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| Highlights

Internet and online marketing

> The vast majority of entrepreneurs in the ViewPoints panel use Internet regularly (95% every day or almost every day).

> Entrepreneurs use Internet for strategic and operational purposes:

Strategic Purposes Operational Purposes

Conducting various types of research (96%) Banking (85%)
Research on direct competitors (77%) Placing orders with suppliers (68%)

Participating in forums or associations of

. - 0
entrepreneurs (55%) Online training (46%)

> More than two-thirds of entrepreneurs surveyed (68%) perceive themselves to be intermediates or beginners in the field of online
marketing.

> Among the thee-quarters of the entrepreneurs who indicated that their company has a website, 64% of them indicated that the site
gives detailed information about product and services, but does not handle online transactions.

> Generally speaking, companies tend to promote their website (78%).

— Common means of promoting the website are:
e To place the website address on bills, brochures or other promotional items (98% of those who promote their website)
e Search engine optimization (64%)
e Strategic alliances (52%)
e e-Marketing (46%)
¢ Media placement (banner, ads, etc.) (41%)

— Less than half of those who promote their website measure their online marketing efforts (46%).
* Those who do tend to use a service offered by their Internet service provider (53%) or Google Analytics (51%).
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Business networks

" \

> A majority of entrepreneurs (59%) belong to a business network or an online network.

> Their membership can be segmented in three types of networks:

> Social networks: LinkedIn (57%), Facebook (33%) and Twitter (25%)
> Traditional networks: Chamber of Commerce (48%), CFIB (28%) and CME (7%)
> Affinity networks: Network related to their business sector (36%), SME owners network (10%) and women entrepreneurs (5%)

Entrepreneurial stress

>

LAST YEAR: On a scale of 1 to 10, three out of five entrepreneurs (42%) claimed their level of stress as an entrepreneur was either
somewhat high or high (score of 7+ out of 10). The average score for their perceived stress level last year is 5.9 out of 10.

THIS YEAR: Entrepreneurs allocated an average score of 6.3 out of 10 for their stress level as an entrepreneur this year. Moreover,
61% of them rated their stress level this year a 7 or more. This proportion is significantly higher than that of last year.

Stress is attributed to a multitude of factors, notably:

— Financial insecurity (71%)

— Developing the business (52%)

— Being the only person responsible for the business (51%)
— Feeling responsible for employees’ future (45%)

— Spending a huge amount of time at work (38%)

To manage their stress, entrepreneurs indicated that:

— They make sure they spend time with family and friends (64%)

— They play a sport, practice a leisure or relaxing activity (52%)

— They take vacation at least once a year (48%)

— They confide in someone they trust (42%)

— They insist on delegating tasks, so that everything does not fall on their shoulders (38%)
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Vacation

> As of mid-August 2009, roughly 70% of entrepreneurs surveyed had taken some vacation time.
— Most of these entrepreneurs had taken between 5 and 10 working days (42%) or between 11 and 15 working days (26%) of vacation.
— More than two-thirds (68%) of those who had taken some vacation time plan on taking additional time-off before the end of the year.
> While on vacation, most entrepreneurs were reachable (90%).
— One-third of the entrepreneurs (33%) were reachable for emergencies and took their messages a few times, while 31% of them were always
reachable and returned their calls / messages regularly.
> More than half (56%) of those who did not take any vacation say they will not take any vacation this year.

— Their main reasons for not taking time off are that they have too much work, they would have to close the business, they never take a
vacation, and financial restrictions.

Concept of success

> When asked about their own definition of “success”, the Top 3 definitions included the following:

— A profitable, growing and healthy business (34%)
— A balanced work and family life for both owners and employees (27%)
— Financial independence (23%)

> Entrepreneurs were then asked to rate their own level of success (based on their own definition). The average score was 6.3 out of
10, which is clearly perfectible to their eyes.

Access to financing
> Entrepreneurs still find it difficult to access adequate financing for their company. On a scale of 1 to 10, where 1 means “very

difficult”, the average score obtained when evaluating their current access to financing was 4.5 out of 10. Whereby, half of the
entrepreneurs (52%) rated their company’s ability to access financing between 1 and 4.
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Detailed results




3| Use of the Internet: Frequency

\

> How often do you use the Internet as an entrepreneur?

n=140
95%
1% 0% 1% 2% 0% 1% 0%
Every day or Approximately Approximately Approximately A fewtimes Approximately Very rarely Never
almosteveryday 3-4timesaweek twice aweek once aweek a month once amonth

> The vast majority of entrepreneurs in the ViewPoints panel use the Internet for business purposes every day or almost every day (95%).
A It is important to remember that respondents are members of BDC'’s online panel; thus, they have a predisposition for using the Internet. If the survey

had been conducted by telephone, the result would have been less skewed towards daily use of the Internet. According to the results obtained by
CEFRIO, which conducted a telephone survey in 2009, 85% of SMEs in Québec use the Internet.

Base: All entrepreneurs. 6 Study among entrepreneurs — Sep 2009 | z BDG



. Uses of the Internet and

A knowledge of online marketing

> Apart from email, what do you use the Internet for? > How do your rate your knowledge of online marketing?
n=140 n=140
WVarious types of research for my _
companty 96% Expert - 9%

H L)
Geniing I ©5% rtermecictc | 27
Research on my direct competitors, _ 77%
e compelipe nsligence cegirne: I o
Placing orders with suppliers [ I 68%
Little or no knowledge _ 22%

Farticipating in forums or associations ° Base: All entrepreneurs.
of entreprensurs _ 55%
onlinetraining [N 46% > Respondents use the Internet for strategic purposes, their Top 3
activities are:
AMONG ORT ;(:ESDRE%SPONSES — Conducting various types of research for their company (96%)

— Conducting research on direct competitors (77%)

Vari ot ivit B 7% — Participating in forums or associations of entrepreneurs (55%)
arious marketing actvities

> They also use the Internet for operational purposes:

Networking || 4% — Banking (85%) .
— Placing orders with suppliers (68%)

— Online training (46%)
Overall business activities | 4%

> Generally speaking, only one in ten respondents feel they are

Receiving orders from dlients | 3% experts (9%) in the field of online marketing.
g [ | Strategic purposes

> Roughly two-thirds of them (68%) perceive themselves to be
intermediates (32%) or beginners (36%), while one in five

panellists (22%) have little or no knowledge of online marketing.

otrer I 8% M Operational purposes
er

Base: Entrepreneurs who use the Internet. Multiple mentions were permitted,;
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; - Business and online networking

|

> Do you belong to a business network or an online » Which network(s) are you a member of?

2
network” n=82

ke I 57
Chamber of Commerce _ 48%

n=140

Metwork related to my business sector 36%

Facebook (as an entrepreneur) _ 33%
cre I 25%

Base: All entrepreneurs.

> Three out of five entrepreneurs belong to a business network or an online

network (59%). Twitter (a5 an entrepreneur) - 25%
— SOCIAL NETWORKS: They have gained popularity in recent years and
entrepreneurs have also embraced the phenomena. More than half of our Metwork of small business owners 10%

panellists who belong to a network say they are members of LinkedIn (57%);
one-third of them are on Facebook (33%) as entrepreneurs and one-quarter

are on Twitter (25%). cve [l 7%
— TRADITIONAL NETWORKS: More traditional networks, such as the
Chamber of Commerce (48%), and the Canadian Federation of Metwork of women entrepreneurs 5%

Independent Business (CFIB: 28%) attract a significant number of
entrepreneurs. To a much lesser extent, some panellists are members of the
Canadian Manufacturers and Exporters (CME: 7%).

— AFFINITY NETWORKS: Just over one-third of network members indicated
belonging to a network related to their business sector (36%); 10% joined a other [ 24% Affinity networks
network of SME owners, 5% are part of a network of women entrepreneurs
and a small fraction (3%) participate in a network devoted to e-business.

Metwork devoted to e-Business 3% M social networks

B Traditional networks

Base: Entrepreneurs who are members of a network. Multiple mentions were allowed;
therefore, total exceeds 100%.

8 Study among entrepreneurs — Sep 2009 | z BDG



3| Having a website

> Does your company have its own website? P Which of the following statements best describes your

company’s website?

n=140 n=107

Thewebsite gives details of all our
products/services, but does not handle _ 64%

transactions

Thewebsite gives details of all our
products/services, and purchases can - 18%
be made online

Thewebsite is just a "storefront” to - 15%

give s a presence on the Internst
Base: All entrepreneurs.

Wye have reserved a URL address, but I 30
the website is not up vet

Base: Entrepreneurs whose company has a website.

> Three-quarters of entrepreneurs on the panel (76%) indicated that their company has a website.

— Among entrepreneurs whose company has a website, for the majority (64%), the company’s website gives detailed information on their
products and services, but it does not handle transactions.

— One out of five respondents (18%) have a transactional website, while 15% of them have a website that serves as a “storefront” to give
them a presence on the Internet.

— All of the entrepreneurs who reserved a URL address (3% of entrepreneurs whose company has a website) plan on having their site online
within the next year.
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> Do you promote your website? $ How do you promote your website?

n=104

Base: Entrepreneurs whose company has a website.

> Four out of five businesses (78%) promote their website.

— Nearly all the entrepreneurs (98%) whose company has a website
have the address on brochures and other types of promotional
items

— Two-thirds of them (64%) make use of search engine optimization
(SEO)

— Half of these entrepreneurs (52%) have strategic alliances

— Two out of five respondents promote their website through e-
Marketing (46%) or media placement (41%)

n=79

Wehsite address appears on
brochures / other types of promotional
material

98%

64%

Searchengine optimization (SEQ)

Strategic alliances (having alink on
another site in exchange for alink on
one's site)

52%

e-Marketing 46%

Media placement (banner ads or other) 41%

Other 13%

Base: Entrepreneurs whose company has a website, and who promote their website. Note that
multiple mentions were permitted; therefore, total exceeds 100%.
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> Do you measure the impact of your online marketing?

n=79

Base:
Entrepreneurs
whose company
has a website, and
who promote their
website.

> Why don’t you promote your website?
n=25*

It's not a priority 47%

40%

Mo money, budget does nat permit it ight now

Motime 21%

|wiouldn't know how to da it 18%

19%

Other

Base: Entrepreneurs who do not promote their website (c.f., graph on page 10).
* Results presented for informational purpose only. The data is not statistically significant due to the small

sample size (n<30); results are to be interpreted with caution.

P What tool(s) do you use to measure the impact of your online marketing?

n=36

Service offered by my Internet provider _ 53%
Google Analytics _ 1%
Internal software - 28%

EMM softwware marketed under I 6%
different brand names

Other - 20%

Base: Entrepreneurs who measure their marketing efforts.

> Slightly less than half (46%) of entrepreneurs whose company promotes
their website measure the impact of their online marketing.
> The two most popular tools used by entrepreneurs to measure the
impact of their online marketing are:
— A service offered by their Internet provider (53%)
— Google Analytics (51%)
> The fact that it is not a priority, that their current budget does
not permit it and a lack of time seems to be common reasons
for not promoting their website.
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> Please rate your own stress level as an entrepreneur on a scale
of 1 to 10, where 1 means a low stress level at work and 10
means a high level:

Average
n=140 (out of 10)
Currently 49% 12% 6.3
X
Lastyear 31% 11% 5.9
mi-4outof 10 ®m5-6outof 10 7-8outof 10 m9-10 out of 10

Base: All entrepreneurs.

12

On average, entrepreneurs gave a score of 6.3 on 10 for their

stress level at work this year compared with 5.9 for last year.

— Although this increase in stress level is not statistically significant, the
percentage of entrepreneurs who attributed a score of 5 or 6 last year

has decreased significantly this year (Was 35%; Is 18%).

— Conversely, the proportion of respondents who allocated a score of 7
and over (Was 42%; Is 61%) and a score of 7 or 8 for their stress
level at work has increased significantly compared with last year
(Was 31%; Is 49%).

— The ratio of entrepreneurs at both ends of the spectrum has
remained the same between 2008 and 2009.

— Generally speaking, stress levels tend to be higher among

respondents in Ontario and Western Canada.

Izsnc«-
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« What is stress attributed to and how

" 11 entrepreneurs manage stress

> To what do you attribute the stress you are under as an >

entrepreneur?
n=125

Iy company is my only source of income;
financial insecurity is a constant concern

l'am inthe middle of developing my business
and it takes a lot of time and energy

|'am the only person responsible forthe success
of my business; everything falls on my shoulders

| feel responsible for my employees’ future; |
wiant to avoid having to let people go

I'spend a huge amount of time at work; | don't
hav e time for my personal life any more

Iy business has been badly hit by current
economic conditions

l'am having trouble finding financing for my
business

. 1%
I 527
. 51%
P 45%
P 8%
P 35%

P 30%

other [ 13%

Base: Entrepreneurs who evaluate their level of stress at 3 out of 10 and above. Note that
multiple mentions were permitted; therefore, total exceeds 100%.

> Financial insecurity (71%), the time and energy required to develop
their business (52%) and the fact that entrepreneurs feel they are the
only person responsible for the success of their business (51%) are
the main sources of stress among entrepreneurs. Almost half (45%)
also feel responsible for their employees’ future.

> To alleviate stress, two-thirds of the entrepreneurs surveyed (64%)
make sure they spend time with family / friends regularly. Physical
activity (52%), taking a vacation (48%) and confiding in someone (42%)
are also common methods taken by respondents to reduce stress.

13

What stress management methods do you use as an entrepreneur?

n=140
I
I
I s
I 2
I e
7

P 20%

B 17%

B o%

Imake sure | spend time with my
family / friends regularly

Iregularly play a sport / practice a
leisure or relaxing activity

Imake sure | take a vacation at least
once ayear

| confide in someone | trustwhen
problems arise

Imake sure | delegate tasks so that
everything doesn't fall on my shoulders

I'turn off my phone / BlackBerry
outside predetermined hours

lam a member of a network of
entreprensurs with whom | can discuss
things
Iimit my work week to a
predetermined number of hours

Others

Base: All entrepreneurs. Note that multiple mentions were permitted; therefore, total

exceeds 100%.
| Q BDG
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3| Entrepreneurs’ vacation time

\

> Have you taken any vacation since the beginning of the year?
Do you intend to take any / more vacation time this year?

Havetaken vacation

already 31% 69%

Wil take more
vacation 32% 68%

Will take vacation by o >
the end of the year 56% 44%

mNo EYes

Bases:

Have taken some vacation since the beginning of the year: All entrepreneurs (n=140).
Plan to take more vacation: Entrepreneurs who have already taken vacation (n=95).
Plan to take vacation: Entrepreneurs who haven't taken vacation yet (n=45).

> Up until mid-August, 69% of entrepreneurs surveyed had taken a
vacation since the beginning of the year. The majority of them took 5
to 10 working days (42%), while another quarter of them took 11 to
15 working days (26%).

— Nearly an identical proportion of respondents who had taken vacation
time are planning on taking additional vacation time later this year
(68%).

— For the most part, entrepreneurs on vacation were reachable (90%).
Some took their messages a few times (33%), while others did so
more regularly (31%).

> One-third of all entrepreneurs (31%) surveyed had not taken any
time off as of mid-August 2009.

— Among these entrepreneurs, more than half of them (56%) will not take
any vacation before the end of the year.

—— How many vacation days have you taken since the beginning of the year?

n=95
P 17%
sto 10 working days || 42
11t0 15 working days [ 26%
[ 14%

Less than & working days

More than 15 working days

Base: Entrepreneurs who have already taken vacation this year.

> How much did you work during your vacation?

n=95

I'was reachable for emergencies; |

[
tookmy messages a fenw times _ 33&'
Iwas always reachable and returned _ 319
my calls f messages regularly o

Itook work with me, and was _ 13%
reachable at all times
Iwas reachable for emergencies but | _ 13%

didn'ttake messages

Therewas no way to reach me while |
was on vacation

P 10%

Base: Entrepreneurs who have already taken vacation this year.

Izanc«-
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> Why are you not taking any vacation this year?

n=24*

I have too muchwork; | can't take time off

If| take time off, | have to closemy office /
my business

I never take a vacation

Financial restrictions

I have to show my employees that just like
them I'm wiorking hard in these difficult
times

Ihad planned totake a vacation, but
something came up that prevented me
from going

Other

Do not know

I 0%
I -7
I 1
I 27%
P 17%

P 17%

B 9%

B s

Base: Entrepreneurs who have not taken any vacation yet and who do not intend to take a

vacation this year.

* Results presented for information purposes only. The data is not statistically significant due
to the small sample size (n<30); results are to be interpreted with caution.
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Entrepreneurs who did not take any vacation up until mid-August
2009 and are not planning on taking any before the end of the
year mentioned the following reasons most often to explain their

behaviour:
— They have too much work to go on vacation (40%)

— If they take time off, they will have to close the business during
that period (37%)

— They just don’t take any vacation (31%)
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3| Entrepreneurs and success

\

> As an entrepreneur, how do you define “success”? What do you > According to your own definition of success, how much success
associate success with? do you think you are having as an entrepreneur?
n=140
n=140 Average
& profitable, growing and healthy _ 349, (out of 10)
business o
4 balanced work and family life for _ 27% Successful SEFE 37% 42% 8% 6.3
both owners and employees o

Financialindependence ||| N | | T 23 Bi4outof10  5Boutof10 ®mT7-Sout of 10  ®-10 out of 10
Setting goals and achieving them _ 17%

> The most common definitions of success included the following

Strong custormer satisfaction _ 13% elements:
— A profitable, growing and healthy business (34%)
Having a sense of accomplishment _ 12% — A balanced work and family life for both the owners and employees
(27%)
i love, loving what : -
Doing what you love, loving what vou - Il 11% ~ Financial independence (23%)
> Based on their definition of success, entrepreneurs gave
Peer and employee recogrition [N 11% themselves an overall average of 6.3 out of 10 for their own

level of success, which is clearly perfectible.

others [ 16% — Interestingly half of the entrepreneurs gave themselves a score of 7
or more, while the other half gave themselves a score of 6 or less.

Do rot krow _ 12% - Whether_entrgpr(_aneurs view themselves as successful or not, the
three main definitions of success were the same.

Base: All entrepreneurs. 16 Study among entrepreneurs — Sep 2009 | z BDG



3| Business languages

\

> Which language do you feel most comfortable using when discussing > A total of 211 mentions were evoked regarding the language of
your company’s business? Are there any other languages you would preference and additional languages in which panellists would

like your financial institution to be able to serve you in? like to be served by their financial institution.

Number of mentions =211 o )
> The majority of panel members are most comfortable using

English [ INEEGGN 140 (66%) English with their financial institution followed by French.
French [N 52 (25%) > Other languages were mentioned by a few panellists:
Arabic | 3 (1%) > Spanish and Portuguese (5 mentions)

Spanish 1 3 (1%) > Chinese, Mandarin and Cantonese (5 mentions)

_ > Arabic (3 mentions)
Chinese | 2 (1%)
> South Asian : Urdu, Punjabi and Hindi (3 mentions)
Mandarin | 2 (1%)
> German (1 mention)

Portuguese | 2 (1% . .
(1) > Ukrainian (1 mention)

German | 1 (0%) > Japanese (1 mention)
Cantonese | 1 (0%)
Urdu | 1 (0%)
Punjabi | 1 (0%)
Ukrainian | 1 (0%)

Japanese | 1 (0%)

Hindi | 1 (0%)

Base: All entrepreneurs. All mentions are reported in these graphs; total therefore exceeds

100%. We excluded from this base respondents who did not wish to answer. 17 Study among entrepreneurs — Sep 2009 | z BDG



> How long have you been living in Canada?

n=139

Arrived in Canada more than 20 - 10%
years ago ’

Arrived 11 to 20 years ago I 4%
Arrived 6 to 10 years ago I 2%

Arrived 3to 5 years ago | 1%

Arrived 1 or 2 years ago 0%

— Recent immigrants

Arrived less than a year ago 0%

Base: All entrepreneurs, excluding “I prefer not to answer”.
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In total, 84% of entrepreneurs who completed the survey were
born in Canada.

One out of ten respondents came to Canada more than 20 years

ago (10%).

Less than 10% of survey respondents came to Canada in the

last 20 years.

Study among entrepreneurs — Sep 2009
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3| Access to financing

\

> Generally speaking, how would you rate your company’s access

to financing?

Easeofaccessto
financing

| -4 out of 10

Base: All entrepreneurs.

n=140

Average
(out of 10)

- T )

5-6 out of 10

m7-3outof 10 ®m9-10 out of 10

19

\Y

On a scale of 1 to 10, where 1 means “very difficult” and 10 “very
easy”, entrepreneurs gave an average score of 4.5 out of 10
regarding their company’s ability to access financing.

This issue remains an important problem for many entrepreneurs.
In fact, half of them gave a score between 1 and 4 for their
company’s ability to access financing (52%).

Just over one-quarter of entrepreneurs surveyed (28%) feel they
can easily access financing for their company (scores of 7+
out of 10).

Finally, one in five respondents (20%) are relatively ambivalent
regarding their company’s access to financing (scores of 5 and 6
out of 10).
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Respondent profile




51%
38% 350,
2804 29%
l I =
4% 3% 20/
1% b
— I
-25 2534 35-44 45-54 55+ 1-4 20-49 50-99  100-500
. Number of
— Region — — Age ——
employees

1%

19%
2% 3%
|
-&{\& ‘\(&d Q~°§® \‘:*&Q o‘\epg -'o(‘q,o oci‘oe'@ 0‘5’@\
(%) &) NN 4
(\‘\}% ¢ $ & & 3 c;"@ QgP
W © . > N
& o A S
N & & o
XS &
Sector/
industry

Base: All entrepreneurs. Note that results have been weighted by region and business size to be
representative of the Canadian SME population. 21 |
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3 | Respondent profile (cont.)

n=140 59%
50%
48% 30% 42%
22%
10% 13%
3% 3% -
I |
-6 months Emonths -1 1-2years  3-4dyears 5-10years + 10 years Local Regional MNational International

year . . . . .
Note: Multiple mentions were permitted. This question leaves room for

interpretation, in that market could be perceived as existing or potential.

Number of ,
. Company’s
years in market
business

BDC client

Base: All entrepreneurs. Note that results have been weighted by region and business size to be

representative of the Canadian SME population. 22 | Study among entrepreneurs — Sep 2009 | z BDG
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Survey methodology




’] Survey methodology

Survey methodology

> We surveyed entrepreneurs who were members of the ViewPoints panel as of August 18, 2009. Panellists received an email
invitation to participate in the study. This online study was conducted between August 18 and 28, 2009.

> Results of the survey were analyzed internally by the BDC Marketing Research team.
> A total of 140 entrepreneurs completed the survey. Details pertaining to distribution are provided in the last section of this report.

> Results were weighted according to the size of the firm and region. This was done in order to obtain results that are representative of
the Canadian SME population.

Note: At the present time, the MRIA prevents its members from attributing a margin of error to surveys
conducted online. In their opinion, online surveys are not a probabilistic sample. A probability sampling
scheme is one in which every unit in the population has a chance (greater than zero) of being selected in
the sample, and this probability can be accurately determined. 24 Study among entrepreneurs — Sep 2009 | z BDG
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