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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:

· The Radio Broadcasting industry in Canada is expected to experience a significant drop in revenue in 2020 as
companies have quickly reduced their advertising budgets amid economic uncertainty. For more detail, please see
the Current Performance chapter.

· Despite the industry experiencing a long-term decline, it is expected to experience a temporary boost in revenue in
2021 as the economy recovers and coronavirus vaccines are distributed. However, the magnitude of this anticipated
boost depends on the speed of distribution of these vaccines. For more detail, please see the Industry Outlook
chapter.

· The industry has received specific assistance from the Canadian Radio-television and Telecommunications
Commission in the form of waived Part I and Part II licence fees. This enables radio broadcasters to reduce
operating costs in light of reduced revenue from advertising. For more detail, please see the Industry Assistance
chapter.
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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition The Radio Broadcasting industry in Canada consists of broadcasting stations, networks and syndicates that transmit

programming through AM, FM and satellite radio channels. The industry does not include operators that broadcast
content exclusively through the internet.

Major Players Bell Media

CBC

Rogers Media Inc.

Stingray Radio

Corus Entertainment Inc.

Main Activities The primary activities of this industry are:

Operating radio stations

Operating radio networks

Operating radio syndicates

Transmitting programming to the public, affiliates or subscribers

Producing entertainment, news, talk, business or religious broadcast media content

The major products and services in this industry are:

Adult contemporary

Modren rock/country

Mainstream/Top 40

Public radio

News/talk/sports

Classic rock/classic hits

Other
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Supply Chain

SIMILAR INDUSTRIES

Music Publishing in Canada TV Broadcasting in Canada Cable Networks in Canada Internet Publishing & Broadcasting
in Canada

Satellite TV Providers in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Radio Broadcasting in the US Internet Radio Broadcasting Radio Broadcasting in Australia TV & Radio Broadcasting in China

Radio Broadcasting in the UK      
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Industry at a Glance
Key Statistics

$1.6bn
Revenue

Annual Growth

2015–2020

-5.4%

Annual Growth

2020–2025

0.8%

Annual Growth

2015–2025

 

$87.7m
Profit

Annual Growth

2015–2020

-22.9%

  Annual Growth

2015–2020

 

5.5%
Profit Margin

Annual Growth

2015–2020

-9.8pp

  Annual Growth

2015–2020

 

815
Businesses

Annual Growth

2015–2020

3.1%

Annual Growth

2020–2025

-0.4%

Annual Growth

2015–2025

 

10,309
Employment

Annual Growth

2015–2020

-3.6%

Annual Growth

2020–2025

-0.6%

Annual Growth

2015–2025

 

$796.8m
Wages

Annual Growth

2015–2020

-4.1%

Annual Growth

2020–2025

-0.3%

Annual Growth

2015–2025

Key External Drivers % = 2015–20 Annual Growth

1.9%
Total advertising expenditure

-2.0%
Total vehicle-kilometres

3.8%
Number of fixed broadband
connections

2.1%
Number of adults aged 65 and
older

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Barriers to Entry

High / Steady

  Industry Globalization
Low / Increasing

MIXED IMPACT

  Revenue Volatility
Medium   Industry Assistance

Medium / Increasing

  Technology Change
Medium   Competition

Medium / Increasing

NEGATIVE IMPACT

  Life Cycle
Decline   Concentration

High

  Regulation & Policy
Heavy / Decreasing

 

Key Trends

 Operators have battled increasing competition for more than
a decade

 The pervasiveness of acquisition activity falls in line within
the broader industry structure

 Radio broadcasters have expanded the technological
infrastructure of traditional radio

 Local and independent radio stations are the most common
industry acquisition targets

 Commercials have been the primary source of revenue for
radio broadcasters

 Satellite radio is expected to become much more significant

 The industry's gradual decline has given way to an
onslaught of consolidation activity
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  High & Steady Barriers to Entry

  Medium & Increasing Level of Assistance

  Low Imports

  High Profit vs. Sector Average

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Decline Life Cycle Stage

  Low Revenue per Employee

   

OPPORTUNITIES

  High Performance Drivers

  Number of fixed broadband connections

   

THREATS

  Low Revenue Growth (2005-2020)

  Low Revenue Growth (2015-2020)

  Low Outlier Growth

  Low Revenue Growth (2020-2025)

  Total advertising expenditure
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Executive Summary Digital dilemma: Intensifying competition from podcasts and streaming
services will likely lead to a decrease in revenue

The Radio Broadcasting industry in Canada has been at the mercy of the constantly evolving entertainment space
for at least a decade. In particular, new methods of music consumption, such as on-demand streaming services,
have been the single greatest threat to the industry. While industry operators have combated this competition by
focusing more on value-added talk show formats, advertising dollars have consistently been routed to the digital and
TV entertainment realms, hurting the primary avenue of revenue generation. On top of the longer-term trends
affecting the industry, the COVID-19 (coronavirus) pandemic has led to businesses reducing their advertising
budgets to conserve funds amid economic uncertainty. As a result, industry revenue is projected to contract an
annualized 5.4% to $1.6 billion over the five years to 2020, with an expected contraction of 15.1% in 2020. Industry
profit, defined as earnings before interest and taxes, is expected to follow suit and fall from 15.3% in 2015 to 5.5% in
2020 as reduced industry revenue and relatively steady fixed costs negatively affect the industry profit margin.

The industry's gradual decline has given way to an onslaught of consolidation activity. The industry's largest players
have emphasized merger and acquisition activity as a primary catalyst for market share expansion, often acquiring
smaller stations to diversify programming content to reach new demographics or expand into new geographic
regions. Many smaller operators based in small communities are unprofitable and are susceptible to the same
competition that mires even the larger players.

Over the five years to 2025, the industry is expected to expand from its low revenue level in 2020, which was mainly
driven by the coronavirus pandemic. Thus, industry revenue is expected to receive a temporary boost in revenue in
2021 as the economy starts to recover since coronavirus vaccines are now available. However, radio broadcasters
are still expected to endure the detrimental influence of intensifying competition from podcasts, streaming services
and internet-enabled mobile devices. This will likely lead to a decrease in industry revenue after 2021. Although the
industry has undergone a series of mergers and acquisitions, the proliferation of individualized music services that is
outside the scope of the industry is expected to hinder industry expansion. Advertising expenditure via radio is also
expected to become a smaller segment of overall advertising expenditure as companies continue to shift their
marketing channels toward digital marketing. In response, radio stations are expected to develop new mobile apps
and give listeners the ability to listen with no advertisements by paying a recurring fee. The net effect of these
developments is that industry revenue is forecast to increase at an annualized rate of 0.8% to $1.7 billion over the
five years to 2025.
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Industry Performance

Key External
Drivers

Total advertising expenditure

Radio broadcasters rely on revenue from advertisers to fund their services. As the overall economy grows, major
companies will likely increase their advertising budgets. However, while advertising expenditure via radio accounts
for a small amount of total expenditure and is likely to become an even smaller proportion of advertising
expenditure, it is still a relevant method of advertising. Total advertising expenditure is expected to decrease in
2020, posing a potential threat to the industry.

 

Number of adults aged 65 and older

The population of senior adults is considered a significant demographic in terms of radio audience. Furthermore,
while younger demographics are more inclined to use alternative applications to stream music and receive news,
older demographics still use traditional media outlets, such as radio. As a result, the higher the percentage of the
population that is aged 65 years or older, the higher the potential is for a larger listener base. The number of adults
aged 65 and older is expected to increase in 2020, representing a potential opportunity for the industry.

 

Total vehicle-kilometres

The industry is affected by the amount of time people spend in their cars, since it frequently coincides with radio
listenership. Preinstalled satellite radio kits have also enabled mainstream adoption of new forms of broadcasting.
Total vehicle-kilometres, which can be used to approximate the total amount of time that Canadians spend in cars
and have access to radio, is expected to decrease in 2020.

 

Number of fixed broadband connections

The increasing presence of low-power radio stations, online-only radio and podcasting networks will likely create
additional competition for satellite and terrestrial radio broadcasters. Increasing broadband usage has expanded
consumers' interests in on-demand music and news services, many of which can be downloaded and listened to at
a later date. The number of fixed broadband connections is expected to increase in 2020.
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Current
Performance

Operators in the Radio Broadcasting industry in Canada have battled
increasing competition from podcasts, smartphones and at-home or in-
car streaming applications for more than a decade.

Although many prematurely prophesied the demise of the industry with the advent of these new technologies, radio
has survived over the five years to 2020. Radio stations largely depend on revenue from advertisers, and the
industry has used high-profile on-air talent, major promotional activities and its own mobile platforms to preserve its
relevance in an increasingly digital age.

However, these practices are far more difficult for smaller broadcasters to implement without substantial promotional
budgets. Major broadcasting networks have acquired some of these independent radio stations over the past five
years, thereby expanding market share while simultaneously providing smaller broadcasters with the funds
necessary to maintain a strong regional brand. The concentration of the industry has remained high over the past
five years as major broadcasters continue to absorb and rebrand struggling local stations in an effort to stave off
declining profit. While these longer-term trends were the main factors that affected industry performance between
2015 and 2019, the COVID-19 (coronavirus) pandemic is expected to weigh heavily on industry revenue in 2020.
This is due to businesses reducing their advertising budgets to conserve funds amid economic uncertainty. As a
result, industry revenue is expected to fall 15.1% in 2020. Industry profit, defined as earnings before interest and
taxes, is also expected to fall from 15.3% in 2015 to 5.5% in 2020 as reduced industry revenue and relatively steady
fixed costs negatively affect the industry profit margin. With external competition and the coronavirus pandemic
weighing in on the industry, IBISWorld estimates that industry revenue is projected to decrease an annualized 5.4%
to $1.6 billion over the five years to 2020.

CONSOLIDATION AMID CONTRACTION

Consolidation is typically endemic to mature and declining industries
because saturated markets prohibit widening profit without economies of
scale.

Accordingly, smaller and independent radio stations across Canada have been absorbed by larger companies that
often possess greater cash on hand to spread the declining profitability of individual radio stations. These
companies have the resources to purchase digital satellite capabilities, hire well-known personalities for radio
programs, promote major music giveaways and, most importantly, hold audiences large enough to entice major
advertisers. Ultimately, substantial resources offer a litany of expansionary options, including technological
innovation and acquisition, which benefits sizable operators.

Major Canadian media companies Bell Media Inc. and Rogers Communications Inc. have used their financial
resources, vast telecommunications presence and large profit to acquire stations across the country. Continued
acquisition activity is projected to place more radio stations under the control of a few dominant media



Radio Broadcasting in Canada February 2021

12 IBISWorld.com

conglomerates, furthering their dominance. Consequently, the number of industry establishments is expected to
stagnate at 1,261 facilities over the five years to 2020.

The pervasiveness of acquisition activity falls in line within the broader industry structure. Most stations generate the
majority of revenue from local businesses that pay to promote themselves over the airwaves. Small-market stations
have far fewer listeners than the major market stations in Montreal, Toronto, Vancouver and other metropolitan
areas, so their advertisers generally consist of small or regional businesses. Large radio markets have massive
audiences in geographic proximity, and advertising revenue is driven from both local businesses that can afford to
advertise over the air and national and international companies. Radio conglomerates that own a massive network
of stations in both small and major markets can charge substantial rates to major corporations to have their
advertisements aired across all their stations. Ultimately, the total advertising expenditure is expected to increase
0.6% over the five years to 2020. As a result of their bargaining power, consolidation has become an appealing
option because radio broadcasters have struggled to attract advertising dollars amid rising external competition.

EXPANDING RADIO'S REACH

The increasing prevalence of digital media platforms, such as podcasts,
music streaming services and personal music libraries, such as iTunes
and Amazon Music, has reduced the size of radio audiences.

As fewer people listen to terrestrial and satellite radio, advertisers have gradually shifted their focus away from radio
to capitalize on growing online audiences. In response, the industry has concentrated its focus on the demographics
that tune in the most, particularly older audiences that listen to talk radio. As a result, major broadcasters have
purchased struggling independent music stations and made major format changes toward talk, sports and politics at
peak hours. Industry employment has declined an annualized 3.6% to 10,309 workers over the five years to 2020,
partly in response to the restructuring and consolidation of existing radio stations to adapt to an evolving consumer
base. In addition, the pandemic has led to layoffs in 2020 as radio stations seek to reduce operating costs amid
reduced revenue.

Along with genre alterations, radio broadcasters have continually expanded the technological infrastructure of
traditional radio. Many radio stations are adopting high-definition (HD) radio capabilities, which enables these
establishments to transmit digitally with far greater audio clarity. This technology improves the quality and strength of
radio signals, thus increasing the reach of radio station transmissions. Mobile devices, such as smartphones and
mobile devices, can receive these digital signals. This innovation has improved accessibility. Many of the industry's
most popular talk programs, which have traditionally aired on AM frequencies, are being simulcast to FM channels
that are capable of broadcasting content in HD quality. As a result, HD radio has boosted the attractiveness of radio
to advertisers and consumers alike. Nonetheless, traditional radio listenership has been falling among all age groups
and this contraction has been indicative of broader industry decline.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Median age of
population

(Years)
2011 2,278 1,511 1,231 624 14,022 N/A N/A 1,071 N/A 40.0
2012 2,241 1,497 1,172 603 13,664 N/A N/A 1,052 N/A 40.1
2013 2,184 1,465 1,225 629 13,639 N/A N/A 1,025 N/A 40.3
2014 2,107 1,377 1,252 638 13,011 N/A N/A 993 N/A 40.5
2015 2,107 1,378 1,263 698 12,409 N/A N/A 983 N/A 40.7
2016 2,055 1,330 1,251 773 11,919 N/A N/A 940 N/A 40.7
2017 1,980 1,278 1,262 781 11,635 N/A N/A 911 N/A 40.8
2018 1,977 1,287 1,285 797 11,664 N/A N/A 916 N/A 40.8
2019 1,879 1,222 1,267 817 11,412 N/A N/A 893 N/A 40.8
2020 1,595 943 1,261 815 10,309 N/A N/A 797 N/A 40.9
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Industry Outlook
Outlook Over the five years to 2025, the Radio Broadcasting industry in Canada is

expected to expand from its 2020 revenue level, which is considered to be
a low base figure as a result of the COVID-19 (coronavirus) pandemic.

As a result, a temporary boost in revenue is initially expected in 2021 as the economy starts to recover and
companies start to increase their advertising budgets. Furthermore, the boost is contingent on the magnitude of the
economic recovery in 2021, which is itself contingent on the widespread distribution of the coronavirus vaccines.
However, once this boost occurs, the industry will likely endure intensifying competition from the same online
streaming radio, podcasts and portable music players that have been the primary catalyst behind the contraction of
industry demand between 2015 and 2019. Although the industry's largest stations have consolidated operations and
expanded technologies to preserve advertising revenue, the proliferation of individualized music outlets external to
the industry will likely continue to deprive the industry of revenue generation prospects. Ultimately, IBISWorld
forecasts that industry revenue is expected to increase at an annualized rate of 0.8% to $1.7 billion over the five
years to 2025 as the anticipated temporary boost in revenue in 2021 offsets the decline expected in the following
years. In addition, the industry profit margin is expected to increase from its unusually low level in 2020 during the
outlook period, assuming no further economic downturns occur.

INDUSTRY CONSOLIDATION AMID CONTRACTION

Local and independent radio stations are the most common industry
acquisition targets because they can often provide major radio networks
with additional exposure in isolated and niche markets.

Large businesses that seek to purchase advertising slots can be charged higher premiums for airtime that reaches a
comprehensive list of markets across the country, benefiting major industry operators over independent stations.
Additionally, a major radio company that owns many radio stations across the country can operate just one
advertising sales force that covers its entire station list, boosting the profitability of smaller stations in its portfolio to
offset the otherwise comparatively lower returns. For this reason, many small-market radio broadcasters may find it
desirable to be acquired by a major radio network. The centralization inherent in being owned by a major company
could drastically reduce the station's operating costs.

However, some independent radio stations may resist acquisition offers, since many stations must flip formats,
rebrand their product, change their programming or have their staff downsized as a condition of being acquired.
Steady acquisition activity is projected to result in a slight decline in industry employment at an annualized rate of
0.6% to 10,000 workers over the five years to 2025. Similarly, while there will likely be new entrants to the industry,
consolidation will likely result in enterprise decline. The total number of industry enterprises is expected to fall slightly
at an annualized rate of 0.4% to 798 companies over the five years to 2025.

COMMERCIAL-FREE RADIO

Historically, commercials have been the primary source of revenue for
radio broadcasters.

However, online music-streaming platforms have emerged with potential alternatives to commercial breaks. Free
music-streaming services, such as Pandora, Spotify and iTunes Radio, offer a more personalized experience than
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traditional radio, wherein consumers enter their music preferences and over time, the service customizes itself
based on their tastes. These services may still interrupt the listener's music with advertisements, but commercial
interruptions can be eliminated entirely with the purchase of a premium monthly subscription at a low cost, providing
the companies with an alternative source of revenue. Total advertising expenditure is expected to increase over the
five years to 2025 as a result. Advertising will likely continue to remain the dominant revenue stream for radio
stations, but more broadcasters are expected to introduce their own complimentary mobile phone apps that offer
similar commercial-free benefits to listeners to offset the decline in conventional broadcasts. All in all, operators must
learn to adopt new revenue streams or limit advertising space at a price premium to maintain revenue levels.

SATELLITE RADIO

Satellite radio provides a similar experience to traditional radio as
customers can listen to satellite radio using mobile apps, desktop
computers, built-in car systems and at-home radio devices.

Satellite radio consumers must pay a subscription fee for access to content, although commercial breaks, while
limited, still exist across most satellite channels.

Nevertheless, satellite radio is expected to become much more significant. Satellite radio's dual revenue streams of
advertising and subscription fees have provided North American broadcasting company Sirius XM Radio Inc. major
revenue opportunities. The stability of this business model enables satellite radio broadcasters to combine
resources and cut down on redundant programming and overhead costs, leading to relatively higher profit margins.
Also, the reliability of satellite reception is much higher than the transmission radius of traditional transmitters.

Furthermore, since satellite radio provides a large range of channel options, the channels available to subscribers
can be less generalized and more nuanced to fit niche markets. Stations that were once considered no longer
financially justifiable on the limited AM/FM spectrum, such as oldies, classic spoken word programming, album-
oriented rock and other formats, are now available in high-definition sound. Additionally, since satellite channels are
not available to the public, subscribers have access to many exclusive adult talk and uncensored comedy channels,
which would otherwise not pass public broadcasting censorship laws. These added benefits will likely make satellite
radio a highly lucrative growth opportunity for the industry over the next five years which is expected to stymie more
profound contraction.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Median age of
population

 (Years)
2020 1,595 943 1,261 815 10,309 N/A N/A 797 N/A 40.9
2021 1,771 1,069 1,260 813 10,642 N/A N/A 835 N/A 41.1
2022 1,742 1,085 1,252 811 10,465 N/A N/A 821 N/A 41.3
2023 1,713 1,068 1,243 807 10,297 N/A N/A 808 N/A 41.5
2024 1,687 1,052 1,234 803 10,146 N/A N/A 796 N/A 41.7
2025 1,661 1,036 1,225 798 10,000 N/A N/A 784 N/A 41.9
2026 1,638 1,022 1,213 791 9,855 N/A N/A 773 N/A 42.1
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

Many smaller stations are being absorbed by major broadcasting companies

Companies have struggled to grow broadcasting revenue

IVA is declining amid a growing economy

The Radio Broadcasting industry in Canada is in the declining phase of its industry life cycle, characterized by
revenue contraction, shrinking profit, rising competition and consolidation activity among existing players. Industry
value added (IVA), a measure of an industry's contribution to the overall economy, is expected to decrease at an
annualized rate of 2.8% over the 10 years to 2025. Comparatively, during the same period, Canadian GDP is
expected to increase at an annualized rate of 1.8%, indicating that the domestic Radio Broadcasting industry will
likely trail the pace of the overall economy.

IBISWorld estimates that this industry is in the declining stage of its life cycle as a result of continued reductions in
revenue and employment numbers. While some factors indicate a mature industry, such as establishment
stagnation and static markets, the long-term revenue contraction of the industry is a more evident indication of its
future. This industry is expected to experience continually increasing competition from other forms of broadcast
media over the five years to 2025. During this period, radio audiences are projected to continue the shift to other
types of media due to increasing alternatives in the car and at home.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Key Selling Industries
1st Tier

Advertising Agencies in Canada

Consumer Electronics Stores in Canada

2nd Tier

Music Publishing in Canada

Communications Equipment Manufacturing in Canada

Audio & Video Equipment Manufacturing in Canada

Retail Trade In Canada

Products & Services

  MUSIC PROGRAMMING

The Radio Broadcasting industry in Canada has historically focused
heavily on music, comprising 68.6% of listenership in 2020.

When the industry first emerged in the early 20th century, radio stations offered a diverse array of entertainment
formats, including serial dramas, romances, thrillers, horrors, comedies and live big band concerts. As the
proliferation of TV throughout the 1940s and 1950s heralded the demise of much of the industry's scripted content,
the music format has come to dominate the industry's programming, although this trend is slowly losing salience
amid rising external competition from music consumption services. Due to the high audio quality of FM broadcasts
compared with AM radio, music is the main offering of most FM radio stations.

Over the five years to 2020, modern rock and country, adult contemporary and classic rock remain the most popular
genres on the radio. Shifts in radio genre programming vary with consumer tastes, and it is not uncommon for major
stations to flip formats in response to waning consumer interest in certain styles of music. Over the five years to
2025, music programming is projected to continue declining in favour of sports, news and political talk programming,
which do not have sufficient online substitutes compared with music consumption.

NEWS AND TALK

Public radio, which typically features regular hosts, discussions of topical
issues, guest interviews and listener participation, has been growing in
popularity in recent years.

This type of programming is estimated to account for 16.9% of listenership in 2020. Radio broadcasters have shifted
away from music formatting, which is waning in popularity among younger audiences, toward talk radio programs
that remain popular among older listeners which comprise the largest market for the industry. News, talk and sports
radio is estimated to account for 10.4% of listenership in 2020. There is increasing competition for talk radio through
online platforms such as podcasts, but the industry has continued to invest in its news, talk and political segments
over the past five years, particularly in underserved areas. Popular talk radio programs include Prime Time Sports
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and The Roy Green Show, among others, which represent talk, sports and politics programming, respectively. The
advent of uncensored satellite radio has increased the number of unconventional talk programming over the past
five years, but censorship and decency standards over traditional radio have largely eliminated the shock jock and
adult content from public AM and FM airwaves.

OTHER

The industry also holds a range of miscellaneous programming that exists
in small quantities throughout the country.

This segment is estimated to account for 4.1% of listenership in 2020. Religious programming, world music, jazz,
college radio, weather and emergency alert stations represent the remaining radio services. Although these stations
are individually small components of the industry's programming, these programs are more likely to retain their
audiences because they are largely underserved or otherwise niche markets.

Demand
Determinants

Demand for the Radio Broadcasting industry in Canada largely depends
on consumer preferences, which have a major effect on advertisers'
willingness to spend money on radio advertising.

Consumer engagement with radio has waned over the past decade as a result of increasing competition from online
streaming content, on-demand music services and mobile applications, podcasting, campus radio stations and other
noncommercial community broadcasts. Plus, the widespread availability of integrated audio docks, chargers and
applications preinstalled in automobiles has drastically reduced the likelihood of consumers listening to traditional
radio broadcasts on the road, which has historically been a stronghold of listenership for the industry. Since radio
listenership in cars represent a crucial aspect of industry demand, these alternative services pose a substantial
threat to the industry's continued relevance in the digital era. Furthermore, the evolving automobile technologies
have not reflected the interests of the industry, opting to deliver more sophisticated and individualized media
experiences that lie outside the scope of the industry.

Since consumers are increasingly using alternative platforms to listen to music, the industry has shifted its focus
away from standard programming formats, such as top 40, adult contemporary and classic rock, toward nonmusic
talk formats, such as news, sports, politics and hot talk. Satellite radio, however, has provided a vast ecosystem of
channels to maintain the industry's relevance as a destination for music consumption. Unlike AM and FM channels
that may be limited by strictly regimented playlists and hourly formats, satellite stations are typically more flexible
with their lineups of niche music offerings. Satellite stations have an eclectic range of genres outside of conventional
radio's purview including album-oriented rock, progressive rock, oldies, world music and limited-time channels
dedicated to specific artists, live recordings, one-hit wonders, B-side tracks or holiday music. As a result, satellite
radio has supported industry demand.

Major Markets

  In the Canadian Radio Broadcasting industry, the total listening audience
for conventional radio broadcasts has declined over the past decade
across all age groups.

  LISTENERS AGED 17 AND YOUNGER
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Teenagers, for example, have never historically represented a dominant
share of the radio audience, and the decline in audiences younger than 17
has been slightly more pronounced compared with the decrease in
listeners between the ages of 18 to 34.

Although listeners aged 17 and younger represent only 4.8% of the industry's audience in 2020, broadcasters must
consider them as their consumer behaviour ultimately will likely affect the industry in the long-term. Programming
schedules are often designed to attract younger listeners, with top 40, country, hip hop and electronic dance music
programming frequently dominating weeknight and weekend rotations.

LISTENERS AGED 18 TO 34

Adults between the ages of 18 and 34 represent 21.8% of the industry's
audience in 2020.

As a percentage of total listeners, this segment could potentially decline the most over the five years to 2025. With
an increasing number of audio devices and streaming content services built into automobiles, this segment of the
industry's audience is vulnerable to technologies that may pull listeners away from standard radio broadcasts. Since
younger listeners may be more likely to adopt new technology, the industry could experience significant declines in
audience numbers if this demographic continues transitioning to alternative music consumption services, such as
Spotify, Pandora and other mobile services.

LISTENERS AGED 35 TO 49

Daytime radio broadcasts are most popular among adult audiences.

News, political and hot talk formats remain popular among this segment, particularly those that have access to the
radio during work hours. As a result, adult listeners aged between 35 and 49 years old represent 25.2% of the
industry's total listening audience in 2020. Similar to younger audiences, listeners in this age bracket have reduced
their total average listening time in recent years, but older listeners nevertheless remain a significant percentage of
the industry's audience since their listenership rates have declined at a slower pace in comparison. These
demographics are also less likely to switch from conventional radio to online streaming in comparison.

LISTENERS 50 AND OLDER

Listeners in over the age of 50 make up a significant proportion of radio's
weekly reach composition, making up an estimated 48.2% of listeners in
2020.

Further breaking it down, 25.8% of listeners are between the age of 50 and 64 while 65 or older makes up the
remaining 22.4% of listeners. Within this segment, news/talk shows are the top format that listeners tune into. As
with other older demographics, listeners within this category are less likely to switch from conventional radio to
online streaming in comparison. Furthermore, listening typically takes place at home or in the car.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Radio Broadcasting industry in Canada provides content over the airwaves primarily to domestic audiences.
Although some satellite and terrestrial signals may be distributed to international markets on a limited basis, the
industry does not formally account for any international distribution of broadcast content since it is a service industry.
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Business
Locations

  According to the latest data available from Canada Business Patterns, industry broadcasters are overwhelmingly concentrated in
populous provinces. Since conventional radio transmitters are limited to the physical range they can achieve to produce clear
sound, location is a crucial facet of an enterprise's business model. Ontario alone is expected to house 36.5% of industry
establishments in 2020, followed by Quebec, which contains 19.1% of establishments, due to their outsize share of the population.
British Columbia and Alberta hold a respective 14.1% and 10.8% of industry establishments in 2020. The remaining industry
establishments are scattered among the other provinces and are generally correlated with each province's population density.

Ontario, Quebec, British Columbia and Alberta are traditionally the most heavily populated provinces in Canada, and their larger
potential audiences are expected to naturally attract a greater number of broadcasters. The top four provinces combined account
for an estimated 80.5% of industry establishments and hold an estimated 86.5% of the country's population in 2020. Historically,
broadcasters were based in larger metropolitan areas to better serve major markets and the large advertisers within these areas.

However, in recent years, radio stations have spread beyond major metropolitan areas without any loss in broadcasting reach.
With the help of online streaming platforms, many local and national radio stations alike can now reach even greater audiences
despite the potential limitations of their AM or FM signal. As a result, the number of industry establishments across some of the
country's smaller provinces has increased modestly.



Radio Broadcasting in Canada February 2021

20 IBISWorld.com



Radio Broadcasting in Canada February 2021

21 IBISWorld.com

Competitive Landscape
Market Share
Concentration

Concentration in this industry is    High

Although independent broadcasters and major broadcasting networks vary in size, the eight of the largest
companies in the Canadian Radio Broadcasting industry are estimated to generate 69.1% of revenue in 2020, which
signifies a consolidated industry. The industry is dominated by several large enterprises that own several stations
across many major radio markets, enabling them to charge premium advertising rates to companies seeking access
to multiple cities. As a result, profit among the industry's largest operators tend to be significantly higher than those
of independent stations. Generally speaking, independent radio stations create content that is targeted at audiences
in a single local or niche market. As a result, many radio stations are individually owned and operated. Lending
further evidence is the proportion of employing to nonemploying establishments. According to Statistics Canada,
27.4% of all industry establishments are considered nonemployers in 2020, which implicitly limits the size and scope
of these operations. Furthermore, 98.4% of all employing establishments employ fewer than 100 people and 44.4%
employ fewer than 10 people in 2020, demonstrating the prevalence of small operators in this industry. These
broadcasters typically endure much more difficulty generating revenue from local sponsors, since their target
audiences are generally far smaller than in major markets. In contrast, larger companies can syndicate popular radio
shows to local radio stations and affiliates to attract listeners, thereby increasing the potential audience advertisers
can target at a significant cost. Increased acquisition among the industry's largest broadcasters has kept the
industry's market concentration at high levels over the five years to 2020 and is expected to increase the industry's
market concentration over the five years to 2025.

Key Success
Factors

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

Ability to quickly adopt new technology:
Radio broadcasters benefit from technology breakthroughs that improve the range of their broadcast and the sound
quality of the audio transmission. These technologies include satellite signals, digital transmission and in-band on-
channel transmissions.

Ability to attract local support/patronage:
Radio station advertising revenue depends on the size of a station's audience and the geographic outreach of the
broadcaster. Even in small markets, advertising is immensely important to connect local businesses with the radio
audience.

Access to multiskilled and flexible workforce:
The industry's largest radio shows require major radio personalities, highly skilled teams of producers, board
operators and other on-air talent. Popular shows featuring big-name talent and guests are expected to greatly
increase the size of the listening

Close monitoring of competition:
Responding to the promotional activities and overall demand for competing stations and other entertainment media
is vital for continued success.

Ability to vary services to suit different needs:
Radio programming must frequently change and evolve with consumer tastes. Talk radio, for example, has
remained a historically successful component of radio, while genres of music programming vary in popularity.
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Cost Structure
Benchmarks

  Profit

Industry profit, defined as earnings before interest and taxes, is
expected to account for 5.5% of revenue in 2020, decreasing from
15.3% of revenue in 2015. While longer-term trends in advertising are
partially to blame for the profit margin decline, the COVID-19
(coronavirus) pandemic has led companies to reduce advertising spend
in 2020, leading to a surplus of open advertising timeslots at reduced
rates. However, industry operators still have fixed costs that they must
incur to operate. As a result of reduced revenue and relatively steady
costs, the industry profit margin is expected to fall significantly over
2020. Industry profitability is expected to increase slightly over the five
years to 2025, as 2020 represents a low base level from which the
industry is expected to recover from as companies eventually increase
their advertising spend. However, downward pressure on industry
profitability will still be a concern as radio broadcasters continue to
adapt to competition with internet radio, mobile platforms and other
alternative media outlets. Larger operators tend to achieve higher
operating profit than the industry average due to their systems
integration, superior resources and economies of scale. With revenue
coming from an entire network of stations rather than one independent
station, the industry's largest companies can achieve profit that is
significantly higher than the industry average.

 

  Wages

Radio broadcasting is heavily dependent on human labour. As a result,
wages are projected to account for an estimated 50.0% of industry
revenue in 2020. Employees are vital to show preparation, station
programming, marketing and hosting shows. In 2015, wages accounted
for an estimated 46.6% of industry revenue, indicating that the
industry's dependence on labour has increased over the five years to
2020. However, radio stations have cut back on total employees and
average wages as a result of software that has reduced the number of
labour hours required to program broadcasts.
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  Purchases

Purchases are anticipated to comprise 21.4% of industry revenue in
2020, up from 17.7% of revenue in 2015. Radio stations typically spend
money on various studio equipment, such as mixers, consoles,
processing equipment, cabling, microphones and other systems. Music
licensing costs are also significant.

 

  Marketing

Radio broadcasting companies generate revenue almost entirely from
advertising partnerships. The industry is anticipated to spend 9.9% of
revenue on marketing its events in 2020, which are typically sponsored
by major advertisers. This represents long-term stability in marketing
endeavours as the industry competes with substitute products and
services.

 

  Depreciation

Depreciation costs are expected to account for 3.7% of industry
revenue in 2020. The industry is fairly capital intensive, requiring a
large amount of equipment to create and distribute audio content over
the airwaves.

 

  Rent

Rent is estimated to account for 3.9% of industry revenue in 2020,
reflecting the studio space required to broadcast radio programs.
Broadcasters have relatively high rent costs due to the need for
elevated spaces in urban areas that are capable of transmitting radio
signals to customers.
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  Utilities

Utilities are estimated to account for 2.0% of industry revenue in 2020.
This category composes of expenses related to electric power, water
and heat.

 

  Other Costs

In 2020, the remaining 3.7% of industry revenue is dedicated to
miscellaneous expenses, such as regulatory, legal and administrative
costs, craft services and transportation for guests. Furthermore,
satellite-based broadcasters must pay the costs associated with
satellite broadcasting technology and transmission.

 

Basis of
Competition

Competition in this industry is    Medium and the trend is Increasing

  Competition in the Radio Broadcasting industry in Canada is higher than
ever since the advent of myriad substitute services for music
consumption, primarily satellite radio and internet-streaming services.

Operators endure internal and external competition that encourages innovation and the incentive for companies to
remain on the cutting edge of technological advancement.

INTERNAL COMPETITION

Internal competition for an industry broadcaster depends on the size of
the station's existent and potential market, the number of competing
broadcasters within their target market and the demographics of the
desired audience.
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For instance, radio stations that target the teenage demographic are better suited to market dominant radio
personalities, celebrity interviews and guest appearances by popular musicians. These broadcasters must pay
careful attention to emerging genres, emerging artists and even trends that may be on the decline to maintain
market share. This is particularly important when courting advertisers, since negotiating major sponsorships will
likely be far easier for broadcasters that consistently boast the highest ratings.

In addition to content, radio broadcasters use technology to separate themselves from competing stations. Online
streaming, high-definition audio and mobile phone apps are standard technologies that broadcasters use to draw
audiences away from other stations that may otherwise play very similar music. Satellite radio has more readily
adapted to these changes and has also developed extensive lineups of many celebrity hosts and diversified content
across its music platform.

EXTERNAL COMPETITION

This industry competes with many forms of audio and visual media,
including TV, film and the internet for the attention of target audiences
and advertisers.

Portable music devices and streaming internet radio have been steadily growing threats to the industry, and
preinstalled hardware that supports these devices has increasingly marginalized the use of traditional radio in cars.
Millions of potential radio listeners have access to their personal music libraries, inundated with only their particular
tastes, which can be accessed with no commercial interruption. Although these technologies remain less popular
among older drivers, younger drivers, which once dominated the audience for radio, are increasingly using these
external technologies. In response, broadcasters have begun to stream their programs online and offer free mobile
apps to make their broadcasts more accessible to younger audiences.

Barriers to
Entry

Barriers to Entry in this industry are    High and the trend is Steady
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  While upfront costs for establishing a radio station are
minimal, several regulations must be closely followed to
broadcast in the Canadian Radio Broadcasting industry.
First and foremost, the Canadian Radio-television and
Telecommunications Commission (CRTC) has substantial
oversight of the industry and can control the total
allotment of broadcasting licences, thereby restricting
industry participation. Created in 1968, the CRTC and the
subsequent Broadcasting Act of 1991 were established to
create a regulatory environment that would foster radio
communication standards and strengthen the cultural
fabric of the country's radio industry.

Furthermore, the most infamous of the industry's barriers
is the CRTC's Music, Artist, Performance and Lyrics
(MAPL) system. MAPL is a federal quota mandating that
a percentage of radio broadcasters' musical selections
fulfill at least two of the following criteria, which include
that music is written by a Canadian, the song is performed
by a Canadian, the song was recorded in Canada or the
lyrics were written by a Canadian. These content laws,
often called CanCon laws, may discourage new
broadcasters from entering the industry, particularly if
their musical content heavily favours genres that may not
be particularly popular in Canada. This is especially true
for new mainstream or pop stations, which
overwhelmingly rely on US music.

Consumer loyalty can act as another barrier to entry for
new broadcasters. Listeners are often loyal to existing
stations and most major radio markets are dominated by
popular top 40 and talk radio formats that have
established audiences. These stations have likely
achieved a high market share and are enormously
popular due to their major radio personalities, ability to
attract celebrities for on-air performances and other
benchmark bits that are popular with listeners.
Prospective entrants to the industry must form these
relationships from scratch, and, in many cases, smaller
stations may simply purchase prerecorded show prep,
stingers and other radio effects from outside of the
industry. Essentially, while individualization and diversity
are essential to performing well in this industry, many
consumers grow accustomed to their pre-established
preferences.

Barriers to Entry Checklist

Competition Medium  

Concentration High  

Life Cycle Stage Decline  

Technology Change Medium  

Regulation & Policy Heavy  

Industry Assistance Medium  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  Due to the service-based nature of radio, globalization for the Radio Broadcasting industry in Canada is very low.
Most operators in this industry earn the majority of revenue from domestic activities, border regions in the United
States, or, in some cases, are Crown corporations that have no business interests outside of Canada.

However, one notable exception is the operators that stream their content online. For example, iHeartMedia Inc. is a
US mass media company that provides many forms of audio and visual broadcasting and streaming content across
the globe. The increasing popularity of satellite radio and online streaming services may provide further
opportunities for Canadian broadcasters to expand their reach to audiences beyond Canadian borders. Although
Canadian radio broadcasting is still largely a domestic activity, these new streams of media distribution will likely
increase the industry's global presence over the five years to 2025.
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Major Companies

Major Players Bell Media Inc.

Market Share: 18.4%

  Bell Media Inc. (Bell Media) is the mass media subsidiary of BCE Inc. (BCE), a major telecommunications and
media company that offers telephone, internet and media services based in Toronto. Originally established in the
late 19th century as Canada's primary telephone service by federal mandate, the telecommunications industry has
since been deregulated, and BCE has become a fully privatized telephone company. BCE's dominance over the
telephone industry eroded due to major federal telecommunications deregulation in the 1980s. The company has
since overhauled its main strategy away from traditional landlines, routing resources to its internet service provider
and wireless data services. BCE now offers satellite TV, fibre-based internet, wireless phone services and other
telecommunications services to satiate an evolving consumer landscape. In 2019 (latest data available), BCE
earned $24.0 billion in revenue.

In 2010, BCE began a second round of major restructuring that would ultimately shift much of the company's
interests to mass media and broadcasting. BCE formally introduced its broadcasting arm, Bell Media, in 2011, and in
2012, the company had entered into an agreement to acquire Montreal-based broadcaster Astral Media for an
estimated $3.4 billion, which was approved by regulators in 2013. This gave Bell Media ownership to 84 radio
stations in 50 markets. This has enabled Bell Media to become the largest private-sector radio broadcasters in the
country. The company currently operates 109 radio stations, including the iHeartRadio Canada brand, in 58 markets
across Canada.

Financial performance

While only operating in the industry as Bell Media, the company has led the widespread investment in Canadian
broadband networks, establishing an infrastructure that will likely benefit them for years to come. The company's
continued investment in services that are external to the industry has offset the losses in its radio operations. In
addition, the COVID-19 (coronavirus) pandemic is expected to exacerbate this decline as companies have reduced
their advertising spend, especially with regard to radio. As a result, the company's industry-relevant revenue is
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projected to decrease an annualized 6.5% to $294.0 million over the five years to 2020. Furthermore, the company's
operating profit, measured as earnings before interest and taxes, is forecast to decline at an annualized rate of
25.3% to $22.9 million, as a decrease in the company's profit for its radio operations is expected as external
competition continues to affect the industry, forcing profitability downward.

 
Bell Media Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 410.8 N/C 98.5 N/C
2016 397.1 -3.3 95.2 -3.4
2017 372.6 -6.2 70.1 -26.4
2018 372.6 0.0 72.8 3.9
2019 347.1 -6.8 59.7 -18.0
2020 294.0 -15.3 22.9 -61.6

Source: Canadian Radio-Television and Telecommunications Commission
Note: *Estimates

Canadian Broadcasting Corporation

Market Share: 16.9%

  The Canadian Broadcasting Corporation, or CBC/Radio-Canada (CBC), is a Canadian Crown corporation that
serves as an online and traditional, TV and radio broadcasting service. As a Crown corporation, CBC receives
federal funding and commercial revenue to preserve the company's relevance within the economy and provide
essential services to Canadians. CBC is the oldest broadcasting network in Canada, having broadcasted its first
radio newscast in 1933. CBC operates numerous radio stations, such as CBC Radio One, CBC Music, Ici Musique
and Radio Canada International. Furthermore, CBC is the only national broadcaster to offer programming in English,
French and eight aboriginal languages.

The corporation is governed by the Broadcasting Act of 1991, which states that it is in the national interest to have
an autonomous, yet federally funded, public broadcasting service. Included in the Broadcasting Act's stipulations for
CBC are expectations that it should be broadcasting distinctively Canadian content. This content should reflect
national and regional characteristics, contribute to the exchange of Canadian cultural expressions, have both
English and French programming of equal quality and ultimately be made available across the country. Included in
its other media services are news, TV programming, online content and children's programming.

Financial performance

CBC often does not collect enough advertising revenue from its private sector partners to turn a profit through radio
activities alone. Hence, the company has been unprofitable for the majority of the five years to 2020. However, CBC
continues to maintain a prominent role in the Canadian media spectrum through federal injections of cash, which
support the company and the government's goal of maintaining CBC's relevance in broadcasting. Due to federal
government funding, the coronavirus pandemic is not expected to affect CBC as much as private radio
broadcasters. IBISWorld estimates that industry-specific company revenue will decrease at an annualized rate of
0.5% to $270.1 million over the five years to 2020. In addition, industry-specific company operating profit is expected
to reach $1.5 million in 2020.
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Canadian Broadcasting Corporation (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 276.5 N/C -7.8 N/C
2016 290.7 5.1 -2.1 -73.1
2017 288.0 -0.9 -8.1 285.7
2018 327.4 13.7 25.1 N/C
2019 325.5 -0.6 3.5 -86.1
2020 270.1 -17.0 1.5 -57.1

Source: Canadian Radio-Television and Telecommunications Commission
Note: *Estimates

Rogers Media Inc.

Market Share: 11.5%

  Founded in 1983 and headquartered in Toronto, Rogers Communications Inc. (Rogers) is a diversified
telecommunications and media company. It is Canada's largest wireless voice and data telecommunications service
provider. In 2019 (latest data available), the company employed 25,300 individuals and generated $15.1 billion in
consolidated revenue. Rogers divides its operation into the following segments, which are wireless, cable and
media. Rogers operates in the domestic Radio Broadcasting industry through its subsidiary, Rogers Media Inc.
(Rogers Media), which also includes TV, multi-platform shopping, digital media and specialty channels. Rogers
Media operates 55 AM and FM radio stations, covering a variety of genres, such as adult contemporary, country,
rock, news and sports.

In 2013, the company announced that it had signed a 12-year agreement with the National Hockey League (NHL)
for $5.2 billion that would give it a controlling stake in the broadcasting and digital rights of all NHL games. The deal
includes TV, radio and online distribution of games. This is the first time a major league in North America has made
such a long-term commitment to a single company. Rogers Media has sought to increase its market reach by
acquiring radio broadcasting licence CJCY-FM (102.1 CJCY Classic Hits) from Clear Sky Radio Inc. in early 2018.
This station broadcasts in southeast Alberta.

Financial performance

Rogers Media radio broadcasting segment has been subject to volatile advertising revenue between 2015 and 2019
as businesses have expanded to alternative media channels to reach key customer demographics rather than
traditional radio formats. Weak advertising revenue in some networks was offset by strong performance in others,
particularly in sports. However, the coronavirus pandemic is expected to weigh in heavily on the company's revenue
and operating profit, especially as the seasons of major professional sports were shortened, leading to less air time
during games. The company's industry-relevant revenue is expected to decline at an annualized rate of 4.6% to
$184.1 million over the five years to 2020. The company's operating profit has moved alongside revenue between
2015 and 2019 and it is expected to decrease an annualized 24.2% to $16.0 million over the five years to 2020.

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

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 233.4 N/C 64.0 N/C
2016 220.8 -5.4 57.4 -10.3
2017 219.6 -0.5 62.1 8.2
2018 225.8 2.8 57.2 -7.9
2019 225.6 -0.1 55.4 -3.1
2020 184.1 -18.4 16.0 -71.1

Source: Canadian Radio-Television and Telecommunications Commission
Note: *Estimates
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Stingray Radio Inc.

Market Share: 6.5%

  Based in Montreal, Stingray Group Inc. (Stingray), is a major music and video content platform global company. It
operates in the industry through its subsidiary Stingray Radio Inc. (Stingray Radio), which was a result of acquiring
Newfoundland Capital Corporation Ltd. (Newcap Radio) for a deal valued at $508.0 million and subsequently joined
the industry in 2018. The company employs an estimated 1,200 employees worldwide. The company has 101 radio
stations located across seven provinces, of which 82 are FM and 19 are AM stations. Its programming includes
genres such as hip-hop, adult top 40, news and more.

Before Newcap Radio was acquired by Stingray, Newcap Radio also underwent significant expansion in 2014, when
it acquired five radio stations across Toronto and Vancouver for $112.0 million. The company also acquired
broadcasting assets CHNI-FM in Saint John, NB. As a result of this aggressive expansion, Newcap Radio's revenue
grew 12.4% in 2015. The narrative for growth via acquisitions has not changed because in May 2019, the company
acquired two radio stations based in Ontario, after approval from the Canadian Radio-television and
Telecommunications Commission (CRTC). The company also acquired an Alberta-based radio station from Golden
West Broadcasting Ltd. in early 2019 for $1.6 million.

Financial performance

While the division has only operated for less than a year under Stingray, the performance of the division under
Newcap Radio was strong. However, the coronavirus pandemic is expected to weigh in heavily on Stingray Radio's
revenue and operating profit as companies have pulled back on advertising spend. Stingray Radio's industry-
relevant revenue is expected to decrease at an annualized rate of 7.4% to $104.0 million over the five years to 2020.
Operating profit is also expected to fall in 2020. As a result, operating profit has fallen at an annualized rate of 6.5%
to $27.5 million over the five years to 2020.

 
Stingray Radio Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 152.5 N/C 38.3 N/C
2016 156.0 2.3 38.9 1.6
2017 158.7 1.7 42.8 10.0
2018 157.5 -0.8 43.9 2.6
2019 152.0 -3.5 45.9 4.6
2020 104.0 -31.6 27.5 -40.1

Source: Canadian Radio-Television and Telecommunications Commission
Note: *Estimates

Corus Entertainment Inc.

Market Share: 5.4%
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  Corus Entertainment Inc. (Corus) is a media conglomerate specializing in TV, radio, advertising services and
children's animation. Established in 1999 following a separation from Shaw Communications Inc., Corus operates as
an independent, publicly traded broadcaster through its TV and radio segments. The company operates 39 radio
stations, of which 29 are FM stations and 10 are AM stations. These stations are primarily located in high-growth
urban centres, particularly in Southern Ontario. As of August 2020 (latest data available), the company employed an
estimated 3,500 employees and the company's consolidated revenue reached $1.5 billion.

This past decade, the company has been in the process of restructuring amid broader industry tensions. Corus
announced in 2010 that it would be selling all but one of its Francophone stations in Quebec to Cogeco Media Inc.
for $80.0 million due to the inadequate returns of these stations. Additionally, the company reached a deal to acquire
two Astral Media radio stations following the 2013 purchase of Astral by Bell Media Inc. Then, in 2016, it acquired
Shaw Media for $2.65 billion to expand its media offerings, cementing the company's presence in the English market
while completely divesting its Francophone offerings over the past decade.

Financial performance

Corus has experienced several years of decline in its radio broadcasting segment despite ongoing restructuring
efforts. Following the company's major sale of its French stations, revenue from broadcasting-related activities has
steadily decreased. In addition, the coronavirus pandemic is expected to weigh in heavily on company revenue and
operating profit as companies have pulled back on advertising spend. Corus' industry-relevant revenue is projected
decline at an annualized rate of 10.9% to $85.7 million over the five years to 2020. The company has stated,
however, that key management initiatives will likely be put in place to change the company's strategy in addressing
declining sales and lack of programming. While this has not manifest in revenue growth yet, these changes have
helped to stymie profit margin declines, with the company's operating profit margin increasing between 2015 and
2019. The company's operating profit is expected to decline 15.5% to $12.4 million over the five years to 2020.

 
Corus Entertainment Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 152.4 N/C 28.8 N/C
2016 123.9 -18.7 24.9 -13.5
2017 114.7 -7.4 30.6 22.9
2018 115.3 0.5 33.1 8.2
2019 108.6 -5.8 26.7 -19.3
2020 85.7 -21.1 12.4 -53.6

Source: Canadian Radio-Television and Telecommunications Commission
Note: *Estimates

Other Companies The Radio Broadcasting industry in Canada is a relatively consolidated industry, benefiting from the entrenched
infrastructure and resources of major players that dominate the broader telecommunications sector. Meanwhile,
since the industry is in its declining phase, many operators have been focused on merger and acquisition activity to
protect profitability. While this does not eliminate the possibility of new entrants, it often means that as newer
competitors attain a greater market share, they will likely have a high probability of being acquired rather than
expanding without being tethered to a major player. New entrants primarily focus on niche markets and underserved
consumer bases.

Cogeco Media Inc.

  Market Share: 4.6%
  Headquartered in Montreal, Cogeco Inc. (Cogeco) is a diversified telecommunications and media company and

participates in the industry through its subsidiary, Cogeco Media Inc (Cogeco Media). Founded in 1957, the
company provides cable TV, telephony services and internet connectivity to Quebec and some regions of the United
States. The company's consolidated revenue reached $2.5 billion in 2018 (latest data available). Cogeco Media's
radio presence is overwhelmingly predominant in Quebec. Content broadcasted from its stations includes adult top
40, adult contemporary, talk radio, sports, classic rock, traffic and weather. Cogeco Media owns Cogeco Force
Radio Inc., which provides integrated sales service and advertising consulting to clients of Cogeco Media, Leclerc
Communication Inc., Attraction Media Inc. and RNC Media Inc. The company also owns Cogeco Nouvelles, the
largest private news radio agency in Quebec. Both of these divisions complement the company's radio network
division.

Cogeco entered the Radio Broadcasting industry in Canada in 1989 after acquiring the Cybermedix Inc. subsidiary
of AGRA. Since then, its most notable foray into the radio sector was in 2010 when Cogeco acquired the Corus
Quebec group of radio stations for $80.0 million. More recently, the company has completed an acquisition of 10
regional radio stations from RNC Media Inc. for $19.2 million, which strengthened the company's expansion in
Quebec, as it did not have previous radio stations in Saguenay, QC, and Abitibi-Temiscamingue, QC. Cogeco
Media's industry-relevant revenue is projected to be $74.0 million in 2020.

The Jim Pattison Broadcast Group
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  Market Share: 3.7%
  The Jim Pattison Group is one of the largest privately held companies in Canada. Established in 1961 and

headquartered in Vancouver, the company has generated an estimated $10.9 billion in annual revenue across its
many divisions in 2019 (latest data available). Employing 48,000 people, the group operates through 30 operating
divisions across eight major industry verticals, of which only the Jim Pattison Broadcast Group is relevant to the
industry, although it also includes the company's TV and outdoor advertising operations which are external to the
industry. Currently, the company operates 47 radio stations through online, digital and conventional radio formats.
While the company is private, IBISWorld expects the Jim Pattison Broadcast Group to generate $59.5 million in
industry-relevant revenue from its radio operations in 2020.

Golden West Broadcasting Ltd.

  Market Share: 1.9%
  Founded in 1957 as a radio station for southern Manitoban farmers, Golden West Broadcasting Ltd. has grown to

operate an estimated 40 radio stations and 17 community online portals in Western Canada. Based in Altona, MB,
and employing an estimated 400 people, the company also has a media division, Golden West Sound Design, which
supplies broadcast equipment and provides installation and consulting services to the broader telecommunications
sector in Canada. While the company is private and does not disclose its financial information, IBISWorld estimates
that Golden West Broadcasting Ltd. will generate $30.6 million in industry-relevant revenue in 2020.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  There is relatively little capital required to set up a
broadcasting studio in the Radio Broadcasting industry in
Canada, and initial costs for setting up a new station vary
depending on the size and scope of the broadcaster. In
addition to licences, radio stations must purchase essential
transmission and studio equipment including soundboards,
microphones, headphones and digital radio suites.

Depreciation and recurring capital expenses make up a
small proportion of operating costs in comparison with
labour. IBISWorld estimates that for every $1.00 spent on
wages in 2020, a projected $0.07 will likely be spent on
capital expenditures, including equipment and
maintenance. The industry's capital intensity has remained
stable over the five years to 2020.

Costs for basic AM or FM stations in small markets to set
up their broadcasting capabilities run in the tens of
thousands of dollars. However, for larger markets and
stations requiring large studios, these costs quickly rise to
millions of dollars in initial investments and maintenance.
Costs also increase for companies that purchase the
newest technology, which is constantly evolving, including
digital and high-definition broadcasting equipment. Relative
to traditional stations, satellite radio broadcasters pay more
for insurance and invest more heavily in new equipment.
The satellites used by operators, such as Sirius Radio Inc.
represent some of the most expensive capital expenditures
in the entire industry, although satellite operators comprise
a small share of industry revenue.



Radio Broadcasting in Canada February 2021

34 IBISWorld.com

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.

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

Low Rate of Entry 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.

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

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 Radio Broadcasting industry in Canada has experienced disruption
related to digitization and is expected to continue to do so in the future.

The industry has weathered new technological trends better than most as older age demographics still continue to listen to
radio broadcasts. Podcasts have emerged as an alternative audio format, providing content very similar to talk radio and
likely siphoning some listeners from live radio broadcasters. Yet, podcasts have also introduced a new generation to what
is essentially radio content and have provided radio broadcasters themselves with an additional way to reach consumers.
Some surveys also suggest that the emergence of smart speakers, which enable consumers to access a wide range of
audio content through voice commands, has actually boosted listenership of more traditional radio programs. Still, music
streaming has posed a disruptive threat to the industry. Through streaming platforms, consumers can access massive
libraries and curate music to their own personal taste, reducing the appeal of FM music formats. As younger demographics
continue to increase their smartphone usage, digitization is expected to continue to disrupt the industry.

The level of technology change is    Medium

  High definition

The Radio Broadcasting industry in Canada is in the process of converting
entirely to digital broadcasting.

While the technology is prevalent, consumers with older devices still rely on AM and FM stations. These stations transmit
digital signals, which enable multicasting over several programming streams. Moreover, many stations broadcast in a
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hybrid mode called in-band on-channel, where simultaneous and identical digital and analogue programming is aired to
better adapt to consumer preferences.

While broadcasters are free to operate AM or FM transmissions, many have already transitioned to FM due to the wider
transmission spectrum that permits for crisper broadcasting quality, making FM the industry standard for most programs.
However, congestion of FM radio signals in large markets, such as Toronto and Vancouver, is widespread, although this is
unlikely to have a material effect on the quality of currently airing broadcasts. Also, most radio stations have adapted
Program Associated Data (PAD), which displays channel information on in-car radio displays. These displays include the
name of a track, artist, genre, station and other localized alerts, which gives listeners a better understanding of what they
are listening to while encouraging them to buy music that they enjoy. PAD has become very popular, specifically among
companies that have transitioned solely to high-definition radio broadcasting.

Online streaming

Meanwhile, for most Canadians with smartphones and portable laptops, online
streaming has become an enormously popular segment of the industry's
services.

With many radio stations now broadcasting over the internet, local radio stations must now compete directly with radio
stations that can reach listeners across the world. This is particularly important for radio stations in countries that have
music or talk formats that are unavailable in Canada or college campus radio, which is increasingly popular among young
Canadians. Moreover, increasing the distribution of obscure radio formats and music genres has led to additional
fragmentation of radio listening audiences, as consumers seek niche formats from other cultures due to the accessibility of
the internet. Overall, many listeners have converted strictly to online streaming due to a la carte offerings, on-demand
service and a wider variety of content.

Portable radio

Although portable radio devices have existed for decades, radio has gained
popularity through digital devices that can receive high-quality sound through
built-in digital receivers.

Mobile players, chiefly smartphones and mobile tablets, have radio FM tuners built in or have the capability to access radio
streams through Wi-Fi and cellular data. Mobile radio apps increase the potential reach of a broadcaster, but industry radio
stations must directly compete with a much wider selection of broadcasters from across the country. iHeartRadio is a
prominent example of this service, which entered the Canadian market through a partnership with Bell Media Inc., a major
player in this report.

Automobile technology

Automobiles represent a significant source of radio listenership, symbolizing
the industry's reliance on technology in cars.

International automakers have been diversifying their media capabilities, including memory cards that can store music,
satellite radio packages and Bluetooth to connect smartphones. As conventional radio broadcasts become ancillary
sources of music-listening in the automobile, the industry is expected to suffer in turn. If automobile makers choose to
embrace conventional radio broadcasts by offering higher quality or longer-range FM transmitters, it would be a boon for
industry operators, although most auto industry trends point in a different direction.

Revenue
Volatility

The level of volatility is    Medium



Radio Broadcasting in Canada February 2021

36 IBISWorld.com

  Due to the industry's dependence on its advertisers, revenue in the Radio
Broadcasting industry in Canada is vulnerable to sudden changes in the
market conditions of its major sponsors.

Advertising revenue is driven by consumer sentiment and disposable income levels. For example, over the five years to
2020, revenue has been falling consistently. Additionally, industry revenue is subject to some seasonal volatility due to local
and national advertisers typically spending more money on holiday promotions and major sporting events rather than daily
promotional events.

The industry is also vulnerable to technological changes, changing consumer listening habits and increasing regulation of
the industry. The introduction of digital, high-definition and satellite radio have created increased competition, which has
negatively affected profit for many smaller broadcasting companies, resulting in widespread consolidation activity. Revenue
has also struggled as a result of the increasing threat of streaming internet radio and competing technology. Continued
shifts toward alternative media could prove to be burdensome for smaller stations and lead to increased revenue volatility
over the five years to 2025. Overall, revenue is expected to fluctuate an annualized 4.4% over the five years to 2020, and
the COVID-19 (coronavirus) pandemic is expected to lead to a significant decline in revenue over the current year,
contributing to revenue volatility during the current period.

Regulation &
Policy

The level of regulation is    Heavy and the trend is Decreasing

Traditional and satellite radio stations that operate in the Canadian Radio
Broadcasting industry must abide by many regulations pertaining to signal
strength; potential signal interference; content restrictions, such as profanity
and inappropriate discourse; and ownership.

Fines are typically levied on broadcasters that do not comply with these regulations and others can have their licence
revoked after several major infractions.

The Canadian Radio-television and Telecommunications Commission (CRTC) is the regulatory agency that oversees the
domestic Radio Broadcasting industry in Canada. The CRTC's jurisdiction is expansive, extending to internet, telephone,
TV and radio broadcasts. The CRTC regulates broadcasting and telecommunications activities, applies various
technological standards to the industry's transmission infrastructure and enforces various rules and policies that govern
radio content.

The CRTC's most influential policy for broadcasters concerns Canadian content requirements. According to Canada's
Broadcasting Act and Telecommunications Act, music broadcasters are required to air a certain percentage of content that
was at least partially created by Canadian artists. Commonly known as the Music, Artist, Performance and Lyrics (MAPL)
system, radio broadcasters must follow standards to ensure that the music's composition, the artist that is performing, the
performance's location or the author of the lyrics is Canadian. Two of these four conditions must be met to fulfill MAPL
guidelines, and new commercial radio stations are required to meet MAPL guidelines on at least 35.0% of their musical
selections.
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Since its inception in 1971, reception of the MAPL system has been mixed. Some stations, such as classical, jazz or world
music stations, have struggled to meet these requirements, and the CRTC has in recent years permitted for reductions in
the percentage of Canadian content required. Stations that felt overburdened by these requirements implemented “beaver
hours” during off-peak periods of listenership, such as third shift or overnight radio hours to fulfill MAPL requirements.
These hours would often be filled exclusively with Canadian content, existing solely to fulfill the CRTC's quota without
sacrificing airtime for popular songs over the peak listening hours of morning and afternoon commute times. This practice
has since been banned by the CRTC, and stations are now required to meet Canadian content quotas between 6:00 a.m.
and 6:00 p.m. Monday to Friday.

College radio stations and supporters of the MAPL system argue that Canadian content requirements promote styles of
Canadian music that might otherwise be crowded out by popular US and world artists. Surprisingly, many Canadian artists
have been particularly vocal opponents of the content laws. In one infamous example, Canadian artist Bryan Adams
criticized the MAPL criteria after his 1991 album Waking Up the Neighbours was not given MAPL treatment despite every
track being either co-written or performed by a Canadian. The album had been recorded off Canadian soil, and no tracks
had been exclusively written by Adams. After some initial controversy, the MAPL guidelines were eventually changed to
permit for co-written lyrics to count toward the content requirements. In the years since MAPL's inception, artists such as
Anne Murray, Celine Dion, Avril Lavigne and Shania Twain have insisted on recording their music on Canadian soil to
ensure it fulfills MAPL guidelines, therefore essentially guaranteeing a higher degree of airplay. More recently, popular hip-
hop artist Drake has capitalized on MAPL regulations by basing his record label, OVO Sound, in Toronto, ensuring a steady
stream of radio rotation that, due to his popularity, many radio stations are eager to play.

Industry
Assistance

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

The Radio Broadcasting industry in Canada does not receive direct
government assistance.

However, it is regulated by a governmental body which, through its policies and decisions, can provide a means of
assistance. The Canadian Radio-television and Telecommunications Commission (CRTC) is a public organization that
serves as the regulatory agency for the country's broadcasting and telecommunications sectors. The CRTC was founded in
1976 and is headquartered in Gatineau, QC. The CTRC regulates and supervises broadcasting and telecommunications
within Canada. In regard to the industry, it also provides industry research and aggregates data for operators in TV, radio
and telecommunications. It also grants broadcast licences and sets the rules for Canadian content quotas.

While private operators rarely benefit from federal funding, the Canadian Broadcasting Company (CBC) is the country's
national radio and TV broadcaster. Chartered as a Crown corporation, CBC benefits from government grants and has
become a fixture in Canadian mass media. The CBC acts autonomously from the government but must report to the
Department of Canadian Heritage regularly.

Additionally, some trade organizations represent the industry in the political realm. One prominent example is the Canadian
Association of Broadcasters which represents private broadcasters, radio and TV networks. The company strives to serve
the interests of Canadian broadcasters primarily by lobbying on its behalf.

In relation to the COVID-19 (coronavirus) pandemic, a difficult overall economic climate in 2020 means that numerous
industry operators are expected to qualify for some form of government assistance. Some noteworthy government
assistance programs that have supported the industry include the Canada Emergency Business Account and the Canada
Emergency Wage Subsidy. Furthermore, the industry has received sector-specific assistance and this is expected to
continue. Initially, Part I license fees that are paid to the CRTC were waived in early March 2020. In addition, in December
2020, eligible TV and radio stations will have Part II Broadcasting license fees, which are collected by the CRTC, in
2020-2021 fiscal year waived. This is expected to provide up to $50.0 million in relief to companies, provided they meet the
requirements, such as confirming a 25.0% reduction in revenues as a result of the coronavirus pandemic.
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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)

Median age of
population

(Years)
2011 2,278 1,511 1,231 624 14,022 N/A N/A 1,071 N/A 40.0
2012 2,241 1,497 1,172 603 13,664 N/A N/A 1,052 N/A 40.1
2013 2,184 1,465 1,225 629 13,639 N/A N/A 1,025 N/A 40.3
2014 2,107 1,377 1,252 638 13,011 N/A N/A 993 N/A 40.5
2015 2,107 1,378 1,263 698 12,409 N/A N/A 983 N/A 40.7
2016 2,055 1,330 1,251 773 11,919 N/A N/A 940 N/A 40.7
2017 1,980 1,278 1,262 781 11,635 N/A N/A 911 N/A 40.8
2018 1,977 1,287 1,285 797 11,664 N/A N/A 916 N/A 40.8
2019 1,879 1,222 1,267 817 11,412 N/A N/A 893 N/A 40.8
2020 1,595 943 1,261 815 10,309 N/A N/A 797 N/A 40.9
2021 1,771 1,069 1,260 813 10,642 N/A N/A 835 N/A 41.1
2022 1,742 1,085 1,252 811 10,465 N/A N/A 821 N/A 41.3
2023 1,713 1,068 1,243 807 10,297 N/A N/A 808 N/A 41.5
2024 1,687 1,052 1,234 803 10,146 N/A N/A 796 N/A 41.7
2025 1,661 1,036 1,225 798 10,000 N/A N/A 784 N/A 41.9

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)
Median age of
population (%)

2011 -1.48 2.27 4.49 4.17 1.69 N/A N/A 2.22 N/A 0.50
2012 -1.61 -0.90 -4.80 -3.37 -2.56 N/A N/A -1.86 N/A 0.25
2013 -2.55 -2.16 4.52 4.31 -0.19 N/A N/A -2.51 N/A 0.49
2014 -3.50 -6.05 2.20 1.43 -4.61 N/A N/A -3.14 N/A 0.49
2015 -0.03 0.06 0.87 9.40 -4.63 N/A N/A -1.03 N/A 0.49
2016 -2.49 -3.42 -0.96 10.7 -3.95 N/A N/A -4.38 N/A 0.00
2017 -3.63 -3.93 0.87 1.03 -2.39 N/A N/A -3.12 N/A 0.24
2018 -0.18 0.68 1.82 2.04 0.24 N/A N/A 0.61 N/A 0.00
2019 -4.96 -5.03 -1.41 2.50 -2.17 N/A N/A -2.55 N/A 0.00
2020 -15.1 -22.9 -0.48 -0.25 -9.67 N/A N/A -10.8 N/A 0.24
2021 11.1 13.4 -0.08 -0.25 3.23 N/A N/A 4.80 N/A 0.48
2022 -1.66 1.44 -0.64 -0.25 -1.67 N/A N/A -1.67 N/A 0.48
2023 -1.65 -1.58 -0.72 -0.50 -1.61 N/A N/A -1.61 N/A 0.48
2024 -1.57 -1.48 -0.73 -0.50 -1.47 N/A N/A -1.50 N/A 0.48
2025 -1.51 -1.50 -0.73 -0.63 -1.44 N/A N/A -1.45 N/A 0.47

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2011 66.3 N/A N/A 162 47.0 11.4 76,409
2012 66.8 N/A N/A 164 46.9 11.7 76,954
2013 67.1 N/A N/A 160 46.9 11.1 75,167
2014 65.3 N/A N/A 162 47.1 10.4 76,328
2015 65.4 N/A N/A 170 46.7 9.83 79,209
2016 64.8 N/A N/A 172 45.7 9.53 78,857
2017 64.5 N/A N/A 170 46.0 9.22 78,264
2018 65.1 N/A N/A 169 46.3 9.08 78,549
2019 65.1 N/A N/A 165 47.5 9.01 78,242
2020 59.1 N/A N/A 155 50.0 8.18 77,292
2021 60.4 N/A N/A 166 47.1 8.45 78,472
2022 62.3 N/A N/A 166 47.1 8.36 78,471
2023 62.3 N/A N/A 166 47.2 8.28 78,469
2024 62.4 N/A N/A 166 47.2 8.22 78,445
2025 62.4 N/A N/A 166 47.2 8.16 78,440

Figures are inflation adjusted to 2020
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Additional Resources
Additional
Resources

Canadian Association of Broadcasters
http://www.cab-acr.ca

The National Campus and Community Radio Association
http://www.ncra.ca

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

Canadian Broadcasting Corporation
http://www.cbc.ca

North American Broadcasters Association
http://www.nabanet.com

Industry Jargon HOT TALK
A talk radio format geared toward young adult males, typically pop culture oriented and often featuring explicit or
controversial subject matter.

MORNING ZOO
A talk radio format within the morning drive daypart consisting of light discussion of current events, music breaks,
several host personalities, produced bits and frequent audience participation.

SHOCK JOCK
A disc jockey on a talk radio show that attracts audiences by using controversial and risque subject matter, stunts
and show content.

STINGER
Prerecorded segues between songs and breaks that provided listeners with a station identifier or promotional slug
line.

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

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

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

INDUSTRY REVENUE
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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