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100
CANADIAN
GLOBAL
CHAMPIONS

In today’s interconnected world, the international success of the
Canadian business community will drive the future prosperity of our
country. A prosperous Canada will be supported by companies that have
honed their business and reached capacity at home, and can make the
next logical step and enter new international markets with relative ease
and peace of mind, or are international from the onset.

Having rapidly grown out of Aeroplan, the frequent flier loyalty program
originally run by just six people, to a global data-driven marketing and
loyalty analytics company with 3,200 employees in 17 countries, Aimia’s
experience in ‘going global’ is ongoing.

Guided by this experience, we want to support other Canadian
companies’ growth by initiating a conversation on Canadian global
business ambition.

Do we, as a country, have the ambition to be
the best in the world, to lead on the global
business stage? We have had generations of
economic success supported by leaders in
natural resources and industries such as
agriculture and financial services. Our lofty goal
is to collaboratively work with others to inspire
and support the next generation of leading
global companies - 100 Global Champions - that
are the very best in the world at what they do.

To inform this conversation, we commissioned
research surveying almost 350 companies with
at least 50 employees to understand how
companies perceive the major motivations and
deterrents to going global, and assess the major
obstacles and pain points that both global and
non-global companies have encountered along
their journey. What we learned, and that you will
discover throughout this report, is fascinating.

First, a global strategy has paid off for almost
every Canadian company surveyed. They
expanded their range of clients, accessed new
partners, insulated themselves from economic
slowdowns in Canada and achieved higher
returns on investment. Therefore, if we can help
more Canadian companies take that step of
global expansion, they will quite likely be
successful, benefiting both the company and the
Canadian economy as a whole.

On the other end, the majority of Canadian
companies that aren’t considering going global
do not see any of the benefits of global
expansion or don’t have the desire to go global
in the first place. We need to create a culture
and business community with an ambitious,

outward-looking global mindset. To do so, we
must collectively support and encourage those
that are not yet global to recognize and achieve
the benefits of international business.

The process of setting up international business
can be long and intensive, and many Canadian
companies do not have the time or resources.
Even though Canadian businesses are aware that
support is available from established agencies
and consultancy services, they are unsure of
their relevance in addressing the rapidly
changing needs of modern business.

We have the ingredients: a well-educated and
healthy workforce, a strong Canadian brand, a
diverse population with first-hand knowledge of
markets around the world, and a stable business
climate at home.

But to succeed, first there has to be ambition.
We need to foster a generation of business
leaders that look beyond Canada’s borders and
dream of being the best in the world in what
they do.

Lot Aot

RUPERT DUCHESNE
Group Chief Executive,
Aimia Inc.
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Try and you’ll succeed.

Most (90%) Canadian global
companies report their global
expansion as a success.

They expanded their range of
clients, accessed new partners,
insulated themselves from
economic slowdowns in Canada
and achieved higher returns on
investment. Seventy-six per
cent of global companies saw
an expanded range of clients
upon going global.

KEY INSIGHTS

Six out of 10 companies not
currently considering
expansion do not see
the benefit of going global.

They cite a lack of suitability
for the global market. Three
out of four companies in this
group also have no long-term
desire to go global.

Companies considering
global expansion don’t know
when or where to start.

Half actually do not know how
to tell if their company is ready
for expansion, and 63 per cent
are unsure of the required steps
to take their company to
another market. One out of four
companies (24%) don’t even
know where to start.

The perceived barriers to

going global loom heavily.

Risk exposure, resource and
knowledge gaps, and
lacking the right people are
perceived barriers to going
global. Forty-five per cent
of companies considering
expansion do not have the
right local insights or
partners, whereas 78 per
cent and 59 per cent of
global companies do,
respectively.

There is a clear opportunity
to build Canada’s knowledge
economy.

The majority of companies that
want to go global are service-
based, at 60 per cent. This
illustrates an ambition among
Canada’s less traditional sectors.
However, goods-based companies
still demonstrate a deeper
understanding of the benefits of
global expansion, presenting an
opportunity to develop confidence
and capacity among the service-
based group.

AN VAN



METHODOLOGY

OVERVIEW

Edelman, in partnership with
Aimia, commissioned Vision
Critical to conduct the 100
Global Champions study.

STUDY DESIGN

Companies meeting the study’s qualifying
criteria were classified into categories based
on their attitudes towards global expansion.
Findings throughout the study draw on
attitudinal and behavioural differences
measured between these groups. Quotas
were established to ensure we were able to
obtain a sufficient number of companies
within each category to allow for a
statistically significant comparison.

SAMPLE SIZE

348 Canadian business leaders
participated in the study.

FIELDWORK

Fieldwork took place from
February 17 to February 25, 2016.

STATISTICAL
SIGNIFICANCE

Survey length was 14 minutes. i__ 3 Denotes figures that are significantly higher

QUALIFYING

CRITERIA

All survey participants are
owners, C-suite or senior
management / executives at
companies headquartered in
Canada and have 50 or more
employees. Participating
business leaders were then
classified into one of the
three groups on the right
based on the current state of
their organization:

than those belonging to a corresponding group
at a 95 per cent confidence level.

NOT CONSIDERING GLOBAL EXPANSION (N=106)

Business leaders at organizations headquartered in Canada that do not
currently offer products, services or solutions beyond North America,
and are not interested in globally expanding their business.

CONSIDERING GLOBAL EXPANSION (N=123)

Participants qualifying for this group are business leaders at Canadian
companies that have not expanded beyond North America, but are
interested (or have already taken steps) to expand globally.

GLOBAL COMPANIES (N=119)

Global Companies are composed of business leaders who participated
in or have knowledge of their Canadian company’s experience
expanding into markets outside of North America.

AIMIA
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TRY AND
YOU WILL
SUCCEED.

GLOBAL BUSINESS LEADERS
REPORT SUCCESSFUL
EXPANSION EFFORTS.

Companies cited trusted networks of
partners, Canada’s reputation, their high level
of expertise and the great potential in other
markets as reasons for their success.

Base: Global Companies (n=119)

REPORTED SUCCESS

OF GLOBAL EXPANSION

Very successful

Somewhat
successful

Not very
successful

Not at all
successful

-
R
I 9%

0%

QB2. Based on your experience, would you say your business has been successful or unsuccessful in its expansion to markets beyond North America?

90%

of those companies
that have expanded
globally report that
they were successful
(very or somewhat)

AIMIA



GLOBAL COMPANIES BELIEVE IN

EXPANSION AS A METRIC OF SUCCESS.

My company is well suited for business
outside of Canada and the United States

Canadian companies that expand its markets
outside of North America are more influential
in Canada than those that do not

Expansion into markets outside of North America
is a key measure of a company'’'s success

| have no desire to expand my business beyond
Canada and the United States

Denotes a value that is significantly higher at a 95% confidence level.

Base: All Respondents (n=348), Not Considering (n=106), Considering (n=123)
QCI. Please indicate the extent to which you agree or disagree with the following statements.

NOT CONSIDERING

20%
39%
15%
/4%

CONSIDERING

03%
o/%
A6%

GLOBAL

S1%
04%
02%

AINIVANE:



MOST GLOBAL CANADIAN COMPANIES
PLANNED THEIR MOVES TO OTHER MARKETS.

IMPETUS TO GO GLOBAL

35%

m Planned
H Reactive
Other

64%

Base: Global Companies (n=119)
QS10. And does your business offer...

QD1. Thinking back to when your expansion started, was your expansion a planned move or was it reactive (i.e.: in response to a specific opportunity)?

QF5. Which of the following categories best describes your business?

TYPE OF BUSINESS

Services Only - 32%
Goods Only - 36%

Goods and
Services - 32%

04 %

Have services to offer
international customers

INDUSTRY

Manufacturing

Professional Services (Accounting,
Design, Engineering, Legal, Veterinary)

Information technology

Finance and insurance
Construction

Wholesale trade

Information and cultural industries
Transportation and warehousing
Arts, entertainment, and recreation
Real estate, rental and leasing
Hospitality, food services or tourism

Other

B s
B
B %
B %

I 3%

3%

3%

3%

3%

3%

3%

B 4%
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SEEING IS BELIEVING.

GLOBAL COMPANIES SEE SUBSTANTIVE BENEFITS.

NOT CONSIDERING CONSIDERING GLOBAL

Expanded range of clients 7% 5 40/0 76%
- O O
Access to new partners 2 % 5 O /O 5 9 /o
Insulation from economic slowdowns in Canada 8 % 4 6 % 5 4%

AIMIA

Base: All Respondents (n=348), Not Considering (n=106), Considering (n=123), Global Companies (n=119),
QB1. Which of the following benefits does your company stand to gain from global expansion?



NOT
CONSIDERING CONSIDERING GLOBAL

s 189 A/%  D2%

reputation in Canada

COMPANIES | fommes Oy 37%  52%

NOT CONSIDERING et | | aon
GO'NG GLOBAL expertise 8/ 31/ 2/
SEE FEW e Ay 259 36%

BEN EF'TS Decreased Iaboutr/ Z_% ]]% ] 8%

o)
None of the above 6 3 /)

More likely to operate in Retail, Hospitality, Food
Services and Health Services; less likely to have
team members with origins outside of NA, and
less likely to have lived/worked outside of NA.

Base: All Respondents (n=348), Not Considering (n=106), Considering (n=123), Global Companies (n=119), /\ | M | /\
QB1. Which of the following benefits does your company stand to gain from global expansion? 12



SERVICE-BASED
COMPANIES
RECOGNIZE

FEWER BENEFITS
TO GLOBAL
EXPANSION.

Base: Goods (n=165), Services (n=183)

QB1. Which of the following benefits does your company stand to gain from global expansion?

Increased reputation
in Canada

Higher return on
investment (ROI)

Increased
expertise

Increased
productivity

Decreased labour/
wage costs

SERVICES ONLY
BUSINESSES

38%
31%

20%
1%
0%

GOODS ONLY
BUSINESSES

39%
38%
30%
595%
17%

AIMIN 13



OPPORTUNITY: DEEPEN SERVICE-BASED
COMPANIES" CONFIDENCE IN THEIR CAPACITY TO
GO GLOBAL AND THE PERCEIVED BENEFITS.

SERVICES ONLY GOODS ONLY
BUSINESSES BUSINESSES

My company is well suited for business 0 2 0
outside of Canada and the United States 5 /o /o

Canadian companies that expand its markets

outside of North America are more influential 5 7% 5 80/0
in Canada than those that do not
Expansion into markets outside of North America 3 20 5 2 0
is a key measure of a company’s success /O /O

While 60 per cent of service-based companies are considering global
expansion, goods-based companies still display more confidence in their
capacity to go global and recognize greater benefits.

Base: Goods (n=165), Services (n=183)
QCI. Please indicate the extent to which you agree or disagree with the following statements

AIMIA 14



HALF OF CONSIDERING COMPANIES
HAVE NO SET TIMELINE FOR EXPANSION.

A larger proportion (6 out of 10) of service-based businesses considering or taking steps to globally expand have “no set timeline” to do so.

53%

14%
1% 0
- - - = =
O to 1year 2 to 3 years 4 to 5 years 6 to 10 years 1+ years No set timeline

THERE’S NO PLAN IN PLACE.

Base: Considering (n=123), Services Only Businesses Considering (n=69), Goods Only Businesses Considering (n=54)
QS12. When do you think your company will offering goods or services be expanding to markets beyond Canada and the USA?

SERVICES ONLY
BUSINESSES 6 2 %

GOODS ONLY
BUSINESSES 4] O/o

AIMIN 15
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GLOBAL EXPANSION:

FOUR MAJOR
BARRIERS

“ KNOWLEDGE g TALENT
RISK
é RESOURCES 9 EXPOSURE




10OUT OF 4
COMPANIES
CONSIDERING
GOING GLOBAL
DON'T EVEN
KNOW WHERE
TO START,

Base: Considering (n=123), Not Considering (n=106)

I’'m not sure where to start

| don’t know how to navigate
regulatory and tariff barriers

| don’t know how to navigate
the language and cultural
differences

| don’t have sufficient tax
expertise for global operations

KNOWLEDGE

BARRIERS | don’t know how to find

qualified employees abroad

| don’t know where to find
information about
opportunities overseas

| don’t know how to source
customers overseas

| don’t know where to find
partners or distributors for
my goods

QA Please select the factors that pose a barrier to your company from expanding globally, and those that pose a barrier to other companies in your industry.

21%
30%
27%
25%
2/%
22%
25%
20%

NOT CONSIDERING CONSIDERING

24%
30%
34%
34%
53%
28%
28%
28%

AIMIA 18



CANADIAN
BUSINESSES

HAVE
OF

NOT -

"HE RIGHT
FERINGS -
"HE RIGHT

PEOPLE.

Base: Considering (n=123), Not Considering (n=106)
QA Please select the factors that pose a barrier to your company from expanding globally, and those that pose a barrier to other companies in your industry.

TALENT
BARRIER

| don’t have the
right people in
Canada to expand
my business globally

| don’t have a
suitable product or
service to export

NOT CONSIDERING CONSIDERING

28%
39%

3/%
14 %

AIMIA 19



COMPANIES
DO NOT
HAVE THE
SUPPORT
THEY NEED.

Companies do not feel like they have the right kind of
support from government agencies and consulting
companies to help with their expansion.

Base: Not Considering (n=106), Considering (n=123)
QCI. Please indicate the extent to which you agree or disagree with the following statements.

| don't feel that | have adequate
resources in other markets

(e.g. government support, consulting
companies, etc.) to help me make
the move outside of Canada

NOT CONSIDERING CONSIDERING
47%  59%
O O
SERVICES GOODS

50%  060%

AIMIA 20



A RESOURCE
GAP EXISTS
BETWEEN
GLOBAL
COMPANIES

& THOSE
CONSIDERING.

Base: Considering (n=123), Not Considering (n=106)

QA1 Please select the factors that pose a barrier to your company from expanding globally, and those that pose a barrier to other companies in your industry.

I don’t have market
research/insights to inform
my global expansion plans

RESOURCE It’s hard to find the right
BARRIERS partner in new markets

| don’t have the money
needed to expand my
business globally

NOT CONSIDERING CONSIDERING

2 /%
34%
24%

A5%
A5%
30%

AIMIA 21



COMPANIES
CLAIM TO KNOW
CANADIAN
AGENCIES...

Goods-based companies are more likely
to engage Canadian agencies than
services-based companies.

Base: Total (n=348), Services / Goods: Base = Those aware of each agency, varies.

QE2. Please indicate if you have engaged with any of the following agencies. If you haven’t engaged with any of the agencies below, please indicate if you are aware of it or not.

% AWARE
The Business Development
Bank of Canada (BDC)

Local/Provincial Chamber of
Commerce

The Ministry of Economic
Development

Canadian Chamber of
Commerce

The Ministry of Trade and
Employment

Export Development Canada

Provincial Government
Trade Promotion

The Canadian Trade
Commissioner Service

Municipal Government
Economic Development Teams

Canadian Commercial
Corporation

Global Growth Fund

TOTAL

88%

86%

84%

84%

83%

82%

76%

75%

69%

57%

52%

AIMIN 22



BUT FEW
ENGAGE THEM
FOR SUPPORT.

Goods-based companies are more likely
to engage Canadian agencies than
services-based companies.

Base: Total (n=348), Services / Goods: Base = Those aware of each agency, varies.

% ENGAGED

The Business Development
Bank of Canada (BDC)

Local/Provincial Chamber
of Commerce

The Ministry of Economic
Development

Canadian Chamber of
Commerce

The Ministry of Trade and
Employment

Export Development Canada
Provincial Government

Trade Promotion

The Canadian Trade
Commissioner Service

Municipal Government
Economic Development Teams

Canadian Commercial
Corporation

Global Growth Fund

Average Engagement Rate

SERVICES GOODS

B o

l 7% . 10%
I 4% . 8%

13% 22%

QET]. Please indicate if you have engaged with any of the following agencies. If you haven’t engaged with any of the agencies below, please indicate if you are aware of it or not.

M

22%

27%

26%

B
-

28%

AIMIN 23



RISK
EXPOSURE
RECOGNIZED
BY ALL.

The current economic climate
makes it challenging to
expand my business globally

The risks involved with political
uncertainty (e.g. corruption,
instability) are too high

RISK
EXPOSURE

The competition is too fierce
BARRIERS

Global expansion would not be
a financially sound decision

Expanding globally exposes
my company to intellectual
property rights risks

Base: Not Considering (n=106), Considering (n=123), Global Companies (n=119)
QA Please select the factors that pose a barrier to your company from expanding globally, and those that pose a barrier to other companies in your industry.

NOT CONSIDERING CONSIDERING

29%  40%
35%  41%
30%  40%
338%: | 38%
20%  3l%

GLOBAL

45%
40%
37%
25%
335%

AIMIN 24
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PERSONAL CONNECTIONS MATTER.

THEY PLAY A SIGNIFICANT ROLE IN SUPPORTING COMPANIES” EXPANSION EFFORTS.

Business Network
Government Agencies
Associates/Peers

Private Consulting Firm(s)

Net Personal Connections
(friends, family, and connections from high school, college and university)

Friends

Family Members

Connections from College / University
Connections from High School

Other:

Base: Global or Considering Goods Companies (n=135), Global or Considering Services Companies (n=107)

QD3. Taking a business globally involves a significant amount of work. Businesses often receive counsel on how to proceed with that process. To the best of your knowledge, which of the
following resources would your organization leverage for information and support before going global? Taking a business globally involves a significant amount of work. Businesses often receive
counsel on how to proceed with that process. To the best of your knowledge, which of the following resources did your organization leverage for information and support before going global?

SERVICES

-
I s-
I
. o

GOODS

I ¢
I s
I 2
I ;7
—
B 2%

B s

| RZ

| &2

| R

AIMIN 26



LEADERS WORRY BOTH ABOUT
EXPANDING AND STANDING STILL.

If my company’'s expansion into another
country fails, | am worried that my company

will be crippled as a result

If my company’s expansion into another
country fails, | worry | am personally to be
blamed for its failure

If my company doesn’t expand to new countries
our competitors will overtake us

Base: Not Considering (n=106), Considering (n=123), Global Companies (n=119),
QCI. Please indicate the extent to which you agree or disagree with the following statements.

NOT CONSIDERING

A%
22%
0%

CONSIDERING

50%
A%
335%

GLOBAL

34%
2 /%
52%

AIMIN 27



M O R E —|— I—l Q N NOT CONSIDERING CONSIDERING GLOBAL
| don't know how to tell if my
|—| A |_ I: O I: company is ready to expand 24% 51 % 2 7%
into a new country
CO N S | D E R | N G It is important to understand
the cultural environment of a 74 0 8 80 9 2 0
CO M PA N | ES country you are expanding /O /0 /0
, your business into
D O N T K N OW Having access to mentorship
| I: T |_| E | R (in market expansion) would 3 6% 7 9% 76%
be of great value to me

B U S | N E SS | S | find it difficult to identify 3 5% é_ 6% 3 9%

which country/market makes

R EA DY the most sense to expand to

Base: Not Considering (n=106), Global Companies (n=119), Considering (n=123)
QCI. Please indicate the extent to which you agree or disagree with the following statements. /\ | M | /\ 28



GLOBAL COMPANIES HAVE DEVOTED TIME AND RESOURCES
TO DEVELOPING EXPANSION STRATEGIES AND KNOW-HOW.

Both global companies and those considering expansion identify with the cost of developing expansion strategies. The difference in the
results between the two groups indicates that the cost is perceived to be higher than it is by those considering expansion.

NOT CONSIDERING CONSIDERING GLOBAL

Developing an expansion strategy into a new

country would be a serious drain on the 5 6 % 73 % 51 %

time/resources of my company

| am far too busy to develop an expansion 5 7 6 O 4
strategy into a new country O/O % Z'O/O
| am not sure what all the steps are that |

need to take in order to expand my company 3 8% 6 3 % 3 Z-%

into another country

Base: Not Consider (n=106), Considering (n=123), Global Companies (n=119)
QCI. Please indicate the extent to which you agree or disagree with the following statements.

AIMIN 29



GLOBAL COMPANIES HAVE LEADERS WITH
MORE INTERNATIONAL EXPERIENCE AND EXPOSURE.

MYSELF/SOMEONE ON MY TEAM

Worked for an organization that
operated beyond North America

Experience with financing
a business expansion

New market entry experience

Previously worked for an organization while it
expanded to a market beyond North America

Experience with “going to market”
strategy implementation

Have lived for at least one year
outside of North America

Experience with export planning

Some education outside of North America

Base: Not Considering (n=106), Considering (n=123), Global Companies (n=119)

NOT CONSIDERING

44%

71%

38%

24%

40%

54%

15%

45%

CONSIDERING

72%

72%

61%

54%

63%

67%

46%

63%

QF2. [Myself/ Someone on my team] [NOT Global Companies]Thinking about your leadership team, do you or anyone on the team have the following experiences?

[Global Companies]Thinking about your leadership team at the time your business expanded to markets beyond North America - did you or anyone on the team have the following experiences?

GLOBAL

83%

82%

82%

75%

74%
71%
70%

68%

AIMIN =0



GOODS COMPANIES HAVE LEADERS WITH
MORE INTERNATIONAL BUSINESS EXPERIENCE.

MYSELF/SOMEONE ON MY TEAM

Worked for an organization that
operated beyond North America

Experience with financing
a business expansion

New market entry experience

Previously worked for an organization while it
expanded to a market beyond North America

Experience with “going to market”
strategy implementation

Have lived for at least one year
outside of North America

Experience with export planning

Some education outside of North America

Base: Goods (n=165), Services (n=183)

SERVICES

GOODS

69%

82%

70%

61%

65%

62%

65%

Ul
)
X

QF2. [Myself/ Someone on my team] [NOT Global Companies]Thinking about your leadership team, do you or anyone on the team have the following experiences?

[Global Companies]Thinking about your leadership team at the time your business expanded to markets beyond North America - did you or anyone on the team have the following experiences?

AIMIA
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BUSINESS LEADERS WHO ARE NOT CONSIDERING GLOBAL EXPANSION

INDUSTRY

Healthcare & Social
Assistance . 14%

Hospitality, Food Services or
Tourism 10%

Retail I 9%

Education Services I 9%

Finance and Insurance I 9%

Professional Services
(Accounting, Design, I 8%
Engineering, Legal,...

Real Estate, Rental and
radne I 6%

Wholesale Trade I 5%
Manufacturing I 3%

Construction I 3%

Transportation and
Warehousing I 3%

Other . 18%

Base: Not Considering (N=123)

COMPANY OWNERSHIP

Business
owner/Partner

C-Level Mgmt. /
Board / Directorial

Senior Mgmt.
(not board)

2 6 4 12% CONSUMER GOODS
' GOODS TO OTHER
Y E A R S 7% BUSINESSES

AVERAGE NUMBER
OF YEARS IN BUSINESS

75% SERVICES

11% GOODS & SERVICES

NUMBER OF EMPLOYEES

32% 29% 10% 8%

50 -99 100 - 499 500 - 999 1000 - 2499
EMPLOYEES EMPLOYEES EMPLOYEES EMPLOYEES

REVENUE

26%

30%
21% 19%
- .

I
$0 - $1M-99M $1OM to $100M +  REF/DK
$1million

20%

2500+
EMPLOYEES

AIMIN 33



BUSINESS LEADERS WHO ARE CONSIDERING GLOBAL EXPANSION

INDUSTRY

(Accounting, DeS|gn

Professional Services
| R
Engineering, Legal,.

Information Technology . 1%

Healthcare & Social
Assistance l 9%

Retail l 9%

Wholesale Trade I 8%
Manufacturing I 7%
Construction I 7%
Education Services I 7%

Finance and Insurance I 6%

Real Estate, Rental and
Leasing I 5%

Transportation and
Warehousing I 4%

Hospitality, Food Service
or Tourism I 4%

Other l 9%

Base: Considering (N=123)

COMPANY OWNERSHIP

A1% USA
Business
owner/Partner 259 SOUTH/
CENTRAL
AMERICA

C-Level Mgmt. /
Board / Directorial

Senior Mgmt.
(not board)

2 O 6 189 CONSUMER GOODS
. GOODS TO OTHER
16%  BUSINESSES

Y E A R S ©0% ServiCcEs

AVERAGE NUMBER
13%

OF YEARS IN BUSINESS GOODS & SERVICES

NUMBER OF EMPLOYEES

25% 41w/  T1%

50-99 100 - 499
EMPLOYEES EMPLOYEES

500 - 999

EMPLOYEES EMPLOYEES

REGIONS CURRENTLY CONSIDERING

33% EUROPE 26% ASIA

23% MIDDLE EAST 20% OCEANIA

18% AFRICA

REVENUE
34%
25%
$O- M— $10M to  $100M + REF/DK

$1million 9.9M 49.9M

15%

1000 - 2499 2500+
EMPLOYEES
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BUSINESS LEADERS WHO HAVE EXPANDED GLOBALLY

INDUSTRY

Manufacturing - 26%

Professional Services
(Accounting, Design, . 17%
Engineering, Legal,...

Information Technology . 13%
Finance and Insurance I 6%
Construction I 3%

Wholesale Trade I 3%

Information and Cultural
Industries 3%

Transportation and
Warehousing 3%

Arts, Entertainment and o
Recreation 3%

Real Estate, Rental and
Leasing 3%

Hospitality, Food Service
or Tourism 3%

Other . 14%

Base: Global Companies (N=119)

COMPANY OWNERSHIP

Business

Senior Mgmt.
(not board)

22.9

35%

YEARS .

AVERAGE NUMBER
OF YEARS IN BUSINESS 21%

NUMBER OF EMPLOYEES

27% 30%

50-99 100 - 499
EMPLOYEES EMPLOYEES

owner/Partner

C-Level Mgmt. /
Board / Directorial

10%

500 - 999
EMPLOYEES

REGIONS PROVIDED

93% CANADA
91% usa

A42% SOUTH/

CONSUMER GOODS

GOODS TO OTHER
BUSINESSES

SERVICES

GOODS & SERVICES

8%

1000 - 2499
EMPLOYEES

CENTRAL
AMERICA

76% EUROPE 50% AsliA

38% MIDDLE EAST  37% OCEANIA

76% AFRICA

REVENUE
31% 36%
men TN [
$0 - $1M - $10OMto $100OM + REF/DK

$Imillion  9.9M 49.9M

19%

2500+
EMPLOYEES

AIMIN 35
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