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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 Movie, TV and Video Production industry in Canada is expected to decrease in 2021 due to the
ongoing COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance chapter.

· Industry globalization is projected to stagnate or decrease in the short term due to the coronavirus pandemic. For
more detail, please see the Industry Globalization chapter.

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

Note: The content in this report is currently being updated to reflect the trends outlined above.
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About 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 the Movie, TV and Video Production industry in Canada produce and distribute motion pictures, TV

show programs and videos. This industry excludes third-party distributors and disc manufacturers.

Major Players There are no major players in this industry

Main Activities The primary activities of this industry are:

Securing financing for film, TV and video production

Producing film and TV programming

Publicizing film and TV productions

Distributing film and TV, if the company is involved in all of the above

The major products and services in this industry are:

English fictional TV content

French fictional TV content

English nonfictional TV content

French nonfictional TV content

Feature films
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Supply Chain

SIMILAR INDUSTRIES

Movie & Video Distribution in
Canada

Movie Theatres in Canada Video Postproduction Services in
Canada

Cable Networks in Canada

Data Processing & Hosting
Services in Canada

     

     

RELATED INTERNATIONAL INDUSTRIES

Global Movie Production &
Distribution

Movie & Video Production in the
US

Television Production in the US Motion Picture and Video
Production in Australia

Movie Production in China Motion Picture Production in the
UK

Television Programme Production
in the UK

Motion Picture and Video
Production in New Zealand

3D Movie Production      
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Industry at a Glance
Key Statistics

$8.2bn
Revenue

Annual Growth

2016–2021

-0.3%

Annual Growth

2021–2026

4.5%

Annual Growth

2016–2026

 

$402.8m
Profit

Annual Growth

2016–2021

-11.5%

  Annual Growth

2016–2021

 

4.9%
Profit Margin

Annual Growth

2016–2021

-4.0pp

  Annual Growth

2016–2021

 

17,934
Businesses

Annual Growth

2016–2021

2.7%

Annual Growth

2021–2026

3.4%

Annual Growth

2016–2026

 

48,428
Employment

Annual Growth

2016–2021

2.1%

Annual Growth

2021–2026

4.1%

Annual Growth

2016–2026

 

$2.8bn
Wages

Annual Growth

2016–2021

1.0%

Annual Growth

2021–2026

4.2%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

-4.1%
Demand from tv broadcasting

2.8%
Government consumption and
investment

2.7%
Total advertising expenditure

1.5%
Canadian effective exchange rate
index

 
Industry Structure

POSITIVE IMPACT

  Life Cycle
Growth   Industry Assistance

High / Steady

  Concentration
Low

MIXED IMPACT

  Capital Intensity
Medium   Regulation & Policy

Medium / Increasing

  Barriers to Entry
Medium / Increasing

NEGATIVE IMPACT

  Revenue Volatility
High   Technology Change

High

  Industry Globalization
High / Increasing   Competition

High / Increasing

 

Key Trends

 Digital formats are rapidly becoming the industry norm

 Industry operators have historically benefited from
government resources

 Technological change has rattled downstream markets

 The industry is expected to expand to fulfill a growing
appetite for new TV content

 Live TV viewership is expected to continue declining over
the next five years

 Operators may experience higher international competition

 The ubiquity of digital content has presented opportunities
and challenges for content distributors
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Products & Services Segmentation

 
Major Players

There are no major players in this industry
SWOT

STRENGTHS

  High & Steady Level of Assistance

  Growth Life Cycle Stage

  Low Imports

   

WEAKNESSES

  High Competition

  Low Profit vs. Sector Average

  High Customer Class Concentration

  High Product/Service Concentration

  Low Revenue per Employee

  High Capital Requirements

   

OPPORTUNITIES

  High Revenue Growth (2021-2026)

  High Performance Drivers

  Demand from tv broadcasting

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Government consumption and investment
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Executive Summary Commanding performance: An expected increase in total advertising
expenditures will likely benefit operators as their downstream markets
rely on advertising revenue

Operators in the Movie, TV and Video Production industry in Canada market and circulate video content to movie
theatres, TV networks and retailers of physical media. The transition to digital content over the five years to 2021
has diminished the relevance of content distributors as studios have increasingly undertaken distribution activities in-
house. Many distributors have instead turned to acquiring content from production houses. Moreover, federal
support for video production has been robust, especially with the 2017 Creative Canada initiatives, which increased
funding for operators. As a result, industry revenue is expected to shrink an annualized 0.3% to $8.2 billion over the
five years to 2021, though the industry grew throughout the period save for the COVID-19 (coronavirus) pandemic,
which resulted in severe decline in revenue over 2020, also resulting in profit falling through the current period.
However, the industry is expected to rebound 14.6% over 2021.

The ubiquity of digital content has presented opportunities and challenges for content distributors. Streaming
platforms are able to provide a wide variety of content, presenting new opportunities for growth, especially as these
outlets become increasingly popular among consumers. Although the cord-cutting trend has hurt revenue for TV
broadcasters, a major market for industry products, production companies have benefited from the ensuing
competition for viewers. Amid the proliferation of video options for consumers, networks have been pressured to
increase their investment in content that will attract viewers through websites, streaming services or on-demand
video. This has ultimately boosted revenue for production companies in an otherwise challenging market.

Bolstered by the Creative Canada initiatives and the persistence of federal tax incentives for producers, the
domestic industry is expected to experience resumed growth over the five years to 2026. Additionally, an expected
increase in total advertising expenditures will benefit operators as their downstream markets rely on advertising
revenue. Moreover, the industry will benefit from online streaming services, as these platforms boost the negotiating
power of small companies by providing them with an option to bypass broadcasters, which traditionally had
significant leverage over content producers. These new market opportunities are expected to drive industry revenue
growth an annualized 4.5% over the five years to 2026, with revenue projected to reach $10.3 billion.
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Industry Performance

Key External
Drivers

Government consumption and investment

Many movie, TV and video production companies rely heavily on tax credits from provincial and federal government
to cover their production or labour expenditures. Combined with public broadcasters and the public-private Canada
Media Fund, public funding accounts for just over half the industry's financing. Government expenditure and
investment is expected to increase in 2021, representing a potential opportunity for the industry.

 

Demand from tv broadcasting

TV broadcasters are the largest market for this industry, due to foreign dominance at movie theatres. Revenue for
broadcasters has declined in recent years as more consumers have migrated from traditional TV viewership.
However, in the short term, this boosts broadcaster demand for industry content as they strive to attract and
maintain subscribers. Demand from TV broadcasting in Canada is expected to increase marginally in 2021.

 

Total advertising expenditure

Although the industry does not generate a substantial amount of revenue directly from ads, the willingness of
advertisers to spend on TV commercials affects broadcaster demand for TV content. In addition, advertising will
have a more direct influence on the industry, as alternatives to traditional TV continue to emerge and more
producers distribute their content themselves. Total advertising expenditure is expected to increase in 2021.

 

Canadian effective exchange rate index

An increase in the Canadian effective exchange rate index (CEER) reflects appreciation of the loonie relative to
other currencies. As a result, it becomes more expensive for global production companies to form co-production
agreements with the industry, which hampers production volumes. The CEER index is expected to rise in 2021.

 

External competition for the Movie, TV and Video Production industry in Canada

The industry competes with alternative forms of media and leisure activities, in addition to foreign-produced film and
TV. US productions dominate domestic box office sales and TV viewership. The intensity of this competition is
determined in part by the extent of government subsidies and protections provided to the industry, which have
declined in recent years. External competition is expected to increase in 2021, posing a potential threat to the
industry.
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Current
Performance

The Movie, TV and Video Production industry in Canada is responsible for
setting the timeframe of theatrical releases of feature films, distributing
content for TV broadcast syndication and releasing content to retailers
and wholesalers in physical and digital formats.

Industry operators negotiate licensing agreements with production studios and typically accumulate a library of
feature content to sell to downstream exhibitors. Historically, distributors held a pivotal place in the media value
chain by connecting production houses to exhibitor networks.

The rise of multiplatform media consumption over the five years to 2021 has disrupted the linear trajectory between
production and exhibition. Digital content is managed and manipulated with ease, encouraging production
companies to bypass external distribution services and set up in-house distribution arms. Additionally, the
emergence of online video streaming platforms, including Netflix, Disney Plus and Amazon Prime Video, has further
contributed to media fragmentation, whereby media consumption occurs on an ever-increasing number of channels
and platforms. Although digital content provides new opportunities for distribution, industry operators are still
transitioning to their new role in the new media landscape.

A strong domestic economy has bolstered revenue growth during much of the period, though the COVID-19
(coronavirus) pandemic has halted the industry's production operations as the federal government imposed social
distancing guidelines and mandated the closure of all non-essential businesses (of which the industry's production
operations are a part) in an attempt to halt the virus's spread. The industry's production activities started to slowly
reopen during summer 2020, albeit haltingly, as production companies were required to enact strict coronavirus
protocols to resume work. Nonetheless, the desire of individuals and families to remain entertained as they socially
distance is expected to be as high as ever. The industry is expected to begin returning to normal over 2021,
resulting in growth of 14.6% during the year. Moreover, industry revenue is projected to decrease an annualized
0.3% to $8.2 billion over the five years to 2021.

OPPORTUNITIES AND CHALLENGES OF DIGITAL CONTENT

Digital formats are rapidly becoming the industry norm, with implications
across the media value chain.

For example, major studios are increasingly undertaking pre- and post-production services in-house, while
consumers are turning to online channels and platforms, which contain a wide library of streamable content. Digital
media files are becoming easier to duplicate, format and transport, cutting out the intermediary actors between
content creators and viewers. Plus, the ease of manipulating and reformatting digital content has provided cost
savings regarding labour, physical production and transport. Consequently, these decreased operating costs have
eroded distributor profitability over the past five years, with the average industry profit margin also projected to
decrease due to the coronavirus pandemic.
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Typically, distributors take a cut from the earnings of a feature film or program. To capture a larger share of content
revenue, production companies and studios are increasingly setting up their own in-house distribution departments,
thereby decreasing their reliance on distributors. As a result, distributors are dedicating less of their resources to
new production and simultaneously increasing their reliance on acquired content for distribution. Therefore, while
distributors have struggled, this has also enabled new industry operators to flourish, as distributors are increasingly
outsourcing production. Accordingly, the number of industry operators is expected to grow an annualized 2.7% to
17,934 companies over the five years to 2021. In addition, higher-skilled employees are needed to meet growing
demand and to operate increasingly complex technological landscapes. As a result, IBISWorld expects industry
wages to grow an annualized 1.0% during the same period, reaching $2.8 billion.

GOVERNMENT FUNDING

Industry operators have historically benefited from government
resources.

Government assistance to the industry has increased over the five years to 2021, largely in the form of tax
incentives and the implementation of the Creative Canada policies in late 2017. This initiative aims to encourage
domestic content production by increasing the federal funding available to the Canada Media Fund, which frequently
subsidizes industry operators. More importantly, the announcement of an agreement with Netflix Inc. (Netflix), where
the company must spend $500.0 million on domestic content over the next five years in exchange for tax incentives,
is especially beneficial for industry operations. In early 2019, Netflix signed long-term leases on eight sound stages
at separate studios in Toronto to produce its growing film and TV slate while tapping into tax incentives. This activity
is expected to have underscored a revenue increase of 2.8% in 2019.

While federal support for the domestic industry has increased, provincial tax credits have been varied. For example,
Manitoba doubled its film tax credit in 2018 to support continued industry growth. In contrast, Quebec announced its
plans to cut its provincial tax credits for film and TV companies by 20.0% in 2014, prior to the beginning of the
current period, including base tax credits being slashed to 20.0% of eligible production costs, down from 25.0%.
Furthermore, the province also lowered its tax credits for special effects and computer animation from 20.0% to
16.0% of eligible costs. In 2015, Ontario followed suit by cutting its Ontario Production Services Tax Credit from
25.0% to 21.5% for all production expenditures incurred after April 23, 2015. Lastly, Nova Scotia ended its tax credit
available for industry operators in 2017. Given the industry's heavy reliance on public sources of financing, reduced
incentives for domestic production have worked to stymie stronger industry gains over the five years to 2021.

DOWNSTREAM MARKETS EXPERIENCE SLUGGISH DEMAND

Technological change has also rattled downstream markets, lowering
demand for industry operators.

For example, operators in the Movie Theatres industry in Canada (IBISWorld report 51213CA) are experiencing
weak box office sales due to the popularity of Netflix and other streaming services, in addition to rising ticket prices
and the fallout caused by the coronavirus pandemic. Demand for DVDs and other physical media has also declined
sharply, as consumers opt to download movies on tablets, laptops and mobile devices. Consequently, demand from
the DVD, Game and Video Rental industry in Canada (53223CA) is quickly falling. Lacklustre performance in these
downstream markets has limited overall industry revenue growth over the past five years.
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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 4,970 2,125 13,511 13,412 32,348 N/A N/A 1,060 N/A 12.4
2013 5,841 2,833 14,966 13,860 32,926 N/A N/A 1,926 N/A 11.9
2014 6,565 3,185 15,294 14,425 35,677 N/A N/A 2,067 N/A 11.7
2015 7,464 3,458 15,895 15,014 39,483 N/A N/A 2,265 N/A 11.7
2016 8,341 3,962 16,133 15,704 43,668 N/A N/A 2,619 N/A 12.0
2017 9,041 4,162 16,767 16,157 48,086 N/A N/A 2,916 N/A 12.6
2018 9,304 4,132 17,446 16,699 49,966 N/A N/A 2,984 N/A 12.8
2019 9,562 4,269 17,436 17,092 53,102 N/A N/A 3,051 N/A 13.5
2020 7,173 3,250 17,979 17,564 44,037 N/A N/A 2,482 N/A 12.9
2021 8,221 3,771 18,218 17,934 48,428 N/A N/A 2,752 N/A 13.7
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Industry Outlook
Outlook Many of the trends that have underpinned the Canadian Movie, TV and

Video Production industry's growth over the five years to 2021, aside from
the COVID-19 (coronavirus) pandemic, are similarly expected to continue
over the five years to 2026, ultimately supporting resumed revenue
growth.

Moreover, the Movie, TV and Video Production industry in Canada is expected to continue its process of increasing
globalization. To this end, the industry is likely to benefit from high demand for TV content, not only from domestic
broadcasters but also those in the neighbouring United States. In addition, the ongoing fragmentation of TV
audiences by consumption channel will further bolster the industry's negotiating power and expand the potential
markets for its products. Plus, the Creative Canada initiative of late 2017 will work in aiding industry growth, which is
contingent on the persistence of government support and financing. As a result, over the five years to 2026, industry
revenue is projected to increase an annualized 4.5% to $10.3 billion.

CONSUMER CORD CUTTING

Despite the industry's growth prospects, live TV viewership is
nevertheless expected to continue declining over the next five years, as
more convenient channels of media consumption will continue to take
precedence over the rigid structure of traditional TV programming.

With the exception of sporting events, time-shifted viewing will likely become increasingly popular across all
programming genres, as streaming enables busy consumers to plan their TV viewing regardless of their own
respective schedules. This will pose a challenge for downstream markets that remain reliant on advertisers,
especially conventional TV broadcasters. Production companies may have to pick up some of the slack; already,
branded content and product placement within programming have emerged as an alternative to standard
commercial breaks. The recent decision of the Canadian Radio-television and Telecommunications Commission
(CRTC), the industry's regulatory body, to require TV providers to offer low-cost basic packages may accelerate the
trend toward cord-shaving. This may filter up to production companies and dampen revenue growth by reducing
broadcaster contributions to the Canada Media Fund, a public-private partnership that accounts for 10.0% of the
industry's financing.

Another alternative for broadcasters and production companies alike is to enter the video streaming business
themselves. Generally, these streaming platforms combine traditional advertising revenue with the more innovative
subscription model. The subscription model effectively provides an opportunity for broadcasters and their affiliated
production houses to reduce their reliance on paid advertisements, while simultaneously maintaining a steady
revenue stream. As more viewers purchase individual streaming services rather than a full cable package, they will
be paying for their desired content directly. This will further increase the bargaining power of production companies,
as streaming services and the broadcasters that enter this space will become more reliant on their marquee
programming to maintain subscription revenue. Accordingly, the industry is expected to expand to fulfill a growing
appetite for new TV content. The number of industry operators is projected to rise an annualized 3.4% to 21,243
companies over the five years to 2026. Similarly, total industry employment is forecast to increase an annualized
4.1% to 59,291 workers to satisfy consumer demand for increasingly individualized and eclectic programming.
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REVIVED GOVERNMENT SUPPORT

Industry operators may experience higher international competition over
the next five years due to a relaxation of Canadian government quotas for
domestically produced content, which historically have helped protect the
industry.

During the previous five-year period, domestic quotas were eased, truncating the growth of industry operations. The
CRTC's actions worked to stymie industry operations, but this was ultimately offset by the enactment of the Creative
Canada initiative in late 2017, which sought to increase allocations to the Canada Media Fund while encouraging
domestic production. Most notably, this initiative was announced with the intent to give Netflix Inc. (Netflix) tax
incentives to dedicate $500.0 million to Canadian production. In 2019, Netflix established a production hub in
Toronto, leasing eight studios and adding an estimated 1,850 jobs. Therefore, while the previous five-year period
was characterized by slashes in government funding, the next five years are poised for growth through Creative
Canada policies. Ultimately, increased government funding will likely encourage industry entrance as well as bolster
revenue growth; lastly, it is also expected to aid in the recovery of the average industry profit margin over the next
five years.

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 8,221 3,771 18,218 17,934 48,428 N/A N/A 2,752 N/A 13.7
2022 8,953 4,074 19,145 18,812 51,984 N/A N/A 2,963 N/A 14.0
2023 9,404 4,271 19,841 19,489 54,394 N/A N/A 3,102 N/A 14.2
2024 9,639 4,387 20,398 20,043 55,908 N/A N/A 3,187 N/A 14.3
2025 9,964 4,526 21,023 20,658 57,669 N/A N/A 3,289 N/A 14.5
2026 10,258 4,650 21,612 21,243 59,291 N/A N/A 3,382 N/A 14.7
2027 10,582 4,803 22,290 21,910 61,020 N/A N/A 3,483 N/A 14.9
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Industry Life Cycle The life cycle stage of this industry is    Growth

LIFE CYCLE REASONS

IVA is growing at a faster pace than the overall economy

Participation in the industry is rapidly increasing

New markets are emerging for the content produced by the industry

The Movie, TV and Video Production industry in Canada is currently in the growth stage of its economic life cycle,
best characterized by a rise in industry participation, growth rates that exceed the rise of the overall economy and a
constantly changing range of products and services. Industry value added (IVA), which measures an industry's
contribution to the overall Canadian economy, is expected to grow an annualized 1.6% over the 10 years to 2026.
Comparatively, Canadian GDP is anticipated to rise an annualized 1.9% during the same 10-year period. Typically,
an IVA that is growing in line with the economy is indicative of a mature industry, but this industry was affected more
than many due to the COVID-19 (coronavirus) pandemic and is expected to resume its growth status over the next
five years. Due to lucrative provincial and federal tax credits for film and TV producers, many globally based film and
TV producers have expanded to include operations in Canada over the past five years. To this end, the number of
industry enterprises is projected to rise an annualized 3.1% over the 10 years to 2026, further lending credence to
the industry's status as a growing one.

Furthermore, although TV itself is a long-established medium, the industry has nevertheless benefited from new
digital streaming technology. Video streaming services such as Netflix, Disney Plus and Amazon Prime Video have
provided an alternative revenue stream for the domestic industry, even as they have significantly heightened
downstream competition. New product and market innovation are both hallmarks of a growing industry. Additionally,
as broadcasters and streaming services have fought for viewers, they have markedly increased their investment in
the industry's content, further underscoring the industry's increase in operators during the 10-year period and
cementing the industry's status as one that is experiencing an era of growth.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Video Postproduction Services in Canada

2nd Tier

Movie & Video Distribution in Canada

Cable Networks in Canada

Movie Theatres in Canada

Advertising Agencies in Canada

TV Broadcasting in Canada

Key Selling Industries
1st Tier

Music Publishing in Canada

Commercial Leasing in Canada

Electrical Equipment Wholesaling in Canada

Industrial Equipment Rental & Leasing in Canada

IT Consulting in Canada

2nd Tier

Electrical Equipment Manufacturing in Canada

Computer Manufacturing in Canada

Products & Services

  The Canadian Movie, TV and Video Production industry creates many
different types of content for a wide range of audiences.

However, these programs are all produced in the same way and experienced the same shutdowns due to the
COVID-19 (coronavirus) pandemic. Thus, each product segment's share of revenue is not expected to drastically
change due to the pandemic.

ENGLISH NONFICTIONAL TV CONTENT

Much of the nonfiction segment represents content produced in-house by
broadcasters, such as live news and sporting events.

In addition, it includes documentary, lifestyle and variety programming. English nonfictional productions are
estimated to account for 19.9% of revenue in 2021, which has decreased slightly over the past five years as fictional
programs have expanded within the industry.

FRENCH NONFICTIONAL TV CONTENT

As French and English are the two official languages of Canada, a
significant portion of content, particularly in Quebec, is also delivered in
French.

This segment includes live news and sporting events, in addition to documentary, lifestyle and variety programming.
French language nonfictional productions comprise a projected 7.4% of revenue in 2021.

Overall, there are several reasons that the nonfiction segment accounts for nearly half industry revenue. First, much
of the content in this segment is Canadian news and local programming, which does not experience competition
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from international media companies. Second, nonfiction programming is generally less expensive to produce.
According to the Canadian Media Producers Association (CMPA), variety, lifestyle and documentary TV programs
have respective average budgets of $404,000, $380,000 and $350,000 per hour of content. In contrast, fictional
programming costs $1.4 million per hour on average. Although this programming tends to generate less revenue
than fictional TV series, it has become a cost-effective way for broadcasters to meet Canadian content quotas and
fill airtime. However, given that much of this segment is produced in-house by broadcasters, it is likely to be
negatively affected by cord-cutting and cord-shaving trends over the coming years.

ENGLISH FICTIONAL TV CONTENT

Due to the dominance of foreign media in the Canadian film market and
the nascence of digital-first video, TV production generates the
overwhelming majority of revenue in the industry, with English fictional
productions accounting for an estimated 48.2% of revenue in 2021.

Generally, fictional TV content tends to endure stringent competition from US media, as demonstrated by the
dominance of English fictional TV programs compared with French language fictional TV programs. However, as
Canadians have increasingly cut the cord and gone exclusively to streaming, fictional content has grown as a share
of revenue over the past five years.

FRENCH FICTIONAL TV CONTENT

French fictional TV productions are projected to account for 17.9% of
revenue in 2021, although some of the most successful Canadian
productions in the fictional TV production segment as a whole tend to be
developed for French-language audiences.

For example, according to the CMPA, only three of the 10 most popular TV programs in Canada were produced
domestically in 2017 (latest data available); however, all of these were geared toward the French-language market.
Even among the 10 most popular domestically produced programs throughout all Canada, only two were in English.
Given its lacklustre viewership, domestically produced fictional TV content is heavily reliant on the government
supports offered, including broadcaster Canadian content quotas that create artificial demand for the industry's
programming. Over the coming years, the segment will be particularly challenged by the scaling back of these
quotas under recent regulatory changes undertaken by the Canadian Radio-television and Telecommunications
Commission.

FEATURE FILMS AND DIGITAL VIDEO

Feature films are a relatively stagnant market segment in the industry.

Domestic box office sales are estimated to account for a negligible proportion of industry revenue in 2021, due to
domination of the theatrical film market by larger US studios. In addition, box office sales in general have been
stagnant as movie theatres have experienced greater competition from at-home entertainment media. In 2021,
feature films are expected to account for only 6.6% of industry revenue.

Demand
Determinants

Per capita disposable income

Beginning at the consumer level, per capita disposable income affects demand for the productions made by the
Movie, TV and Video Production industry in Canada in several ways. When consumers have more money, they are
more likely to spend on discretionary purchases, which includes buying movie tickets; this, in turn, raises demand
from film exhibitors for new productions. However, movies represent a relatively low-cost form of entertainment for
consumers, especially in comparison with live sporting events, musicals and other industry substitutes. Given the
dominance of foreign productions at the Canadian box office, domestic theatres account for a negligible share of
industry revenue. Nevertheless, combined with the video-on-demand, online streaming, DVD and Blu-ray markets,
per capita disposable income has a substantial influence on demand for the industry's film segment. In addition, it
affects demand for cable subscriptions, which flows up to producers in the industry's much larger TV segment.
Consumers continue to watch filmed content at a steady rate, but there has been a general transition away from
traditional box office ticket sales and toward at-home viewership of movies instead.

Technology

Even more than consumer incomes, substitute technology affects demand for TV subscriptions and, in turn, TV
content. As consumers have attained the ability to stream TV content on alternative devices and on their own
schedules, they have steadily cut back on traditional cable packages. Ultimately, fewer viewers for traditional TV will
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translate into less advertising revenue, which in turn reduces the available budgets for content production and
acquisition at TV stations. However, the rise of alternative video platforms has also increased the leverage of
producers, whose broadcasting customers have grown increasingly reliant on marquee content to retain
subscribers.

International competition

Demand for domestic film, TV and video productions is also determined by international competition and the extent
of government support for the industry. US media dominates the English-language market in Canada, which means
that the industry is reliant on government support to sustain itself against this competition. Support comes in the
form of tax credits for production, distributed at the provincial and federal level; the Canada Media Fund, a public-
private partnership that provides funding for domestic production; and content quotas, which require broadcasters to
dedicate airtime to productions that have employed Canadians in key creative positions. This support faded midway
during the current period. The Canadian Radio-television and Telecommunications Commission (CRTC) scaled
back content quotas prior to the current period, while key provincial tax credits have also been reduced in recent
years. In addition, the CRTC's past decisions not to regulate internet broadcasting will likely erode its authority, in
addition to its support for the industry, as streaming services become more and more popular over the coming years.
However, the new Creative Canada initiatives will likely continue to bolster industry growth, slightly offsetting the
reduction of content quotas.

Audiences

The number of viewers watching a show determines its ratings. TV production ratings then go on to determine the
number of advertisers that are interested in purchasing time slots during a particular show. Higher advertiser interest
means that a production company earns more money for its show, thereby increasing the chances of filming more
episodes. Demand for news shows and sports shows remains consistently high, although TV viewers generally
value staying up-to-date on their favourite subjects no matter their content. Additionally, viewers often seek
entertainment and camaraderie when watching TV. Annual programming, such as coverage of professional hockey
tournaments or season finales of popular shows, generates high revenue since these programs have a wide
audience reach and advertising companies are willing to incur higher costs for advertising slots.

COVID-19

While downstream demand for industry content likely increased during the COVID-19 (coronavirus) pandemic due to
the lack of other activities available due to the stay-at-home orders, closure of nonessential businesses and the
cancellation of sporting events, but those same rules that made Canadians seek out more content also limited the
creation of content, as production was shut down for several months over 2020 to help slow the spread of the virus.
Thus, content that already existed experienced the increases in viewership and any new productions were delayed.

Major Markets

  Once content is created by the Movie, TV and Video Production industry
in Canada, it is distributed mostly digitally and while production has been
affected by the COVID-19 (coronavirus) pandemic, distribution has not
experienced the same issues due to its virtual methodologies.

  Thus, the major market segments are not likely to significantly change due to the pandemic.

FOREIGN DISTRIBUTION
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The Movie, TV and Video Production industry in Canada generates the
largest share of its revenue from distributors that disseminate their
materials abroad.

Foreign distribution, including international box offices and TV and movie licensing, is estimated to account for
54.5% of industry revenue in 2021. This market has been at an all-time high in recent years due to favourable
financing conditions for foreign producers. A weak Canadian dollar has lowered the cost of filming in Canada, as
have stable provincial tax credits for producers. In addition, the media landscape has become increasingly
globalized as industry operators have more access than ever to international audiences. All in all, the widespread
consolidation of content distribution channels has also bolstered this segment's share of revenue. This has had
varying effects on the industry itself, including encouraging the shift toward action and adventure films and shows
that demand less cultural context. Over the coming years, foreign distribution is expected to continue growing in
importance to the industry.

PAY AND SPECIALTY TV AND CONVENTIONAL TV BROADCASTING

Consistent with the industry's heavy emphasis on TV content, domestic
broadcasters represent the second-largest market for producers, which
totals 38.4% of revenue.

Within this segment, conventional TV broadcasters generate 33.6% of industry revenue, whereas pay and specialty
TV broadcasters generate an estimated 4.8% of revenue. Pay and specialty TV has decreased as a share of
industry revenue, while conventional TV has increased as a share of industry revenue over the five years to 2021,
with these trends expected to persist over the next five years.

The conventional TV segment consists of both private conventional TV and public conventional TV. Public
conventional TV includes private broadcasters that maintain over-the-air infrastructure to broadcast to households,
although the vast majority of households in Canada now receive conventional TV signals via cable or satellite TV
providers. Services in the specialty TV segment are only available via cable or satellite TV providers and usually
provide sports, 24-hour news, movies, arts and other thematic programming. Specialty TV services earn revenue
from a combination of subscription fees and advertising. Pay TV services are also only available via cable or satellite
TV services. They typically feature premium programming such as recently released films and do not earn revenue
from advertising; instead, they rely on subscription or transactional payments. This also includes revenue from on-
demand services such as pay-per-view (PPV) and video-on-demand (VOD).

DOMESTIC BOX OFFICE

Theatrical releases in the domestic market generate an estimated 3.7% of
total industry revenue in 2021.

Although this is a relatively small segment for the industry, it is in many respects its most important. Films that
perform well during their initial theatrical run are likely to generate greater interest in other markets, such as home
entertainment and foreign distribution. Success at the box office helps build hype for a film, which will encourage
consumers to purchase or rent it after its theatrical run and attract TV licensing deals in time. As ticket sales have
grown sluggishly in recent years amid consumer shifts toward in-home entertainment, this segment has gradually
declined as a share of industry revenue, a trend that is anticipated to continue over the coming years.

ONLINE PLATFORMS AND OTHER

Online platforms account for a relatively small source of industry revenue
in 2021, at 2.6%.

Streaming services such as Netflix, Disney Plus and Amazon Prime Video spend billions on the acquisition of
content. In their nascent stages, these platforms mainly purchased content that had already aired on TV, but they
have increasingly competed directly with TV networks by funding and acquiring original content, significantly
boosting the revenue generated directly by production companies from online platforms. This segment is expected
to grow as a share of revenue on its own due to the recent tax incentives given to Netflix Inc. to encourage domestic
production, although it has ultimately decreased relative to stronger performance in other categories, namely foreign
distribution. Lastly, all other revenue generated by the industry's downstream market composition comprises the
remaining 0.8% of revenue in 2021.
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Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Movie, TV and Video Production industry in Canada uses its discretion when granting foreign production
companies, distributors and broadcasters the right to use and disseminate their productions. Over the past five
years, co-production has become more common, with domestic movie, TV and video production companies sharing
the operational costs and content licensing rights with foreign operators. In Canada, the Production Services Tax
Credit program has incited some foreign companies to film movie, TV and video content in Canada. Ultimately,
international trade is not accounted for at this level due to the industry's status as a service-based industry.

Business
Locations

  The Movie, TV and Video Production industry in Canada is heavily concentrated in Ontario, Quebec and British Columbia.
However, the ability for Canada's provincial governments to compete on the basis of tax credits for industry operations will largely
determine the industry's landscape over the coming years. Provinces that have access to high-quality crews, tax incentives that
are favourable to industry operators and the infrastructure required to film movies will remain competitive compared with provinces
that do not have access to these same criteria.

Ontario

Ontario accounts for an estimated 42.5% of total industry establishments in 2021. Since Ontario implemented a tax credit in 2009,
the province has steadily risen as a hub for film and TV production. Lending further evidence to this idea is Entertainment One
Ltd., the company with the highest market share of the domestic industry, as it is headquartered in Toronto.

Quebec

Quebec is anticipated to make up 24.5% of industry establishments in 2021. Quebec introduced a tax credit for all spending that
film and TV production companies may incur in 2009, parallel to Ontario, which stimulated production. As a result of Quebec
focusing primarily on feature film production, this province is consequently subject to relatively significant fluctuations in production
volumes. Quebec consistently accounts for more than one-fifth of the total value of films and TV series produced in Canada. The
province also produces an outsized proportion of French language films due to its linguistic and cultural history.

British Columbia
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British Columbia is expected to comprise 22.4% of total industry establishments in 2021. In particular, several recurring North
American TV series are filmed in British Columbia. According to the CMPA, the volume of production in British Columbia
surpassed Ontario for the first time in 2017 (latest data available) to become Canada's largest centre for film and TV production in
terms of volume. Overall, British Columbia regularly accounts for over one-third of the value of TV and movies produced in
Canada, even though it represents a smaller share of establishments.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Movie, TV and Video Production industry in Canada is characterized by a low level of market share
concentration. No individual company is expected to generate 5.0% or more of total industry revenue in 2021. The
industry is largely fragmented due to many of its operators focusing on specialized markets such as TV or theatrical
production. Moreover, the industry consists of many independent production companies that have a limited number
of in-house operations. Further constraining market share concentration, many broadcasters, which are excluded
from the scope of this industry, have included in-house production facilities in their operations, primarily to provide
news, sports and current affairs programming. According to the latest data available from Statistics Canada, there
are over 17,000 establishments dedicated to the industry's range of operations, with 95.8% of establishments
employing fewer than five people, demonstrating the extent of fragmentation. These trends have intensified
competition for the industry and limited the extent to which small production companies can enter the market. As a
result, this fragmentation is expected to continue over the next five years.

Key Success
Factors

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

Effective cost controls:
Production companies must effectively manage costs and budgets to ensure that they meet clients' specifications
and contractual arrangements.

Access to multiskilled and flexible workforce:
It is necessary to have access to the right skills across all areas, including producers, directors, actors and all
support staff.

Ability to manage external (outsourcing) contracts:
Producers often outsource tasks and must be able to manage subcontractors in the film production process,
including all pre and postproduction areas.

Ability to quickly adopt new technology:
Production companies must use various technologies to improve the outcome and costs where available.

Vertical integration or contracts with distributors:
TV producers rely on distributors and an increasing variety of platform providers, such as broadcast TV, cable, on
demand, websites and applications, to show content to audiences. As a result, many companies are vertically
integrated.

Cost Structure
Benchmarks
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  Profit

Industry profit, defined as earnings before interest and taxes, is
expected to account for 4.9% of revenue in 2021, representing a
decrease from 8.9% in 2016. Profitability is aided by the industry's
ability to limit fixed costs by using contract labour as well as rented
studios. However, the COVID-19 (coronavirus) pandemic is projected to
decrease industry profit sharply over 2020, as production was shut
down for several months over 2020 to reduce the spread of the virus.
Therefore, it is important to note that this decrease in profitability is
more short-term than it is long-term, as industry operators have been
forced to pause their production operations in compliance with the
social distancing and closure of all non-essential business guidelines
mandated by the Canadian government to control the virus's spread.
As things begin to reopen, the industry is expected to begin slowly
recovering, with profitability projected to recover over the five years to
2026 in turn.

 

  Wages

Wages are anticipated to account for 33.5% of total industry revenue in
2021, compared with 31.4% in 2016. The industry requires highly
skilled employees, including directors, actors and creative personnel.
However, many of the industry's film, TV and video producers have
managed to keep wages low by hiring employees on a contract basis.
Nevertheless, unions have managed to garner higher wages for some
employees and negotiate favourable working conditions for industry
employees overall. For example, the Alliance of Canadian Cinema,
Television and Radio Artists represents the interests of numerous
industry employees, including stunt performers, actors and dancers,
among other workers.

 

  Purchases

Purchases account for an estimated 11.4% of industry revenue in 2021,
up from 10.1% in 2016. While digitalization has reduced some
purchase costs (namely related to processing and duplicating film and
tape copies) and ultimately contributed to the decrease in purchase
costs during the period as a whole, the industry must continue
purchasing several crucial inputs. These include software, camera
equipment and memory storage units. Moreover, industry operators
incur purchase costs related to providing catering services, props and
makeup for the production set. Purchase costs also include pre- and
post-production services that are contracted out to other companies.

 

  Marketing

Marketing costs account for an estimated 1.0% of industry revenue in
2021. Typically, TV production companies invest heavily in advertising,
particularly for pilots and season finales, as audience viewership
determines ratings. To secure funding for a show in the future, TV
producers need to have favourable TV ratings. As many movie, TV and
video producers have focused on developing a product portfolio
comprising a fewer number of films, albeit larger budget films, the
industry's budget allocated toward marketing and advertising has
consequently remained stagnant.
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  Depreciation

Depreciation accounts for an estimated 7.5% of total revenue in 2021, a
share that has increased slightly during the period due to advances in
technology, making equipment more expensive. Typically, industry
operators purchase equipment to film movies and TV programs, which
features technology that may become obsolete rather quickly. For
example, many movie, TV and video producers have purchased
software that assists with computer animation and visual effects, adding
to the industry's number of depreciable assets.

 

  Rent

Rent costs are anticipated to account for 1.9% of revenue in 2021.

 

  Utilities

Utility expenditures are expected to comprise 0.3% of revenue in 2021,
representing a negligible expense for industry operators.

 

  Other Costs

Royalties, rights and licensing fees are expected to comprise a
significant share of this category. Typically, royalty and rights fees
include expenditures related to purchasing rights to a script, music
soundtrack or programming rights, among other products. Due to the
industry being characterized by many globally based movie, TV and
video producers, particularly US-based companies that also have
production facilities in Canada, the industry has usually purchased
script rights from these large-scale operators that include creative
services in-house. Altogether, all other expenses borne by industry
operators account for the remaining 39.6% of revenue in 2021.
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Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  INTERNAL COMPETITION

The Movie, TV and Video Production industry in Canada is characterized
by a high level of competition.

Due to a favourable tax credit system in Canada for film producers and a weak dollar during the period that has
lowered the relative cost of operations, many film production companies have expanded their operations in Canada,
thereby intensifying industry competition. For example, since 1997, Canada's federal government has implemented
the Production Services Tax Credit program, which has resulted in a 16.0% federal tax credit for industry operators
that hire Canadian residents for production. Alongside favourable tax credits for visual effects and animation in
British Columbia, Ontario and Quebec, industry operators may compete for access to highly skilled programmers,
among other specialized employees.

Other competitive factors include, but are not limited to, access to talent, scripts, equipment and advertising time
sales, in addition to studio facilities. Some industry operators that only operate domestically, such as the National
Film Board of Canada, may struggle with competing with large-scale operators, including Entertainment One Ltd.
(eOne), that operate globally and offer more services in-house. For example, eOne, through its eOne Music
business segment, produces music, which lowers the company's costs related to securing the rights for film
soundtracks. Large media companies can also cross-subsidize their productions, offsetting losses on creative risks
through their blockbuster releases.

Shifting consumer preferences toward digital content have also intensified competition for industry operators to sell
syndication rights to digital companies, including Netflix Inc. (Netflix) and Amazon.com Inc. (Amazon). Movie, TV
and video producers belonging to the domestic industry may also compete with one another on the basis of
developing a reputation for staying within budget and time restraints, favouring larger operators with economies of
scale. Further, key market players with a diverse product portfolio can attract investors and advertisers that wish to
appeal to a particular demographic.

EXTERNAL COMPETITION

The industry is subject to external competition from other media outlets,
such as books, radio and newspapers, among other leisure activities.

However, many movie, TV and video production companies have managed to penetrate digital media markets and
retain revenue by securing distribution contracts with digital platforms such as Netflix and Amazon Prime Video.
Moreover, the growing accessibility of these platforms and increasing advertising budgets for movies and TV have
bolstered industry growth over the current period.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Increasing
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  The Movie, TV and Video Production industry in Canada
is characterized by medium barriers to entry. While an
entrepreneur needs only a decent camera to enter the
industry and sell their products, established operators
have resources that provide a significant advantage in
acquiring resources, such as A-list actors or project
financing. Also, large operators are able to incur hefty
marketing campaigns when advertising a film or TV show.
Greater size enables these companies to hire specialized
managers and teams of editors, speeding up and
improving the quality of the production process.

Furthermore, the presence of guilds and unions, including
the Alliance of Canadian Cinema, Television and Radio
Artists, has posed a barrier for potential industry entrants
due to the unions' ability to negotiate and secure higher
wage costs for industry employees. Additionally, some
larger companies' vertically integrated operations with
combined production and distribution capabilities have
acted as a deterrent for prospective entrants.

Overall, having vertically integrated operations has
permitted some companies to benefit from economies of
scale by eliminating costs related to hiring media
distribution companies. Some companies have also
focused on developing applications for digital media
platforms, such as video games, interactive websites, on-
demand content, podcasts, webisodes and minisodes that
are associated with film and TV programs. These more
specialized systems are often much more costly and
require a higher level of technical expertise. As a result,
potential entrants may grapple with securing the capital
outlay required to develop strong digital media platforms.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Growth  

Technology Change High  

Regulation & Policy Medium  

Industry Assistance High  

Industry
Globalization

Globalization in this industry is    High and the trend is Increasing

  The Movie, TV and Video Production industry in Canada is characterized by a high level of industry globalization.
For example, Entertainment One Ltd. has international operations in over 10 countries. Comparatively, the National
Film Board of Canada is a federal agency within Canadian Heritage that offers films that solely focus on Canadian
values and history.

The domestic industry is growing increasingly globalized as the global entertainment industry expands and video
production software becomes more ubiquitous. The video pre-production, post-production and production processes
are being outsourced constantly and can now be performed anywhere in the world independent of any one filming
location. Indeed, Hollywood North, the colloquialism used to describe the film production industries in Canada, has
been a lucrative hotspot for content creation due to the ubiquity of technologically proficient workers in addition to
the diversity of natural landscapes in Canada. Although industry globalization is expected to stagnate over 2020 due
to the COVID-19 (coronavirus) pandemic, over the next five years the industry will continue to exhibit a high level of
globalization as the economy recovers. Moreover, industry globalization is expected to remain high as many globally
based companies, particularly in the United States, expand to include operations in Canada as policies such as the
Creative Canada initiatives provide tax incentives for domestic production.
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Major Companies
There are no major players in this industry

Other Companies The Movie, TV and Video Production industry in Canada is characterized by the presence of many small operators.
With over 17,000 establishments in 2021, securing a sizable market share is difficult due to fierce competition. While
the distribution of industry products is more conducive to consolidation activity and is therefore more concentrated,
production generally occurs on a smaller scale. According to Statistics Canada, more than 95.0% of all industry
establishments employ fewer than five people in 2021, demonstrating the extent of market fragmentation in the
industry. Still, within this context, some companies have acquired a notable market share and merit discussion.

Entertainment One Ltd.

  Market Share: 2.3%
  Entertainment One Ltd., also known as eOne, was initially a Canadian record and tape retailer and is now a global

leader in producing and distributing films, TV and music. The company offers more than 35,000 films and TV titles,
2,800 hours of TV programming and 45,000 music tracks. eOne is active in TV and film production and distribution.
Within production, it generates most of its revenue from TV shows. The company has exhibited losses on their film
operations, with revenue buoyed by their growing share of operations dedicated to TV production.

The company has expanded internationally over the five years to 2021. eOne acquired British animation studio
Astley Baker Davies and Sierra Pictures LLC in the United States in 2016. In addition, the company has developed a
robust music recording and publishing operation through the acquisition of Last Gang Records in the same year.
Still, the company has expanded its production presence over the past five years, but has emphasized international
development over domestic proliferation, decreasing the share of operations dedicated to the domestic industry.
Moving forward, eOne will likely remain focused on expanding the size of its business, likely resulting in continued
significant acquisition activities over the following five years.

While the company was listed on the London Stock Exchange prior to year-end 2019, in December 2019, Hasbro
Inc., a US toy, board game and entertainment company, acquired eOne; following the acquisition, eOne was
removed from the stock exchange listings, privatizing its financial information. As a result, although the company is
private and therefore does not release its financial information, IBISWorld estimates eOne will generate industry-
relevant revenue of $186.6 million in 2021, which is expected to be a strong recovery from the low experienced
during the COVID-19 (coronavirus) pandemic, when the company was limited from producing content over several
months in 2020.

National Film Board of Canada

  Market Share: 0.4%
  Created by an Act of Parliament in 1939, the National Film Board of Canada (NFB) is Canada's film and digital

media producer and distributor. The NFB serves as a federal government agency within Canadian Heritage, which
produces and distributes audiovisual products. Established by the National Film Act in 1950, the NFB has since
formed various partnerships with Samsung, BlackBerry Limited and Google LLC to offer NFB films via download-to-
own and video-on-demand services. Featuring over 3,000 productions, the NFB receives financial support from
Canadian Heritage for its film offerings that focus on Canadian history and values. Additionally, the company has
formed associations with VIA Rail, CBC/Radio-Canada and Historica Canada, which have enabled the company to
launch an interactive digital platform that lets train passengers in the Quebec City-Windsor area watch Canadian
programming for free.

The NFB does not limit its productions to a specific genre and consequently produces a wide range of films, which
include documentaries and animated films. Overall, the NFB strives to be a leader in the industry through creativity
and the use of digital media, with both English language and French language branches. The NFB is expected to
generate $35.0 million in production revenue over 2021. The board is not expected to experience a large revenue
decrease related to the COVID-19 (coronavirus) pandemic, as much of its budget comes from the federal
government, which was determined in advance.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The Movie, TV and Video Production industry in Canada
has been characterized by a medium level of capital
intensity over the five years to 2021. For instance, the
industry is expected to dedicate $0.22 in capital
investments for every $1.00 spent on wages in 2021, down
from $0.23 in 2016. The industry's mostly moderate level of
capital intensity reflects its reliance on depreciable assets,
including (but not limited to) software that assists with
computer animation and special effects in addition to long-
lived production assets. Moreover, since the industry's
production techniques are constantly evolving, the industry
grapples with high depreciation costs. This will continue
over the next five years as producers strive to adapt their
content to the many different screens on which consumers
now view content. Still, the decreasing price of most
computers and equipment during the current period has
decreased capital intensity over the past five years.

Conversely, the industry relies on specialized employees,
including TV scriptwriters, directors, producers, graphic
designers, make-up artists, set designers, lighting
specialists and actors. The presence of guilds and unions
has maintained high wage costs for the industry. The lack
of large-scale production companies has limited the extent
that operators can negotiate low-cost wages. However,
many production companies have outsourced some
operations to keep wage costs low. Additionally, many
movie, TV and video production companies hire employees
on a contractual basis, limiting wage costs. Therefore,
labour costs, which remain relatively high alongside
depreciation, work to stabilize the level of capital intensity
the industry endures.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Medium Rate of
Innovation

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

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.

Low Ease of Entry 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.

Very Low Market
Concentration

Very
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.

  Both the rate of new innovation and the concentration are in line with the average across all industries.

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 most relevant disruptive force regarding the Movie, TV and Video
Production industry in Canada is the popularity of online streaming.

With digital format film and TV content quickly becoming the new standard, new content libraries have been created in-
house. For instance, the Walt Disney Company has taken its proprietary content, e.g. its Marvel and Disney productions
and is now offering a new streaming subscription model for consumers called Disney Plus. This was established to
replicate Netflix Inc.'s business model, which is increasingly gaining influence concerning which operators are anticipated to
succeed in today's business environment. Operators with the ability to allocate their resources from new production to
acquired content for distribution are projected to thrive in the industry.

The level of technology change is    High

  Technological development is high and affects not only producers in the
Movie, TV and Video Production industry in Canada, but also the industry's
downstream consumers.

For instance, consumer technology has been driven on the basis of convenience, quality and choice. Production technology
has improved to meet these demands and has thereby expanded the possibilities of production software and hardware.

Consumer technologies
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High-definition (HD), ultra HD and 4K TVs have become a staple in many
households, with innovation in sound and picture quality enticing many
consumers to purchase TVs that can support channels and other
programming offered in HD quality.

Digital content streaming and storage solutions have solved many of the costly issues that previously plagued live HD
programming and delayed its mainstream acceptance. Advancements in TV hardware and software have also opened the
doors to new frontiers, including the development of 3D TV. Marginal costs associated with 3D TV production will be
assuaged in part by manufacturers of 3D TVs that want to encourage producers to make more content for consumers and
offset by consumers willing to pay a premium for 3D quality. Other HD TV technology, including UltraHD and 4K, provides
consumers with resolutions that are four times higher than standard HD, which may gain traction from consumers seeking
to replace their old TVs.

Another change to the industry as a result of technological advancement has been the increase in available TV channels. A
greater number of channels has created more airtime for TV shows, creating increased competition among TV producers.
While an increase in the amount of available airtime has led to numerous channels devoted to reruns, increasing revenue
for past productions, it has also enabled specialized channels to develop. For this reason, TV producers now have a higher
chance of getting their pilots on TV and commissioned to series. Conversely, the increased number of channels has
translated into tougher competition for viewers. New video formats, streaming and downloading capabilities via the internet,
video on demand and other technologies have increased the consumer's access to industry products, but these have also
posed a threat to future industry growth. For example, technology that enables users to fast forward, rewind and pause
programming can be detrimental to the industry overall by encouraging viewers to skip advertising, which may lower
advertisers' willingness to incur substantial fees for advertising in coveted time slots.

Production technologies

Camera technology advances have facilitated TV production over the past five
years.

Video playback has afforded directors a way to instantly view footage of scenes and determine whether a retake is
necessary. This feature has greatly cut down filming time. Shorter filming time means less time on location and lower wage
costs, keeping overall production costs lower than in previous years. However, the decline in production costs has incited
industry operators to produce larger volumes of TV shows to mitigate potential losses, which increases industry wages.
Plus, memory storage systems have become less expensive, smaller and more powerful, facilitating more complicated
video production operations. Essentially, solid state storage formats have lowered costs while driving increased operating
efficiencies.

Moreover, while many movie and film producers may outsource their pre- and post-production operations, some tackle this
process themselves, making editing software a crucial aspect of their activities. Popular software including Apple Final Cut
Pro, Adobe Premiere Elements, Cyberlink PowerDirector, Corel VideoStudio and Pinnacle Studio have widespread efficacy
and are used for different video applications. The type of software that an operator uses is based on what operating system
they are using and the final medium on which they are hoping to upload their material. While this industry is not concerned
with videos on the internet, similar editing software can be used for their purposes. Still, most operators use Adobe Inc. or
Apple Inc. software due to their user compatibility, convenience and range of functions. Most software is focused on
improving video quality, format conversion, a litany of playback options and synchronizing audio and visual components, in
addition to providing an array of plug-in options to augment these functions for specific purposes.

Revenue
Volatility

The level of volatility is    High
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  The Movie, TV and Video Production industry in Canada is generally
characterized by a high level of revenue volatility.

Structurally, many aspects of the industry lend themselves to stability. However, the production shutdown over 2020
caused by the COVID-19 (coronavirus) pandemic deeply cut into revenue over that year. Additionally, the associated
rebound in production over 2021, when combined with the contraction over 2020, sharply increased revenue volatility.
Revenue increased fairly consistently for the vast majority of the current reporting period, with the biggest uptick in revenue
occurring in 2021, in which industry revenue grew an expected 14.6% over the year. Conversely, the biggest decline in
revenue during the same period is anticipated to occur in 2020, as industry revenue is expected by IBISWorld to decrease
25.0%, as the pandemic affected the industry's ability to remain open and produce movie, TV and video content for
downstream consumers. Overall, industry revenue has fluctuated an average of 15.3% year-over-year over the five years to
2021, but this is drastically inflated by the volatility amid the pandemic. The industry's typically lower volatility is primarily
due to the industry's receiving government protection in the form of broadcaster quotas for the airing of domestic
productions, as well as its eligibility for provincial tax credits for production expenses. Additionally, the Movie, TV and Video
Production industry and its products are widely accepted by Canadian consumers.

Nevertheless, film viewing, particularly at movie theatres, represents a highly discretionary expenditure and is thus
influenced by consumer incomes and spending patterns. As a result, industry performance is affected by broader economic
changes such as consumer spending and per capita disposable income. Moreover, given the industry's inherent
seasonality, such as summer blockbusters as well as holiday releases, short-term changes in consumer spending can have
an outsize influence on the industry's overall performance in any given year.

In addition, volatility has increased in the industry in recent years due to an infusion of foreign investment as international
media companies have taken advantage of a weak Canadian dollar. Additionally, although the industry maintains
substantial government support and protection, regulators have scaled back content quotas and tax credits during most of
the current period, somewhat dampening demand for domestic production. However, with the recent implementation of the
Creative Canada policies in late 2017, regulation may work to further the interests of industry operators moving forward,
thereby diminishing revenue volatility over the next five years.

Regulation &
Policy

The level of regulation is    Medium and the trend is Increasing

The Movie, TV and Video Production industry in Canada is subject to
numerous regulations, such as the many tax credits that are offered to
industry operators across all Canadian provinces.

These tax incentives serve as an indirect regulator of the industry's operations, as they require operators to conform to
external stipulations. Outside of these guidelines, industry regulations are focused on protecting the domestic industry, as
Canada is one of the few nations worldwide that consumes more foreign content than domestic.

While many regulations affect broadcasters in particular, this trend simultaneously determines broadcasters' demand for the
film and TV programming offered by this industry. For example, the Broadcasting Act, implemented in 1991 by the
Canadian Radio-television and Telecommunications Commission (CRTC), aims to encourage the development of
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Canadian programs that reflect Canadian attitudes, opinions, ideas, values and artistic creativity. Plus, this regulation
requires TV licences to broadcast a certain percentage of Canadian programs over the course of the broadcast year,
including particular time periods of each broadcast day. To be considered a Canadian program, operators must meet the
following criteria, which includes that the producer is Canadian, most creative functions are being performed by Canadians,
a minimum of 75.0% of production costs are paid to Canadians and a minimum of 75.0% of post-production costs are paid
for services provided in Canada.

THE CRTC, TELEFILM AND CAVCO CERTIFICATION PROCESS

Telefilm Canada recognizes international co-productions that involve
Canadians as potentially able to access the rights and privileges of a fully
Canadian domestic production.

This is primarily done through the Canadian Audio-Visual Certification Office (CAVCO) of the Department of Canadian
Heritage, which administers tax credits for all international co-productions and certifies Canadian production companies that
apply for the Canadian film or video production tax credit.

Industry operators must enact myriad safety measures to keep actors and crew safe amid the COVID-19 (coronavirus)
pandemic. These include mask requirements, social distancing and quarantine policies, in addition to other measures
aimed at reducing the spread of the virus. Industry operators also were forced to shutter production for several months over
2020 at the beginning of the pandemic.

Industry
Assistance

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

Content quotasThe Movie, TV and Video Production industry in Canada is
ultimately supported indirectly by various domestic content quotas enforced
on domestic broadcasters.

rs. The Canadian Radio-television and Telecommunications Commission (CRTC), as part of broadcast licence agreements,
requires that traditional TV broadcasters devote 50.0% of their primetime hours to domestic content and that specialty TV
stations devote 35.0% of their total airtime to the same. The CRTC defines Canadian content on a point system, under
which a project earns points by having Canadians in key creative positions. Content quotas have likely been a critical
source of support for the industry, given competition from US media. Currently, a majority of the most popular TV programs
in Canada are US imports, while box office sales are dominated by foreign films. Ultimately, without the enforcement of
content quotas, the industry would have to contend with a much higher level of competition.

Netflix deal

In September 2017, as just one part of Creative Canada, a widespread initiative to encourage the production of domestic
content, the Canadian government announced an agreement with Netflix Inc. (Netflix) stipulating that the company must
spend at least $500.0 million on Canadian productions over the following five years. Importantly, Netflix cannot use money
spent to buy existing content as part of this quota, effectively fuelling the production of new content. To this end, the
Canadian government incentivized Netflix to use Canadian production facilities and employees through tax incentives,
including an exemption from corporate tax during the five-year period with the possibility of extension moving forward.
Therefore, while this is not a direct federal subsidy to industry operators, it will nevertheless work in favour of domestic
enterprises that garner contracts through Netflix in the coming years.

Federal tax credits

Outside of these indirect subsidies, federal and provincial governments also provide direct funding and tax incentives to
industry operators.

The Canadian Film or Video Production Tax Credit (CPTC) provides a tax credit to movie, TV and video producers that
employ Canadians. This tax credit not only applies to 25.0% of labour, but also covers a maximum of 15.0% of total
production costs. Other stipulations require industry operators to have at least 75.0% of post-production costs in Canada
and 75.0% of total production costs attributed to Canadian individuals. Furthermore, for companies that have a permanent
establishment in Canada and meet cost minimum requirements for production, the CPTC offers a tax cut of 16.0% of total
Canadian labour, which does not have a maximum. Moreover, the Film or Video Production Services Tax Credit (PSTC)
supports the production of films and TV programs that do not qualify as Canadian content. This tax credit is equivalent to
16.0% of a production's labour expenditures.

In addition, the Canada Media Fund (CMF), a public-private partnership funded in part through broadcaster contributions,
provides financing to domestic productions. The CMF was launched in 2010 by the federal government to respond to
changes brought about by new technologies and evolving consumer demand. The CMF has a mandate to support the
creation of Canadian convergent digital content across multiple platforms. According to the Canadian Media Producers
Association, CMF funding of $278.0 million in 2016 supported $1.3 billion in TV production that same year. In combination
with tax credits, the public sector accounts for a slim majority of industry financing.
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Alberta and British Columbia tax credits

In Alberta, the Alberta Media Fund provides a tax cut ranging from 25.0% to 30.0% of total production costs. This credit
requires industry operators to have a corporation either registered or incorporated in Alberta and excludes distributors and
broadcasters. In British Columbia, the Film Incentive BC Tax Credit provides a 35.0% tax cut for all qualified labour costs,
with a maximum of 21.0% of total production costs. Additionally, industry operators may receive a 12.5% prorated tax credit
if more than 50.0% of the BC principal photography days are filmed outside the Vancouver area. Further, industry operators
may receive a 6.0% prorated tax credit due to the distant location credit if they film in a prescribed area. The British
Columbia Production Services Tax Credit provides a tax cut in the form of 33.0% of total labour expenditures. The regional
credit applies a 6.0% prorated tax cut if more than 50.0% of the British Columbia principal photography days are outside the
Vancouver area. Also, British Columbia has a BC Digital Animation or Visual Effects Tax Credit.

Ontario and Quebec tax credits

In Ontario, the Ontario Film and Television Tax Credit applies to 35.0% of qualified Ontario labour, with regional tax credits
related to having principal photography shot outside the Greater Toronto Area. For first-time producers, there is an
additional 5.0% tax break for the first $240,000 spent on qualified Ontario labour. The Ontario Production Services Tax
Credit applies a 21.5% tax cut for production expenditures, including animation and special effects. The Quebec Film and
Television Production Tax Credit applies a 45.0% tax cut related to Quebec labour costs for companies that offer French
language and giant screen films. The Quebec Production Services Tax Credit applies to 20.0% of qualified Quebec
production expenditures. The Quebec Film and Television Dubbing Tax Credit applies to 35.0% of dubbing labour costs.
The Saskatchewan Film Employment Tax Credit is applicable to 45.0% of eligible labour, whereas Yukon Film Location
Incentives provide training, travel or Yukon spending rebates.

Manitoba and other province tax credits

In the province of Manitoba, the Manitoba Film and Video Production Tax Credit provides either a 45.0% tax cut for labour
relating to hiring individuals in Manitoba or 30.0% of total production costs. In New Brunswick, the New Brunswick
Multimedia Initiative applies a 25.0% tax break for all eligible New Brunswick expenditures. The Newfoundland and
Labrador Film and Video Industry Tax Credit applies to 40.0% of labour costs, with a maximum of 25.0% of total production
costs or $4.0 million. The Nova Scotia Film Industry Tax Credit applies to 50.0% of eligible Nova Scotia labour, in addition
to a 10.0% tax cut if principal photography is filmed outside the metro Halifax area. For production companies that have
their third film produced in Nova Scotia, the Frequent Filming bonus applies a 5.0% tax break on all eligible Nova Scotia
labour. The Nunavut Spend Initiative Rebate applies to 17.0% to 30.0% of eligible Nunavut expenditures.

COVID-19

The federal government has adopted several policies to help businesses nationwide in the wake of the COVID-19
(coronavirus) pandemic, including the deferment of income taxes owed between March 18, 2020 and August 31, 2020, in
addition to customs payments between March 27, 2020 and June 30, 2020. The Canada Emergency Wage Subsidy will
also support up to 75.0% of an employee's wages, up to $847.00 weekly, for employers that experienced a decrease in
gross revenues of at least 15.0% in March and 30.0% in both April and May. That program will be in place until at least
October 23, 2021. It has been proposed that this program continue until at least March 13, 2022.

The federal government is also making up to $50.0 million available to independent film production companies for the lack
of insurance due to stoppages in filming during the pandemic. Companies that qualify for these payouts can apply through
March 31, 2022, or whenever the funds are exhausted, whichever is first.
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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 4,970 2,125 13,511 13,412 32,348 N/A N/A 1,060 N/A 12.4
2013 5,841 2,833 14,966 13,860 32,926 N/A N/A 1,926 N/A 11.9
2014 6,565 3,185 15,294 14,425 35,677 N/A N/A 2,067 N/A 11.7
2015 7,464 3,458 15,895 15,014 39,483 N/A N/A 2,265 N/A 11.7
2016 8,341 3,962 16,133 15,704 43,668 N/A N/A 2,619 N/A 12.0
2017 9,041 4,162 16,767 16,157 48,086 N/A N/A 2,916 N/A 12.6
2018 9,304 4,132 17,446 16,699 49,966 N/A N/A 2,984 N/A 12.8
2019 9,562 4,269 17,436 17,092 53,102 N/A N/A 3,051 N/A 13.5
2020 7,173 3,250 17,979 17,564 44,037 N/A N/A 2,482 N/A 12.9
2021 8,221 3,771 18,218 17,934 48,428 N/A N/A 2,752 N/A 13.7
2022 8,953 4,074 19,145 18,812 51,984 N/A N/A 2,963 N/A 14.0
2023 9,404 4,271 19,841 19,489 54,394 N/A N/A 3,102 N/A 14.2
2024 9,639 4,387 20,398 20,043 55,908 N/A N/A 3,187 N/A 14.3
2025 9,964 4,526 21,023 20,658 57,669 N/A N/A 3,289 N/A 14.5
2026 10,258 4,650 21,612 21,243 59,291 N/A N/A 3,382 N/A 14.7

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Total
advertising

expenditure
(%)

2012 22.8 31.2 -0.56 -0.57 5.69 N/A N/A 37.7 N/A 2.47
2013 17.5 33.3 10.8 3.34 1.78 N/A N/A 81.7 N/A -4.04
2014 12.4 12.4 2.19 4.07 8.35 N/A N/A 7.34 N/A -1.69
2015 13.7 8.55 3.92 4.08 10.7 N/A N/A 9.53 N/A 0.00
2016 11.8 14.6 1.49 4.59 10.6 N/A N/A 15.7 N/A 2.56
2017 8.39 5.05 3.92 2.88 10.1 N/A N/A 11.3 N/A 5.00
2018 2.90 -0.72 4.04 3.35 3.90 N/A N/A 2.32 N/A 1.58
2019 2.77 3.30 -0.06 2.35 6.27 N/A N/A 2.24 N/A 5.46
2020 -25.0 -23.9 3.11 2.76 -17.1 N/A N/A -18.7 N/A -4.45
2021 14.6 16.0 1.32 2.10 9.97 N/A N/A 10.9 N/A 6.20
2022 8.90 8.02 5.08 4.89 7.34 N/A N/A 7.65 N/A 2.18
2023 5.03 4.82 3.63 3.59 4.63 N/A N/A 4.71 N/A 1.42
2024 2.50 2.72 2.80 2.84 2.78 N/A N/A 2.73 N/A 0.70
2025 3.37 3.17 3.06 3.06 3.14 N/A N/A 3.19 N/A 1.39
2026 2.94 2.72 2.80 2.83 2.81 N/A N/A 2.83 N/A 1.37

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 42.7 N/A N/A 154 21.3 2.39 32,759
2013 48.5 N/A N/A 177 33.0 2.20 58,495
2014 48.5 N/A N/A 184 31.5 2.33 57,948
2015 46.3 N/A N/A 189 30.3 2.48 57,356
2016 47.5 N/A N/A 191 31.4 2.71 59,982
2017 46.0 N/A N/A 188 32.3 2.87 60,637
2018 44.4 N/A N/A 186 32.1 2.86 59,715
2019 44.6 N/A N/A 180 31.9 3.05 57,448
2020 45.3 N/A N/A 163 34.6 2.45 56,353
2021 45.9 N/A N/A 170 33.5 2.66 56,829
2022 45.5 N/A N/A 172 33.1 2.72 56,994
2023 45.4 N/A N/A 173 33.0 2.74 57,036
2024 45.5 N/A N/A 172 33.1 2.74 57,006
2025 45.4 N/A N/A 173 33.0 2.74 57,031
2026 45.3 N/A N/A 173 33.0 2.74 57,044

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Canadian Media Producers Association
http://www.cmpa.ca

Motion Picture Association - Canada
http://www.mpa-canada.org

Commercial Production Association of Western Canada
http://www.cpawc.com

Independent Film & Television Alliance
http://www.ifta-online.org

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

Industry Jargon BLU-RAY
An optical disc format designed to display high-definition video and store large amounts of data.

PILOT
The first episode of a new TV series that is produced to test its appeal on a network and its target audience. If it is
received well, a series will be commissioned.

ULTRAVIOLET (UV)
A format that can involve a disc, or, alternatively, a download, that enables users to collect and access audiovisual
content.

VERTICAL INTEGRATION
Owning different parts of the supply chain, either in the form of backward integration, such as owning upstream
suppliers, or forward integration, such as owning downstream buyers.

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
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Total value of industry goods and services sold by Canadian companies to customers abroad.

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.

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

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

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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