Chine tandis que cette derniere
achete des ressources naturelles du Canada. Toutefois, notre
compétitivité dans de nombreux secteurs clefs, y compris les
ressources naturelles, les véhicules et les avions, reste stable
ou diminue. De plus, a mesure que les entreprises en Chine
et dans d’autres pays asiatiques passeront de la fabrication

simple a des secteurs plus complexes fondés sur le savoir, elles
rivaliseront directement avec les entreprises canadiennes.

Mme Dobson souligne I'importance d'investir dans 1'inno-
vation et I'éducation au Canada afin de conserver un avantage
concurrentiel. Un document de travail publié en 2010 par
I'Institute for Competitiveness & Prosperity et intitulé Trade,
Innovation, and Prosperity, porte principalement sur le lien
entre la prospérité et I'innovation. Il tente d'identifier le « point
de bascule de I'innovation », c’est-a-dire le moment ou une éco-
nomie passe d'une concurrence a faible colit a une concurrence
fondée sur I'innovation, et laisse entendre que la Chine n'a pas
encore atteint ce niveau. Cependant, dans son 12e plan quin-
quennal, le gouvernement central de la Chine aspire clairement
a ce que le pays délaisse les secteurs a faible valeur ajoutée
pour devenir une économie a forte valeur ajoutée. Ce plan in-
clut des projets a 1'échelle nationale et locale en vue de dévelop-
per des technologies de l'information et des communications
ainsi que des technologies propres, de construire d'immenses
parcs d'innovation et d'offrir des incitatifs qui pousseraient
des multinationales a ouvrir des centres de recherche et de
développement. Au Canada, les centres de recherche et les
universités de calibre mondial, les sociétés cotées en bourse
de méme que notre expertise en technologie et en exploitation
de ressources nous conferent un avantage temporaire dans ces
secteurs. Par conséquent, nous devons conserver cette avance,
et ce, méme en collaborant avec des entreprises chinoises en
matiere d’'innovation. Comme le souligne Sarah Kutulakos,

« la Chine réussira avec ou sans nous. Les entreprises avisées
aideront la Chine a atteindre ses objectifs. »

La Proposition stratégique identifie un petit groupe de sec-
teurs présentant un fort potentiel de développement en Asie.
Pour Mme Kutulakos, la stratégie cible particulierement la
nécessité de promouvoir le secteur tertiaire canadien. « Plu-
sieurs solutions aux problemes liés a la croissance en Chine
seront fondées sur les services », précise-t-elle. A mesure que
ses villes prennent de I'expansion, la Chine fait face a d’énor-
mes problémes environnementaux et a des pressions sur ses
infrastructures urbaines, notamment l'approvisionnement en
eau, le transport et la gestion des déchets. Les entreprises ca-
nadiennes y trouveront la des occasions importantes. De plus,
la classe moyenne florissante de la Chine demande maintenant
toute une gamme de services, de la planification financiere a
I'éducation de calibre mondial pour les enfants.

Plusieurs entreprises canadiennes ont déja repéré ces occa-
sions. En 1996, la Financiére Manuvie est devenue la premiere
entreprise étrangere a établir une coentreprise d’assurance-
vie, Manulife-Sinochem, en Chine. Grace a une expansion
soutenue, la société est désormais présente dans 48 villes de
Chine. La société a fait preuve d'une excellente compréhension
du marché et s'est taillée une réputation de confiance, comme
en témoignent les nombreux prix qu’elle a remportés. Une autre
entreprise canadienne, Lingo Media, répond a une demande
croissante en matiere d’enseignement de l'anglais en offrant
des outils d'apprentissage novateurs en ligne et imprimeés.

Plus t6t cette année, Lingo a conclu une entente avec le géant
chinois de l'informatique personnelle, Lenovo, en vue d'instal-
ler une version personnalisée de son logiciel d'apprentissage
de I'anglais sur les ordinateurs de Lenovo. La clé de la réussite
de ces deux pionniers canadiens consiste a établir des parte-
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provision, transportation, and waste management. This
represents an enormous opportunity for Canadian companies.
Moreover, China's burgeoning middle classes are creating

a new demand for a whole range of services from financial
planning to world-class education for their children.

A number of Canadian companies have already identified
these openings. In 1996 Manulife Financial became the first
foreign company to establish a joint-venture life insurance
company, Manulife-Sinochem, in China. Through steady
expansion, the company has established a presence in 48
cities across China. Numerous service and brand awards
testify that the company has developed a keen understanding
of its market and a reputation for trustworthiness. Another
Canadian company, Lingo Media, is meeting a surging demand
for English language training by providing innovative learning
tools online and in print. Earlier this year Lingo signed an
agreement with Chinese personal computer giant, Lenovo,
to install a custom version of their English language learning

Yet despite these trends, Canadians seem slow to grasp the
potential of our increasingly close ties to Asia. Indeed,
Dr. Dobson observes, pointedly, that “Canada has a reputation
of showing up in Asia and not following through.” We have
stalled on several bilateral initiatives partly because we are
considered to make demands that betray an exaggerated sense
of our own importance. Prior policies toward Asia have been
ad hoc and short-lived, and Canada’s government and business
leaders have yet to mobilize around a set of easily identifiable
priorities that could promote the national interest in the region.
The Strategic Proposal outlines a few key actions that
would combat this reputation for unreliability. The first—
and perhaps most important—step is restoring a Canadian
presence in Asia by making regular state visits and developing
high-level personal relations. It is difficult to overestimate
the importance of good state-to-state relations in Asia,
with China being particularly sensitive to national political
conditions. Sarah Kutulakos reports that, “China takes its

“Canada has a reputation of showing up in Asia

and not following through.” —wendy pobson

software on Lenovo’s computers. Both of these pioneering
Canadian companies succeed by partnering with established
Chinese companies and providing innovative services.
Partnerships like these do not fit the model of traditional
trade relationships. Dr. Dobson stresses that trade is only
half of the equation: investment is playing an increasingly
significant role in our economic relations with Asia.
Surprisingly, we still don't have a clear idea of what these
investment patterns look like. For instance, Chinese investors
are demonstrating enormous interest in Canadian resources
- a trend that is expected to continue. Is Canada prepared—
institutionally and ideologically—for this new investment? The
answer from Dr. Dobson, as you might expect, is an emphatic
no. Although Manley reports that Canadian companies
are “positively enthusiastic” about Chinese investment,
Canada’s current investment review framework is less than
transparent. Equally as important are the complex FDI flows
from Canada into Asia, where
production processes tend
to be regionally dispersed
rather than confined to a
single nation. Moreover, .
many of the economic
transactions associated with
service industries are better
characterized as investment
rather than trade, though
such flows are difficult to
monitor. All of this suggests
that investment relations
between Canada and Asia
are growing in significance
and complexity, and deserve
greater attention.

Six components

of an Asia Strategy:
Build state and
high-level personal
relationships.
Develop the Canada
brand.

Liberalize trade and
investment.

Create a China
roadmap.

Enhance the Canadian
business presence in Asia.
Anticipate the future.
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cues from the top. If it's good at the top, it's all good.” Or

as one Canadian businessman told her: “When it comes to
doing business, we can take care of that, we're big boys. But
when it comes to competing with domestic or other foreign
firms, good government relations can make or break a deal.”
A good example was the Prime Minister's invitation to
Chinese President Hu Jintao during l