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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:

• Already under extreme pressure from revenue losses due to the decline of advertising in print media, the Canadian
Newspaper Publishing industry is expected to experience further financial strain due to the COVID-19 (coronavirus)
pandemic.

• Many Canadian media outlets have experienced steep declines in advertising revenue as nonessential businesses
shut down across the country in 2020.

• Countless journalists and newspaper employees are expected to be laid off to mitigate falling revenue.
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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 Newspaper Publishing industry in Canada publishes and distributes print newspapers. Companies that only

publish online news are excluded from this industry.

Major Players Postmedia Network Canada Corp.

TORSTAR CORPORATION

Quebecor Inc.

Globe and Mail

Main Activities The primary activities of this industry are:

Publishing newspapers in print

Publishing newspapers in electronic form

Distributing newspapers

The major products and services in this industry are:

Daily newspaper advertising

Community newspaper advertising

Digital ads

Daily newspaper circulation

Community newspaper circulation

Digital circulation

Distribution of flyers and inserts

Other
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Supply Chain

SIMILAR INDUSTRIES

Magazine & Periodical Publishing
in Canada

Book Publishing in Canada Database & Directory Publishing
in Canada

Internet Publishing & Broadcasting
in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Newspaper Publishing in the US Newspaper Publishing in Australia Newspaper Publishing in China Newspaper Publishing in the UK

Newspaper Publishing in New
Zealand
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Industry at a Glance
Key Statistics

$2.2bn
Revenue

Annual Growth

2016–2021

-8.8%

Annual Growth

2021–2026

-4.9%

Annual Growth

2016–2026

 

$107.2m
Profit

Annual Growth

2016–2021

-11.5%

  Annual Growth

2016–2021

 

4.9%
Profit Margin

Annual Growth

2016–2021

-0.8pp

  Annual Growth

2016–2021

 

1,037
Businesses

Annual Growth

2016–2021

-2.6%

Annual Growth

2021–2026

-3.8%

Annual Growth

2016–2026

 

12,187
Employment

Annual Growth

2016–2021

-8.2%

Annual Growth

2021–2026

-5.2%

Annual Growth

2016–2026

 

$756.5m
Wages

Annual Growth

2016–2021

-8.7%

Annual Growth

2021–2026

-5.2%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

2.3%
World price of wood pulp

1.8%
Per capita disposable income

9.1%
Corporate profit

2.7%
Total advertising expenditure

0.6%
Number of adults aged 20 to 64

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Regulation & Policy

Light / Steady

  Barriers to Entry
High / Decreasing   Industry Globalization

Low / Increasing

MIXED IMPACT

  Industry Assistance
Medium / Steady   Concentration

Medium

NEGATIVE IMPACT

  Life Cycle
Decline   Revenue Volatility

High

  Technology Change
High   Competition

High / Increasing

 

Key Trends

 Newspapers have struggled to respond to competition from
online media

 An increased reliance on data analytics for advertising
campaigns have been the purview of some operators

 Many smaller community newspapers remain in the industry

 Due to lower demand and weaker print advertising revenue
streams, industry revenue is projected to fall

 Digital media consumption will likely continue to influence
the way newspaper publishers connect with readers

 New industry entrants will likely lead the way in reforming
operations

 Many operators are leaving the industry due to the shift
toward digital media
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  High & Decreasing Barriers to Entry

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  High Competition

  Decline Life Cycle Stage

  High Volatility

  Low Profit vs. Sector Average

  Low Revenue per Employee

   

OPPORTUNITIES

  High Outlier Growth

  High Performance Drivers

  World price of wood pulp

   

THREATS

  Very Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Revenue Growth (2021-2026)

  Per capita disposable income
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Executive Summary Low readership: Advertisers are projected to increasingly shift their
spending away from print material

The Newspaper Publishing industry in Canada has been reeling as a result of competition from digital platforms.
Typically, industry revenue is dependent on consumers' per capita disposable income levels and print advertising
expenditure. Amid declining print news readership, print advertising has declined sharply. More readers are now
opting to read news articles online, augmented by the rapid adoption of tablet and mobile devices. Disruptions to
circulation sales during the COVID-19 (coronavirus) pandemic is anticipated to further contribute to this trend. Due
to declining readership and resulting lower advertising revenue streams, industry revenue is expected to decline,
falling an annualized 8.8% to $2.2 billion over the five years to 2021, including a decline of 8.7% in 2021 alone.

With the advent of mobile devices and the rollout of next generation broadband technology, demand for physical
newspapers has steadily declined. Industry publishers have responded by strengthening their digital presence,
which has grown considerably over the past five years. Nevertheless, growth in their digital segment has not been
enough to offset severe declines in readership and print advertising because digital readers have proved less
lucrative. As a result, industry profit is expected to remain low in 2021, and is projected to marginally increase over
the coming years due to lower readership and an increase in crucial input prices. While the turn toward the digital
realm has encouraged industry entrance, many operators are leaving the industry, therefore leading to a decline in
both the number of industry enterprises and employment.

Nonetheless, industry revenue performance expected to continue to be weak over the five years to 2026. As digital
adoption accelerates, advertisers are projected to increasingly shift their spending away from print material at the
expense of industry operators. Publishers are expected to ramp up their digital presence by incorporating online
subscriptions and bundles into readership statistics that advertisers use to judge a newspaper's market reach. In
addition, major publishers are expected to remain relevant due to the strong market position of the industry's top
players. However, industry revenue is forecast to decline at an annualized rate of 4.9% to $1.7 billion over the five
years to 2026. While the transition to digital will likely stymie more dramatic falls in revenue, it may not be enough to
offset overall decline.
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Industry Performance

Key External
Drivers

Total advertising expenditure

Total advertising expenditure includes business spending on traditional media advertising, such as print media, and
digital outlets. Newspaper publishers generate a significant portion of their revenue from print advertising. Therefore,
industry revenue typically fluctuates in line with total advertising expenditure. Total advertising expenditure is
expected to increase in 2021, representing a potential opportunity for the industry.

 

Corporate profit

Corporate profit is a strong indicator of total advertising expenditure, which provides a significant revenue stream to
newspaper publishers. During tough economic periods and when corporate profit is low, businesses typically cut
their advertising spending, thereby lowering industry revenue. Conversely, high corporate profit enables businesses
to spend more on advertising, leading to higher revenue. Corporate profit is expected to increase in 2021.

 

Per capita disposable income

Since newspaper purchases are considered discretionary, per capita disposable income levels often reflect changes
in industry demand and revenue. Higher per capita disposable income levels enable consumers to purchase more
discretionary goods, including newspapers, thereby increasing industry revenue. Per capita disposable income is
expected to decline in 2021.

 

World price of wood pulp

Wood pulp is a major input for newspapers, and consequently, is an essential industry cost. Although input price
increases may be passed on eventually to consumers, raising revenue, the readily available digital substitutes for
industry products encourage consumers to access news elsewhere when newspaper prices rise. The world price of
wood pulp is expected to increase substantially in 2021, posing a potential threat to the industry.

 

Number of adults aged 20 to 64

Advertisers often focus on adults aged 20 to 64 years old because this demographic includes people with the most
spending power. Therefore, the number of individuals in this age group typically correlates with industry revenue, as
advertisers are more willing to spend on print advertising to target this group. The number of adults aged 20 to 64 is
expected to marginally increase in 2021.

 



Newspaper Publishing in Canada September 2021

11 IBISWorld.com

Current
Performance

The Newspaper Publishing industry in Canada has struggled in the midst
of a rapidly changing media landscape.

The industry publishes and distributes print newspapers, and operators that only publish online news are excluded
from this industry. Over the five years to 2021, continued increases in digital media consumption have eroded the
market position of print media. As a result of the rising adoption of tablets and mobile devices, coupled with next
generation broadband and fibre-optic networks, consumers are increasingly going online for their news. As a result,
print newspaper readership has steadily dwindled, and advertisers have followed readers online. Although the
industry includes the digital operations of publishers that also produce print newspapers, increased digital traffic has
not sufficiently offset the revenue lost from declining print readership, which has traditionally been the primary driver
of profit for the industry. The COVID-19 (coronavirus) pandemic has further contributed to this shift as previous
circulation and newspaper sales patterns changed due to stay-at-home orders and business closures. As a result,
industry revenue is expected to decrease at an annualized rate of 8.8% to $2.2 billion over the five years to 2021,
including a decline of 8.7% in 2021 alone.

LOWER PAID CIRCULATION

Advertising revenue for daily papers has declined significantly during the
period, reflecting the decreasing readership over the same time.

Since several widely read daily publications are distributed for free, and therefore, presumably hold a consistent
audience, paid circulation has likely been hit much harder than free publications. Especially given the proliferation of
internet-enabled mobile devices, which has provided Canadians access to an array of publications on the go often
for free, consumers have had diminished incentives to pay for news. Newspapers often have larger research and
reporting staffs than their primarily digital competition and can compete on the quality of their content. However,
digital outlets have the advantage of timeliness, and due to the challenges of protecting news content through
copyrights, can often appropriate original reporting by traditional newspapers, repurpose the content and generate
ad revenue without incurring the costs of hiring experienced journalists. Consequently, newspapers have struggled
to respond to competition from online media.

DECLINE OF PRINT ADVERTISING

Total advertising expenditure has been growing slowly during the period,
increasing at an annualized rate of 1.2% over the five years to 2021.

Volatile business sentiment has made companies hesitant to invest in marketing, especially in print format with its
diminishing readership. Compared with its US counterpart, the Canadian Newspaper Publishing industry had fared
relatively well prior to the period, but low advertising spending amid economic uncertainty over the past five years
has greatly accelerated the decline of the country's newspapers. With more consumers moving to online content,
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advertisers with limited budgets have slashed print spending. This trend was accelerated by the coronavirus
pandemic, which has further disrupted news consumption habits as businesses closed and Canadians limited
nonessential activities.

Print advertising has historically been the main revenue and profit driver for the industry. Under the traditional
newspaper business model, subscription fees serve mainly to defray the costs of creating and distributing the
physical product. Publishers have often priced issues at a loss to maintain a large print audience to attract
advertisers. Therefore, advertising has accounted for the bulk of revenue and almost the entirety of profit. As a result
of steep declines in print advertising over the past five years, industry profit, measured as earnings before interest
and taxes, has fallen from 5.7% of revenue in 2016 to 4.9% in 2021.

Most newspapers have responded to the loss of print readers by expanding their digital operations, but increased
digital traffic has fallen far short of offsetting lost print revenue since digital advertising often commands a lower price
point than print. In contrast to the heyday of the city newspaper, when these print publications were the primary
liaisons between businesses and local audiences, advertisers now have many more options for where they allocate
their marketing budgets. Further, whereas a base of print subscribers represents a consistent audience for
advertisers purchasing space in a publication, online audiences are much more variable and transient. Digital
readers of newspapers tend to be less loyal to particular publications and spend less time engaged with them.
Combined, these factors have pushed down digital advertising prices relative to print editions. Additionally, paywalls
implemented by publishers, most of which provide readers a limited number of free articles each month before they
must pay a subscription fee for access, have had little success in mitigating industry decline. Digital readers are
simply not as lucrative as print readers, and increased digital traffic has therefore done little to mitigate the industry's
decline.

In the wake of these changing trends, an increased reliance on data analytics and predictive modelling for
advertising campaigns have been the purview of some operators. By targeting audiences and providing reliable data
for advertisers, data-driven insights can give companies a competitive edge to secure higher advertising prices
along with more effective marketing campaigns to attract more business. Essentially, for those large companies with
immense stores of data, they can capitalize on this information to leverage their position amid diminishing
advertising returns.

RESTRUCTURING AND CONCENTRATION

To counteract falling subscription rates and lower advertising revenue
streams, the industry has restructured in an effort to cut costs and
sustain profit.

Publishers with multiple newspapers can centralize some sales and editorial functions, helping to reduce costs, so
acquisitions have been common in the industry. Employment has followed this trend of consolidation, falling an
annualized 8.2% to 12,187 workers over the five years to 2021. However, due to lowering barriers to entry because
of the accessibility of the internet, some hybrid print and digital publishers have found an opportunity to enter the
industry. Accordingly, these lower cost companies that often outsource their printing, which keeps labour costs
lower, have lessened the drop in industry participation. Nonetheless, due to falling revenue and low profit, many
players have exited the industry, with the number of enterprises declining at an annualized rate of 2.6% to 1,037
companies over the five years to 2021.

Still, the Canadian media landscape is notoriously concentrated, with large operators dominating regional and
national markets; in fact, most of the country's paid daily newspapers are under group ownership. The industry's
decline has further encouraged larger operators to absorb smaller publishers, which have felt the brunt of lower
readership and depressed advertising revenue, thereby increasing the industry's market share concentration.
Consolidation has tempered the declines of the companies that the industry is experiencing. Nevertheless, many
smaller community newspapers remain in the industry, serving local markets that experience comparatively little
competition. These papers generate about one-fourth of industry revenue and have declined at a slower rate than
major city dailies due to lowering barriers to entry and the move to digital formats, which have given smaller
companies a much larger platform for advertising revenue and readership.
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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)

Total
advertising

expenditure
($b)

2012 5,376 2,555 1,654 1,076 31,602 N/A N/A 1,852 N/A 12.4
2013 4,819 2,214 1,806 1,094 26,789 N/A N/A 1,631 N/A 11.8
2014 4,310 1,934 1,886 1,119 22,589 N/A N/A 1,432 N/A 11.5
2015 3,893 1,724 1,880 1,150 20,195 N/A N/A 1,318 N/A 11.7
2016 3,461 1,451 1,836 1,182 18,731 N/A N/A 1,193 N/A 12.0
2017 3,150 1,393 1,804 1,182 17,309 N/A N/A 1,075 N/A 12.4
2018 2,889 1,142 1,679 1,148 15,443 N/A N/A 977 N/A 12.5
2019 2,641 1,159 1,652 1,112 14,391 N/A N/A 897 N/A 13.1
2020 2,397 959 1,627 1,079 13,246 N/A N/A 824 N/A 12.0
2021 2,189 928 1,556 1,037 12,187 N/A N/A 757 N/A 12.7
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Industry Outlook
Outlook The Newspaper Publishing industry in Canada will likely continue to

experience declining subscriptions for their physical circulation and will
likely in turn receive lower advertising revenue over the five years to 2026.

During the period, consumers will likely continue to transition to digital platforms for their news, supported by the
growing number of mobile devices. As a result of declining print readership, advertisers may continue to lower their
spending on industry products, and digital offerings will likely fail to offset the lost revenue since they command a
lower price point. Due to lower demand and weaker print advertising revenue streams, industry revenue is projected
to fall at an annualized rate of 4.9% to $1.7 billion over the five years to 2026.

MEDIA FRAGMENTATION INCREASES

The media landscape has dramatically changed with the emergence of
digital platforms, a trend that is expected to continue moving forward,
though at a slower rate given the market saturation of existing digital
devices.

In addition to various online sources that are free of charge, newspaper publishers must compete with dedicated
blogs, video channels, podcasts, digital radio and forums that cover a range of topics outside of the purview of most
publications. In addition, digital-only competitors are on the rise and have proved extremely popular among younger
demographics. Due to the explosion of online media channels, advertisers will likely have a wider range of options to
reach their target audiences over the next five years, encouraging operators to diversify their media portfolio.

Moving forward, total advertising expenditure is expected to increase at an annualized rate of 0.9% to $13.3 billion
over the five years to 2026. However, as a result of greater media fragmentation, print is expected to account for a
steadily declining share of advertising budgets, which has traditionally been the most lucrative aspect of industry
operations; consequently, the industry's main revenue stream may permanently erode. Meanwhile, advertising
focused on digital and online platforms is forecast to pick up during the outlook period.

Digital media consumption is expected to inevitably continue to influence the way newspaper publishers connect
with their readers over the next five years. Social media platforms on increasingly sophisticated mobile devices have
enabled readers to share, respond and even contribute to various publications, changing the publication-reader
dynamic. In addition, the immediacy of social media will likely encourage publishers to reinvent how coverage is
communicated, and thus, there will likely be an increasing focus on the shareability of articles and news pieces.
Newspaper publishers are anticipated to encourage consumer involvement by fostering online participation in the
form of open forums, opinion pieces and feedback. This new level of consumer involvement has brought readers
and publishers closer than ever before, which may increase bundled subscriptions. The challenge for newspaper
publishers over the next five years will likely be how to generate revenue from their digital readers on par with that
generated from their print audience, which they have so far been unable to do effectively.

INDUSTRY ADJUSTMENTS

In response to declining print circulation and advertising revenue,
publishers are expected to continue exiting the industry.
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The industry is already fairly concentrated, so opportunities for mergers and acquisitions will likely be limited. Due to
the diminishing barriers to entry that the accessibility of the internet provides, many new operators are expected to
establish hybrid forms as a way of reconciling their local markets, which will likely be better serviced through print
formats, and a broader national audience, which may more easily be targeted online through targeted advertising.
Existing newspapers are unlikely to shutter completely; however, some may shutter their print operations and
transition to online-only publications, effectively exiting the industry even as they continue to provide news coverage.
Consequently, the number of industry enterprises is projected to decrease at an annualized rate of 3.8% to 853
companies over the five years to 2026.

Still, since most of the traditional operators that rely on larger labour forces due to the significance of printing and
delivery will likely decrease their labour pool to cut costs, employment is also expected to fall significantly over the
next five years, with wages falling in line with revenue. Newspapers are ultimately heavily reliant on labour for
newsgathering and creative functions. Very little news production itself can be automated other than the printing
itself. Since many nonnews jobs, such as advertising sales and other business management positions, have already
been eliminated amid consolidation in recent years, publishers will likely be limited in their ability to trim workforce
expenses over the coming years. Employment declines is therefore expected to closely reflect printing facilities
closures alongside restructuring efforts; industry employment is projected to fall at an annualized rate of 5.2% to
9,318 workers over the five years to 2026. Due to the dwindling of cost-cutting opportunities at newspapers and the
anticipated decline in print advertising, industry profit, measured as earnings before interest and taxes, is projected
to marginally increase, accounting for 5.0% of industry revenue in 2026

Ultimately, new industry entrants will likely lead the way in reforming operations, which may stymie the more
dramatic declines experienced over the five years to 2021. They will likely use data analytics, predictive modelling
and targeted marketing campaigns to streamline their digital advertising operations while relying on an increasingly
smaller amount of print publications to sustain their revenue. Indeed, community newspapers have risen as a
proportion of industry revenue during the current period and will likely continue to rise as local newspapers serve
their locale more effectively through physical distribution. Therefore, the industry will likely restructure to meet
changing consumer preferences and adapt to the digital age, which may eventually reverse the downward trend of
the past decade.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Total
advertising

expenditure
 ($b)

2021 2,189 928 1,556 1,037 12,187 N/A N/A 757 N/A 12.7
2022 2,041 864 1,489 996 11,385 N/A N/A 707 N/A 12.9
2023 1,923 812 1,426 955 10,714 N/A N/A 665 N/A 13.1
2024 1,833 775 1,369 918 10,163 N/A N/A 631 N/A 13.2
2025 1,761 741 1,316 883 9,696 N/A N/A 603 N/A 13.2
2026 1,704 715 1,272 853 9,318 N/A N/A 581 N/A 13.3
2027 1,658 693 1,230 825 8,995 N/A N/A 561 N/A 13.4
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

IVA is expected to decline over the 10 years to 2026

Industry profit has steadily fallen

The industry has exhibited consistent revenue declines

The Newspaper Publishing industry in Canada is in the declining stage of its life cycle. Industry value added (IVA),
which is a measure of an industry's contribution to the overall economy, is expected to decline at an annualized rate
of 6.8% over the 10 years to 2026. Conversely, Canadian GDP is expected to increase an annualized 1.9% during
the same period. Contracting IVA amid overall economic growth indicates an industry that is rapidly diminishing in
economic importance. Moreover, a negative IVA lends further evidence to an industry in decline.

The industry's decline is largely due to the rapid technological change that has altered media consumption more
broadly. The ubiquity of digital media has ushered in social media, blogs, video streaming sites, online-only
publications, podcasts and other news alternatives. Consumers now have a wider range of options to satiate their
media needs, including greater diversity in their news sources. Greater media fragmentation has been supported by
increasing adoption of mobile platforms and the rollout of next generation wireless broadband. As a result, print
media has declined in popularity and advertisers have lowered their print advertising expenditure, which is the
industry's largest source of revenue. Since digital media adoption is expected to continue, the newspaper industry is
struggling to maintain its place in a changing media landscape.

The industry's decline is illustrated by publishers' consistent revenue losses over the five years to 2021, as lower
subscription rates and decreasing print advertising revenue prohibit growth, even among the major players. Many
operators have shut down unprofitable publications to sustain their profit, while other publishers are increasing their
digital presence or even lowering their printing frequencies. In addition, industry publishers have streamlined
production by moving their printing functions to centralized printing and editing facilities. Still, the transition to digital
publications can be a turning point for the industry if operators can effectively capitalize on these new revenue
streams while continuing to captivate their readers.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Convenience Stores in Canada

Educational Services In Canada

Book Stores in Canada

Advertising Agencies in Canada

Consumers in Canada

Public Relations Firms in Canada

Key Selling Industries
1st Tier

Paper Mills in Canada

Printing, Paper, Food, Textile & Other Machinery
Manufacturing in Canada

Couriers & Local Delivery Services in Canada

2nd Tier

Basic Chemical Manufacturing In Canada

Internet Service Providers in Canada

Data Processing & Hosting Services in Canada

Paper Product Manufacturing in Canada

Products & Services

  DAILY PRINT NEWSPAPERS

Print editions of daily newspapers, when considering both advertising and
subscription revenue, account for most of revenue for the Canadian
Newspaper Publishing industry.

Nevertheless, they have struggled over the five years to 2021 to maintain circulation and advertising revenue. Print
advertisements in daily newspapers account for an estimated 29.3% of industry revenue in 2021. Circulation
revenue, which includes subscription and newsstand sales, accounts for an estimated 29.5% in 2021. According to
2020 data from News Media Canada, total weekly circulation of daily newspapers stood at 34.0 million copies per
week (latest data available). Lower circulation volumes have made daily newspapers more reliant on circulation
revenue, since diminished audiences have made them less attractive to advertisers. This will likely continue to
pressure the traditional newspaper business model, under which subscribers are delivered newspapers at or close
to the cost of production to ensure that the paper attracts the advertisers that will generate the bulk of revenue. As
print advertising expenditure continues to decline, newspapers may have to find a way to shift the burden of funding
newsgathering operations to readers in the form of higher subscription prices. This will likely be challenging, given
the wide array of substitute media products available at consumers' fingertips.

COMMUNITY PRINT NEWSPAPERS

Community newspapers are published at a lower frequency than daily
papers, typically once per week, and are generally limited in their
geographic reach to a single municipality or region.

Almost all community newspaper revenue comes from advertising. In 2021, advertisements in community
newspapers account for 9.6% of industry revenue, while community newspaper circulation accounts for 0.1% of
revenue. This is because many of these papers are distributed for free, and can represent an opportunity for
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advertisers to cost-effectively reach a targeted geographic market. Given that much of community newspaper
circulation is free, total circulation has remained relatively stable as a share of revenue over the past five years.
Community newspapers have nevertheless been more stable during the period than major city dailies, likely
because they experience less intense competition from alternative media formats.

DIGITAL REVENUE

Digital revenue, which primarily comprises online advertisements and
includes both daily and community newspaper publishers accounts for
16.8% of total industry revenue in 2021, having grown from 13.0% in 2016.

This includes digital ads and digital circulation, which account for 14.3% and 2.5% of industry revenue, respectively.
Digital circulation is much higher, but online readers have proved difficult for newspapers to monetize.
Advertisements online are less lucrative than those in print editions, since advertisers have more options and
publications must price their ad rates more competitively. In addition, online readers tend to be less loyal to
particular publications and spend less time engaged with them. Expanding revenue in this segment will likely be a
critical challenge to the industry over the five years to 2026.

OTHER

Industry operators also work to disseminate flyers and inserts such as
grocery store circulars, which accounts for 11.2% of industry revenue in
2021 and has declined as a share of revenue over the past five years as
the popularity of print falls.

This segment favours community newspapers for their local reach but also tends to invest in daily newspapers due
to their constant distribution. Other services include custom printing services and distribution of paper products on
newspaper routes, which account for 3.5% of revenue in 2021.

Demand
Determinants

The major factors that determine newspaper sales for operators in the
Canadian Newspaper Publishing industry, and consequently, newspaper
advertising revenue, include subscription prices, general economic
conditions and the level of media competition.

High newspaper cover prices and subscription rates hinder newspaper circulation and readership levels. Over the
five years to 2021, newspaper circulation has significantly declined, and operators have responded by decreasing
subscription prices. Newspaper circulation is further affected by overall economic conditions, as households are
more likely to purchase newspapers when they are confident in the economy and when their disposable income
levels are high or increasing.

Trends in the size and age distribution of the Canadian population also affect demand among readers and
advertisers. Advertisers tend to focus on age groups that spend more on advertised goods or services. Therefore,
newspaper readership among young people has fallen, adversely affecting advertisers that target this demographic.

Advertising revenue

Advertising spending in all media, including newspapers, is sensitive to economic conditions, the prevalence of
major government information dissemination programs and government tenders. Employment, real estate and
automotive classified advertisement volumes are affected by the strength of underlying markets such as
employment conditions, residential property and automotive markets. Furthermore, advertisers tend to focus on
media that reaches higher-income individuals, which increase when economic conditions are strong.

Demand for newspaper advertising depends on the price of advertising space and the competitiveness and
effectiveness of newspapers' advertising offerings compared with other media. Newspaper circulation and
readership also influence demand for advertising space, as advertisers want to reach as much of their target
audience as possible within a predetermined budget. Newspapers rely on readers with high purchasing power to
attract advertisers. Advertisers often try to reach households that are likely to spend more on discretionary items.
These households usually have relatively high incomes. Typically, newspaper subscribers to financial news and
other specialized content tend to have higher incomes.

Alternative mediums

Sales of newspapers and newspaper advertising spaces are further affected by competition from substitute
mediums for disseminating information and advertising, such as the internet, TV, radio, movies, signs, wireless
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devices, telemarketing and direct marketing. Websites and magazines offer advertisers the ability to reach specific
markets, rather than mass markets. Over the five years to 2021, newspapers have moved into this space through
the use of inserts and websites. While digital advertising revenue still represents a small fraction of the industry,
digital advertising is expected to determine demand as print advertising declines and the industry moves online.

Major Markets

  The Newspaper Publishing industry in Canada generates revenue from
two broad sources, which are readers and advertisers.

  Revenue from readers represents circulation revenue from subscription and newsstand sales of print editions of
newspapers. In 2021, newspaper subscribers are estimate to generate 32.1% of revenue. The industry overall has
become more dependent on its subscribers over the five years to 2021 as print advertising spending has declined.
Major markets represents a breakdown of the industry's sources of advertising revenue.

LOCAL ADVERTISERS

Local advertisers are the industry's largest source of advertising sales
and are estimated to account for 37.5% of revenue in 2021.

Community newspapers that serve local markets generate almost all of their revenue from this segment, but daily
newspapers with wider reaches also attract a substantial amount of local advertising. This segment has grown from
accounting for 36.3% of revenue in 2016 as other revenue sources decline. In part, this is because local businesses
have fewer options for reaching potential consumers. Other media formats, such as TV or the internet, cast wide
nets, which makes them inefficient options for a local business seeking to reach a narrow geography. Ad dollars
wind up wasted reaching consumers beyond their local market. As a result, local businesses are anticipated to
remain the industry's most important market segment moving forward, though as digital advertisements become
increasingly effective at targeting specific consumer demographics, this market will likely feel the strain of declining
print ad spending.

NATIONAL ADVERTISERS

National advertisers are the industry's second-largest advertising market,
accounting for an estimated 12.1% of revenue in 2021, having fallen from
an estimated 15.8% in 2016 due to shifting news consumption habits.

National businesses have more options for advertising relative to local businesses, and are therefore expected to be
declining in importance to the industry as media options proliferate. However, certain national brands can
nonetheless benefit from newspaper advertising. Newspapers tend to be read by older and wealthier consumers, so
their advertising space has remained valuable particularly for luxury brands or products geared toward older
demographics. In the long term, as younger readers more habituated to online news consumption age, even the
most reputable newspapers will likely struggle attracting these national advertisers.

OTHER ADVERTISERS

The remainder of the industry's revenue is generated from third-party
distribution, which accounts for 13.0% of revenue, and classified ads,
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which account for 5.3% in 2021.

Third-party distribution represents revenue generated from the inclusion of circulars or catalogs within a
newspapers, with this segment estimated to have grown over the past five years as other segments have shifted
toward digital content. Publishers with a large subscription base can leverage this network for retailers seeking to
advertise their products within a particular geography. Classified ads mainly represent consumers offering used
goods, and have declined sharply as a component of industry revenue as online platforms such as Craigslist have
offered similar services, often at no cost. As the importance of digital advertising grows, these other advertisers are
anticipated to gradually diminish as a percentage of industry ad sales.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Newspaper Publishing industry in Canada does not engage in international trade. While some publications have
digital versions of their print editions that are viewed by international readers, this does not constitute trade and is
therefore not accounted for at the industry level.

Business
Locations

  The Newspaper Publishing industry in Canada is concentrated in regions with the highest population densities, as these areas
provide attractive markets for readership and newspaper circulation. In addition, many of the industry's largest publications are
headquartered in major cities. Ontario is expected to house the largest share of industry establishments in 2021, accounting for
39.7% of business locations and decreasing over the five years to 2021, suggesting that local and niche newspapers have ceased
operations. Following Ontario, Quebec is expected to house 17.8% of industry establishments in 2021, which has also decreased
during the period, followed by British Columbia (15.0%) and Alberta (12.2%), both of which have maintained their shares of
business locations. The remaining share of industry establishments is spread across the other provinces. Notably, most industries
do not have a presence in the Northwest Territories; however, due to many local newspapers, there is a small contingent of
operators in the region, representing 0.2% of establishments in 2021.



Newspaper Publishing in Canada September 2021

21 IBISWorld.com



Newspaper Publishing in Canada September 2021

22 IBISWorld.com

Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

The Newspaper Publishing industry in Canada has a moderate level of concentration. In 2021, the industry's top four
players are expected to generate 61.8% of industry revenue, down from 74.4% in 2016. Similar to other media
industries in Canada, the Newspaper Publishing industry is notorious for its level of concentration. Many of the
industry's top players operate multiple daily and weekly newspapers across the country. These large publishers not
only have wider readership, they are able to leverage scale much more efficiently than smaller publications, thereby
increasing their competitiveness relative to local newspapers. The largest acquisitions over the five years to 2021
have been Postmedia Network Canada Corporation's purchase of competitors publications, such as Quebecor Inc.'s
English language newspapers in 2014 and to a large collection of dailies from Torstar in 2017. This did not change
the industry's level of market share concentration, but simply changed the market share distribution among the
nation's top publishers. However, within this environment, the shrinking market share of these four companies is
indicative of the increased presence of smaller operators. Moreover, while these larger businesses have held control
of the majority of industry operations, the industry has been in decline and has influenced these major players more
than newer companies that are ready for the digital landscape and do not require a transition, instead relying on
hybrid business models from their inception.

Key Success
Factors

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

Ability to quickly adopt new technology:
Industry operators can improve and increase their offerings and reduce their costs by adopting new technologies,
such as online publishing and printing technologies. Quick adoption of new technologies can provide market
opportunities.

Access to niche markets:
The ability to service niche markets can expand demand, attract advertisers and bolster revenue.

Production of premium goods/services:
A high-quality product can attract readers and advertisers.

Control of distribution arrangements:
Strong distribution networks can promote sales.

Optimum capacity utilization:
Companies can reduce unit costs by maximizing the capacity utilization of plants and employees.

Having marketing expertise:
Marketing strengths can promote readership and advertiser interest. Aftersales services to advertisers can help build
relationships and promote cross-selling opportunities.
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Cost Structure
Benchmarks

  Profit

Profit, measured as earnings before interest and taxes, is expected to
account for 4.9% of industry revenue in 2021, down from 5.7% in 2016.
Lower profit is mostly due to lower readership and dwindling advertising
dollars dedicated to print media. As more consumers opt to get their
news from free online sources, advertisers have responded by lowering
their print advertising budgets and increasing their digital advertising
expenditures. However, digital advertising usually costs much less than
print ads because one space on a website can be commanded by
several companies' advertisements based on who is on the website at
that time. As a result, revenue streams have dwindled for newspaper
publishers over the five years to 2021. Although many operators have
developed blossoming digital segments during the period, this has not
been able to offset the significant decline in print advertising spending.
Profit is expected to decline over the five years to 2026 due to these
industry-wide developments.

 

  Wages

Wages are expected to account for 34.6% of industry revenue in 2021,
representing newspaper publishers' most significant cost. Industry
operators hire journalists and columnists, in addition to graphic
designers and front- and back-end developers. Over the past five
years, total wage spending has remained stable despite industry
consolidation and increased syndication in an effort to cut costs.
However, publishers have been limited in their ability to trim wage costs
given the labour intensity of newsgathering and production.
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  Purchases

Purchases are expected to account for 24.9% of revenue in 2021. Over
the past five years, purchase costs have remained steady despite rising
paper costs. However, purchase costs are expected to decline over the
next five years, as physical circulation is anticipated to decline. Industry
publishers must purchase various inputs, including ink, newsprint, wood
pulp and other raw materials. Higher-quality printing papers
incorporating fillers, such as clay-based substances, and coatings are
now widely used. Printing plates, blocks, ink adhesives and
photographic film make up the majority of the balance of material
inputs. Some companies reduced the size of the printed page for many
of their publications as part of their cost reduction efforts.

 

  Marketing

Marketing costs are expected to account for 2.6% of industry revenue
in 2021, remaining mostly stable over the past five years.

 

  Depreciation

Depreciation is expected to account for 2.9% of industry revenue in
2021, rising as a share of revenue over the past five years as
publications refocus on digital content.

 

  Rent

Rental costs are expected to account for 2.2% of industry revenue in
2021, remaining stagnant as a share of revenue over the past five
years.
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  Utilities

Utilities are expected to account for 0.7% of industry revenue in 2021,
remaining steady as a share of revenue over the past five years.

 

  Other Costs

Newspaper publishers have significant costs related to circulation,
distribution and content. Delivery and courier costs remain high, despite
the recent drop in oil prices. However, this cost is expected to decline
over the five years to 2026, as physical circulation is anticipated to
decline. Other costs include administrative expenses, subcontracting
and content from independent and freelance journalists, and are
expected to account for 27.2% of industry revenue in 2021.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Operators in the Canadian Newspaper Publishing industry typically
compete with each other to maximize circulation and readership to
generate higher levels of advertising revenue in their print and digital
formats.

The industry also competes for readers and advertisers with other media, such as TV, radio and various digital
channels. Overall, subscription prices, content, coverage and popularity are major bases of competition among
publishers.

INTERNAL COMPETITION

Internal competition is high, primarily due to the concentration of
ownership in the industry.

Major players have imparted strong brand recognition and secured solid readership bases due to their history and



Newspaper Publishing in Canada September 2021

26 IBISWorld.com

prominence in major cities such as Toronto and Quebec. Newspaper operators often add value to their products to
boost circulation, readership and advertising revenue. For example, many operators include inserts and
supplements, which also generate advertising revenue, special competitions or games and value-added online news
and advertising content. Subscription sales can also be increased through direct-marketing initiatives such as
telemarketing and targeted advertising campaigns. Single sales can be bolstered through improved point-of-sale
displays and partnering initiatives with retailers.

Internal competition also exists among operators attempting to reach target audiences. Publishers typically target
areas of specialization and niche markets of interest to existing and potential readers and advertisers. Advertisers
often prefer a selected audience and pay higher advertising rates to reach this audience. Many advertisers are
interested in targeting people with higher incomes and greater purchasing power, especially members of the baby
boomer generation, which have the highest purchasing power and newspaper readership. Moreover, the increasing
prevalence of digital advertising had led some companies to capitalize on data analytics, which can produce
targeted marketing campaigns at a much more effective level than print advertising, catering their advertisements to
consumers that are known to respond to particular types of ads.

EXTERNAL COMPETITION

The industry experiences external competition from other media,
particularly online news media that are more cost-effective for both
consumers and advertisers.

Competition from online news media in urban markets is rapidly escalating. Meanwhile, regional and community
newspapers that provide more localized coverage and advertising contend with lower levels of competition from
online news media because it does not offer the same attention to local current events and community tastes.

Greater media fragmentation has augmented external competition within the industry. The internet has dramatically
affected the newspaper industry by providing a new media source to the public. Major newspapers have developed
online news platforms and digital advertising to complement their print counterparts and to compete with
independent online advertising companies. Industry operators' ability to offer advertisers both print and digital
options gives newspaper groups a competitive advantage in some advertising markets. Daily metropolitan
newspapers in major urban and financial centres operate in highly competitive markets and often benefit from
bundled services. Still, the internet also gives way to social media, which can promote certain content creation over
others, crafting discourse within friend groups and broader networks.

Barriers to
Entry

Barriers to Entry in this industry are    High and the trend is Decreasing
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  Barriers to entry in the Canadian Newspaper Publishing
industry are high. There are high costs associated with
attracting high-profile journalists and writers, distribution
and marketing, as well as acquiring printing presses and
other equipment. Moreover, large companies benefit from
having established brands to attract readers and
advertisers and are able to keep production costs lower
as they print in bulk. This can hinder the viability or
expansion of new or smaller operators. Economies of
scale exist in newsprint purchases, news collections and
website development. Specifically, when more readers
read each article, advertising space around them become
more valuable, which benefits well-established players.
High barriers to entry have facilitated the industry's high
market share concentration, as large operators are more
equipped to leverage economies of scale to reach target
audiences. In addition, larger publishers are often able to
offer more compelling advertising packages across daily
papers, Sunday papers and other nondaily publications in
addition to those across other media such as radio and
TV.

Despite high barriers to entry, industry participation has
been rising due to the accessibility of the internet. While
establishing a strictly print business is not likely or
economically viable, hybrid companies have emerged in
niche and regional markets to provide new perspectives
on news stories. While most new companies may
outsource their physical printing, digital dissemination
involves low capital and distribution costs compared with
printed newspapers. Online news sites and blogs have
low initial costs, providing an affordable alternative for
operators aspiring to enter the industry. Overall, while the
industry has high barriers to entry and is in decline, some
operators are capitalizing on the weakness and inability of
larger operators to transition at a quick enough pace to
the digital domain, making the industry ripe for new entry
in smaller markets. While acquiring a sizable market
share will likely be difficult, entering the industry has
become easier due to the accessibility of the internet and
the social media landscape that has promulgated the
growth of content creation.

Barriers to Entry Checklist

Competition High  

Concentration Medium  

Life Cycle Stage Decline  

Technology Change High  

Regulation & Policy Light  

Industry Assistance Medium  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  Globalization in the Canadian Newspaper Publishing industry is low due to negligible levels of exports and imports.
There are also relatively few Canadian operators investing in overseas operations and vice versa. Nevertheless, the
worldwide emergence of high-speed internet and online news sites have assembled an increasingly global
audience, especially for major Canadian publications. Still, The Globe and Mail, a major player, is owned by the
Woodbridge Group, a Canadian holding company, which invests globally, including its ownership of Thomson
Reuters Corporation, illustrating the degree of potential globalization if other companies emulate this business
model.
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Major Companies

Major Players Postmedia Network Canada Corporation

Market Share: 21.6%

  Postmedia Network Canada Corporation (Postmedia) is a media company headquartered in Toronto. The company
operates the former publishing properties of Canwest Global Communications Corporation, a media company that
was based in Winnipeg, MB. Postmedia operates in both print and digital mediums; however, all of its operations are
considered to be industry-relevant, since its digital properties have affiliated print editions. Postmedia is the largest
publisher of daily newspapers in Canada by revenue, and its papers have the highest combined weekly print
readership in the country at 4.9 million in 2020, according to News Media Canada (latest data available). Some of its
most notable publications include The Gazette, the Ottawa Citizen, The National Post and the Calgary Herald.

The company has undergone a series of restructuring efforts over the last decade years. Most significantly, just prior
to the five years to 2021, Postmedia announced that it entered an agreement with Quebecor Inc. (Quebecor) to
purchase Sun Media Corporation's 165 English language newspapers, specialty publications and digital properties
in October 2014; the $316.0 million deal closed the following year and included properties with about 2,500
employees. In 2017, the company purchased seven daily newspapers from Torstar Corporation. The following year,
Postmedia announced the closure of a swath of community papers as overall readership declined. Further, the
company has focused on digital innovations, including the 2017 release of "Life By Design," a content partnership
with Rogers Media's magazine titles. Additionally, the company sold its Islington printing facility in August 2017,
demonstrating its eagerness to more fully invest in the digital domain. Further, the company expanded its website
offerings to appeal to a broader range of audiences in 2017.

Financial performance

Postmedia's industry-relevant revenue is expected to decline an annualized 11.3% to $472.8 million over the five
years to 2021. The company's industry-relevant operating income, measured as earnings before interest and taxes,
is also expected to drop, falling at an annualized rate of 13.4% to $14.8 million during the same period. The
company's declining performance over the past five years underscores the difficulties that the overall industry has
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experienced. Over the past five years, the company's market share dropped from an estimated 27.3% in 2016 to
21.6% in 2021. Despite this decline, the company still remains the largest publisher in the industry. While Postmedia
is expected to benefit from its size and scope, challenges remain as the industry continues to adapt to the shift to
digital news.

 
Postmedia Network Canada Corporation (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 860.4 N/C 30.3 N/C
2017 754.3 -12.3 3.5 -88.4
2018 676.3 -10.3 6.7 91.4
2019 619.6 -8.4 29.4 338.8
2020 508.4 -17.9 13.1 -55.4
2021 472.8 -7.0 14.8 13.0

Source: Annual Report and IBISWorld
Note: *Estimates

Torstar Corporation

Market Share: 17.2%

  Torstar Corporation (Torstar) is a media company that was founded in 1958 and is headquartered in Toronto. The
company has three reportable segments, which include the Metroland Media Group (MMG), Star Media Group
(SMG) and other digital ventures. The MMG publishes 100 weekly community newspapers and three daily
newspapers that include The Hamilton Spectator, the Waterloo Region Record and the Guelph Mercury. SMG
operates the daily Toronto Star, which is one of Canada's most widely circulated newspapers, and also has a joint
venture in Free Daily News Group, which publishes the free daily newspapers in Toronto, Vancouver, Ottawa,
Calgary, Edmonton, AB, Regina, SK, Saskatoon, SK, London, ON, and Winnipeg, MB. SMG oversees the Sing Tao
Daily, a Chinese-language daily newspaper published in Toronto, Vancouver and Calgary. Accordingly, Torstar
operates in this industry through its MMG and SMG segments. Torstar was acquired by private investment firm
Nordstar Capital LP in 2020.

The company has undergone some restructuring in recent years. First, it sold publishing house Harlequin in 2014,
leaving it to focus more heavily on news publishing. Using the cash from the transaction, it purchased a majority
stake in VerticalScope, a digital media company with more than 600 properties and 80.0 million unique monthly
visitors. The company also launched Toronto Star Touch in 2015, an interactive news app for readers of its flagship
paper. As a result of these moves, the company generates more than 10.0% its revenue from digital ads. However,
the company also discontinued its paywall at the Star in 2015, signalling that there remain limits on the revenue
potential of digital. Essentially, the company is moving toward digital innovations that will likely drive future growth
while offsetting the decline of the industry. For example, similar to Postmedia, Torstar sold its Vaughan, ON, printing
facility in 2016, illustrating its embrace of digital revenue streams over traditional print formats. According to the
News Media Canada, the company's total weekly circulation stood at 2.2 million in 2020 (latest data available).

Financial performance

Torstar's industry-relevant revenue is expected to decline at an annualized rate of 11.3% to $375.8 million over the
five years to 2021. Similar to the overall industry, the company has experienced steep declines in print advertising
spending, which accounted for 52.2% of revenue in 2016 and fell to 32.4% in 2019 (latest data available). The
company's industry-relevant operating income has also declined despite new investments in its digital presence.
Torstar's industry-relevant operating income, measured as earnings before interest and taxes, is expected to decline
at an annualized rate of 2.4% to $10.9 million over the five years to 2021.
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Torstar Corporation (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 685.1 N/C 12.3 N/C
2017 615.7 -10.1 25.5 107.3
2018 543.4 -11.7 12.8 -49.8
2019 479.0 -11.9 17.1 33.6
2020 425.1 -11.3 7.3 -57.3
2021 375.8 -11.6 10.9 49.3

Source: Annual Report and IBISWorld
Note: *Estimates

Quebecor Inc.

Market Share: 16.8%

  Quebecor Inc. (Quebecor), founded in 1965, is a diversified media company based in Montreal. Quebecor divides its
business segments into telecommunications, media and sports and entertainment. The company operates in the
industry through its newspaper operations within its media segment in 2018 (latest information available). Quebecor
generated $4.3 billion in consolidated revenue in 2020 (latest data available).

Prior to the five years to 2021, Quebecor divested itself of significant newspaper holdings, leading to a decline in the
company's industry market share. In 2016, Quebecor held an estimated 33.7% share of the industry, and in 2021, it
is expected to hold 16.8%. Prior to the current period, the company sold its English language newspapers to
Postmedia. In 2014, the company also sold off its Quebec community newspapers to Transcontinental Inc. The
company also abandoned door-to-door distribution of newspapers over the past five years. These decisions have
effectively restricted its participation in the industry, although its current operations maintain the company's status as
a dominant force. Currently, the company's main remaining newspaper properties are Le Journal de Montreal, Le
Journal de Quebec and the freely distributed 24 heures. Combined, the publisher's newspapers have a weekly
circulation of 2.5 million readers, most of which comes from Le Journal de Montreal alone.

Financial performance

Similar to the overall industry, Quebecor has struggled with consistent declines in subscriber and print advertising
revenue. Thus, Quebecor's industry-relevant revenue is expected to decrease, falling at an annualized rate of 8.8%
to $367.3 million over the five years to 2021, decreasing at a faster rate compared with the overall industry. Although
the company's struggles are tied to the broader industry's challenges with print advertising, the severity of the
revenue decline is due to the divestment of newspaper properties. Furthermore, the company's industry-relevant
operating income, measured as earnings before interest and taxes, is also expected to decline, falling at an
annualized rate of 11.5% to $18.1 million over the five years to 2021.

 
Quebecor Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 583.4 N/C 33.3 N/C
2017 517.8 -11.2 36.8 10.5
2018 460.2 -11.1 15.0 -59.2
2019 410.5 -10.8 28.3 88.7
2020 361.6 -11.9 8.9 -68.6
2021 367.3 1.6 18.1 103.4

Source: Annual Report and IBISWorld
Note: *Estimates
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The Woodbridge Company Limited

Market Share: 6.2%

  The Globe and Mail is among Canada's most prestigious and widely read papers. The paper traces its roots to The
Globe, which began publishing in 1844. The company merged with The Mail and Empire in 1936, giving the paper
its current name, at which point the company began its steady national expansion. The paper is currently owned by
The Woodbridge Company Limited (Woodbridge), which also owns Thomson Reuters Corporation, and acquired
The Globe and Mail in 2010.

The Globe and Mail is a general interest newspaper that is distributed nationally, but it is known in particular for its
financial news. Perhaps in part due to its prestige and reputation for award-winning journalism, the paper has
managed to maintain an average weekly circulation of 1.8 million. Over the five years to 2021, industry-wide
circulation has declined, demonstrating the vitality of The Globe and Mail. In 2020, the paper introduced an artificial
intelligence-based paywall named Sophi that manage content availability to maximize ad revenue and subscriptions.
This technology is reported to have increased key business metrics such as reader registration, which rose 130.0%
as a result.

Financial performance

The Globe and Mail is privately owned by Woodbridge, and therefore, does not disclose financial information. As a
result, financial data on the company is estimated from circulation and other market data. IBISWorld estimates that
Woodbridge's industry-relevant revenue will decline at an annualized rate of 8.6% to $136.4 million over the five
years to 2021, falling at a similar rate to overall industry revenue, which is expected to fall at an annualized rate of
8.8% to $2.2 billion during the same period. However, various business strategies, such as the artificial intelligence-
based paywall Sophi, are anticipated to slow this decline. Woodbridge's industry-relevant operating income,
measured as earnings before interest and taxes, is also expected to decline, falling at an annualized 11.3% to $6.7
million over the five years to 2021.

 
The Woodbridge Company Limited (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 214.0 N/C 12.2 N/C
2017 196.0 -8.4 13.9 13.9
2018 178.0 -9.2 5.8 -58.3
2019 161.2 -9.4 11.1 91.4
2020 145.2 -9.9 3.6 -67.6
2021 136.4 -6.1 6.7 86.1

Source: IBISWorld
Note: *Estimates

Other Companies The Newspaper Publishing industry in Canada is highly fragmented, characterized by a growing number of small
establishments that cater to niche or regional markets. Due to consolidation among major players, industry
participation has declined, with the number of industry establishments expected to decrease at an annualized rate of
3.3% to 1,556 business locations over the five years to 2021, with evidence of a significant exit of nonemployers.
Many of these small newspapers are nonemployers, which represent 38.4% of industry establishments, and are
more focused on disseminating information as opposed to making a profit in a declining industry. Due to steep
declines in revenue and a lack of profit, many were squeezed out of the industry. However, most new companies,
many of which are small, produce print and digital versions of their newspapers and will likely embrace digital
technology to grow in the future. Within this environment, some companies have accumulated a sizable market
share by catering to niche and regional markets.

Groupe Capitales Medias

  Market Share: 1.8%
  Groupe Capitales Medias (Groupe Capitales) publishes regional newspapers including Le Soleil, Le Nouvelliste, Le
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Droit, La Tribune, Le Quotidien and La Voix de l'Est. Incorporated in 2015 and headquartered in Quebec, the
company was founded by majority shareholder Martin Cauchon, which combined six daily newspapers, three
weeklies and two printing facilities in a holding group after a purchase from Gesca Ltee, which publishes La Presse.

Boasting a weekly circulation of more than 1.6 million monthly readers, according to Le Centre d'études sur les
medias. The company has primarily focused on expanding its digital presence to augment its print circulation. For
example, the company launched 12 mobile apps alongside a rigorous advertising campaign to increase readership
in 2016. Moreover, the company, alongside other sizable newspapers Hebdos Quebec, TC Transcontinental and Le
Devoir, created a coalition to raise public awareness on the importance of maintaining print media to secure
temporary assistance from the Government of Quebec for the transition to digital media in late 2016. In 2019,
Groupe Capitales received a $5.0 million grant from the Quebec government to stave off bankruptcy. While the
company is private and does not disclose its financial information, IBISWorld estimates its industry-relevant revenue
will reach $38.6 million in 2021, representing 1.8% of the market.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Newspaper Publishing industry in Canada exhibits low
capital intensity. In 2021, industry operators are expected
to spend $0.08 on capital for every $1.00 spent on labour.
Wage costs remain relatively high in this industry due to
the importance of labour across operations, from content
creation to editing to delivery, even though the production
of newspapers is largely automated. Moreover, increasing
competitiveness in the media landscape demands credible
and often nuanced journalistic writing for both print and
digital mediums. Capital costs are typically concentrated on
rental space, printing efficiency and productivity. Capital
costs have increased significantly due to the increasing
prevalence of digital content rather than physical
newspapers, with overall capital intensity having marginally
risen from $0.05 per $1.00 of labour in 2016 as a result of
this change and declining industry wages.
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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.

Medium Innovation
Concentration

Potential 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.

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.

Low Market
Concentration

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

  Low levels of innovation limit the threat to incumbent operators from new technologies disrupting their operations. However,
a low rate of growth in technology can also create exposure for incumbents as the trajectory of innovation in other markets
could lead to unforeseen competitive disadvantages.

There are both significant barriers to entry and a low rate of new entrants in this industry. This combination of factors
dampens the threat of innovative players disrupting the industry structure.

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

The Canadian Newspaper Publishing industry has been in an ongoing battle to
survive due to the intense force of technological disruptions stemming from
the ongoing introduction of new media sources.

The traditional newspaper was created as the primary source of mass communication of public information. However,
starting with the introduction of radio, the industry has continually endured the introduction of new sources of media that
threaten the industry's role in consumers' lives. Most recently, after overcoming the introduction of TV, the internet has
been the most domineering disruption. The industry only includes publishers that produce a print edition, so while many
print newspaper companies have diversified their product by introducing digital websites of their product, the adoption of
technology by newsrooms exacerbated the industry's decline. Social media has been the most damaging recent
technological disruption. While social platforms such as Twitter have assisted newspapers by making public figures more
accessible and crowd sourcing for information easier, they also challenge the newspapers platform by enabling consumers
to bypass traditional media.

The level of technology change is    High

  Increasing technological adoption and higher digital media consumption have
dramatically affected the Newspaper Publishing industry in Canada.

Major technological developments within this industry include the use of the internet as a source of news, information and
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advertising; new printing presses; and use of communication and computer technologies for the production and delivery of
newspapers. The internet and wireless devices provide alternative and cost-efficient means by which to deliver information,
the primary objective of the industry, thereby providing a sizable obstacle to industry operations. To combat this siphoning
of print revenue, newspaper groups offer internet-based content and advertising and are major players in the online
classified advertising market by extending their print capabilities. The ability to offer advertisers print and online advertising
represent a major competitive advantage. Over the past five years, online subscriptions have more than tripled, but still
represent a small fraction of total revenue. Online readership is anticipated to continue growing, especially as newspapers
become widely available in digital format. Online advertising has grown in line with major players' digital footprint, although
this has yet to offset declines in print advertising. As these companies more fully adapt to the digital landscape, the industry
may be able to reverse the decline of the past decade.

Moreover, new printing presses offer newspaper operators the ability to boost the attractiveness of their printed product,
while also increasing speed and accuracy and reducing costs. Relatively new technology offering full colour newspapers is
particularly beneficial to advertisers because it requires shorter deadlines and only costs 25.0% more than black-and-white
prints on average. New presses feature advanced, cold-set technology that makes redundant the use of dryers to set colour
inks, in addition to ink optimization software that helps operators consume less colour ink in the process. These printers
employ direct-drive motors that are independently controlled to increase efficiency.

Plus, computerized production systems use advanced input and photosetting devices, which speed up production and
substantially reduce labour requirements, although many printers have needed to upgrade their skills and trade
qualifications to keep pace with the equipment. Automatic guided vehicle systems (AGVS), which are controlled by a
centralized computer, automatically transport rolls of paper across the world and deliver prepared rolls to the presses as
required. Other than assisting with data collection, inventory tracking and report generation, AGVSs also remove empty
cores and paper waste carts from the reel room and remove butt and reject rolls from the pressroom, essentially
automating most of the production process.

Moreover, advances in communication technologies can help speed up the receipt and delivery of news and advertising
copy while reducing operating costs. These technologies enable operators with a variety of regional markets to print a
range of publications at central locations. Although news syndication, or news wire services, facilitated cuts in journalism
staffs nationwide during the recession, their use has increased due to the prevalence of real-time news on newspapers'
websites. Instead of relying on in-house staff to produce articles on breaking events, a process that often involves time-
consuming editing and fact checking, newspapers can run prewritten, preedited syndicated stories on short notice.

Revenue
Volatility

The level of volatility is    High

  The Newspaper Publishing industry in Canada exhibits moderate to high
revenue volatility, with an average 0.9% fluctuation over the five years to 2021.

Steady decreases in subscriptions to physical copies and print advertising expenditure have precipitated overall revenue
declines every year over the five years to 2021. Typically, revenue moves in line with advertising spending, which, in turn, is
dependent on corporate profit. However, the proliferation of online and digital media has weakened print advertising
spending, a trend that will likely continue over the five years to 2026. Revenue declines are expected to somewhat slow
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during the outlook period, as digital subscriptions and advertising offset declines in physical circulation and print advertising,
with the assumption that companies in decline will adapt to the new digital landscape.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

Regulation in the Canadian Newspaper Publishing industry is typically
focused on intellectual property protections such as trademarks and
copyright; legislation against defamation, libel and contempt; restrictions on
material that is obscene, blasphemous or an incitement to racial hatred; and
advertising and marketing laws.

Due to Canada's concentrated media environment, regulation regarding competition and ownership are important in this
industry. However, the industry is largely self-regulated, with no external body enforcing regulation as with the Canadian
radio and TV industries. For example, the Canadian Radio-Television and Telecommunication Commission mostly focuses
on broadcast media as opposed to print. News Media Canada does emphasize the need to accurately represent their
respective communities, with the hopes of increasing diversity in content. In addition, many publications belong to provincial
or regional press councils, which set operational standards at the regional level. Overall, the industry is regulated indirectly
through consumer choice and industry best practices.

Industry
Assistance

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

While the Newspaper Publishing industry in Canada is not regularly given
direct assistance from the government, the Newspaper Publishing industry's
strongest advocate is News Media Canada, formerly Newspapers Canada, a
joint initiative of the Canadian Newspaper Association and the Canadian
Community Newspapers Association.

According to the organization's statement, Newspapers Canada aims to provide a strong industry voice to the country's
newspaper industry. News Media Canada acts as an advocate of public policy and provides market research by
aggregating the industry's revenue, circulation and ownership.

Government assistance

In 2019, the Canadian government provided grants to news organizations, including industry operators, that produced
public interest journalism. This was prompted by the financial challenges posed to news media due to major shifts in news
consumption habits over the course of the prior decade.

Due to the unprecedented effect of the COVID-19 (coronavirus) pandemic on the Canadian economy, federal and
provincial governments have provided substantial support measures to both businesses and households. Industry
operators that met certain eligibility requirements were assisted via wage subsidies and low-interest borrowing
arrangements. These relief programs include the Canada Emergency Wage Subsidy (CEWS), which covers up to 75.0% of
an employee's wages up to a maximum $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)

Total
advertising

expenditure
($b)

2012 5,376 2,555 1,654 1,076 31,602 N/A N/A 1,852 N/A 12.4
2013 4,819 2,214 1,806 1,094 26,789 N/A N/A 1,631 N/A 11.8
2014 4,310 1,934 1,886 1,119 22,589 N/A N/A 1,432 N/A 11.5
2015 3,893 1,724 1,880 1,150 20,195 N/A N/A 1,318 N/A 11.7
2016 3,461 1,451 1,836 1,182 18,731 N/A N/A 1,193 N/A 12.0
2017 3,150 1,393 1,804 1,182 17,309 N/A N/A 1,075 N/A 12.4
2018 2,889 1,142 1,679 1,148 15,443 N/A N/A 977 N/A 12.5
2019 2,641 1,159 1,652 1,112 14,391 N/A N/A 897 N/A 13.1
2020 2,397 959 1,627 1,079 13,246 N/A N/A 824 N/A 12.0
2021 2,189 928 1,556 1,037 12,187 N/A N/A 757 N/A 12.7
2022 2,041 864 1,489 996 11,385 N/A N/A 707 N/A 12.9
2023 1,923 812 1,426 955 10,714 N/A N/A 665 N/A 13.1
2024 1,833 775 1,369 918 10,163 N/A N/A 631 N/A 13.2
2025 1,761 741 1,316 883 9,696 N/A N/A 603 N/A 13.2
2026 1,704 715 1,272 853 9,318 N/A N/A 581 N/A 13.3

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Total
advertising

expenditure
(%)

2012 -3.48 -10.2 -2.02 -2.36 -1.83 N/A N/A -3.84 N/A 1.63
2013 -10.4 -13.3 9.18 1.67 -15.2 N/A N/A -12.0 N/A -4.84
2014 -10.6 -12.7 4.42 2.28 -15.7 N/A N/A -12.2 N/A -2.55
2015 -9.69 -10.9 -0.32 2.77 -10.6 N/A N/A -8.00 N/A 1.73
2016 -11.1 -15.9 -2.35 2.78 -7.25 N/A N/A -9.47 N/A 2.56
2017 -8.99 -4.00 -1.75 0.00 -7.60 N/A N/A -9.89 N/A 3.33
2018 -8.28 -18.0 -6.93 -2.88 -10.8 N/A N/A -9.18 N/A 0.80
2019 -8.60 1.48 -1.61 -3.14 -6.82 N/A N/A -8.14 N/A 4.80
2020 -9.24 -17.3 -1.52 -2.97 -7.96 N/A N/A -8.22 N/A -8.40
2021 -8.71 -3.20 -4.37 -3.90 -8.00 N/A N/A -8.14 N/A 5.83
2022 -6.73 -6.88 -4.31 -3.96 -6.59 N/A N/A -6.61 N/A 1.57
2023 -5.79 -6.02 -4.24 -4.12 -5.90 N/A N/A -5.88 N/A 1.55
2024 -4.69 -4.63 -4.00 -3.88 -5.15 N/A N/A -5.06 N/A 0.76
2025 -3.93 -4.34 -3.88 -3.82 -4.60 N/A N/A -4.47 N/A 0.00
2026 -3.24 -3.47 -3.35 -3.40 -3.90 N/A N/A -3.77 N/A 0.75

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 47.5 N/A N/A 170 34.5 19.1 58,617
2013 45.9 N/A N/A 180 33.8 14.8 60,883
2014 44.9 N/A N/A 191 33.2 12.0 63,411
2015 44.3 N/A N/A 193 33.9 10.7 65,259
2016 41.9 N/A N/A 185 34.5 10.2 63,702
2017 44.2 N/A N/A 182 34.1 9.59 62,124
2018 39.5 N/A N/A 187 33.8 9.20 63,239
2019 43.9 N/A N/A 184 34.0 8.71 62,345
2020 40.0 N/A N/A 181 34.4 8.14 62,170
2021 42.4 N/A N/A 180 34.6 7.83 62,074
2022 42.3 N/A N/A 179 34.6 7.65 62,055
2023 42.2 N/A N/A 180 34.6 7.51 62,068
2024 42.3 N/A N/A 180 34.4 7.42 62,127
2025 42.1 N/A N/A 182 34.3 7.37 62,211
2026 42.0 N/A N/A 183 34.1 7.33 62,299

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

News Media Canada
http://www.nmc-mic.ca

Editors' Association of Canada
http://www.editors.ca

The Canadian Press
http://www.thecanadianpress.com

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

Industry Jargon CIRCULATION
The number of newspaper copies sold or distributed.

CLASSIFIED ADVERTISING
Advertising arranged according to the product or service advertised, and usually restricted in size and format.

READERSHIP
The average estimated number of readers of a given publication.

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
than 40%.
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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.
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