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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:

· While revenue for the Canadian Sporting Goods Stores industry is expected to grow in 2021, it is still expected to
remain below 2019 levels as the economy continues to recover from the COVID-19 (coronavirus) pandemic. For
more detail, please see the Current Performance chapter.

· Demand for industry products is expected to improve in 2021 as economic condition are expected to normalize
amid a decreasing unemployment rate. For more detail, please see the Demand Determinants chapter.

· The Government of Canada released a COVID-19 Economic Response Plan to support Canadians and
businesses enduring economic hardship due to the pandemic. Industry operators may be qualified to apply for
assistance. For more detail, please see the Industry Assistance chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.
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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 Sporting Goods Stores industry in Canada retails new sporting goods, including bicycles, camping equipment,

exercise and fitness equipment, apparel, footwear and other sporting goods and accessories. Products are sourced
from sporting goods manufacturers and wholesalers and then sold to the general public via retail stores. Department
stores, mass merchants and retailers that exclusively sell apparel are not included in this industry.

Major Players Canadian Tire Corporation Limited

Main Activities The primary activities of this industry are:

Athletic uniforms retailing

Bicycle (except motorized) retailing

Bowling equipment and supply retailing

Diving equipment retailing

Exercise equipment retailing

Fishing supply retailing

Golf equipment and supply retailing

Sporting goods (e.g. scuba, skiing and outdoor) retailing

The major products and services in this industry are:

Athletic apparel

Firearms and hunting equipment

Athletic footwear

Sporting equipment

Other
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Supply Chain

SIMILAR INDUSTRIES

Bicycle Dealership & Repair in
Canada

Shoe Stores in Canada Department Stores in Canada E-Commerce & Online Auctions in
Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Bicycle Dealership and Repair in
the US

Sporting Goods Stores in the US Hiking & Outdoor Equipment
Stores

Licensed Sports Apparel Stores

Sport and Camping Equipment
Retailing in Australia

Sporting and Outdoor Equipment
Retailers in the UK

Sport and Camping Equipment
Retailing in New Zealand
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Industry at a Glance
Key Statistics

$5.8bn
Revenue

Annual Growth

2016–2021

-2.2%

Annual Growth

2021–2026

1.4%

Annual Growth

2016–2026

 

$255.2m
Profit

Annual Growth

2016–2021

-4.7%

  Annual Growth

2016–2021

 

4.4%
Profit Margin

Annual Growth

2016–2021

-0.6pp

  Annual Growth

2016–2021

 

3,930
Businesses

Annual Growth

2016–2021

0.1%

Annual Growth

2021–2026

0.3%

Annual Growth

2016–2026

 

32,492
Employment

Annual Growth

2016–2021

-4.0%

Annual Growth

2021–2026

0.5%

Annual Growth

2016–2026

 

$921.8m
Wages

Annual Growth

2016–2021

-1.9%

Annual Growth

2021–2026

0.7%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

1.9%
Demand from gym, health and
fitness clubs

2.3%
Per capita disposable income

0.3%
Leisure time

0.8%
Number of children aged 19 and
younger

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Regulation & Policy
Light / Steady   Technology Change

Low

  Industry Globalization
Low / Steady

MIXED IMPACT

  Life Cycle
Mature   Revenue Volatility

Medium

  Barriers to Entry
Medium / Steady

NEGATIVE IMPACT

  Industry Assistance
Low / Steady   Competition

High / Increasing

 

Key Trends

 Sporting retailers have increasingly offered specifically
tailored products

 Low-cost sporting goods have buoyed consumer demand

 Some operators are seeking to consolidate their product
portfolios to reduce operational costs

 A high level of competition is anticipated to suppress
industry revenue growth

 Industry operators are expected to continue to diversify their
product portfolio

 Many sporting goods retailers will likely continue to establish
exclusive contracts with suppliers

 Consolidation and the rising popularity of specialized goods
has been overshadowed by growing competition
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Imports

  Low Customer Class Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Level of Assistance

  High Competition

  Low Profit vs. Sector Average

  High Product/Service Concentration

  Low Revenue per Employee

   

OPPORTUNITIES

  Number of children aged 19 and younger

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Revenue Growth (2021-2026)

  Low Performance Drivers

  Per capita disposable income
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Executive Summary Hole in one: Industry profit growth will likely be fuelled by continued
demand for luxury and specialized goods

The Sporting Goods Stores industry in Canada sells a wide range of sporting goods, including bicycles, camping
equipment, exercise and fitness equipment, apparel and footwear. Over the five years to 2021, industry revenue has
declined as a result of volatile economic conditions, rising unemployment and a difficult retail environment. This
decline in industry revenue has been further exacerbated by increased competition from discount department stores
and e-commerce sites, as these alternative outlets can typically offer lower prices and a wider variety of goods to
consumers. Overall, IBISWorld forecasts industry revenue will decrease at an annualized rate of 2.2% to $5.8 billion
over the five years to 2021, including an increase of 3.1% in 2021 alone due to an improved economy. In 2020, the
COVID-19 (coronavirus) pandemic negatively affected revenue as consumers shifted spending toward more
essential goods.

Over the past five years, the retail environment has become increasingly cluttered, and growing competition has
created difficult operating conditions for industry operators. As a result, some of the industry's operators have been
forced to close stores to focus on more profitable locations. Retailers have also focused on increasing their selection
of profitable products such as athleisure wear and designer sneakers. Consolidation and the rising popularity of
specialized goods has been overshadowed by growing competition and economic volatility during the period. As a
result, industry profit is expected to decline over the five years to 2021.

Led by growing per capita disposable income and improved economic conditions following the pandemic, industry
revenue is forecast to increase, rising an annualized 1.4% to $6.2 billion over the five years to 2026. While per
capita disposable income in Canada is forecast to rise, high household debt levels will likely cut into spending
potential, slowing the rate of growth for domestic retail sales. Furthermore, intensifying competition from department
stores and online retailers is expected to continue to constrain industry revenue. However, industry profit will likely
improve over the next five years, fuelled by continued growth in demand for luxury and specialized sporting good
apparel and equipment. In general, increased health-consciousness by consumers is expected to contribute to
revenue growth.



Sporting Goods Stores in Canada October 2021

10 IBISWorld.com

Industry Performance

Key External
Drivers

Number of children aged 19 and younger

Adolescents account for one of the highest sports participation rates. A higher level of sports activity among this age
group increases demand for sporting goods. The number of children aged 19 and younger is expected to increase in
2021, representing a potential opportunity for the industry.

 

Per capita disposable income

As per capita disposable income increases, more consumers are able to purchase sporting goods. Some athletic
activities, such as skiing and scuba diving, require a range of items. Therefore, demand for sporting goods and
equipment is driven by the relative income that consumers can allocate toward such expenditures. Per capita
disposable income is expected to decrease in 2021, posing a potential threat to the industry.

 

Demand from gym, health and fitness clubs

An increase in revenue generated by gym, health and fitness clubs generally indicates growth in the total number of
health-conscious individuals in Canada. Due to more individuals valuing fitness, demand for sporting goods and
apparel will likely increase. Demand from gym, health and fitness clubs is expected to grow in 2021.

 

Leisure time

As consumers have more leisure time, they can allocate more time toward sports and fitness, which increases
demand for sporting goods. Comparatively, as consumers are more time strapped, it is more difficult to incorporate
fitness and sports into their daily regimen, which lowers demand for athletic apparel, footwear and other sporting
goods. Leisure time is expected to decrease in 2021.
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Current
Performance

Over the five years to 2021, the Sporting Goods Stores industry in Canada
has endured volatility in downstream demand.

The industry has contended with consumers having limited leisure time, which has hampered demand for sporting
goods. As leisure time has remained low over the past five years, many consumers have struggled to include
sporting activities in their daily regimen, which has deterred industry revenue growth. Furthermore, while industry
performance has been shaky, the global spread of COVID-19 (coronavirus) led to a significant decline in revenue in
2020, as many operators closed their stores amid a downturn in consumer spending. Moreover, intensifying
competition from department stores, mass merchandisers and online retailers has constrained potential revenue
growth due to strong price-based competition. However, alternative exercises, such as CrossFit, tai chi, yoga and
Pilates, have fared well during the period, prompting demand for related apparel and sporting goods. This has been
bolstered by fashion trends of athleisure for daily wear.

Overall, industry revenue is anticipated to decrease at an annualized rate of 2.2% to $5.8 billion over the five years
to 2021, including an increase of 3.1% in 2021 alone as the economy begins to recover from the pandemic. In 2020,
many consumers lost their jobs as unemployment skyrocketed alongside a decline in consumer spending. Also, the
Consumer Confidence Index fell in 2020, making consumers less likely to buy discretionary products such as
sporting goods. Furthermore, recreational team sports and school sports were cancelled as people practised social
distancing. However, growth in online sales for operators that have e-commerce platforms is expected to moderate
the decline in revenue in 2020 and provide potential opportunities for some operators moving forward.

SPORTS LANDSCAPE

Many sports in Canada are integral to the nation's culture, such as ice
hockey, golf and soccer.

About one-quarter of Canadians under the age of 16 participate regularly in a sport. As Canadians age, they are
less likely to participate in sports activities; however, the Canadian population is rapidly aging. The number of
individuals aged 65 and older has increased at an annualized rate of 3.6% over the five years to 2021. This growing
elderly population is less likely, compared with other demographics, to participate in sports. In comparison, the
number of children aged 19 and younger is anticipated to increase at an annualized rate of 0.8% over the five years
to 2021.

As a result, many sporting retailers have increasingly offered products specifically tailored to this demographic, such
as orthopedic golf gloves for individuals with arthritis. While industry operators have contended with a low level of
leisure time, which constrained demand for sporting goods, the industry has still benefited from new revenue
streams. For example, more individuals have participated in exercise, such as yoga, weight lifting and aerobics,
which has buoyed industry revenue growth as more consumers have purchased sporting apparel and footwear for
these activities.
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COMPETITION INTENSIFYING

Sporting goods retailers have also contended with strong competition.

Mass merchandisers and department stores, which have increasingly offered sporting goods in their product
portfolio, have used their leverage to secure low-cost sporting goods, thus intensifying price-based competition.
Mass merchandisers typically target price-conscious consumers rather than sports enthusiasts by providing low-cost
sporting goods and having smaller product portfolios. In response, sporting retailers have specifically targeted sports
enthusiasts via interactive stores, such as those including rock climbing walls, putting greens, mini athletic tracks
and indoor basketball courts, in their operations. Additionally, sports retailers have provided strong customer and
support services, such as tennis racket stringing, equipment repair and tune-ups, which have enabled the industry to
attract a larger consumer base.

Furthermore, the increasing prevalence of low-cost sporting goods from globally based manufacturers in the
Canadian market has had mixed effects on the industry. For example, low-cost sporting goods have buoyed
consumer demand and enabled industry operators to compete on the basis of price with mass merchandisers and
department stores. However, large sales volumes of low-cost sporting goods have cut into consumer demand for
high-quality, privately labelled industry products, which has hampered industry revenue.

INDUSTRY STRUCTURE

Due to increasing competition from other industry operators and mass
merchandisers, many operators have engaged in mergers and acquisition
(M&A) activity to boost revenue since consolidation enables operators to
lower their operational costs and add new sporting goods to their product
portfolio.

As a result, the number of industry operators entering the market has been minimal, increasing at an annualized rate
of 0.1% to 3,930 companies over the five years to 2021. At the same time, operators have attempted to preserve
profitability amid the decline in revenue, which has resulted in decreasing wages. Industry wages are expected to
decline an annualized 1.9% to $921.8 million over the five years to 2021. Industry operators prioritize customer
service and employee expertise to differentiate themselves from competitors and offer a more enjoyable shopping
experience. Therefore, while operators are not hiring as many employees, the average wage for each employee is
expected to increase during the five-year period.

Nevertheless, some operators are still seeking to consolidate their product portfolios to reduce their operational
costs and specialize in different market niches, such as ice sports or rock climbing. Specialization has opened the
floor for operators to sell more value-added products that are more profitable, since consumers shopping at these
types of stores are more willing to spend more for quality. For example, many operators have specialized their
product portfolio by offering services such as rock climbing walls. While this trend toward luxury sporting goods has
benefited industry revenue, the high level of economic volatility is ultimately expected to cause a decline in profit. In
2021, industry profit, defined as earnings before interest and taxes, is expected to account for 4.4% of industry
revenue, down from 5.0% 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)

Per capita
disposable

income
($)

2012 5,758 1,217 5,233 4,499 37,341 N/A N/A 927 N/A 28,883
2013 5,785 1,262 4,900 4,149 37,538 N/A N/A 926 N/A 29,369
2014 5,872 1,275 4,815 3,981 37,669 N/A N/A 951 N/A 29,466
2015 6,356 1,358 4,800 3,941 36,833 N/A N/A 1,006 N/A 30,804
2016 6,479 1,406 4,752 3,915 39,924 N/A N/A 1,013 N/A 30,332
2017 6,528 1,420 4,879 3,947 39,486 N/A N/A 993 N/A 30,675
2018 6,263 1,354 4,975 4,039 36,776 N/A N/A 1,019 N/A 30,647
2019 6,088 1,321 4,786 4,002 36,626 N/A N/A 993 N/A 30,852
2020 5,625 1,133 4,743 3,908 31,981 N/A N/A 905 N/A 33,416
2021 5,800 1,240 4,778 3,930 32,492 N/A N/A 922 N/A 31,559
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Industry Outlook
Outlook The Sporting Goods Stores industry in Canada is expected to exhibit

growth over the five years to 2026 as more health-conscious consumers
purchase sporting goods to bolster their health and wellness.

Additionally, domestic economic conditions are expected to improve from the economic downturn caused by the
global spread of COVID-19 (coronavirus). While leisure time is expected to remain at a low level over the next five
years, more consumers will likely value sports and fitness as a method of lowering their risk for health ailments, such
as Type 2 diabetes and high blood pressure, stimulating demand for sporting goods. Furthermore, rising per capita
disposable income is expected to stimulate industry revenue growth, as more consumers require sporting goods for
their health and fitness regimens.

While more consumers will likely purchase high-quality, costly sporting goods over the next five years, the industry
will still likely contend with intensifying competition from mass merchandisers and department stores. This high level
of competition is anticipated to suppress industry revenue growth as operators will likely be forced to compete on the
basis of price. Nevertheless, industry revenue is forecast to grow at an annualized rate of 1.4% to $6.2 billion over
the five years to 2026. Moreover, profit is expected to grow during the same period.

AN ACTIVE AGING POPULATION

The sports participation rate will likely drive consumer demand for
sporting goods over the next five years.

While industry operators may struggle to attract time-strapped consumers, more individuals participating in high-
intensity fitness and sports activities, attempting to achieve fitness goals in smaller time increments, will likely offset
this trend. For example, interval training, body weight training and yoga are expected to be popular, stimulating
demand for related apparel, footwear and other sporting goods.

As more Canadians attempt to implement active lifestyles to reduce obesity, circuit training, wellness coaching and
worker incentive programs will become more popular. For example, more businesses will likely provide fitness
incentives to their employees, such as offering financial rewards to employees that achieve fitness goals. This trend
will likely increase consumer demand for sporting goods over the next five years. Additionally, while the growing
elderly population did not have a high sports participation rate over the five years to 2021, more health-conscious
elderly individuals are anticipated to begin to lead active lifestyles to prolong their life span and mitigate their risk for
health ailments, driving demand for sporting goods. The number of adults aged 65 and older is anticipated to
increase at an annualized rate of 3.5% over the five years to 2026. Low-intensity exercises, such as walking,
swimming and bowling, will likely be popular choices for retirees. To attract these consumers, industry operators are
expected to continue to diversify their product portfolio to include athletic footwear and sporting products that cater
to individuals with osteoporosis and arthritis. Meanwhile, the number of children aged 19 and younger is expected to
grow an annualized 0.9% over the five years to 2026, which will further expand the base of potential consumers for
industry goods.

COMPETITIVE PLAYING FIELD

Over the next five years, due to the success of previous partnerships with
athletic manufacturers, many sporting goods retailers will likely continue
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to establish exclusive contracts with suppliers to compete with mass
merchandisers and department stores.

For example, the Canadian Tire Corporation Limited (CTC), which owns FGL Sports Ltd. (FGL Sports), has formed
partnerships with the National Hockey League and the Canadian Olympic Committee, among other professional and
amateur associations, leagues and committees. Due to the CTC sponsoring athletes' apparel and equipment, there
may be an increase in consumer awareness of FGL Sports' product portfolio. Over the next five years, many
industry operators will likely develop similar marketing and promotional strategies.

This trend is forecast to enable industry operators to differentiate their product portfolio from competitors, such as
mass merchandisers and department stores. While consolidation may occur as industry operators combine their
operations to develop more specialized stores that cater to specific sports, many small, independently operated
sporting goods retailers will also likely cater to niche markets, such as paddle boarding enthusiasts in British
Columbia. Moving forward, growth in stores serving niche markets is expected to fuel potential entrants. In fact, the
number of industry enterprises is expected to increase at an annualized rate of 0.3% to 3,983 companies over the
five years to 2026. Similarly, industry employment is anticipated to increase at an annualized rate of 0.5% to 33,371
workers during the same period, as sporting goods stores increasingly seek to differentiate themselves amid
heightened competition with knowledgeable employees.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable
income  ($)

2021 5,800 1,240 4,778 3,930 32,492 N/A N/A 922 N/A 31,559
2022 5,953 1,281 4,814 3,957 32,934 N/A N/A 937 N/A 32,740
2023 6,031 1,291 4,829 3,968 33,123 N/A N/A 944 N/A 32,722
2024 6,094 1,296 4,845 3,980 33,186 N/A N/A 947 N/A 32,677
2025 6,163 1,303 4,852 3,986 33,268 N/A N/A 951 N/A 32,707
2026 6,223 1,309 4,849 3,983 33,371 N/A N/A 955 N/A 32,786
2027 6,280 1,315 4,860 3,991 33,490 N/A N/A 960 N/A 32,886
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

There is limited technological change in the industry

The industry’s range of merchandise offerings is well-developed and well-defined

There is ongoing market saturation

The Sporting Goods Stores industry in Canada is currently in the mature stage of its life cycle. Industry value added
(IVA), which measures an industry's contribution to the overall economy, is anticipated to decrease at an annualized
rate of 0.7% over the 10 years to 2026. Comparatively, Canadian GDP is expected to increase at an annualized rate
of 1.9% during the same period. Typically, this difference would be indicative of an industry in decline, but this is
largely a result of overall economic volatility. Additionally, this classification is supported by ongoing market
saturation and the modest adoption of new technology.

Department stores and mass merchandisers have also placed considerable external pressure on sporting goods
retailers by expanding their product ranges, decreasing pricing and offering promotional deals and discounts more
regularly than traditional specialty sporting goods retailers. The industry's range of merchandise offerings is well-
developed and well-defined. Although manufacturers continue to enhance product designs and functionality to make
them more lightweight, durable and versatile, these advances generally have had little effect on the overall state of
the industry. Hence, product innovation in the industry is fairly low. Nevertheless, many industry operators are
expanding their service offerings to include services such as tennis racket stringing, equipment repair and tune-ups
to strengthen their customer base.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Spectator Sports in Canada

Consumers in Canada

Golf Courses & Country Clubs in Canada

Golf Driving Ranges & Family Fun Centres in Canada

Gym, Health & Fitness Clubs in Canada

Key Selling Industries
1st Tier

Footwear Wholesaling in Canada

Clothing & Clothing Accessories Wholesaling in Canada

Sporting Goods Wholesaling in Canada

2nd Tier

Men's & Boys' Apparel Manufacturing in Canada

Women's, Girls' & Infants' Apparel Manufacturing in
Canada

Athletic & Sporting Goods Manufacturing in Canada

Shoe & Footwear Manufacturing in Canada

Products & Services

  SPORTING EQUIPMENT

In 2021, sporting equipment is expected to comprise 57.1% of revenue for
the Canadian Sporting Goods Stores industry, up from 53.9% in 2016.

This product segment has steadily increased as a share of revenue over the five years to 2021, boosted by
increasing sports participation rates. This segment has increased overall despite rising competition from external
competitors, such as department stores, warehouse clubs, superstores and online shopping websites, which have
increasingly included sporting goods in their product portfolio. In particular, sports that are heavily reliant on
equipment, such as hockey and golf, drive equipment sales for sporting goods stores. Furthermore, greater health
consciousness among Canadians has prompted more consumers to develop home gyms. The top equipment
categories are associated with physical activities including exercise, golf, hunting, team sports, fishing and camping.
Other categories include goggles and equipment for billiards and indoor games, baseball and softball, wheel sports
and pogo sticks, tennis, scuba diving and downhill skiing.

ATHLETIC APPAREL

In 2021, athletic apparel is expected to account for 15.3% of industry
revenue, down from 19.1% in 2016.

This product segment includes sweatshirts, pants, shorts and T-shirts that are made specifically for men, women
and children for various sports, such as tennis, basketball, running and golf. During most of the period, this segment
steadily increased due to the rising popularity of high-end, expensive sporting gear. Pop culture trends have
prompted growth for this product segment as athleisure or active wear for day-to-day use has become a staple of
everyday fashion. More and more people are wearing athletic clothing to not only workout, but also wear in the
house, running errands or as part of an everyday outfit.
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Fans of professional or collegiate sports can also purchase apparel in their favourite team's colours. Some retailers
have agreements with sports organizations, such as the National Hockey League, to sell licensed team
merchandise. Over the five years to 2021, increased sports participation by females benefited this product segment.
Additionally, pop culture trends have prompted growth for this product segment as athleisure or active wear for day-
to-day use has become a staple of everyday fashion. More and more people are wearing athletic clothing to not only
workout, but to also wear in the house, run errands or wear as part of an everyday outfit. Despite favourable trends
during most of the period, this segment is expected to fall as a share of revenue due to a decline in demand in 2020.
As consumers were forced to quarantine inside, many individuals significantly reduced or even eliminated purchases
of new athletic apparel. While demand is expected to increase in 2021, this product segment is still expected to
remain below the share of revenue that it accounted for in 2016.

ATHLETIC FOOTWEAR

Athletic footwear is expected to account for 8.6% of industry revenue in
2021, down from 11.3% in 2016.

This segment includes men's, women's and children's footwear and specified footwear for different sports or
activities, such as tennis or hiking. Over the five years to 2021, this segment has fallen as a share of overall revenue
due to growth in low-cost options from overseas and a disruption in 2020 due to the coronavirus pandemic. Still,
growth in the popularity of sneakers, particularly among young men, fuelled growth in this segment during most of
the period. Certain groups, such as the Vancouver Sneakerheads Group, host annual conventions celebrating the
latest sneaker releases.

In addition to special edition or limited release sneakers, general fitness sneakers have also experienced a
revitalization for utility. Over the five years to 2021, many brands have taken advantage of the CrossFit and HITT
style workout surge by creating specific sneakers for those types of athletes. Still, the proliferation of low-cost
options from overseas, some of which are counterfeit versions of popular North American sneakers, has harmed the
performance of this segment in recent years. Additionally, the spread of coronavirus is expected to lower spending
on new athletic footwear among all demographics as people wear their athletic footwear less often during
quarantine.

FIREARMS AND HUNTING EQUIPMENT

Firearms and hunting equipment account for another sizeable share of
industry revenue.

In particular, hunting equipment is popular in Canada, due to the sizeable population of hunters. In general, firearms
are a smaller share of industry revenue than for sporting goods operators in the United States, due to differences in
the accessibility of firearms. Due to the coronavirus pandemic, sales of hunting equipment are expected to increase
as hunting provides a relatively solitary form of recreation that can enable individuals to get outside. In 2021, this
segment is expected to account for 9.8% of industry revenue, up from 4.8% in 2016.

OTHER

Other products are expected to comprise 9.2% of industry revenue in
2021, down from 10.9% in 2016.

Sporting goods stores may include additional services, such as rock-climbing walls, putting greens, basketball courts
and other products that enable consumers to test products prior to purchasing. The pandemic reduced demand for
some of these activities, as business closures reduced the ability for consumes to participate in some of these
activities.

Demand
Determinants

Demand for the Sporting Goods Stores industry in Canada is influenced
by many variables, including income, sports participation levels,
consumer preferences, sporting trends, population characteristics and
the geographic location of stores.

The level of household disposable income determines the quantity, quality and frequency of consumer purchases
from sporting goods stores. Growth in disposable income enables consumers to purchase more high-cost, branded
or licensed merchandise. Conversely, a decline in discretionary income incites consumers to choose affordability
over quality, purchase secondhand items, repair rather than replace items or defer their sporting goods purchases
altogether.

Fluctuations in the sports participation rate have a significant influence on demand for sporting equipment, apparel
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and footwear at the retail level. Demand for sporting goods is also dependent on the type of sporting activity
undertaken by consumers. For example, growth in the number of consumers who participate in exercise at gyms will
cause an increase in demand for sporting footwear and apparel, but a decline in demand for equipment because it is
provided by the gym or fitness centre. Alternatively, consumers who participate in golf, ice hockey and scuba diving,
for example, are often required to purchase their own sporting equipment, footwear or apparel.

Consumer preferences also determine demand for industry products. Sporting goods and recreational equipment
compete with other products, such as toys, crafts and other leisure activities. In recent years, as home entertainment
products have become more technologically advanced and offer consumers more options, competition has
increased. For instance, children have been turning away from general sporting goods toward electronic games and
video games. Additionally, forms of activity such as indoor trampoline parks, which require no equipment, have risen
in popularity.

Some specialty sporting goods stores can outsell others, depending on their geographic location. This aspect is
more relevant to stores that stock goods for seasonal or climate-related sports. For example, demand for surfboards
and wet suits is significantly higher in provinces that are near water, such as British Columbia.

Major Markets

  LOWEST AND SECOND-LOWEST INCOME QUINTILE

In 2021, the lowest and second-lowest income quintiles are expected to
collectively account for 19.4% of industry revenue for the Canadian
Sporting Goods Stores industry, up from 18.2% in 2016.

Consumers in these income quintiles have limited disposable incomes and are more likely to buy sporting
equipment at supercentres and big-box retailers that competitively price their products. However, spending from
these quintiles is generally more elastic than other quintiles and in times of rising disposable income, they can be
expected to increase spending at a faster rate than individuals in other income levels. Over the five years to 2021,
growth in per capita disposable income has led to this market segment growing as a share of industry revenue.

THIRD-LOWEST INCOME QUINTILE

The third income quintile is anticipated to comprise 17.4% of industry
revenue in 2021, up from 15.6% in 2016.

Such consumers benefit from higher disposable income than the lowest income quintiles, leading to stronger
demand. Over the past five years, this market segment has grown due to more health-conscious individuals and
families stimulating demand for sports and fitness apparel, footwear and other products.

FOURTH-LOWEST INCOME QUINTILE

The fourth income quintile is anticipated to comprise 27.1% of industry
revenue in 2021, down from 27.4% in 2016.

Similar to the third income quintile, fourth income quintile consumers benefit from a larger amount of disposable
income than the lowest income quintiles to spend on leisure activities. Over the five years to 2021, industry revenue
from this segment is expected to decline due to an increase in external competition from e-commerce retailers and
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supercentres that provide more convenience.

HIGHEST INCOME QUINTILE

Consumers in the highest income quintile are estimated to account for
36.1% of industry revenue in 2021, down from 38.8% in 2016.

Consumers in this income quintile benefit from high disposable income levels and are consequently able to
purchase more price-premium sporting goods, designer athletic shoes and other recreational equipment. Such
consumers also benefit from extensive perks through the benefits programs offered by companies such as Sport
Chek. Over the five years to 2021, IBISWorld estimates that the wealthiest consumer quintile has decreased as a
share of revenue as consumers in this segment have increasingly shopped online.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Sporting Goods Stores industry in Canada does not participate in international trade, as trade figures are
accounted for in relevant upstream manufacturing industries. International trade of sporting goods stores
merchandise is accounted for in their respective upstream production industries. Refer to the Athletic and Sporting
Goods Manufacturing industry in Canada (IBISWorld report 33992aCA) for respective trade data.

Business
Locations

  Similar to most retail industries, the Sporting Goods Stores industry in Canada follows the dispersion of the Canadian population.
Industry establishments are primarily concentrated in Ontario, which accounts for 32.2% of industry establishments in 2021;
Quebec, which accounts for 25.4%; British Columbia, which accounts for 19.4%; and Alberta, which accounts for 11.2%.
Comparatively, the Canadian population is largely concentrated in Ontario, which comprises 38.8% of the population, followed by
Quebec (22.5%), British Columbia (13.6%) and Alberta (11.7%).

Typically, sporting goods retailers locate near consumers and develop establishments in areas with high customer foot traffic,
such as malls and shopping centres. In particular, Alberta and British Columbia contain the Rocky Mountains, a prime destination
for skiers, snowboarders and campers, which causes the industry to benefit from consumer demand for equipment related to
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these activities. Furthermore, British Columbia is located along the Pacific Ocean, which bolsters demand for sporting goods as
consumers require equipment related to aquatic activities. Across Canada, there are fantastic hiking trails that cater to a range of
competitiveness, further reinforcing demand for sporting goods.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Sporting Goods Stores industry in Canada exhibits low market share concentration. In 2021, although the two
largest sporting goods retailers are expected to account for 36.9% of the market, no other retailer is expected to
garner significant market share. The industry is typified by a high level of fragmentation, as local, family owned
businesses account for a large share of sporting goods retailers. As mass merchandisers enter the industry, the
landscape for the industry has changed. For example, larger operators' price-based competition is hampering the
viability of smaller operators. External competition, such as consumers purchasing sporting goods at the wholesale
level or manufacturers directly selling products to consumers, has placed additional pressure on industry
enterprises. As competition has intensified, many operators have conducted mergers. While the industry operates
with a moderate level of market concentration, it is still subject to growing merger and acquisition activity, which will
likely cause the industry to become more concentrated over the five years to 2026. Sporting goods retailers have
consolidated during the period due to numerous factors, including price competitiveness; the entry of merchandise
from globally based manufacturers, which has furthered price competition; and an expansion in the range of sporting
equipment, footwear and apparel stocked by department stores and mass merchandisers.

Key Success
Factors

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

Inventory of goods currently favoured by the market:
Operators need to stock products that are favoured in the market to boost sales.

Management of seasonal inventory:
Some merchandise is seasonal in nature, so retailers need to ensure that sporting equipment is on display prior to
and throughout the corresponding seasons.

Attractive product presentation:
Store merchandise needs to be displayed in a clean, logical and easily accessible manner. Products also need to be
attractively and strategically displayed to attract impulse buyers.

Economies of scope:
The product and pricing strategy for products must be appropriate and give customers some choice of quality and
price.

Having contacts within key markets:
Retailers need to develop and maintain links with local sporting clubs to ensure ongoing business from clubs and
members.
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Cost Structure
Benchmarks

  Profit

In 2021, profit, measured as earnings before interest and taxes, is
expected to comprise 4.4% of industry revenue, down from 5.0% in
2016. Many of industry operators have closed struggling stores to focus
on more profitable locations, but this has not been sufficient to preserve
profit. Additionally, profit has fluctuated during the period due to
intensifying competition among sporting goods retailers and department
stores expanding their sporting goods product portfolio.

 

  Wages

Wages are expected to comprise 15.9% of industry revenue in 2021, up
from 15.6% in 2016. Store employees are expected to undertake a
range of tasks, including stocking shelves, organizing store displays,
operating cash registers and performing customer service. Staff should
also have expertise pertaining to the operation of sporting equipment
and how particular footwear and apparel can enhance an individual's
sports performance. The added value of employee specialty knowledge
could be the main driver behind the increase in wage costs as more
operators hire more knowledgeable staff to stay competitive.
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  Purchases

In line with many retail industries, purchases are the largest expense
for the industry, accounting for an expected 64.4% of revenue in 2021,
up from 62.6% in 2016. While most merchandise is purchased from
sporting goods wholesalers, some industry operators are able to
purchase goods directly from manufacturers. Over the five years to
2021, supply contracts between retailers and vendors have been
exposed to fluctuations in exchange rates for globally based sporting
goods manufacturers, which has caused purchase costs to be relatively
volatile. The seasonal nature of some sporting equipment may also
influence the final price retailers pay for the stock.

 

  Marketing

Advertising expenditure has remained fairly stable over the five years to
2021, due to many sporting goods retailers investing in promotional
activities to remain competitive. For example, major players have
invested considerable resources in promotional campaigns to drive
store traffic and differentiate themselves from their competitors. In
2021, marketing costs are anticipated to absorb 1.8% of revenue,
slightly down from 2.0% in 2016.

 

  Depreciation

Depreciation of the industry's capital assets is expected to account for
1.1% of industry revenue in 2021. Depreciation costs have remained
steady during the period.

 

  Rent

Rent costs for industry operators are high due to the importance of a
premium location to remain competitive. Rent costs are expected to
account for 4.8% of industry revenue in 2021, down from 5.2% in 2016.
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  Utilities

Utility costs do not constitute a significant expense for industry
operators. In 2021, the average operator is anticipated to spend 0.9%
of revenue on utilities, down slightly from 1.0% in 2016.

 

  Other Costs

Other costs, including administrative costs and surveillance costs, are
relatively minimal and are expected to account for 6.8% of the
industry's revenue in 2021, down from 7.5% in 2016.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Sporting goods stores operate within a highly competitive environment.

Although the Canadian Sporting Goods Stores industry remains highly fragmented, consolidation has increased
over the five years to 2021 as many sporting goods retailers have shuttered poorly performing stores to compete
with external competitors. Furthermore, the price of many sporting goods has declined, which can be attributed to
the inundation of low-cost sporting goods from global manufacturers. To bolster revenue and profit, many industry
operators have expanded to include private-label products in their product mix.

INTERNAL COMPETITION

Sporting goods retailers compete with other operators on the basis of
price, product range, brands offered, customer service and store location.

Price-based competition is the most vital form of competition in the industry. Consumers are price conscious and will
likely compare a sporting goods retailer's price with other industry operators, which is particularly efficient for
consumers since many operators have websites with product pricing. Additionally, an operator's product portfolio is
a key component in industry competition. Sporting goods retailers with a range of merchandise, such as products
that cater to all skill levels, will likely attract a strong customer base. Providing a range of quality is also a key factor
in driving sales, as amateurs are less likely than sports enthusiasts to invest in high-quality sporting goods.

Furthermore, retailers need to ensure that staff members have knowledge of sporting goods to address all customer
queries. By offering additional support services, such as tennis racket stringing, bicycle repair and maintenance, ski
equipment tune-ups, ice skate sharpening, arrow cutting and hunting and fishing licences, industry operators can
develop a loyal customer following. Industry competition is also based on retailers' store location. For example,
locating in areas of high customer foot traffic, such as malls and shopping centres, enables industry operators to
attract consumers on the basis of convenience.

EXTERNAL COMPETITION
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Department stores and big-box retailers have placed increased pressure
on the industry over the five years to 2021 by expanding the range of
sporting goods they offer.

These retailers are able to use economies of scale to maximize cost savings by purchasing large volumes of
inventory at once, enabling them to offer heavily discounted products to customers. As a result, mass
merchandisers and department stores have heightened price-based competition and prompted sporting goods
stores to lower their product markups and absorb the associated losses in an attempt to match the lower prices of
mass merchandisers.

Barriers to
Entry

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

  The Sporting Goods Stores industry in Canada exhibits
moderate barriers to entry. The most significant barrier
prospective operators will likely need to consider is high
fixed start-up costs. The initial cost of establishing or
purchasing a retail outlet and providing sufficient inventory
to stock retail shelves may prohibit new entrants from
entering the industry. In addition, operators require a line
of credit for the purchase of store inventory, which can be
extensive. Industry entrants may incur expenditures
related to advertising and marketing as well, which are
critical for generating a market presence and consumer
interest. Retailers also need to establish relationships with
suppliers to guarantee a consistent and reliable supply of
quality products, which may be a barrier for new entrants.
Further, well-connected, existing retailers may have
exclusivity agreements with some wholesalers, straining
new entrants' ability to secure some merchandise.

Furthermore, industry operators have typically developed
well-established distribution and supply-side contracts,
such as with globally based sporting goods
manufacturers, which may deter potential entrants from
entering the industry. Establishing supply-side
relationships with manufacturers and wholesalers enables
sporting goods retailers to secure high-quality, yet low-
price inventory in bulk.

New entrants must also consider the industry's market
share concentration. Although currently exhibiting a low
level of market share concentration, the industry is
expected to have steadily rising concentration levels over
the five years to 2026. As a result of more large-scale,
national chains, potential industry entrants will likely
contend with large operators offering sporting goods at
low prices. Large operators also will likely benefit from
brand awareness and strong customer loyalty, which
poses as a potential barrier to new entrants.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Mature  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  Globalization levels in the Canadian Sporting Goods Stores industry have remained constant over the five years to
2021. Historically, the industry has been characterized by a large number of small, independently operated sporting
goods retailers that cater to a market niche of local consumers. While the number of independent operators has
diminished over the years, this industry has remained domestically owned and operated. Local operators have,
however, expanded internationally via the establishment of stores or joint ventures. In terms of international trade
levels, globalization has been influenced by the influx of sporting goods made from Asia-based manufacturers into
the domestic market.

The entry of this merchandise, often sold at lower prices than domestically produced goods, has increased
competition levels within the industry. Due to the price competitiveness of such merchandise and rising consumer
demand, retailers have been forced to find sufficient shelf space or run the risk of losing potential sales.
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Major Companies

Major Players Canadian Tire Corporation Limited

Market Share: 36.4%

  Canadian Tire Corporation Limited (Canadian Tire) owns FGL Sports Ltd. (FGL Sports), the largest retailer of
sporting goods in Canada. Prior to the five years to 2021, FGL Sports closed its Sport Mart, the Fitness Source and
Athletes World banners in 2014 to strengthen its SportChek brand. Overall, FGL Sports operates in the Canadian
Sporting Goods Stores industry through its Sport Chek, Sports Experts, Atmosphere and Pro Hockey Life names
and brands. FGL Sports generates revenue from its retail operations, in addition to deriving royalties from
franchisees. According to the company's 2020 annual report (latest data available), there were 397 Sport Chek
stores across Canada.

The company's banners focus on appealing to a specific market niche. For example, Sports Experts targets
consumers in Quebec that want fashionable sporting goods, whereas Atmosphere specializes in outdoor sports
products such as cross-country skiing and camping equipment. In addition, FGL Sports has differentiated by
investing in in-store digital features that assist customers with making purchasing decisions. In 2015, FGL Sports
opened Sport Chek stores in Toronto and Mississauga, ON. In 2017, FGL Sports focused on bolstering its apparel
offering by launching a new series of jeans under its store-owned label, Gravity. Additionally, the company rolled out
distributed order management for e-commerce orders in select locations, which enables expedited real-time
inventory tracking and online order fulfilment and faster delivery.

FGL Sports benefits from operating under Canadian Tire due to the company's real estate expertise. For instance,
Canadian Tire's real estate expertise enables FGL Sports to identify retail outlets that have high customer foot
traffic. Moreover, Canadian Tire has established relationships with more than 60 amateur and professional sports
organizations, including the Canadian Olympic Committee and the National Hockey League, which likely raises
consumer awareness of FGL Sports' product portfolio. Lastly, Canadian Tire's superior supply chain network, which
provides distribution for all Canadian Tire's retail stores via a third-party logistics provider, likely benefits FGL Sports
by enabling the company to access low-cost distribution services.
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Financial performance

The company's industry-relevant revenue is expected to grow at an annualized rate of 1.0% to $2.1 billion over the
five years to 2021. Since 2015, FGL Sports has focused on expanding its Sport Chek and Atmosphere locations,
which has encouraged growth in the company's industry-relevant revenue. In 2015, FGL Sports set a targeted
annual growth goal of 9.0% for retail sales each year, but failed to meet that goal that year. Although FGL Sports
continues to experience increases in e-commerce sales, volatile economic conditions across Canada have slowed
growth. Furthermore, the company endured declining revenue in 2020 due to the global spread of COVID-19
(coronavirus). Despite a decline in 2020, the company's industry-relevant operating profit, measured as earnings
before interest and taxes, is expected to grow at an annualized rate of 1.1% to $125.0 million over the five years to
2021.

 
Canadian Tire Corporation Limited (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 2,006.9 N/C 118.3 N/C
2017 1,978.1 -1.4 122.0 3.1
2018 1,993.4 0.8 111.0 -9.0
2019 2,036.3 2.2 125.4 13.0
2020 1,814.8 -10.9 105.3 -16.0
2021 2,112.4 16.4 125.0 18.7

Source: Annual Report and IBISWorld
Note: *Estimates

Other Companies The Sporting Goods Stores industry in Canada is mostly composed of small, family-owned businesses. These
independently operated boutique sporting goods retailers typically cater to a small geographic region or a niche
sport. However, a few national retailers of sporting goods exist in the industry, such as FGL Sports Ltd., which is
owned by major player Canadian Tire Corporation Limited.

Sporting Life

  Market Share: 0.5%
  Founded in 1979, Sporting Life is known for its luxury apparel and high-performance gear for skiing, snowboarding,

tennis, biking, hiking and other outdoor activities and sports. Sporting Life also provides a wide variety of casual
athleticwear, casual shoes and outdoor shoes, in addition to casual premium lifestyle clothing. Among the brands
sold are Canada Goose, Moncler, Hugo Boss, Nike, Champion, Adidas and Patagonia. Compared with FGL Sports
Ltd., which is owned by major player Canadian Tire Corporation Limited, Sporting Life appeals to the high-end
sporting goods market with brand-name products. The company has retail locations in Toronto, Ottawa and
Collingwood, ON. In fall 2016, Sporting Life opened two additional locations in Calgary and Ontario, with an
additional two retail stores in 2017. In 2019, the company opened a new store at the Amazing Brentwood
development in Burnaby, BC, its first location in British Columbia. In 2021, the company is expected to generate
$26.7 million in industry-relevant revenue, accounting for 0.5% of industry revenue.



Sporting Goods Stores in Canada October 2021

29 IBISWorld.com

Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Sporting Goods Stores industry in Canada exhibits a
low level of capital intensity. In 2021, for every $1.00 spent
on wages, the industry is expected to incur $0.07 in capital
expenditures, remaining unchanged compared with 2016
levels. The industry's largest capital expenditure occurs
when operators open new stores or when stores are
renovated or upgraded. Capital investment is mainly in
fixtures and fittings, cash registers and point-of-sale (POS)
systems. In addition, larger sporting superstores often
invest in interactive features, including rock climbing walls,
putting greens, mini athletic tracks and mini indoor
basketball and tennis courts.

This industry is labour intensive, largely due to the human
input required to operate retail outlets. Employees provide
customer service, restock shelves and maintain inventory.
Providing excellent customer service is crucial for sporting
goods retailers. In doing so, retailers are able to build a
loyal customer base, which can lower exposure to high
levels of competition. Many operators rely on part-time
labour. Additionally, employment fluctuates throughout the
year due in line with peak selling times, such as the back-
to-school season and the winter holiday season. Unlike
capital costs, labour costs are integral to a retail store's
operations. Therefore, labour costs for this industry are
considerably larger than capital expenditure. The overall
capital intensity of the industry is expected to change little
over the five years to 2026, and IBISWorld anticipates that
the industry will continue to experience a low level of
capital intensity.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Medium Rate of
Innovation

Potential 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 Innovation
Concentration

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.

Very Low Ease of Entry Very
Unlikely

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.

High Market
Concentration

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.

  The rate of new patent additions to the industry is low. This is combined with a low concentration of innovation. Both factors
being low suggests that new technology entry is slow and widespread, which limits the threat of disruptive threats hurting
leading industry operators.

The industry structure is not accommodative to new entrants succeeding, which limits the incentive for new companies.
This is accompanied by an average level of new entrant operators. The combination provides a limited threat from
disruptors.

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.

Overall, operators in the Canadian Sporting Goods Stores industry are
affected by various technological advances on the part of competing
industries.

More specifically, online retailers have emerged as the most significant source of competition for the industry, including
shopping sites created by companies such as Amazon.com Inc. that aim to make purchasing industry products easier for
interested consumers, as they can do this not only from the comfort of their own homes, but can also have the items
delivered quickly and directly to them. Furthermore, online auction sites and marketplaces are centred around the selling of
used industry goods and enable any individual to purchase from the site either organically or by undergoing a bidding
process. Lastly, these types of sites all have accompanying smartphone apps that make it easier than ever for users to
access the sites on the go, further disrupting the traditional storefront model employed by the industry.

The level of technology change is    Low

  Sporting goods retailers have benefited from a range of technological
advances, including the introduction of point-of-sale (POS) systems, barcode
scanning and electronic data interchange (EDI).
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However, most establishments in the Canadian Sporting Goods Stores industry implemented these devices prior to the five
years to 2021, enabling them to control and record merchandise, distribution, sales and stock markdowns via POS
systems. While barcode scanning offers the advantages of higher labour productivity and increases the speed at which
information can be exchanged, it also provides retailers with greater control over the distribution of goods and reduces
potential errors along the supply chain. Furthermore, EDI systems have enabled operators to streamline the previously
paper-dominated ordering process.

Advances in technology have also altered the way consumers shop for sporting goods. The majority of industry operators
have established websites, which enables them to sell sporting goods and equipment online. Such advances, however,
have created further competition for this industry by providing another avenue for consumers to access and purchase
sporting goods rather than visiting sporting goods stores' brick-and-mortar facilities.

Revenue
Volatility

The level of volatility is    Medium

  Over the five years to 2021, the Sporting Goods Stores industry in Canada has
exhibited a moderate level of revenue volatility.

During the period, revenue has grown as much as 3.1% in 2021 and has declined as much as 7.6% in 2020 due to the
COVID-19 (coronavirus) pandemic. Due to the largely discretionary nature of industry products, demand is influenced by
variations in disposable income. Consumers are price conscious and therefore the purchase of sporting goods depends on
levels of disposable income. As consumers' per capita disposable income rises, more consumers are able to purchase a
range of sporting goods, including high-quality products such as scuba diving equipment and apparel. Comparatively, low
discretionary income may incite consumers to purchase more low-cost sporting activities such as tennis-related products.
For example, in 2020, the industry was disrupted by the global spread of coronavirus, which caused unemployment to rise
and consumer spending to fall, fuelling a decline in industry revenue.

Preferences of the youth demographic in terms of participation, the popularity of different sports and changing fashion
trends have affected demand for sporting goods and equipment over the five years to 2021. Changes in consumer trends
typically determine which sporting activity will likely become popular. Trends in sports participation have also been
influenced by the perceived health benefits associated with various sports, which has constrained industry revenue
volatility. The revitalized focus on health and fitness in Canada has caused the population of health-conscious consumers
to increase. These consumers have valued sporting goods as an integral component in mainlining their health and well-
being.

Revenue is also affected by the expansion of industry product offerings by external competitors, such as large department
stores and online retailers. In recent years, these external players have placed increasing pressure on the industry by
offering consumers a broad range of products at competitive prices. The growth of online retailers provides additional strain
as it offers the convenience of shopping from home. This factor has offset some revenue growth in times of strong sales
while exacerbating declines amid periods of low demand.

Regulation & The level of regulation is    Light and the trend is Steady
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Policy Retailers in the Canadian Sporting Goods Stores industry that sell firearms
and ammunition must hold a firearms licence and comply with the Firearms
Act, which requires retailers to perform a presale background check of
consumers who want to purchase hunting rifles.

A background check determines if a sale can be made, must be denied or should be delayed for further review. The
Canadian Firearms Program, the government program responsible for licensing and regulating firearms in Canada, keeps a
registry of purchased firearms. Other regulations relevant to this industry are generally covered by each provincial
government.

Industry
Assistance

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

The Sporting Goods Stores industry in Canada does not receive any specific
government assistance.

Tariff rates, however, do apply to certain products that the industry retails, as companies sell a range of sporting products.
Nevertheless, this factor is of little significance at the retail level because operators purchase goods from importers and
wholesalers after the tariff has been applied. Consequently, changes in tariff rates can alter the sources and prices of
industry goods. For instance, a decline in tariff rates will result in falling purchase costs, which can be passed onto the
consumer. This helps retailers remain price competitive.

In response to the global spread of COVID-19 (coronavirus), the Government of Canada released a COVID-19 Economic
Response Plan to support Canadians and businesses enduring economic hardship due to the pandemic. The government
announced support for small businesses including measures that helped businesses stay open and keep workers
employed. Included in these measures was the expansion of the Canada Emergency Business Account to businesses that
paid between $20,000 and $1.5 million in total payroll in 2019. The program was previously available to businesses with
payrolls between $50,000 and $1.0 million. Second, the government provided rent assistance to small businesses. The
program provided loans to commercial property owners that in turn were supposed to lower or forgo the rent of small
businesses. Additional support was available for businesses, including the Canada Emergency Wage Subsidy (CEWS)
which is a subsidy that covered about 75.0% of an employee's wages up to $847.00 per week.
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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)

Per capita
disposable
income ($)

2012 5,758 1,217 5,233 4,499 37,341 N/A N/A 927 N/A 28,883
2013 5,785 1,262 4,900 4,149 37,538 N/A N/A 926 N/A 29,369
2014 5,872 1,275 4,815 3,981 37,669 N/A N/A 951 N/A 29,466
2015 6,356 1,358 4,800 3,941 36,833 N/A N/A 1,006 N/A 30,804
2016 6,479 1,406 4,752 3,915 39,924 N/A N/A 1,013 N/A 30,332
2017 6,528 1,420 4,879 3,947 39,486 N/A N/A 993 N/A 30,675
2018 6,263 1,354 4,975 4,039 36,776 N/A N/A 1,019 N/A 30,647
2019 6,088 1,321 4,786 4,002 36,626 N/A N/A 993 N/A 30,852
2020 5,625 1,133 4,743 3,908 31,981 N/A N/A 905 N/A 33,416
2021 5,800 1,240 4,778 3,930 32,492 N/A N/A 922 N/A 31,559
2022 5,953 1,281 4,814 3,957 32,934 N/A N/A 937 N/A 32,740
2023 6,031 1,291 4,829 3,968 33,123 N/A N/A 944 N/A 32,722
2024 6,094 1,296 4,845 3,980 33,186 N/A N/A 947 N/A 32,677
2025 6,163 1,303 4,852 3,986 33,268 N/A N/A 951 N/A 32,707
2026 6,223 1,309 4,849 3,983 33,371 N/A N/A 955 N/A 32,786

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Per capita
disposable
income (%)

2012 -2.00 -0.41 -9.20 -4.61 -0.43 N/A N/A -0.75 N/A 1.73
2013 0.47 3.70 -6.37 -7.78 0.52 N/A N/A -0.12 N/A 1.68
2014 1.49 1.01 -1.74 -4.05 0.34 N/A N/A 2.67 N/A 0.33
2015 8.24 6.48 -0.32 -1.01 -2.22 N/A N/A 5.84 N/A 4.53
2016 1.92 3.57 -1.00 -0.66 8.39 N/A N/A 0.66 N/A -1.54
2017 0.75 0.95 2.67 0.81 -1.10 N/A N/A -1.94 N/A 1.12
2018 -4.06 -4.64 1.96 2.33 -6.87 N/A N/A 2.54 N/A -0.10
2019 -2.79 -2.47 -3.80 -0.92 -0.41 N/A N/A -2.56 N/A 0.66
2020 -7.61 -14.2 -0.90 -2.35 -12.7 N/A N/A -8.87 N/A 8.31
2021 3.10 9.42 0.73 0.56 1.59 N/A N/A 1.89 N/A -5.56
2022 2.64 3.29 0.75 0.68 1.36 N/A N/A 1.61 N/A 3.73
2023 1.31 0.84 0.31 0.27 0.57 N/A N/A 0.72 N/A -0.06
2024 1.04 0.38 0.33 0.30 0.19 N/A N/A 0.36 N/A -0.14
2025 1.13 0.50 0.14 0.15 0.24 N/A N/A 0.42 N/A 0.09
2026 0.97 0.47 -0.07 -0.08 0.30 N/A N/A 0.44 N/A 0.24

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 21.1 N/A N/A 154 16.1 7.14 24,825
2013 21.8 N/A N/A 154 16.0 7.66 24,666
2014 21.7 N/A N/A 156 16.2 7.82 25,238
2015 21.4 N/A N/A 173 15.8 7.67 27,321
2016 21.7 N/A N/A 162 15.6 8.40 25,373
2017 21.7 N/A N/A 165 15.2 8.09 25,158
2018 21.6 N/A N/A 170 16.3 7.39 27,700
2019 21.7 N/A N/A 166 16.3 7.65 27,104
2020 20.1 N/A N/A 176 16.1 6.74 28,289
2021 21.4 N/A N/A 178 15.9 6.80 28,370
2022 21.5 N/A N/A 181 15.7 6.84 28,442
2023 21.4 N/A N/A 182 15.6 6.86 28,485
2024 21.3 N/A N/A 184 15.5 6.85 28,533
2025 21.1 N/A N/A 185 15.4 6.86 28,583
2026 21.0 N/A N/A 186 15.3 6.88 28,621

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

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

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

Sports Market Analytics
http://www.sportsmarketanalytics.com

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

Industry Jargon BABY BOOMERS
The demographic of Canadians born between 1946 and 1964, accounting for a major proportion of the population.

ELECTRONIC DATA INTERCHANGE (EDI)
The transmission of data between businesses from one computer system to another.

POINT-OF-SALE (POS)
A system used at checkout in retail stores using computers and cash registers to capture transaction data at the
time and place of sale.

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
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
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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.
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