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Canada can look back on a long-standing and rich relationship with Asia and has diverse
and complex connections in areas of education, diaspora, business, culture, environment
and development. The further strengthening of ties between Asia and Canada is seen as a
platform for increasing the competitiveness and prosperity of both regions. In addition to
Canada’s natural resources, which can play an important role in the growth of Asian economies, the potential for partnerships and joint ventures exists in a variety of areas, including
tourism, financial services, engineering and environmental sustainability.
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Proposed editorial highlights:
PARTNERSHIPS. We look at examples of Canadian businesses and public institutions, which have built
sustainable partnerships with their counterparts in Asia.
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STRATEGY. We profile Canadian companies that have established strong relationships in Asia and their
strategies for success.
MARKET OPPORTUNITIES. What are some of the shifts in demographics and consumer tastes in Asian
markets that could be of benefit to Canadian businesses?
EDUCATION. How are Canadian educational institutions and their partners in Asia preparing their students
for finding success in the global economy?
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Asia-Canada connections
PARTNERSHIPS

Strategic approach crucial to success in Asia

T

he growing significance of the
Asia Pacific region shows the
need for Canada to develop a
strategy to diversify and deepen its
existing partnerships in the region,
according to the Asia Pacific Foundation
of Canada (APF).
In a report published earlier this
year, the APF proposed a series of
recommendations for a Canada-Asia
strategy in response to the rise of
Asia as a global economic power and
political force.
“The Government of Canada has the
opportunity to strengthen its position
as a credible and reliable collaborator
and partner in Asia. An engagement
that respects Canadians’ core beliefs –
yet is open to the traditions, interests
and values of the region – will help
advance Canadian national interests
and contribute to the sustainable development and growth of the region,”
according to the report titled Building
Blocks for a Canada-Asia Strategy.
Dominated by China, Canada’s second biggest trading partner after the
U.S., by 2030, Asia will account for 53
per cent of the world’s population, 50
per cent of the world’s GDP, 64 per cent
of the global middle class and more
than 40 per cent of global middle class
consumption, APF president and CEO,
Stewart Beck stated earlier this year.
Even though China’s economy is
slowing, it’s important to note that it
is still growing at 6.5 per cent annually,
says Sarah Kutulakos, executive director
of the Canada China Business Council.
“Every year that base gets bigger, so
the amount of economic incremental
value that China is providing to the
world is still pretty incredible. It’s 25 per
cent of the world’s growth,” she adds.
That’s important for Canada because
our trade with China comprises 50 per
cent of our trade with Asia as a whole,
she says.
While the volume and value of trade
with other Asian nations may not be as
large as with China, it is still significant.
For example, Export Development
Canada (EDC) announced earlier this
year that it provided financing estimated at US$1-billion in 2015 to facilitate
business between Canadian and Indian
companies, an annual record.
“2015 was EDC’s most successful year
to date in India, and there’s a lot more
room to grow,” said Nathan Andrew
Nelson, EDC’s chief representative
in India.
EDC’s permanent representatives in
Mumbai and New Delhi made more
than 100 introductions between Indian
buyers and Canadian companies in

“Even though China’s
economy is slowing, it’s
important to note that it is
still growing at 6.5 per cent
annually. ”
Sarah Kutulakos
is executive director of the Canada
China Business Council

2015, and co-led three significant trade
missions in the oil and gas, information
and communications technologies, and
infrastructure sectors.
India is now Canada’s fourth largest
trading partner in Asia behind China,
Japan and South Korea and ahead of
Taiwan and Vietnam.
Japan is also in Canada’s sights. At
the conclusion of his recent visit to Tokyo, Prime Minister Justin Trudeau said
improving trade relations with Japan
is a top priority of his government.
“The growing collaboration between
Canada and Japan – on innovation and
science – will contribute directly to our
economic growth, and will benefit all
Canadians,” he added.
But for most Asia watchers, China is
where many of the best opportunities
for Canada lie. Ms. Kutulakos says while
Canada’s trade with China is good, it’s
not good enough.
“It grew by 10 per cent last year and
by 6 per cent the year before that. But
in general, we tend to be falling behind
some of our competitor countries and
we could be doing more,” she adds.
While Canadian companies need to
be aggressive and driving their own
business in China, the bilateral government relationship also has a very
strong impact on business at all levels.
“When relations are good, companies find that it’s just that much easier
to do business,” says Ms. Kutulakos.
Although the slowdown in the
Chinese economy has affected com-

modity sales, Canadian exports to
China increased by 5 per cent in 2015
compared to 2014, she adds. Nevertheless, Canadian companies still face
challenges in doing business in China,
including their size.
“Many of our companies are SMEs,
and it’s harder to do business if you’re
a $10-million company rather than a
$1-billion company. We also find that
a lot of Canadian companies don’t
have a strategy for China while their
competitors from other countries do,”
she says.
Ms. Kutulakos says there are good
opportunities for Canadian companies
in specific sectors in China including
agri-food, and food and beverage in
general.
While China remains crucially important to Canada, the APF’s Stewart Beck,
in his message in the foundation’s Asia
report, urged the government to adopt
a wider strategic view of Asia.
“This is a pivotal time for Canada and
for Canadians – a time to decide how
to navigate through the ebb and flow
of Asia’s rise. A concerted and strategic
approach to Asia is necessary to ensure
appropriate engagement over the long
term,” he wrote.
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in 2015
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China’s position as Canada’s largest trading partner after the U.S.
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Value of overall bilateral trade
in goods between Canada and
India in 2014
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India’s share of Canada’s total
global exports of goods in 2014
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Japan’s rank as Canada’s foreign
direct investment partner in Asia
in 2012
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Value of Canada’s merchandise
trade with Association of Southeast Asian Nations member countries in 2014
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Number of Canadian tourists who
visited the ASEAN region in 2013

Canada’s bilateral trade with Asia in 2015 was worth $168.8-billion with more than half the total being attributed to
trade with China. ISTOCKPHOTO.COM

Source: Government of Canada and Export
Development Canada

Sources: Vividata Q2 2015 Study – Age 18+, comScore MediaMetrix Q4 Average 2015

A PRINT AND ONLINE ADVERTISING FEATURE IN CANADA’S #1 NATIONAL NEWSPAPER AND #1 NEWS WEBSITE

ASIA-CANADA CONNECTIONS
PRINT

DIGITAL

SOCIAL

CHOOSE YOUR AD SIZE AND FREQUENCY

PUBLISH

AMPLIFY

We will boost your investment value by
presenting custom content opportunities
designed to deliver readership value
and support your strategic interests.

See your special feature content
housed in the globeandmail.com
special features hub:

Mobilize content, conversations
and build your social media influence,
engagement and audience.
Choose from a suite of services:
> CUSTOM CONTENT
(ARTICLES, BLOG POSTS, VIDEO)
> STRATEGY > DAILY UPDATES
PLUS

1/3
BANNER

OR for added global visibility, publish on a
custom special feature website:

> INFLUENCER ENGAGEMENT

1/2

1/4
1/8

ADVERTISE
Co-branded digital ads on
globeandmail.com promote brand
awareness and drive to your
site and special feature content:

> PAID SOCIAL AMPLIFICATION

FULL

> REPORTING AND ANALYTICS

NEXT STEPS? Contact Globe and Mail Project Manager RICHARD DEACON at 604.631.6636, or via e-mail at rdeacon@globeandmail.com
Sources: NADbank 2013 48 Mkts A18+; PMB Fall 2014 A18+; comScore & Omniture 3 mos av to September 2014

