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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 is forecast to decline for the Gift Shops and Card Stores industry in Canada, which can be mainly
attributed to the COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance chapter.

· The industry's profit margin is expected to decline, mainly due to the adverse economic effects of the coronavirus
pandemic. For more detail, please see the Cost Structure Benchmarks chapter.

· Demand from the industry's major markets is forecast to decline due to the coronavirus pandemic. For more detail,
please see the Major Markets 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 Gift Shops and Card Stores industry in Canada retails a range of gifts, gift wrap, novelty merchandise,

souvenirs, greeting cards, party supplies and seasonal and holiday decorations. This industry excludes retailers that
operate primarily as used merchandise stores, electronic shopping and mail-order houses or discount retail stores.

Major Players Party City Holdings Inc.

Main Activities The primary activities of this industry are:

Retailing greeting cards

Retailing gifts and gift supplies

Retailing souvenirs and novelty merchandise

Retailing party supplies

Retailing seasonal and holiday decorations

The major products and services in this industry are:

Souvenirs and novelty items

Seasonal decorations

Greeting cards

Clothing and jewellery

Kitchenware and home furnishings

Groceries

Other products
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Supply Chain

SIMILAR INDUSTRIES

Hobby & Toy Stores in Canada Florists in Canada E-Commerce & Online Auctions in
Canada

Mail Order in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Gift Shops & Card Stores in the
US

Online Greeting Card Sales Online Greetings Card Retailers
in the UK
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Industry at a Glance
Key Statistics

$2.5bn
Revenue

Annual Growth

2016–2021

-2.4%

Annual Growth

2021–2026

3.6%

Annual Growth

2016–2026

 

$125.3m
Profit

Annual Growth

2016–2021

-3.9%

  Annual Growth

2016–2021

 

5.1%
Profit Margin

Annual Growth

2016–2021

-0.4pp

  Annual Growth

2016–2021

 

3,808
Businesses

Annual Growth

2016–2021

-3.1%

Annual Growth

2021–2026

0.2%

Annual Growth

2016–2026

 

14,464
Employment

Annual Growth

2016–2021

-4.5%

Annual Growth

2021–2026

1.9%

Annual Growth

2016–2026

 

$434.0m
Wages

Annual Growth

2016–2021

-2.5%

Annual Growth

2021–2026

2.2%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

20.6%
Demand from e-commerce and
online auctions

2.3%
Per capita disposable income

-36.3%
International trips by Canadian
residents

-35.1%
Inbound international travel

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Regulation & Policy
Light / Steady   Technology Change

Low

  Industry Globalization
Low / Steady

NEGATIVE IMPACT

  Life Cycle
Decline   Revenue Volatility

High

  Industry Assistance
Low / Steady   Barriers to Entry

Low / Steady

  Competition
High / Increasing

 

Key Trends

 The industry has suffered from growth in online shopping

 Rising external competition has affected the industry

 The industry has been negatively affected by a stagnating
economy

 Operators will need to keep prices low to remain competitive

 The industry is expected to undergo some consolidation

 Per capita disposable income is expected to increase

 The rise of competitors has siphoned dollars away from the
industry and pressured profit
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Barriers to Entry

  Low & Steady Level of Assistance

  High Competition

  Decline Life Cycle Stage

  Low Profit vs. Sector Average

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2021-2026)

  High Performance Drivers

  Demand from e-commerce and online auctions

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Per capita disposable income
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Executive Summary Just a note: External competition is expected to intensify as consumers
shift to online shopping, boosting industry revenue

The Gift Shops and Card Stores industry in Canada comprises retailers that sell a range of gifts, gift wrap, novelty
merchandise, souvenirs, greeting cards, party supplies and seasonal decorations. The industry is highly fragmented
and excludes retailers that operate primarily as used merchandise stores, electronic shopping and mail-order
houses or discount retail stores. Over the five years to 2021, industry revenue has decreased, with the declining
popularity of retail shops augmented by stagnating economic performance due to the COVID-19 (coronavirus)
pandemic and the decrease in inbound international travel, hindering industry revenue growth. Outbound
international tourism has also declined, which has further eroded demand for souvenirs and other items, one of the
industry's largest product segments. Consequently, IBISWorld expects industry revenue to decrease at an
annualized rate of 2.4% to $2.5 billion over the five years to 2021. This includes a forecast growth of 6.0% in 2021
alone, specifically due to the steady economic recovery after the peak of coronavirus.

More generally, the industry has been largely in decline over the majority of the past two decades. Industry revenue
has traditionally been linked to consumer confidence and disposable income levels, as industry goods are
considered discretionary. Despite both of those drivers forecast to improve during the five-year period, the rise of
competitors has siphoned more dollars away from the industry and pressured profit. In particular, consumers have
turned to discount retailers such as Walmart Inc. that offer one-stop shopping options. Further, the expansion of e-
commerce and online sales opportunities have provided consumers with the ability to purchase industry products at
competitive prices from their own homes, and the percentage of sales conducted online has been steadily rising.

Nevertheless, the industry is likely to return to growth over the five years to 2026 as the economy recovers from the
coronavirus pandemic in the long run. While inbound and outbound tourism figures are forecast to rise, external
competition is expected to intensify at a greater rate as consumers shift to online shopping, though economic growth
will help to offset this threat. As a result, industry revenue is projected to rise an annualized 3.6% to $2.9 billion over
the five years to 2026.
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Industry Performance

Key External
Drivers

Per capita disposable income

Demand for the goods sold at gift shops and card stores is discretionary. Therefore, a rise in disposable income
enables consumers to spend more on products retailed at industry establishments. Per capita disposable income is
expected to decrease in 2021, although its overall rise is forecast to represent a potential opportunity for the
industry.

 

Demand from e-commerce and online auctions

E-mail, social networking websites and other services offered online have reduced demand for traditional greeting
cards and postcards. Electronic retailers and service providers avail consumers with affordable prices and
convenience. Consequently, a rise in demand from e-commerce and online auctions, which can be used as a proxy
for online competition in the industry, will likely curb demand for traditional cards. Demand from e-commerce and
online auctions is expected to increase in 2021.

 

Inbound international travel

Inbound international travel helps drive demand for products sold at gift shops. A rise in the level of inbound trips
coincides with an increase in demand for gifts and souvenirs, helping lift industry revenue. In 2021, inbound
international travel is expected to decrease, posing a potential threat to the industry.

 

International trips by Canadian residents

Demand for souvenirs, the largest product segment for this industry, depends on the level of tourist activity and
spending. As the number of international trips by Canadian residents increases, so too will demand for industry
goods, as Canadian citizens bring local souvenirs abroad. Moreover, international trips by Canadian residents can
be used as a proxy for domestic travel, as both tend to move in step with each another. The number of international
trips by Canadian residents is forecast to decrease in 2021.
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Current
Performance

The Gift Shops and Card Stores industry in Canada comprises retailers
that sell a range of gifts, gift wrap, novelty merchandise, souvenirs,
greeting cards, party supplies and seasonal and holiday decorations.

The industry is highly fragmented and excludes retailers that operate primarily as used merchandise stores, e-
commerce and mail-order houses or discount retail stores. The industry has declined over the five years to 2021,
reflecting the struggle that the industry has endured over the past two decades. The industry suffers from significant
competition, particularly as many of its competitors are discount retailers such as Walmart Inc. (Walmart) that
provide many industry products at levels that are often lower than operators are capable of providing. Further, the
retail environment has shifted, with the amount of sales being conducted online steadily rising during the period, and
online retailers' auction websites and virtual greeting cards helping to erode demand for industry goods at physical
establishments.

Moreover, per capita disposable income has been volatile over the five years to 2021, as inbound international travel
to Canada has decreased greatly. These declines are mainly due to the COVID-19 (coronavirus) pandemic in
Canada, with industry revenue forecast to decline at an annualized rate of 2.4% to $2.5 billion over the five years to
2021. This includes an anticipated growth of 6.0% in 2021 alone. The rise in 2021 can be mainly attributed to the
steady economic recovery in 2021, as vaccines continue to roll out and restrictions ease.

EXTERNAL COMPETITION UNDERMINES INDUSTRY

Industry operating conditions are becoming increasingly difficult, partly
due to an evolving consumer shopping environment.

This industry has traditionally been dominated by niche specialty stores. However, large discount retail stores can
offer one-stop shopping for both industry-relevant goods and a variety of other necessities that many industry
operators normally do not offer, and their goods are often more competitively priced. As a result, Walmart and other
large retailers have been able to capture an increasing share of consumer dollars.

The industry has also suffered from growth in online shopping. The percentage of sales being conducted online
across North America has risen steadily over the past five years, and the availability of industry products online has
made it easier and often preferable for shoppers to purchase products over the internet rather than through visiting a
brick-and-mortar store. As a result of these trends, industry revenue has significantly lagged growth among its
competitor industries. For example, demand from e-commerce and online auctions (IBISWorld report 45411aCA)
has risen an annualized 24.5% over the five years to 2021. As a result, many industry stores and retail stores in
general have begun to pivot, bolstering their online product offerings while trying to bolster in-store sales by
enhancing the customer experience by creating more interactive environments.

INDUSTRY PARTICIPATION CONTRACTS
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Rising external competition from discount and online retailers has had
negative implications for the industry landscape.

IBISWorld estimates that the industry's retail footprint has fallen at an annualized rate of 3.0% to 4,504 locations
over the five years to 2021. Many companies overextended themselves through having stores in unprofitable
locations, and companies such as the Walt Disney Company and Things Remembered Inc. have had to close their
locations as a result. With a declining retail footprint, industry employment has similarly fallen. IBISWorld forecasts
that over the five years to 2021, the number of industry employees will decline at an annualized rate of 4.5% to
14,464 workers. Although larger operators have been able to boost their profitability over the past five years by
cutting costs, smaller retailers have struggled to create a substantial profit. Consequently, IBISWorld estimates that
industry profit, measured as earnings before interest and taxes, has fallen from 5.5% of revenue in 2016 to an
estimated 5.1% in 2021.

ECONOMIC STAGNATION AUGMENTS DECLINE

Along with falling industry participation figures over the past five years,
the industry has been further negatively affected by a stagnating
economy, though this is largely the result of Canada's current economic
difficulties amid the coronavirus pandemic than it is reflective of
sustained economic difficulties during the five-year period.

Nonetheless, per capita disposable income across Canada has been more volatile than usual. Demand for the
products sold at industry establishments primarily depends on per capita disposable income, as households are the
main downstream market for this industry. Since most of the items sold at gift shops are discretionary, consumers
only purchase these items when they have sufficient disposable income. Over the five years to 2021, per capita
disposable income is expected to rise an annualized 0.8%. However, the rise in 2020 can be mainly attributed to
governmental aid to help keep people afloat during the peak of the pandemic. Then in 2021, per capita disposable
income is forecast to decline 5.6%, decreasing demand for industry products.

Furthermore, the industry's decline has been augmented by decreasing tourist activity over the past five years.
Inbound international travel to Canada, which helps drive downstream demand for industry products sold at gift
shops, has decreased at an annualized rate of 35.1% over the five years to 2021. Tourism is particularly beneficial
for this industry because it drives demand for souvenirs and other novelty items, which is by far the industry's largest
product segment and one that has been less affected by competition from big-box retailers and online shops.
Nonetheless, declining tourism to Canada over the past five years has only furthered the industry's long-running
trend toward a decline.
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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)

Inbound
international

travel
(Million)

2012 2,635 643 5,587 4,777 17,909 N/A N/A 472 N/A 25.3
2013 2,680 662 5,633 4,819 19,037 N/A N/A 477 N/A 25.2
2014 2,689 661 5,544 4,735 19,169 N/A N/A 468 N/A 25.6
2015 2,714 665 5,357 4,579 17,750 N/A N/A 473 N/A 27.6
2016 2,775 685 5,241 4,458 18,208 N/A N/A 492 N/A 30.1
2017 2,678 672 5,049 4,278 19,543 N/A N/A 495 N/A 31.1
2018 2,804 697 5,042 4,277 18,981 N/A N/A 505 N/A 31.3
2019 2,915 724 4,746 4,026 18,819 N/A N/A 519 N/A 32.4
2020 2,317 544 4,482 3,804 14,045 N/A N/A 419 N/A 5.10
2021 2,457 595 4,504 3,808 14,464 N/A N/A 434 N/A 3.50
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Industry Outlook
Outlook The Gift Shops and Card Stores industry in Canada is anticipated to

experience a resurgence in growth over the five years to 2026, as industry
revenue is projected to rebound strongly following the COVID-19
(coronavirus) pandemic.

Nevertheless, it is important to note that many of the trends that have negatively affected the industry over previous
years will continue to encroach upon industry revenue over the next five years. For instance, big-box retailers and
discount stores are expected to continue to attract customers, and struggling operators will likely be forced into price
competition to gain business, though profitability is projected to slightly improve over the next five years.

In addition, industry consolidation is expected to contract slightly as economic conditions slowly improve. As a result
of disposable income and retail sales, in addition to consumer confidence and consumer spending, all forecast to
rise over the next five years, aiding some new life into an industry that has been experiencing a long-term decline for
many years now. To this end, even amid a consistently difficult operating landscape, IBISWorld expects industry
revenue to increase at an annualized rate of 3.6% over the five years to 2026, reaching $2.9 billion.

EXTERNAL COMPETITION PRESSURES PRICES

Even though industry revenue is expected to resurge as the country's
economy eventually begins its recovery from the current coronavirus
pandemic, this growth will largely occur within the first two years of the
outlook period only, with revenue growth stagnating for the remainder of
the next five years.

As a result, the outlook period is projected to continue to be mired by many of the same challenges that industry
operators endure at present. More specifically, with rising competition from discount retailers and e-commerce
websites such as Amazon.com Inc. (Amazon), which often offer free shipping, industry operators are expected to
continue to struggle. While many stores have bolstered their online presence over the five years to 2021, they still
typically offer a smaller variety of items than their competitors. Further, by not operating physical stores, competitors
such as Amazon are able to minimize costs and can generally offer lower prices for comparable products. Many
consumers have grown accustomed to the prices established at discount retail channels and are not willing to pay
more for similar items at boutiques and gift shops.

Moreover, Canadian mail volumes, which have declined over the past decade, are expected to continue falling over
the five years to 2026. The Canada Post, which went through a reorganization recently, discontinued door-to-door
delivery service to certain parts of the country, deterring consumers from mailing greeting cards. While this decision
has proved controversial, it was decided that door-to-door service would not be restored. This has likely had an
effect on demand for physical greeting cards. Further, under current conditions, demand from e-commerce and
online auctions, used as a proxy for online competition in the industry, is expected to increase an annualized 10.0%
over the next five years.

With competition from discount and big-box retailers expected to intensify as the leading chains expand their
operations across the country, operators will need to keep prices low to remain competitive. Specialized stores, such
as party supply stores, will be forced to lower their prices at the expense of earnings. Nonemployers catering to local
markets will likely be especially affected, as these operators lack the ability to negotiate lower prices from upstream
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distributors because of their relatively small purchasing volumes. Consequently, IBISWorld expects industry profit to
be constrained from experiencing greater growth over the next five years, although profitability is anticipated to
slightly expand.

IMPROVING DEMAND ENTICES RETAILERS TO RETURN

As a result of improving economic conditions, industry participation is
expected to expand slightly over the five years to 2026.

The number of industry operators is anticipated to rise an annualized 0.2% to 3,855 companies over the next five
years. Employment, is also anticipated to rise an annualized 1.9% to 15,886 workers during the same period, as the
remaining operators in the industry hire increasingly knowledgeable staff to take advantage of the industry's likely
temporary return to growth.

ECONOMIC IMPROVEMENT LIMITS INDUSTRY DECLINE

Despite the industry's difficulties in regard to its operating landscape, the
rate of industry decline is expected to be outpaced by the broad
improvement in various economic variables.

Per capita disposable income, a key determinant of industry performance because goods sold at gift shops and card
stores are discretionary, is expected to increase over the next five years. Furthermore, inbound international tourism
to Canada is projected to return to growth as well, solidifying the industry's projected positive performance over the
five years to 2026.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Inbound
international

travel  (Million)
2021 2,457 595 4,504 3,808 14,464 N/A N/A 434 N/A 3.50
2022 2,852 677 4,716 3,958 15,896 N/A N/A 482 N/A 23.5
2023 2,889 684 4,691 3,931 15,977 N/A N/A 486 N/A 26.9
2024 2,908 687 4,661 3,902 15,981 N/A N/A 486 N/A 30.4
2025 2,920 687 4,638 3,879 15,932 N/A N/A 485 N/A 32.1
2026 2,929 688 4,613 3,855 15,886 N/A N/A 485 N/A 33.9
2027 2,935 688 4,607 3,848 15,845 N/A N/A 484 N/A 33.9
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

IVA growth lags behind that of the overall economy

The industry is experiencing increasing competition from discount and online retailers

The number of industry retailers is contracting

The Gift Shops and Card Stores industry in Canada is currently in the declining stage of its economic life cycle. Over
the 10 years to 2026, industry value added (IVA), which measures an industry's contribution to the overall economy,
is expected to stagnate over the 10 years to 2026. By contrast, Canadian GDP is projected to expand an annualized
1.9% during the same period. Typically, IVA growth that lags behind that of the broader economy is one of the
hallmarks of a declining industry. Furthermore, revenue has been constrained by intensifying competition from
alternative retailers due to changing consumer shopping habits. Most importantly, this includes a fundamental shift
away from gift stores and toward discount retailers and e-commerce websites.

The industry's decline is notably exemplified by a consistently falling retail footprint, with the number of industry
establishments falling an annualized 1.3% over the 10 years to 2026. Technological developments have helped to
hasten this decline. For example, greeting cards have long been one of the industry's staple product segments.
However, online communication and virtual greeting cards have slashed demand for products from this segment.
Further, many industry goods are available from a wide number of alternative establishments, making it hard for
industry operators to differentiate themselves from the competition. As a result, even amid fairly solid overall
economic performance over the past 10 years, the industry has frequently experienced revenue losses, ultimately
forcing many companies to close their unprofitable stores or exit the industry entirely.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Key Selling Industries
1st Tier

Greeting Cards & Other Publishing in Canada

Jewellery Manufacturing in Canada

Coated & Laminated Paper Manufacturing in Canada

Glass Product Manufacturing in Canada

Paper Product Manufacturing in Canada

2nd Tier

Sand & Gravel Mining in Canada

Wood Pulp Mills in Canada

Paper Mills in Canada

Paperboard Mills in Canada

Products & Services

  SOUVENIRS AND NOVELTY ITEMS

Souvenirs and novelty items have usually made up one of the largest
product segments for the Gift Shops and Card Stores industry in Canada.

However, as a result of the COVID-19 (coronavirus) pandemic, this segment's share of industry revenue has
decreased substantially, accounting for 4.4% of industry revenue in 2021. Since this segment is highly correlated
with the number of trips taken by Canadian residents and inbound trips made by foreigners, a decrease in these
drivers can greatly affect demand for souvenirs. This was exactly the case in 2020 when Canada closed its borders
to help mitigate the spread of coronavirus. As a result of the massive decline in tourism figures, this segment's share
of revenue has decreased over the five years to 2021.

CLOTHING AND JEWELLERY

Clothing, footwear and jewellery are expected to account for 19.6% of
industry revenue in 2021.

Spending on products in this category, especially on clothing and footwear, has improved over the past five years as
consumer spending continued to recover from the recession that occurred prior to the current period. At the same
time, however, industry gift shops compete with many different retail channels for the clothing and footwear market.
Over the five years to 2021, IBISWorld anticipates this segment's share of industry revenue to slightly increase as a
result of other segments decreasing at a quicker rate, particularly from the souvenirs segment.

SEASONAL DECORATIONS
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Seasonal decorations are expected to account for 26.1% of industry
revenue in 2021.

These products are highly discretionary, and demand for them tends to be linked to overall economic performance
and consumer confidence levels. Christmas is the most important holiday season for retailers, and Black Friday,
which is the day following Thanksgiving in the United States that is regarded as the beginning of the Christmas
shopping season, has become more popular in Canada in recent years. Demand for this product segment has
slightly increased over the five years to 2021, though this is mainly due to the massive decrease in demand for
souvenirs due to coronavirus.

GREETING CARDS

IBISWorld estimates that greeting cards will account for 6.3% of industry
revenue in 2021.

This product segment's share of revenue has declined over the past five years as consumers have turned to
substitute items such as virtual greeting cards and social networking sites where people can send their friends and
family messages and electronic cards. This segment is unlikely to rise in the future, though there will always remain
a baseline level of demand for cards of this nature.

KITCHENWARE AND HOME FURNISHINGS

Glassware, kitchenware and home furnishings are forecast to generate
19.5% of industry revenue in 2021.

Many consumers turn to gift shops for unique and novel vases, plates and utensils that cannot be found at
department stores or traditional retail stores. Often, gift shops and card stores sell handmade items from local artists
and potters, appealing to consumers in search of unique gifts. IBISWorld projects this segment to slightly increase
as a share of revenue over the five years to 2021, due primarily to a greater decline in the souvenirs segment.

GROCERIES AND ALL OTHER PRODUCTS

Other products include a variety of items, such as packaged food and
beverages, books, stationery and grocery products.

Groceries, which include a variety of food and beverages such as local candies and treats, are expected to account
for 7.2% of industry revenue in 2021. Many of the products in this segment represent impulse purchases for
consumers and are placed by checkout aisles and cash registers. Other products are expected to account for the
remaining 16.9% of industry revenue in 2021.

Demand
Determinants

Macroeconomic variables

Demand for the products sold by the Gift Shops and Card Stores industry in Canada is linked to several
macroeconomic variables, including disposable income, consumer confidence and the level of tourism. Per capita
disposable income is a major driver of industry demand, as items sold at gift shops are nonessential goods. Despite
a slight increase in disposable income levels over the five years to 2021, the volatility in disposable income
negatively affected demand for industry operators. Since operators' goods are considered nonessential, the
COVID-19 (coronavirus) pandemic caused a lot of volatility in demand from operators' major markets since their
income levels are more unsteady due to the pandemic.

To this end, demand for products such as seasonal decorations, kitchenware and jewellery has decreased. That
said, it is important to note that downstream consumers do not necessarily purchase these products from industry
operators, as many of these products can be found at other retail outlets or online.

The level of tourism in Canada is another determinant of demand for goods sold at gift shops and card stores
because a significant portion of establishments cater to tourists. Inbound trips taken by foreigners and domestic trips
by Canadian residents primarily depend on disposable income levels and other macroeconomic conditions such as
exchange rates.

Product price and variety

Along with broad macroeconomic variables, demand for industry products depends on their price and variety. Price
increases, for example, curb demand for goods and cause consumers to turn to more affordable products within gift
shops or alternative retailers. Additionally, changing product trends, consumer preferences and attitudes toward gift
giving are important demand determinants. Evolving trends may dictate which products are considered appropriate
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to give as gifts. In addition, purchases of gifts, decorations and cards are often seasonal, peaking during the
holidays. Consequently, many retailers change their product selection during the holidays to boost sales, or even
open up pop-up outlets to take advantage of additional business opportunities.

Rising external competition

Finally, demand for industry products is also a reflection of the availability of similar items at alternative retail
channels. Comparable items that are offered at a lower price by external competitors shift consumer spending away
from the industry's gift shops. Gift shops compete with discount retail stores including, but not limited to, Walmart
Inc. and Target Corporation, in addition to online retailers such as Overstock.com and Amazon.com Inc. The
percentage of domestic sales conducted online has steadily risen over the past five years. These competitors offer
more affordable goods in the gift, greeting card, decoration and party supply product categories. As a result, the
long-term decline of industry retailers stems from the tremendous rise in external competition from big-box retailers
and online stores.

Major Markets

  The market for the Gift Shops and Card Stores industry in Canada is
comprised almost entirely of households.

  Over the five years to 2021, demand from all market segments is projected to fall due to the COVID-19 (coronavirus)
pandemic in Canada. Since the industry's brick-and-mortar retail locations have been designated as a nonessential
business by multiple provincial governments. Therefore, they were all closed during the peak of the pandemic in an
attempt to mitigate the spread of the coronavirus within the country.

LOWEST AND SECOND INCOME QUINTILES

IBISWorld estimates that consumers in the lowest and second income
quintiles account for a combined 19.3% of industry revenue in 2021 (6.8%
of revenue and 12.5% of revenue, respectively).

Consumers in this segment usually do not have ample disposable income to spend on novelties and souvenirs.
However, they can still turn to lower-end gift shops and card stores to purchase gifts and cards for their friends and
family members. Further, due to their lower levels of income, these segments tend to be affected to a greater extent
by rising disposable income levels than population segments with higher income levels, and rising income levels will
likely lead them to grow as a share of industry revenue over the five years to 2026.

THIRD INCOME QUINTILE

IBISWorld estimates that consumers in the third income quintile generate
17.8% of industry revenue in 2021.

This segment represents the third-largest market for industry products. As with other consumer markets, households
in this segment purchase gifts from retailers for special occasions and souvenirs during vacation. Over the five years
to 2021, this segment's share of industry revenue has decreased, mainly due to the adverse economic effects of
coronavirus.

FOURTH INCOME QUINTILE
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IBISWorld estimates that consumers in the fourth income quintile
generate 27.3% of industry revenue in 2021.

As is the case regarding other consumer markets, households belonging to this segment purchase gifts from
retailers for special occasions and souvenirs during vacation. Over the five years to 2021, this segment's share of
industry revenue has remained at a similar level.

HIGHEST INCOME QUARTILE

IBISWorld estimates that consumers in the highest income quintile
account for 35.6% of industry revenue in 2021, the largest end market for
the industry's products.

Consumers in this demographic have the greatest disposable income to spend on discretionary items. While
consumers in this group comprise a significant share of industry revenue, their share has nevertheless slightly
declined over the past five years relative to growth in other segments as they have turned toward higher-end retail
stores to purchase a variety of goods. This trend is likely to persist over the five years to 2026, although successful
retailers will seek to attract high-income consumers by stocking more expensive, luxury items. Demand from this
segment tends to be less elastic than other segments, as they have more disposable income, and so an increase in
spending power affects their demand less than other income quintiles.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

Operators in the Gift Shops and Card Stores industry in Canada do not engage in international trade, as all
transactions take place domestically. Although industry operators may buy goods from domestic wholesalers that
have been manufactured overseas, these trade figures are accounted for in the relevant upstream industries.

Business
Locations
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  The geographic spread of establishments in the Gift Shops and Card Stores industry in Canada closely follows the population
distribution in Canada, as the end market for industry products is almost entirely consumers rather than downstream businesses.
Moreover, demand for products is usually higher in densely populated regions, especially regions that are anchored by large cities
popular with domestic and international tourists, and this tends to promote a higher density of industry establishments in more
populous provinces. Canada's four largest provinces account for an estimated 84.5% of industry establishments in 2021, while all
other provinces account for the remainder.

Ontario

Ontario is the largest province by population and also accounts for the largest share of industry establishments in 2021 at 38.1%.
Ontario is home to Canada's largest city, Toronto, which is a major tourist destination, as well as Ottawa, the nation's capital city.
Ontario has held a similar share of industry establishments for the entire reporting period, and this is likely to remain the case well
into the future.

Quebec

Quebec accounts for the second-largest share of industry establishments, commensurate with its share of the Canadian
population. Quebec is the second-most populous province in Canada, accounting for an estimated 22.5% of the country's
population and 19.4% of industry establishments in 2021. Similar to Ontario, the province is home to large cities such as Montreal
and Quebec City, which are popular destinations among domestic and international tourists, particularly from Europe.

British Columbia

British Columbia is the country's third-largest province by population, accounting for an estimated 13.6% of the Canadian
population. The province is expected to account for 16.0% of industry establishments in 2021, including employers and
nonemployers. Moreover, the province is home to Vancouver, which is a popular tourist destination.

Alberta

Alberta, the only other province with more than 10.0% of the Canadian population (11.6%), also exhibits typical industry trends in
establishment distribution. The province is expected to account for 11.0% of industry establishments in 2021.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Gift Shops and Card Stores industry in Canada exhibits a low market share concentration. IBISWorld estimates
that the industry's three largest operators account for 5.7% of industry revenue in 2021. The industry is
characterized by several small gift shops and card stores that operate locally, with the vast majority of companies
only operating one or two stores. In fact, according to the latest data available from Statistics Canada, 54.4% of all
establishments are nonemploying sole proprietors, and 85.4% of establishments have fewer than 10 employees.
Nonetheless, the industry's market share concentration has fallen in recent years, mainly due to the COVID-19
(coronavirus) pandemic. This global pandemic caused the number of inbound international travellers to decrease
significantly. As a result, this decrease in demand resulted in many operators being forced to file for bankruptcy and
shut down their operations as they were not able to maintain a negative profit margin for a prolonged period of time.
In addition, mergers and acquisitions have also attributed to the decrease in market share concentration. For
example, the industry's previous largest player, Party City Holdco Inc., has expanded its retail footprint over the five
years to 2021, and has recently sold its Canadian stores to Canadian Tire Corporation Limited as of August 2019.
Nevertheless, IBISWorld anticipates that the industry will remain highly fragmented over the five years to 2026, as
retailers are expected to continue to cater to local and niche markets.

Key Success
Factors

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

Economies of scope:
Offering a comprehensive collection of the most popular gifts, souvenirs and greeting cards enables operators to
appeal to a wide consumer base.

Attractive product presentation:
Attractively arranging merchandise helps increase sales at gift shops.

Effective quality control:
Maintaining the quality of merchandise is crucial to drive sales and establish a loyal customer base.

Ability to control stock on hand:
Successful retailers make sure they possess adequate stock of the most popular items.

Accessibility to consumers/users:
Gift and souvenir shops must be strategically located near key tourist attractions to benefit from steady foot traffic.

Development of new products:
Gift shops and card stores can attract more customers into their stores by offering innovative products such as
recordable cards and personalized gifts.



Gift Shops & Card Stores in Canada November 2021

23 IBISWorld.com

Cost Structure
Benchmarks

  Profit

Profit, measured as earnings before interest and taxes, is expected to
account for 5.1% of industry revenue in 2021. Industry stores generate
profit mostly from sales of higher-margin items, such as collectable gifts
and high-end souvenirs. Lower-ticket items, such as traditional greeting
cards and miscellaneous gifts, provide significantly lower profit. Over
the five years to 2021, industry profit has declined, which can be mainly
attributed to the adverse economic effects of the COVID-19
(coronavirus) pandemic. As a result of economic uncertainty and a
decrease in inbound international travel to Canada, operators endured
decreased demand during the coronavirus pandemic as the Canadian
border was closed for leisure travel. In addition, increasing external
competition from discount and e-commerce retailers is expected to limit
more robust profit growth over the five years to 2026, especially as
consumers continue to shop on the basis of price. Low profitability will
be especially true for nonemployers, which do not benefit from
economies of scale in procurement or distribution.

 

  Wages

IBISWorld estimates that wages, which include employee
compensation, salaries and benefits, will account for 17.7% of industry
revenue in 2021. Gift shops that are owner operated do not employ
registered workers, while larger stores and chains rely on employees to
operate their facilities. Workers generally manage inventory, stock
shelves, organize store displays and engage in other tasks. Over the
five years to 2021, wages' share of revenue has remained stagnant,
however, many operators have begun to contract and close
unprofitable locations in recent years. For this reason, wages are
expected to fall as a share of revenue over the five years to 2026 as
operators engage in cost cutting methods, with this trend exacerbated
due to the coronavirus pandemic. These cost-cutting methods may take
the form of chain and large-scale retailers attempting to scale back
worker hours, possibly by implementing technology such as self-
checkout systems to help reduce operating costs.
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  Purchases

Purchase costs represent the largest expense for the industry,
accounting for an estimated 52.3% of revenue in 2021. This high
percentage is characteristic of a retail industry because stores must first
purchase finished goods from wholesalers and manufacturers before
reselling these goods to end consumers. Purchase costs include the
cost of store inventory and administrative material. Purchase costs
have slightly increased over the past five years. IBISWorld expects
purchase costs to continue accounting for the bulk of industry revenue
over the five years to 2026.

 

  Marketing

Marketing costs are expected to account for 1.7% of revenue in 2021.
Marketing has become more important to the success of industry
retailers as external competition intensifies.

 

  Depreciation

Depreciation expenses, which include the costs associated with
purchasing storefronts, fixtures, fittings and inventory management
software, are expected to account for 1.5% of industry revenue in 2021.

 

  Rent

Rent costs are expected to account for 8.6% of industry revenue in
2021. This cost segment includes leases paid for store premises, along
with any additional expenditure for the use of rented equipment or
machinery. Larger chain stores usually lease their stores, while
nonemploying operators generally own individual stores. In fact, many
of the larger stores are beginning to lease store locations for short
periods of time to drive sales during busy seasons.
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  Utilities

Expenditure on utilities is estimated to account for 1.4% of revenue in
2021.

 

  Other Costs

Other expenses include administrative costs and other fees, and
collectively account for the remaining 11.8% of revenue in 2021.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  INTERNAL COMPETITION

The Gift Shops and Card Stores industry in Canada is subject to high
competition, primarily due to the fragmented nature of the industry.

Industry operators compete on the basis of various factors, including price, the variety of products offered, store
location, in-store experience and marketing. In particular, the industry is subject to high price competition. As in
many retail industries, gift shops and card stores price products to maximize returns while remaining competitive
with other companies offering the same products. Chain store operators, above all other retailers, possess the
market power to compete on price, as they benefit from lower per-unit costs when compared with owner-operated
stores. Chain store operators also benefit from widespread brand awareness and greater consumer loyalty, having
established themselves as distinguished industry brands. While pricing and promotions help drive sales of gifts and
cards, stores must ultimately offer unique and interesting items and ensure product quality to remain competitive.
Generally, consumers prefer to shop at stores that offer the best range and quality of products.

Operators also compete to secure the best storefront locations. Smaller operators often move into niche markets
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where they are differentiated from industry leaders. Niche markets can range from a boutique gift shop in an
exclusive shopping district to inexpensive souvenir shops located next to major attractions. While price levels are
important, competition is also heavily influenced by location, service and store amenities.

Customer service is also an important basis for competition among retailers, particularly in the souvenirs,
kitchenware and clothing and jewellery segments, where employees can encourage customers to buy more
expensive items by offering specific knowledge and advice about product functionality and performance. Over the
five years to 2021, operators have increased their focus on adequately training employees to address customer
queries.

EXTERNAL COMPETITION

The industry experiences high competition from operators in other
industries, including big-box retailers and e-commerce websites.

Discount retailers such as Walmart Inc. are major competitors for customers. Warehouse clubs, supercentres and
even supermarkets offer comparable products at their stores, often for lower prices than gift shops. Large retail
chains are able to maximize cost savings by establishing relationships with manufacturers and purchasing large
volumes of inventory at bulk prices, which translates into discounted products for customers. As more consumers
have turned to big-box retailers to purchase their weekly necessities, external competition has intensified.

Additionally, e-commerce adoption has accelerated in Canada, as more Canadians have become accustomed to
purchasing products online. This industry has consequently experienced growing competition from websites that
offer electronic greeting cards and a variety of gifts. IBISWorld estimates that demand from e-commerce and online
auctions, which serves as a proxy for e-commerce sales in the industry, has risen sharply over the past decade.

Barriers to
Entry

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

  The Gift Shops and Card Stores industry in Canada is
characterized by low barriers to entry. The start-up costs
to set up a gift shop remain relatively low and industry
regulation in a broader sense remains minimal, thus
making it easy for potential retailers to begin operations.
Moreover, the level of technological change in the
industry is low, and the level of capital expenditure
required on technology and other assets is similarly low
for operators. However, the high levels of competition
endemic to the industry can partially deter potential
entrants from pursuing a gift shop business. Operators
have experienced intense pressure from big-box and e-
commerce retailers in particular, and IBISWorld forecasts
declining revenue over the five years to 2021, which will
strongly discourage industry entry.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Decline  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  The Gift Shops and Card Stores industry in Canada experiences a low level of globalization. Since operators' retail
finished products, industry participants do not engage in international trade, as the manufacturing of these products
is recorded at the relevant upstream manufacturing levels. However, most retailers sell products that are
manufactured offshore because of the overwhelming cost advantage experienced by offshore manufacturers.
Internationally manufactured items are especially prevalent in the souvenirs and novelty items; seasonal
decorations; kitchenware and home furnishings; and clothing and jewellery segments.
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Major Companies

Major Players Canadian Tire Corporation Limited

Market Share: 5.7%

  Founded in 1986, Party City Holdco Inc. (Party City) is headquartered in Elmsford, NY, and is one of the largest
party supplies retailers in North America. The company was privately owned prior to filing for its initial public offering
in 2014, prior to the beginning of the current period. The company first entered the Canadian market in 2011 through
its acquisition of Party Packagers, a Canadian retailer of party goods and outdoor toys. The company has two
segments, retail and wholesale, with its wholesale arm supplying its retail outlets with goods. Party City participates
in this industry through its domestic retail outlets.

However, in August 2019, Party City announced the sale of all its Canada locations to Canadian Tire Corporation
Limited (CTC) in a deal worth $174.8 million, with Canadian Tire planning to add stand-alone Party City stores in
addition to selling its products across 500 Canadian Tire retail stores and online via the company's site. Founded in
1922, CTC runs several operations, under three segments across Canada. These segments include the retail
segment, the financial services segments and the CT REIT segment. However, only its retail segment is relevant to
the industry.

In fiscal 2020 (year-end January), CTC operated 504 stores under the Canadian Tire Retail segment, of which, 65
stores operated under the Party City name across Canada. In addition, the company as a whole earned $8.6 billion
and employed almost 13,400 full time employees in fiscal 2020 (latest data available).

Financial performance

Over the five years to fiscal 2021, IBISWorld estimates that Canadian Tire's industry-relevant revenue has
decreased at an annualized rate of 1.1% to $141.1 million. This decrease in revenue can be mainly attributed to the
adverse economic effects from the COVID-19 (coronavirus) pandemic. In addition, the company's operating profit,
defined as earnings before interest and taxes, has fluctuated wildly during the period, falling an annualized 237.9%
to negative $38.3 million over the five years to fiscal 2021.
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Canadian Tire Corporation, Limited (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 149.1 N/C 7.7 N/C
2017-18 155.1 4.0 14.1 83.1
2018-19 166.3 7.2 8.4 -40.4
2019-20 177.5 6.7 -40.3 N/C
2020-21 143.3 -19.3 -40.9 1.5
2021-22 141.1 -1.5 -38.3 -6.4

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from USD to CAD); **Year-end (January)

Other Companies The Gift Shops and Card Stores industry in Canada primarily consists of several small operators, with the vast
majority of industry establishments having fewer than 10 employees, and almost half being nonemployers. While
most industry operators have fewer than two locations, there are numerous large companies that have a more
significant retail footprint in Canada.

The Walt Disney Company

  Owned and operated by the Walt Disney Company (Disney), the Disney Store first debuted in 1987 in Glendale, CA.
This store chain, which operates under the retail subsegment of the Walt Disney Company's consumer products and
interactive media segment, has grown to include over 300 locations across the world, with more than two-thirds
being located in North America and the remainder being distributed primarily across Europe and Japan. Most of the
company's stores are located in shopping malls and retail complexes, and retail Disney-themed products and
products of a wide range of franchises owned by Disney such as Star Wars and Marvel. Typical examples of
products sold at stores include items such as children's books, magazines, comic books and consumer
merchandise. The company's retail locations benefit from higher profit compared with competitive operators in this
industry due to Disney's reputation and because the parent company is vertically integrated, with multiple different
business segments manufacturing, distributing and retailing products. However, in August 2021, the company
decided to close all of the remaining Canadian retail locations. The company stated that it is closing all of its
Canadian retail locations to focus more on their online sales. The liquidation of all these stores is also partially
attributed to the adverse economic effects from the COVID-19 (coronavirus) pandemic.

Things Remembered Inc.

  Founded in 1967, Things Remembered Inc. (Things Remembered) is one of the largest retailers of personalized
gifts in North America. Early in 2019, Things Remembered filed for bankruptcy before selling the majority of its
business to Enesco LLC (Enesco), a global distributor of the giftware, home decor and accessories industries.
Things Remembered sells gifts that include writing instruments, recognition plaques and awards, jewellery boxes
and leather goods that can be personalized with engravings or embroidery. Things Remembered also retails gifts for
pets, including food bowls, treat jars and pet throws. The company has struggled over the five years to 2021 and
has closed all of its stores across Canada due to the COVID-19 (coronavirus) pandemic. However, company goods
are still available for purchase through its kiosk locations, catalogue mailings and website.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Gift Shops and Card Stores industry in Canada
experiences a low level of capital intensity. The industry is
highly labour-intensive, as employees are required for a
store's daily operations, including management, marketing,
register operations, inventory stocking, managing shelves
and customer service. Therefore, compared with
depreciation costs, labour costs are relatively high for this
industry, with operators spending an estimated $0.08 on
machinery and equipment for every $1.00 spent on labour
in 2021. This figure has been largely consistent compared
with previous years and is expected to remain stable
moving forward.

Despite this industry's high reliance on labour, some
expenditure on capital is required. Gift shop and card store
owners make capital investments in fixtures, fittings, cash
registers and point-of-sale (POS) systems. Over the past
decade, many industry establishments upgraded to new
POS systems that keep track of sales and customer data.
The implementation of computer scanning technology
simplified labour tasks and minimized human error in
processing purchases. Additionally, POS systems have
enabled operators to computerize their inventory, resulting
in better stock control and cost efficiencies.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Very Low Rate of
Innovation

Very
Unlikely

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

Very Low Innovation
Concentration

Very
Unlikely

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

High Ease of Entry Likely 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.

Very Low Rate of Entry Very
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.

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.

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

The technological factors supporting the disruptive innovation potential are connected to an industry structure that is
accommodative to new entrants. The relative ease of entry into the industry magnifies the threat of disruption regardless of
other factors as one-off occurrences are more likely to succeed. However, the current rate of new entrants is low,
suggesting that there is a limited number of new companies that are potential innovators within the industry.

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.

Technological innovation has recently affected and is expected to continue
affecting the Gift Shops and Card Stores industry in Canada.

Most significantly, the rise of e-commerce platforms has threatened foot traffic in many brick-and-mortar retail locations.
Nonetheless, the industry, as with other retail industries, has managed to adapt to rising competitive pressures on the part
of e-commerce, implementing its own technological innovations with the goal of increasing automation. These stores hope
that the move will drive increased foot traffic by improving the customer experience and leveraging labour cost savings to
keep prices competitive.

The level of technology change is    Low

  The Gift Shops and Card Stores industry in Canada has experienced relatively
little technological change over the five years to 2021.

Advancement in distribution logistics is the most significant change that has affected industry operations. The
implementation of radio-frequency identification (RFID) technology has enabled retailers to maximize efficiency. RFID
provides real-time information on inventory, improving efficiency and reducing shrinkage (i.e. the loss of product between
manufacturing and point of sale). RFID tracks products from the time they leave the assembly line to the time they leave the
store by releasing continuous signals from a digital chip. These chips are inserted in products at the manufacturing stage
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and are monitored by a radio frequency receiver.

The installation of point-of-sale (POS) systems has further enabled retailers to access detailed information on product
sales, margins, profit and inventory. POS systems enable store owners to better manage inventory, project sales and even
stay in touch with customers through electronic mail. Furthermore, computer software controls and records merchandising,
distribution, sales and stock markdowns. Barcode scanning increases labour productivity, ensures greater control over the
distribution of goods and reduces errors along the supply chain. Additionally, in an effort to reduce losses from employee
and customer theft, many retailers have installed closed-circuit TV cameras, source tagging, signature-capture technology
(used at the point-of-sale terminal for credit card transactions) and even fingerprint scanning systems that verify customer
identities.

Revenue
Volatility

The level of volatility is    High

  The Gift Shops and Card Stores industry in Canada has been subject to a
moderate to high level of revenue volatility over the five years to 2021.

Since the industry derives its earnings from the sale of discretionary items, revenue is dependent on per capita disposable
income and consumer shopping habits, which can in turn be linked to consumer confidence and domestic economic
performance. Industry revenue is also inextricably linked to the level of inbound and outbound international travel through
the sale of gifts and souvenirs. The industry has struggled over the past five years, largely due to fluctuating growth in retail
sales and decreasing numbers of inbound international travellers.

Though consumer spending has improved over the past five years, the national unemployment rate increased over the
same period, and most items retailed in this industry are discretionary and can easily be substituted for goods sold at
competitive retail channels. For example, demand for greeting cards has continued to decline due to the growing popularity
of virtual greeting cards and other competitive digital products such as social networking websites. Over the five years to
2021, industry revenue has fluctuated an average of 13.1% year-over-year, ultimately connoting a high degree of revenue
volatility. Revenue volatility has increased over the five years to 2021, mainly due to the adverse economic effects from the
COVID-19 (coronavirus) pandemic. Such effects include decreasing inbound international travellers, rising unemployment
and fluctuating disposable income levels, which have all negatively affected demand for operator's products.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Gift Shops and Card Stores industry in Canada is not subject to many
industry-specific regulations.

However, the industry is nevertheless subject to various national and provincial regulations that govern the Canadian retail
sector as a whole. These regulations primarily include, but are not limited to, tax policies, minimum wage laws and equal
wage standards, the Canada Occupational Health and Safety Regulations (ensuring appropriate working conditions and
occupational safety) and marketing regulations designed to protect consumers from false advertising. Labour regulations
are set by the office of the Minister of Employment, Workforce Development and Disability Inclusion, which works in



Gift Shops & Card Stores in Canada November 2021

32 IBISWorld.com

subordination to the office of Employment and Social Development Canada.

The industry is also subject to the provisions set forth by the Canada Consumer Protection Safety Act (CCPSA). Passed in
2010 and administered by Health Canada, the CCPSA aims to protect the general public by addressing or preventing
dangers to human health or safety that are posed by consumer products in Canada. The law applies to a wide variety of
consumer products, including many souvenir items sold by industry retailers.

Industry
Assistance

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

The Gift Shops and Card Stores industry in Canada does not receive formal
assistance from the government in the form of import tariffs because retailers
generally do not engage in international trade.

Moreover, this industry does not receive any major government subsidies or grants, but there are several organizations that
indirectly aid the industry. The Gift and Home Trade Association works to encourage vendors, sales agencies and retailers
to work together, improving relationships and aiding business development through networking.

While not specific to this particular industry, there are several general retail associations that aim to help retailers, including
the Retail Council of Canada (RCC). The RCC offers programs and services in research, education, training, information
technology and government affairs to protect and advance the interests of the retail industry. There are also regional retail
associations such as the Ontario-based Retail Merchants' Association of Canada (RMA), which provides general industry
education and advocacy services to members.

Due to the spread of COVID-19 (coronavirus), the Canadian government instituted a variety of assistance programs that
some industry operators may have qualified for in 2020. For example, the Canada Emergency Wage Subsidy covered a
portion of an employee's wages for eligible employers that were negatively affected by the coronavirus pandemic, this
program is still available until October 23, 2021. Additionally, operators were able to take advantage of tax deferrals and
improved access to credit and loans to remain liquid. The Canada Emergency Business Account also provided interest-free
loans to small businesses of up to $60,000, where $20,000 would be forgiven if the loan is repaid before December 31,
2022. Large operators were also able to apply for bridge financing through the Large Employer Emergency Financing
Facility.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Inbound
international

travel (Million)
2012 2,635 643 5,587 4,777 17,909 N/A N/A 472 N/A 25.3
2013 2,680 662 5,633 4,819 19,037 N/A N/A 477 N/A 25.2
2014 2,689 661 5,544 4,735 19,169 N/A N/A 468 N/A 25.6
2015 2,714 665 5,357 4,579 17,750 N/A N/A 473 N/A 27.6
2016 2,775 685 5,241 4,458 18,208 N/A N/A 492 N/A 30.1
2017 2,678 672 5,049 4,278 19,543 N/A N/A 495 N/A 31.1
2018 2,804 697 5,042 4,277 18,981 N/A N/A 505 N/A 31.3
2019 2,915 724 4,746 4,026 18,819 N/A N/A 519 N/A 32.4
2020 2,317 544 4,482 3,804 14,045 N/A N/A 419 N/A 5.10
2021 2,457 595 4,504 3,808 14,464 N/A N/A 434 N/A 3.50
2022 2,852 677 4,716 3,958 15,896 N/A N/A 482 N/A 23.5
2023 2,889 684 4,691 3,931 15,977 N/A N/A 486 N/A 26.9
2024 2,908 687 4,661 3,902 15,981 N/A N/A 486 N/A 30.4
2025 2,920 687 4,638 3,879 15,932 N/A N/A 485 N/A 32.1
2026 2,929 688 4,613 3,855 15,886 N/A N/A 485 N/A 33.9

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Inbound
international

travel (%)
2012 -0.13 0.15 -5.76 -5.43 -0.67 N/A N/A 1.26 N/A 0.79
2013 1.71 3.04 0.82 0.87 6.29 N/A N/A 0.95 N/A -0.40
2014 0.34 -0.26 -1.58 -1.75 0.69 N/A N/A -1.77 N/A 1.58
2015 0.93 0.72 -3.38 -3.30 -7.41 N/A N/A 1.13 N/A 7.81
2016 2.23 3.00 -2.17 -2.65 2.58 N/A N/A 3.97 N/A 9.05
2017 -3.49 -2.02 -3.67 -4.04 7.33 N/A N/A 0.52 N/A 3.32
2018 4.69 3.79 -0.14 -0.03 -2.88 N/A N/A 2.00 N/A 0.64
2019 3.96 3.78 -5.88 -5.87 -0.86 N/A N/A 2.79 N/A 3.51
2020 -20.5 -24.8 -5.57 -5.52 -25.4 N/A N/A -19.3 N/A -84.3
2021 6.03 9.44 0.49 0.10 2.98 N/A N/A 3.60 N/A -31.4
2022 16.1 13.7 4.70 3.93 9.90 N/A N/A 11.1 N/A 571
2023 1.32 1.00 -0.54 -0.69 0.50 N/A N/A 0.66 N/A 14.5
2024 0.65 0.40 -0.64 -0.74 0.02 N/A N/A 0.16 N/A 13.0
2025 0.39 0.13 -0.50 -0.59 -0.31 N/A N/A -0.19 N/A 5.59
2026 0.32 0.14 -0.54 -0.62 -0.29 N/A N/A -0.17 N/A 5.60

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 24.4 N/A N/A 147 17.9 3.21 26,355
2013 24.7 N/A N/A 141 17.8 3.38 25,030
2014 24.6 N/A N/A 140 17.4 3.46 24,420
2015 24.5 N/A N/A 153 17.4 3.31 26,670
2016 24.7 N/A N/A 152 17.7 3.47 27,032
2017 25.1 N/A N/A 137 18.5 3.87 25,319
2018 24.9 N/A N/A 148 18.0 3.76 26,590
2019 24.8 N/A N/A 155 17.8 3.97 27,568
2020 23.5 N/A N/A 165 18.1 3.13 29,826
2021 24.2 N/A N/A 170 17.7 3.21 30,006
2022 23.7 N/A N/A 179 16.9 3.37 30,341
2023 23.7 N/A N/A 181 16.8 3.41 30,387
2024 23.6 N/A N/A 182 16.7 3.43 30,430
2025 23.5 N/A N/A 183 16.6 3.44 30,467
2026 23.5 N/A N/A 184 16.5 3.44 30,505

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Gift & Home Trade Association
http://www.giftandhome.org

Retail Council of Canada
http://www.retailcouncil.org

Retail Merchants Association of Canada
http://www.rmacanada.com

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

Industry Jargon POINT-OF-SALE (POS)
The location where a transaction occurs at a retail establishment or store.

RADIO-FREQUENCY IDENTIFICATION (RFID)
A technology that releases continuous signals from a chip to track products from the time they leave the assembly
line to the time they leave the store.

SMARTPHONE
A mobile phone that offers advanced PC-like capabilities.

SOCIAL NETWORKING WEBSITES
A form of online publication or presence that enables end users to engage in multidirectional conversations in or
around the content of the website.

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

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

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

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

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

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

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

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

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

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



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

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

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

Copyright 2021 IBISWorld Inc.
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