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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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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 for the Sporting Goods Wholesaling industry in Canada is expected to
decrease in 2020 due to the ongoing COVID-19 (coronavirus) pandemic. For more
detail, please see the Current Performance chapter.

· Revenue is projected to be particularly volatile in 2020 due to the coronavirus
pandemic. For more detail, please see the Revenue Volatility chapter.

· Industry profit is projected to decrease in 2020 due to the industry's more difficult
operating conditions in light of the coronavirus outbreak. For more detail, please
see the Cost Structure Benchmarks chapter.

Note: The content in this report is currently being updated to reflect the trends
outlined above.
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About This Industry
Industry Definition The Sporting Goods Wholesaling industry in Canada wholesales a range of sporting

and recreational goods and accessories, such as billiards equipment; pool supplies;
sporting firearms and ammunition; and marine craft and equipment. This industry
does not include wholesalers of athletic apparel and footwear, automobiles, other
motor vehicles or transportation equipment.

Major Players There are no major players in this industry

Main Activities The primary activities of this industry:

Baseball, bowling, football, golf, hockey and tennis equipment wholesaling

Bicycle (except motorized) and go-cart wholesaling

Camping and fishing equipment wholesaling

Fitness equipment wholesaling

Guns, firearm, ammunition and hunting equipment wholesaling

Boat, boating and marine equipment wholesaling

Skiing equipment wholesaling

Swimming pool, hot tub and supply wholesaling

Playground equipment and supply wholesaling

The major products and services in this industry:

Exercise and fitness equipment

Golf equipment and accessories

Other sporting goods

Ski and snowboard equipment

Hockey, baseball and other equipment

Hunting, fishing and camping equipment

Bicycles and biking equipment

Sporting Goods Wholesaling in Canada 41447CA December 2020

5 IBISWorld.com



Supply Chain
 

 

SIMILAR INDUSTRIES

Athletic & Sporting Goods
Manufacturing in Canada

Footwear Wholesaling in
Canada

Sporting Goods Stores in
Canada

E-Commerce & Online
Auctions in Canada

RELATED INTERNATIONAL INDUSTRIES

Sporting Goods Wholesaling
in the US

Toy and Sporting Goods
Wholesaling in Australia

Sporting Goods Wholesaling
in China

Toy and Sporting Goods
Wholesaling in New Zealand
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Industry at a Glance
Key Statistics

$3.1bn
Revenue

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-4.0% 4.8%

$55.6m
Profit

Annual Growth  Annual Growth

2015-2020  2015-2025

-26.6%

1.8%
Profit Margin

Annual Growth  Annual Growth

2015-2020  2015-2025

-5.1%

880
Businesses

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-4.3% -0.1%

4,673
Employment

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-5.0% 2.5%

$252.0m
Wages

Annual Growth Annual Growth Annual Growth

2015-2020 2020-2025 2015-2025

-4.3% 2.9%

Key External Drivers % = 2015-2020 Annual Growth

-2.7%
Demand from sporting goods stores

4.1%
Demand from gym, health and fitness clubs

1.5%
Per capita disposable income

0.6%
Leisure time

N/A
External competition for the Sporting Goods
Stores industry

Industry Structure

POSITIVE IMPACT

Capital Intensity
Low

Concentration
Low

Regulation
Light

Globalization
Low

MIXED IMPACT

Life Cycle
Mature

Revenue Volatility
Medium

Technology Change
Medium

Barriers to Entry
Medium

NEGATIVE IMPACT

Industry Assistance
None

Competition
High

Key Trends

 The industry has consolidated over the past five years

 The sports participation rate is inextricably tied to industry
revenue growth

 Customization has spurred consumer demand for
specialized sporting goods

 The industry's largest downstream markets will be
dominated by large-scale chain retailers

 The trend of customization will shape retailer demand for
wholesale sporting goods

 Consolidation activity is expected to continue over the next
five years

 The industry has grappled with competition for leisure time
among consumers to allocate toward sports and other
recreational activities
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Products & Services Segmentation

Exercise and fitness
equipment

7.4%

Golf equipment and
accessories

5.5%

Other sporting goods

13.8%

Ski and snowboard
equipment

4.2%

Hockey, baseball and other
equipment

10.1%

Hunting, fishing and
camping equipment

40.6%

Sporting Goods Wholesaling
Source: IBISWorld

Major Players % = share of industry revenue SWOT

STRENGTHS

Low Imports
Low Customer Class Concentration
Low Product/Service Concentration
Low Capital Requirements

WEAKNESSES

None & Steady Level of Assistance
High Competition
Low Profit vs. Sector Average
Low Revenue per Employee

OPPORTUNITIES

High Revenue Growth (2020-2025)
External competition for the Sporting
Goods Stores industry

THREATS

Low Revenue Growth (2005-2020)
Low Revenue Growth (2015-2020)
Low Outlier Growth
Low Performance Drivers
Per capita disposable income
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Executive
Summary

The Sporting Goods Wholesaling industry in Canada wholesales a
range of sporting and recreational goods and accessories, such as
billiards equipment; pool supplies; sporting firearms and
ammunition; and marine craft and equipment.

Over the five years to 2020, the industry has grappled with competition for leisure
time among consumers to allocate toward sports and other recreational activities.
This trend, which has constrained demand for sporting goods, was further
exacerbated by significant changes in the industry's downstream markets over the
five years to 2020. For example, the emergence of more chain sporting goods
retailers has enabled this downstream market to negotiate low-cost sporting goods
prices from wholesalers, dampening industry revenue growth. Moreover, as many
sporting goods retailers have used inventory tools that measure customer
demographics and inventory turnover, they have purchased small volumes of high-
turnover sporting goods from wholesalers rather than bulk purchases.

In addition, the COVID-19 (coronavirus) pandemic is expected to further decrease
the industry's revenue prospects over the current year as a result of upstream and
downstream supply chain disruptions to wholesalers' typical range of operations.
Accordingly, industry revenue is expected by IBISWorld to decrease an annualized
4.0% to $3.1 billion over the five years to 2020, including a decline of 16.0% in 2020
alone. Despite cost savings related to consolidation, industry profit, measured as
earnings before interest and taxes, is expected to fall to 1.8% of revenue in 2020
due to the coronavirus pandemic and robust price-based competition, which has
limited the extent to which wholesalers can markup product pricing.

Over the five years to 2025, industry revenue is expected to return to growth as the
economy recovers. A more health-conscious consumer base and higher
participation in fitness will likely spur demand. In addition, higher consumer
spending levels over the next five years will likely result in increased numbers of
consumers choosing to use their discretionary incomes to purchase industry-
relevant sporting goods equipment to be used for exercise. However, demand for
industry services from large, national retailers will fall further as these retailers
continue to buy directly from manufacturers. Over the five years to 2025, industry
revenue is forecast to grow an annualized 4.8% to $3.9 billion.
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Industry Performance
 

 

Key External
Drivers

Per capita disposable income
As per capita disposable income increases, consumers are more willing to invest in
or upgrade sporting goods and equipment used in their leisure time. Per capita
disposable income is expected to increase in 2020, representing a potential
opportunity for the industry.

Demand from sporting goods stores
Total growth in sports participation will affect the likelihood of consumers
purchasing their own sporting equipment, such as exercise bicycles, at sporting
goods stores, which are often supplied by the Sporting Goods Wholesaling industry.
Demand from sporting goods stores is expected to decline in 2020.

Demand from gym, health and fitness clubs
Growth in the number of health and fitness clubs increases demand for fitness
equipment, such as treadmills and exercise bicycles, benefiting sporting goods
wholesalers. An increase in the number of health and fitness clubs is also
influenced by the overall rate of sports participation, as well as fluctuations in
consumer incomes, making gym memberships an affordable option for fitness-
conscious consumers. Demand from gym, health and fitness clubs is expected to
decrease in 2020.
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Leisure time
As individuals have more leisure time, they can allocate more time toward sports
and other recreational activities. As a result, consumer demand for sporting goods
rises, which increases demand for wholesale sporting goods from downstream
markets, such as sporting goods stores. Leisure time is expected to increase in
2020.

External competition for the Sporting Goods Stores industry
Rising external competition for the Canadian Sporting Goods Stores industry can be
partly attributed to the increasing prevalence of online retailers that offer sporting
goods. External competition for the Sporting Goods Stores industry is expected to
increase in 2020, posing a potential threat to the industry.

 

 

Current
Performance

Over the five years to 2020, the Sporting Goods Wholesaling
industry in Canada has contended with a changing retail landscape,
which steadily shifted toward chain sporting goods retailers.

As a result, sporting goods wholesalers have grappled with competition from chain
sporting goods stores. Since chain stores maintain the capacity to secure low-cost
sporting goods contracts, industry revenue growth suffered slightly early in the
period. Further exacerbating this trend, retailers have consolidated and many US-
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owned chain retailers have entered the marketplace, enabling more downstream
markets to negotiate low costs for wholesale sporting goods.

Moreover, the COVID-19 (coronavirus) pandemic is projected to further compound
the aforementioned negative trends, as supply chain disruptions at the upstream
manufacturing level both within Canada and globally, in addition to weakened
downstream retail sales, all as a result of the pandemic, have disrupted operations
for industry wholesalers on both ends of the supply chain. To this end, industry
revenue is expected to decrease at an annualized rate of 4.0% to $3.1 billion over
the five years to 2020. This includes an anticipated revenue decline of 16.0% in
2020 alone, largely due to declining retail sales and consumer confidence levels,
which are projected to fall 6.1% and 27.2% over the year, respectively. Similarly,
industry profit, measured as earnings before interest and taxes, is expected to
account for 1.8% of revenue in 2020, down from 6.9% in 2015 as operators contend
with mounting competition amid a period of decreased operating revenue in
relation to the coronavirus pandemic.

Industry landscape

The sports participation rate is inextricably tied to industry revenue
growth.

According to a 2010 report by Canadian Heritage's Sport Participation (latest data
available), while the percentage of adult sports participants has declined, the
volume of active adult Canadians has still risen. Moreover, according to data from
the Canadian Fitness and Lifestyle Research Institute (latest data available), an
estimated 75.0% of children and youth aged between five and 17 participate in a
sport. Although consumer leisure time has increased, when coupled with the
burgeoning elderly population being less likely than younger demographics to
participate in sports, demand for sporting goods has been limited during the five-
year period. In response, many sporting goods retailers have attempted to attract
budget-conscious consumers with low-cost sporting goods. Bowing to this trend,
many sporting goods wholesalers have focused on securing favourable sporting
goods prices from globally based manufacturers.

Additionally, some municipalities and territories have implemented incentives that
promote physical activity, slightly buoying industry revenue during the majority of
the period. For example, Nova Scotia's Healthy Living Tax Credit, which enables
households to secure tax credits for enrolling children aged 17 and younger in
organized sports or other recreational sports, has stimulated consumer demand for
sporting goods. Other programs include the federal government's Children's Fitness
Tax Credit, which subsidizes the cost of physical activity programs via tax credits
for households. Overall, many municipalities and territories have aimed to
incentivize physical activity to lower healthcare costs, with sedentary lifestyles
putting an increased strain on the Canadian healthcare system.

Downstream market trends

Downstream markets, most notably the Sporting Goods Stores
industry in Canada (IBISWorld report 45111CA), have better
leverage regarding their point-of-sale data to examine consumer
trends, purchase decision making and product turnover.
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In response, sporting goods wholesalers have become increasingly pressured to
provide low-cost products with quick turnaround. As a result, sporting goods
wholesalers that have extensive distribution networks and provide strong customer
service for both downstream markets and manufacturers have fared well. In
response to the ongoing inundation of online retailers, which has involved upstream
manufacturers directly selling products to downstream consumers in a process
known as disintermediation, many wholesalers have consolidated. As a result, over
the five years to 2020, the number of industry enterprises is expected to decline at
an annualized rate of 4.3% to 880 companies. Although the industry has
consolidated, many wholesalers have responded to competition by using their
online ordering systems to facilitate customer relations and streamline distribution
networks.

Other trends, particularly customization, have spurred consumer demand for
specialized sporting goods, such as sporting equipment tailored to customers'
performance abilities, which has poised wholesalers that were able to provide a
quick turnaround for these products favourably. Due to this trend, sporting goods
wholesalers, compared with e-tailers and global manufacturers directly selling their
product to retailers, have had an advantage related to being able to quickly provide
sporting goods in response to fluctuations in consumer preferences for particular
sporting activities. Over the five years to 2020, the number of employees is
anticipated to decrease at an annualized rate of 5.0% to 4,673 workers. While many
wholesalers have required a larger workforce to expand their product portfolio,
include more sporting options and become a one-stop shop for chain sporting
goods retailers, this trend was offset by consolidation and streamlining operations.

Historical Performance Data
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Leisure

time
($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m) (hours per

day per
capita)

2011 3,594 706 1,254 1,212 7,622 N/A N/A 387 N/A 5.75
2012 3,329 603 1,208 1,169 5,913 N/A N/A 305 N/A 5.75
2013 3,565 661 1,172 1,134 6,376 N/A N/A 305 N/A 5.74
2014 3,586 604 1,175 1,138 6,336 N/A N/A 309 N/A 5.76
2015 3,784 606 1,129 1,094 6,025 N/A N/A 314 N/A 5.75
2016 3,428 622 1,086 1,054 5,677 N/A N/A 310 N/A 5.77
2017 3,595 343 1,069 1,036 5,495 N/A N/A 307 N/A 5.75
2018 3,640 750 1,046 1,014 5,219 N/A N/A 287 N/A 5.75
2019 3,677 771 982 952 5,283 N/A N/A 288 N/A 5.74
2020 3,087 333 902 880 4,673 N/A N/A 252 N/A 5.93
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Industry Outlook
Outlook Over the five years to 2025, the Sporting Goods Wholesaling

industry in Canada will likely benefit from favourable trade policies
that aim to increase sports participation rates.

For example, Canada's Economic
Action Plan, enacted prior to the five
years to 2020, implemented $76.0
million with respect to tariff relief on
sports and athletic equipment,
enabling the industry's wholesalers
to secure low-cost industry products
from globally based manufacturers.
Further, many municipalities and
territories will likely implement
incentives for individuals to
participate in sports to cut growing
healthcare costs related to more
Canadians having sedentary
lifestyles, thus spurring consumer
demand for sporting goods as the
Canadian economy moves farther
away from the worst effects of the
COVID-19 (coronavirus) pandemic.

As a result, downstream markets such as the Sporting Goods Stores industry
(IBISWorld report 45111CA) will likely demand more wholesale sporting goods to
stock their retail shelves, thereby bolstering revenue. Over the five years to 2025,
industry revenue is forecast to grow an annualized 4.8% to $3.9 billion. Industry
profit, measured as earnings before interest and taxes, is also expected to rise,
increasing from 1.8% of revenue in 2020 to 8.5% in 2025 due to rising consumer
spending spurring demand for high-cost sporting equipment. This trend will, in turn,
compel sporting goods stores to purchase more specialized industry products from
wholesalers, such as golf clubs tailored to varying skill levels and measurements.

Industry landscape

Over the five years to 2025, the industry's largest downstream
markets, composed of sporting goods stores as well as other
retailers, will be increasingly dominated by large-scale chain
retailers.

For example, many US-based chain retailers are expanding their presence in
Canada. As a result, these retailers will be able to negotiate concessions, such as a
quick product turnover for distribution, which will add to distribution costs for
wholesalers. Due to this trend, wholesalers that develop a reputation for on-time
product deliveries and the provision of strong customer service at both the
manufacturer and retailer levels will find success. In particular, to attract retailers
requiring small inventory volumes, many wholesalers will increasingly offer
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contracts with small quantities of sporting goods, or enable retailers to customize
their orders on a month-by-month basis.

Additionally, the growing trend of customization will likely shape retailer demand for
wholesale sporting goods. For example, wholesalers that can secure sporting
goods integrated with technology, such as heart rate monitors, will fare well over
the next five years. Other products, such as personalized golf balls or equipment
bearing particular sports teams' colours, will likely characterize wholesalers'
product mixes. As the competitiveness of the retail sector increases, underscored
by rising retail sales over the next five years, many retailers will work with
wholesalers that can provide quicker product turnovers, such as same-day delivery.
While many retailers will vertically integrate their operations by including
manufacturing in their range of operations, which will lower or eliminate demand for
wholesalers, this trend will be slightly mitigated by few retailers having the ability to
invest in extensive distribution networks and still remain profitable.

Downstream market trends

Over the five years to 2025, many wholesalers will form
partnerships with manufacturers to streamline their operational
costs.

For example, many wholesalers will share technologies such as cloud-based
integration that enables wholesalers to streamline logistics with both distributors
and manufacturing partners. Other technologies, such as devices that enable
sporting goods wholesalers to track supplier performance in terms of product cost,
quality and product turnover, will become integral to poise wholesalers favourably in
securing partnerships with manufacturers.

Consolidation activity is expected to continue over the next five years, as demand
for industry products encourages industry entrance. Overall, the number of industry
enterprises is projected to decrease at an annualized rate of 0.1% to 876
companies over the five years to 2025. Many of the operators exiting the market will
likely be small-scale companies that cannot afford to lower their prices to compete
with major players, though the industry will continue to be dominated by
nonemployers and employing entities that operate primarily on a regional or local
basis. However, employment will likely expand faster as existing companies benefit
from economies of scale and increasingly hire more workers. Consequently,
industry employment is anticipated to increase at an annualized rate of 2.5% to
5,278 employees over the five years to 2025.

Performance Outlook Data
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Leisure

time
($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m) (hours per

day per
capita)

2020 3,087 333 902 880 4,673 N/A N/A 252 N/A 5.93
2021 3,398 570 919 891 4,933 N/A N/A 268 N/A 5.79
2022 3,599 604 922 891 5,077 N/A N/A 278 N/A 5.78
2023 3,733 628 920 887 5,165 N/A N/A 284 N/A 5.76
2024 3,829 645 917 882 5,229 N/A N/A 288 N/A 5.74
2025 3,902 657 912 876 5,278 N/A N/A 291 N/A 5.73
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Industry Life Cycle The life cycle stage of this industry is  Mature

LIFE CYCLE REASONS

Canadian GDP is growing at a faster rate than IVA

Industry products are perceived to be standardized, as most consumers already have

industry products

Manufacturers selling products directly to consumers is cutting into growth

 

 

The Sporting Goods Wholesaling industry in Canada is currently in the mature
phase of its economic life cycle. Industry value added (IVA), which measures an
industry's contribution to the overall economy, is expected to increase at an
annualized rate of 0.8% over the 10 years to 2025. Comparatively, Canadian GDP is
anticipated to grow at an annualized rate of 1.8% during the same 10-year period.
Typically, an industry whose IVA is lower than the growth rate of the economy in
aggregate reflects that the industry generates a decreasing share of total economic
output. However, much of this decline can be attributed to the COVID-19
(coronavirus) pandemic, in addition to another year of the reporting period in which
IVA for the industry was unusually low, rather than reflecting a long-running trend of
notable and sustained revenue declines. Moreover, the industry still receives
demand from a reliable customer base. The industry is in the mature life cycle
stage due to many consumers already having sporting goods. Furthermore, the
inundation of online retailers, which involves many manufacturers selling their
products directly to consumers, has cut into demand for wholesale sporting goods,
limiting the industry's growth potential.
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Further exacerbating this trend, many downstream markets for industry products,
such as retailers, have moved toward large-scale chain operations, ultimately
enabling more retailers to secure low-cost sporting goods from the industry's
wholesalers. In response, the industry has increasingly consolidated, with
consolidation activity typically indicative of an industry in maturity. Nonetheless,
certain initiatives such as the Canadian government's Economic Action Plan,
enacted prior to the current period, have benefited the industry by eliminating tariffs
on sporting goods and enabling wholesalers to secure low-cost industry products
from globally based manufacturers. However, this trend will likely be mitigated in
the long run by the Canadian government expecting wholesalers to pass on cost
savings to consumers in the form of lower final product prices for sporting goods.
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Products and Markets
Supply Chain KEY BUYING INDUSTRIES

1st Tier
Golf Courses & Country Clubs in Canada

Warehouse Clubs & Supercentres in
Canada

Spectator Sports in Canada

Sporting Goods Stores in Canada

Department Stores in Canada

Gym, Health & Fitness Clubs in Canada

2nd Tier
Consumers in Canada

KEY SELLING INDUSTRIES

1st Tier
Athletic & Sporting Goods Manufacturing
in Canada

2nd Tier
Leather and Hide Tanning and Finishing In
Canada

Plastic Pipe & Parts Manufacturing in
Canada

Rubber Product Manufacturing in Canada

Products and
Services
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According to data from the Canadian Fitness and Lifestyle Research
Institute's (CFLRI) 2016-2018 Physical Activity Monitor study (latest
data available), 46.0% of Canadians aged between 18 and 24
regularly participated in a sport, followed by Canadian individuals
aged between 20 and 24 (28.0%), individuals aged between 25 and
44 (20.0%), individuals aged between 45 and 64 (23.0%) and
individuals 65 and older (13.0%). In particular, while Canadians
participate in a multitude of sports, many regularly participate in
golf, ice hockey, soccer and swimming.

Hunting, fishing and camping equipment

Hunting, fishing and camping equipment account for the largest
share of the products sold by the Sporting Goods Wholesaling
industry in Canada, at an estimated 40.6% of revenue in 2020.

Many hunters may participate in other activities, such as fishing and wildlife
watching. Due to this trend, this market segment has increased over the five years
to 2020 in line with strong consumer demand for hunting equipment and related
sporting goods. Moreover, while the COVID-19 (coronavirus) pandemic is projected
to decrease the share of revenue held by certain product segments over the current
year, when it comes to contact sports in particular, hunting, fishing and camping are
all activities that lend themselves well to social distancing, enabling the continued
growth of this market segment despite the ongoing pandemic.

Hockey, baseball and other equipment

This product segment mainly includes equipment for hockey,
baseball, football, soccer, volleyball and basketball.

According to data from the CFLRI, consumer sports participation in hockey has
declined over the five years to 2020. Moreover, this segment as a whole is projected
to decrease compared with 2015 levels as a result of the coronavirus pandemic due
to the physical contact that occurs when playing hockey, baseball and other sports
in this category. In 2020, hockey, baseball and other equipment are expected to
make up 10.1% of industry revenue.

Exercise and fitness equipment

Exercising is the second-most popular leisure activity that
Canadians participate in on a daily basis.

In 2020, exercise and fitness equipment account for an estimated 7.4% of industry
revenue. This product segment is projected to have expanded over the five years to
2020 due to consumer demand for general exercise equipment, which includes
yoga-related products, weight lifting equipment and other products, having steadily
increased over the past five years. Plus, individuals and households adhering to
social distancing measures to slow the spread of coronavirus will likely look for
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new ways to continue staying active while staying at home, resulting in an increase
in demand for at-home exercise and fitness equipment in particular and helping to
grow this product segment during the period.

Other sporting goods

Other sporting goods account for an estimated 13.8% of total
revenue in 2020.

In addition to that, bicycles and biking equipment comprise an estimated 18.4% of
total revenue, followed by ski and snowboard equipment, comprising an estimated
4.2% and golf equipment and accessories comprising an estimated 5.5% of
revenue. Although these segments have generally remained stable as a share of
revenue during the period, demand for bicycles is expected to expand due to the
coronavirus pandemic as individuals embrace alternate modes of transportation.

Demand
Determinants

Demand for the Sporting Goods Wholesaling industry in Canada is
driven by consumer spending, consumer preferences for various
types of sporting activities, and overall participation in sports.

Consumer preferences are influenced by a range of factors including endorsements
of specific sporting goods by popular athletes, which may contribute to a rise in the
popularity of a particular sport, or growing consumer awareness about the
importance of regular exercise.

Wholesale demand for sporting and recreational equipment is largely driven by
trends at the retail level. Consumers' discretionary income ultimately determines
the quality, quantity and frequency of sporting goods purchased. The sports
participation rate, which measures the percentage of people who participate in
sports or recreational exercise daily, also determines demand for sporting goods. If
the sports participation rate rises, demand for sporting goods rises as well. Further,
rising disposable income leads to greater participation in niche sports, such as
cycling, fencing and various fitness regimens, which require the purchase of
expensive equipment.

The growth and age of the population also affects demand for sporting goods.
Population demographics influence the type of sporting activity undertaken by
consumers and the type of equipment they require. For example, younger
consumers, such as adolescents and teenagers, commonly demand bicycles,
whereas older demographics prefer golfing and bowling equipment. Furthermore,
leisure time determines demand for sporting goods. Seasonal factors will also
affect demand for products in this industry. For example, weather conditions, such
as precipitation and heat, determine if certain outdoor sports can be played. More
periods of favourable weather conditions, such as longer summers, tend to
encourage more outdoor activities, which increases demand for sporting goods.
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Major Markets

Sporting goods and hobby stores

Over much of the five years to 2020, demand for the products sold by the Canadian
Sporting Goods Wholesaling industry has steadily increased in line with more
health-conscious consumers purchasing industry-relevant sporting goods. At the
same time, sporting goods stores have contended with limited amount of available
commercial space for their retail development in traditional retail urban spaces. For
example, many Canadian municipalities have lowered the number of large regional
shopping centres being built, instead allocating the space for industrial as well as
office spaces. In response, many downstream sporting goods stores have either
renovated or have added additional floors to attract customers, which has assisted
in preserving demand for wholesale sporting goods from this market segment
leading up to the current year. However, the COVID-19 (coronavirus) pandemic,
which is ongoing as of the time of this writing, has caused this segment to
decrease as a share of total industry revenue over the five years to 2020 overall, as
demand from downstream sporting goods and hobby stores has shrunk in light of
Canadians adhering to social distancing guidelines and simultaneously scaling
back on all unnecessary expenditures due to the negative effects of the coronavirus
on the economy. In 2020, this segment is projected to comprise 45.7% of revenue.

General merchandise retailers

In 2020, general merchandise retailers are expected to account for 35.2% of
industry revenue. This market segment includes department retailers and other
retailers that sell general merchandise, including sporting goods. Over the five years
to 2020, many US-owned general merchandise retailers have expanded into Canada,
which has stimulated demand for sporting goods from wholesalers. To attract
budget-conscious consumers, many discount retailers and other outlets have
purchased low-cost wholesale sporting goods, particularly sporting goods imported
from globally based manufacturers. Over the five years to 2020, this market
segment has steadily grown.

Other store retailers

In 2020, other store retailers, such as health and personal care stores, food and
beverage stores and electronics and appliance stores, make up a combined 12.8%
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of total revenue, with this segment also projected to decrease in 2020 in aggregate
as a result of the coronavirus pandemic. Over many of the five years to 2020, many
sports enthusiasts have visited pro shops and other store retailers, excluding
sporting goods, hobby and general merchandise stores, to purchase industry-
relevant sporting goods. For example, electronics and appliance stores may
purchase industry goods such as fitness monitoring equipment. Similarly, health
and personal care stores might purchase industry products to complement their
selection of vitamins and other products that promote an all-around healthy
lifestyle.

Other

The other category makes up an estimated 6.3% of total revenue in 2020, and has
increased as a share of revenue compared with the beginning of the period. This
category includes retailers that solely operate online. Due to low operational costs
for online retailers as compared with brick-and-mortar stores, coupled with the
existence of only a few large regional shopping centres in Canada, online retailers
have emerged as a key downstream market for sporting goods wholesalers. While
many consumers prefer to purchase sporting goods at brick-and-mortar stores, due
to being able to test out equipment prior to purchase, many online retailers have
managed to attract consumers with low-cost or free shipping, and favourable return
policies.

International
Trade

Exports in this industry are  Low and Steady

Imports in this industry are  Low and Steady

International trade with relation to the Sporting Goods Wholesaling industry in
Canada typically takes place at the upstream manufacturing level rather than at the
industry's wholesale level. Wholesalers' ability to access low-cost sporting goods,
however, ultimately plays a key role in determining downstream demand. As the
Canadian dollar has depreciated over the five years to 2020, sporting goods
sourced from globally based manufacturers have become relatively more expensive
for operators in the Sporting Goods Wholesaling industry in Canada.
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Business
Locations
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The Sporting Goods Wholesaling industry in Canada is largely concentrated in
Ontario, which accounts for an estimated 37.6% of total industry establishments in
2020, followed by Quebec at 26.3% and British Columbia at 22.3%. Similarly, Ontario
and Quebec contain 38.8% and 22.6% of Canada's population, respectively. Overall,
the industry follows the dispersion of sporting goods stores, a key downstream
market for sporting goods wholesalers. Typically, wholesalers locate near
downstream markets, including specialty sport stores, pro shops, discount retailers
and other outlets, to lower their distribution costs related to stocking retail shelves
with sporting goods and being able to respond quickly to seasonal demand for
industry products.

While British Columbia contains only 13.5% of Canada's population, it is home to a
significantly higher portion of industry establishments. In particular, sporting goods
wholesalers may locate in British Columbia due to the presence in the region of the
Rocky Mountains, a destination for skiers, snowboarders and campers. As a result,
retailers may demand wholesale equipment related to these activities. Also, British
Columbia is located along the Pacific Ocean, which bolsters demand for wholesale
sporting goods, as retailers aim to meet consumer demand for equipment related
to aquatic activities.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is  Low

The Sporting Goods Wholesaling industry
in Canada is highly fragmented and thus
characterized by low market share
concentration. In 2020, the three largest
sporting goods wholesalers are expected
to account for less than 5.0% of industry
revenue. Many small wholesalers
distribute sporting goods for a specific
sport. The diversity of products that
sporting wholesalers can offer limits
industry operators from comprising a large
market share, thus keeping the industry's
concentration level low.

Due to low market share concentration and
high fragmentation, the industry is highly
competitive, with wholesalers competing on the bases of brands offered, storage
efficiency and distribution. As many wholesalers become vertically integrated and
include retail in their operations, market share concentration will increase slightly
over the five years to 2025. Furthermore, consolidation and merger activity will
exacerbate the movement toward greater market share concentration. Despite this,
the industry will likely remain highly fragmented for the foreseeable future.

Sporting Goods Wholesaling in Canada 41447CA December 2020

25 IBISWorld.com



Key Success
Factors

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

Must have licence: A licence to distribute a popular brand enables the wholesaler to

corner a niche market.

Ability to control stock on hand: A lower stock level attained through the use of

computer inventory management technology lowers the costs of warehousing and

minimizes cash tied up in stock.

Having contracts within key markets: Contacts with retailers not only gives the

wholesaler the luxury of a constant income stream but also enables them to trim their

inventory to reflect retail market conditions. Contacts with suppliers enable wholesalers to

source lowest-cost products.

Ability to avoid wholesale bypass: Distributors that can maintain supply contracts

between themselves and manufacturers or retailers will be more successful.

Upstream vertical integration (ownership links): To be successful, wholesalers need to

have the control over their costs and product design that comes from being vertically

integrated.

Effective product promotion: Promotion of the wholesaler's products by manufacturers

and retailers saves the wholesaler marketing costs.

Cost Structure
Benchmarks
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Profit

In 2020, industry profit, measured as earnings
before interest and taxes, is expected to
account for 1.8% of total revenue. Although the
influx of low-cost sporting goods from global
sporting goods manufacturers has provided the
opportunity for wholesalers to hike up sporting
goods prices, resulting in some years of high
profitability, the industry is still highly exposed to
price-based competition. Moreover, profitability
has decreased over the five years to 2020,
falling from 6.9% of industry revenue in 2015
due primarily to the COVID-19 (coronavirus)
pandemic, which has disrupted the global
supply chain for manufacturers, wholesalers
and retailers alike. The pandemic has also
negatively affected total retail sales, with the
retail sector comprising the downstream market
for the products sold by industry operators.

Wages

In 2020, wages are expected to account for 8.2%
of industry revenue, and have remained stable
as a share of revenue over the past five years.
Due to the industry including distribution in
operations, the industry is reliant on employees
to distribute sporting goods throughout Canada.
While industry wholesalers use technology for
packaging, sorting, storing and transporting
sporting goods, which comprises an integral
component in ensuring correct and on-time
delivery of merchandise, the distribution process
nevertheless relies on labour. Further,
employees are required to maintain inventory
levels by negotiating low-cost, supply side
contracts with sporting goods manufacturers
and establishing favourable contracts with
downstream retailers.

Purchases

The greatest cost for operators in the Sporting
Goods Wholesaling industry in Canada is the
purchase of product stock. In 2020, purchases
are estimated to account for 67.0% of industry
revenue, and have increased as a share of
revenue compared with 65.1% in 2015.
Examples of industry purchases include
sporting equipment that is related to physical or
recreational activities, such as ice skates,
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hockey equipment, skis, snowboards and golf
clubs, among other equipment.

Depreciation

Depreciation costs are low for industry
operators and generally include charges
applicable to assets such as buildings, vehicles,
storage equipment, machinery and computer
inventory systems. In 2020, depreciation is
expected to account for 0.9% of the average
operator's revenue, remaining stable during the
period.

Marketing

Advertising expenditure is estimated to account
for 3.8% of industry revenue in 2020, and has
remained stable over the past five years.
Wholesalers must effectively advertise to small
sporting goods stores nationwide, which are
more difficult to reach and retain as clients.
Therefore, advertising comprises a noteworthy
share of industry revenue. Larger wholesalers
largely rely on the establishment of loyal
relationships with suppliers and retailers, rather
than investing in advertising.

Rent

Rent costs for this industry largely cover
expenditure required for storage facilities and
the use of machinery and equipment, such as
forklifts, which may be leased. In 2020, rent
costs are expected to comprise 3.2% of industry
revenue. Over the past five years, rental costs
have remained relatively stable.
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Utilities

Utility costs are low for wholesale operators, as
much of their work is done in warehouses and
on the road. As a result, utilities are expected to
account for just 0.9% of industry revenue in
2020, remaining stable during the period.

Other Costs

Other costs include fuel and vehicular expenses,
taxes and licensing fees, as well as purchased
professional and technical services, all of which
amount to the remaining 14.3% of revenue in
this distribution-oriented industry.

Basis of
Competition

Competition in this industry is  High and Steady

The Sporting Goods Wholesaling industry in Canada is
characterized by a high level of competition.

Retailers want to pay the lowest possible price for a given product or brand to
maximize their own profit. As a result, price is the major source of competition
between wholesalers. Sporting goods wholesalers also compete on the basis of
product range, product quality, reliability, speed of delivery, customer service and
brand recognition.
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Internal competition

Industry wholesalers may compete on the basis of product range,
due to operators having a competitive advantage as one-stop shops
supplying sporting goods to retailers.

Large retailers will tend to favour large wholesalers that have the inventory and
distribution network necessary to stock their shelves with sporting goods. If
wholesalers lack large-scale inventory and distribution capacities, the retailer may
vertically integrate these functions into their operations. Wholesalers also compete
on the basis of access to high-quality sporting goods from manufacturers, as
wholesalers may develop a reputation for providing durable and innovative sporting
goods.

Retailers demand accurate and timely orders. Therefore, industry wholesalers that
have a reputation for meeting strict delivery dates and times will remain
competitive compared with wholesalers that do not. Large wholesalers that have
the distribution necessary to supply chain retail locations across Canada will be
favoured compared with small-scale wholesalers. Additionally, the level of
customer service provided by the wholesalers when interacting with a retailer or
manufacturer is critical for engendering repeat sales. Maintaining strong customer
service can range from the hours of operation and delivery to adding value and
product packaging.

External competition

Sporting goods wholesalers compete with other industries that offer
alternative ways for consumers to spend their leisure time.

For example, the rising variety of video games may represent a threat to sporting
goods as consumers forego real sports for playing sports-oriented video games.
Many consumers may choose toy and hobby goods, art and crafts or games and
puzzles instead of participating in sports. Additionally, wholesalers may compete
with manufacturers directly selling sporting goods to retailers, a phenomenon
known as disintermediation.

Barriers to Entry Barriers to entry in this industry are  Medium and Steady

The Sporting Goods Wholesaling
industry in Canada is overall typified by
moderate barriers to entry. Wholesalers
that do not stock low-cost merchandise
manufactured in Asia differentiate
themselves on the basis of product
range and quality. Comparatively,
wholesalers that do stock goods
manufactured from global markets,
especially from China, have contended
with strong price-based competition.

Barriers to entry checklist
Competition High

Concentration Low

Life Cycle Stage Mature

Technology Change Medium

Regulation & Policy Light

Industry Assistance None
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New industry entrants are required to outlay some capital to establish and maintain
computerized inventory controls, machinery to move stock and invest in
warehousing and transportation. Established players already have integrated supply
and distribution systems with manufacturers and retailers. The pre-existence of
distribution networks between operators and suppliers may, in some cases, be
viewed as a barrier to entry for potential industry entrants. To successfully compete
with incumbent operators, a new entrant to the Sporting Goods Wholesaling
industry would require strong relationships with upstream and downstream
markets. The development of these relationships may involve the acquisition of
lucrative licensing agreements and the discounting of stock to enhance market
share.

Industry
Globalization

Globalization in this industry  Low and Steady

Although many globally based sporting goods manufacturers have predominately
characterized sporting goods suppliers for the industry, the wholesaling industry
nevertheless continues to operate within the context of domestic wholesalers.
Furthermore, the Sporting Goods Wholesaling industry in Canada is highly
fragmented, and is thereby composed of many local wholesalers that cater to a
specific sporting product, such as golf equipment. As a result, the industry is
typified by a low level of globalization. Over the five years to 2025, however, the
industry is expected to become more globalized in line with more wholesalers
operating online, thus enabling more globally based wholesalers to enter the
industry in the longer term.
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Major Companies
Major Players THERE ARE NO MAJOR PLAYERS IN THIS INDUSTRY

Other Players The Sporting Goods Wholesaling industry in Canada is highly fragmented.
Nonetheless, within this fragmented landscape the industry is characterized by
some relatively large players that have vertically integrated operations, such as
retailing and distributing, as well as wholesalers that specialize in only a few
industry products.

CANADAWIDE SPORTS

Market Share: 0.7%

Headquartered in St. George, ON as of 2016, Canadawide Sports, previously
Northern Amerex, has been a leading distributor of wholesale sporting goods to
Canadian retailers for more than 25 years. The company has aimed to be a one-
stop shop for sporting goods, with its product portfolio including sporting
equipment for lacrosse, ball hockey and ringette, among other sports. Plus, the
company wholesales sporting goods to national retailers, buying groups and
specialty retailers. In 2013, prior to the beginning of the current period, the company
formed a partnership with Ball Hockey International (BHi), which expanded the
company's product portfolio of ball hockey products.

As a result, Canadawide Sports has provided wholesale products to BHi's retail
establishments. While the company has focused on catering its product portfolio to
sporting goods retailers, it has also wholesaled products to a multitude of
downstream markets, including government institutions and e-tailers. Although the
company is private and thus does not release its financial information, IBISWorld
projects Canadawide Sports will generate $20.2 million in revenue in 2020 itself,
constituting a market share of 0.7%.

JLC INTERNATIONAL CANADA INC.

Market Share: 0.1%

Headquartered in Toronto, JLC International Canada Inc. (JLC) has provided
wholesale golf products since 2003 under the JLC Golf Tee brand. In particular, the
company specializes in manufacturing and distributing customized golf products.
Furthermore, the company includes personalized imprinting services in its
operations and provides promotional items for golf events. As a result, the
company works closely with golf professionals and distributors to provide a product
portfolio that includes golf tees, golf pencils, ball markers, ball tags and hat clips,
among other products. Although the company is private and consequently does not
release its financial information, in 2020, IBISWorld estimates JLC will generate
$3.4 million in revenue, capturing an estimated 0.1% market share.
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3W GIANT MART INC.

Market Share: 0.1%

Founded in 2006 and headquartered in Saint-Lambert, QC, 3W Giant Mart Inc. (3W
Giant Mart) wholesales sporting goods, including equipment related to tennis,
marathons, yoga, gymnastics, football, soccer, hockey and other sports. 3W Giant
Mart operates in the industry under the Sport Direct banner. The company's
operations are solely online so as to best target resellers, schools and retail stores.
Additionally, the company has a product portfolio that includes an estimated
150,000 products with a product mix boasting more than 100 top brands. Although
the company is private and therefore does not release its financial information, in
2020, IBISWorld projects the company will generate $3.4 in industry-relevant
revenue, corresponding to a market share of 0.1%.
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Operating Conditions
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Capital Intensity The level of capital intensity is  Low

The Sporting Goods Wholesaling industry in
Canada has exhibited a low to moderate level
of capital intensity over the five years to 2020.
In 2020, for every $1.00 spent on labour, the
industry incurs an estimated $0.11 in capital
expenditures, representing an increase from
$0.09 in 2015. Capital-related expenditures for
operators in this industry mainly include
warehousing facilities, machinery and
equipment to lift or load merchandise,
transportation for merchandise delivery and
computer systems for inventory management.
The use of computer technology in inventory
management reduces the costs involved in
locating stock and storing additional,
unnecessary stock. Also, it aims to reduce the
amount of time that stock remains in the
wholesaler's possession. Stagnant stock
incurs significant carrying costs for the
wholesaler. While in the past, employees have
controlled inventory via manual records and
stock counts, computer technology is faster
and more cost efficient.

Comparatively, the industry still relies heavily on labour to generate sales, stock
products and distribute sporting goods. Furthermore, labour is required to prepare
shipping orders to customers and market products. While the advent of technology
can reduce the industry's employee requirements, labour will still be required to
oversee the ordering and dispatch of merchandise and to provide customer service
to manufacturers and retailers.

Technology And
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruption Description

Very High
Market
Concentration

Very Likely

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.

High
Innovation
Concentration

Likely

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.

Moderate 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.
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Level Factor Disruption 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.

Low Rate of Entry Unlikely

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.

The rate of new patent technologies entering the industry is low, which limits the
potential for innovations. A low rate does not mean that innovations cannot occur,
just that the likelihood of some innovation materializing as a threat is lower.
However, the concentration of technologies is high in this industry. This suggests
that industry operators have exposure to potentially unforeseen areas of innovation.

Industry operators are exposed to a low rate of new entrants and a moderate level
of entry barriers. This combination of factors creates an environment where entry
trends are not a key threat of disruption.

The major markets for this industry are highly concentrated, which implies that the
market has a focus on key customer segments. This presents an opportunity for
strategic entrance into lower-end markets or unserved markets for innovations to
take on a disruptive trajectory.

Given that most operators in the Sporting Goods Wholesaling
industry in Canada consist of small enterprises that cater to local or
regional demand, success has largely been driven by these
companies' ability to maintain their relationships with buyers.

However, with the emergence of e-commerce giants such as Amazon.com Inc.,
which are able to attract customers with lower prices at no additional cost due to
their economies of scale, operators have been unable to rely on existing
relationships to retain their clients. Consequently, these companies have
increasingly been forced to differentiate themselves through value-added services
that create a superior customer experience and foster customer loyalty.

The level of technology change is  Medium

Overall, the use of computerized systems for inventories and
logistics in the Sporting Goods Wholesaling industry in Canada has
been increasing over the five years to 2020, particularly with
inventory control systems within electronic data interchange (EDI)
and global positioning systems (GPSs).

Wholesalers' profitability depends on the throughput time of materials. Therefore, it
is paramount that up-to-date knowledge of existing stock and customer orders
exists. Computerized inventory control systems are specifically designed to
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facilitate efficient throughput. In other words, these systems serve to increase
profitability by reducing the cost of holding unnecessary inventory and
simultaneously ensuring that there is sufficient inventory of in-demand products.

The use of EDI can assist wholesalers that are active in importing and exporting
sporting goods. Not only does EDI provide an instant and open link with the
customer or supplier in question, but it can also offer an accurate status report on
the cargo, whether it is in transit or awaiting customs clearance. Furthermore, the
use of material handling equipment such as forklifts or conveyors to facilitate the
flow of materials at warehouses has been established over a long period of time.
Lastly, GPSs are increasingly being used by wholesalers to maximize delivery
efficiencies for stock. Devices such as cell phones, personal data assistants and
portable computers use this software.

Revenue Volatility The level of volatility is  Medium

Note: Revenue growth and decline reflective of 5-year annualized trend. Y-axis is in
logarithmic scale. Y-axis crosses at long-run GDP. X-axis crosses at high volatility
threshold.

The Sporting Goods Wholesaling industry in Canada is
characterized by a moderate level of revenue volatility overall.

The industry is mainly dependent on healthy levels of per capita disposable income,
due to the fact that its products are discretionary in nature. Over the five years to
2020, revenue increased as much as 5.5% in 2015 and is expected to decline as
much as 16.0% in 2020, with the latter anticipated drop in revenue due primarily to
the COVID-19 (coronavirus) pandemic and its negative effects on the Canadian
economy.

During the period, budget-conscious consumers have limited their demand for
discretionary products, including sporting goods, which has caused the industry to
exhibit slight revenue volatility. This is especially likely to be the case in the current
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year. Further, consumers' incomes effectively play a role in determining what type of
sporting activity consumers participate in, due to many consumers curbing their
demand for high-cost sporting equipment.

For example, sports such as swimming remain popular throughout periods of
economic strife. Alternatively, skiing, scuba diving and golfing may be regarded as
more expensive sporting activities due to the high cost of purchasing necessary
equipment. Seasonal weather trends may also play a role in determining demand
for various sporting goods. For example, demand for ski and snowboarding
equipment is higher in the winter months, while demand for swimming, tennis and
fishing equipment is generally associated with the summer season. Therefore,
industry revenue fluctuates seasonally.

Regulation &
Policy

The level of regulation is  Light and is Steady

Tariff changes

The Sporting Goods Wholesaling industry in Canada is
characterized by a light level of regulation.

The most salient piece of legislation for sporting goods wholesalers is the federal
government's Economic Action Plan in 2013, which implemented $76.0 million in
tariff relief for numerous items, including industry-relevant sporting equipment such
as ice skates, hockey equipment, skis, snowboards and golf clubs, among other
equipment. As a result, the industry has benefited from access to low-cost imports
from globally based manufacturers, which will thus likely translate into cost savings
for both the industry and its downstream consumers in the form of lower final
product prices.

Consumer Packaging and Labelling Act

Canada's Consumer Packaging and Labelling Act requires sporting
goods manufacturers and wholesalers that provide their own
product packaging to comply with regulations pertaining to labels,
such as the product's origin.

For sporting equipment that is manufactured using precious metals, importers,
including wholesalers, need to confirm that the product complies with the
composition requirement to achieve a particular product label. Industry wholesalers
need to ensure that any representation as to the quality of the item is factual and
guarantee that quality-marked articles also bear a registered Canadian trademark.
As a result, trademarks must be registered or have already received registration,
which the wholesaler will need to provide, if requested by an inspector.

Industry
Assistance

The level of industry assistance is  None and is Steady
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The Sporting Goods Wholesaling industry in Canada receives no
assistance from the government.

While many sporting goods have been subject to tariffs, the Economic Action Plan
in 2013, prior to the beginning of the current period, lowered tariffs on imported
sporting goods. However, the industry does receive assistance in the form of help
from various industry associations, such as the National Association of Sporting
Goods Wholesalers (NASGW) or the National Sporting Goods Association (NSGA).
The NASGW and NSGA provide industry operators with the latest updates regarding
industry-relevant news and research, in addition to informing operators about
industry-relevant events and advocating for the interests of industry operators on a
broader scale.
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Key Statistics
Industry Data

Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic
Demand

Leisure
time

($m) ($m) (Units) (Units) (Units) ($m) ($m) ($m) ($m) (hours per
day per
capita)

2011 3,594 706 1,254 1,212 7,622 N/A N/A 387 N/A 5.75
2012 3,329 603 1,208 1,169 5,913 N/A N/A 305 N/A 5.75
2013 3,565 661 1,172 1,134 6,376 N/A N/A 305 N/A 5.74
2014 3,586 604 1,175 1,138 6,336 N/A N/A 309 N/A 5.76
2015 3,784 606 1,129 1,094 6,025 N/A N/A 314 N/A 5.75
2016 3,428 622 1,086 1,054 5,677 N/A N/A 310 N/A 5.77
2017 3,595 343 1,069 1,036 5,495 N/A N/A 307 N/A 5.75
2018 3,640 750 1,046 1,014 5,219 N/A N/A 287 N/A 5.75
2019 3,677 771 982 952 5,283 N/A N/A 288 N/A 5.74
2020 3,087 333 902 880 4,673 N/A N/A 252 N/A 5.93
2021 3,398 570 919 891 4,933 N/A N/A 268 N/A 5.79
2022 3,599 604 922 891 5,077 N/A N/A 278 N/A 5.78
2023 3,733 628 920 887 5,165 N/A N/A 284 N/A 5.76
2024 3,829 645 917 882 5,229 N/A N/A 288 N/A 5.74
2025 3,902 657 912 876 5,278 N/A N/A 291 N/A 5.73

Annual Change
Year Revenue IVA Estab. Enterprises Employment Exports Imports Wages Domestic

Demand
Leisure

time
(%) (%) (%) (%) (%) (%) (%) (%) (%) (%)

2011 8.11 14.5 -3 -3 6 N/A N/A 3.17 N/A -0.38
2012 -7.38 -14.6 -4 -4 -22 N/A N/A -21.2 N/A -0.15
2013 7.07 9.77 -3 -3 8 N/A N/A -0.04 N/A -0.10
2014 0.58 -8.62 0 0 -1 N/A N/A 1.51 N/A 0.25
2015 5.51 0.19 -4 -4 -5 N/A N/A 1.71 N/A -0.08
2016 -9.40 2.70 -4 -4 -6 N/A N/A -1.53 N/A 0.32
2017 4.87 -44.8 -2 -2 -3 N/A N/A -0.78 N/A -0.33
2018 1.25 118 -2 -2 -5 N/A N/A -6.61 N/A -0.06
2019 0.99 2.88 -6 -6 1 N/A N/A 0.34 N/A -0.16
2020 -16.0 -56.8 -8 -8 -12 N/A N/A -12.5 N/A 3.31
2021 10.1 71.2 2 1 6 N/A N/A 6.50 N/A -2.29
2022 5.90 5.94 0 0 3 N/A N/A 3.50 N/A -0.24
2023 3.71 3.87 -0 -0 2 N/A N/A 2.12 N/A -0.33
2024 2.57 2.75 -0 -1 1 N/A N/A 1.51 N/A -0.30
2025 1.91 1.82 -1 -1 1 N/A N/A 1.14 N/A -0.28

Key Ratios
Year IVA/Revenue Imports/Demand Exports/Revenue Revenue per

Employee
Wages/Revenue Employees per

estab.
Average Wage

(%) (%) (%) ($'000) (%)
2011 19.6 N/A N/A 472 10.8 6.08 50,735
2012 18.1 N/A N/A 563 9.15 4.89 51,514
2013 18.6 N/A N/A 559 8.54 5.44 47,757
2014 16.9 N/A N/A 566 8.62 5.39 48,785
2015 16.0 N/A N/A 628 8.31 5.34 52,183
2016 18.1 N/A N/A 604 9.03 5.23 54,536
2017 9.55 N/A N/A 654 8.54 5.14 55,905
2018 20.6 N/A N/A 698 7.88 4.99 54,972
2019 21.0 N/A N/A 696 7.83 5.38 54,496
2020 10.8 N/A N/A 661 8.16 5.18 53,927
2021 16.8 N/A N/A 689 7.90 5.37 54,409
2022 16.8 N/A N/A 709 7.72 5.51 54,717
2023 16.8 N/A N/A 723 7.60 5.61 54,927
2024 16.8 N/A N/A 732 7.52 5.70 55,077
2025 16.8 N/A N/A 739 7.47 5.79 55,191
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Additional Resources
Additional
Resources

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

National Association of Wholesaler-Distributors
http://www.naw.org

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

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

Industry Jargon ELECTRONIC DATA INTERCHANGE (EDI)
The transmission of electronic documents between businesses from one computer system

to another.

SPORTS PARTICIPATION RATE
The number of people in the population that plays at least one sport.

WHOLESALE BYPASS
A popular trend within retail and manufacturing industries where producers supply goods

directly to stores, eliminating the middleman.

Glossary Terms 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.
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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
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.
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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.
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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.

IBISWorld.com +1-800-330-3772 info@IBISWorld.com
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