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MARKETER’S PULSE

EXECUTIVE SUMMARY

1. Canadian companies scored innovation strategies highest, but are not supporting these initiatives with
organization structure or budget commitments.

2. When plotted along an innovation culture spectrum, the vast majority of Canadian marketers rated their
company’s innovation culture within the two middle cultures being defined as ‘pragmatists’ and
‘experimenters’. Notably, only 1 marketer admitted to being at the low end of the innovation spectrum as
‘risk adverse’ while few are confident that they are at the top end as ‘customer obsessed’. These scores
indicate that there is significant development required to optimize their innovation cultures and reach the
‘customer obsessed’ state.

3. Strategically, marketers are open to innovation ideas and to setting goals, but the processes behind this
are less well established.

4. From an organization structure perspective, Canadian marketers are willing to invite people to engage in
pilot projects of innovation, but do not support dedicating resources or infrastructure, or integrating these
efforts back into the organization.

5. Further, Canadian companies are not committing budgets to support innovation initiatives and, therefore,
will jeopardize opportunities to gain competitive advantage versus their competition.

6. In comparison to US results from a similar survey, Canadian marketers rate themselves as having a
moderately higher developed innovation culture on all 3 categories of strategy, organization structure
and budget commitments.
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