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Background

Client needs are changing in a new global trade environment.  In this new environment, Senior Management of the Department is undertaking a review of the TCS core services and client definition in order to ensure that they remain responsive to client needs; are appropriate for this new global commerce environment; and, are reflective of the Global Commerce Strategy and principles of Integrative Trade. Phase I of this Review
 was undertaken in March 2007 and included extensive internal consultations with Trade Commissioners at HQ, in Regional Offices and at Post. An Advisory Group was established which examined the results and recommended changes to the client definition, a modified core service offering, as well as an unprecedented two-tier approach to service delivery. 

Phase II of the Review, and the subject of the present research, involved conducting qualitative research among TCS clients in order to gauge their level of acceptance to the proposed changes prior to finalization and roll-out.  

Approach and methodology

In order to gain an in-depth understanding of the reactions of different types of clients, we conducted ten (10) focus groups and two in-depth interviews with business clients,
 and one focus group with partners, as per the table below:

	City
	Date
	Number of groups
	Number of participants

	Toronto
	September 26
	2
	13

	Montreal
	September 27
	3
	16

	Halifax
	November 1
	1, plus interview
	4

	Vancouver
	November 13
	2
	9

	Calgary
	November 14/

December 6
	2
	12

	Ottawa 

(partners)
	November 29
	1, plus interviews

	5

	Total
	
	10
	59
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Key findings and conclusions

This research has allowed us to draw the following conclusions regarding clients’ needs and the perception of the TCS, and the proposed TCS client definition and service offering:

On Challenges, Service Needs and the Perception of the TCS

· The two predominant challenges now faced by participants are the strong Canadian dollar, and understanding and conforming to increasingly complex legislation and regulations, not only in the United States, but in all major markets world-wide.

· In that context, participants expressed their need primarily for the TCS to provide local market knowledge and intelligence, and qualified contacts and introductions.  Participants stressed that the Internet has in no way substituted for the TCS.  In fact, the value of the TCS lies in providing local insight and an assessment of (and access to) local contacts that can only be provided with a local presence.  

· Participants generally have a very favourable view of the TCS; however they also characterize their dealings with the TCS as inconsistent.   They indicate that their expectations have been surpassed by the diligence and proactive nature of some individuals, while disappointed that others appear “mandate driven” and inflexible.

On Client Definition


· Broadly speaking, focus group participants support the proposal for client definition, as long as it avoids any wording or instruction which may be used to exclude companies based solely upon their sales or number of employees, i.e. company size.  Some participants didn’t like the use of qualifiers such as “meaningful” or “significant” used in the proposed definition, as these were interpreted to represent potential filters based on size.  

· Participants also broadly support the notion of client definition based on internationalization readiness and potential, and recognize that the onus should be on the company to demonstrate its commitment to and capacity for internationalization.   

On the Proposed Core Services

· Participants are in strong agreement with the core services as proposed, with the similar caveat that there be no explicit or implicit exclusion of businesses based on size.  

· While the proposed core services directly address the clients’ needs of the TCS for assistance in doing business abroad, there is a degree of scepticism among some participants as to the ability of the TCS to deliver these services on a consistent basis (even with available resources).

· The proposed service offering applies equally to exporters and S&T/Innovation participants, who also provide it with strong endorsement.  Only the nature of the contacts change.

On the Proposed Value-Added Services


The Reaction:  a complete endorsement.  With isolated exceptions, participants across the country strongly endorsed both the notion of providing value-added services, and, the four specific services proposed.

On Communications and Implementation

The words “global” and “connected” strongly resonate to communicate the value-added and positioning of the TCS.  Taglines tested were liked or not largely based on this.

Partners’ views

The partners who participated in a similar focus group tended to echo many of the same sentiments as the clients as previously discussed. Participants are largely in agreement with the expansion of the definition to include organizations involved in the various disciplines of Integrative Trade, such as S&T/innovation and Canadian Direct Investment Abroad.  They also agree with ending the long-standing confusion over Investment ‘clients’ by referring to them as simply what they are:  “foreign investors”.  

Although participants agree in principle with the concept of differentiated, or value-added, services, the discussion turned to one of the risks of implementation.  In terms of specific services being considered, they generally feel that providing strategic sourcing is too ambitious, even in a well-resourced post.  They also fear there is a danger of large-scale diversion of resources to meet these demands, even on a case-by-case basis. Finally, participants feel that providing strategic advice is also not the role of the TCS as a government organization.
Major Recommendations

Adopt the proposed client definition and proceed to implementation of the proposed core and value-added services model. However, strategic sourcing, should be re-evaluated and applied only very selectively in certain key markets and sectors.  Care should be taken that the final wording avoids use of any qualifiers which may be interpreted as a distinction based upon size, and not potential for success.

In the main body of the report (pages 25-27) we provide a series of detailed recommendations regarding the implementation of the proposed core and value-added services. 

With the adoption and implementation of the revised service offering, we also believe the TCS has a unique opportunity to embark on an awareness and brand-building campaign targeting Canadian organizations with the interest and potential to do business abroad to promote the new core services.   However, provision of value-added services should remain on a case-by-case basis and should not be the subject of advertising.  We provide more detailed recommendations on messaging in the main body of the report (page 27). 

Conclusion

As this research has shown, the Trade Commissioner Service continues to provide its business and partners with highly valued services, and contributes significantly to client results, thereby achieving results for Canada.  This research has demonstrated that client who participated in focus groups conducted across the country fully support the proposed direction, client definition and service offering.  Canadian businesses working abroad have said they need the TCS to achieve results by focusing on those with the most potential. 

Our team began working with you on the issues of client definition and service delivery more than ten years ago, and we are thrilled to see that the TCS services will remain “ever green”.  We look forward to continuing our work with you to continuously improve the TCS.  

THE ANTIMA GROUP

Norman Baillie-David, CMRP

Managing Partner

Historique

Dans un nouveau contexte de commerce mondial, les besoins des clients changent. C’est d’ailleurs dans ce nouveau contexte que la haute direction du Ministère a entrepris une analyse des services de base et de la définition de « client » du Service des délégués commerciaux (SDC) afin de s’assurer qu’ils continuent de répondre aux besoins des clients, qu’ils sont toujours appropriés dans ce nouveau contexte de commerce mondial et qu’ils reflètent la Stratégie commerciale mondiale et les principes du commerce intégratif. La première étape de cette analyse
 a été amorcée en mars 2007 et comprenait la conduite de consultations internes exhaustives auprès des délégués commerciaux de l’administration centrale, des bureaux régionaux et des missions.  Un groupe consultatif a été mis en place afin d’examiner les résultats et de recommander des modifications à la définition de « client », une offre renouvelée de services de base ainsi qu’une approche à deux volets sans précédent en matière de prestation de services.

La deuxième étape de l’analyse, qui constitue l’objet de la présente recherche, comprenait une analyse qualitative menée auprès de clients du SDC afin d’évaluer leur degré d’acceptation quant aux modifications proposées avant de les finaliser et de les mettre en place.

Approche et méthodologie

Afin d’obtenir une connaissance approfondie des réactions provenant des différents types de clients, nous avons mené dix groupes de discussion, deux entrevues en profondeur avec des clients commerciaux
 et un groupe de discussion avec des partenaires, comme le montre le tableau qui suit :

	Ville
	Date
	Nombre de groupes
	Nombre de participants

	Toronto
	26 septembre
	2
	13

	Montréal
	27 septembre
	3
	16

	Halifax
	1er novembre
	1, plus une entrevue
	4

	Vancouver
	13 novembre
	2
	9

	Calgary
	14 novembre/

6 décembre
	2
	12

	Ottawa 

(partenaires)
	29 novembre
	1, plus des entrevues

	5

	Total
	
	10
	59
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Principaux résultats et conclusions

La présente recherche nous a permis de tirer les conclusions suivantes en ce qui a trait aux besoins des clients et à la perception du SDC, de même qu’à la définition de « client » et à l’offre de services proposées par le SDC :

Au sujet des défis, des besoins en matière de services et de la perception du SDC

· Les deux principaux défis auxquels font face les participants sont les suivants : un dollar canadien fort ainsi que la compréhension et le respect des lois et des règlements qui s’avèrent de plus en plus complexes, et ce, non seulement aux États-Unis mais dans tous les grands marchés à l’échelle mondiale. 

· Dans ce contexte, les participants ont indiqué qu’ils avaient principalement besoin que que le SDC leur fournisse des informations commerciales et le poul du marché local et d’être présentés à des personnes-ressources et à des relations d’affaires. Les participants ont souligné qu’Internet n’avait d’aucune façon remplacé le SDC. En fait, la valeur du SDC réside dans la communication de renseignements locaux et dans l’évaluation des personnes-ressources locales – et l’accès à celles-ci – qu’on ne peut obtenir qu’avec une présence locale.  

· En général, les participants perçoivent le SDC de façon très favorable; cependant, ils qualifient aussi leurs relations avec le SDC d’inégales. Ils précisent que leurs attentes ont été dépassées tant certaines personnes se sont avérées rapides et proactives, mais aussi déçues par l’attitude « axée sur le mandat » et rigide d’autres personnes. 

Au sujet de la définition de « client »

· Dans l’ensemble, les participants aux groupes de discussion appuient la proposition de définition de « client », du moment qu’elle évite les libellés ou les directives qui pourraient servir à exclure certaines entreprises en se fondant uniquement sur leurs ventes ou le nombre d’employés, c’est-à-dire sur la taille de l’entreprise. Certains participants n’ont pas aimé l’utilisation des qualificatifs qui figurent dans la définition proposée comme « substantiel » ou « considérable »; ils les voyaient comme des moyens possibles de filtrer les clients en fonction de la taille de l’entreprise.  

· Les participants appuient généralement aussi la notion de définition de « client » en fonction de l’état de préparation à l’internationalisation et du potentiel d’internationalisation et reconnaissent que le fardeau devrait revenir à l’entreprise pour ce qui est de démontrer son engagement et sa capacité à s’internationaliser. 

Au sujet de la proposition des services de base

· Les participants sont fortement d’accord avec la proposition des services de base, tout en émettant une opposition semblable au fait qu’il y ait une exclusion explicite ou implicite des entreprises en fonction de leur taille. 
· Bien que les services de base proposés portent directement sur les besoins des clients du SDC en ce qui a trait à l’assistance dont ils ont besoin pour mener des affaires à l’étranger, il se dégage un certain scepticisme parmi quelques participants quant à la capacité du SDC de fournir ces services de façon uniforme (même avec les ressources disponibles).

· L’offre proposée de services s’applique également aux exportateurs et aux participants oeuvrant dans le domaine de l’innovation, des sciences et de la technologie, qui eux aussi, offrent un appui solide. Seule la nature des relations change.
Au sujet de la proposition des services à haute valeur ajoutée 

Réaction : un appui total ! À quelques exceptions près, les participants dans l’ensemble du pays ont fortement appuyé à la fois la notion de prestation de services à haute valeur ajoutée et les quatre services particuliers proposés.

Au sujet des communications et de la mise en œuvre
Les mots « mondial » et « connecté » ont produit un effet très marqué pour communiquer la valeur ajoutée et le positionnement du SDC. Les participants ont aimé les expressions testées ou ne les ont pas aimées en grande partie en fonction de l’utilisation (ou non) de ces mots. 

L’opinion des partenaires

Les partenaires qui ont participé à un groupe de discussion semblable se sont montrés enclins à exprimer les mêmes sentiments que ceux des clients dont nous discutions précédemment.  Les participants sont en grande partie d’accord avec l’élargissement de la définition qui engloberait les organisations touchant aux diverses disciplines du commerce intégratif, telles que l’innovation, les sciences et la technologie ainsi que l’investissement direct canadien à l’étranger. Ils sont également d’accord pour mettre fin à la confusion qui règne depuis longtemps au sujet des « clients » d’investissement en les appelant tout simplement par ce qu’ils sont : des « investisseurs étrangers ».
Bien que les participants acceptent en principe le concept des services différenciés ou à valeur ajoutée, la discussion a vite porté sur l’un des risques liés à leur mise en œuvre. Pour ce qui est des services particuliers à l’étude, les participants estiment en général que la prestation de sources d’approvisionnement stratégiques est trop ambitieuse, même dans une mission dotée de ressources appropriées. Ils craignent également qu’il y ait un risque de détournement à grande échelle des ressources pour répondre à ces demandes, même en procédant au cas par cas. Enfin, ils croient que la prestation de conseils stratégiques ne fait pas non plus partie du rôle du SDC à titre d’organisme gouvernemental.

Principales recommandations

Adopter la proposition de définition de « client » et aller de l’avant avec la mise en œuvre du modèle proposé de services de base et à haute valeur ajoutée. Toutefois, le volet « sources d’approvisionnement stratégiques » devrait être réévalué et ne s’appliquer que de façon très sélective dans certains marchés et secteurs clés. Il faudra porter une attention particulière au libellé final afin d’éviter l’inclusion de qualificatifs qui pourraient être interprétés comme une façon de distinguer l’entreprise en fonction de sa taille plutôt que de son potentiel de réussite.
Dans la partie principale du rapport (pages 25 à 27), nous formulons une série de recommandations détaillées au sujet de la mise en œuvre des services de base et à valeur ajoutée proposés.

Grâce à l’adoption et à la mise en œuvre de l’offre révisée des services, nous croyons également que le SDC détient une occasion unique de se lancer dans une campagne de sensibilisation et de valorisation de marque qui ciblerait les organisations canadiennes intéressées à faire des affaires à l’étranger – et en mesure d’y parvenir – afin de promouvoir les nouveaux services de base. Cependant, la prestation de services à valeur ajoutée devrait continuer de se faire au cas par cas et ne devrait pas faire l’objet de la publicité. Nous émettons des recommandations plus détaillées sur le message dans la partie principale du rapport (page 27). 

Conclusion

Comme le démontre la présente recherche, le Service des délégués commerciaux offre encore à ses entreprises et à ses partenaires des services de grande valeur et contribue, dans une large mesure, aux résultats de ses clients, générant par le fait même des résultats pour le Canada. La présente recherche indique que les clients qui ont participé aux groupes de discussion menés à l’échelle du pays appuient totalement l’orientation proposée, la définition de « client » et l’offre de services. Les entreprises canadiennes qui œuvrent à l’étranger ont indiqué qu’il était nécessaire que le SDC parvienne à des résultats en se concentrant sur celles qui présentaient le plus grand potentiel.

Notre équipe a commencé à travailler avec vous sur les enjeux liés à la définition de « client » et à la prestation de services il y a plus de dix ans, et nous sommes très heureux de voir que les services du SDC demeureront toujours pertinents. Nous nous réjouissons de pouvoir continuer à travailler avec vous dans le but d’améliorer toujours davantage le SDC.

LE GROUPE ANTIMA

Norman Baillie-David, PARM

Associé principal

1. Background and methodology
Background and context

The Trade Commissioner Service (Department of Foreign Affairs and International Trade) currently publicizes the offering of six core services abroad and four core services in Canada  to Canadian business clients who meet a pre-determined set of criteria (e.g. Canadian presence, 50% Canadian content, and demonstration of export readiness)
.   These services were developed in the vastly different era of the late 1990s.  The TCS was literally being bombarded with requests for assistance as Canadians (companies, students, other government departments and agencies), many of whom didn’t either have the capacity or the interest in doing business abroad, used the new Internet technology which allowed instantaneous communication on a global basis to send service requests directly to missions abroad. However, in 2007, the landscape is vastly different.  The New Approach@Work and the TCS Six Core Services introduced a rigour into TCS processes, and generally speaking, there is no longer a deluge of requests as organizations have, to some degree, learned what to expect or not to expect.  

Client needs are also changing in a new global trade environment.  Following the separation and re-merger of the Department, the TCS now has a domestic network of regional offices in Canada.  The new Department has adopted an expanded mandate which now includes an integrated approach to international commerce (trade, S&T, investment, market access, CDIA and strategic partnerships) referred to as “Integrative Trade”.

In this environment, Senior Management of the Department is undertaking a review of the TCS core services and client definition in order to ensure that they remain responsive to client needs, are appropriate for this new global commerce environment, and are reflective of the Global Commerce Strategy and the principles of Integrative Trade.  This review aims to develop  modernized, high value services for all clients, validation of the client definition, and clarity for trade commissioners, clients and stakeholders. 

Phase I of this Review was undertaken in March 2007 and included extensive internal consultations with Trade Commissioners at HQ, in Regional Offices and at Post. External consultations with key partners and clients were also conducted, as well a benchmarking exercise comparing the Canadian TCS with Trade Promotion Organizations from nine other countries.  An Advisory Group was established which examined the results and recommended changes to the client definition, a modified core service offering, as well as an unprecedented two-tier approach to service delivery. The results of Phase I are presented under separate cover.

Phase II of the Review involves conducting research among TCS clients in order to gauge their level of acceptance to the proposed changes prior to finalization and roll-out (which will be Phase III).

The research objectives

The purpose of Phase II of this review (and this study) is to test the proposed changes with TCS clients.  Specifically, the objectives of this research will be to answer the following questions:
· What challenges does the integrated approach to international commerce pose for clients and trade commissioners?

· Do the newly defined core services meet the needs of TCS clients?

· Is the proposed TCS definition of clients valid?

· To what extent do newly defined TCS services need to match the evolving needs of clients?

· What terms/vocabulary would TCS clients use to best describe the newly defined services?

Approach and Methodology
In order to gain an in-depth understanding of the reactions of different types of clients, a qualitative research methodology has been deemed the most appropriate.  Specifically, we conducted ten (10) focus groups and two in-depth interviews with business clients,
 and one focus group with partners, as per the table below:
	City
	Date
	Number of groups
	Number of participants

	Toronto
	September 26
	2
	13

	Montreal
	September 27
	3
	16

	Halifax
	November 1
	1, plus interview
	4

	Vancouver
	November 13
	2
	9

	Calgary
	November 14/

December 6
	2
	12

	Ottawa 
(partners)
	November 29
	1, plus interviews

	5

	Total
	
	10
	59


Recruiting and Participant Profile
The proposed client definition and service offering has been developed with different types of business organizations in mind, and therefore the research objectives required that we conduct focus groups which include representation from among four distinct types of clients:

· companies new-to-international markets;
· clients who have demonstrated they can succeed in international markets, i.e. “high commitment” clients;
· innovation/ S&T clients; and,
· partners active in international commerce in Ottawa.
The TCS requested their regional offices in each of the aforementioned cities to identify prospective participants, which included a mixture of these types of clients.  In accordance with Marketing Research and Intelligence Association (MRIA)
 guidelines and the Personal Information Protection and Electronic Documents Act (PIPEDA), these prospective participants were then contacted by the Department to obtain consent to release their names to The Antima Group for purposes of recruiting.  Prospective participants were then invited to attend the groups in each city by The Antima Group and our qualitative research partners, Research House Inc, using a recruiting screener which ensured participants represented our target audience of interest and that they conformed to MRIA guidelines on participation in qualitative research.   All participants indicating they would attend were reconfirmed twenty-four hours prior to the conduct of the group.   The recruiting screeners, in French and English, are presented as Appendix A.  In addition, some participants were recruited directly by the client for the cities where recruitment was proving to be more challenging.
These focus groups represent the contribution of 57 TCS business clients and partners across the country, with a good mix of the different regional representation, client types, and international markets of interest, which is more than sufficient to gain an in-depth qualitative response to the study objectives and to formulate hypotheses for subsequent research if desired.

All focus groups were conducted at specialized facilities that allowed for client observation of the sessions, as well as video and audio taping.  In addition, consistent with standard industry practice, all participants who attended were provided with a cash honorarium of $100 or $150
.  Each session lasted approximately two hours with all groups being conducted in English, except for those in Montreal which were conducted in French.  A moderator’s guide, which was developed with client input and approval, was used in all sessions to direct the flow of discussions.  The moderator’s guide is attached as Appendix B.
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2. Challenges, service needs and the perception of the tcs
The focus group discussion opened with an introduction of participants, and specifically, having participants describe the nature of their businesses and their international business activity.  This provided substantial contextual information in order to understand their perspectives with regard to points of view in light of the upcoming discussion.  In order to set the scene as a warm-up discussion, we had participants discuss the key challenges they face when doing business abroad.
Challenges of doing business abroad

When asked about the key challenges they face when doing business abroad participants in all of focus groups immediately responded with the two in particular:

· the rising Canadian dollar; and, 

· the increasing difficulty of understanding and conforming to foreign legislation and regulations.

Other challenges mentioned on a less consistent basis included:

· setting up distribution and finding partners

· protecting intellectual property

· lack of access to venture capital financing

· corruption

We provide more details on each of these challenges below.

The Canadian Dollar

Although the rising Canadian dollar, expectedly, has the most impact on participants who do business in the United States, those participants dealing in other markets around the world also indicated that both the rising level of the dollar, and the difficulties in managing through currency fluctuations, now represent the biggest single challenge which they face in doing business internationally.

Participants clearly indicated that in some cases, it changes their strategy and approach, specifically with regards to the U.S., as is indicated in the quote opposite.  In any event, it represents a clear demonstration of how participants are seeking alternative means to penetrating and competing in foreign markets.
Participants also stressed that although the problem is particularly acute in the U.S., the high dollar is having an impact on other markets as well, including Mexico (where the Peso has descended almost in lock-step with the U.S. dollar), and Europe, where the dollar has risen significantly against both the Euro and Pound Sterling.

Regulations and Legislation

Many participants indicated that understanding, keeping track of, and conforming to legislation and regulations is becoming increasingly difficult.  This tends to be most acute in sectors such as agri-food and pharmaceuticals (where the US Food and Drug Administration is involved), but many participants from a wide variety of sectors indicated that this is becoming an increasing challenge.  Although the United States was the target of many of the complaints, many participants indicated that it is also becoming more difficult in Europe and Asia as well. 
The challenge lies at two levels.  First of all, participants find it challenging just finding and keeping track of the regulations in the first place, as they say that these regulations are increasingly a moving target.  Secondly, conforming to the regulations in terms of adapting product standards, labelling, and expediting shipments, is also becoming increasingly challenging and time consuming.  Small business participants in particular most often learn in a “trial by fire” experience, by having goods stopped at the border several times.  Participants state that this is a very time consuming and costly burden, especially in the case of small business.  In addition, in other research conducted by The Antima Group on behalf of Export Development Canada
, there were many anecdotes of companies giving up altogether and ceasing their attempt to export to the United States.
Anticipating the discussion of the rest of the groups, many participants advanced that this is an area where they would like the assistance of the TCS:  in being able to demystify and keep track of regulatory requirements for their particular product, and provide advice as to how to expedite shipments.
Finding the Right People

Many participants indicated that “finding the right people” in foreign markets also represents a significant challenge; and often success or failure in this regard could mean success or failure of their sales in that market.  In this context “finding the right people” refers to finding appropriate representatives, agents or distributors in the market.  For some participants, it also means finding people with the right knowledge and skill set to understand complex products and be able to re-assemble them on-site.

It is in this context that some participants referred to the TCS and their value being the ability to qualify contacts and the “face-to-face” which is what they need, but can’t do themselves (see next section).

Protecting Intellectual Property

For those companies involved in innovation and new technology sectors in particular, intellectual property (IP) is a key concern, and the ability (or lack there of) to gain adequate safeguards for their IP, particularly in Asia and Latin America, represents a challenge and a significant stumbling block to undertaking joint initiatives and doing more business in these regions.
Lack of Access to Venture Capital

Several participants involved both in innovation/commercialization of new products, as well as technology start-ups; and even participants from the cultural industries (e.g. film production, festivals and theatre) indicated that finding equity financing partners in general, and venture capital financing in particular is becoming increasingly difficult.  They indicated that local markets (in this case, Vancouver) have completely “dried-up”, and locating partners in the U.S. and getting their attention is also extremely challenging.
Corruption
Participants who do business in Latin America, Africa, and the Middle East, lamented that dealing with corruption is also challenging when doing business in these regions.  They acknowledge that it seems necessary to succeed, yet claim to not know how to handle situations appropriately.  In addition, while these participants are aware of Canadian laws which prohibit companies from using bribery or other such practices, they expect and value the ability of the TCS to provide them with “advice on doing business in the market”, while recognizing that the TCS can in no way recommend or condone such practices: 
“How do you find, and keep, the agent that will help you, but not in a way that puts you in the line of corruption” – Toronto

Needs for assistance when doing business internationally 
(service needs)

Building upon the discussion around the challenges faced by participants when doing business internationally, the discussion turned to how the (Federal) government can and should best provide assistance.  The overwhelming response among participants across the country was straightforward and emphatic:  

· local market intelligence; and, 

· qualified contacts and introductions
Participants indicated that with the Internet they can (and do) conduct most of the market research required themselves.  It was very interesting that participants did not indicate that they needed market research, market reports, or statistics; but rather, the services required are all those things that companies cannot do while they’re in Canada.  Participants indicated that the nature of intelligence has shifted dramatically since the advent of the Internet.
As is illustrated in the quotes opposite, participants are looking for the Government (i.e. the TCS) to provide the identification and qualification of contacts in the local market, as well as the knowledge that comes from being physically present, such as advice on subtle business customs and dealing with local culture.  In addition, many participants indicated that they can identify “boiler plate” lists of agents or distributors in a particular market themselves.  Their need is to a) provide advice as to which ones to do business with, and more importantly b) facilitate access to these contacts by virtue of the “Canada brand” and the credibility of the Canadian Government.   Of course, participants are fully understanding of the fact that the onus is on them to provide ample evidence of their capacity and interest (we expand on this notion in Section 3).

Other important needs include information or “vetting” of local companies (not credit checks, but rather bona fides, business ethics, and reputation in the marketplace), and opportunities and leads.  
Particular Needs of Small Business Participants

Several small business participants across the country indicated that one of their needs is access to a small visitor office space in missions abroad.  This request was mentioned on several occasions.

In addition, several participants indicated that they require availability, i.e. the time of someone at post to provide them with counsel and advice. There is particular sensitivity among many of the small business participants that they do not receive the same degree of service solely due to their small size (and not their potential, which they have long since proven by being active in their respective international markets).
Perceptions of the TCS

Overall, the perception of the TCS among participants can be described as “big hit, or miss”.   Some participants took great pains to indicate that the TCS has far surpassed their expectations, providing excellent, responsive, service, high value knowledge of the local market, and contacts and access far beyond their expectations.  Some participants indicated that the TCS provided introductions and matchmaking, but this tended to be exceptional.  
Participants also provided detailed anecdotes, with specific names, of positive and valuable experiences they had with the TCS.  They shared anecdotes and exchanged information as to the high quality people whom they dealt with in several posts.
However, participants in the same groups used words such as “hit or miss”, “inconsistent”, and “depends on who you get”.  Qualitatively speaking, the good anecdotes tended to outweigh those which referred to the less than satisfactory ones.   The key differences between a “hit” and a “miss” tended to be rather consistent.  Experiences which surpassed expectations were those in which the TCS (post and/or regional office) was proactive and approached the participant, those where the TCS provided introductions or matchmaking, and “quality face-time”, i.e. where an officer spent time with the participant providing their knowledge and counsel on how to do business, which is considered highly valuable.  Those encounters which resulted in less satisfaction were characterized by a complete lack of response (e-mails sent without any response), long delays (2-3 weeks prior to a response), and/or receipt of boiler plate information which is readily available over the Internet.

Finally, participants’ view of the “most important” attributes which they look for from an organization helping them to business abroad included (list not exhaustive):
· Market knowledge
· Knowledge of the local business and cultural environment
· Contacts

· Experience
· Availability
· Rapid response, prompt
· Innovative
· ‘Flexible’ (which they meant not using, in their view, obsolete notions on what constitutes a successful company internationally, i.e. physical product (as opposed to IP, domestic market sales before export, Canadian content rules, etc.) 
3. the proposed client definitioN

The notion of client differentiation 

Prior to gauging the reaction to the proposed client definition directly, the moderator explored participants’ views of the concept of differentiation of Canadian organizations, i.e. should the Federal Government differentiate between companies based on some criteria, or does it have an obligation to treat every tax paying organization the same.  

The overwhelming response is that if the objective of the Government, through the TCS, is to increase Canadian international business abroad, then it must focus its efforts on those organizations which have the greatest potential to succeed.

In the discussions, there was visible discomfort among some participants with this notion as well; however, the discomfort emanated from one or both of two sources:  first, many small businesses immediately fear that they will be considered ineligible for service solely based upon their small size.    This preoccupation was a consistent underlying theme throughout much of these discussions, and was visible in all of the different groups to some degree.

Second, some participants do not feel it is the role of the TCS (as the Government) to determine which companies have potential and which do not.   However, in every case, the dynamic of this discussion shifted to trusting in the trade commissioner’s knowledge of the local market to make a reasonable determination of a company’s potential for success in that market.

When asked which criteria should be used to differentiate between those which receive service from the TCS versus those which are referred to another government department or agency for service
, the predominant view is that some assessment of export and/or market readiness is appropriate.  In addition, some participants indicated that the notion of priority sector could be used; however, there was no agreement among participants on this issue, with an approximately equally strong counterview that there are company’s in sectors not given priority (e.g. garments) which have unique competitive advantages and can succeed very well in foreign markets (e.g. designer fashion).
Reaction to the proposed client definition

In order to gauge participants’ reaction to the proposed client definition, the moderator handed out the definition in the form of a handout sheet, as shown below.  Participants were then asked to read the proposal and indicate their level of agreement with it, in its entirety (i.e. not for each individual bullet point) using a scale of 1 to 5, where 1 indicates “do not agree at all” and 5 indicates “completely agree”.
  In particular, there is considerable support for placing the onus on companies to demonstrate their ability to succeed overseas.  Most participants indicated that the presentation of a written business plan (“it’s what any bank would ask for”) would satisfy this requirement.


However there were two key and oft repeated concerns which were raised with regard to the definition:
· first, participants are suspicious of any wording which may be used by the TCS to exclude or refer companies based solely on (small) size.  Participants noted the word “significantly”  in the phrase “contributes significantly to Canada’s economic growth”, and “meaningful” economic ties;
· second, the predominant view is that the TCS should provide services only to Canadian companies, i.e. whose head office is in Canada and who provide Canadian jobs.  A legal presence in Canada was not sufficient enough for most participants to ensure that foreign companies with very little presence in Canada would not have access to the TCS, considered a resource for Canadian businesses.  Local contacts and foreign investors tended not to be considered apart from a single participant who was a partner (municipality). That person’s view was that any ‘investment’ service offering should be distinct and separate.
Participants of different types (S&T/non-traditional, new to international, and high potential) are quite concerned that the TCS will try to limit services and/or favour large companies.  They urged that a special effort be made in the wording to ensure that small businesses are ‘welcome’ and that size will not be distinguishing factor, either explicitly or tacitly.  That being said, participants of all types are also very supportive of a distinction based on ‘international readiness’.  Some new to international participants freely admitted that they were not ‘ready’ for the TCS and did not mind; as long as the TCS is transparent in its assessment, and they could receive export preparation services somewhere.
4. the proposed new  services
Participants were presented the proposed services in two stages.  First, the proposed core services were presented in a handout as shown below:


As with the client definition, participants were asked to indicate a level of agreement on a scale of 1 to 5 prior to any discussion, and the discussion began with the moderator “polling” the groups to find out participants individual views.  The moderator then led a more thorough discussion on the merits and pitfalls of the proposed services according to the questions indicated in the moderator’s guide (see Appendix B).

Reaction to the proposed core services

Participants across the country provided a very strong endorsement of the services as proposed above.  The services as described were said to largely meet participants’ needs.  

Participants did not identify any key ‘services’ as missing; although there was limited discussion around describing activities undertaken to promote ‘the Canada brand’, even though these do not constitute ‘services’ to individual Canadian companies.

Some Scepticism as to the TCS’ Ability to Deliver

Some participants, particularly those considered “high potential” which have had experience with the TCS, questioned whether or not the TCS is able to deliver all of these core services on a consistent basis.  Those participants who tend to view the TCS as providing an inconsistent level of service tended to be directly sceptical of the TCS ability to deliver what they feel to be a high level of service as reflected in the proposal.  They do not see this proposal of core services as being able to address these inconsistencies directly.  

Service Differentiation by Region

Participants who have dealings in developing world countries, specifically in Africa and Latin America, openly questioned the ability of some these posts to provide these services.  When asked directly, these participants indicated that they would not be averse to a ‘caveat’ indicating that these services could only be delivered where there are sufficient resources.  “That’s to be expected.  There’s 183 countries around the world.  You can’t expect them to have the same resources in the Congo as they have in Brussels.”
Communications and Wording
Participants did not have any suggestions as to how to improve wording.  In their view, the wording is clear and properly identifies what the TCS will do for them.  Participants did require some minor clarification on the scope of activity with regard to trade fairs and missions (organizing? recruiting? providing information or notification?).  

Beginning with the Halifax sessions, we tested a series of wording options developed by the Communications Bureau to see which, if any, most effectively conveyed the service offering.  The three options presented are as follows:


The discussion yielded the following comments and results:

· Generally speaking, participants indicated that Option 3 was the most effective; however, it is clear by the nature of the discussion that participants tended to be rather indifferent about the wording at this level. With the exceptions noted below, participants tended to feel that most of the wording conveys the service offering in an adequate and comprehensive manner.
· Participants are opposed to Option 1.  They do not believe that the TCS has either the capacity, nor the knowledge of individual businesses, to provide ‘strategic planning’ services.

· In Option 2, participants feel the two sub-bullets only for the first service yields confusion.  
· Participants tended to gravitate towards Option 3.  However, many participants were insistent that “qualified” contacts remain, as opposed to “international contacts”, the rationale being that “international” contacts is obvious, yet the term “qualified” signifies a higher quality of service and a specific product standard.

· Participants also favoured to some degree “Market Potential Assessment” over “Overview of Market Potential”.
· Also, there was considerable discussion between the terms “problem mitigation” and “troubleshooting” with no clear consensus emerging as to a more effective term.

Value-added services

The concept of differentiated, second tier, or “value-added”, services is the most novel element of the new proposal of services.  For the first, time, the TCS would acknowledge that certain clients which have demonstrated success in international markets can benefit from higher value-added services, leading to even greater results.
Conceptually, the proposed service offering recognizes that the TCS already provides these services; however, it is at the complete discretion of the individual post, and sometimes officer.  This service proposal would provide a framework as to which services will be provided to those clients which demonstrate a greater potential for success.  The proposed value-added service concept is presented below:

	Core Service
	Value-Added  Services

	Preparing for International Markets 
	n/a

	Overview of Market Potential
	Market intelligence and strategic advice (relevant new market developments, opportunities and leads)

	Qualified Contacts
	Matchmaking, introductions, linkages and strategic partnering

Strategic sourcing

	Troubleshooting
	Advocacy


The concept of value-added services was explained to participants as follows: “From time to time, the TCS takes a proactive approach and provides additional assistance to clients.  The TCS is considering formalizing this by providing the following “value added” services on a case-by-case basis, where an organization shows clear commitment and potential, and where TCS resources permit:
The Reaction:  A Complete Endorsement
With isolated exceptions, participants across the country strongly endorsed both the notion of providing value-added services, and, the four specific services proposed.

Participants agree that the highest value the TCS can provide is with regard to putting Canadian businesses with a potential to succeed together with key contacts abroad, and strongly approved the first two services in particular, i.e. leads and matchmaking.

When the moderator stressed that these services would only be offered on a “case-by-case basis”, participants appeared, for the most part, undeterred in their enthusiasm, as the quotes opposite illustrate.

The Onus is on the Company to Demonstrate Potential

Participants across the country were by and large very comfortable with the onus being placed on them to demonstrate their potential, either through a business plan and/or a previous record of success.
Continuing Concern about Excluding Small Business
Some participants continued to raise their concerns that they would be excluded simply because of their small size, or that larger companies would be treated as favourites in gaining access to key contacts, as they feel size wields more power and influence.  Participants continued to call for not only the elimination of any wording which may sanction bureaucratic favouritism of companies based on size, but to go even further and introduce wording which ensures that small business knows they will be well served if they can demonstrate their potential.

Strategic Sourcing:  Some Confusion at First – then Positive Reaction

Several participants did not understand the term “strategic sourcing”.  When given the explanation (paraphrased) “assistance to companies competing in global value chains to enhance their competitiveness by providing contacts in order to procure inputs abroad”, they agreed that this is an activity that would be desirable.  Some participants also recognize that this is “new territory” for the TCS, which has never provided assistance with imports before.  Other participants expressed some scepticism as to the ability of the TCS to have enough detailed knowledge of a particular business to assist them in this capacity.
Specific Reactions of S&T/Innovation Clients
Although we recruited participants to ensure a good mix of clients by type, i.e. S&T/Innovation, new-to-international, and “high potential” (some regional offices identified clients by type, others did not), it is only in the participant introductions that the moderator could gain some understanding as to which client-types participants belonged.  That being said, we paid special attention to reactions of S&T/innovation (which were represented in all five cities).  These clients could only be distinguished in their reactions in the following ways:

· first of all, although they agree wholeheartedly with the notion of differentiation by (and demonstration of) client potential, they made it understood that in the S&T domain, potential lies in the competitive advantage of intellectual property, as opposed to physical product or service.  Subsequently, the TCS cannot expect to use any sales history, nor domestic market experience, to determine market or commercialization potential;

· second, as with other participants, S&T/innovation participants see the value of the TCS in its ability to provide market intelligence, qualified contacts, and introductions.  Only the nature of the contacts is different;

· third, reactions to the proposed service offerings (both core and value-added) is equally positive.  They certainly see themselves benefiting from all of the services proposed, depending on their stage of internationalization;

· finally, these participants may be seeking different types of contacts (e.g. venture capitalists and equity financing, R&D collaboration partners and MOUs, licensing partners and arrangements) but they say they seek contacts nonetheless.
Regional Differentiation and Resources

When asked directly how participants would react to a potential caveat or disclaimer to the effect that value-added services could only be offered in regions where the TCS has sufficient resources, participants found this completely understandable, and would even expect such a caveat. 
5. partners’ views

Expectations of the TCS

The partners who participated in a similar focus group
 tended to echo many of the same sentiments as the clients as previously discussed.  It should be noted that the partners were asked to comment on the proposed client definition and services as they pertain to business clients, and not in their capacity as former “partner-clients”, or beneficiaries of services themselves.  That being said, partner participants were first asked to comment on their expectations of the TCS in working with them directly.  Their responses included the following:

· Market access issues and advocacy.  Although these are often referred to separately, partner participants tended to see one of the fundamental roles of the TCS (especially abroad) to work diligently in maintaining market access (and in some cases, gain access to new markets) in a climate of increased security in trade and protectionism abroad.  Advocating Canadian interest is considered the modus operendum and considered by partners to be “Job 1” of the TCS;

· Outreach to the Canadian business community in order to sensitize Canadian business decision-makers to international business potential is also considered an increasingly important role for the TCS, especially in an environment with a high dollar and strong economies (Western Canada);
· Relationship Management, i.e. growing and managing relationships in local (read foreign) markets in order to continue to provide on-going international opportunities for Canadian business;

· Business and Ministerial Missions.  The partners present indicated that they appreciate the use of the Business Mission Agreement to manage missions which they initiate, and they continue to see the TCS as a vital partner in organizing missions abroad;

· Corporate Social Responsibility.   Partners present see this issue as one of increasing importance, and they feel that the TCS should play a role in sensitizing, explaining, and clarifying social responsibility issues to Canadian business.

On the proposed client definition

Participants are largely in agreement with the expansion of the definition to include organizations involved in the various disciplines of Integrative Trade, such as S&T/innovation and Canadian Direct Investment Abroad.  They also agree with ending the long-standing confusion over Investment ‘clients’ by referring to them as simply what they are:  “foreign investors”.

On the proposed core services

Although participants are generally in agreement with the four core services as proposed as properly representing the value-added of the TCS, they also expressed concern that the core services as stated cannot be delivered world-wide, and therefore question them as being too ambitious, as the quotes opposite indicate.

Before the discussion even began about value-added services, partners expressed the need or preference to provide these services to fewer clients, in fewer markets, and to focus resources much more narrowly.

On value-added services
Although participants agree in principle with the concept of differentiated, or value-added, services, the discussion turned to one of the risks of implementation.  In terms of specific services being considered, they generally feel that providing strategic sourcing is too ambitious, even in a well-resourced post.  They fear there is a danger of large-scale diversion of resources to meet these demands, even on a case-by-case basis, and they also feel that the TCS officers in the field do not have the specific knowledge required to deliver this service.   In addition, participants feel that providing strategic advice is also not the role of the TCS as a government organization.
In terms of implementation issues, participants feel there needs to be full transparency in how companies ‘qualify’ for value-added services, and the TCS must be willing and able to provide partners with proper justification in the event that companies who are referred back to partners for service.
6. communications issues:  taglines and 
descriptors

We also took the opportunity as part of these focus groups to test certain ideas which are in development around taglines and descriptives.  

Taglines

Beginning with the Halifax sessions on November 1, four different taglines were tested, as follows:


Participants were shown a handout with the four taglines presented and asked to circle the one which best communicates their view of the benefits offered by the TCS.   The first observation is that none of these taglines created an overwhelming response
, which indicates that participants were somewhat indifferent to the choices. However, when pressed for a response, most participants tended to choose either Option 2: Global Reach, local Presence, or Option 4:  Connected.  Everywhere you do business.  

Option 2:  “Global Reach, local presence” signifies that the TCS is a global organization and has a presence (and can provide assistance) most everywhere in the world.  The term ‘local presence’ has two different meanings to participants.  Some participants interpreted local presence, as representing the physical presence abroad which allows them to make contacts and provide “on the ground” market intelligence”, while other participants interpreted local presence as representing the regional offices’ presence across Canada. Finally other participants reacted to its simplicity as opposed to its meaning: “It’s nice, clean, and simple. Excellence without extravagance.  I’m not sure what it means, but it’s nice, clean and simple.”
Option 4:  “Connected” is the key word, and signifies one of the primary perceived benefits; however, participants were indifferent to “everywhere you do business”, and some found it somewhat presumptuous and boastful.

Service descriptives

In addition, we asked participants to choose among three phrases which provide the best overall description of the service offering of the TCS: 
a) Consulting service

b) Advisory service

c) Business Development Service

Participants were split in their preference between b) advisory service, and c) business development service.  Participants do not feel that “consulting service” provides an accurate representation for two reasons.  First, similar to “strategic planning”, the term “consulting service” implies a level of engagement and intimate knowledge of the individual company that they feel cannot be expected of the TCS.  Second, some participants also indicated that there are “negative (private sector) connotations” associated with the term. “It takes a lot of time to learn each business, so providing business development and consulting services may not be realistic.”


The discussion centered primarily around the other two terms.  Those favouring “business development service” see the principal objective of the TCS as a being international business development.  Other participants indicated that the TCS provides advisory services in the form of local market knowledge, experience and contacts, but fear that if positioned as a “business development” organization, they would be expected to develop sales leads, which is unrealistic.  

7. CONCLUSIONS AND RECOMMENDATIONS

Conclusions

This research has allowed us to draw the following conclusions regarding clients’ needs and the perception of the TCS, and the proposed TCS client definition and service offering:

On Challenges, Service Needs and the Perception of the TCS

· The two predominant challenges now faced by participants are the strong Canadian dollar, and understanding and conforming to increasingly complex legislation and regulations, not only in the United States, but in all major markets world-wide.

· In that context, participants expressed their need primarily for the TCS to provide local market knowledge and intelligence, and qualified contacts and introductions.  Participants stressed that the Internet has in no way substituted for the TCS.  In fact, the value of the TCS lies in providing local insight and an assessment of (and access to) local contacts that can only be provided with a local presence.  Subsequently, participants expect the TCS to provide value which is not available on the Internet, and express their displeasure when they receive information which is readily accessible through a “Google” search.
· Participants generally have a very favourable view of the TCS; however they also characterize their dealings with the TCS as inconsistent.   They indicate that their expectations have been surpassed by the diligence and proactive nature of some individuals, while disappointed that others appear “mandate driven” and inflexible.

On Client Definition

· Broadly speaking, focus group participants support the proposal for client definition, as long as it avoids any wording or instruction which may be used to exclude companies based solely upon their sales or number of employees, i.e. company size.  Many small business participants remain fearful that despite the fact that they can demonstrate potential, they feel there is a systemic preference within the TCS for dealing with larger well-known companies.  Any hint that this will be the case receives negative reaction. Tempering the forth bullet of the client definition to “has the potential to contribute significantly to Canada’s economic growth” by eliminating the word “significantly” addresses these concerns.
· Participants also broadly support the notion of client definition based on internationalization readiness and potential, and recognize that the onus should be on the company to demonstrate its commitment to and capacity for internationalization.   Participants also offer this support with the assumption or knowledge that they will be provided assistance from another government organization (Federal or provincial) if they cannot yet demonstrate potential or capacity.
On the Proposed Core Services

· Participants are in strong agreement with the core services as proposed, with the similar caveat that there be no explicit or implicit exclusion of businesses based on size.  
· Participants were generally completely unaware of the current six core services, meaning that they did not recognize any change in service offering, per se.  Some participants recognized some or all of the services as things that the TCS already provides.
· While the proposed core services directly address the clients’ needs of the TCS for assistance in doing business abroad, there is a degree of scepticism among some participants as to the ability of the TCS to deliver these services on a consistent basis (even with available resources).
· The proposed service offering applies equally to exporters and S&T/Innovation participants, who also provide it with strong endorsement.  Only the nature of the contacts change.

· The wording and vocabulary proposed resonates well with clients.  However, further reflection needs to be given in the following areas:

· description of scope of activity with regard to missions and trade shows;
· description of strategic sourcing;
· troubleshooting vs. problem mitigation.

On Communications and Change Management
· There are four inter-related perceived benefits of the TCS which were expressed by participants:

· direct new business through the provision of contacts;

· saving time and cost from improved knowledge and insight on local markets;

· access to key contacts which would be otherwise not be feasible; and,

· leverage of the “Canada brand”, i.e. the goodwill of many people around the world towards Canada and Canadians in general, as well as the credibility given by having tacit support from the Canadian government.

· The words “global” and “connected” strongly resonate to communicate the value-added and positioning of the TCS.  Taglines tested were liked or not largely based on this.

Given the perception held by a significant number of participants across the country that the TCS provides exceptional service, but in an inconsistent manner, and the associated scepticism as to the ability to deliver the proposed services on a consistent basis, the TCS faces both a significant communications opportunity, and a challenge.   Externally, the TCS has an opportunity to leverage the proposed changes to the client definition and the service offering to raise the awareness of the services offered and attract aspiring businesses to realize their internationalization potential; however, there is an associated risk that inconsistent service experiences may negate some or part of any investment in brand equity.   We must bear in mind that even though the proposals have been extremely well-received, this was in a focus group “laboratory” setting, in which time participants had ample time to digest and discuss the proposals.  This will not be the case in “real life”.
Internally, adopting a differentiated service model will create even greater challenges to ensuring a consistent delivery of service and treatment of clients who do business with different regions and posts.  Success will depend on a having a comprehensive and cohesive communications and implementation plan.  In our recommendations below, we will identify certain key areas which we feel will need to be addressed in order to ensure overall success.
Recommendations

Adopt the proposed client definition and proceed to implementation of the proposed core and value-added services model, with the exception of strategic sourcing, which we feel should be re-evaluated and applied only very selectively in certain key markets and sectors.
PLEASE NOTE THAT THE FOLLOWING RECOMMENDATIONS DRAW UPON OUR EXTENSIVE EXPERIENCE IN WORKING WITH THE TCS IN ADDITION TO THE RESULTS OF THE FOCUS GROUPS IN ORDER TO PROVIDE A COMPLETE AND REALISITIC ACTION PLAN.
We recommend that the implementation plan consist of the following key components:

· Explicit guidelines with respect to:

· the identification of clients and referral of those designated as non-clients to appropriate service providers in the regional trade networks; championed by the regional offices;

· the assessment and identification of “high potential”, or more aptly, “highly committed” clients who would receive value-added services, and of critical importance, measures to ensure consistency of interpretation within and between posts and regional offices.   We strongly believe that proper use and documentation of client interactions in TRIO (or WIN, for those posts which are not yet TRIO-enabled) should be used to inform the judgement of the local senior trade commissioner, who should be make the decision as to which clients are best served by receiving high value-added service in his/her market.  The Post Support Unit can be of assistance when there are questions as to this assessment, ensuring consistency of implementation.
· While the 5 day service standard should continue to apply, more specific service levels and standards can be provided by region.  While the research supports the view that clients will be accepting of differentiated service level by region, we recommend that geographic divisions work diligently with their posts to arrive at a common service standard for their region which takes specific client/sector interests and resource constraints into account.  These service standards should be published as part of the external communications campaign.  We recommend that the core services as tested be used as the absolute minimum, and that regional caveats be used based upon sector or geographic delivery region (e.g. limited to key sectors of client interest in a country, limited to the capital region, or countries where Canada maintains a minimum of x permanent staff, etc.)  
Internal Communication of the proposed service model using a variety of different media and methods:

· Horizons website to communicate the above-mentioned guidelines, including the use of scenarios, case studies, and FAQs (we are aware that this step is currently underway);
· regional conference calls with as many officers and assistants participating as possible;
· diligent use of TRIO needs to be enforced in order to track which clients have been identified for value-added services across posts, the rationale, and how clients are benefiting (or not) from these services.  This one measure is the most important vehicle available to the TCS to ensure consistency of service delivery.

· development and delivery of a specific training module, to be incorporated into GLI I and II training programs, with a possible on-line module (depending upon resource availability).  Based upon our experience in having delivered eight separate LECO training programs, and having directly contributed to the development of the GLI I and II training programs, we recommend that the training module incorporate the following: 

· ‘inbox exercises’ and role-plays to simulate judgement situations in determining and referring non-clients, identifying “high-committed” clients, and dealing appropriately with those clients who do not meet our criteria;

· use of TRIO both to enter information on client service, as well as using TRIO to assist in the in-box exercises previously mentioned.

External communication (advertising and public relations)
With the adoption and implementation of the revised service offering, the TCS has a unique opportunity to embark on an awareness and brand-building campaign targeting Canadian organizations with the interest and potential to do business abroad.  Based on this research, we recommend incorporation of the following messaging:

· the TCS offers services and assistance to any Canadian entity with the demonstrated potential to succeed in international markets.  Messaging should ensure that special reference is made to ensure that small business is not only ‘welcome’, but also that the onus is on any  business to demonstrate their potential and capacity, in the interests of obtaining the best return on investment for Canada in terms of the international competitiveness of our businesses.
· messaging should position the regional offices as the key entry point of contact, regardless of the target market of interest.  Regional offices are best equipped to understand which services will be of most benefit to companies, and which agencies can provide any additional preparatory support required.  Regional offices should be positioned as “the gateway to the global TCS network”.
Conclusion

As this research has shown, the Trade Commissioner Service continues to provide its business and partners with highly valued services, and contributes significantly to client results, thereby achieving results for Canada.  This research has demonstrated that clients who participated in focus groups conducted across the country fully support the proposed direction, client definition and service offering.  Canadian businesses working abroad have said they need the TCS to achieve results by focusing on those with the most potential. 

With this result, we have leveraged our broad base of experience in working with the TCS to provide recommendations on the implementation phase with the hope that this stimulates discussion and leads to the mitigation of the inevitable risks which are involved in such a change in direction.   Our team began working with you on the issues of client definition and service delivery more than ten years ago, and we are thrilled to see that the TCS services will remain “ever green”.  We look forward to continuing our work with you to continuously improve the TCS.  
THE ANTIMA GROUP
	Norman Baillie-David, CMRP

Managing Partner


	


APPENDIX A

RECRUITING SCREENER
GROUP 1 

GROUP 2

GROUP 3
WEDNESDAY 

WEDNESDAY 

WEDNESDAY 

SEPTEMBER 26TH 
SEPTEMBER 26TH 
SEPTEMBER 26TH 

12:15 PM 

5:30 PM 

7:30 PM 

SCIENCE & TECH
NEW TO INT’

HIGH POTENTIAL

TORONTO

TORONTO

TORONTO

GROUP 4

GROUP 5

GROUP 6
THURSDAY 

 THURSDAY 

THURSDAY

SEPTEMBER 26TH 
SEPTEMBER 26TH 
SEPTEMBER 26TH 

12:15 PM 

5:30 PM 

7:30 PM 

SCIENCE & TECH
NEW TO INT’

HIGH POTENTIAL

MONTREAL 

MONTREAL 

MONTREAL 

GROUP 7

TUESDAY 

SEPTEMBER 25TH 

12:15 PM 

GOV’T EMPLOYEES 

OTTAWA 

Hello, my name is _________ from Research House Inc., we are calling today to invite you to a focus group discussion scheduled for (SEE ABOVE DATES).  Your participation in the research is completely voluntary and your decision to participate or not will not affect any dealings you may have with Research House Inc.  All information collected, used and/or disclosed will be used for research purposes only and administered as per the requirements of the Privacy Act.  You will also be asked to sign a waiver to acknowledge that you may be audio and/or video taped during the session.   The session will last a maximum of 2 hours and you will receive a cash honorarium as a thank you for attending the session.  May we have your permission to ask you some further questions to see if you fit in our study?




Yes…………………………………..1




No……………………………………2 – THANK AND TERMINATE 

INDICATE: 

Male………………………………..1




Female…………………………….2

GROUP 7 - GOVERNMENT EMPLOYEES - STRAIGHT INVITE 

GROUPS 1 & 4 - SCIENCE & TECHNOLOGY CLIENTS
Academics and companies whose primary interest is seeking (R&D or technology collaboration partners and/or financing (e.g. venture capital financing, angel investing, etc.)
1.
What is your occupation?


_________________________________________________________

2.
What is your or your company’s primary interest in international business. Is it?


Seeking potential partnerships for science or technology collaboration……
.1



Seeking Financing partners




………..
2


Other______________________________________________.3 - CHECK WITH SUPERVISOR 

GROUPS 2 & 5 - NEW TO INTERNATIONAL

Small businesses who have actively been researching and preparing to do business internationally, or who have been exporting products or services  on a regular basis for less than 2 years
3.
What is your occupation?


_________________________________________________________


MUST BE SMALL BUSINESS OWNER / OPERATOR OR HEAD OF INTERNATIONAL SALES

4a.
Does your company currently seek business opportunities and/or sell internationally on a regular basis?  

Yes…………………………
1 

No…………………………..
2 - SKIP TO Q.4c
4b.
How long have you been doing business internationally on a regular basis?


Less than 1 year……………………..
1 | - SKIP TO INVITATION 


1 - 2 years……………………………
2 |


3 - 5 years ……………………………3 – THANK AND TERMINATE

6 years or more………………………4 – THANK AND TERMINATE

4c.
Does your company intend to do business internationally on a regular basis?

Yes…………………………
1 

No…………………………..
2 – THANK AND TERMINATE

4d.
Have you actively been researching and preparing to do business internationally?

Yes…………………………
1 

No…………………………..
2 – THANK AND TERMINATE

GROUPS 3 & 6 - HIGH POTENTIAL  

(for the recruiting, we’ll have to rely on self-assessment)
Have demonstrated significant commitment to internationalization by conducting extensive research and having visited foreign markets at least once AND possess unique technology or intellectual property with significant commercialization or market potential AND have the management expertise and experience in doing business internationally

 

5.
What is your occupation?


_________________________________________________________

6.
I am going to read you a series of statements, please tell me whether each one applies to you by agreeing or disagreeing with each one.  

a. 
My company has demonstrated significant commitment to internationalization by conducting extensive research on 


potential foreign markets, including the United States.



AGREE


DISAGREE 

b.
I have visited a foreign market (including the United States) for business development 





purposes at least once 


AGREE


DISAGREE
c.
My company possesses unique technology or intellectual property with significant commercialization or market 


potential 


AGREE


DISAGREE

d.
I have sufficient experience in doing business internationally, either with my company, or from elsewhere


AGREE


DISAGREE



(ALL MUST AGREE TO ALL OF THE ABOVE)

INVITATION:

IMPORTANT:
The session is 2 hours in length, but we are asking that all participants arrive 10 minutes prior to the start time of the session. Are you able to be at the research facility 10 minutes prior to the session time?  

 Yes.......1              

               No........2 – TERMINATE

All participants in this study are asked to bring to the group PICTURE IDENTIFICATION.  If you do not bring your personal identification then you will not be able to participate in the session and you will not receive the incentive fee.  Are you going to bring along your ID?

Yes.......1              

               No........2 – TERMINATE

The group discussion will last approximately 2 hours and we offer each participant a $100. 00 cash gift as a token of our appreciation. I should also tell you that the groups will be audio - taped for research purposes and members of the research team will be observing the discussion from an adjoining room. Everything you say will be kept confidential. 

[   ] CHECK TO INDICATE YOU HAVE READ THE STATEMENT TO THE RESPONDENT.

DATE AND TIME:

GROUP 1 

GROUP 2

GROUP 3
TUESDAY 

TUESDAY

TUESDAY 

SEPTEMBER 25TH 
SEPTEMBER 25TH 
SEPTEMBER 25TH 

12:30 PM  

5:30 PM 

7:30 PM 

SCIENCE & TECH
NEW TO INT’

HIGH POTENTIAL

TORONTO

TORONTO

TORONTO

CANCELLED

GROUP 4

GROUP 5

GROUP 6
WEDNESDAY

WEDNESDAY  

WEDNESDAY 

SEPTEMBER 26TH 
SEPTEMBER 26TH 
SEPTEMBER 26TH 

12:30 PM 

5:30 PM 

6:30 PM 

SCIENCE & TECH
NEW TO INT’

HIGH POTENTIAL

MONTREAL 

MONTREAL 

MONTREAL 

GROUP 7

GROUP 8

GROUP 9
THURSDAY

THURSDAY 

THURSDAY

NOVEMBER 1

NOVEMBER 1

NOVEMBER 1

12:30 P.M.

5:30 P.M.

5:30 P.M

SCIENCE & TECH
NEW TO INT’

HIGH POTENTIAL

HALIFAX

HALIFAX

HALIFAX




GROUPS 8 & 9 MERGED DUE TO LACK OF PARTICIPATION
GROUP 10

GROUP 11

GROUP 12
TUESDAY

TUESDAY 

WEDNESDAY

NOVEMBER 13

NOVEMBER 13

NOVEMBER 14

5:30 P.M.

7:30 P.M

5:30 P.M.

BUSINESS CLIENTS
BUSINESS CLIENTS 
BUSINESS CLIENTS

(NOT DIFFERENTIATED BY REGIONAL OFFICE)

VANCOUVER

VANCOUVER

CALGARY

GROUP 13

WEDNESDAY NOVEMBER 14

5:30 P.M.

BUSINESS CLIENTS

CALGARY

GROUP 14

THURSDAY DECEMBER 5

5:30 P.M.

BUSINESS CLIENTS

CALGARY (REPEAT DUE TO INSUFFICIENT PARTICIPATION)
INCENTIVE:  TORONTO, MONTREAL, HALIFAX $100
CALGARY, VANCOUVER $150

LENGTH OF GROUP: 2 hours 

LOCATION:

Toronto 

Research House

1867 Yonge Street

2nd Floor

416.488.2328

Fax: 488.2368

Montreal

Ad Hoc Research 

1250 Guy Street

Suite 900

514.937.4040

Fax:935.7700
Halifax

	Focal Research

	7071 Bayers Road

	Bayers Road Shopping Centre

	Suite 326, Halifax

	



Vancouver
	Consumer Research Centre

	1398 West 7th Avenue

	Vancouver


Calgary
	Qualitative Coordination

	707 10th Avenue SW

	Suite 120

	

	Calgary


APPENDIX B

MODERATOR’’S DISCUSSION GUIDE

 Foreign Affairs and International Trade Canada

Trade Commissioner Service Renewal

Client Focus Groups on Revised Services of the TCS
Discussion Guide

PLEASE NOTE THAT QUESTIONING WILL BE MODIFIED SLIGHTLY TO ACCOUNT FOR DIFFERENT TYPES OF PARTICIPANTS, I.E. NEW TO INTERNATIONAL, “HIGH POTENTIAL” AND “S&T-INNOVATION”.  TIMES ARE APPROXIMATE.

1. INTRODUCTION (5 minutes)
· Welcome participants - roundtable introduction (name, company/occupation, international market interests)

· Description of focus group procedure

· Specialized equipment and facilities
· Objectives of the focus group (will not be presented as is to participants):
· understand service with regard to doing business internationally;

· understand perception and image of Trade Commissioner Service;

· understand experiences (if any) with Trade Commissioner Service;

· gauge response and reactions to proposed new services; 

· identify vocabulary which may be used for marketing the TCS and TCS services.
2.  WARM-UP DISCUSSION :  INTERNATIONAL BUSINESS ACTIVITY AND TCS AWARENESS (30 minutes)

ROUNDTABLE BUILDING INTO FULL PARTICIPATIVE EXCHANGE:

· Tell us about your business.  Specifically, in which markets are you active internationally? What are your business objectives abroad? 

· How would you characterize yourself in terms of international business experience?

· What are the different ways you’re looking at doing business internationally, i.e. straight exporting?  investing in manufacturing abroad?  outsourcing abroad? licensing? foreign Investment? Joint Ventures? R&D collaboration? Which way(s) work best for your organization? Is that evolving?
· What are the key challenges your business faces today, specifically regarding doing business internationally? Has this changed in the last 2-3 years? If so, how?

· HAVE PARTICIPANTS WRITE DOWN:  

· What words would you use to describe the most important things you look for from an organization helping you do business abroad?

· What are the features/characteristics you look for from an organization that can help you succeed abroad.
· What 2-3 words come to mind when I have you think of the Trade Commissioner Service?

· Discuss and Debrief.
· Are you aware of the services presently offered by the Canadian Trade Commissioner Service:

· In missions abroad?

· In offices across Canada?

3.
SERVICE NEEDS IN INTERNATIONAL MARKETS (10 minutes)
· Generally speaking, other than direct financial assistance (e.g. export assistance programs, PEMD), what assistance (from the Federal Government/Trade Commissioner Service) do you need to succeed and grow in international markets? List on FLIPCHART.  Probe on mention of existing or potential service.
4.
CLIENT DEFINITION AND SCOPE (20 minutes)

· Given that the Trade Commissioner Service, as a public sector organization, has limited resources and is accountable for spending them in the most judicious manner possible, should the TCS provide service to all companies?  If not, which types of companies should the TCS focus on serving?  Which types should the TCS pass-on to other service providers? (DEVELOP FLIPCHART LIST OF “INCLUDED” AND “NOT INCLUDED”)
· DISTRIBUTE HANDOUT 1:  The TCS is considering providing the following guidelines as to defining which companies would be serviced.  Please write-down a number from 1 to 5, with 1 indicating you don’t agree at all, and 5 indicating you completely agree with this guideline.  De-brief and discuss.  Probe any mention of differentiating/distinguishing between types of clients.

· IF NOT ALREADY MENTIONED.  Do you believe the TCS should provide different levels of service based on an organization’s;
· international experience?
· potential for success, through unique technology or intellectual property?
· ability (of the TCS) to add significant value?
5.
TCS SERVICE PROPOSITION (40 minutes)


If we were to develop the services brochure for the TCS, what would be in it?

DISTRIBUTE HANDOUT 2 .


Please write-down a number from 1 to 5, with 1 indicating you don’t agree at all, 
and 5 indicating you completely agree with this proposition.  Debrief and 
discuss.

(Note terminology used to discuss services and perceived benefits from each service)
Are there any other services you would like to see?

From time to time, the TCS takes a proactive approach and provides additional assistance to clients.  The TCS is considering formalizing this by providing the following “value added” services on a case-by-case basis, where an organization shows clear commitment and potential, and where TCS resources permit: (HANDOUT 3) 

Please write-down a number from 1 to 5, with 1 indicating you don’t agree at all, and 5 indicating you completely agree with this proposition.  Debrief and discuss.

· Probe on identification/selection of “high-potential” clients.
· Are these the “value-added” services you would find “most” useful when doing business abroad?  If not, then which?
6.   OBSERVERS’ QUESTIONS (5 minutes)

Thank and Close Session

Total time:  110-115 minutes
HANDOUT 1



HANDOUT 2



HANDOUT 3


FICHE NO. 1


FICHE NO.  2



FICHE NO. 3


The TCS is considering revising its service offering as follows.  The TCS will provide the following services to all Canadian clients (meeting the definition in Handout 1):





Preparing for International Markets


Market and Industry Information


One-on-one export help


Trade Fairs, Missions and Events





Overview of Market Potential 


Advice on the market potential of your product or service in the target market;


advice on doing business in the market; 


an indication of major barriers, regulations and certifications; 


notification of upcoming events (trade fairs, conferences, seminars, trade missions); and 


suggested next steps. 


Qualified Contacts 


List of qualified contacts in the target market


Information on local companies and organizations





Troubleshooting 


Advice on resolving market access problems and other business challenges





The TCS provides core services to any Canadian organization (not individuals) that:


has a demonstrated capacity for and commitment to internationalization and;


has a legal presence in Canada and;


has meaningful economic ties to Canada and;


will contribute significantly to Canada’s economic growth.





The TCS is considering different options for names of the services offered:





Option 1:


We offer four key services:





Strategic planning for future markets


Market Potential Evaluation


Qualified Contacts


Troubleshooting�
Option 2:


We offer three key services:





Market Advice and intelligence


Market Preparation


Market Potential Assessment


Qualified Contacts


Troubleshooting�
�



Option 3:


We offer four key services:





Preparing for International Markets


Overview of Market Potential


International Contacts


Problem Mitigation�
�
�






L’intelligence sur le marché et les conseils stratégiques  


(opportunités et « leads » d’affaires)





« Matchmaking », introductions, alliances et partenariats stratégiques





Approvisionnement stratégique





Promotion des intérêts 


(au nom des organisations canadiennes spécifiques, lorsque l’intérêt national canadien est en jeu)





Le SDC considère modifier son offre de services de la façon suivante :  


Le SDC offrira des services à  tous les clients canadiens (voir Fiche No. 1). 





Préparation pour les marchés internationaux. 


Informations sur les marchés et les secteurs


Aide à l’exportation personnalisé 


Foires et missions commerciales et évènements





Aperçu sur le potentiel du marché  


des conseils sur la façon de faire des affaires sur le marché; 


des renseignements sur les principaux obstacles, la réglementation et les accréditations nécessaires; 


des renseignements sur les événements à venir (foires commerciales, conférences, séminaires, missions commerciales); 


des suggestions sur les étapes ultérieures. 


Contacts qualifiés 


Liste de contacts qualifiés dans le marché-cible


Informations sur les entreprises et organisations à l’étranger





Dépannage 


Conseils sur la résolution des problèmes d’accès au marché et d’autres défis à l’international





Le SDC offre des services de base à toute organisation canadienne (non pas les individus) qui : 





a démontré une capacité et un engagement à l’internationalisation; et


a une présence légale au Canada; et 


possède des liens économiques importants avec le Canada; et 


contribuerait de façon significative à la croissance économique du Canada. 





Market intelligence and strategic advice 


(opportunities and leads)





Matchmaking, introductions, linkages and strategic partnering





Strategic sourcing 





Advocacy 


(on behalf of the interests of specific Canadian organizations, when it is deemed wider Canadian interests are at stake)





“ For me, this is almost perfect.  It’s all the things I’m looking for !”


 – Toronto 





Option 4








Global reach, local presence





Everywhere you do business





Perceptions of the TCS





“As an organization overall, they’re pretty good.  “Everyone I work with is exceptional.  But it’s also luck of the draw. Sometimes the person you’re dealing with may have had a bad day, but that’s what leaves the impression.” -  Toronto





“A staggering surprise!  They were helpful and really well informed in areas where we needed help, in contrast with the rest of the Embassy system (consular affairs).  In Lagos, they earned their pay over there.  They make us proud.” -  Toronto





“I need a list of distributors.  Some come back with  a boiler plate lsit, and other come back with 30 and point out the best 5.  Inconsistency.” - Toronto





“C’est lent.  Ça peut prendre 2 à 3 semaines avant d’avoir un retour d’un e-mail” – (It’s slow. It can take 2-3 weeks to get an e-mail answered.)





« C’est très bon dans l’ensemble, mais ce n’est pas égal et ce n’est pas standard » (Overall they’re very good, but it’s not even and it’s not standard)


 


“I’ve had a really positive experience.  Japan is famous for its protectionism.  We didn’t get a sale, but I knew it wouldn’t be an instant fix.  - Vancouver









































The TCS is considering revising its service offering as follows.  The TCS will provide the following services to all Canadian clients (meeting the definition in Handout 1):





Preparing for International Markets


Market and Industry Information


One-on-one export help


Trade Fairs, Missions and Events





Overview of Market Potential 


Advice on the market potential of your product or service in the target market;


advice on doing business in the market; 


an indication of major barriers, regulations and certifications; 


notification of upcoming events (trade fairs, conferences, seminars, trade missions); and 


suggested next steps. 


Qualified Contacts 


List of qualified contacts in the target market


Information on local companies and organizations





Troubleshooting 


Advice on resolving market access problems and other business challenges





Needs for Assistance to Build Business Internationally





“We need qualified leads…someone to check out the company.  We can get the basic information on the Internet.  The face-to-face is what I can’t do and that’s  what I need.” - Toronto





“To act as a bridge. Understand local business.”  - Calgary





« Identifier des partenaires dans le secteur » (Identify partners in the sector) – Montreal





“Networking events.  Bring Canadians to network” – Toronto





“Set up meetings with contacts to whom we don’t have access ourselves, e.g. education partners” - Toronto





« Être à l’affut » (Be in the thick of things) – Montreal





“We can benefit from their knowledge of the local market and issues” – Halifax





“Market intelligence, connections, and assistance in relationships” – Toronto





“Availabilty to spend time with someone of our size.  We’re not Bombardier” – Vancouver





“What would really be helpful is if we could get a small office space in the Embassy on visits.  This provides huge credibility and makes a better impression than just meeting in a hotel room.” – several SMEs in Halifax, Montreal, Toronto and Vancouver





















































“I think it’s important to assess a business’ readiness to expand internationally and perhaps have some sort of pre-qualification.” – Halifax





“Everyone (here) agrees that the differentiated level of services is a natural progression, and it’s about whether your business is ready to receive it.” – Halifax








The TCS provides core services to any Canadian organization (not individuals) that:


has a demonstrated capacity for and commitment to internationalization, and;


has a legal presence in Canada, and;


has meaningful economic ties to Canada; and


will contribute significantly to Canada’s economic growth.





Connected. Everywhere you do business








Option 2





Option 1





On the Proposed Core Services - Partners





“ If you can’t deliver, get out” 





“As a partner, I’d rather see the TCS do a better job in fewer markets.” 





“You’re spreading resources too thin.” 




















Option 3





“I’d say B is what they are now, but C is what we’d (ideally) like them to be. - Vancouver





Interpretive Note: 


Although qualitative research in general, and focus groups in particular, are highly valuable for providing insight into the needs, attitudes and opinions of an organization’s customers and prospects, the results cannot be deemed to be representative of any wider group of individuals than those who participated.  Although the number of participants in each group will influence the group dynamics, it has no bearing on the validity of results.





On the Proposed Value-Added Services - Partners





“It’s the right direction, but if not done properly, you risk creating two classes of companies.  There has to be full transparency.” 





“Everyone (here) agrees that the differentiated level of services is a natural progression, and it’s about whether your business is ready to receive it.” – Halifax





“What is the objective?


If it is to get more business for Canada abroad, then we need to identify people with the most potential and then put all our energy behind them.”


-  S&T/Innovation Client, Halifax//





« Quel est l’objectif ?


S’il s’agit d’obtenir plus d’activités commerciales pour le Canada à l’étranger, alors nous devons déterminer qui sont les gens qui présentent le plus grand potentiel et mettre toute notre énergie derrière eux. »


-  Client du secteur Innovation, sciences et technologie, Halifax





On the Proposed Value-Added Services - Partners





“It’s the right direction, but if not done properly, you risk creating two classes of companies.  There has to be full transparency.” 




















On the Proposed Core Services





“ For me, this is almost perfect.  It’s all the things I’m looking for !” - Toronto





“Generally speaking, I’m reasonably impressed.  Someone has put a lot of thought into this.” - Toronto





« Globalement, je trouve ça bon.  C’est complèt » (Overall, I find it good. It’s complete) – Montreal (S&T/Innovation)





« Ça décrit exactement ce qu’on demandait tantôt.  C’est excellent! » (It describes exactly what we were talking about before.  It’s excellent) - Montreal





“It looks like it is a lot of what the trade group is already doing.  I think it’s appropriate “ - Halifax





 “My sense is that Investment needs to be handled somehow.  It’s not the same.  There should be a separate list “ – Toronto (Municipality)





“It would be nice if the consulate(s) and embassies have a room which you could reserve “ - Vancouver 





“The only thing I don’t like about it is the possibility of excluding smaller companies “ - Toronto


























“ For me, this is almost perfect.  It’s all the things I’m looking for !”


 – Toronto 





“I was just looking to establish a series of distributors when I realized that the only way I could compete was to set up a licensing arrangement instead and (have someone else) manufacture abroad” – Toronto.





On Value-Added Services 





“I know it’s tough to tell people they are not good enough, but in order for Canada to compete internationally, we need to be pushing hard for the absolute best that we have.  I like the concept of focus”  - Halifax





“It makes a lot of sense, and I like the advocacy.  I don’t think they’ll do it all for me, because I’m small, but from a Canadian perspective, it’s part of brand-buildng.” - Toronto





« L’approvisionnement stratégique serait une nouvelle façon de voir des choses.  C’est très intéressant » (Strategic sourcing would represent a new way of thinking.  Very interesting) - Montreal





« C’est l’entreprise qui a le plus d’argent qui a le plus de pouvoir.  Moi, je ne vois pas une compagnie comme la nôtre là-dedans.  On n’est pas assez grosse pour avoir encore de l’aide.  Ça serait plus accrocheur si on mentionnait les PMEs » (It’s the company with the most money which has the most power. I don’t see my company getting that. We’re not big enough to get assistance.  It would be more attractive if you make specific mention of SMEs)  - Montreal





“Everyone (here) agrees that the differentiated level of services is a natural progression, and it’s about whether your business is ready to receive it.” – Halifax (S&T/Innovation)





 “If it’s going to be on a case by case basis, the onus is on individuals going to DFAIT, to put together a very convincing presentation and passion for international business.  I might be in my garage now, but I’m determined and can prove I’ll be in 12 countries in the next 18 months. – Toronto 


























Market intelligence and strategic advice 


(opportunities and leads)





Matchmaking, introductions, linkages and strategic partnering





Strategic sourcing 





Advocacy 


(on behalf of the interests of specific Canadian organizations, when it is deemed wider Canadian interests are at stake)





Know the world.  It’s good business





On the Proposed Client Definition





« Des mots comme ‘liens importants’ et  ‘contribution significative’. Ça porte à l’interprétation et pourrait exclure les PMEs.  (Words like ‘meaningful ties’ and ‘significant contribution’ are subject to interpretation and can be used to exclude SMEs)





« Il devrait avoir un service à deux vitesses.  Un service ou l’entreprise passe plusieurs étapes » .  (There should be service at different speeds.  A service based on the company passing certain milestones.) – Montreal





“I think it’s important to assess a businesses readiness to expand internationally and perhaps have some sort of pre-qualification.” – Halifax (S&T /Innovation)





“I don’t think you could ever say we can’t service you, but it’s legitimate to say to focus and do your research first” - Calgary





“If they’re exporting cyanide to Angola for mining…something damaging, criminal….they should be refused. It’s wrong.  That should be in there.” - Toronto


 �“There needs to be encouragement for the small entrepreneur with a creative product which has potential” – Toronto (S&T/Innovation)
































On Differentiation Based on Potential for Success





“Some companies think they are ready to be there and they take up the Embassy’s time.  Three years ago they told us: you guys are not really ready for this. You don’t have the funds. So we went back…and thanks to them, we’re now much stronger!”  - Calgary





“It doesn’t matter where it’s made any more.  It’s where the intellectual property comes from.  If the idea is Canadian, and the profits go to Canada, then it should be Canadian” – Halifax





“It’s not their role to judge.  They should be helpful to any companies that want to sell abroad” – Calgary





“They can’t serve everyone, because they won’t serve anyone well.” – Vancouver





“They can’t limit it by sector if they’re using tax dollars.  You can be very successful even if the sector as a whole isn’t” – Halifax





« Le Canada doit supporter les compagnies canadiennes qui sont sérieuses et qui font des démarches. » (Canada should support Canadian companies that are committed and have done their homework)















































“I think it’s important to assess a business’ readiness to expand internationally and perhaps have some sort of pre-qualification.” – Halifax





« C’est très bon dans l’ensemble, mais ce n’est pas égal et ce n’est pas standard » (Overall they’re very good, but it’s not even and it’s not standard)






































“We need qualified leads…someone to check out the company.  We can get the basic information on the Internet.  The face-to-face is what I can’t do and that’s  what I need.” - Toronto





Interpretive Note: 


Although qualitative research in general, and focus groups in particular, are highly valuable for providing insight into the needs, attitudes and opinions of an organization’s customers and prospects, the results cannot be deemed to be representative of any wider group of individuals than those who participated.  Although the number of participants in each group will influence the group dynamics, it has no bearing on the validity of results.





HANDOUT 3


Market intelligence and strategic advice 


(opportunities and leads)





Matchmaking, introductions, linkages and strategic partnering





Strategic sourcing 





Advocacy 


(on behalf of the interests of specific Canadian organizations, when it is deemed wider Canadian interests are at stake)


































































































“Everyone likes the words:  ‘global’ and ‘connected’.  Those two words summarize what the TCS is for us” - Calgary





Au sujet des services à valeur ajoutée proposés – Partenaires





« C’est une bonne idée, mail il y a un risque de créer deux catégories d’entreprises.  Il faut une transparence totale. » 





« Tous (ici) sont d’accord pour dire que le niveau différencié de services constitue une progression naturelle et qu’il s’agit de savoir si son entreprise est prête à le recevoir. » – Halifax








« Pour moi, c’est presque parfait. Ce sont là toutes les choses que je recherche ! »  – Toronto 





« Je crois que c’est important d’évaluer l’état de préparation d’une entreprise à prendre de l’expansion au niveau international, et peut-être de faire une certaine forme de présélection. » –  Halifax





« C’est très bon dans l’ensemble, mais ce n’est pas égal et ce n’est pas standard. » 





« Nous avons besoin d’occasions d’affaires; de quelqu’un pour faire une vérification sur la compagnie. » Nous pouvons obtenir l’information de base sur Internet, mais la rencontre en personne, je ne peux pas la faire et c’est ce dont j’ai besoin. » - Toronto





Note d’interprétation : 


Bien que les études qualitatives en général, et les groupes de discussion en particulier, soient très valables comme moyens d’obtenir de l’information sur les besoins, les attitudes et les opinions des clients ou des clients potentiels d’une organisation, les résultats ne peuvent être considérés comme représentatifs de tout autre groupe de personnes plus nombreux que ceux qui y ont participé. Même si le nombre de participants dans chaque groupe influence la dynamique du groupe, il n’a aucune incidence sur la validité des résultats.





HANDOUT 2


The TCS is considering revising its service offering as follows.  The TCS will provide the following services to all Canadian clients (meeting the definition in Handout 1):





Preparing for International Markets


Market and Industry Information


One-on-one export help


Trade Fairs, Missions and Events





Overview of Market Potential 


Advice on the market potential of your product or service in the target market;


advice on doing business in the market; 


an indication of major barriers, regulations and certifications; 


notification of upcoming events (trade fairs, conferences, seminars, trade missions); and 


suggested next steps. 


Qualified Contacts 


List of qualified contacts in the target market


Information on local companies and organizations





Troubleshooting 


Advice on resolving market access problems and other business challenges





HANDOUT 1:


The TCS provides core services to any Canadian organization (not individuals) that:


has a demonstrated capacity for and commitment to internationalization and;


has a legal presence in Canada and;


has meaningful economic ties to Canada and;


will contribute significantly to Canada’s economic growth.





N.B.  This document serves as a guide for Moderator and Client to ensure a common understanding of the nature of information to be gathered through the qualitative research session.  This is not a questionnaire and questions will not necessarily be asked verbatim by the Moderator.  At the end of the focus groups, all of the questions posed in this guide will have been answered satisfactorily.








� Please see “Review of Clients and Core Services – Phase 1 – Internal Consultations and Advisory Group Recommendations” – The Antima Group, March 31, 2007





� The original methodology and statement of work called for a total of three focus groups in each of four cities, plus a focus group among partner-clients in Ottawa.  However, there were insufficient number of company names to fill these groups, and the joint decision was taken to consolidate the groups to the number mentioned above.


� Interviews conducted directly by the client


� Veuillez consulter le document « Analyse des clients et des services de base – Étape 1 – Consultations internes et recommandations du groupe consultatif » – Le Groupe Antima, 31 mars 2007





� La méthodologie et l’énoncé des travaux comprenaient à l’origine trois groupes de discussion au total dans chacune des quatre villes ainsi qu’un groupe de discussion avec les partenaires clients à Ottawa. Toutefois, comme il y avait un nombre insuffisant de noms d’entreprise pour remplir ces groupes, il a été décidé conjointement de fusionner les groupes pour atteindre les nombres indiqués précédemment.


� Entrevues menées directement par le client


� For more information on the current core services, please see � HYPERLINK "www.infoexport.gc.ca" ��www.infoexport.gc.ca�


� Please see “Review of Clients and Core Services – Phase 1 – Internal Consultations and Advisory Group Recommendations” – The Antima Group, March 31, 2007





� The original methodology and statement of work called for a total of three focus groups in each of four cities, plus a focus group among partner-clients in Ottawa.  However, there were insufficient number of company names to fill these groups, and the joint decision was taken to consolidate the groups to the number mentioned above.


� Interviews conducted directly by the client


� The MRIA is the industry association which governs the conduct of marketing and public opinion research in Canada.  TNS Canadian Facts and The Antima Group are Gold Seal Members, ensuring that the highest standards are maintained.  More information on MRIA standards and guidelines for qualitative research can be found at www.mria-arim.com





� The joint decision was taken to increase the participant incentive to $150 to attempt to increase participation levels in Vancouver and Calgary.


� U.S. Small Business Distribution Channel Research, The Antima Group for Export Development Canada, December 15, 2006, and Open Account Platform Research, The Antima Group for Export Development Canada, October 31, 2007.


� The moderator made it emphatically clear that there is never a question of refusing service, only as to which department or agency is best-suited to meet an organization’s needs.


� Please note that this is a moderator’s technique to ensure that participants are committed to their individual opinion, and that those opinions are put forward prior to any group influences.  The results have absolutely no statistical validity and MRIA guidelines prohibit us from reporting any quantitative responses from qualitative research.


� EDC, Natural Resources Canada, Western Economic Diversification, and Canadian Heritage (in a subsequent one-on-one interview)


� This is in part due to the fact that these were tested at the end of each group, and certain fatigue had set in.
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