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Executive Summary

Background

In support of its mandate to help strengthen Canada's position as an exporting nation, the
Department of Foreign Affairs and International Trade produces and distributes
publications to businesses involved in or considering export activities. These
publications (more than 2,000 titles) are distributed by mail and through an interactive
facsimile service known as FaxLink. To assess the effectiveness of 12 of these
publications, the Department commissioned a survey of intended recipients.

The specific objectives of the research were to:

evaluate the effectiveness of distribution and service delivery;

determine the impact of the documents on users' export activities;

describe readership behaviour and use of the documents;

determine the extent to which the publications meet the needs of recipients;
assess recipients’ willingness to pay for the documents.

The study, which consisted of a telephone survey of 765 intended recipients, was
conducted during March, 1995. The scope of the research was limited to non-
governmental users of publications.

Overall Impact and Utility

Departmental publications have a significant impact on the activities of those current and
potential exporters that use them. In 36% of instances where departmental
publications were used, respondents said they generated new export sales as a direct
result. This figure increases to 40% for publications focusing on contact lists.
Furthermore, Departmental publications appear to be contributing to new export activity.
Based on the responses from those companies with no export sales in the previous year,
use of Departmental publications generated new export sales 10% of the time. In
addition, use of the publications caused non-exporting firms to undertake new activities
or prepare for export in 22% of the cases. As shown in the graph on the following page,
respondents also indicated that the publications were highly successful in helping them
identify contacts for export market development, undertake new activities or prepare for

export, and identify suppliers of goods and services purchased by their organization.

Departmental publications were also rated highly in terms of their utility as information
tools. Segmentation analysis showed that small businesses (i.e. less than 100 employees)
found the documents to be more useful than larger businesses. In addition, respondents
tended to rate overall utility higher for those publications that focused on providing lists

or directories than those publications which focused on background information and

market analysis.

PHASE 5



il

Impact of Using Publications
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Reception and Usage of Publications

Despite their high degree of impact, those Departmental publications reviewed in the
study have low overall recall (§5%) and usage rates (32%). While low levels of recall
can in part be explained by the time elapsed between distribution and the survey, the
research suggests that distribution could be more focused on small businesses with some
previous export activity. Distribution might also be more targeted within end-user

- organizations, as many respondents who did not use publications circulated them to

others within their organization.
Uses of Departmental Publications
End-users of Departmental publications tend to use them for a variety of purposes. Most

often, réspondents used the publications for contact lists, as reference tools, for research,
and to support decisions about export market development.
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Content énd Format

Departmental publications are well-received with respect to content and format. Overall,
respondents rated format elements higher than the information contents of the
publications. Publications which provide potential sales leads and distributor contacts
were rated as more "essential" to respondents than publications which provide analyses or
background information on export markets.

Delivery Media

Respondents indicated a preference for more than one delivery vehicle, suggesting both
hard copy and electronic media are required to meet user preferences. Those who
indicated a preference for electronic formats preferred diskettes, Internet access or direct-
dial BBS (in order of priority). However, some respondents who received diskette
versions of Departmental publications said computer compatibility problems resulted in
non-use.

Willingness to Pay

Most users of Departmental publications would be willing to pay to receive them.
Overall, end-users would pay $5 for publications in 81% of the cases. Respondents
would pay $10 for publications 70% of the time. Virtually all respondents who reported
that the publications resulted in new export sales were willing to pay. On this basis,
charging for Departmental publications would have little or no negative impact on the
generation of export sales by Canadian firms. Charging for publications would also
reduce superfluous distribution.

Service Delivery
Those respondents who contacted the InfoCentre to order publications expressed an

extremely high level of satisfaction with the service they received. Of particular
importance to overall satisfaction is the "helpfulness" of InfoCentre staff.

Recommendations
The following recommendations are based on the findings of the research:
¢ Focus product development activities on the needs of small business and on providing

information such as potential buyers, distributor contacts, and partnership
opportunities that businesses can use directly to generate sales.
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Price publications to reduce superfluous distribution. Most survey respondents did
not recall receiving the documents they were sent. However, the vast majority who
used the documents would be willing to pay for them. '

Actively promote the benefits of using export market development publications.

Implement a strategy utilizing communication, promotion and incentives to
encourage users to migrate to electronic products.
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1.0 Intrdduction

1.1 Background

To strengthen Canada's position as an exporting nation, the Department of Foreign
Affairs and International Trade distributes publications to exporters, academics,
researchers and other clients. Of the more than 2,000 titles produced, publications
include country fact sheets, export sourcing directories, market opportunity reviews,
industry sectot. profiles and guidelines for exporting. A major dissemination point is the
Department's InfoCentre, which distributes publications by mail and through an
interactive facsimile service called FaxLink. The InfoCentre is also in the process of
developing an electronic bulletin board service for information dissemination.

To assess the effectiveness of the documents and the services provided by the InfoCentre
in meeting client needs, the Department commissioned a survey of clients who have
received select departmental publications (either through the InfoCentre or via direct
distribution).

1.2 Objectives
The specific objectives of the research were to:

evaluate the effectiveness of distribution and service delivery;

determine the impact of the documents on users' export activities;

describe readership behaviour and use of the documents;

determine the extent to which the publications meet the needs of recipients;
evaluate clients' perceptions of InfoCentre service; and

assess recipients' willingness to pay for the documents.

1.3. Approach

The lapproach involved a telephone survey of 765 recipients of 12 publications in March,

1995 (see Appendix A for questionnaire).

The sample was drawn from distribution lists provided by the Department. Survey
respondents were asked whether they recalled receiving publications that had been
disseminated to them. Respondents were further screened by asking them whether they
used the publication(s) they received. Reasons for non-use and identifying characteristics
were obtained from those who did not use the publication, while those who used the "
publications provided information on format, content and service delivery. A breakdown
of the sample by publication is provided in Table 1, opposite page 2.

§
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Table 1

1. Canadian Fish and
Seafood Exporters
Sourcing Guide -
hardcopy v
2. Canadian Fish and 181 100% 104 58% 54 30%
Seafood Exporters ' :

Sourcing Guide -
diskette ** | ,
3. World Directory of 150 100% 93 62% 66 44%
Seafood Importers -
hardcopy

4. World Directory of 165 100% | 85 52% 46 28%
Seafood Importers -
diskette **

5. Guidelines for 116 100% 73 63% 46 40%
Canadian Fish ' '
Exporters - USA :
6. Guidelines for 129 100% 91 71% 55 43% .
Canadian Fish
Exporters - Japan _
7. GMOR for Apparel 307 100% 102 33% 37 - 12%
8. GMOR for Oilseed - 85 100% 51 60% 32 38%
9. GMOR for Pork * . 33 100% 20 61% 13 39%
10. GMOR for Beef * 47 100% 20 43% | 15 32%
11. GMOR for Contract 26 100% 14 54% 3 12%
Furniture * : '
12. GMOR for Medical 39 100% 25 | 64% 13 33%
Devices * ' ‘

* Small sample did not permit detailed analysis
** Lower usgae rates reflect limited distribution and the time of the survey



The survey was administered using a computer-assisted telephone interviewing system
(CATI)', which minimized response burden and permifted complex sample management .
(for quota sampling). Respondents were called up to five times. All respondents were
given the opportunity of using the official language of their choice.

Overall, the response rate was high -- 84% of the valid sample (i.e. correct telephone
number, company, etc.) agreed to participate in the study. Table 2, below, shows the
response rate for each publication. The response rate for Global Market Opportunity: -
Review - Apparel was lower than average as some respondents refused to participate
because they did not recall receiving the publication.

Table 2 - Survey Response Rate

1. Canadian Fish and Seafood Exporters
Sourcing Guide - hardcopy 89%
2. Canadian Fish and Seafood Exporters '
Sourcing Guide - diskette ‘ 89%
3. World Directory of Seafood Importers - _ :
hardcopy 89%
4. World Directory of Seafood Importers -
diskette , | 89%
5. Guidelines for Canadian Fish Exporters -
USA 89%
6. Guidelines for Canadian Fish Exporters - | .} _
Japan - 89%
7. GMOR for Apparel 75%
8. GMOR for Oilseed 92%
9. GMOR for Pork : 94%
| 10. GMOR for Beef ‘ : 90%
11. GMOR for Contract Furniture 93%
12. GMOR for Medical Devices 91%

Data from the survey were entered into a machine-readable file, coded, and analyzed
using descriptive techniques. Analysis of correlation was utilized to determine the
relative impact of service elements on overall satisfaction of InfoCentre clients. The
reader should note that because of a low number of respondents who used them, those
publications marked with an asterisk (*) in Table 1 were not analyzed in detail on an
individual basis. However, the information collected from the respondents who used
these publications was included with aggregate findings.

" A CATI system helps interviewers administer complex questionnaires by automatically following pre-
determined skip patterns based on respondents' answers. It also allows interviewers to enter responses
directly into a machine-readable file.
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1.4 Scope and Limitations

Overall results from a survey of this size (n=765) are considered accurate within plus or
minus 4%, 19 times out of 20 (assuming maximum variance). However, results for
individual publications may be less reliable and generalizations should be made with
caution. Government recipients were excluded from the sample and, therefore, are not
within the scope of the study.

It should also be noted that because distribution was one of the elements considered by
the study, information collection focused on infended respondents (i.e. those on
Departmental mailing lists). When respondents recalled receiving publications but did
not use them, we probed for reasons on non-use and gathered profiling information. We
also asked whether these respondents circulated documents to others within their
organization. We did not, however, collect data from these other potential users. As a
result, the scope of the study does not include usage, behaviour and attitudes of those
people who may have received Departmental publications as a result of internal
distribution within end-user organizations. '

1.5 Note to Readers

It should also be noted that the survey design allowed respondents who reported using
more than one publication to respond to questions about content, format, utility, impact,

etc. for each publication they used (see the survey questionnaire in Appendix A for more

detail). As aresult, some findings are reported using terminology such as "50% of cases"
or "50% of instances". "Cases" or "instances" refer to an instance of a publication being
used by a respondent. If a single respondent used three publications, this is referred to as
three cases. On the other hand, if a respondent only reported on one publication, this is
referred to as one case or instance. When results are reported using terminology "% of
respondents", we are referring to the individuals who responded to a survey question,
regardless of whether they reported on one or more publication.
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2.0 Profiie of Respondents

This chapter presents a description of the survey respondents based on the nature of their

‘organization, size and type of business, extent of exporting and previous participation in

programs or activities sponsored by Foreign Affairs and International Trade Canada or
Agriculture Canada.

The information can be used to gain a better understanding of publication recipients and
to segment users into groups for product development, packaging or promotion purposes.
For example, more than two-thirds of respondents were from very small or small
businesses with fewer than 50 employees. Consequently the Department may consider
packaging information on exporting strategies and "how to" tips for small enterprises
with sourcing guides and market analyses, as previous research suggests this is an
information need of this segment.2

2.1 Organizational Profile

As shown in Figure 1, most respondents worked at a senior level, with 60% describing
themselves as executives and another 15% as managers. The "other" category includes
traders, brokers, librarians and others. The high proportion of managers in the sample
may in part determine usage patterns. For example, the high proportion of executives in
the sample may explain why many respondents indicated that the documents they receive
are used primarily as a reference tool by others in their organization (see Section 3.2)

Figure 1 --Occupation of Respondents
(n=763)

Executive
Manager
Exec. Ass. |
" Marketing

Finance

0 10 20 30 40 50 60

% of respondents

% Phase 5 Consulting Group Inc., Qualitative Research on the International Trade Business Plan, 1994,
pp. 8-9.
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The vast majority of respondents (92%) worked for private sector companies. Only five
per cent worked for associations, one per cent worked in the educational sector, and the
remainder worked in other types of organizations. Respondents from private companies
worked in a variety of businesses. As shown in Figure 2, distributors and wholesalers
(including export trading companies) comprised the largest group of private businesses,
followed by primary resource producers. The "other" category includes respondents who
described the nature of their business as import/export and trading.

Figure 2 - Nature of Business

(n=731)
Secondary
i prot;efSIng Other
Service 9% 4%

13%

Distribution
: 33%
Primary
resource
31%

The businesses surveyed represented a range of earnings. As shown in Figure 3, more
than 60% had $1 million or more in revenue last year. The largest group earned between
$1 million and $5 million last year.

Only 30% of the businesses had a primary export focus, earning half or more of their
revenues from exporting. Some 45% of respondents earned less than 50% of earnings
from export, while 25% of businesses surveyed said they earned no export revenues at all.
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| Figure 3 - Revenue of Business Respondents

(n=638)

>$10m
$5m-$10m
$1m-$5m

$500k-$1m §
$100k-$500k
Under $100K

0 5 0 15 20 25 30
% of respondents

Most of the organizations surveyed were either very small or small in terms of number of
employees. As shown in Figure 4, more than two-thirds had fewer than 50 employees.
Only six per cent of respondents were from very large organizations employing 1,000 or -
more people.

Figure 4 - Number of Employées

 (n=751) -
' 100-999
50-99 15% 1,000+
6%

11%

2049 (@8
18%

50%
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2.2 Participation in Foreign Affairs or Agl;iculture Canada Programs

Overall, 40% of respondents reported past participation in programs or activities
sponsored by the Department of Foreign Affairs and International Trade or Agriculture
Canada. As shown in Figure 5, most of those respondents who had participated were
involved in activities sponsored by Foreign Affairs and International Trade. This broadly
reflects the composition of the sample (i.e. 18% of the respondents worked in the food
and agriculture sector)

Figure 5 - Participation in Programs
(n=624)

Agriculture
2%

None
60%

oreign Affairs
34%

Both
4%

2.3 Industrial Sector

As shown in Figure 6, most respondents who received publications were involved in the
fish or seafood sectors. Contract furniture was the least represented sector, with only 1%
of respondents. Again, this reflects the composition of the sample rather than the nature
of the client population.
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Figure 6 - Participation by Sector

Food and Apparel .
Agriculture 13% Me;}cal
18% - ¢

Furniture
1% |

Fish/Seafood
63%

2.4 Participation by InfoCentre Clients

Forty-three per cent of the respondents had contacted the InfoCentre to request
publications. Another 19% of respondents were unsure whether they had contacted the
InfoCentre, suggesting that the Centre may lack a clear identity with some clients.
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3.0 Publication Usage

This chapter examines how publications are used by respondents. Specifically, the
following dimensions are assessed:

e recall and usage rates;
e circulation of publications within client organizations and retention; and
e uses and reasons for non-use. '

The information in this chapter can be used to assess distribution strategies, to better
understand how respondents use publications and to identify segments where
Departmental publications may not be fulfilling information requirements.

3.1 Reception and Usage

Overall, the results showed that respondents recalled only 56% of the publications that
were distributed to them. In part, this low level of recall can be explained by distribution
dating back more than one year. Overall, publications that were mailed less than one
year from the survey date were recalled 62% of the time compared to 50% for those
mailed one to two-years before the survey and 39% for those mailed more than two years
ago. Low recall levels may also be related to relevance in that respondents did not recall
receiving publications because they were not directly relevant to their business interests
(overall, 61% of respondents who did not use publications indicated lack of relevance as
a reason).

Analysis of various segments showed some differentiation among recall rates. The
following segments had higher than average recall rates:

organizations with less than $100,000 in annual revenues;

businesses that derived at least 50% of their earnings from export;

service businesses;

small businesses with fewer than 20 employees; and

organizations that had participated in programs sponsored by Foreign Affairs and
International Trade Canada.- ' :

Segments which had Jower than average levels of recall can be characterized by:
e revenues of more than $10 million per year;
e no export activity or a lower dependence on export activities; and

e between 20 and 100 employees.

Overall, onlly 32% of publications were used by respondents (or 59% of those where
respondents recalled receiving them). As shown in Figure 7, of all the documents
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reviewed in the survey, the Canadian Fish and Seafood Exporters Sourcing Guide (hard
copy) had the highest rate of usage at 50%. The Global Market Opportunities Review -
Apparel, on the other hand, had the lowest rate of recall at 33%. (However, it should be
noted that the vast majority of copies of this title were mailed more than two years before
the survey, which could account for lower recall rates). Global Market Opportunities
Review -Furniture, and GMOR- Apparel, had the lowest rates of usage at 12% and 13%
respectively. However, readers should keep in mind that the limited sample sizes for the
Global Market Opportunity Reviews for Pork, Beef, Contract Furniture and Medical
Devices mean that comparisons with other publications should be made with caution.

Figure 7 - Usage and Recall of Publications

CFSESG-paper

CFSESG-disk

WDSI- paper

« WDSI disk

GCFE-USA

GCFE-Japan

GMOR- Apparel

GMOR-Oilseed

GMOR-Pork

GMOR- Beef

GMOR- Furnlture

GMOR- Medical

Total

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

| il Use ORecall-no use ENo recall or usel

Usage rates for diskette format are likely understated for the following reasons:

e the Canadian Fish and Seafood Exporters Sourcing Guide (diskette) had a limited
distribution list;

e both diskette publications were distributed just before the survey, and thus some
respondents may not have received it or had the opportunity to use it.

PHASE



11

Lack of relevance was the major reason cited by respondents for not using publications
(39% of responses). This suggests that the distribution of the publications could be more
focused, or that the information contents do not meet the needs of all audience segments,
or both. Other major reasons respondents said they did not use the publications were:

a lack of time (15%);

no useful information was found in previous editions (12%);

they no longer exported the product (5%);

the information was too general (5%); and

computers were not compatible with the diskette publication (6%).

Analysis of profiling variables revealed that the respondents from following segments
tended to have high rates of usage:

associations or educational institutions;

businesses with sales of between $1 and $5 million;

businesses which earned more than half their revenues from exporting; and
organizations which had participated in programs or activities sponsored by Foreign
Affairs and International Trade. '

Segments with Jow usage rates, meanwhile, included:

e respondents who work in a financial occupation such as corporate treasurers and
comptrollers; and ’
e organizations with no export activity in the previous year;

4 : .
Respondents who contacted the InfoCentre to request documents did not have
significantly higher overall usage rates than those who received documents through
targeted distribution, suggesting that neither approach was more effective.

Overall, analysis of recall and usage shows that the dissemination of publications could
be more focused on smaller businesses. Low levels of usage and recall also suggest that
there are opportunities to trim distribution lists and to better target distribution within
organizations. As both recall and usage tend to be related highly with participation in
programs or activities sponsored by the Departments of Foreign Affairs and International
Trade and/or Agriculture, these activities appear to present an ideal distribution channel.
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-Table 3 - Usage and Circulation Among Recipients

1. Canadian Fish and

Overall

Seafood Exporters 41% 26% 11% - 22%
Sourcing Guide - hardcopy
2. Canadian Fish and :
Seafood Exporters 27% 25% 16% 32%
Sourcing Guide - diskette
3. World Directory of _
Seafood Importers - 32% 39% 4% 25%
hardcopy ‘
4. World Directory of :
Seafood Importers - 27% 27% 9% 37%
diskette
5. Guidelines for Canadian
Fish Exporters - USA 33% 30% 7% 30% -
6. Guidelines for Canadian
Fish Exporters - Japan - 29% 32% 10% 30%
7. GMOR for Apparel - 19% 18% 16% 48%
8. GMOR for Oilseed 39% 23% "16% 22%
9. GMOR for Pork 45% 20% 25% 10%
10. GMOR for Beef 55% 20% 10% 15%
11. GMOR for Contract 14% 7% 29% 50%
Furniture
12. GMOR for Medical 20% 32% 32% 16%
Devices

31% 27% 12% 30%
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3.2 Uses and Behaviour

/ .
As shown in Figure 8, the publications distributed by the Department are used mostly for
their contact lists, as a reference tool used by someone other than the respondent, for
research purposes, and to support decisions about export market development. It is also
important to note that respondents use publications for more than one reason: on average,
respondents who used the publications mentioned two uses. :

Figure 8 - Uses of Publications

0 10 20 30 40 50 60 ‘70 80
% of uses mentioned ‘

The reach of Departmental publications is often extended by users: overall, respondents
who recalled receiving documents circulated them to other people 43% of the time. As
shown in Table 3, opposite, those respondents who use documents were about equally
likely to circulate them as not. On the other hand, when documents are not used by the
recipients, they are more than twice as likely not to be circulated. However, 12% of
respondents did not use publications but circulated them to others within their
organization. Administrators/office managers (25%) and executives/owners (14%) were
more likely than other occupations to be among those who did not use publications, but
passed them on to someone else. This suggests that distribution might be better targeted

to people in certain functional positions (e.g. marketing, sales, business development).
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Of those documents that are circulated, nearly 80% are distributed to two or more people.
In addition, Departmental publications were highly likely to be kept by users as on-going
reference tools (in 87% of the cases), suggesting that they have on-going value to readers.

32.1 Canadian Fish and Seafood Exporters Sourcing Guide - Hard Copy

Almost 75% of respondents on the distribution list recalled receiving the Canadian Fish
and Seafood Exporters Sourcing Guide (CFSESG) and, of these, 67% said they used it.

Overall this means that 50% of those who were sent the document used it. Those who

did not use the publication cited the following reasons:

e the subject matter was not directly relevant (37% of respondents who did not use it);
e alack of time (16%); and
e inability to find useful information in previous editions (16%).

Respondents tended to use CFSESG for more than one reason. As shown in Figure 9
below, 57% of respondents said they use the publication for contact lists, while 25% used
the publ1cat10n to support export market development decisions.

Flgure 9 - Uses for CFSESG - Hard copy
(n=79)

Reference tool for others &

Export market v
development decisions &8

Research

Support policy decisions ;'
Contact lists

General interest -

Other Fo

0 10 20 30 40 50 60
% respondents who use

More than half (52%) of those who used the publication circulated it to other people
within their organization. On average, those who circulated it passed it along to 5 other
people. In addition, 88% of those who received the publication retained it for ongoing
reference.
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-3.2.2 Canadian Fish and Seafood Exporters Sourcing Guide - Diskette

Only 58% of respondents recalled receiving the diskette version of CFSESG, and, of
these, 52% said they used it. The low recall rate for the diskette version of the
publication is likely due to limited distribution. Those who did not use the publication
cited the following reasons:

e the subject matter was not directly relevant (29% of respondents who did not use it);
e computer compatibility problems (22%); and
e they had not found useful information in previous editions (8%).

As shown in Figure 10 below, 57% of respondents said they use the publication for
contact lists, while 50% said the publication was used a reference tool by others. Almost -
one-third of respondents said they used the publication to support export market
development decisions.

Figure 10 - Uses for CFSESG - Diskette
(n=54)

Reference tool for others [

BExport market development
decisions

Research :

Support policy decisions [

Contact lists |RE i 57
General interest i
Other
c') 1l0 20 30 40 50 60
% respondents who use

Fewer than half (43%) of those who used the publication circulated it to other people
within their organization. On average, those who circulated it passed it along to three
other people. In addition, 90% of those who received the publication retained it for
ongoing reference. '

3.2.3 World Directory of Seafood Importers - Hardcopy

Almost two-thirds of the respondents (62%) on the distribution list recalled receiving the
hardcopy version of the World Directory of Seafood Importers (WDSI). Of these, 71%
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' said they used it. Overall this means that 44% of those who were sent the document used

it. Those who did not use the publication cited the following reasons:

e the subject matter was not directly relevant (26% of respondents who did not use 1t)
e alack of time (22%); and
e they no longer fished or had fish to export (19%).

Respondents tended to use the WDSI for more than one reason. As shown in Figure 11,
64% of respondents said they use the publication for contact lists, while 23% used the
publication to support export market development decisions. Another 39% used the
publication for research purposes.

Figure 11 - Uses for WDS! - Hardcopy
(n= 66)

Reference tool for others i

Export market development
decisions

Research

Support policy decisions

Contact ists [
General interest |
‘Other
0 1'0 20 30 40 50 60 70
% respondents who use

Slightly more than one-third (36%) of those who used the-publication circulated it to
other people within their organization. On average, those who circulated it passed it
along to 8 other people. In addition, 95% of those who received the publication retained
it for ongoing reference.

3.2.4 World Directory of Seafood Importers - Diskette

Only 52% of respondents on the distribution list recalled receiving the diskette version of
the World Directory of Seafood Importers (WDSI). Again, this document was distributed
approximately one week before the survey occurred, with resulting implications for recall
and usage rates. Of these, 54% said they used it. Those who did not use the publication
cited the following major reasons:
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the subject matter was not directly relevant (26% of respondents who did not use it);
computer compatibility problems (23%);

a lack of time (18%); and

they had not found useful information previous editions (10%).

As shown in Figure 12, the diskette version of the World Directory of Seafood Importers
is primarily used for contact lists. Respondents also tend to use the publication as a
reference tool and to support export market development decisions.

Figure 12 - Uses of WDS]I - diskette
(n=46)

Reference tool for B
others

Export market
development decisions [

Research
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0 10 20 30 40 50 60
% respondents who use

More than one-third (37%) of the respondents said they circulated the document to others
within their organization, distributing it on average to 6 other people. Furthermore, 86%
of respondents said they retain the publication for on-going reference.

3.2.5 Guidelines for Canadian Fish Exporters - USA

Fewer than two-thirds of the respondents (63%) on the distribution list recalled receiving
Guidelines for Fish Exporters - USA. Of these, 63% said they used it. Overall this
means that 40% of those who were sent the document used it. Those who did not use the
publication cited the following reasons:

the subject matter was not directly relevant (46% of respondents who did not use it);
previous editions did not contain useful information (15%);

they no longer fished or had fish to export (15%); and

the information was too general (12%).
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As shown in Figure 13, respondents who received the Guidelines for Canadian Fish
Exporters - USA were most likely to keep it as a reference tool for use by others or use it
for contact lists. Almost one-third of respondents said they used it in making decisions
about export market development.

Figure 13 - Use of Guidelines for Canadian Fish Exporters USA
(n=46)
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About 40% of respondents who used the publication circulated it to other people within
their organization. On average, those who circulated it passed it along to 3 other people.
In addition, 91% of those who received the publication retained it for ongoing reference.

3.2.6 Guidelines for Canadian Fish Exporters - Japan

More than 70% of respondents on the distribution list recalled receiving Guidelines for
Fish Exporters - Japan. Of these, 60% said they used it. Those who did not use the
publication cited the following reasons:

the subject matter was not directly relevant (49% of respondents who did not use it);
previous editions did not contain useful information (11%);

the information was too general (11%); and

a lack of time (11%).
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7

As shown in Figure 14, respondents tended to use the Guidelines for Canadian Fish
Exporters - Japan as a reference tool for use by others or use it for contact lists. One-third
of respondents said they used it in making decisions about export market development.

Figure 14 - Use of Guidelines for Canadian Fish Exporters Japan
‘ (n=54)
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Thirty-nine per cent of readers who used the publication circulated it to other people
within their organization. On average, those who circulated it passed it along to 4 other
people. In addition, 90% of those who received the publication retained it for ongoing
reference.

3.2.7 Global Market Opportunities Review for Apparel

Only 33% of respondents on the distribution list recalled receiving Global Market
Opportunities Review for Apparel, likely due to the time elapsed between the survey and
the date of distribution. Of those who received. it, 36% said they used it. Overall this
means that about 12% of those who were sent the document used it. Those who did not
use the publication cited the following key reasons: '

the subject matter was not directly relevant (64% of respondents who did not use it);
lack of time (14%);

previous editions did not contain useful information (14%); and

the information was too general (5%).

As shown in Figure 15, respondents who received the GMOR for Apparel were most
likely to use it for research purposes, to make decisions about export market
development, or as a reference tool.
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Figure15 - Use of GMOR for Apparel
(n=37)
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Thirty-four per cent of readers who received the publication circulated it to other people
within their organization. On average, those who circulated it passed it along to three
other people. In addition, 70% of those who received the publication retained it for
ongoing reference. '

3.2.8 Global Market Opportunities Review for Oilseed

Sixty per cent of respondents on the distribution list recalled receiving Global Market
Opportunities Review for Oilseed. Of these, 63% said they used it. Overall this means
that 38% of those who were sent the document used it. Those who did not use the
publication cited the following reasons:

the subject matter was not directly relevant (42% of respondents who did not use it);
previous editions did not contain useful information (16%);

the publication was distributed to others (11%); and

a lack of time (26%).

As shown in Figure 16, respondents who received the GMOR for Oilseed were most
likely to keep it as a reference tool for use by others, or for research purposes. More than
one-third of respondents said they used it in making decisions about export market
development.
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Figure 16 - Use of GMOR for OQilseed
(n=31)
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Fifty-five per cent of readers who used the publication circulated it to other people within
their organization. On average, those who circulated it passed it along to 4 other people.
In addition, 91% of those who received the publication retained it for ongoing reference.
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4.0 Content, Format and Delivery Media

This chapter presents findings related to the format and content of the publications. The
results can be used to assess reader response to various features of the publication and to
1dent1fy potential problem areas. In addition, the findings provide a basis for making
decisions about dissemination media (e.g. hardcopy versus diskette). Results are
presented in aggregate and by publication where the sample size is large enough to
warrant analysis (n=30+).

4.1 Overall Findings
4.1.1 Content and Format

As shown in Figure 17, respondents who used publications distributed by the Department

tended to assess content and format features quite favourably. This suggests that overall,

respondents do not perceive major problems with the information content, appearance

and layout, organization, clarity, length and size. This is supported by the fact that when

asked what changes they would make to the document, 77% of the time the answer was
"none". :

Figure 17 - Evaluation of Content and Format of Publications:
Mean Scores
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.

However, the importance of the information tended to be rated lower than those elements
pertaining to format. Furthermore, most suggestions related to improvements concerned
the specificity or timeliness of the information. Findings from past qualitative research’
suggest that business people consider information essential, and are more

? Phase 5 Consulting Group Inc., Qualitative Research on the International Trade business Plan, 1994.
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willing to pay for it, when it can be directly linked to sales. As shown in Exhibit 1 below,
sales leads, distributor contacts and competitive intelligence are considered essential.

'Exhibit 1
Hierarchy of Information Needs

Willingness Utility
fo pay of Information
Sales leads
Need to «Distributor contacts
Know «Competitive information/intelligence
*Partnership opportunities '
Nice to have, °G0vemm‘ent programs and activities
but not eInformation on business
absolutely environment
necessary * Market data

*Information on sectors not relevant to
the business

Not necessary

\

Because at least six out of 12 publications examined in this study contained other types of
information (e.g. market analyses) that is viewed as "nice to have, but not absolutely
necessary" the lower mean score for information utility is not surprising. Overall, those
publications which focused on contact information, lists or directories (CFSESG, WDSI,

- GCFEs) received significantly higher mean scores for utility of information (3.59)

compared to the Global Market Opportunity Reviews (2.91).

4.1.2 Delivery Media

Users of Departmental publications expressed an interest in receiving the information in

more than one medium (e.g. hard copy and diskette). On average, each respondent
indicated just over two delivery media or dissemination vehicle preferences. However, as
shown in Figure 18, hard copy was most frequently mentioned as the preferred format.
Even those respondents who used diskette versions of publications indicated a preference
for paper publications (see sections 4.2.2 and 4.2.4). This suggests that while alternative
dissemination vehicles such as diskettes and bulletin boards may be implemented, paper
versions of the publications should be retained to meet user preferences.
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Figure 18 - Media preferences

Electronic
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15%
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In those instances where electronic media were preferred:

70% of respondents preferred a diskette version of the publication;
12% preferred Internet access;

11% preferred a direct-dial bulletin board service; and

7% preferred a CD ROM.

Based on the results of the survey, the vast majority of respondents' preferences can be
accommodated with paper and diskette versions of the publications.
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4.2 Findings by Publication

/

4.2.1 Canadian Fish and Seafood Exporters Sourcing Guide - Hardcopy

As shown in Figure 19 below, respondents tended to rate content and format elements of
the publication favourably. Respondents were most impressed with the clarity of the

writing. While the importance of the information was rated lowest, the ranking is high in
comparison with other publications.

Figure 19 - Evaluation of Content and Format of CFSESG -
Hardcopy

Information is
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Appropriate §
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Well organized
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‘Appropriate §¥
length
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5
S'trongly Disagree Strongly Agree

Overall, readers indicated a preference for hardcopy format (55%) vs. interactive fax
(12%) or electronic formats (33%). Of those who indicated a preference for electronic
format: - ‘

73% would prefer the document on diskette;
15% via the Internet;

6% would like to receive it on CD ROM; and
6% on a direct-dial BBS.

4.2.2 Canadian Fish and Seafood Exporters Sourcing Guide - Diskette

Respondents tended to rate content and format elements of the publication less favourably
than the hardcopy version (see Figure 20). The length of the document and the ease of
understanding the writing received the highest ratings, while the organization of the
document and the importance of the information were rated lower. (Size and appearance
were not rated for diskette versions of publications).
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Figure 20 - Evaluation of Content and Format of
CFSESG - Diskette

Information is 1
essential P

Well organized

Easy to §
understand S

Appropriate |
length

Strongly Disagree Strongly Agree

Interestingly, readers who used the diskette version of the publication indicated a
preference for hard copy media (51%), vs. electronic media (40%) or interactive fax-
(9%). Of those who indicated a preference for electronic format:

77% would prefer the document on diskette;
10% would like to obtain it via the Internet;
10% via a direct-dial BBS; and

3% would like to receive it on CD ROM.

4.2.3 World Directory of Seafood Importers - Hard Copy

As shown in Figure 21, respondents rated the appearance and clarity of writing highest.
In comparison with other factors, the importance of the information was rated lowest.

Overall, readers indicated a preference for hardcopy format (58%) vs. interactive fax
(13%) or electronic formats (29%). Of those who indicated a preference for electronic
format:

72% would prefer the document on diskette;
16% on a direct-dial BBS;

8% would like to receive it via the Internet; and
4% would like to receive it on CD ROM. '
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Figure 21 - Evaluation of Content and Format of WDSI - Hardcopy
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4.2.4 World Directory of Seafood Importers - Diskette

In the case of the World Directory of Seafood Importers - diskette, respondents rated the
content and format elements of the publication more favourably than the hardcopy
version (see Figure 22). The organization of the document and the length received the
highest ratings. (Size and appearance were not rated for diskette versions of publications).

Figure 22 - Evaluation of Content and Format for WDSI - diskette
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Again, users of the diskette version of this publication expressed a'preference for
hardcopy media (51%) versus electronic delivery (39%) or interactive fax (10%). Those
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who did express a preference for electronic delivery overwhelmingly preferred diskettes
(77%) as opposed to other media.

4.2.5 Guidelines for Canadian Fish Exporters - USA

Figure 23, below, provides the mean score of respondent evaluations of content and
format elements. Respondents tended to rate the organization of the document slightly
higher than other elements.

Figure 23 - Evaluation of Content and Format of Guide for
Canadian Fish Exporters - USA
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Overall, readers indicated a preference for paper formats (63%) vs. interactive fax (12%)
or electronic delivery (25%). Of those who.indicated a preference for electronic media:

e 79% would prefer the document on diskette;

e 7% would like to receive it on CD ROM; and

o 14% on a direct-dial BBS.

4.1.6 Guidelines for Canadian Fish Exporters - Japan

Figure 24, below, provides the mean score of respondent evaluations of content and
format elements. Overall, respondents rated the organization, layout and format elements

“higher than the information content of the publication.

PHASE 5




28

Figure 24 - Evaluation of Content and Format of Guidelines for
Canadian Fish Exporters - Japan
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Respondents indicated a preference for hardcopy (62%) vs. interactive fax (13%) or

electronic formats (25%). Of those who indicated a preference for electronic media:

e 83% would prefer the document on diskette;

e 11% would like to receive it via the Internet; and

e 6% on a direct-dial BBS.

4.1.7 Global Market Opportunities Review - Apparel

Figure 25 provides the mean score of respondent evaluations of content and format

elements. Overall, respondents rated the organization, layout and format elements much

higher than the information content of the publication.
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Figure 25 - Evaluation of C'bntent and Format of GMOR for
¢ Apparel \’
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» Overall, readers indicated a preference for hardcopy format (62%) vs. interactive fax

(30%). Only 8% of respondents indicated a preference for electronic formats.
4.1.8 Global Market Opportunities Review - Oilseed

Figure 26, provides the mean score of respondent evaluations of content and format
elements. Respondents rated the writing, size and organization of publication highest.

Figure 26 - Evaluation of Content and Format of GMOR for
Oilseed
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Readers indicated a preference for hardcopy media (62%), although electronic formats
were mentioned as a preferred format 25% of the time. Of those who expressed a
preference for electronic media:

o 83% would prefer the document on diskette;

e 11% would like to receive it via the Internet; and
e 6% on a direct-dial BBS.
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5.0 Utility and Impact

This chapter examines the overall usefulness of publications distributed by the
Department and their impact on readers. The findings in this chapter provide aggregate
and individual assessments of the publications in terms of respondents' perceptions and
behaviour.

5.1 Utility

Respondents were asked to assess each publication in terms of its overall value as an
information tool. As shown in Figure 27, publications were ranked highly in terms of
their overall usefulness. More than 60% of the time, publications were ranked either "4"
or "5" on a scale of 1 to 5 where 1 meant "not at all useful” and 5 meant "very useful”. .

Figure 27 - Overall Usefulness as Information Tools

Very Useful

Not at all useful [

0 10 20 30 40 50 60
% of responses

As shown in Figure 28, the Canadian Fish and Seafood Exporters Sourcing Guide
received the highest mean utility score at 4.13 out of a possible 5.0. GMOR - Apparel
had the lowest score at 3.05. The mean score for all publications was 3.67 (Readers
should note that the small sample sizes for the Global Market Opportunities Reviews for
Pork, Beef, Contract Furniture and Medical Devices mean that comparisons with other
publications should be made with caution).

Publications which focus on providing directories or contact lists tended to receive higher

utility ratings than those publications providing market analyses. As a group, the mean
score for directory or list publications was 3.85, while those publications with a greater
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analytical focus were rated on average at 3.24. Again, this corresponds with previous
qualitative research on export publications which suggests that 1nformat10n that can be
used to generate sales is of hlgher utility to clients.

Figure 28 Overall Utility of Publications - mean scores

CFSESG-paper
CFSESG-disk
WDSI- paper
WDS] disk
GCFE-USA
GCFE-Japan

GMOR- Apparel

GMOR-Oiiseed
GMOR-Pork
GMOR- Beef
GMOR- Furniture
GMOR- Medical

All publications

1 - 2 3 4 .5

Not at all useful ' Very useful

As shown in Figure 29, respondents from the seafood sector tended to rate overall utility
higher than those respondents from apparel or agri-food sectors (sample size did not
permit analysis for furniture or medical devices sectors).
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- Figure 29 - Overali Utility by Sector
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Analysis of profiling variables revealed that the following segments were likely to give
higher utility ratings to the publications:

organizations involved in distribution and wholesale

businesses with revenues of under $500,000 or between $1 million and $5 million;
businesses which derive less than half their revenues from exporting; and
organizations with fewer than 100 employees.

On the other hand, the following segments were /ess likely‘ to rate overall utility highly:

e Dbusinesses involved in secondary processing;
e companies with more than $10 million in annual revenues; and
e . organizations with more than 100 employees.

These findings also confirm those of previous qualitative research conducted by the

Department, which shows that large organizations tend to utilize internal resources to
obtain information and, for the most part, are established in export markets.
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5.2 Impact

Departmental publications had a significant, direct and positive impact on the activities of
those who used them. Overall, respondents identified on average two direct impacts,
typically including identifying new contacts for exporting, undertaking activities or
making preparations to export, identifying suppliers of goods and services, and

generating new export sales.

As shown in Figure 30, departmental publications also proved to be highly effective in
helping users generate export sales: in 36% of the cases where a respondent used a
particular publication, new sales in export markets were generated as a direct result
of this usage. Additionally, in almost half of the cases, respondents said they undertook
activities or made preparations to export.

Figure 30 - Impact of Using Publications '
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Those publications which focus on providing directories or lists tended to have a greater
impact in generating export sales or causing respondents to undertake activities or
preparations for export. In 40% of the cases where "list" or directory publications were
used, new export sales were generated as a direct result. This occurred in only 25% of the
cases for analytical publications. No significant difference was found between list
publications and analyses when it came to making preparations for export.
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Table 4 - Impact of Publications

“Identified contacts 63% . 18%
Prepare for exports 46% 13%
Identified suppliers 39% | 11%
New export market sales 36% 10%
Nothing . | 16% | ‘ 73%*
Reference - , 3% . 1%
Other ' 2% ” : | <1%

* Assumes that if the publication was not used, no impact occurred.
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Of particular note is the apparent effect of Departmental publications in helplng create
new exporters. Based on the survey responses from those companies with no export sales -
in the previous year, use of Departmental publications generated new export sales 10% of
the time. In addition, use of the publications caused non-exporting ﬁrms to undertake
new activities or prepare for export 22% of the time.

Table 4, opposite, compares the impact of departmental publications on those who used
the documents and the entire base of intended recipients. The differences in results
underline the importance of targeting distribution to those who are likely to use the
publications. It should be noted that where the respondent did not use the publication, it
was assumed that no impact on the company occurred. This, however, is not necessarily
the case: in those instances (12% overall) where respondents did not use the document
but circulated them to others within their organization, positive impacts may have
occurred. Determining those secondary impacts, however, was outside the scope of this
/"study.

5.2.1 Canadian Fish and Seafood Exporters Sourcing Guide - Hardcopy

As shown in Figure 31 below, respondents were likely to identify new contacts for export
market development or suppliers of goods and services as a result of reading the hardcopy
version of the Canadian Fish and Seafood Exporters Sourcing Guide. More than one-

third of respondents who used the publication said it resulted in new export sales.

. Figure 31 - Impact of CFSESG - hard copy
(n=72)
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5.2.2 Canadian Fish and Seafood Exporters Sourcing Guide - Diskette

As shown in Figure 32, almost three-quarters of respondents reported that using the
document resulted in identifying new contacts for export market development. More than
half of those who used it reported new export sales and preparations for export.

Figure 32 - Impact of CFSESG - diskette
(n=51)
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5.2.3 World Directory of Seafood Importers - Hardcopy

As shown in Figure 33, more than 80% of users said they identified contacts for export
market development as a result of using WDSI. In addition, more than 40% said they
generated new export sales. ' ‘

Figure 33 - Impact of WDSI - hardcopy
(n=53)
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Figure 34 shows the reported effects of using the diskette version of the World Directory

of Seafood Importers.

N

Figure 34 - Impact of WDSI - diskette
(n=43)
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5.2.5 Guidelines for Canadian Fish Exporters - USA

As a result of using Guidelines for Canadian Fish Exporters - USA, 68% of respondents
said they identified contacts for export market development. Almost half of the
respondents, meanwhile, reported generating new export sales ( see Figure 36)

Figure 35 - Impact of GCFE - USA
: {n=38)
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5.2.6 Guidelines for Canadian Fish Exporters - Japan

As shown in Figure 36, half of those respondents who use Guidelines for Canadian Fish
Exporters- Japan identified contacts for export market development. While 26% said
using the publication resulted in new export sales, 28% reported no direct impact.

Figure 36 - Impact of GCFE ~Japan
(n=46)
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5.2.7 Global Market Opportunities Review - Apparel

As shown in Figure 37, more than half of those respondents who used the Global Market
Opportunities Review - Apparel said they undertook new activities or made preparations
for export. Another 22% said they generated new export sales. '

Figure 37 - Impact of GMOR Apparel
(n=37)
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- 5.2.8 Global Market Opportunities Review - Oilseed

As shown in Figure 38, 25% of respondents said that using Global Market Opportunities
Review - Oilseed resulted in new export market sales. More than half said they identified
contacts for export market development. '

Figure 38 - Impact of GMOR Oilseed
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Table 5 - Willingness to Pay for Departmental Publications

1. Canadian Fish and

Seafood Exporters Sourcing 69% 81%
Guide - hardcopy
2. Canadian Fish and
Seafood Exporters Sourcing 80% 90%
Guide - diskette
3. World Directory of
Seafood Importers - 75% 85%
hardcopy
4. World Directory of
Seafood Importers - diskette 80% 86%
5. Guidelines for Canadian
Fish Exporters - USA 69% 83%
6. Guidelines for Canadian
Fish Exporters - Japan 63% 79%.
7. GMOR for Apparel 54% 78%
8. GMOR for Oilseed 75% 84%
9. GMOR for Pork 69% 69%
10. GMOR for Beef .

60% 73%
11. GMOR for Contract
Furniture 33% 33%
12. GMOR for Medical - 62% 77%
Devices
Overall 70% 81%
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6.0 Willingness to Pay

In the vast majority of instances, respondents would be willing to pay for the publications
distributed by the Department. Overall, respondents who use the Departmental
publications would buy them 81% of the time. In 70% of the cases, respondents would
be willing to pay $10 while in 81% of the cases, respondents would pay $5. These results
suggest that if the Department wishes to maximize revenue, the publications should be
priced at $10. However, if the department wants to maximize distribution while
recovering some costs, the publications should be priced at $5.

To the extent that willingness to pay is a measure of value, the results correspond with the
high overall utility ratings and the impacts of using the publications reported by
respondents. Not surprisingly, willingness to pay was greatest where a publication
resulted in new export sales (96%). Nevertheless, in those instances where publications
did not result in any observed impact, respondents would pay in nearly two-thirds (66%)
of cases. This suggests that charging for the publications would have no significant
negative impact on the generation of new export sales by Canadian firms.

As shown in Table 5, opposite, respondents were most likely to pay for Canadian Fish
and Seafood Exporters Sourcing Guide (diskette) and the World Directory of Seafood
Importers (diskette). However, only one-third of respondents were willing to pay for

-Global Market Opportunities Review Furniture. Respondents were more likely to pay $10

for diskette publications. This may suggest that respondents value the capabilities

" inherent in electronic formats (e.g. easy creation of electronic mailing lists, simple

manipulation, etc.). Figure 39, below, shows the different price/demand curves for
hardcopy and diskette publications.
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Figure 39 . .
Price/Demand Curves for Different Formats
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7.0 InfoCentre Services

7.1 InfoCentre

Those clients who contacted the InfoCentre (43%) indicated a very high level of overall
satisfaction with the service. Based on the survey results:

o the mean ranking for overall satisfaction with InfoCentre service was 4.44 on a scale
of 1 to 5 where 1 meant "very dissatisfied" and 5 meant "very satisfied";
57% of respondents said they were "very satisfied"; and

e only 1% of respondents indicated they were very dissatisfied with Info Centre service.

Compared with surveys we have conducted for other organizations, these results show a

very high level of overall satisfaction. As shown in Figure 40, respondents also

indicated a high degree of satisfaction with individual service elements, especially the
helpfulness of InfoCentre staff.

Figure 40 - Satisfaction with InfoCentre Service Elements
(n=124)

Easy to reach
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Correlation analysis of service elements with overall satisfaction revealed that the
helpfulness of the staff had the greatest impact on overall satisfaction. This was followed
by prompt delivery of documents and ease in reaching the right contact person. However,
it should be kept in mind that other elements such as the utility and impact of individual
publications may also have an impact on overall satisfaction.
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7.2 FaxLink

Fewer than half of the respondents (42%) were aware of the FaxLink service. While
16% said they had used the service in the past (see Figure 42)", thirty per cent of those
respondents who did not use the service were aware of its existence. This group tended
not to use the service because:

e the information did not meet their needs (27% of respondents);
e they had not yet had the chance to use it (27% of respondents) ; or
e they preferred alternative delivery media. (17%)

Only 6% said they did not use FaxLink because they preferred personal contact. Again,
those respondents who had participated in programs sponsored by Foreign Affairs or
Agriculture Canada had higher levels of awareness and usage. '

Figure 42 - Awareness and Use of FaxLink

Aware

Use

0 5 10 15 20 25 30 35 40 45
% of respondents

More than half of those who had used FaxLink said they were "very satisfied" with the
service. As shown in Figure 43, levels of dissatisfaction were low (3%). The most
common cause of dissatisfaction was difficulty in getting an open line.

* This figure corresponds closely to the 15% who listed fax-back as their preferred format (see Section
4.12).
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Figure 43 - Satisfaction with FaxLink

(n=45)
Very satisfied
4 |
5 |
2
Very dissatisfied
o 5 10 % m » © ® 4 ©

% of respondents

. PHASE



47

8.0 Conclusions and Recommendations

This chapter presents key conclusions and recommendations based on the results of the
survey.

8.1 Reception and Usage
Overall, recall and usage rates indicate that distribution of Departmental publications
could be better targeted to ensure a greater 11kel1hood that those who receive publications

use them.

Neither InfoCentre nor targeted distribution appeared to be more effective in delivering

* publications to clients who use them. Results from the survey indicate that smaller

businesses (under $5 million in revenues) with some export activities should be a focus of
distribution activities.

8.2 Content, Format and Delivery Media

Departmental publications are well-received with respect to content and format. Overall,
format elements such as lay-out, organization, appearance and writing were rated more
favourably than the importance of the information. Analysis of survey results and
previous qualitative research suggests that information which provides sales leads,
distributor contacts and competitive intelligence is more likely to be considered essential.
As aresult, the Department should ensure that its pubhcatlons provide as complete,
accurate and up-to-date contacts as possible.

Respondents indicated preferences for more than one delivery vehicle, most frequently
mentioning hard copy and electronic diskettes as preferred media. This corresponds with
the usage patterns whereby publications are used for several purposes. While hard copy
publications lend themselves to use as reference tools, the capabilities of electronic
formats allow contact lists to be sorted for mailing lists. Therefore, the Department may
consider making publications available in both paper and electronic diskette versions. As
many recipients who received diskette publications indicated compatibility problems, the
Department should consider pursuing this to determine the technical nature of this
problem.

8.3 Utility and Impact

Departmental publications are rated highly in terms of their overall utility as information
tools. Overall, end-users find those publications which focus on providing contact and
sales lead information more useful than those publications which provide in-depth
analyses of export markets and background information. Because small and medium-
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sized business tended to rate the overall utility highly, this suggests a greater impact on
this sector.

Departmental publications are having a significant and positive effect on the export
activities of end-users. In 36% of cases where publications were used (10% of intended
recipients), respondents indicated that their organizations' generated new export sales as a
direct result of using Departmental publications. The survey results indicate that a greater
focus on publications which provide sales leads, directories and contact lists may boost
export sales activities.

8.4 Willingness to Pay

Most users of Departmental publications would be willing to pay to receive them.
Overall, end-users would pay $5 for publications in 82% of the cases. Respondents
would pay $10 for publications 70% of the time. Interestingly, in the majority of cases
(66%), respondents would pay for publications even when no impact was observed. The
research also suggests that users are more willing to pay $10 for diskette publications
than for paper publications.

8.5 InfoCentre Service Delivery

Respondents were very satisfied with the service provided by the InfoCentre and staff
should take pride in their accomplishments.

8.6 Marketing

The results of the research suggest that the Department may want to consider a
publications marketing strategy with the following objectives:

e to increase usage of publications among the recipient base;

e to rationalize distribution to minimize the incidence of non-use; and

e to encourage the adoption of electronic products.

8.6.1 Strategies to Increase Usage

The survey found that the major reasons for not using publications were: lack of
relevance to the business (39% of responses); dissatisfaction with the information
contents of the publication (17%); and lack of time (15%). To address these concerns,
the Department should consider the following approaches:

1. Address distribution issues (see section 8.6.2);

2. Focus product development activities on those areas that users feel have a higher
utility. Results of this and previous studies suggest that the priority for businesses is
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contact information such as sales leads,\distributor names and partnership
opportunities that can be used to generate income directly. Competitive information
is also seen as valuable. Previous research also suggests that product development
should concentrate on the needs of small businesses, as larger corporations tend to
have the internal resources and the desire to fulfill their own information
requirements. y
3. Actively promote the benefits of using Departmental publications. Concrete evidence

of the benefits of using export market development publications (such as those found

" in this study) should be provided to potential users. This may reduce the incidence of
non-use as a result of "lack of time".

8.6.2 Rationalized Distribution

While Departmental publications have a significant and positive impact on those who use
them, not all of the intended recipients do so. The survey findings suggest distribution
could be better targeted to certain companies and individuals within companies.

One approach to rationalize distribution would be to price Departmental publications’.
As more than 80% of respondents who used publications said they would be willing to
pay $5 for them, nominal charges might discourage recipients from asking for "one of
everything" and focusing their requests on what they are likely to use. In addition, as
virtually all (96%) respondents who reported new export sales as a result of using the
publications would be willing to pay, instituting charges would likely have no significant
negative impact on the generation of new export sales by Canadian companies. Any
pricing strategy should be accompanied by promotional efforts that make potential users
aware of Departmental publications and their benefits.

To focus distribution more effectively on appropriate individuals within companies, the
Department needs to understand how publications are circulated within target
organizations. The study found that almost one-third of those who receive but do not use
publications circulate them to others within their organization.” While
administrators/office managers and executives/owners are more likely to do this than
other occupations, knowledge of who these publications are circulated to was beyond the
scope of this survey. ’

8.6.3 Migration to Electronic Products

While the survey findings indicated that most publication users want to receive the
information in a variety of media, the Department may wish to consider a product
migration strategy that encourages the use of electronic products as opposed to paper -
media. The benefit of such a strategy would likely be savings in distribution costs, as the

* This approach to pricing is presented asa distribu\tion strategy, rather than a revenue strategy.
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marginal costs of dissemination tend to be lower for électronic products generally, and
BBS or on-line services in particular, than for paper publications.

The challenge for the Department is to develop and implement a strategy that will
encourage migration to lower-cost dissemination media. As shown in Exhibit 2 below,
the intent of such a strategy would be to convince as many users of paper-based products
to move to electronic products. Because facsimiles and diskettes are more familiar to
most than on-line BBS, these are considered intermediary products in the model; the

underlying assumption is that it is easier to encourage users to move along a path where

the next dissemination medium is somewhat familiar. As users become accustomed to
receiving and using information in electronic form, it should be easier to encourage
adoption to on-line dissemination media. (However, the history of emerging media
suggests that demand for traditional media will persist: the challenge is to minimize it).

Exhibit 2
Migration to Electronic Products

Overall
positioning

Advertising
Trade show activity
Joint promotions

Promotions

Migration pattern

ﬁ

Paper-based Fax-back
information _service
products

Diskette
products

Direct-dial
bulletin
board

Such a migration strategy could involve the following communication and promotional
initiatives:

Advertising, trade show activities, and joint promotions with other providers (e.g.
associations, other government organizations) to posmon the Department as a source

for electronic products and services;
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Cross-promotions to encourage users of paper-based products to adopt electronic
products; and

Incentives, such as higher prices for paper products than diskette versions and free on-
line time, to encourage trial of electronic products.
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Foreign Affairs and International Trade Canada
InfoCentre Survey

Final Quest_ionnaire (Maréh 8, 1995)
Note to ﬁrogrammer: All revisions shown iﬁ italics
Section A: Ihtroduction
CouldvI please speak to (name on list)?

[] Yes, now -;---> continue
[ ] notavailable call back

Hello, my name is and I'm calling on behalf of the Department of Foreign
Affairs and International Trade, formerly the Department of External Affairs. We're
conducting a survey of people who have received publications from the Department. The
survey takes about 10 minutes to complete and the results will be used by the Department
to help better serve you as a client. Your answers will remain anonymous.

1. Would you be willing to participate in the survey?

[ 1 Yes, now-—--> continue ‘
[ ]  Yes,call back -—-> specify date and time

Date Time _: am.or__ : pm.

[ 1 Refused -----> Thank and terminate (track type of organization and
sector on database)

2. Would you prefer to be interviewed in English or French?

[] French
[] English

Switch to language of preference.

P AR AR i AT



Section B:

Recall

3. Do you recall receiving the following publication(s)?

Choose (from database) only those publications that were sent to the respondent.
Prompt with description of cover if necessary.

3.1

3.2

3.3

34

3.5

3.6

3.7

3.8

3.9

3.10

3.11

3.12

Yes No
(1 0
(1 11
(1 [
(1 1l
(1 (1
(1 1l
(1 1l
1 1l
(1r [
[1 1
1 1l
[1 [l

the Canadian Fish and Seafood Exporters Sourcing Guide -
hardcopy version (white cover with pictures of seafood)

‘the Canadian Fish and Seafood Exporters Sourcing Guide on
diskette

the World Directory of Seafood Importers - hardcopy version
(white coverwith graphics of fish, lobster)

the World Directory of Seafood Importers on diskette
Guidelines for Canadian Fish Exporters - USA (blue cover)
Guidelines for Canadian Fish Exporters - Japan (blue cover)
Global Market Opportunities Review for Apparel (green cover)
Global Market Opportunities Review for Oilséed (green cover)
Global Market Opportunities Review for Pork (green cover)
Global Market Opportunities Review for Beef (green cover)

Global Market Opportunities Review for Contract Furniture (green
cover) '

Global Maket Opportunities Review for Medical Devices
(green cover)

Go to Q. 6 if yes to any

T it kb At > b -
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4. Would someone else in yourvorganization have received any of these publications on
your behalf?

[] Don’t know ----- > Go to Section H
[1] No -—--- > Go to Section H

[1] Yes ---- > Continue

5. Who would that be?

Name:

Title:

Telephone:

Thank and terminate.
Section C:  Usage and Behaviour
Ask for all documents recalled under Q.3a
6.a) What do you use the (document) for?
Do not read. Select all that apply. Describe under “other” if unsure.

[] I don’t use it and could do without it

[] I receive it primarily as a reference tool for use by others (e.g. a library)
[] I use it to support decisions about export market development

[1] I use it for research purposes

[] I use it to support policy decisions

[] I use it primarily for the contact lists

[] I read or look at it out of general interest only
[1] other ----- > specify




6.b)

[]
[]

[]
[]

[]
[]

T e AL AR KTAD Rk § S

Could you explain why you don’t use this document?

Ask for all documents not used (Q.6a).
Do not read. Select all that apply.

don’t have the time, but the subject matter is of interest

the subject matter is not directly relevant to your job or role

the subject matter is of interest, but you haven’t found any useful information in
past editions

the lists are inaccurate/not up-to-date

other ----- > specify

Do you usually circulate the document or copies of specific sections to other
people within your organization?

No ----- > Go to Q.9

To how many other people do you circulate it?

Go to Section H if don’t use any documents

Randomly select maximum of 3 documents used (Q.6a)

Do you retain a copy of the (document) for ongoing reference?

Yes
No

As a direct result of reading or using the document, did your organization...
Select all that apply.

generate new sales in export markets

undertake new activities or make preparations to export

identify contacts for export market development

identify suppliers of goods or services that your organization purchases
other ----- > Specify ,

not applicable (not-for-profit organization)
nothing (Do not read)



Section D: Evaluation of Contents and Format

‘Repeat for up to three of the publications used

11.

12.

13.

14.

Using a scale of 1 to 5 where 1 means strongly disagree and 5 means strongly
agree, to what extent do you agree or disagree with the following statements about
the (document).

Strongly disagree _ Strongly agree
1 2 3 4 5 D/K

a) the information in the (document) is essential for me to have

b) the overall appearance and layout is appropriate - hardcopy only
¢) the document is well organized |

d) the writing is easy to understand

e) the document is an appropriate length (i.e. number of pages)

f) the document is an appropriate size (8.5” x 11) - hardcopy only

Again using a scale of one to five, where 1 means not at all useful and 5 means
very useful, how useful did you find the (document) as an overall information
tool?

Rotate scale.

Not at all useful ‘ Very useful
1 2 3 4 5

Are there any additions, changes or improvements you would make to the format
or contents of the (document)?

None, or

a) Given the choice, would you prefer to receive the information in the
(document)...
Select all that apply

in hardcopy format ——> Go to Q.15
by interactive fax
in electronic format



14.b) Which one of the following electronic formats would you prefer?

[] diskette

[] CD ROM

[] via the Internet

[] through a direct-dial bulletin board service

Section F:  Willingness to Pay

15.  Assume for a minute that the Department was forced to make the documents
available for their cost of production.

If you were charged $10 for a copy of the (document), would you still want to receive it?
What if the price were $5, would you still want to receive it?

Yes No
a) 310 [] [ ] —>If yes, Go to Q.16
b) 85 (7 []

Section G: Service Delivery
Ask questions in this section once

16. To order the document(s), did you contact the InfoCentre at the Department of
Foreign Affairs and International Trade?

[] No -—> Go to Q.19
[] D/K —> Go to Q.19
[] Yes -——- > Continue

17. In terms of the service provided when you contacted the Department’s InfoCentre,
to what extent do you agree or disagree with the following statements. Again, use
a scale of 1 to 5 where 1 means strongly disagree and 5 means strongly agree.

Strongly disagree Strongly agree
1 2 3 4 5 D/K
a) The person I talked to was helpful
b) I received the material promptly
c) It was easy to reach the right contact person by phone



18. On a scale of one to five where one means that you were very dissatisfied and 5
means that you were very satisfied, to what extent were you satisfied with the
overall service provided by the InfoCentre?

Very dissatisfied Very satisfied
1 2 3 4 5

19.  Have you used the Department’s interactive fax service, known as FaxLink?

[] Yes -~ > Go to Q.22

[1 No

20.  Were you aware of this service?

[] No ----- > Go to Q.24

[] Yes

21.  Why have you not used FaxLink?

Do not read. Select all that apply

[] the information available through the service doesn’t meet my needs

[] I don’t have access to a fax machine

[] I’m interested in the service, but haven’t had the chance to use it

[]  prefer another format

[]  prefer personal contact

[] other --—- > specify

Goto Q.24

22.  On ascale of one to five where one means that you were very dissatisfied and 5
means that you were very satisfied, to what extent were you satisfied the FaxLink
service?

Very dissatisfied ' Very satisfied
1 2 3 4 5
Go to Q.24 if satisfied
23.  Why were you dissatisfied?
Do not read. Select all that apply
[] the information available through the service doesn’t meet my needs
[] slow speed of information transfer

the information is out of date
I experienced technical problems

R o




it’s hard to get through (e.g. line busy)
poor document quality

high long-distance charges

other ----- > specify

Section H: Respondent Profile

I’d like to end the interview by obtaining some descriptive information on you and your
organization. This information will remain confidential.

24,

| B e B e B e |
hd bad  ad.

[]

25.

[]
[]
[]
[]

What is your title or function?
Do not read

Director/Manager-----> specify area
EA/Assistant

Professor/Researcher

Student :
Executive (CEO/President/Vice-President/Owner)
Other---—--> specify

What kind of organization do you work for?
Do not read. Prompt if necessary.

Private company

Association

University/educational organization
Other

Go to Q.29 if association/academic

26.

T
el e ] trd e

Record nature of business.
Note to interviewers: Prompt if necessary. “Is this...”
If unsure, specify under other

a primary resource or production business -
a secondary processing business

a distribution, wholesale or retail business
a service business
other -----> specify




27.

29.

[]

[]
[]

31.

[]
[]
[]
[]
[]
[]

10

Which of the following categories describes your firm's total revenues for the last
year?
Note that this information will remain confidential

under $100,000
$100,000 to $499,999
3500,000 to 3999,999
SIMto $4,999,999
$5Mto $9,999,999
$10M plus

What percentage of your company’s total revenues came from export market
sales? Probe for best estimate

%
In total, how many people does your organization employ (worldwide)?
Select one category

l1to19

20 to 49

50to 99

100 to 999
1,000 or more

Have you or has your organization participated in any programs or activities
sponsored by the Department of Foreign Affairs and International Trade (or
Agriculture Canada)? Give the following examples if necessary: trade
missions, Program for Export Market Development, WINEXPORT

Foreign Affairs
Agriculture Canada
Both

None

Observe region of office.

NCR

East

Quebec

Ontario

West (including territories)
Pacific (including Yukon)



32. Core client?

Observe from database for all relevant sectors

[] Yes
[] No

33. Date publication mailed.

Observe from database

Month
Year
34. Sex
Observe
[]  Male
[] Female

Thank you for your time

11
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DML Ty

Count Col %
Language of Interview
2 o T 8 I -3 o 642 84.0%
D =5 5 Lo LR 122 16.0%
0o - 1 764 100.0%
segment . . A
S@aF00A. - ittt it e et e e e e e 183 63.8%
2 o3 - =0 e 37 12.9%
Agriculture/food. .. ... i e ettt et e, 51 17.8%
Furniture....... e tee it e ettt e e 3 1.0%
Medical...........ccoiiiin... N et e 13 4.5%
Total.......coeueenn. m o xmmEEE R EaEE R EAAs=EEsxEEEEaa- . ceeaveensananensenann 287 100.0%




Count Col %
Recall Cdn Fish & Seafood Exp. Sourcing Guide
4= - 118 74.7%
£ 40 25.3%.
o X o= 0 158 100.0%
Recall diskette Cdn Fish & Seafood Exp. Sourcing Guide
B = - 104 57.5%
NO . i ittt ittt et it i te et eteeeeasaaaeacaaaaeaasesaaassaeassaasaesenanaaneennnsns 77 42.5%
B o ) - B0 181 100.0%
Recall hardcopy World Directory of Seafood Importers
D - - 93 62.0%
N . ittt ittt ittt et e adenasaeaeeessoeseeeeoenesenasennaeeeneanonannnenns 57 38.0%
o o= Y 150 100.0%
Recall diskette World Directory of Seafood Importers
D - - PR 85 51.5%
NO . i it i ittt ittt e e taaeesaeeeanasoaaseeeonsateaseaansaaaanasaaaseonanss 80 48.5%
B e - e cesecesvenans teecetesenctscescranssstraasnn 165 100.0%
Recall Guidelines for Cdn Fish Exporters - USA
Yes......... e I 73 62.9%
No... et e ettt ettt e e 43 37.1%°
Total......cooviveennnn R = hm MR MM AMAAEAmAAEEEEREEEEEEEEsEseracsseErazsasas 116 100.0%
Recall Guidelines for Cdn Fish Exporters - Japan
B - 91 70.5%
NO . ettt ittt it i tee it et eneeeesenaenseoeeasaseeaseaaaaaeansassnsenensoennssneanas 38 29.5%
B = o 0 129 100.0%
Recall GMOR for Apparel
B - = N 102 33.2%
O i i it ittt ettt e e eenneenseeeeaesesaasaeeeaeesoeesnneeieeeencennns 205 66.8%
o= 307 100.0%
Recall GMOR for Oilseed
B T - 51 60.0%
MO . i it e e e e e ettt et e e 34 40.0%
= 8 85 100.0%
Recall GMOR for Pork
4 20 60.6%
NO . i it ittt it e s ttasaasesessaeeaeansseeessesnnonananeneennnas 13 39.4%
o U 33 100.0%
Recall GMOR for Beef
B == 20 42.6%
(o 27 57.4%
o X 47 100.0%
Recall GMOR for Contract Furniture
o= 14 53.8%
o 12 46.2%
B o 26 100.0%
Recall GMOR for Medical Devices
T e 25 64.1%
o N S 14 35.9%
o 39 100.0%
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Count Col %
USE the Cdn Fish & Seafood Exp. Sourcing Guide
€= = 2N 79 66.9%
N O ittt e e e e e e e e e e e e e e e e e . 39 33.1%
X7 N P 118 100.0%
USE diskette Cdn Fish & Seafood Exp. Sourcing Guide ,
= = S 54 51.9%
o 50 48.1%
B0 T o - 5 Y 104 100.0%
USE hardcopy World Directory of Seafood Importers
Yes........ . e e et et a ettt e et e e e e 66 71.0%
o PN . . et 27 29.0%
Total............... BN 93 100.0%
USE diskette World Directory. of Seafood Importers
D =1 46 54.1%
N . ittt ittt ittt ittt enesoosanssanoneancossssonanasassncasnsosanossananeacnssnaans 39 45.9%
Total........coonn.. O 85 100.0%
USE Guidelines for Cdn Fish Exporters - USA
Yes..... e e e aeeas v aaeaas e e e n e s ae ettt et aa et e 46 63.0%
NO . i ittt it ettt ettt anaeeoseesonasesaaeeeaeaeeaaeaeasaesaneasaneseananeaanenannan 27 37.0%
B3 PO 73 | 100.0%
USE Guidelines for Cdn Fish Exporters - Japan
D= = e, 55 60.4%
O ittt ittt it e ittt eaannsonsscssansacaecansansseanessecaancaonsassanasans 36 39.6%
o o8 91 100.0%
USE GMOR for Apparel
=T = P 37 36.3%
1 o 65 63.7%
B0 o8- 1 PR 102 100.0%
USE GMOR for Oilseed
D - = 32 62.7%
NO . i it ittt et tme e ssaesseessaneeeaeaeaennaneaaonansseaaaanananessnnsoasaseosssaessasanns 19 37.3%
Total............. Gseesavetassecrtssssasressasnentancnse cecesvscessesenos oo nas e n o 51 100.0%
USE GMOR for Pork
B = 13 -65.0%
N i ittt i i it et ittt et et e m et s e it e i e e e 7 35.0%
o o= T P 20 100.0%
USE GMOR for Beef
D 4= = 15 75.0%
NO it it it ittt i it ettt tatas it e e eanataeanceaaanaasseaanenananasacaanaansans 5 25.0%
B 3 - N e 20 100.0%
USE GMOR for Contract Furniture
Yes.....ooiennn. . et e amam e it e et e aean s 3 21.4%
(o 11 78.6%
B o ] o= T e 14 100.0%
USE GMOR for Medical Devices
B Y= N 13 52.0%
(o 12 48.0%
B T o 25 100.0%
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Cases Col
Response
%
As a direct result of reading/using the Guidelines for Canadaian Fish Exporters
USA
Generated new sales in exXport markets. ... ... ..ttt t e e e 18 19.4%
Undertook new activities or make preparations to export................c.oueuunu... 20 21.5%
Identified contacts for export market development...............ciuieiiuunennnnn. 26 28.0%
Identified suppliers of goods/sexrvices that org'n purchases..................... 20 21.5%
3 {01 o8 o5 o U O e et i i 8 8.6%
(07 o4 4 1= 1 1.1%
1o 2 38 100.0%
As a direct result of reading/using the Guidelines for Canadaian Fish Exporters
Japan
Generated new sales in eXpPort MArKetS. ... ... ittt ittt ettt ettt 12 14.5%
Undertook new activities or make preparations to export...............veeeeinann. 22 26.5%
Identified contacts for export market development.................i.iueuniiennnnnnn 23 27.7%
Identified suppliers of goods/services that org'n purchases..................... 11 13.3%
Lo o8 o B 8 « T« U e 13 15.7%
Use for reference / Gemeral USE... ... . ... iiieueaateeeeeneeeeeaaaeeaeeneinianan 1 1.2%
Other......... e e e ettt e e e et et 1 1.2%
1o - U 46 100.0%
Cases Col
Response
%
As a direct result of reading/using the GMOR for Apparel
Generated new sales in exXport MAXKeELS. .. ... ittt ittt it eeneeenemnaanaanan 8 12.3%
Undertook new activities or make preparations to exXport............ceveeeeinnanns 19 29.2%
Identified contacts for export market development.................... e 15 23.1%
Identified suppliers of goods/services that org'n purchases......... e neeanns 10 15.4%
R e oY o3 o =1 < 5 = 1 1.5%
0o T o o 5 <+ T 10 15.4%
L0 =0 o= < 2 3.1%
o - B O 37 100.0%
As a direct result of reading/using the’ GMOR for Oilseed
Generated new sales in exXport MATKELS. ... ..t ittt ineseeesesneineenenenans 7 14.0%
Undertook new activities or make preparations to export.............cccccuueeen. 12 24 .0%
Identified contacts for export market development..............oeeeueiennecnnnnns 15 30.0%
Identified suppliers of goods/services that org'n purchases....... e 7 14.0%
1o oY 4 8.0%
Use for reference / General use................cuuu.. e e e e 2 4.0%
[0 o8 5 1= Y 3 6.0%
1o o1 N 28 100.0%
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Cases Col
Response
%
As a direct result of reading/using the hardcopy version of the Canadian Fish
& Seafood Exporters Sourcing Guide ‘
Generated new sales in export MmarketsS. . .... ..ottt iiireieeenoeaneeenenennaaneen 25 16.4%
Undertook new activities or make preparations to export.............ccvivennnnn. 31 20.4%
Identified contacts for export market development.........c.uoeeeeurenennnnnnenns 47 30.9%
Identified suppliers of goods/services that org'n purchases..................... 35 23.0%
Lo o3 e I 2= 1 o 1 e 3 2.0%
Lo o o 1 2 T 9 '5.9%
Use for reference / General USE.........c..iuitiinineitneaeeeeecosssonososanaenns 2 1.3%
TOLAL.teurnirnnnnnenennnnns e e e 72 100.0%
As a direct result of reading/using the diskette copy of the Canadian Fish
& Seafood Exporters Sourcing Guide
Generated new sales in export marketsS.......ici it eieernnnnrrnnennann et te e 26 21.0%
Undertook new activities or .make preparatlons £O €XPOrt....ovvvrernaeennnnnnnn, 28 22.6%
Identified contacts for export market development..............c..oreeeeneann. 37 29.8%
Identified suppliers of goods/serv1ces that org'n purchases..................... 26 21.0%
(018 4 I T 4 3.2%
Use for reference / General USE..........cutiiinierreeeeensarsesnaeasonnnnannans 2 "1.6%
L0 o0 4 7= o U 1 .8%
\
= - O 51 100.0%
Cases Col
5 Response
%
As a direct result of reading/using the hardcopy version of the World Directory
of Seafood Importers
Generated new sales in export markets. ... .. ... . ittt roeannnennnnanas 23 19.5%
Undertook new activities or make preparations tO €XpoOrt...........cceuveevuneennnn 23 19.5%
Identified contacts for export market development.................. eeee e 43 36.4%
Identified suppliers of goods/services that org'n purchases.................o.... 22 18.6%
LT o b T 5 4.2%
Use for reference / General USE...........ovrvrrrrrsneenennnroeennnnnnnonaennnnns 1 .8%
L0 1 o S 1 .8%
o o 53 100.0%
As a direct result of reading/using the diskette copy of the World Directory
of Seafood Importers
Generated new sales in export MarketsS. .. ... ..t ittt ieeeeeenonconssossnssassones 18 20.5%
Undertook new activities or make preparations to export...........eeeevuuienannn. 17 19.3%
Identified contacts for export market development...........e.eeveereoncooeronns 26 29.5%
Identified suppliers of goods/services that Org'n pPurchases..................... 19 21.6%
Lol s T A e e 5 5.7%
Use for reference / General USE............utaerrarnoncnsssnnsonananconsonsennnnnss 2 2.3%
101+ L o 1 1.1%
e - AP 43 100.0%
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Cases - Col
Response
%
As a direct result of reading/using the GMOR for Pork
Generated new sales in export markets........ .. ... ittt it 6 24.0%
Undertook new activities or make preparations to export......................... 5 20.0%
Identified contacts for export market development................... ... ... .. .... 6 24.0%
Identified suppliers of goods/services that org'n purchases..................... 3 12.0%
Nothing............ .. ..., et e e 4 16.0%
Use for reference / General use.................... et e i e e e 1 4.0%
X e - et e 13 100.0%
As a direct result of reading/using the GMOR for Beef
Generated new sales in export MarketS. . .. ..ttt ittt it eeteneeeenenrnnrnensenas 4 14.3%
Undertook new activities or make preparations to export ......................... 6 21.4%
Identified contacts for export market development..............ciiininennnnn e 9 32.1%
Identified suppliers of goods/services that org'n purchases..................... 5 17.9%
Nothing.......ouuiiineeunnonnnnn et et e oeoeesoeaeasoeeceeaeuaeasonenenaseenssenannas 1 3.6%
Use for reference / General U e vt et e nenesaonesenaoesasnsaeasssansssssanensnass 3 10.7%
B 3 o= 0 O 15 100.0%
Cases Col
Response
%
As a direct result of reading/using the GMOR for Contract Furniture
Generated new sales in export marketsS. .. ... ...ttt ieniernennnnan - 1 20.0%
Undertook new activities or make preparations to export................c.ivuun. 1 20.0%
Identified contacts -for export market development............. .. ... 1 20.0%
Identified suppliers of goods/services that org'n purchases..................... 1 20.0%
5 (o of o 5 5 + T 1 20.0%
Ko 3 o 3 I 3 100.0%
As a direct result of reading/using the GMOR for Medlcal Devices
Generated new sales in export markets............ . .. .. .. it i it 1 4.8%
Undertook new activities or make preparations to export................invunnnnn 5 23.8%
Identified contacts for export market development.............c.eiiiiiienennnnans 11 52.4%
Identified suppliers of goods/serv1ces that org'n purchases.............. e 3 14.3%
(ool o 1 o T 1 4.8%
Total........ . et ettt e . et e 13 100.0%




Mean
| The overall appearance/layout of the hardcopy version of the Canadian Fish &

Seafood Exp. Sourcing Guide is appropriate................... .. ..., 4
The overall appearance and layout of the hardcopy version of the World Dlrectory

oof Seafood Importers is appropriate.............i ittt e 4
The overall appearance and layout of the Guidelines for Canadian Fish Exporters

- USA is appropriate. . ... ...ttt ittt 4
The overall appearance and layout of the Guidelines for Canadian Fish Exporters

- Japan 18 apPrOPriate. .. ... et e e e it e et e 4
The overall appearance and layout oth the GMOR for Apparel is appropriate....... 4
The overall appearance and layout of the GMOR for Oilseed is appropriate........ 4
The overall appearance and layout of the GMOR for Pork is appropriate........... 4
The overall appearance and layout of the GMOR for Beef is appropriate........... 4
The overall appearénce and layout of the GMOR for contract Furniture is

appropriate..... M ittt ettt ettt ettt e e et 4
The overall appearance and layout of the GMOR for Medcial Devices is appropriate 4




Mean

The hardcopy version of the‘Canadian Fish and Seafood Exporters Sourcing Guide

15 Wwell Organilzed. . ... ii i ittt ittt ettt e ettt e et e e : 4
The diskette copy of the Canadian Fish & Seafood Exporters Sourcing Guide is

well organized. .. ... .. e e et 4
The hardcopy version of the World Directory Seafood Importers is well organized. 4
The diskétte copy of the World Directory of Seafood Importers is well organized. 4
The Guidelines for Canadian Fish Exporters - USA is well organized.............. 4
The Guidelines for Canadian Fish Exporters - Japan is well organized............ 4
The GMOR for Apparel is well ?rganized..‘ ..... i ..................... et et 4
The GMOR for Oilseed is well organized..........c.ciiiiiereneenenrocnnanennnnnns 4
The GMOR for Pork is well organized. .. .. ... e 4
TheiGMOR for Beef is well organized..............cc0u... et ee et e, 4
The GMOR for Contract Furniture is well organized...................c.c.... e . 4
The GMOR for Medcial Deviﬁes is well organized......... .ottt innennneannnns : 4




N I N ..

Mean
The writing in the hardcopy version of the Canadian Fish and Seafood Exporters
Sourcing Guide is easy to understand........... e e et e e 4
The writing in the diskette copy of the Canadian Fish & Seafood Exporters
Sourcing Guide is easy to understand....:...... it e e 4
The writing in the hardcopy version of the World Directory of Seafood Importers
is easy to understand......... ...t i it i i 4
The writing in the diskette copy of the World Directory of -Seafood Importers is
easy to understand. . .......c..tiiiiii i et it e e e e 4
The writing in the Guidelines for Canadian Fish Exporters - USA is easy to
understand..........ciiieiiiiiiiinnnn. e tese ettt ettt ettt 4
The writing in the Guidelines for Canadian Fish Exporters - Japan is easy to
LE B T = o = o« L« P et eseseaaa 4
The writing in the GMOR for Apparel is easy to understand.................... B 4
The writing in the GMOR for Oilseed is easy to understand....................... 4
The writing in the GMOR for Pork is easy tounderstand............cooueeiuueun... 4
The writing in the GMOR for Beef is easy to understand..................o..... .. 4
The writing in the GMOR for Contract Furniture is easy to understand............ 4
4

The writing in the GMOR for Medical Devices is easy to understand...............




Mean

The hardcopy version of the Canadian Fish and Seafood Exporters Sourcing Guide

is an appropriate length....... ... ... i i e e .. 4
The diskette copy of the Canadian Fish & Seafood Exporters Sourcing Guide is an

appropriate length...“......................4....1 .................. e 4
The hardcopy version of the World Directory of Seafood Importers is an

appropriate l1ength. ... ..ttt i ettt et e 3
The diskette copy of the World Directory of Seafood Importers is an appropriate

= o T £ o+ 4
The Guidelines for Canadian Fish Exporters - USA is an appropriate length....... 3
The Guidelines for Canadian Fish Exporters - 3apan is an appropriate length..... 4
The GMOR for Apparel is an appropriate length.............ciuiuirinnnnnnnnennn 4
The GMOR for Oilseed is an appropriate length.......... ...ttt itiinmnnnnnnnnn 4
The GMOR for Pork is an appropriate length.................. ... ... iiiiuinn.n, 3
The GMOR for Beef is an appropriate 1ength..{; ............ ettt 4
The GMOR for Contract Furniture is an appropriate length........................ 4
The GMOR for Medical Devices is an appropriate length................... R R 3




‘-E N B ..

— -[ - -:

- N .

Mean

The hardcopy version of the Fish and Seéafood Exporters Sourcing Guide is an

APPTOPLiate Size. ... . i e e ettt e e e 4
The hardcopy version of the World Diréctory of Seafobd Importers is an

ApPrOpriate Size. ... ... .. i e e et e 4
The Guidelines for Canadian Fish Exporters - USA is an appropriate size......... 4
The Guidelines for Canadian Fish Exporters - Japan is an appropriate size....... 4
The GMOR for Apparel is an appropfiate BlzZe. . ... i e i e 4
The GMOR for Oilseed is an appropriate S8izZe............¢iiiiiiernneonnnaanaannnn 4
The GMOR for Pork is an appropriate sizef ............... @ e ettt e e e 4
The GMOR for Beef is an appropriate size................... e ‘ 4
The GMOR for Contract Furniture is an appropriate size:.............ceeevvennn.. 4
The GMOR for Medical Devices is an appropriate Size.............iiiiiiiiennnnnn 4




Mean

Usefulness of the hardcopy version of the Canadian Fish & Seafood Exp. Sourcing

Guide as an overall information tool........... ... ... ..., 4
Usefulness of the diskette copy of the Canadian Fish & Seafood Exporters

Sourcing Guide as an overall information tool............... ... ... ... ... .... 4
Usefulness of the hardcopy version of the World Directory of Seafood Importers

as an overall information tool. ... ... .. ... ..t e e e e, 4
Usefulness of the diskette copy of the World Directory of Seafood Importers as

an overall information tool....................... e et e e 4
Usefulness of the guidelines for Canadian Fish Exporters - USA as an overall

Information OOk . ... ... e et e 3
Usefulness of the Guidelines for Canadian Fish Exporters - Japan as an overall

information tool. . ... ...ttt i e e et 4
Usefulness of the GMOR for Apparel as an overall information tool............... 3
Usefulness of the GMOR for Oilseed as an overall information tool............... 3
Usefulness of the GMOR for Pork as an overall information tool.................. i 3
Usefulness of the GMOR for Beef as an overall information tool.................. 3
Usefulness of the GMOR for Contracte Furniture as an overall information tool... 4
Usefulness of the GMOR for Medical Devices as .an overall information tool....... 3




Count Col %

Additions, changes, improvements to format/contents of the hardcopy ver. of the

Cdn. Fish & Seafood Exp. Sourcing Guide
NOME . ot ittt ittt it iie e e e TS 55 76.4%
More specific info on companies providing products......... ... ... ... . ... .. ... 3 4.2%
More specific info on pfoducts (fish,pork, etc.) .o i e e S 6.9%
More info on contacts/customers. . ... . . ... e e 1 1.4%
Update the 1ists/info. . ... ... i it i et ettt et et ettt e e et e e eeeann 3 4.2%
More specific info on mkt opportunities/products indemand...................... 1 1.4%
Make it ShOrter/MmOre PreCiBSe. . ... ..ttt ittt esesaeanenaaaaassoananonann. 1 1.4%
Other.......... . .iiiiuiunn. e e et et et e 3 4.2%
B o - 5 72 100.0%
Additions, changes, improvements to format/contents of the diskette copy of the

Cnd. Fish & Seafood Exp. Sourcing Guide
e ¢ = Y 38 74.5%
More specific info on products (fish,pork, etc.)........ ... .. 1 2.0%
More info On contacts/CUBEOMEY . .o vu ittt ittt ietieeetatanseeenanneaanenans 2 3.9%
Update the L1ists/Info. ...t it ittt iniiriteeeetneeeeeeaaeaaaneeeeeansaaaanens 2 3.9%
Make it Shorter/more PreCiSe. ... ... ..t i it ie et ieaateeeeeateeaeaaananaennns 1 2.0%
L8 =3 2 1= 7 13.7%
B o T O 51 100.0%

L]

Additions, changes, improvements to format/contents of the hardcopy version of

the World directory of Seafood Importers
O, Lt ittt ittt teoaeisasanseesasanaeasoseaanasanassaaaaeneonnennnnn 38 64.4%
More specific info on companies providing products......................0... PR 3 5.1%
More specific info on products (£ish,pork, €tC.) ... ..uevuui i eeeeas e, 3 S.1%
More info On CONtACtS/CUSEOMEL S . & @i i ittt ittt ineee et eeaieeeeneeennaneeennennns 2 3.4%
Update the lists/info.............. S 3 5.1%
More specific info on mkt opportunities/products in demand......... et 3 5.1%
Make it shorter/more precise......... G e e et v e eataiaataiac s eataaastaat e aaanna 1 1.7%
Other............. f et e e aa e e et et a e e 6 10:2%
Total........oovevunnn. e ettt ettt et e e, . 59 100.0%
Additions, changes, improvements to format/contents of the dislette copy of the

World Directory of Seafood Importers
NOMIE . ..ttt i ittt ittt oo nssanoonosoeaonesnsennennenasnoenssoseeenananensnnanas 34 77.3%
More specific info on companies providing products................ccitrerrennnn. 1 2.3%
Update the 1asts/info. . ...t iiettiitiiit ittt ititteereeennsnneeeeneeeneanns 3 6.8%
More specific info on mkt opportunities/products indemand.................c.c.... 2 4.5%
L3+ U= PR 4 9.1%
o o T 44 100.0%

(continued)



Count Col %
Additions, changes, improvements to format/conténts of the guidelines for
Canadian Fish Exporters - USA
NOD®. . ovieweenenoennnnn f et et e ettt ettt e 34 81.0%
More info on CONtaCtS/CUSLOMEY S . . ot it e ettt ieeenseseneeraseeeaasoaaoeanenennnans 1 2.4%
Update the Lists/inE0. ..o tueteneean et eeennorneeneenenaeannsonaeenaeanenennns : 2 4.8%
More specific info on mkt opportunities/products in demand...................... 1 2.4%
Make it ShOrter/mMOre PreCiSe. ... ...ttt onninnnnnonnnannenerorsannneenseeennns 1 2.4%
[0 o8 o Y= 3 7.1%
B o] o T 42 100.0%
Additions, changes, improvements to format/contents of the Guidelines for
Canadina Fish Exporters - Japan ’

NOT . v v v it ettt eeseaesesssssseseansensnssosesseasasasaseeessssesesesseavaenssseans 40 83.3%
More specific info on companies providing products..............c.civeeeieian.. 1 2.1%
More info on contacts/customers.............. e e et 2 4.2%
Update the 1ists/info. ... iniiiiiinierieninaanereraeneoesesoennannens e 2 4.2%
More specific info on mkt opportunities/products in demand...................... 2 4.2%
[0 o + 7= < PN 1 2.1%
oL A L. i it ittt ittt et aovosossosaasesessessuasnsasasassoasaassatsennsassansssassss 48 100.0%
Additions, changes, improvements to format or contents of the GMOR for Apparel
NODI . . it it ittt e e e co st aeosaasaasacssesssaseesasnnsssosnssaennsacesesssanassasaesnss 27 73.0%
More specific info on companies providing products............... ... .o 1 2.7%
More specific info on products (fish,pork, etc.).......... ... i, 2 5.4%
More info on contacts/customers...... it e st s s aoanaciaias ettt e e e, 1 2.7%
More specific info on mkt opportunities/products in demand...................... 2 5.4%
[0 o8 o 1= Y 4 10.8%
o] o Y e a it es et et e ey 37 100.0%
Additions, changes, improvements to format or contents to the GMOR for Oilseed
Lo « = 28 87.5%
More specific info on companies providing products....................ciiinnnn. 1 3.1%
More specific info on products (fish,pork, etc.)..... ... .., 1 3.1%
Make it ShOrter/mOre PreCiSe. .. ... .. cut it esnenensenaenesssenannsssanesanans 1 3.1%
[0 o8 + Y- 1 3.1%
O AL . L ittt ittt e e teeasooeesnaeresasesesanosesensesonnsessosoassensaseneneesseas 32 100.0%

(continued)




Count Col %

Additions, changes, improvements to format or contents to the GMOR for Pork

L0 ¢ 1= 8 61.5%
More info On CONtaCtS/CUSLOMEYS . o vttt ittt ittt ettt i ettt et et te e e 1 7.7%
Update the 1ists/info. . ... ... . ittt e e et e et et 2 15.4%
More specific info on mkt opportunities/products in demand...................... 1 7.7%
L0 T 1= OO 1 7.7%
o o 13 100.0%
Additions, changes, improvements to format or contents of the GMOR for Beef
None........iiiiiiieiiiatrnarncnananncans S e e ecaeateaseeae et aae s 12 80.0%
More specific info on products (fish,pork, etc.)....... ..o iiininann.. 1 6.7%
More info On CONtACLS/CUSBLOMEY S . . . i it i ittt ittt aeeeeraneeneneaenennnnanannennn 1 6.7%
Update the 1ists/info. ... ...t i i i i it it i et et eaaaneanns 1 6.7%
o o2 B Pt 15 100.0%
Additions, changes, improvements to format or contents of the GMOR for Contract

Furniture
L o L 3 100.0%
o - N 3 100.0%
Additions, changes, improvements to format or contents of the GMOR for Medcial
Devices

None.......... [P . Cececarsaaan e .. Ceeerecaceaaacanann . . 11 84.6%
More specific info on companies providing products...... e e .. 2 15.4%
B o o B gt 13 100.0%




Cases Col
Response
%

Preferred format for hardcopy version of the Canadian Fish & Seafood Exporters

Sourcing Guide :
2T s Lo’ o 57 54.8%
IRt EraCtAVE FaX. ittt i ittt ittt e et e e e e, 13 12.5%
[2RR=Yod b o) 5 WS oo o 17 X N 34 32.7%
B X o8- 72 100.0%
Preferred format for diskette copy of the Canadian Fish & Seafood Exporters

Sourcing Guide )
TR e ey o % 1 U O 39 50.6%
Interactive faX. . ... i i i ittt ettt et ettt e e e 7 9.1%
[N R=Tod ub oo o T WoTD e 117 o3 - 31 40.3%
1o o3 N O 51 100.0%
Preferred format for the hardcopy version of the World Directory of Seafood

Importers
hardCopy fOXmMAE . vttt it ittt ittt ee e ettt eeneataneeaneaeaaeaaae e 53 58.2%
ANt eractivVe faX. .. ittt ittt ittt et et et e e et e e 12 13.2%
electronic format. ... ... .. ittt et e, 26 28.6%
o X o 59 100.0%
Preferred format for the diskette copy of the World Directory of Seafood

Importers
hardcopy format. .. ottt ittt st ar o eaeeeaanan e e, 34 50.7%
INEeractive faX. ittt ittt et i i et et ettt 7 10.4%
TWR=Yolud o3 o5 KT o3 17 L 26 38.8%
o - O 44 100.0%
Preferred format for the Guidelines for Canadian Fish Exporters - USA
hardcopy format. .. .ottt ittt e ettt e e, 36 - 63.2%
Interactive faxd. ...t iiintt it ettt ittt et aee ettt 7 12.3%
[=RE=Telud o)+ 5 NoTN e o 117 w0 14 24.6%
B e o3 B 42 100.0%
Preferred format for the Guidelines for Canadian Fish Exporters - Japan
hardcopy format. . ...t eirttiiienneneeenneeeeneeeeenoneneneaneeramennn e 44 62.0%
Interactive faX. ... ittt ittt it it e ettt e i e 9 12.7%
TNR=YoTob o) o B Mo T al'e 5 117 L A0S 18 25.4%
L - C et ee et eve et ese et e 48 100.0%

{continued)



Cases Col
Response
%

Preferred format for the GMOR for Apparel
hardcopy format.......c.ocn it it iniinnoneienmeanenneennanenennns A 29 61.7%
B L o= Vot o RS - 14 29.8%
electronic fOormat.........ciiii it tint ittt T e ettt 4 8.5%
TOtAl. . iiit et e e 37 100.0%
Preferred format for the GMOR for Oilseed
oF= B oo Lel o) o) Y e o 1= X oA 27 54.0%
INnteractive £aX. .. ...ttt iiiniretieeeeaeiotesosoeoaosscasesassansesosasaacnnnnnas 9 18.0%
electronic FOrMAt . .. .u e et ittt ineeneeeeaeaseossosanaasesssosoesassacennns e 14 28.0%
o] o8- T 32 100.0%
Preferred format for the GMOR for Pork
hardcopy format........... ..o innenn. e et e e ettt et 7 38.9%
interactive fax............. e e e e ettt e e et 6 33.3%
electronic format. . ... ... ... et 5 27.8%
B o - 1 N 13 100.0%
Preferred format for the GMOR for Beef )
hardcopy format. . ... .. i it i ittt ittt e e e 12 57.1%
Interactive FaX.....uuie it iniieeeeeeeeneeeeaeeeaeenaasoaanonosssosannassnnnannsas 4 19.0%
electronic format........ ... iiiitiiiinii ittt eeecsrssecccaas 5 23.8%
o o8- 15 100.0%
Preferred format for the GMOR for Contract Furniture
hardcopy format........................ B 2 66.7%
interactive fax..... ...t i e i it et ettt e e e e DU 1 33.3%
i 1 ] oF 1 OO Gttt et 3 100.0%
Preferred format for the GMOR for Medical Devices
JaF=B oo Lele) o N ok o 7= O 11 55.0%
ANt ErACtI Ve £AX. ittt ittt ittt e i te et aanesanenaaeeeaeeeeaosessesaseaasasscansnans 3 15.0%
(=R R=Yal of /3 o B I T o = ™= X 3PP 6 30.0%
103 oF- 38 13 100.0% .




Count Col %

Preferred electronic formats for the hardcopy version of the Canadian Fish &

Seafood Exporters Sourcing Guide
B I =3 - o of -3 25 73.5%
(1035 2 10 2 5.9%
AV TE- TR of o U= & o of -5 + =3 oA S 14.7%
DAireCt-Aial BB . . ittt ittt ittt ittt ettt ettt et e, 2 5.9%
R o= 34 100.0%
Preferred electronic formats for the diskette copy of the Canadian Fish &

Seafood Exporters Sourcing Guide i
Diskette............ e et ettt et 24 77.4%
CD ROM. . ...ciiiivinnennnnn e ettt et ettt et e et e e 1 3.2%
Via the Internet. . ..... ..ttt ittt titnnaeeneaeeeeeensaaaannns e e 3 9.7%
DireCt-Aial BBS. . . vveeinneeeetooeaeaneeeeonaseaansesanesesasssaansssconesnsananas 3 9.7%
Lo AL .t ittt ittt ettt eeoeaanaeeeseasaaanoenseseasenaanasasesetonasasonasenussans 31 100.0%
Preferred electronic formats for the hardcopy versiop of the World directory of

Seafood Importers
10 B =3 = o8 o = 18 72.0%
100 B L . 1 4.0%
Via the InteXmet . . ...ttt ittt it ettt asecaeeeeaaeaaeanoeeacoessusesenannenns 2 8.0%
DireCt-Gial BBS. .. vuiiiueeeneeeeeeneneeoeeoenecaaasoesasaoassanaeaseassaceasanas 4 16.0% .
B < o - 25 100.0%
Preferred electronic formats for the diskette copy of the World Directory of

Seafood Importers
Digkette. ... . it it ittt e e ettt tete et et 20 76.9%
CD ROM. . ittt itiioeessonesnsaoeassasnnsorasaseaaseosesesaasansssasasaassnsans 1 3.8%
A2 TN ol T=J0 6. o= o + 7= o/ N 2 7.7%
Direct-Aial BB . ..ituutiineeneaeeeeeaeeeacansaaasaaeeoaaaseassaneeatasssnaneaean 3 11.5%
B o oF T 26 100.0%
Preferred electronic formats for the Guidelines for Canadian Fish Exporters -

usa
L =) = o8 ol - 11 78.6%
[ 3 L0 1 7.1%
DIirect-di@l BBS. ...ttt treeeeeeeneeennoaeeaeaneseasanssesensasonaserossasesnnans 2 14.3%
b o % o= 14 100.0%
Preferred electronic formats for the Guidelines for Canadian Fish Exporters -

Japan _
0 =)= o ol - 15 83.3%
T2 = T o 2 T 6 o X o =5 o o = o 2 11.1%
Direct-dial BBS.......cvvuiitemnnnnnnennnns ettt ea ettt e 1 5.6%
o o 0 18 | 100.0%

{continued)



Count

Col %
preferred electronic formats for the GMOR for Apparel
b0 =) = ok o 1 25.0%
Via the Intermet.............. et ee ettt ettt e e et e 2 50.0%
Direct-dial BBS......... e ettt e et m e e 1 25.0%
O AL, h it it ittt it e s aaaneesanoeeaneeeeeeeonessenseassssanassesanonaesesaneanenannannas 4 100.0%
preferred electronic formats for the GMOR for Oilseed
b0 TR0 = o o 8 57.1%
CD ROM. .. ittt tir et eereeeteeeeesssasanasaneassssaseanoansonnasenestosesncsssnsanes 2 14 .3%
Via the Internet. . ...ttt it ettt eeneioneeenanaenasesoennssnsneeeneasnsssnensees 2 14.3%
DireCt-Aial BBS. ..t uieirnetereueeeennenenoasoaenasaseaenessesnnsssssnnasnarnaeeess 2 14.3%
) o T 14 100.0%
Preferred electronic formats for the GMOR for Pork
CD ROM. .t ittt it eaansnnsnonnononsassonsessoesseassasnsonssssnnnsennsnsssonssnnna 3 75.0%
Via the Internet. .. ... i ittt it ittt e tennsnosasaneesannsanesaasanasnns 1 25.0%
o S o 4 100.0%
Preferred electronic formats for the GMOR for Beef
b B = = o8 o = 1 20.0%
Lo T T e 2 40.0%
Via the Internet. .. .. .ttt ittt ittt ittt tatseesessnsasssnnsnsenasnnanans 1 20.0%
Direct-dial BBS......... et e et aes s e can e J N 1 20.0%
Total. ..ttt iis ittt e eeernsenoanonns e e s es t ot e e s e s s en st et e s 5 100.0%
Preferred electronic formats for the GMOR for Contract Furniture
B - 0
Preferred electronic formats for the GMOR for Medical Devices
Diskette. .. ... ittt i i i N 3 50.0%
Via L8 6 =T 8 5 X o =Y s = oA 2 33.3%
DireCt-Aia@l BBS.....viiteenceseoosononaeosnssossossecnsnsnsanassasnocassasnsnennss 1 16.7%
1o o8 6 100.0%




Count Col %

Would pay $10 for the harcopy version of the Canadian Fish & Seafood Exporters

Squrcing Guide
D (= - 50 69.4%
No....covin.. : Cevease e B 22 30.6%
B e o 72 100.0%
Would pay $5 for the hardcopy version of the Canadian Fish & Seafood Exporters

Sourcing Guide
S 8 36.4%
O ittt i ittt it ats st e e aaeetseaasaaneacaaaaaaseeeoateeenneeaaeaaaann 14 63.6%
B e w2 22 100.0%
Would pay $10 for the diskette copy of the Canadian Fish & Seafood Exporters

Sourcing Guide
B T 41 80.4%
O, L i it i it it et et teecteaaeeanestnaneeoeeeanenasneananennennn 10 19.6%
0o o= T 51 100.0%
Would pay $5 for a diskette copy of the Canadian Fish & Seafood Exporters

Sourcing Guide
B == teeascercacencadetenaannseressastas s sanaanann 5 50.0%
L 5 50.0%
B e o2 B A 10 100.0%
Would pay $10 for the hardcopy version of the World Directory of Seafood

Importers
B = = 44 74 .6%
o 15 25.4%
oo 59 100.0%
Would pay $5 for the hardcopy version of the World Directory of Seafood

Importers
= = A 6 40.0%
o 9 60.0%
B o o s 15 100.0%
Would pay $10 for the diskette copy of the World Directory of Sefood Importers )
= 35 79.5%
MO it it i it i it teeeteaneeeaeeaneaeesooannnnneeneens crec et sae e 9 20.5%
Total..... et e et ettt ae e Ce ettt e e et et e e et . 44 100.0%
Would pay $5 for the diskette copy of the World Directory of Seafood Importers
5T 3 33.3%
N O, e i it et ettt ettt e ettt ettt e et e e 6 66.7%
Lo B 9 100.0%
L

(continued)
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Count Col %
Would pay $10 for the Guidelines for Canadian Fish Exporters - USA
T 29 69.0%
B Lo T [P e e e e e e e 13 31.0%
o o2 42 100.0%
Would pay $5 for the Guidelines for Canadian Fish Exporters - USA .
Yes....... .o et et earae et e et s e e c taeac e s ettt et et . 6 46.2%
No.......... et e e m n R e EE R AR RE s naenrnrrs teccerestaraneonn 7 53.8%
B 1 o2 13 100.0%
Would pay $10 for the Guidelines for Canadian fish Exporters - Japan .
D 30 62.5%
o N 18 37.5%
o o1 R 48 100.0%
Would pay $5 for the Guidelines for Canadian Fish Exporters - Japan
4T O 8 44 .4%
N O it it e e e e e e e e e e e e e 10 55.6%
L o1 1 18 100.0%
Would pay $10 for the GMOR for Apparel
YOS . i i e e e e e e e e e 20 54.1%
N L e e e e e e e e e e e e e 17 45.9%
B 0o o 37 100.0%
Would pay $5 for the GMOR for Apparel "
BT 9 52.9%
o 8’ 47.1%
B 0o o 17 100.0%
Would pay $10 for the GMOR for Oilseed
Yes...... e ie i i s et s et et coiseses st acsnenanne Ceseseseetasatancaans 24 75.0%
No......... e et e Pttt ettt e ettt v 8 25.0%
3 o 32 100.0%
Would pay $5 for the GMOR for Oilseed
B T o 3 37.5%
o R 5 62.5%
B0 1 8 100.0%

(continued)
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Count Col %
Would pay $10 for the GMOR for Pork
B T 9 69.2%
O e 4 30.8%
o 13 100.0%
Would pay $5 for the GMOR for Pork
O e e e e e 4 100.0%
o B A S 4 100.0%
Would pay $10 for the GMOR for Beef
Y L &ttt e e e e e et e e e 9 60.0%
O e e e e 3 40.0%
L 15 100.0%
Would pay $5 for the GMOR for Beef
B T T T S 2 33.3%
O . i e e 4 66.7%
e 6 100.0%
Would pay $10 for the GMOR for Contract Furniture
B 1 33.3%
Lo 2 66.7%
=2 3 100.0%
Would pay $5 for the GMOR for Contract Furniture
O e e 2 100.0%
o 2 100.0%
Would pay $10 for the GMOR for Medical Devices
B 8 61.5%
O . e, 5 38.5%
e o 13 100.0%
Would pay $5 for the GMOR for Medical Devices
B . e e e e e e e 2 40.0%
O e 3 60.0%
o P 5 100.0%

P umRe s e



Count Col %
Would pay for hardcopy of CFSESG
WOULA DAY . - ittt it it ittt e e et e et 58 80.6%
WOULA NOL DAY - ¢ ee e it v tenensassoceaenoaeeenaaeanesasneeesansenateeaenesannenennans 14 19.4%
b 1o X - 8 Y 72 100.0%
Would pay for diskette of CFSESG
would <L R R R 46 90.2%
WOULA MO PaAY . i i it it ittt iiiiiatetteineneeneaaeaasetsasenesanaeasoasassennanannas 5 9.8%
b 2 o= B 51 100.0%
Would pay for hardcopy of WDSI '
WOULA DAY . it ittt ittt et taetteetteaaeeaesansasnnseaaesseonoaanenenanenanenas 50 84.7%
would not pay ettt e BN ettt 9 15.3%
Total............... e et N 59 100.0%
Would pay for diskette of WDSI
WOULA PAY . vt vieennetnnennceonnonnns et e ettt et e et 38 86.4%
WOULA MO PaAY .t ittt ittt s iiiieetitesnaeaeeeeaanosaesaseanseennsssnsessanennnnns 6 13.6%
o = 44 100.0%
Would pay for GCFE - USA
WOULA DAY vttt ittt tittaaetnnoeeeseeenaaseanaeeanoeanasassoenesaaasssasasnassnsana 35 83.3%
WOULA NOE PAY . it ittt int i iite s taeenaoneeeassoeesonsnaeesonsesneassensnannoonosas 7 16.7%
o - 5 42 100.0%
Would pay for GCFE - Japan
WOULA DAYttt ittt ittt e teteaeeeaaaeanaeeeeseeasessneeeseeassoansaeecansnanansss 38 79.2%
WOULA NOL PAY .ttt iiiiiiitieiteeettennnansnsnaasssssssssecneasossosesnannnnnnnnnns 10 20.8%
< - 5 48 ©100.0%

(continued)
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Count Col %
Would pay for GMOR for Apparel
WOU LA DAY .« c v e it tee et e ittt i tmmaste e aeaseeeeaaseenesasaoeannaeenenensnneneenan 29 78 .4%
WOULA DO DAY it et ettt it i ittt ittt it aetetaseeansseeensaeaenaeneensnsnnennenns 8 21.6%
oY =T 1 U A P 37 100.0%
Would pay for GMOR for Oilseed
WOULA DAY e v ve v svcvseneeenonnanseenesoessesnnsoanesaoneesesosesanssnssnnssonennss 27 84.4%
WOULA NOL DAY .. it ettt et i iteiiieteetsaeineeesonseaeeeesnnnennnesneeasnanosasnnnans 5 15.6%
B ) o8 32 100.0%
Would pay for GMOR for Pork
WOULA PBY . v ittt tes seveosansonenoneaneeanaenosesecosenenonnsssenenaassnsssssnnsens 9 69.2%
WOULA NOL DAY e it ittt ititennenerie it eneeeeaaneeenaeeonseasseaseacoansnssonsennn 4 30.8%
b o] o 13 100.0%
Would- pay for GMOR for Beef
WOULA DAY e o e oo eetcaaeaaneeneaeeanaannesssnesssnaessesssansssssssssnsessnanensnsnss 11 73.3%
WOULA NOL DAY e e et o ee e tae et s aaaasasaesonaesnsnneonenansssssssaasnsesanonsssnoses 4 26.7%
1 o ) o8 15 100.0%
Would pay for GMOR for Contract Furniture
WOULA PAY . ittt ieiein oo eananeonnenasosenusnaenanoeennsosasanensssonenoaionseenns 1 33.3%
WOULA NOL DAY e 4t i vt ceeaasenaseenaoenneneseaneeeeuunsnonnaesnnesseessnssansnsanacns 2 66.7%
B ) o= T 3 100.0%
Would pay for GMOR for Medical Devices
WOULA DAY - v ettt ittt e s amassanssseesanananeseesonoanonnansacaasnasnasosonosennssasn 10 76.9%
WOULA MO DAY . it iv ittt et aneeanoneiacaennessssssesnnsennanasoeneneosonsonassnannns 3 23.1%
1 o = 0 N 13 100.0%




Count Col %
Contacted InfoCentre to order document (s)
D=y I e e e e e e e e e e, 124 43.2%
N e it 4 e et e e o oo e s e s aae et aaa et e et ae et aa e e e ettt 108 38.0%
070} U A ¢ (1 U U 54 18.8%
o - 287 100.0%
Mean
The person I talked to was helpful........ ...ttt ittt
I received the Material PrOMDELY. . .. ..o eun e e e e e e e et et ie e e eeeeens
It was easy to reach the right contact person by phone..........................
,
Mean
|
Overall Service Provided by the InfoCentre.......... ... i iiiieinnnnnn.
Count Ccol %
Have used FaxLink
(= 39 16.2%
o T P 202 83.8%
B o N 241 100.0%
Aware of Faxlink service
B A= - 62 30.4%
(U 142 69.6%
B X 204 100.0%
Cases Ccol !
Response;
-
13 1
Reason for not using FaxLink | )
Info available through it doesn't meet My NeedS. ... ......uuineneeneneennnnnn. 17 i 27.0%
No access to fax machine. .. ... ... .. .. .. . . e : 6 9.5%
Interested in it, but haven't had chance to use it.............................. ' 15 ., 23.8%
Prefer another £OTMAL. .. . ... uenunnee e e ettt e e e et e e e e e e e e i 19| 14.3%
Prefer persSonal CONLACE . . .. ..ttt ittt ettt te ettt a ittt i e et ene i 4 6.3%
NO need for Ab. ... .. ittt ittt ittt ettt ettt e - S 7.9%
L0101 o 7 11.1%
B 0 ot 100.0%

59




Mean
Satisfaction with FaxlinKk SerViCe. ... ...ttt it etneneaeeeneneneneneneneneenennn 4
Cases Col
Response
%

Reason dissatisfied with Facts Link
Info available doesn't meet My NeedS. . ... ...t utiitiinenneeenneaenineeenannnns 2 18.2%
Slow speed of info transfer....... et ettt e e et e e e e 2 18.2%
The info is out of date..........cvvvviennnn S P 1 9.1%
Experienced technical ProblemsS. . ... ... rtennmnnnntreneoneennnreesnsonnoeeeennanas 1 9.1%
Hard tO get through. ... .ottt ittt ittt taenranaananeaessonesanns 4 36.4%
[0 4 4 Y= < S S 1 9.1%
1 X o= 1 Y 8 100.0%

Count Col %
Title or function
EA/ASSIBEANE . oottt ittt et teeeeeeeasaoseaeaoesaanocetasanerenateeeenaaaes 38 5.0%
PrOfeSB0Y / RESEAT OO . ¢ v ittt et aeeeeeoneoeeeeaeeeeanonssneseenseneenaesannananns 11 1.4%
F2 8 T [ o | 2 .3%
o = Lo UK e T 456 59.8%
General/Operating MAaNager. ... vt et uennoneeeaneeenananessonnuonseseneneasanasnns 60 . 7.9%
Sales/Marketing MANAGET . ...t veteneenoeeenaennsereeranensosaoeseceasnacensannsnns 50 6.6%
Office manager/administrator. ... ..c.cvtiiiiiniriiiniiiennnenrreorennennannnonanas 15 2.0%
(0] 58 0 T=S ol 11 7=1 o -V - 51 6.7%
Controller/Treasurer/FiNancCe L@@ . . ... veeeuenereennaneetsseneteseasnnenanenaens 24 3.1%
Trader/Broker/Agent.......... T LR R 11 1.4%
P03 o= o - o 6 . 8%
(085 4= 39 5.1%
o o 3 763 100.0%
Type of organization . -
Private COMPANY. ... ccvuervanenvnnnnnsssnennenans ettt e e e 706 92.4%
Asgociation............... e ettt et e e e 34 4.5%
University/educational...... R LR R TR Pt 8 1.0%
Other............ v e r e eeeebeet et e e ettt et e 16 2.1%
TOERL .+ v vt v eee s e ieennnenenesensononsenssasassensannnns PN 764 100.0%




Count Col %

Nature of business
Primary resource or production business............eiiiiiiiiiiiiiiiiiieinnennnn. 228 31.2%
Secondary procesSing bUSIMESS. . ... vttt iiieenenennnaeeenenneaesoneneeeneeennans 136 18.6%
Distribution, wholesale or retail business......... ... i, 235 32.1%
SETVICE DUSIIESS . « . ottt et e ee e e ae e e e et ae e e e e e e 98 . 13.4%
b 16 = 15+ 1 8 1.1%
N1ty ool ekl 4= s o o 5 o w2 O 22 3.0%
L0 o8 ¢ -5 < 4 .5%
b o X - S A 731 100.0%
Revenues in the last year
Under $100,000. . ...t ieeeeineeasesoasenoaseessseesonessasesnoensnsosneanneeenanas 91 14.3%
$100,000 t0 8$499,0900 . . ittt ittt ettt e anoenesesessasssassnaecsesssonsenenennaasnn 91 14.3%
$500,000 £0 $999,999. ... ittt e e eseteess et ettt ssenensatnans 69 10.8%
Sl 0 85 Mid. . ...ttt ittt teetosaeasocennsosacasesessonsensassasenansnenanas 188 29.5%
S5 £0 10 MId. . vttt it iieeteencecnseeeenosensesaosanasaasessenssssnnensnnsnannns 68 10.7%
S10 MIL PLUS. ..ttt iiteeeeeneaennenseneenseseseeeseoaessesonsnssnnesnnnssnnnnnnsns 131 20.5%
B 1 o ) o8- B N 638 100.0%

Count Col %
Percentage of total revenues from export market sales
L 167 - 25.1%
I ot o T 8 L 270 40.5%
SO OF MOX . ittt it iieeinensenenennonesoneeenonasssseansenssassesssssasansensnsas 229 34.4%
B 1 o8- B 666 100.0%

Count Col %
Number of employees (worldwide)
T L o s 1 378 50.3%
20 to 49...... S 135 18.0%
0 oo T - 78 10.4%
B 0T T oo T - - 114 15.2%
1,000 PlUB. .ttt tiit it tieeteeeeeeenuesoaasanssesssaneesessssseeaanseeananonens 46 6.1%
o % o B 751 100.0%
Participated in programs by Foreign Affairs
1= - T 234 37.5%
NO . ittt iiiiteieeaeneasoessassaseesseeeoesasonssoesansennssaasasssasacasnnasanasss 390 62.5%
B 1o o8 624 100.0%
Participated in programs by Foreign Affairs/Agriculture Canada
Just Foreign AffairS. ... ...ttt ittt ittt ine ettt s 23 16.3%
JUuSt AGXicUltUYe CANAQ@A. . - e e v vt tiunnneenannsnnesnenneeennneeessnneseeesnnneennsns 17 12.1%
=T o4 o U 29 20.6%
NOM . ottt ittt it tetneeeeanesasosasseoasasesessoasassosasanssnasasansessnsas 72 51.1%
o o8 B0 141 100.0%




Count Col %
Month publication received
e 43 8.3%
. 2 T 147 28.4%
c 2 53 10.3%
B Lt e e m e e mmaw e em ek mm o m e m M e R M e e M M MK M M MR R RRRREERARAEEEEEEEaaaan 3 .6%
= 76 14.7%
-3 11 2.1%
7 2 14 2.7%
- e e et et 54 10.4%
= 2 71 13.7%
1 ¢ 7 1.4%
8 2 31 6.0%
207 7 1.4%
i o' o - 5 517 100.0%
Year publication received
12 7 111 21.5%
= 246 47.6%
L2 160 30.9%
1o o8- 5 517 100.0%
Date publication mailed }
6 MONENS BgO0. ... . vttt it ittt ittt isteianeaesnseanasossanenasnnnenanens 235 45.5%
6 months to a year ago........... Ceceemasseecstsacnenenerastnanantecnnatnr s 137 26.5%
1 to2years ago......veivruinnansnan et ettt e et e 35 6.8%
more than 2 YeaIrS Ag0. ... . v tveierrenanseeneneneenesssnsnsnnesnsssnenasensennenns 110 21.3%
1o o8 3 517 100.0%
Core Client
O 726 94 .9%
GO . vttt ittt it meeinenesssonnsaanenseeananaanssesaeaasnsinennsnueensesnsnnennsnansasas 39 5.1%
o o= 765 100.0%
Gender of Respondent
T = 609 79.6%
2= 17 U = 156 20.4%
o =R 5 765 100.0%
L




Cases Col
Response
%
Use of hardcopy version of the Canadian Fish & Seafood Exporters Sourcing Guide
Primarily a reference tool for use by others............ ... ..., B 31 21.7%
To support decisions about export market development.................... ... .... 20 14.0%
FOY YESEaYCh PUIPOSES . . it ittt tieisetnaasanasasnaensstossenaaansessnseanennensas 28 19.6%
To support policy decisions........................... e 7 4.9%
Primarily for the contact L1isStsS.......iuiniiinin ittt 45 31.5%
Read/look at it out of general interest only...............ccouiiiii... 9 6.3%
[0 2 o8 5 7= < T 3 2.1%
L7 o - 0 79 100.0%
Reason for not using the hardcopy version of the Canadian Fish & Seafood
Exporters sourcing Guide

Don't have the time, but subject matter is of interest.............. ... 6 14.6%
The subject matter is not directly relevant to job or role...................... 14 34.1%
Subject of interest, haven't found useful info imnpast eds...................... 6 14.6%
No fish to export / don't fish AnymOre. ... ... vt minineinnenaeeeeennreannnenns 3 7.3%
Info is too general/irrelevant/only useful for new co's.........covviiiinonn. 1 2.4%
Just received / haven't received yet.... .. ...ttt it maaniinnennionnaenans 1 2.4%
Passed it on to Head Office/Clients/Others. .. ......eteeuneinnneernnnnnnnnaennnn 3 7.3%
Prefer information on diskette. ... ... ..ottt it neanuaneonaneanas 2 4.9%
[0 o < Y= S 12.2%
O AL . Lottt it ittt et te e anaeasaceceseeaasasoeessssaanansssessoeseenneesesn 38 100.0%
Use of dikette copy of the Canadian Fish & Seafood Exporters Sourcing Guide
Primarily a reference tool for use by others........ ...t iiiiiiiniiiiinninnns 27 26.5%
To support decisions about export market development..........:.cieiieiinaiinnnn 16 15.7%
FOX reSearCh PUIPOSES. ... .. it it tnnntnesssnnneserneaaseeesnnaeeneenennnesaenns 16 15.7%
To SUPPOYt POlicCy GECASI0MS. L vt it ittt it it imt i e ine it tassanaesesennsnacanennns 6 5.9%
Primarily for the contact 1iStS..... ...t iiiimiin it iiiiieteneearnnnnannnns 31 30.4%
Read/loock at it out of general intereSt ONly.........ceiuwiriueerennnnaennnnnnannns 4 3.9%
[0 A+ = 2 2.0%
B i 54 100.0%
Reason for not using the diskette copy of the Canadian Fish & Seafood Exporters

Sourcing Guide

|Don't have the time, but subject matter is of interest.............. ... ... ... ..., 3 6.0%
The subject matter is not directly relevant to job or role........... ... ..., 14 . 28.0%
Subject of interest, haven't found useful info inpast eds...................... 4 8.0%
The lists are inaccurate/not up-to-date............... .. i, I 2 4.0%

|No fish to export / don't fish @anymore.............c.cuiiuiinnennninnirnanenennnn 2 4.0%
Info is too general/irrelevant/only useful for new Co'S.........ciiirmmnnncnnn. 1 2.0%
Computer incompatibility........imiim i i i i i it 11 22.0%
Just received / haven't received yet...... ... ..ottt 3 6.0%
Passed it on to Head Office/Clients/Others. .. it inimeeer et iee e etnneeanns 2 4.0%
L0 o8 £ = o 8 16.0%
0 o8 O 49 100.0%




PP ——

Cases Col
Response
) %
Use of hardcopy version of the World Directory of Seafood Importers .
Primarily a reference tool for use by OLRETS . <\ et et et e et e 32 24 .6%
To support decisions about export market development..................c....un... 15 11.5%
FOY YeSearCh PUIPOSES. .. . u .t u it tetanaaanasasaaesosotansaeaeaenenatananaann. 26 20.0%
To support pPolicy QeCisions. ... .. iiiiin it iinnee i ea e eieeneaaneanaannnananan i 5 3.8%
Primarily for the contact 1iStS.......cuvitintinuteeuaarnnensooaanaaaaaaaaennnnn 42 32.3%
Read/look at it out of general interest ONly...........uiiiiiineeennnnannnanannns 9 6.9%
[0 12 0= <l 1 .8%
b 1o o - 0 P 66 100.0%
Reason for not using the hardcopy version of the World Directory of Seafood
Importers .
Don't have the time, but subject matter is of interest................. ... ... ... 6 19.4%
The subject matter is not directly relevant to job or role...................... 7 22.6%
Subject of interest, haven't found useful info in past eds...................... 4 12.9%
No fish to export / don't fisSh anymMoOre. ... .. vviviriieenineienerennananeaeennnnns S 16.1%
Info is too general/irrelevant/only useful for new co's........ ... ... ...t 2 6.5%
Just received / haven't received yet ... ... ...ttt nrineoeneonaeannaneasananenn 1 3.2%
Passed it on to Head Office/Clients/Others......... ... . it iiiiiiiieniiannnn. 2 6.5%
[0 ¢ =3 o 4 12.9%
B e o8 0 O e 27 100.0%
Use of diskette copy of the World Directory of Seafood Importers
Primarily a reference tool for use by OtherS........cceveeueuecennnnnnnsanennnnn 24 25.0%
To support decisions about export market development..............ciiiennvinnn... 18 18.8%
For research purposes..... e e et et aaae et a s aa e e et e 17 17.7%
To SUPPOTrt POlicy AECiSiOMS. .« vuneeunrnneennaneneeneneecnanennenn e e 6 6.3%
Primarily for the contact 1ist8........uiiiiininiiniiitinnininiienennnnnnianannnn 25 26.0%
Read/lock at it out of general interesSt ONly.........cceeeuan S .- 5 5.2%
[0 o8 T < e 1 1.0%
b7 e Y - T 46 100.0%
Reason for not using the diskette copy of the World Directory of Seafood
Importers
Don't have the time, but subject matter is of interest.......................... 7 16.7%
The subject matter is not directly relevant to job or role...................... 10 23.8%
Subject of interest, haven't found useful info in past eds............. e e 4 9.5%
The lists are inaccurate/not up-to-date................. ettt e 2 4.8%
No fish to export / don't fish anymoOre. .. ... ieiin ittt eerannennaneneeaenns 3 7.1%
Computer IncComMPatibility. . ...t tieenenrennennsernennsneenonennaneanonaneenennnsn 9 21.4%
Other. .. i i ittt i et e e PP 7 16.7%
Total SR EEAEEEEEEEEEEEEaEcraaArsass cvem e e s st msesaasdssemmmEEEEEErEans 39 100.0%




Cases Col
Response
%

Use of Guidelines for Canadian Fish Exportexrs - USA
Primarily a reference tool for use by others............. ... ..o, 24 26.7%
To support decisions about export market development............................ 14 15.6%
FOX XESEAXCh PUIPOSES. -« ot v occavemoassesannenesnenaansasenanessssceeraeeeenana 16 17.8%
TO Support pPolicy decCiSionS. ... . ccn i it e e, 5 5.6%
Primarily for the contact 1ists........ .. ettt 21 23.3%
Read/look at it out of general interest only......... e et 8 8.9%
(0] o8 + L= 2 2.2%
B 7o =X T 46 100.0%
Reason for not using the Guidelines for Canadian Fish Exporters - USA
Don't have the time, but subject matter is of interest.......................... 2 7.1%
The subject matter is not directly relevant to job or role...............c...... 12 42.9%
Subject of interest, haven't found useful info inpast eds...................... 4 14.3%
The lists are inaccurate/not up-to-date.............iieiuiiiiieinnnnneennnnnnn 1 3.6%
No fish to export / don't figh anymMOXe.......ciuiutiienrinnnnnneeaannennceeannnn 3 10.7%
Info is too general/irrelevant/only useful for new co's......... ... ..., 3 10.7%
Passed it on to Head Office/ClientsS/Others. ... ... iiiirr ittt inneanenennnennanns 1 3.6%
(0] % o 1= 2 7.1%
B2 1 ) o= 0 26 100.0%
Use of the Guidelines for Canadian Fish Exporters - Japan
Primarily a reference tool for use by others......... ... ..o, 26 26.3%
To support decisions about export market development..................nmeoiinn.. 18 18.2%
FOX IeSearCh PUIPDOSES. . vttt i tnveeeneenneerooeassaesasesesasneseoesaneanassansns 19 19.2%
TO sUPPOXt POlicy deCiBiOomS. .o ittt in it iiierteneiiataaesnnaosennananosnannnann 3 3.0%
Primarily for the contact 1istS........iitiiniiiniiinnnennuninnananainnnnnnn . 23 23.2%
Read/look at it out of general interest Only..........c.ceeiuiiiniinenannnnnnneennn 10 10.1%
B o - T 54 100.0%
Reason for not using the Guidelines for Canadian Fish Exporters - Japan
Don't have the time, but subject matter is of interest.......................... 4 10.8%
The subject matter is not directly relevant to job or role............... ..o 17 45.9%
Subject of interest, haven't found useful info inpast eds...................... 4 10.8%
No fish to export / don't fish anymoOXe. .... ...t eiiiianneanneenennnnns 3 8.1%
Info is too general/irrelevant/only useful for mew co's............ ... ... ... ..., 4 10.8%
Passed it on to Head Office/Clients/Others. ... v it iirrneeeaeeaconeenenaanns 2 5.4%
L0 o8 + T o 3 8.1%
o1 o= g 35 100.0%




Cases Col
Response
%

Use of the GMOR for Apparel
Primarily a reference tool for use by others......... ... ... . ... ..., 15 20.0%
To support decisions about export market development............................ 15 20.0%
FOY reSearCh DU DOSES . .. .. ittt een et e emeaneaeaeesseassonnoneeananeenanns 16 21.3%
To sSupport Policy deCisions. . ... it i ittt it e et et 6 8.0%
Primarily for the contact Lists.... ..ttt teteaennnnnnnnanns 9 12.0%
Read/look at it out of general interest only.......... et e 13 17.3%
(0] w8 o 1= < 1 1.3%
B o ) - U0 37 100.0%
Reason for not using the GMOR for Apparel
Don't have the time, but subject matter is of interest................. ... ... .. 9 12.0%
The subject matter is not directly relevant to job or role...................... 41 54.7%
Subject of interest, haven't found useful info inpast eds...................... 9 12.0%
The lists are inaccurate/not up-to-date..............cittiiiininemennaaencannnn 2 2.7%
Info is too general/irrelevant/only useful for new co's......................... 3 4.0%
[0 8+ 1= < 11 14.7%
B 1o o - 0 64 100.0%
Use of the GMOR for Oilseed
Primarily a reference tool for use by others........ ... i, 18 30.0%
To support decisions about export market development...............coecuiveuucnnan 11 18.3%
FOY YeSEAXCh PUIPOSES . - i ittt it e iteteetansaseneseaesoeaaansenssesassenanoenneensn 13 21.7%
To Support POlicy deCiSions. . i n ittt it ittt ittt s it e ta i ian e 4 6.7%
Primarily for the contact 1iStS.......ue.iniinititiiiiiiiiiitntennarieieaneenan 8 13.3%
Read/look at it out of general interest only.............iiuiuiuininiianinnnneennn. 6 10.0%
10 ) oX- T 31 100.0%
Reason for not using the GMOR for Oilseed
Don't have the time, but subject matter is of interest.......................... S 25.0%
The subject matter is not directly relevant to job or role...................... 8 40.0%
Subject of interest, haven't found useful info inpast eds...................... 3 15.0%
The lists are inaccurate/not UP-to-dALE. ... .iiitiieaetiineeasnereesossnaanceanans 1 5.0%
Passed it on to Head Office/Clients/Others. ... ...t iiineeeeeonneeonnneaann. 2 10.0%
[0 o8 o =5 o R 1 5.0%
o) - 0 P 19 100.0%




Cases Col
Response
%

Use of the GMOR for Pork
Primarily a reference tool for use by others.......... ... ... .. ... ... 3 11.1%
To support decisions about export market development............................ 5 18.5%
FOY TeSearChh PUIPOSES. ... ... unm e, 7 25.9%
To SUPPOTrt POLiCy QECIBI0OMB. - ot ittt ittt ittt ettt et e eaat e te o 3 11.1%
Primarily for the contact ListsS............ciiuiiuiieemnneniinaaeaniaeanneeenn, 5 18.5%
Read/look at it out of general interest Only.............uieimrennunnnnnnnunnnn. 4 14.8%
o = T 13 100.0%
Reason for not using the GMOR for Pork
Don't have the time, but subject matter is of interest................. ... ... ..., 1 16.7%
The subject matter is not directly relevant to job or role.............vccvvunnn. 2 33.3%
Subject of interest, haven't found useful info in past eds...................... 3 50.0%
e 3 o2 O 6 100.0%
Use of the GMOR for Beef
Primarily a reference tool for use by others........... ... 5 14.7%
To support decisions about export market development................ceeenueunnnn 7 20.6%
FOr resSearCh PUXpPOSeS. .. ... ittt ittt et et aesenaenannessesnaensnnnsas 8 23.5%
TO SUPPOYt POLiCY AeCIiBIOMB . v ittt it e ittt ittt it ettt ties e enesansenanoannns 2 5.9%
Primarily for the contact LiStS...... ...ttt innietionnenersnensonooneenannnn ki 20.6%
Read/look at it out of general interest Only..........eiiiuimeneinnunruncnenannnn 5 14.7%
B e o= 15 100.0%
Reason for not using the GMOR for Beef
Don't have the time, but subject matter is of interest............. ... 1 16.7%
The subject matter is not directly relevant to job or role...................... 3 50.0%
Subject of interest, haven't found useful info inpast eds...................... 1 16.7%
Info is too general/irrelevant/only useful for new co's.............. .. ... 1 16.7%
K o - N 5 100.0%




Cases Col
Response
%

Use of the GMOR for Contract Furniture
FOr YeSEaAYCh PUIPOSES . ¢ ittt ittt ea s e seaatsesiosessesaeaneaeseesnansaensnnnnnnns 1 20.0%
To support policy AeCiSionS. ... .ottt ittt ettt et et e e e, 1 20.0%
Primarily for the contact 1ists........ ittt iiiiineneneeeeeeenaneenenneennennn. 2 40.0%
Read/loock at it out of general interest Only..........eeverennennennneennenennn. 1 20.0%
e o U 3 100.0%
Reason for not using the GMOR for Contract Furniture
Don't have the time, but subject matter is of interest.......................... 3 27.3%
The subject matter is not directly relevant to job or Yole.........cc.veeumennennn 7 63.6%
Info is too general/irrelevant/only useful fOr New CO'S........vtveennnunnennnn 1 9.1%
o - N 11 100.0%
Use of the GMOR for Medical Devices
Primarily a reference tool for use by others............ ... ..., 4 16.7%
To support decisions about export market development............ceeeveeennnnnnnn 4 16.7%
FOY YeB8EaArCh PUYPOSES . . it ittt ietiaeeatoneontoneeacoeaeoaananeconessessnneenennnns 9 37.5%
Primarily for the contact lists. ... ...ciiiiititiinnitinreeeeeeeeeeneennnneanennn 5 20.8%
Read/loock at it out of general interest only..........c.eeeieueennnnnerannnennnns 2 8.3%
Lo o8 N 13 100.0%
Reason for not using the GMOR for Medical Devices
Don't have the time, but subject matter is of interest................c.c.un..... 6 50.0%
The subject matter is not directly relevant to job or role...................... 4 33.3%
Subject of interest, haven't found useful info inpast eds...................... 1 8.3%
Info is too general/irrelevant/only useful fOr NEW CO'S...vveernenneneneeennnnn. 1 8.3%
0o o AU A 12 100.0%




Count Col %
Circulate Cdn Fish & Seafood Exp. Sourcing Guide
B =T 61 51.7%
o 57 48.3%
o o B 118 100.0%
# people circulate Cdn Fish & Seafood Exp. Sourcing Guide to
L 2 T 12 21.1%
WO . ottt e ettt it it e ettt e et ettt e e 11 19.3%
B ¢ T 16 28.1%
21> D 6 10.5%
2 6 10.5%
L 2 3.5%
% < S 1 1.8%
=5 B 1 1.8%
L 1 1.8%
B0 e e e e i e e e e e e e e e e e e e e e e e e e 1 1.8%
== 57 100.0%

Count Col %
Circulate diskette Cdn Fish & Seafood Exp. Sourcing Guide
= 45 43.3%
N, e e e e e e e e e e 59 56.7%
B o 104 100.0%
# people circulate diskette Cdn Fish & Seafood Exp. Sourcing Guide to
12 L 8 18.6%
L 12 27.9%
2 oY 10 23.3%
e 2 4.7%
e 7 16.3%
Kt ettt e e e e e e e e e 2 4.7%
7 = 72 1 2.3%
20 e e e e e e e e e e e 1 2.3%
==X R 43 100.0%

Count Col %
Circulate hardcopy World Directory of Seafood Importers
B o A 34 36.6%
N O e e e e e e e 59 63.4%
B B 93 100.0%
# people circulate hardcopy World Directory of Seafood Importers to #
1 £ 5 16.1%
= 5 16.1%
L 2 =T 6 19.4%
S L 4 12.9%
BV e 2 6.5%
Lo 3 9.7%
2 = 1 2 1 3.2%
L e 2 6.5%
0 . e 1 3.2%
B e e e 1 3.2%
B0 . o 1 3.2%
B -2 31 100.0%




Count Col %
Circulate diskette World Directory of Seafood Importers
== 7 31 36.5%
NO . it ittt ittt e ittt e ia et nate et tesaansonsaeesnaaceeaneaaaaseaesesensnnaean, 54 63.5%
) 8= 0 8% 100.0%
# people circulate diskette World Directory of Seafood Importers to #
[0 4 = 8 27.6%
B8 o 8 27.6%
¢ B = 8 27.6%
= 1 3.4%
7 0 2 6.9%
Y 1 3.4%
Y 1 3.4%
B 10 o2 B 29 100.0%

Count Col %
Circulate Guidelines for Cdn Fish Exporters - USA
D =T = 29 39.7%
Ot it it it i it ittt ettt it cesaaeneeeeeaseunseaeeasessenseeaeensoneeennneannnas 44 60.3%
o o7 B 73 100.0%
# people circulate Guidelines for Cdn Fish Exporters - USA to
1 LR 5 19.2%
WO e & ittt ettt ta it et e e ten et taaa s aaeenateaeanaaaaeetaeaeat et 5 19.2%
< T 8 30.8%
o 1 o 2 7.7%
20 I 2 7.7%
5 1 3.8%
2 K« ¢ 2 1 3.8%
B0 4 1 3.8%
L e e e et ettt e e ettt e e e e 1 3.8%
0o o B A 26 100.0%

Count Col %
Circulate Guidelines for Cdn Fish Exporters - Japan
D =T 35 38.5%
o 56 61.5%
= 2 B 91 100.0%
# people circulate Guidelines for Cdn Fish Exporters - Japan to
102 2T 5 16.1%
8 [ 9 29.0%
B £ ol T 6 19.4%
2 5 o 3 9.7%
2 P 4 12.9%
2 02 1 3.2%
L+ L 2 6.5%
Q0. o i et e e e e e ittt e, i 3.2%
= B O 31 100.0%

#t



Count Col %
Circulate GMOR for Apparel
B = = 35 34 .3%
o 67 65.7%
e o2 0 102 100.0%
# people circulate GMOR for Apparel to
10,57 8 24.2%
B o 12 36.4%
& o= 3 9.1%
Ot . & ittt ittt ittt et cataeateseaaeeaaserasasssessaaonaaatonaasanaraneaneeeaeas 6 18.2%
2 £ 1 3.0%
515 1 3.0%
= o Y 1 3.0%
L2 e e i e et ettt e ettt et et e ettt i et e e 1 3.0%
o o2 O O 33 100.0%

Count Col %
Circulate GMOR for Oilseed
B - N 28 54.9%
[ N 23 45.1%
B e T - T DS 51 100.0%
# people circulate GMOR for Oilseed to
L 2T 6 23.1%
WO s i et it ittt it ittt ittt et et e easanaeaneaeaaseeeeeassoaonesaeeneeeeaanaaannn 7 26 .9%
0o 4 15.4%
2o oA 1 3.8%
2 T P 3 11.5%
=3 RS 1 3.8%
1= <X 1 3.8%
£ TP 2 7.7%
U 1 3.8%
o o 0 A PRSY 26 100.0%

Count Col %
Circulate GMOR for Pork
T 14 70.0%
o 6 30.0%
B o o2 O 20 100.0%
# people circulate GMOR for Pork to
172 3 21.4%
B AN 3 21.4%
B 5 oL O 1 7.1%
2o b o 1 7.1%
D 2 14.3%
S 1 7.1%
B+ T 1 7.1%
L= 1 7.1%
T e e e e e e e e e e 1 7.1%
o o2 14 100.0%




Count Ccol %
Circulate GMOR for Beef-
- 13 65.0%
L 7 35.0%
0= o 20 100.0%
# people circulate GMOR for Beef to
107 1 2 15.4%
0 3 23.1%
B 2 T 3 23.1%
2 ol 1 7.7%
20 T 2 15.4%
L= 1 7.7%
. ¢ 1 7.7%
BT - 1 13 100.0%
Count Col %
Circulate GMOR for Contract Furniture
2= 6 42.9%
A 8 57.1%
oL 14 100.0%
# people circulate GMOR for Contract Furniture to
L 2 2 33.3%
0 3 50.0%
L 1 16.7%
0= =X I 6 100.0%
Count Col %
Circulate GMOR for Medical Devices
4= 13 52.0%
L 12 48.0%
o o2 25 100.0%
# people circulate GMOR for Medical Devices to
1 0L 6 46.2%
L 3 23.1%
BV 5 oL 1 7.7%
2 1 7.7%
2 2 15.4%
O . . o i e e e e e e e 13 100.0%




Count Col %
Retain Cdn Fish & Seafood Exp. Sourcing Guide for reference
B == 63 87.5%
L T 9 12.5%
w2 O 72 100.0%
Retain diskette Cdn Fish & Seafood Exp. Sourcing Guide for reference
=T - 46 90.2%
3 5 9.8%
< o2 51 100.0%
Retain hardcopy World Directory of Seafood Importers for reference
=T 56 94.9%
o 3 5.1%
o - 0 59 100.0%
Retain diskette World Directory of Seafood Importers for reference
B - U 38 86.4%
N ittt i i ittt et ettt e et ie s ennaaeasaneeaaneeneeenas s, 6 13.6%
o) o4 1 44 100.0%
Retain Guidelines for Cdn Fish Exporters - USA for reference
T 39 90.7%
N it it ittt ittt ettt o eaeaese et e e ettt e e e 4 9.3%
o o2 43 100.0%
Retain Guidelines for Cdn Fish Exporters - Japan for reference
=T 43 89.6%
N O . ot e ettt e et ettt e e e e 5 10.4%
Ao o 48 100.0%
Retain GMOR for Apparel for reference
YesS. . vt iiiii i, et e e e ettt ettt et e e e a et 26 70.3%
N ot i i ettt ittt e nee ettt tee ettt e e e e e 11 29.7%
e o 37 100.0%
Retain GMOR for Oilseed for reference
B =T 29 90.6%
o 3 9.4%
Ao o 32 100.0%
Retain GMOR for Pork for reference
B - 9 69.2%
O ottt ittt ettt e e 4 30.8%
B o 13 100.0%
Retain GMOR for Beef for reference
o= 13 86.7%
A 2 13.3%
B e o 15 100.0%
Retain GMOR for Contract Furniture for reference
=T 2 66.7%
N O . e e e e e e e e e e 1 33.3%
e o B A PR 3 100.0%
Retain GMOR for Medical Devices for reference
=T 12 92.3%
N O . e e 1 7.7%
o 13 100.0%
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