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EXECUTIVE SUMMARY 

The Department of Canadian Heritage commissioned Phoenix SPI to conduct a client 

satisfaction survey related to the Trade Routes program. Trade Routes is part of the 

department’s strategy to expand international markets for Canada's arts and cultural sector. 

This survey was designed to determine clients’ level of satisfaction with the four program 

components: market entry support, in-market assistance, research, and contributions. 

Because some clients did not have access to the Internet, a mixed-mode approach was used, 

which included both online and mail-out surveys. In total, 733 responded to the survey, 

which was available online from October 17 to November 16, 2007. Of these, 201 were 

current clients of Trade Routes, and 532 were former clients or non-clients that had 

businesses in the Arts and Cultural sector. This represents an overall response rate of 28%. 

 

Current Clients  

Awareness and Perceptions of Trade Routes  

Three-quarters of surveyed clients were at least moderately familiar with the program 

overall, although familiarity was much more likely to be moderate than strong (53% vs. 

22%). Familiarity was also relatively widespread for the four service components: 78% 

were at least moderately familiar with the Contributions Program, 67% with Market Entry 

Support, 46% with In-Market Assistance, and 39% with Research. Just over half of current 

clients had used Trade Routes for up to two years (54%), with most of these having used it 

for one year or less (37%). 

 

During the previous 12 months, clients were much more likely to have dealt with Trade 

Routes using emails to program staff (81%) and the program’s website (75%) than any 

other method (26-53%). The least-used method was the 1-866 toll-free phone number. 

Satisfaction with the service channels used was strongest regarding personal interactions, 

such as in-person service and emailing a specific officer (77-78% satisfied, with 54-57% 

very satisfied). Following this, 69-71% were satisfied with service received through the 

website, telephone, and mail/fax. Satisfaction was lowest for more generic channels – 58% 

each with the 1-866 number and generic email. Most clients had received at least some of 

what they needed (83%), including 46% that had received everything they needed.  

 

Overall Perceptions of Service 

In total, 68% of clients were satisfied with the overall quality of service they received 

during the previous 12 months (35% were very satisfied). They tended to agree widely that 

they had been served in their preferred official language (97%), and by courteous staff 

(92%). There was also widespread agreement that staff were knowledgeable and competent 

(84%), provided full information on service requirements (81%), and that they were treated 

fairly (81%). Smaller majorities agreed that they had easy access to program staff (71%), 

the information was clear and easy to understand (69%), the service was timely (65%) and 

that staff went the extra mile (64%). 
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Perceived Impacts 

Fully 80% of clients rated the program as valuable or useful to their organization, with a 

clear majority assessing it as very useful (61%). Moreover, majorities (54-85%) identified 

at least moderate impacts in all of the areas examined. Impacts were most widespread in 

terms of developing international markets (85%), and building networks and partnerships 

(82%). Following this were improving export readiness (71%), exposure to markets and 

best practices (67%), strategic advice (60%), informed investment and export decisions 

(57%), and skills development (54%). As well, clients’ use of the program resulted in 

increased trade-related connections, a better understanding of international markets, 

increased exports, and expanded markets – potential outcomes that were identified by 77% 

to 84% of surveyed clients. All of these were deemed to be very important outcomes by 

two-thirds or more of the clients that identified them (66-76%).  

 

Almost all Trade Routes clients (91%) are at least moderately likely to use the program 

again in the future. More than three-quarters (78%) consider this to be very likely. 

 

Trade Routes Services 

In total, 64% of clients had used the Contributions Program in the previous 12 months, 

making it the most widely-used service. Following this, 45% had used Market Entry 

Support, 32% In-Market Assistance, and 19% the Research service. It is worth noting that 

familiarity with these services followed the same pattern.  

 

Presented below are the results for specific Trade Routes services; that is, assessments of 

the service received by those who used each specific service and who answered the survey 

module that corresponded with the service
1
. Caution should be exercised when interpreting 

these results due to the relatively small sample sizes that assessed each service. 

 

Contributions Program  

Clients (n = 113) of this service needed assistance for international market development 

much more often than for export preparedness (93% vs. 31%).They were twice as likely to 

participate in international trade shows and visits to new markets than any other type of 

activity (75% vs. 35% or less). As well,  

• Clients were largely satisfied with the overall quality of service they received 

(61%), although more tended to be moderately, not very satisfied (34% vs. 27%). 

• Satisfaction with specific aspects of the service varied considerably from a low of 

27% to a high of 93%. Clients were most satisfied with staff courteousness (93%) 

and staff knowledge/competence (81%). They were least satisfied with the 

timeliness of the approval process (27%). The latter was the only area where a 

majority expressed dissatisfaction (58%).  

                                                 
1
 Note: Not all current clients that had used a specific service rated that service. To ensure that the response 

burden was not too onerous, clients that had used more than two Trade Routes services were only asked to 

complete the survey modules for two of the services they had used.  
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• Twenty-eight percent experienced problems when using this service, most of which 

had to do with delays and timeliness issues.  

• Potential changes to the program preferred by clients (asked of all 201 Trade 

Routes clients, whether or not they had used the Contributions Program) were 

earlier notification of the outcome of applications (73%), online applications 

(49%), and an approval-in-principle system (43%).  

 

Market Entry Support 

Clients who had used this service (n = 82) were most likely to have dealt with headquarters 

(in Gatineau), or the Montreal or Toronto offices (22-29%), and to have participated in 

international trade shows and information sessions (46-48%). As well,  

• Approximately two-thirds (68%) were satisfied with the overall quality of service 

they received. Moreover, at least three-quarters were satisfied with each aspect of 

service. This was highest in terms of staff knowledge/competence and ease of 

access to service (86-87%), and lowest regarding service timeliness (75%).  

• Timeliness issues were also the most common problems identified by the 10 clients 

who had experienced difficulties with this service in the previous 12 months.  

• One-third of all Trade Routes clients (n = 201) felt that the number of Trade 

Commissioners should be expanded, with cities in Western Canada identified most 

often as new locations, and with Calgary heading the list (45%).  

 

In-Market Assistance  

Clients who had used this service (n = 56) were similarly likely to have dealt with many of 

the international offices, with New York leading the way (32%), followed by Shanghai, 

Los Angeles, and London (23-27%). They were least likely to have used the Paris office 

(16%). As well,  

• Considerable numbers participated in events, such as market visits (52%), trade 

shows and conferences (52%), and networking events (46%).  

• Satisfaction with the service received was relatively high: 73% overall, with 43% 

very satisfied. Between 70% and 79% expressed satisfaction with all aspects of the 

service, with service timeliness ranking the lowest.  

• Among the few who experienced problems (n = 11), difficulty accessing a Cultural 

Trade Development Officer was identified most often.  

• A majority (57%) of all Trade Routes clients (n = 201) favour expanding the 

number of Cultural Trade Development Officers. New locations identified most 

often were Berlin (66%), Tokyo (51%), and Sao Paulo (43%).  

 



Trade Routes Program – 2007 Satisfaction Survey  

Phoenix Strategic Perspectives Inc. 

- iv - 

Research 

Clients who had used this service (n = 32) offered modest appraisals of the overall quality 

of service received: 52% expressed satisfaction, with 34% neutral. As well,  

• Clients were most likely to be satisfied with the clarity and accessibility of the 

research (67%), followed by its relevance (65%). Satisfaction was lowest regarding 

its comprehensiveness (44%).  

• Only four clients experienced problems with the service. 

• Twenty-two percent of all Trade Routes clients (n = 201) favoured suggestions for 

new directions for the Research service, the most prevalent of which was market 

reports by cultural sector (70%).    

 

Non-Clients and Former Clients 

Familiarity with Trade Routes was relatively limited among non-clients. In total, 71% of 

non-clients were no more than a little familiar with Trade Routes overall. The proportion 

of non-clients that were at least moderately familiar with each Trade Routes service ranged 

from 15% to 25%, and many were completely unfamiliar with these services (38-52%). 

That said, 63% said they were aware of the program before being contacted for this 

research, over one-quarter (29%) of whom had been, but were not currently, clients in the 

past. The most common reason for not continuing using the program was that they had 

received all the assistance needed (25%). Others had discontinued use because they were 

not satisfied with the service (13%), felt the program was not appropriate for their level of 

exporting (12%), or their proposal had been declined (12%). Fully 75% of former clients 

think it is at least moderately likely that they will use Trade Routes in the future (47% said 

this is very likely).  

 

Former clients (n = 120) offered mixed assessments of the overall value of the program to 

their organization. In total, 45% rated the program as valuable or useful to them (32% 

judged it to be very useful to them). That said, 24% were neutral, while one in five felt that 

the program was of little or no use to their organization. Perceived impacts of the program 

were most widespread in terms of building networks and partnerships (70%), and 

developing international markets (69%). These were the same items that ranked first for 

current clients. However, impacts in all areas were less likely to be identified by former 

clients than current clients. As well, former clients were much less likely to have identified 

positive Trade Routes outcomes than current clients: compare 74% vs. 84% had increased 

trade-related connections, 69% vs. 83% developed a better understanding of international 

markets, 60% vs. 77% had expanded their markets, and 57% vs. 82% had increased 

exports. That said, these outcomes were similarly important to current clients and former 

clients among those who identified them.  
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Conclusions and Implications 

Most current clients of the Trade Routes program exhibited moderate familiarity with the 

program overall, although more than one in five consider themselves to be very familiar. 

Familiarity is clearly driven by the Contributions Program and, to a lesser degree, Market 

Entry Support. Awareness of In-Market Assistance and Research services is much lower. 

For many clients, familiarity with the program is based on multiple years of using it.  

 

Use of Trades Routes’ four distinct services follows a similar pattern to familiarity, with 

usage being led by the Contributions Program, followed by Market Entry Support. Levels 

of use are much lower for the other two services.  

 

To the extent that Canadian Heritage would like to increase future use of Trade Routes 

services, it should take measures to raise awareness of them among program clients and 

non-clients. For clients, this should be aimed at increasing awareness of In-Market 

Assistance, Research services and, to a lesser extent, Market Entry Support.  

 

In their dealings with the program, current clients tend to use electronic channels, both 

generic (generic email addresses, program website) and specific (individuals’ email). There 

was widespread satisfaction with the channels, regardless of which was used. This was 

particularly the case, however, when it involved direct contact with program 

representatives, whether through in person, email or phone service. Implicit in the notion 

of direct contact with program officers is the receipt of personalized, customized service 

that responds to the specific needs of client organizations. Not surprisingly, satisfaction 

with the less-personalized channels (generic email, the 1-866 phone number) was 

noticeably lower, which would explain, in part, why these are less-used channels.  

 

In terms of satisfaction with the Trade Routes program itself, overall satisfaction was 

relatively widespread (68%), as was satisfaction with the various service dimensions, such 

as service in the official language of choice, courteousness and competence of staff, being 

treated fairly, etc. (64% satisfied or higher for each aspect of service). Satisfaction with 

specific services varied considerably, from a high of almost three-quarters for In-Market 

Assistance to a low of just over half for Research services. It is noteworthy that satisfaction 

was considerably lower for Research services than other services (53% vs. 61-73%). The 

two specific areas in which significant numbers (24-25%) expressed dissatisfaction with 

Research services were the comprehensiveness and usefulness/ relevance of the research. 

These would appear to be areas to focus improvements aimed at raising satisfaction with 

this service. The large majority (84%) of Research clients needed information in the form 

of targeted studies of specific countries or markets, and over 70% suggested market reports 

by cultural sector as a new direction for research. 

 

Satisfaction with specific aspects of the remaining three services followed similar patterns. 

Satisfaction with staff knowledge and competence was among the highest (top two or 

better), and satisfaction with timing or timeliness was always the lowest. Moreover, 

problems encountered with the services also tended to relate to timing. Going forward, 

increasing Trade Routes’ ability to respond quickly to clients might be expected to lead to 

greater satisfaction with service. However, this should not come at the expense of having 

knowledgeable and competent staff dealing directly with clients. 
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In general, dissatisfaction with each of the four services tended to be limited, with one 

main exception – one-quarter expressed dissatisfaction with the Contributions Program. 

Clients who used the Contributions Program were also more likely to have encountered 

problems using that service during the previous 12 months, compared to use of the other 

services (28% vs. 20% or less for other services). Finally, dissatisfaction was expressed 

with specific service dimensions of the Contributions Program. In six of the eight areas 

assessed, the proportion of users that expressed dissatisfaction reached double digits. The 

Contributions Program emerges as the service most in need of attention, from the 

perspective of current clients. This is perhaps the most pressing issue given that it is the 

service that is most known and used.  

 

Despite the general satisfaction with Trade Routes among current clients, there is evidence 

of some dissatisfaction with the program; that is, 17% expressed dissatisfaction with the 

Trade Routes program as a whole. Moreover, fewer than half of those seeking service 

received everything they needed (one in ten received nothing of what they needed). In 

terms of service delivery, aspects of service that tended to yield higher levels of 

dissatisfaction included the timeliness of service (24% dissatisfied), access to staff (16%), 

staff going the extra mile (16%), and clarity of the information (13%). As noted, the 

timeliness of service was also rated lower for the specific Trade Routes services.  

 

In terms of the impact or overall value of Trade Routes, the large majority of surveyed 

clients (80%) attributed value to the program for their organization, with 61% viewing it as 

very useful. Moreover, the majority said that Trades Routes had at least a moderate impact 

on their organization in all of the areas examined, with many attributing a big impact to the 

program, particularly in the area of developing international markets (64% said big impact) 

and building networks, partnerships and contacts (54%).   

 

In addition, strong majorities (77-84%) said their organization experienced each of the four 

potential outcomes assessed, and almost everyone felt these were at least moderately 

important, with two-thirds or more rating them as very important to their organization (66-

76%). So, not only were most organizations experiencing the outcomes, the outcomes 

themselves were judged to be important. Former clients also felt these outcomes were 

important, although fewer felt that they had been achieved (57-74%). As a summary 

measure of utility, almost all current clients said they would use the program again in the 

future, with more than three-quarters describing this as very likely. In short, Trade Routes 

appears to be meeting its objectives for most surveyed clients in terms of strengthening 

their presence and capacity in the international marketplace for cultural services.  

 

In addition to addressing the perceived deficiencies identified above, clients offered 

feedback on specific issues relating to expanding or improving the program. Significant 

numbers favour expanding the number of Cultural Trade Commissioners. Any such 

expansion should clearly focus on the west (top four mentions for new locations). 

Internationally, even more favour expansion of the number of Trade Development Officers 

(57%), with the top preferred locations being Berlin, Tokyo and Sao Paulo. As noted 

above, specific feedback for the Contributions Program includes earlier notification of 

verdicts, online applications, and approval in principle. Most were unsure about the 

expansion of Research services, while the majority favour expansion of Trade Routes 

investment initiatives, where relevant.  
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It is important to offer an observation regarding the identity or branding of Trade Routes. 

Through this research, it was apparent that many of those who are Trade Routes clients do 

not view themselves as such. For instance, during the fieldwork the reminder email was 

changed for those on the Trade Routes client list (i.e. not the DFAIT list), all of whom the 

program views as clients, to explicitly inform them that they were clients of the program. 

Even after the reminder was changed, only 41 completed the client version of the 

questionnaire, while twice as many (87) completed the non-client/former client version. 

Clearly, there is an identity issue here, no doubt due, at least in part, to the seamless service 

delivery involving others (e.g. DFAIT). This has the potential to hamper accountability by 

increasing confusion/uncertainty regarding assessments of the service received. This is an 

issue that Trade Routes officials should consider.  
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