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 EXECUTIVESUMMARY .

: Thrs research assesSed the current 1nformat10n needs of exporters and evaluated their
b reactron to the GMORS available in their sector. The purpose of the research was to . -
;upgrade the-quality and utrlrty of 1nformat10n provrded to the exportlng commuruty

g throughout the GMOR serres ‘ » : :

- The obJectrves mcluded exammmg the usefulness of the publrcatlon mformatron

o i,requrrements alternate publrshmg optrons, editorial and desrgn cons1derat10ns

. '
[

RN

- The target group was defmed as persons in charge of export sales Thrs often meant the ‘
'owner or a semor manager : ,

: 3The followmg'publications were tested:

. A1rcraft Reparr and 0verhaul
.- Apparel ’

S Lobster

. Fishand Seafood

- . Packaging and Labellmg Equlpment
Sl Pork oo

‘Resear(':h used a combination of focus groups, interv'iews and a _teleconferenceir

The research found that few partrcrpants were aware of the GMOR prior to'its
evaluation. The exceptron was exporters of pork who had a direct hand inits

- development

: 'Informatlon most valued by exporters was market 1ntelllgence demographrcs and

- - transactional mformatron

o®,
’~0'0

Many part1c1pants 1dent1ﬁed a crrtrcal need for accurate lrsts of contacts and buyers in
future editions. ‘Timely information is crucial because markets change so quickly.
Informatlon was seen to have a short shelf-life - turn around time was 1mportant

‘ Although the perception of each GMOR varled dependmg on its target audlence, in
 general, participants wanted even more 1nformatron _related to market 1ntelllgence,

market demographrcs and sales opportumtles

il
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Experrenced exporters already rehed on the1r own sources of 1nformatlon They tended »
. to f1nd the GMORS to be not as useful as the1r own contacts

e Partrcrpants are d1v1ded on the 1dea1 format for the GMORS but for. many it wouId exist
. .in a database that they may access on—hne at the trme of the1r choosrng However there
,would be some demand for hard copy R B

"“‘,Part1c1pants generally con51dered the U S market to be the most 1mportant Many belleved 3
S that there were emerging markets in Mexico, Latin America, South Amenca and the Pacrﬁc

L rim. However part1c1pants sa1d they would export wherever there was an opportumty to .

K make a sale.

SRS
N

o,
) ....

o The_discussions identified a need for improved editing in future GMpRs.

o Participants had few comments on design because they were more interested in content.
- However, the groups identified some design elements (contained herein) that the
Department should cOnsider to improve.the at\trac_tiveness of the GMORS.

' erth the exceptron of the pork exporters many partlcrpants were not aware of the

4 Departmental—assocratlon cooperation in the’ deve10pment of the GMORS Asa result

"+ many participants recommended that the Department coord1nate efforts wrth the
_~assoc1attons in order to. better service. the 1ndustry ‘

“ Few part1c1pants endorsed the suggestron of having advertrslng or sponsorshlp However

if the mformatlon ‘was percerved to have value, it would not pose a problem.

“Most part1c1pants would pay a nominal fee ]USt to make sure they covered the base with
. this 1nformatlon . o : .

[

In their enrr'ent forrnat, GMORSs are more useful to novice exporters.

o The:Country Guides ’for.the'VFishand Seafood sector were very well"received.

i

- Larry Johnson Communications Inc.



B 11 Background

‘10 LT
" VINTRODUCI‘ION

‘ '~"For the purposes of th1s report the Department of Forergn Affarrs and Internatronal Trade

- (DFAIT) is referred to as the "Departmerit." 'DFAIT has a three step approach to the

L collectlon and d1ssemmat10n of trade development 1nformat10n It consxsts of the followmg
~ three 1n1t1at1ves SR : : .

RS Capabxllty Guldes and Dxrectorles prov1de information on Canadran exporters for forexgn
- posts. ' -
" & Global Market Opportumtxes Revxews (GMORs) prov1de 1nformat10n for Canadran
’ . exporters on foreign markets. ‘
" Action Plans / Sector Strategres prov1de mformatlon for Canadran exporters on-
R \»" government—-w1de 1n1t1at1ves to support exports :

B S
o

_The second part of thxs three step approach the GMOR series, was created to fill the needs of
o 1nd1v1dual sectors of the economy for sector—specxfxc information on fore1gn markets. The
-GMORs were developed with information collected from the missions by- questionnaires that
~ were developed in cooperation and consultation with the respective mdustry associations. The
" resulting reports contain information such as market size, growth areas, d1str1but10n channels
: government contacts and other 1nformat10n of interest to exporters

'_ ,i'Ihe Department wanted to assess ‘current mformatlon needs of exporters and evaluate the

- -reaction of exporters in selected sectors to the GMORs already available. The purpose of the
- ‘research was to upgrade the quality and utxhty of mformatxon provrded to the exporting -
*commumty throughout the GMOR series. ‘

‘1 2 Methodology

"'Research ObJectlves -

v .'Assess the needs of exporters for different types of information.
_ " Evaluate the. objectxves and the concept of the GMOR series. -
" Assess the current usefulness of the publications. ‘ »
Determine. future information requirements for the. GMOR ser1es
£ Determine if there are alternate publication options.
, Determlne exporters editorial and des1gn preferences.

YRR ST YO WY
..’ ... K ... . ... : .‘.

Y
..0
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) 'VThC f[)llOWlng GMORS werc tcstcd (11] alphabctlcal Ol'del')

IR ) 2,
. ..0 0..

N g_;Target Group

- iThc targct group was dCflI]Cd as persons workmg in companles in spec1f1c GMOR sectors
B ;who were in chargc of export sales For smaller companies they were ldCI]tlflCd as the owner. .
: ‘For largcr compamcs thcy wcrc 1dcnt1ﬁed as thc owner or senior managcr '

"'. GMORsTested

¢ Aircraft chalr and Overhaul 1
% 'Apparel :
< _ Lobster
% Fish and Seafood
’ ._'Packaglng and Labclllng Equxpmcnt

Pork

A L 'V’Thc cvaluatlon of thc Fish and Seafood GMOR also 1ncludcd the Sourcmg Guldc and the
~ ‘Country Profi lc for Hong Kong and Unlted Klngdom - :

- Researéh Logistios

‘ '-'Thc cvaluatlon took the form of multiple. rcscarch hnes of i inquiry. Focus groups, 1ntcrv1cws S
Co and a tclcconfcrcncc scrvcd as the rcsearch tools. Anncx A deplcts thc research loglstlcs

B A screener and a modcrators guxdc was devcloped and approvcd by thc Dcpartment Thcsc
are 1ncluded as anncx B and C rcspcctxvcly

3 Alrcraft chalr and Ovcrhaul and Packagmg and Labclhng Scctor were
i dcvclopcd as cxport stratcgres and not as GMORS

- Larry Johnson Communications Inc.
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| cE Potentral partrcrpants were recrmted from lrsts provrded by the Department and supplemcnted o
when necessary, by mforrnatron that was avarlable in the region.  Participants were recruited
"w1th the Ob_]CCtIVC of obtarmng a balance of representatrves from large and small compames

S}

L ‘Partrcrpants were Selected £rom 11sts of actlve exportmg compames that arc contamed in the
- capability guides. The samplmg frame of compames included a drsproportronate number of E
N large and more experrenced exporters : ' :

= The moderators gurde was developed based on the objectrves as estabhshed in the scope of
""f’WOIk Each group began with an mtroductron of the moderator, an explanation of the purpose
-~ of the research, an outhne of where the GMOR series fit in and some of the ground rules for ,
* focus groups. - ’ : '

~

S Participant Profile

CItis important to understand the perception, motivations and beha\tiour of the participants :
~ because understandmg them explains much of their attitudes towards the GMOR. Participants
"+ were typically male, had years of expenence, were knowledgeable about the industry and

were generally hrgh ranking in the ‘company.’ They beheved themselves to be
action and results—onented '

: In addltron these part1c1pants make it thclr busmess to know the markets. They keep abreast.
of events on a darly basrs As such they readily detect dated and inaccurate mforrnatron

Larry Johnson Communications Inc.
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= ,GLOBAL FINDINGS
;-_2 1 Overall Impressnons

",",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)

Larry Johnson Communications Inc.



lowcr volumc/hlgh dollar value (Alrcraft charr and Overhaul) vs. hrgher volume/low
dollar valuc scctors (Frsh and Seafood) :

o Thc consumcr and hrgh volumc/low dollar value sectors (Lobster, Fish and Scafood and
- Apparcl) tcndcd to be more critical of the GMOR and government involvement in general.
~The industrial market (Arrcraft Repair and Overhaul and Packagrng and Labcllrng Equrpmcnt) ‘
R tcndcd to be lcss crrtlcal of thc GMOR and more rcadlly wclcomcd some form of govcrnmcnt
] 1nvolvcmcnt o : ‘ '

. Timéliness of Information L
e Many part1c1pants felt that the GMOR tested was out of date. Although there were some
-~ extreme examples (e.g., a listing of trade fairs alrcady finished), many felt that even a six

o ‘.month old GMOR mlght be dated for thcm

;Tlmcllness was very crucxal for cxportcrs bccausc the market changes so quickly. This
reinforces their value of market intelligence information. However, this 1nformatlon hasa -
- very short shelf life. '

Inaccuracies

If the datcdnéss of the content had participants questioning the relevance of the GMOR, the

- inaccuracies in many of them appeared to damage the credibility of the publications. One

-+ example was the drstnbutor in Chicago who had been dead for scvcral years and yet was still
- listed in thc GMOR '

- _2 2 Export Snapshot

o ”Exports are becommg a bigger and bigger part of my busmess every day and we are looking
- for more and more markets around the world every day. The issue is once you've learned how
- “to do business in one country it gets easier and easzer At first there are surprises.” — a focus |
o group mcmbcr ’ ’

, l’_artioipants ‘fclt that cxports_ were mére driven by opportunity than by an ovcrall strategy.
o ',Oﬁcn,ian exporter would simply choose to enter a market only because a sale could be made.

Larry Johnson Communications Inc.



‘ Thcrc was not ncccssarxly a conscrous decision to penetrate a country on speculatron Often
- the gcnc51s of cxports was a hard opportunlty Famlllarxty w1th thc country helped. .

"One rare ly says I am gomg after the Paczf ic Northwest More lzkely you see the retazlers in
T .the market and you 8o after ir." '

- lecn that cxport markcts wcrc drxvcn by hard opportunlty and famlllarlty, it camc as no

surprise that the U.S. ‘market was considered to be the most important one for all sectors. This
" was due to a number of factors 1nclud1ng common languagc familiarity, size of the market, '
** proximity and rclatlvc ease of entry. In fact the Fish and Seafood part1c1pants said they -
o A.trcatcd the U. S llkc a domcstlc markct '

~

= Howcvcr many partrclpants notcd that thc markcts in Mcxrco Latin America, South America
" and the Pacific rim were of great interest as well. Many participants considered them to be an
“emerging markct that might be. more l'cCCpthC to Canadian products than other traditional
R global markcts like Europe. Many part1c1pants fclt that more information on thls geographic
- areain thc GMORs would bc useful..

o ‘All of the scctors agreed that the Canadian market was not b1g cnough to support them. Many
- felt the Canadian market was either static or shrinking. Participants agreed that exports are a
o 'substantlal ‘part of business. They believed that they must export to grow. For some (e.g.,

Fish and Seafood and Lobster), they must cxport to survive.

23 'Dena‘rtmrental Role

~In general, participants saw the role of the Department as making exports easier for their

industry. Many participants saw this as tackling trade barriers. For the pork industry, it meant

. harmonizing mspcctlons for the apparcl and aircraft repair and overhaul industries, it meant
doing something about the delays in cross-border shipments. ‘

~Many participants recognized and supported the Department in organizing trade missions and
- trade fairs. For many of them (e.g., Packaging and Labelling Equ1pmcnt) this was thc1r ~
o ,j prxmary source of cxport 1nf0nnat10n ‘ '

‘ Many part1c1pants fclt that another dcpartmcntal rolc was the gathcrxng and dlsscmmatlng of
trade information. However, it quickly became apparcnt in many groups that dissemination of -
* information was not the Department's strong suit. One person summed the Department up by

R
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3 jsayrng ”they do a terrlﬁc jOb m certam areas but in the dzssemmatzon of mformatzon they are
‘allttle weak IR ' : : ‘ :

: ‘Therc was recogmtron of the value of Tradc Consulates and many partrcrpants could name

o appropnate contacts. ‘However, this knowledge was not widespread.. For example many -

- :partrcrpants in the Wrnnrpeg apparcl group drd not know there was a trade office there. ~Many

- participants felt that the GMORS should asa mrnrmum contarn embassy and/or trade

. consulatc lrsts

24 Content

~

- This research discovered a large amount of information desired by ‘exporters The most

“»hrghly—prrzed information was market intelligence, defined by DFAIT as “up to the minute
. mformatron on speczﬁc projects, whzch will help businesses to implement their strategies and

o win new business.” Some partrcrpants mentioned that all they were lookrng for from the

Department was contacts As one person sard 'just grve me six pages of names, I'll take it
L from there' "o : ~ :
| *Many partrcrpants concluded that much of the 1nformatron was too general to be of use. Even
‘when distributors and 1mporters were outlined, many participants (most notably the Aircraft
~ Repair and Overhaul and ‘Packaging and Labelling Equipment) felt that the information would
7 be of bettcr usc if the lists had details on what prodict lrnes they specralrzcd in. /
| :Table 1 depiCts the main categories of inforrnation desircd by exporters.
" Tablel

‘. : (In rough desccndmg order of 1mportance)

Informatlon Category - Perceived,usefulness
o tMarket mtcllrgence N - Mostuseful

" Demographics -~~~ . Moderately uscful

- Transactional - o Moderately useful

- Markettrends <~ Moderately useful

* Theoretical -~ = Notvery uscful

Background © -~ . . Notvery useful
-

Larry Johnson Communications Inc. -



rx",‘:Market lIntelltgéncé"‘{ L

X g

R - retail base strength; and,

vt ————

~\', - o . R

| ‘;The follow1ng lnformatron is consrdered market 1ntellrgence for the- purposes of thrs report
RRE Not all 1nformatron apphes to each GMOR sector For detarled 1nformatlon on categones
BN »::refer to each GMOR review (sectlon 3. O) : SR :

R v,"direct, leads:(con_trac't or procutement authorit\y" and What isr being reqUested);' :

R ‘-,-’names of dlstrrbutoxs rmporters retarlexs sales representatlves (broken down by product, )

- line); -

P competit_or' information; and,

-~ < .miscellancous intelligence information (e.g., budgets).

o Market Dentographics

" _The followrng 1nformatron is con51dered market demographrcs for the purposes of thls report. ‘
S Not all information applies to each GMOR sector. For detarled 1nformatron on the categorres o
refer to each GMOR review (sectlon 3. 0) : : : '

Market demog_raphies was defined as:
g market éiie; .

< cultural and customs information;

% retail philosophy;
L "locationof.the centres of excellence;

- % domestic capability and demand;

~ < . transportation infrastructure;

Larry Johnson Communications Inc.



' "ﬁ‘-Trénéac'tidﬁal Infomiation' "

€

Ll The followmg mformatron is consrdered transactronal mformatxon for the purposes of th1s

' report Not all mformatxon applxes to each GMOR sector. For detailed mformatxon on these .

categones refer to each GMOR revxew (sectron 3. 0) Transactxonal mformatron was defmed
o RS f ftjr'eign“ credltterms |

< busmessand ﬁhahcialfcolthre;{ o

g o informatioh on dhties, ,tariffs_rahd ‘other restrictiohs; :
xa sales tax informatiqh;
R hahkiné Ainfrasltruc‘tore; -
i &3 trade, fairs 'l>ist‘ihgs;

L -"go‘ve\rhhreht,‘contac‘ts,’eonsulateli.stjihgs; and, |

«  information on assistance programs;

= | Market Trendsf"
" 'The followmg information is consrdered market trend mformatlon for the purposes of this
- report Not all information applies to each GMOR sector. For detalled mformatron on the
- categones refer to each GMOR review (sectron 3.0). Market trend mformatron was defmed
% customer preferences;
SR a»‘ho‘lidays; I S

<. seasonal consumption patterns; and, -

BT
‘0.0

~. " peak seasons.

~ Larry Johnson Communications Inc.



L :Other Sources'Of Information R
: ‘All part1c1pants could name other sources of mformatlon at the1r d1sposal that was more
- valuable than the GMOR Some of this information came from the industry assoc1atrons
o Many part1c1pants recommended that the Department cons1der coord1nat1ng efforts wrth the
- -assoc1at1ons in order to better serv1ce the 1ndustry : - : :
2.5 Editorial Considerations -

' Given the very nature of this subject, it is difficult to come to any global finding. Thisjs -

espec1ally so because the GMORs differed from each other so much As such detarled

\ ed1tor1al analysis accompames each sector analys1s

‘In general, future editions of the GMOR series should be ed1ted bya person not fam111ar with
_the content and not necessarily | fam1llar with the industry." Although users would tend to hunt
- and peck their way through the document instead of reading it from cover to cover, it should
i be noted that the mater1al is laborrous to read (please see des1gn cons1deratrons)

" 2.6 Design Considerations
: bwlng to the wide variation in the design of the GMORs tested, it is difficult to generalize
. .- about the deslgn of all of the GMORs." Each GMOR is evaluated for design considerations

. separately

E Participants rarely commented on design, preferring instead to concentrate on what they were
more familiar w1th that is, the content of the GMOR However the followin g observatrons

are made
; ~i' The GMORs have an mconsz ent look in cover des1gn and content across all sectors.

R -.:,“ : Some GMORs do not have the Canada Wordmark and Departmental srgnature
‘ f-:' No GMOR mentions the avallab1l1ty of the pubhcatlon in the other off1c1al language

o f:{ Type 51ze and fonts vary across all GMORs :

‘10f
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o o The page numbers are mconsrstently apphed and the quahty of the Table of Coutents D

L varres from GMOR to GMOR
e ':Som'e'sections, he’adingsvand subf—headings are not clearly distingui'shable‘; o

% Some tables are difficult toread.

| 4"-"2 7 Marketmg and Promotlon :‘

’ ,‘Partrcxpants d1d not endorse the concept of allowmg prrvate advertrslng or sponsorshlp in the l
o 'GMORs Many believed it would brmg the obJectlve of the GMOR into questlon :

L iEstrmates of an acceptable price for a GMOR varied widely between groups. The price that :

= ,'would be acceptable was related to the percerved value-added of the publication. A nominal .
| - -fée of anywhere from $10 to $50 would be about right; however, the price could be hlgher if
. .xthe 1nformatron contamed in the GMOR was percelved to have a higher value '

28 Pu_blish'ing options'

o Part1c1pants were generally more concerned about how useful the 1nformatlon would be rather

~ than how to access it. As timeliness was considered to be of critical 1mportance many

‘ partxcxpants could ot envision highly valued market intelligence rnformatron in the current
. ‘print format. They recommended that the information be updated quickly and have greater
- accessibility. There was general agreement that on——lme access would enhance the tlmelmess
of the 1nformatlon. ' -

’ Although electronrc access was w1dely endorsed it was not unanimous. Participants

- acknowledged that publishing ﬂexrbxhty had to be built in to the process because electronic -

access would not suit everyone. For those who could not access the information in that
'manner they suggested that a phone call and a fax might sufﬁce ‘

*The "higher tech" sectors such as aircraft repair and overhaul and packaging and labelling
equipment, were generally more 1nclmed to want to access information on-line. However,
:attrtudes towards on-line access was more related to how techmcally——onented companres
were rather than by what sector they Were in. For example, although many apparel .

- :manufacturers wanted only hard copy information, some of them felt that on-line access was

1
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.ot

o the only way fo go. -

B Thc maJorlty attltudc was s summed up. by one focus group parthlpant who sa1d alternatives

w ashould be avallable ina paperless society. - Ihzs means one should be able to publzsh thzs more._ .
i often If the format does not change, then (one) can just update the statzstzcs ’

12
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B ‘Purpose of the publrcatron

o 0verall Impressions v

_,3 1 Alrcraft Reparr and Overhaul

C ‘Ihe ﬁndzngs in thzs sectzon are based on the results of focus group and zntervzew research
'Q_Ihe term partzczpants descrzbes respondents from both methodologzes -

k' To focus and enhance trade development support for the a1rcraft reparr and overhaul 1ndustr)

» "‘Partrcrpants acknowledged and apprecrated the effort by the Department to provrde the
. industry with information that could help facilitate their exports. An indication of the-
< usefulness with which they viewed this pubhcatron was that many wondered why they had not', ‘
recerved this publrcatlon before ‘ :

SRR There was a general consensus that the 1nformatron in the GMOR was very useful although
e partrcrpants found the publrcatron drfflcult to read ~ ’

A-:-Partrcrpants part1cularly liked the detarled 1nfonnatron on each country However there was .
o acknowledgement that if one was already exportrng, one was already aware of this
e 1nformatron ‘It was felt that this may be of more interest to smaller and medium sized
= compames because the larger companies have their own database. Partrcrpants believed that
~“the publrcatron must have been wrrtten by a person knowledgeable of the 1ndustry

o R ‘. Export snapShot o

f ,Some partrcrpants noted that the Canadlan market ‘was small and statlc For most partrcrpants
‘ exports represented the lron s share of therr busmess Many felt it was growrng in 1mportance -

\j ,In terms of export markets partrcrpants mentioned they were exportmg world—-wrde
However, the U S markct appeared to domrnate J oint ventures were common. This seems to

The Arrcraft Reparr and Overhaul Sector ‘was developed as an export strategy
and not as a GMOR

‘Larry Johnson Communications Inc. -
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- flsuggest that the Department should cons1der addmg more detarled mformatlon on the U.s. ‘
 ‘market and to remforce the industry contentron that Jomt ventures are often a necessary pre—
'_:‘}condltron to exportmg 1n many countrles ~ : -

3 .\7

",;"iu‘Depart'mental Rolef L an

Partlcrpants recogmzed the value of the trade consulates and forelgn ofﬁces Many had used
o them to gather market intelligence. They would like to see more ‘information commg from the -
- embassies and consulates because it would allow smaller companres to have more access..
:,;"Partlcrpants felt that the Department could work better w1th the assocratlons to help coordmate .
-and dlstrlbute market intelligence information. ' - : '

S ~'—'"In terms of other roles, participants noted that the Department helped orgamze trade missions.

.. Another partrcrpant noted that the govemment could best help by facilitating products crossing =~ -

_-"the border ‘There was 1nvar1ably a three to four day delay at the border. There may notbe a

* - role for the Department in th1s area, but the mformatmn may be useful to other departments of
R the federal govemment . a

“,C‘ontent_ o

- Participants agreed that the information most valued was the lists of long term contracts and
“who was contracting. - As one participant noted, "as a small company, we do not have the - '
" “manpower to seek out these opportunities.” T L

: "l’articipants acknowledged that useful sections included the follo'\yingzi

()

2 '-inyentories of aircraft (annex A);
- - the countr_y guides and the updated listing of trade shows in annex G; and,
R the executiye' summary (but many_of, the points or assertions were challenged.). |

L Part1c1pants llked the categorles broken down by product line e. g av1omc upgrades,
o '»components reparr/overhaul They wanted to see more of the followmg information:

o COntacts (names," addresses and teleph0nenumbers);‘ ‘

" Larry _]ohnson Communications Inc.



R "‘moreinformation on‘who isbuying and what they are buying;‘ S

e . more lntelllgence 1nformatlon (e g 1f money for defence 1s cut it usually stlmulates

R demand for repa1r and overhaul)

: ;_’where are the’ aerospace centres of excellence broken down by product line (e g where -
" is the machine. work done, how are the ﬂeets dlstrlbuted where are the hcllCOptch '
o concentrated) : o : '

e
’0‘0

L < o \what‘arethe aerospace applications (e.g.,*forestry) an‘d where are they located;

e whatls the current product line;

L < dollar volume 1n repair and overhaul;

o - cur'rent' capabil_ity’in repair and‘oyerhaul; -

"‘ < “’jdinformation ’on.the competit'ors 1n the e)tport marlcet;y
. i.‘ < age of fleets ‘.and;trends;l and‘, '

' abrief description of assistance programs and grants. -

: “Editorial ’Consi.dertation‘s :

,In general part1c1pants felt the publrcanon was d1ff1cult to read because sections were ill-
- defined and roughly laid out However, many acknowledged that the 1mportant point was the

- . content and not the style

L The amount of techmcal 1nformat10n posed no dlfflculty for part101pants They felt it mlght be
~more dlfflcult for laymen

‘ : Many part1c1pants questloned why reCOmmendatlons" were part of the publlcatxon They
e _suggested mlnlmlzmg acronyms

2 Many part1c1pants noted the 1nformat10n was dated As one person sa1d the upcommg events

o "have past ”

16
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'Design Considerations

| Comments were few and far between some partrcrpants felt the des1gn of the GMOR c0uld be

| :_"’l_flmproved to enhance 1ts readabrllty I L

o ‘7 }‘Marketin‘g’and Promotion =

'Part1c1pants felt 1nundated with pubhcatrons of lrsts of supplrers in therr 1ndustry Many of the

E requests for 1nformatlon came from the Federal Government (part1c1pants were not sure wh1ch

iy department). ’I'hey felt that it would be of great benefit to the 1ndustry 1f the Federal

~

o Government could coord1nate its act1v1t1es 1n this area

" g Partrcrpants felt that the a1rcraft reparr and overhaul sectors can best be marketed 1n a "Team
E Canada” approach. They noted that often a joint venture in a foreign country was the only
~.means by which they could secure the business. As such, they felt that all marketrng and

i f,}g - promotional material should have that as its central theme. This suggests that future
S publlcatlons should emphasrze the 1mportance of team—work and Jornt ventures in thrs ‘

- 1ndustry

y Partrcrpants thought it better that the Department work in concert w1th the 1ndustry assocratron o
= (such as AIAC)

e Part1c1pants felt it was extremely important to ensure that any Departmental publlcatron was
- «comprehenswe in naming Canadlan suppllers that had expertxse in the spec1f1c sector that was
o be1ng covered ' : : ‘

’ Partlcxpants felt that the alrcraft reparr and overhaul sourcing pubhcatron (not part of thrs
- evaluatron) was an 1mportant element of Canada's. marketrng mix in this 1ndustry

L Other sources of 1nforrnatton were the Werd Av1atlou lzlrectory_ lhe Forecast Book and

e Partrclpants comments on thrs sectxon were llght or non—existent. However
advice is provxded based on the previous experrence of LarryJ ohnSOn
Communrcatrons under separate COVer. :

v
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-‘i*Publi'Shiug' option's”;? e

- —:'Most part1c1pants would bc w1111ng to pay a nomlnal fee although a mmorlty of part1c1pants
. fclt on prmcxplc that thc govcmmcnt should bc promotlng thc 1ndustry not chargmg for it..

o ‘j: - Part1c1pants fclt that a prcmlum must be placcd on pr0v1d1ng market 1ntclllgcncc mformatlon
Sto industry in a tlmcly manner. ThlS precludcd thc pOSSlblllty of havmg it pubhshcd in 1ts

S pxxstmg format smcc 1t could not bc tlmcly

' .Most part1c1pants were lcss conccmcd about how the 1nf0rmat10n was prcscntcd and more
‘conccmcd about getting the 1nf0rmat10n in time for thcm to use it. They suggcstcd the

= 'Dcpartmcnt consider altcmatc ways of rcachlng them with market intelligence 1nf0rmat10n

~They suggested electronic databascs with access through on-line or faxes as required. As o
,i.'wcll they noted that there was no systematic way for Canadian suppliers to transfer market
_intelligence mformatlon that they happcn to come upon Thcy fclt the Department had a

o clcanng—housc rolc S ‘

18,
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A 3 2 Apparel

U Ihe ﬁndmgs in thzs sectlon are based on the results of two focus groups

Pu}bdse'bf the publtéation T

B = To provrde global market data obtalned from Canadran Embassres Consulates and Trade .
T Mrssrons around the world on apparel for men women and chrldren '

- Overall Impressions

| i‘The attitudes and perception towards the Apparel GMOR differed markedly betWeen the
“group in Wlnnlpeg and the group in Montreal .The Winnipeg group felt the federal '

L government was better placed to continue negotlatlng trade agreements and to leave the

. publication of information on export markets to the private sector. The Montreal group was

e fk’generally mOre poSitive and disposed towards continucd federal goyernment inVolvement; '

Most of the part101pants 1n both groups were unaware of this publlcatlon prlor to its evaluatlon
1n this exercrse = : .

o _ There were many comments on the ' " costs” of the pubhcatlon in the W1nn1peg group ThlS d1d

- _not appear to bea ma]or concern of the Montreal group. .~ - . -

Export Suapsh'ot _

B j "-The group agreed that exports are "a must” for their 1ndustry Thrs was in part due to the B
' - -shrinking of the domestic market. The Montreal group, in partlcular noted that every day
',there seemed to be another Canadian retaller gomg under o -

R L-The‘U S. market Was acknowledged as the most importantfor'a number of reasons. This
“included its proximity, language, size and the fact that all parts of the country had the same =~
- customs and duties.. However, many partlclpants noted that the U.S. market was not o

necessanly homOgeneOUS For example, they beheved there were significant dlfferences in -

' . the markets between Buffalo and San Diego. There was acknowledgement that the U.S.

19
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: 'market was exper1enc1ng d1fﬁcult1es as well Thrs suggests that DFAIT cons1der emphas1zrng o
. the U S market cven more than it does now. R » :

- -The Montreal group noted that Europe was also a key market and that Russ1a and the former |

i ~';East block countries were worth watch1ng As one part1c1pant in Winnipeg stated ‘exports are

B ":becomlng a bigger and bzgger part of my business every day and we are loolang for more and e

i - more markets around the world every day. Thei issue is once you've learned how to do

| ;}v‘Depart“mental Role

. bus:ness in one country lt gets easzer and easier. At ﬁrst there are surprzses

~

- The Winnipeg group agreed that the industry needed vital information to facilitate their
3 ' exports. However, most agreed that government should not be in the business of publishing
'~ information on this subject jn this format. The majority of part1c1pants felt that this
mfonnatron was better SupplICd by the industry association or by private firms because they
o felti it would‘be more cost~effect1ve more cuxrent and more customrzed for their 1ndustry

. : The Montreal group were more concerned that. government was not facrlrtatrng exports The
NAFT A created addrtronal paperwork and labell1ng was demanding. It was felt that smaller

~ companies with small staff do not have the resources to deal with all the paperwork.
However, there was acknowledgement that trade offrces in some parts of the U S. have been
’helpful (e g, N Y) : :

- \CO‘ntent B

fBoth groups belreved that the GMOR prov1ded information that might be of use, but that it
. was too general ‘The group felt they received a lot of mfonnatron from the Department such
as facts and figures. Their preference would be for more practlcal information such as
potentlal contacts As one partlcrpant from Montreal sa1d we are salespeople

o - '_The Wmmpeg group, in partlcular, agreed that the publlcatlon was very dated Many felt
- that the "market" changed very. qurckly (perhaps every few months) As such, many felt a

- publlcatron could not possrbly be kept current

Bt Apparel manufacturers wanted mfonnatron that would facrhtate better access to the markets

| . Thrs 1ncluded
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'. N
DO

. i_llsts of 1ndustry, retaller and govcrnment contacts
2 Clist of brokcrs/frcrght forwardcrs
- ‘dpty’- and tariff inrfoxmation; and,r |

% . the terms and conditions of the domestic country.
R Sornc participants fclt statistic‘s'wcrc important, but they had to be detailcd and c'urrént, .

k '- bThe Montrcal group fclt that uscfuI sectlons 1ncluded thc size comparrson chart, contacts
o tradc magazrncs (mcntlon the pubhshcr so they could follow up) and tradc shows.

' ,'Morc information was rcquested on the following:

L o®
”*

;profllcs on Gcrmany, Belgrum parts of Afnca (Ivory Coast Scncgal) and the Middle
East(J ordan UAE) '

*

)
&

'thc rctail'basc and how theybu.y; ": |
% .v nanrés,.saddrcsscs and a,way of rcaching- reprcsentativcs or salés agents;
e | cu[tural infonnationt o h
' & crcdrt te_,r'ms‘, '
R bnsincss _cutturc; :
- R . _; ttrc ruIt:s Iof t.lrc_land;.
o " ..- moré.'inforrnation on dntres,'andtar’iffs; and,
i ’.Tol:{ salcstaxcs in thc domestic country. |

,Thc group rccommendcd havmg a scparate scctron for thc u. S to dxscuss issues such as
: labcllmg : -

' ’Part1c1pants felt that a couplc of pcrccxvcd eIrroneous statcmcnts may rcducc the GMOR’
' crcdlbrllty Some cxamplcs c1tcd were that the capltal crty of ngcna is not Abxdjan and that

21
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: "_.'1n the Atlanta section the 1nformatlon under the Knowledge of Fashron Trend s was not

- ";‘consrdered to be true.

BESt Other sources’ of 1nformatron 1ncluded a S‘ales Book (avarlable in the U S for SlOO) whrch was e

e seen as berng very useful to the trade o

‘f.‘Editori/al Consideratlons vl

"-'Ihere Were few comments on stylrstrc or, language consrderatrons However, it was generally
a agreed that it could” use page numbers, a proper table of contents and tabs to fac1lrtate its use,
More information is avallable on editorial cons1deratrons under ‘separate cover. '

- »bDESlgn_Considerations' 5

o ~Partrcrpants lrked the format because of its portabrllty Type size and fonts were thought to.
. be adequate. The cover is fine, but the deplctron of the children seemed an afterthought

" More information 1sava11able on design _consrderatlons under separate cover.

g :;fMarket'ing énd Promotion-f e

The Wmnrpeg group ‘felt that the govemment could send a memo out to each manufacturer

o that can give them'the names of CCM or other publrcatrons that can give them more accurate,

-~ ‘more tlmely information. It was felt that this would limit government spending. The
" Montreal group felt that thrs GMOR might supplement this publrcatron whrch was geared at
- the uU.s. market It cost appr0x1mately $100 U S. :

-Partrcrpants felt that recommended changes had to be made to the publrcatron in order for it to

: ( . besaleable. They suggested a price of around $10.. There appeared to be some reluctance to
e pay As one person sa1d tshould be free it is our government v

' Partrcrpants drd not endorse advertrsrng or sponsorshrp They felt it was 1mportant to .
' ‘d1st1ngulsh th1s from other directories. - ~

22

o Larry Johnson Communications Inc. -



‘ v"Publlshmg Optlons ', .

, ' There appeared to be some ackuowledgement that smaller less s0ph1st1cated flrms would be R
S ubetter served by th1s publlcatlon than the dlder more estabhshed fmns L

B ”.The Montreal group dlffered from the Wlnmpeg group in terms of the1r acceptablllty of :
< {’electronlc information. Montreal preferred hard copy but they acknowledged that they need

ey _mformatlon qu1ckly

o The Wmmpeg group felt that the main role for the Department was in the collectlng of

, mformatlon from abroad and providing it in such a ‘way that limited costs. There was general -

. 'agreement that a real need could be filled by creating a database that would be updated

' frequently with new mformatlon The group acknowledged that the information would have to
~ be provided in a flex1ble manner to suit the variety of companies in the mdustry They

o suggested on—lme faxes and personal phone calls as the preferred d1str1but10n VCh]ClCS
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*:‘-{33 Flsh and Seafood

. l’_Hze ﬁndmgs in thzs sectzon are based on the results of two focus groups
; : ; . S B

o '-inv_'Pui'poseo‘f'the publication ~ ©

- of export marketing stratcg]es to hclp cxpand the scope and rcach of Canadlan busmess mto
’ 1nternatlonal markets. : : : '

IR Overall Impressionsf '

. 'i,’Both groups were smnlar in bchevmg that the Fish and Seafood GMOR had vcry httle -

g frclevancc for them as fish and seafood exporters smlply because it was much too gencral for

- _thcm As onc person noted, "it's almost generic.” -For cxpencnccd exporters, it was an easy"

. target for them to take shots at because it had very little 1nformatlon of use to them. v
‘ Conscqucntly, both groups questioned the pubhcatlon S valuc its productlon costs, whcther it -

8 should bc pubhshcd at all and if so, whcthcr govcmment was. thc appropnatc publlshcr

B Part1c1pants prcfcrrcd the lnformatlon in the Umted Klngdom Guldelmes for Canadlan Fish :

. Exporters (1993-1994) (Thc Hong Kong - Guldelmes was prcscntcd to the Vancouver .

s,_group) Thcy liked the Gu1dcs because: -

thcy contalncd dcmographlcs of the buycrs and what thcy are buymg, and

\/

R thcy are country—spcc_lﬁc mstcad of takmg a global view.

~ This inforn)ation provided them with some of the tools required to build a strategy. However,

i both groups were c0nccrncd that the hsts in thc pubhcanons may not be accurate or -
o comprchcnswc : ‘ o ,

24

SO Thrcc pubhcatlons were cvaluatcd by part1c1pants thc Global Market Opportumtzes Revzew -
R Fzsh and Seafood, Hong Kong Guidelines for Canadian Fish Exporters, 1993-1994 '
g (evaluatcd in Vancouver); United ngdom Guidelines for Canadian Fish Exporters, 1993- o
'1994 (evaluated in Halifax); and ‘the Canadian Fish and Seafood Exporters-Sourcing Guide.

- To pfovide an overview of éurrcnt market opportunities and to move towards the atticulation . -
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Export Snapshot

: L Thc Canadzan Fzsh and Seafood Exporters Guzde CllCltcd vcry lrttlc rcactlon but was '
5 : gcncrally vxcwcd as bcmg a uscful publlcatron oo R

L All partlcxpants acknowlcdgcd that cxports were fundamcntally 1mportant to the 1ndustry
L Anywhcrc from 60 to 80% of the- catch’is exported. With few exceptions, participants treated
- the U.S. markct like a domcstlc market. One partlcrpant summcd up. the industry as “it’s =
, e.xponentzal every day.” This suggcsts that future GMORS may want to provrdc more dctallcd
L 1nformatron on thc U.S. markct S 2 S :

S

~The Vancouvcr group, in partlcular, notcd that Europcan countries had beena strong

= “tradmonal market. However, this market has been substantlally eroded by the Norwegians
S -.who have introduced lower cost, fresh fish to European customers. In addition, they can bring
their product to market more frequently and sell in smaller quantltlcs They felt that tradc W1th S
Japan had risen substantlally : " :

- liépairtmental Role> -

A Pamc1pants acknowlcdgcd usrng thc tradc missions of Forclgn Affarrs Whrlc thc Vancouvcr

group thought the trade commissioners were cxccllcnt the Halifax group had mixed feelings:

" some have had success and some have not. Thrs group also thought that tariff information -
. from Foreign Affalrs was not current. This suggests that Mission 1nformat10n be kcpt currcnt _
- and that 1t contaln actlonablc marketing drrcctrons o

- Content .~ .

o Partrcrpants fclt that although thc GMOR prov1ded an overvrcw of the Canadlan 1ndustry, it
- had a dearth of actionable market-oriented information that exporters could put to use
“either in'a stratcgy or for tactical advantagc This attrtudc was summcd up by one partlcrpant o
g Awho said ”where 's the ma[ke in that book?” . ' :

) Asa rcsult of thc aforcmcntroncd many partlcrpants qucstroncd who was the target of the
" GMOR. Some felt it might be adcquatc as an overview of the Canadlan flshrng 1ndustry for ’
B studcnts in gradc 7 or 8. - : ~ :
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N ‘,Much of the content of the GMOR was challenged Many of these centred on what
jpartlcxpants in the, Vancouver group felt were major dxfferences in the 1ndustry between the
~west and. east coast fxsherles These dxstxnctxons were not noted in the FlSh and Seafood

:_’tifGMOR e

L - -The Canadian Fish and Seafaod Exporters Sourcing Gaide 'Was percei‘\"ied‘ to be a better

publlcatlon because partlcxpants had used the mformatlon it contains. Some participants .

*used it for referrals There was some ‘question of how accurate the 1nformat10n was because
13 would depxct suppliers prov1d1ng a certain specxes even though they may not currently be 1n
B the busmess of supplylng that partlcular product i - - '

.Ihe Unzted Kzngdom Guzdelmes for Canadzan Fish Exporters (1993 ) was used by many

e - partlupants Some had recelved the information by fax unrelated to the focus group testing.

It was perceived as being a very useful pubhcatlon because of its market—driven -
- information. Some part1c1pants questloned its datedness whxle others would like to see more
RN trend 1nformat10n : : ‘

) ”The participants often mentioned how they were lobking for hard information on which they
~could act. They partlcularly pnzed detailed information such as contact lists, trends and

~ current and future consumptlon pattems However, the Vancouver group were concerned
. that out of—date hsts were' Stlll bexng handed out at trade shows '

Another person noted that these publlcatlons may best be targeted at someone startmg out

R new in the. busmess He sald f I was a large company, I better already know these o
e ’.customers 4 ' ' - '

! _ Although the followmg market—related 1nformatlon was obtamed from the Lobster GMOR o
‘ —Apartlcxpants the FlSh and Seafood part1c1pants would also be lookrng for 1nformat10n such as:

e
o

; lists of_ importers broken down by species handled; -

. .
DO

lists of chiain stores, large restaurants, distributorS§ _

3 trends in the industryjjv =

Sy .

L) .
I

 tariffs;

0 "
RO

; co:npetitive_import _statiStics by species; .
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’:'consumptlonrates 1nthefore1gn country,
:"i b : restrict_ions‘ on entry;"; o

R % costs"of frelght mformatton L
i ':' b 'narnes:of‘ a1r shi‘ppers‘;"

e mformatlonon theyarioustypes of Ai‘n_t'ernal transportation systen_rs;

el local c_ustol'ms,' cultural and’custorner nreferences'; and,‘ 7

.« seasonal consumption.

Editorial Considerations
A feW particioants believed the text ‘shoulld ,use'rnore layman's terms to enhance itsreadability.
» 'Part1c1pants noted 1ncons1stenc1es in the text. For example on page 1 the Review states B

- "Canada still has abundant marine Tresources to meet many demands of the international

- market," while on page 2 it is noted that "the Canadian flshmg industry is currently ina “
. transmon perxod due to unstable economlc condmons brought about by supply shortages

DeSigu‘Const'derations :

There were no partlcxpant observattons regardmg desxgn consxderattons Larry Johnson L
o Communlcatlons Inc has prov1ded 1nformatlon on this SUbjeCt under separate cover.

: Marvketingvand Promotion

o :'Part1c1pants said they llked anow defunct pubhcatlon of Fisheries and Oceans called the
Fishes of Canada. It was ‘considered to be an "excellent" pubhcatlon containing good plctures

~. of each fish species, its size, pomon cuts and the name of the species in the foreign country. -

o Thls suggests that the Department cons1der examlnlng the strengths of other publlcatlons such
" as the former Frshenes and Oceans ' : :
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When partlclpants were asked about an advert1ser ora sponsor 1t acted asa catalyst for

: r‘concerns over the pubhcatron s cost. The group was divided as to whether government should
o proceed w1th the pubhcatron (w1th suggested 1mprovements) or whether it would be better if

' 1ndustry pubhshed 1t The Department may w1sh to examme thls further w1th 1ndustry and the .

o ;assocratrons

o E v Pubhshmg Optlons

| a The Hahfax group noted that there were many fish and seafood pubhcatlons that duphcatcd
- the ones pubhshed by CAFE. There ‘was some call for ratlonahzlng them, perhaps by workrng
s more closely with mdustry and assocratlons ‘ : :

" The Halifax participants were lukeWarm to the suggestion of alternative publishing formats.

L 'I_They felt that smaller companies may not have access to higher technology Many

- '*partrcrpants in the Vancouver group were open to the suggestion of alternative publlshlng
: optlons such as a an electronlc bulletin board, on-line access or faxes. Part1c1pants were

— ,more concerned about "1f" the 1nformatlon 1s relevant rather than "how it can be accessed

. Vancouver participants'were very concemed about the presumed costs‘of production of the
S pubhcatlon They believed that electromc access could reduce costs and prov1de more timely
- 1nformatron VL e ' ’

', ‘-Mo'st participants_in both groups did not ‘endorse sponsorship or advertising:

28
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34 Lobster e

" The findings in'this section are based on the results of focus group research.”

"‘ Pu'rpose'of the publ‘icati'onf AT

.‘--”:Thc purposc of thlS pubhcatlon is to offcr an asscssmcnt of thc Canadlan lobstcr 1ndustry, to

o examine its strcngths and suggcst a course of action for govcmmcnts to facilitate industry in

" order to dcvclop a coordlnatcd cxport markcung stratcgy for thc bcncfxt of all of thc R '

stakcholdcrs R R R 7 N N

: Overall Impressions

| ‘;Most part1c1pants fclt that the pubhcatlon was a good start to a markctlng plan. Howcvcr thcy :
- also agreed that anyone who was in the business for any length of time. dxd not’ rcqulrc sucha
o plan Most agrccd that it would benefit novxccs in thc 1ndustry .

‘About onc—half of thc group had sccn 81m11ar information bcforc Onc person noted that hc
*had ”used itina llmzted way. This is one ‘of the mix, but nota critical tool. " Anothcr noted

B 5'that "lf we requzred thzs book to be succes.sful we’d all be in trouble "

‘- Participants liked the idea of s;'cing "Canadian" lobStcr markctcd as a Canadian product. -

e 'Exdport snapshot

N Part1c1pants said that cxports are fundamental to the busmcss They fclt thc U.S. market is

, ~ " most important for their industry and thcy believe that demand is pxcklng up there. Howcvcr,
. they do not concentratc on just one market, they go where the market is. This suggests that

future GMORs may want to provxdc cnhanccd detail on thc potcntlal in the U.S,, but not to thc
cxclusmn of othcr potcntlal markcts ERIEE TRV A _ -

o Part1c1pants felt the. moratonum had rcduccd the avallabxlxty of many fish species. As a result,
D many-people were now rcconsxdcnng their options given their current capacxty Much of that-

. interest has turned to other viable sources such as lobster and / or the lobster air freight tradc
It was agrccd that thxs had put a lot of prcssurc on the lobstcr species. . :
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- ."Departrn‘e:ntal Rble- ST

C Partrcipants felt it was rmportant to promote "Canadran" lobster Specifrcally, they would lrke
~ to see Foreign Affarrs put pressure on the Amerrcans to ensure the Canadran product is

o rdentrfred as such o : : el .
;,Participants recommended that people interested in exporting to a country should phone the

- trade consulate instead of looking rnformatron up in this publrcatron This suggests that Trade
. Consulate, Embassy and Mrssron lrstrng be provrded in the GMOR :

‘ Content s

Al particrpants could cite erroneous mformatron in the publrcatron Thrs impacted on therr
“ fperceptron of the credibility of the rnformation There was an expectatron that the rnformatron
should be correct and updated frequently : -

.. For example participants tho'ught that the section on Boston was very thorough, but there was
- very little 1nformatron on New York. And one participant thought the existing information on
. New York was wrong. - In hrs words ”the GM OR has dramatlcally underestlmated the ﬂow of .

o ' product through there

.Many partrcrpants felt that the lists were maccurate One person noted "there are major .
o companies doing business in lobster that are not in here. ' And there are companies listed who
© are no longer in the trade ” In another example one participant noted that Milton Block, an
' importer on page 5 of sectron B, was said to have been dead for several years.

‘ Participants were concerned that the lists were not comprehensive. As one participant said
- "there are at least five names'I deal with in Europe that are not on this list. However, there :
~ were other participants. who resented that the publrcatron listed many of the customers that -
B they had spent considerable time and effort building a relationship.. It was now published on a
o 1Iver platter” for anyone to use. As such, there was a vested rnterest in'not havrng their.
;customers 1dentrf' ed. . : ‘ : R '
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™

o,

o Many partrcrpants lrked the executlve summary and the sectron called anadran Lobster 1n' o
- aGlobal Context. It was felt that-it could be used to help convince potentral customers of the = -
i lrelatrve 1mportance of Canadran lobster on the world export market - .

ke

J'.._'Partlclpants recommended that erther the llsts be accurate and up to date or that Forergn -
g ”;Affa]rs should s1mply publrsh the address and phone numbers of the trade consulate or
K embassy : : :

o There was unanimous agreement that publlshmg prrces m various markets was rlsky It

was felt that the price of lobster ﬂuctuated so much due to so many factors that the publrshed

B 'pnce was qu1ckly irrelevant and dated Everyone agreed that it should be taken out. _

- However, ifa price was to be publrshed participants felt that it was important to deprct how
they arrived at it e.g., spot market, entry level, retail, distributor, etc. ‘Without this caveat

P partrcrpants felt it created false expectatrons s '

A few partrcrpants felt that dlfferent compames had dlfferent roles to play They felt that
- this publrcatron may deceive some companres into belrevrng that they are able to service
' . markets like Vancouver or Rome. They may not be able to because they lack basrc :
. _rnfrastructure support such as access to convenrent transportatron

_ ) Part1c1pants used a number of ways to get mformatlon These 1ncluded referrals banks that
IS provrde general trade- information, fish assocratrons import associations, chambers of

commerce, local governments ‘embassies or simply cold callrng One person noted that "there

: are a thousand ways to get mformatzon Itisn'tin a recipe provzded in this document “ This
B suggests that the GMOR may be 1mproved by detailing other 1nformatron sources.

, The foquing information. should be add_ed to_‘or enhanced in the pub_lication:
.’;._ comparatiyé b‘ﬁgulres (grdwth 1n domestic consumptionysy.r growth in domesticsupply);_ -
- '°.'_._ ‘ ,consumpt"ion'rates"in theforeign country;" |
. f;' - reSiiﬁctions On entry; - |

' ;:.j cdgté of freigl‘lt infor‘m_ation;‘ |

"« names of air shippers;

e

" generic description of the market, divided by regions, cities, the number of people;
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% - trade show listings. -

* .« information on the various types.of internal trarisportation infrastructure;

=< - what product is in main usagc; how is it packaged; .

"% - local customs, cultural and customer preferences; -
o % . scasonal consumption;

% - how are peak scasons serviced; and," .

e Ed\itorial' Consid'eraii‘ons

RO Thcrc were fcw commcnts on the readablllty of the pubhcatlon Each markct profxlc appcared
"~ to be written by a different author: As such, the information differed in terms of its -
o »consxstcncy and depth of contcnt Part1c1pants would like more 1n—dcpth 1nformat10n and

‘ con51stency bctween SCCthHS ‘ '

Design' considerati(')ns :

S _Thcrc wcrc no partxcxpant obscrvatlons rcgardxng design c0n51derat10ns Larry J ohnson ’
o Communxcatxons Inc has provxded mformatlon on this subjcct under scparate cover.

M‘ii'ketih-g aﬁd Prdrnotion o

- Part1c1pants were lukewarm to the conccpt of advemsxng or sponsorshxp It was felt that the
" advertising may take away from the true focus of government to promote the lobster 1ndustry

~ There could be some qucstxon as to the true objective of the publication if there was

B advcrtxsxng Onc pcrson notcd "is it drtven to helpmg the lndustry or to help defray its costs?"

'

Partxcxpants were wxllmg to pay a nomlnal fcc If it was known that the mformatlon was

- _Current and the lists updatcd then as one pcrson sald "we couldn 't afford not to.”

32

. Larry Johnson Communications Inc. -



L 'Pubiiéhing Options'

:'_“’Ihcrc was no mtcrest in gettmg thlS mformatlon on CD ROM or on dlskettc It was fclt a.

publlcatlon would be casier to use.

e i £ e A kA AT 2 1 w7 T T
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e -‘0verall'Impre‘ssions‘- o

T 3 5 Packaglng and Labelllng Equrpment

P The f ndmgs m thzs sectzon are based on the results of focus group and interview: research

-

i ’;Purpose of the'publi»ca‘tion' _

R * “The purpose of the publication is to provide_ Canadian manufacturers of packagingand = o
" - . labelling.equipment with a timely overview of global market opportunities for their sector.

. Part1c1pants generally found the Packagmg and Labellmg Equtpment to be a valuable -
- publrcatron that the industry could use. Many participants felt that experienced exporters
“would find this pubhcatron less useful than novices. For novrces it was felt that it would be a
L good start1ng point. : ' R

; dNo part1c1pant had seen this pubhcatron before this evaluatron and many wondered why that

had been the case. One person summed the Department up. by sayrng "they doa terrzﬁc jobin .

certatn areas, but in the dzssemlnatlon of information they are a little weak.”

o Export Sn'apshot~ '

With the exception of one participant, the group believed that exports were fundamental to the -

. - growth of their industry. The Canadian market was seen to be static. Growth would haveto .~
. come through exports As one pers0n Sa1d tt was the only way to surwve * )

. ’I 'Partrcrpants agreed that a shghtly lower dollar helps exports especrally grven that the
. American dollar is the currency of choice in international trade. Since eXports are almost
' 1nvar1ably in Arnencan dollars, a lower Canadian dollar was good for the industry. It provrded
" ‘some flexibility i 1n pricing or added to the bottom line. -However, the group ¢ cautioned that the L |
Canadian dollar's reputatron was important and thata much lower one may ﬁnd that the
g mternattonal commumty vrews 1t asa Ppeso.

4 | The Packagmg and Labelhng Sector was developed as an export strategy and
: not asa GMOR
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o The U. S was seen as the most 1mportant market due pr1marrly to 1ts size. As one person sa1d '

" "the U.S. is the first choice, but, anywhere else is game." Part1c1pants generally agreed that

~there was good potentlal for exports in the emerging markets of Mexico, South- America and
B South—east Asia. It was also felt that thesb markets had not been pre—condrtroned to the ‘

o reputatron of German and Italian compames ‘Canada's comparative advantage appeared to be

a competltlve price.. Thls suggests that more detall should be provided on the U S. market and
: the emerglng markets in Mex1c0, South Amerlca and South—East A51a '

'5;-Départmétital Ror'e‘ﬁ- o

Partlcrpants noted that trade shows and exhibitions were 1mportant medlums for this 1ndustr)
" to solrclt customers as well as maintain a proflle in'the industry. The Chlcago trade show was

e seen as the most important. It was acknowledged that the Department sponsored trade shows,

. but some partlclpants noted that they were not gettrng enough notlce They asked for about a’

o 7' two month lead t1me

_ ' One person noted that the. NAFI‘A had lncreased paperwork He recommended that the paper
= work be reduced In addltlon it was noted that cross— border shrpprng has slowed down

. Content .

‘ Part1c1pants felt that the lnformatlon in the country prof‘ le sectlon was inconsistent from
profile to profi le. ‘The United Kingdom was considered weak, while the Ireland proﬁle was

~_the best. One person also wondered why Germany and Italy, acknowledged leaders in the

busmess would have a proflle when there was almost no chance that exports would go there

APartrcrpants felt that many South Amerlcan and south—east Asran countrles as well as’
. Australia were missing | from the country profile. In addition, they felt it 1mportant that
more detalled information be prov1dcd on the NAFTA partners and on other developrng
. countrles One person wanted ]ust six pages of names

. The following information was of particular interest to the group:
e market size (but show how _the figures were determined); .

forelgn contacts broken down by product hne (1nclude drstnbutors competrtors 1ndustry '
assocratlon) : : .
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S e :;':‘goi/ernment contacts /(perhaps ina giossary);' o

- I« " culture-related information; ..
"% 'more financial data on foreign markets (volume, market sizc);

% - information on VAT; -

- < international competitors; and,

R foreign technical speCi_fications (e'.g.,' voltage; .,video standards).j R

; : ‘Pamc1pants also felt that the 1nformatlon in the current publlcatlon was very dated. They
recommended that it be updated on an annual or seml—annual basis. o

‘Other sourCes of information 1nc1uded packaglng d1rector1es from countrles where trade shows
- were attended a publlcatlon called Packagi ng Dlges and trade magazines. - ‘ '

. Editorial Considerations .

T Partlclpants noted that the publlcatlon seemed wr1tten with a trght deadllne in mind. The -
 phrase "this 1nformatlon is currently unavailable" was seen throughout it. This was thought to o
. ‘have been taken to a ridiculous extreme where, under the Janguage requirements sub—headlng o

. inthe UK, the statcment "th1s 1nformatlon is currently unavallable appeared

"~ Design considerations " -

" There were no participant observations regarding design considerations. Larry Johnson

Communications Inc. has provided information on this subject under.separate cover.

. Mark"eting‘and Promotion :

" Although there was no ma]or Ob_]eCtIOH to the thought of hav1ng an advemsrng ora sponsor,

' partrcrpants were not in favour of it. Some felt it would dilute the impression of a government.
" document or that it mlght be confus1ng or contradlctory As one person said, “this is sertous,

" “not commerczal "o : ‘ : : :
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- Many part1c1pants endorsed v1deo as. a great tool for the1r mdustry By hav1ng cllents see .- '

: jequ1pment running, it added to the cred1b1hty of the. orgamzatxon Participants felt that CD— .
- ROM is now where video was only a few years ago. More and more people have the

4 t_capablhty It was felt that the more sophistlcated the presentatlon the more one's product is -

: ;,f‘,“; consxdered to be leadlng edge to

‘ "‘Publlshmg Optlons

| ;'Part101pants felt that the publlcatlon could easxly be segmented 1nto the dlfferent cont1nents
and offered to the 1ndustry scparately. ~They-also recommended that the 1nformatlon be

S '”offered on—lme to supplement but not substltute, the hard copy

g As opposed to some of the other pubhcatlons tested i in thxs evaluatxon partlclpants were 1ot
v151bly concerned with the presumed cost it. : :
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3.6 Pork
- The findings in this section are based on the resrllts ofa teleboizj’eretzce.‘ o

Lo

’ ,iv'Puvrp'o‘se'Of the publi&ca\ti'o‘n

N "'*’_’-)The purpose of the global market opportumtles for pork is to prov1de mformatlon Wthh may

P assist Canadran 1ndustry in developrng strategles for the export of pork to maJor pork 1mportmg .

R ,countnes

. Overall Impressions'

There was consensus among the partlcrpants that the publlcatlon was "qulte good, mformatrve

" ~ and concise." However; it was also agreed that if one was already involved in the market, one
; had better, more advanced information than can be provided in this publication. Most, if not all

e participants were aware of the publlcatron because they had a hand in 1ts development through
o 'Canada Pork Intematlonal : L :

- 'Export snapshot

o There was unammous consensus that exports ‘were very 1mportant for the surv1val of therr .
_ businesses. Approxrmately 30% of the produce goes for export. Canada's competitive r
" advantage was seen as its good image, its high quality and a 37% exchange rate advantage with -

" theU.S. dollar. However, participants felt it was becomrng 1ncreas1ngly important to prowde the
s value-added to the product eg., processed pork, boneless -etc. -

| ( MaJ or markets were seen as the U. S, apan, Mexrco Russ1a, Poland and Australia (in rough

~descending order of rmportance) Markets were not chosen for export opportumty in a strategic

- sense. Instead, participants would export wherever a sale could be made. Participants did not
4. 1dent1fy a need for information by geographlc market, but the rank order of countries they -

L exported to the most (mentioned earlrer) might suggest to DFAIT that a detarled profile on these

countnes mrght be useﬁrl in 1ncreasrng exports

Most partrcrpants were also aware that the1r assocratron had askcd the f . .
'Department to produce an updatcd GMOR for the pork sector to be completed
later in 1994 : r L
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: Departmental Role

L 5Part1c1pants endorsed the suggestlon that the pnme role of govemment should be to prov1de

o better access to the U. S market T hey suggested tacklmg the non-tanff bamers

- ':Part1c1pants beheved the pnce polnt was 1mportant Even a 1 orl. 5 cent per pound diﬁ'erence
o ‘, was 51gn1ﬁcant ' ~ Lo v ,

.~ - The part1c1pants suggested that Canada needed to be more flexible in how meat is prepared for.
e export to other countries. Participants thought exports could be enhanced by harrnom21ng '
kp inspecnons with the standards of other countnes :

VAL

S VPartrcnpants wamed that Govemment should be careful about subsidies that impact on supply
B and demand Govemment shou1d consult with the industry before proceed1ng with subsidles

R Content

o 'Part1c1pants felt that the mfonnatlon in the GMOR was: quite good mformatlve andina
~ concise package They felt that the 1992 statistics were current enough. ‘But it was noted

that this pubhcatlon could not hope to prov1de all of the information requlred The pork

o markets changed dally

o As a result they belleved the pubhcatlon would be more useful for obtammg basnc

. mformation on potentla markets that the exporter was considenng but had not as yet entered

;. - »Participants felt that the list of importers in the publication was incomplete and, therefore,
- misleading. They felt it best if it was dropped. They also felt that publishing the appropridte . -

- import association, the trade office and consulate would be more helpful.

- Participants 'agreed that the vfollo’wing infonnation would be important to include:‘

)

' %' importing classifications and regulations;

o

‘ '..,;-‘ consumption habits of the domes_tic market; -

"o

RS retaii prices/retail philosophy of the domestic market;
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o
B

°3f : ft’erms‘ofcredit and business’expectations. -

g o T —— -

- % more spectﬁc market trend 1nformatton eg., what ttmes of year/what hohdays would -

o generate more demand

~information On international competitors; -
e more speclﬁc mformatton on country ] pOllCICS e.g., more mformatlon on the certtﬁcates _
o requlred for 1mport1ng, : - ‘ o
% ‘banl’(ing structure and arrangements with Canadian counterparts; and, -

s Other sources of mfotmatlon 1ncluded The L1vestock and Meat Trade Report (Blue Book) the
o Yellow sheets and USDA sheets. -

Editorial Con'siderations

e

The language of the pubhcatton was felt to be acceptable clear and easy to read However the

" executive summary was not really cons1dered to be an executlve summary More mformatton is -
. prov1ded under separate cover. : ' o : ‘ ’

: Desi@ considerations '

: 'A Some parttctpants felt that the logo des1gned by CPI should be on the front cover in lleu of the
.- Maple Leaf. However there did not appear to be an overwhelmtng consensus for that '
SR suggestlon : :

o Participants had the foilowing coMentsf

IR

% that the‘ publication looked, like government;

02% v that the cover should show the logo des1gned by CPI
’ ;:‘_", . that the mformatlon appeared ina logtcal sequence ‘
‘ —":" “ ‘]_the charts were thought to be ﬁne; and,

- < there was no real concern about its environmental friendliness aspects; its assumed. -
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:'-jf,"-Marketing and Promotion

s _ There was no consensus for a proposed pnce for the publlcatlon Although some partlcxpants
_ would pay a nom1nal fee (e g $10) many uothers felt that this should bea free government
- ’pubhcatlon ‘ : ' - :

- Some part1c1pants felt it would take away from the feehng that thrs was a government ’
: publlcatlon In any event, one participant noted that " any advertzser would not get their money 's

= vworth because they don t read thts stuﬂ' every day

o 'Pubiishing'optiohs' -

B ~ Participants attitudes towards publishing ‘options are captured by one person who said

"alternatives should be available in a paperless society. This means one should be able to
. publish this more often If the format does not change, then (c one) can just upa’ate the /

R statzstzcs
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;“-}4 0 - R | ,
L CONCLUSION AND RECOM]VHENDATIONS
fMost part1c1pants were mofe 1nterested in the content of the GMOR and less concerned about

. " howit is presented. The "ideal" GMOR may not actually exist in hard copy ‘form, but for -
~many partrcrpants would ex1st in a database that they may access on-line at the time of the1r

o choosmg However, there are s1gmf1cant portlons of the target group that would stlll hke to -
- deal n hard copy . -

The Department should cons1der |
- 1 establishing a GMoR database accessihle ;m'_um;; and,
B . 2 ensure the information may be acc_:essed by phone{ fax or 'hard copy.': .
Many partlcrpants were unaware of a Gh/IOR (untll its evaluat10n when they were asked to A?
part1c1pate in the reSearch) o - ‘
: _.The Department should consider: 8

3. ' increasing its efforts to ensure that exlstrng and potentlal exporters are. made aware of the o
GMORs and other mformatron from the Department

o Partrcnpants valued mformatlon such as market intelligence (e.g., contacts leads, etc. ) market

demographics (market size, culture, etc.) and transactional information (credrt terms, foreign -

banking) much more than other types of information. However, these tend to have a relatlvely

short shelf life. - Accurate and trmely dlssemlnatlon were 1mportant :
f The Department should consrder

o 4; makrng the collectlon of thrs type of mformatron a hrgh pnonty,

5 ensunng the mformatron 1s accurate; and,

6. gnsuring as quick a tum-around time as possible.

2 -
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Most particlpants valued the role of the Department in facrhtatrng therr exports Some had used ’
~ "the services of the Department to attend trade fairs and Mmissions. They recogmzed and -

> apprecrated the efforts of the trade consulates However, there was a sngmﬁcant portion of the
.*_ target group that was unaware of what the Department could offer them. Many participants

S '_-~recommended that the Department work more closely with the assocratlons

The Department shouldeonsider: ,' f

as examining more' coop'erative ventures with “the asso'ciations". f
\, 'Part1c1pants generally consrdered the U. S market to be the most 1mportant Many belleved that -
~© there were emerging markets in Mexico, Latin Arnenca ‘South America and the Pacific rith.-
r “_However participants said they would export wherever there was an opportumty to make asale. .

| The Department should consider:

8. emphasrzmg the Mexman Latm Amencan South Amencan and Pacrﬁc nm countnes in the \
GMORs ' o

9. mcreasmg the role and dlstnbutlon of the. Country Gurdes and
: '10 that’ in terms of strategic approach,' exporters are seeking opportunities in any country.* '

" Many partxcxpants believed that the GMORs were labonous to read from cover to cover. Most '
' tend to "hunt and peck” therr way through the publlcatlon : '

: The’Depart’ment should consider:
11 ngmg ﬁiture edmons a good edxt to enhance thelr readablhty

. Most partxclpants had very few comments about the desrgn of the GMOR. However, based on '
‘ the expenence of the researcher in other govemment pubhcatlons the following i is offered

B The Department should consrder
A'I 12. havmg the GMORs pubhshed (m whatever form) with a consnstent look

B 13 ensunng that each GMOR has the Canada Wordmark and Departmental srgnature

43

- . Larry Johnson Communications Inc.



L 14 ‘ -'havinAg'atype size ahd‘foht;sheh as ATi‘m_e's Romanor Dutch 12 or 14 point; . -
'15.{:::1 havjng ebnsiétent page huhlbefe; ;
16. - enstirin'g that sections, headings and sub-headings a,re'cl_early' distinguishable; -

o 17, en.su‘,rihgthat tables _has)e hox_i'onhtaland' yerticaleules'_ for ease of reading; and, -

s Aperi-odieally_ ha'ving' chéﬁs and graphs to liven the text.

" Few part1c1pants endorsed the suggestlon of havmg advertlsmg or sponsorshxp They belleved 1t '
‘might take away from the focus of the publlcatlon However, if the information was perceived to o

- . - prov1de a great deal of value added, it would not pose a problem As stands now, most
.. . participants would pay a nominal fee just to make sure they covered the base with this -

mformatlon
The Department should consider:

: 19 ' havmg advertlsmg or sponsorshlp if the 1nformat10n in the GMOR had a hlgh value added '
. 1nformat10n and, S . , .

20, 'chargmg a nommal fee for the pubhcatlon con51stent w1th the percelved value of the
o mformatlon ' ' :

" Larry Johnson Communications Inc.



RESEARCHLOGISTICS

: 'Halifax_ | ‘

Mbntreal k

“Toronto ‘Winnipeg | Vancouver

| Usector

.Ai-rcraﬁ rébaii/dirérhaul .

Apparel

Fish and scafood: ‘

Lobst¢r '

| t'Pack”aging and

labelling equipment

' Pofk -
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ANNEX B -
SCREENING CRITERIA
o
U arg et ér,bup? - the person in these eompanies who isin eh_arge of export'sales;, g
o . ' 1 For smalle\r eompanies this could mean the oWner or’manager.

S 2;; - For larger compames thrs could mean the Drrector of Marketmg, Drrector of Intematronal 7
Sales Drrector ofResearch, etc. TR N

L Quota: B 9 participants for 6 to show.
- Size of Compahy; Aehie’ve a good-mix of size of companles.l

S .Introductionlzr o

: Hello ’ ... my name s _ B © of"Nameof Company " We have been asked by the
Department of Foreign Affairs and International Trade (formerly External Affairs) to organize a
_group of people to discuss the pubhcatron called" -~ . We are look1ng for the

- : person in your company in charge of export sales
(IF NOT THIS PERSON) Repeat lntroductron

,We are 1nterested in gettrng your views on this publrcatron The group drscussron will last for -
- less than 2 hours. Please be assured that the discussion will be totally. confidentral But we
- need to ask you a few questrons to see if you quahfy for the groups :

1 Are you famrlrar w1th thrs publrcatron? o
L ’Ye's‘ (CONTINUE) -
~ No' (RECRUIT)
2 Drd you actrvely ard in 1ts development? L

o (WATCH QUOTAS o more than 3 per group)
[ No (RECRUIT) | , o
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‘.”NAME

| ‘ADDRESS
] POSTAL CODE

'-'PHONE_# o

e i"k._‘,Thank you for th1s mformatlon We would like to invite you to partlcrpate in th1s group s
- d1scussron Lrght refreshments wrll be made avarlable before and dunng the group

E f,"You wrll recerve an honoranum of $100 Would you be mterested in attendmg

(CONT]NUE) y
(DISCONTINUE)

o f : : ;Ifyou have a pen handy, I w111 g1ve you the locatron, date and trme of the meetmg

- Locatlon:~
- .Date: g
Tlme ’7 00 PM

Lo

In order to prepare for these groups, I would like to-send you a copy of the "name of
publication” so that you can review it in detall prior to the groups o

. We would like you to’ hrghhght any area that you find useﬁrl and not so useﬁ11 Mark it up as-

much as you would like. Please make sure you bnng it to the group.

‘ _Can;you give me your ﬁrll name, address and telephone number please?

Please come ﬁﬂeen nunutes early S0 you can settle 1n and we can start nght on t1me

» Thank you agam We w111 be callmg you before the group to venfy that you can Stlll attend In o
~ the meantime, if anything comes up and you cannot attend, we would apprecrate it if you would o
oocall Our ofﬁce and let us know Please call XXX THANK YOU

i :
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ANNEXC

MODERATOR/INTERVIEWGUIDE .

SN

. DEPARTMENT OFFOREIGNAFFARS

INTERNATIONAL TRADE

" GMOR Series e
- Modérati(.)r[lfntervi\ew(r;qidé '

.~ March14,1994
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t e In Step 1, the Department provrdes mformatron on Canadran exporters for forelgn buyers N : ; ‘_ B

“INTRODUCTION

0 N "Welcome,participants.. SR,
‘ Background the Department of F orelgn Aﬁ'arrs and Intematronal Trade has a3: step

' -approach to the collectron and d1ssemrnatron of trade development mfonnatron

and for its trade. commissioners;

b - “In Step 2, the Department provrdes mformatlon on forergn markets for Canadran S

exporters; and,

* In Step 3, the Department provrdes mformatron on government-wrde initiatives for o

Canadran exporters

Today we are drscussrng an example of Step 2 the Global Market Opportumtres Revrew

-+ (Aircraft or Apparel or Fish or ‘Packaging and labelling Equipment or Fish and Seafood or’ - ‘
‘ Lobster). This pubhcatlon provrdes mfonnatron on forergn markets for Canadlan exporters

‘_of "name of tgprc above.

'The purpose of this drscussron isto get your comments on ways the “Revrew can be '

- 1mproved to better meet your needs My _]Ob is to wrlte an objectrve report based on what

you say

These groups are conﬁdentral

Note the two-way mirror, my clrents are behmd it They want to get ﬁrst hand feedback

before my report is ﬁmshed but they dont want to 1nterfere w1th the groups

-‘Please note that the session is berng audro-taped Thrs isa tlme-saver that allows me to '

review the session and make notes aﬁerwards However my cllents may want to lrsten to

~ the tapes as well.

‘ Revrew drscussron group ground rules open and honest drscussron no nght or wrong

' fanswers hear all views, etc. -

10.

o Discussion Will last no more tha'n 2 hours; feel free to excuse yourself, . ‘

Have p‘articipants do a round-table introduction. A
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e GENERAL INDUSTR_:Y DISCUSSION o
. 1 o 'Before we get into the speclﬁcs of the "Revrew " tell me how 1mportant eXPOrts are for the .

o 'health of this 1ndustry7 (e g compared wrth domest1c markets or other mdustnes in your o

2. . Who are your most 1mportant markets7 Is that expected to cont1nue7 Do you antlclpate
q' ﬁJture growth7 (Probe in what areas how much, etc) s - :

3. L In order to export your product what 1nformatlon do you need to know7 (pnontlze)

. 4 : What mfonnatlon would help you to_export more? o

' DEPARTMENTAL ROLE -

1. What role does government play in facilitating your exports? - L

-2 What role shguld govemment play in facllltatmg your exports7 B

3. ‘How famtllar are you wrth the trade and export market 1nfonnatron prov1ded by the
o Department of Forelgn Aﬁ'atrs and Internatlonal Trade” : L

e 4. Do you currently obtam mformatlon and mtellrgence from the Department7 How useﬁJl is
it? o ‘ SRR

5, R What information do you think the‘]?epaﬂment could provide that would be useful for you?

~ Larry Johnson Communications Inc.



" Let's turn to the "Review" that you examined.” - -

o

o2 Were you awhre of this publication before th1s evaluation?f S

10.

1

'What are your overall impressions? (Probe:‘useﬁll, interesting, not useﬁll,‘not-interesting) S

3. ‘7 Drd you use it prev10usly'7 (How dxd you use th1s mforrnatlon‘7 Probe for usefulness)

RN

: Were there any secm you found partlcularly useful'7 (ask for detalls)

" Were there any sections you would_have llked more rnforma’non? What would that be?
s there ‘informationin the "Reviewl' that‘ you found extraneousornot uset’ul? L

. Are there any partrcularly dlﬁicult or confhsrng sectrons? (Why 1s that‘7) |

What specrﬁc changes do you thmk need to be made to the "Revrew as a whole to make it

more relevant for you?

k How would you descnbe the language in th1s draﬁ? (Probe tone busmess bureaucratrc

overall clanty of wr1t1ng, easy to read etc) Isit appropnate'7 ‘

Probe cover desrgn, colour, format ‘fonts, type-srze over-all layout spacrng, sequencmg
of information, length, tables, charts (or lack of them) and env1ronmental cons1deratrons

(on recycled paper recyclable etc.).

’Sectlon by section review: partlclpants wrll ﬂlp through the "Rev1ew" to capture any

specrﬁc detalled edltonal commentary.
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o MARKETING AND _PROMOTION, -
1o Are there other sources of mformatlon that you rely on for exports7 If 50, how do these :
o compare w1th the "Revxew other mformatlon of the Department7 L : :

o “2, . 'Thls research has assumed that you are the prime targets for th1s pubhcatlon Do. you .
-+ believe this to be s0?  Are there other people, both inside and outside.y your orgamzanon
o that could make use of the mformatlon? How do you rea ch them? e |

3 B As you know, this pubhcatlon is ﬁee ‘Do you thmk the Department could se11 thls
' .publlcatlon? If s0, how much do you think it could sell for7 o

? 4. What would you think if the "Revxew" had advertlslng ora sponsor7 Would that change:‘ o
. your attltudes towards the pubhcatlon7 (or to the Department to the sponsor7) :

‘ 5. ’Are there other ways of "pubhshmg" the "Rev1ew?" (Probe dlskette on-hne CD ROM) 7' L

. How do these compare with the hard copy verslon? 7

- "T ake a few moments among yourselves and tell me what you thmk were. the more Important
concluszons or dzscoverles of the group I 'l be back in a moment - ‘

| B 1 vfModerator seeks supplementary questlons from DFAIT to ask partlclpants
- -_ ‘2.‘ , ‘Moderator asks part1c1pants supplementary questlons from DFAIT
3 | Partlclpants summanze the most unportant dlscovenes in the focus, group. .
4 . (Optlon for cllent) Partlclpants oﬁ’ered an opportumty to speak w1th the chent

COLLECT ALL MARKED "REVIEWS o End sessmn, thank partlclpants
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