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EXECUTIVE SUMMARY

I. ACKNOWLEDGEMENTS

On behalf of all the members of International Association of Business Communicators (IABC) in Canada, thank you to all the communicators who participated in this Canadian IABC salary survey. We appreciate your support in adding to the body of Canadian research, especially in the area of compensation.  As well, a very special note of appreciation for all the IABC volunteers across Canada who participated in the development of the questionnaire, beta-testing the survey, and most importantly, contributed to the promotional efforts to drive participation in the survey. This project has been completely driven by dedicated volunteers.

II. INTRODUCTION 

As part of its mandate to serve the interest of its membership, the various IABC chapters across Canada conducted a national survey on Canadian communicator compensation. The International Association of Business Communicators (IABC) Canada commissioned Leger Marketing to undertake an analysis and reporting of the Canadian communication profession’s compensation. The survey was named the 2009 IABC Canada Salary Survey.  Questionnaire design closely followed the 2004 and 2006 salary surveys.

III. OBJECTIVES

· Determine annual base salary and variable pay

· Determine benefits received

· Gather information regarding variables such as educational background, sector/industry, years of communications experience, gender, job title, principal area of focus, benefits/bonuses received, and level of satisfaction with overall compensation

· Determine annual salary by variables, such as title, education, and sector/industry.

· Collect information on other aspects of employment, such as non-financial incentives required if changing jobs.

· Look at the impact of the economic situation on salary and job satisfaction
IV. SURVEY DETAILS

A total of 998 surveys were completed online between December 7, 2009 and February 15, 2010.  The 12-minute web-based survey was available to the entire active IABC Canada membership (4,185 members as of December 31, 2009) and non-IABC member Canadian communicators in English and French.  The sample size represents approximately 19% of the total IABC membership in Canada. The salary data in this report reflects base salary earned in 2009 and does not include commissions, bonuses (variable pay), profit sharing, or incentives.

All responses were kept confidential and are reported in an aggregate form in which individual responses cannot be identified. Results are not weighted.

A sample of 998 communicators would simulate a probability sample that would yield a maximum margin of error of +\-3.10%, 19 times out of 20. 

V. CAUTIONS AND DISCLAIMERS

The salary data contained in this report is offered as a guide only and should not be construed as a recommended salary range. Caution is advised. This is a self-reported survey. This data should not be viewed as nationally representative statistical samples of all communicators/public relations practitioners in Canada, as a modest response rate was received in some areas and among job titles. Salaries are constantly moving, at different rates, depending on a variety of factors, including technical knowledge, job responsibilities, practices of a specific industry, etc. This data provides a reflection of what some people in the communications/public relations profession are currently earning.
Salary data (base salary, whether variable pay is received, and the amount of variable pay) is based on only those respondents who reported a valid salary and were full-time or full-time equivalent and worked at least 35 hours per week.  

Related to the extreme highs and extreme lows in the survey, there are differing theories about whether to include outliers or not. Leger Marketing is of the belief that they should be kept in—especially in this instance, where the removal of even a few respondents deemed outliers could drastically affect the $ outcome.  All respondents’ data was kept in rather than picking and choosing which were believed to be correct / incorrect responses, thus changing the outcome of the data.

VI.TERMINOLOGY
The following terms are used in this report:

25%: 
Twenty-five percent of the responses were below this value: seventy-five percent were above this value

50%: 
Fifty percent of the responses were below this value; fifty percent were above this value
75%: 
Seventy-five percent of the responses were below this value; twenty-five percent were above this value
Base: 

The total number of responses for a given category/response

Mean: 
The mean is the sum of individual parts divided by the number of parts. (Commonly referred to as the average.)
Median: 
The median is the middle-most value when the individual values are arranged in increasing or decreasing order.  The median is also the 50th percentile or the midpoint.

Percentile:
The pth percentile of a list is the number such that p percent of the elements in the list are less than that number.

External communications: 

This includes public relations, public affairs, investor or analyst relations, media relations, branding, etc

Internal communications: 

This includes employee relations, internal communications, or employee/member communications

Region: 
Region of residence was used to express the characteristics of a particular geographic region of Canada.
· Western includes BC, AB, SK, MB, NT, YT and NU

· Central includes ON and PQ

· Eastern includes NB, NS, PEI and NL
Currency: 
Funds are reflected in Canadian dollars.
VII.  ADDITIONAL INFORMATION

For more information about this project: please contact:

Dave Scholz

Partner, Leger Marketing

dscholz@legermarketing.com

or

Felicia Shiu, ABC, APR

felicia.shiu@gmail.com

VIII. HIGHLIGHTS
$78,599 is the average base salary across Canada.  
· Nearly half (44%) estimated their annual base salary in 2009 as $75K+.
· Those living in the Eastern Region reported the highest average salary ($93,121), followed by residents of Central Canada ($82,489) and Western Canada ($76,131).

· The Maritimes chapters reported the highest average income overall ($82,906), while the lowest average incomes were reported in Manitoba ($60,650) and the SWO region ($65,954).

· Males reported higher average salaries than females ($97,508 vs. $75,936, respectively).

· Those who were employed full-time tended to report higher average salaries than those who were self-employed ($82,079 vs. $77,779, respectively).
28% of respondents indicated that their focus of work is a combination of internal and external communications, followed by internal communications (12%) and corporate communication (11%).
· Those whose focus of work was corporate communication had an average salary of $94,712.  This compares to an average of $75,545 among those whose focus was internal communications and $77,823 among those whose focus was a combination of both internal and external communication.
· Those working in issues management/reputation management report the highest average salary ($114,709).

Public Relations was the most frequently mentioned industry respondents were working in (12%).
The top three job title descriptions were: Manager (20%), Director (14%) and Specialist, Coordinator, and Consultant (which were all tied at 10%).

18% of those surveyed indicated that they were professionally accredited.
· Those that are professionally accredited tend to have a higher average salary than those that aren’t ($93,482 vs. $76,954, respectively).
XI. KEY RESULTS
SECTION 1: COMPANY INFORMATION

· Twenty-four percent of respondents reported their organization’s scope of operations was “provincial.”

· Respondents most frequently mentioned “public relations” (12%) as the industry or sector that they worked in.  “Government/military” (10%) and “not for profit/charity” (8%) were second and third most mentioned, respectively.

· Nineteen percent of IABC members who completed the survey reported working for an organization with at least 1,001-5,000 employees.  Eight percent of respondents indicated they were sole practitioners.

· Thirty -seven percent of survey participants indicated that one to four communicators were employed in their department, practice, or firm.

· Forty-nine percent of respondents indicated during the last six months, their communication department, practice or firm’s staff size had stayed the same.

· Forty-one percent of respondents reported their department, practice, or firm’s budget/revenue had stayed the same in the past six months

SECTION 2: JOB INFORMATION
· Thirty-four percent of respondents who completed the survey indicated they had been working with their current organization for one to less than three years

· Two in ten (22%) respondents reported they had been in the communication profession for 10 to less than 15 years.  Twenty-one percent specified that they had been working in the communication profession for 5 to less than 10 years.

· Sixty-four percent of respondents specified they had been in their current position for less than three years.

· Twenty-eight per cent of respondents who completed the survey said “internal/external communications” best described the focus of their work.  Twelve percent reported their focus of work was “internal communications”.

· Twenty percent of respondents indicated that “manager” best described their job title.  Fourteen percent reported “director” as their job title.

· The more people you supervise, the higher the pay. But this seems to dip after the 15 to 19 employee mark
· Forty-nine percent of respondents specified they did not supervise anyone in 2009.  Twenty-two percent reported that they supervised “one to two” people.

· Eighty-five percent of respondents indicated they were employed permanently, on a full-time basis in 2009.

· Half (53%) of the survey participants reported they have “unlimited” interaction with senior management.  One percent reported they have “no access” to senior management.

· Most respondents (65%) indicated that the minimum percentage pay raise needed to leave their current job ranges between less than 5% and 20%.
· The most frequently specified non-financial incentive to leave the respondent’s current job was “more interesting work or more challenged” (54%) which was closely followed by “opportunities for advancement” (51%).
· Sixty-six per cent reported they have not been promoted in the past 12 months.
SECTION 3: SALARY INFORMATION

2009 Base Salary in CDN Dollars (No Bonuses)

· Nearly half (44%) estimated their annual base salary in 2009 as $75K+
· The median base salary earned in 2009 was $74,000 and the mean was $78,599.  
· The 2009 median and mean salary increased by five percent since the most recent 2006 Canadian salary survey.  (In 2006, the median salary was $70,000 and the mean was $75,115. In 2003, the median IABC salary was $58,665 and the mean was $63,369.)

· When comparing the 2003 Canadian salary survey to 2009 results, the average annual median salary increase since 2003 was 26% and the average annual mean increase was 24%.

Base Salary by Selected Demographics

· Gender – Using median base salary, Males $82,250 and females $72,000. Nationally speaking, men do appear to make more, on average than women.
· Education – The three highest-paid educational groups, using median base salary, were:

1) “Master degree” ($83,200),

2) “University/Bachelor” ($75,000), and

3) “Diploma/certificate” ($70,000).

· Experience – Experience does play a part. As the number of years one has been working in the communications field increases, so too does his or her estimated annual base salary at the end of 2009. The highest median base salary was reported by respondents with “40 years or more” of experience ($130,000).  In contrast, the lowest median base salary indicated by respondents with “less than 1 year” of experience ($37,000).

· Industry/Sector – The highest median base salary was for the “utility” sector, at $87,500, followed by “consulting – freelance/self-employed” at $86,000.  The lowest reported median base salary was for “not for profit/charity”, at $58,000. Although in Toronto, the highest median base salary was for the “retail sales” sector, at $134,500 and the lowest reported median base salary was for “computers/technology/high tech” at $53,000.

· Title – The highest median base salary, by job title was “senior/executive vice president” at $144,000 and the lowest, was for “account executive”, at $40,000.

· Organizational Size – The highest median base salary by organizational size was tied between “501 – 1,000 employees” and “50,001 to 100,000 employees” ($80,000).

· Regional – Across the country, median base salaries differed little. The highest median base salary was $75,000 in Central Canada, closely followed by Eastern Canada at $74,500 and Western Canada with $71,100. Those living in the Eastern Region reported the highest average salary ($93,121), followed by residents of Central Canada ($82,489) and Western Canada ($76,131).

· Permanent full time employees and self-employed make the same amount of money.

· Those who are professionally accredited make significantly more money, on average than those who are not. (Median $87,500 for accredited versus $70,000 for those who are not.)

Variable Pay (Bonus)

· 54% of the respondents did not get variable pay in 2009 for calendar year 2008

· For those eligible, 38% of the respondents did not expect variable pay in 2010

· The median variable pay among respondents who reported a valid bonus amount in 2008 was $6,000, and the mean was $14,872.

· Oil + gas, financial and real estate – are top three sectors most likely to offer a bonus. Not-for- profit, education, and consulting are least likely to offer a bonus.

SECTION 4: JOB SEEKING 

· Twenty-seven percent of respondents reported they were job seeking and twenty-three percent were thinking of job seeking

· Most respondents (65%) indicate that the minimum percentage pay raise needed to leave their current job ranges between less than 5% and 20%.

· For those who were seeking a job, 56% were somewhat willing to relocate with 12% saying they were strongly willing to relocate
· Not-for-profit, education, and professional services were the top three industries reported for those job seeking.

SECTION 5: ECONOMY RELATED

· Most (74%) agree that they / their company has downsized as a result of the current economic situation.  Interestingly, professionally accredited individuals are statistically more likely to agree with this statement when compared to individuals who are not (91% vs. 70%, respectively).
· Few (13%) believe their job is in jeopardy because of current economic conditions.  In fact, most indicate that despite the economy, they remain committed to a career in PR / Communications and find it rewarding (85% and 83%, respectively).
· Two-thirds believe that (a) their employer provides adequate training, and that (b) the PR / Communications profession is highly respected.
· Six-in-ten are feeling more pressure to perform at work than they did six months ago—especially those who have been in the PR / Communications industry for five years or more (62% vs. 53% among those who have been working in the industry for less than five years) and those who have been working for their current organization for three or more years (66% vs. 55% among those who have been working at their current organization for less than three years).

· Seventy-four percent of respondents reported they have downsized
· Top three industries reporting a decrease in staff size was Aero/Auto, Retail Sales & Advertising

· Top industries reporting an increase in staff size were PR, insurance and oil+gas
· While most (52%) indicate that their organization is not relying on freelancers or independents to help fill in, many (40%) in fact are.
· Three-in-ten (35%) are willing to take a pay cut or have their salary frozen in order to ensure job security over the next year.  This is particularly true among: those in the West (38% vs. 32% in Eastern Canada), those who have been in the PR / Communications field for 10 or more years (38% vs. 28% among those who have been in the field for less than five years), and among those who have been with their current organization for three or more years (39% vs. 30% among those who have been with their current organization for less than three years). Statistically, as one's age increases, so to do his or her willingness to take said pay cut / salary freeze. 
· Most see themselves working at their present organization over the next twelve months.

· Though relatively few (7%) see themselves becoming self-employed, it is felt much more strongly among: those 35+ (9% vs. 2% among those 18-34), accredited individuals (12% vs. 5% among those who are not accredited), those who have been in the PR / Communications field for 15 years or more (15% vs. 2% among those who have been in the field for less than 15 years), as well as advisors / consultants and Executive VPS / owners (12% and 17%, respectively), when compared to Managers and Directors (2% and 2%, respectively). 

· Given the economic climate, most (79%) are not considering self-employment within the next year.  This is particularly true among those under 45 (85% vs. 64% among those 45+), those who aren't professionally accredited (81% vs. 69% among those who are), those who have been working in the PR / Communications field for less than 15 years (85% vs. 65% among those who have been working in the field for 15+ years), and those who have been working at their current organization for less than three years (82% vs. 76% among those who have been working at their current organization for 3+ years).  

· This is also especially true among managers, directors, specialists, coordinators, officers, and account executives -- all of whom are statistically less likely to be considering self-employment relative to advisors / consultants and executive VPs / owners.

· As a result of the economic situation, 31% noted that their professional training and development budgets have either been reduced (24%) or cut completely (7%).

· Most (65%) believe that their employer provides adequate training for them to do their job.  This is particularly true among those 18-34 (74% vs. 59% among those 34+) and those who have been in the PR / Communications field for less than 10 years (71% vs. 57% among those who have been working in the field for 15+ years).

SECTION 6: JOB SATISFACTION

· Overall, most (63%) are satisfied with the current salary level for their job.  This is especially true among those 35+ (68% vs. 57% among those under 35 years of age), directors (77%), and executive VPs / owners (77% and 73%, respectively vs. 43% among coordinators, 46% among officers, and 33% among account executives).

· Accredited members are statistically more likely to be satisfied with the salary level for their job relative to non-IABC members (69% vs. 62%, respectively) 
· Statistically, accredited individuals are more likely to be very satisfied with their salary level when compared to non-accredited individuals.  In terms of overall satisfaction (i.e. the percentage who say they are very or somewhat satisfied with their salary level, there is no statistical difference.
· Most self-employed individuals (67%) are satisfied with the success of their business, especially those who are professionally accredited (79% vs. 63% among those who are not), as well as executive VPs / owners when compared to any other job title tested (74%).  

· As an individual’s age and years of PR / Communications experience increases, so do his or her satisfaction levels.
SECTION 7: DEMOGRAPHICS
· Sixty-eight percent of respondents were between 25 to 44 years old.  The mean age was thirty-eight.

· Eighty percent of respondents were female.

· Forty two percent reported that they had completed a “University/Bachelor’s degree.”  Fifteen percent indicated they had completed a “Master’s degree.”

· The language in which most respondents were fluent (based on survey results) was English (100%). The second most-mentioned language was French (16%), followed by Spanish (2%). Median salaries differ little for bilingual vs. non-bilingual respondents.

· Eight percent who completed the survey indicated they were self-employed at the end of 2009.

· Seventy-six of the respondents were IABC members. Of which, 27% were from IABC/Toronto and 13% were from IABC/Calgary.

· IABC members do, in fact, make more, on average, than non-IABC members ($80,894 vs. $70,296, respectively).
· Fifty-one per cent of the respondents were from the Central Canada region (Ontario and Quebec).

· On average, those that live in Toronto make more per year than Canada as a whole

SECTION 8: OTHER INFORMATION

· Overall, 20% of the IABC members surveyed reported they were professionally accredited (18% of all respondents overall are accredited). Twelve percent were accredited by the IABC. Of those accredited, 28% felt better compensated because they have their accreditation. Only 12% felt they would be better compensated if they had their accreditation.
· The median self-employed hourly rate was $55.70 and the mean was $84.20.

· For those working as writers, the median word charge was one dollar per word.

· Those who indicated they worked for an agency make $78,609 per year, on average

· The median agency hourly billable rate was $150 and the mean was $165.50.

· Of those working in agency, only 18% reported they received incentives or commissions for new business.
· Twenty percent of respondents were compensated for overtime.

· Median vacation time reported was 20 days per year.

· The most frequent method of compensating for overtime was “give earned time off” (57%), followed by “pay higher overtime rate” (21%) and “pay normal rate for overtime hours worked” (10%).

· Fifty-seven per cent reported an increase in salary over the past year.  Thirteen percent of respondents indicated an increase of 10% or more.

· Thirty-three per cent expect a 3% to 5% pay increase at their next pay review.  Twenty-two percent expect an increase of 0% to 2%, and six percent expect a 6% to 8% increase. Twelve per cent did not expect any due to the economic situation.

· Eighty-three respondents indicated they received a “dental plan” and a “medical plan” (80%) as part of their benefits package in 2009.  Seventy-six per cent reported “paid vacations” and “life insurance” (65%) were included in their benefits.

· Forty-seven percent of respondents reported they paid for their benefits in combination with their employer.
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