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COVID-19
(Coronavirus)
Impact Update

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

· Revenue for the Magazine and Periodical Publishing industry in Canada is expected to increase in 2021 as the
economy begins to recover from the COVID-19 pandemic. For more detail, please see the Current Performance
chapter.

· Some of the industry's major players are expected to experience operating difficulties due to the COVID-19
pandemic. For more detail, please see the Major Players chapter.

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

Note: The content in this report is currently being updated to reflect the trends outlined above.
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About 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 Operators in this industry produce and distribute magazines and periodicals in print and online. However, this

industry does not include operators that exclusively sell online magazines or periodicals.

Major Players Quebecor Inc.

Rogers Communications Inc.

Main Activities The primary activities of this industry are:

Selling magazines and periodicals

Distributing magazines and periodicals

Researching topics

Editing articles

Designing advertisements

Designing articles

The major products and services in this industry are:

Advertising sales

Circulation sales

Custom publishing

Printing services

Events

Other
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Supply Chain

SIMILAR INDUSTRIES

Book Stores in Canada Newspaper Publishing in Canada Book Publishing in Canada Database & Directory Publishing in
Canada

Greeting Cards & Other
Publishing in Canada

     

     

RELATED INTERNATIONAL INDUSTRIES

Magazine & Periodical Publishing
in the US

Magazine and Directory
Publishing in Australia

Magazine and Periodical
Publishing in China

Magazine Publishers in the UK

Magazine and Book Publishing in
New Zealand

     



Magazine & Periodical Publishing in Canada July 2021

7 IBISWorld.com

Industry at a Glance
Key Statistics

$1.2bn
Revenue

Annual Growth

2016–2021

-5.9%

Annual Growth

2021–2026

-0.6%

Annual Growth

2016–2026

 

$100.1m
Profit

Annual Growth

2016–2021

-11.1%

  Annual Growth

2016–2021

 

8.5%
Profit Margin

Annual Growth

2016–2021

-2.8pp

  Annual Growth

2016–2021

 

1,124
Businesses

Annual Growth

2016–2021

-4.0%

Annual Growth

2021–2026

-2.6%

Annual Growth

2016–2026

 

5,856
Employment

Annual Growth

2016–2021

-5.0%

Annual Growth

2021–2026

-1.7%

Annual Growth

2016–2026

 

$367.6m
Wages

Annual Growth

2016–2021

-5.2%

Annual Growth

2021–2026

-1.5%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

2.7%
Government consumption and
investment

1.1%
Per capita disposable income

4.9%
Corporate profit

1.2%
Total advertising expenditure

3.2%
Number of mobile telephone
subscriptions

3.3%
Number of fixed broadband
connections

 
Industry Structure

POSITIVE IMPACT

  Revenue Volatility
Low   Capital Intensity

Low

  Regulation & Policy
Light / Increasing   Industry Globalization

Low / Decreasing

MIXED IMPACT

  Industry Assistance
Medium / Increasing   Concentration

Medium

  Barriers to Entry
Medium / Decreasing

NEGATIVE IMPACT

  Life Cycle
Decline   Technology Change

High

  Competition
High / Increasing

 

Key Trends

 Shifting media consumption has caused declines in revenue

 Industry operators have yet to sufficiently capitalize on
consumer data

 Unprofitable operators have exitied the industry due to
heightened competition

 Competition will likely intensify over the next five years

 Advertisers are expected to pay more for ad spots that are
catered to very specific demographics

 Government support is expected to continue to favour
successful publications

 Growth in digital revenue is expected to only partially offset
declines in subscription sales
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Medium & Increasing Level of Assistance

  Low Volatility

  Low Imports

  Low Customer Class Concentration

  Low Capital Requirements

   

WEAKNESSES

  Medium & Decreasing Barriers to Entry

  High Competition

  Decline Life Cycle Stage

  Low Profit vs. Sector Average

  High Product/Service Concentration

  Low Revenue per Employee

   

OPPORTUNITIES

  High Outlier Growth

  High Performance Drivers

  Number of mobile telephone subscriptions

   

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 Too many issues: While magazine consumption has largely declined,
operational costs remain high

Over the five years to 2021, falling consumer demand and a continued decline in print advertising spending have
devastated the Magazine and Periodical Publishing industry in Canada. As access to digital media has increased,
readers have opted to consume digital publications instead of printed materials, undercutting the industry's primary
revenue source. Similarly, advertisers have shifted to digital platforms and have lowered their spending on print,
limiting publishers' opportunities for revenue growth. In response, publishers have cut staff, slimmed production,
consolidated and expanded their digital offerings. However, operators have failed to fully recapture any lost revenue
with digital editions of magazines and periodicals. As a result, industry revenue is forecast to decline an annualized
5.9% to $1.2 billion over the five years to 2021, including a rare 1.2% increase in revenue in 2021 as the economy
recovers from the pandemic.

The entire publishing sector has shifted as a result of evolving media consumption and the proliferation of digital-
only publications. Subscriptions have also continued to decline as consumers have switched to reading online-only
publications, not included in this industry. Reform in government subsidies was introduced prior to the period, when
the Canada Periodical Fund (CPF) mandated a 5,000-annual paid circulation requirement to qualify for assistance
and a $1.5 million per year cap on subsidies, restricting prior, more lenient policies. The CPF's requirements have
affected small operators, which have struggled to meet the circulation requirements, and large publications, which
have absorbed higher costs due to the assistance cap.

Over the five years to 2026, publishers will likely refocus on strengthening digital offerings and monetizing data. As
consumers continue to gravitate to digital formats, advertisers are expected to engage in more targeted digital
advertising. Although publishers are expected to expand their digital presence in response, competition from
external online-only publications will likely accelerate and dampen potential gains. As a result, IBISWorld expects
internal and external competition to increase over the next five years. Growth in digital revenue is expected to only
partially offset declines in subscription sales, with revenue forecast to contract an annualized 0.6% to $1.1 billion
over the five years to 2026. The average industry profit margin is expected to decrease alongside revenue.
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Industry Performance

Key External
Drivers

Total advertising expenditure

Advertising accounts for the largest source of revenue for industry publishers. Therefore, swings in advertising
expenditure, particularly in print advertising, directly affect industry performance. Additionally, the growing share of
digital advertising has followed the consumer exodus to digital platforms, which poses a competitive threat to
publishers. Total advertising expenditure is expected to increase in 2021, representing a potential opportunity for the
industry.

 

Per capita disposable income

Per capita disposable income determines an individual's spending power. This industry is particularly sensitive to
fluctuations in per capita disposable income, as magazines are discretionary purchases. Therefore, a decline in
disposable income limits the number of people that purchase magazines, resulting in decreased circulation of
magazines and lower industry revenue. Conversely, higher disposable income will likely lead to greater magazine
sales and an increase in revenue. Per capita disposable income is expected to decrease in 2021, posing a potential
threat to the industry.

 

Number of fixed broadband connections

The increasing adoption of high-speed internet, such as broadband, enables consumers to replace print magazines
with digital substitutes at faster speeds. Faster internet speeds enable a more convenient and low-cost experience,
giving digital products a distinct advantage over printed publications. To date, the industry has made only modest
gains in offering competing digital products. The number of broadband connections is expected to increase in 2021.

 

Number of mobile telephone subscriptions

The number of mobile telephone subscriptions affects industry demand since the rising adoption of smartphones
has enabled consumers to access digital content, replacing printed magazines and periodicals. Mobile phones offer
maximum convenience for consumers, given that digital media can be consumed from various locations. The
number of mobile telephone subscriptions is expected to increase in 2021.

 

Corporate profit

Corporate profit, which measures the profit earned across all industries in Canada, often dictates trends in
advertising. If companies nationwide are benefiting from higher profit and operating income, they are more likely to
invest in advertising campaigns. Accordingly, increased advertising and marketing budgets directly influences
industry operators that derive a significant portion of their revenue from selling advertising space. Corporate profit is



Magazine & Periodical Publishing in Canada July 2021

11 IBISWorld.com

expected to increase in 2021.

 

Government consumption and investment

Government expenditures play a central role in the industry. The federal government provides significant subsidies
to operators for various costs and expenses. Increases in government expenditure could increase funding for
operators and help reduce costs, resulting in profit gains. Conversely, decreases in government expenditure would
increase costs for operators. Government expenditure and investment is expected to increase in 2021.

 

Current
Performance

Declining demand from consumers and advertisers alike has devastated
the Magazine and Periodical Publishing industry in Canada.

As a result, revenue is expected to decline an annualized 5.9% to $1.2 billion over the five years to 2021, though
this includes an anticipated and rare increase of 1.2% in 2021 as the economy recovers from the worst effects of the
COVID-19 (coronavirus) pandemic, giving the industry a slight and brief boost in turn. While an increase in per
capita disposable income over the past five years has consequently encouraged a higher rate of consumer spending
on items such as magazine subscriptions and single-copy purchases, external competition from digital-only
magazines has risen, further diminishing industry revenue growth. Digital-only magazines are internet-based
publications that cover a range of topics, including art, fashion, food and music. As consumers have gravitated
toward digital publications, magazines have struggled to maintain readership and attract advertising revenue.

NEW MEDIA

The shift in media consumption due to technology has been the most
significant driver of industry revenue over the past five years.

As digital media has expanded, readers have opted to consume content from digital sources. Aiding this transition
has been the proliferation of mobile and tablet devices that have increased capability and the ubiquity of next
generation internet services. The number of fixed broadband connections is expected to rise alongside the number
of mobile telephone subscriptions at an annualized rate of 3.3% and 3.2%, respectively, over the five years to 2021.
High-speed internet enables downstream consumers to maximize their browsing speed and media consumption,
while mobile and tablet devices increase the convenience of accessing content, maximizing two primary strengths of
online media.

Shifting media consumption has caused declines in revenue from the industry's two largest markets. Consumers
have spent less on magazines and periodicals, causing revenue generated from single-copy and subscription sales
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to weaken over the past five years. Lower consumer consumption of magazines and periodicals has also caused
print advertising revenue to decline, as advertisers have dedicated less to the print medium and more to digital
marketing. Furthermore, advertising value is partially tied to the total reach of the magazine. Declining overall
distribution decreases the value of a publication's advertising space, as the advertisement will likely reach fewer
consumers. Therefore, despite the increase in total advertising expenditure over the five years to 2021, industry
operators have lost significant print advertising revenue during the period, which has severely constrained revenue.
Some magazines have experienced higher circulation through digital editions, but lower online advertising rates
have prevented the new revenue stream from successfully offsetting the decline in print revenue.

DIGITAL GAINS

Over the five years to 2021, operators have made some gains in the digital
realm, recovering a small portion of revenue lost to external, online-only
competition.

The industry's largest players, such as Rogers Communications Inc. (Rogers), have shown a willingness to invest in
and enter the digital market. Rogers has developed a series of successful mobile phone applications to pair with its
magazines, increasing consumer accessibility to content and strengthening the brand value of its major magazines.
Publishers have recognized consumer trends toward digital media consumption and have begun to adjust
accordingly. Still, the rise in digital media and products from industry operators has not generated enough revenue
over the past five years to mitigate declines from traditional print subscriptions and advertisements.

Industry operators have yet to sufficiently capitalize on consumer data. The insights that can be derived from this
data could be extremely lucrative, and while some operators, such as those with the resources to outsource data
analysis, have benefited from this information, others may not have the capabilities to do so. Consumer data can
also be sold without manipulation to advertisers that wish to run a more targeted campaign. While some magazines,
such as House & Home, already occupy a niche market, advertisers can dig deeper into these consumer bases to
target a more specific submarket to advertise to, therefore commanding higher price premiums for these targeted
advertising spaces. Most operators have not effectively monetized their data, and as a result, industry profit,
measured as earnings before interest and taxes, has decreased over the five years to 2021, accounting for 8.5% of
revenue in 2021, down from 11.3% in 2016.

INDUSTRY COSTS AND STRUCTURE

As external and internal competition have heightened, unprofitable
operators have been forced to exit the industry.

While smaller publications have exited due to struggling to meet the annual circulation requirement, the industry's
medium-sized and large publications have consolidated to lower operational costs. The number of establishments is
anticipated to contract at an annualized rate of 4.3% to 1,327 locations over the five years to 2026. As a result of this
contraction, the industry's labour pool has also diminished. The number of employees is expected to decrease at an
annualized rate of 5.0% to 5,856 workers during the same period.

While the consumption of magazines and periodicals has largely declined, operational costs remain high for
operators. Publishing is a fixed-cost business, meaning that declines in revenue directly affect industry profit. Labour
costs used for indispensable industry tasks, such as writing and editing content, have continued to account for a
large share of revenue in 2021. Publishers continue to rely on skilled talent for content, design and editorial
purposes, somewhat limiting their ability to cut wages. This trend holds true even with the transition to digital media,
which includes content such as videos that were not historically within the purview of industry operators. Therefore,
content creation for digital spaces entails a much more comprehensive understanding of different media, remaining
a substantial cost for industry operators.
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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 2,310 989 1,864 1,460 11,397 N/A N/A 668 N/A 12.4
2013 2,204 924 1,783 1,424 10,687 N/A N/A 651 N/A 11.8
2014 1,955 858 1,752 1,423 8,983 N/A N/A 570 N/A 11.5
2015 1,763 779 1,710 1,412 7,743 N/A N/A 505 N/A 11.7
2016 1,598 709 1,651 1,381 7,556 N/A N/A 481 N/A 12.0
2017 1,410 638 1,600 1,349 7,235 N/A N/A 450 N/A 12.4
2018 1,314 581 1,561 1,318 6,645 N/A N/A 420 N/A 12.5
2019 1,222 555 1,444 1,221 6,291 N/A N/A 392 N/A 13.1
2020 1,164 453 1,352 1,147 5,930 N/A N/A 370 N/A 12.0
2021 1,178 503 1,327 1,124 5,856 N/A N/A 368 N/A 12.7
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Industry Outlook
Outlook Trends experienced over the five years to 2021 are also expected to

challenge the Magazine and Periodical Publishing industry in Canada over
the five years to 2026.

Consumers are expected to continue transitioning to online mediums, and advertisers will likely continue dedicating
a larger portion of their spending on digital outlets. Operators will likely continue to respond by strengthening their
digital presence and relying on established brand recognition. In addition, an expected increase in corporate profit
over the next five years is expected to expand advertising spending. A renewed focus on digital product offerings, an
emphasis on monetizing consumer data and rising per capita disposable income will likely temper revenue declines
somewhat during the outlook period. However, burdened with wage costs and reduced government assistance,
publishers are expected to continue closing down operations over the next five years. Industry revenue is projected
to contract at an annualized rate of 0.6% to $1.1 billion over the five years to 2026.

DIGITAL VERSUS PRINT

The internet offers advertisers the ability to reach customers more directly
through niche markets.

It also offers publishers an opportunity to grow their online readership and offer value-added content, such as
podcasts, blogs and analysis tools that can help attract advertisers and readers. Driven by higher consumer and
corporate income over the five years to 2026, online subscription sales are anticipated to grow rapidly. As the
number of mobile devices capable of accessing media content grows over the next five years, publishers are
expected to capitalize on the potential for new revenue streams and recognize the need to streamline the content
offered on these devices. Mobile access to magazines will likely become increasingly standardized, encouraging
publishers to strengthen their online presence. Nevertheless, publishers are expected to continue experiencing
mounting competition for readers and advertisers from online-only media. This competition will likely intensify over
the next five years, as analytics have been continually developed to better target specific audiences based on their
interests.

MONETIZING CONSUMER DATA

While operators have focused on restructuring over the five years to 2021,
most operators have not sufficiently monetized their digital presence.

Principal among these concerns is the ability to leverage consumer data to acquire lucrative advertising contracts.
Advancements in data analytics and predictive modelling techniques have defined the current period and these
techniques are expected to continue to advance. Therefore, as these techniques become more sophisticated,
operators will likely outsource data analysis or take on such tasks in-house. Furthermore, if some operators, such as
those without sufficient resources to outsource or hire highly skilled analysts, are unable to manipulate their
consumer data, they can sell this information to agencies and data consultants to secure a new revenue stream.

By understanding and using consumer data, operators can offer advertisers extremely specific targeted
advertisement campaigns. However, operators would also prefer to advertise to certain demographics to eliminate
ineffective advertisements that are exposed to those unlikely to purchase this item. Data analytics can pinpoint these
trends to create a highly targeted and effective advertisement campaign. Accordingly, advertisers are expected to
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pay more for advertising spots that are catered to very specific demographics. Thus, if operators shift their focus
toward digital content production alongside an emphasis on monetizing consumer data, they can stymie dramatic
revenue declines due to readership or print circulation issues over the next five years.

CONTINUED CONSOLIDATION

Consolidation is expected to continue within the industry, with the
number of operators projected to decline an annualized 2.6% to 986
companies over the five years to 2026.

While digital revenue streams and an improving economy are expected to aid industry performance, it has not been
enough to encourage new entrants. Some operators that have exited the industry has been the result of publishers
ceasing print production in favour of digital-only operations. Moreover, wage costs are expected to decline at an
annualized rate of 1.5% to $341.7 million over the five years to 2026, although operators will likely remain reliant on
labour to some degree for the purpose of producing quality content.

Additionally, government support for magazine operators is expected to continue to favour successful publications,
forcing out small and unprofitable operators over the next five years. Restrictive rules governing the minimum
circulation needed to qualify for subsidies are expected to continue, significantly increasing costs for smaller
operators that are not able to develop a strong circulation base. Even successful publications will likely be limited by
the lowered $1.5 million annual funding cap. Moreover, substantial wage costs and limited government assistance
are expected to increase costs for operators, further eroding profit 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)

Total
advertising

expenditure
 ($b)

2021 1,178 503 1,327 1,124 5,856 N/A N/A 368 N/A 12.7
2022 1,176 498 1,295 1,096 5,752 N/A N/A 362 N/A 12.9
2023 1,168 489 1,262 1,067 5,653 N/A N/A 357 N/A 13.1
2024 1,159 482 1,230 1,039 5,554 N/A N/A 351 N/A 13.2
2025 1,151 475 1,199 1,012 5,462 N/A N/A 346 N/A 13.2
2026 1,144 469 1,170 986 5,384 N/A N/A 342 N/A 13.3
2027 1,139 465 1,147 965 5,325 N/A N/A 338 N/A 13.4
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

The industry's contribution to the Canadian economy is declining

Digital substitutes have decreased demand for industry products

The industry has continued to consolidate

The Magazine and Periodical Publishing industry in Canada is currently in the declining phase of its economic life
cycle. Industry value added (IVA), which measures an industry's contribution to the overall economy, is projected to
decline an annualized 4.0% over the 10 years to 2026. Comparatively, Canadian GDP is expected to increase at an
annualized rate of 2.0% during the same period. Declining IVA compared with a growing Canadian GDP indicates
an industry in decline, as its share of and contribution to the country's economy wanes.

Magazine and periodical publishers have been operating in a new media landscape, transformed by the age of
smart devices and the ubiquity of online media. Consumers increasingly use digital media for print mediums,
encouraging advertisers to do the same. Print advertising expenditure, the industry's principal revenue source, has
shrunk, as advertisers focus their resources into digital advertising.

Additionally, exits and consolidation have come to characterize the industry, functioning as yet another indicator of
its declining state. As operators struggle to retain subscribers and accumulate advertisement revenue, many have
chosen to shut down their operations in unprofitable locales, or exit the industry altogether if they are unable to
sustain any of their operations in the long run. Accordingly, the number of industry operators is projected to decline
an annualized 3.3% over the 10 years to 2026, while industry establishments are also projected to fall during the
same period. Rising consumer demand for digital, rather than print products, has further compounded the industry's
decline, particularly among demographics such as millennials and affluent subscribers. The increased use of
smartphones and tablets with greater capabilities has facilitated this shift. In response, publishers have reduced their
average cover prices and have strengthened their digital presence. These trends are anticipated to continue over
the five years to 2026 as operators continue to adjust to the ever-evolving digital landscape.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Book Stores in Canada

Advertising Agencies in Canada

2nd Tier

Public Relations Firms in Canada

Consumers in Canada

Key Selling Industries
1st Tier

Printing in Canada

Office Stationery Wholesaling in Canada

2nd Tier

Paper Mills in Canada

Paper Product Manufacturing in Canada

Products & Services

  ADVERTISING SALES

Advertising is the main driver of the Canadian Magazine and Periodical
Publishing industry, accounting for an estimated 57.2% of revenue in
2021.

The majority of this segment is estimated to come from print advertising, which is more lucrative because readers
tend to spend more time engaged with print editions than websites, where they are more likely to read a single
article. Accordingly, print ads command a higher price premium compared with digital ads, which are easier to
ignore. Print advertising is more consistent, as it is based on the magazine's total subscription audience rather than
intermittent online readers. Digital advertisements must be priced more competitively, given the nearly infinite
options marketers have for placing advertisements on the internet. Over the five years to 2021, print advertising has
declined as a share of industry revenue while digital advertising has increased. Still, advertising in general has
decreased in significance because digital ad growth has not offset overall advertising decline. This trend has pushed
publishers to make up the difference in circulation fees and ancillary services. This trend is expected to persist over
the five years to 2026 as operators continue to adjust to the digital revolution.

CIRCULATION SALES

Circulation sales, which is estimated to comprise 27.0% of industry
revenue in 2021, includes all paid magazine circulation, such as single-
issue newsstand sales and annual subscriptions.

Magazine publishers have more heavily leaned on circulation revenue as print advertising sales have declined,
leading this segment to increase over the past five years. However, publishers are very limited in the extent to which
they can generate revenue from circulation. Higher cover prices may deter readers, which would, in turn, influence
advertising revenue. In fact, a substantial portion of magazine circulation is unpaid for this reason. Publishers
typically offer steep discounts or complimentary copies in an effort to maintain a wide audience and the value that
provides advertisers. Nonetheless, this segment has been able to capture a greater portion of industry revenue over
the five years to 2021, with this trend mainly coming about as a byproduct of declining print advertising expenditure.

OTHER REVENUE STREAMS
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A saving grace for some magazine publishers is that even as their core
print products struggle, they have widely recognized and valuable
consumer brands.

As a result, publishers may have other revenue streams available to them to offset declining print magazine
readership, buoying them in the broader landscape of a declining industry. To this end, music or trade publications
may promote concerts and conferences, respectively. Such events, such as conferences and trade shows, generate
an estimated 3.5% of industry revenue in 2021. Publishers may also have print services and facilities that they offer
to third parties, generating small shares of revenue from custom publishing and printing activities, which account for
3.6% of revenue and 0.2% of revenue, respectively, in 2021. Still other revenue streams, which are projected to
account for the remaining 8.5% of industry revenue, are expected to continue growing in importance to the industry
as operators seek to capitalize on the declining salience of their processing facilities and personnel.

Demand
Determinants

Downstream demand for the Canadian Magazine and Periodical
Publishing industry is initiated by demand from consumers and the
corporate buyers of magazines and periodicals.

Consumer demand is perhaps most heavily influenced by consumer disposable income. Magazines and periodicals
are discretionary commodities, thus, when consumers have low disposable income, they cut spending by eliminating
nonessential purchases, hurting industry revenue. Furthermore, detailed, more relevant content may drive demand
for consumers to spend on magazines and periodicals, instead of other sources of media. Corporations similarly
spend on magazines and periodicals, provided corporate profit remains high and companies are able to spend on
discretionary items.

Advertisers compare various media, including periodicals, to determine the best way to reach their targeted
audiences at an acceptable cost. The ability to target niche markets is one of the strengths of periodicals and
magazines, which has prevented even larger and more sustained declines, as seen in other forms of mass media
products, such as newspapers. Nevertheless, TV and cell phones can also reach specific target markets. Also,
online sources compete for advertising revenue with printed periodical circulation volumes and subscription-based
digital magazine content. This has caused a sweeping decline in readership as consumers have turned to other
online content.

Additionally, the availability of low-cost distribution channels, such as newsstands, can increase exposure and
demand. Some magazines are also included in newspapers. Links with other complementary media, including TV,
the internet and mobile phones, can also occasionally promote demand.

Major Markets

  The market composition for the Canadian Magazine and Periodical
Publishing industry is closely related to its product offerings.

  Advertising sales reflect the advertising market, with circulation sales reflecting the consumer market. As a result,
the industry's downstream market segmentation represents its various distribution channels, which can be broadly
divided into paid and unpaid circulation. Additionally, many of these distribution methods, such as subscriptions, also
include the distribution of the same content online as a complement to the traditional printed format. Unpaid
circulation consists of both complimentary and controlled circulation, while paid circulation consists of subscriptions
and single-issue sales. However, there are other ways in which the industry's markets may be delineated; to this
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end, refer to the Products and Services section for other breakdowns.

COMPLIMENTARY CIRCULATION

Complimentary circulation, which accounts for 40.6% of print distribution
in 2021, represents magazines that are distributed without any fees or
other conditions.

This may be particularly popular among publications with a particular geographic focus, as providing complimentary
issues within a specific region provides significant value for local advertisers.

CONTROLLED CIRCULATION

Controlled circulation, which is estimated to account for 16.3% of print
distribution in 2021, is similar to complimentary circulation in that it is
unpaid.

However, receivers of controlled circulation subscriptions must meet certain criteria, such as being the member of a
particular profession and/or belonging to a specific trade organization. Consequently, this type of circulation is
popular among trade publications, as controlled circulation to a group of professionals could provide value to niche
advertisers by providing them access to a large sampling of their target audience. Unpaid circulation, whether
complimentary or controlled, has always been an important component of the industry's market composition by
enabling publishers to pad their circulation numbers and boost appeal to advertisers.

SUBSCRIPTIONS

Paid circulation more generally represents sales of magazines to
consumers, with subscriptions representing one way through which this
may be accomplished.

In 2021, subscriptions are estimated to account for 31.2% of print distribution. However, even within paid circulation,
publishers often offer steep discounts on per-issue subscription prices to boost their audience and maintain appeal
for advertisers.

SINGLE-COPY SALES

Single-copy sales, also referred to as single-issue sales, occur via
newsstands or other retailers.

Single-issue sales account for an estimated 11.9% of print distribution, and have remained stagnant as a market
segment in recent years as free digital content alternatives have discouraged consumers from paying steep cover
prices for print media. This trend is anticipated to persist over the five years to 2026. Nevertheless, paid circulation
overall has grown as a share of revenue over the five years to 2021, due mainly to declining print advertising
markets but a robust growth in digital subscriptions.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

Trade in the Magazine and Periodical Publishing industry in Canada is negligible. Some magazines produced by
companies abroad, primarily the United States, are often printed in Canada to reduce overall transportation costs.
Canadian magazine publishers similarly publish magazines in the country in which they will be sold. US magazines,
however, do make up a small percentage of overall magazine circulation in Canada. In fact, according to a 2016
survey by Magazines Canada, US magazines account for 1.3% of magazine circulation in Canada, and 77.0% of
Canadians surveyed believed they were more inclined to look for information in Canadian magazines rather than US
titles, thereby diminishing the effect of US titles on the domestic industry.



Magazine & Periodical Publishing in Canada July 2021

20 IBISWorld.com

Business
Locations

  The distribution of operators in the Canadian Magazine and Periodical Publishing industry closely follows the distribution of the
general Canadian population. The most populated region, Ontario, contains 47.4% of industry establishments in 2021, although
Ontario has decreased its hold over the five years to 2021. Meanwhile the second-, third- and fourth-most populated areas are
also the second-, third- and fourth-largest concentrations of industry establishments. Quebec houses 21.6% of establishments in
2021, which has remained stable over the past five years despite the increasing popularity of French language publications.
British Columbia and Alberta are home to 14.0% and 7.3% of establishments, respectively, in 2021. British Columbia, similar to
Quebec, has been home to a notable percentage of industry establishments during the period, likely due to the high level of
commercial and shipping activity within the province, which supports demand for business and trade publications.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

The Magazine and Periodical Publishing industry in Canada experiences a low to medium level of market share
concentration, with market share concentration remaining stable over the five years to 2021. Collectively, the top
four industry operators generate an estimated 39.4% of revenue in 2021. Many operators have struggled due to
limited demand, declining print advertising and more stringent industry assistance. Demand for magazines has been
limited, as consumer attention has been diverted to digital-only products. The proliferation of internet-enabled
smartphone and tablet devices has furthered the shift in consumer demand for digital products. Furthermore,
changes in government subsidies for the industry have been a driving force behind the decision for many smaller,
unprofitable operators to exit, as these operators no longer have enough paid circulation to obtain government
subsidies. Without these subsidies, many operators have since been forced to close, as they have been unable to
use government subsidies to pay for expenses, such as mailing costs. Moreover, the industry's market remains
fragmented. The capital investment required to enter the industry is minimal, and operators can easily enter, albeit
with significant risks regarding declining demand for printed periodicals. According to Statistics Canada, 97.4% of all
industry establishments employ fewer than 50 people, exemplifying the fractured nature of the industry and
furthering the inability of most operators to attain a significant enough market share to skew the industry toward a
higher level of market share concentration as a whole.

Key Success
Factors

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

Establishment of strong brand names:
Strong brand names enable publishers to maintain a strong consumer base while diversifying to digital markets.
Trusted and valued content gives publishers a decisive advantage over online-only publications

Access to skilled workforce:
The industry relies heavily on skilled labour to produce content through writing, editing and other skills. Having a
highly skilled work force gives publishers an edge in content quality and style.

Managing costs:
With declining profit and changing subsidy rules, operators must effectively manage costs to ensure financial
stability.

Access to niche markets:
The ability to reach niche markets is vital for industry operators, as digital penetration has caused demand from
traditional markets to decline.
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Cost Structure
Benchmarks

  Profit

Profit, measured as earnings before interest and taxes, is expected to
account for 8.5% of industry revenue in 2021, representing a decrease
from 11.3% in 2016. During much of the current period, publishers have
maintained a relatively high profit for an industry in decline as many
magazines, due to their loyal readership bases and targeted content,
have retained their salience and translated it to the digital realm.
Advertisers pay less on average per ad when it comes to online
content, but also pay more to reach targeted demographics. Despite
advertisers placing a premium on targeted advertising and content
production, the industry's general and long-running decline has also
caused its profitability to decline in turn, as has the COVID-19
(coronavirus) pandemic of 2020 and 2021. This trend is expected to
continue over the five years to 2026.

 

  Wages

Although industry wages are expected to decline over the five years to
2021, wages continue to represent a significant cost to industry
publishers. In 2021, wages are anticipated to account for 31.2% of
revenue, up slightly from 30.1% in 2016. While operators have cut
labour costs to counter falling profit, their ability to slash wages is
limited by their need to produce quality content, which commands
higher salaries for skilled creators.
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  Purchases

Purchases represent the largest cost for industry publishers and are
expected to account for 24.2% of revenue in 2021. Purchases include
inputs such as paper and ink, promotional materials and mailing
materials. Over the five years to 2021, purchase costs have increased
from 23.6% of revenue in 2016, as operators have printed fewer
magazines but have increased their spending in other areas. This most
notably relates to operators' increased focus on establishing and
maintaining a successful digital presence, which requires the purchase
of technology upgrades and educational packages, such as software
training. Essentially, operators have been investing in back-end
infrastructure to make their processes more modern.

 

  Marketing

Purchased marketing services account for an estimated 3.2% of
industry revenue in 2021. Industries that rely on advertising tend to
spend heavily on advertising themselves, since building audiences
through promotional efforts in turn increases the value of the
advertisements they sell.

 

  Depreciation

Depreciation costs are expected to account for 3.0% of revenue in
2021. Capital costs are higher for publishers that produce their own
print editions and lower for publishers that outsource the work, since
they do not require printing presses and other machinery.

 

  Rent

Industry rental costs account for an estimated 2.0% of revenue in 2021.
Magazine publishers tend to operate in urban areas where there is a
large creative talent pool and proximity to major media events. This
tends to increase rental costs in the industry.
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  Utilities

Utility costs are estimated to account for only 0.2% of revenue in this
industry in 2021. Similar to depreciation, utility costs typically vary
depending on whether a publisher engages in the production of their
own product, which can be energy-intensive.

 

  Other Costs

Other costs include legal and administrative fees, inventory costs and
other incidental expenses that are not directly related to the production
of the industry's core products. Altogether, these costs are expected to
account for the remaining 27.7% of revenue in 2021.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Operators in the Canadian Magazine and Periodical Publishing industry
compete among themselves for readers and advertisers, and with other
media types.

The extent of this competition with other media, however, largely depends on the content and target market of the
publications in question. For example, business magazines can compete with business newspapers and with the
business sections of general newspapers.

INTERNAL COMPETITION

Companies generally strive to maximize single-copy and subscription
sales of their publications to increase the value of the advertising space
they sell.

In addition to maximizing circulation and targeting selected reader audiences, periodicals compete on the basis of
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price, target markets, circulation, readership and customer service. As consumer and advertiser demand have both
declined over the five years to 2021, competition within the industry has intensified as a consequence.

EXTERNAL COMPETITION

With a growing number of ways for advertisers to market their products,
the amount of competition in the industry is escalating.

The most direct competition is from internet-only periodicals, which have the added benefit of lower production and
distribution costs, and from other websites, newspapers and books. These media provide consumers with similar
content, and therefore, present comparable advertising opportunities.

Barriers to
Entry

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

  There are generally medium barriers to entry for the
Magazine and Periodical Publishing industry in Canada,
as the industry does not require significant capital upon
entry. This permits prospective operators to easily enter
the market without risking much in terms of capital
investment. Moreover, rapid technology shifts and
changes in industry assistance have provided potential
entrants with fewer obstacles to establishing operations in
recent years.

The rapid change of consumer demand from print to
digital media has hurt downstream demand for magazines
and periodicals. Consumers have increasingly spent time
and money on digital products, rather than physical
magazines, causing magazine sales to decline. However,
by placing a majority of content online, new entrants can
lower costs by outsourcing their minimal printing
processes and lessening their need for physical space. A
magazine can establish operations through a digital base
with print editions to augment a digital presence, thereby
increasing the likelihood of industry entrance through the
avenue of content creation.

Still, waning demand for industry products presents a
significant barrier to entry. Furthermore, under the new
Canada Periodical Fund, most publications must achieve
an annual paid subscription base of 5,000 subscriptions
before receiving government funds. Furthermore, the
entrenchment of major players and the dominance of
particular magazines can further constrain the ability of
new operators to obtain a sizable market share.

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 Decreasing

  The level of globalization regarding the Magazine and Periodical Publishing industry in Canada is limited, but has
been declining. While imports and exports are not counted in the industry, US magazine circulation in Canada has
been falling in recent years, with Canadian magazines dominating the domestic landscape and representing 98.7%
of total circulation, according to a 2016 study by Magazines Canada (latest data available). The total circulation and
average circulation per title in Canada of US magazines has declined to nearly half the level that it was in the
mid-1980s, with only six US titles in the top 100 magazines by circulation in Canada.

At the same time, Canadian magazines do not often spill over into US markets. Still, globalization remains a seminal
component of some companies through their business models. Rogers Communications Inc., the major player in the
domestic Canadian industry, entered the digital market through the establishment of a joint venture with several US
publications called Texture. Additionally, Reader's Digest is headquartered in New York, but garners a substantial
market share and readership domestically. Thus, while globalization is minimal, the digital environment may
incentivize US and Canadian spillover in conjunction with other international forces.
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Major Companies

Major Players Quebecor Inc.

Market Share: 22.8%

Brand Names Canadian Living, Coup de Pouce, Elle
Canada, Elle Quebec

  Quebecor Inc. (Quebecor) is a diversified media company based in Montreal. Quebecor divides its business into
several operating segments, which include telecommunications, media, broadcasting, leisure and entertainment and
interactive technologies and communications. However, each individual segment simultaneously covers an umbrella
of various activities. For example, the media segment does not only include Quebecor's publishing activities with
respect to both newspaper and magazine publishing, but also includes the company's media distribution operations.
In 2020 (latest data available), Quebecor generated $4.2 billion in consolidated revenue. Quebecor operates in the
industry under the magazine publishing brand TVA Publications Inc.

Quebecor was a minor player in the industry prior to the current period. In 2015, however, the company completed
the acquisition of 14 publications from Transcontinental Inc. (Transcontinental), which subsequently altered the
industry's landscape and bolstered the company's market share. Quebecor's top publications include Canadian
Living, Style at Home, The Hockey News and Elle Canada. In addition, the company is the leading publisher of
French-language magazines, including Coup de Pouce, which is the most popular magazine in Quebec. In total, the
publisher's magazines reach an estimated 10.3 million readers across all platforms, including digital, ultimately
cementing its status as one of the top companies in the domestic industry.

Financial performance

Quebecor has suffered over the five years to 2021 as a whole, although it has been able to sustain its operations
relative to the industry primarily due to the company's robust acquisition activity. However, the company's industry-
relevant revenue is expected to fall an annualized 1.5% to $269.0 million over the five years to 2021. This is due in
large part to revenue declining 7.3% and 6.3% in 2017 and 2018, respectively, which occurred as a consequence of
declines in print advertising that are also likely to continue challenging the wider industry over the coming years.
Lastly, the performance of Quebecor's industry-relevant operating profit, measured as earnings before interest and
taxes, corroborates the company's overall decline, as profit is anticipated to decrease an annualized 7.0% to $22.9
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million over the five years to 2021, with a 62.7% decline in 2020 as a result of the COVID-19 (coronavirus)
pandemic.

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

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 290.1 N/C 32.9 N/C
2017 268.9 -7.3 27.8 -15.6
2018 252.0 -6.3 23.8 -14.5
2019 258.8 2.7 27.1 14.0
2020 260.2 0.6 10.1 -62.7
2021 269.0 3.4 22.9 127.1

Source: Annual Report and IBISWorld
Note: *Estimates

Rogers Communications Inc.

Market Share: 10.0%

  Founded in 1960 and based in Toronto, Rogers Communications Inc. (Rogers) is a large and diversified media
company that operates in the wireless communications, cable TV, telecommunications and mass media spaces. The
company is divided into several subsidiaries, including Rogers Media Inc., which operates a series of sports,
entertainment, TV and publishing assets, is most relevant to the industry. In 2020 (latest data available), Rogers
generated $13.9 billion in total revenue, $1.6 billion of which is derived from its media segment.

Rogers publishes a wide variety of magazines in both English and French, including Maclean's, Chatelaine,
L'actualite and Flare. With more than 800 writers, Rogers publishes digital content and more than 8,000 magazine
pages each year. Rogers has focused on diversifying both its content and its revenue streams over the five years to
2021. For example, over the past five years, the company has directed its efforts toward intensifying and diversifying
its sports offerings, including offering NFL games in its media packages. The company has also made significant
digital gains, which is a necessary manoeuvre in the changing periodical landscape. Rogers has launched a series
of popular iPhone apps in tandem with its popular magazines. Hello! Canada is one of the most popular and well-
known iPhone newsstand apps in Canada, while the Maclean's app is in the top 15 newsstand applications.

Rogers attempted digital expansion and content diversification prior the current period. In 2013, the company
announced its partnership with US-based Next Issue Media to offer a Canadian version of the platform. Next Issue
Media was a service that offered consumers unlimited access to certain magazines for a flat monthly fee. The
service joined Rogers with the top five US publishers, which originally launched Next Issue. In 2015, Rogers
renamed Next Issue to Texture, which has been a significant basis for the company's overall restructuring efforts
toward digital products and services. Moreover, in late 2016, during the current period, Rogers announced an end to
the print versions of four of its leading publications, Canadian Business, Flare, MoneySense and Sportsnet, leaving
only their digital counterparts. In 2018, Apple Inc. purchased Texture for an undisclosed sum, however the company
announced in May 2019 that it was shutting down Texture in favour of Apple News+, further demonstrating the
industry's decline.

Financial performance

Rogers' magazine publishing revenue is expected to decline at an annualized rate of 9.4% to $117.6 million over the
five years to 2021. The proportion of the company's media revenue from publishing declined steadily over the past
five years, and has fallen further in 2019 due to Rogers' sale of its stake in Texture. However, the company has
successfully grown in new markets despite its recorded declines, such as launching the first national Canadian
sports magazine and piloting existing brands through mobile apps. Although the company's stake in Texture
signified its willingness to leave traditional revenue streams behind to focus on emerging technologies and changing
consumer preferences, the ultimate sale of the service indicates Rogers will likely seek out a new way to secure
revenue streams in a changing industry landscape. The company's operating profit, measured as earnings before
interest and taxes, is projected to decline similar to revenue, falling an annualized 24.4% to $ 3.8 million over the
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five years to 2021, though profit likely has declined at a more significant pace than revenue as a result of the
coronavirus pandemic of 2020 and 2021, as profit declined 66.6% that year specifically.

 
Rogers Communications Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 193.1 N/C 15.2 N/C
2017 107.7 -44.3 6.4 -58.3
2018 166.2 54.4 15.0 136.6
2019 149.6 -10.0 10.1 -32.7
2020 106.5 -28.9 3.4 -66.6
2021 117.6 10.5 3.8 11.0

Source: Annual Report and IBISWorld
Note: *Estimates

Other Companies House & Home Media

  Market Share: 4.4%
  Founded in 1986, House & Home Media is a leading publishing group that focuses on home design, decoration and

lifestyle in North America. Headquartered in Toronto, the company employs an estimated 100 people and operates
in both print and digital formats. With a circulation of 6.0 million readers every month in print and digital and more
than 1,000 pages published each year, its primary publications include House & Home and Maison & Demeure.
While the company's publication list is short, House & Home Media focuses on a specific demographic and
capitalizes on its loyalty through targeted advertising campaigns and a modern website for each magazine. While
the company is private, and therefore does not disclose its financial information, IBISWorld estimates the company
will generate $51.8 million in industry-relevant revenue in 2021.

Reader's Digest Magazines Ltd.

  Market Share: 0.9%
  Reader's Digest Magazines Ltd. (Reader's Digest) is headquartered in both New York City and White Plains, NY.

Initially founded in 1922, the company has expanded its publishing arm in recent years to encompass a range of
magazines, such as Reader's Digest, Taste of Home, The Family Handyman and their Canadian counterparts. In
particular, Reader's Digest is extremely popular in Canada, garnering over 4.8 million readers each month. Reader's
Digest has both print and digital editions available in more than 40 countries, and its Canadian edition first appeared
in 1947 in French and in English in 1948. Therefore, the company has had a long history in Canada and has tailored
its articles and content to Canadian readers. The company has been private since 2007, and thus, does not disclose
financial information. Still, IBISWorld estimates the company will generate $10.3 million in industry-relevant revenue
in 2021.

St. Joseph Communications

  Founded in 1956, St. Joseph Communications (St. Joseph) was originally a printing house. Based in Toronto, the
company is Canada's largest privately owned printing company that operates in three divisions, which include
printing through St. Joseph Printing Group; content creation, through St. Joseph Content Group; and magazine
publishing through St. Joseph Media Group, the latter of which is industry-relevant. The magazine division was
established in 2001 after the acquisition of Multi-Vision Publishing Inc. and the subsequent purchase of Key Media
in 2002. Since then, the company has expanded its capabilities through vertical integration. Employing more than
1,500 people, St. Joseph publishes several magazines totalling more than 4,000 pages a year. Some of their
notable publications include Canadian Family, Mariage Quebec, Ottawa Magazine, Weddingbells, Fashion
Magazine, Quill & Quire and Toronto Life.

Similar to Rogers Communications Inc., St. Joseph has focused on expanding its digital presence to meet demands
of shifting consumer preferences. This shift has been characterized by an exodus of traditional print magazines to
digital content, which includes videos, photography, writing and more. Essentially, while the move to digital is
important, the expansion of services implicit in this transition is crucial when retaining an online audience that is
constantly in flux and has most of its internet exposure curated for each member via social media. In 2014, the
company announced the creation of Strategic Content Labs, which focuses on cutting-edge content development for
targeted audiences online to help advance their digital footprint. In addition, in 2017, St. Joseph replaced its Men's
Fashion magazine with the newly created Title, which targets educated, affluent and creative men in an attempt to
produce more individualized and targeted content development and marketing. Overall, since the company is
vertically integrated and only entered the publishing industry in 2001, St. Joseph has expanded its operations by
advancing an agenda of content creation alongside a digital presence. As a private company, St. Joseph does not
disclose its financial information. However, IBISWorld estimates, based on the company's circulation history, that its
industry-relevant revenue will reach $25.2 million over the five years to 2021, constituting a 2.2% market share.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Magazine and Periodical Publishing industry in
Canada is labour-intensive and exhibits a low level of
capital intensity. In 2021, for every $1.00 that the industry
spends on labour, it is expected to spend only $0.10 on
capital. This level has stayed stable since 2016. Labour will
likely continue playing an integral role in the industry's
broader landscape, as journalism, editing, advertising sales
and distribution all require extensive amounts of labour. It
is important to note that capital intensity can also vary
markedly between operators. For example, companies that
print their own magazines must contend with significantly
higher capital expenditures. Capital expenditures related to
printing include industrial printers, software and safety
equipment costs.



Magazine & Periodical Publishing in Canada July 2021

30 IBISWorld.com

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.

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

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.

Medium Market
Concentration

Potential 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.

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

The Magazine and Periodical Publishing industry in Canada has experienced
significant technological disruption from emerging digital technologies.

Although many publishers in the industry produce digital versions of their magazine content, only publishers that produce at
least periodic print editions are included in this industry. The increased ownership of mobile phones has made it easier for
consumers to receive customized news instantly. As a result, annual magazine subscriptions in all but the most niche
categories have drastically declined. Most magazine publishers have responded by investing in their digital footprints. In
fact, many have reshaped their editorial strategies to prioritize online content first and print editions second. Since many
publishers have left the industry as they focus solely on digital editions, the industry has continued to be disrupted. This
trend of technological disruption is expected to continue over the five years to 2026.

The level of technology change is    High

  Over the five years to 2021, major technological advancements regarding the
Magazine and Periodical Publishing industry in Canada have mostly centred
around advancements in communications services and devices, as these have
helped drive the proliferation of new media platforms in recent years.

The emergence of new media platforms in particular has given consumers greater choices as to how and when they
receive their entertainment and information. Most notably, the rising popularity of tablet and smartphone devices has
marked a shift in consumer preference for printed goods, such as periodicals and magazines. In response, industry
operators have created platforms, mobile applications and websites to engage consumers online. Still, the notable shift of
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downstream consumer preferences from print to digital products has hurt the industry overall, as advertising revenue has
been siphoned by alternative online-based media. Thus, industry revenue has continued its decline despite a recovering
economy.

However, revenue declines have been less dramatic during the latter half of the current period, indicating a transition to
more profitable practices and business models. The ability to capitalize on digital advertising is reliant on understanding
consumer data and deriving insights from them. Large operators with stores of consumer data and the resources to fund
predictive modelling projects and data analytics often have a competitive advantage over those that cannot create targeted
marketing campaigns or those that cannot sell their data to consultants and market research firms. Essentially, while the
transition to the digital realm has been a harbinger of the industry's broader decline, still some operators are successfully
adapting to this environment. Moreover, when these businesses realize the returns on their investments in digital
infrastructure, it could bring on a new era for the industry.

Revenue
Volatility

The level of volatility is    Low

  The Magazine and Periodical Publishing industry has exhibited a low to
medium level of revenue volatility over the five years to 2021.

Revenue has continued to decrease amid persistent declines in print advertising expenditure over the past five years,
coupled with the rise of digital internet platforms, and these have simultaneously increased in popularity for the industry's
downstream consumers. Consequently, revenue has steadily decreased in nearly every year of the reporting period. The
largest decline occurred in 2017, when industry revenue declined 11.8%. In 2021, however, industry revenue is projected to
grow 1.2% as the economy begins to recover from the worst effects of the COVID-19 (coronavirus) pandemic.

Advertising revenue is estimated to account for more than half of industry revenue in 2021. Therefore, fluctuations in
advertising markets can significantly benefit or hamper the industry's performance. Advertising spending is sensitive to
economic conditions, and the level of sensitivity can vary by medium. Demand for advertising is also seasonal, with higher
spending on magazines in the fall and spring. Industry costs and profit are both affected by paper prices, which can be
volatile. Generally, companies compensate for such volatility by making long-term contracts with paper suppliers and by
buying in bulk.

Regulation &
Policy

The level of regulation is    Light and the trend is Increasing

The Magazine and Periodical Publishing industry in Canada is characterized
by a light level of government regulation, primarily concerning defamation and
copyright laws.

Defamation laws have shifted, along with media consumption, as libel law includes defamation through the internet as well.
According to the Winnipeg Free Press, those found guilty of online libel typically have to pay the legal fees of both parties,
thereby significantly increasing the value of the lawsuit. However, this may vary by a case-by-case basis. Magazines also
have copyright laws, which restrict the unlicensed usage of copyrighted material.
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Overall, while there is some provincial legislation, federal regulations stipulate that their objective is to encourage publishing
that is of net benefit to Canada, including compatibility with Canada's cultural policy initiatives. While this is an opaque
objective, this credo has governed the industry during the current period and will likely continue to have a direct influence
amid the numerous components of the Creative Canada framework, implemented in 2018, which seeks to fund and curate
creative endeavours that benefit Canada with an emphasis on heritage and diversity.

Industry
Assistance

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

In late January 2010, federal assistance for the Magazine and Periodical
Publishing industry in Canada shifted dramatically.

Previously, federal support for the industry was split between two funds, the Publications Assistance Program and the
Canada Magazine Fund. The Publications Assistance program funded mailing costs, while the Canada Magazine Fund was
a general fund that supported both business and content development. In 2010, however, the federal government
announced that the two funds would become one broad fund, known as the Canada Periodical Fund, which has significant
restrictions relative to its predecessor.

The maximum fund for any singular magazine is now capped at $1.5 million, with the exception of agricultural publications,
which are permitted to apply for additional aid. Furthermore, to qualify for federal funding, publications must have an annual
paid circulation exceeding 5,000 readers, although LGBT, aboriginal, official language minority and ethnocultural
magazines are exempt from the paid circulation requirement. Despite these changes, the total allocation available for the
entire industry remains unchanged from its previous benchmark.

With the implementation of these changes, large magazines had to adjust for decreased funding, which increased their
operational costs as a result, while many small magazines, which had relied heavily on government subsidies, were forced
to close as they lacked the paid circulation necessary to qualify for funding. The Canadian government also restricts tax
deductions of advertisements for foreign-based magazine publishers with less than 80.0% original Canadian content to
50.0% of advertising expenses. Those with more than 80.0% can fully deduct advertising expenses. In 2013, prior to the
beginning of the period, the fund implemented a minimum average price criteria where subscriptions must be sold at a
minimum average subscription price of $12.00 per year or $1.00 per copy.

All in all, the Canada Periodical Fund aims to increase the sustainability of the periodical industry, provide funding to
publishers and encourage business innovation. Currently, due to the exacerbation of digital penetration regarding the
industry's traditional range of operations, the periodical industry is still considered as being in crisis by relevant trade
organizations. In late 2017, News Media Canada lobbied for an amendment to the Canada Periodical Fund to include a
$350.0 million Journalism Fund to save local news and periodical publishers from exiting the industry. However, the
government has yet to assuage their grievances through direct policy initiatives.

Outside of government, operators receive assistance from industry organizations including Magazines Canada, a trade
association that represents the interests of the magazine and periodical industry. Founded in 1973, Magazines Canada has
represented the industry for over 40 years, representing magazines that account for close to 90.0% of paid circulation. The
association provides several different services, including professional development, government advocacy and industry
data. Other organizations, such as News Media Canada, indirectly support industry operators by lobbying on behalf of the
broader publishing sector.
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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 2,310 989 1,864 1,460 11,397 N/A N/A 668 N/A 12.4
2013 2,204 924 1,783 1,424 10,687 N/A N/A 651 N/A 11.8
2014 1,955 858 1,752 1,423 8,983 N/A N/A 570 N/A 11.5
2015 1,763 779 1,710 1,412 7,743 N/A N/A 505 N/A 11.7
2016 1,598 709 1,651 1,381 7,556 N/A N/A 481 N/A 12.0
2017 1,410 638 1,600 1,349 7,235 N/A N/A 450 N/A 12.4
2018 1,314 581 1,561 1,318 6,645 N/A N/A 420 N/A 12.5
2019 1,222 555 1,444 1,221 6,291 N/A N/A 392 N/A 13.1
2020 1,164 453 1,352 1,147 5,930 N/A N/A 370 N/A 12.0
2021 1,178 503 1,327 1,124 5,856 N/A N/A 368 N/A 12.7
2022 1,176 498 1,295 1,096 5,752 N/A N/A 362 N/A 12.9
2023 1,168 489 1,262 1,067 5,653 N/A N/A 357 N/A 13.1
2024 1,159 482 1,230 1,039 5,554 N/A N/A 351 N/A 13.2
2025 1,151 475 1,199 1,012 5,462 N/A N/A 346 N/A 13.2
2026 1,144 469 1,170 986 5,384 N/A N/A 342 N/A 13.3

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Total
advertising

expenditure
(%)

2012 -4.06 4.93 -4.32 -3.12 -0.09 N/A N/A -2.13 N/A 2.22
2013 -4.60 -6.56 -4.35 -2.47 -6.23 N/A N/A -2.62 N/A -4.76
2014 -11.3 -7.18 -1.74 -0.08 -16.0 N/A N/A -12.5 N/A -2.54
2015 -9.84 -9.23 -2.40 -0.78 -13.8 N/A N/A -11.3 N/A 1.47
2016 -9.36 -9.01 -3.46 -2.20 -2.42 N/A N/A -4.75 N/A 2.82
2017 -11.8 -9.96 -3.09 -2.32 -4.25 N/A N/A -6.61 N/A 2.82
2018 -6.79 -8.89 -2.44 -2.30 -8.16 N/A N/A -6.52 N/A 0.80
2019 -6.99 -4.48 -7.50 -7.36 -5.33 N/A N/A -6.67 N/A 4.97
2020 -4.78 -18.5 -6.38 -6.07 -5.74 N/A N/A -5.56 N/A -8.18
2021 1.18 11.2 -1.85 -2.01 -1.25 N/A N/A -0.76 N/A 5.99
2022 -0.19 -1.14 -2.42 -2.50 -1.78 N/A N/A -1.45 N/A 1.56
2023 -0.65 -1.67 -2.55 -2.65 -1.73 N/A N/A -1.52 N/A 0.92
2024 -0.74 -1.44 -2.54 -2.63 -1.76 N/A N/A -1.55 N/A 0.68
2025 -0.70 -1.46 -2.53 -2.60 -1.66 N/A N/A -1.49 N/A 0.68
2026 -0.67 -1.27 -2.42 -2.57 -1.43 N/A N/A -1.28 N/A 0.67

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 42.8 N/A N/A 203 28.9 6.11 58,621
2013 41.9 N/A N/A 206 29.5 5.99 60,878
2014 43.9 N/A N/A 218 29.1 5.13 63,409
2015 44.2 N/A N/A 228 28.7 4.53 65,259
2016 44.3 N/A N/A 211 30.1 4.58 63,698
2017 45.3 N/A N/A 195 31.9 4.52 62,129
2018 44.2 N/A N/A 198 32.0 4.26 63,236
2019 45.4 N/A N/A 194 32.1 4.36 62,343
2020 38.9 N/A N/A 196 31.8 4.39 62,462
2021 42.7 N/A N/A 201 31.2 4.41 62,773
2022 42.3 N/A N/A 204 30.8 4.44 62,987
2023 41.9 N/A N/A 207 30.6 4.48 63,117
2024 41.6 N/A N/A 209 30.3 4.52 63,252
2025 41.3 N/A N/A 211 30.1 4.56 63,365
2026 41.0 N/A N/A 212 29.9 4.60 63,466

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Magazines Canada
http://www.magazinescanada.ca

Book and Periodical Council
http://www.thebpc.ca

Ontario Creates
http://www.ontariocreates.ca

Industry Jargon CIRCULATION
The number of copies sold per issue or, in the case of a free title, distributed.

GENERAL INTEREST MAGAZINES
Magazines with content targeted toward broad audiences. The information provided does not typically require
specialized knowledge.

MOBILE APP
A software application designed to run on smartphones, tablet computers and other mobile devices.

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%.

INDUSTRY REVENUE
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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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