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COVID-19
(Coronavirus)
Impact Update

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

· Revenue for the Canadian TV Broadcasting industry is expected to decrease in 2021, in part due to the ongoing
COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance chapter.

· Some of the industry's products and services are projected to change due to the coronavirus pandemic. For more
detail, please see the Products and Services chapter.

· Industry profit is projected to decrease due to the industry's more difficult operating conditions despite the
coronavirus pandemic. For more detail, please see the Cost Structure Benchmarks 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 This industry operates studios and facilities that program and deliver audiovisual content to the public via over-the-

air transmission. This industry excludes cable and satellite TV and operators that solely provide content online.

Major Players Bell Media

CBC

Corus Entertainment Inc.

Rogers Media Inc.

Main Activities The primary activities of this industry are:

Compiling audiovisual content to form a cohesive program

Digitally transmitting TV programming

The major products and services in this industry are:

Sales of local air time

Sales of national air time

Grant funding

Production and other
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Supply Chain

SIMILAR INDUSTRIES

Movie, TV & Video Production in
Canada

Radio Broadcasting in Canada Cable Networks in Canada Satellite TV Providers in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Television Broadcasting in the US Free-to-Air Television
Broadcasting in Australia

TV & Radio Broadcasting in China Television Programming &
Broadcasting in the UK

Television Broadcasting in New
Zealand
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Industry at a Glance
Key Statistics

$2.8bn
Revenue

Annual Growth

2016–2021

-4.1%

Annual Growth

2021–2026

-0.9%

Annual Growth

2016–2026

 

$-316.0m
Profit

Annual Growth

2016–2021

7.4%

  Annual Growth

2016–2021

 

-11.3%
Profit Margin

Annual Growth

2016–2021

-4.9pp

  Annual Growth

2016–2021

 

301
Businesses

Annual Growth

2016–2021

0.9%

Annual Growth

2021–2026

0.3%

Annual Growth

2016–2026

 

8,725
Employment

Annual Growth

2016–2021

-4.8%

Annual Growth

2021–2026

-1.2%

Annual Growth

2016–2026

 

$909.5m
Wages

Annual Growth

2016–2021

-5.2%

Annual Growth

2021–2026

-1.1%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

-2.9%
Demand from cable networks and
program distribution

1.8%
Per capita disposable income

9.1%
Corporate profit

2.7%
Total advertising expenditure

3.8%
Number of fixed broadband
connections

 
Industry Structure

POSITIVE IMPACT

  Barriers to Entry
High / Steady   Industry Globalization

Low / Decreasing

MIXED IMPACT

  Revenue Volatility
Medium   Capital Intensity

Medium

  Industry Assistance
Medium / Steady

NEGATIVE IMPACT

  Life Cycle
Decline   Concentration

High

  Regulation & Policy
Heavy / Steady   Technology Change

High

  Competition
High / Steady

 

Key Trends

 Advertisers have spent their budgets on more targeted
online campaigns instead of conventional TV

 Newcomers have an advantage over incumbents by
diversifying their operations

 Broadcasters have been unable to capture the attention of
viewers as successfully as cable networks

 The CRTC will likely consider permitting greater access to
non-Canadian programming services

 TV broadcasters are also anticipated to develop more
interactive ways of watching TV

 Technological developments may continue to exert
considerable pressure on the industry

 Government funding and regulations for operators will likely
aid in tempering revenue declines



TV Broadcasting in Canada May 2021

8 IBISWorld.com

Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  High & Steady Barriers to Entry

  Low Imports

  Low Customer Class Concentration

   

WEAKNESSES

  High Competition

  Decline Life Cycle Stage

  Low Profit vs. Sector Average

  High Product/Service Concentration

  Low Revenue per Employee

  High Capital Requirements

   

OPPORTUNITIES

  High Performance Drivers

  Demand from cable networks and program distribution

   

THREATS

  Very Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Revenue Growth (2021-2026)

  Total advertising expenditure
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Executive Summary Seeing static: TV broadcasters will likely continue to contend with a
shifting media environment

The TV Broadcasting industry in Canada has struggled to attract viewers and generate advertising revenue over the
five years to 2021. Historically, TV commanded a central role in Canada's media sector and represented the main
avenue of revenue generation for advertisers. However, both the explosion of digital media and the increasing use
of mobile devices have eroded the significance of conventional TV in recent years. Consumers are finding new
outlets for entertainment online, particularly from streaming services, prompting advertisers to increase their digital
spending at the expense of industry operators. Additionally, competition from cable networks and specialty TV
(IBISWorld report 51521CA) has increased, further contributing to the industry's contraction. Thus, industry revenue
is expected to decline at an annualized rate of 4.1% to $2.8 billion over the five years to 2021.

Consumers are increasingly subscribing to online streaming platforms and services that compete with broadcast
programming due to their lower price points and convenience. In response, advertisers have lowered their spending
on broadcast TV and have increased their efforts in digital and online media that offer more targeted advertising
campaigns. The historical role conventional TV once played as a key advertising mechanism has been called into
question, in turn devastating profit for industry operators. Online media also provides troves of consumer data that
make producing digital consumer-centric and targeted campaigns much simpler and effective, contributing to the
industry's long-running decline. However, government funding and regulations for operators will likely aid in
tempering revenue declines. As a result, IBISWorld expects industry revenue to increase 0.3% in 2021.

Over the five years to 2026, TV broadcasters will likely continue to contend with a shifting media environment.
Successful operators will likely restructure their business models to better integrate programming with digital
platforms. Regulators are expected to continue encouraging flexibility to mitigate the transition to competing media
and online services. Nevertheless, TV advertising revenue is expected to continue falling as businesses seek new
ways to reach consumer groups, thereby limiting the industry's growth potential. Therefore, industry revenue is
expected to decline at an annualized rate of 0.8% to $2.7 billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Total advertising expenditure

Most revenue for the Canadian TV Broadcasting industry is derived from advertisers. Consequently, industry
revenue is directly related to total advertising expenditure, with higher advertising spending leading to increases in
TV broadcasting revenue. Advertising can also increase broadcasters' profit because industry operators can charge
more for advertising time during special events. Total advertising expenditure is expected to increase in 2021,
representing a potential opportunity for the industry.

 

Demand from cable networks and program distribution

Cable networks directly compete with TV broadcasters for viewership, advertising dollars and TV ratings. There has
been a steady shift of viewers from regular TV broadcasts to cable and satellite TV services, as the number of
households with these services has grown. Viewers who subscribe to these services are much less likely to watch
regular TV broadcasts, negatively affecting demand for broadcast TV. Demand from cable networks and program
distribution is expected to decrease in 2021.

 

Number of fixed broadband connections

The number of fixed broadband connections represents the total number of households and businesses that have
access to broadband internet. Since online and streaming platforms also generate revenue from advertising, they
provide a growing external threat to industry operators. Therefore, industry revenue may negatively correlate with
the number of fixed broadband connections. The number of fixed broadband connections is expected to increase in
2021, posing a potential threat to the industry.

 

Corporate profit

Corporate profit determines businesses' advertising budgets, which directly affects TV broadcasting revenue. When
corporate profit is high, a company is more likely to invest in TV advertisements, benefiting industry operators.
Conversely, when corporate profit is low, advertising budgets dwindle and TV broadcasters earn less revenue from
advertising. Corporate profit is expected to rise in 2021.

 

Per capita disposable income

Trends in household disposable income, which are affected by labour market conditions, unemployment and interest
and tax rate changes, influence demand for TV broadcasting services. In addition, disposable income is a key
determinant of retail sales and expenditures on other goods and services such as travel, insurance, housing and
household goods, which can directly influence advertising expenditure on TV. Per capita disposable income is
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expected to decrease in 2021.

 

Current
Performance

The TV Broadcasting industry in Canada has suffered over the five years
to 2021 as an increasingly fragmented media environment has resulted in
less advertising revenue for the industry's operators.

Additionally, the industry's difficult operating conditions have been compounded further by the COVID-19
(coronavirus) pandemic. Although consumers continue to demand TV programming, media consumption has shifted
to include more channels and platforms, particularly among younger demographics who have increasingly adopted
online streaming channels such as Netflix and Amazon Prime Video over conventional TV viewing. From streaming
services to mobile TV, advertisers now have more options in advertising mediums, limiting their total spending on
conventional TV broadcasting, especially since other forms of advertising are becoming more individualized and
catered to specific consumers. Consequently, industry revenue is expected to decline at an annualized rate of 4.1%
to $2.8 billion over the five years to 2021, including an increase of 0.3% in 2021 alone.

DECLINE IN TV ADVERTISING

TV has historically represented a major media outlet, and therefore, has
commanded a significant share of aggregate advertising expenditure.

Prior to the internet's ubiquity, external competition was limited to radio and print media, primarily newspapers and
magazines. The past 10 years, however, have heralded a new and dynamic media environment, whereby greater
internet connectivity and sophisticated mobile devices have spawned multiple digital channels and platforms.
Consumers are increasingly opting to watch programs that used to be satisfied by traditional TV broadcasters on
streaming services, such as Netflix, and video-sharing sites, such as YouTube. Advertisers have thus followed suit
by spending a larger portion of their budgets on online and digital advertising. Although total advertising spending is
expected to increase over the five years to 2021, a growing share of advertising budgets is being funnelled into new
mediums and away from traditional avenues such as broadcast TV.

More importantly, conventional TV represents an obsolete form of advertising compared with newer methods. For
example, digital advertisements are informed by troves of consumer data that help to pinpoint what a consumer is
more likely to purchase based on a range of variables. Ultimately, consumer data has propelled advertisers to adopt
increasingly individualized advertising methods. As a result, the time blocks that TV broadcasters offer are meant for
large audiences and also offer an efficacy that simply cannot compare with specialized advertisements. Accordingly,
advertisers have spent their budgets on more targeted online campaigns instead of conventional TV.

FEDERAL SUPPORT
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In an effort to help industry broadcasters compete with digital media, the
Canadian Radio-television and Telecommunications Commission (CRTC)
relaxed its content rules.

In March 2015, prior to the current period, the regulatory agency announced that it will eliminate daytime Canadian
content quotas for local channels and genre protection, a rule that protected specialty channels from direct
competition, but also required them to broadcast specific content for a set amount of time. Meanwhile, the
implementation of Creative Canada initiatives in late 2017 helped bolster revenue, or at the least prevented further
declines; nonetheless, this has not been enough to offset the widespread decline of the industry. Creative Canada
policies aim to increase the amount of domestic content production, but overall influence upstream production
industries (IBISWorld report 51211CA) more than they help broadcasters in particular.

These resources have encouraged new enterprise formation, even in a declining industry. IBISWorld expects the
number of enterprises to grow at an annualized rate of 0.9% to 301 companies over the five years to 2021.
Newcomers have an advantage over incumbent operators in that they can both diversify their operations and adopt
innovative business models, such as hybrid formats and specialized programming, more quickly than larger
operators. Still, this entrance has not been enough to stymie the industry's long-running decline, since new
operators control such a small share of industry revenue compared with the entrenched dominance of the industry's
major players. However, more entrants can be representative of a more positive outlook for the industry as a whole.

RISING EXTERNAL COMPETITION

Overall, the industry's recent downturn has been exacerbated by rising
external competition in the form of specialty and premium TV.

Growth in these competitor industries suggests that viewers are not abandoning TV altogether, but have increased
their demand for cable network and premium programming at the expense of conventional broadcast operators.

Unfortunately, broadcasters have been unable to capture the attention of Canadian viewers as successfully as cable
networks (51521CA), which includes specialty TV. Greater competition from premium TV has further limited industry
growth over the past five years. Moreover, new CRTC rules that enable consumers to subscribe to a pick-and-pay
package from cable and satellite providers took effect in December 2016, thereby eliminating some of the obstacles
that consumers of those industries' services loathed, such as paying for channels that they did not want. The
challenges posed to TV broadcasters on the part of rising external competition has subsequently forced
broadcasters to restructure their operations and cut costs. Therefore, industry employment is expected to decrease
at an annualized rate of 4.8% to 8,725 workers over the five years to 2021.

PROFITABILITY AND CONSOLIDATION

Weaker revenue streams and heightened competition have encouraged
drastic cost-cutting measures among TV broadcasters.

For example, investments made by private local TV stations in Canadian-made programs have fallen, with labour
cuts also lowering the industry's wage costs. However, lower costs in some areas have coincided with rising
expenditures in other aspects of the industry's operations. For instance, programming costs for public and
noncommercial TV have increased, with the industry as a whole also investing heavily in its transition to digital. As a
result, technical costs and capital investments have remained high during the period and operators have
experienced consistent losses. In fact, industry profit, measured as earnings before interest and taxes, is anticipated
to account for a loss of 11.3% in 2021, down significantly from a loss of 6.4% in 2016. This is likely due to
consolidation activity among major players and the accompanying operational efficiency from economies of scale, in
addition to the negative effects wrought by the ongoing pandemic.



TV Broadcasting in Canada May 2021

13 IBISWorld.com

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Advertising
expenditure

($m)
2012 4,155 1,621 596 240 13,731 N/A N/A 1,398 N/A 12.4
2013 3,839 1,528 645 259 13,394 N/A N/A 1,365 N/A 11.8
2014 3,645 1,196 685 272 12,673 N/A N/A 1,294 N/A 11.5
2015 3,506 1,137 695 276 11,935 N/A N/A 1,250 N/A 11.7
2016 3,452 1,131 726 288 11,146 N/A N/A 1,191 N/A 12.0
2017 3,042 964 748 297 9,778 N/A N/A 1,017 N/A 12.3
2018 3,050 772 766 304 9,405 N/A N/A 978 N/A 12.5
2019 2,907 823 746 295 9,106 N/A N/A 948 N/A 13.0
2020 2,789 485 749 297 8,788 N/A N/A 914 N/A 12.1
2021 2,797 712 759 301 8,725 N/A N/A 910 N/A 12.8
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Industry Outlook
Outlook The TV Broadcasting industry in Canada is expected to inevitably

continue responding to a shifting media environment over the five years
to 2026.

External threats from competing media sources, primarily online streaming platforms and cable networks, are
expected to accelerate, contributing to a continued contraction in revenue. Consumers are projected to lower their
dependence on TV for their media consumption as they simultaneously increase their digital use on interconnected
devices, including tablets and mobile phones. This trend is expected to encourage advertisers to make a similar
transition and increase their spending on new media outlets.

In response, broadcasters will likely need to restructure their business models to better serve a digital community
and generate advertising revenue. Relaxed content rules, increased funding and pilot programs from the Canadian
Radio-television and Telecommunications Commission (CRTC) will also likely open new avenues for revenue
generation, but may ultimately not be enough to offset further revenue declines. Accordingly, industry revenue is
expected to fall at an annualized rate of 0.8% to $2.7 billion over the five years to 2026.

INCREASING FLEXIBILITY AND CHOICE

As their place in the media landscape evolves, industry operators will
likely need to be more flexible in the content they offer to consumers to
remain profitable.

Viewers will likely continue to adopt mobile devices and streaming services at greater rates over the next five years,
as is best reflected by the number of fixed broadband connections increasing an annualized 1.5% over the five
years to 2026, while the number of mobile telephone subscriptions is expected to rise at an annualized rate of 3.2%
during the same period. The Canadian audience has also changed demographically. The CRTC notes that TV
demographics are becoming more diverse, encompassing a growing number of ethnic and linguistic groups and
changing age groups. Overall, the Canadian population is also aging. These demographic shifts will likely encourage
broadcasters to create programming that targets growing viewer segments, as their growth is expected to attract
advertiser dollars. Moreover, since older populations watch more conventional TV, this trend should bolster industry
revenue somewhat during the outlook period, staunching its decline when compared with the current period.

CRTC policies will likely encourage broadcasters to maximize flexibility and consumer choices over the next five
years. This trend has already begun, with the CRTC advocating for a pick-and-pay model whereby viewers can
choose and subscribe to specific channels that are not included in basic programming. Broadcasters are anticipated
to follow suit during the outlook period by reinventing the distribution and packaging of TV services as mandated by
the CRTC. These trends illustrate the industry's shifting business model. The CRTC will also likely consider
permitting greater access to non-Canadian programming services, primarily from the United States, France and the
United Kingdom. Greater diversity in content could temper the exit of viewers over the next five years, though it is
likely that the CRTC will ensure that most broadcast programming remains Canadian, particularly with the
implementation of the Creative Canada initiative in late 2017, which increased funding for domestic content
production.

OPPORTUNITIES AND CHALLENGES
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TV broadcasters are also anticipated to develop more interactive ways of
watching TV, effectively customizing viewing experiences for audiences
that have access to multiple devices and increasingly demand more
convenient and individualized services as a result.

Digital transmission presents many opportunities in this area, and large technology companies, including Google
LLC, are already publicizing new features for TV systems that incorporate digital media into traditional and hybrid
broadcasting models. By making TV interactive, broadcasters will likely be able to offer advertisers a more direct
way of selling products and services. For example, some broadcasters have proposed a feature that would enable
viewers to order products in commercials with the click of a remote. Features such as this would also be able to
appropriate technology to track viewer preferences and customize targeted commercials, thereby raising advertising
revenue for specialized advertisement space.

Technological developments may, however, continue to exert considerable pressure on the industry. Although total
advertising expenditure is expected to increase during the outlook period, a greater share will likely be channeled
into competing mediums, particularly specialty TV and online channels. With declining revenue and an effort to
sustain industry profit, which is projected to decline further over the next five years, industry operators are expected
to cut their workforce. Therefore, industry employment is expected to fall an annualized 1.2% to 8,229 people over
the five years to 2026. Further, as the average industry profit margin continues to represent losses, new entrants are
expected to be increasingly discouraged from entering the industry. Consequently, the number of industry
enterprises is anticipated to grow an annualized 0.3% to 305 companies over the five years to 2026, demonstrating
a slower rate of growth compared with the five years to 2021.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Advertising
expenditure

 ($m)
2021 2,797 712 759 301 8,725 N/A N/A 910 N/A 12.8
2022 2,781 712 765 304 8,618 N/A N/A 900 N/A 13.0
2023 2,754 708 768 305 8,499 N/A N/A 888 N/A 13.1
2024 2,728 704 769 306 8,390 N/A N/A 877 N/A 13.2
2025 2,704 704 768 306 8,306 N/A N/A 868 N/A 13.3
2026 2,681 560 765 305 8,229 N/A N/A 861 N/A 13.4
2027 2,660 556 765 305 8,167 N/A N/A 854 N/A 13.4
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

Media fragmentation has become more prevalent

Broadcasters are focusing on achieving operational efficiencies instead of new product
development

Revenue and employment figures are falling

The TV Broadcasting industry in Canada is currently in the decline stage of its economic life cycle, most notably
characterized by its falling revenue and employment figures. Over the 10 years to 2026, industry value added (IVA),
which measures an industry's contribution to the overall Canadian economy, is expected to contract at an
annualized rate of 6.8%. Comparatively, the GDP of Canada is forecast to grow at an annualized rate of 2.0% during
the same period. A lower IVA growth rate compared with GDP, especially one that is contracting in and of itself,
indicates an industry in decline; however, it is more accurate to describe the industry as being in a state of transition.
Industry operators continue to hold a significant position when it comes to the larger media sector in Canada, but the
rise of mobile devices and digital media platforms has disrupted its standing as a primary medium of consumption.
Indeed, broadcasters are experiencing lower advertising revenue due to greater media fragmentation and the rise of
digital consumption, which has contributed to the industry's revenue and IVA declines. Over the 10 years to 2026,
industry revenue is projected to decrease an annualized 2.5%, with industry employment forecast to decline an
annualized 3.0% during the same 10-year period.

Broadcasters may advertise new programming, but on the whole, operators have shifted their focus to achieving
operational efficiencies instead of new product development, further indicating a declining industry. Although the
services of the industry's broadcasters are well-established and the industry's consumer segments are defined,
external competition from streaming services and cable networks is nevertheless on the rise, exacerbating these
trends. Consumers now have a wider choice in fulfilling their entertainment needs, creating a crowded media
environment that cuts across platforms and devices.

Although the industry is in its decline phase, it is expected to restructure its place in the new media landscape and
use new technologies and methods for attracting viewers moving forward, preventing it from sliding into total decline.
For instance, TV broadcasters will aim to better integrate their services with proliferating mobile devices and digital
platforms. Accordingly, as industry newcomers attempt to adapt to this dynamic and evolving landscape, the number
of enterprises is expected to grow over the 10 years to 2026, rising at an annualized rate of 0.6% to 305 companies.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Cable Networks in Canada

Cable Providers in Canada

Satellite TV Providers in Canada

2nd Tier

Advertising Agencies in Canada

Consumers in Canada

Key Selling Industries
1st Tier

Video Postproduction Services in Canada

Movie & Video Distribution in Canada

2nd Tier

Movie, TV & Video Production in Canada

Television Production in Canada

Products & Services

  SALES OF NATIONAL AIR TIME

Since the TV Broadcasting industry in Canada is exclusive to traditional
broadcasting and does not include paid subscription video content, it
generates a large majority of its revenue from advertising, in contrast to
cable networks that also garner licence fees from cable providers.

Accordingly, sales of national airtime represent the largest revenue segment for the industry, generating an
estimated 51.0% of industry revenue in 2021. This segment caters to large companies with operations across the
country that can afford to pay to reach a national audience. This segment has exhibited some volatility over the five
years to 2021 in line with fluctuations regarding corporate profit, but has ultimately increased compared with the
beginning of the period.

GRANT FUNDING

Grant funding, which includes both corporate and government funding for
public TV stations, is expected to total 30.9% of revenue in 2021, and has
decreased over the past five years in part due to the COVID-19
(coronavirus) pandemic.

Most of this funding goes to the Canadian Broadcasting Corporation (CBC). Although this public broadcaster also
airs commercial advertising on its TV stations, unlike its counterparts in Britain and the United States, government
funding continues to account for two-thirds of its overall revenue. Advertising revenue generated by public
broadcasting has consistently declined in recent years despite an increase in total advertising expenditure as a
whole.

SALES OF LOCAL AIRTIME

Sales of airtime for local broadcasts account for an estimated 11.4% of
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revenue in 2021.

Local airtime is largely purchased by smaller businesses that only need to reach a regional market. Furthermore,
some larger national companies may purchase airtime during local news broadcasts, and would consequently also
be included in this segment. This segment has remained stable as a share of revenue over the past five years.

PRODUCTION AND OTHER

Other revenue concerning the TV Broadcasting industry mainly
encompasses production services.

Some advertisers may contract industry operators to develop commercial spots. In addition, TV production
companies may use industry operators for pre- or post-production services. Over the past five years, this segment
has decreased as a share of total industry revenue since most broadcasters have outsourced their production
capabilities, leading to a robust production industry (IBISWorld report 51211CA). In 2021, other revenue is expected
to account for the remaining 6.7% of industry revenue.

Demand
Determinants

Demand for the services offered by the TV Broadcasting industry in
Canada is largely contingent on consumer preference and taste, which
will influence advertisers' spending on particular blocks of programming
or specific shows.

Historically, advertisers have attempted to capture demographic segments by attaching commercial ads to
respective programming. From a consumer perspective, demand for TV is influenced by the capacity for leisure and
entertainment, demographic profile, the price of TV packages and the TV itself and, to a certain extent, disposable
income.

External competition is becoming an increasingly important factor in determining industry demand. Over the past five
years, the growth of alternative media channels on multiple devices has threatened the importance of conventional
TV. Additionally, premium programming from cable networks has attracted a greater share of viewers, further
eroding the importance of broadcast TV. In the end, consumer options for entertainment are expanding, creating
new opportunities for digital media outlets at the expense of TV broadcasters.

Ultimately, demand has been dictated by convenience in recent years. Conventional TV is built around time blocks
but not necessarily a consumer's individual lifestyle. As a result, consumers have increasingly turned to on-demand
streaming services that also offer options without advertising, thereby providing another incentive to make the
switch. If broadcasters can capitalize on these shifts, it may reverse the trend toward the industry's long-running
decline, but it would require a fundamental shift in industry operations that emphasizes individualization and
convenience.

Major Markets

  Advertising revenue represents the primary source of income for
broadcasters in the TV Broadcasting industry in Canada.

  Therefore, industry operators design programming that attracts viewer segments with purchasing capacity, chiefly
family decision-makers or consumers with a strong presence, such as children. Generally, a bulk of broadcast
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programming is targeted at adults that are aged 50 and older, as this viewer market is more likely to watch prime
time programming that commands a significant share of advertising. Moreover, this demographic is also likely to be
more financially secure and therefore spend money on advertised products and services. Industry operators also
consider time when segmenting their programs. Shows targeted at children will generally be aired during the day,
whereas programs geared for adults are aired in the morning and early evening. Ultimately, the industry's viewership
patterns can mostly be explained by the widespread adoption of alternative media platforms, which generally
influences younger demographics as compared with older populations.

VIEWERS AGED 65 AND OLDER

By age group, adults aged 65 and older watch the most TV.

As a result, they represent the most significant market segment for industry broadcasters. This segment has
increased during the period, as the number of adults in Canada aged 65 and older has risen an annualized 3.6%
over the five years to 2021.

VIEWERS AGED 50 TO 64

Viewers aged 50 to 64 represent the second-largest market for the
industry's operations, standing at an anticipated 26.5% of revenue in 2021.

During the period, this market segment has remained stable relative to the adults aged 65 and older segment, as the
aging Canadian population has rapidly expanded the pool of individuals belonging to that age group at the expense
of the 50-to-64 age demographic.

VIEWERS AGED 35 TO 49

Viewers aged 35 to 49 account for a projected 14.5% of industry revenue
in 2021.

Over the five years to 2021, this market segment has decreased due to growth in other segments, namely the 65
and older age demographic.

VIEWERS AGED 18 TO 34

Canadians aged 18 to 34 constitute an estimated 13.3% of revenue in
2021.

Over the five years to 2021, this segment has remained relatively stable as a share of revenue.

VIEWERS AGED 17 AND UNDER

In 2021, viewers aged 12 to 17 are projected to consume 2.8% of industry
revenue, while individuals aged 2 to 11 are projected to account for 7.6%.

Although both segments have remained fairly stable over the five years to 2021, those belonging to younger age
groups seem to be losing interest in the conventional TV offerings endemic to this industry, most likely due to their
greater adoption of online media platforms and alternative channels for more individualized consumption. This trend
is expected to continue over the five years to 2026.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The TV Broadcasting industry in Canada is service-oriented and therefore does not participate in international trade
of any kind. Due to its proximity and cultural ties to the United States, a portion of TV programming is imported from
Canada's southern neighbour. The Canadian Radio-television and Telecommunications Commission (CRTC) sets
the quota requirements for the percentage of content that must be domestically sourced. Therefore, while
international trade exists, it is negligible and ultimately not recorded in this industry.
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Business
Locations

  According to the latest data available from the Canadian Business Patterns survey, operators in the TV Broadcasting industry in
Canada are overwhelmingly concentrated in Canada's most populous provinces, ultimately suggesting that most of the industry's
broadcasters operate on a local or regional basis. Ontario alone is expected to house 47.4% of industry establishments in 2021,
followed by Quebec, which is expected to account for 25.7% of industry locations. British Columbia and Alberta are expected to
house 11.0% and 7.3% of industry establishments in 2021, respectively. The remainder of industry establishments are scattered
relatively evenly among the remaining provinces.

The four provinces mentioned above also claim the largest share of the country's population. Historically, broadcasters were
based in larger metropolitan areas to better serve larger audience markets and achieve proximity to advertisers. Subnational
government and industry incentives have also played a part in shaping broadcasters' geographic distribution. For example, the
Ontario Association of Broadcasters, established in 1950, aims to serve the common interests of privately owned radio and TV
stations in the province.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    High

Akin to other industries in Canada's media and information sector, the TV Broadcasting industry in Canada exhibits
a high level of market share concentration. In 2021, the top five players in the industry are expected to generate
73.6% of the industry's total revenue, demonstrating their overwhelming market position. The Canadian
Broadcasting Corporation is a crown corporation, thereby benefiting from continued government funding and
support. Meanwhile, Bell Media Inc., Corus Entertainment Inc. and Rogers Communications Inc. are all diversified
telecommunications and media companies with holdings in cable networks, internet and other telecommunication
services. Over the five years to 2021, market share concentration has increased as industry operators have
acquired unprofitable and smaller broadcasters so as to further increase their respective market positions.

Key Success
Factors

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

Ability to alter goods and services produced in favour of market conditions:
Monitoring the changing needs and desires of target markets through market research helps TV broadcasters create
programming that will attract and retain viewers.

Having a clear market position:
Establishing a strong brand and image will help TV broadcasters create viewer loyalty and maintain credibility.

Ability to quickly adopt new technology:
It is essential for TV broadcasters to adapt to new technologies to take advantage of their potential, especially for
linked and value-added services.

Ability to negotiate successfully with regulator:
To mitigate losses and to continue to be able to compete with other media, it is necessary for TV broadcasters to
lobby for industry-preferred regulation.

Close monitoring of competition:
Responding to other media initiatives, especially cable TV programming, is key for the continued success of TV
broadcasters.
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Cost Structure
Benchmarks

  Profit

Defined as earnings before interest and taxes, the average industry
profit margin is expected to amount to a loss of 11.3% of revenue in
2021, decreasing even further compared with a loss of 6.4% in 2016
and mainly because of the ongoing COVID-19 (coronavirus) pandemic
negatively affecting industry operations across the board. Over the past
five years in more general terms, however, TV broadcasters have
endured declining revenue as a result of slimmer advertising
expenditure on conventional TV. Declining government funding also
further eroded profitability during the current period.

 

  Wages

In 2021, wage costs are expected to represent 32.5% of industry
revenue, down from 34.5% in 2016. As advertising revenue achieved
by the industry's operators has fallen, broadcasters have cut their staff
to reduce operating costs and maintain profitability, decreasing wages
in turn. Over the five years to 2021, wages have declined at a faster
rate compared with revenue, mirroring a similar decline in employment
and ultimately leading to wages' diminishing share of industry revenue
during the period. Still, the industry's employees continue to experience
relatively high average salaries. In 2021, the industry's average wage is
expected to stand at just over $100,000. Industry employees that
remain are considered essential staff and are typically highly skilled,
garnering very high salaries as a result.
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  Purchases

Broadcasters are expected to spend 60.8% of revenue on purchases in
2021, which can be further divided into programming and technical
services. Operators must obtain the broadcast rights to original
programming. In 2021, programming fees are expected to account for a
greater share of purchases, particularly for private conventional TV
operators, increasing purchases' share of revenue over the five years
to 2021 from 54.3% of revenue in 2016. Technical services include the
upgrade and maintenance fees that are associated with content
reformatting and high-definition capabilities. Technical services costs
have increased significantly for public broadcasters during the period.

 

  Marketing

Industry broadcasters on average spend an estimated 7.0% of revenue
on marketing to attract viewers for their programming and maximize the
value of their commercial airtime. Marketing costs have remained
relatively stable over the five years to 2021.

 

  Depreciation

Depreciation is anticipated to account for 4.3% of revenue in 2021,
demonstrating the significant capital costs associated with the
industry's investment in next generation broadcast technology.
Depreciation as a share of revenue varies significantly between private
and public TV, but has decreased marginally overall from 4.7% of
revenue in 2016.

 

  Rent

Industry rental costs absorb an estimated 1.6% of revenue in 2021. A
portion of rent is spent on secure locations for antennas that transmit
TV signals to consumers. Additionally, industry operators must expend
a large portion of rent on studios where TV shows are filmed and
produced.
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  Utilities

Broadcasting is not particularly energy-intensive, and utility costs
associated with the operation of studios and equipment are expected to
account for only 0.8% of revenue in 2021.

 

  Other Costs

Other expenses include administrative costs, insurance, regulatory
fines and training expenditures, among other miscellaneous activities.
Altogether, the other costs borne by the industry's operators comprise
the remaining 4.3% of industry revenue in 2021.

 

Basis of
Competition

Competition in this industry is    High and the trend is Steady

  INTERNAL COMPETITION

Internal competition in the TV Broadcasting industry in Canada stems
from finding and securing a target audience and staying in tune with this
selected target market's viewing tastes and preferences.

This strategy involves continuously monitoring viewer preferences in programming and updating the mix of
programming, personalities and formats to maintain consistent viewership. A broadcaster's ratings are the primary
metric used during negotiations with prospective advertisers. It is therefore essential that broadcasters compete in
terms of both quality and range of programming to ensure consistently strong ratings, and differentiate themselves
from other TV broadcasters.

The allocation of advertising revenue to TV stations and the rates that TV stations can charge for these time slots
are based on TV ratings survey data and the associated demographics of viewers. The TV stations' competitive
position is largely influenced by the quality of the syndicated programs and local news programs in time periods that
are not programmed by the network. In some cases, this depends on the quality of the broadcast signal. Ultimately,
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the level of competition that the industry must contend with is becoming more intense as the industry begins its
decline amid a litany of innovative media consumption channels, including online streaming sources such as Netflix
and Amazon Prime Video. These substitutes are driving advertisers to other channels and therefore diminishing
advertising budgets dedicated to industry broadcasts.

EXTERNAL COMPETITION

With the emergence and proliferation of online streaming over the past
five years, all traditional forms of TV broadcasting have been under
intensifying external pressure.

Consumers have cancelled their cable subscriptions at an accelerating pace, choosing instead to watch their
favourite programs on an on-demand basis through services such as iTunes, on a subscription basis through
services such as Amazon Prime Video and Netflix or illegally through offshore torrent sites facilitated by peer-to-peer
file sharing. To combat dwindling viewership, TV broadcasters have thus partnered with some of these on-demand
services to at least partially mitigate the loss of viewership. Overall, however, continued declines in TV audiences
will likely prove troublesome over the next five years, especially if advertisers begin to negotiate substantially smaller
contracts in response to falling viewership.

The Cable Networks industry in Canada (IBISWorld report 51521CA) is siphoning viewers away from broadcast
channels. Cable TV companies now offer digital broadcasts with multiple channels. They are increasingly providing
bundled services to households, which include internet, cable modems, video on-demand, telephones, TV
broadcasts and a wider variety of programming. TV stations compete for programming, on-air talent, audiences and
advertising revenue with cable networks in their respective coverage areas.

Barriers to
Entry

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

  Barriers to entry remain high in the TV Broadcasting
industry in Canada. In addition to high market share
concentration, the industry exhibits increasing initial and
ongoing capital expenditures and mounting external
competition. Hopeful entrants must compete with growing
alternative media sources, including online streaming
services and specialty TV. Access to viewer markets is
also difficult, due largely to the dominance of established
networks. Therefore, the only relatively accessible avenue
for industry participation is through niche markets and
specialized content production.

The creation of content is also a substantial barrier to
entry. Content is not only expensive to purchase or create
in-house, but it is also essential to maintain high-quality
broadcasts for stations to attract large audiences. As a
result, established players have a strong advantage
through their existing relationships with TV production
companies and viewers. Audience retention rates are key
when it comes to advertising revenue, which is
determined by both the total number of viewers and the
various demographics of a particular audience.

Regulation is also prohibitive to entry in the TV
Broadcasting industry. The Canadian Radio-television
and Telecommunications Commission (CRTC) has
jurisdiction over the allotment of broadcast licences,
whereas Industry Canada regulates the over-the-air
spectrum. The CRTC also mandates the share of
broadcast programming that must be sourced
domestically under the term Canadian Content (CanCon).
Currently, CanCon requires operators to ensure 60.0% of
their overall content is Canadian and spend 30.0% of their
revenue on acquiring domestic content.

Barriers to Entry Checklist

Competition High  

Concentration High  

Life Cycle Stage Decline  

Technology Change High  

Regulation & Policy Heavy  

Industry Assistance Medium  

Industry
Globalization

Globalization in this industry is    Low and the trend is Decreasing

  The extent of globalization in the TV Broadcasting industry in Canada is low due to restrictive foreign media
ownership laws and a lack of trade, as the industry itself is service-based. Nonetheless, many TV stations have
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global links via international news services. The Canadian Radio-television and Telecommunications Commission
mandates quotas on the share of content that must be domestically sourced, thereby restricting globalization.
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Major Companies

Major Players Bell Media Inc.

Market Share: 34.5%

  Bell Media Inc. (Bell Media) is the mass media subsidiary of BCE Inc. (BCE), formerly Bell Canada Enterprises. BCE
is a major telecommunications operator in Canada that employs nearly 51,000 workers servicing residential,
business and wholesale customers across the country. Bell Media provides conventional TV, specialty TV, pay TV,
streaming services, digital media services, radio broadcasting services and out-of-home (OOH) advertising services
to its many downstream customers. However, Bell Media's industry-relevant operations only include its conventional
TV services. In 2020 (latest data available), Bell Media generated $2.3 billion in segment revenue and operated
offices in Montreal, Vancouver and Toronto.

Bell Media operates regional networks in eight of Canada's 13 provinces and territories. Additionally, Bell Media
services the local markets of 26 major and secondary cities. In July 2013, prior to the beginning of the current
period, Bell Media completed the acquisition of Astral Media Inc., adding 80 specialty and pay TV services, 77 radio
stations and various digital media properties. However, since then, the company has consolidated its TV
endeavours. In 2016, the company operated 30 conventional TV stations, including CTV, Canada's leading TV
network based on viewership, 30 specialty stations and four pay TV stations. This industry only includes the
conventional TV stations. For more information on specialty and pay TV broadcasting in Canada, please refer to the
Cable Networks industry in Canada (IBISWorld report 51521CA). In 2019, Bell Media partnered to acquire the
comedy brand Just for Laughs and Pinewood Toronto Studios, the largest film and TV production facility in Canada.

Financial performance

Bell Media's broadcasting segment has experienced mixed performance over the five years to 2021. The company
has dedicated resources toward promoting its Netflix alternative, Crave TV, and other specialty TV content, both of
which are excluded from the company's industry-relevant operations. However, during this time, the company's
industry-relevant revenue is also expected to increase at an annualized rate of 6.3% to $965.0 million over the five
years to 2021. Bell Media's operating profit, defined as earnings before interest and taxes, is also expected to rise
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during the same period, increasing at an annualized rate of 3.8% to an anticipated $205.9 million. Moving forward,
the company anticipates a continued shift to digital media and higher programming costs.

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

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 710.0 N/C 171.2 N/C
2017 675.0 -4.9 155.7 -9.1
2018 623.0 -7.7 137.9 -11.4
2019 972.4 56.1 206.0 49.3
2020 935.4 -3.8 197.7 -4.0
2021 965.0 3.2 205.9 4.1

Source: Annual Report and IBISWorld
Note: *Estimates

Canadian Broadcasting Corporation

Market Share: 17.1%

  The Canadian Broadcasting Corporation (CBC) is a state-sponsored corporation, or crown corporation, based in
Ottawa, ON. The company serves as the nation's public radio and TV broadcasting provider. CBC is considered the
oldest existing broadcast network in the country. In fiscal 2019 (latest data available), CBC employed 6,636 workers
and generated $1.7 billion in company-wide revenue. Unlike its British counterpart, the company sells commercial
airtime. However, it also operates at a fairly consistent loss and remains reliant on government funding, which
totalled $1.2 billion in fiscal 2019 (year-end March) and is included in the company's industry-relevant revenue.

The CBC has reported regular declines in advertising revenue in both English and French services. However,
advertising revenue increased slightly over 2018 due to the station's exclusive right to broadcast the PyeongChang
2018 Olympic Winter Games. It also reported declines in its other revenue streams, subscriber fees and financing
and other income sources over the year. CBC's broadcast TV network includes CBC TV for its English-speaking
audience and ICI Radio-Canada Tele for the country's French speakers.

Financial performance

Over the five years to fiscal 2021, CBC's broadcast TV segment is expected to decline an annualized 3.0% to
$477.7 million, with this figure encompassing a decline of 8.2% in 2020 due to the COVID-19 (coronavirus)
pandemic. This is also, however, largely attributable to a change in CBC's reporting methodology to exclude digital
revenue and any parliamentary appropriations related to digital activity. Furthermore, the shifting media environment
has encouraged the CBC to focus on expanding both its digital and multiplatform offerings while scaling back its TV
division. Due to the company's tendency to operate at a negative profit margin, CBC's industry-relevant operating
profit, defined as earnings before interest and taxes, is anticipated to stand at a loss of $30.7 million in 2021.

 
Canadian Broadcasting Corporation (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016-17 556.9 N/C -68.4 N/C
2017-18 573.1 2.9 -50.1 -26.8
2018-19 490.1 -14.5 -50.2 0.3
2019-20 504.4 2.9 -49.7 -1.0
2020-21 463.1 -8.2 -36.1 -27.5
2021-22 477.7 3.2 -30.7 -15.0

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end March
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Corus Entertainment Inc.

Market Share: 13.2%

  Corus Entertainment Inc. (Corus) is a media and broadcasting company that operates dozens of radio and TV
broadcasting stations across the country. Headquartered in Toronto, it was formed in 1999 by a spinoff from Shaw
Communications Inc. (Shaw). In April 2016, the company came full circle by acquiring Shaw's media division, which
subsequently focused on its core telecommunications revenue. The acquisition doubled the size of Corus and made
it a major player in the industry. The combined company now operates 15 industry-relevant conventional TV stations
in addition to 39 radio stations and a global content business. Corus is estimated to employ over 3,000 individuals
company-wide, and in 2020, the company reported generating $1.5 billion in total revenue (latest data available).

Shaw entered the TV Broadcasting industry in Canada in 2010 when it acquired the entirety of the broadcasting
business of Canwest Global Communications Corporation, a major media company that entered bankruptcy in 2009.
It operated the Global Television Network (Global), one of Canada's most prominent bundles of broadcast channels.
Global reaches 95.0% of Canada's population through 12 over-the-air TV stations. Among its lineup are programs
such as Bones, Glee and Big Brother Canada. Global offers news programming through its early evening network
newscast, Global National and local news. Global has expanded its news lineup in recent years with the launch of
morning news programming in Toronto; Regina, SK; Saskatoon, SK; Winnipeg, MB; Montreal; and Halifax, NS.

Financial performance

Overall, Corus has responded to a shifting media landscape by diversifying its revenue streams and focusing on
specialty programming. For example, the company launched an on-demand streaming app called Global TV in
2019. However, this segment is not industry relevant. Excluding acquisition-related growth, the company has
endured the same challenges as the industry more generally, including declining revenue during every year of the
current period, including a marked revenue decline of 10.4% in 2020 as a result of the coronavirus pandemic.
Consequently, Corus's industry-relevant revenue is expected to decline at an annualized rate of 0.6% to $368.1
million over the five years to 2021. Similarly, the company's operating profit, defined as earnings before interest and
taxes, is projected to decline an annualized 0.9% to $127.1 million during the same period.

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

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015-16 380.0 N/C 133.3 N/C
2016-17 353.0 -7.1 121.5 -8.8
2017-18 338.0 -4.2 118.1 -2.8
2018-19 437.3 29.4 151.6 28.4
2019-20 391.6 -10.4 131.1 -13.6
2020-21 368.1 -6.0 127.1 -3.0

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end August
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Rogers Media Inc.

Market Share: 6.8%

  Rogers Media Inc. (Rogers Media) is a subsidiary of Rogers Communications Inc. (Rogers), a diversified
telecommunications and media company that is also one of Canada's largest wireless voice and data
telecommunication services providers. As of 2020 (latest data available), Rogers employed 23,500 individuals and
generated $13.9 billion in total revenue. Rogers Media was established in 1994 and holds Rogers' radio and TV
broadcasting operations in addition to its consumer and trade publishing operations.

Rogers Media operates 52 conventional and specialty TV networks, including Sportsnet's four regional stations,
OMNI multicultural broadcast TV stations and the Shopping Channel, Canada's only nationally televised shopping
channel. Rogers also owns and operates the City network, which distributes programming to nearly 85.0% of homes
in Canada. In 2013, prior to the beginning of the current period, Rogers Media signed a 12-year, $5.2 billion deal
with the NHL to exclusively broadcast all NHL games, including the Stanley Cup Final, through the 2025-2026
season. In 2015, Rogers and Vice Media LLC launched Vice Canada across mobile, online and TV platforms,
thereby increasing their presence in the domestic industry.

Financial performance

Over the five years to 2021, the company's industry-relevant revenue is expected to fall at an annualized rate of
0.6% to $189.2 million. Rogers Media's broadcasting segment has experienced volatile advertising revenue over the
past five years as businesses seek alternative media channels to reach customer demographics. Weak advertising
revenue in some networks was offset by strong performance in others, however, particularly in sports. Furthermore,
the company has lost TV subscribers during the current period and existing subscribers have downgraded their
service plans, both of which have been detrimental to revenue growth. Industry-relevant revenue has declined
during the current period parallel to the broader industry and can therefore be understood as indicative of more
widespread industry trends than attributable to the actions or decisions of the company itself. Over 2020 in
particular, and as a result of the coronavirus pandemic, the company's operating revenue declined 7.7%. Rogers
Media's operating profit, defined as earnings before interest and taxes, is projected by IBISWorld to reach $80.0
million in 2021.

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

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 195.0 N/C 72.5 N/C
2017 206.0 5.6 78.9 8.8
2018 201.0 -2.4 79.7 1.0
2019 200.7 -0.2 82.7 3.8
2020 185.3 -7.7 78.0 -5.7
2021 189.2 2.1 80.0 2.6

Source: Annual Report and IBISWorld
Note: *Estimates

Other Companies Remstar Group

  Market Share: 2.0%
  Remstar Group (Remstar) specializes in the distribution, production and broadcasting of feature films and TV.

Therefore, only some of its revenue is considered relevant to the TV Broadcasting industry in Canada. As of 2021,
the company operates three French-language TV networks and primarily operates in Quebec. Groupe V Media is
the Quebec subsidiary through which Remstar operates in the domestic industry under the Remstar broadcasting
segment. It owns V, MusiquePlus and MAX and digital properties, which include noovo.ca and the 25Stanley sports
blog. Although the company is private and therefore does not disclose its financial information, IBISWorld estimates
that its industry-relevant revenue will reach $57.0 million in 2021, capturing 2.0% of the domestic market.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The TV Broadcasting industry in Canada exhibits moderate
capital intensity. In 2021, broadcasters are expected to
spend $0.13 on capital for every $1.00 dedicated to wages,
a slight decrease from $0.14 in 2016. Depreciation costs
vary significantly between public TV operators and private
conventional operators and are often contingent upon the
size of the company. According to data from Statistics
Canada, private conventional TV broadcast operators have
much lower depreciation costs compared with their public
counterparts.

Since 2016, capital costs have remained high as the
industry incorporates next-generation broadcasting
capabilities and transitions to digital. For example,
operators have expanded their high-definition TV (HDTV)
capabilities, and are moving into stereoscopic 3DTV and
ultra-high-definition TV. Nevertheless, relatively high labour
costs keep the industry's level of capital intensity from
rising further.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Medium Rate of
Innovation

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

Medium Innovation
Concentration

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

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

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.

Low Market
Concentration

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

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

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

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

The most relevant technological disruption regarding the TV Broadcasting
industry in Canada is the distribution of video content through streaming
services.

The rising popularity of these services has decimated consumer viewing of live TV. In recent years, consumers have turned
to obtaining their video entertainment and news through online content or through video on-demand formats, such as
Netflix, Hulu, HBO Go and YouTube. While this movement has been led by the younger generations, which are less
habituated to traditional methods of media consumption, older consumers have also been switching their method of
obtaining the video content offered by the TV Broadcasting industry. Furthermore, competition for advertising has
intensified within these new formats, as advertisers now have more options for the dissemination of their content and have
in turn realized that slots in standard TV commercial breaks are not reaching consumers effectively.

The level of technology change is    High

  Since Innovation, Science and Economic Development Canada's 2007 decision
to no longer issue licences for new TV transmitters broadcasting in analog,
industry operators have emphasized digital broadcasting methods.

Digital broadcasts offer high-quality picture and sound and enable multiple broadcast streams. This mandated switch
required steep hardware expenditures by broadcasters, costing millions of dollars and lowering margins prior to the current
period. Furthermore, digital broadcasting requires a higher degree of technical support, raising the ongoing costs of
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operation. These factors have reduced the profitability of broadcast TV for smaller operators and consequently raised the
capital costs of a new facility. However, since the industry is highly concentrated, the influence of these increased costs is
mitigated due to the economies of scale achieved by its larger players.

In addition to the mandated digital conversion, many stations have also upgraded to broadcasting in high definition (HD).
HD is the top-level resolution offered within the digital TV spectrum, carrying a resolution of 720p or 1080i. HD channels are
typically broadcast in addition to the required basic digital signal and can only be viewed on TVs with the technical capacity
to decode the signal. During the past decade, HD viewing has increased in both affordability and popularity. Transmitting an
extra signal carries is costlier for stations, which has further diminished industry operators' bottom lines.

Technological developments in mobile phones and tablet computers have affected the way an increasing proportion of
consumers have watched TV over the five years to 2021. The industry has embraced mobile technology and supported the
roll out of broadcast TV-compatible cell phones. Nevertheless, new media still poses a threat to the industry by efficiently
and effectively providing consumers with information and entertainment.

Digital video recorders (DVRs) have also hindered revenue growth for the TV Broadcasting industry in Canada. First
introduced by TiVo, these recorders enable viewers to tape several hundreds of hours of TV for later viewing. While this
factor has increased the size of the audience that can view shows, it also enables viewers to skip commercials.
Understandably, advertisers are unwilling to pay for ads that are not being viewed.

Ultimately, the most important technological development during the current period is the ubiquity of online streaming
services such as Netflix, Hulu and Amazon Prime Video, which have directly contributed to the industry's decline. While
these services also affect content production, broadcasters are especially hard hit by being exposed to direct competition
for some of the same services that they provide. Since the TV Broadcasting industry does not include internet TV
broadcasting or satellite broadcasters, the omnipresence and widespread popularity of online streaming services have
been detrimental to industry growth. Alternative channels for media consumption, which are constantly evolving, are likely
to further threaten industry growth moving forward while simultaneously pressuring broadcasters to diversify their
operations.

Revenue
Volatility

The level of volatility is    Medium

  Operators in the TV Broadcasting industry in Canada have exhibited a
moderate level of revenue volatility over the five years to 2021, with total
revenue fluctuating an average of 6.5% year-over-year.

Revenue declined fairly consistently during the five-year period, with declines ranging from a modest 1.5% in 2016 to a
steep 11.9% decline in 2017. Conversely, in 2021, industry revenue is forecast to rise 0.3% as the economy begins to shift
toward a climate of recovery following the worst effects of the COVID-19 (coronavirus) pandemic.

Declining revenue is largely attributable to lower TV viewership. For much of the past decade, the industry's operators have
experienced low to moderate volatility in revenue, even during periods of economic recession. This is mostly due to the
industry being shielded from experiencing higher levels of revenue volatility, a direct result of the industry's significant
dependence on advertising expenditure. Therefore, volatility is projected to remain stable over the next five years as the



TV Broadcasting in Canada May 2021

34 IBISWorld.com

industry continues its gradual decline.

Regulation &
Policy

The level of regulation is    Heavy and the trend is Steady

The TV Broadcasting industry in Canada is highly regulated, both in terms of
the programming content it provides to downstream consumers and the
licences it requires for its broadcast operations.

The Canadian Radio-television and Telecommunications Commission (CRTC) administers the majority of rules and
regulations that pertain to the industry. Relevant laws include the Broadcasting Act and the Radiocommunication Act.

Companies must obtain licences from the CRTC to operate in the industry and distribute programming over predetermined
frequencies. Additionally, companies that operate satellites, on which industry participants may own or lease transponders,
must obtain licences for the specific orbital slots that their satellites will use. However, satellite broadcasters are omitted
from this industry.

Importantly, in March 2015, the CRTC announced that it will eliminate daytime Canadian content quotas for local channels
and genre protection, a rule that protected specialty channels from direct competition but required them to broadcast
specific content for a set amount of time, in an effort to help broadcasters compete with digital media. In addition to relaxing
its content rules, the CRTC will pursue numerous pilot programs to help broadcasters produce viable Canadian content.

More recently, in September 2017, the CRTC responded to numerous consumer grievances pertaining to their TV providers
by introducing a new code for consumers to take unresolved complaints to an independent watchdog, the Commission for
Complaints for Telecom-TV Services (CCTS). According to the CCTS, TV provider complaints far outnumber grievances
filed against all other forms of telecommunications combined, facilitating this action. Incorporated in this announcement was
the stipulation that TV providers would have to more clearly delineate product and pricing information, including a 30 days'
notice of price changes and providing customers with a more comprehensive and detailed list of their customer contracts.

In 2018, the CRTC announced plans to reduce the amount private sector TV groups are required to spend on public
programming. In 2019, the CRTC reversed its decision and will require Bell Media Inc., Corus Entertainment Inc. and
Rogers Communications Inc. to spend 7.5%, 8.5% and 5.0%, respectively, of their previous year's revenue on programs of
national interest in the English-language market. Previously, the trio of companies had to allocate 5.0% of their revenue to
such content. The new requirements were implemented in 2019 and will continue until 2022.

Industry
Assistance

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

Canadian Radio-television and Telecommunications CommissionThe Canadian Radio-
television and Telecommunications Commission (CRTC) is a public
organization that serves as the regulatory agency for the country's
broadcasting and telecommunications, including the TV Broadcasting industry
in Canada.

da. The CRTC was founded in 1976 and is headquartered in Gatineau, Quebec. The CTRC provides industry research and
aggregates data for operators in the TV, radio and telecommunications fields. For example, it publishes a seminal report
each year, the Communications Monitoring Report, which highlights crucial economic and demographic trends within the
broader communications sector including telecommunications, TV, telephony, radio and internet service providers. It also
grants broadcast licensing and sets the rules for Canadian content quotas.

Canadian Broadcasting Corporation

The Canadian Broadcasting Corporation (CBC) is the country's national radio and TV provider and also a major player in
this industry as a result. Chartered as a crown corporation, CBC benefits from government grants so long as it adheres to
the 1991 Broadcasting Act. CBC acts autonomously apart from the government, but must report to the Department of
Canadian Heritage.

thinkTV

thinkTV, formerly known as The TV Bureau of Canada (TVB) is an organization for operators in the TV and cable networks
industries. thinkTV collects, interprets and publishes data related to viewership and TV trends, data which indirectly assists
industry operators by highlighting consumer patterns.
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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)

Advertising
expenditure

($m)
2012 4,155 1,621 596 240 13,731 N/A N/A 1,398 N/A 12.4
2013 3,839 1,528 645 259 13,394 N/A N/A 1,365 N/A 11.8
2014 3,645 1,196 685 272 12,673 N/A N/A 1,294 N/A 11.5
2015 3,506 1,137 695 276 11,935 N/A N/A 1,250 N/A 11.7
2016 3,452 1,131 726 288 11,146 N/A N/A 1,191 N/A 12.0
2017 3,042 964 748 297 9,778 N/A N/A 1,017 N/A 12.3
2018 3,050 772 766 304 9,405 N/A N/A 978 N/A 12.5
2019 2,907 823 746 295 9,106 N/A N/A 948 N/A 13.0
2020 2,789 485 749 297 8,788 N/A N/A 914 N/A 12.1
2021 2,797 712 759 301 8,725 N/A N/A 910 N/A 12.8
2022 2,781 712 765 304 8,618 N/A N/A 900 N/A 13.0
2023 2,754 708 768 305 8,499 N/A N/A 888 N/A 13.1
2024 2,728 704 769 306 8,390 N/A N/A 877 N/A 13.2
2025 2,704 704 768 306 8,306 N/A N/A 868 N/A 13.3
2026 2,681 560 765 305 8,229 N/A N/A 861 N/A 13.4

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Advertising
expenditure

(%)
2012 -3.51 -13.8 4.19 3.44 0.59 N/A N/A 1.26 N/A 2.22
2013 -7.60 -5.74 8.22 7.91 -2.46 N/A N/A -2.37 N/A -4.76
2014 -5.07 -21.7 6.20 5.01 -5.39 N/A N/A -5.23 N/A -3.05
2015 -3.80 -4.99 1.45 1.47 -5.83 N/A N/A -3.40 N/A 2.00
2016 -1.55 -0.48 4.46 4.34 -6.62 N/A N/A -4.74 N/A 2.82
2017 -11.9 -14.8 3.03 3.12 -12.3 N/A N/A -14.6 N/A 2.24
2018 0.24 -19.9 2.40 2.35 -3.82 N/A N/A -3.90 N/A 1.95
2019 -4.67 6.48 -2.62 -2.97 -3.18 N/A N/A -2.99 N/A 3.74
2020 -4.06 -41.0 0.40 0.67 -3.50 N/A N/A -3.61 N/A -7.31
2021 0.27 46.8 1.33 1.34 -0.72 N/A N/A -0.52 N/A 5.80
2022 -0.57 -0.10 0.79 0.99 -1.23 N/A N/A -1.10 N/A 1.48
2023 -0.97 -0.48 0.39 0.32 -1.39 N/A N/A -1.31 N/A 1.00
2024 -0.94 -0.60 0.13 0.32 -1.29 N/A N/A -1.22 N/A 0.76
2025 -0.91 -0.02 -0.14 0.00 -1.01 N/A N/A -0.99 N/A 0.68
2026 -0.86 -20.5 -0.40 -0.33 -0.93 N/A N/A -0.91 N/A 0.67

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 39.0 N/A N/A 303 33.7 23.0 101,835
2013 39.8 N/A N/A 287 35.6 20.8 101,934
2014 32.8 N/A N/A 288 35.5 18.5 102,107
2015 32.4 N/A N/A 294 35.7 17.2 104,742
2016 32.8 N/A N/A 310 34.5 15.4 106,846
2017 31.7 N/A N/A 311 33.4 13.1 104,029
2018 25.3 N/A N/A 324 32.1 12.3 103,945
2019 28.3 N/A N/A 319 32.6 12.2 104,151
2020 17.4 N/A N/A 317 32.8 11.7 104,028
2021 25.5 N/A N/A 321 32.5 11.5 104,241
2022 25.6 N/A N/A 323 32.3 11.3 104,375
2023 25.7 N/A N/A 324 32.2 11.1 104,459
2024 25.8 N/A N/A 325 32.1 10.9 104,529
2025 26.0 N/A N/A 325 32.1 10.8 104,551
2026 20.9 N/A N/A 326 32.1 10.8 104,569

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

thinkTV
http://www.thinktv.ca

Canadian Radio-television and Telecommunications Commission
http://www.crtc.gc.ca

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

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

Industry Jargon BANDWIDTH
A measure of frequency in hertz. TV broadcasters own a certain range of frequencies through which they transmit
television programming.

CRTC
Short-hand for the Canadian Radio-television and Telecommunications Commission; a public organization that
regulates broadcasting and telecommunications.

HIGH-DEFINITION TV (HDTV)
A digital TV broadcasting system with higher resolution than traditional TV systems.

MEDIA FRAGMENTATION
Whereby media consumption occurs through a growing number of platforms, channels and devices.

Glossary BARRIERS TO ENTRY
High barriers to entry mean that new companies struggle to enter an industry, while low barriers mean it is easy for
new companies to enter an industry.

CAPITAL INTENSITY
Compares the amount of money spent on capital (plant, machinery and equipment) with that spent on labour.
IBISWorld uses the ratio of depreciation to wages as a proxy for capital intensity. High capital intensity is more than
$0.333 of capital to $1 of labour; medium is $0.125 to $0.333 of capital to $1 of labour; low is less than $0.125 of
capital for every $1 of labour.

CONSTANT PRICES
The dollar figures in the Key Statistics table, including forecasts, are adjusted for inflation using the current year (i.e.
year published) as the base year. This removes the impact of changes in the purchasing power of the dollar, leaving
only the "real" growth or decline in industry metrics. The inflation adjustments in IBISWorld’s reports are made using
Statistics Canada's implicit GDP price deflator.

DOMESTIC DEMAND
Spending on industry goods and services within Canada, regardless of their country of origin. It is derived by adding
imports to industry revenue, and then subtracting exports.

EMPLOYMENT
The number of permanent, part-time, temporary and casual employees, working proprietors, partners, managers
and executives within the industry.

ENTERPRISE
A division that is separately managed and keeps management accounts. Each enterprise consists of one or more
establishments that are under common ownership or control.

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.

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

IMPORTS
Total value of industry goods and services brought in from foreign countries to be sold in Canada.
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INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
than 40%.

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

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

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

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

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

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

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

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

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