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COVID-19
(Coronavirus)
Impact Update

IBISWorld's analysts constantly monitor the industry impacts of current events in real-time – here is an update of
how this industry is likely to be impacted as a result of the global COVID-19 pandemic:

· Revenue expectations for the Athletic and Sporting Goods Manufacturing industry in Canada have been adjusted
from increasing 1.6% to a decline of 21.8% in 2020 due hindered demand. For more detail, please see the Current
Performance chapter.

· Certain industry products, such as gym equipment, are expected to be disproportionately affected by the pandemic
due to the closure of certain downstream establishments and the cancellation of certain activities. For more detail,
please see the Products and Services chapter.

· Demand for industry products in export markets fell in 2020. For more detail, please see the International Trade
chapter.
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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition The Athletic and Sporting Goods Manufacturing industry in Canada buys raw materials and transforms them into a

range of sporting and athletic goods, except apparel and footwear. Examples include balls for sports such as
baseball, football and basketball, as well as outdoor equipment activities such as fishing, hunting and camping. The
finished products are then marketed to wholesalers and retailers.

Major Players There are no major players in this industry

Main Activities The primary activities of this industry are:

Ball manufacturing

Baseball, basketball, hockey and tennis equipment manufacturing

Fishing and camping equipment manufacturing

Hunting and firearms equipment manufacturing

The major products and services in this industry are:

Water skis, surfboards, snow skiing and ice skating equipment

Gym equipment and safety headgear

Other
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Supply Chain

SIMILAR INDUSTRIES

Textile Mills in Canada Shoe & Footwear Manufacturing
in Canada

Ball Bearing Manufacturing in
Canada

Sporting Goods Wholesaling in
Canada

Gym, Health & Fitness Clubs in
Canada

     

     

RELATED INTERNATIONAL INDUSTRIES

Athletic & Sporting Goods
Manufacturing in the US

Gym & Exercise Equipment
Manufacturing in the US

Protective Sports Equipment
Manufacturing

Toy and Sporting Goods
Manufacturing in Australia

Sporting Goods Manufacturing in
the UK
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Industry at a Glance
Key Statistics

$1.6bn
Revenue

Annual Growth

2016–2021

1.3%

Annual Growth

2021–2026

2.4%

Annual Growth

2016–2026

 

$14.0m
Profit

Annual Growth

2016–2021

-28.7%

  Annual Growth

2016–2021

 

0.9%
Profit Margin

Annual Growth

2016–2021

-4.3pp

  Annual Growth

2016–2021

 

573
Businesses

Annual Growth

2016–2021

-2.1%

Annual Growth

2021–2026

-0.1%

Annual Growth

2016–2026

 

5,474
Employment

Annual Growth

2016–2021

-2.2%

Annual Growth

2021–2026

1.0%

Annual Growth

2016–2026

 

$280.4m
Wages

Annual Growth

2016–2021

-1.5%

Annual Growth

2021–2026

1.3%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

-2.2%
Demand from sporting goods
stores

8.5%
World price of crude oil

0.6%
Total imports

1.5%
Canadian effective exchange rate
index

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Barriers to Entry
High / Steady

MIXED IMPACT

  Regulation & Policy
Medium / Steady   Technology Change

Medium

NEGATIVE IMPACT

  Life Cycle
Decline   Revenue Volatility

Very High

  Industry Assistance
Low / Steady   Industry Globalization

High / Increasing

  Competition
High / Steady

 

Key Trends

 Low-cost sporting goods from globally based manufacturers
have appealed to amateur sporting enthusiasts

 Many industry operators have moved toward specializing in
niche products or markets

 The number of industry enterprises is expected to decline

 Many sporting goods manufacturers will likely benefit from
growing demand

 The trend of customization is expected to affect sporting
goods

 The number of industry enterprises is expected to continue
declining

 Operators' fragmented product offering has prevented many
from responding to changes in customer preferences



Athletic & Sporting Goods Manufacturing in Canada August 2021

8 IBISWorld.com

Products & Services Segmentation

 
Major Players

There are no major players in this industry
SWOT

STRENGTHS

  High & Steady Barriers to Entry

  Low Customer Class Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Level of Assistance

  High Competition

  Decline Life Cycle Stage

  Very high Volatility

  High Imports

  Low Profit vs. Sector Average

  High Product/Service Concentration

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2016-2021)

  High Revenue Growth (2021-2026)

  Total imports

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Outlier Growth

  Low Performance Drivers

  Demand from sporting goods stores
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Executive Summary Going for gold: Industry imports will likely continue growing, increasing
competition for operators

The abundance of low-cost sporting goods from global manufacturers has hampered growth for the Athletic and
Sporting Goods Manufacturing industry in Canada over the five years to 2021. More retailers have stocked low-cost
sporting goods from overseas manufacturers to appeal to budget-conscious consumers. In addition, the industry is
highly fragmented, with many manufacturers specializing in a particular sporting activity. However, a favourable shift
in consumer attitudes toward health and fitness has increased demand for industry products among a variety of age
groups over the past five years. Overall, IBISWorld projects industry revenue to grow an annualized 1.3% to $1.6
billion over the five years to 2021, including forecast growth of 5.5% in 2021 alone.

Industry operators' fragmented product offering has also prevented many manufacturers from responding quickly to
changes in customer preferences for sporting activities. Nevertheless, due to the depreciation of the Canadian
dollar, global demand for industry exports became relatively less expensive for global consumers. In addition, the
price changes for major commodities sold by manufacturers operating in Canada, such as rubber and industry-
relevant goods, are expected to increase, increasing the value of the inventory, supporting industry revenue.
However, the effects of the outbreak of COVID-19 (coronavirus) are expected to pose a threat to revenue volatility,
the industry's supply chain and trade relations in 2020. Moreover, industry profit is expected to decrease over the
five years to 2021, as operators attempt to recover from the difficult operating environment caused by the
coronavirus.

Many provinces and territories will likely invest in outreach for raising awareness regarding the health benefits of
exercise, which is expected to benefit the industry. Industry imports are expected to continue growing, increasing
competition for domestic operators. Industry operators are expected to target specific markets, creating customer-
centric product portfolios to remain competitive. However, the coronavirus pandemic may result new terms and trade
regulations between nations which could slow overall industry trade. Moreover, strategic mergers and acquisitions
will likely enable operators to provide a one-stop shop for retailers. Consequently, IBISWorld projects industry
revenue to increase an annualized 2.4% to $1.8 billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Demand from sporting goods stores

Sporting goods retailers in Canada (IBISWorld report 45111CA) are a key downstream market for sporting goods
manufacturers. Manufacturers have increasingly included distribution networks in their operations. Demand from
sporting goods stores is expected to increase in 2021, representing a potential opportunity for the industry.

 

Canadian effective exchange rate index

The Canadian effective exchange rate (CEER) index is a weighted average of bilateral exchange rates of the
Canadian dollar against the currencies of Canada's major trading partners. An increasing CEER index makes
imported industry products less expensive and more price competitive against local goods. Conversely, when the
dollar depreciates, Canadian products are more attractive on the international market. The CEER index is expected
to increase in 2021, posing a potential threat to this industry.

 

Total imports

Imported products satisfy more than 65.0% of domestic demand for athletic and sporting goods in 2021. An increase
in the total value of goods and services imported into Canada tends to indicate growing pressure on domestic
industry producers. Total imports are expected to increase in 2021.

 

World price of crude oil

Oil is a key input commodity in manufacturing plastic sporting goods. As the price of crude oil rises, athletic and
sporting goods manufacturers incur high raw material prices, harming industry profit. Oil prices are expected to
increase in 2021.
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Current
Performance

The Athletic and Sporting Goods Manufacturing industry in Canada has
benefited from rising global demand for industry products due to the
depreciation of the Canadian dollar.

The emergence of more health-conscious consumers has provided a boon to the overall industry. To mitigate
health-related issues from an increasingly sedentary and obese population, Canada has implemented a fitness tax
credit to stimulate adolescent participation in sports. Furthermore, public initiatives, such as the Active Living After
School initiative, which is part of the Canadian Active After School Partnership, has demonstrated the government's
use of public campaigns to increase adolescents' access to after school programs, including sporting activities,
which has benefited the industry. However, with industry imports continuing to threaten domestic operators,
IBISWorld expects that heightened import competition will constrain revenue growth. IBISWorld projects industry
revenue to increase at an annualized rate of 1.3% to $1.6 billion over the five years to 2021, including forecast
growth of 5.5% in 2021 alone as consumers increasingly get outside and to the gym following the COVID-19
(coronavirus) quarantine measures in 2020.

GOVERNMENT ASSISTANCE

To lower healthcare costs, the Canadian government has implemented
public initiatives to heighten consumer awareness of the health merits of
fitness.

As a result, the Eat Well and Be Active Educational Toolkit, a joint project between the Public Health Agency of
Canada and Health Canada, among other initiatives, has promoted regular physical activity, such as sports
activities. This trend has slightly buoyed demand for sporting goods over the past five years. While a rise in the
sports participation rate has provided revenue opportunities for sporting goods manufacturers, globally based
manufacturers have cut into demand for industry products from retailers, wholesalers, sporting associations and
schools. In particular, low-cost sporting goods from globally based manufacturers have appealed to amateur
sporting enthusiasts who typically do not require high quality sporting goods with innovative technologies to bolster
their athletic performance.

CONSUMER DEMAND

Consumer demand for industry products at the retail level is an integral
component in driving industry revenue growth.

Demand for sporting goods from sporting goods stores (IBISWorld report 45111CA) and gym, health and fitness
clubs (71394CA) is expected to rise over the five years to 2021, boosting demand for industry products. Still, many
department stores, sporting goods stores and online retailers have limited their demand for sporting goods from
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industry operators, choosing to stock their inventory with low-cost sporting goods produced by global manufacturers
instead. In response, many industry operators have moved toward specializing in niche products or markets. For
example, many operators have started manufacturing sporting goods for paddle boarders in British Columbia.

INTERNATIONAL TRADE

The increase of low-cost sporting goods from global manufacturers has
intensified price competition for industry operators.

However, the Canadian effective exchange rate (CEER) index, a weighted average of bilateral exchange rates of
the Canadian dollar against the currencies of Canada's major trading partners, is expected to depreciate between
2016 and 2020. A decreasing CEER index makes imported industry products more expensive and less price
competitive against local goods. Although the CEER index is expected to increase in 2021, the effect of a low CEER
index had an effect on industry operations during a majority of the period. IBISWorld projects the total value of
industry exports to increase at an annualized rate of 1.0% to $390.7 million over the five years to 2021.

Industry imports are expected to grow considerably over the five years to 2021. Despite a depreciating CEER index,
IBISWorld projects the total value of industry imports to increase at an annualized rate of 5.5% to $2.7 billion over
the five years to 2021. Also, imports are estimated to satisfy 69.6% of domestic demand in 2021, up from 65.3% in
2016. In addition, many Canadians have purchased sporting goods from global manufacturers because these
products continue to be relatively inexpensive, regardless of fluctuations in the exchange rate. As sporting goods
from globally based manufacturers have become relatively more expensive for Canadians, downstream markets,
such as sporting goods retailers, still continue to stock their shelves with products from China, Taiwan, Vietnam and
other Asia-based manufacturers.

INDUSTRY LANDSCAPE

Many manufacturers have consolidated, acquired other sporting goods
manufacturers to strengthen their product portfolio or continued to move
manufacturing facilities abroad, slowing domestic growth.

Consequently, the number of industry enterprises is expected to decline at an annualized rate of 2.1% to 573
operators over the five years to 2021. Moreover, industry employment is anticipated to decline at an annualized rate
of 2.2% to 5,474 workers over the past five years. This decline in employment will fuel a decrease in industry wages
costs, as operators attempt to remain profitable amid a volatile operating environment. However, industry profit is
expected to stand at a loss in 2020, as operators endure a sharp increase in operating expenses and regulatory
hurdles alongside a forecast decline in revenue. In 2021, profit is expected to improve but remain relatively low
compared with historical figures. Industry profit, defined as earnings before interest and taxes, is expected to
account for 0.9% of industry revenue in 2021, down from 5.2% in 2016.
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Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Consumer
spending

($b)
2012 1,147 280 628 620 4,797 286 1,652 226 2,512 1,024
2013 1,343 338 664 628 6,422 269 1,760 287 2,834 1,051
2014 1,529 452 647 638 8,598 293 1,940 370 3,176 1,078
2015 1,679 432 653 633 8,648 355 2,148 369 3,472 1,103
2016 1,457 404 658 638 6,103 372 2,040 303 3,125 1,126
2017 1,243 348 657 640 6,583 347 2,159 306 3,055 1,167
2018 1,494 307 641 632 5,469 350 2,169 275 3,313 1,197
2019 1,885 399 627 617 6,132 383 2,264 319 3,766 1,217
2020 1,474 288 572 569 5,296 378 2,348 270 3,444 1,143
2021 1,555 324 578 573 5,474 391 2,665 280 3,829 1,199
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Industry Outlook
Outlook The Athletic and Sporting Goods Manufacturing industry in Canada will

continue to be pressured by offshore manufacturers over the five years to
2026.

Although international trade activity has affected the industry over the past decade, domestic operators are expected
to continue consolidating and focusing efforts on premium and niche product offerings. In addition, some
demographic trends are anticipated to support industry demand. For example, as baby boomers increasingly retire,
many individuals within this demographic will likely purchase sporting goods to promote life expectancy and overall
wellness. Additionally, an increasingly sedentary and obese Canadian population is expected to provide incentives
for healthcare providers to cut healthcare costs from related health ailments. Obesity-related health ailments include
hypertension, type 2 diabetes, high blood pressure, high cholesterol and coronary artery disease. Consequently,
IBISWorld projects industry revenue to increase at an annualized rate of 2.4% to $1.8 billion over the five years to
2026.

SPORTS PARTICIPATION RATES

According to a 2013 study conducted by the Canadian Institute for Health
Information, in conjunction with the New Brunswick Heart Centre, New
Brunswick is expected to incur substantial healthcare costs, which are
anticipated to rise to $4.6 billion in 2020, representing a $1.8 billion
increase from 2009.

While New Brunswick is anticipated to contend with higher healthcare costs, compared with average Canadian
healthcare costs, many provinces and territories will likely provide incentives for individuals to become more health
conscious to constrain mounting healthcare costs. As Health Canada is expected to work with other organizations
and associations to raise awareness about the health merits of physical activity, many sporting goods manufacturers
will likely benefit from growing demand for fitness products from consumers.

INTERNATIONAL TRADE

Imports of athletic goods are expected to remain high, provided that
foreign labour continues to pose a significant threat to domestic sporting
goods manufacturers.

In particular, Asia-based manufacturers are expected to continue to capture a large share of domestic demand for
sporting goods. Nevertheless, many sports enthusiasts will likely stimulate demand for domestically made sporting
goods that integrate new technologies and enhance their sporting performance. For example, sporting goods that
are lightweight, durable and high quality will likely develop a market niche among avid sports enthusiasts.
Additionally, the trend of customization is expected to affect sporting goods, such as customized sporting
equipment, including baseball helmets, which are individually tailored for consumers. However, with the Canadian
effective exchange rate (CEER) index, a weighted average of bilateral exchange rates of the Canadian dollar
against the currencies of Canada's major trading partners, expected to appreciate over the next five years,
IBISWorld expects import will continue to grow. An increasing CEER index makes imported industry products less
expensive and more price competitive against local goods.
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As a result, IBISWorld projects the total value of industry imports to increase at an annualized rate of 1.7% to $2.9
billion over the five years to 2026. However, the recent COVID-19 (coronavirus) outbreak poses a threat to import
growth if variants of the disease cause a further quarantine. Also, any unforeseen regulation changes or protocols
with the industry's key buyers and suppliers may pose a threat to trade activity and industry inventory over the next
five years. IBISWorld projects the total value of industry exports to increase at an annualized rate of 2.6% to $445.1
million over the five years to 2026, as an appreciating CEER index limits export growth.

INDUSTRY LANDSCAPE

Industry profit is expected to remain relatively stable over the next five
years, as crude oil prices, a key input commodity for plastic sporting
goods, are expected to be less volatile.

However, fluctuating Industrial Product Price Index for sporting and athletic goods, in addition to plastic and rubber
products, along with any unforeseen effects of the coronavirus to key commodities, will likely pose a threat to
industry profit over the five years to 2026. Industry profit, defined as earnings before interest and taxes, is expected
to account for 0.9% of industry revenue in 2026.

The number of industry enterprises is expected to continue declining, at an annualized rate of 0.1% to 570
companies over the five years to 2026, as more manufacturers are expected to either exit or consolidate to target a
specialized market or create a more customer-centric product portfolio. While the industry is projected to continue to
be highly fragmented, with many operators producing a plethora of industry products, merging with other
manufacturers will likely enable industry operators to provide a one-stop shop for retailers. For example, combining
sporting goods manufacturing operations is anticipated to enable operators to have the distribution network
necessary to stock chain retailers. However, industry employment is anticipated to grow at an annualized rate of
1.0% to 5,758 workers over the next five years. With demand for industry products forecast to grow further,
operators will likely increase employment to meet production needs.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Consumer

spending  ($b)
2021 1,555 324 578 573 5,474 391 2,665 280 3,829 1,199
2022 1,632 332 584 577 5,591 412 2,758 288 3,978 1,254
2023 1,673 337 585 577 5,621 423 2,808 291 4,058 1,284
2024 1,702 341 583 575 5,669 431 2,843 294 4,114 1,306
2025 1,729 344 581 572 5,700 438 2,874 296 4,164 1,328
2026 1,755 348 580 570 5,758 445 2,902 299 4,212 1,350
2027 1,781 352 579 569 5,801 452 2,931 302 4,260 1,372
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

IVA is expected to decline compared with Canadian GDP

There has been significant consolidation occurring in the industry

The industry's product lines are stable and clearly segmented

The Athletic and Sporting Goods Manufacturing industry in Canada is in the decline stage of its life cycle. Industry
value added (IVA), which measures an industry's contribution to the overall economy, is expected to decline at an
annualized rate of 1.5% over the 10 years to 2026. Canadian GDP is forecast to grow at an annualized rate of 2.0%
during the same period. When the industry declines compared with the overall economy's GDP, it typically indicates
an industry in decline.

Despite stable and well-segmented product categories, some manufacturers have engaged in research and
development to enhance product design and functionality, such as using more lightweight materials. In addition,
numerous operators have invested substantially into new and more efficient capital equipment to cut costs.
However, the number of business locations and operators has declined due to the ongoing threat of offshore
manufacturers. Consequently, the industry has declined to retain domestic operators, while the value of imports has
risen. With international operators capturing more domestic demand, the industry has not been able to recover from
all-time highs in the early 2000s. These factors are indicative of an industry in the declining stage of its life cycle.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Department Stores in Canada

Sports Coaching in Canada

Sporting Goods Stores in Canada

Sporting Goods Wholesaling in Canada

2nd Tier

Consumers in Canada

Key Selling Industries
1st Tier

Rubber Product Manufacturing in Canada

Paint Manufacturing in Canada

Plastic Pipe & Parts Manufacturing in Canada

Aluminum Manufacturing in Canada

Electronic Part & Equipment Wholesaling in Canada

2nd Tier

Local Freight Trucking in Canada

Electric Power Transmission in Canada

Products & Services

  The Athletic and Sporting Goods Manufacturing industry in Canada
manufactures a variety of products.

According to the Canadian Fitness and Lifestyle Research Institute, the most prevalent sports include hockey; golf;
baseball; softball, fastball; racquet sports, such as badminton and tennis; basketball; volleyball; skiing; cycling;
football; running; and water activities, such as swimming, diving and water polo. As a result, sporting goods
manufacturers may offer sporting goods for more popular activities to appeal to a large customer base.

GYM EQUIPMENT AND SAFETY HEADGEAR

The gym equipment and safety headgear segment is anticipated to
account for 13.1% of industry revenue in 2021, down from 14.4% in 2016.

Such accessories include rowing machines, exercise balls, exercise bands, treadmills, battle ropes, stair steppers
and dumbbells. With domestic demand from gym, health and fitness clubs growing over the five years to 2021, this
segment also provides equipment for markets such as schools, universities, corporate gyms and public grounds.
This segment is expected to decline over the five years to 2021 as a result of the COVID-19 (coronavirus)
pandemic, which caused many gyms to close and reduced the overall demand for new gym equipment. In addition,
safety headgear is another important aspect of industry operations, as padding from these two products can be used
by the same operator to expand its breadth of coverage.

WATER SKIS, SURFBOARDS, SNOW SKIING, ICE SKATING AND OTHER WATERSPORTS
EQUIPMENT

In 2021, water skis, surfboards, snow skiing, ice skating and other
watersports equipment are expected to account for 25.2% of industry
revenue, up from 21.1% in 2016.
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According to 2015 data from the National Marine Manufacturers Association's (NMMA) Canadian Recreational
Boating Statistical Abstract (latest data available), about 46.0% of adult Canadians participate in recreational
boating, which spurs demand for some products within this product segment. Moreover, fishing and hunting
equipment is anticipated to represent a sizeable share of industry revenue in 2021. Overall, there has been an
uptick in Canadians that participate in recreational in recent years, increasing demand for water skis and watersport
equipment.

OTHER

The other category accounts for 61.7% of revenue in 2021, down from
64.5% in 2016.

Due to the product coverage the industry includes, it is difficult for any single product category to represent the
majority of revenue. The other equipment segment consists of sports equipment for hockey, paintball, soccer,
tennis, badminton, archery and boxing. It also includes basketballs, baseballs and footballs. Although these sports
are popular, their equipment is usually manufactured overseas due to global manufacturers' low labour costs,
coupled with less stringent environmental regulations. Over the five years to 2026, technologically innovative
products within this product segment will stimulate demand for sporting goods from domestic manufacturers.

Golf equipment is also included in this segment, with Canada being recognized as the second ranked country with
the most golf facilities, according to Golf Canada. While Canada represents a large share of golf activity, the largest
golf equipment manufacturers are located outside of Canada. For example, PING Inc. is an Arizona-based
manufacturer and with the United States expected to account for the majority of industry exports, demand for
Canadian-based golf clubs is declining. Overall, IBISWorld projects golf equipment's share of revenue to have
increased over the five years to 2021.

Demand
Determinants

Demand for goods in the Athletic and Sporting Goods Manufacturing
industry in Canada is largely driven by trends at the retail level.

Changes in consumer preferences for various types of sporting activities play a key role in determining
manufacturers' product portfolio. Sports participation rates, which measure the number of times on average an
individual participates in a sporting activity, demonstrate changes in consumer preferences, thus influencing
manufacturers' product development. As the sports participation rate rises, more consumers are expected to
allocate leisure time toward sporting activities, thus stimulating demand for sporting equipment.

While the population is aging, which typically hampers demand for sporting goods due to older individuals' health
ailments, an increasingly active elderly population is expected to offset this threat. Furthermore, demand for sporting
goods is linked to seasonal trends, such as weather conditions. Due to many products being used by individuals for
outdoor use, favourable weather conditions, such as a longer summer, tend to encourage more outdoor activities,
thus boosting demand for industry products.

Seasonal changes create demand for different types of sports. Snow seasons create a strong demand for skiing
equipment, while warm weather raises demand for golf equipment. To this end, the market for exercise equipment is
highly seasonal, with peak periods occurring in spring and summer between late fall and February or the second to
third quarter. As a result, the first and fourth quarters of every year are generally weak periods in terms of sales,
which reflect the seasonal nature of the industry.

As the relative price of sporting goods rises compared with other substitutes, such as theatre tickets, manufacturers
may experience a decline in demand. Additionally, the rise in demand for particular sports can coincide with major
sporting events being held. Accordingly, as an extension of their own popularity, celebrity endorsements are able to
raise the popularity of particular sporting products. This may have an effect of increasing overall demand.

Importantly, with industry imports threatening the industry over the past decade, the depreciation of the Canadian
dollar provides an opportunity for domestic operators. This is because when the Canadian dollar depreciates, the
value of imported goods increases, hindering it cost advantage in the industry. Consequently, imports satisfy more
than 60.0% of domestic demand. However, with the COVID-19 (coronavirus) outbreak, the industry's top importers,
which include China, Taiwan and Vietnam, are expected to be affected in 2020. Restrictions abroad include the
movement of goods and containment measures, such as factory closures, that have hindered manufacturing and
domestic demand sharply in China. Although this might appear as an opportunity for the industry, with the halt of
manufacturing output from China, IBISWorld expects changes in the industry's supply chain to influence operators'
ability to meet demand. Furthermore, any unforeseen regulation changes or protocols with the industry's supply
chain, particularly industries that are dependent on its trade relations with China and interconnected countries, may
pose a threat to industry revenue volatility.
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Major Markets

  Operators in the Athletic and Sporting Goods Manufacturers industry in
Canada primarily sell to wholesalers and to general and specialist
retailers.

  Individuals' sports participation rate drives demand for industry products from retailers and wholesalers. According to
Statistics Canada, sports participation is influenced by consumers' gender, household income, education,
geographic area of residence and participation in other leisure activities. Additionally, individuals aged between 45
and 64 are the most active age group, followed by the 20 to 34 age demographic. As a result, demographic trends at
the consumer level are an integral component in determining demand for sporting goods from retailers.

INDIVIDUALS AGED 17 AND YOUNGER

Individuals aged 17 and younger account for an estimated 4.1% of
industry revenue in 2021, down from 5.0% in 2016.

According to Canadian Physical Activity Guidelines published by the Canadian Society of Exercise Physiology, the
physical activity recommendation for individuals aged between 5 and 17 is having one hour per day of physical
activity. While many individuals in this age demographic participate in team sports, which spurs demand for sporting
goods, demand has been constrained by the growing prevalence of sedentary individuals over the five years to
2021. Additionally, the spread of COVID-19 (coronavirus) caused the cancellation of many sports seasons in 2020.

INDIVIDUALS AGED 18 TO 34

Individuals aged between 18 and 34 make up an estimated 23.4% of
industry revenue in 2021, up slightly from 23.3% in 2016.

According to the 2018 Canadian Community Health Survey (CCHS), an estimated 64.3% of Canadians aged
between 18 and 34 reported participating in more than 150 minutes of physical activity per week. Overall, as
individuals age, sports participation rates decline, hampering demand for sporting goods.

INDIVIDUALS AGED 35 TO 49

individuals aged between 35 and 49 are expected to account for 18.9% of
industry revenue in 2021, up from 18.0% in 2016.

Studies have shown the importance of exercise and physical activity to maintain muscle function and range of
movement as individuals age. Recently, there has been a big push by individuals and organizations to promote
physical activity among older generations.

INDIVIDUALS AGED 50 TO 64

Individuals between 50 and 64 years old comprise an estimated 17.8% of
industry revenue in 2021 down from 18.5% in 2016.

According to the 2018 CCHS, 54.0% of individuals aged 50 to 64 participate in more than 150 minutes of physical
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activity per week. However, many individuals within this age demographic are high-income earners, which increases
sport participation rates and spurs demand for sporting goods. IBISWorld anticipates this age group to experience a
similar drop due to international trade activity rising.

INDIVIDUALS AGED 65 AND OLDER

Individuals aged 65 and older are expected to generate 10.7% of industry
revenue in 2021, up from 9.6% in 2016.

An estimated 37.3% of individuals aged 65 and older participate in more than 150 minutes of physical activity per
week, according to 2018 figures from the CCHS. Overall, this age demographic has increased demand for sports
goods. Moreover, while the burgeoning elderly population has grown during the five-year period, sports participation
rates have grown.

EXPORTS

Exports account for an estimated 25.1% of industry revenue in 2021, down
from 25.5% in 2016.

The United States alone accounts for about 80.0% of total export revenue. Over the past five years, this market
segment has declined due to a volatile operating environment. In particular, with the recent COVID-19 (coronavirus)
outbreak, the industry's supply chain was disrupted, which contributed to a decline in exports.
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International Trade Exports in this industry are    High and Steady

Imports in this industry are    High and Increasing

The Athletic and Sporting Goods Manufacturing industry in Canada is defined by its high level of trade over the five
years to 2021.

Imports

The industry has increasingly relied on international manufacturers to produce low cost, low-tech sporting goods. As
a result, China accounts for the largest share of industry imports, accounting for 50.7% of industry imports in 2021,
followed by the United States (23.8%), Taiwan (5.7%) and Vietnam (3.0%). The rising prominence of imports from
manufacturers based in Asia can be attributed to many key players relocating their manufacturing operations to low-
cost production countries.

Consequently, IBISWorld projects the total value of industry imports to increase at an annualized rate of 5.5% to
$2.7 billion over the five years to 2021. However, with the COVID-19 (coronavirus) outbreak, the industry's top
importers are expected to be affected in 2020, affecting the industry's supply chain.

Exports

As some major trading partners, such as the United States, demanded low-cost industry products from foreign
manufacturers, this trend has hampered export revenue for the industry. Moreover, the United States comprises the
largest share of industry exports, accounting for an estimated 85.6% of total exports in 2021, followed by China
(1.2%), Poland (1.1%) and Germany (1.1%). With the Canadian effective exchange rate (CEER) index, a weighted
average of bilateral exchange rates of the Canadian dollar against the currencies of Canada's major trading
partners, expected to depreciate over the past five years, the total value of exports expanded. A decreasing CEER
index makes imported industry products more expensive and less price competitive against local goods. As a result,
IBISWorld projects the total value of industry exports to increase at an annualized rate of 1.0% to $390.7 million over
the five years to 2021.
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Business
Locations

  The distribution of establishments in the Athletic and Sporting Goods Manufacturing industry in Canada trends with provincial
population trends and the broader manufacturing sector. Industry operators tend to be located near highly populated areas to
lower transportation costs to domestic retailers. As a result, industry establishments are largely concentrated in Ontario, Quebec,
British Columbia and Alberta.

Ontario

Ontario accounts for an estimated 38.8% of industry establishments in 2021, which is the largest share of business locations in
the industry. The province is home to 38.8% of Canada's population and nearly 46.0% of the nation's manufacturing sales. In
addition, the province is expected to manufacture more equipment that is in line with urban sports, such as hockey and basketball,
due to weather conditions and Ontario's urban centre.

Quebec

Quebec has the second-largest share of industry establishments, accounting for 26.9% in 2021. The province is the second-most
populous in Canada and generates nearly 22.5% of the country's manufacturing revenue. Similar to Ontario, Quebec is expected
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to manufacture more urban sport equipment and accessories due to its population size and landscape.

British Columbia and Alberta

British Columbia is expected to account for 17.0% of industry establishments in 2021. The province has the third-largest
population in the country and the third-largest city, Vancouver. The province is expected to manufacture more equipment for skiing
and snowboarding due to the province being a hub for both sporting activities. Similarly, Alberta is expected to trend with British
Columbia, representing 9.6% of industry establishments in 2021.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Athletic and Sporting Goods Manufacturing industry in Canada has a low level of market share concentration,
with no industry operator accounting for more than 5.0% of total industry revenue in 2021. Due to the industry's
diverse product offerings, this makes it difficult for one player to have a large market share. Furthermore, the
industry is highly fragmented, composed of many small, local manufacturers. These companies cater to a market
niche of consumers that participate in specific regional sporting activities, such as paddle boarding enthusiasts in
British Columbia. According to 2020 figures from Statistics Canada (latest data available), nearly 80.0% of operators
employ fewer than 20 workers. Additionally, the industry is exposed to high competition from international sporting
goods manufacturers that have intensified price-based competition. Market share concentration varies by
manufacturers' product portfolio, with golf equipment manufacturers and gymnasium and exercise equipment
manufacturers having high concentration levels. Comparatively, the fishing and hunting equipment segment is low.
IBISWorld expects the industry's market share concentration to remain unchanged, with a marginal rise for existing
operators as consolidation enables the industry to provide larger product portfolios and have the resources
necessary to either divest or invest in ventures.

Key Success
Factors

IBISWorld identifies 250 Key Success Factors for a business. The most important for this industry are:

Ability to control stock on hand:
In an attempt to keep storage costs down, manufacturers need to be able to control the level of inventory on hand.

Establishment of brand names:
Brand name and image are important aspects of this industry. Retailers are expected to order goods that are
attributed to brand names that are reliable.

Effective quality control:
Operators need to ensure manufactured products meet design and legislative specifications.

Having a diverse range of clients:
Operators require a diverse range of clients from which to choose for the distribution of manufactured goods.

Ability to quickly adopt new technology:
Patented technology can be an advantage when competing with imported products.

Cost Structure
Benchmarks
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  Profit

Industry profit, measured as earnings before interest and taxes, is
expected to account for 0.9% of industry revenue in 2021, down from
5.2% in 2016. This decline is primarily a result of the COVID-19
(coronavirus) pandemic, which contributed to an operating loss of 0.7%
of industry revenue in 2020. This operating loss occurred as a result of
work stoppages and delays amid a decline in industry revenue of more
than 20.0%. In 2021, profit is expected to grow but still remain fairly low
compared with historical values. Generally, industry profit tends to be
about 3.0% of industry revenue, as operators contend with a high
degree of internal and external competition.

 

  Wages

Industry wages are estimated to account for 18.0% of industry revenue
in 2021, down from 20.8% in 2016. While automation has bolstered
production volumes and lowered the number of employees required to
manufacture sporting goods, the industry has increasingly relied on
specialized workers, such as workers in research and development, in
addition to professional athletes that can provide insight on product
performance. Also, provincial regulations have also raised the minimum
wage. However, due to the high labour costs associated with
manufacturing industry-related products, many operators have
offshored their production process. Furthermore, the industry landscape
is defined by the number of small businesses, with nearly 80.0% of
establishments employing fewer than 20 workers in 2021.
Consequently, IBISWorld expects wages' share of revenue to continue
declining over the five years to 2026.

 

  Purchases

Purchase costs are the largest expense for operators, accounting for an
estimated 50.4% of industry revenue in 2021, up from 47.5% in 2016.
Purchase costs include metal bolts, nuts, screws and other fabricated
metal products, aluminum and aluminum-based alloy castings, steel
sheet and strip, paints, varnishes and lacquers, plastic resins, synthetic
rubber, finished leather and paperboard containers. Over the five years
to 2021, purchase costs have fluctuated in line with changes in demand
for sporting goods from downstream markets, such as sporting goods
stores and department stores.

 

  Marketing

Marketing costs are expected to account for 4.6% of industry revenue
in 2021, up from 4.2% in 2016. Industry operators typically invest in
marketing and promotion strategies, with vertically integrated operators
investing heavier than sole manufacturing facilities. In addition, with the
majority of operators in the industry being nonemployers or employing
fewer than 20 workers, marketing is a more fundamental expense for
operators.
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  Depreciation

Depreciation costs are estimated to account for 1.9% of industry
revenue in 2021, up from 1.7% in 2016. Driven by the level of capital
goods used in the manufacturing process, year to year variations in
depreciation have been attributed to the implementation of research
and development activities and the rollout of new products to meet
gaps in product availability.

 

  Rent

Rent costs are expected to account for 4.2% of industry revenue in
2021, up from 3.6% in 2016. Operators typically require large
warehouse facilities to distribute products, especially if the sporting
manufacturer includes vertically integrated operations from
manufacturing to retail.

 

  Utilities

Utility costs are expected to account for 0.9% of industry revenue in
2021, down from 1.0% in 2016. Industry operators are subject to
various environmental regulations regarding materials used during the
manufacturing process.

 

  Other Costs

Research and development costs are a necessary and important part of
the manufacturing process. While the product range manufactured by
this industry is well defined and extensive, manufacturers continue to
invest in research and technology in a bid to enhance the features and
functionality of their product portfolio. Additionally, making equipment
more lightweight and durable will likely be vital for manufacturers to
remain competitive. Along with research and development costs, other
operating expenses for this industry include administration,
transportation, freight and insurance. IBISWorld expects other costs to
represent 19.0% of industry revenue in 2021, up from 15.8% in 2016.
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Basis of
Competition

Competition in this industry is    High and the trend is Steady

  Companies in the Athletic and Sporting Goods Manufacturing industry in
Canada operate in a highly competitive environment.

Nevertheless, competition varies by manufacturers' product lines, which enable small niche operators to enter the
industry. While the diverse product range of industry products slightly lowers competition between manufacturers,
industry operators still compete to develop a reputation for high quality products among consumers, secure
favourable contracts with retailers and other downstream markets and create innovative sporting goods that
enhance players' sporting performance.

INTERNAL COMPETITION

Manufacturers compete on the basis of product quality, features,
warranties, price and customer service.

Operators also compete to provide a range of products and may implement competitive promotional strategies to
develop a larger customer base. Price-based competition is an integral component of competition for the industry.
For example, at peak shopping seasons, such as Christmas, demand for sporting goods from downstream markets,
such as retailers, is typically high. Manufacturers that can supply low-cost industry products to retailers, which
typically engage in price promotions, will likely fare well.

Product quality is also a key component for industry operators to remain competitive, due to many globally based
manufacturers having a market niche in low cost, low-quality sporting goods. Furthermore, manufacturers compete
to build strong brand recognition and a reputation for high-quality products. Additionally, many operators implement
branding, marketing and promotional strategies, to develop strong customer awareness of their product and
generate a large base of customers.

EXTERNAL COMPETITION

Manufacturers contend with external competition from other industries
that provide products for consumers' leisure time.

For example, home entertainment products, toys, hobby goods, gambling venues and other products that
consumers use during their leisure time, compete with sporting goods manufacturers. Also, recreational and
exercise activities provided by health clubs compete with industry operators.

Barriers to
Entry

Barriers to Entry in this industry are    High and the trend is Steady

  The Athletic and Sporting Goods Manufacturing industry
in Canada exhibits high barriers to entry. Potential
industry entrants contend with significant capital outlay
requirements, such as costs related to developing
manufacturing and warehousing facilities. Furthermore,
potential industry entrants contend with current
manufacturers having insight for product knowledge and
innovation, in addition to intellectual property rights, which
pose as a potential barrier to entry. For example,
manufacturers may have brand recognition and exclusive
patented technology, which enables operators to design
and produce new products with limited competition.

Additionally, the industry contends with informal barriers,
such as the high cost and long-term nature of developing
brand recognition. While existing players have already
established brand names for their respective products,
new entrants will likely incur costs from implementing
marketing and promotional campaigns to develop a strong
base of customers.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Decline  

Technology Change Medium  

Regulation & Policy Medium  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    High and the trend is Increasing
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  Globalization levels for operators in the Athletic and Sporting Goods Manufacturing industry in Canada have been
increasing over the past decade. The rise has stemmed from growth in the number of companies that have established
subsidiaries in foreign countries. Globalization has also been boosted by an increase in the number of companies using
the services of foreign manufacturing contractors to undertake and complete the production of numerous sporting goods.

Additionally, the industry has a significant number of operators that are located overseas. The industry has historically
been threatened by the value of imports satisfying a large share of domestic demand. Overall, IBISWorld projects nearly
70.0% of domestic demand to be satisfied by imports in 2021. However, exports are a much smaller aspect of industry
revenue generation, with exports expected to account for 25.1% of revenue in 2021.
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Major Companies
There are no major players in this industry

Other Companies The Athletic and Sporting Goods Manufacturing industry in Canada is highly fragmented and no operator is
expected to generate more than 5.0% of industry revenue in 2021. Due to the industry being dominated by low-cost
imports, which are expected to satisfy nearly 70.0% of domestic demand for industry products in 2021, domestic
manufacturers tend to cater exclusively to niche or regional markets.

Northern Lights Fitness Equipment

  Market Share: 3.0%
  Northern Lights Fitness Equipment (Northern Lights) is a domestic fitness equipment manufacturer, managing a

production facility with about 14,500.0 square metres in Cornwall, ON. For more than 25 years, Northern Lights has
been manufacturing medicine balls, yoga mats, battling ropes, step risers, weighted vests, ankle weights and
dumbbells. The company upholds a high environmental code, using 100.0% recycled rubber during the
manufacturing process. IBISWorld expects that Northern Lights will generate $46.3 million in industry-relevant
revenue in 2021, accounting for a 3.0% share of the market.

Vista Outdoor Inc.

  Market Share: 1.1%
  Vista Outdoor Inc. (Vista) is a designer and manufacturer of outdoor and recreation sports products, established in

2014, after Alliant Techsystems Inc. spun off its sporting ammunition segment as a publicly traded entity. Vista
operates its business into two business segments, which include outdoor products and shooting sports, which are
expected to account for 48.1% and 51.9% of company revenue, respectively, in fiscal 2020 (year-end March).
Vista's outdoor products are industry relevant, with its archery and hunting accessories, such as arrows, decoys and
blinds, in addition to its protective performance gear products, such as snow helmets and cycling helmets. In the
company's fiscal 2020 annual report (latest data available), Vista disclosed that it operates 18 manufacturing
facilities across the United States, Canada, Mexico and Puerto Rico, to total about 40,000.0 square metres of
production space. With one facility expected to be located in Canada, IBISWorld anticipates that Vista will generate
$16.5 million in industry-relevant revenue in fiscal 2022, representing a 1.1% share of the market.

Forum Athletic Products Inc.

  Market Share: 0.6%
  Forum Athletic Products Inc. (Forum Athletic) is a Canadian owned and operated sports equipment manufacturer

and distributor. The company's main customers include schools, community centres and recreation facilities. Forum
Athletic designs and manufactures high quality equipment, such as art basketball backstops, fixed and telescopic
seating systems, divider curtains, scoreboards, wall padding, goals, net posts and a variety of miscellaneous
gymnasium products. The company also offers custom design and manufacture specialty opportunities. Although
the company is private, IBISWorld projects that Forum Athletic will generate $8.9 million in industry-relevant revenue
in 2021, accounting for 0.6% of the market.

Sport Systems Canada Inc.

  Market Share: 0.3%
  Sport Systems Canada Inc. (Sport Systems) is an Ontario-based athletic equipment manufacturer working with

schools, organizations and clubs for more than 35 years. Sport Systems manufactures and supplies products that
help make gymnasiums more functional, equip all types of courts and fields and build seats and barriers for arenas.
Most products manufactured are industry relevant, such as gym floor covers, hockey equipment and field sports
equipment, excluding seating, bleachers and bicycle storage products. IBISWorld expects that the company will
generate $5.0 million in industry-relevant revenue in 2021, representing a 0.3% share of industry revenue.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Athletic and Sporting Goods Manufacturing industry in
Canada is characterized by a low level of capital intensity.
In 2021, industry operators are expected to spend $0.11 on
capital investments for every $1.00 spent on labour. The
industry relies heavily on workers such as designers,
technicians and apprentices to produce any goods. Due to
the high labour costs associated with manufacturing
industry products, many manufacturers have offshored
their production process, thus keeping manufacturing
facilities for specialized products, such as sporting goods
that include innovative technologies and cutting-edge
features.

Comparatively, capital costs include equipment and
machinery for the production line. While the production
process has increasingly moved toward automation, labour
is still required for many products. Consequently, operators
are limiting the employment opportunities to remain
profitable. As a result, IBISWorld projects capital intensity
to remain low over the five years to 2026, as imports' share
of domestic demand continues to threaten the industry.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Low Rate of
Innovation

Unlikely A ranked measure for the number of patents
assigned to an industry. A faster rate of new
patent additions to the industry increases the
likelihood of a disruptive innovation occurring.

Very Low Innovation
Concentration

Very
Unlikely

A measure for the mix of patent classes
assigned to the industry. A greater
concentration of patents in one area increases
the likelihood of technological disruption of
incumbent operators.

Medium Ease of Entry Potential A qualitative measure of barriers to entry.
Fewer barriers to entry increases the
likelihood that new entrants can disrupt
incumbents by putting new technologies to
use.

Medium Rate of Entry Potential Annualized growth in the number of
enterprises in the industry, ranked against all
other industries. A greater intensity of
companies entering an industry increases the
pool of potential disruptors.

Low Market
Concentration

Unlikely A ranked measure of the largest core market
for the industry. Concentrated core markets
present a low-end market or new market entry
point for disruptive technologies to capture
market share.

  The industry is experiencing a low level of both the rate of new patents and the concentration of patents in the industry.
This creates an environment where the threat of new technologies driving disruption is low.

Both the ease of entry and the rate of entry in the industry are moderate. While these factors do not significantly add to the
threat of disruptive potential, they do not detract from it either.

Major market segments for industry operators are relatively diversified. The spread of market segments suggests that there
are limited entry points other than those already served my incumbent operators.

The most relevant disruptive force in the Athletic and Sporting Goods
Manufacturing industry in Canada is the rise of wearable technology and
fourth industrial revolution, also known as Industry 4.0.

Wearable technology makes it possible for consumers to track workout progress and encourages healthier habits. This is
supported by increased demand for greener products among consumers. Furthermore, with pivotal collaborations, such as
Nike Inc. and Apple Inc. to put out products, such as the Apple Watch Nike+ Series, has promoted the purchase of and
demand for athletic goods at the consumer level. Moreover, Industry 4.0 follows the innovations made in robotics, computer
control and simple automation to increase production. In addition, Industry 4.0 uses the advantages of networks and
business intelligence, gathered from big data and the Internet of Things, to get real-time feedback. Consequently, operators
manage a smarter facility with the ability to remain reactive, while maintaining an adaptive nature.

The level of technology change is    Medium

  Technological advances affecting operators in the Athletic and Sporting
Goods Manufacturing industry in Canada have primarily focused on the
development and introduction of automated processes.

Such technology has reduced the manual input required by humans and has also increased the speed, accuracy and
efficiency with which goods are processed.
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Product research and development (R&D) remains an integral component to survive in the industry. By investing in R&D,
operators have continued to ensure that products in the market are competitive in terms of quality, weight, functionality and
design. In some sporting segments, product performance is very important and new technologies can render existing
products obsolete in a short period of time. In addition, manufacturers are increasingly using computer-aided design to
achieve new product innovations and modifications.

The types of materials used as inputs in the manufacturing process are also changing. Lighter and more durable materials
are implemented for product modifications, as these materials can enhance athletic performance and lower athletes' risk for
injury. For operators that have large inventory volumes in particular, radio-frequency identification (RFID) tracking is crucial.
RFID permits operators to streamline inventory and also obtain detailed tracking information for a product's location.
Tracking industry products through the supply chain can be especially helpful for operators to track and manage product
recalls more efficiently.

Revenue
Volatility

The level of volatility is    Very High

  The Athletic and Sporting Goods Manufacturing industry in Canada has a high
level of revenue volatility.

For example, industry revenue declined 21.8% in 2020, after an increase of 26.2% in 2019. Demand for domestic sporting
goods is reliant on the number of consumers that participate in sports and the ability of Canadian operators to compete on
the basis of price with overseas manufacturers, such as China. International manufacturers have shown signs of success
with downstream markets providing low-cost industry products that have led to declines in industry revenue in certain years.
At the same time, industry operators have invested in research and development, which has reduced revenue volatility to a
degree. By investing in innovation, such as products that have high functionality and designs that enhance sporting players'
performance, manufacturers have ensured that high-quality, durable products develop a market niche among consumers,
which has lowered revenue volatility.

Regulation &
Policy

The level of regulation is    Medium and the trend is Steady

Companies in the Athletic and Sporting Goods Manufacturing industry in
Canada are subject to national and provincial environmental and health and
safety laws and regulations that impose workplace standards and limitations
on the discharge of pollutants into the environment.

Facilities within this industry are subject to extensive environmental legislation and regulations affecting the discharge of
waste. Companies within this industry group are required to comply with environmental laws and regulations, such as the
Canadian Environmental Protection Act. Companies are also subject to occupational health and safety, wage, overtime and
other employment laws. Since Ontario represents the highest concentration of industry locations and the Government of
Canada has released the Fair Workplaces, Better Jobs Act, 2017, this has added more pressure to operators. The act
raised the minimum wage from $11.60 per hour to $14.00 per hour on January 1, 2018, with a previous increase earlier in
the reporting period. Additional regulations include the handling, emission and disposal of various substances and wastes.
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The industry abides by regulations established by several national associations for the respective sport. For example, new
golf club and golf ball products generally abide by the standards established by the United States Golf Association (USGA)
and the Royal and Ancient Golf Club of St. Andrews (R&A), as golfers within their respective jurisdictions generally follow
these standards. In addition, the USGA's rules are generally followed in Canada, the United States and Mexico, as the R&A
rules are generally followed in most other countries across the world.

Industry
Assistance

The level of industry assistance is    Low and the trend is Steady

Operators in the Athletic and Sporting Goods Manufacturing industry in
Canada receive assistance from a range of associations.

Canadian Manufacturers and Exporters is an industry association that enhances the competitiveness for manufacturers and
increases understanding among policymakers, the media and the general public about the importance of manufacturing to
North America's economic strength. The National Sporting Goods Association is another association in the industry.
Founded in 1929, the association provides industry news, research and information regarding new products to
manufacturers, wholesalers and retailers of sporting goods in Canada and the United States.

Additionally, the Canadian Institutes of Health Research's (CIHR) efforts to fight rising obesity rates, particularly in children,
aid the industry by stimulating demand. For example, CIHR's initiative includes the Children's Fitness Tax Credit, which lets
parents claim up to a $500.00 tax exemption from fees for enrolling a child under the age of 16 in a physical activity
program. In addition, the Eat Well and Be Active Educational Toolkit, a joint project between the Public Health Agency of
Canada and Health Canada promotes, among other healthy activities, regular physical activities. The pressure from
government health agencies to stay physically active will increase over the next five years as obesity rates continue to rise.
The increase in government programs that encourage exercising is expected to increase the need for consumers to buy
sporting and athletic goods. Therefore, these programs are expected to boost revenue for manufacturers of those goods.

Due to the spread of COVID-19 (coronavirus), the Canadian Government instituted a variety of assistance programs that
some industry operators may have qualified for in 2020. For example, the Canada Emergency Wage Subsidy covered a
portion of an employee's wages for eligible employers that were negatively affected by the coronavirus pandemic.
Additionally, operators were able to take advantage of tax deferrals and improved access to credit and loans to remain
liquid. The Canada Emergency Business Account also provided interest-free loans to small businesses of up to $40,000.
Large operators were able to apply for bridge financing through the Large Employer Emergency Financing Facility.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Consumer

spending ($b)
2012 1,147 280 628 620 4,797 286 1,652 226 2,512 1,024
2013 1,343 338 664 628 6,422 269 1,760 287 2,834 1,051
2014 1,529 452 647 638 8,598 293 1,940 370 3,176 1,078
2015 1,679 432 653 633 8,648 355 2,148 369 3,472 1,103
2016 1,457 404 658 638 6,103 372 2,040 303 3,125 1,126
2017 1,243 348 657 640 6,583 347 2,159 306 3,055 1,167
2018 1,494 307 641 632 5,469 350 2,169 275 3,313 1,197
2019 1,885 399 627 617 6,132 383 2,264 319 3,766 1,217
2020 1,474 288 572 569 5,296 378 2,348 270 3,444 1,143
2021 1,555 324 578 573 5,474 391 2,665 280 3,829 1,199
2022 1,632 332 584 577 5,591 412 2,758 288 3,978 1,254
2023 1,673 337 585 577 5,621 423 2,808 291 4,058 1,284
2024 1,702 341 583 575 5,669 431 2,843 294 4,114 1,306
2025 1,729 344 581 572 5,700 438 2,874 296 4,164 1,328
2026 1,755 348 580 570 5,758 445 2,902 299 4,212 1,350

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)
Consumer

spending (%)
2012 3.53 12.0 -3.09 -1.90 -2.62 -12.4 1.38 1.03 4.24 1.89
2013 17.1 20.9 5.73 1.29 33.9 -6.05 6.58 27.1 12.8 2.62
2014 13.9 33.6 -2.57 1.59 33.9 8.73 10.2 29.0 12.1 2.57
2015 9.82 -4.52 0.92 -0.79 0.58 21.4 10.7 -0.36 9.32 2.31
2016 -13.2 -6.51 0.76 0.78 -29.4 4.72 -5.05 -17.9 -10.0 2.10
2017 -14.7 -13.8 -0.16 0.31 7.86 -6.64 5.86 1.02 -2.23 3.67
2018 20.2 -11.9 -2.44 -1.25 -16.9 0.71 0.44 -9.95 8.44 2.53
2019 26.2 30.1 -2.19 -2.38 12.1 9.34 4.36 15.9 13.7 1.65
2020 -21.8 -27.9 -8.78 -7.78 -13.6 -1.18 3.73 -15.3 -8.55 -6.08
2021 5.52 12.6 1.04 0.70 3.36 3.35 13.5 3.77 11.2 4.88
2022 4.93 2.56 1.03 0.69 2.13 5.34 3.48 2.71 3.89 4.62
2023 2.49 1.38 0.17 0.00 0.53 2.67 1.82 0.90 2.01 2.37
2024 1.73 1.27 -0.35 -0.35 0.85 1.89 1.24 1.06 1.38 1.74
2025 1.57 0.93 -0.35 -0.53 0.54 1.69 1.07 0.74 1.22 1.66
2026 1.50 1.16 -0.18 -0.35 1.01 1.64 0.99 1.11 1.14 1.63

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

Employees per
estab.
(Units) Average Wage  ($)

2012 24.4 65.8 25.0 239 19.7 7.64 47,009
2013 25.2 62.1 20.0 209 21.4 9.67 44,643
2014 29.6 61.1 19.1 178 24.2 13.3 43,022
2015 25.7 61.9 21.2 194 22.0 13.2 42,623
2016 27.7 65.3 25.5 239 20.8 9.28 49,566
2017 28.0 70.7 27.9 189 24.6 10.0 46,423
2018 20.5 65.5 23.4 273 18.4 8.53 50,320
2019 21.2 60.1 20.3 307 16.9 9.78 52,006
2020 19.5 68.2 25.6 278 18.3 9.26 51,020
2021 20.8 69.6 25.1 284 18.0 9.47 51,224
2022 20.4 69.3 25.2 292 17.6 9.57 51,511
2023 20.1 69.2 25.3 298 17.4 9.61 51,699
2024 20.0 69.1 25.3 300 17.3 9.72 51,808
2025 19.9 69.0 25.3 303 17.1 9.81 51,912
2026 19.8 68.9 25.4 305 17.1 9.93 51,962

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Sports & Fitness Industry Association
http://www.sfia.org

National Sporting Goods Association
http://www.nsga.org

Canadian Sporting Goods Association
http://www.csga.ca

Sporting Goods Intelligence
http://www.sginews.com

Canadian Society of Exercise Physiology
http://www.csep.ca

Statistics Canada
http://www.statcan.gc.ca

Industry Jargon BABY BOOMERS
Consumers born between 1946 and 1964.

EAT WELL AND BE ACTIVE EDUCATIONAL TOOLKIT
A joint project between the Public Health Agency of Canada and Health Canada that promotes, among other healthy
activities, regular physical activities.

SPORTS PARTICIPATION RATES
Number of consumers participating in regular physical activity as a share of the total population.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it is easy for
new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on labour.
IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital intensity is more than
$0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the current year (i.e.
year published) as the base year. This removes the impact of changes in the purchasing power of the dollar, leaving
only the "real" growth or decline in industry metrics. The inflation adjustments in IBISWorld’s reports are made using
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived by adding
imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners, managers
and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one or more
establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.

EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.

IMPORTS
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Total value of industry goods and services brought in from foreign countries to be sold in Canada.

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
than 40%.

INDUSTRY REVENUE
The total sales of industry goods and services (exclusive of excise and sales tax); subsidies on production; all other
operating income from outside the firm (such as commission income, repair and service income, and rent, leasing
and hiring income); and capital work done by rental or lease. Receipts from interest royalties, dividends and the sale
of fixed tangible assets are excluded.

INDUSTRY VALUE ADDED
The market value of goods and services produced by the industry minus the cost of goods and services used in
production. IVA is also described as the industry's contribution to GDP, or profit plus wages and depreciation.

INTERNATIONAL TRADE
The level of international trade is determined by ratios of exports to revenue and imports to domestic demand. For
exports/revenue: low is less than 5%; medium is 5% to 20%; and high is more than 20%. Imports/domestic demand:
low is less than 5%; medium is 5% to 35%; and high is more than 35%.

LIFE CYCLE
All industries go through periods of growth, maturity and decline. IBISWorld determines an industry's life cycle by
considering its growth rate (measured by IVA) compared with GDP; the growth rate of the number of establishments;
the amount of change the industry's products are undergoing; the rate of technological change; and the level of
customer acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT
Businesses with no paid employment or payroll, also known as nonemployers. These are mostly set up by self-
employed individuals.

PROFIT
IBISWorld uses earnings before interest and tax (EBIT) as an indicator of a company’s profitability. It is calculated as
revenue minus expenses, excluding interest and tax.

REGIONS
Prairies | AB, SK, MB
Atlantic | NB, NS, PE, NL
Territories | YT, NT, NU

VOLATILITY
The level of volatility is determined by averaging the absolute change in revenue in each of the past five years.
Volatility levels: very high is more than ±20%; high volatility is ±10% to ±20%; moderate volatility is ±3% to ±10%;
and low volatility is less than ±3%.

WAGES
The gross total wages and salaries of all employees in the industry.



IBISWorld helps you find the industry
information you need – fast.

With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person
with regard to the completeness or accuracy of the data or information contained herein, and it accepts no
responsibility and disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage
whatsoever suffered or incurred by any other person resulting from the use of, or reliance upon, the data or
information contained herein. Copyright in this publication is owned by IBISWorld Inc. The publication is sold on
the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers own
purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports,
or opinions prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.

Copyright 2021 IBISWorld Inc.


	 
	 
	Contents

	COVID-19 (Coronavirus) Impact Update
	About IBISWorld


	About This Industry
	Industry Definition
	Major Players
	Main Activities
	The primary activities of this industry are:
	The major products and services in this industry are:

	Supply Chain
	SIMILAR INDUSTRIES
	RELATED INTERNATIONAL INDUSTRIES


	Industry at a Glance
	Executive Summary

	Industry Performance
	Key External Drivers
	Demand from sporting goods stores
	Canadian effective exchange rate index
	Total imports
	World price of crude oil

	Current Performance

	Industry Outlook
	Outlook
	Industry Life Cycle

	Products & Markets
	Supply Chain
	Products & Services
	Demand Determinants
	Major Markets
	International Trade
	Business Locations

	Competitive Landscape
	Market Share Concentration
	Key Success Factors
	Cost Structure Benchmarks
	Basis of Competition
	Barriers to Entry
	Industry Globalization

	Major Companies
	 
	There are no major players in this industry

	Other Companies
	Northern Lights Fitness Equipment
	Vista Outdoor Inc.
	Forum Athletic Products Inc.
	Sport Systems Canada Inc.


	Operating Conditions
	Capital Intensity
	Technology & Systems
	Revenue Volatility
	Regulation & Policy
	Industry Assistance

	Key Statistics
	Industry Data
	Annual Change
	Key Ratios

	Additional Resources
	Additional Resources
	Industry Jargon
	Glossary


