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Executive Summary

Background, Objectives and Methodology
The evaluation of the International Business Development (IBD) program in Germany involves various methods to collect information on the relevance, success and cost effectiveness of the program to support Canadian exporters and investors from both countries and science and technology components.  This survey is one component of a wider evaluation of the performance of the TCS in Germany.  It is being conducted with the objective of being able to make improvements to the services the TCS provides to Canadian companies that are active or are interested in the German market.  

The data collection approach used was a telephone survey. The target survey population included Canadian companies that are active or interested in exporting to Germany.  All companies contacted for the survey were clients of Foreign Affairs and International Trade Canada. The sample frame was supplied by the Department.  

Fieldwork was conducted between October 12 and November 9, 2006. In total, 787 of the 1,830 contacts provided were valid and eligible to participate. From this total, 147 surveys were completed within the allocated fieldwork period resulting in a response rate of 19%. The sample size of 147 provides for a margin of error of +/-6.7%, with a 90% confidence interval.  

Summary of Key Findings

The main findings from this survey are as follows:  

· A large majority Canadian companies who participated in this survey indicated that they are interested in Germany both as an entry point to the European Union and as a market in and of itself.

· The desire to export is the overwhelming reason Canadian companies are interested in the German market, with most identifying it as their primary interest in Germany.  A significant proportion of companies are also interested in participating in trade fairs, events and conferences in Germany.

· A strong majority of companies stated that trade fairs, events and conferences are very important and even critical, especially for developing networks and making sales. An equal proportion felt that it was critical or very important that the TCS be represented at trade fairs, events and conferences. 

· There is a relatively high degree of awareness of Regional Offices among the companies that participated in the survey.  A majority of those that were aware of the Regional Offices utilised at least one service.  

· The majority of clients have not had contact with the mission in Germany. The services considered most important were leads on business opportunities and information on local companies.

· Identification of key contacts, leads on business opportunities and face-to-face briefings were the services that companies stated had the highest impact in terms of their ability to achieve their business objectives in the German market.  

· The majority of companies that participated in the survey indicated that they were satisfied with their overall experience with the assistance they received from the mission they dealt with in Germany.

· About one-quarter of the companies in this survey received assistance from the TCS with identifying new business operations and with helping the company to better position itself for business opportunities in the German market.  In both cases a large majority of these companies actively pursued the opportunities presented to them by the TCS.  

· Just under half of survey respondents have generated revenues from Germany since January 2004.  About one-third believed they would not have achieved the same financial results in Germany without the assistance of the TCS.

The following conclusions can be drawn from the survey findings:  

· Germany is an important market for Canadian companies who participated in this survey as it serves as an entry point to the European Union, and is also an attractive market itself.

· Trade fairs, events and conferences are viewed as an important activity for Canadian companies that are active or interested in Germany, and it is their opinion that the TCS should be represented at them.

· Satisfaction with the services offered by the TCS is relatively high; however, the impact of the TCS’s services to a company in terms of both achieving its business objectives in Germany and seeing potential benefits is lagging.   
· While awareness of Regional Offices is relatively high, more needs to be done to encourage companies to use their services.  

· The missions in Germany are not heavily used by Canadian companies and need to be more heavily promoted in terms of the services they offer.  

· The TCS demonstrably assists a fair share of Canadian companies succeed in Germany.
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Résumé

Historique, objectifs et méthodologie
L’évaluation du Programme de promotion du commerce extérieur (PCE) en Allemagne comprend diverses méthodes visant à recueillir de l’information sur la pertinence, la réussite et la rentabilité du programme afin d’appuyer les exportateurs canadiens et les investisseurs des deux pays ainsi que les secteurs de la science et de la technologie. La présente étude constitue un des éléments faisant partie de l’évaluation plus vaste du Service des délégués commerciaux (SDC) en Allemagne. Elle est menée dans le but d’apporter des améliorations aux services offerts par le SDC aux entreprises canadiennes qui exportent en Allemagne ou qui s’intéressent à ce marché.

Pour recueillir les données, nous avons utilisé la méthode du sondage téléphonique. La population cible comprenait les entreprises canadiennes qui exportent en Allemagne ou qui sont intéressées à exporter dans ce pays. Toutes les entreprises avec lesquelles nous avons communiqué aux fins de ce sondage sont des clients du ministère des Affaires étrangères et du Commerce international. La base de sondage a été fournie par le ministère.

Le sondage a eu lieu entre le 12 octobre et le 9 novembre 2006. Au total, 787 des 1 830 entreprises sélectionnées pour participer au sondage étaient admissibles. Sur ce nombre, 147 sondages ont été effectués à l’intérieur de la période allouée, ce qui équivaut à un taux de réponse de 19 %. La taille de l’échantillon de 147 répondants donne une marge d’erreur de +/- 6,7 % et un intervalle de confiance de 90 %.  

Synthèse des principaux résultats
Voici les principaux résultats de ce sondage : 

· Une grande majorité d’entreprises canadiennes ayant participé au sondage ont indiqué que l’Allemagne les intéressait à la fois comme point d’entrée vers l’Union européenne et comme marché autonome.

· Le désir d’exporter constitue la raison essentielle pour laquelle les entreprises canadiennes s’intéressent au marché allemand : la plupart d’entre elles ont signalé cette raison comme intérêt prioritaire pour ce pays. Une proportion considérable d’entreprises est également intéressée à participer à des foires commerciales, des conférences et des événements en Allemagne.

· Une forte majorité d’entreprises ont indiqué que les foires commerciales, les conférences et les événements étaient très importants, voire essentiels, particulièrement pour développer des réseaux et effectuer des ventes. Une même proportion croit qu’il est essentiel ou très important que le SDC soit représenté aux foires commerciales, aux conférences et aux événements. 

· Le niveau de notoriété des bureaux régionaux s’avère relativement élevé parmi les entreprises qui ont participé au sondage. La majorité de celles qui les connaissent ont utilisé au moins un de leurs services.

· La majorité des clients n’ont pas eu de contact avec la mission en Allemagne. Les services qu’ils considèrent comme les plus importants portent sur les débouchés d’affaires potentiels et l’information sur les entreprises locales.

· Les services qui, selon les entreprises, ont exercé le plus grand impact quant à la possibilité d’atteindre leurs objectifs d’affaires dans le marché allemand sont les suivants : l’identification de personnes-ressources clés, les débouchés d’affaires potentiels et l’information sur les entreprises locales.

· La majorité des entreprises qui ont participé au sondage se sont dites satisfaites de leur expérience en général pour ce qui est de l’aide qu’elles ont reçue de la mission avec laquelle elles ont traité en Allemagne.

· Environ un quart des entreprises ont reçu de l’aide du SDC pour repérer de nouveaux débouchés d’affaires et mieux se positionner en vue de saisir de nouvelles occasions d’affaires dans le marché allemand. Dans les deux cas, la plupart de ces entreprises ont pu saisir les occasions d’affaires que le SDC leur avait présentées.

· Un peu moins de la moitié des entreprises sondées ont pu générer des revenus du marché allemand depuis 2004. Environ un tiers d’entre elles croient qu’elles n’auraient pas obtenu les mêmes résultats financiers en Allemagne sans l’aide du SDC.
Les résultats du sondage nous permettent de tirer les conclusions suivantes : 

· L’Allemagne représente un marché important pour les entreprises canadiennes ayant participé au sondage, étant donné qu’elle sert de point d’entrée vers l’Union européenne et qu’elle constitue un marché autonome attrayant.

· Les foires commerciales, les conférences et les événements sont perçus comme des activités importantes par les entreprises canadiennes qui exportent en Allemagne ou qui s’intéressent à ce marché. De plus, toujours selon celles-ci, le SDC devrait être représenté à ces activités.

· La satisfaction quant aux services offerts par le SDC s’avère relativement élevée; toutefois, l’impact des services offerts par le SDC à une entreprise pour ce qui est d’atteindre ses objectifs d’affaires en Allemagne et de voir les avantages potentiels se révèle minimal.

· Bien que la notoriété des bureaux régionaux paraisse relativement élevée, il faut néanmoins faire davantage pour encourager les entreprises à utiliser leurs services.   
· Les missions en Allemagne ne sont pas très utilisées par les entreprises canadiennes et devraient faire l’objet d’une plus grande promotion quant aux services qu’elles offrent.
· Le SDC aide indubitablement une juste part des entreprises canadiennes à réussir en Allemagne.
1. Background

The Trade Commissioner Service’s (TCS) International Business Development (IBD) Program targets the development of opportunities for trade, investment, and science and technology (S&T) activities.  The evaluation of the IBD program in Germany for the fiscal year 2006-2007 involves various methods to collect information on the relevance, success and cost effectiveness of the program to support Canadian exporters and investors from both countries and science and technology components.  This survey is one component of the wider evaluation of the performance of the TCS in Germany.  The evaluation is being conducted with the goal of being able to make improvements to the services the TCS provides to Canadian companies that are active or are interested in the German market.  

Over the past few years, the TCS programs in China and Mexico were evaluated using a similar approach. As part of these evaluations, quantitative research was conducted with TCS clients active in China and Mexico to obtain their feedback on their experience with the missions in these markets, and to seek their input on ways to improve the program.  

2. Approach and Methodology
The approach used in this component of the evaluation of the IBD’s services in Germany involved quantitative survey research with Canadian exporters who are active or interested in the German market.  The data collection method used was a telephone survey, which was conducted over a four week period beginning October 11, 2006.  
Sampling 

The target survey population included Canadian companies that are active or interested in exporting to Germany.  All companies contacted for the survey were clients of Foreign Affairs and International Trade Canada, having registered with the Department through the Virtual Trade Commissioner (VTC) or some other avenue.  The sample frame was supplied by Foreign Affairs and International Trade Canada and included a contact name, organization, title, location, email address and fax and telephone numbers.  In total 1,847 contacts were included in the sample frame.  
Questionnaire Design

The survey questionnaire was drafted based on previous questionnaires used in similar evaluations of the IBD’s services in the Chinese and Mexican markets.  In addition, input from the client was used to customize the questionnaire to reflect the specific characteristics of the German market.  The draft version of the questionnaire was submitted to the client for review and was finalized based on this feedback.  The final questionnaire (Appendix A), which was professionally translated to French, contained a total of 37 questions.    
Data Collection
Prior to the onset of data collection, all 1,847 contacts were sent an email from the Department informing them of the upcoming survey and providing them with the option to opt-out (Appendix B).  A total of 17 of these contacts asked to not be contacted for the survey and were removed from the list.
The survey questionnaire was pre-tested in live field conditions on October 10, 2006.  As no issues of clarity or length were identified, fieldwork began on October 12, 2006 and continued for almost four weeks ending November 9, 2006.  The interviews were conducted during regular business hours Monday to Friday, and in most cases required appointments to be made due to the busy schedules of the respondents.  A minimum of 12 telephone calls were placed to each respondent (unless there was an outright refusal from the respondent) in an attempt to maximize the number of completions. All respondents were provided with the option of completing the survey in either English or French.  The average length of a completed survey was approximately 12 minutes.
Survey Response

Of the 1,830 contacts called, a total of 1,043 were not eligible to complete the survey for various reasons (Table 2-1).  In total, 787 of the 1,830 contacts can be considered valid and be included in the response rate calculations. 
	Table 2-1: Number of Valid Contacts in Sample

	Number of contacts in Sample Frame
	1,830

	Not in service, fax/modem, residential, household
	329

	Disqualified – company does not have any previous, ongoing or interest in exporting to Germany
	714

	Valid number of contacts in Sample
	787


From the valid sample population of 787, a total of 147 surveys were completed within the allocated fieldwork period.  On average, each interview took approximately 12 minutes to complete.  

The response rate for this survey is 19% (i.e. 147 completions out of 787 valid contacts).  The refusal rate was 26%, while almost 21% could not be reached despite being called between 12 and 20 times.  A breakdown of the Record of Call is provided in the table below (Table 2-2).
	Table 2-2: Record of Call

	Number of valid contacts 
	787
	100%

	Completed calls
	147
	19%

	Appointment / call back scheduled (incomplete due to fieldwork closure)  
	56
	7%

	Refusals
	205
	26%

	Respondent never available
	164
	21%

	Answering machine 
	185
	24%

	Language problem and others
	9
	1%

	Busy or no answer
	21
	3%


Analysis and Reporting
The survey data has been cleaned and checked to ensure that all responses are valid (e.g. fall within response parameters, etc.).  The data has not been weighted due to the fact that there are no reliable population figures on the make up of Canadian companies exporting to Germany.  The sample size of 147 provides for a margin of error of +/-6.7%, with a 90% confidence interval.  Any sub-samples will have a correspondingly higher margin of error.  As a result, sub-samples that total less than 20 respondents should be viewed as qualitative indictors only.  
The results presented in this report have been analysed by four key variables: company’s annual revenues; active vs. interested exporters; interest in the German market (i.e. stand alone, entry point to the European Union or other markets); and, region.  Please note that results by these variables are only presented when they are different from the overall results.
3. Client Profile 

The majority of the TCS clients surveyed have annual worldwide revenues of less than $5 million (76%) while just 5% have annual global revenues of over $25 million.  More than half of all respondents (56%) could not be classified in the TCS priority sectors.  The sectors that the TSC clients surveyed were most likely to operate in included agriculture (14%) and information and communications technologies (14%) followed by transportation (6%), aerospace/defence (4%) and life science (4%).
Nearly two-thirds (63%) of all respondents are currently interested in the German market but not yet active there while the remaining 37% are active in the market.  As can be seen from Table 3-1, the majority (59%) of respondents were based in either Ontario (37%) or Quebec (22%), although all other regions are well represented. 
	Table 3-1: Location of Respondent*

	Ontario
	37%

	Quebec
	22%

	Prairies
	15%

	Atlantic
	13%

	British Columbia
	12%

	Data taken from sample data – respondent verification
*Percentages may not add up to 100% due to rounding


4.  Interest and Activity in the German Market
Most clients surveyed (73%) indicated that Germany is of interest to their company as part of the larger European Union market while nearly two-thirds (63%) are interested in Germany as a market in itself and 42% are interested in Germany as an entry point for other markets outside of Europe.
As shown in Exhibit 4-1, the activity describing the company’s interest in the German market of nearly all clients (97%) surveyed is to be an exporter of Canadian goods and services.  Clients that are currently active in the German market (86%) were somewhat more likely to identify participation in trade fairs as an activity in the German market than those not currently active in the market (77%).
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-

1: Activities of Interest in Germany


The export of Canadian goods and services is the primary interest in the German market for about two-thirds (62%) of clients surveyed.  Those clients that are interested in Germany as a stand alone market (70%) were somewhat more likely to select exporting Canadian goods and services as their primary interest than those interested in Germany as an access point to other European markets (60%) and other markets outside of Europe (58%).

Two-thirds (67%) of those who currently export to the German market have been doing so prior to January 2004.  Among these clients, the average of the company’s total export sales that came from Germany prior to January 2004 amounted to about 12%.  Clients with annual revenues of less than $1 million had, on average, higher (19%) exports to Germany than those with annual revenues of $1 million or more (8%).
5. Trade Fairs  

About two-thirds (65%) of all clients surveyed feel that trade fairs, events or conferences are very important or critical for their company as a means to achieve business objectives such as networking and making sales (Table 5-1).  Company’s with revenues less than $1 million (70%) were more likely than those with larger revenues to feel trade fairs, events, or conferences are important as a way to achieve their business objectives.
	Table 5-1: Importance of Trade Fairs

	
	Annual Revenues

< $1m

(N=80)
	Annual Revenues
$1m or more
(N=56)
	All Clients

(N=146)

	Critical or very important
	70%
	60%
	65%

	Somewhat important
	16%
	30%
	22%

	Not very important
	11%
	5%
	9%

	Not at all important
	3%
	4%
	3%

	Q7. How important are trade fairs, events or conferences to your company as a means to achieve business objectives such as networking and making sales? N=146


One-third (33%) of those surveyed have participated in a trade fair, event or conference in Germany since January 2004.  Of those who have participated in an event in Germany since January 2004, nearly half (49%) successfully developed their network while one-third (33%) made a sale (Exhibit 5-1).  The vast majority (90%) of these clients attended a trade fair, event, or conference in Germany with the specific intent of pursuing business opportunities in markets outside of Germany such as other parts of Europe, Asia, Latin America, or Africa.
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When asked how important it is to have the Trade Commissioner Service (TCS) represented at events in Germany, approximately two-thirds (63%) of clients felt it was critical or very important (Table 5-2).  Those clients with annual revenues of less than $1 million (68%) were somewhat more likely to feel the TCS should be represented at trade fairs, events, or conferences in Germany compared to clients with annual revenues of $1 million or more (56%).

	Table 5-2: Importance of TCS being Represented at Trade Fairs

	
	Revenues

< $1m

(N=80)
	Revenues

$1m or more
(N=56)
	All Clients

(N=146)

	Critical or very important
	68%
	56%
	63%

	Somewhat important
	23%
	28%
	25%

	Not very important
	3%
	11%
	5%

	Not at all important
	3%
	2%
	2%

	Q7. How important do you believe it is for the Trade Commissioner Service to be represented at trade fairs, events or conferences in Germany? N=140


Those clients who felt it was somewhat, very, or critically import that the TCS be represented at trade fairs, events, or conferences provided the following reasons for this opinion:
· To promote Canada (Canada’s brand) – 51%
· To promote Canadian industry – 12%
· To support Canadian companies – 11%

· As a point of contact/making connections – 10%

· To assist with networking – 6%

· To gather information – 6%

6. Regional Offices in Canada
The majority of clients surveyed (72%) were aware of the Regional Offices of Foreign Affairs and International Trade Canada that are located in Industry Canada offices in every province and territory across Canada.  Companies with annual revenues of $1 million or more (79%) were somewhat more likely to be aware of the Regional Offices compared to those with annual revenues of less than $1 million (68%).
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More than half (55%) of those clients that were aware of the Regional Offices have used the offices for market and industry information (Exhibit 6-1).  The next most commonly accessed service from Regional Offices was trade fairs, missions and events (48%).  One-third of clients who are aware of Regional Offices have not used any of their services. 

Clients felt the most important service offered by the Regional Offices is the provision of advice on export financing as shown in Exhibit 6-2 below.  The remaining three services (one-on-one export help, market and industry information, and trade fairs, missions and events) were all considered to be of equal importance.
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2: Usefulness of Services Provided by Regional Offices


7. TCS Missions
As shown in Table 7-1 below, the majority of clients have not had contact with TCS staff in Stuttgart (90%), Hamburg (84%), Dusseldorf (80%), or Munich (77%).
	Table 7-1: 
Number of Times Contacted by TCS Missions
	None
	1 - 4
	5 - 10
	More than 10

	Berlin
	57%
	31%
	8%
	2%

	Munich
	77%
	17%
	3%
	1%

	Dusseldorf
	80%
	15%
	1%
	1%

	Hamburg
	84%
	12%
	1%
	0%

	Stuttgart
	90%
	5%
	0%
	0%

	Q18. From January 2004 to the present, approximately how many times have you contacted or been contacted by each of the following TCS missions? (N=147)


Among those services and products provided by the Embassy and consulates (Table 7-2), the service used by most clients surveyed is the Virtual Trade Commissioner (VTC) web site (52%) followed by information on local companies (47%), identification of key contacts (43%), and leads on business opportunities (39%).  The embassy in Berlin appears to be used somewhat more often for the VTC web site (63%), and identification of key contacts (51%) when compared to most other missions.  Comparatively, the consulate in Munich is more likely to be used for referrals to other service providers (50%), while it is less likely to be used for information on local companies (27%) when compared to Berlin (51%) and Dusseldorf (50%). 
	Table 7-2: 
Services Used from Mission
	TCS Mission

	
	Berlin

(N=35)
	Munich
(N=22)
	Dusseldorf
(N=24)
	Hamburg
(N=7)
	Stuttgart
(N=2)
	All
(N=90)

	Virtual Trade Commissioner Web site
	63%
	46%
	42%
	4 of 7
	1 of 2
	52%

	Information on local companies
	51%
	27%
	50%
	2 of 7
	1 of 2
	47%

	Identification of key contacts
	51%
	41%
	33%
	3 of 7
	1 of 2
	43%

	Leads on business opportunities
	34%
	27%
	42%
	2 of 7
	0 of 2
	39%

	Market reports and studies
	31%
	27%
	46%
	3 of 7
	0 of 2
	34%

	Face-to-face briefings
	26%
	14%
	38%
	1 of 7
	0 of 2
	29%

	Visit Information
	29%
	32%
	25%
	1 of 7
	0 of 2
	26%

	Facilitation of business missions
	26%
	14%
	21%
	3 of 7
	0 of 2
	26%

	Referrals to other service providers
	23%
	50%
	17%
	1 of 7
	0 of 2
	22%

	Troubleshooting assistance
	9%
	32%
	25%
	2 of 7
	1 of 2
	17%

	Matchmaking
	14%
	14%
	21%
	1 of 7
	0 of 2
	16%

	Market prospect assessments
	11%
	9%
	21%
	0 of 7
	0 of 2
	12%

	None
	17%
	9%
	21%
	0 of 7
	0 of 2
	14%

	Q19. Please let me know if you have used any of these services from the TCS mission in <INSERT MISSION FROM Q18> since January 2004.


As displayed in Table 7-3 the two services considered most important of those services that were used by TCS clients are leads on business opportunities (88% very important or critical) and information on local company’s (85% very important or critical).  While still considered important, visit information (59%) and the VTC website (62%) are somewhat less important to TCS clients with respect to the German market.
	Table 7-3: 
Importance of Services Used from Mission
	Not at all important
	Not very important
	Somewhat important
	Very important
	Critical

	Virtual Trade Commissioner Web site (N=47)
	0%
	6%
	32%
	45%
	17%

	Information on local companies (N=41)
	5%
	7%
	26%
	38%
	21%

	Identification of key contacts (N=38)
	3%
	0%
	10%
	46%
	39%

	Leads on business opportunities (N=35)
	3%
	9%
	0%
	51%
	37%

	Market reports and studies (N=31)
	3%
	0%
	26%
	42%
	29%

	Face-to-face briefings (N=26)
	4%
	8%
	8%
	58%
	23%

	Visit Information (N=23)
	0%
	22%
	17%
	52%
	9%

	Facilitation of business missions (N=23)
	0%
	0%
	22%
	65%
	13%

	Referrals to other service providers (N=19)
	0 of19
	2 of19
	8 of19
	7 of19
	2 of19

	Troubleshooting assistance (N=15)
	0 of 15
	4 of 15
	2 of 15
	6 of 15
	3 of 15

	Matchmaking (N=14)
	0 of 14
	0 of 14
	4 of 14
	10 of 14
	0 of 14

	Market prospect assessments (N=11)
	0 of 11
	1 of 11
	3 of 11
	6 of 11
	1 of 11

	Q21. I’d like you to now tell me how important each of the services you used from the TCS mission in <INSERT MISSION FROM Q18> is with respect to your company doing business in the German market.


Of the services used by TCS clients in Germany, identification of key contacts (41%) has had the highest impact in terms of a company achieving its business objectives in the German market (Table 7-4).  The next most important services in terms of impact are leads on business opportunities (31%) and face-to-face briefings (31%).  Interestingly about one-quarter (23%) of those who received leads on business opportunities indicated that this service had no impact on their business. A sizeable proportion of clients stated that the VTC web site (26%), the facilitation of business missions (26%), and information on local companies (24%) had no impact on their company’s ability to achieve its business objectives in Germany.
	Table 7-4: 
Impact of Services Used from Mission
	No impact
	Moderate impact
	High impact

	Virtual Trade Commissioner Web site (N=47)
	26%
	47%
	26%

	Information on local companies (N=41)
	24%
	55%
	21%

	Identification of key contacts (N=38)
	10%
	46%
	41%

	Leads on business opportunities (N=35)
	23%
	43%
	31%

	Market reports and studies (N=31)
	13%
	55%
	29%

	Face-to-face briefings (N=26)
	15%
	50%
	31%

	Visit Information (N=23)
	9%
	65%
	22%

	Facilitation of business missions (N=23)
	26%
	48%
	26%

	Referrals to other service providers (N=19)
	7 of19
	8 of19
	5 of19

	Troubleshooting assistance (N=15)
	3 of 15
	7 of 15
	5 of 15

	Matchmaking (N=14)
	2 of 14
	6 of 14
	5 of 14

	Market prospect assessments (N=11)
	1 of 11
	7 of 11
	2 of 11

	Q22. Would you say that the services you used from the TCS mission in <INSERT MISSION FROM Q18> had no impact, a moderate impact or high impact in terms of your company achieving its business objectives in German market?


About two-thirds (64%) of clients surveyed stated they were somewhat or very satisfied with their overall experience with the assistance they received from the mission they dealt with in Germany (Table 7-5).  Specific attributes that about two-thirds of clients surveyed were either somewhat satisfied or very satisfied with include the appropriateness of the information provided (65%), the accuracy of the information provided (65%), the timeliness of acknowledging the request (63%), the turnaround time to deliver the service (62%), the overall quality of assistance (61%) and the staff’s knowledge of the subject requested (60%).
	Table 7-5: 
Satisfaction with Aspects of Services Used from Mission
	Very dissatisfied
	Somewhat dissatisfied
	Neither satisfied nor dissatisfied
	Somewhat satisfied
	Very satisfied

	Information on the services and products available to your company (N=85)
	2%
	12%
	29%
	31%
	20%

	Overall quality of assistance (N=87)
	2%
	8%
	26%
	31%
	30%

	Timeliness of acknowledging your request (N=84)
	2%
	13%
	14%
	33%
	30%

	Turnaround time to deliver the service (N=84)
	8%
	7%
	17%
	34%
	28%

	Appropriateness of information provided (N=84)
	8%
	4%
	17%
	38%
	27%

	Staff’s knowledge on the subject requested (N=83)
	6%
	4%
	22%
	28%
	32%

	Staff’s knowledge about your company (N=84)
	6%
	10%
	37%
	27%
	14%

	Accuracy of information provided (N=82)
	3%
	9%
	14%
	39%
	26%

	Consistency of service provided in relation to your experience with the TCS in other markets (N=78)
	3%
	4%
	29%
	30%
	20%

	Ability to refer us to the most appropriate source of assistance if unable to respond to request (N=75)
	7%
	6%
	29%
	31%
	11%

	Knowledge of your industry sector (N=85)
	6%
	10%
	29%
	34%
	16%

	Your overall experience with the assistance you received from the mission (N=84)
	6%
	4%
	19%
	40%
	24%

	Q23. I would now like you to rate your satisfaction with various aspects of the products or services you received from the TCS mission in <INSERT MISSION FROM Q18>.


The following analysis identifies which of the specific TCS services evaluated have the greatest impact on overall satisfaction with the respondents’ experience with the assistance received from the mission.  This has been deduced by the use of correlation analysis which measures the degree to which there is an association between two variables.  Generally speaking the higher the correlation score, or “r” value, the stronger the relationship between the two variables.  Exhibit 7-1 maps the satisfaction levels and correlation scores for each of the main issues.  
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While overall satisfaction related to the clients’ experience with the assistance they received from the missions in Germany is relatively high, there are a couple of attributes that if addressed over the long term could increase the overall satisfaction even further.  Each of the attributes tested were significantly correlated to the overall satisfaction score.  As shown in Exhibit 7-1, most of the attributes fall within the satisfier quadrant.  These are attributes that are correlated highest to overall satisfaction and have the highest average satisfaction score.  There are four attributes that fall into the long term action area quadrant (staff’s knowledge about your company, ability to refer client to the most appropriate source of assistance if unable to respond to request, knowledge of the client’s industry sector, and information on the services and products available).  If satisfaction of these attributes can be increased over the long term, the TCS could see even higher overall satisfaction scores from clients as it relates to services received from its missions in Germany.

8. Opportunities and Positioning for Clients
Since January 2004, the embassy and consulates in Germany have assisted one quarter (25%) of those clients surveyed in identifying new business opportunities in the market.  The vast majority (89%) of those clients that received assistance in identifying new business opportunities in Germany actively pursued these opportunities.  Similarly, 27% of clients surveyed received assistance from the consulates or embassy to better position themselves to pursue a new business opportunity in the German market.  Again, a strong majority (77%) of these clients actively pursued these opportunities.
As shown in Exhibit 8-1 the activity clients were most likely to undertake while pursing an opportunity in Germany was to submit a quote, bid, proposal, or letter of interest to the foreign buyer/partner (79%). About two-thirds of clients pursued some other business arrangement or negotiation (64%), visited additional buyers/partners (62%), and submitted samples to a foreign buyer/partner (62%).
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9. Benefits and Outcomes Experienced due to TCS in Germany
When asked about several different potential benefits that they may have experienced as a result of services received from the TCS, the majority of clients indicated that there was no impact on their company (Table 9-1).  Of al the potential benefits evaluated, the one with the greatest impact was improved decision making ability regarding the market, where almost half (45%) of all respondents indicated that the TCS had a positive impact.  Very few clients (i.e. no more than 6%) felt the TCS had a negative impact on any of the potential benefits tested (these results were consistent among all clients regardless of revenues or interest in German market).
	Table 9-1: 
Potential Benefits
	Negative impact
	Positive impact
	No impact

	Improved your decision-making ability regarding this market
	3%
	45%
	48%

	Identified new market opportunities
	5%
	39%
	52%

	Helped to improve your company’s image and credibility with buyers
	4%
	37%
	54%

	Led to new contact(s) with a potential buyer or business partner
	4%
	33%
	57%

	Increased efficiency in your marketing activities (e.g., time or money saved)
	5%
	32%
	59%

	Provided access to new distribution channels in Germany
	5%
	28%
	61%

	Led to sales to a new client in Germany
	6%
	25%
	62%

	Increased export sales to Germany
	6%
	24%
	64%

	Led to first-time sales in Germany
	6%
	22%
	64%

	Led to sales of new products or services to Germany
	5%
	22%
	64%

	Avoidance of red-tape and bureaucratic barriers (e.g., improved market access)
	6%
	17%
	70%

	Q30. For each of these potential benefits, please tell me whether there was a positive impact, negative impact or no impact on your company. (N=147)


As can be seen in Exhibit 9-1, the most common business outcome achieved as a result of services received from the TCS is the continuation of negotiations, as mentioned by more than one-quarter (27%) of all respondents.  Sourcing or supply arrangements (12%) and establishing distributorships (11%) were mentioned by about one out of ten respondents.  All other types of business outcomes were very unlikely to have been achieved among the respondents to this survey.
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1: Business Outcomes Experienced


Just over half (54%) of all clients surveyed have not generated revenue in the German market since January 2004 (Exhibit 9-2).  This finding is more prevalent among companies with annual revenues of less than $1 million (63%).  However, it is worth noting that nearly one out of every five clients surveyed have generated more that $100,000 in revenues from the German market since January 2004.  Companies with annual revenues of $1 million or more (38%) have achieved greater revenues in the German market than those with annual revenues of less than $1 million (6%).
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2: Revenues Generated in Germany Since Jan. 2004


Almost one out of three (29%) companies that have generated revenues in the German market since January 2004 indicated it was not very likely that they would have had this success if not for the assistance of the TCS (Exhibit 9-3).  An additional 5% stated they would not have had success at all in the German market without the TCS services.  About one out of two (50%) companies stated they would have achieved the same financial results in Germany without assistance from the TCS.
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Respondents did not identify any single service that needed to be improved or changed in a significant way.  In fact, 59% of all respondent stated “nothing” when asked what, if any, services they would like to see added or changed to improve the delivery of the International Business Development Program in Germany. Some of services that were mentioned include:
· More/better direct contacts (8%)
· More/better information about services (6%)

· Help in distribution/export development (3%)

· More/better financing/funding grants (3%)

10. SUMMARY OF FINDINGS AND CONCLUSIONS
Outlined below are the main findings from this survey of Canadian companies who are active or interested in exporting to Germany.  
· A large majority Canadian companies who participated in this survey indicated that they are interested in Germany both as an entry point to the European Union (73%) and as a market in and of itself (63%). Interest in Germany as an entry point to markets outside of Europe is sizeable (42%); although not quite as important.
· The desire to export (97%) is the overwhelming reason Canadian companies are interested in the German market, with most (62%) identifying it as their primary interest in Germany.  A significant proportion of companies are also interested in participating in trade fairs, events and conferences in Germany (80%).
· A strong majority (65%) of companies stated that trade fairs, events and conferences are very important and even critical, especially for developing networks and making sales. An equal proportion (63%) felt that it was critical or very important that the TCS be represented at trade fairs, events and conferences. 
· There is a relatively high degree of awareness (72%) of Regional Offices among the companies that participated in the survey.  A majority (55%) of those that were aware of the Regional Offices utilised at least one service.  Advice on export financing was viewed as the most important service offered by the Regional Offices although use of this service was relatively low (13% among those who were aware of the Regional Offices). 
· The majority of clients have not had contact with the mission in Germany. The services from missions in Germany that were most likely to have been used by companies that participated in this survey was the Virtual Trade Commissioner (VTC) web site (52%) followed by information on local companies (47%), identification of key contacts (43%), and leads on business opportunities (39%).  The services considered most important were leads on business opportunities (88% very important or critical) and information on local companies (85% very important or critical). While still considered important, visit information (59%) and the VTC website (62%) were somewhat less important to these TCS clients.
· Identification of key contacts (41%), leads on business opportunities (31%) and face-to-face briefings (31%) were the services that companies stated had the highest impact in terms of their ability to achieve their business objectives in the German market.  On the other hand, about a quarter of these companies stated that the VTC web site (26%), the facilitation of business missions (26%), and information on local companies (24%) had no impact on their ability to achieve its business objectives in Germany.
· The majority of companies that participated in the survey indicated that they were satisfied (64%) with their overall experience with the assistance they received from the mission they dealt with in Germany.
· About one-quarter of the companies in this survey received assistance from the TCS with identifying new business operations (25%) and with helping the company to better position itself for business opportunities in the German market (27%).   In both cases a large majority of these companies actively pursued the opportunities presented to them by the TCS.  For these companies that pursued the opportunities, the most common activity was to submit a quote or a bid (79%), followed by pursuing a business arrangement or negotiation (64%), visiting additional buyers/partners (62%), and submitting samples to a foreign buyer/partner (62%).
· The TCS had the greatest positive impact with helping a company improve its decision making ability regarding the market (45%). A positive impact was identified by about one fifth to one third of companies for most of the other services received from the TCS.  In the majority of cases companies felt the TCS had no impact on their business dealings in Germany.  
· Continuation of negotiations (27%) was the most commonly cited outcome from the help provided by the TCS.
· Just under half (46%) of the companies that participated in the survey have generated revenues from Germany since January 2004.  About one-third (34%) believed they would not have achieved the same financial results in Germany without the assistance of the TCS.
The following conclusions can be drawn from the survey findings:  
· Germany is an important market for Canadian companies who participated in this survey as it serves as an entry point to the European Union, and is also an attractive market itself.

· Trade fairs, events and conferences are viewed as an important activity for Canadian companies that are active or interested in Germany, and it is their opinion that the TCS should be represented at them.

· Satisfaction with the services offered by the TCS is relatively high; however, the impact of the TCS’s services to a company in terms of both achieving its business objectives in Germany and seeing potential benefits is lagging.  To improve satisfaction over time the TCS should consider focusing on the following service areas: “staff’s knowledge about your company,” “ability to refer client to the most appropriate source of assistance if unable to respond to request,” “knowledge of the client’s industry sector,” and “information on the services and products available.” However, it is important to note that the quality of all other services must be, at a minimum, maintained. 
· While awareness of Regional Offices is relatively high, more needs to be done to encourage companies to use their services.  More value added services such as advice on export financing (as opposed to informational services such as market and industry information) may entice increased usage.
· The missions in Germany are not heavily used by Canadian companies and need to be more heavily promoted in terms of the services they offer in order to encourage Canadian companies to better utilise them.  

· The TCS demonstrably assists a fair share of Canadian companies succeed in Germany, who claimed they would not have achieved the same financial results without the assistance of the TCS.
APPENDIX A:

SURVEY QUESTIONNAIRE
Survey of Canadian Exporters and Potential Exporters to Germany 

	Evaluation of IBD Program in Germany

Survey of TCS Clients Who Have Used or are Interested in the Services offered by the Embassy in Berlin, the Consulates in Munich, Dusseldorf, and Hamburg, and the Honorary Consulate in Stuttgart.


Foreign Affairs and International Trade Canada is conducting an evaluation of its International Business Development (IBD) Program in Germany.  Part of this evaluation involves a survey of firms that have received, or are interested in receiving services from the missions in Germany. 

The survey will focus on the operations of the Commercial Section at the Embassy in Berlin, the Consulates in Munich, Düsseldorf, Hamburg, and Honorary Consul in Stuttgart. You should have received an email from an official from the Trade Commissioner Service regarding this survey. Foreign Affairs and International Trade Canada provided your name to us for the purpose of this survey.  

1. Have you dealt with a trade, investment or science and technology officer in Germany and/or the Western Europe division at headquarters in Canada?

Yes



1

No/don’t know


2 

ASK Q2 ONLY IF Q1 = 2 (NO/DON’T KNOW)

2. Can you refer us to someone else in your company who may be familiar with the support provided by the IBD Program in Germany?

Yes



1 ( REINTRODUCE SURVEY AND CONTINUE
No/don’t know


2 ( THANK AND TERMINATE
Your participation in this survey is very important to us.  The survey will take approximately 20 minutes to complete.  Please note that we are only asking about your interactions with the missions in Germany, and not experiences you have had with the Trade Commissioner Service at other missions around the world. 


Information related to the operations of your company in Germany will be gathered for statistical purposes only. Any information you provide will be administered in accordance with the Privacy Act of Canada regarding the protection of sensitive information.




3. Respondent verification:

<COMPANY NAME FROM SAMPLE DATABASE>: Verify Company’s Legal Name

<CONTACT NAME FROM SAMPLE DATABASE>: Verify Contact name

<CONTACT POSITION FROM SAMPLE DATABASE>: Verify Contact position

4. Is Germany of interest to your company as a market in itself, as part of the larger European Union market, or as an entry point for other markets outside of Europe? SELECT ALL THAT APPLY
Stand alone market






1

European Union market





2

Other markets outside of Europe




3

Don’t know







9

5. Which of the following activities describes your company's interests in Germany? (READ LIST. SELECT ALL THAT APPLY)

Exporter of Canadian goods or services



1

No current exports, but it is a target market



2 

Sourcing of inputs






3

Joint research and development




4

Joint ventures (or equity investment) 



5

Acquisitions






6

Attracting investment





7

Licensing agreements





8

Establishing a subsidiary





9

Establish German connections in global supply chains

10

Participation in trade fairs





11

Other (specify): ___________________





DO NOT READ


None of the above






99  ( SKIP TO Q7
ONLY ACTIVITIES SELECTED IN Q5 WILL APPEAR IN Q6.  SKIP Q6 IF ONLY ONE ACTIVITY SELECTED IN Q5.

6. Which of these represents your company’s primary interest in this market?

Exporter of Canadian goods or services



1

No current exports, but it is a target market



2 

Sourcing of inputs






3

Joint research and development




4

Joint ventures (or equity investment) 



5

Acquisitions






6

Attracting investment





7

Licensing agreements





8

Establishing a subsidiary





9

Establish German connections in global supply chains

10

Participation in trade fairs





11

Other







12




7. How important are trade fairs, events or conferences to your company as a means to achieve business objectives such as networking and making sales? READ LIST 

Not at all important






1

Not very important






2

Somewhat important





3

Very important






4

Critical







5

DO NOT READ

Don’t know







9

8. Has your company participated in any trade fairs, events or conferences in Germany since January 2004?

Yes







1

No 







2 ( SKIP TO Q11
9. What business objectives did your company achieve at the trade fair(s), event(s) or conference(s) you attended in Germany? DO NOT READ. SELECT ALL THAT APPLY

Developed your network





1

Made a sale






2

Found a supplier






3

Found an agent, distributor or wholesaler



4

Found a joint venture partner




5

Other (specify): ___________

None achieved






98

Don’t know







99

10. Was your company’s attendance at the trade fair, event or conference in Germany undertaken with the specific intent of pursuing business opportunities in markets outside of Germany such as other parts of Europe, Asia, Latin America, or Africa?

Yes







1

No








2

11. How important do you believe it is for the Trade Commissioner Service to be represented at trade fairs, events and conferences in Germany? READ LIST
Not at all important






1 ( SKIP TO Q13
Not very important






2 ( SKIP TO Q13
Somewhat important





3

Very important






4

Critical







5

DO NOT READ

Don’t know







9 ( SKIP TO Q13
12. Why is it important for the Trade Commissioner Service to be represented at trade fairs, events and conferences? DO NOT READ LIST.  RECORD ALL RESPONSES.
Promote Canada (Canada’s brand)




1

Other (specify):__________________

Don’t know







99

IF Q5=2 (NO EXPORTS) SKIP TO Q15

13. Prior to January 2004, was your organization exporting to the German market?

Yes







1

No








2 ( SKIP TO Q15
Don’t know/remember 





9 ( SKIP TO Q15
14. On average, what percentage of your company’s total export sales came from Germany prior to January 2004? 

________% 

Don’t know







99

15. Are you aware of the Regional Offices of Foreign Affairs and International Trade Canada, which are located in Industry Canada offices in every province and territory across Canada?

Yes







1

No








2 ( SKIP TO Q18
16. I am now going to read you a list of services offered by the Regional Offices of Foreign Affairs and International Trade Canada.  Please let me know if you have used these services in relation to your company’s business interests in Germany.  READ LIST. SELECT ALL THAT APPLY
One-on-one export help





1

Market and industry information




2

Advice on export financing





3

Trade fairs, missions and events




4

ONLY SERVICES SELECTED IN Q16 WILL BE ASKED IN Q17

17. Please tell me how important each of the following services you used from the Regional Offices of Foreign Affairs and International Trade Canada is with respect to your company’s business interests in the Germany.

	
	Not at all important
	Not very important
	Some-what important
	Very important
	Critical
	DO NOT READ

Don’t know

	One-on-one export help
	1
	2
	3
	4
	5
	9

	Market and industry information
	1
	2
	3
	4
	5
	9

	Advice on export financing
	1
	2
	3
	4
	5
	9

	Trade fairs, missions and events
	1
	2
	3
	4
	5
	9


18. From January 2004 to the present, approximately how many times have you contacted or have you been contacted by each of the following TCS missions? (READ LIST OF MISSIONS, RECORD FREQUENCY FOR EACH.)

	
	None (0)
	1-4 times
	5-10 times
	More than 10 times
	DO NOT READ

Don’t know

	Berlin
	1
	2
	3
	4
	9

	Munich
	1
	2
	3
	4
	9

	Dusseldorf
	1
	2
	3
	4
	9

	Hamburg
	1
	2
	3
	4
	9

	Stuttgart
	1
	2
	3
	4
	9


SET MINIMUM QUOTAS FOR Q18, N=30 (PROVIDED SUFFICIENT SAMPLE) FOR EACH MISSION.  IF ALL MISSIONS = 1 (NONE), GO TO Q24

19. I am going to read through a list of services and products provided by the Embassy and consulates.  Please let me know if you have used any of these services from the TCS mission in <INSERT MISSION FROM Q18> since January 2004.  (READ LIST. SELECT ALL THAT APPLY)

Market prospect assessments



1

Identification of key contacts



2
Information on local companies



3

Visit Information





4

Face-to-face briefings




5

Troubleshooting assistance




6

Referrals to other service providers



7

Leads on business opportunities



8

Facilitation of business missions



9  

Matchmaking 





10

Market reports and studies




11

Virtual Trade Commissioner Web site


12

20. Please describe any other any other service that you have used from the TCS mission in <INSERT MISSION FROM Q18> since January 2004?

_______________________ 

No other service used
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ONLY SERVICES SELECTED IN Q19 WILL BE ASKED IN Q21, IF NONE SELECTED IN Q19 SKIP TO Q23

21. I’d like you to now tell me how important each of the services you used from the TCS mission in <INSERT MISSION FROM Q18> is with respect to your company doing business in the German market.  Please rate each service using a 5-point scale where “1 means Not at all Important”, “2 means Not Very Important”, “3 means Somewhat Important” “4 means Very Important” and “5 means Critical.”  (READ SERVICE, THEN SCALE)

	
	Not at all important
	Not very important
	Some-what important
	Very important
	Critical
	DO NOT READ

Don’t know

	Market prospect assessments
	1
	2
	3
	4
	5
	9

	Identification of key contacts
	1
	2
	3
	4
	5
	9

	Information on local companies
	1
	2
	3
	4
	5
	9

	Visit Information
	1
	2
	3
	4
	5
	9

	Face-to-face briefings
	1
	2
	3
	4
	5
	9

	Troubleshooting assistance
	1
	2
	3
	4
	5
	9

	Referrals to other service providers
	1
	2
	3
	4
	5
	9

	Leads on business opportunities
	1
	2
	3
	4
	5
	9

	Facilitation of business missions  
	1
	2
	3
	4
	5
	9

	Matchmaking 
	1
	2
	3
	4
	5
	9

	Market reports and studies
	1
	2
	3
	4
	5
	9

	Virtual Trade Commissioner Website
	1
	2
	3
	4
	5
	9


ONLY SERVICES SELECTED IN Q19 WILL BE ASKED IN Q22, IF NONE SELECTED IN Q19 SKIP TO Q23

22. Would you say that the services you used from the TCS mission in <INSERT MISSION FROM Q18> had no impact, a moderate impact or high impact in terms of your company achieving its business objectives in German market? (READ SERVICE, THEN SCALE)

	
	No impact
	Moderate impact
	High impact
	DO NOT READ

Don’t know

	Market prospect assessments
	1
	2
	3
	9

	Identification of key contacts
	1
	2
	3
	9

	Information on local companies
	1
	2
	3
	9

	Visit Information
	1
	2
	3
	9

	Face-to-face briefings
	1
	2
	3
	9

	Troubleshooting assistance
	1
	2
	3
	9

	Referrals to other service providers
	1
	2
	3
	9

	Leads on business opportunities
	1
	2
	3
	9

	Facilitation of business missions
	1
	2
	3
	9

	Matchmaking 
	1
	2
	3
	9

	Market reports and studies
	1
	2
	3
	9

	Virtual Trade Commissioner Website
	1
	2
	3
	9


23. I would now like you to rate your satisfaction with various aspects of the products or services you received from the TCS mission in <INSERT MISSION FROM Q18>. Please rate your satisfaction using a 5-point scale where “1 means Very Dissatisfied”, “2 means Somewhat Dissatisfied”, “3 means Neither Satisfied nor Dissatisfied” “4 means Somewhat Satisfied” and “5 means Very Satisfied.” (READ ATTRIBUTE, THEN SCALE)

	ROTATE LIST
	Very dis-satisfied
	Some-what dis-satisfied
	Neither satisfied nor dis-satisfied
	Some-what satisfied
	Very satisfied
	DO NOT READ

Don’t know

	Information on the services and products available to your company
	1
	2
	3
	4
	5
	9

	Overall quality of assistance
	1
	2
	3
	4
	5
	9

	Timeliness of acknowledging your request
	1
	2
	3
	4
	5
	9

	Turnaround time to deliver the service
	1
	2
	3
	4
	5
	9

	Appropriateness of information provided
	1
	2
	3
	4
	5
	9

	Staff’s knowledge on the subject requested
	1
	2
	3
	4
	5
	9

	Staff’s knowledge about your company
	1
	2
	3
	4
	5
	9

	Accuracy of information provided
	1
	2
	3
	4
	5
	9

	Consistency of service provided in relation to your experience with the TCS in other markets
	1
	2
	3
	4
	5
	9

	Ability to refer us to the most appropriate source of assistance if unable to respond to request
	1
	2
	3
	4
	5
	9

	Knowledge of your industry sector
	1
	2
	3
	4
	5
	9

	Your overall experience with the assistance you received from the mission
	1
	2
	3
	4
	5
	9


24. Since January 2004, has the Embassy or consulate assisted your company in identifying new business opportunities in the German market?


Yes
  




1

No

 




2 ( SKIP TO Q26
Don’t know 




9 ( SKIP TO Q26
25. Did you actively pursue these opportunities?

Yes
  




1

No

 




2 

Don’t know 




9 

26. Since January 2004, has the Embassy or consulate assisted your company to better position itself to pursue a new business opportunity in the German market?

Yes
  




1

No

 




2 ( SKIP TO Q28
Don’t know 




9 ( SKIP TO Q28
27. Did you actively pursue these opportunities?

Yes
  




1

No

 




2

Don’t know 




9 

ASK Q28 ONLY IF Q25=1 (YES) OR Q27=1 (YES), ELSE SKIP TO Q30

28. Which of the following activities did your company take in pursuing the opportunity?
(READ LIST. SELECT ALL THAT APPLY)

Visit additional buyers/partners



1

Receive visits from additional foreign buyers/partners
2

Submit a quote, bid, proposal, or letter of interest 


to the foreign buyer/partner 



3

Request formal bid documents from a buyer

4

Submit samples to a foreign buyer/partner


5

Pursue some other business arrangement or negotiation
6

29. Did your company undertake any other activities while pursuing the opportunity?

_____________________________ 

No other activity
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30. I am now going to read you a list of potential benefits that your company may have experienced as a result of the services you received from the TCS in Germany.  For each of these potential benefits, please tell me whether there was a positive impact, negative impact or no impact on your company. (READ OUTCOME, THEN SCALE)

	ROTATE LIST
	Negative

impact
	Positive impact
	No impact
	DO NOT READ

Don’t know

	Identified new market opportunities
	1
	2
	3
	9

	Increased efficiency in your marketing activities (e.g., time or money saved)
	1
	2
	3
	9

	Avoidance of red-tape and bureaucratic barriers (e.g., improved market access)
	1
	2
	3
	9

	Helped to improve your company’s image and credibility with buyers
	1
	2
	3
	9

	Improved your decision-making ability regarding this market
	1
	2
	3
	9

	Led to new contact(s) with a potential buyer or business partner
	1
	2
	3
	9

	Provided access to new distribution channels in Germany
	1
	2
	3
	9

	Increased export sales to Germany
	1
	2
	3
	9

	Led to first-time sales in Germany
	1
	2
	3
	9

	Led to sales of new products or services to Germany
	1
	2
	3
	9

	Led to sales to a new client in Germany
	1
	2
	3
	9


31. Did your company positively benefit in any other way from the services you received from the TCS in Germany?

______________________________ 

No other benefits I can think of
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32. The following are a list of potential business outcomes that your company may or may not have experienced in the German market since January 2004 as a result of the services you received from the TCS.  Please let me know which of these business outcomes, if any, your company has experienced. (READ LIST. SELECT ALL THAT APPLY)

Licensing agreement(s)




1

Equity investment or joint venture



2

Distributorship





3

Acquisition/ buy-out




4

Franchise






5

Technology transfer or joint R&D



6

Continued negotiations




7

Sourcing or supply arrangement



8

33. What is the approximate value of the total revenues generated by your company in the German market since January 2004? (READ LIST. SELECT ONE ONLY)

No revenues ($0)





1 ( SKIP TO Q35
$25,000 or less





2

$25,001 to $100,000




3

$100,001 to $500,000




4


$500,001 to $5 million




5

Over $5 million





6

DO NOT READ

Don’t Know





9 ( SKIP TO Q35
34. Using a 5-point scale where “1 means Not at all Likely”, “2 means Not Very Likely”, “3 means Somewhat Likely” “4 means Very Likely” and “5 means Certain,” how likely would it have been that your company would have achieved the same financial results since January 2004 in this market without assistance from the TCS? 

	Not at all Likely
	Not very Likely
	Somewhat Likely
	Very Likely
	Certain
	DO NOT READ

Don’t know

	1
	2
	3
	4
	5
	9


35. Are there any other services you would like to see added or changed to improve the delivery of the International Business Development Program in Germany?

________________________________ 

No other services
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36. For statistical purposes only, please identify in which of the following categories your company’s annual revenues (in CDN $) fall for the most recently completed fiscal year. (READ LIST. SELECT ONE ONLY)

Less than $100,000




1

$100,000 to less than $1 million



2

$1 million to less than $2 million



3

$2million to less than $5 million



4

$5 million to less than $10 million



5


$10 million to less than $25 million



6

Over $25 million





7

DO NOT READ

Don’t know






9

37. Which sector does your company operate in? (READ LIST. SELECT ONE ONLY)

Agriculture 





1

Aerospace/Defence





2

Energy






3

Environment





4

Information and Communications Technologies

5


Life Science





6

Transportation





7

Other






8
38. In which province are you located?



Alberta






1
British Columbia





2
Manitoba






3
Newfoundland





4
New Brunswick





5
Northwest Territories




6
Nova Scotia





7
Nunavut






8
Ontario






9
Prince Edward Island




10
Quebec






11
Saskatchewan





12
Yukon






13
Thank you very much for your participation!

APPENDIX B:

PRE-COMMUNICATION MESSAGE
English Version ***La version Française suit***

The Canadian Trade Commissioner Service (TCS) is assessing the services it offers to Canadian companies exporting and interested in exporting to Germany.  As part of this assessment, we are conducting a telephone survey with our clients to obtain their input on how well TCS in Germany responds to their needs and facilitates various aspects of their transactions. 

To this end, you may receive a telephone call from the market research firm TNS Canadian Facts, acting on behalf of International Trade Canada. That first call will seek only to arrange a convenient time for a telephone interview with you.  You will then be asked to share your opinions in a short survey on your experiences with the TCS.

I would very much appreciate your accepting my invitation to participate in this survey. Thank you for taking the time to help us improve our service to you.

Ken Sunquist

Chief Trade Commissioner

If you do not wish to participate in this survey, please send us an email at SURVEY-SONDAGE@international.gc.ca and we will remove you from this survey list.
------------------------------------------------------------------------------------------------------------

Version française *** The English Version precedes***

Le Service des délégués commerciaux (SDC) du Canada procède à l’évaluation des services qu’il offre aux entreprises canadiennes exportant ou intéressées à exporter en Allemagne. Un sondage téléphonique auprès des clients sera effectué dans le cadre de cette évaluation afin d’obtenir leurs commentaires sur la façon dont le SDC en Allemagne répond à leurs besoins et à quel point il facilite les différents aspects des transactions. 

À cette fin, vous recevrez peut-être un appel téléphonique de la société d’études de marché TNS Canadian Facts, qui agira au nom de Commerce international Canada. Le premier appel aura pour unique but de fixer un moment convenable pour un entretien téléphonique avec vous. Ce dernier consistera en un bref sondage, au cours duquel on vous demandera votre avis sur vos expériences avec le SDC.

Je vous serais très reconnaissant de bien vouloir accepter mon invitation à participer à ce sondage. Merci de prendre le temps de nous aider à améliorer les services que nous vous offrons.

Ken Sunquist

Délégué commercial en chef

Si vous ne souhaitez pas participer au sondage, veuillez envoyer un courriel à SURVEY-SONDAGE@international.gc.ca et nous rayerons votre nom de la liste du sondage.
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