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1. FOREWORD

1-1 Background 

The Trade Commissioner Service (TCS) provides Canadian businesses with a number of core and value-added (unpublicized) services which are intended to facilitate international business using the Integrative Trade Model.  The Integrative Trade Model looks holistically at improving Canadian international competitiveness through any (combination) of the following:  exporting, foreign direct investment, Canadian Direct Investment Abroad (CDIA), sourcing inputs, market access, and/or innovation (e.g. technology partnerships).  
The TCS network has trade commissioners based in over 150 cities around the world, in addition to regional offices located in most large Canadian cities.  Clients of the TCS can also utilize the Virtual Trade Commissioner (VTC), which is an online portal that offers users a variety of services such as specific country market information, business opportunities, and the ability to submit service requests electronically. There are approximately 20,000 registered users of the VTC.   
1-2 Objectives

The TCS Client Survey, which was last conducted in 2004, provides the TCS with an opportunity to take the pulse of its clients, and ascertain the level of satisfaction with the services offered, as well as understand the service attributes (e.g. timeliness, consistency, etc.) that are most important.  In addition, the implementation of the 2009 TCS client survey will also allow DFAIT to meet its Departmental Performance Report (DPR) and management Accountability Framework (MAF) obligations. The specific objectives of this research are to:

· Identify and validate the drivers of service quality;
· Measure adherence to service standards and level of client satisfaction;
· Measure effectiveness of service channels, including Regional Offices and Online services such as the Virtual Trade Commissioner and TCS websites;

· Determine the business success of TCS clients and determine if TCS services are contributing to client-reported successes;

· Compare results among regions as well as various other client characteristics (i.e. company size, export experience, etc.);

· Compare results among priority markets; and,

· Measure effectiveness of: the Integrative Trade Model (ITM); the relevance of the four core services (updated in 2008); and determine if they are addressing evolving client needs.
1-3 Methodology

The survey involved an online (email-Web) data collection methodology.  This represents a change from the data collection methodology used in the last TCS client survey in 2004, which was conducted by telephone.  Due to this change in data collection methodology, combined with the development of a new questionnaire, comparisons between the 2004 and 2009 survey data has not been presented in this report as it is not directly comparable.  Furthermore, this survey represents the first time that client feedback is available since Regional Offices formerly with Industry Canada were integrated into DFAIT.
The online survey was designed, programmed and hosted by TNS Canadian Facts; however, all communications including email invitations and reminders were handled by the TCS as client lists could not be disclosed to TNS due to privacy regulations and public opinion research guidelines.  Clients were also provided with a 1-800 number to call if they preferred to complete the survey by telephone. 

Questionnaire Design

A vital piece of the questionnaire design process was a workshop facilitated by TNS that involved the TCS client team and key stakeholders.  The purpose of the workshop was to ensure that the broad range of interests and opinions of all key stakeholders were represented in the survey.  The design workshop was held on Sept 2, 2009.  In total, there were 21 TCS team members and other stakeholders who participated (a full list of participants is provided in the Technical Appendix).  The main topics discussed were research topics, the survey process, and analytical requirements.  

TNS drafted a survey questionnaire based on input provided from the TCS client team and the stakeholder workshop.  The draft questionnaire was submitted to the TCS client team for review and was finalized based on several iterations of comments and updates.  The finalized version of the survey questionnaire consisted of 40 primarily closed ended questions (requiring approximately 15 minutes to complete).  The questionnaire was professionally translated to French to allow clients the option of completing the survey in either official language.  Both English and French versions of the questionnaire can be found in the Technical Appendix.

Target Population

The survey target population was TCS clients who had requested at least one Core or Key service between April 1, 2008 and August 31, 2009, or received a business lead or intensive support with respect to investment attraction during the same time frame. It should be noted that the latter group represented a small proportion of the target population (i.e. 77 clients were invited to participate).  Those clients whose only service request was “cancelled” or was an “outcall” were excluded.  In total, there were 12,349 TCS clients who were eligible and invited to participate in the survey
.   

Pre-Testing
The first stage of testing involved the online questionnaire being tested extensively by the TNS project team (including the project leader, project manager, and fieldwork manager).  Each of these team members completed the online survey multiple times inputting different answers to test the various streams within the questionnaire tree (e.g. use of foreign direct investment services, completion of commercial agreements, etc.).  Other aspects of the online questionnaire that were reviewed included layout (visuals), clarity of wording, typos, and time to complete the survey.  The testing was conducted on both the English and French versions of the online questionnaire.  

In addition, an “autopilot” top line analysis was run where responses were computer generated for a total of about 300 questionnaires.  The purpose of the autopilot was to analyze the data quantitatively to ensure that all skip patterns within the survey worked as intended.  Once internal (TNS) testing was complete and the online questionnaire was deemed to be satisfactory (and any modifications were made), the DFAIT client team was provided with a link to access and test the online questionnaire (stage two). 

The online questionnaire was tested several times in both official languages by the DFAIT project lead. Nine other DFAIT employees tested the online questionnaire in English and three DFAIT staff reviewed the questionnaire in French.   In addition, the questionnaire (English only) was sent to approximately 15 members of the International Commerce Consultation Group. Substantive comments were provided by three group members (Canadian companies) along with comments from the team within DFAIT’s Consultations and Liaison Division.

The third and final stage of testing the online questionnaire involved inviting TCS clients to complete the survey and provide their feedback on the process and the questionnaire itself.  The target was to obtain responses from 20 TCS clients; 10 in English and 10 in French.  TNS randomly selected a total of 300 clients; 150 based in Quebec and 150 based in the rest of Canada to be included in the pre-test of the questionnaire.  A bilingual email invitation was drafted, which identified the purpose of the survey and pre-test, introduced TNS Canadian Facts as the independent research supplier, and provided privacy and confidentiality assurance.  In addition, the message asked respondents to either email (a TNS or DFAIT representative) or call in to TNS to provide their feedback on the process and questionnaire.   

The invitation to participate was conducted in two waves.  In the first wave, the TCS sent out the email invitation to a total of 150 (or half) of the clients on October 22, 2009.   The second wave of invitations was sent on October 26, 2009.   The testing period was closed on October 29, 2009.  In total, nine clients completed the online survey and one provided feedback via email.
Based on all of the feedback provided at all stages of the pre-test, the survey questionnaire was reviewed and necessary changes were implemented.

Fieldwork

An invitation to participate in the survey was sent to all TCS clients by Deputy Minister Levesque (via email) and the fieldwork was conducted over a three and a half week period from November 4 and ending November 27, 2009.  During the field period, two reminder email messages (November 10 and 19) were sent to clients who had not completed the survey at the time.  A total of 1,449 clients completed the online survey of which seven called in to the 1-800 telephone line.  Of the 1,449 clients who participated, the vast majority (1,360) completed the survey in English and 89 completed the survey in French. The response rate for this survey was 11.7%, which is completely consistent with industry norms for this type of survey among business.  
Analysis and Reporting

Prior to the conduct of any data analysis the data set was checked and cleaned to ensure that all responses were valid, logical and accurate.  The clean data set, comprising 1,449 cases, was analyzed to determine if it was representative of the actual population of TCS clients on the following three characteristics: region, organization type, and sector.  The analysis showed that the survey sample closely matched the population distributions for these three variables and in no case varied by more than 3%.  As such, the decision was made (in consultation with the client team) that it would not be necessary to weight the sample data, as it provides a very good representation of the actual population of TCS clients. 

The key analytical variables used in drafting this report and for which detailed data tables have been created are as follows: 

· Regional Headquarters: Atlantic, Quebec, Ontario, Prairies and Territories, and British Columbia 

· Target Region: this is defined as the region in which the clients’ last service request was made, and has been consolidate into the following regions – North America
, Latin America and the Caribbean, the European Union, Europe (non EU) and Central Asia, Middle East and Africa, South / Southeast Asia, Oceania and Pacific, and Canadian Regional Offices.

· Organization Type:  Canadian clients, Partner clients, and Canadian Organization Abroad

· Number of Employees: 1-99, 100-499, 500-999, and1,000 or more employees

· Company Worldwide Revenues: less than $250,000, $250,000 to less than $1 million, $1 million to less than $5 million, $5 million to less than $25 million, and $25 million or more 

N.B. Analysis by groups (e.g. region, company revenue, type of client, company size, etc.) has been reported if the differences are statistically significant. The absence of reporting on comparative analysis does not mean that the analysis was not undertaken, but rather that the analysis revealed that there are no significant differences from one group to another and indicate that the results are similar to the (sample) population on the whole.  
In addition, as this was a census survey
, margin of error calculations do not apply.
2. EXECUTIVE SUMMARY
2-1  Background, Approach and Methodology

The TCS Client Survey provides the TCS with an opportunity to take the pulse of its clients, and ascertain the level of satisfaction with the services offered, as well as understand the service attributes (e.g. timeliness, consistency, etc.) that are most important.  The implementation of the 2009 TCS client survey allows DFAIT to meet its Departmental Performance Report (DPR) and management Accountability Framework (MAF) obligations and addresses several tactical objectives (that are outlined in detail in the body of the report). 

The survey questionnaire was developed in close consultation with key departmental stakeholders. It consisted of 40 primarily closed-ended questions, which was designed to take approximately 15 minutes to complete.  The census survey involved an online (email-Web) data collection methodology and targeted TCS clients who had received at least one Core or Key service between April 1, 2008 and August 31, 2009, or received a business lead or intensive support with respect to investment attraction during the same time frame. In total, 12,349 TCS clients were invited to participate in the survey.  Fieldwork was conducted from November 4 to November 27, 2009.  During this time a total of 1,449 clients completed the survey, representing a response rate of 12% which is consistent with industry norms for this type of survey among Canadian businesses.

The (1,449) TCS clients that participated in the survey were highly representative of the total population of clients in terms of the following characteristics: region, organization type, and sector.

2-2 Key Findings

i) Use of Services

Missions abroad (an embassy, consulate or a trade office located outside Canada) are, by far, the source most used by clients accessing TCS services (91%).  Other TCS channels such as a TCS Regional Office (36%), a Government of Canada or the DFAIT website (33%), and the Virtual Trade Commissioner online portal (32%) were used by only about a third of clients.

In terms of the types of services used, finding qualified contacts in a target market (63%) ranked first, followed by local company information (41%), preparing for international markets (39%) and obtaining recommendations of trade fairs/missions to attend (36%). While these are the top four services used, many organizations also requested TCS assistance in other more niche areas ranging from assessing the organization’s potential (26%) to leads on export sales (19%) and identifying financial funding assistance (9%).

Most clients already had experience doing business in the target market for which they requested assistance (51%), or had at least some experience with international business relationships (38%) at the time when they requested assistance from TCS.  Only 7% of clients indicated that it was their first time doing business abroad at the time of the request.

While the majority of clients interested in developing business abroad chose a specific market mostly based on the potential of exporting goods (58%) or exporting services (29%) many clients are pursuing different types of commercial transactions in a given market.  On average, a client uses 1.4 transaction types to enter a given market.  Most clients are using exporting plus one or two other vehicles, most notably R&D partnerships and licensing of their technology.  

ii) Evaluation of Services

Regardless of which service was last used by TCS clients, the large majority of service requests were acknowledged within 5 days of the initial request (80%); however, significant proportions of requests (as high as 13%) were not acknowledged according to the five day service standard.  Overall, acknowledgement of service requests was higher among clients who contacted an embassy (83%) or Regional Office (82%) compared to headquarters (72%) or users of the Virtual Trade Commissioner (69%).  

About seven out of ten clients rate the services provided by Regional Offices and Missions as “excellent” or “very good” in terms of ease of use, quality of information provided and timeliness of delivery.  The proportion of clients who provide an equally high rating for either the VTC or headquarters is lower at about one out of two.

Survey respondents were then asked to rate the TCS on a series of attributes, specifically thinking about their latest service request.  Overall, a solid majority of clients were positive about every aspect of the TCS’ service delivery. Regardless of which service was requested, the vast majority of clients did not encounter any problems accessing the TCS service in the language of their choice – English or French (90-93% agreed/agreed strongly).  However, clients whose language was French were less likely to agree that they were able to receive the service in their official language of choice (82% vs. 90% for clients whose language was English). Also, irrespective of the type of service, most clients felt that staff was knowledgeable and competent (82-89%), and also felt confident that their privacy and commercial confidentiality was being protected (82-89%).  About four-in-five also believed that the information received was relevant (78-84%), they were able to reach someone from the TCS when needed (76-82%), and dealt with a reasonable number of people (76-84%).  

More than half (56%) of all respondents claimed that they would definitely recommend the services of the TCS to colleagues or business associates and almost two-thirds (64%) would definitely use the service of the TCS again.  These figures climb to about nine out of ten when considering positive intent, i.e. combined fairly likely, probably and definitely.  This is a very strong endorsement from clients of their overall satisfaction with the TCS – only 10% or less claimed they would probably or definitely not recommend or use the TCS again.   

iii) Client Needs

The most significant need identified by clients was referrals to qualified contacts (78% indicated fairly strong or very strong need). Information on local organizations or companies (72%) and market intelligence and information (72%) were equally likely to be viewed as an important need. Other types of support for which a majority of clients indicated a strong need included: referral of international business opportunities (65%); advice on market access problems/challenges (62%); and, recommendations of trade fairs and missions (55%).  Although many of the support services identified by clients appear to be more niche oriented, it should be noted that the even the service with the least demand, i.e. advice on implementing an investment strategy, was identified as a strongly needed service by at least one-in-five clients (21%).

The United States (U.S.) was identified by 22% of clients as the most important market for future growth (or 33% as one of the top three markets), which was only slightly ahead of China, which was the second most mentioned market (17% selecting it as the most important, or 31% in the top three).  Brazil, the United Kingdom, and the European Community (as a bloc) round out the next three most important markets.

The biggest challenge faced by clients is the rising Canadian dollar, identified by 76% of clients as being either very of somewhat important.  Foreign tariffs and trade barriers (71%) was identified as the next most important challenge that clients face, followed by the uncertainly of international standards (66%), corruption (64%), access to financing (63%), distance to customers (61%), and linguistic or cultural obstacles (61%).   

Clients’ level of knowledge regarding the TCS’ policies, strategies and activities to promote and advise on Corporate Social Responsibility (CSR), Global Value Chains (GVC) and Canadian Direct Investment Abroad (CDIA) is relatively limited (only about one in three have a “good”, “very good” or “excellent” understanding).  

iv) Business Impact

A majority of clients agreed or strongly agreed that the TCS contributed in areas related to the provision of market information and intelligence, facilitating contacts, and improving their profile and credibility overseas.   The TCS was somewhat less successful in contributing to their clients’ ability to avoid mistakes and delays, and overcoming barriers to new foreign business opportunities, although it should be noted that such situations are often difficult to foresee and/or overcome.  Nonetheless, over four out of ten clients acknowledged that the TCS contributed in these areas.

More than half of all respondents indicated their organization had actively pursued or entered into negotiations of a commercial agreement with a business partner in markets where they had sought assistance from the TCS.  Among these clients, almost half concluded (or signed) a commercial agreement and 15% concluded an agreement and recorded financial results, while 9% concluded an agreement without recording any financial results.  The export of goods (40%) was the most common type of financial result achieved by TCS clients.  The only other types of financial results identified by a significant proportion of clients are export of services (28%) and partnership, joint venture or other alliances leading to revenue (19%).

Over half of clients who recorded financial results attributed at least part of their success to the TCS.  The TCS was most likely to have had a “major contribution” in terms of partnership, joint venture or other alliance leading to revenue (14%).

In total, TCS clients who participated in the survey and provided relevant information are estimated to have concluded financial results valued at about $4.2 billion between April 1, 2008 and March 31, 2009.  The TCS’ contribution to these financial results is estimated to be over $1.1 billion.  The average stated value of each transaction made by TCS clients (who provided this information) was just over $4 million and the TCS’ contribution to the achievement of these financial results, is on average, 27%.  

Most TCS clients believed that they would have still achieved financial results without the assistance of the TCS; however, a solid majority indicated that it would have required more resources than they had expended if the TCS had not assisted.  About one out of ten clients that achieved financial results stated that they could not have done so without the help of the TCS.

Of the organizations that concluded a commercial agreement, about one quarter indicated that there was a change in employment or a transfer of new technologies in their organization as a result.   

Among clients who used the TCS for attracting Foreign Direct Investment (FDI), about one third agreed or strongly agreed that the TCS provided information, service or support which influenced a FDI for Canada and that the information and documentation provided may have influenced the final decision on the investment location.   A notable number of FDI clients (about one-third) could not provide an answer (i.e. “don’t know” or “not applicable”) with respect to the contribution of the TCS with respect to FDI – this is   likely the result of the longer lag time between the delivery of services and a transaction or business outcome taking place, as the outcome may not yet be known.

About two-thirds (66%) of clients indicated they were satisfied (ratings of “4” or “5” out of “5”) with the services and advice provided by the TCS.  Conversely, only 13% of clients were clearly dissatisfied (ratings of “1” or “2” out of “5”), while about one in five (21%) were neutral (rating of “3” out of “5”).  Satisfaction levels vary depending on client characteristics.  For example, larger organizations tend to be more satisfied than smaller ones and clients whose last service request was with a post in Southeast Asia or US consulate were slightly more satisfied than those who dealt with very large posts or any other post.

2-3 Conclusions and Implications

· The TCS has a substantial positive impact on Canadian clients’ international business development efforts – we estimate that TCS services and intervention contributed roughly $1.13 billion in additional financial results to Canadian clients in the 2008-09 fiscal year.  This represents over one-quarter of clients’ stated financial results from their international business development activities.  The conclusion of a commercial agreement also has an impact on both employment and the transfer of technology.

· A solid majority of clients are satisfied or very satisfied with their overall experience with the TCS.  That being said, the fact that one-third of clients do not feel that way means that many clients are sending a message that there are opportunities for improvement.  In general terms, clients are largely satisfied with the generic service attributes: ease of use, timeliness and quality of information provided.  However there is a sentiment among approximately one-third of clients that staff do not sufficiently understand clients’ business to add value to the business development effort, and many see staff as not clearly explaining the business rationale on whether or not to pursue an opportunity, or being creative in providing advice beyond the initial request.  Also, with regard to finding qualified contacts, one-third of clients who have used this service did not feel the contacts provided were appropriate, which signifies an important gap.

· Missions represent, by far, the principal entry point for TCS clients; and, just over one-third of clients access TCS services through regional offices.  Many clients continue to make use of missions and are using services which can be delivered via the on-line channel, i.e. visit information and recommendations on trade fairs and missions.  Given the costs of delivering these services via posts, the TCS should verify whether appropriate content is available from its on-line portal for individual missions, whether this information is up-to-date and continues to be responsive to evolving client needs.  Depending on its cost-benefit analysis, the TCS may need to take bold steps to drive clients (and especially partner clients) to alternative service channels for this information and to dedicate necessary resources to keep electronic information sources accurate and up-to-date (e.g. important trade events in their territory). 

· The U.S. still is regarded as providing the greatest future market opportunity by the greatest number clients; however, fewer than one in four clients still believe this to be the case.   More importantly, the survey findings show that clients view many more different markets as providing their greatest opportunity for growth.  Emerging markets are clearly becoming more important to clients’ future growth potential, and the TCS must ensure that the resources and service delivery mechanisms are in place in these markets to provide the requisite services. 

· About two out of three clients only have a fair level knowledge (or worse) of TCS policies, strategies and activities with regard to Corporate Social Responsibility, and even fewer (one-third) have a good knowledge or better of TCS policies, strategies or activities with regard to Global Value Chains. The TCS has an important opportunity, almost as a necessity, to close the knowledge gap and provide assistance to clients with regard to dealing with corruption and CSR.  As clients venture increasingly into emerging markets, as they indicated that is where their future growth opportunities lie, the onus will be on the TCS to augment its service offering in the CSR and corruption areas.

· While the exporting of goods and/or services remains the principal interest in a foreign market, four out of ten clients indicated more than a single interest in any given market, with the average client indicating 1.4 different activities.   Most of the time exporting goods or services represents one interest, with the other key interests tending to be R&D partnerships, licensing or franchising, and to a lesser extent CDIA.  Integrative Trade is taking hold, although it still appears to be relatively underdeveloped.

	The results of the TCS Client Survey will be used to improve service delivery, inform trade policy and provide the public environment for the department's communications strategists on a key target audience.  Also, the findings will feed into the Departmental Performance Review, which will ultimately be presented to Parliament.
The total cost of this research was $39,974


SOMMAIRE DE GESTION

2-4  Contexte, approche et méthodologie

Le sondage auprès des clients du SDC permet au SDC de prendre le pouls de ses clients et déterminer le degré de satisfaction en ce qui a trait aux services offerts, en plus de comprendre les caractéristiques du service (ex. l’à-propos, la cohérence, etc.) qui sont les plus importantes.  L’implantation du sondage 2009 auprès des clients du SDC permet au Ministère des Affaires étrangères et du Commerce international (MAECI) de satisfaire aux obligations du Rapport ministériel sur le rendement (RMR) et du Cadre de responsabilisation de gestion (CRG) et aborde plusieurs objectifs tactiques (décrits en détail dans le corps du rapport. 

Le questionnaire du sondage a été élaboré en consultation étroite avec des intervenants clés du Ministère.  Il comprenait principalement 40 questions fermées et a été conçu pour prendre environ 15 minutes à remplir.  Le recensement comprenait une méthodologie de collecte de données en ligne (courriel-Web) et ciblait les clients du SDC qui avaient reçu au moins un service essentiel ou service clé entre le 1er avril 2008 et le 31 août 2009, ou avait reçu une opportunité d’affaires ou un soutien marqué quant à l’attraction des investissements pendant la même période de temps. En tout, 12 349 clients du SDC ont été invités à participer au sondage.  L’étude sur le terrain a été menée du 4 au 27 novembre 2009.  Pendant ce temps, 1 449 clients ont répondu au sondage, représentant un taux de réponse de 12 %, ce qui est conforme aux normes de l’industrie pour ce type de sondage auprès d’entreprises canadiennes.

Les clients du SDC (1 449) qui ont participé au sondage étaient hautement représentatifs de la population totale des clients quant aux caractéristiques suivantes : région, type d’organisation et secteur.

2-5 Résultats clés

i) Utilisation des services

Les missions à l’étranger (ambassade, consulat ou office commercial situés à l’extérieur du Canada) sont, de loin, les sources les plus souvent utilisées par les clients qui accèdent aux services du SDC (91 %).  D’autres sources du SDC telles qu’un Bureau régional du SDC (36 %), un site Web du gouvernement du Canada ou du MAECI (33 %), et le portail en ligne du Délégué commercial virtuel (32 %) ont été utilisés par seulement un tiers des clients.

Quant aux types de services utilisés, celui de trouver des contacts qualifiés dans un marché cible (63 %) se classe en premier, suivi de l’information sur les compagnies locales (41 %), la préparation aux marchés mondiaux (39 %) et l’obtention de recommandations de salons commerciaux et missions commerciales auxquels assister (36 %). Bien que ces quatre services soient les plus utilisés, bon nombre d’organisations ont aussi demandé de l’aide au SDC dans d’autres créneaux, allant de l’évaluation du potentiel de l’organisation (26 %) à des pistes en ventes-export (19 %) et l’identification de sources d’aide pour trouver un financement (9 %).

La plupart des clients avaient déjà fait affaire dans le marché cible pour lequel ils demandaient de l’aide (51 %) ou avaient au moins de l’expérience en matière de relations d’affaires internationales (38 %) au moment où ils ont demandé l’aide du SDC.  Seulement 7 % des clients ont indiqué qu’ils faisaient affaire à l’étranger pour la première fois au moment où ils ont fait leur demande. 

Bien que la majorité des clients intéressés à faire affaire à l’étranger choisissent un marché spécifique en se basant la plupart du temps sur le potentiel d’exportation de biens (58 %) ou d’exportation de services (29 %), bon nombre de clients poursuivent différents types de transactions commerciales dans un marché donné.  En moyenne, un client utilise 1,4 type de transactions pour percer un marché donné.  La plupart des clients utilisent l’exportation en plus d’un ou deux autres véhicules, notamment former des partenariats en Recherche et développement et  franchiser leur technologie. 

ii) Évaluation des services

Indépendamment du dernier service utilisé par les clients du SDC, la vaste majorité des demandes de service ont reçu un accusé de réception dans les 5 jours suivant la demande initiale (80 %); cependant, d’importantes proportions de demandes (aussi élevées que 13 %) n’ont pas été confirmées selon la norme de service de cinq jours. Dans l’ensemble, l’accusé de réception de demandes de service a été plus élevé chez les clients qui ont contacté une ambassade (83 %) ou un Bureau régional (82 %) comparativement au siège social (72 %) ou ceux qui ont fait appel au Délégué commercial virtuel (69 %).  

Environ sept clients sur dix ont évalué les services fournis par les Bureaux régionaux et les Missions comme étant « excellents » ou « très bons » en termes de facilité d’utilisation, de la qualité de l’information donnée et du moment opportun de la livraison.  La proportion de clients qui donne une aussi bonne évaluation du DCV ou du siège social est plus faible, soit d’environ un sur deux.

On a ensuite demandé aux répondants d’évaluer le SDC quant à une série d’attributs, en pensant spécifiquement à leur dernière demande de service.  Dans l’ensemble, une bonne majorité de clients ont été positifs à l’égard de chaque aspect de la livraison du service du SDC. Indépendamment du service demandé, la vaste majorité de clients n’a pas éprouvé de problèmes à accéder au service du SDC dans la langue de leur choix – anglais ou français (90-93 % étaient d’accord/fortement d’accord).  Cependant, les clients dont la langue était le français étaient moins portés à affirmer qu’ils avaient pu recevoir le service dans leur langue de choix officielle (82 % vs 90 % pour les clients dont la langue est l’anglais). De plus, indépendamment du type de service, la plupart des clients étaient d’avis que le personnel était bien informé et compétent 
(82-89 %), et étaient confiants que leurs renseignements personnels et la confidentialité commerciale étaient protégés (82-89 %).  Environ quatre clients sur cinq étaient d’avis aussi que l’information reçue était pertinente (78-84 %); ils avaient pu joindre une personne du SDC au besoin (76-82 %) et avaient transigé avec un nombre raisonnable de personnes (76-84 %).  

Plus de la moitié (56 %) de tous les répondants ont affirmé qu’ils recommanderaient certainement les services du SDC à des collègues ou associés d’affaires et presque les deux tiers (64 %) utiliseraient certainement les services du SDC une autre fois.  Ces chiffres grimpent à environ neuf clients sur dix lorsque l’on considère les intentions positives, c.-à-d.  plutôt probable, probable et certainement.  Il s’agit là d’un appui très fort de la part des clients quant à leur satisfaction du SDC dans l’ensemble – seulement 10 % ou moins ont affirmé qu’ils ne recommanderaient probablement pas ou certainement pas le SDC ou qu’ils ne l’utiliseraient pas à nouveau.

iii) Besoins du client

Le besoin le plus significatif, identifié par les clients, était celui d’être dirigé vers des contacts qualifiés (78 % ont indiqué qu’ils en avaient passablement ou fortement besoin). L’information sur les organisations ou compagnies locales (72 %) et l’intelligence et l’information sur le marché (72 %) étaient également susceptibles d’être considérées comme étant importantes. D’autres types de soutien dont une majorité de clients avaient fortement besoin comprenaient : des pistes menant à des opportunités d’affaires internationales (65 %); des conseils relativement aux problèmes/défis d’accès au marché (62 %); et des recommandations de salons commerciaux et de missions commerciales 
(55 %).  Bien que plusieurs des services de soutien identifiés par les clients semblent être plus axés sur certains domaines, il est bon de noter que même le service qui reçoit le moins de demandes, c.-à-d. des conseils sur l’implantation d’une stratégie d’investissement, a été identifié comme étant un service dont au moins un client sur cinq (21 %) a fortement besoin. 

Les États-Unis (U.S.) ont été identifiés par 22 % des clients comme étant le marché le plus important en termes de croissance (ou 33 % comme étant l’un des trois principaux marchés), devançant légèrement la Chine, le deuxième marché le plus souvent mentionné (17 % l’ont sélectionné comme étant le plus important, ou 31 % dans les trois premiers). Le Brésil, le Royaume-Uni et la Communauté européenne (en bloc) sont les trois autres marchés les plus importants.

Le plus grand défi auquel les clients font face est la hausse du dollar canadien, défi identifié par 76 % des clients comme étant soit très ou assez important. Les tarifs ou barrières commerciales à l’étranger (71 %) ont été identifiés comme étant le deuxième défi le plus important auquel les clients font face, suivi par l’incertitude des normes internationales (66 %), la corruption (64 %), l’accès au financement (63 %), la distance par rapport aux clients (61 %), et les obstacles linguistiques ou culturels (61 %).   

Le niveau de connaissances des clients à l’égard des politiques, stratégies et activités du SDC pour ce qui est de promouvoir et de conseiller sur la responsabilité sociale de l’entreprise, les chaînes de valeurs mondiales et l’investissement direct canadien à l’étranger est relativement limité (seulement un répondant sur trois environ en a une « bonne », « très bonne » ou « excellente » compréhension). 

iv) Impact commercial

Une majorité de clients étaient d’accord ou fortement d’accord que le SDC contribue à fournir de l’information et de l’intelligence sur les marchés, à faciliter les contacts, et à améliorer leur profil et leur crédibilité à l’étranger.  Le SDC a été quelque peu moins efficace à contribuer à la capacité de leurs clients à éviter les erreurs et délais et à surmonter les obstacles qui nuisent aux nouvelles opportunités d’affaires à l’étranger, bien qu’il est à noter que de telles situations sont souvent difficiles à prévoir et/ou à surmonter.  Néanmoins, plus de quatre clients sur dix ont reconnu que le SDC contribuait dans ces secteurs.

Plus de la moitié de tous les répondants ont indiqué que leur organisation avait activement poursuivi ou entrepris des négociations quant à une entente commerciale avec un partenaire d’affaire dans les marchés où ils avaient demandé de l’aide au SDC.  Parmi ces clients, près de la moitié ont conclu (ou signé) une entente commerciale et 
15 % ont conclu une entente et réalisé des résultats financiers, alors que 9 % ont conclu une entente sans réaliser de résultats financiers. L’exportation de biens (40 %) a été le type de résultat financier le plus commun réalisé par les clients du SDC.  Les seuls autres types de résultats financiers identifiés par une proportion significative de clients sont l’exportation de services (28 %) et un partenariat, coentreprise ou autre alliance qui ont généré des revenus (19 %).

Plus de la moitié des clients qui ont réalisé des résultats financiers ont attribué au moins une partie de leur succès au SDC. Il était fortement probable que le SDC ait fourni une « contribution majeure » en termes de partenariat, coentreprise ou autre alliance qui ont généré des revenus (14 %).

Au total, il est estimé que les clients du SDC qui ont participé au sondage et fourni des informations pertinentes ont réalisé des résultats financiers évalués à environ 4,2 milliards $ entre le 1er avril 2008 et le 31 mars 2009.  La contribution du SDC à ces  résultats financiers est estimé à plus de 1,1 milliard $. La valeur moyenne déclarée de chaque transaction faite par les clients du SDC (qui ont fourni cette information) s’élève à un peu plus de 4 millions $ et la contribution du SDC à la réalisation de ces résultats financiers est de 27 % en moyenne. 

La plupart des clients du SDC pensent qu’ils auraient quand même réalisé des résultats financiers sans l’aide du SDC;  cependant, une vaste majorité de clients ont indiqué qu’ils auraient eu besoin de plus de ressources qu’ils n’en ont eu besoin si le SDC ne les avait pas aidés. Environ un client sur dix ,qui a réalisé des résultats financiers, a affirmé qu’il n’aurait pu le faire sans l’aide du SDC.

Environ un quart des organisations qui ont conclu une entente commerciale ont indiqué que cette entente avait mené à un changement en matière d’emploi ou un transfert de nouvelles technologies dans leur organisation.   

Parmi les clients qui ont utilisé le SDC pour attirer un investissement direct étranger, environ un tiers était d’accord ou fortement d’accord que le SDC avait fourni de l’information, un service ou un soutien qui avait influencé un investissement direct étranger pour le Canada et que l’information et la documentation fournies avaient peut-être influencé la décision finale quant à l’endroit où investir. Un nombre important de clients du SDC (environ un tiers) ne pouvaient pas donner de réponse (c.-à-d. «je ne sais pas » ou « ne s’applique pas ») quant à la contribution du SDC en matière d’investissement direct étranger – probablement à cause d’un plus long délai entre la livraison des services et une transaction ou un résultat commercial puisque le résultat n’est peut-être pas encore connu.

Environ les deux tiers (66 %) des clients ont indiqué qu’ils étaient satisfaits (évaluations de « 4 », ou « 5 » sur « 5 ») des services et conseils fournis par le SDC.  Inversement, seulement 13 % des clients étaient nettement insatisfaits (évaluations de 
« 1 », ou « 2 » sur « 5 ») alors qu’un sur cinq (21 %) était neutre (évaluation de « 3 » sur 
« 5 »).  Les niveaux de satisfaction varient selon les caractéristiques du client.  Par exemple, les plus grandes organisations ont tendance à être plus satisfaites que les plus petites et les clients dont la dernière demande de service avait été faite auprès d’un bureau en Asie du Sud-est ou au consulat des États-Unis étaient légèrement plus satisfaits que ceux qui avaient fait affaire avec de très grands bureaux ou n’importe quel autre bureau.

2-6 Conclusions et enjeux
· Le SDC a un impact positif considérable sur les efforts de développement des clients canadiens en matière de commerce international – nous estimons que les services et interventions du SDC ont contribué environ 1,13 milliard $ en résultats financiers additionnels aux répondants canadiens pour l’exercice financier de 2008-2009. Cela représente plus d’un quart des résultats financiers déclarés provenant de leurs activités de développement en matière de commerce international. La conclusion d’une entente commerciale a aussi eu des répercussions sur l’emploi et le transfert des technologies.

· Une grande majorité des clients sont satisfaits ou très satisfaits de leur expérience auprès du SDC dans l’ensemble.  Cela étant dit, le fait qu’un tiers des clients ne sont pas de cet avis signifie que bon nombre de clients envoient un message à l’effet qu’il y a place à l’amélioration.  En général, les clients sont largement satisfaits des caractéristiques génériques du service : facilité d’utilisation, temps opportun et qualité de l’information fournis.  Cependant, environ un tiers des clients ont l’impression que le personnel ne comprend pas suffisamment l’entreprise du client pour pouvoir ajouter de la valeur aux efforts de développement de l’entreprise, et plusieurs trouvent que les membres du personnel n’expliquent pas clairement la justification opérationnelle de poursuivre ou non une opportunité ou ne sont pas suffisamment créatifs pour fournir des conseils qui vont au-delà de la demande initiale.  Aussi, pour ce qui est de trouver des contacts qualifiés, un tiers des clients qui ont utilisé ce service ont trouvé que les contacts qui leur avaient été donnés n’étaient pas appropriés, indiquant ainsi une grande lacune à ce niveau-là.

· Les missions représentent, de loin, le principal point d’entrée pour les clients du SDC; seulement un peu plus d’un tiers des clients accèdent aux services du SDC par le biais des bureaux régionaux.  Bon nombre de clients continuent d’utiliser les missions et utilisent des services qui peuvent être livrés via Internet, c’est-à-dire se rendre sur le site pour obtenir de l’information et des recommandations relativement aux salons commerciaux et missions commerciales.  Étant donné les coûts de livraison de ces services par le biais des bureaux, le SDC devrait vérifier si le contenu qui convient est disponible sur son portail en ligne, si l’information est à jour et s’il continue de répondre aux besoins toujours croissants des clients. Selon son analyse coûts-avantages, le SDC devra peut-être prendre des mesures audacieuses pour attirer les clients (et spécialement les clients partenaires) vers des voies de service alternatives relativement à cette information et consentir les ressources nécessaires pour garder les sources d’information électroniques exactes et à jour (ex. importants salons commerciaux sur leur territoire).  

· Les États-Unis sont encore considérés comme offrant les meilleures opportunités par le plus grand nombre de clients;  cependant, moins de un client sur quatre est d’avis que c’est encore le cas.   Ce qui est plus important encore, c’est que les résultats du sondage démontrent que les clients semblent penser que beaucoup plus de marchés différents offrent la meilleure opportunité de croissance.  Les marchés émergents deviennent nettement plus importants pour ce qui est du potentiel de croissance futur des clients, et le SDC doit s’assurer que les ressources et mécanismes de livraison des services sont en place dans ces marchés afin de fournir les services requis. 

· Environ deux clients sur trois ont seulement un niveau de connaissance passable (ou inférieur) des politiques, stratégies et activités du SDC relativement à la responsabilité sociale de l’entreprise, et encore moins (un tiers) ont une bonne connaissance ou très bonne connaissance des politiques, stratégies et activités du SDC relativement aux chaînes de valeur mondiales.  Cela représente une excellente opportunité, voire une nécessité, pour le SDC de combler les lacunes et fournir de l’aide aux clients relativement dans les domaines de la corruption et de la responsabilité sociale de l’entreprise.  Au fur et à mesure que les clients s’aventurent vers les marchés émergents, et ils ont indiqué que c’est là que les opportunités de croissance se trouvent, il incombe au SDC d’augmenter son service dans les domaines de la corruption et de la responsabilité sociale de l’entreprise.

· Bien que l’exportation des biens et/ou des services demeure l’intérêt principal dans un marché étranger, quatre clients sur dix ont indiqué plus d’un intérêt dans un marché donné, le client moyen indiquant 1,4 activité différente. La plupart du temps, l’exportation de biens ou de services représente un des intérêts, les autres intérêts clés étant les partenariats en recherche et développement, les permis ou franchises et, à un degré moindre, les investissements directs canadiens à l’étranger. Le commerce d’intégration prend forme, bien qu’il semble encore relativement sous-développé. 

	Les résultats du sondage auprès des clients du service des délégués commerciaux  serviront à améliorer la qualité du service, à fournir des informations à la division de la politique commerciale et à  définir l’environnement de l’opinion publique sur une audience-cible de grande importance pour les stratèges de communications.  De plus, les résultats seront utilisés dans le rapport  annuel de rendement du ministère, qui sera ultimement présenté au Parlement.

Le coût total de cette recherche était 39 974 $


3. PROFILE OF TCS CLIENTS
3-1 Geographic Location

i) Organization Headquarters
As shown in Exhibit 3-1, approximately 41% of TCS clients have their organization’s headquarters, manufacturing and/or R&D facilities located in Ontario while the rest are almost evenly split between Quebec (22%), the Prairies and Territories (20%) and British Columbia (19%). A slightly smaller proportion is located in Atlantic Canada (12%).  
Exhibit 3-1
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ii) Target Market
Exhibit 3-2 shows the different regions in which clients made their last service request.  As can be seen, there is a good representation of most regions, led by North Asia (18% of respondents).  The only region with relatively few service requests was Europe (non EU) and Central Asia (3% or N=44).
Exhibit 3-2
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Small organizations, those with revenues less than $250,000, were somewhat more likely to have targeted North America compared to other regions (16% vs. 7-12%) – this may simply be a reflection of the closer proximity, language and cultural affinity (with the United States), which would require less financial investment by these smaller organizations.  
Organizations that were doing business abroad for the first time were more likely to have contacted a Canadian Regional Office (28% vs. 12-19%), which is appropriate although there is room for further transition to the ROs.  

iii) Global Parent Location

The vast majority (89%) of TCS clients are headquartered in Canada (Exhibit 3-3).  Those based outside of Canada are located across the globe including the United States (4%), Europe (3%), Asia (1%), and Mexico/ Central America (1%).

Exhibit 3-3
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Organizations with more than 500 employees are somewhat less likely to be headquartered in Canada (84% vs. 91%), rather, there is a higher likelihood that these organizations are based out of the United States (9-10% vs. 2-5% for organizations with less than 500 employees).  Not surprisingly, a similar pattern can be observed for organizations with worldwide revenues above $25 million.  The proportion of these large organizations headquartered in the United States is somewhat higher compared to their counterparts with smaller revenues (10% vs. 1-4% for organizations with revenues of $25 million or less). 

3-2 Industry Sector

The TCS’ client base is representative of a large number of diverse industry sectors.  Exhibit 3-4 shows that there is no single industry sector that is dominant.  The Information and Communication Technology (ICT) sector, which accounts for 15% of TCS clients who participated in the survey, is the single largest group, followed closely by the Services (11%) and Agriculture, Food and Beverage (10%) sectors.  Examples of industry sectors that have been collapsed under “Other” include Ocean Technologies, Tourism, and Plastics, to name a few.
Exhibit 3-4
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3-3 Business Size

i) Number of Employees (Non-Partner Clients)
The TCS’ non-partner clientele varies greatly in size in terms of number of employees. Slightly more than half (55%) of these organizations requesting assistance from the TCS have less than 50 employees, while about one-third of these clients work in organizations with more than 100 employees (31%).  Moreover, over one-in-ten (12%) non-partner organizations dealing with the TCS are very large with more than 1,000 employees (Exhibit 3-5).
Exhibit 3-5
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Organizations in the Aerospace & Defense (26%), Transportation (25%), and Energy/Utility (19%) sectors are the most likely to be larger size organizations with more than 1,000 employees.  Conversely, organizations in the Tourism (77%), Environment (65%) and Primary Industries (63%) sectors are more likely to have less than 50 employees.
Table 3-1: Number of Employees – By Industry Sectors

	
	Total Clients

	
	
	Industry Sector

	
	Total
	Adv. Manuf.
	Primary
	Energy/ Utility
	Aerospace/ Defense
	Agri-Food/ Beverage
	Environ-ment
	Health
	ICT
	Services
	Tourism
	Trans-port

	Base = actual
	(1449)
%
	(132)
%
	(84)
%
	(107)
%
	(117)
%
	(178)
%
	(86)
%
	(92)
%
	(216)
%
	(164)
%
	(35)
%
	(49)
%

	Employees
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Gain access to customers and partners that would have 

been difficult to obtain without the support of the TCS

Gain confidence to explore or expand in a foreign market

Improve our marketing strategy in our target market(s)

Overcome or avoid barriers to new foreign business 

opportunities

Improve our profile and credibility in foreign markets

Avoid mistakes, delays or incurring additional costs in 

pursuing an opportunity

Obtain and assess market or industry information which 

helped me decide whether or not to pursue an opportunity


	
	
	
	
	
	
	
	
	

	1 to 9
	25
	25
	32
	14
	15
	29
	30
	30
	20
	30
	66
	16

	10 to 49
	27
	31
	31
	35
	22
	25
	35
	27
	29
	27
	11
	22

	50 to 99
	11
	14
	8
	13
	8
	8
	7
	14
	16
	4
	0
	16

	100 to 499
	15
	15
	6
	17
	21
	16
	7
	9
	20
	10
	9
	14

	500 to 999
	5
	5
	6
	2
	7
	3
	2
	3
	3
	8
	3
	2

	1,000+
	15
	8
	14
	19
	26
	13
	17
	12
	11
	18
	6
	25

	DK/Refuse
	1
	2
	1
	0
	1
	2
	0
	1
	1
	1
	0
	0


* Less than 0.5%

ii) Worldwide revenues

As shown in Exhibit 3-6, TCS clients also vary immensely in size from a revenue perspective, going from small organizations with less than $250,000 in worldwide revenues (11%) to more than $25 million (21%). Overall, 56% of TCS clients have more than $1 million in revenues worldwide (please note that 10% refused to answer the question).
Exhibit 3-6
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Consistent with the number of employees, sectors where revenues are highest ($25 million and over) include Aerospace & Defense (42%), Energy/Utility (31%) and Transportation (31%).  Organizations operating in the Tourism sector are, by far, those with the lowest worldwide revenues (37% with less than $250,000 compared to 2% to 19% for the other sectors).
	
	Total Clients

	
	
	Industry Sector

	
	Total
	Adv. Manuf.
	Primary
	Energy/ Utility
	Aerospace/ Defense
	Agri-Food/ Beverage
	Environ-ment
	Health
	ICT
	Services
	Tourism
	Trans-port

	Base = actual
	(1449)
%
	(132)
%
	(84)
%
	(107)
%
	(117)
%
	(178)
%
	(86)
%
	(92)
%
	(216)
%
	(164)
%
	(35)
%
	(49)
%

	Revenues
	
	
	
	
	
	
	
	
	
	
	
	

	Less than $250,000          
	11
	11
	14
	4
	8
	10
	19
	16
	10
	12
	37
	2

	$250,000 to less than $1 million         
	10
	12
	6
	10
	4
	9
	9
	12
	9
	16
	29
	4

	$1 million to less than $5 million       
	16
	20
	19
	20
	14
	13
	20
	17
	19
	14
	6
	12

	$5 million to less than $25 million
	18
	24
	16
	22
	16
	14
	17
	13
	26
	10
	6
	22

	$25 million or more
	21
	16
	18
	31
	42
	23
	13
	15
	21
	21
	6
	31

	Not applicable         
	14
	11
	20
	8
	7
	19
	12
	16
	7
	17
	9
	10

	Refused         
	5
	2
	4
	2
	5
	5
	4
	7
	6
	2
	6
	12


4. USE OF TCS SERVICES
4-1 Accessing TCS Services
By far, the most important source for accessing TCS services is through the missions abroad (an embassy, consulate or a trade office located outside Canada - 91% of clients). The likelihood of clients accessing TCS services through other channels such as a TCS Regional Office (36%), a Government of Canada or the DFAIT website (33%), and the Virtual Trade Commissioner online portal (32%) is relatively equal.  Finally, one quarter (25%) of clients accessed TCS services by dealing directly with DFAIT’s head office located in Ottawa.  Although service delivery is not typically supposed to take place through head office, clients may be using this channel for a variety of reasons such as accessing specific expertise (e.g. trade policy experts on complex market access issues) or due to existing relationships with trade commissioners or officers who have returned to Ottawa from a foreign posting.  
Exhibit 4-1
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Q1. 

Have you ever used a service offered by the Trade Commissioner S

ervice (TCS) through

…

?

Q2. Have you ever used a program or service related to internati

onal business development offered by one of the 
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…

?
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may
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to 100% due to multiple 

response.
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91%
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43%
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(Department of Foreign Affairs 
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The Virtual Trade Commissioner 

(VTC) online portal

Government of Canada or DFAIT 
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EDC

Industry Canada
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Other Fed. Govt. Agency
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Used services offered by the TCS through

…

International business development services 

used from other organizations (Top 8 only)

Agriculture/ 

Agri

-

Food Canada
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development agency

Business Development 

Bank of 

Canada


As shown in Exhibit 4-1, about four out of ten (43%) TCS clients had used Export Development Canada (EDC) for international business development services, which is higher than for any other organization – this is not that surprising given that EDC offers tangible products such as accounts receivable insurance which many exporters purchase to hedge against risk.  In fact, over 71% of those whose primary interest in the market was export of goods used EDC.  About one-third of clients had used services from Industry Canada (32%) and provincial government departments (30%). 
Generally speaking, larger businesses with revenues over $5 million are somewhat more likely than businesses with smaller revenues to deal directly with a mission abroad (94% vs. 87-91%). Moreover, clients with revenues over $25 million are the least likely to use TCS services through the VTC online portal, perhaps showing a preference for a personal contact rather than online interaction.  It may also be the case that the information needs of very large organizations are more complex than the information available on the VTC on-line portal.
Canadian Offices Abroad (COA) deal almost exclusively with missions (embassies, consulates or trade offices (99%)) and tend to have very limited interaction with other TCS channels (6-12%).  This is to be expected given that COAs are based overseas and would therefore not contact a Regional Office located in Canada.  In addition COAs are also the most likely to have not used any other international business development services (33% vs. 18-21% for Canadian businesses and Partner clients).  These results are presented in Table 4-1.
Table 4-1: TCS Sources Used – By Worldwide Revenues and Organization Type

	
	Total Clients

	
	
	Worldwide Revenues
	Organization Type

	
	Total
	Less than $250K
	$250K to $1mil
	$1 mil to 
$5 mil
	$5 mil to 
$25mil
	$25mil or more
	Cana-dian
	COA
	Partner

	Base = actual
	(1449)
%
	(158)
%
	(151)
%
	(233)
%
	(254)
%
	(307)
%
	(1044)
%
	(117)
%
	(286)
%

	TCS sources used
	
	
	
	
	
	
	
	
	

	Embassy, consulate, trade office
	91
	91
	87
	90
	94
	94
	90
	99
	94

	TCS Regional office
	36
	36
	44
	40
	35
	29
	37
	6
	46

	Government of Canada/ DFAIT website
	33
	30
	29
	31
	30
	29
	31
	12
	48

	VTC online portal
	32
	34
	36
	39
	35
	21
	36
	9
	29

	Head office in Ottawa
	25
	20
	19
	19
	26
	23
	23
	8
	40

	International business development services used from other organizations
	
	
	
	
	
	
	
	
	

	Export Development Canada
	43
	35
	38
	43
	48
	48
	46
	30
	36

	Industry Canada
	32
	30
	31
	32
	30
	28
	31
	22
	41

	Provincial government department
	30
	32
	31
	24
	28
	24
	28
	14
	42

	Other Federal Government department or agency
	18
	19
	15
	16
	16
	17
	17
	14
	25

	Agriculture and Agri-Food Canada
	16
	13
	13
	14
	11
	17
	14
	9
	26

	National Research Council of Canada
	13
	19
	13
	13
	12
	10
	13
	5
	16

	Business development bank of Canada
	12
	16
	10
	14
	13
	7
	12
	2
	15

	Municipality or local economic development agency
	12
	10
	11
	12
	8
	8
	10
	7
	20

	Canadian Commercial Corporation
	9
	9
	5
	6
	9
	14
	9
	6
	8

	Natural Resources Canada
	8
	3
	7
	5
	7
	7
	6
	9
	13

	Atlantic Canada Opportunities Agency
	8
	4
	9
	9
	7
	4
	7
	2
	13

	Western Economic Diversification Canada
	7
	8
	6
	6
	5
	6
	6
	3
	14

	Canada Mortgage and Housing Corporation
	6
	6
	3
	5
	7
	5
	5
	5
	9

	Canada Economic Development for Quebec Regions
	3
	3
	3
	3
	2
	2
	3
	*
	4

	Fednor
	1
	2
	1
	*
	1
	1
	1
	*
	3

	None of the above
	21
	21
	27
	25
	21
	21
	21
	33
	18


* Less than 0.5%

As shown in Table 4-2, organizations located in Ontario and Quebec were less likely than those in other regions to have dealt with a Regional Office (29% vs. 41-52% for other regions), while those based out of Atlantic Canada are the most likely to have accessed international business development services from a provincial government department (42% vs. 26-35% for other regions).
By industry sector, the following differences are worth noting:

· Organizations in the Tourism (100%), Transport
 (96%) and Agri-food/Agriculture (96%) sectors were the most likely to have used TCS services offered through a mission abroad (embassy, consulate or trade office).

· TCS clients in the Advanced Manufacturing sector were the most likely to have used services offered in a Regional Office (49% vs. 22-39% for other sectors). They were also the most likely, along with organizations in the Transportation sector, to have used services offered by EDC (52% and 59% respectively compared to 36-47% for other sectors).
· TCS clients in the Tourism sector tend to have dealt more with provincial government departments than those in any other sector (49% vs. 23-40%)
Table 4-2: TCS Sources Used – By Region and Number of Employees

	
	Total Clients

	
	
	Region
	# of Employees

	
	Total
	Atlan-tic
	QC
	Ontario
	Prairies
	BC
	1 to 99
	100 to 499 
	500 to 999
	1,000+

	Base = actual
	(1449)
%
	(175)
%
	(318)
%
	(593)
%
	(296)
%
	(276)
%
	(907)
%
	(213)
%
	(69)
%
	(214)
%

	TCS sources used
	
	
	
	
	
	
	
	
	
	

	Embassy, consulate, trade office
	91
	91
	93
	94
	89
	89
	90
	95
	91
	94

	TCS Regional office
	36
	51
	29
	29
	49
	41
	39
	38
	44
	25

	Government of Canada/ DFAIT website
	33
	41
	28
	32
	32
	31
	32
	33
	29
	36

	VTC online portal
	32
	34
	27
	33
	29
	26
	38
	25
	29
	18

	Head office in Ottawa
	25
	30
	19
	31
	23
	23
	24
	24
	23
	32

	International business development services used from other organizations
	
	
	
	
	
	
	
	
	
	

	Export development Canada
	43
	42
	43
	48
	36
	37
	43
	46
	28
	43

	Industry Canada
	32
	38
	28
	32
	31
	34
	31
	37
	35
	32

	Provincial government department
	30
	42
	26
	27
	35
	26
	30
	32
	35
	25

	Other Federal Government department or agency
	18
	22
	14
	18
	21
	19
	17
	17
	13
	24

	Agriculture and Agri-Food Canada
	16
	19
	13
	14
	23
	15
	15
	16
	13
	14

	National Research Council of Canada
	13
	22
	9
	13
	14
	14
	14
	13
	12
	10

	Business development bank of Canada
	12
	13
	12
	13
	8
	8
	13
	11
	3
	8

	Municipality or local economic development agency
	12
	13
	13
	10
	13
	12
	12
	14
	15
	7

	Canadian Commercial Corporation
	9
	6
	10
	13
	9
	6
	7
	9
	6
	18

	Natural Resources Canada
	8
	6
	4
	8
	8
	12
	7
	8
	6
	10

	Atlantic Canada Opportunities Agency
	8
	53
	2
	4
	1
	2
	8
	8
	6
	5

	Western Economic Diversification Canada
	7
	2
	3
	3
	21
	15
	7
	7
	7
	9

	Canada Mortgage and Housing Corporation
	6
	7
	6
	7
	4
	5
	6
	4
	6
	6

	Canada Economic Development for Quebec Regions
	3
	1
	10
	1
	1
	1
	3
	1
	1
	2

	Fednor
	1
	1
	*
	3
	*
	*
	1
	1
	1
	1

	None of the above
	21
	15
	24
	21
	18
	25
	21
	22
	28
	23


* Less than 0.5%

4-2  TCS Services Used Since April 1, 2008

Some TCS services are used more frequently than others, although as Exhibit 4-2 shows, clients use a wide range of services.  Finding qualified contacts in a target market (63%) is the most commonly used service, followed by local company information (41%), preparing for international markets (39%) and obtaining recommendations of trade fairs/missions to attend (36%). While these are the top four services used, many organizations also require TCS assistance in other more niche areas ranging from assessing the organization’s potential (26%) to leads on export sales (19%) and identifying financial funding assistance (9%), to name a few.  These diverse client needs represents a challenge for the TCS as it requires a broad range of skill sets and expertise, as well as making it difficult to concentrate resources in one or two key areas, in order to serve all clients effectively and efficiently. 
Exhibit 4-2
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Services used since April 1, 2008 

Q3. Which of the following services offered by the TCS have you used since April 1, 2008? 

Base: Total clients (n = 1449)

Percentage may not add to 100% due to multiple response.

4%

4%

6%

6%

7%

9%

12%

13%

18%

19%

24%

26%

28%

36%

39%

41%

63%

0% 25% 50% 75% 100%

Finding qualified contacts

Local company information

Preparing you for international markets

Recommendations of trade fairs/ missions

Visit information

Assessing your potential

Resolving problems

Export sales leads

Directing you to other relevant commercial 

programs and services

Technology partnership opportunities

Providing information or advice on export and/or 

project financing

Help in locating financial funding assistance

Referring inward direct investment opportunities

Supporting / facilitating direct investment or 

expansion into Canada

Attract foreign direct investment

Providing strategic advice or facilitating CDIA

Developing an investment strategy in your target 

market


Business size, region, organization type and industry sector all play a role in which TCS services are more likely to be requested.  In terms of industry sector, organizations in the Transportation sector were most likely to have requested assistance in finding qualified contacts (74% vs. 54-67%), while those in the Aerospace and Defense (50%) and Tourism (49%) sectors were somewhat more likely to have sought help finding information on local companies compared to other sectors (35-45%).

Canadian Offices Abroad (COA) were less likely to have looked for assistance in finding qualified contacts (53% vs. 64-65%), which is understandable given that they have an established presence in the target market.  On the other hand, only 22% of Canadian business clients requested the TCS help resolve problems (vs. 31% for Partner clients and 36% for COAs).   These results are shown in Table 4-3.
Table 4-3: TCS Services Used Since April 1, 2008 – By Worldwide Revenues and Organization Type

	
	Total Clients

	
	
	Worldwide Revenues
	Organization Type

	
	Total
	Less than $250K
	$250K to $1mil
	$1 mil to 
$5 mil
	$5 mil to 
$25mil
	$25mil or more
	Cana-dian
	COA
	Partner

	Base = actual
	(1449)
%
	(158)
%
	(151)
%
	(233)
%
	(254)
%
	(307)
%
	(1044)
%
	(117)
%
	(286)
%

	TCS services used
	
	
	
	
	
	
	
	
	

	Finding qualified contacts
	64
	60
	66
	69
	67
	58
	65
	53
	64

	Local company
	41
	40
	30
	44
	47
	44
	41
	44
	38

	Preparing you for international markets
	39
	40
	45
	39
	39
	37
	40
	23
	44

	Recommendations of trade fairs and trade missions to attend
	36
	27
	38
	36
	38
	33
	34
	36
	43

	Visit information
	28
	18
	20
	26
	29
	30
	24
	22
	46

	Assessing your potential
	27
	22
	25
	31
	23
	29
	26
	25
	31

	Resolving problems
	25
	14
	15
	22
	24
	31
	22
	36
	31

	Export sales leads
	19
	15
	15
	17
	22
	20
	19
	16
	20

	Directing you to other relevant commercial programs and services
	18
	19
	17
	17
	16
	19
	17
	25
	19

	Technology partnership opportunities
	13
	18
	11
	9
	11
	11
	11
	12
	17

	Providing information or advice on export and/or project financing
	13
	15
	9
	9
	11
	14
	13
	9
	14

	Help in locating financial assistance
	9
	13
	11
	7
	7
	8
	8
	6
	11

	Referring inward direct investment opportunities
	7
	9
	4
	3
	6
	6
	5
	5
	12

	Supporting / facilitating direct investment or expansion into Canada
	6
	5
	7
	2
	4
	6
	5
	3
	12

	Attract foreign direct investment
	6
	7
	4
	3
	2
	4
	4
	4
	14

	Providing strategic advice or facilitating Canadian Direct Investment Abroad (CDIA)
	4
	5
	3
	2
	2
	5
	3
	9
	6

	Developing an investment strategy in your target market
	4
	3
	3
	2
	4
	5
	3
	4
	6

	Any other services
	4
	1
	5
	2
	3
	7
	2
	10
	8


i) Visit Information

Notwithstanding the fact that visit information was technically discontinued as a core service (visit information is still provided via websites and electronic channels), almost half (46%) of Partner clients continued to request and be provided visit information services from the TCS.  A potential explanation for the high rate of use by Partner clients for visit information services is that they tend to need more specialized recommendations than what is provided on the TCS website, especially if they are organizing event in-market activities. They may also request assistance in order to take advantage of special discounts and relationships a Post may have with a particular local hotel or other service provider.  

Responding to this demand has resource implications and/or represents an opportunity cost in the context of finite resources in the field.  This is about twice as high as COAs (22%) and Canadian business clients (24%).   

Table 4-4: TCS Services Used Since April 1, 2008 – By Region and Number of Employees

	
	Total Clients

	
	
	Region
	# of Employees

	
	Total
	Atlan-tic
	QC
	Ontario
	Prairies
	BC
	1 to 99
	100 to 499 
	500 to 999
	1,000+

	Base = actual
	(1449)
%
	(175)
%
	(318)
%
	(593)
%
	(296)
%
	(276)
%
	(907)
%
	(213)
%
	(69)
%
	(214)
%

	TCS services used
	
	
	
	
	
	
	
	
	
	

	Finding qualified contacts
	64
	70
	62
	65
	64
	62
	67
	67
	59
	55

	Local company
	41
	41
	46
	41
	43
	36
	39
	52
	35
	40

	Preparing you for international markets
	39
	47
	35
	39
	39
	40
	40
	44
	32
	36

	Recommendations of trade fairs and trade missions to attend
	36
	42
	34
	35
	38
	38
	35
	42
	38
	32

	Visit information
	28
	35
	23
	32
	31
	28
	25
	31
	38
	36

	Assessing your potential
	27
	29
	23
	27
	27
	29
	25
	26
	29
	34

	Resolving problems
	25
	23
	24
	30
	25
	23
	21
	28
	28
	33

	Export sales leads
	19
	25
	19
	20
	19
	15
	19
	20
	16
	16

	Directing you to other relevant commercial programs and services
	18
	17
	15
	21
	17
	18
	18
	17
	16
	19

	Technology partnership opportunities
	13
	19
	14
	13
	12
	15
	13
	12
	10
	13

	Providing information or advice on export and/or project financing
	13
	13
	13
	14
	14
	9
	12
	13
	12
	15

	Help in locating financial assistance
	9
	11
	9
	9
	8
	8
	9
	9
	4
	11

	Referring inward direct investment opportunities
	7
	5
	7
	6
	6
	8
	6
	7
	9
	7

	Supporting / facilitating direct investment or expansion into Canada
	6
	7
	7
	6
	9
	5
	6
	6
	7
	8

	Attract foreign direct investment
	6
	6
	4
	6
	7
	8
	6
	6
	7
	7

	Providing strategic advice or facilitating Canadian Direct Investment Abroad (CDIA)
	4
	4
	4
	4
	3
	4
	4
	2
	7
	8

	Developing an investment strategy in your target market
	4
	2
	5
	4
	2
	4
	3
	5
	6
	5

	Any other services
	4
	7
	3
	4
	4
	4
	3
	5
	11
	8


As Table 4-4 shows, compared to organizations in other regions, those in Atlantic Canada were more likely to have used several of the services offered by TCS such as finding qualified contacts (70% vs. 62-65%), preparing for an international markets (47% vs. 35-40%), getting a recommendation of trade fairs or missions to attend (42% vs. 34-38%) or visit information (35% vs. 23-32%).  

4-3 Target Market
i) Whether client was already doing business in target market at the time of last service request

The vast majority of TCS’ clients have at least some level of experience in conducting business outside of Canada. Exhibit 4-3 shows that most TCS clients (excluding those whose last service request was Foreign Direct Investment) already had experience doing business in the target market for which they requested assistance (51%), or had at least some experience with international business relationships (38%) at the time when they requested assistance from TCS.  Only 7% of clients indicated that it was their first time doing business abroad at the time of the request.
Exhibit 4-3
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Whether client was already doing business in target market 

at the time of last service request

Q9.At the time of your last service request, was your organization already active and/or doing business in the target 

market(s)?

Base: Total clients who’s last request was not «Foreign Direct Investment) (n = 1412)

Percentagemaynot addto 100% due to multiple response.

5%

7%

38%

51%

0% 25% 50% 75% 100%

Not applicable

First time doing business abroad

Was a new market but had already done business 

abroad before

Already doing business in the target market(s)


Clients who requested assistance from the TCS for resolving problems were the most likely to already be doing business in the target market (72% vs. 40-61%), and perhaps not surprisingly clients in need of assistance for preparing for an international market were the most likely to not have any experience dealing with markets outside of Canada (9% vs. 4-7%).  It is interesting to note that fully 43% of those using services to assist them to prepare for international markets were already doing business in the market.  These results are presented in Table 4-5.
Table 4-5: Whether client was already doing business in target market at the time of last service request – By Most Recent Service Used
	
	Total Clients – Last Service Request Was Not Foreign Development

	
	
	Most Recent Service Used

	
	Total
	Preparing for International Market
	Finding qualified Contacts
	Resolving Problems
	Local Company Info
	Visit Info
	Recommend trade fairs/ missions

	Base = actual
	(1412)
%
	(149)
%
	(446)
%
	(143)
%
	(131)
%
	(81)
%
	(145)
%

	Whether was already doing business in target market at the time of service request
	
	
	
	
	
	
	

	Already doing business in the target market(s)
	51
	43
	40
	71
	47
	56
	61

	Was a new market but had already done business abroad before
	38
	45
	49
	20
	43
	32
	28

	First time doing business abroad
	7
	9
	7
	4
	7
	6
	7

	Not applicable

	5
	3
	5
	4
	4
	6
	4


ii) Main reason for Interest in Target Market

As shown in Exhibit 4-4, clients interested in developing business abroad chose a specific market mostly based on the potential of exporting goods (58%), and to a lesser extent exporting services (29%).  
Exhibit 4-4
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Main reason for Interest in Target Market 

Q10.What were the main rasons for your organization’s interest in this market(s)?

Base: Total clients who’s last request was not «Foreign Direct Investment)(n = 1412)

Percentagemaynot addto 100% due to multiple response.

12%

2%

4%

6%

6%

11%

13%

29%

58%

0% 25% 50% 75% 100%

Seeking international sources of project financing 

or venture capital

Sourcing foreign inputs, components, services or 

other imports to remain competitive

Acquiring or sourcing a foreign technology

Other

Making Canadian Direct Investment Abroad

Licensing or franchising your technology in this 

market

Seeking research and development and/ or 

technology partnership

Export of goods

Export of services (including financial)


Technology was also another important factor in the decision to reach out to a new market, with about one out of ten organizations seeking a R&D/Technology partnership (13%) or licensing/ franchising a technology in the new market (11%). That said, very few organizations sought to: acquire or source a foreign technology (2%); source foreign inputs (4%); obtain international sources of project financing (6%); or make a Canadian Direct Investment Abroad (6%).
Reasons for interest in a target market can vary depending on the size of the business, region and organization type. Canadian businesses (63% vs. 45-50%) and organizations with less than 500 employees (60-65% vs. 44-47%) were more likely to have been interested in a market for the purpose of exporting of goods.   On the other hand, organizations with revenues of less than $250,000 were more likely than those with higher revenues to have pursued markets with the intent of seeking research and development and/ or technology partnerships (26% vs. 7-11%) or licensing/ franchising their technology in the market (21% vs. 6-13%).  Regionally, clients based in Atlantic Canada showed slightly greater interest in seeking research and development and/or technology partnerships (22% vs. 13-15%).  All these results can be found in Tables 4-6 and 4-7.
Table 4-6: Main Reason for Interest in Target Market – By Worldwide Revenues and Organization Type

	
	Total Clients – Last Service Request Was Not Foreign Development

	
	
	Worldwide Revenues
	Organization Type

	
	Total
	Less than $250K
	$250K to $1mil
	$1 mil to 
$5 mil
	$5 mil to 
$25mil
	$25mil or more
	Cana-dian
	COA
	Partner

	Base = actual
	(1,412)
%
	(154)
%
	(149)
%
	(228)
%
	(250)
%
	(302)
%
	(1,028)
%
	(116)
%
	(268)
%

	Main reason for interest in target market
	
	
	
	
	
	
	
	
	

	Export of goods
	58
	46
	53
	61
	68
	63
	63
	50
	45

	Export of services
	29
	33
	34
	34
	31
	28
	30
	32
	26

	Seeking research and development and/ or technology partnership
	13
	26
	9
	11
	9
	7
	11
	10
	26

	Licensing or franchising your technology in this market
	11
	21
	11
	13
	10
	6
	12
	10
	8

	Making Canadian Direct Investment Abroad
	6
	8
	5
	4
	4
	11
	7
	13
	2

	Seeking international sources of project financing or venture capital
	6
	20
	5
	8
	2
	1
	6
	7
	8

	Sourcing foreign inputs, components, services or other imports to remain competitive
	4
	7
	2
	4
	2
	5
	4
	5
	4

	Acquiring or sourcing a foreign technology
	2
	5
	0
	3
	3
	1
	2
	3
	2


* Less than 0.5%

Table 4-7: Main Reason for Interest in Target Market – By Region and Number of Employees

	
	Total Clients – Last Service Request Was Not Foreign Development

	
	
	Region
	# of Employees

	
	Total
	Atlan-tic
	QC
	Ontario
	Prairies
	BC
	1 to 99
	100 to 499 
	500 to 999
	1,000+

	Base = actual
	(1,412)
%
	(175)
%
	(312)
%
	(578)
%
	(289)
%
	(265)
%
	(883)
%
	(211)
%
	(66)
%
	(212)
%

	Main reason for interest in target market
	
	
	
	
	
	
	
	
	
	

	Export of goods
	58
	59
	62
	59
	56
	47
	60
	65
	44
	47

	Export of services
	29
	24
	30
	31
	32
	33
	30
	25
	27
	33

	Seeking research and development and/ or technology partnership
	13
	22
	13
	14
	15
	14
	14
	7
	17
	16

	Licensing or franchising your technology in this market
	11
	10
	9
	12
	11
	11
	12
	11
	6
	6

	Making Canadian Direct Investment Abroad
	6
	3
	6
	7
	6
	8
	5
	7
	12
	9

	Seeking international sources of project financing or venture capital
	6
	6
	4
	7
	7
	8
	8
	4
	3
	7

	Sourcing foreign inputs, components, services or other imports to remain competitive
	4
	5
	6
	5
	4
	4
	4
	3
	6
	7

	Acquiring or sourcing a foreign technology
	2
	3
	2
	2
	1
	2
	3
	1
	2
	1


* Less than 0.5%

Table 4-8 shows the main reasons for clients’ interest in a particular market.  This analysis shows that while exporting of goods and/or services is by far and away still the most important access vehicle which clients are using to enter foreign markets, it also shows that clients are using multiple vehicles in a given market.  In fact, on average, a client uses 1.4 different vehicles to enter a given market.  Most clients are using exporting plus one or two other vehicles, most notably R&D partnerships and licensing of their technology.  This clearly demonstrates that the TCS’ integrative trade model is appropriate given the direction clients are moving in. 
Table 4-8: Multiple Reasons for Interest in a Foreign Market

	
	Reasons for Interest in Foreign Market

	
	Export of Goods
	Export of Services
	CDIA
	Seeking Financing or VC
	R & D or Technology Partnerships
	Licensing or Franchising Technology
	Sourcing Foreign Technology
	Sourcing Foreign Inputs

	Base = actual
	818

 (%)
	141

(%)
	28

(%)
	29

(%)
	72

(%)
	77

(%)
	10

(%)
	25

(%)

	Export of Goods 
	100
	35
	32
	32
	39
	51
	35
	41

	Export of Services
	17
	100
	22
	33
	35
	38
	38
	18

	CDIA
	3.5
	4.7
	100
	14
	6.5
	11
	7
	15

	Seeking Financing or VC
	3.5
	7.4
	15
	100
	24
	17
	14
	20

	R & D or Technology Partnerships
	8.9
	16
	14
	50
	100
	37
	62
	33

	Licensing or Franchising Technology
	9.4
	14
	18
	29
	30
	100
	24
	21

	Sourcing Foreign Technology
	1.2
	2.7
	2.3
	4
	9.7
	4.6
	100
	9.8

	Sourcing Foreign Inputs
	3.1
	2.7
	10
	13
	11
	8.6
	21
	100


4-4 Foreign Direct Investment

i) Reason for Interest in Investing/ Expanding Operations in Canada
TCS clients whose last service request was for assistance regarding Foreign Direct Investment (FDI), were specifically asked what the main reasons for their organization’s interest in expanding operations in Canada were.  
Exhibit 4-5
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Exhibit 4-5 identifies the most commonly cited reasons, which include to service export markets including the U.S. and Canada (35%), to diversify in Global markets (32%), to service the Canadian market (27%) and to access Canadian technology or expertise (24%). Significantly fewer organizations were interested in accessing Canadian labour skills (14%), to simply diversify risk (8%), to access raw material, energy or other inputs (5%) or to acquire a Canadian enterprise (5%).

ii) Canadian Competitiveness with North America

Foreign investors who responded to the survey indicate that there are many different attributes where some see Canada as very competitive.  However, there is no single attribute in which a majority of TCS clients view Canada as being very competitive within the North American
 geography (Exhibit 4-6); however, there are also very few (if any) areas in which Canada is perceived as uncompetitive.  
Exhibit 4-6
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In terms of relative areas of strength, Canada’s most positive asset is its Technology and Innovation where 46% of clients who last used an FDI service rated Canada as very competitive.  About a third of these clients also rated Canada as very competitive in the following areas: access to export markets (35%); R&D capability or facilities (30%); and, business friendly environment (30%).  
On the other end of the spectrum, only 8% felt that Canadian business taxes are very competitive while 35% felt it is uncompetitive (i.e. either not at all competitive or somewhat uncompetitive).  The other area of relative weakness is government programs and incentives where almost one-third (30%) rated Canada as either not at all competitive or somewhat uncompetitive.  

Finally, it is interesting to note one-third of FDI clients were unfamiliar with Canada’s energy costs (30%) and raw material costs (32%).

5. ACCESS POINT AND EVALUATION OF LAST SERVICE USED

5-1 Initial Request and Other Delivery Channels
Using the last service request as a proxy, it is clear that TCS clients were most likely to contact a mission abroad (an embassy, consulate or trade office outside of Canada) with their initial service request (63%). The next most common point of first access was a TCS Regional Office, which was used by only 13% of clients. 
As shown in Table 5-1, clients looking for local company information (83%) or visit information (73%), or to resolve problems (71%) or to find qualified contacts (70%) were more likely to have contacted an embassy, consulate or trade office (42-52% for other service requests). On the other hand, clients who sought assistance in preparing for international markets (30%) were more likely to direct their initial service request to a TCS Regional Office (6-14% for other service requests) – while this is consistent with the TCS’ goal, i.e. having organizations early in the export cycle work with the Regional Offices, a significant volume of clients who needed help preparing for international markets instead put in their service request through an embassy, consulate or trade office (42%).
Table 5-1: Where Initial Request Was Made for Last Service Request – By Last Service Requested

	
	Total Clients 

	
	
	Last Service Requested

	
	Total
	Preparing for Interna-tional Market
	Finding qualified Contacts
	Resolving Problems
	Local Company Info
	Visit Info
	Recommend trade fairs/ missions

	Base = actual
	(1,449)
%
	(149)
%
	(446)
%
	(143)
%
	(131)
%
	(81)
%
	(145)
%

	Initial Request
	
	
	
	
	
	
	

	Embassy, consulate or trade office located outside of Canada
	63
	42
	70
	71
	83
	73
	52

	TCS regional office
	13
	30
	11
	14
	8
	6
	14

	The Virtual Trade Commissioner (VTC) online portal
	4
	3
	5
	1
	2
	1
	3

	TCS Head Office
	3
	4
	2
	5
	1
	3
	3

	Export Development Canada
	3
	1
	2
	3
	2
	*
	3

	A Provincial Government Department
	3
	3
	2
	1
	1
	4
	6

	Agriculture/ Agri-Food Canada
	2
	3
	2
	1
	1
	4
	4

	Government of Canada or DFAIT Website
	2
	2
	1
	1
	2
	6
	1


* Less than 0.5%

It is interesting to note that clients are still accessing the missions for services which are or can be very effectively delivered electronically, i.e. visit information, and recommending trade fairs or missions.  Keep in mind that visit information was requested by 28% of clients since April 1, 2008, and recommending trade fairs or missions 36%, which implies a significant demand for resources to deliver these services.  This being said, clients may be contacting missions for these types of services because electronic sources provided by missions may not be up-to-date and accurate – an analysis of the web pages of the missions for the top ten growth markets show that many did not have any visit information posted.

In most cases an embassy, consulate or trade office outside Canada (80%) was involved in the delivery of at least some aspect of the TCS clients’ last service request.  The involvement of embassies, consulates and trade offices in the delivery of TCS services is substantially greater than for any other service delivery channel, of which Regional Offices placed a distant second with involvement in only 20% of the delivery of (the most recent) service to clients.   None of the other sources (e.g. EDC, provincial government departments, etc.) were involved in the delivery of these services in a substantive manner (Table 5-2). 
Table 5-2: All Sources Contacted for Last Service Request - By Last Service Requested

	
	Total Clients 

	
	
	Last Service Requested

	
	Total
	Preparing for Interna-tional Market
	Finding qualified Contacts
	Resolving Problems
	Local Company Info
	Visit Info
	Recommend trade fairs/ missions

	Base = actual
	(1,449)
%
	(149)
%
	(446)
%
	(143)
%
	(131)
%
	(81)
%
	(145)
%

	All sources contacted
	
	
	
	
	
	
	

	Embassy, consulate or trade office located outside of Canada
	80
	67
	88
	81
	93
	89
	70

	TCS regional office
	20
	37
	19
	16
	14
	18
	19

	Export Development Canada
	8
	11
	6
	6
	5
	5
	6

	A Provincial Government Department
	7
	6
	6
	3
	2
	8
	15

	The Virtual Trade Commissioner (VTC) online portal
	7
	6
	9
	1
	5
	4
	7

	TCS Head Office
	6
	9
	4
	12
	3
	6
	6

	Agriculture/ Agri-Food Canada
	5
	6
	4
	11
	2
	6
	9

	Industry Canada 
	4
	7
	3
	2
	6
	1
	4

	Government of Canada or DFAIT Website
	4
	4
	3
	2
	5
	9
	6

	Other Federal Government Department
	3
	2
	2
	6
	1
	9
	3


* Less than 0.5%


In some cases, the type of service requested does have an impact on the delivery channel.  For example, clients needing assistance preparing for international markets were somewhat more likely than those requesting other services to have received (at least part of the service) delivered through EDC (11% vs. 5-6% for other service requests). The TCS Head Office in Ottawa was also slightly more involved in resolving problems (12% vs. 3-9% for other types of service requests). 

5-2 Acknowledgement of Service Request within 5 Days

Regardless of which service was last used by TCS clients, the large majority of service requests were acknowledged within 5 days of the initial request (80%) (Exhibit 5-1); however significant proportions of requests (as high as 13%) were not acknowledged according to the five day service standard.  Overall, acknowledgement of service requests was higher among clients who contacted an embassy (83%) or Regional Office (82%) compared to headquarters (72%) or users of the Virtual Trade Commissioner (69%).  
Exhibit 5-1
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5-3 Evaluation of Service Received

Survey respondents were asked to rate each TCS service delivery channel they used since April 1 2008 on the criteria of “ease of use”, “quality of the information provided” and “timeliness of service delivery”. Please note that only TCS channels in which at least 50 clients used the source are reported on below.

i) Ease of Use

When evaluating TCS channels used since April 1 2008 on “ease of use”, missions (43%), as well as Regional Offices (42%) received the highest proportion of “excellent” ratings. Agriculture/Agri-food Canada (36%), Provincial government departments (36%), Industry Canada (31%) and EDC (28%) followed next with about one-third of clients rating these sources as “excellent”. It is important to note, however, that when the two highest ratings (i.e. Very Good/ Excellent) are taken together, these six sources rate at a similar level (70% to 79%).  On the other hand, the TCS head office in Ottawa (20% “excellent” rating), the VTC online portal (21%) and the Government of Canada/ DFAIT website (22%) lagged behind in terms of ease of use (Exhibit 5-2).
Exhibit 5-2
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The proportion of clients who considered ease of use of overseas TCS offices to be “excellent” or “very good” was similar (i.e. close to the average of 73%) irrespective of their target region.
ii) Quality of Information Provided

Embassies, consulates or trade offices (40% rating “excellent”) and Regional Offices (39%) were equally likely to be viewed as the sources that offer the highest “quality of information.”  About a third of clients also felt that the quality of information provided by provincial government departments (34%), Industry Canada (31%), Agriculture/Agri-Food Canada (30%) and EDC (29%) was “excellent.”  Once again, when combined the two highest ratings (Very Good/ Excellent) show that these six sources offer similarly high levels in terms of quality of information provided (70% to 75%).  The TCS head office in Ottawa (21% rating “excellent”) and both online sources (VTC Online Portal – 23% and Government of Canada/ DFAIT website – 25%) received lower ratings with respect to the quality of information they provide (Exhibit 5-3).
Exhibit 5-3
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The quality of information provided by missions varied based on the region clients requested the service from.   Those targeting the European Union (75%), North America (74%) and South / Southeast Asia (74%) were more likely to consider the information “excellent” or “very good” compared to clients targeting other regions (61–70%).

iii) Timeliness of Service Delivery

In terms of “timeliness of service delivery,” Regional Offices (41%) and embassies, consulates or trade offices (41%) once again were rated as the most likely to offer “excellent” service. Consistent with perceptions on “ease of use” and “quality of information” provincial government departments (34% rating “excellent”), Agriculture/Agri-Food Canada (32%) and Industry Canada (31%) trail slightly behind the top two channels, followed by EDC (26%).  Only about 23% of clients felt that the timeliness of service delivery by the TCS head office in Ottawa was “excellent.”
Exhibit 5-4
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Most missions deliver clients what they need in a timely manner.  Clients who targeted North America (74%), South / Southeast Asia (73%) and the European Union (72%) were somewhat more likely to have rated timeliness of delivery as “excellent” or “very good” compared to clients who targeted the Latin America and the Caribbean (66%) or Oceania and Pacific (66%) regions.  
5-4 Agreement with Statements Regarding Most Recent Service Received

Survey respondents were then asked to rate the TCS on a series of attributes, specifically thinking about their latest service request.  Overall, a solid majority of clients were positive about every aspect of the TCS’ service delivery.
Regardless of which service was requested, the vast majority of clients did not encounter any problems accessing the TCS service in the language of their choice – English or French (90-93% agreed/agreed strongly).  However, clients who responded in French were less likely to agree that they were able to receive the service in their official language of choice (82% vs. 90% for clients whose language was English).

Also, irrespective of the type of service, most clients felt that staff was knowledgeable and competent (82-89%), and also felt confident that their privacy and commercial confidentiality was being protected (82-89%).  About four-in-five also believed that the information received was relevant (78-84%), they were able to reach someone from the TCS when needed (76-82%), and dealt with a reasonable number of people (76-84%).  These results are presented in Table 5-3.
Table 5-3: Evaluation of TCS Service Delivery – By Last Service Requested

	
	Total Clients 

	
	
	Last Service Requested

	
	Total
	Preparing for Interna-tional Market
	Finding qualified Contacts
	Resolving Problems
	Local Company Info
	Visit Info
	Recommend trade fairs/ missions

	Base = actual
	(1,449)
%
	(149)
%
	(446)
%
	(143)
%
	(131)
%
	(81)
%
	(145)
%

	% Agree / Agree Strongly
	
	
	
	
	
	
	

	I was able to receive the service in the official language (English or French) of my choice
	90
	91
	90
	93
	90
	91
	88

	Staff were knowledgeable and competent
	85
	83
	86
	85
	82
	89
	89

	I feel confident that my privacy and commercial confidentiality were fully protected
	85
	87
	87
	85
	82
	89
	83

	The information and documentation provided to me was relevant to my needs
	81
	79
	81
	80
	78
	84
	83

	I dealt with a reasonable number of people to get what I needed
	81
	82
	81
	84
	76
	82
	81

	I was able to reach someone from the TCS when I needed to 
	80
	77
	80
	82
	76
	79
	82

	I was provided with accurate and  up-to-date information
	79
	71
	79
	79
	73
	85
	84

	I waited a reasonable amount of time to obtain what I needed
	78
	75
	80
	78
	72
	83
	77

	Staff understood enough about the dynamics of the specific business or sector involved to add value to our business development effort
	74
	72
	74
	73
	74
	77
	79

	Staff were creative in providing advice and support beyond my initial request
	69
	68
	68
	68
	61
	69
	79


While overall about four in five agreed that the information they received was accurate and up-to-date (79%) and that they waited a reasonable amount of time (78%) to get the assistance they were looking for, there was some variability based on the type of service received.  As Table 5-3 shows, clients whose last service request was Visit Information (85%) were more likely to have agreed that the information they received was accurate and up-to-date compared to those whose last service request was preparing for international markets (71%) or requesting local company information (73%).  Again, those who requested local company information (72%) were less likely to agree that they waited a reasonable amount of time versus clients who had requested visit information (83%) or needed to find qualified contacts (80%).  It should be noted that if done properly, the research, consultation and dissemination of local company information can be among the most time-intensive services offered by the TCS.
About three-quarters of clients felt that the TCS staff had enough of an understanding of their business sector to provide added value to their business development efforts (72-77%); however, somewhat fewer clients agreed that the TCS staff were creative in providing advice and support beyond the initial service request (61-69%).  This observation will be discussed later in the context of the Integrative Trade Model (ITM). 
Clients whose target region was South / Southeast Asia generally provided more positive ratings with respect to their evaluation of the staff they dealt with.  Specifically, a higher proportion of these clients agreed or strongly agreed that: staff were knowledgeable and competent (92% vs. 82-87%); staff had enough of an understanding of their business sector to provide added value to their business development efforts (82% vs. 73-78%); and, staff were creative in providing advice and support beyond the initial service request (78% vs. 65-73%). 
Integrative Trade Model (ITM)
The results of the last two rated statements (related to staff) in Table 5-3 point to the need to build client relationships and professional skill sets among trade commissioners to be able to engage clients in a holistic manner over time to help them grow their business.  The table suggests staff are good at piece work (i.e. answering questions that are asked) but a substantive shift is needed to encourage them to fully understand and integrate into the strategic thinking and planning of the client along the lines of the ITM.  This shift has obvious training implications as well as the need to free capacity by moving away from lower value added work (i.e. quality in place of quantity),  
In addition to their evaluation of service delivery attributes that cut across all types of services (as shown in Exhibit 5-3) all survey respondents were also asked to evaluate specific attributes unique to their last service request.  The client evaluations for each of the most frequently used services are presented below. 
Preparing for International Markets

A total of 149 clients whose most recent service request was for assistance on preparing for international markets were asked to what extent they agreed or disagreed that the information they received was helpful to understand overall market conditions.  Approximately three-quarters (75%) of these clients agreed or strongly agreed that the information they received was helpful to understand overall market conditions. 
Finding Qualified Contacts

Table 5-4 shows the attributes specific to the TCS service finding qualified contacts that were evaluated by clients (N=446) who last used this service.  As can be seen, while a majority of these clients agreed that the: information provided on the contacts lists was up-to-date and accurate (77%); contacts received were the right people with which to do business (72%); and, relevance of each contact to their organization was provided (70%); there are significant percentages of clients (as high as 30%) who do not agree that is the case.
Table 5-4: Evaluation of TCS Service Delivery – Among those whose last service request was “Finding Qualified Contacts”

	
	Clients using service 

	Base = actual
	(446)
%

	% Agree / Agree Strongly
	

	The information provided on the contacts lists was up-to-date, accurate
	77

	The contacts I received were the right people with which to do business 
	72

	The relevance of each contact to my organization was provided to me
	70


There are some differences in the ratings related to finding qualified contacts based on client characteristics. Specifically,

· Small organizations, i.e. those with less than 100 employees, were less likely to have agreed that the contacts they received were the right people to do business with (69% vs. 78-82%) or that the information provided on the contact lists was up-to-date and accurate (73% vs. 84-88%).  This result could be due to smaller organizations having less experience, greater needs or different expectations (than their larger counterparts).  It may also be that their enquiries are being handled differently than larger organizations based on the officer’s assessment of the potential for commercial success or for other reasons.
· Organizations with revenues of $25 million or more were more likely to have agreed that the information provided on the contact lists was up-to-date and accurate (90% vs. 71-78%) and that the contacts they received were the right people to do business with (83% vs. 66-75%)
· Compared to Canadian businesses and Partner clients, a greater proportion of Canadian Offices Abroad (COA) agreed that the relevance of each contact to their organization was provided (88% vs. 69-70%) and that the information provided on the contact lists was up-to-date and accurate (94% vs. 75-80%).
Resolving Problems

As shown in Table 5-5, among the 143 clients whose last service request was for TCS assistance in resolving problems, the strong majority agreed that the staff genuinely tried to help them with their problem (86%) and that they acted quickly, i.e. “got right on to it” (75%).  Fewer clients believed that they were referred to the right contacts if the representative was not able to help (69%).   This should be an area to address in the training of trade commissioners to ensure that they have better knowledge of outside organizations that can assist clients and that they understand the importance of making the right referrals. The resolution of many problems that clients encounter overseas (e.g. private disputes between two companies) may nonetheless go beyond the mandate and scope of the trade commissioners’ work. 
Despite the attempts of TCS staff, not as many clients felt that the resolution to their problem was satisfactory (56%); however, this should not necessarily be viewed negatively as problem resolution may have been beyond the control of the TCS staff depending on the nature of the problem.  
Table 5-5: Evaluation of TCS Service Delivery – Among those whose last service request was “Resolving Problems”

	
	Clients using service 

	Base = actual
	(143)
%

	% Agree / Agree Strongly
	

	They genuinely tried to help me with my problem(s)
	86

	When I ran into a problem and asked for assistance, they got right on to it
	75

	They referred me to the right contacts if they could not help me directly
	69

	The problem was resolved to my satisfaction
	56


Assess Potential in a Target Market
Clients whose last service request was for assistance to assess potential in a target market were somewhat less positive in their evaluation of this service compared to clients who used other types of services (Table 5-6).  While their evaluation to the market intelligence on local companies and organizations being useful was relatively strong (71% agreed), a lower proportion of clients agreed that the opportunities and potential difficulties were clearly identified in the market intelligence (63%) or that the advice on next steps was useful (63% each).  Finally, less than half of clients who used this service reported that the business rationale on whether or not to pursue an opportunity was clearly explained (48%) – this is an area in which room for improvement could potentially be made.  This is another issue that should be considered when planning subsequent officer training.
Table 5-6: Evaluation of TCS Service Delivery – Among those whose last service request was “Assessing Potential in a Target Market”

	
	Clients using service 

	Base = actual
	(59)
%

	% Agree / Agree Strongly
	

	The market intelligence about local companies and organizations was useful
	71

	The intelligence provided identified both opportunities and potential difficulties
	63

	The advice concerning the next steps was helpful
	63

	The business rationale on whether or not to pursue an opportunity was clearly explained to me
	48


Foreign Direct Investment (FDI)
Only 37 clients who participated in the survey identified their last service request as one that involved FDI.  Most of these clients agreed that the referrals provided met their needs (78%) while slightly fewer (70%) thought that the information and documentation provided was relevant.  About two-thirds (65%) of users of FDI services agreed that that staff were knowledgeable and competent about FDI in Canada (Table 5-7).  
Table 5-7: Evaluation of TCS Service Delivery – Among those whose last service request was “Dealing with Foreign Direct Investment”

	
	Clients using service

	Base = actual
	(37)
%

	% Agree / Agree Strongly
	

	The referrals provided to me were the right ones for my needs
	78

	The information and documentation provided to me was relevant to my needs
	70

	Staff were knowledgeable and competent about Foreign Direct Investment in Canada
	65


5-5 Likelihood of Recommending and Use Again

As Exhibit 5-5 shows more than half (56%) of all respondents claimed that they would definitely recommend the services of the TCS to colleagues or business associates and almost two-thirds (64%) would definitely use the service of the TCS again.  These figures climb to about nine out of ten when considering positive intent, i.e. combined fairly likely, probably and definitely.  This is a very strong endorsement from clients of the impact that the TCS has had on their business – only 10% or less claimed they would probably or definitely not recommend or use the TCS again.   
Exhibit 5-5
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Q22A. How likely are you to recommend the services of the TCS to colleagues or business associates?

Q22A. How likely are you to use the services of the TCS again?

Base: Total clients (n = 1449)

Percentage may not add to 100% due to rounding error.
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Not surprisingly, clients that have actively pursued or entered into negotiations of a commercial agreement were more inclined to definitely recommend (66% vs. 46%) the TCS and to definitely use the TCS again in the future (73% vs. 54%) compared to those who do not have any commercial agreement.  This could potentially be interpreted to mean that clients place a high value in not only receiving services, but achieving business outcomes.  The likelihood of recommending and re-using the TCS is somewhat higher among Partner Organizations and Canadian Offices Abroad (COA) than Canadian business clients (Table 5-8).

Table 5-8: Likelihood of Recommending and Re-Using the TCS by Organization Type

	
	% who Responded Definitely

	Q22a
	Business Clients
	COAs
	Partner Clients
	All Clients

	How likely are you to recommend the services of the TCS to colleagues or business associates?
	54%
	60%
	64%
	56%

	How likely are you to use the services of the TCS again?
	62%
	74%
	68%
	64%


A higher proportion of clients whose target market was South / Southeast Asia stated that they would definitely use the services of the TCS again (77% vs. 60-68%) and would definitely recommend the services of the TCS to colleagues or business associates (70% vs. 52-61%).  Clients whose target region was a Regional Office were similarly likely (compared to most other regions) to definitely use the service again (59%) or recommend it to colleagues or business associates (52%).
6. CLIENT NEEDS FOR ASSISTANCE IN FOREIGN MARKETS
6-1 Developing Business Markets outside Canada

 When it comes to developing business markets outside of Canada, the most significant need identified by clients was referrals to qualified contacts (78% indicated fairly strong or very strong need). Information on local organizations or companies (72%) and market intelligence and information (72%) were equally likely to be viewed as an important need. Other types of support for which a majority of clients indicated a strong need included: referral of international business opportunities (65%); advice on market access problems/ challenges (62%); and, recommendations of trade fairs and missions (55%).  
Exhibit 6 -1
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Q16. How much assistance does your organization need for the following types of support when developing business 

in markets outside of Canada? 

Base: Total clients who used TCS services for more than just « Foreign Direct Investment » (n = 1438)
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Although many of the support services identified by clients appear to be more niche oriented, it should be noted that the even the service with the least demand, i.e. advice on implementing an investment strategy, was identified as a strongly needed service by at least one-in-five clients (21%). 

When asked if there are other types of products or services that would be needed to help their organization develop business outside Canada, most could not think of any other service (75%) or simply re-iterated a service that was already covered under one of the existing services offered.  This shows that the TCS has already identified the vast majority of services needed by clients – the challenge will be developing a product and service offering that meets this wide range of needs and can be delivered (within real resource constraints) effectively and efficiently.
6-2 Prospects for Future Growth

Although the United States (U.S.) was more likely to have been selected by clients as the most important market in terms of growth and allocation of resources, given the existing magnitude of the U.S. as Canada’s main trading partner, it may be somewhat surprising that only 22% identified it as the most important market for future growth (or 33% as one of the top three markets).  This may be a reaction to the very difficult economic circumstances facing the U.S. as many Canadian companies have been adversely impacted and may be looking to diversify their export markets and therefore risk exposure in the future (i.e. by not becoming over dependent on the U.S. market).

Not unexpectedly, China was the second most mentioned market (17% selecting it as the most important, or 31% in the top three), significantly ahead of the third most selected market, India (5% most important and 15% in the top three).   Brazil, the United Kingdom, and the European Community (as a bloc) round out the next three most important markets.  However, as Table 6-1 shows, the TCS client base is quite diverse with interest in markets all across the globe, albeit on a much smaller scale.
Table 6-1: Markets Where Clients Expect the Most Growth, Challenges and/or Opportunities in the Next 3 Years

	
	Most Important
	Second Most Important
	Third Most Important
	Total Top Three Mentions

	Top 20
	(%)
	(%)
	(%)
	(%)

	United States
	22
	6
	5
	33

	China
	17
	8
	6
	31

	India
	5
	7
	5
	15

	Brazil
	4
	5
	5
	13

	United Kingdom
	3
	6
	4
	13

	European Community 
	3
	7
	3
	12

	Japan
	2
	4
	3
	8

	Mexico
	3
	3
	3
	8

	Other Latin America/ Caribbean
	3
	2
	3
	8

	Russia
	2
	2
	2
	7

	United Arab Emirates
	3
	2
	2
	7

	Australia
	1
	2
	3
	6

	Germany
	2
	3
	2
	6

	Chile
	1
	2
	2
	5

	France
	2
	2
	2
	5

	Other Asia Pacific
	1
	2
	3
	5

	Saudi Arabia
	1
	2
	2
	5

	South Korea
	1
	1
	2
	4

	Vietnam
	1
	2
	1
	4

	Other Africa & Middle East 
	1
	2
	2
	4


* Total may not add up due to rounding error


6-3 
Challenges Pursuing Business in Foreign Markets

Clients
 were asked to provide their opinion on various (potential) challenges that their organizations face when pursuing business opportunities in foreign markets (Exhibit 6-2).  
Exhibit 6-2
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Importance of Challenges to International Business

Q19. How important a challenge is each of these to your organization?

Base: Total clients who used TCS services for more than just « Foreign Direct Investment » (n = 1438)
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The complexities of conducting international business are exemplified by the fact every single challenge shown in Exhibit 6-2 was considered important by a majority of these clients. The biggest challenge faced by clients is the rising Canadian dollar, identified by 76% of clients as being either very or somewhat important.  Foreign tariffs and trade barriers (71%) was identified as the next most important challenge that clients face, followed by the uncertainly of international standards (66%), access to financing (63%), distance to customers (61%), and linguistic or cultural obstacles (61%).   It is interesting to note that corruption was indicated by almost two-thirds (64%) of clients as being a very or somewhat important challenge in conducting international business.

Some interesting observations become apparent when looking at the challenges to international business based on the clients’ target region.  Specifically:

· Corruption is perceived to be a more significant challenge for clients targeting the Middle East and Africa (79%) and South / Southeast Asia (74%), especially in comparison to those targeting the European Union (57%) and North America (60%).
· Clients targeting South / Southeast Asia were somewhat more likely than those who targeted other regions to have identified linguistic or cultural obstacles (69%) and concern of violation of patents and/or intellectual property rights (64%) as important challenges.
· A higher proportion of clients that targeted the Middle East and Africa identified access to financing (71%) as a significant challenge; however, these clients were also somewhat less likely to have indicated that Canadian export taxes or permits (42%) as a major challenge.
As shown in Table 6-2 the relative importance of the challenges to international business faced by clients differs based on the countries
 they are targeting in the next three years.  Specifically:

· The rising Canadian dollar is relatively more important a challenge to clients targeting Brazil (83%) and Mexico (83%) compared to those targeting other countries.  

· Foreign tariffs / trade barriers (78%) and corruption (71%) were more likely to have been identified as a challenge among clients that are targeting Brazil.

· Corruption was less likely to be considered an important challenge for those targeting Japan (48%), the U.K. (54%) and the U.S. (56%).   Perhaps somewhat surprising was the fact that those targeting the U.S. were no more or less likely than those targeting other countries to have viewed border security issues or the rising Canadian dollar as important challenges.
· Clients targeting Japan were less likely to have identified foreign tariffs/trade barriers (63%), uncertainty of international standards (61%), corruption (48%), linguistic or cultural obstacles (54%), border security issues (43%) and concern of violation of patents and/or intellectual property rights (44%) as important challenges.

Table 6-2: Importance of Challenges to International Business – By Top 3 Target Markets
	
	
	Target Markets (Top 3 Mentions)

	
	Total
	US
	China
	EU
	UK
	India
	Brazil
	Mexico
	Japan

	Base = actual
	(1,449)
%
	(467)
%
	(439)
%
	(165)
%
	(181)
%
	(220)
%
	(883)
%
	(119)
%
	(108)
%

	% Rating Very or Somewhat Important
	
	
	
	
	
	
	
	
	

	Rising Canadian Dollar
	76
	77
	77
	78
	73
	70
	83
	83
	73

	Foreign tariffs / trade barriers
	71
	72
	73
	70
	68
	70
	78
	73
	63

	Uncertainty of international standards
	66
	66
	70
	66
	63
	66
	65
	69
	61

	Corruption
	64
	56
	66
	61
	54
	65
	71
	66
	48

	Access to financing
	63
	65
	60
	65
	67
	62
	58
	65
	58

	Distance to customers
	61
	63
	58
	62
	63
	60
	63
	67
	57

	Linguistic or cultural obstacles
	61
	58
	65
	67
	66
	62
	63
	67
	54

	Border security issues
	54
	55
	55
	52
	50
	52
	58
	61
	43

	Concern of violation of patent/intellectual property
	54
	60
	59
	59
	57
	61
	58
	52
	44

	Canadian export taxes / permits
	51
	54
	53
	47
	55
	50
	50
	53
	51


6-4 Importance of Issues When Considering Foreign Direct Investment
 

Among clients who requested a TCS service dealing with Foreign Direct Investment (FDI), four key issues stand out when considering investments in Canada. Canadian regulation and legislation (87%), overall business costs (84%), labour availability and skills (84%) and investment incentives (84%) were identified as important issues by a large majority of organizations when exploring the potential of investing in Canada.  
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Importance of Issues When Considering Investment in 

Canada 

Q20. How important are the following issues to your organization when considering Canada as a place to invest?

Base: Total clients who used « Foreign Direct Investment » (n = 37)
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Other issues such as business taxes (70%), immigration and business mobility (65%), Canada – U.S. border relationship (60%) and foreign ownership restrictions (57%), while less prominent, are still a concern for a majority of organizations (Exhibit 6-3).

6-5 Planning and Operations Overseas and Level of Awareness of TCS Policies/ Strategies/ Activities

i) Planning and Operations Overseas

As shown in Exhibit 6-4, when planning for international markets, TCS clients are more likely to integrate Corporate Social Responsibility (CSR) (55%) as part of its planning and operations than they are to invest time and effort in Global Value Chains (GVC) (34%) or Canadian Direct Investment Abroad (CDIA) (18%).  This is consistent with the level of importance which corruption has as a challenge to doing business internationally (although it is important to note that CSR goes well beyond the notion of corruption).
Exhibit 6-4
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Degree to which your company integrates the following 

aspects into its planning and operations overseas

Q21. To what degree does your company integrate the following aspectsinto its planning and operations overseas?
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Larger business with revenues of $25 million or more and with 1,000 or more employees, as well as Canadian Offices Abroad, perhaps as a result of access to more resources and experience dealing with international markets, are more likely to integrate all three aspects (i.e. CSR, GVC, and CDIA) in their planning and operations overseas (Table 6-3).

Table 6-3: Degree to Which Company Integrates Aspects into Its Planning and Operations Overseas – By Worldwide Revenues and Organization Type

	
	Total Clients

	
	
	Worldwide Revenues
	Organization Type

	
	Total
	Less than $250K
	$250K to $1mil
	$1 mil to 
$5 mil
	$5 mil to 
$25mil
	$25mil or more
	Cana-dian
	COA
	Partner

	Base = actual
	(1,449)
%
	(158)
%
	(151)
%
	(233)
%
	(254)
%
	(307)
%
	(1044)
%
	(117)
%
	(286)
%

	% Very much / Critical
	
	
	
	
	
	
	
	
	

	Corporate social responsibility
	55
	56
	56
	50
	50
	65
	55
	66
	51

	Global value chains
	34
	32
	31
	29
	30
	47
	33
	47
	36

	Canadian Direct Investment Abroad
	19
	17
	17
	17
	13
	27
	18
	33
	16


* Less than 0.5%

ii) Level of Knowledge of TCS Policies / Strategies / Activities

Most clients acknowledged that their level of knowledge regarding the TCS’ policies, strategies and activities to promote and advise on Corporate Social Responsibility (CSR), Global Value Chains (GVC) and Canadian Direct Investment Abroad (CDIA) is relatively limited.  
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Level of Knowledge of TCS 
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Q22. How would you rate your level of knowledge of the Trade Commissioner Service policies, strategies and activities 

to promote and advise on…?
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Given the degree to which corruption is considered  a challenge by TCS clients in doing business abroad, as well as the importance of integrating Corporate Social Responsibility into planning for overseas activities, this dearth of knowledge of the TCS’ policies, strategies and activities represents a major gap and opportunity to provide additional value to clients.

Exhibit 6-5 shows that only about one-third of clients stated that they have a good, very good or excellent understanding of the TCS’ policies, strategies and activities in these areas, which is less than the proportion of clients who “did not know” or had a poor level of knowledge about these topics.

The level of knowledge of the TCS’ policies, strategies and activities in the areas of CSR, GVC and CDIA does not differ by much based on the organization’s revenues or the type of organization.   As shown in Table 6-4, Canadian Offices Abroad (COA) were slightly more likely to have very good or excellent knowledge of the TCS’ CSR activities, while Canadian businesses knowledge of the TCS’ activities in GVC and CDIA was somewhat lower than for COAs and Partner clients.  Also, large (organizations with revenues of $25 million or more) were somewhat more likely to have very good or excellent knowledge of the TCS’ activities in CSR and CDIA.   It should be noted that CSR programming within DFAIT is relatively new; therefore, the levels of awareness reported constitute a baseline reference for subsequent evaluation of promotional efforts in this regard.
Table 6-4: Level of Knowledge of TCS Policies, Strategies and Activities – By Worldwide Revenues and Organization Type

	
	Total Clients

	
	
	Worldwide Revenues
	Organization Type

	
	Total
	Less than $250K
	$250K to $1mil
	$1 mil to 
$5 mil
	$5 mil to 
$25mil
	$25mil or more
	Cana-dian
	COA
	Partner

	Base = actual
	(1,449)
%
	(158)
%
	(151)
%
	(233)
%
	(254)
%
	(307)
%
	(1044)
%
	(117)
%
	(286)
%

	% Very good / Excellent
	
	
	
	
	
	
	
	
	

	Corporate social responsibility
	19
	18
	13
	19
	17
	24
	18
	26
	19

	Global value chains
	15
	13
	11
	15
	14
	17
	14
	21
	18

	Canadian Direct Investment Abroad
	17
	11
	12
	16
	15
	24
	15
	22
	21


7. ASSESSING THE BUSINESS IMPACT OF THE TCS
A vital component of the survey was to ascertain the contribution of the TCS to its clients’ international business development efforts.   To meet this end, survey respondents were asked a series of questions that, in their totality, would provide the TCS with a good understanding of the impact it has with its clients.  This included determining clients’ level of agreement with several statements about the TCS’ value added contributions in various areas; the concluding of commercial agreements (i.e. commercial deals), as well as the nature and value of financial results.  These results are presented in detail in the following section. 
7-1 TCS Contribution to International Business Development

All clients were asked to indicate their level of agreement with several statements pertaining to the TCS’ contribution to their international business development efforts.  As can be seen from Exhibit 7-1, a majority of clients agreed or strongly agreed that the TCS contributed in areas related to the provision of market information and intelligence, facilitating contacts, and improving their profile and credibility overseas.   

Exhibit 7-1

The TCS was somewhat less successful in contributing to their clients’ ability to avoid mistakes and delays, and overcoming barriers to new foreign business opportunities, although it should be noted that such situations are often difficult to foresee and/or overcome.  Nonetheless, over four out of ten clients acknowledged that the TCS contributed in these areas.

Large organizations (1000+ employees) were more likely, in many instances, to agree that the TCS made a contribution to their international business development efforts compared to small organizations (1-99 employees).  Areas in which large organizations specifically were more likely to have rated the TCS’ contribution more positively include: improving knowledge of the competitive environment in the target market (66% vs. 55%); improving profile and credibility in foreign markets (66% vs. 53%); obtaining and assessing market or industry information which helped to determine whether or not to pursue an opportunity (62% vs. 55%); gaining access to intelligence and information that would have been difficult to obtain without the TCS (68% vs. 60%); avoiding mistakes, delays or incurring additional costs in pursuing an opportunity (50% vs. 42%); and, overcoming or avoiding barriers to new foreign business opportunities (50% vs. 41%).
In several areas, clients located in Atlantic Canada were more likely than those in some other regions to have agreed or strongly agreed that the TCS contributed to their international business development efforts.  Specifically, a somewhat higher proportion of clients in Atlantic Canada indicated that the TCS helped them: gain confidence to explore or expand in a foreign market (61% vs. 49 – 57%); gain access to customers and partners that would have been difficult to obtain without the support of the TCS (65% vs. 55 – 59%); and, gain access to intelligence and information that would have been difficult to obtain without the support of the TCS (69% vs. 54 – 62%).

Partner clients were more positive about the contribution of the TCS in terms of gaining access to customers and partners that would have been difficult to obtain without the support of the TCS (65% vs. 53% for Canadian businesses), and gaining access to intelligence and information that would have been difficult to obtain without the support of the TCS (70% vs. 58% for Canadian businesses and 56% for COAs).  Canadian business clients were less likely to have agreed or strongly agreed that the TCS improved their knowledge of the competitive environment in their target market (54% vs. 63% for COAs and 66% for Partner clients).
Clients who had actively pursued or entered into negotiations of a commercial agreement with a business partner in markets where they had sought assistance from the TCS were much more likely to have agreed or strongly agreed that the TCS contributed to their international business development efforts in all areas.  
Foreign Direct Investment (FDI)

About 14% of respondents (N=201) claimed to have used the TCS for services related to attracting Foreign Direct Investment (FDI).  These clients were asked their opinion on three aspects of the TCS’ contribution to their FDI efforts, as shown in Exhibit 7-2.   About one third of these clients agreed or strongly agreed that the TCS provided information, service or support which influenced a FDI for Canada (30%) and that the information and documentation provided may have influenced the final decision on the investment location (32%).   The proportion of FDI clients who agreed or strongly agreed that the TCS identified a lead or opportunity which led to a FDI in Canada was slightly lower at 23%.  
A notable number of FDI clients (about one-third) could not provide an answer (i.e. “don’t know” or “not applicable”) with respect to the contribution of the TCS in all of the three FDI related areas shown in Exhibit 7-2.  We speculate that this may be the result of the longer lag time between the delivery of services and a transaction or business outcome taking place, as the outcome may not yet be known.

Exhibit 7-2
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Canadian Direct Investment Abroad (CDIA)

Only 59 TCS clients (or 4% of respondents) indicated that they had used services from the TCS dealing with Canadian Direct Investment Abroad (CDIA).  These clients were asked how strongly they agreed or disagreed with two statements pertaining to the TCS’ contribution to their CDIA efforts.  A total of 41% of these CDIA clients agreed or strongly agreed that the TCS identified a lead or opportunity which led to a CDIA, as well as that the TCS provided information, service or support which influenced a successful CDIA.
7-2 Entering Into Agreements

More than half (52%) of all clients who participated in this survey indicated that their organization had actively pursued or entered into negotiations of a commercial agreement with a business partner in markets where they had sought assistance from the TCS.   Organizations with revenues of less than $250,000 (44%) were somewhat less likely than larger revenue organizations to have pursued or entered into negotiations of a commercial agreement (e.g. 58% for organizations with revenues of $25 million or more).  Sixty one per cent (61%) of Canadian Offices Abroad (COA) and 55% of Canadian business clients had actively pursued or entered into negotiations of a commercial agreement compared to only 36% of Partner clients. 

Organizations in the Agriculture, Food & Beverage (61%) and Aerospace & Defense (61%) sectors were somewhat more likely to have actively pursued or entered into negotiations of a commercial agreement compared to those in the Health (42%), Services and Capital Projects (44%), and Advanced Manufacturing (46%) sectors.

Among those who pursued or entered into negotiations, 47% actually concluded (or signed) a commercial agreement with a business partner in markets where they had sought assistance from the TCS, representing a total of 24% (47% of 52%) of all clients who participated in the survey and concluded an agreement. Organizations with revenues of less than $250,000 (32%) were somewhat less likely to have concluded a commercial agreement than organizations with higher revenues (e.g. 50% of organizations with revenues of $25 million or more).

The majority of organizations (62%) that concluded a commercial agreement between April 1, 2008 and March 31, 2009 in markets where they sought assistance from the TCS also recorded some form of financial results
 during this period.
   

The survey results pertaining to organizations’ involvement in commercial agreements in markets where they sought assistance from the TCS are summarized in Exhibit 7-3.
Exhibit 7-3
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Q24. Since April 1, 2008 has your organization actively pursued or entered into negotiations of a commercial agreement (e.g. sales, 

licensing, investment, innovation, sourcing, etc.) with a business partner in markets where you sought assistance from the TCS?
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with foreign business partner(s) in markets where you sought assistance from the TCS?

Q26. Between April 1, 2008 and March 31, 2009, did your organization record (or contribute to) any <B>financial results</B> in 

markets where you sought assistance from the TCS?

Base: Total clients (n=1449)

Entering Into Agreements 

No, 

48%

Yes, 

52%

No, 

45%

Yes, 

47%

Don't 

know, 

9%

No, 

16%

Yes, 

62%

Don't 

know/ 

Decline

, 22%

Pursued commercial 

agreement in market where 

sought assistance from the TCS

(n=1,449)

Concluded commercial 

agreement in market where 

sought assistance from the TCS

(n=749)

Recorded financial results in 

market where sought 

assistance from the TCS

(n=350)


In terms of the overall proportion of respondents that were involved in a commercial agreement in some form since April 1, 2008, 15% concluded an agreement and recorded financial results, while 9% concluded an agreement without recording any financial results.  A further 28% actively pursued or entered into negotiations but did not conclude a commercial agreement and almost half (48%) did not pursue any form of commercial agreement.  These results are shown in Exhibit 7-4.
Exhibit 7-4
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Entering Into Agreements 
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25%

50%
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Concluded an agreement with business in market where sought assistance 

from the TCS and recorded financial results

Concluded an agreement with business in market where sought assistance from the 

TCS but recorded no financial results

Entered in negotiations of a commercial agreement with business in market where 

sought assistance from the TCS but did not conclude an agreement

Did not pursue/ enter into negotiations of a commercial agreement with business in 

market where sought assistance from the TCS

Q24. Since April 1, 2008 has your organization actively pursued or entered into negotiations of a commercial agreement (e.g. sales, 

licensing, investment, innovation, sourcing, etc.) with a business partner in markets where you sought assistance from the TCS?

Q25. Between April 1, 2008 and March 31, 2009 has your organization concluded (i.e. signed) any new commercial agreement(s) 

with foreign business partner(s) in markets where you sought assistance from the TCS?

Q26. Between April 1, 2008 and March 31, 2009, did your organization record (or contribute to) any <B>financial results</B> in 

markets where you sought assistance from the TCS?

Base: Total clients (n=1449)

Percentage may not add to 100% due to rounding error.


TCS clients that had concluded a commercial agreement but did not record any financial results (N=57) between April 1, 2008 and March 31, 2009 were asked to provide the reasons why.  The most common explanations were that the agreement is a long term opportunity that will “bear fruit” at a later date (26%).  This was closely followed by projects in which discussions are still in process (including financials and building of relationships) at 21%.  This means that of the 28% of clients who did not conclude an agreement, almost half (47%) indicated that there is still an opportunity to do so.
Other reasons provided by more than 10% of clients include: the buyer or local contact was not responsive (19%), regulatory issues (16%), and lack of financial or other resources (14%).

7-3 Financial Results Achieved

As shown in Exhibit 7-5 the export of goods (40%) was the most common type of financial result achieved by TCS clients between April 1, 2008 and March 31, 2009.  The only other types of financial results identified by a significant proportion of clients are export of services (28%) and partnership, joint venture or other alliances leading to revenue (19%).  

Exhibit 7-5
[image: image26.emf]29

Q28. What type of financial result did your organization achieve (or contribute to) between April 1, 2008 and March 31, 2009?

Base: Total clients who concluded a new commercial agreement with foreign business partners and sought TCS assistance since

April 1, 2008 (n = 350)

Percentage may not add to 100% due to multiple response.

Types of Financial Results Achieved 

3%
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8%

19%

28%

40%

0% 25% 50% 75% 100%

Export of goods

Export of services

New Direct Investment in Canada

Expansion of existing investment in Canada

Investment abroad leading to revenue

Partnership, joint venture or other alliance 

leading to revenue

Foreign affiliate sales

Licensing of technology

Other


i) Total value of financial results achieved

Clients who identified that they had achieved financial results between April 1, 2008 and March 31, 2009 were then asked to provide the approximate value of these financial results for their organizations’ most recent financial reporting period.  As shown in Table 7-1, the dollar values of the transactions cover the full gamut from small (less than $25,000) to substantial financial results
.  Clients who completed export of goods were more likely to have recorded financial results of a higher value (13% at $10 million or more vs. 5-6% for other transactions).   
Table 7-1: Value of Financial Results
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(N=139)

Export of Services 

(N=97)

Partnership, JV or 

other alliance leading 

to revenue (N=66)

Less than $25,000

6%

6%

5%

$25,000 to less than $100,000

9%

11%

17%

$100,000 to less than $1 million

30%

31%

23%

$1 million to less than $2 million

11%

9%

3%

$2 million to less than $5 million

11%

7%

6%

$5 million to less than $10 million

6%

6%

2%

$10 million to less than $50 million

7%

4%

2%

$50 million or more

6%

2%

3%

Don't know

4%

11%

20%

Decline

11%

11%

21%


7-4 Trade Commissioner’s Contribution

The perceived level of contribution of the TCS to clients’ financial results is displayed in Exhibit 7-6.  As can be seen, just over half of clients who recorded financial results attributed at least part of their success to the TCS (i.e. rating of “3” or higher out of “5”).  The TCS was most likely to have had a “major contribution” in terms of partnership, joint venture or other alliance leading to revenue (14%).  

Exhibit 7-6
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Q30. 

Referring specifically to XXX based on a 5

-

point scale, where "1 means No Contribution" and "5 means Major 

Contribution", to what extent did the Trade Commissioner Service

make at least some positive contribution to achieving 

any of this financial result?

Base: Clients 

who

reported

financial

results

achieved

between

April 1, 2008 and March 31, 2009 (Varies by 

result

)

Percentage

may

not 

add

to 100% due to 

rounding

error

.

Trade Commissioners

’

Contribution

Export of goods (n=139)

Export of services (n=97)

Investment abroad leading to 

revenue (n=28)

Partnership, joint venture or other 

alliance leading to revenue (n=66)


The dollar values of financial results provided by clients (see Table 7-1) combined with the TCS’ Contribution to these results (Exhibit 7-6) were used to estimate the financial impact of the TCS
 (e.g. total value of client financial results, average value of financial results, etc.).  In total, TCS clients who participated in the survey and provided relevant data are estimated to have concluded financial results valued at about $4.2 billion between April 1, 2008 and March 31, 2009.  The TCS’ contribution to these financial results is estimated to amount to just under $1.13 billion. Please note that the figures presented also exclude financial results related to foreign direct investment (FDI) due to small sample sizes.
This analysis shows that the average stated value of transactions made by each TCS client (who provided this information) between April 1, 2008 and March 31, 2009 was just over $4 million.  The TCS’ contribution to the achievement of the financial results of their clients in which they provided a service between April 1, 2008 and March 31, 2009 was, on average, 27%.  
The total financial value, the average financial value, as well as the TCS’ contribution to the financial results are dependent on the type of transaction.  As shown in Table 7-2 export of goods represents the largest total value at $1.67 billion, although the average value for this type of transaction ($14.1 million) is lower than others such as foreign affiliate sales ($43.8 million) and investment abroad leading to revenue ($30.2 million).  The TCS’ contribution to these transactions varies.  For example, the TCS is estimated to have contributed to the financial results in about one-third of all transactions involving the export of goods (34%), dropping to about one in four for export of services (27%); however, their level of contribution is substantially lower for transactions such as the licensing of technology (4%), foreign affiliate sales (10%), and partnerships, joint ventures or other alliances leading to revenue (12%).  
Table 7-2: Dollar Value of Financial Results
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Total Client FR 

(Estimate)

 Estimated TCS 

Contribution to 

Total FR

% TCS 

Contribution

Average Value  

of FR (Estimate)

Export of goods (N=118)

1,667,878,153

$     

 

566,164,197

$      

 

33.9%

14,134,561

$     

 

Export of services (N=75)

866,819,500

$        

 

236,704,500

$      

 

27.3%

11,557,593

$     

 

Partnership, joint venture or other alliance leading 

to revenue (N=40)

453,925,500

$        

 

52,891,875

$        

 

11.7%

11,348,138

$     

 

Investment abroad leading to revenue (N=18)

543,000,000

$        

 

212,194,000

$      

 

39.1%

30,166,667

$     

 

Foreign affiliate sales (N=14)

612,550,000

$        

 

61,674,938

$        

 

10.1%

43,753,571

$     

 

Licensing of technology (N=14)

34,947,500

$          

 

1,353,750

$          

 

3.9%

2,496,250

$       

 

TOTAL

4,179,120,653

$     

 

1,130,983,260

$   

 

27.1%

4,053,703

$       

 

Financial Results (FR) from Survey Sample


7-5 Ability to Achieve Results without the Trade Commissioner

Most TCS clients believed that they would have still achieved financial results without the assistance of the TCS; however, as Exhibit 7-7 shows, a solid majority indicated that it would have required more resources than they had expended if the TCS had not assisted.  About one out of ten clients that achieved financial results stated that they could not have done so without the help of the TCS, thereby indicating a high level of attribution to the TCS for the reported financial results.
Exhibit 7-7
[image: image30.wmf]31

Q31. 
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7-6 Other Economic Impacts 

Of the organizations that concluded a commercial agreement, 28% indicated that there was a change in employment in their organization as a result and 23% indicated that a transfer of new technologies occurred.  The most common type of technology transfer was a flow of new technology from Canada to a foreign partner (79%).  Only in about 22% of cases was the flow of new technology from a foreign partner to Canada.  A further 29% of organizations stated that technology transfer involved pursuit of joint research and development for the organization as a whole. 

Among the organizations that experienced a change in employment levels, 43% claimed that an increase in net employment levels by more than 10%, while 50% of the organizations grew their employment levels by 10% or less.  
8. OVERALL SATISFACTION

About two-thirds (66%) of clients indicated they were satisfied (ratings of “4” or “5” out of “5”) with the services and advice provided by the TCS (Exhibit 8-1).  Conversely, only 13% of clients were clearly dissatisfied (ratings of “1” or “2” out of “5”), while about one in five (21%) were neutral (rating of “3” out of “5”).  
Exhibit 8-1
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Overall Satisfaction
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Service (TCS) since April 1, 2008 and the 
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Base: Total clients (n = 1449)

Percentage

may

not 

add

to 100% due to 

rounding

error

.

5%

8%

21%

37%

29%

0%

25%

50%

1 - Very

Dissatisfied

2

3

4

5 - Very

Satisfied

Average:  3.78


Satisfaction levels vary depending on client characteristics.  For example, larger organizations tend to be more satisfied than smaller ones.  Specifically, organizations that have revenues of $25 million or more were more likely to be satisfied than organizations with lower revenues (74% vs. 59-62%).  The other proxy for organization size, i.e. number of employees, shows a similar pattern, which is not surprising as there is a high correlation between organizational revenue and number of employees.  Satisfaction is highest for organizations with 1,000 or more employees (77%) and gradually trends down the fewer the employees, bottoming out at 61% for organizations that employ less than 100 people.  This suggests that client expectations for support in areas such as market potential assessment or problem solving may be greatest among SMEs. 
Organizations based in the Prairies (61%) and Quebec (63%) were slightly less likely to be satisfied with the services and advice provided by the TCS than those organizations located in other regions (68-73%).  Finally, a lower proportion of Canadian business clients (63%) claimed to be satisfied with the TCS compared to Canadian Offices Abroad (76%) and Partner clients (74%).  These results are presented in Tables 8-1 and 8-2.

Table 8-1: Overall Satisfaction – By Worldwide Revenues and Organization Type

	
	Total Clients

	
	
	Worldwide Revenues
	Organization Type

	
	Total
	Less than $250K
	$250K to $1mil
	$1 mil to 
$5 mil
	$5 mil to 
$25mil
	$25mil or more
	Cana-dian
	COA
	Partner

	Base = actual
	(1,449)
%
	(158)
%
	(151)
%
	(233)
%
	(254)
%
	(307)
%
	(1044)
%
	(117)
%
	(286)
%

	5 – Very Satisfied
	29
	25
	33
	24
	25
	31
	28
	34
	32

	4
	37
	35
	26
	38
	35
	43
	35
	42
	42

	3
	21
	22
	30
	22
	23
	16
	24
	15
	14

	2
	8
	10
	6
	9
	14
	7
	9
	6
	7

	1 – Very Dissatisfied
	5
	7
	5
	7
	2
	3
	5
	3
	5

	Top 2 Box (ratings 4 &5)
	66
	61
	59
	62
	61
	74
	63
	76
	74


Table 8-2: Overall Satisfaction – By Region and Number of Employees

	
	Total Clients

	
	
	Region
	# of Employees

	
	Total
	Atlan-tic
	QC
	Ontario
	Prairies
	BC
	1 to 99
	100 to 499 
	500 to 999
	1,000+

	Base = actual
	(1449)
%
	(175)
%
	(318)
%
	(593)
%
	(296)
%
	(276)
%
	(907)
%
	(213)
%
	(69)
%
	(214)
%

	5 – Very Satisfied
	29
	30
	28
	29
	27
	33
	27
	33
	32
	36

	4
	37
	43
	34
	39
	33
	36
	35
	39
	44
	41

	3
	21
	18
	22
	20
	26
	18
	24
	17
	16
	15

	2
	8
	6
	10
	7
	10
	8
	9
	9
	6
	5

	1 – Very Dissatisfied
	5
	3
	5
	5
	4
	5
	6
	2
	3
	3

	Top 2 Box (ratings 4 &5)
	66
	73
	63
	68
	61
	69
	61
	72
	75
	77


An analysis of overall satisfaction (ratings of “4” or “5” out of “5”) by the clients’ target region shows that satisfaction levels are relatively similar across regions.  As Table 8-3 shows a notable exception is among clients whose target region is South / Southeast Asia, who have a higher level of satisfaction (78%) than other regions (63-72%).  Clients whose target region was a Regional Office (63%) had a similar level of satisfaction compared to clients who targeted other regions.
Table 8-3: Overall Satisfaction – By Target Region

	
	Total Clients

	
	
	Target Region

	
	Total
	North America
	Latin America
	EU
	Central Asia
	Middle East/ Africa
	North Asia
	South-east Asia
	Ocean & Pacific
	CanadaReg. Office

	Base = actual
	(1449)
%
	(198)
%
	(167)
%
	(245)
%
	(44)
%
	(142)
%
	(257)
%
	(101)
%
	(67)
%
	(228)
%

	5 – Very Satisfied
	29
	32
	32
	27
	30
	25
	27
	38
	34
	28

	4
	37
	35
	32
	45
	25
	39
	35
	41
	33
	35

	3
	21
	23
	24
	18
	18
	23
	25
	13
	22
	19

	2
	8
	8
	10
	5
	23
	10
	9
	5
	5
	10

	1 – Very Dissatisfied
	5
	3
	3
	5
	5
	4
	5
	4
	6
	8

	Top 2 Box (ratings 4 &5)
	66
	67
	64
	72
	55
	63
	62
	78
	67
	63


Table 8-4: Overall Satisfaction – By Size of Post and Industry Sector

As shown in Table 8-4 clients whose last service request was with a U.S. Post (not including Washington DC) (70%), were slightly more satisfied than those who dealt with very large (Tier 1) posts (63%) or any other post (66%).  Satisfaction levels are similar among clients irrespective of sector.
	
	Total Clients

	
	
	Size of Post
	Sector

	
	Total
	Tier 1 Posts (incl. WASHDC)
	All US Posts (excl. WASHDC)
	All Other Posts
	Aerospace & Defense
	Agriculture, Food & Beverage
	ICT
	Services & Capital Projects

	Base = actual
	(1449)
%
	(182)
%
	(120)
%
	(1147)
%
	(114)
%
	(149)
%
	(216)
%
	(164)
%

	5 – Very Satisfied
	29
	26
	33
	30
	32
	28
	30
	27

	4
	37
	37
	37
	36
	35
	36
	38
	40

	3
	21
	26
	23
	20
	19
	22
	19
	19

	2
	8
	7
	6
	9
	10
	11
	9
	10

	1 – Very Dissatisfied
	5
	4
	2
	5
	4
	4
	5
	4

	Top 2 Box (ratings 4 &5)
	66
	63
	70
	66
	67
	64
	68
	67


9. Conclusions and Implications

9-1 The Business Impact of the TCS

The survey findings allow us to estimate that TCS services and intervention contributed over $1.1 billion in additional financial results among survey respondents in the 2008-09 fiscal year.  This represents over one-quarter (27%) of respondent’s stated financial results from their international business development activities during the same time period.  More than half of respondents pursued negotiations of commerical agreements in markets where they had sought assistance from the TCS.

While most of the financial results can be attributed to exports of goods or services,  a significant proportion (almost 20%) have attributed their financial results to assistance with partnerships or joint ventures, as well as CDIA (8%).
In addition, a majority of clients indicated that the TCS made a positive contribution in almost all areas asked, whether it be in terms of providing new information, intelligence and/or knowledge not available through other means, gaining access to new customers or partners, and/or gaining confidence to explore new markets.  Relatively small percentages (10-15%) of clients indicated definitively that they would have achieved the same results without the contribution of the TCS.

The conclusion of a commercial agreement also has an impact on both employment and the transfer of technology.  More than one out of four clients increased employment (28%) while 23% indicated there was a transfer of technology.
These results show unequivocally that the TCS has a substantial positive impact on Canadian clients’ international business development efforts.
9-2 Satisfaction with the TCS is good, but there are opportunities for 
improvement

i) The Findings

With two-thirds of TCS clients (66%), and a slightly lower number of business clients (63%), indicating a satisfaction score of 4 or 5 out of 5, a solid majority of clients are satisfied or very satisfied with their overall experience with the TCS.  That being said, the fact that one-third of clients do not feel that way (and slightly even more business clients) means that many clients are sending a message that there are opportunities for improvement.  

Satisfaction levels also tend to be largely consistent between major target regions (including the Regional Offices).  There are few differences in satisfaction ratings, with the exception of Eastern Europe (non-EU)/Central Asia showing lower results, and South/Southeast Asia, US consulates and EU regions showing higher ratings than the average.

We note that partner clients and large companies tend to be more satisfied with the services offered, as are companies based in the Atlantic region.  It is interesting to note that satisfaction is consistent across types of service offered and sectors.

In general terms, clients are largely satisfied with core service attributes: ease of use, timeliness and quality of information provided.  However, deeper analysis of the service quality attributes offers some insight into the underlying drivers of higher satisfaction.  In particular, there is a sentiment among approximately 30% of clients that staff do not sufficiently understand clients’ business to add value to their business development effort, and many see staff as not clearly explaining the business rationale on whether or not to pursue an opportunity, or being creative in providing advice beyond the initial request.  Also, with regard to finding qualified contacts, many clients who have used this service (roughly 30%) did not feel the contacts provided were appropriate, which signifies an important gap.  This gap is even higher among SMEs, and therefore a key source of dissatisfaction.  The importance of this gap is even more serious when we consider how important this service is with respect to what clients’ need to assist them in international business development efforts.

ii) So what?  The Implications


In the spirit of continuous improvement, these findings indicate the following:

· The TCS needs to further investigate processes and service delivery with regard to providing appropriate contacts.  While the days of photocopying the ”Yellow Pages” may be long in the past, these results indicate that there still is a significant minority of clients, and especially SME business clients, that do not receive appropriate contacts consistent with the TCS brand promise of ”qualified contacts”;

· The results show that there continues to be somewhat of a disconnect in terms of providing service to SMEs, which represent more than one-third of clients (37% have revenues of less than $5 million).  The higher satisfaction levels of partners, Canadian Offices Abroad, and large businesses implies a cultural disconnect in serving SMEs which is likely due to a combination of service delivery process issues and perhaps unreasonable expectations on the part of SMEs which continue to require management.

· While satisfaction is largely consistent across regions, results point to service delivery issues in the non-EU Eastern Europe/Central Asia (even if based on relatively smaller numbers of clients responding). Correspondingly, satisfaction results are considerably higher than average in South/Southeast Asia.  Analysis has shown that the latter region performs substantially better than others on those same dissatisfier attributes noted above.  We will work with the TCS to conduct deeper analysis (within the limits of the survey responses) to identify best practices on the one hand, and service deficiencies on the other. 

9-3 Access to and Use of TCS Services

i) The Findings

Missions represent, by far, the principal entry point for TCS clients (91%); and, just over one-third of clients access TCS services through regional offices (36%).  Slightly higher percentages of SMEs are accessing TCS services through regional offices, as are higher numbers of partners, both of which are encouraging.  It appears nonetheless that the service model whereby clients seek support from the ROs initially may not be reflected in clients’ actual usage of available delivery channels. ROs should continue to be the first point of contact for new exporters (SMEs in particular); however, it should be recognized that clients will often request support directly from posts as part of their efforts to prepare for international markets.

It is also interesting to note that lower percentages of clients in Ontario and Quebec have dealt with the regional office:  we speculate that this is the result of awareness (or lack thereof), combined with the sheer number of clients in these larger provinces in proportion to the regional offices elsewhere.   We would expect to see these numbers increase over time with the expansion of regional offices outside of the major cities of Montreal and Toronto (i.e. Quebec, Ottawa, Waterloo).
It was noted that many clients are requesting support form our offices abroad for information which can be delivered via the on-line channel, i.e. visit information and recommendations on trade fairs and missions.  While it may be argued that many missions are highly involved in recruiting missions to their territories (which would explain the latter result), more than 1 in 4 clients (28%) continue to seek visit information.  Almost half of partner clients (46%) sought visit information, which if provided by missions and regional offices, could be diverting valuable resources to providing assistance which is available through other channels.  
With 25% of respondents indicating that they requested support through DFAIT’s headquarters, the TCS should consider which, if any, divisions at HQ should fit the service model and eventually begin to track interactions with clients using established procedures and supporting information systems.
ii) So What? The Implications

The TCS should verify whether appropriate content is available from its on-line portal for individual missions, whether this information is up-to-date and continues to be responsive to evolving client needs.  If it is confirmed through subsequent analysis that mission and/or regional office resources are being used to provide services to clients which are accessible through the on-line channel or other sources, then this may have significant resource implications. The TCS will need to take bold steps to drive clients (and especially partner clients) to alternative service channels for this information and to dedicate necessary resources to keep electronic information sources accurate and up-to-date (such as important trade events in the territory, information on visiting a local market or local business practices).
9-4 Future Market Potential
i) The Findings

As may have been expected, the U.S. still is regarded as providing the greatest future market opportunity by the greatest number clients; however, fewer than one in four clients (22%) still believe this to be the case
.   More importantly, the survey findings show that clients view many more different markets as providing their greatest opportunity for growth.  Close to eighty percent (78%) of clients view one of the top 20 markets as providing the best prospects for future growth, and in addition to the U.S., the top growth markets are (in order) China, India, Brazil, the EU (and specifically UK, France, and Germany), Japan, and Mexico, Latin America, Russia, and the United Arab Emirates.

ii) So What? The Implications

Emerging markets are clearly becoming more important to clients’ future growth prospects, and the TCS must ensure that the resources (quantitative and qualitative) and service delivery mechanisms are in place to adequately respond to client demand.  In particular, as we will see below, it will be crucial for the TCS to accentuate emphasis on ensuring expansive networks of contacts in these markets to ensure that appropriate contacts can be provided as an increasing number of clients migrate to these areas.   Also, given that the cultural gap is wider in many of these emerging markets, the TCS will likely have higher demands placed on posts in these markets for more resource-intensive services.  That being said, it is interesting to note that satsifaction levels in South/Southeast Asia are highest where arguably the greatest degree of ”high touch services” are required.
9-5 Clients’ Needs and Business Challenges

i) The Findings

Clients’ key needs going forward, irrespective of size or sector, can be summarized under three key headings:  contacts and referrals, market access, and local market and company intelligence and information (including actionable business leads). 

With regard to their key business challenges, the Canadian dollar represents the greatest challenge; however this is beyond the control of the TCS or anyone else. Other than the dollar, the greatest challenges facing Canadian clients abroad are market access and corruption.   In addition, while Global Value Chains (GVCs) are also important for many clients, the findings show that Corporate Social Responsibility (CSR) is the most important concern (relative to global value chains and CDIA) when planning to conduct business in international markets.  In addition, this is primarily a concern for large businesses and Canadian offices abroad.  
In that context, there is an important opportunity for the TCS to expand its service offering as most clients (63%) only have a fair level knowledge (or worse) of TCS policies, strategies and activities with regard to CSR, and even fewer have a good knowledge or better (32%) of TCS policies, strategies or activities with regard to GVCs.

ii) So What? The Implications.

The TCS has an important opportunity, almost as a necessity, to close the knowledge gap and provide assistance to clients with regard to dealing with corruption and CSR.  As clients venture increasingly into emerging markets where they perceive  that their future growth opportunities lie, the onus will be on the TCS to augment its service offering in the CSR and corruption area.

9-6 TCS Clients and Integrative Trade

i) The Findings

While the exporting of goods and/or services remains the principal interest in a foreign market, a significant percentage of clients (40%) indicated more than a single interest in any given market, with the average client indicating 1.4 different activities.   Most of the time exporting goods or services represents one interest, with the other key interests tending to be R&D partnerships, licensing or franchising, and to a lesser extent CDIA.  Integrative Trade is taking hold, although it still appears to be relatively underdeveloped.

ii) So What? The Implications

With its Integrative Trade Initiative, these results support the TCS in pursuing the appropriate strategy in order to provide value to its clients.  In fact, given these results, one may infer that the TCS is ahead of the thinking of many.  That being said, these results provide confirmation that the TCS Integrative Trade strategy is an appropriate one.

9-7 Foreign Direct Investment

i) The Findings


With only 37 clients having responded that they used services related to FDI attraction, our ability to draw definitive conclusions in this area are quite limited.  Nevertheless, FDI remains an important activity, and while the TCS client base represented by the TRIO customer relationship management (CRM) database does not adequately represent foreign investors, there are certain observations which this survey allows us to draw.  
Perhaps most importantly, one of Canada’s competitive strengths among the limited number of foreign investors responding is technology and innovation, while competitive weaknesses in terms of attracting FDI tend to be public sector driven, i.e. government incentives and business taxes.
In terms of TCS service delivery, a signficant number of clients (35%) do not feel that TCS staff are sufficiently knowledgable or competent with regard to FDI issues in Canada, and 30% did no feel the information or documentation provided was relevant to their needs.

ii) So What? The Implications

We must stress that the findings are based on a very small number of clients; however, in our view, these results warrant at least further investigation in terms of assessing the level of skills or knowledge of those trade commissioners providing FDI attraction services, as well as the relevance or pertinence of the documentation provided.

TECHNICAL APPENDIX
The survey involved an online (email-Web) data collection methodology.  The online survey was designed, programmed and hosted by TNS Canadian Facts; however, all communications including email invitations and reminders were handled by the TCS as client lists could not be disclosed to TNS due to privacy regulations and public opinion research guidelines.  Clients were also provided with a 1-800 number to call if they preferred to complete the survey by telephone. 

The finalized version of the survey questionnaire consisted of 40 primarily closed ended questions (requiring approximately 15 minutes to complete).  The questionnaire was professionally translated to French to allow clients the option of completing the survey in either official language.

The survey target population was TCS clients who had requested at least one Core or Key service between April 1, 2008 and August 31, 2009, or received a business lead or intensive support with respect to investment attraction during the same time frame. It should be noted that the latter group represented a small proportion of the target population (i.e. 77 clients were invited to participate).  Those clients whose only service request was “cancelled” or was an “outcall” were excluded.  In total, there were 12,349 TCS clients who were eligible and invited to participate in the survey.   

An invitation to participate in the survey was sent to all TCS clients by Deputy Minister Levesque (via email) and the fieldwork was conducted over a three and a half week period from November 4 and ending November 27, 2009.  During the field period, two reminder email messages (November 10 and 19) were sent to clients who had not completed the survey at the time.  A total of 1,449 clients completed the online survey of which seven called in to the 1-800 telephone line.  Of the 1,449 clients who participated, the vast majority (1,360) completed the survey in English and 89 completed the survey in French. The response rate for this survey was 11.7%, which is completely consistent with industry norms for this type of survey among business.  

Prior to the conduct of any data analysis the data set was checked and cleaned to ensure that all responses were valid, logical and accurate.  The survey sample closely matched the population distributions for region, organization type, and sector and in no case varied by more than 3%.  As such, the decision was made (in consultation with the client team) that it would not be necessary to weight the sample data, as it provides a very good representation of the actual population of TCS clients.  Most surveys involve the selection of a random sample of a wider population where each member of the population has an equal probability of being selected.  In these surveys, margins of error at the 95% confidence (industry norm) are generally provided.  In this instance, the entire population was invited to participate in the survey, which is the definition of a ‘census’, and therefore, margins of error do not apply.  
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Survey Questionnaires

2009 Trade Commissioner Service Client Survey (English)

Introduction Screen

The Canadian Trade Commissioner Service (TCS) of the Department of Foreign Affairs and International Trade is conducting this survey to determine the level of satisfaction of its clients with the services it offers, as well as to understand the service quality attributes that meet your needs and expectations.

Your participation is voluntary and you can be assured that TNS Canadian Facts, as an independent third party and Gold Seal Member of the Marketing Research and Intelligence Association, will hold your comments in strict confidence. Your responses to questions will only be reported in aggregate form, and this information will be protected under the provisions of the Privacy Act.

This survey should take approximately 15-20 minutes to complete.

If you have any questions about this survey please contact: patrick.graham@tns-global.com or michel.lacourciere@international.gc.ca  

A.
Screening and Identification

1. Have you ever used a service offered by the Trade Commissioner Service (TCS) through: (SELECT ALL THAT APPLY)

· An embassy, consulate or trade office located outside of Canada

· A TCS  regional office (located in one of Canada’s provinces )

· Head office in Ottawa (Department of Foreign Affairs and International Trade)

· The Virtual Trade Commissioner (VTC) online portal

· Government of Canada or DFAIT website

· Do not recall using a TCS service ( THANK AND TERMINATE
IF ONLY EVER USED THE VTC AND/OR A WEBSITE, THANK AND TERMINATE

2. Have you ever used a program or service related to international business development offered by one of the following organizations: (SELECT ALL THAT APPLY)

· Agriculture and Agri-food Canada

· Industry Canada

· Natural Resources Canada

· National Research Council of Canada

· Export Development Canada

· Canada Mortgage and Housing Corporation

· Canadian Commercial Corporation

· Business Development Bank of Canada

· Western Economic Diversification Canada (WD)

· Canada Economic Development for Quebec Regions (CEDQ)

· Atlantic Canada Opportunities Agency (ACOA)

· FedNor

· Other Federal Government Department or Agency

· A provincial government department

· A municipality or local economic development agency

· None of the above

3. Which of the following services offered by the TCS have you used since April 1, 2008? SELECT ALL THAT APPLY 

· Preparing you for international markets through the provision of advice and information to clients who are pursuing commercial opportunities in a market (for the first time).  This service is typically provided by a TCS regional office in Canada.

· Assessing your potential in a target market through the provision of market intelligence and information, as well as advice on improving your market strategy

· Finding qualified contacts in your target market such as potential buyers and partners, professionals in financial and legal institutions, technology sources, agents, etc.

· Resolving problems such as advising on market access problems, local regulations and technical standards and other business challenges including; customs clearance and shipping, unfair business treatment, overdue accounts receivable, etc.

· Local company information which provides information on local organizations or companies that you have identified

· Visit information that provides you with practical advice on timing and organizing your business trip (e.g. local hotels, transport providers, etc.)

· Supporting / facilitating direct investment or expansion into Canada through the provision of direct links to key contacts, information on how to set up a business, intelligence on Canada’s strengths and capabilities, and site visit facilitation

· Providing information and/or assistance to attract foreign direct investment to Canada

· Referring inward direct investment opportunities (leads) to your organization for further development

· Providing strategic advice or facilitating Canadian Direct Investment Abroad (CDIA) including acquisition, green field investment or joint venture.

· Referring export sales leads
· Referring technology partnership opportunities or foreign R&D partnership opportunities

· Directing you to other relevant commercial programs and services

· Developing an investment strategy in your target market

· Providing information or advice on export and/or project financing

· Help in locating financial funding assistance

· Recommendations of trade fairs and trade missions to attend

· Other (SPECIFY): __________

· Have never used any of the above ( THANK AND TERMINATE
ONLY RESPONSES SELECTED IN Q3 WILL APPEAR IN Q4.  IF ONLY ONE RESPONSE SELECTED IN Q3, AUTO FILL Q4 AND GO TO Q5.  

4. Which ONE service offered by the TCS did you last use? If there is more than one service last used, please choose one for further evaluation.  SELECT ONE ANSWER ONLY

· Preparing you for international markets through the provision of advice and information to clients who are pursuing commercial opportunities in a market (for the first time).  This service is typically provided by a TCS regional office in Canada.

· Assessing your potential in a target market through the provision of market intelligence and information, as well as advice on improving your market strategy

· Finding qualified contacts in your target market such as potential buyers and partners, professionals in financial and legal institutions, technology sources, agents, etc.

· Resolving problems such as advising on market access problems, local regulations and technical standards and other business challenges including; customs clearance and shipping, unfair business treatment, overdue accounts receivable, etc.

· Local company information which provides information on local organizations or companies that you have identified

· Visit information that provides you with practical advice on timing and organizing your business trip (e.g. local hotels, transport providers, etc.)

· Supporting / facilitating direct investment or expansion into Canada through the provision of direct links to key contacts, information on how to set up a business, intelligence on Canada’s strengths and capabilities, and site visit facilitation

· Providing information and/or assistance to attract foreign direct investment to Canada

· Referring inward direct investment opportunities (leads) to your organization for further development

· Providing strategic advice or facilitating Canadian Direct Investment Abroad (CDIA) including acquisition, green field investment or joint venture

· Referring export sales leads
· Referring technology partnership opportunities or foreign R&D partnership opportunities

· Directing you to other relevant commercial programs and services

· Developing an investment strategy in your target market

· Providing information or advice on export and/or project financing

· Help in locating financial funding assistance

· Recommendations of trade fairs and trade missions to attend

· Other (SPECIFY): __________

B.
Evaluation of Last Service Transaction

The next set of questions pertain to your last, or most recent, service experience you had with the TCS, that is <INSERT ANSWER FROM Q4 >.  

Service Channel

5. From which of the following sources did you initially make your most recent service request, that is <INSERT ANSWER FROM Q4>, from the Trade Commissioner Service (TCS)? 

· Embassy, consulate or trade office located outside of Canada

· TCS regional office (located in one of Canada’s provinces)

· TCS head office located in Ottawa

· Agriculture and Agri-food Canada

· Industry Canada

· Natural Resources Canada

· National Research Council of Canada

· Export Development Canada

· Canadian Commercial Corporation

· Business Development Bank of Canada

· Canada Mortgage and Housing Corporation

· Western Economic Diversification Canada (WD)

· Canada Economic Development for Quebec Regions (CEDQ)

· Atlantic Canada Opportunities Agency (ACOA)

· FedNor

· Other Federal Government Department

· A provincial government department

· A municipality or local economic development agency

· The Virtual Trade Commissioner (VTC) online portal

· Government of Canada or DFAIT website

· Other (SPECIFY): _________

· Don’t remember ( SKIP TO Q9
IF DON’T KNOW AT Q5 SKIP TO Q9 – OTHERS CONTINUE

6. After your initial service request(s) to <INSERT ANSWER FROM Q5>, was any aspect of the service delivered to you through any of these other sources? (SELECT ALL THAT APPLY)

RESPONSE FROM Q5 WILL NOT BE SHOWN IN LIST BELOW

· No other sources used 

· Embassy, consulate or trade office located outside of Canada

· TCS regional office (located in one of Canada’s provinces)

· TCS head office located in Ottawa

· Agriculture and Agri-food Canada

· Industry Canada

· Natural Resources Canada

· National Research Council of Canada

· Export Development Canada

· Canadian Commercial Corporation

· Business Development Bank of Canada

· Canada Mortgage and Housing Corporation

· Western Economic Diversification Canada (WD)

· Canada Economic Development for Quebec Regions (CEDQ)

· Atlantic Canada Opportunities Agency (ACOA)

· FedNor

· Other Federal Government Department

· A provincial government department

· A municipality or local economic development agency

· The Virtual Trade Commissioner (VTC) online portal

· Government of Canada or DFAIT website

· Other (SPECIFY): _________

· Don’t remember

FOR EACH SOURCE IDENTIFIED IN Q5 AND Q6, ASK Q7

7. How would you rate the service you received through <INSERT SOURCE FROM Q5, Q6> in each of the following areas? 

	
	Poor
	Fair
	Good
	Very Good
	Excellent
	Don’t know

	Ease of use
	· 
	· 
	· 
	· 
	· 
	· 

	Quality of the information provided
	· 
	· 
	· 
	· 
	· 
	· 

	Timeliness of delivery of what you needed
	· 
	· 
	· 
	· 
	· 
	· 


SKIP Q9 and Q10 IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT, GO TO Q11

8. At the time of your last service request, was your organization already active and/or doing business in the target market(s)? 

· Already doing business in the target market(s)

· No, it was a new market but have done business abroad before



· First time doing business abroad

· Not applicable

9. What were the main reasons for your organization’s interest in this market(s)? (SELECT ALL THAT APPLY)

· Export of goods (products, commodities)

· Export of services, including financial services






· Making Canadian Direct Investment Abroad (CDIA) including a foreign acquisition, green field, equity investment or joint venture



· Seeking international sources of project financing or venture capital


· Seeking Research and Development and/or technology partnerships


· Licensing or franchising your technology in this market




· Acquiring or sourcing a foreign technology


· Sourcing foreign inputs, components, services or other imports to remain competitive 

· Other (SPECIFY) __________________






· Don’t know / not sure









ASK Q11 AND Q12 ONLY IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT, ALL OTHERS GO TO Q13

10. What were the main reasons for your organization’s recent interest in investing or expanding its operations in Canada? SELECT ALL THAT APPLY
· To service the Canadian market

· To service export markets including the United States from Canada

· To access raw material, energy or other inputs

· To access Canadian labour or skills

· To access Canadian technology or expertise

· To diversify into global markets

· To diversify risk

· To acquire a Canadian enterprise

· Other (SPECIFY)________________

11. In considering Canada as a place to invest or expand your operations, how would you rank its competitiveness within North America on the following attributes?

	
	Not at all competitive
	Somewhat uncompetitive
	Somewhat competitive
	Very competitive
	Don’t know

	Access to export markets
	· 
	· 
	· 
	· 
	· 

	Raw material costs
	· 
	· 
	· 
	· 
	· 

	Energy costs
	· 
	· 
	· 
	· 
	· 

	Labour quality and costs
	· 
	· 
	· 
	· 
	· 

	Business taxes
	· 
	· 
	· 
	· 
	· 

	Technology and innovation
	· 
	· 
	· 
	· 
	· 

	Research and development capability or facilities
	· 
	· 
	· 
	· 
	· 

	Business friendly environment
	· 
	· 
	· 
	· 
	· 

	Government programs and incentives
	· 
	· 
	· 
	· 
	· 


Service Attribute Evaluation

12. Referring to your most recent service request, that is <INSERT ANSWER FROM Q4>, did someone from the Trade Commissioner Service acknowledge receipt of your service request within five working days?

· Yes

· No

· Don’t remember

13. Please indicate the level to which you disagree or agree with each of the following statements as it pertains to your most recent service request, that is <INSERT ANSWER FROM Q4>.  

	ROTATE WITHIN SECTION
	Strongly disagree
	Disagree
	Neither disagree nor agree
	Agree
	Strongly agree
	Don’t know / Not applicable

	ALL RESPONDENTS

	Staff were knowledgeable and competent
	· 
	· 
	· 
	· 
	· 
	· 

	The information and documentation provided to me was relevant to my needs
	· 
	· 
	· 
	· 
	· 
	· 

	Staff were creative in providing advice and support beyond my initial request
	· 
	· 
	· 
	· 
	· 
	· 

	I was provided with accurate and  up-to-date information
	· 
	· 
	· 
	· 
	· 
	· 

	Staff understood enough about the dynamics of the specific business or sector involved to add value to our business development effort
	· 
	· 
	· 
	· 
	· 
	· 

	I was able to reach someone from the TCS when I needed to 
	· 
	· 
	· 
	· 
	· 
	· 

	I dealt with a reasonable number of people to get what I needed
	· 
	· 
	· 
	· 
	· 
	· 

	I waited a reasonable amount of time to obtain what I needed
	· 
	· 
	· 
	· 
	· 
	· 

	I was able to receive the service in the official language (English or French) of my choice
	· 
	· 
	· 
	· 
	· 
	· 

	I feel confident that my privacy and commercial confidentiality were fully protected
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED PREPARING FOR INTERNATIONAL MARKETS AT Q4

	The information I received was helpful to understand overall market conditions
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED FINDING QUALIFIED CONTACTS AT Q4

	The contacts I received were the right people with which to do business 
	· 
	· 
	· 
	· 
	· 
	· 

	The relevance of each contact to my organization was provided to me
	· 
	· 
	· 
	· 
	· 
	· 

	The information provided on the contacts lists was up-to-date, accurate
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED Assessing potential in a target market AT Q4

	The market intelligence about local companies and organizations was useful
	· 
	· 
	· 
	· 
	· 
	· 

	The business rationale on whether or not to pursue an opportunity was clearly explained to me
	· 
	· 
	· 
	· 
	· 
	· 

	The intelligence provided identified both opportunities and potential difficulties
	· 
	· 
	· 
	· 
	· 
	· 

	The advice concerning the next steps was helpful 
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED RESOLVING PROBLEMS AT Q4

	When I ran into a problem and asked for assistance, they got right on to it
	· 
	· 
	· 
	· 
	· 
	· 

	They referred me to the right contacts if they could not help me directly
	· 
	· 
	· 
	· 
	· 
	· 

	They genuinely tried to help me with my problem(s)
	· 
	· 
	· 
	· 
	· 
	· 

	The problem was resolved to my satisfaction
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED services dealing with foreign direct investment AT Q4

	Staff were knowledgeable and competent about Foreign Direct Investment in Canada
	· 
	· 
	· 
	· 
	· 
	· 

	The information and documentation provided to me was relevant to my needs
	· 
	· 
	· 
	· 
	· 
	· 

	The referrals provided to me were the right ones for my needs
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED services dealing with CANADIAN direct investment ABROAD (CDIA) AT Q4

	Staff were knowledgeable and competent about CDIA in general
	· 
	· 
	· 
	· 
	· 
	· 

	The information and documentation provided to me (including services available from other government or Canada sources such as EDC, BDC, etc.) was relevant to my needs
	· 
	· 
	· 
	· 
	· 
	· 

	The information and documentation provided to me (including services available from other government or Canada sources such as EDC, BDC, etc.) may have influenced the final decision on the investment location 
	· 
	· 
	· 
	· 
	· 
	· 


C.
Understanding Clients and Their Needs

The next set of questions focus on understanding what types of services your organization needs with respect to conducting international business, as well as the types of challenges you face in doing so.

SKIP Q16 - Q19 IF Q3 = FOREIGN DIRECT INVESTMENT (ITEMS 7, 8 and 9 at Q4) AND NOTHING ELSE
14. How much assistance does your organization need for the following types of support when developing business in markets outside of Canada? SELECT ALL THAT APPLY

	
	No need at all
	Need somewhat
	Fairly strong need
	Very strong need
	Don’t know

	Market intelligence and information, as well as advice on improving your market strategy
	· 
	· 
	· 
	· 
	· 

	Referrals to qualified contacts such as potential buyers and partners, professionals in financial and legal institutions, technology sources, agents, etc.
	· 
	· 
	· 
	· 
	· 

	Advice on market access problems and other business challenges including; customs clearance and shipping, unfair business treatment, overdue accounts receivable, etc.
	· 
	· 
	· 
	· 
	· 

	Referral of  international business opportunities (i.e. export sales leads)
	· 
	· 
	· 
	· 
	· 

	Referral of technology partnership opportunities or foreign R&D partnership opportunities
	· 
	· 
	· 
	· 
	· 

	Information and/or assistance to attract foreign direct investment to Canada
	· 
	· 
	· 
	· 
	· 

	Referrals of foreign direct investment opportunities (leads) to your organization for further development
	· 
	· 
	· 
	· 
	· 

	Referrals to other relevant commercial programs and services
	· 
	· 
	· 
	· 
	· 

	Advice on implementing an investment strategy
	· 
	· 
	· 
	· 
	· 

	Information or advice on export and/or project financing
	· 
	· 
	· 
	· 
	· 

	Help in locating financial funding assistance
	· 
	· 
	· 
	· 
	· 

	Recommendations of trade fairs and trade missions to attend
	· 
	· 
	· 
	· 
	· 

	Practical advice on timing and organizing your business trip 
	· 
	· 
	· 
	· 
	· 

	Information on local organizations or companies that you have identified
	· 
	· 
	· 
	· 
	· 


15. Are there any other types of services or products your organization strongly needs when developing business in markets outside of Canada?

_______________________________________________

16. Thinking about the next three years, which three international markets does your organization expect to be the most important in terms of growth and allocation of resources? Please note that this does not necessarily mean the markets where you anticipate your largest revenues or sales, rather where you expect the most growth, challenges and/or opportunities. DROPDOWN LIST
	
	Most important
	Second most important
	Third most important

	United States
	· 
	· 
	· 

	European Community 
	· 
	· 
	· 

	China
	· 
	· 
	· 

	United Kingdom
	· 
	· 
	· 

	Algeria
	· 
	· 
	· 

	Argentina
	· 
	· 
	· 

	Australia
	· 
	· 
	· 

	Austria
	· 
	· 
	· 

	Bangladesh
	· 
	· 
	· 

	Barbados
	· 
	· 
	· 

	Belgium
	· 
	· 
	· 

	Bosnia-Herzegovina
	· 
	· 
	· 

	Brazil
	· 
	· 
	· 

	Brunei
	· 
	· 
	· 

	Bulgaria
	· 
	· 
	· 

	Burkina Faso
	· 
	· 
	· 

	Cambodia
	· 
	· 
	· 

	Cameroon
	· 
	· 
	· 

	Chile
	· 
	· 
	· 

	Colombia
	· 
	· 
	· 

	Costa Rica
	· 
	· 
	· 

	Croatia
	· 
	· 
	· 

	Cuba
	· 
	· 
	· 

	Cyprus
	· 
	· 
	· 

	Czech Republic
	· 
	· 
	· 

	Democratic Republic of the Congo
	· 
	· 
	· 

	Denmark
	· 
	· 
	· 

	Dominican Republic
	· 
	· 
	· 

	Ecuador
	· 
	· 
	· 

	Egypt
	· 
	· 
	· 

	El Salvador
	· 
	· 
	· 

	Ethiopia
	· 
	· 
	· 

	Finland
	· 
	· 
	· 

	France
	· 
	· 
	· 

	Germany
	· 
	· 
	· 

	Ghana
	· 
	· 
	· 

	Greece
	· 
	· 
	· 

	Guatemala
	· 
	· 
	· 

	Guyana
	· 
	· 
	· 

	Haiti
	· 
	· 
	· 

	Hungary
	· 
	· 
	· 

	Iceland
	· 
	· 
	· 

	India
	· 
	· 
	· 

	Indonesia
	· 
	· 
	· 

	Iran
	· 
	· 
	· 

	Ireland
	· 
	· 
	· 

	Israel
	· 
	· 
	· 

	Italy
	· 
	· 
	· 

	Ivory Coast
	· 
	· 
	· 

	Jamaica
	· 
	· 
	· 

	Japan
	· 
	· 
	· 

	Jordan
	· 
	· 
	· 

	Kazakhstan
	· 
	· 
	· 

	Kenya
	· 
	· 
	· 

	Kuwait
	· 
	· 
	· 

	Latvia
	· 
	· 
	· 

	Lebanon
	· 
	· 
	· 

	Libya
	· 
	· 
	· 

	Malaysia
	· 
	· 
	· 

	Mali
	· 
	· 
	· 

	Mexico
	· 
	· 
	· 

	Mongolia
	· 
	· 
	· 

	Morocco
	· 
	· 
	· 

	Mozambique
	· 
	· 
	· 

	Netherlands
	· 
	· 
	· 

	New Zealand
	· 
	· 
	· 

	Nigeria
	· 
	· 
	· 

	Norway
	· 
	· 
	· 

	Pakistan
	· 
	· 
	· 

	Panama
	· 
	· 
	· 

	Peru
	· 
	· 
	· 

	Philippines
	· 
	· 
	· 

	Poland
	· 
	· 
	· 

	Portugal
	· 
	· 
	· 

	Romania
	· 
	· 
	· 

	Russia
	· 
	· 
	· 

	Saudi Arabia
	· 
	· 
	· 

	Senegal
	· 
	· 
	· 

	Serbia and Montenegro
	· 
	· 
	· 

	Singapore
	· 
	· 
	· 

	Slovakia
	· 
	· 
	· 

	South Africa
	· 
	· 
	· 

	South Korea
	· 
	· 
	· 

	Spain
	· 
	· 
	· 

	Sri Lanka
	· 
	· 
	· 

	Sweden
	· 
	· 
	· 

	Switzerland
	· 
	· 
	· 

	Syria
	· 
	· 
	· 

	Taiwan
	· 
	· 
	· 

	Tanzania
	· 
	· 
	· 

	Thailand
	· 
	· 
	· 

	Trinidad & Tobago
	· 
	· 
	· 

	Tunisia
	· 
	· 
	· 

	Turkey
	· 
	· 
	· 

	Ukraine
	· 
	· 
	· 

	United Arab Emirates
	· 
	· 
	· 

	Uruguay
	· 
	· 
	· 

	Venezuela
	· 
	· 
	· 

	Vietnam
	· 
	· 
	· 

	West Bank and Gaza Strip
	· 
	· 
	· 

	Zambia
	· 
	· 
	· 

	Zimbabwe
	· 
	· 
	· 

	Other Africa & Middle East
	· 
	· 
	· 

	Other Asia Pacific
	· 
	· 
	· 

	Other Europe
	· 
	· 
	· 

	Other Latin America & Caribbean
	· 
	· 
	· 

	Other North America
	· 
	· 
	· 

	No others / Don’t know
	· 
	· 
	· 


SKIP Q19 IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT
17. The table below identifies several potential challenges and obstacles that organizations face when pursing business opportunities in foreign markets.  How important a challenge is each of these to your organization?

	
	Not at all important
	Not very important
	Somewhat important
	Very important
	Not applicable

	The rising Canadian dollar
	· 
	· 
	· 
	· 
	· 

	Canadian export taxes or permits
	· 
	· 
	· 
	· 
	· 

	Uncertainty of international standards
	· 
	· 
	· 
	· 
	· 

	Access to financing
	· 
	· 
	· 
	· 
	· 

	Concern of violation of patents and/or intellectual property rights
	· 
	· 
	· 
	· 
	· 

	Foreign tariffs or trade barriers
	· 
	· 
	· 
	· 
	· 

	Border security issues
	· 
	· 
	· 
	· 
	· 

	Distance to customers
	· 
	· 
	· 
	· 
	· 

	Linguistic or cultural obstacles
	· 
	· 
	· 
	· 
	· 

	Corruption
	· 
	· 
	· 
	· 
	· 


ASK Q20 IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT, ALL OTHERS SKIP TO Q21
18. How important are the following issues to your organization when considering Canada as a place to invest?

	
	Not at all important
	Not very important
	Somewhat important
	Very important
	Not applicable

	Overall business costs
	· 
	· 
	· 
	· 
	· 

	Business taxes
	· 
	· 
	· 
	· 
	· 

	Investment incentives
	· 
	· 
	· 
	· 
	· 

	Foreign ownership restrictions
	· 
	· 
	· 
	· 
	· 

	Labour availability and skills
	· 
	· 
	· 
	· 
	· 

	Immigration and business mobility
	· 
	· 
	· 
	· 
	· 

	Regulations and legislation
	· 
	· 
	· 
	· 
	· 

	Canada – U.S. border
	· 
	· 
	· 
	· 
	· 


19. To what degree does your company integrate the following aspects into its planning and operations overseas?

	
	Not at all
	Not very much 
	Somewhat
	Very much
	Critical
	Don’t know

	Corporate social responsibility
	· 
	· 
	· 
	· 
	· 
	· 

	Canadian Direct Investment Abroad
	· 
	· 
	· 
	· 
	· 
	· 

	Global Value Chains
	· 
	· 
	· 
	· 
	· 
	· 


20. How would you rate your level of knowledge of the Trade Commissioner Service policies, strategies and activities to promote and advise on: 

	
	Poor
	Fair
	Good 
	Very good
	Excellent
	Don’t know / Not applicable

	Corporate social responsibility
	· 
	· 
	· 
	· 
	· 
	· 

	Canadian Direct Investment Abroad
	· 
	· 
	· 
	· 
	· 
	· 

	Global Value Chains
	· 
	· 
	· 
	· 
	· 
	· 


D.
Business Impact of the TCS

The next section looks at the extent to which the Trade Commissioner Service has contributed to the achievement of your organization’s commercial objectives in your target market(s).   For the following questions, please consider your overall relationship with the TCS, that is to say the combined effect of all interactions with the TCS since April 1, 2008.  Please rest assured that all information you provide will be kept completely confidential.

22a


	
	Definitely not
	Probably not
	Fairly likely
	Probably
	Definitely
	Don’t know

	How likely are you to recommend the services of the TCS to colleagues or business associates?
	· 
	· 
	· 
	· 
	· 
	· 

	How likely are you to use the services of the TCS again?
	· 
	· 
	· 
	· 
	· 
	· 


21. Please indicate the level to which you disagree or agree with each of the following statements regarding the TCS’ contribution to your international business development efforts.

	The TCS helped my organization…

ROTATE LIST
	Strongly disagree
	Disagree
	Neither disagree nor agree
	Agree
	Strongly Agree
	Don’t know / Not applicable

	Gain confidence to explore or expand in a foreign market
	· 
	· 
	· 
	· 
	· 
	· 

	Gain access to customers and partners that would have been difficult to obtain without the support of the TCS
	· 
	· 
	· 
	· 
	· 
	· 

	Gain access to intelligence and information that would have been difficult to obtain without the support of the TCS
	· 
	· 
	· 
	· 
	· 
	· 

	Overcome or avoid barriers to new foreign business opportunities
	· 
	· 
	· 
	· 
	· 
	· 

	Improve our profile and credibility in foreign markets
	· 
	· 
	· 
	· 
	· 
	· 

	Improve our knowledge of the competitive environment in our target market(s)
	· 
	· 
	· 
	· 
	· 
	· 

	Improve our marketing strategy in our target market(s)
	· 
	· 
	· 
	· 
	· 
	· 

	Avoid mistakes, delays or incurring additional costs in pursuing an opportunity
	· 
	· 
	· 
	· 
	· 
	· 

	Obtain and assess market or industry information which helped me decide whether or not to pursue an opportunity
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED services dealing with foreign direct investment attraction AT Q3

	The TCS identified a lead or opportunity which led to a foreign direct investment in Canada
	· 
	· 
	· 
	· 
	· 
	· 

	To the best of your knowledge, the TCS provided information, service or support which influenced a successful foreign direct  investment decision for Canada
	· 
	· 
	· 
	· 
	· 
	· 

	The information and documentation provided may have influenced the final decision on the investment location
	· 
	· 
	· 
	· 
	· 
	· 

	ASK ONLY RESPONDENTS WHO USED services dealing with Canadian direct investment Abroad (CDIA) AT Q3

	The TCS identified a lead or opportunity which led to a Canadian Direct Investment Abroad (CDIA)
	· 
	· 
	· 
	· 
	· 
	· 

	To the best of your knowledge, the TCS provided information, service or support which influenced a successful Canadian Direct Investment Abroad (CDIA)
	· 
	· 
	· 
	· 
	· 
	· 


22. Since April 1, 2008 has your organization actively pursued or entered into negotiations of a commercial agreement (e.g. sales, licensing, investment, innovation, sourcing, etc.) with a business partner in markets where you sought assistance from the TCS?

· Yes

· No ( SKIP TO Q36
23. Between April 1, 2008 and March 31, 2009 has your organization concluded (i.e. signed) any new commercial agreement(s) with a foreign business partner(s) in markets where you sought assistance from the TCS?

· Yes

· No ( SKIP TO Q36
· Don’t know ( SKIP TO Q36
24. Between April 1, 2008 and March 31, 2009, did your organization record (or contribute to) any financial results in markets where you sought assistance from the TCS? 

· Yes ( SKIP TO Q28






· No


· Don’t know ( SKIP TO Q32
· Decline ( SKIP TO Q32
25. What were the reasons your organization did not record any financial results abroad? SELECT ALL THAT APPLY
· Buyer or local contact was not responsive

· Lack of financial and other resources

· Not price competitive

· Not prepared to enter the market

· Insufficient production capacity

· Regulatory issues or related impediments

· Other (SPECIFY): ________

SKIP Q28 to Q36 IF Q26 = “NO”

26. What type(s) of financial result did your organization achieve (or contribute to) between April 1, 2008 and March 31, 2009? SELECT ALL THAT APPLY
· Export of goods

· Export of services







· New Direct Investment in Canada

· Expansion of existing investment in Canada




· Investment abroad leading to revenue




· Partnership, joint venture or other alliance leading to revenue


· Foreign affiliate sales

· Licensing of technology

· Other (SPECIFY): _____________

FOR EACH RESPONSE SELECTED IN Q28, ASK Q29 AND Q30 AND Q31

27. Referring specifically to <INSERT RESPONSES FROM Q28>, what was the approximate total value of these financial results in Canadian dollars for your organization’s most recent annual financial reporting period? If it included partners, please indicate the value to your organization only.


Total Value: $_____________________


If not sure, to the best of your knowledge was it: 

· Less than $10,000




· $10,000 to less than $25,000

· $25,000 to less than $100,000



· $100,000 to less than $1 million



· $1 million to less than $2 million



· $2 million to less than $5 million



· $5 million to less than $10 million



· $10 million to less than $50 million

· $50 million to less than $100 million

· $100 million  or more

· Don’t know

· Decline





28. Referring specifically to <INSERT RESPONSES FROM Q28>, based on a 5-point scale, where “1 means No Contribution” and “5 means Major Contribution”, to what extent did the Trade Commissioner Service make at least some positive contribution to achieving any of this financial result?

	1 – No contribution
	2
	3
	4
	5 – Major Contribution
	Don’t know

	· 
	· 
	· 
	· 
	· 
	· 


29. Referring specifically to <INSERT RESPONSES FROM Q28>, would you have achieved this financial result without the help of the TCS?

· Yes

· Yes, but it would have taken more time and resources






· No


· Don’t know 

30. Did the conclusion of new sales/partnership agreement(s) with overseas business partners in markets where you sought assistance from the TCS lead to a change in employment within your organization?

· Yes

· No ( SKIP TO Q34
· Not applicable ( SKIP TO Q34
· Don’t know ( SKIP TO Q34
· Decline ( SKIP TO Q34
31. Which of the following best describes the change in employment within your organization?

· Net increase by more than 10%

· Net increase by 10% or less

· Net decrease by less than 10%

· Net decrease by more than 10%

· Decline

32. Did the conclusion of new sales/partnership agreement(s) with overseas business partners in markets where you sought assistance from the TCS lead to a transfer of any new technologies? 

· Yes

· No ( SKIP TO Q36
· Not applicable ( SKIP TO Q36
· Don’t know ( SKIP TO Q36
· Decline ( SKIP TO Q36
33. Which of the transfer of new technologies took place as a result of the conclusion of new sales/partnership agreement(s) with overseas business partners? (SELECT ALL THAT APPLY)

· Flow of new technology from foreign partner to Canada

· Flow of new technology from Canada to foreign partner

· Pursuit of joint research and development for the organization as a whole

· Other

· Don’t know

34. Thinking about all your interactions with the Trade Commissioner Service (TCS) since April 1, 2008 and the present time, how would you rate your overall satisfaction with the service and advice provided by the TCS?

	1 – 

Very Dissatisfied
	2
	3
	4
	5 – 

Very Satisfied

	· 
	· 
	· 
	· 
	· 


E.
Demographics

For statistical purposes, we’d like some information on your organization.  The information we collect will be reported in aggregate form only to profile organizations. Individual organization / business information will be kept confidential.

35. How many employees do you have in your organization? Please include employees from all locations in your organization.  

· 1 – 9




· 10 – 49




· 50 – 99




· 100 – 499



· 500 – 999




· 1000 or more




· Don’t know

· Decline



36. What were your organization’s total worldwide sales and revenues (including domestic sales) in Canadian dollars for your organization’s most recent annual financial reporting period?  

· Less than $250,000




· $250,000 to less than $1 million



· $1 million to less than $5 million


· $5 million to less than $25 million

· $25 million or more




· Not applicable




· Refused  

· Don’t know


37. Please indicate where your organization’s ultimate global parent is located.  Is it headquartered in…:

· Canada

· the United States

· Mexico or Central America (including the Caribbean)

· South America

· Europe

· Asia

· the Middle East

· Africa

· Decline

38. In which Canadian province or territory are your organization’s Canadian headquarters, manufacturing and/or research and development facilities located? Select all that apply
· British Columbia

· Alberta

· Saskatchewan

· Manitoba

· Ontario

· Quebec

· New Brunswick

· Nova Scotia

· Prince Edward Island

· Newfoundland

· Yukon

· Northwest Territories

· Nunavut

39. Please provide any further comments or suggestions you may have on ways of improving the quality of the TCS’ services and products in response to your evolving needs.

___________________________________

THANK YOU FOR TAKING THE TIME TO COMPLETE THIS IMPORTANT SURVEY.
2009 Trade Commissioner Service Client Survey (French)

	
	
	

	
	Le Service des délégués commerciaux du Canada (SDC) du ministère des Affaires étrangères et Commerce international effectue ce sondage afin de déterminer le degré de satisfaction de ses clients en ce qui a trait aux services qu’il offre, et comprendre les caractéristiques de la qualité du service qui répondent à vos besoins et attentes.

Votre participation est volontaire et vous avez l’assurance que TNS Canadian Facts, à titre de tiers parti indépendant et membre accrédité Sceau d’or de l’Association de la recherche et de l’intelligence marketing, traitera vos commentaires dans la plus stricte confidence. Vos réponses aux questions ne seront transmises qu’une fois regroupées, et cette information sera protégée en vertu des stipulations de la Loi sur la protection des renseignements personnels.

Ce sondage devrait vous prendre environ 15 à 20 minutes à remplir.

Si vous avez des questions au sujet du sondage, veuillez communiquer avec : patrick.graham@tns-global.com ou michel.lacourcière@international.gc.ca
	

	
	
	


	Q1: S,
	
	

	QT
	Avez-vous déjà utilisé un service offert par Le Service des délégués commerciaux (SDC) en passant par : 

Sélectionnez tout ce qui s'applique
	

	
	
	

	AL
	Une ambassade, un consulat ou un bureau commercial situé à l’extérieur du Canada
	

	
	Un bureau régional du SDC (situé dans l'une des provinces du Canada)
	

	
	Le siège social à Ottawa (Ministères des Affaires étrangères et Commerce international)
	

	
	Le portail en ligne du délégué commercial virtuel (DCV)
	

	
	Le site Web du gouvernement du Canada ou du ministère des Affaires étrangères et Commerce international Canada
	

	
	Je ne me souviens pas d’avoir utilisé un service du SDC
	

	
	
	


	
	
	

	
	IF DO NOT RECALL USING A TCS SERVICE THANK AND TERMINATE

IF ONLY EVER USED THE VTC AND/OR A WEBSITE (4 AND/OR 5), THANK AND TERMINATE
	

	
	
	


	Q2: S,
	
	

	QT
	Avez-vous déjà utilisé un programme ou service lié au développement du commerce international offert par l’une des organisations suivantes : 

(SÉLECTIONNEZ TOUT CE QUI S’APPLIQUE)
	

	
	
	

	AL
	Agriculture et agroalimentaire Canada
	

	
	Industrie Canada
	

	
	Ressources naturelles Canada
	

	
	Conseil national de recherches du Canada
	

	
	Exportation et développement Canada
	

	
	Société canadienne d’hypothèques et de logement
	

	
	Corporation commerciale canadienne
	

	
	Banque de développement du Canada (BDC)
	

	
	Diversification de l’économie de l’Ouest canadien
	

	
	Développement économique Canada pour les régions du Québec
	

	
	Agence de promotion économique du Canada atlantique (APECA)
	

	
	FedNor
	

	
	Autre ministère ou agence du gouvernement fédéral
	

	
	Un ministère du gouvernement provincial
	

	
	Une municipalité ou agence de développement économique locale
	

	
	Aucune de ces réponses
	

	
	
	


	Q3: S,
	
	

	QT
	Lesquels des services suivants offerts par le SDC avez-vous utilisés depuis le 1er avril 2008? 

SÉLECTIONNEZ TOUT CE QUI S’APPLIQUE
	

	
	
	

	AL
	<B>Préparation aux marchés mondiaux</B> par le biais de conseils et d’informations donnés aux clients qui sont à la recherche d'occasions commerciales dans un marché (pour la première fois).  Ce service est habituellement offert par un bureau régional du SDC au Canada.
	

	
	<B>Évaluation de votre potentiel</B> dans un marché cible par le biais d’intelligence et d’information sur le marché et de conseils quant à la façon d’améliorer votre stratégie de marché
	

	
	<B>Trouver des contacts qualifiés</B> dans votre marché cible tels que des acheteurs et partenaires potentiels, des professionnels des domaines financiers et juridiques, des sources technologiques, des agents d’affaires, etc.
	

	
	<B>Résolution de problème</B> par le biais de conseils sur les problèmes d’accès au marché, la réglementation locale et les normes techniques et autres défis incluant : le dédouanement et l’expédition, les pratiques commerciales déloyales, les comptes en souffrance, etc.
	

	
	<B>Information sur les compagnies locales</B> fournissant de l’information sur les organisations ou compagnies locales que vous avez identifiées
	

	
	<B>Information pour les visiteurs</B> par le biais de conseils pratiques sur le moment opportun de faire votre voyage d’affaires et l’organisation du voyage (ex. hôtels locaux, fournisseurs de transport, etc.)
	

	
	<B>Appuyer / faciliter les investissements directs ou l’expansion au Canada</B> par le biais de liens directs avec des contacts clés, de l’information sur la façon de démarrer une entreprise, de l’intelligence sur les forces et possibilités qu’offre le Canada, et vous faciliter la visite du site
	

	
	Fournir de l’information et/ou de l’aide pour <B>attirer les investissements directs étrangers</B> au Canada
	

	
	<B>Diriger votre organisation vers des opportunités d'investissements canadiens à l'étranger </B> (clients potentiels) en vue d’augmenter vos activités
	

	
	<B>Fournir des conseils stratégiques ou faciliter les Investissements directs canadiens à l’étranger (IDCE)</B>, y compris les acquisitions, installations nouvelles, placements en actions ou coentreprises
	

	
	Vous diriger vers des <B>clients potentiels dans le domaine de la vente-export</B>
	

	
	Vous diriger vers des <B>opportunités de partenariat en technologie</B> ou des opportunités de partenariat en recherche et développement à l’étranger
	

	
	Vous diriger vers d’autres programmes et services commerciaux pertinents
	

	
	Développer une stratégie d’investissement dans votre marché cible
	

	
	Fournir de l’information ou des conseils sur l’exportation et/ou le financement de projets
	

	
	Vous aider à trouver un financement ou un appui financier
	

	
	Recommander des salons commerciaux et missions commerciales auxquels vous pourriez assister
	

	
	Autre (PRÉCISEZ) : OUVERTE
	

	
	Je n’ai jamais utilisé un de ces services
	

	
	
	


	
	
	

	
	IF HAVE NEVER USED ANY OF THE ABOVE THANK AND TERMINATE

ONLY RESPONSES SELECTED IN Q3 WILL APPEAR IN Q4.  IF ONLY ONE RESPONSE SELECTED IN Q3, AUTO FILL Q4 AND GO TO Q5.
	

	
	
	


	Q4: S,
	
	

	QT
	Quel est le dernier service offert par le SDC que vous avez utilisé? Si vous avez utilisé plus d'un service la dernière fois, veuillez en choisir un pour l'évaluation.

Sélectionnez une seule réponse
	

	
	
	

	AL
	<B>Préparation aux marchés mondiaux</B> par le biais de conseils et d’informations donnés aux clients qui sont à la recherche d'occasions commerciales dans un marché (pour la première fois).  Ce service est habituellement offert par un bureau régional du SDC au Canada.
	

	
	<B>Évaluation de votre potentiel</B> dans un marché cible par le biais d’intelligence et d’information sur le marché et de conseils quant à la façon d’améliorer votre stratégie de marché
	

	
	<B>Trouver des contacts qualifiés</B> dans votre marché cible tels que des acheteurs et partenaires potentiels, des professionnels des domaines financiers et juridiques, des sources technologiques, des agents d’affaires, etc.
	

	
	<B>Résolution de problème</B> par le biais de conseils sur les problèmes d’accès au marché, la réglementation locale et les normes techniques et autres défis incluant : le dédouanement et l’expédition, les pratiques commerciales déloyales, les comptes en souffrance, etc.
	

	
	<B>Information sur les compagnies locales</B> fournissant de l’information sur les organisations ou compagnies locales que vous avez identifiées
	

	
	<B>Information pour les visiteurs</B> par le biais de conseils pratiques sur le moment opportun de faire votre voyage d’affaires et l’organisation du voyage (ex. hôtels locaux, fournisseurs de transport, etc.)
	

	
	<B>Appuyer / faciliter les investissements directs ou l’expansion au Canada</B> par le biais de liens directs avec des contacts clés, de l’information sur la façon de démarrer une entreprise, de l’intelligence sur les forces et possibilités qu’offre le Canada, et vous faciliter la visite du site
	

	
	Fournir de l’information et/ou de l’aide pour <B>attirer les investissements directs étrangers</B> au Canada
	

	
	<B>Diriger votre organisation vers des opportunités d'investissements canadiens à l'étranger </B> (clients potentiels) en vue d’augmenter vos activités
	

	
	<B>Fournir des conseils stratégiques ou faciliter les Investissements directs canadiens à l’étranger (IDCE)</B>, y compris les acquisitions, installations nouvelles, placements en actions ou coentreprises
	

	
	Vous diriger vers des <B>clients potentiels dans le domaine de la vente-export</B>
	

	
	Vous diriger vers des <B>opportunités de partenariat en technologie</B> ou des opportunités de partenariat en recherche et développement à l’étranger
	

	
	Vous diriger vers d’autres programmes et services commerciaux pertinents
	

	
	Développer une stratégie d’investissement dans votre marché cible
	

	
	Fournir de l’information ou des conseils sur l’exportation et/ou le financement de projets
	

	
	Vous aider à trouver un financement ou un appui financier
	

	
	Recommander des salons commerciaux et missions commerciales auxquels vous pourriez assister
	

	
	Autre (PRÉCISEZ) : OUVERTE
	

	
	
	


	
	
	

	
	La prochaine série de questions se rapporte à votre dernière, ou plus récente, expérience du service fourni par le SDC, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	


	Q5: S,
	
	

	QT
	Parmi les sources suivantes, quelle est celle où vous avez <B>d’abord</B> présenté votre demande de service la plus récente, c’est-à-dire <INSERT ANSWER FROM Q4 BOLD TEXT ONLY>, du Service des délégués commerciaux (SDC)?
	

	
	
	

	AL
	Une ambassade, un consulat ou un bureau commercial situé à l’extérieur du Canada
	

	
	Un bureau régional du SDC (situé dans l'une des provinces du Canada)
	

	
	Le siège social du SDC à Ottawa
	

	
	Agriculture et agroalimentaire Canada
	

	
	Industrie Canada
	

	
	Ressources naturelles Canada
	

	
	Conseil national de recherches du Canada
	

	
	Exportation et développement Canada
	

	
	Corporation commerciale canadienne
	

	
	Banque de développement du Canada (BDC)
	

	
	Société canadienne d’hypothèques et de logement
	

	
	Diversification de l’économie de l’Ouest canadien
	

	
	Développement économique Canada pour les régions du Québec
	

	
	Agence de promotion économique du Canada atlantique (APECA)
	

	
	FedNor
	

	
	Un autre ministère du gouvernement fédéral
	

	
	Un ministère du gouvernement provincial
	

	
	Une municipalité ou agence de développement économique locale
	

	
	Le portail en ligne du délégué commercial virtuel (DCV)
	

	
	Le site Web du gouvernement du Canada ou du ministère des Affaires étrangères et Commerce international Canada
	

	
	Autre (précisez) : OUVERTE
	

	
	Je ne me souviens pas
	

	
	
	


	
	
	

	
	SI DON’T REMEMBER AT Q5 SKIP TO Q9. OTHERS CONTINUE.

RESPONSE FROM Q5 WILL NOT BE SHOWN IN Q6AL
	

	
	
	


	Q6: S,
	
	

	QT
	Après votre demande initiale de service auprès de la source suivante : <INSERT ANSWER FROM Q5>, y a-t-il un aspect du service qui vous a été fourni par l’une des autres sources ci-dessous?

Sélectionnez tout ce qui s'applique
	

	
	
	

	AL
	Aucune autre source utilisée
	

	
	Une ambassade, un consulat ou un bureau commercial situé à l’extérieur du Canada
	

	
	Un bureau régional du SDC (situé dans l'une des provinces du Canada)
	

	
	Le siège social du SDC à Ottawa
	

	
	Agriculture et agroalimentaire Canada
	

	
	Industrie Canada
	

	
	Ressources naturelles Canada
	

	
	Conseil national de recherches du Canada
	

	
	Exportation et développement Canada
	

	
	Corporation commerciale canadienne
	

	
	Banque de développement du Canada (BDC)
	

	
	Société canadienne d’hypothèques et de logement
	

	
	Diversification de l’économie de l’Ouest canadien
	

	
	Développement économique Canada pour les régions du Québec
	

	
	Agence de promotion économique du Canada atlantique (APECA)
	

	
	FedNor
	

	
	Un autre ministère du gouvernement fédéral
	

	
	Un ministère du gouvernement provincial
	

	
	Une municipalité ou agence de développement économique locale
	

	
	Le portail en ligne du délégué commercial virtuel (DCV)
	

	
	Le site Web du gouvernement du Canada ou du ministère des Affaires étrangères et Commerce international Canada
	

	
	Autre (précisez) : OUVERTE
	

	
	Je ne me souviens pas
	

	
	
	


	
	
	

	
	FOR EACH SOURCE IDENTIFIED IN Q5 AND Q6, ASK Q7

SET Q7 UP AS A GRID
	

	
	
	


	Q7: S,
	
	

	QT
	Comment évalueriez-vous le service que vous avez reçu de la source suivante : <INSERT SOURCE(S) FROM Q5, Q6> dans chacun des domaines suivants?
	

	
	
	

	AL
	Mauvais
	

	
	Passable
	

	
	Bon
	

	
	Très bon
	

	
	Excellent
	

	
	Je ne sais pas
	

	
	
	


	
	
	

	
	Facilité d’utilisation

Qualité de l’information donnée

Livraison à temps de ce dont vous aviez besoin
	

	
	
	


	
	
	

	
	SKIP Q9 and Q10 IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT, GO TO Q11
	

	
	
	


	Q9: S,
	
	

	QT
	Au moment où vous avez fait votre dernière demande de service, votre organisation était-elle déjà active et/ou faisait-elle des affaires dans le ou les marchés ciblés?
	

	
	
	

	AL
	Faisait déjà des affaires là
	

	
	Non, c’était un nouveau marché
	

	
	C’était la première fois qu’on faisait des affaires à l’étranger
	

	
	Ne s’applique pas
	

	
	
	


	Q10: S,
	
	

	QT
	Quelles étaient les principales raisons pour lesquelles votre organisation était intéressée à ce marché ou ces marchés? 

Sélectionnez tout ce qui s’applique
	

	
	
	

	AL
	Exportation de biens (produits, marchandise)
	

	
	Exportation de services, y compris les services financiers
	

	
	Faire un Investissement direct canadien à l’étranger (IDE) y compris une acquisition étrangère, de nouvelles installations, un placement en actions ou une coentreprise
	

	
	Recherche de sources internationales pour un financement de projet ou capital de risque
	

	
	Recherche de partenariats en Recherche et développement et/ou en technologie
	

	
	Autoriser l’exploitation ou franchiser votre technologie dans ce marché
	

	
	Acquérir ou s’approvisionner en technologie étrangère
	

	
	S’approvisionner en intrants étrangers, composantes, services ou autres importations afin de demeurer concurrentielle
	

	
	Autre, précisez OUVERTE
	

	
	Je ne sais pas/ne suis pas certain(e)
	

	
	
	


	
	
	

	
	ASK Q11 AND Q12 ONLY IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT, ALL OTHERS GO TO Q13
	

	
	
	


	Q11: S,
	
	

	QT
	Quelles étaient les principales raisons pour lesquelles votre organisation était intéressée récemment à investir ou à augmenter ses activités au Canada? 

Sélectionnez tout ce qui s’applique
	

	
	
	

	AL
	Pourvoir aux besoins du marché canadien
	

	
	Pourvoir aux besoins des marchés d’exportation incluant les exportations à partir du Canada vers les États-Unis
	

	
	Avoir accès aux matières premières, à l’énergie ou à d’autres intrants
	

	
	Avoir accès à la main-d’oeuvre ou aux compétences canadiennes
	

	
	Avoir accès à la technologie ou l’expertise canadienne
	

	
	Diversifier dans les marchés mondiaux
	

	
	Diversifier le risque
	

	
	Acquérir une entreprise canadienne
	

	
	Autre, précisez OUVERTE
	

	
	
	


	
	
	

	
	SET Q12 UP AS A GRID
	

	
	
	


	Q12: S,
	
	

	QT
	En considérant le Canada comme un pays où investir ou augmenter ses activités, comment  évalueriez-vous sa compétitivité en Amérique du Nord quant aux caractéristiques suivantes?
	

	
	
	

	AL
	Pas du tout concurrentiel
	

	
	Pas tellement concurrentiel
	

	
	Assez concurrentiel
	

	
	Très concurrentiel
	

	
	Je ne sais pas
	


	
	Accès aux marchés d’exportation

Coûts des matières premières

Coûts énergétiques

Qualité et coûts de la main-d’oeuvre

Taxes d’affaires

Technologie et innovation

Compétences ou installations en recherche et développement

Environnement d’affaires convivial

Programmes et incitatifs du gouvernement
	


	Q13: S,
	
	

	QT
	En pensant à votre plus récente demande de service, c'est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>, est-ce que quelqu’un du Service des délégués commerciaux a accusé réception de votre demande de service dans les cinq jours ouvrables suivants?
	

	
	
	

	AL
	Oui
	

	
	Non
	

	
	Je ne me souviens pas
	


	
	SET Q14A UP AS A GRID. ROTATE MT.
	


	Q14A: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	Le personnel était bien informé et compétent

L’information et la documentation qui m’ont été données correspondaient à mes besoins

Le personnel était créatif dans ses conseils et son appui, et est allé au-delà de ma demande initiale 

On m’a donné de l’information précise et à jour 

Le personnel comprenait assez bien la dynamique de l’entreprise ou du secteur spécifique à l’étude pour ajouter de la valeur à nos efforts de développement de l’entreprise

Je pouvais joindre quelqu’un du SDC lorsque j’en avais besoin 

J’ai transigé avec un nombre raisonnable de personnes pour obtenir ce dont j’avais besoin

Le délai avant que j’obtienne ce dont j’avais besoin m'a semblé raisonnable

J’ai pu recevoir le service dans la langue officielle (français ou anglais) de mon choix

J’ai confiance que ma vie privée et la confidentialité commerciale ont été entièrement protégées
	


	
	ASK ONLY RESPONDENTS WHO USED PREPARING FOR INTERNATIONAL MARKETS AT Q4.

SET Q14B UP AS A GRID.
	


	Q14B: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	
	

	
	L’information que j’ai reçue a été utile pour comprendre les conditions du marché dans l’ensemble
	

	
	
	


	
	ASK Q14C ONLY OF RESPONDENTS WHO USED FINDING QUALIFIED CONTACTS AT Q4

SET Q14C UP AS A GRID

ROTATE MT
	


	Q14C: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	Les contacts que l'on m'a donnés étaient les bonnes personnes avec qui faire affaire

La pertinence de chaque contact m'a été expliquée

L’information donnée sur la liste des contacts était à jour et exacte
	


	
	ASK Q14D ONLY OF RESPONDENTS WHO USED ASSESSING POTENTIAL IN A TARGET MARKET AT Q4

SET Q14D UP AS A GRID

ROTATE MT
	


	Q14D: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	L’intelligence du marché au sujet des compagnies et organisations locales m’a été utile

Le raisonnement derrière le bien-fondé de poursuivre une opportunité, ou non, m’a été clairement expliqué

L’intelligence fournie exposait les opportunités aussi bien que les difficultés potentielles

Les conseils quant aux prochaines étapes à suivre m’ont été utiles
	


	
	ASK Q14E ONLY OF RESPONDENTS WHO USED RESOLVING PROBLEMS AT Q4

SET Q14E UP AS A GRID

ROTATE MT
	


	Q14E: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	Lorsque je faisais face à un problème et que je demandais de l’aide, on s’occupait tout de suite de moi

On me dirigeait vers les bons contacts lorsqu’on ne pouvait pas m’aider directement 

On a vraiment essayé de m’aider à résoudre mon ou mes problèmes

Le problème a été résolu à mon entière satisfaction
	


	
	ASK Q14F ONLY OF RESPONDENTS WHO USED SERVICES DEALING WITH FOREIGN DIRECT INVESTMENT (7, 8, OR 9) AT Q4

SET Q14F UP AS A GRID

ROTATE MT
	


	Q14F: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	Le personnel était bien informé et compétent en matière d’Investissements directs à l'étranger au Canada

L’information et la documentation qui m’ont été données correspondaient à mes besoins

Les personnes-ressources qui m’ont été recommandées étaient les bonnes personnes pour répondre à mes besoins
	


	
	ASK Q14G ONLY OF RESPONDENTS WHO USED SERVICES DEALING WITH CANADIAN DIRECT INVESTMENT ABROAD (CDIA) AT Q4

SET Q14G UP AS A GRID

ROTATE MT
	


	Q14G: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants en ce qui a trait à votre plus récente demande de service, c’est-à-dire <INSERT ANSWER FROM Q4 - BOLD TEXT ONLY>.
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d’accord
	

	
	Je ne sais pas / Ne s’applique pas
	

	
	
	


	
	
	

	
	Le personnel était bien informé et compétent en matière d’IDE du Canada en général

L’information et la documentation qui m’ont été données (y compris les services offerts par d’autres sources gouvernementales ou canadiennes comme EDC, BDC, etc.) correspondaient à mes besoins

L’information et la documentation qui m’ont été données (y compris les services offerts par d’autres sources gouvernementales ou canadiennes comme EDC, BDC, etc.) ont peut-être influencé la décision finale quant à l’endroit où investir
	

	
	
	


	
	La prochaine série de questions porte sur la compréhension des types de services dont votre organisation a besoin lorsqu’il s’agit de faire affaire à l’échelle internationale et sur les types de défis que vous avez à relever si vous le faites.
	


	
	SET Q16 UP AS A GRID

SKIP Q16 AND 17 AND Q18 IF Q4 = FOREIGN DIRECT INVESTMENT (ITEMS 7, 8 and 9 at Q4)
	


	Q16: S,
	
	

	QT
	Dans quelle mesure votre organisation a-t-elle besoin d’aide en ce qui concerne les types d’appui suivants pour faire affaire dans des marchés à l’extérieur du Canada? 

Sélectionnez tout ce qui s’applique
	

	
	
	

	AL
	N’en a aucunement besoin
	

	
	En a quelque peu besoin
	

	
	En a passablement besoin
	

	
	En a fortement besoin
	

	
	Je ne sais pas
	


	
	Vous fournir une intelligence du marché et de l’information, et des conseils afin d'améliorer votre stratégie de marché

Vous diriger vers des contacts qualifiés comme des acheteurs et partenaires potentiels, des professionnels des domaines financiers et juridiques, des sources technologiques, des agents d’affaires, etc.

Vous conseiller en ce qui a trait aux problèmes d’accès au marché et autres défis commerciaux, y compris le dédouanement et l’expédition, les pratiques commerciales déloyales, les comptes en souffrance, etc.

Vous diriger vers des opportunités d’affaires internationales  (c.-à-d. des pistes en ventes-export)

Vous diriger vers des opportunités de partenariat en technologie ou des opportunités de partenariat en recherche et développement à l’étranger

Vous donner de l’information et/ou de l’aide pour attirer les investissements directs étrangers au Canada

Diriger votre organisation vers des opportunités d’investissements directs à l’étranger (pistes) en vue d’augmenter vos activités

Vous diriger vers d’autres programmes et services commerciaux pertinents

Vous conseiller sur la façon de mettre en oeuvre une stratégie d’investissement

Vous donner de l’information ou des conseils sur l’exportation et/ou le financement de projets 

Vous fournir de l’aide pour trouver un financement ou un appui financier

Recommander des salons commerciaux et missions commerciales auxquels vous pourriez assister

Vous donner des conseils pratiques quant au moment opportun de faire votre voyage d’affaires et l’organisation du voyage 

Vous donner de l’information sur les organisations ou compagnies locales que vous avez identifiées
	


	Q17: S,
	
	

	QT
	Y a-t-il d’autres types de services ou de produits dont votre organisation a réellement besoin pour faire affaire dans des marchés à l’extérieur du Canada?
	

	
	
	

	AL
	OUVERTE
	


	
	SET Q18 UP AS A GRID
	


	Q18: S,
	
	

	QT
	En pensant aux trois prochaines années, quels sont les trois marchés internationaux qui, selon votre organisation, seront les plus importants en termes de croissance et d’affectation des ressources? Veuillez noter que cela ne veut pas nécessairement dire les marchés où vous anticipez faire le plus de revenu ou de ventes, mais plutôt ceux où la croissance, les défis et/ou les opportunités seront les plus forts, selon vous.
	

	
	
	

	AL
	Le plus important
	

	
	Le deuxième plus important
	

	
	Le troisième plus important
	


	
	Algérie

Argentine

Australie

Autriche

Bangladesh

Barbade

Belgique

Bosnie et Herzégovine

Brésil

Brunei

Bulgarie

Burkina Faso

Cambodge

Cameroun

Chili

Chine

Colombie

Costa Rica

Côte d'Ivoire

Croatie

Cuba

Chypre

République tchèque

République démocratique du Congo

Danemark

République dominicaine

Équateur

Égypte

El Salvador

Éthiopie

Union européenne (UE)

Finlande

France

Allemagne

Ghana

Grèce

Guatemala

Guyane

Haïti

Hongrie

Islande

Inde

Indonésie

Iran

Irlande

Israël

Italie

Jamaïque

Japon

Jordanie

Kazakhstan

Kenya

Koweït
	


	
	Lettonie

Liban

Libye

Malaisie

Mali

Mexique

Mongolie

Maroc

Mozambique

Pays-Bas

Nouvelle-Zélande

Nigeria

Norvège

Pakistan

Panama

Pérou

Philippines

Pologne

Portugal

Roumanie

Russie

Arabie Saoudite

Sénégal

Serbie et Monténégro

Singapour

Slovaquie

Afrique du Sud

Corée du Sud

Espagne

Sri Lanka

Suède

Suisse

Syrie

Taïwan

Tanzanie

Thaïlande

Trinidad-et-Tobago

Tunisie

Turquie

Ukraine

Émirats arabes unis

Royaume-Uni

Uruguay

États-Unis d'Amérique

Venezuela

Viêt-Nam

Cisjordanie et bande de Gaza

Zambie

Zimbabwe

Autre Afrique et Moyen-Orient

Autre Asie-Pacifique

Autre Europe

Autre Amérique Latine et Antilles

Autre Amérique du Nord

Aucun autre / Je ne sais pas
	


	
	SKIP Q19 IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT (7, 8, OR 9 AT Q4)

SET Q19 UP AS A GRID
	


	Q19: S,
	
	

	QT
	Le tableau ci-dessous identifie plusieurs défis et obstacles potentiels auxquels les organisations font face lorsqu’elles poursuivent des opportunités d’affaires dans les marchés étrangers.  Quelle est l’importance du défi que chacun des éléments suivants représente pour votre organisation?
	

	
	
	

	AL
	Pas du tout important
	

	
	Pas très important
	

	
	Assez important
	

	
	Très important
	

	
	Ne s’applique pas
	


	
	La hausse du dollar canadien

Les taxes ou permis d’exportation canadiens

L’incertitude des normes internationales

L’accès au financement

Une inquiétude quant à la violation des brevets d’invention et/ou les droits de propriété intellectuelle 

Les tarifs ou barrières commerciales à l’étranger

Les questions de sécurité frontalière

La distance par rapport aux clients

Les obstacles linguistiques ou culturels

La corruption
	


	
	ASK Q20 IF MOST RECENT SERVICE (Q4) = FOREIGN DIRECT INVESTMENT (7, 8, OR 9 AT Q4), OTHERS SKIP TO Q21

SET Q20 UP AS A GRID
	


	Q20: S,
	
	

	QT
	Dans quelle mesure les éléments suivants sont-ils importants pour votre organisation lorsque vous songez au Canada comme pays où investir?
	

	
	
	

	AL
	Pas du tout important
	

	
	Pas très important
	

	
	Assez important
	

	
	Très important
	

	
	Ne s’applique pas
	


	
	Les coûts d'exploitation dans l’ensemble

Les taxes d’affaires

Les incitatifs d’investissement

Les restrictions quant à la propriété étrangère

La disponibilité et les compétences de la main-d’oeuvre

L’immigration et la mobilité commerciale

La réglementation et la législation

La frontière Canada – États-Unis
	

	
	
	


	
	SET Q21 UP AS A GRID
	


	Q21: S,
	
	

	QT
	Dans quelle mesure votre entreprise intègre-t-elle les aspects suivants dans sa planification et ses exploitations à l’étranger?
	

	
	
	

	AL
	Pas du tout
	

	
	Pas beaucoup
	

	
	Un peu
	

	
	Beaucoup
	

	
	Critique
	

	
	Je ne sais pas
	


	
	La responsabilité sociale de l’entreprise

L’investissement direct canadien à l’étranger

Les chaînes de valeur mondiales
	


	
	SET Q22 UP AS A GRID
	


	Q22: S,
	
	

	QT
	Comment évalueriez-vous votre niveau de connaissance des politiques, stratégies et activités du Service des délégués commerciaux pour ce qui est de promouvoir et conseiller en matière de :
	

	
	
	

	AL
	Mauvais
	

	
	Passable
	

	
	Bon
	

	
	Très bon
	

	
	Excellent
	

	
	
	


	
	La responsabilité sociale de l’entreprise

L’investissement direct canadien à l’étranger

Les chaînes de valeur mondiales
	


	
	La prochaine section examine dans quelle mesure le Service des délégués commerciaux a contribué à la réalisation de vos objectifs commerciaux dans vos marchés cibles.  Pour les questions suivantes, veuillez considérer votre relation avec le SDC dans l’ensemble, c’est-à-dire l’effet combiné de toutes les interactions avec le SDC depuis leŁer avril.  Soyez assuré(e) que toute l’information que vous donnerez demeurera strictement confidentielle.
	


	Q22A: S,
	
	

	QT
	Dans quelle mesure est-il probable que vous recommandiez les services du SDC à des collègues ou associés commerciaux?

Dans quelle mesure est-il probable que vous utilisiez de nouveau les services du SDC?
	

	
	
	

	AL
	Certainement pas
	

	
	Probablement pas
	

	
	Assez probable
	

	
	Probablement
	

	
	Certainement
	

	
	Je ne sais pas
	


	
	SET Q23A UP AS A GRID.

ROTATE MT
	


	Q23A: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants quant à la contribution du SDC à vos efforts de développement d’affaires international.

Le SDC a aidé mon organisation...
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d'accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	À avoir plus de confiance pour explorer ou accroître ses activités dans un marché étranger

À avoir accès à des clients et partenaires qu’il aurait été difficile de joindre sans l’appui du SDC 

À avoir accès à l’intelligence et à l’information qu’il aurait été difficile d’obtenir sans l’appui du SDC 

À surmonter ou éviter les obstacles que posent les nouvelles opportunités d’affaires à l’étranger

À améliorer son profil et sa crédibilité auprès des marchés étrangers

À améliorer ses connaissances de l’environnement concurrentiel dans ses marchés cibles

À améliorer sa stratégie marketing dans ses marchés cibles

À éviter les erreurs, délais ou coûts additionnels encourus dans la poursuite d’une opportunité

À obtenir et évaluer l’information sur le marché ou l’industrie qui l’a aidée dans sa décision à donner suite, ou non, à une opportunité.
	


	
	ASK Q23B ONLY OF RESPONDENTS WHO USED SERVICES DEALING WITH FOREIGN DIRECT INVESTMENT ATTRACTION (7, 8, OR 9 AT Q3)

SET Q23B UP AS A GRID.

ROTATE MT
	


	Q23B: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants quant à la contribution du SDC à vos efforts de développement d’affaires international.

Le SDC a aidé mon organisation...
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d'accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	
	

	
	Le SDC a identifié une piste potentielle et des opportunités qui ont mené à un investissement direct au Canada

À votre connaissance, le SDC a fourni de l’information, des services ou un appui qui ont influencé une décision d’investissement direct étranger au Canada

L’information et la documentation fournies ont peut-être influencé la décision finale quant à l’endroit où investir
	


	
	ASK Q23C ONLY OF RESPONDENTS WHO USED SERVICES DEALING WITH CANADIAN DIRECT INVESTMENT ABROAD (CDIA) AT Q3

SET Q23C UP AS A GRID.

ROTATE MT
	


	Q23C: S,
	
	

	QT
	Veuillez indiquer dans quelle mesure vous êtes en désaccord ou d’accord avec chacun des énoncés suivants quant à la contribution du SDC à vos efforts de développement d’affaires international.

Le SDC a aidé mon organisation...
	

	
	
	

	AL
	Fortement en désaccord
	

	
	En désaccord
	

	
	Ni d’accord ni en désaccord
	

	
	D’accord
	

	
	Fortement d'accord
	

	
	Je ne sais pas / Ne s’applique pas
	


	
	
	

	
	Le SDC a identifié des clients potentiels ou des opportunités qui ont mené à un Investissement direct canadien à l’étranger

À votre connaissance, le SDC a fourni de l’information, des services ou un appui qui ont influencé un investissement direct canadien à l’étranger
	


	Q24: S,
	
	

	QT
	Depuis le 1er avril 2008, votre organisation a-t-elle poursuivi ou entrepris des négociations quant à une entente commerciale (ex. ventes, autorisation d’exploitation, investissement, innovation, approvisionnement, etc.) avec un partenaire commercial dans les marchés où vous aviez demandé de l’aide du SDC?
	

	
	
	

	AL
	Oui
	

	
	Non
	


	
	IF NO AT Q24 SKIP TO Q36. OTHERS CONTINUE
	


	Q25: S,
	
	

	QT
	Entre le 1er avril 2008 et le 31 mars 2009, votre organisation a-t-elle conclu (c.-à-d. signé) une nouvelle entente commerciale avec un ou des partenaires commerciaux étrangers dans les marchés où vous aviez demandé de l’aide du SDC?
	

	
	
	

	AL
	Oui
	

	
	Non
	

	
	Je ne sais pas
	

	
	
	


	
	IF NO OR DON'T KNOW AT Q25 SKIP TO Q36. OTHERS CONTINUE
	


	Q26: S,
	
	

	QT
	Entre le 1er avril 2008 et le 31 mars 2009, votre organisation a-t-elle réalisé (ou contribué à réaliser) des résultats financiers dans les marchés où vous aviez demandé de l’aide du SDC?
	

	
	
	

	AL
	Oui
	

	
	Non
	

	
	Je ne sais pas
	

	
	Refuse
	


	
	IF DECLINE OR DON'T KNOW AT Q26 SKIP TO Q32. IF YES AT Q26 SKIP TO Q28. OTHERS CONTINUE.
	

	
	
	


	Q27: S,
	
	

	QT
	Pour quelles raisons votre organisation n’a-t-elle pas réalisé des résultats financiers à l’étranger?

Sélectionnez tout ce qui s'applique
	

	
	
	

	AL
	L’acheteur ou le contact local n’était pas intéressé
	

	
	Le manque de ressources financières et autres ressources
	

	
	Nos prix n’étaient pas concurrentiels
	

	
	Nous n’étions pas préparés à nous lancer dans le marché
	

	
	Une capacité de production insuffisante
	

	
	Des questions de réglementation ou des empêchements liés aux règlements
	

	
	Autre, précisez OUVERTE
	

	
	
	


	
	SKIP Q28 to Q36 IF Q26 = "NO"

OTHERS CONTINUE
	


	Q28: S,
	
	

	QT
	Quel(s) type(s) de résultats financiers votre organisation a-t-elle réalisés (ou contribué à réaliser) entre le 1er avril 2008 et le 31 mars 2009?

Sélectionnez tout ce qui s'applique
	

	
	
	

	AL
	Exportation de biens
	

	
	Exportation de services
	

	
	Nouvel investissement direct au Canada
	

	
	Expansion d’un investissement existant au Canada
	

	
	Investissement à l’étranger qui a généré des revenus
	

	
	Partenariat, une coentreprise ou une autre alliance qui a généré des revenus
	

	
	Ventes affiliées à l’étranger
	

	
	Licences de technologie
	

	
	Autre, précisez OUVERTE
	

	
	
	


	
	FOR EACH RESPONSE SELECTED IN Q28, ASK Q29, Q30 AND Q31.
	


	Q29: Q,
	RANGE  0 .. 1    DEF 1,
	

	QT
	En vous référant spécifiquement à l’élément <INSERT RESPONSES FROM Q28>, quelle a été la valeur totale approximative de ces résultats financiers en dollars canadiens pour la période de publication de l’information financière la plus récente de votre organisation? Si elle comprenait des partenaires, veuillez indiquer la valeur pour votre organisation seulement.

Inscrivez le montant.
	


	
	IF DON'T KNOW AT Q29 ASK Q29B. OTHERS GO TO Q30.
	


	Q29A: S,
	
	

	QT
	Si vous n'êtes pas certain(e), à votre connaissance, s’agit-il de :
	

	
	
	

	AL
	Moins de 10 000 $
	

	
	10 000 $ à moins de 25 000 $
	

	
	25 000 $ à moins de 100 000 $
	

	
	100 000 $ à moins de 1 million $
	

	
	1 million $ à moins de 2 millions $
	

	
	2 millions $ à moins de 5 millions $
	

	
	5 millions $ à moins de 10 millions $
	

	
	10 millions $ à moins de 50 millions $
	

	
	50 millions $ à moins de 100 millions $
	

	
	100 millions  $ ou plus
	

	
	Je ne sais pas
	

	
	Refuse
	


	Q30: S,
	
	

	QT
	En vous référant spécifiquement à l’élément <INSERT RESPONSES FROM Q28>,  et en vous basant sur une échelle deŅ points, où «Ł » signifie « Aucun apport » et «Ņ » signifie « Un apport majeur », dans quelle mesure le Service des délégués commerciaux a-t-il au moins apporté quelque chose de positif qui vous a permis de réaliser ce bilan financier?
	

	
	
	

	AL
	1 – Aucun apport
	

	
	2
	

	
	3
	

	
	4
	

	
	5 – Apport majeur
	

	
	Je ne sais pas
	


	Q31: S,
	
	

	QT
	En vous référant spécifiquement à l’élément <INSERT RESPONSES FROM Q28>, auriez-vous réalisé ce bilan financier sans l’aide du SDC?
	

	
	
	

	AL
	Oui
	

	
	Oui, mais cela aurait pris plus de temps et de ressources
	

	
	Non
	

	
	Je ne sais pas
	


	Q32: S,
	
	

	QT
	Est-ce que la conclusion de nouvelles ventes/ententes de partenariat avec des partenaires commerciaux à l’étranger dans les marchés où vous aviez demandé de l’aide du SDC a mené à un <B>changement en matière d’emploi</B> dans votre organisation?
	

	
	
	

	AL
	Oui
	

	
	Non
	

	
	Je ne sais pas
	

	
	Refuse
	


	
	IF NO, DON'T KNOW, DECLINE OR NOT APPLICABLE AT Q32 SKIP TO Q34. OTHERS CONTINUE
	


	Q33: S,
	
	

	QT
	Laquelle des options suivantes décrit le mieux le changement en matière d’emploi dans votre organisation?
	

	
	
	

	AL
	Augmentation nette de plus de 10 %
	

	
	Augmentation nette de 10 % ou moins
	

	
	Diminution nette de moins de 10 %
	

	
	Diminution nette de plus de 10 %
	

	
	Refuse
	


	Q34: S,
	
	

	QT
	Est-ce que la conclusion de nouvelles ventes/ententes de partenariat avec des partenaires commerciaux à l’étranger dans les marchés où vous aviez demandé de l’aide du SDC a mené à un <B>transfert de nouvelles technologies</B>?
	

	
	
	

	AL
	Oui
	

	
	Non
	

	
	Je ne sais pas
	

	
	Refuse
	


	
	IF NO, DON'T KNOW, NOT APPLICABLE OR DECLINED AT Q34 SKIP TO Q36. OTHERS CONTINUE.
	


	Q35: S,
	
	

	QT
	Lesquels des transferts de nouvelles technologies ont eu lieu suite à la conclusion de nouvelles ventes/ententes de partenariat avec les partenaires commerciaux à l’étranger? 

Sélectionnez tout ce qui s’applique
	

	
	
	

	AL
	Circulation de nouvelles technologies du partenaire étranger vers le Canada
	

	
	Circulation de nouvelles technologies du Canada vers le partenaire étranger
	

	
	Poursuite commune de recherche et de développement pour l’organisation dans l’ensemble
	

	
	Autre
	

	
	Je ne sais pas
	


	Q36: S,
	
	

	QT
	En pensant à toutes vos interactions avec le Service des délégués commerciaux (SDC) depuis le 1er avril 2008 jusqu’à ce jour, comment évalueriez-vous votre satisfaction dans l’ensemble des services et conseils reçus de la part du SDC?
	

	
	
	

	AL
	1 - Très insatisfait(e)
	

	
	2
	

	
	3
	

	
	4
	

	
	5 - Très satisfait(e)
	


	
	Dans quelle mesure est-il probable que vous recommandiez les services du SDC à des collègues ou associés commerciaux?

Dans quelle mesure est-il probable que vous utilisiez de nouveau les services du SDC?
	


	
	À des fins de statistiques, nous aimerions recueillir de l’information au sujet de votre organisation.  L’information que nous recueillons sera présentée sous forme regroupée seulement et servira à dresser le profil des organisations.  Les organisations individuelles/l’information commerciale demeureront confidentielles.
	


	Q39: S,
	
	

	QT
	Combien d’employés avez-vous dans votre organisation? Veuillez inclure les employés de tous les emplacements dans votre organisation.
	

	
	
	

	AL
	1 - 9
	

	
	10 - 49
	

	
	50 - 99
	

	
	100 - 499
	

	
	500 - 999
	

	
	1000 ou plus
	

	
	Je ne sais pas
	

	
	
	


	Q40: S,
	
	

	QT
	Quels ont été les ventes totales et revenus de votre organisation à l’échelle mondiale (y compris les ventes nationales) en dollars canadiens pour votre exercice financier le plus récent?
	

	
	
	

	AL
	Moins de 250 000 $
	

	
	250 000 $ à moins de 1 millions $
	

	
	1 million $ à moins de 5 millions $
	

	
	5 millions $ à moins de 25 millions $
	

	
	25 millions $ ou plus
	

	
	Ne s’applique pas
	

	
	Refuse
	

	
	Je ne sais pas
	


	Q42: S,
	
	

	QT
	Veuillez indiquer l’endroit où le parent mondial de votre organisation est situé?  Le siège social est-il situé :
	

	
	
	

	AL
	Au Canada
	

	
	Aux États-Unis
	

	
	Au Mexique ou en Amérique centrale (y compris les Caraïbes)
	

	
	En Amérique du Sud
	

	
	En Europe
	

	
	En Asie
	

	
	Au Moyen-Orient
	

	
	En Afrique
	

	
	Refuse
	


	Q43: S,
	
	

	QT
	Dans quelle province ou territoire canadien sont situés le siège social de votre organisation et les installations de fabrication et/ou de recherche et développement? 

Sélectionnez tout ce qui s’applique
	

	
	
	

	AL
	Colombie-Britannique
	

	
	Alberta
	

	
	Saskatchewan
	

	
	Manitoba
	

	
	Ontario
	

	
	Québec
	

	
	Nouveau-Brunswick
	

	
	Nouvelle-Écosse
	

	
	Île-du-Prince-Édouard
	

	
	Terre-Neuve-et-Labrador
	

	
	Yukon
	

	
	Territoires du Nord-Ouest
	

	
	Nunavut
	


	Q44: S,
	
	

	QT
	Veuillez nous faire part de tout commentaire ou de toutes suggestions que vous pourriez avoir sur les façons d’améliorer la qualité des services et produits du SDC pour qu’ils répondent à vos besoins changeants.
	

	
	
	

	AL
	OUVERTE
	

	
	Aucun autre commentaire
	

	
	
	




























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































� The initial database contained 14,141 clients; however, upon removal of duplicate contacts and invalid email address links, the final number of usable client contacts was 12,349.


� Mexico has been included in the North America region.


� Most surveys involve the selection of a random sample of a wider population where each member of the population has an equal probability of being selected.  In these surveys, margins of error at the 95% confidence (industry norm) are generally provided.  In this instance, the entire population was invited to participate in the survey, which is the definition of a ‘census’, and therefore, margins of error do not apply.


� For analytical purposes the “Transportation” sector includes the following two sub-sectors: automotive, and rail and urban transit.


� Although not stated, it is reasonable to assume that the benchmark for comparison for “North America” would be the United States.


� Clients whose last service request was related to FDI were not asked this question.  Rather, they were asked a different question specific to business challenges faced by those involved with FDI.


� Please note that respondents were not asked to rate the challenges to international businesses for specific countries or markets, - the analysis is based on countries that respondents had identified as their top three target markets in the future,


� Please note that due to the small sample size (N=37), results presented for this question should be viewed as qualitative indicators.


� A financial result was defined as: export sales revenue, foreign direct investment in Canada, an investment abroad leading to revenue being returned to Canada, or a partnership or any other alliance leading to the creation of revenue in 2008 such as innovation, science and technology partnerships, and/or licensing and franchising agreements.


� Due to the limited number of organizations that recorded financial results (N=350), the results cannot be broken down further (e.g. by region, revenues, etc.) as the sub-sample sizes are too small to allow for valid analysis.


� Values for other types of financial results have not been presented due to small sample sizes (i.e. less than N=50).


� The dollar values provided by clients were used in the calculations.  In cases where a discrete value was not provided, the median value of the category selected (e.g. $17,500 was used if the category $10,000 to $25,000 was chosen by the client).  Clients who did not provide a dollar value (either discrete or category) or responded “decline” or “don’t know” were excluded from the calculation.  For the TCS’ contribution, reasonable assignment of ratios was assigned based on the response provided by the client.  Specifically, the ratios are as follows - rating of: “1 = 0% contribution”, “2 = 10% contribution”, “3 = 25% contribution”, “4 = 50% contribution” and “5 = 80% contribution.”  


� Sample sizes for sub-segments do not add up to the total sample (1,449) for worldwide revenues and number of employees as some respondents declined or refused to answer the question. In the case of organization type, this information was not provided in the tombstone data provided by the TCS.  The cumulative count of the sub-segment sample size for region exceeds total (1,449) because respondents were allowed to identify more than one region as a place of business (i.e. multiple response).


� Tier 1 Posts include: Beijing, Berlin, London, Paris, Tokyo and Washington DC.  Only four industry sectors have been presented as the sample sizes for other sectors is too small for reliable analysis.


� In the 2004 TCS Client Survey, 39% of clients identified the U.S. as a market they would actively pursue in the next two years – please note that this figure is not directly comparable to the 2009 survey data as the questions were different.  It does, however, provide an indication that clients are now looking beyond the U.S. as target markets.
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