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Executive Summary

Phoenix SPI was commissioned by the Department of Foreign Affairs and International Trade (DFAIT) to undertake a survey of Canadian businesses on issues related to foreign government procurement access. The purpose of the research was to identify the market interests of Canadian businesses selling to foreign governments, including the importance to Canadian businesses of government procurement in the following eight foreign markets: Brazil, Russia, India, China, UK, France, Germany and Japan. In addition, the study identified potential barriers that impede their ability to take advantage of government procurement opportunities in these foreign markets, as well as the willingness of businesses to accept increased competition from foreign suppliers for government procurement opportunities in Canada as a trade-off for greater access to such opportunities in these foreign markets. 

A telephone survey was conducted with executives of Canadian companies that sell (or would like to sell) goods and services to foreign governments in these target markets. In total, 253 interviews were completed with eligible businesses
 between November 16 and December 12, 2007. The sample was generated from a list provided by DFAIT consisting of businesses that are doing business, or would like to do business, in the target countries.
Export Activities and Intentions

In total, 67% of surveyed companies had exports of less than $5 million in their most recently completed fiscal year. Close to half (47%) attributed at least some of their export revenue from that year to sales to foreign governments. Technological products and services (19%) headed the list of sales to foreign governments by surveyed companies, followed by sales of heavy equipment and industrial services, agricultural, food, and beverage products/services, and consulting services (cited by 10-12%). 

Turning to the client governments for these products and services, relatively few businesses currently export to the foreign governments that are the focus of this survey. That said, governments in the European Union (26%) and China (22%) were the most likely to be current clients, followed by India, Japan, Brazil, and Russia (10-13%). 
Companies that do not currently sell to these countries tended to express interest in many of them. For instance, 53% of surveyed business expressed interest in five or more of the countries that were not current clients. Moreover, majorities were interested in each country that was not currently their client, with interest in European Union governments being most widespread (76%). 

Executives provided mixed views on the importance of specific countries to their firms. They were more likely to perceive as important the UK (49%) and China (46%), followed by Brazil (41%), and Germany (39%). 

Export Products and Barriers

The top products and services that are being sold (or that companies would like to sell) to each specific country were essentially the same for all of the countries. Heading the list were technological products/services, heavy equipment and industrial services, and agricultural food and beverage products/services, followed by manufacturing equipment, components and raw materials, and consulting services.  Differences between the countries on these and most other products and services tended to be small. In fact, 78% of companies identified the exact same products or services for each country of interest. 

Executives identified a range of similar obstacles or barriers that they think limit their companies’ success when selling to foreign governments in the target countries. When the focus was on individual countries, the barrier identified most often in each country was the same – a lack of communications channels and contacts, identified by 13-18% depending on the specific country. This was cited most often for China and India, and least often for Germany and the UK. This was in response to an open-ended question. 

Looking at the eight countries as a whole, executives were asked directly to rate the significance of potential barriers to their company. The top perceived barriers were a lack of timely information about procurement opportunities (49%) and governments favoring local companies (45%). Other barriers were seen to be significant by smaller numbers (13-30%), including difficulty getting export financing, cultural barriers, high tariffs, strong foreign market competition, and difficulty meeting product standards and regulatory/ licensing requirements.

Business executives pointed to a range of barriers their company has encountered when trying to obtain information on government procurement opportunities in other countries. However, none dominated. Leading the way was poor access to information in general (15%). Fully 29% did not encounter any barriers to obtaining information. 

Reciprocal Government Procurement Market Access

Fully 72% of surveyed executives are not opposed to making Canadian procurement opportunities at all levels of government (federal, provincial and municipal) more accessible to foreign companies in exchange for equivalent access to foreign government markets (including 49% that indicated clear support). Those not opposed to open access pointed most often, in support of their perspective, to the belief that global competition will result in better products and services (42%). Meanwhile, those opposed were most likely to hold this view because they think the resulting competition will be bad for their business (40%). 

Conclusions and Implications

Overall, surveyed companies have significant involvement in government procurement. In their most recently completed fiscal year, 64% of firms sold products/services to governments in Canada or abroad. More specifically, they were more likely to have sold products or services to foreign governments (47%) than to Canadian governments (40%).
Executives expressed interest in the eight foreign government procurement markets that are the focus of this study. Although no more than 22% currently do business with any one of these governments, two-thirds are interested in doing business with the majority of them, with over half interested in virtually all of them (7 or 8 of the 8 countries examined). Not only does this suggest general interest in foreign government procurement markets, it also points to a lack of differentiation between the different markets among many surveyed executives, at least with respect to the foreign governments that were part of this study. 

The products and services identified for each country also did not vary very much across the different countries. In fact, over three-quarters of companies currently sell or would like to sell the exact same types of products and services to each of the countries they are interested in.

This lack of variance was also apparent in terms of perceived obstacles or barriers to export success with foreign governments in these eight countries. It was clear that information and communication was a key obstacle – the number one barrier in each country was a lack of communication channels and contacts. In addition, focusing on these countries as a whole, lack of timely information about procurement opportunities was viewed as the top obstacle.

There was a willingness among surveyed executives to open up Canadian government procurement markets to foreign companies in exchange for similar access abroad. In total, 72% were not opposed to this arrangement. Conversely, less than one-quarter were opposed to reciprocal access. Not only is there considerable support for reciprocal access agreements, most executives (62%) expect a net increase in their company’s revenues under these conditions. 
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Sommaire

Le ministère des Affaires étrangères et du Commerce international (MAECI) a confié à Phoenix SPI le soin de réaliser un sondage auprès des entreprises canadiennes sur des questions relatives à l’accès aux marchés publics étrangers. Le but de la recherche était de connaître les intérêts commerciaux des entreprises canadiennes qui vendent à des gouvernements étrangers et, notamment, l’importance que revêtent pour les entreprises canadiennes les marchés publics dans les huit pays étrangers suivants : le Brésil, la Russie, l’Inde, la Chine, le Royaume-Uni, la France, l’Allemagne et le Japon. L’étude devait en outre cerner les obstacles susceptibles d’empêcher les entreprises canadiennes de tirer partie des avantages pouvant découler de l’accès à ces marchés publics étrangers, de même que la disposition des entreprises à accepter en contrepartie d’un accès élargi aux marchés étrangers une concurrence accrue de la part de fournisseurs étrangers à l’occasion de marchés publics au Canada. 

Un sondage téléphonique a eu lieu avec des cadres supérieurs de compagnies canadiennes qui vendent (ou souhaiteraient vendre) des biens et des services à des gouvernements étrangers dans ces marchés cibles. En tout, 253 entrevues ont été complétées auprès d’entreprises admissibles
 entre le 16 novembre et le 12 décembre 2007. L’échantillon a été établi d’après une liste fournie par le MAECI, qui se composait d’entreprises actives dans les pays visés ou qui voudraient y faire affaire.

Activités et intentions en matière d’exportation

Globalement, 67 % des entreprises sondées ont exporté pour moins de cinq millions de dollars au cours de leur dernier exercice révolu. Près de la moitié (47 %) ont attribué au moins une partie de leurs recettes d’exportation pour cet exercice à des ventes à des gouvernements étrangers. Les produits et services technologiques (19 %) sont en tête de liste des ventes des entreprises sondées faites à des gouvernements étrangers, après quoi viennent les ventes de matériel lourd et de services industriels, de produits et services du secteur de l’agriculture, des aliments et des boissons ainsi que de services de consultation (taux de 10 à 12 %). 

En ce qui concerne les gouvernements qui achètent ces produits et services, assez peu d’entreprises exportent présentement vers les gouvernements étrangers qui font l’objet du présent sondage. Néanmoins, les gouvernements de l’Union européenne (26 %) et celui de la Chine (22 %) sont les plus susceptibles d’être des clients actuels, suivis par ceux de l’Inde, du Japon, du Brésil et de la Russie (10-13 %). 

Les compagnies qui ne vendent pas présentement à ces pays tendent à exprimer de l’intérêt à cet égard. Ainsi, 53 % des entreprises sondées se disent intéressées à commencer à exporter dans au moins cinq des pays visés. De plus, les entreprises se sont montrées majoritairement intéressées à chaque pays qu’elles n’avaient pas présentement pour client, les pays de l’Union européenne ayant suscité le plus d’intérêt (76 %). 

Les cadres supérieurs avaient des avis divergents sur l’importance de certains pays particuliers pour leur entreprise. Ils étaient plus enclins à accorder de l’importance au Royaume-Uni (49 %) et à la Chine (46 %), suivis du Brésil (41 %) et de l’Allemagne (39 %). 

Produits exportés et obstacles à l’exportation

Les principaux produits et services qui sont vendus (ou que les compagnies voudraient pouvoir vendre) à chaque pays individuel sont essentiellement les mêmes pour l’ensemble des pays. En tête de liste se trouvent les produits et services technologiques, le matériel lourd et les services industriels ainsi que les produits et services du secteur de l’agriculture, des aliments et des boissons, suivis par le matériel de fabrication, matières premières et éléments à base de matières premières ainsi que les services de consultation. Les différences entre pays en ce qui concerne ces produits et services et la plupart des autres tendent à être minimes. En fait, 78 % des compagnies ont indiqué exactement les mêmes produits ou services pour chaque pays qui les intéresse. 

Les cadres supérieurs signalent une gamme semblable d’obstacles ou d’empêchements qui nuisent, selon eux, à la réussite des transactions de leur entreprise dans les marchés publics des pays visés. L’obstacle le plus souvent mentionné lorsqu’il s’agit d’un pays particulier est le même quel que soit le pays, c’est-à-dire le manque de voies de communications et de personnes-ressources, signalé par de 13 à 18 % des répondants selon le pays. C’est l’obstacle le plus souvent mentionné pour ce qui est de la Chine et de l’Inde et le moins souvent, pour ce qui est de l’Allemagne et du Royaume-Uni. Il s’agissait ici de la réponse à une question ouverte. 

En ce qui concerne les huit pays dans leur ensemble, les cadres supérieurs étaient invités à évaluer l’importance de certains obstacles éventuels pour leur compagnie. Les plus souvent retenus sont le manque d’information en temps opportun sur les projets de marché (49 %) et la faveur accordée par les gouvernements aux entreprises locales (45 %). Les répondants sont moins nombreux (13-30 %) à attribuer de l’importance aux autres obstacles dont les suivants : la difficulté à obtenir du financement à l’exportation, les obstacles culturels, les tarifs douaniers élevés, la trop forte concurrence sur les marchés publics étrangers ainsi que la difficulté à satisfaire aux normes des produits et aux exigences en matière de réglementation ou de licence.

Les cadres supérieurs font état de divers obstacles auxquels leur entreprise a été confrontée lorsqu’elle a tenté d’obtenir de plus amples renseignements sur des projets de marchés publics à l’étranger. Il n’y en a toutefois pas de prédominant. Celui qui revient le plus souvent est l’accès insuffisant à de l’information en général (15 %). Ils sont 29 % à n’avoir été confrontés à aucun obstacle dans leur recherche de renseignements. 

Accès réciproque aux marchés publics

À raison de 72 %, les cadres supérieurs interrogés ne s’opposent pas à ce que les projets de marchés publics à tous les paliers (gouvernement fédéral, gouvernement provincial et administrations municipales) deviennent plus accessibles pour les entreprises étrangères en échange d’un accès équivalent aux marchés publics étrangers (et 49 % y sont nettement en faveur). Ceux qui ne s’opposent pas à un accès élargi font surtout valoir, à l’appui de leur perspective, leur conviction que la concurrence mondiale va donner lieu à de meilleurs produits et services (42 %). Ceux qui s’y opposent s’appuient sur l’idée que la concurrence qui en résulterait ferait du tort à leurs affaires (40 %). 

Conclusion et incidences

En général, les entreprises sondées sont très actives dans les marchés publics. Durant leur dernier exercice révolu, 64 % d’entre elles ont vendu des produits ou des services à des gouvernements, au Canada ou à l’étranger. Plus précisément, elles sont plus susceptibles d’avoir vendu des produits ou des services dans des marchés publics étrangers (47 %) que canadiens (40 %).

Les cadres supérieurs ont exprimé de l’intérêt pour les marchés publics des huit gouvernements étrangers faisant l’objet de la présente étude. Bien que pas plus de 22 % des entreprises en cause fassent affaire avec l’un ou l’autre de ces gouvernements, les deux tiers sont intéressées à transiger dans la majorité de ces pays et plus de la moitié s’intéressent à presque tous les pays concernés (7 ou 8 des huit pays à l’étude). Cela laisse entendre non seulement un intérêt général à l’égard des marchés publics étrangers mais aussi l’absence d’une différenciation entre les divers marchés de la part d’un grand nombre des cadres supérieurs interrogés, du moins en ce qui a trait aux marchés publics des pays étrangers faisant l’objet de l’étude. 

Les produits et services mentionnés pour chaque pays ne varient pas beaucoup non plus pour l’ensemble des pays. En fait, plus des trois quarts des entreprises vendent ou voudraient vendre exactement les mêmes genres de produits et de services à chacun des pays qui les intéressent.

L’absence de variation se manifeste aussi à propos des obstacles ou empêchements qui nuiraient à la réussite des exportations dans les marchés publics des huit pays. De toute évidence, le principal obstacle réside dans l’information et les communications – à l’égard de chaque pays, on cite en premier le manque de voies de communication et de personnes-ressources. De plus, pour tous ces pays pris globalement, le manque d’information en temps opportun sur les projets de marchés est perçu comme le plus grand obstacle.

Les cadres supérieurs interrogés se montrent disposés à ouvrir les marchés publics canadiens aux entreprises étrangères en contrepartie d’une ouverture semblable à l’étranger. Ils sont 72 % à ne pas s’opposer à cette formule. À l’inverse, moins du quart sont contre l’idée d’un accès réciproque. Non seulement les cadres supérieurs sont fortement en faveur des ententes d’accès réciproque, mais la plupart (62 %) s’attendent à ce que cette situation procure à leur compagnie une augmentation nette de ses recettes. 
Renseignements supplémentaires :

Nom du fournisseur : Phoenix Strategic Perspectives Inc.
No du contrat avec TPSGC : 08170-070400/001/CY
Date d’attribution du contrat : 2007-10-26
On peut se renseigner davantage sur cette étude en adressant un courriel à
por-rop@international.gc.ca.
Introduction

Phoenix SPI was commissioned by the Department of Foreign Affairs and International Trade (DFAIT) to undertake a survey of Canadian businesses on issues related to foreign government procurement access. 

Background & Objectives 

A study was conducted in 2001 to identify potential benefits to Canadian businesses of improved access to foreign government procurement markets. The study was carried out through a telephone survey of businesses selling or attempting to sell to foreign governments. One of the study’s key findings was the identification of the U.S. as the most important foreign market, followed by Chile. This information was used in making the decision to add a government procurement chapter to the Canada-Chile Free Trade Agreement. The negotiations of that chapter concluded in 2006. As per the rationale and research objectives identified below, an updated study was required to identify current market interests and objectives of Canadian businesses selling to foreign governments. 

An important part of increasing Canada’s participation in international trade involves securing access to foreign government procurement markets for Canadian suppliers.  This access can be obtained through bilateral negotiations (usually through a chapter in a free trade agreement) or by encouraging countries to accede to the WTO Agreement on Government Procurement to which Canada is already a party.  It is important for Canadian trade negotiators to understand the challenges experienced by Canadian businesses operating in foreign government procurement markets and the importance they place on government procurement markets in certain economies.

The purpose of this research, therefore, was to identify the market interests of Canadian businesses that sell their goods or services to foreign governments (i.e. government procurement), including the importance to Canadian businesses of government procurement markets in the following eight foreign markets: Brazil, Russia, India, China, UK, France, Germany and Japan.  The study was designed to identify the barriers that, in the opinion of Canadian businesses, are impeding their ability to participate fully in government procurement opportunities in these foreign markets. This study also gauged how willing Canadian businesses are to accept greater competition from foreign suppliers for government procurement opportunities in Canada in return for greater access to such opportunities in these foreign markets. 

This study will be one of the tools used to assess the priorities for future government procurement market access negotiations. 

Research Design
To meet the research objectives, a telephone survey was conducted among Canadian companies that sell, or would like to sell, their goods and services to foreign governments in the markets of Brazil, Russia, India, China, UK, France, Germany and Japan.
Specifically, the following specifications applied to this survey:

· In total, 253 interviews were completed with eligible businesses
. 
· The survey sample was generated from a list of telephone numbers with contact names supplied by the department. The list contained 6,315 unique records, consisting of businesses that are doing business, or would like to do business, in the target countries. However, the list did not identify businesses that are interested in selling their goods or services to governments in these markets. As such, low-incidence calling was required to obtain the target number of completions. 
· The main contact on the list was generally not an appropriate respondent for this survey. As such, referrals were used to identify an appropriate respondent to participate in this survey on behalf of his/her company. Eligible participants were senior managers and executives knowledgeable about market and business development issues for their businesses. 

· The survey was conducted in English and French, and averaged 18 minutes in length.
· The table below contains a detailed breakdown of the call disposition, including the incidence and response rates.

	Table 1: Call Dispositions

	
	

	Total Numbers Attempted
	4195

	Out-of-scope - Invalid
	681

	Unresolved (U)
	1616

	    No answer/Answering machine 
	1616

	Total In-scope - Non-responding (IS)
	557

	    Language barrier
	8

	    Incapable of completing (ill/deceased)
	5

	    Callback (Respondent not available)
	544

	Total Asked
	1341

	    Refusal
	605

	    Termination
	9

	Total In-scope - Responding 
	727

	  Excluded – does not sell and/or would not like to sell
	474

	  Completed Interviews 
	253

	Response Rate
	24.59%

	Incidence
	34.80%


· During the data collection, attention was paid to the regional distribution and distribution by the size of the businesses. 

· The questionnaire was designed in consultation with DFAIT officials to address the research objectives identified above. 
· A pre-test was conducted in both English and French (15 interviews per language). 
· All steps of the project complied with market research industry standards, including those of the Marketing Research Intelligence Association (MRIA). The survey was registered with the MRIA’s Registration System.
· Sponsorship of the survey was revealed (i.e. DFAIT). 
Note to Readers

· For editorial purposes, the terms ‘respondents’, ‘company representatives’, and ‘executives’ are used interchangeably in the report to denote survey participants. 

· At times, the number of respondents (i.e. not the percentage) who answered certain questions or answered in a certain way is provided. The following method is used to denote this in the graphs: base = 100, which means the number of respondents, in this instance, is 100. 
· Some of the graphs do not sum to 100% due to rounding. 
Where possible given the relatively small sample size, subgroup analyses were performed in areas of interest to the department. The main subgroup analysis included involved the division between those who had sold products/services to foreign or Canadian governments in their last fiscal year and those who had not (current vendors vs. non-vendors). This was applied to all chapters of the report, where applicable. Dealt with much less often, due to relatively smaller sample sizes, were analyses by region (Atlantic Canada, Ontario, Quebec, and West) and size of firm (small firms: under 20 employees; medium-sized: 20 to 49 employees; and large: 50 employees or more). Caution should be used in interpreting the results of the subgroup analyses given the small sample sizes.
Export Activities and Intentions

This section explores the export activities and intentions of surveyed businesses, including the products and services they currently sell to foreign governments, as well as the foreign governments they currently sell to and would like to sell to.

Almost Half Derived Export Revenue from Sales to Foreign Governments

In total, 47% of the businesses surveyed obtained at least some of their export revenues in their last fiscal year from sales to foreign governments. This includes state-owned enterprises. For 21% of surveyed firms, such sales comprised up to 25% of their export revenues. At the other end of the spectrum, 10% obtained more than three-quarters of their export revenues from foreign governments. 

The above notwithstanding, 42% of businesses did not sell any goods or services to foreign governments in their last fiscal year. A further 12% were unsure or gave no response.  
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Technological Products, Services – Top Sales to Foreign Governments 

Surveyed companies sold a wide range of products and services to foreign governments during their last fiscal year. This includes foreign governments anywhere, not just the countries that are of prime interest in this survey. Leading the way were technological products and services, sold by 19%.
  Following this, significant numbers (10-12%) sold heavy equipment and industrial services, agricultural, food, and beverage products, and consulting services to foreign governments. 

Smaller numbers sold manufacturing equipment, parts and materials, training, education and analysis products and services, finished consumer goods, health care or medical equipment and services, and building construction materials, including finishing products. A few also provided heating and air conditioning equipment and services, and media, information, and entertainment services.  
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Services in the ‘other’ category include debt and financial management, pollution control, geo-spatial products, store presentation, cobra rods, and military products/services. 
Agricultural, Food & Beverage Products, Services – Most Likely to Generate High Revenues

Executives were asked to estimate the total export value of the aforementioned products and services that their company sold to foreign governments in their last fiscal year. Although significant numbers were unable to provide an estimate (20-50%, depending on the product/service), some valuable insight emerged. Almost all products and services were more likely to be valued by those who sold them at less than $500,000 (in generated export revenues), and often less than $100,000, rather than higher amounts. 

Topping the list, agricultural, food and beverage products and services were the most likely to be valued at $500,000 or more (51% vs. 18% of others), including 44% whose revenues from such products/services totalled $1 million or more. Following this, 32% of those who sold manufacturing equipment and materials valued their exports at $1 million or more. A further 33% valued their heavy equipment and industrial services exports at $500,000 or more, with 23% valuing this at $1 million or more. That said, 42% valued these products and services at less than $500,000. 

The following table presents the distribution of export revenues by product/service category. Caution should be exercised in interpreting the results due to the small sample sizes in many cases (see bottom of the table for more details).
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Interestingly, even though technological products and services were sold to foreign governments by the greatest number of companies (19% vs. 12% or less for other products or services), such products appear to have generated lower revenues for the companies that sold them compared to many other types of products or services. 
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EU & China Top List of Foreign Government Clients 

Relatively small numbers of businesses currently sell their products or services to each of the specific foreign governments asked about, from 10% to 26%. Sales to the European Union (EU) overall (26%), and China (22%) lead the way. This was followed by all other countries being identified by very similar numbers (10-14%), including India, Japan, Brazil, and Russia. 

Within the EU, the United Kingdom was the most common current client (19%), followed by Germany (14%) and France (12%).
In total, 59% do not currently sell products or services to governments in any of these countries. 

The graph below identifies the number of foreign governments that surveyed companies currently sell to. As noted, the majority (59%) do not currently sell their products or services to any of these foreign governments. Turning to those who do, one-quarter have one or two of these countries as their clients, 10% sell to three or four, and 7% currently sell to a majority of these countries (five or more). 
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Widespread & Similar Interest in Selling to Non-Client Governments 
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Majorities of executives were interested in selling products or services to each of the foreign governments that they do not currently do business with. Companies were most likely to express interest in conducting business with governments in the European Union. In total, 76% were interested in one or more EU countries; more specifically, 62% were interested in the UK, 61% in France, and 60% in Germany. Beyond this, similar numbers (53-59%) were interested in selling their products or services to governments in Brazil, Japan, India, Russia, and China. 

Only 11% were not interested in selling to foreign governments (on this list) that were not already their clients. 

Companies that sold to governments in the last fiscal year were less likely than those who had not to demonstrate interest in countries that were not already their clients. That is, current government vendors were less likely to be interested in the UK (57% vs. 71%), France (57% vs. 66%), Germany (55% vs. 70%), Russia (52% vs. 64%), China (49% vs. 59%), and Japan (54% vs. 64%). This was less pronounced regarding India (57% vs. 61%), and Brazil (57% vs. 63%).

Turning to regional variations, executives in Atlantic Canada tended to stand out. In almost all cases, they expressed less interest in doing business with any of these eight countries they did not already count as clients. Meanwhile, executives in other regions tended to have a similar and higher levels of interest: China (42% for Atlantic Canada vs. 52-55% for other regions), India (50% vs. 57-61%), Germany (42% vs. 60-64%), France (46% vs. 61-64%), and the UK (58% vs. 61-64%). The most dramatic differences between Atlantic executives and others were in terms of Japan (39% vs. 61-64% in Ontario and Quebec and 57% elsewhere) and Brazil (39% Atlantic, 71% Quebec, and 59-60% elsewhere). Interest in Russia was slightly higher among executives west of Quebec (57-58% for Atlantic Canada and Quebec vs. 52-54% for Ontario and the west). Caution should be used in interpreting these results because of the relatively small sample sizes for the various regions.

Majority Attracted to Opportunities in Almost all Countries Asked About
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In total, 55% of executives said their firms are interested in business opportunities in at least seven of the countries asked about. This includes those who currently sell to governments in these countries and those who would like to. Following this, 12% are interested in the balance of countries asked about (five or six), and 30% in up to four of these countries.

UK, China – Most Important Foreign Govt. Markets to Businesses

Executives were asked to rate the importance of the same eight countries to their business in terms of exporting products and services to their governments now or in the future (using a 5-point scale: 1 = not important at all, 5 = very important).

Overall, no country was characterized as important by a majority of executives. Moreover, there was relatively little difference between those who felt each country was important (scores of 4-5) and those who felt they were unimportant (scores of 1-2), varying by no more than +/- 5%, with two exceptions. Businesses were more likely to perceive the UK (49% vs. 27%) and China (46% vs. 32%) to be important, as opposed to unimportant, for exporting products and services to governments now or in the future. 
The following countries were also slightly more likely to be seen as important, rather than unimportant in this regard: Brazil (41% vs. 36%), and Germany (39% vs. 34%). Meanwhile, the reverse was true for Russia (39% unimportant vs. 36% important). 
Overall, the European Union was more likely to be seen as important rather than unimportant by executives (39-30%), the UK position as one of the most important countries being the most significant contributor to this. 
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Despite the relatively small differences between executives’ views on the importance of each country to their business, they did tend to discriminate between them. In total, just 21% provided identical scores for each country. This number changes little when considering all positive (scores of 4-5) and negative (scores of 1-2) scores as similar (22%). In short, while the aggregate results suggest that there is little discrimination on the part of surveyed executives in terms of the countries of interest, a closer look at the data suggests that executives did discriminate between the various foreign government markets, at least to some degree. 

Executives of firms that had sold goods or services to one or more of these governments in their last fiscal year were less likely than those who had not to characterize each of these markets as important. This difference was greatest concerning Japan (33% vs. 46%), followed by China (43% vs. 51%), Germany (37% vs. 44%), UK (47% vs. 53%), Brazil (39% vs. 45%) and India (37% vs. 43%). Meanwhile, France (34% vs. 37%) and Russia (35% vs. 38%) were similarly likely to be seen as important by both groups. 
Export Products and Potential Barriers
This section of the report identifies the main products or services Canadian exporters currently sell or would like to sell to foreign governments of interest, potential or actual barriers they perceive in doing this, and the importance of potential barriers.  

Executives were asked about the products they would want to sell to each of the foreign governments they expressed interest in, as well as potential barriers or obstacles to doing that. To be clear, if an executive said that his/her company was interested in selling to foreign governments in six of the eight countries that are the focus of this research, he/she would have been asked about the products and barriers for each of those six countries. Below, this information is initially presented in aggregate form (i.e. all countries together), followed by the differences between the countries. 

Products and Services

Technological Products, Services – Most Likely Exports to Foreign Governments

Overall, 24% of surveyed businesses would like to sell (or are currently selling) technological products and services to foreign governments in the countries they are interested in. Other products and services were also mentioned by significant numbers (12-19%). These included, in descending order, heavy equipment and industrial services, agricultural food and beverage, manufacturing equipment, components and materials, and consulting services. Fewer companies would like to sell finished consumer goods, training, education, and analysis products and services, health care equipment and services, and building construction and finishing products. 
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Relatively few identified media, entertainment and information services, or heating and air conditioning services to foreign governments of interest
.    

Products and services included in the ‘other’ category were geo-spatial products, plastic repair systems, cobra rods, office rental, exporter services, environmental service, and military products.
Note that the ranking and proportion of these products and services follows an almost identical pattern to those currently sold to foreign governments. 

Looking at the top five products and services
, some differences are apparent between those who sold to governments in their last fiscal year and those who did not. Current vendors were more likely to sell or intend to sell heavy equipment and industrial services to foreign governments than non-vendors (23% vs. 12%). However, they were less likely to sell or intend to sell agricultural food and beverage products or services (9% vs. 23%) and technological products or services (3% vs. 16%). Meanwhile, both current government vendors and non-vendors were similarly apt to sell or intend to sell manufacturing equipment, components, and materials, and consulting services. 
Companies Interested in Selling Similar Products to Countries of Interest

In 78% of cases, companies were interested in selling the exact same types of products or services to each of the countries they expressed interest in. Conversely, only 22% varied the types of products or services based on the country of interest. 

The table in Annex 2 presents the top products or services that companies sell or would like to sell to foreign governments they are interested in. Not surprisingly, the top three products and services companies sell or intend to sell to these countries are the same for all countries – technological (11-20%), heavy equipment and industrial services (11-16%), and agricultural, food and beverage (10-13%).

That said, there were some discernable differences between countries (differences of +/- 3%). Technological products and services were more likely to be sold to governments in the European Union (20%) – particularly the UK (18%) – than those in Russia (11%), Japan (13%), China (15%), Brazil (15%), and India (15%). 
Potential Barriers or Obstacles 

Lack of Communication – Top Perceived Barrier to Success in Foreign Markets

Business executives identified a range of obstacles or barriers that they think limit their companies’ success when selling products or services to foreign governments in the target countries. The obstacles identified tended to be similar regardless of country or region. Moreover, the barrier identified most often to doing business in each country or region was the same – a lack of communications channels and contacts (13-18%). 

A number of barriers were identified by significant numbers (10% or more), and with varying frequency in each country, with subtle differences apparent between them. The following barriers or obstacles were most-widely considered to limit companies’ success in that country:

China, Japan and Brazil:

· No communication channels and contacts (18% China, 17% Japan, 16% Brazil)

· Cultural barriers, such as language and social norms (17% China, Japan, 12% Brazil).

· Difficulty meeting product standards and regulatory or licensing requirements (12% China, 10% Japan, Brazil)

· Lack of timely information, including procurement opportunities not widely announced (10% each).

Russia:

· No communication channels and contacts (16%)

· Cultural barriers, such as language and social norms (14%)

· Lack of timely information, including procurement opportunities not widely announced (10%).

India:

· No communication channels and contacts (18%)

· Cultural barriers, such as language and social norms (12%).

European Union
:

· No communication channels and contacts (14%)

· Cultural barriers, such as language and social norms (12%).

· Difficulty meeting product standards and regulatory or licensing requirements (11%)

UK and France:

·  No communication channels and contacts (14-15%).

Germany:

·  No communication channels and contacts (13%)

·  Difficulty meeting product standards and regulatory or licensing requirements (11%)

·  Cultural barriers such as language and social norms (11%).

Not perceiving any barriers or challenges limiting their company’s success with countries they are interested in was more likely vis-à-vis the UK, Germany, France and Russia (10-12% each). Not encountering barriers was less likely in India and China (6-7%), followed by Japan and Brazil (8-9%). 

A number of other perceived barriers or challenges were mentioned by much smaller numbers and are included in the ‘other’ category. Some of these were export laws, locating sufficient demand, labour costs, and protecting intellectual property.

The table in Annex 3 presents the perceived barriers or obstacles identified for each country, with those mentioned by 10% or more highlighted in yellow. 

Information Timeliness, Favouring Local Companies – Most Significant Barriers

Executives were asked to rate the significance of a number of potential barriers to their company’s selling products or services to foreign governments (using a 5-point scale: 1 = not a barrier at all, 5 = very significant barrier). The potential barriers assessed were:

· Cultural barriers, such as language, social norms, etc.

· Competition in the foreign government markets is too strong.

· Lack of timely information, including procurement opportunities not being widely announced.

· Difficulty in meeting product standards or regulatory/licensing requirements.

· Procurement policies and procedures favour local companies.

· Tariffs on imports are too high.

· Difficulty in obtaining export financing.

· Difficulty obtaining entry or work permits for project personnel.

In all but two cases, executives were much more likely to consider these potential barriers to be of little-to-no significance to their firms in terms of selling their products or services to foreign governments. Executives were most likely to characterize as significant barriers (scores of 4-5) not having timely access to information about procurement opportunities (49%), and policies that favour local companies (45%). 
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The remaining potential barriers were much less likely to be seen as significant. The least-significant barriers were difficulty getting entry or work permits (13%) and meeting standards and regulations (21%), followed by strong foreign market competition (25%), high tariffs (26%), cultural barriers (28%), and difficulty getting export financing (30%).
Executives of companies who sold products and services to governments during their last fiscal year were more likely to perceive strong foreign market competition as a significant barrier to their company (30% vs. 17% of non-vendors). However, those whose firms had not sold to governments during that time were the most apt to perceive as significant barriers difficulties in obtaining export financing (39% vs. 25%), meeting standards and regulations (25% vs. 19%), and obtaining entry or work permits (16% vs. 10%). Other barriers varied by no more than 3% between current government vendors and non-vendors.  
Information Needs

This section explores the information needs of surveyed businesses, as well as obstacles they face, in terms of obtaining information about foreign government procurement opportunities. 

Market Information/Project Details – Most Important Information Type

Market information and project details was identified most often (47%), by a considerable margin, as the most important information that executives need in order to make decisions about pursuing foreign government procurement opportunities (multiple responses accepted). Contact information (23%), and information on regulations, policies, and standards (15%) were considered to be the most important information by smaller, but noteworthy numbers. 

Many other types of information were identified by much smaller numbers. These include market needs, financial credibility, funding and start-up capital, cultural factors, taxes and tariffs, standing with international financial institutions, exchange rates, currency values, political stability, laws applicable to products or services, infrastructure status, and the export process. 

[image: image12.emf]Phoenix SPI; 

DFAIT – January 2008

Sector 

Sector 

19

5

6

6

6

6

10

19

24

0 20 40

Other

Health care/social asst.

Other professional services

Food services/drinking places

Construction

Mining/oil/gas

Agriculture/fishing/hunting/forestry

Prof., scientific, tech.

Manufacturing

Percentage

Q35: In which industry or sector does your business operate? If you are active in more than one 

sector, please identify the main sector.

Base = 253

DK/NR = Less than 1% 


In total 13% did not identify any type of information, either because they did not perceive there to be any of importance, or they gave no response. 

A number of items are included in the ‘other’ category, such as information about finances, payments, competition, government budgets and timelines, sales and marketing of products or services, and capacity issues. 

Interestingly, all potential reasons provided to survey response coders were mentioned by at least some executives, with one exception. No surveyed executives expressly mentioned the rules governing capital flows in and out of the country.  
Current vendors to foreign governments and non-vendors were similarly likely to attribute importance to market information and project details, and regulations, policies and standards. Contact information, however, was more likely to bee seen as important by those who did not sell to governments in their last fiscal year (27% vs. 21%)
. 

Range of Information Barriers Encountered – None Dominate

Business executives pointed to a range of barriers their company has encountered when trying to obtain information on government procurement opportunities in other countries. However, none dominate. Leading the way, 15% identified poor access to information in general. This was followed by difficulties accessing a contact person, getting up-to-date or more applicable information, encountering poor information turnaround times, and language barriers. 

Other barriers encountered by smaller numbers include paperwork or bureaucracy, issues with information quality or accuracy, and network issues.
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A further 29% said their company has not encountered any barriers to obtaining this type of information. One in five gave no response.

Barriers included in the ‘other’ category are government regulations, only providing information to local businesses, American embargos, human resources, and time zones.  

Current vendors to foreign governments and non-vendors tended to report similar information barriers encountered by their companies when trying to obtain information on foreign government procurement opportunities. The only noteworthy considerable difference was that those who had sold to governments were less likely to report poor access to information as a barrier (11% vs. 21% of non-vendors). 

Domestic Procurement

This section explores issues related to government procurement in Canada.

Small Majority Have Sold Goods or Services to Domestic Governments
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At 55%, a small majority of surveyed companies have sold goods or services to federal, provincial, or local governments in Canada. Conversely, 43% have not (3% were unsure or gave no response). 

Companies that sold goods/services to any governments in the last fiscal year were much more likely to have also sold to Canadian governments (71% vs. 25% of non-vendors).

Varying Proportions of Revenues Derived From Domestic Governments

Executives whose companies have sold goods and services to domestic governments (n = 138) were asked to estimate the percentage of their company’s Canadian revenue this accounted for in their last fiscal year. They were most likely to have done work for provincial (51%) and federal governments (47%), followed by municipal or local governments (35%). 
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Business done with each level of government tended to account for up to one-quarter of their company’s total annual Canadian revenues. More specifically, this was the case for 41% in terms of work done for the federal government, 39% for provincial governments, and 28% for municipal governments. Sales to domestic governments were unlikely to account for revenues in excess of one-quarter of their firm’s last fiscal earnings.

In total, 11% were unable to provide a breakdown by level of government. That said, they too were more likely to report that government work accounted for up to one-quarter of their annual revenue, as opposed to more than this. 

Mixed Views on Current Importance of Domestic Government Procurement to Firm 
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Corporate representatives offered mixed perceptions of the importance of Canadian federal, provincial, and local government procurement markets to their company at this time (using a 5-point scale). They were similarly likely to consider such markets to be important (41%) and unimportant (45%).
Domestic government markets were more likely to be of importance to firms that had sold products or services to foreign governments in their last fiscal year compared to those who had not (46% vs. 32%). 
Mixed Views on Future Importance of Domestic Government Procurement to Firm
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Thinking about three years from now, executives continued to offer mixed assessments of the importance of Canadian federal, provincial and local government procurement markets for their firm. They were similarly likely to speculate that such markets will be important (41%) and unimportant (38%). That said, those who expected them to be important were significantly more likely to feel strongly about it (28% said very important vs. 19% not important at all). 

The results did not vary significantly between those who had sold to foreign governments in the last fiscal year and those who had not. 
Reciprocal Government Procurement Market Access

This section explores executives’ perceptions of reciprocal access to government procurement.

Many Support Open Access to Foreign & Domestic Procurement Opportunities
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Approximately half (49%) of surveyed executives support making Canadian procurement opportunities at all levels of government (federal, provincial and municipal) more accessible to foreign companies in exchange for equivalent access to foreign government markets. Moreover, 32% strongly support this. The other half was almost equally divided between those holding a neutral opinion and those unsupportive of such an arrangement. In total, therefore, 72% of executives were not opposed to a reciprocal access arrangement.

Executives of medium-sized firms (20-49 employees) were slightly less likely than others to be unopposed to a reciprocal procurement arrangement (70% vs. 74% of others).  Having sold products or services to foreign governments in their last fiscal year was not a factor on this matter.
Global Competition = Better Products/Services – Most Common Reason for Support 
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Those who were not opposed to an international-equivalent access arrangement for government procurement (n = 184) provided a number of reasons for their position. The reason identified most often was that global competition will result in better products and services (42%), followed by the notion that increased access is simply better as a matter of principle (30%). Cited less often were that new opportunities will offset any losses for their firm (14%), and that this type of reciprocal arrangement will encourage new ideas and processes (13%). A further 3% indicated that they were not afraid of competition, while 6% were sceptical about such an arrangement, but not opposed to it. 

Reasons included in the ‘other’ category are being more marketable, increased sales, the importance of government support, the benefits of more open economies, and the current difficulty in finding out about government procurement opportunities.  

Firms that had sold to foreign governments in the last fiscal year were more likely to support their position by noting that increased access is always better (36% vs. 19% of non-vendors). Conversely, those who had not sold to foreign governments were more apt to point to global competition resulting in better products and services (47% vs. 39%)
.    

Competition Bad for Business – Top Reason for Not Supporting Reciprocal Access

Canadian executives opposed to a reciprocal access arrangement for government procurement (n = 58) were most likely to hold this view because they perceived that the resulting competition would be bad for their business (40%). Following this, 28% favoured a more protectionist government role to limit economic impact on domestic companies, while 19% felt it would be too difficult to access foreign markets. 

Executives also expressed concern about the nature of the other firms they would be competing with – 17% said that foreign countries would have an advantage because of their lower overhead costs, while 3% were concerned that large firms would dominate the market. 

Twelve percent would not support a common access arrangement because they perceived there to be no net benefit to their company.    
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A number of reasons are included in the ‘other’ category, such as aggressive business practices, not likely to be a balanced arrangement, concerns about lost revenue, and lost control of domestic markets. 

Most Anticipate Increased Revenues Under Reciprocal Access Arrangement
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Executives were optimistic about the potential net affect on their revenues of reciprocal access to government procurement for all firms, Canadian and foreign, both in Canada and in foreign countries. In total, 62% anticipated that their annual revenues would rise. This includes 47% expecting an increase of at least 5% or more. 

Among the rest, 22% think their revenues would remain about the same, while only 4% believe their revenues would decrease under these conditions.  

Eleven percent were uncertain or gave no response.  

Both firms that had sold to foreign governments in the last fiscal year and those who had not were equally likely to expect such an arrangement to increase their revenues. 
Participation in Government Procurement 
This section presents the overall level of participation that surveyed companies have in government procurement markets – both foreign and domestic.

Levels of Involvement in Government Procurement Markets

Broadly speaking, there is considerable involvement in government procurement among surveyed businesses. In their most recently-completed fiscal year, 64% of companies had sold products or services to governments in Canada or abroad. Moreover, they were more likely to have sold products or services to foreign governments (47%) than to Canadian governments (40%) over that time frame. 

In terms of the specific foreign markets asked about in this survey, 55% of businesses were interested in, but had not yet sold products or services in these government procurement markets.
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decisions about pursuing foreign government procurement opportunities? Anything else? 

Base = 253

Up to three responses accepted

DK/NR = 8% 


The location of the firm appears to have some impact on the level of participation in government procurement markets. Businesses in Quebec were slightly more likely than others to sell to governments as a whole (68% vs. 61-65% of others). Those in Atlantic Canada were more likely to have sold to Canadian governments than firms elsewhere (46% vs. 39-41%). Interest in selling to foreign governments (among those who do not sell to any of the governments of interest in this study) was slightly lower among Ontario firms than those in other regions (52% vs. 57-58%). That said, Ontarian firms were slightly more apt to have sold to foreign governments in general in the last fiscal year (49% vs. 42-45%).  
Differences in government procurement participation were apparent as well in terms of size of business. Medium-sized firms (20 to 49 employees) were more likely than others to sell products and services to governments (76% vs. 60-61% of others). They were also more likely to have sold to foreign governments in the last year (59% vs. 47% of larger and 40% of smaller firms). Meanwhile, those with fewer employees were more likely to be interested in foreign procurement markets, but are not yet selling in them (63% vs. 51% of medium-sized and 39% of larger firms). The likelihood of having sold to a Canadian government in the last fiscal year did not vary notably with size. 
Caution should be used in interpreting these results because of the relatively small sample sizes for the various regions and sizes of businesses.

Characteristics of Surveyed Executives & Businesses

This section presents the characteristics of survey participants and their firms, including position, size, annual export revenue, sector, and the location of their headquarters.

Position
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Q26: What barriers has your company encountered, if any, when trying to obtain information on 

government procurement opportunities in other countries? 

Base = 253

Up to three responses accepted

DK/NR = 20% 

Almost half of those interviewed were very senior executives in their companies, including presidents and CEOs (35%) and business owners (12%).

Number of Full-Time Employees
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Q17-24: 

Thinking about selling your company’s products or services to foreign governments in these countries as a 

whole (this country), how significant are the following potential barriers to your company? For each item, 

please use a 5-point scale, where 1 means it is not a barrier at all for your company, and 5 means a very 

significant barrier. If something does not apply to you, please say so.  

DK/NR = 5% or less 

6 7 16 21 45

8 13 13 21 41

12 13 28 19 23

16 10 24 16 27

10 18 24 22 26

18 12 16 18 35

19 26 22 11 15

25 24 22 11 16
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Lack of timely info

Favour local companies

Hard to get export financing

Cultural barriers

Tariffs too high

Strong foreign market competition

Difficult standards/regulations

Hard to get entry/work permits

5 Very significant 4 3 2 1 Not a barrier at all

Percentage

Base = 201-243

NA (removed) = 4-21% 

The majority of these companies had fewer than 50 employees. This includes 27% with less than five employees, 30% with 5 to 19, and 23% with 20 to 49 full-time employees. 

Only one in five (19%) had larger staffs, with 5% having 200 or more employees. 

Annual Export Revenue

Two-thirds of surveyed companies reported export revenues of under $5 million in their last completed fiscal year. 
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Q7-14: 

Please tell me how important each of the following countries are to your business in terms of 

exporting products and services to their governments, now or in future. To do this, use a 5-point 

scale, where ‘1’ means not important at all, ‘5’ means very important.  How about…? 

Base = 253

DK/NR = 4-5% 

20 16 19 13 26

23 13 25 15 22

21 16 21 13 24

20 19 27 16 14

24 15 23 12 22

23 17 19 10 29

24 17 18 13 23

30 16 17 11 21

32 17 20 9 18

0 20 40 60 80 100

UK

China

Brazil

India

Germany

EU*

Japan

France

Russia

5 Very important 4 3 2 1 Not important at all
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*Computed score based on the average rating given by each 

company to UK, Germany, and France


Sector
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Q15: What are the top two or three products or services that your company sells or would like to sell to 

governments in _____ (INSERT NAME OF COUNTRY)?

Base = 253

Multiple responses accepted

*excludes duplicates by country

Surveyed businesses operate in a variety of sectors. Leading the way were manufacturing (24%) and professional, scientific and technology (19%). Sectors included in the ‘other’ category were citied by no less than 3%. Some of these included information and culture, arts, entertainment, recreation, transport and warehousing, utilities, and the environment.  

Location of Company Headquarters

More than half of surveyed companies (54%) are headquartered in central Canada – 35% in Ontario and 19% in Quebec. Just over one-third are in the west, including 21% in B.C. and 15% in the Prairies. Exactly one in ten are headquartered in Atlantic Canada. 
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Appendix

Annex 1
 Breakdown of Product/Service Categories

Presented below is a breakdown of the products and services contained in each category used in the analysis. This is a qualitative description of the items found in these categories and is meant to provide the reader with typical products and services of those categories.

The following product/service categories contained responses from at least 20 executives:

Technological products and services:

· Software (various types and functions)

· Computer hardware (components, chips, etc.)

· Internet-based services

· Telecommunications equipment, products and services

· Monitoring and detection systems

· Consumer electronics and technical devices

Heavy equipment and industrial services:

· Waste water treatment and purification services and equipment

· Aircraft and components

· Pumping equipment

· Farm equipment

· Compressors

· Mining and drilling equipment

Agricultural, food and beverage:

· Seafood

· Frozen foods

· Water and wine

· Food products

· Peat moss

· Seeds, berries, alpha-alfa, sugar

· Animal meat and hyde products

Manufacturing equipment/components and materials:

· Softwood, lumber, and pulp

· Steel, composite materials

· Forestry products

· Chemicals

· Recycled materials

· Machinery and machinery parts

Consulting services:

· Professional knowledge and advice services

· Security consulting

· Project management

· Design and planning services

· Translation services

· Marketing and research services

Finished consumer products:

· Snow brushes
· Giftware
· Intimate apparels

· Maple products
· Odour control products

· Towels

Below are items typical of product/service categories cited by fewer than 20 executives:

Building construction and finishing:

· Windows, latches, and fences
· Flooring and foundations
· Furniture and cabinets
Training, education and analysis:

· Internships

· Capacity building

· Teaching, training, and coaching

Health care/medical equipment and services:

· Personal medical devices and prosthetics

· Respiratory products face masks, oxygen, etc…

· X-ray and diagnosis equipment

Media, entertainment, and information:

· Films and videos

· Television and radio productions, commercials

· Theatre and music productions

Heating/Air Conditioning Equipment:

· Commercial and residential heating systems

· Air transfer products and filters

· Ventilation systems
Annex 2
Products or Services by Foreign Government Procurement Market

The table below presents the top products or services that companies would like to sell (or are currently selling) to foreign governments they are interested in. Yellow highlighting is used to denote products or services identified by at least 10% of those interested in a given country or region. 
	Products or Services by Foreign Government Procurement Market

	 
	
	Country

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Product or Service
	EU*
	UK
	France
	Germany
	Russia
	China
	Japan
	India
	Brazil

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Technological products or services
	20
	18
	15
	16
	11
	15
	13
	15
	15

	Heavy equipment and industrial services
	16
	13
	13
	12
	13
	12
	11
	12
	13

	Agricultural, food, and beverage
	12
	11
	10
	11
	12
	13
	12
	12
	12

	Consulting services
	10
	9
	8
	8
	5
	7
	6
	7
	7

	Manufacturing equipment/components and raw materials
	10
	8
	7
	7
	10
	9
	8
	7
	7

	Building construction and finishings
	6
	5
	4
	4
	3
	3
	4
	3
	3

	Finished consumer products
	8
	4
	6
	6
	5
	5
	6
	4
	4

	Media/entertainment/information
	4
	4
	4
	3
	1
	2
	3
	2
	2

	Health care/medical equipment and services
	4
	4
	3
	3
	4
	3
	2
	3
	3

	Training, education and analysis services
	4
	3
	2
	3
	2
	3
	3
	3
	3

	Heating/Air Conditioning equipment
	2
	1
	1
	1
	2
	2
	1
	2
	2

	Other
	6
	5
	4
	5
	4
	4
	5
	5
	4

	DK/NR
	1
	1
	2
	1
	1
	2
	1
	1
	0

	*Computed score including UK, Germany and France


Annex 3
Obstacles/Barriers to Success by Foreign Government Procurement Market

The table below presents the perceived barriers or obstacles identified by companies for each foreign government procurement market they are interested in. Yellow highlighting denotes barriers or obstacles identified by at least 10% of those interested in a given country or region. 

	Obstacles/Barriers to Success by Foreign Government Procurement Market

	 
	Country

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Obstacle/Barrier
	EU*
	UK
	France
	Germany
	Russia
	China
	Japan
	India
	Brazil

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	No communication channels/contacts
	14
	14
	15
	13
	16
	18
	17
	18
	16

	Cultural barriers
	12
	4
	8
	11
	14
	17
	17
	12
	12

	Difficulty meeting product standards/regulations
	11
	9
	9
	11
	8
	12
	10
	8
	10

	Foreign Market competition too strong.
	9
	8
	7
	6
	5
	7
	7
	9
	7

	Lack of timely info/annoucnements
	8
	7
	9
	8
	10
	10
	10
	9
	10

	Transportation/customs costs
	8
	7
	8
	7
	4
	5
	7
	6
	7

	New market development cost
	7
	6
	6
	5
	4
	5
	6
	8
	7

	Procurement favours local firms
	7
	5
	7
	7
	4
	5
	5
	6
	5

	Lack of time/personell
	6
	5
	3
	4
	4
	2
	1
	3
	3

	Lack of financing/resources
	6
	5
	3
	3
	2
	4
	3
	3
	2

	High import tarrifs
	6
	4
	5
	5
	5
	5
	5
	3
	5

	No demand/awareness/recognition
	5
	5
	4
	4
	5
	3
	3
	4
	5

	No local firms to partner with
	5
	3
	3
	4
	4
	3
	4
	4
	4

	Cdn. Dollar value
	4
	5
	5
	4
	4
	6
	5
	6
	5

	Transport/delivery difficulties
	4
	4
	4
	5
	8
	4
	6
	4
	5

	Difficulty obtaining export financing
	4
	4
	3
	4
	2
	5
	4
	4
	4

	Lack foreign market knowledge/experience
	4
	3
	4
	3
	4
	3
	4
	4
	3

	No export financing
	3
	3
	4
	3
	3
	3
	3
	3
	4

	Lack relevant market info
	3
	3
	2
	2
	4
	3
	2
	4
	3

	Difficulty obtaining entry/work permits
	2
	3
	2
	2
	2
	2
	3
	3
	2

	High degree of risk
	1
	1
	1
	 
	5
	1
	1
	1
	2

	Bureaucracy
	1
	 
	1
	1
	2
	2
	2
	3
	2

	Other  
	18
	10
	13
	12
	16
	15
	12
	22
	15

	Obstacles/Barriers to Success by Foreign Government Procurement Market (Cont’d)

	 
	Country

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Obstacle/Barrier
	EU*
	UK
	France
	Germany
	Russia
	China
	Japan
	India
	Brazil

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	No barriers/challenges
	13
	12
	11
	12
	10
	7
	9
	6
	8

	DK/NR
	8
	7
	7
	8
	8
	8
	8
	6
	8

	*Computed score including UK, Germany and France
	
	
	
	
	
	
	
	


Annex 4

Questionnaires
Survey of Canadian Businesses: 
Government Procurement Market Access Priorities 

Department of Foreign Affairs and International Trade

Final Version: November 20, 2007

USE FIRST INTRO IF NO DIRECT LINE TO RESPONDENT:

Hello, may I speak to ______________ (INSERT CONTACT’S NAME)

· IF PERSON IS AVAILABLE, CONTINUE.

· IF NOT AVAILABLE, ARRANGE CALLBACK OR GET NEW NUMBER WHERE PERSON CAN BE REACHED. IF NECESSARY, EXPLAIN PURPOSE OF PHONE CALL (SEE INTRO.).

Hello, my name is 

. I’m calling on behalf of Phoenix, a public opinion research firm. We’re conducting a survey on behalf of the Government of Canada for the Department of Foreign Affairs and International Trade. The purpose is to explore export opportunities available to Canadian companies. This survey is registered with the national survey registration system.
A. I’d like to speak to an executive in your company that is knowledgeable about your company’s export and international business activities. Would that be you?

Yes

1
CONTINUE
No



2
ASK FOR REFERRAL TO ELIGIBLE 





RESPONDENT. REPEAT INTRODUCTION.
B.  We are interested in speaking with businesses that currently sell, or would like to sell, products or services to foreign governments, including state-owned enterprises, in any of the following countries – United Kingdom, France, Germany, Russia, China, Japan, India, or Brazil. Does this apply to your company?

Yes

1
CONTINUE
No



2
THANK & DISCONTINUE
C. Would you be willing to take part in this survey? All responses will be kept confidential – no individuals or companies will be identified in any way. We can do the survey now, or is there a better time?

[   ]
Yes, now (CONTINUE)

[   ]
Yes, call later (Specify date/time:  
Date:

Time:


[   ]
Refused (THANK/DISCONTINUE)
INTERVIEWER NOTES: 

survey length: if respondent asks about the length of the survey, inform him/her that it averages 15 minutes, sometime less. the length varies DEPENDING ON RESPONSES TO SOME OF THE QUESTIONS. 

eligible respondent: this includes senior executives in the company that are knowledgeable about its export and international business activities. a range of titles will apply, INCLUDING PRESIDENT, CEO, OWNER, VP OF MARKETING, VP OF BUSINESS DEVELOPMENT, VP OF OPERATIONS, VP OF GOVERNMENT RELATIONS, AMONG OTHERS. 
research validity: IF RESPONDENT QUESTIONS THE VALIDITY OF THE RESEARCH, INVITE HIM/HER TO: 1) CALL THE NATIONAL SURVEY REGISTRATION SYSTEM, OR 2) CALL KEVIN CHAPPELL OF DFAIT AT 1-613-944-0697 OR HAVE KEVIN CALL THE RESPONDENT.

SURVEY REGISTRATION SYSTEM: IF RESPONDENT ASKS ABOUT NATIONAL SURVEY REGISTRATION SYSTEM, SAY:

The registration system has been created by the survey research industry to allow the public to verify that a survey is legitimate, get information about the survey industry or register a complaint. The registration system’s toll-free phone number is 1-800-554-9996.

PRIVACY: PARTICIPANTS’ COMMENTS WILL BE PROTECTED IN ACCORDANCE WITH THE PROVISIONS OF THE PRIVACY ACT. INDICATE THIS IF ASKED. ALSO SAY IF RELEVANT: “YOUR REPONSES TO THIS SURVEY WILL HAVE NO IMPACT ON YOUR DEALINGS WITH THE FEDERAL GOVERNMENT.”

HEADINGS IN BLUE SHOULD NOT BE READ TO RESPONDENTS.

SCALE INSTRUCTIONS: INSTRUCTIONS FOR SOME OF THE SCALE QUESTIONS ARE REPETITIVE. ADJUST THE FREQUENCY OF REPEATING THE INSTRUCTIONS TO ENSURE CLARITY BUT AVOID TEDIUM. 

UNLESS OTHERWISE SPECIFIED, ALL QUESTIONS IN THE SURVEY WILL ALLOW FOR ‘DON’T KNOW/NO RESPONSE’ OPTION.  DK/NR IS ONLY SPECIFIED WHERE IT RELATES TO SKIP LOGIC. 

Section 1: Background Information
I’d like to begin with two background questions. 

1. Could you please tell me your position within your company? (DO NOT READ LIST; ACCEPT ONE RESPONSE; ENSURE SENIOR RESPONDENT) 

CEO

President

Owner

Vice President (record type: ____________)

Director

Other (specify) _______________________

2. How many full-time employees work for your company in Canada? Please include part-time staff as the number of full-time equivalents (READ LIST IF USEFUL) 

Under 5

5-19

20-49

50-99

100-199

200-499

500 and over

Section 2: Export Activities & Intentions 
The focus of this survey is on export opportunities with governments in foreign countries, including state-owned enterprises. 

3. For your most recently-completed fiscal year, approximately what percent of your company’s total export revenue was derived from sales to foreign governments, including state-owned enterprises?

Response: _______%

4. Again thinking about your most recent fiscal year, what are the top three products or services that your company sells to foreign governments? Please start with the most important and tell us the name of the product or service, as well as the total dollar amount for that product or service. 

4a. Name of product/service: 
______________

4b. Total value of export:
______________

4c. Name of product/service: 
______________

4d. Total value of export:
______________

4e. Name of product/service: 
______________

4f. Total value of export:
______________

5. Does your company currently sell products or services to foreign governments in any of the following countries? (READ LIST; RECORD ALL THAT APPLY).
United Kingdom

France

Germany

Russia

China

Japan
India

Brazil

No/none of the countries  

6. Is your company interested in selling products or services to foreign governments in any other countries on this list? (READ LIST; RECORD ALL THAT APPLY. DO NOT INCLUDE COUNTRIES COMPANY IS CURRENTLY SELLING TO – Q5).
United Kingdom

France

Germany

Russia

China

Japan
India

Brazil

No/none of the countries  

Please tell me how important each of the following countries are to your business in terms of exporting products and services to their governments, now or in future. To do this, use a 5-point scale, where ‘1’ means not important at all, ‘5’ means very important.  How about…? [rotate order. read full list, even if country is not mentioned in qs 5-6]
7. United Kingdom

8. France

9. Germany

10. Russia

11. China

12. Japan
13. India

14. Brazil

Section 3: Export Destinations, Products & Barriers 
You mentioned that your company currently sells, or would like to sell, to foreign governments in… [INSERT NAMES OF ALL COUNTRIES IDENTIFIED IN Qs 5-6]. For each country, please tell me the main products or services you sell or would like to sell to governments in that country, as well as any barriers or obstacles that limit your success in selling to governments in that country. [MODIFY LANGUAGE TO SINGULAR IF ONLY ONE COUNTRY WAS IDENTIFIED]
Let’s start with…?  (INSERT NAME OF COUNTRY) (ASK QUESTIONS 15-16 FOR EACH COUNTRY IDENTIFIED BY RESPONDENT. MAXIMUM OF 8 COUNTRIES)

15. What are the top two or three products or services that your company sells or would like to sell to governments in _____ (INSERT NAME OF COUNTRY)?

Record up to three products/services:

______________________________________________________________________________________________________________________________________________________________________________________________________

NOTE: IF RESPONDENT SAYS THAT THE TOP PRODUCTS HIS/HER COMPANY WOULD LIKE TO SELL ARE THE SAME FOR EACH OF THE COUNTRIES THAT THE COMPANY IS INTERESTED IN, ACCEPT THIS. BRIEFLY COMFIRM THE PRODUCTS FOR EACH COUNTRY, BUT DO NOT MAKE RESPONDENT REPEAT THE PRODUCTS EACH TIME. BACK CODE TO ENSURE DATA IS COMPLETE, BUT THAT THE INTERVIEW PROCEEDS QUICKLY. 

16. What are the most important obstacles or barriers limiting your company’s success when selling to foreign governments in _____ (INSERT NAME OF COUNTRY)? Any other barriers? (DO NOT READ LIST; RECORD FIRST MENTION; ACCEPT three RESPONSES).
Competition in foreign government markets is too strong
Cultural barriers (such as language, social norms, etc.)

Lack of timely information, including procurement opportunities not widely announced 

Procurement policies/procedures favor local companies

Difficulty obtaining entry/work permits for personnel

Difficulty meeting product standards/meeting regulatory or licensing requirements

Difficulty in obtaining export financing

Difficulties in transportation & delivery



Tariffs on imports for some country are too high

Cost of transportation and customs

Cost of developing new markets 





Value of Canadian dollar
Lack of time/personnel to pursue opportunities


Lack of local firms to partner with





Lack of export financing





Protecting intellectual property 





The degree of risk involved/too risky





No barriers/challenges






Other. Please specify: _____________

NOTE: IF RESPONDENT SAYS THAT THE MAIN BARRIERS FACING HIS/HER COMPANY ARE THE SAME FOR EACH OF THE COUNTRIES THE COMPANY IS INTERESTED IN, ACCEPT THIS. HOWEVER, REPEAT THE BARRIERS FOR EACH NEW COUNTRY AND ASK IF THESE ALL APPLY AND IF THERE ARE ANY OTHERS.

IF RESPONDENT MENTIONS INFORMATION, PROBE TO ENSURE CLARITY IN TERMS OF THE TYPE(S) OF INFORMATION. 

REPEAT Qs 15-16 FOR ALL COUNTRIES IDENTIFIED BY RESPONDENT 

Thinking about selling your company’s products or services to foreign governments in these countries as a whole (this country), how significant are the following potential barriers to your company? For each item, please use a 5-point scale, where 1 means it is not a barrier at all for your company, and 5 means a very significant barrier. If something does not apply to you, please say so. How about…? (READ/ROTATE LIST. RECORD ‘NOT APPLICABLE’ SEPARATE FROM DK/NR)

17. Cultural barriers, such as language, social norms, etc.

18. Competition in the foreign government markets is too strong.

19. Lack of timely information, including procurement opportunities not being widely announced.

20. Difficulty in meeting product standards or regulatory/licensing requirements.

21. Procurement policies and procedures favor local companies.

22. Tariffs on imports are too high.

23. Difficulty in obtaining export financing.

24. Difficulty obtaining entry or work permits for project personnel.

Section 4: Information Needs
I’d now like to ask you some questions about your businesses’ information needs with respect to export opportunities with foreign governments.

25. What are the most important types of information your company requires in order to make decisions about pursuing foreign government procurement opportunities? Anything else? (DO NOT READ LIST; RECORD FIRST MENTION; ACCEPT three RESPONSES).
Market information/details about projects/specifications/opportunities

Regulations/policies/standards

Contact information (e.g. location, client, etc.)

Credibility/financially credible

Funding/finding start up capital

Political stability of the country

Country’s standing with the International Financial Institutions
Exchange rate/currency value

Rules governing capital flows in/out of country.
Laws applicable to company’s products or services

Cultural factors (such as language, social norms, etc.)

Taxes and Tariffs 

Infrastructure situation

Nothing






Other. Please specify: _____________

PROBE TO ENSURE CLARITY IN TERMS OF THE TYPE(S) OF INFORMATION IDENTIFIED. 

26. What barriers has your company encountered, if any, when trying to obtain information on government procurement opportunities in other countries? (DO NOT READ LIST; RECORD FIRST MENTION; ACCEPT three RESPONSES).
Poor access to information

Poor turnaround/timeliness of information

Accessing contact person/knowing who to contact

Up-to-date information/better information/more applicable

Paperwork/bureaucracy/red tape

Language (i.e. not available in French or English)

Quality of information/accuracy

Networking difficulties

No barriers






Other. Please specify: _____________

Section 5: Domestic Procurement
Turning briefly to your company’s domestic sales in Canada, 

27. Has your company sold goods or services to federal, provincial, or local governments in Canada?

Yes


1

No


2
skip next question
If yes

28. Please estimate the percentage of your company’s total annual Canadian revenues in your most recent fiscal year that were derived from sales to…? (READ LIST)
The Canadian federal government:

________________%

Canadian provincial government(s):

________________%

Canadian municipal/local government(s):
________________%

NOTE: IF RESPONDENT CAN ONLY PROVIDE APPROXIMATE ESTIMATE FOR ALL LEVELS OF GOVERNMENT COMBINED, ACCEPT THIS (I.E. ALL LEVELS OF GOVERNMENT = ____%). OFFER AS OPTION ONLY IF RESPONDENT CANNOT PROVIDE ESTIMATES FOR EACH LEVEL INDIVIDUALLY. 

29. How important are Canadian federal, provincial and local government procurement markets to your company right now? Please use a 5-point scale, where 1 means not important at all, and 5 means very important.

30. How important do you think Canadian federal, provincial and local government procurement markets will be to your company three years from now? Please use a 5-point scale, where 1 means not important at all, and 5 means very important.

Section 6: Future Directions & Market Accessibility
31. Would you support making Canadian procurement opportunities at all levels of government – federal, provincial, and local/municipal – more accessible to foreign companies in order to gain an equivalent degree of access to foreign government markets? Please use a 5-point scale, where 1 means not at all, and 5 means you would strongly support this. 

32. Please explain the reasons for your choice? (DO NOT READ LIST; RECORD FIRST MENTION; ACCEPT multiple responses).
Supportive (scores of 3-5)



Increased access is always better


Global competition is better for service delivery


New ideas and processes


Foreign opportunities will offset losses in Canadian sales

Other. Please specify: _____________

Not Supportive (scores of 1-2)



Competition would be bad for business


Too difficult to access foreign markets


No net benefits


Lower overhead costs in foreign countries (i.e. labour)


Large firms would dominate all markets

Other. Please specify: _____________

33. Assuming that there is equivalent access to government procurement markets for all firms, Canadian and foreign, both in Canada and in the foreign government markets in ____ (INSERT COMPANIES IDENTIFIED BY RESPONDENT IN Qs 5-6), what would you expect the net effect to be on your company’s annual revenues? (READ LIST. accept one response). 

Revenues will go up 5% or more annually

Revenues will go up less than 5% annually

Revenues will remain about the same

Revenues will go down less than 5% annually

Revenues will go down more than 5% annually

Section 7: Corporate Characteristics 
I have a few more questions for background and statistical purposes only.

34. In Canadian dollars, what is the total annual value of your company’s exports for your most recent completed fiscal year? (accept one response).

Under $1million to $4.99 million

$5 million to $9.99 million

$10 million to $24.99 million

$25 million to $49.99 million

$50 million or more

35. In which industry or sector does your business operate? If you are active in more than one sector, please identify the main sector. (DO NOT READ LIST; ACCEPT ONE RESPONSE)
Accommodation Services 

Administrative and Support, Waste Management, Remediation Services

Agriculture/Fishing/Hunting/Forestry

Art, Entertainment, Recreation

Construction

Educational Services 

Finance & Insurance
Food Services & Drinking Places
Health Care & Social Assistance 

Information and Cultural Industries

Manufacturing

Mining/Oil/Gas

Other Services 

Professional, Scientific and Technical Services

Real Estate and Rental/Leasing

Retail Trade

Transportation and Warehousing

Utilities

Wholesale Trade

Other (specify) ____________________

36. In which province or territory is your company’s headquarters in Canada located? (ACCEPT ONE RESPONSE)
- add list of all provinces/territories, in alphabetical order.

That concludes the survey. 
Thank you very much for your thoughtful feedback. It is much appreciated.
Sondage auprès des entreprises canadiennes : 

Priorités en matière d’accès aux marchés publics 

Ministère des Affaires étrangères et du Commerce international
Version finale : 20 novembre 2007

UTILISER LA PREMIÈRE INTRO S’IL NE S’AGIT PAS DE LA LIGNE PRIVÉE DU/DE LA RÉPONDANT(E) :

Bonjour, est-ce que je pourrais parler avec ______________ (AJOUTER LE NOM DE LA PERSONNE-RESSOURCE)

· SI LA PERSONNE EST DISPONIBLE, CONTINUER.

· SI LA PERSONNE N’EST PAS DISPONIBLE, ÉTABLIR LE MOMENT DU PROCHAIN APPEL OU OBTENIR LE NUMÉRO AUQUEL IL EST POSSIBLE DE JOINDRE LA PERSONNE. AU BESOIN, PRÉCISER L’OBJET DE L’APPEL (VOIR L’INTRO.).

Bonjour, je m’appelle 

. Je vous appelle au nom de Phoenix, une maison de recherche sur l’opinion publique. Nous effectuons pour le compte du gouvernement du Canada un sondage pour le ministère des Affaires étrangères et du Commerce international. Le sondage porte sur les possibilités d’exportation dont peuvent tirer parti les entreprises canadiennes. Ce sondage est inscrit auprès du système national d’enregistrement des sondages.
A. J’aimerais parler avec un dirigeant ou une dirigeante de votre compagnie qui connaît bien les activités de l’entreprise dans le domaine des exportations et du commerce extérieur. Est-ce que c’est votre cas?

Oui

1
CONTINUER
Non


2
LUI DEMANDER DE RECOMMANDER UN(E) 

RÉPONDANT(E) ADMISSIBLE. RÉPÉTER L’INTRODUCTION.
B. Nous aimerions nous entretenir avec des représentants d’entreprises qui vendent actuellement, ou souhaiteraient vendre, des produits ou des services à des gouvernements étrangers, y compris des entreprises appartenant à l’État, dans l’un ou plusieurs des pays suivants – le Royaume-Uni, la France, l’Allemagne, la Russie, la Chine, le Japon, l’Inde ou le Brésil. Est-ce que c’est le cas de votre entreprise?

Oui

1
CONTINUER
Non



2
REMERCIER ET METTRE FIN
C. Aimeriez-vous participer à ce sondage? L’ensemble des réponses seront traitées en toute confidentialité – nous ne révèlerons l’identité des personnes ou des entreprises d’aucune façon. Nous pouvons effectuer le sondage immédiatement, à moins qu’il n’y ait un meilleur moment pour le faire?

[   ]
Oui, maintenant (CONTINUER)

[   ]
Oui, rappelez plus tard (Préciser la date/heure :  
Date :

Heure :


[   ]
Refus (REMERCIER/METTRE FIN)

NOTES À L’ENQUÊTEUR : 

durée du sondage : si le/la répondant(e) le demande, indiquer que le sondage dure généralement 15 minutes, parfois moins. la durée varie en fonction des réponses à certaines des QUESTIONS.
répondant(e) admissible : on entend par « répondants admissibles » des cadres supérieurs de la compagnie qui connaissent bien les activités de l’entreprise dans le domaine des exportations et du commerce extérieur. dans ce contexte, divers titres s’appliqueront, y compris président(e), PDG, PROPRIÉTAIRE, V.-P., MARKETING, V.-P., DÉVELOPPEMENT COMMERCIAL, V.-P., OPÉRATIONS ET V.-P., RELATIONS gouvernementales, NOTAMMENT. 

validité de l’étude : si le/la répondant(e) s’interroge sur la validité de l’étude, l’inviter : 1) À COMMUNIQUER PAR TÉLÉPHONE AVEC LE SYSTÈME NATIONAL D’ENREGISTREMENT DES SONDAGES OU 2) À COMMUNIQUER PAR TÉLÉPHONE AVEC KEVIN CHAPPELL, DU MAECI, AU 613-944-0697, OU VEILLER À CE QUE KEVIN COMMUNIQUE AVEC LE/LA RÉPONDANT(E).
SYSTÈME D’ENREGISTREMENT DES SONDAGES : SI LE/LA RÉPONDANT(E) VEUT DES PRÉCISIONS AU SUJET DU SYSTÈME NATIONAL D’ENREGISTREMENT DES SONDAGES :

L’industrie de la recherche par sondage a mis sur pied le système d’enregistrement pour permettre à la population de vérifier la légitimité d’un sondage, d’obtenir de plus amples renseignements au sujet de cette industrie ou de déposer une plainte. Le numéro sans frais du système d’enregistrement est le 1-800-554-9996
CONFIDENTIALITÉ : LES OBSERVATIONS QUE FORMULERONT LES PARTICIPANTS SERONT PROTÉGÉES EN CONFORMITÉ AVEC LES DISPOSITIONS DE LA LOI SUR LA PROTECTION DES RENSEIGNEMENTS PERSONNELS. À SIGNALER SI LE/LA RÉPONDANT(E) LE DEMANDE. SIGNALER AUSSI CE QUI SUIT, SI C’EST OPPORTUN : « VOS RÉPONSES AU SONDAGE N’AURONT AUCUNE INCIDENCE SUR VOS RELATIONS AVEC LE GOUVERNEMENT FÉDÉRAL. »
IL NE FAUT PAS LIRE LES TITRES DE SECTION EN BLEU AUX RÉPONDANTS.
DIRECTIVES SUR LES ÉCHELLES : LES DIRECTIVES RELATIVES À CERTAINES DES QUESTIONS COMPORTANT UNE ÉCHELLE SONT RÉPÉTITIVES. ADAPTER LA FRÉQUENCE DE RÉPÉTITION DES DIRECTIVES DE FAÇON À EN ASSURER LA CLARTÉ TOUT EN ÉVITANT D’ENNUYER LES RÉPONDANTS. 

SAUF INDICATION CONTRAIRE, TOUTES LES QUESTIONS DU SONDAGE PERMETTENT LE CHOIX DE RÉPONSE « NE SAIS PAS/PAS DE RÉPONSE ». LE CHOIX « NSP/PDR » EST PRÉCISÉ SEULEMENT DANS LES CAS OÙ IL A UNE INCIDENCE AU CHAPITRE DU SAUT DE QUESTIONS. 

Section 1 : Information de base
J’aimerais d’abord vous poser deux questions de base. 

1. Pouvez-vous s.v.p. m’indiquer le poste que vous occupez dans votre entreprise? (NE PAS LIRE LA LISTE; ACCEPTER UNE SEULE RÉPONSE; VEILLER À CE QUE LE/LA RÉPONDANT(E) OCCUPE UN POSTE DE CADRE SUPÉRIEUR) 

PDG
Président(e)
Propriétaire
Vice-président(e) (inscrire le type : ____________)

Directeur/directrice
Autre (préciser) _______________________

2. Combien d’employés à plein temps compte votre entreprise au Canada? Veuillez compter les membres du personnel à temps partiel en équivalents temps plein (LIRE LA LISTE AU BESOIN) 

Moins de 5

5 à 19

20 à 49

50 à 99

100 à 199

200 à 499

500 et plus
Section 2 : Activités et projets dans la sphère de l’exportation
Le présent sondage porte principalement sur les possibilités d’exportations auprès de gouvernements à l’étranger, y compris des entreprises appartenant à l’État. 

3. Pour ce qui concerne l’exercice financier le plus récent, environ quelle proportion en pourcentage des recettes totales de votre entreprise qui sont tirées de l’exportation proviennent des ventes à des gouvernements étrangers, y compris des entreprises appartenant à l’État?

Réponse : _______%

4. Pour ce qui concerne de nouveau l’exercice financier le plus récent, quels sont les trois principaux produits ou services que votre entreprise a fournis à des gouvernements étrangers? Veuillez commencer par le plus important et indiquer pour chacun le nom du produit ou service, de même que la somme totale en dollars pour ce produit ou service. 

4a. Nom du produit/service :
 
______________

4b. Valeur totale des exportations :
______________

4c. Nom du produit/service : 

______________

4d. Valeur totale des exportations :
______________

4e. Nom du produit/service : 

______________

4f. Valeur totale des exportations :
______________

5. À l’heure actuelle, est-ce que votre entreprise fournit des produits ou des services à des gouvernements étrangers dans l’un ou l’autre des pays que voici? (LIRE LA LISTE; INSCRIRE TOUTES LES RÉPONSES PERTINENTES).
Royaume-Uni
France

Allemagne
Russie
Chine
Japon
Inde
Brésil
Non/aucun de ces pays
6. Est-ce que votre entreprise aimerait fournir des produits ou services aux gouvernements étrangers de l’un ou l’autre de ces pays? (LIRE LA LISTE; INSCRIRE TOUTES LES RÉPONSES PERTINENTES. NE COMPREND PAS LES PAYS AUXQUELS L’ENTREPRISE FOURNIT ACTUELLEMENT DES PRODUITS OU SERVICES – Q5).
Royaume-Uni
France

Allemagne
Russie
Chine
Japon
Inde
Brésil
Non/aucun de ces pays
Veuillez maintenant m’indiquer quelle importance revêt pour votre entreprise chacun des pays que je vais vous nommer au chapitre de l’exportation de produits et services aux gouvernements locaux, maintenant ou à l’avenir. J’aimerais que vous répondiez selon une échelle de cinq points, où « 1 » signifie pas important du tout et « 5 », très important. Qu’est est-il du/de la/de l’…? [ASSURER UNE ROTATION DE L’ORDRE DE PRÉSENTATION. LIRE LA LISTE AU COMPLET, MÊME LES PAYS QUI N’ONT PAS ÉTÉ SIGNALÉS AUX Q 5 et 6]
7. Royaume-Uni
8. France

9. Allemagne
10. Russie
11. Chine
12. Japon
13. Inde
14. Brésil
Section 3 : Destinations, produits et obstacles dans le domaine des exportations 
Vous avez signalé que votre entreprise vend actuellement, ou encore aimerait vendre, des produits ou services aux gouvernements étrangers du/de la/de l’… [AJOUTER LES NOMS DE TOUS LES PAYS SIGNALÉS AUX Q 5 et 6]. Dans chaque cas, j’aimerais que vous m’indiquiez quels sont les principaux produits ou services que vous fournissez ou que vous aimeriez fournir aux gouvernements de ce pays, ainsi que les empêchements ou obstacles qui nuisent à la réussite de vos transactions avec les gouvernements de ce pays. [MODIFIER LE PROPOS POUR PARLER AU SINGULIER SI LE/LA RÉPONDANT(E) N’A SIGNALÉ QU’UN SEUL PAYS]
Commençons par le/la/l’…?  (AJOUTER LE NOM DU PAYS) (POSER LES QUESTIONS 15 et 16 POUR CHACUN DES PAYS QU’A SIGNALÉS LE/LA RÉPONDANT(E). ABORDER 8 PAYS TOUT AU PLUS)

15. Quels sont les deux ou trois principaux produits ou services que votre entreprise vend ou aimerait vendre aux gouvernements du/de la/de l’ _____ (AJOUTER LE NOM DU PAYS)?

Consigner jusqu’à trois produits/services :

______________________________________________________________________________________________________________________________________________________________________________________________________

NOTE: SI LE/LA RÉPONDANT(E) DIT QUE LES PRINCIPAUX PRODUITS QUE SON ENTREPRISE AIMERAIT VENDRE SONT LES MÊMES POUR CHACUN DES PAYS AUXQUELS LA COMPAGNIE S’INTÉRESSE, ACCEPTEZ CETTE RÉPONSE. COMFIRMEZ RAPIDEMENT LES PRODUITS POUR CHAQUE PAYS, MAIS NE DEMANDEZ PAS AU/A LA RÉPONDANT(E) DE RÉPÉTER LES PRODUITS CHAQUE FOIS. CODEZ DE MANIERE RÉTROSPECTIVE AFIN D’ASSURER QUE LES DONNÉES SOIENT COMPLÈTES MAIS QUE L’ENTREVUE PROCÈDE RAPIDEMENT. 

16. Quels sont les obstacles ou les empêchements les plus importants qui nuisent à la réussite des transactions de votre entreprise avec les gouvernements étrangers du/de la/de l’ _____ (AJOUTER LE NOM DU PAYS)? Y a-t-il d’autres obstacles? (NE PAS LIRE LA LISTE; FAIRE ÉTAT DE LA PREMIÈRE MENTION; ACCEPTER TROIS RÉPONSES.)
La concurrence est trop forte pour ce qui concerne les marchés publics étrangers
Obstacles culturels (comme la langue, les normes sociales, etc.)

Manque d’information, en temps opportun, par exemple, l’information sur les projets de marchés n’est pas communiquée à grande échelle
Les politiques/procédures d’approvisionnement favorisent les entreprises locales
Difficultés à obtenir les autorisations de séjour ou les permis de travail pour le personnel

Difficultés à satisfaire aux normes de produits ou aux exigences relatives à la réglementation ou aux licences
Difficultés à obtenir du financement pour les exportations
Difficultés dans le domaine du transport et des livraisons




Les tarifs d’importation sont trop élevés dans certains pays
Coûts du transport et frais de douanes
Coûts subordonnés à l’exploitation de nouveaux marchés 





Valeur du dollar canadien
Manque de temps/de personnel pour saisir certaines occasions



Absence de sociétés locales avec lesquelles établir des partenariats




Manque de financement sur le plan des exportations






Protection de la propriété intellectuelle 





Importance des risques connexes/trop risqué






Pas d’obstacles/de défis






Autre. Veuillez préciser : _____________

NOTE: SI LE/LA RÉPONDANT(E) DIT QUE LES PRINCIPAUX OBSTACLES AUXQUELS SON ENTREPRISE FAIT FACE SONT LES MÊMES POUR CHACUN DES PAYS AUXQUELS LA COMPAGNIE S’INTÉRESSE, ACCEPTEZ CETTE RÉPONSE. CEPENDANT, RÉPÉTEZ LES OBSTACLES POUR CHAQUE NOUVEAU PAYS ET DEMANDEZ SI CEUX-CI S’APPLIQUENT ET S’IL Y EN A D’AUTRES.  

SI LE/LA RÉPONDANT(E) MENTIONNE DE L’INFORMATION, SONDEZ AFIN DE CLARIFIER QUELLE(S) SORTE(S) D’INFORMATION(S).

RÉPÉTER LES Q 15 et 16 POUR CHACUN DES PAYS QU’A SIGNALÉS LE/LA RÉPONDANT(E)
Pour ce qui concerne la vente des produits ou services de votre entreprise aux gouvernements étrangers dans ces pays, dans l’ensemble (ou dans ce pays), quelle importance revêtent pour votre entreprise les éventuels obstacles que voici? Dans chaque cas, veuillez répondre au moyen d’une échelle de cinq points, où « 1 » signifie qu’il ne s’agit pas du tout d’un obstacle pour votre entreprise et « 5 », qu’il s’agit d’un obstacle très important. Si l’énoncé ne s’applique pas à la situation de votre entreprise, veuillez le signaler. Qu’en est-il…? (LIRE LA LISTE/ASSURER LA ROTATION DES ÉLÉMENTS. CONSIGNER « SANS OBJET » À PART DES RÉPONSES NSP/PDR)

17. des obstacles culturels, comme la langue, les normes sociales, etc.

18. d’une trop forte concurrence pour ce qui concerne les marchés publics étrangers.

19. du manque d’information, en temps opportun, par exemple, l’information sur les projets de marchés n’est pas communiquée à grande échelle.
20. des difficultés à satisfaire aux normes de produits ou aux exigences relatives à la réglementation ou aux licences.

21. des politiques/procédures d’approvisionnement favorisant les entreprises locales.

22. des tarifs d’importation trop élevés.

23. des difficultés à obtenir du financement pour les exportations.

24. des difficultés à obtenir les autorisations de séjour ou les permis de travail pour le personnel dans le cadre du projet.

Section 4 : Besoins d’information
J’aimerais maintenant vous poser certaines questions au sujet des besoins d’information de votre entreprise pour ce qui concerne les possibilités d’exportations auprès de gouvernements étrangers.

25. Quel sont les principaux types d’information dont votre entreprise a besoin pour prendre des décisions relatives à des projets de marchés avec des gouvernements étrangers? Y a-t-il autre chose? (NE PAS LIRE LA LISTE; FAIRE ÉTAT DE LA PREMIÈRE MENTION; ACCEPTER TROIS RÉPONSES).
De l’information sur le marché/des précisions au sujet des projets/caractéristiques/possibilités
Règlements/politiques/normes
Coordonnées (p. ex., lieu, client, etc.)

Crédibilité/crédible sur le plan financier
Financement/obtention des capitaux de démarrage
Stabilité politique du pays
Situation du pays auprès des Institutions financières internationales
Taux de change/valeur du dollar
Règles régissant les entrées et sorties de capitaux du pays
Lois s’appliquant aux produits ou services que fournit l’entreprise
Facteurs culturels (comme la langue, les normes sociales, etc.)

Taxes et tarifs 

Situation de l’infrastructure
Rien






Autre. Veuillez préciser : _____________

SONDEZ AFIN DE CLARIFIER LA/LES SORTE(S) D’INFORMATION(S) IDENTIFIÉES.

26. Quels sont les obstacles auxquels votre entreprise a été confrontée, le cas échéant, dans des situations où elle a tenté d’obtenir de plus amples renseignements sur des projets de marchés publics à l’étranger? (NE PAS LIRE LA LISTE; FAIRE ÉTAT DE LA PREMIÈRE MENTION; ACCEPTER TROIS RÉPONSES).
Accès insuffisant à l’information

Délai d’exécution trop long/caractère opportun de l’information

Les communications avec une personne-ressource/savoir à qui il faut s’adresser
Information à jour/meilleurs renseignements/renseignements plus pertinents
Paperasse/bureaucratie/tracasseries administratives
Langue (c.-à-d. que l’information n’est pas disponible en français ou en anglais)

Qualité de l’information/exactitude
Difficultés de réseautage
Pas d’obstacle






Autre. Veuillez préciser : _____________

Section 5 : Marchés intérieurs
Nous allons examiner rapidement les ventes de votre entreprise sur le marché intérieur, au Canada. 

27. Est-ce que votre entreprise a vendu des biens ou des services aux gouvernements fédéral ou provinciaux ou à des administrations municipales au Canada?

Oui


1

Non


2
sauter la prochaine question
SI c’EST OUI
28. Veuillez établir, pour le plus récent exercice financier, une estimation de la proportion en pourcentage des recettes canadiennes annuelles totales de votre entreprise qui sont tirées des ventes…? (LIRE LA LISTE)
Au gouvernement fédéral du Canada :


________________%

À un ou des gouvernements provinciaux au Canada :











________________%

À une ou des administrations municipales ou locales au Canada :










________________%

NOTE:  SI LE/LA RÉPONDANT(E) NE PEUT FOURNIR QU’UNE ESTIMATION APPROXIMATIVE POUR TOUS LES NIVEAUX DE GOUVERNEMENT COMBINÉS, ACCEPTEZ CECI (C.A.D. TOUS LES NIVEAUX DE GOUVERNMENT = ____%). OFFREZ CECI COMME OPTION SEULEMENT SI LE/LA RÉPONDANT(E) NE PEUT FOURNIR UNE ESTIMATION POUR CHAQUE NIVEAU DE GOUVERNEMENT  INDIVIDUELLEMENT.
29. Quelle importance revêt pour votre entreprise les marchés publics avec les gouvernements fédéral et provinciaux et avec les administrations municipales au Canada, à l’heure actuelle? Veuillez répondre selon une échelle de cinq points, où « 1 » signifie qu’ils ne sont pas importants du tout et « 5 », qu’ils sont très importants.

30. Et selon vous, quelle importance auront pour votre entreprise les marchés publics avec les gouvernements fédéral et provinciaux et avec les administrations municipales au Canada dans trois ans? Veuillez répondre selon une échelle de cinq points, où « 1 » signifie qu’ils ne seront pas importants du tout et « 5 », qu’ils seront très importants.

Section 6 : Orientations futures et accessibilité des marchés
31. Seriez-vous d’accord pour que les projets de marchés publics à tous les paliers du gouvernement au Canada – c.-à-d. le gouvernement fédéral, les gouvernements provinciaux et les administrations locales ou municipales – deviennent plus accessibles pour les entreprises étrangères, afin d’acquérir un accès équivalent aux marchés publics à l’étranger? Veuillez répondre au moyen d’une échelle de cinq points, où « 1 » signifie que vous n’appuyez pas du tout cette idée et « 5 », que vous l’appuyez fortement. 

32. Pouvez-vous s.v.p. préciser les raisons qui expliquent votre choix de réponse? (NE PAS LIRE LA LISTE; FAIRE ÉTAT DE LA PREMIÈRE MENTION; ACCEPTER PLUSIEURS RÉPONSES).
Pour (résultats de 3-5)



Un meilleur accès, c’est toujours mieux

La concurrence mondiale est favorable à la prestation de services

Nouvelles idées et méthodes

Les possibilités à l’étranger compenseront les pertes au chapitre des ventes canadiennes
Autre. Veuillez préciser : _____________

Contre (résultats de 1-2)



La concurrence nuirait aux affaires

Il est trop difficile d’avoir accès aux marchés étrangers

Pas d’avantages nets

Les frais généraux sont plus faibles dans les pays étrangers (p. ex., la main-


d’oeuvre)


De grandes sociétés domineraient tous les marchés
Autre. Veuillez préciser : _____________

33. En supposant que toutes les entreprises, canadiennes et étrangères, jouissaient d’un accès équivalent aux marchés publics, tant au Canada qu’à l’étranger, en ____ (AJOUTER LES PAYS SIGNALÉS AUX Q 5 et 6), quel serait, selon vous, l’effet final sur les recettes annuelles de votre entreprise? (LIRE LA LISTE. acceptER UNE SEULE RÉPONSE). 

Les recettes s’accroîtront d’au moins 5 % par année
Les recettes s’accroîtront de moins de 5 % par année
Les recettes demeureront à peu près inchangées
Les recettes diminueront de moins de 5 % par année
Les recettes diminueront de plus de 5 % par année
Section 7 : Caractéristiques de l’entreprise
J’aimerais vous poser encore quelques questions pour les besoins de la collecte de renseignements de base et de données statistiques seulement.

34. En dollars canadiens, quelle est la valeur annuelle totale des exportations de votre entreprise pour l’exercice financier qui s’est terminé le plus récemment? (acceptER UNE SEULE RÉPONSE).

Moins de 1 million de dollars à 4,99 millions de dollars
5 millions de dollars à 9,99 millions de dollars
10 millions de dollars à 24,99 millions de dollars
25 millions de dollars à 49,99 millions de dollars
50 millions ou plus
35. Dans quelle industrie ou dans quel secteur d’activité votre entreprise est-elle active? Si votre entreprise a des activités dans plus d’un secteur, veuillez indiquer le principal secteur. (NE PAS LIRE LA LISTE; ACCEPTER UNE SEULE RÉPONSE)
Services d’hébergement 

Services administratifs et de soutien, gestion des déchets, services d’assainissement
Agriculture/pêche/chasse/foresterie
Arts, divertissements, loisirs
Construction

Services d’éducation
Finances et assurances
Restauration et débits de boissons
Soins de santé et aide sociale
Secteur de l’information et industrie culturelle
Fabrication
Exploitation minière, pétrolière et gazière
Autres services 

Services professionnels, scientifiques et techniques
Immobilier et location
Commerce de détail
Transport et entreposage
Service public
Commerce en gros
Autre (préciser) ____________________

36. Dans quelle province ou quel territoire le siège social de votre entreprise au Canada est-il situé? (ACCEPTER UNE SEULE RÉPONSE)
- ajouter une liste alphabétique des provinces/territoires.

Voilà qui met fin au sondage. 

Nous vous sommes très reconnaissants de votre précieuse collaboration. Merci beaucoup.

This report is formatted for double-sided printing.
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� Given that the DFAIT list did not constitute the full universe or population of interest for this study, the survey results are directional and indicative of public opinion, but do not constitute a probability sample. Therefore, a margin of error and confidence level cannot be applied.





� Étant donné que la liste du MAECI ne constituait pas tout l’univers ou toute la population des entreprises faisant l’objet de l’étude, les résultats du sondage, de nature directionnelle, sont indicatifs de l’opinion publique mais ne représentent pas un échantillon probabiliste. Il est par conséquent impossible de leur attribuer une marge d’erreur et un niveau de confiance.





� Given that the DFAIT list did not constitute the full universe or population of interest for this study, the survey results are directional and indicative of public opinion, but do not constitute a probability sample. Therefore, a margin of error and confidence level cannot be applied.





� See the appendix (Annex 1) for a description of what each product/service category contains.


� A thematic breakdown of the products and services contained in each category can be found in Annex 1.


� The remaining products and services were excluded from this analysis because they were mentioned by fewer than 30 respondents.


� Computed scores including UK, Germany and France.


� The remaining types of information were excluded from this analysis because they were mentioned by 5-13 respondents.


� The remaining explanations were excluded from this analysis because they were mentioned by no more than 26 respondents.
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Total Percentage of Export Revenue 

Total Percentage of Export Revenue 

From Foreign Governments

From Foreign Governments

Q3: For your most recently-completed fiscal year, approximately what percent of your company’s total export 

revenue was derived from sales to foreign governments, including state-owned enterprises?

3

6

7

10

21

42

0 10 20 30 40 50

None

1 to 25%

26 to 50%

51 to 75%

76 to 99%

100%

Percentage

DK/NR = 12%

Base = 253
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Products/Services Sold to 

Products/Services Sold to 

All

All

Foreign Governments

Foreign Governments

5

2

2

4

4

5

5

6

10

11

12

19

0 10 20 30

Tech. products/services

Heavy equip./industrial services

Agric./food./beverage

Consulting services

Manufact. equip./parts & raw materials

Training/Education/Analysis

Finished consumer goods

Health care equip./services

Building construction/finishings

Heating/AC equipment

Media/ent./Info

Other

Percentage

Q4: Again thinking about your most recent fiscal year, what are the top three products or services that your 

company sells to foreign governments? Please start with the most important and tell us the name of the 

product or service, as well as the total dollar amount for that product or service. 

Base = 253

Multiple responses accepted
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Value of Products/Services Sold to Foreign Governments

Value of Products/Services Sold to Foreign Governments

20 20 - 20 40 Heating/air conditioning equipment*

46 9 - 18 27 Building construction/finishings*

50 30 - - 20 Health care/medical 

equipment/services*

33 8 - 17 42 Finished consumer products*

42 - - 8 50 Training/education/analysis services*

26 23 10 13 29 Heavy equipment and industrial 

services

42^  4 4 8 42 Consulting services

20

32

44

13

$1 million 

or more

-

-

7

2

$500,000 to 

$999,999

40^ 20 20 Media/entertainment*

38 13 19 Manufacturing 

equipment/components and raw 

materials

30^ 11 7 Agricultural/food/beverage

19

$100,000 to 

$499,999

47^ 19 Technological products or services

DK/NR Less than 

$100,000

Base

= 5-49

Multiple responses accepted

* Base of 5-12

^Includes 1-3 indicating zero value
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Importance of Foreign 

Importance of Foreign 

Gov’ts

Gov’ts

. to Business

. to Business

Q7-14: 

Please tell me how important each of the following countries are to your business in terms of 

exporting products and services to their governments, now or in future. To do this, use a 5-point 

scale, where ‘1’ means not important at all, ‘5’ means very important.  How about…? 

Base = 253

DK/NR = 4-5% 

20 16 19 13 26

23 13 25 15 22

21 16 21 13 24

20 19 27 16 14

24 15 23 12 22

23 17 19 10 29

24 17 18 13 23

30 16 17 11 21

32 17 20 9 18

0 20 40 60 80 100

UK

China

Brazil

India

Germany

EU*

Japan

France

Russia

5 Very important 4 3 2 1 Not important at all

Percentage

*Computed score based on the average rating given by each 

company to UK, Germany, and France
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Current Foreign Government Clients 

Current Foreign Government Clients 

59

10

11

11

12

13

14

19

22

26

0 20 40 60 80

European Union*

China

UK

Germany

India

France

Japan

Brazil

Russia

None

Percentage

Q5: Does your company currently sell products or services to foreign governments in any of the 

following countries? 

Base = 253

Multiple responses accepted

*Computed score including companies mentioning at least 

one of UK, Germany, and France (no duplicates)
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Number of Foreign Governments of Interest 

Number of Foreign Governments of Interest 

(includes current clients and non

(includes current clients and non

-

-

clients)

clients)

55

12

16

14

3

0 20 40 60 80

None

1 to 2

3 to 4

5 to 6

7 to 8

Percentage*

Base = 253

* Currently sell or would like to sell to foreign governments
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Estimated % of Annual Revenue 

Estimated % of Annual Revenue 

Derived From

Derived From

Domestic Government Sales

Domestic Government Sales

3 2 2 28 44

Canadian 

municipal/local 

government(s)

1

1

1

51-75%

-

28

31*

0%

1

3

-

76-99%

2

8

5

26-50%

7

39

41

1-25%

All levels**

Canadian provincial 

government's)

Canadian Federal 

Government

Client Government

Q28. Please estimate the percentage of your company’s total annual Canadian revenues in your 

most recent fiscal year that were derived from sales to…? 

DK/NR = 10%

Base = 138

* Denotes percentage of respondents

**Only offered as option if respondent could not estimate each level separately
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Position

Position

8

3

4

10

12

12

18

35

0 10 20 30 40

Other

Operations/Project Manager

General/Office manager

Vice President

Sales/marketing

Owner

Director/manager

President/CEO

Percentage

Q1: Could you please tell me your position within your company? 

Base = 253
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Number of Full

Number of Full

-

-

Time Employees 

Time Employees 

5

7

7

23

30

27

0 20 40

Under 5

5-19

20-49

50-99

100-199

200 and over

Percentage

DK/NR = less than 1%

Q2: How many full-time employees work for your company in Canada? Please include part-time 

staff as the number of full-time equivalents.

Base = 253
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Annual Export Revenue

Annual Export Revenue

2

3

6

8

67

0 20 40 60 80

Under $5 million

$5 million to $9.99 million

$10 million to $24.99 million

$25 million to $49.99 million

$50 million or more

Percentage

Q34: In Canadian dollars, what is the total annual value of your company’s exports for your most 

recent completed fiscal year? 

Base = 253

DK/NR = 14% 
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Sector 

Sector 

19

5

6

6

6

6

10

19

24

0 20 40

Other

Health care/social asst.

Other professional services

Food services/drinking places

Construction

Mining/oil/gas

Agriculture/fishing/hunting/forestry

Prof., scientific, tech.

Manufacturing

Percentage

Q35: In which industry or sector does your business operate? If you are active in more than one 

sector, please identify the main sector.

Base = 253

DK/NR = Less than 1% 
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Location of Headquarters

Location of Headquarters

Percentage

10

19

35

15

21

0 20 40 60

BC 

Prairies

Ontario

Quebec

Atlantic Cda.

Base = 253

Q36: In which province or territory is your company’s headquarters in Canada located? 
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Support for Common Foreign & Domestic Access 

Support for Common Foreign & Domestic Access 

to Government Procurement Opportunities

to Government Procurement Opportunities

32

17

25

8

15

0

20

40

60

5 4 3 2 1

Percentage

Strongly support                                           Not at all

DK/NR= 4%

Q31. Would you support making Canadian procurement opportunities at all levels of government – federal, 

provincial, and local/municipal – more accessible to foreign companies in order to gain an equivalent degree 

of access to foreign government markets? Please use a 5-point scale, where 1 means not at all, and 5 means 

you would strongly support this. 

Base = 253
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Reasons for Supporting Common Access to 

Reasons for Supporting Common Access to 

All Government Procurement

All Government Procurement

11

3

6

13

14

30

42

0 20 40 60

Global competition good for services

Increased access is always better

Foreign opportunitites offset losses

New ideas/processes

Sceptical

Not affraid of competition

Other

Percentage

Q32: Please explain the reasons for your choice? 

Base = 184; those not opposed to common access

Multiple responses accepted

DK/NR = 6% 
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Reasons for 

Reasons for 

Not

Not

Supporting Common Access to 

Supporting Common Access to 

All Government Procurement

All Government Procurement

14

3

12

17

19

28

40

0 20 40 60

Competition bad for business

Favouring/protectionism

Too hard to access foreign markets

Lower overhead in foreign countries

No net benefits

Large firms will dominate

Other

Percentage

Q32: Please explain the reasons for your choice? 

Base = 58; those not supportive of common access

Multiple responses accepted

DK/NR = 3% 
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Anticipated

Anticipated

Impact of Common Access to All Government 

Impact of Common Access to All Government 

Procurement on Firm’s Annual Revenues

Procurement on Firm’s Annual Revenues

2

2

22

15

47

0 20 40 60

Increase 5% plus

Increase less than 5%

Remain about the same

Decrease less than 5%

Decrease 5% plus

Percentage

Q33: , Assuming that there is equivalent access to government procurement markets for all firms, Canadian and 

foreign, both in Canada and in the foreign government markets in ____, what would you expect the net effect to 

be on your company’s annual revenues?

Base = 253

DK/NR = 11% 
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Ever Sold Goods to Governments in Canada?

Ever Sold Goods to Governments in Canada?

Base = 253

No

 43%

Yes

 55%

Q27: Has your company sold goods or services to federal, provincial, or local 

governments in Canada?

DK/NR = 3%
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Importance of Domestic Government Markets to 

Importance of Domestic Government Markets to 

Company

Company

29

12

11

15

30

0

20

40

60

5 4 3 2 1

Percentage

Very important                                             Not at all

DK/NR= 3%

Q29. How important are Canadian federal, provincial and local government procurement markets to 

your company right now? Please use a 5-point scale, where 1 means not important at all, and 5 

means very important.

Base = 253
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Interest in Other Foreign Government As Clients

Interest in Other Foreign Government As Clients

11

53

56

58

58

59

60

61

62

76

0 20 40 60 80

European Union*

UK

France

Germany

Brazil

Japan

India

Russia

China

None

Percentage

Q6: Is your company interested in selling products or services to foreign governments in any other 

countries on this list? 

Base = 253

Multiple responses accepted

*Computed score including companies mentioning at least 

one of UK, Germany, and France (no duplicates)
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Anticipated Importance of Domestic Government Markets to 

Anticipated Importance of Domestic Government Markets to 

Company in Next Three Years

Company in Next Three Years

28

13

18

19

19

0

20

40

60

5 4 3 2 1

Percentage

Very important                                             Not at all

DK/NR= 3%

Q30. How important do you think Canadian federal, provincial and local government procurement 

markets will be to your company three years from now? Please use a 5-point scale, where 1 

means not important at all, and 5 means very important.

Base = 253
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Most Important Information 

Most Important Information 

Re: Foreign 

Re: Foreign 

Gov’t

Gov’t

. Procurement

. Procurement

5

10

3

3

3

3

4

4

4

4

5

5

8

15

23

47

0 20 40 60

Market info/project details

Contact info

Regs./policies/standards

Market needs

Credibility (incl. financial)

Funding/start-up capital

Cultural factors

Taxes/tariffs

IFI standing

Exchange rate/capital

Political stability

Applicable laws 

Infrastructure status

Export process

Other

None

Percentage

Q25: What are the most important types of information your company requires in order to make 

decisions about pursuing foreign government procurement opportunities? Anything else? 

Base = 253

Up to three responses accepted

DK/NR = 8% 
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Information Barriers Re: Foreign Government 

Information Barriers Re: Foreign Government 

Procurement Opportunities

Procurement Opportunities

29

11

2

4

5

7

8

9

9

15

0 20 40

Poor info access

Accessing contact person

Up-to-date info

Poor turnaround/timeliness

Language

Paperwork/bureaucracy

Info quality/accuracy

Network difficulties

Other

None

Percentage

Q26: What barriers has your company encountered, if any, when trying to obtain information on 

government procurement opportunities in other countries? 

Base = 253

Up to three responses accepted

DK/NR = 20% 
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Potential Barriers to Selling to Foreign 

Potential Barriers to Selling to Foreign 

Gov’ts

Gov’ts

.

.

Q17-24: 

Thinking about selling your company’s products or services to foreign governments in these countries as a 

whole (this country), how significant are the following potential barriers to your company? For each item, 

please use a 5-point scale, where 1 means it is not a barrier at all for your company, and 5 means a very 

significant barrier. If something does not apply to you, please say so.  

DK/NR = 5% or less 

6 7 16 21 45

8 13 13 21 41

12 13 28 19 23

16 10 24 16 27

10 18 24 22 26

18 12 16 18 35

19 26 22 11 15

25 24 22 11 16

0 20 40 60 80 100

Lack of timely info

Favour local companies

Hard to get export financing

Cultural barriers

Tariffs too high

Strong foreign market competition

Difficult standards/regulations

Hard to get entry/work permits

5 Very significant 4 3 2 1 Not a barrier at all

Percentage

Base = 201-243

NA (removed) = 4-21% 
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Number

Number

of Foreign Governments as Clients

of Foreign Governments as Clients

4

3

10

25

59

0 20 40 60 80

None

1 to 2

3 to 4

5 to 6

7 to 8

Percentage*

Base = 253

* Currently sell to foreign governments
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Top Products/Services Sold to Foreign Governments

Top Products/Services Sold to Foreign Governments

6

3

4

6

6

7

9

12

13

14

19

24

0 20 40

Tech. products/services

Heavy equip./industrial services

Agric./food./beverage

Manufact. equip./parts & raw materials

Consulting services

Finished consumer goods

Building construction/finishings

Training/Education/Analysis

Health care equip./services

Media/ent./Info

Heating/AC equipment

Other

Percentage*

Q15: What are the top two or three products or services that your company sells or would like to sell to 

governments in _____ (INSERT NAME OF COUNTRY)?

Base = 253

Multiple responses accepted

*excludes duplicates by country
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Location of Headquarters

Percentage

Base = 253

Q36: In which province or territory is your company’s headquarters in Canada located? 
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Number of Foreign Governments as Clients

Percentage*

Base = 253

* Currently sell to foreign governments
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3


10


25


59
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None


1 to 2


3 to 4


5 to 6
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Current Foreign Government Clients 

Percentage

Q5: Does your company currently sell products or services to foreign governments in any of the following countries? 

Base = 253

Multiple responses accepted

*Computed score including companies mentioning at least one of UK, Germany, and France (no duplicates)















59
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26
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European Union*


China


UK
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France


Japan


Brazil


Russia


None
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Importance of Foreign Gov’ts. to Business

Q7-14: Please tell me how important each of the following countries are to your business in terms of exporting products and services to their governments, now or in future. To do this, use a 5-point scale, where ‘1’ means not important at all, ‘5’ means very important.  How about…? 

Base = 253

DK/NR = 4-5% 

Percentage

*Computed score based on the average rating given by each company to UK, Germany, and France













20 16 19 13 26


23 13 25 15 22


21 16 21 13 24


20 19 27 16 14


24 15 23 12 22


23 17 19 10 29


24 17 18 13 23


30 16 17 11 21


32 17 20 9 18


0 20 40 60 80 100


UK


China


Brazil


India


Germany


EU*


Japan


France


Russia


5 Very important 4 3 2 1 Not important at all
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Potential Barriers to Selling to Foreign Gov’ts.

Q17-24: Thinking about selling your company’s products or services to foreign governments in these countries as a whole (this country), how significant are the following potential barriers to your company? For each item, please use a 5-point scale, where 1 means it is not a barrier at all for your company, and 5 means a very significant barrier. If something does not apply to you, please say so.  

DK/NR = 5% or less 

Percentage

Base = 201-243

NA (removed) = 4-21% 







6 7 16 21 45


8 13 13 21 41


12 13 28 19 23


16 10 24 16 27


10 18 24 22 26


18 12 16 18 35


19 26 22 11 15


25 24 22 11 16


0 20 40 60 80 100


Lack of timely info


Favour local companies


Hard to get export financing


Cultural barriers


Tariffs too high


Strong foreign market competition


Difficult standards/regulations


Hard to get entry/work permits


5 Very significant 4 3 2 1 Not a barrier at all
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Interest in Other Foreign Government As Clients

Percentage

Q6: Is your company interested in selling products or services to foreign governments in any other countries on this list? 

Base = 253

Multiple responses accepted

*Computed score including companies mentioning at least one of UK, Germany, and France (no duplicates)
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56


58
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59


60


61


62


76
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European Union*
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France


Germany
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India


Russia


China


None
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Levels of Involvement in Selling to Governments

Percentage

Base = 253
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40


47


64


0 20 40 60 80


Sell to any type of


government


Sell to foreign


governments


Sell to Canadian


governments


Interested in selling to


foreign governments





_1265720726.ppt
Phoenix SPI; DFAIT – January 2008



Estimated % of Annual Revenue 

Derived From Domestic Government Sales



Q28. Please estimate the percentage of your company’s total annual Canadian revenues in your most recent fiscal year that were derived from sales to…? 

DK/NR = 10%

Base = 138

* Denotes percentage of respondents

**Only offered as option if respondent could not estimate each level separately

		Client Government		0%		1-25%		26-50%		51-75%		76-99%

		Canadian Federal Government		  31*		41		5		1		-

		Canadian provincial government's)		28		39		8		1		3

		Canadian municipal/local government(s)		44		28		2		2		3

		All levels**		-		7		2		1		1
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Importance of Domestic Government Markets to Company

Percentage

      Very important                                                    Not at all

DK/NR= 3%

Q29. How important are Canadian federal, provincial and local government procurement markets to your company right now? Please use a 5-point scale, where 1 means not important at all, and 5 means very important.

Base = 253
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Number of Foreign Governments of Interest 

(includes current clients and non-clients)

Percentage*

Base = 253

* Currently sell or would like to sell to foreign governments













55
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0 20 40 60 80


None
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7 to 8
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Anticipated Impact of Common Access to All Government Procurement on Firm’s Annual Revenues

Percentage

Q33: , Assuming that there is equivalent access to government procurement markets for all firms, Canadian and foreign, both in Canada and in the foreign government markets in ____, what would you expect the net effect to be on your company’s annual revenues?

Base = 253

DK/NR = 11% 
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2


22


15


47


0 20 40 60


Increase 5% plus


Increase less than 5%


Remain about the same


Decrease less than 5%


Decrease 5% plus
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Anticipated Importance of Domestic Government Markets to Company in Next Three Years

Percentage

      Very important                                                    Not at all

DK/NR= 3%

Q30. How important do you think Canadian federal, provincial and local government procurement markets will be to your company three years from now? Please use a 5-point scale, where 1 means not important at all, and 5 means very important.

Base = 253
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Information Barriers Re: Foreign Government Procurement Opportunities

Percentage

Q26: What barriers has your company encountered, if any, when trying to obtain information on government procurement opportunities in other countries? 

Base = 253

Up to three responses accepted

DK/NR = 20% 













29


11
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7
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9


9


15


0 20 40


Poor info access


Accessing contact person


Up-to-date info


Poor turnaround/timeliness


Language


Paperwork/bureaucracy


Info quality/accuracy


Network difficulties


Other


None
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Top Products/Services Sold to Foreign Governments

Percentage*

Q15: What are the top two or three products or services that your company sells or would like to sell to governments in _____ (INSERT NAME OF COUNTRY)?

Base = 253

Multiple responses accepted

*excludes duplicates by country
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24
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Tech. products/services


Heavy equip./industrial services
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Manufact. equip./parts & raw materials


Consulting services


Finished consumer goods


Building construction/finishings
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Health care equip./services


Media/ent./Info


Heating/AC equipment


Other





_1262871857.ppt
Phoenix SPI; DFAIT – January 2008



Most Important Information 

Re: Foreign Gov’t. Procurement

Percentage

Q25: What are the most important types of information your company requires in order to make decisions about pursuing foreign government procurement opportunities? Anything else? 

Base = 253

Up to three responses accepted

DK/NR = 8% 
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3


3
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4


4


4
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15


23


47
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Market info/project details


Contact info


Regs./policies/standards


Market needs


Credibility (incl. financial)


Funding/start-up capital


Cultural factors


Taxes/tariffs


IFI standing


Exchange rate/capital


Political stability


Applicable laws 


Infrastructure status


Export process


Other


None
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Ever Sold Goods to Governments in Canada?

Base = 253

Q27: Has your company sold goods or services to federal, provincial, or local governments in Canada?

DK/NR = 3%







No


 43%


Yes


 55%
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Reasons for Supporting Common Access to 

All Government Procurement

Percentage

Q32: Please explain the reasons for your choice? 

Base = 184; those not opposed to common access

Multiple responses accepted

DK/NR = 6% 
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Global competition good for services


Increased access is always better


Foreign opportunitites offset losses


New ideas/processes


Sceptical


Not affraid of competition


Other
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Reasons for Not Supporting Common Access to 

All Government Procurement

Percentage

Q32: Please explain the reasons for your choice? 

Base = 58; those not supportive of common access

Multiple responses accepted

DK/NR = 3% 
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Competition bad for business


Favouring/protectionism


Too hard to access foreign markets


Lower overhead in foreign countries


No net benefits


Large firms will dominate


Other
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Support for Common Foreign & Domestic Access 

to Government Procurement Opportunities

Percentage

      Strongly support                                                   Not at all

DK/NR= 4%

Q31. Would you support making Canadian procurement opportunities at all levels of government – federal, provincial, and local/municipal – more accessible to foreign companies in order to gain an equivalent degree of access to foreign government markets? Please use a 5-point scale, where 1 means not at all, and 5 means you would strongly support this. 

Base = 253
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Position

Percentage

Q1: Could you please tell me your position within your company? 

Base = 253
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Operations/Project Manager


General/Office manager


Vice President


Sales/marketing


Owner


Director/manager


President/CEO
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Annual Export Revenue

Percentage

Q34: In Canadian dollars, what is the total annual value of your company’s exports for your most recent completed fiscal year? 

Base = 253

DK/NR = 14% 
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$50 million or more
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Sector 



Percentage

Q35: In which industry or sector does your business operate? If you are active in more than one sector, please identify the main sector.

Base = 253

DK/NR = Less than 1% 
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Other


Health care/social asst.


Other professional services


Food services/drinking places
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Manufacturing
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Number of Full-Time Employees 

Percentage

DK/NR = less than 1%

Q2: How many full-time employees work for your company in Canada? Please include part-time staff as the number of full-time equivalents.

Base = 253
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Products/Services Sold to All Foreign Governments

Percentage

Q4: Again thinking about your most recent fiscal year, what are the top three products or services that your company sells to foreign governments? Please start with the most important and tell us the name of the product or service, as well as the total dollar amount for that product or service. 

Base = 253

Multiple responses accepted
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Tech. products/services


Heavy equip./industrial services


Agric./food./beverage


Consulting services


Manufact. equip./parts & raw materials
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Finished consumer goods


Health care equip./services


Building construction/finishings


Heating/AC equipment


Media/ent./Info


Other
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Value of Products/Services Sold to Foreign Governments

Base = 5-49

Multiple responses accepted

* Base of 5-12

^Includes 1-3 indicating zero value

		Less than $100,000		$100,000 to $499,999		$500,000 to $999,999		$1 million or more		DK/NR

		Technological products or services		19		19		2		13		  47^

		Heavy equipment and industrial services		29		13		10		23		26

		Agricultural/food/beverage		7		11		7		44		  30^

		Consulting services		42		8		4		4		  42^ 

		Manufacturing equipment/components and raw materials		19		13		-		32		38

		Training/education/analysis services*		50		8		-		-		42

		Finished consumer products*		42		17		-		8		33

		Health care/medical equipment/services*		20		-		-		30		50

		Building construction/finishings*		27		18		-		9		46

		Heating/air conditioning equipment*		40		20		-		20		20

		Media/entertainment*		20		20		-		20		  40^
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Total Percentage of Export Revenue 

From Foreign Governments

Q3: For your most recently-completed fiscal year, approximately what percent of your company’s total export revenue was derived from sales to foreign governments, including state-owned enterprises?

Percentage

DK/NR = 12%

Base = 253
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