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",",f'Awarenessf S

- ch part1c1pants were aware of thc GMORs prlor t0 thlS cvaluatlon (thc cxccptlon being thc S
o Pork participants who had a maJor hand in the dcvclopmcnt of the GMOR through Canada
. Pork Intcmatlonal) Afew part1c1pants had seen previous iterations. Many other’ partlcxpants

: ,thought they had seen somcthmg 51m11ar that may have been faxcd to them.

; 'Valile L

L Part1c1pants appcarcd to havc an 1nformatlon value hlcrarchy The most highly valued.
" ‘information was market 1ntclhgcncc such as the names of contacts or potential buyers in the

foreign country On the. other end of the scalc was the theoretical and “state of the sector”

- R 1nformatxon that part1c1pants d1d not find vcry uscful for exporting purposes.

Many of thc'partlclpants in thc groups were alrcady hcav1ly exporting. As such, many

_participants noted thcy had more and better information through their sources than was

contained in the GMOR.  What information they did not have could be obtained quickly

‘ through a key contact Thcy naturally concluded that thc GMOR would be uscful for novice
e cxportcrs :
B Howcvcr, thc Country Guidcs (presented in the Fish and Seafood focus groups) were more

* highly valued. The 1nformatlon contained in them were perceived to be of higher value added
o _rfor their potcntlal in prov 1d1ng advxcc in a marketing stratcgy '

ER ) "GMOR Sector Differénce |

' »Thcrc appcarcd to bc a scctor by scctor d1ffcrcncc in att1tudcs towards thc GMORs These
' dlffcrcnccs were: ' '

- b consumér ntarkct (ipbstc_r) vs. an industrial mark‘ct (Packaging and Labelling)
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