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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 COVID-19 (coronavirus) pandemic is expected to cause a slight increase in demand due to an expected
increase in per capita disposable income and leisure time. For more detail, please see the Demand Determinants
chapter.

· Industry growth is expected toward the end of the five years to 2021, as the coronavirus pandemic is expected to
increase the amount of time spent indoors. For more detail, please see the Executive Summary chapter.

· The spread of coronavirus is expected to contribute to a decline in industry profit in 2020 as a result of operational
delays and quarantine measures for some employees. For more detail, please see the Cost Structure 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 distributes TV programs on a subscription or fee basis through infrastructure consisting of direct

broadcast satellites, ground stations and individual home receivers. This industry also includes multipoint distribution
system operators that deliver wireless TV programming using ground stations. These operators typically exist in
rural areas and have a negligible effect on industry performance. This industry excludes other satellite
telecommunications providers.

Major Players Bell Canada

Shaw Communications

Main Activities The primary activities of this industry are:

Providing basic satellite TV programming

Providing premium and pay-per-view satellite TV programming

Selling home installation equipment

Providing home installation services

Operating multipoint distribution systems

The major products and services in this industry are:

Subscribers

Advertising

Other
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Supply Chain

SIMILAR INDUSTRIES

Radio Broadcasting in Canada TV Broadcasting in Canada Wired Telecommunications
Carriers in Canada

Satellite Telecommunications
Providers in Canada

Cable Providers in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Satellite TV Providers in the US TV & Radio Broadcasting in China Television Programming &
Broadcasting in the UK

Television Broadcasting in New
Zealand

Pay Television in Australia      
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Industry at a Glance
Key Statistics

$1.9bn
Revenue

Annual Growth

2016–2021

-4.4%

Annual Growth

2021–2026

-3.0%

Annual Growth

2016–2026

 

$698.4m
Profit

Annual Growth

2016–2021

-4.6%

  Annual Growth

2016–2021

 

36.8%
Profit Margin

Annual Growth

2016–2021

-0.3pp

  Annual Growth

2016–2021

 

37
Businesses

Annual Growth

2016–2021

15.5%

Annual Growth

2021–2026

5.3%

Annual Growth

2016–2026

 

705
Employment

Annual Growth

2016–2021

-11.8%

Annual Growth

2021–2026

-2.5%

Annual Growth

2016–2026

 

$50.8m
Wages

Annual Growth

2016–2021

-14.9%

Annual Growth

2021–2026

-2.6%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

1.9%
Consumer confidence index

1.8%
Per capita disposable income

6.6%
Housing starts

4.1%
Number of mobile telephone
subscriptions

3.8%
Number of fixed broadband
connections

 
Industry Structure

POSITIVE IMPACT

  Barriers to Entry
High / Steady   Industry Globalization

Low / Steady

MIXED IMPACT

  Revenue Volatility
Medium

NEGATIVE IMPACT

  Life Cycle
Decline   Capital Intensity

High

  Industry Assistance
Low / Steady   Concentration

High

  Regulation & Policy
Heavy / Increasing   Technology Change

High

  Competition
High / Increasing

 

Key Trends

 The industry is highly concentrated

 Operators have sought to streamline operations and
outsource some functions

 The industry has endured competition from cable and IPTV
providers that offer similar services

 Industry revenue is anticipated to fall

 IPTV services are expected to siphon revenue and
subscribers away from the industry

 The government is expected to require cable and satellite
TV providers to unbundle their channels

 The industry is highly concentrated, with only two national
satellite TV providers
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  High & Steady Barriers to Entry

  Low Imports

  High Profit vs. Sector Average

  Low Customer Class Concentration

  High Revenue per Employee

   

WEAKNESSES

  Low & Steady Level of Assistance

  High Competition

  Decline Life Cycle Stage

  High Product/Service Concentration

  High Capital Requirements

   

OPPORTUNITIES

  Consumer confidence index

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Revenue Growth (2021-2026)

  Low Performance Drivers

  Number of fixed broadband connections
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Executive Summary Bad signal: Competition from established cable providers is expected to
limit industry growth

Over the five years to 2021, the Satellite TV Providers industry in Canada has struggled to maintain its subscribers
as consumers have migrated toward substitute services, such as Internet Protocol TV (IPTV). Prior to the current
period, the industry had continuously added subscribers before the proliferation of internet-based TV subscription
packages. Since 2012, the industry has experienced a steady decline in subscribers, ultimately falling prey to
external competition, such as Netflix Inc. and EPICIPTV.net. Consequently, industry revenue is expected to fall at an
annualized rate of 4.4% to $1.9 billion over the five years to 2021, despite slight forecast growth of 0.4% in 2021
alone as consumer spending is expected to improve alongside expectations that the global COVID-19 (coronavirus)
pandemic will subside.

The industry is highly concentrated, with only two national satellite TV providers, including Bell Canada (Bell) and
Shaw Communications Inc. (Shaw), dominating the market. These operators have taken steps to improve service
quality and range of programming by upgrading their satellite networks. Telesat, a satellite communications
company, launched a satellite in 2018 that services both companies. Greater service has enabled operators to
extract higher revenue per subscriber, although attrition remains a continuous concern for satellite TV providers.
Ultimately, the fixed costs of building, insuring and launching a satellite can be spread across a wide subscriber
base. Industry profit, measured as earnings before interest and taxes, is forecast to account for 36.8% of revenue in
2021, down from 37.1% in 2016.

Over the five years to 2026, industry revenue is expected to decline at an annualized rate of 3.0% to $1.6 billion as
operators continue to endure intense competition from substitutes. Competition from established cable providers, in
addition to emerging IPTV providers and streaming services, should limit revenue growth as consumers' demand
shifts toward flexible TV options. IPTV providers have aggressively expanded network coverage in major
metropolitan areas, increasing competition in these markets. IPTV benefits from using existing packet-switched
networks and can be easily bundled with other services that use the same networks, such as home phone and
internet access services. Notably, both Bell and Shaw offer an IPTV service in addition to their satellite TV service,
contributing to the forecast decline in industry revenue.
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Industry Performance

Key External
Drivers

Number of fixed broadband connections

The number of fixed broadband connections measures internet connectivity in residential and nonresidential
buildings. As the number of fixed broadband connections increases, the likelihood of subscribing to satellite TV
services should increase. In 2021, the number of fixed broadband connections is expected to rise.

 

Housing starts

The industry's primary market is residential households. As household formation increases, demand for satellite
services increases as well. However, the industry endures intense competition in this market from cable providers
and Internet Protocol TV (IPTV) providers. In 2021, due to global economic uncertainty, housing starts are expected
to decrease, posing a potential threat to the industry.

 

Number of mobile telephone subscriptions

Over the five years to 2021, broadband-enabled mobile devices, such as smartphones and tablets, have proliferated
across Canada. As mobile broadband connections become more ubiquitous and reliable, consumers are
increasingly using these devices to view video content, intensifying the external competition endured by satellite
providers. Mobile internet connections are expected to increase in 2021.

 

Per capita disposable income

Per capita disposable income determines a consumer's ability to subscribe to satellite TV services or purchase more
costly packages and services. In 2021, per capita disposable income is expected to fall after increasing significantly
during the previous year in response to government stimulus related to the COVID-19 (coronavirus) pandemic.

 

Consumer confidence index

Changes in consumer sentiment directly affect discretionary expenditure, particularly on high-priced, value-added
services. These expenditures decline when economic activity falters, as consumers opt to pay down loans, build
their savings and conserve available income for basic needs. The Consumer Confidence Index is expected to grow
in 2021, representing an opportunity for this industry.
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Current
Performance

The Satellite TV Providers industry in Canada is an integral part of the
broadcast distribution sector, although its presence has diminished as
quickly as it rose to prominence.

Industry operators receive signals from various programming sources, compress and encrypt the signals and
broadcast them from satellites to small dish antennas and receivers in homes across the country. Over the five
years to 2021, these direct-to-home (DTH) satellite TV providers have endured a near consistent decline in
subscribers as operators struggle to stymie competition from substitute services, chiefly streaming and Internet
Protocol TV (IPTV) services. Industry revenue is expected to fall at an annualized rate of 4.4% to $1.9 billion over
the five years to 2021. However, revenue is expected to grow 0.4% in 2021 alone as consumer spending is
expected to grow following expectations for an improvement in the global COVID-19 (coronavirus) pandemic.

Notably, the industry also includes multipoint distribution system (MDS) operators, which are TV providers that
broadcast programming via microwave transmissions from ground stations. However, these providers primarily
serve small, rural markets and have a negligible effect on industry performance, with their key contribution
manifested in increasing establishment figures. Over the five years to 2021, IBISWorld expects industry
establishments to rise an annualized 15.5% to 396 facilities as operators continue to expand into rural markets
where churn rates are much lower.

INDUSTRY LANDSCAPE

The industry is highly concentrated, with two national DTH satellite TV
providers, including Bell Canada (Bell), a telecommunications company
and Shaw Communications Inc.

(Shaw), a cable company, controlling the majority of the market. However, this high level of concentration does little
to moderate the level of competition that DTH operators endure. Industry operators compete with cable providers in
all major markets and have endured increased competition from IPTV providers. IPTV companies, many of which
operate in this industry, provide digital TV programming over packet-switched telecommunications or cable networks
and have rapidly expanded their scope. Industry operators compete on price, range and quality of programming
offered. As the price of programming has grown during the period, industry operators have also had to compete to
limit purchasing costs to remain competitive. Over the past five years, operators have taken steps to upgrade their
satellite infrastructure to provide an increasing array of specialty and high-definition (HD) channels. The most recent
launch was in 2018 by Telesat, which sells its satellite capabilities to both major players.

Over the five years to 2021, consumers have increasingly subscribed to premium programming packages that
provide a range of specialty channels, HD programming and value-added services, such as mobile content and
personal video recorders. These packages are more expensive and have boosted industry revenue and maintained
a high level of profit among operators. Industry profit, defined as earnings before interest and taxes, is expected to
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account for 36.8% of industry revenue in 2021, down slightly from 37.1% in 2016.

PROFITABILITY AND PROGRAMMING

Over the past five years, industry operators have battled with declining
revenue in an increasingly consolidated industry.

The cost of carrying programming, the largest expense for industry operators, has pressured profit due to growth in
these costs during the period. While this has pressured the operating profit of the entire broadcast distribution
sector, DTH providers have endured a minimal amount of disruption due to price growth. BCE Inc., the parent
company of Bell, owns the CTV Television Network, the largest privately owned network in the country, while Shaw
owns the Global Television Network, the country's second-most watched broadcast TV network. These vertically
integrated operations provide operators with their own source of programming to distribute, further insulating
themselves from the threat of rising programming costs.

As companies' operations have matured and competition has intensified, operators have sought to streamline
operations and outsource some customer services functions. As a result, the number of industry employees is
expected to decline at an annualized rate of 11.8% to 705 workers over the five years to 2021. Importantly, wages
are forecast to decline at a faster pace during the same period, suggesting a decrease in the average salary of
industry employees as well.

EXTERNAL COMPETITIVE PRESSURES

Externally, the industry has endured intense competition from cable and
IPTV providers that offer a similar range of services.

Additionally, the industry must endure stiff external competition from over-the-top programming providers, which are
companies that provide programming content using a third party's network, such as Netflix Inc. Operators have
attempted to diminish this competitive threat by introducing their own video-on-demand services and internet
streaming services. Shaw launched a mobile app, Shaw Go, which provides streaming access to TV shows and
movies, just prior to the current period. Bell offers a similar service through its Bell TV app. While these services are
not provided via DTH satellites, they serve as a value-added incentive to consumers and help reduce subscriber
churn in such a competitive environment.

Industry performance has also been pressured by the sale and marketing of United States DTH satellite receivers in
Canada. Although it is illegal for United States companies to broadcast signals in Canada, satellite signals are
inherently international and cannot be blocked by national borders. Canadians that purchase the right equipment
can pay for a United States DTH subscription using a fake address. Others may break the encryption on the satellite
signal and receive service for free. Industry operators, along with the government, have taken legal action against
suppliers of such equipment. Despite a decrease in the number of Canadians receiving these illegal services and
increased efforts by the Canadian Radio-television and Telecommunications Commission to define these services
as illegal, this threat has not yet been eradicated.
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Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Number of
fixed

broadband
connections

(Million)
2012 2,861 1,480 176 18.0 2,189 N/A N/A 220 N/A 11.7
2013 2,788 1,460 190 19.0 2,027 N/A N/A 210 N/A 12.1
2014 2,671 1,386 202 19.0 1,812 N/A N/A 182 N/A 12.6
2015 2,554 1,558 194 18.0 1,596 N/A N/A 128 N/A 13.1
2016 2,381 1,391 193 18.0 1,319 N/A N/A 114 N/A 13.4
2017 2,116 1,279 287 27.0 1,347 N/A N/A 89.9 N/A 13.9
2018 1,974 1,178 353 32.0 800 N/A N/A 72.1 N/A 14.3
2019 1,883 1,094 332 31.0 713 N/A N/A 51.2 N/A 15.0
2020 1,890 1,055 370 35.0 711 N/A N/A 51.1 N/A 15.4
2021 1,898 1,055 396 37.0 705 N/A N/A 50.8 N/A 15.8
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Industry Outlook
Outlook The Satellite TV Providers industry in Canada is expected to continue

losing subscribers over the five years to 2026.

Amid competitive pressure from cable and Internet Protocol TV (IPTV) providers and streaming services, year-to-
year subscriber additions have fallen for several years and have cemented a pattern of continuous decline. Slowly
declining industry establishments and increasing merger and acquisition activity may help the industry's largest
companies preserve their market share, but industry revenue is estimated to decline at an annualized rate of 3.0%
to $1.6 billion over the five years to 2026. Operators will likely have to contend with the ongoing rollout of IPTV
services across the country, which is the chief substitute for most consumers.

Revenue is anticipated to fall despite a greater proportion of subscribers receiving more expensive programming
packages due to the magnitude of lost subscribers. However, profit gains are expected during the period as
consumers continue to shift toward more profitable packages. Overall, industry profitability is expected to continue
growing during the period as industry consolidation furthers the ability for major players to take advantage of
economies of scale. Industry profit, defined as earnings before interest and taxes, is expected to account for 39.0%
of industry revenue in 2026, up from 36.8% in 2021. Accordingly, operators will likely continue to streamline
operations and outsource nonessential job functions, causing the number of industry employees to decline at an
annualized rate of 2.5% to 621 workers over the five years to 2026.

IPTV IS A GROWING THREAT

In addition to competitive pressures from cable providers that offer
similar services, IPTV services are expected to increasingly siphon
revenue and subscribers away from the industry over the next five years.

These services can be implemented over existing Internet Protocol networks, enabling cable and
telecommunications companies to expand service coverage areas quickly. Moreover, IPTV is more customizable,
since consumers can watch just as easily on their computers as their TV; scalable, since IPTV providers can expand
their range of programming offered much faster than satellite TV providers; and better suited for video-on-demand
(VOD) services, since two-way network communication is more efficient using cables and wires than via satellite
transmission. As a result, IPTV services currently represent the largest threat to industry operations. Finally, since
many home phone and internet access services are already provided over packet-switched networks, IPTV
providers can easily bundle their TV service with these services. These advantages are expected to increase
consumer adoption of IPTV at the expense of DTH satellite TV services, particularly in urban areas where this
infrastructure is already in place.

Notably, the industry's major players offer an IPTV service in addition to their DTH services. Indeed, Bell Canada
(Bell) and Shaw Communications (Shaw) have both stated that they are focused on expanding the network footprint
of their IPTV services. Shaw has demonstrated this focus on its IPTV segment on its website, where it currently
offers a variety of internet and IPTV bundles at discounted rates to attract new customers. This may accelerate
satellite subscribers changing to IPTV services, as operators may offer promotional incentives to encourage their
satellite TV subscribers to switch to budding IPTV service. Although IPTV services currently account for a moderate
percentage of the entire broadcast distribution market, they are expected to grow at an accelerated rate moving
forward. Nevertheless, IPTV services will not likely be expanded to rural areas any time soon, maintaining DTH
satellite TV providers' competitive advantage in these markets. The inability for IPTV and cable providers to
broadcast to these rural areas creates a barrier to entry that should protect operators from some losses that occur in
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other customer segments.

PROGRAMMING CHANGES

Over the five years to 2026, the Canadian government is expected to
require cable and satellite TV providers to completely unbundle their
channels, giving customers the opportunity to pick and pay for the
specific TV channels that they want.

This could help drive profit growth by enabling operators to charge a higher price and may also encourage some to
remain in the satellite TV industry despite its weaknesses relative to substitute services. This sets the stage for
heightened competition as industry operators and external competitors adapt programming packages to attract
subscribers. Accordingly, IBISWorld expects industry establishments to grow an annualized 4.9% to 502 locations
over the five years to 2026.

Notably, the Canadian Radio-television and Telecommunications Commission also stated that the fewer channels a
consumer subscribes to, the more expensive each channel will be. This is expected to serve to offset potential
losses that broadcast distribution companies could endure from consumers subscribing to fewer channels, while
also facilitating speedier adoption of this new business model. With recent satellite launches in 2013 and 2018,
satellite constellations' capacity is expected to remain at suitable levels. Widespread adoption of certain emerging
services may require industry operators to seek out more spectrum in the future. Continued demand for high-
definition programming and increased demand for 4K programming are expected to markedly increase demand for
satellite spectrum. Conversely, if satellite spectrum is underused, industry operators may be able to provide
additional capacity to wireless telecommunications companies that require more spectrum for their wireless services,
supplementing revenue.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Number of
fixed

broadband
connections

 (Million)
2021 1,898 1,055 396 37.0 705 N/A N/A 50.8 N/A 15.8
2022 1,828 1,015 417 39.0 681 N/A N/A 49.0 N/A 16.1
2023 1,782 1,041 445 42.0 666 N/A N/A 47.9 N/A 16.3
2024 1,733 1,006 477 45.0 654 N/A N/A 47.0 N/A 16.6
2025 1,681 973 494 47.0 635 N/A N/A 45.6 N/A 16.8
2026 1,628 935 502 48.0 621 N/A N/A 44.5 N/A 17.0
2027 1,574 900 514 50.0 610 N/A N/A 43.6 N/A 17.1



Satellite TV Providers in Canada March 2021

16 IBISWorld.com

Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

IVA is expected to decline while Canadian GDP is expected to grow

There is consistent decline in the subscriber base

The industry endures stiff external competition from streaming services

The Satellite TV Providers industry in Canada is now in the decline stage of its life cycle after relatively quick growth
and mature phases. Industry value added (IVA), which measures an industry's contribution to the overall economy,
is forecast to decline at an annualized rate of 1.8% over the 10 years to 2026 as revenue is expected to fall.
Comparatively, Canadian GDP is anticipated to grow an annualized 1.7% during the same period. A forecast
contraction in IVA when the broader economy is projected to grow is indicative of a declining industry.

Furthermore, over the five years to 2021, the industry's subscriber base consistently contracted despite the vertical
integration of telecommunications companies. This integration is expected to boost subscriber rates by making
telecommunications bundling packages attractive options for consumers. This decline is the result of pressures from
alternative broadcast distribution companies, particularly online subscription services, such as Netflix and Amazon
Prime, which are much more convenient and often more cost effective due to lower capital expenses. More dramatic
declines are expected to be offset by merger and acquisition activity to maintain revenue generation capabilities of
the industry's two largest players, Bell Canada and Shaw Communications Inc. In addition, as broadband-enabled
mobile devices and tablets have proliferated across the country, industry players have introduced mobile video
streaming services, which work to both increase the range of services offered by the industry and to partially mitigate
the threat posed by other internet-based programming options. Ultimately, the industry has been thrust into the
throes of decline because of declining subscriber rates, thus losing market share to external competitors.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Hotels & Motels in Canada

Key Selling Industries
1st Tier

Movie & Video Distribution in Canada

Video Postproduction Services in Canada

Satellite Telecommunications Providers in Canada

2nd Tier

Movie, TV & Video Production in Canada

Television Production in Canada

Products & Services

  In addition to providing basic TV programming, operators in the Canadian
Satellite TV Providers industry also offer premium specialty content and
high-definition (HD) channels.

Since satellite TV providers provide consumers with programming in packages, revenue is not composed of the cost
of each individual channel. However, that may change moving forward as the Canadian Radio-television and
Telecommunications Commission has stated that consumers should be able to subscribe to individual channels
instead of packages. Notably, industry participants usually do not create original programming themselves. Instead,
providers receive signals from various programming sources, compress and encrypt the signals and broadcast them
via satellite.

ADVERTISING

Most TV broadcasters and providers rely on advertising revenue to
generate revenue.

In 2021, satellite TV providers are expected to generate a combined 49.2% of revenue from advertisers, down from
51.2% in 2016. Specifically, operators are expected to derive 47.6% of all revenue from national advertising and
another 1.6% from local advertising in 2021. Since most satellite TV providers are not limited by cable infrastructure
which may restrict geographic expansion, most operators rely on advertisements that can be broadcast nationwide.
Local ads are still important, particularly for rural areas without a substantial cable infrastructure, which typically rely
on satellite services for TV. Accordingly, local ads comprise a small share of industry revenue.

SUBSCRIBERS

Satellite TV packages typically require a subscription.

These fees are different based on what channels are being offered and what packages the consumer chooses to
take advantage of. For example, the two major players in this industry are vertically integrated telecommunications
companies, so consumers can purchase telecom bundles which include internet service and telephony, among
other services. This drives down the price of these combined services and bolsters subscription rates for these large
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operators. Plus, value-added content and premium programming, such as pay-per-view content and sports
packages, contribute to higher prices and profit for these subscriptions. For this reason, industry operators have
moved toward a bundle method of product pricing that groups together similar channels, permitting operators to
extract higher prices from consumers. In 2021, IBISWorld expects satellite TV providers to generate 33.1% of
revenue from subscription packages, up from 30.8% in 2016.

OTHER

Equipment sales are expected to fall as a percentage of revenue over the
five years to 2021, but have remained an important part of an operator's
business strategy.

Indeed, decreasing equipment costs have been a major driver of consumer adoption of satellite TV services,
particularly in a moment where equipment upgrades are frequent due to improving technology. Home satellite
equipment, which originally cost between $600.00 and $1,000.0 to purchase and install, now costs less than
$200.00 in most cases. Other equipment sales include the sale or rental of PVRs and other set-top boxes.

Other services include fees garnered from installation services or maintenance. Revenue from these services is
relatively stable and does not vary significantly. Notably, the industry typically uses installation services and the
equipment product segment, more as a marketing tool than as a revenue-generating product. At any given time,
providers will likely offer free or discounted programming packages to initially attract customers. For example, Bell
Canada offers a $20.00 monthly credit for one year on their all-inclusive satellite packages with a two-year
agreement. The existence of a multiyear contract helps to mitigate some of the volatility in revenue that arises from
consumers moving or choosing a competing provider. IBISWorld expects this category to account for 17.7% of
revenue in 2021, down from 18.1% in 2016.

Demand
Determinants

Demand for services provided by the Canadian Satellite TV Providers
industry is largely driven by the range and quality of programming offered
and the per capita disposable income levels of the industry's base of
customers.

Satellite programming must be reliable, wide reaching and diverse enough to capture the interest of a range of
customers. To attract and retain subscribers, distributors require an array of networks and channels and
continuously introduce new and alluring programming. Notably, to provide a wide variety of programming,
companies had to expand their intellectual property holdings in recent years. Companies that offer specific
programming packages that cater to a certain interest, such as sports, typically benefit from greater demand for their
service.

Consumers' likelihood to subscribe to satellite programming is directly determined by per capita disposable income
levels. During periods of economic decline, consumers are likely to cut expenses by eliminating their satellite TV
service or by subscribing to a less expensive programming package. Since the majority of industry customers are
residential households, demand is also influenced by trends and changes in the housing market. Moreover, since
satellite TV services are increasingly bundled with telephone, internet and video-on-demand services, an increase in
demand for these services typically leads to an increase in demand for the industry. This is particularly true for
streaming video-on-demand services which can be accessed by consumers over the internet on broadband-enabled
mobile devices.

Although the spread of COVID-19 (coronavirus) is expected to significantly reduce consumer confidence, per capita
disposable income in Canada is expected to grow as a result of government stimulus for individuals. The
combination of higher levels of per capita disposable income and more leisure time due to quarantine mandates
issued by the government, should result in a slight increase in demand for satellite TV. Still, the threat of external
competition from streaming services, such as Hulu, is expected to remain high, which could ultimately cause a loss
in demand.
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Major Markets

  The Canadian Satellite TV Providers industry's major markets are in line
with the primary markets for TV programming.

  Notably, age demographics can vary significantly on a province-by-province basis. For example, the Atlantic Canada
region has a relatively high proportion of people over the age of 65, while Alberta has a significantly younger
population.

CONSUMERS AGED 18 TO 34

Consumers aged 18 to 34, which are typically the most price sensitive,
constitute the smallest share of the industry's audience, accounting for an
expected 12.5% of all TV viewing hours in 2021, down from 15.9% in 2016.

Though price is still an important factor for this segment's adoption of satellite TV it is not as important as range and
diversity of programming packages offered. Industry operators have targeted this market by offering bundled
communications services, such as internet, home phone and pay TV services in one package. For consumers,
bundled services are less costly than subscribing to each service individually and reduce the hassle of receiving
services and bills from multiple providers. Bundling services ties demand for each service to demand for the others,
enabling demand for satellite TV services to grow with demand for robust internet connectivity. Still, younger
consumers may be more likely to use substitute services such as media streaming sites and mobile viewership,
which contributes to this segment's low share of the industry market.

CONSUMERS AGED 35 TO 49

In 2021, this segment is expected to account for 16.2% of TV viewing
hours, down from 19.0% in 2016.

Industry participants will likely have the greatest chance of attracting subscribers in this age segment by focusing on
quality content and providing services to underserved areas, chiefly rural areas without a proper cable TV
infrastructure in place. Over the five years to 2026, industry providers will likely focus on increasing the adoption of
industry products for consumers aged 35 to 49 in an effort to grow revenue.

CONSUMERS AGED 50 TO 64

Consumers aged 50 to 64 represent the second-largest market for
industry providers.

This market consists of people nearing retirement age which means they generally have more leisure time. This
segment is expected to account for 28.7% of TV viewing hours in 2021, up from 28.3% in 2016.

CONSUMERS AGED 65 AND OLDER

Industry providers tend to target this group the most, as consumers
approaching or at retirement age have more leisure time to watch TV.
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In 2021, consumers aged 65 and older are expected to comprise 42.6% of TV viewing hours, up from 36.8% in
2016.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Satellite TV Providers industry in Canada operates domestically. As a result, it has no material level of
international trade that is recorded by a national or international body. However, industry programming providers do
offer foreign programming to consumers as part of their bundled packages, although this does not constitute trade.

Business
Locations

  The two largest players in the Canadian Satellite TV Providers industry operate direct-to-home (DTH) satellites that provide
national coverage. As a result, industry locations do not strictly follow the country's general population distribution. Companies
operate uplink facilities across the country to connect with satellites in orbit and monitor broadcast transmissions. In addition,
smaller multipoint distribution system operators are primarily located in rural areas. While subscribers in remote areas are also
well suited for satellite TV services, industry revenue shares by province fall relatively in line with the general distribution of the
population.

The most significant regions for the industry are Ontario, Quebec, Alberta and British Columbia. Ontario holds the most industry
establishments, comprising an estimated 41.5% of establishments in 2021. Within Ontario, Toronto is a significant location for
industry activity as it is one of the largest TV markets in North America. In 2021, Quebec is expected to account for 25.3% of
establishments, as Bell Canada maintains its headquarters in Montreal. Similarly, Shaw Communications Inc. is headquartered in
Alberta, which is expected to account for 7.6% of industry establishments in 2019. British Columbia accounts for an estimated
10.6% of establishments in 2021. All other provinces are expected to account for less than 5.0% of industry establishments.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    High

The Satellite TV Providers industry in Canada exhibits a high level of concentration, with the three largest
companies expected to control nearly 90.0% of the market in 2021. This is due to the extremely capital-intensive
nature of developing, launching and maintaining satellites and regulations that limit industry participation. The
industry's major players are diversified telecommunications operators that offer a range of services and have
extensive financial resources at their disposal. Smaller players with fewer resources are naturally precluded from
entering the industry due to the high capital costs of satellite development, launches and licences. The rest of the
market is highly fragmented and divided among satellite TV resellers and an array of rural multipoint distributions
system operators.

Key Success
Factors

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

Ability to negotiate successfully with regulators:
Providers need to maintain good relationships with the Canadian Radio-television and Telecommunications
Commission (CRTC) to ensure compliance with regulations and licensing requirements.

Close monitoring of competition:
Successful providers must monitor competition in the industry and in the cable providers and wired
telecommunications industries to ensure that service quality and programming offerings are in line with the
competition.

Ability to quickly adopt new technology:
Companies must quickly adopt new satellite transmission technologies to offer the widest range of programming and
high definition (HD) channels to their subscriber base.

Ensuring pricing policy is appropriate:
Companies must monitor and adapt the prices of their various programming packages to drive subscriber adoption
of profitable services and packages.

Having a loyal customer base:
Establishing a strong and loyal customer base within national, regional or international areas of operation is crucial
since revenue for networks is directly related to subscriber numbers.

Maintaining excellent customer services:
Establishing and maintaining a reputation for fast and efficient customer service is crucial and directly related to
subscriber numbers. Customers are often willing to pay more for a service if they are assured that the customer
service is excellent.
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Cost Structure
Benchmarks

  Profit

Average industry profit, measured as earnings before interest and
taxes, is expected to account for 36.8% of industry revenue in 2021,
down from 37.1% in 2016. During the construction and launch phases
of satellite development, companies' profitability shrinks; once these
satellites are operational and the costs spread across a large
subscriber base, profit can expand markedly. Over the five years to
2021, profit is forecast to decline as a result of the loss of subscribers
due to increased external competition. Additionally, the global
COVID-19 (coronavirus) pandemic harmed profitability in 2020 by
causing operational delays.

 

  Wages

Wages are expected to decline over the five years to 2021, falling from
4.8% of industry revenue in 2016 to an expected 2.7% of revenue in
2021. This decline is in line with the maturity of direct broadcast satellite
technology and reductions in the industry's workforce. Companies have
outsourced some customer service functions and streamlined others to
improve efficiency and reduce the amount of customer service
personnel needed. Consequently, the number of industry employees
has declined over the past five years.

 



Satellite TV Providers in Canada March 2021

24 IBISWorld.com

  Purchases

Purchase costs are expected to grow slightly over the five years to
2021. This growth has primarily been the result of growth in the price of
programming, which has also contributed to the decline in profit.
Industry operators have endured increased purchase costs for
programming content rights, as increased competition from Netflix Inc.
and related internet providers has driven up the price of most content.
However, the increase in programming content rights has been largely
offset by increased affordability of high quality equipment, such as
satellites and satellite receivers. Some providers, such as Bell Canada,
are vertically integrated content providers which serves to mitigate the
detrimental effect of rising programming costs. Purchases are expected
to account for 27.7% of industry revenue in 2021, up from 27.5% in
2016.

 

  Marketing

Marketing is expected to account for 1.0% of industry revenue in 2021,
a figure that is expected to remain steady during the period.

 

  Depreciation

Depreciation is a significant expense for the industry, accounting for an
expected 16.1% of industry revenue in 2021, down from 16.5% in 2016.
This high expense is associated with the high capital costs of satellite
construction and launch insurance. Depreciation costs have grown as a
percentage of income due to a decline in industry revenue during the
period.

 

  Rent

Rent expenses include using office space and various ground stations.
In 2021, rent is projected to account for 3.2% of revenue, down from
3.6% in 2016.
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  Utilities

Overall, utilities are forecast to grow during the period. In 2021, utilities
are projected to account for 2.2% of revenue, up from 1.9% in 2016.

 

  Other Costs

Other costs for industry operators are primarily comprised of legal and
administrative costs. These other costs are expected to account for
10.3% of revenue in 2021, up from 7.6% in 2016.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Competition in the Canadian Satellite TV Providers industry, similar to the
entire telecommunications sector, is high and increasing.

Competition, both internally and externally, is based on the number and kinds of channels offered, the quality of
programming, value-added features, price, customer service and service availability. The industry also endures
increasing external competition from internet-based streaming services and unregulated services.

INTERNAL COMPETITION

Operators typically compete on a national level, although there is less
intense competition at the regional and local level.

Competition between major players Bell Canada (Bell) and Shaw Communications Inc. (Shaw) is strongest since
these companies offer a similar range of channels and services. Consequently, internal competition between these
players is primarily based on pricing, brand name recognition and promotional offers. For example, providers may
compete by offering free installation or free personal video recorders with a subscription. Industry participants also
frequently compete on the range of high definition (HD) channels that they offer. Bell and Shaw each offer more than
100 HD channels and several packages that provide access to varying amounts of content. Due to the similarity of
service offerings, internal competition is also based on additional services outside the scope of the industry that
companies offer. For example, Bell is a leading wireless telecommunications provider and may leverage consumer
adoption of its wireless internet service to drive adoption of its direct-to-home (DTH) satellite TV service.

EXTERNAL COMPETITION

Cable TV and Internet Protocol TV (IPTV) providers are the most
significant sources of external competition for the industry.

Cable providers offer a similar range of services and often bundle TV subscriptions with home phone and internet
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services. While cable is uneconomical in sparsely populated areas, the overwhelming majority of Canadians are
covered by at least one cable provider. Major cable competitors include Rogers in Ontario, New Brunswick and
Newfoundland and Labrador; Videotron in Quebec; Cogeco Cable in Ontario and Quebec; and Shaw's cable TV
service in British Columbia, Alberta, Saskatchewan, Manitoba and Ontario. Cable providers and wired
telecommunications carriers also compete with this industry by offering IPTV services. With increasing TV provider
options available to consumers, competition across the broadcast distribution sector continues to increase.

As internet connections have improved in speed and reliability, streaming video content available over the internet
poses the most significant external competitive threat to the industry. While industry participants have responded to
this threat by offering their own streaming services, over-the-top services, which are services that are offered over a
third party's infrastructure, such as those offered by Netflix and Hulu, have still siphoned subscribers away from the
pay TV market. Industry participants also endure external competition from United States satellite TV providers.
These services, while illegal in Canada, are still prevalent and accessed covertly by consumers that want to avoid
paying for TV. Companies have responded by taking legal action against those that sell United States DTH satellite
TV equipment in Canada.

Barriers to
Entry

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

  Barriers to entry for the Satellite TV Providers industry are
extremely high, with the two most significant barriers
being the high initial capital investment required to build,
launch and maintain satellite infrastructure, in addition to
the high level of internal and external competition that
exists for satellite TV providers. The cost of an average
communications satellite can be in excess of $500.0
million, including development, launch and insurance
costs. New entrants cannot recoup this initial investment
without quickly developing a large subscriber base, which
can make entry to this industry difficult. Developing such a
base is inherently difficult due to the intense competition
in the industry and from substitute services. Consumers in
most geographical areas are already able to choose from
two to four providers (e.g., satellite, cable and Internet
Protocol TV providers) and subscriber churn rates are low
because of billing cycles that may offer discounts for
customers that sign up for contracted multiyear service
provision or telecommunications bundling packages.
Other barriers to entry include successfully navigating a
highly regulated environment both in terms of satellite
operation and programming content offered (for more
information, refer to the Regulation and Policy section).
Lastly, securing access to the highly skilled technical staff
needed to develop, launch and maintain a satellite
constellation poses another significant barrier to entry.

Barriers to Entry Checklist

Competition High  

Concentration High  

Life Cycle Stage Decline  

Technology Change High  

Regulation & Policy Heavy  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  The Satellite TV Providers industry in Canada has a low level of globalization since its major players are
domestically owned and do not operate abroad. Regulations limit the level of globalization by making it illegal for
United States companies to broadcast their signals in Canada without domestic operators' satellite infrastructure and
by requiring that direct-to-home (DTH) satellite operators must deliver a specified amount of Canadian programming
to their subscribers. However, satellite signals are inherently global and cannot be blocked by political borders.
Consequently, some Canadians that purchase the appropriate equipment are able to receive DTH satellite signals
from United States-based companies. Industry providers have responded by taking legal action against suppliers of
equipment for receiving United States transmissions.
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Major Companies

Major Players Bell Canada

Market Share: 59.4%

  Montreal-based Bell Canada (Bell) is a major telecommunications services provider and subsidiary of BCE Inc. The
company provides residential, business and wholesale customers with an array of services, including wireless, high-
speed internet, Internet Protocol TV (IPTV), satellite TV, local and long-distance, business Internet Protocol (IP)
broadband and information and communications technology (ICT) services. According to the company's 2019
annual report (latest data available), Bell employs 52,000 people across its three operating segments, which include
Bell Wireline, Bell Wireless and Bell Media. Bell provides nationwide direct-to-home (DTH) satellite services through
its media operating segment. According to 2019 figures, Bell provides DTH satellite TV and IPTV services to 2.9
million subscribers.

Bell's DTH satellite TV service, Bell TV, is provided nationwide using satellites operated by Telesat. Bell TV offers
nearly 200 high-definition channels in a variety of packages and a broad selection of pay-per-view offerings.
Additionally, the company sells hardware, such as personal video recorders and digital video recorders, in addition
to online access to programming and subscription video-on-demand services. Bell can leverage its ownership of Bell
Media, a programming content company created following the 2011 acquisition of CTV Television Network, to offer
these services. Notably, Bell also provides a wired IPTV service in select areas under the brand name Fibe TV.
Revenue from this TV service is not applicable to the industry.

Financial performance

Revenue from Bell's satellite TV service is expected to decline at an annualized rate of 2.3% to $1.1 billion over the
five years to 2021. This decline in revenue has been driven by the broader contraction of the industry as Bell loses
subscribers to substitute entertainment services. Still, Bell benefits from high profit since it is an integrated
telecommunications provider. By offering bundling packages with other telecommunications services, Bell has
continued to achieve higher profit than its peers by increasing the average revenue gained from each user.
However, Bell's operating profit, measured as earnings before interest and taxes, is expected decline an annualized



Satellite TV Providers in Canada March 2021

28 IBISWorld.com

1.9% to $466.5 million to over the five years to 2021.

 
Bell Canada (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 1,266.5 N/C 512.4 N/C
2017 1,331.7 5.1 543.1 6.0
2018 1,237.3 -7.1 502.7 -7.4
2019 1,218.8 -1.5 514.0 2.2
2020 1,112.8 -8.7 467.2 -9.1
2021 1,127.1 1.3 466.5 -0.1

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

Shaw Communications Inc.

Market Share: 27.5%

  Shaw Communications Inc. (Shaw) is a major communications and media company that provides consumers with
broadband internet, Wi-Fi, telephony and cable and satellite TV services. According to the company's fiscal 2020
(year-end August) annual report (latest data available), Shaw employs about 9,500 workers and operates three
primary business segments, which include consumer, business network services and business infrastructure
services. Recently, Shaw reorganized its business structure and now includes all consumer satellite broadcasting
services in its consumer segment.

Within the company's satellite activities, Shaw's direct-to-home (DTH) TV service, Shaw Direct and Shaw's satellite
services business, share the same satellite infrastructure to service different markets. However, the company's
satellite services business is not applicable to this industry. Shaw Direct is a digital DTH satellite service that through
its satellite infrastructure serves about 650,000 subscribers in fiscal 2020, providing them with more than 650
channels and a variety of programming packages. Shaw currently offers more than 150 high-definition (HD)
channels and a streaming video-on-demand (VOD) service that provides access to various movie and TV titles.

Shaw's industry-relevant satellite constellation consists of the satellites Anik F2 and Anik F1R. With the launch of
Anik G1 in fiscal 2013, Shaw Direct's satellite TV services capacity expanded an estimated 30.0% through 16
additional national transponders that have provided more bandwidth and enhanced service quality. This capacity
has enabled the company to provide high-bandwidth HD channels and other advanced services. In recent years,
Shaw has proactively installed compatible customer equipment to ensure that subscribers have access to this new
capacity as soon as it is available, while also ensuring a steady stream of equipment revenue.

Financial performance

Shaw's industry-relevant revenue is expected to decrease at an annualized rate of 0.8% to $521.6 million over the
five years to fiscal 2021. The company's satellite segment has struggled significantly in recent years, as total
subscriptions continually erode and consumers switch to using online streaming services. Still, Shaw has been able
to leverage new premium services, such as its VOD and mobile streaming service, to maintain some subscribers
and stymie a more dramatic decline. These new premium services have also kept profit high. Still, increased
external competition combined with high maintenance and installation costs for satellite equipment is expected to
harm profitability over the five years to fiscal 2021. Profit, defined as earnings before interest and taxes, is forecast
to fall an annualized 2.0% to $215.3 million.
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Shaw Communications Inc. (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015-16 544.0 N/C 238.2 N/C
2016-17 564.8 3.8 231.0 -3.0
2017-18 575.4 1.9 228.1 -1.3
2018-19 525.2 -8.7 211.9 -7.1
2019-20 497.1 -5.4 219.8 3.7
2020-21 521.6 4.9 215.3 -2.0

Source: Canadian Radio-Television and Telecommunications Commission
Note: *Estimates; **Year-end August

Other Companies The Satellite TV Providers industry in Canada is highly concentrated, with the two largest players controlling more
than 85.0% of the market in a given year. Aside from these players, no other company is licensed by the Canadian
Radio-television and Telecommunications Commission (CRTC) to deliver subscription video programming content
from satellites directly to homes and businesses. IBISWorld estimates that the remainder of the market is divided
among resellers of satellite direct-to-home (DTH) services and multipoint distribution system (MDS) companies that
operate in rural markets through the major players' satellite infrastructure. These players are each expected to
account for less than 5.0% of the market. However, since these companies do not report their DTH revenue to the
CRTC, there are no discernible means to ascertain their market share.

TELUS Corporation

  Market Share: 1.0%
  TELUS Corporation (TELUS) is a major telecommunications company that provides wireless and wired voice, video

and data services. The company operates in this industry through an agreement with major player Bell Canada
(Bell), through which TELUS offers its own DTH satellite TV service using Bell's infrastructure. Accordingly, its
revenue is included in Bell's market share, with no clear way of distinguishing TELUS' industry-relevant revenue.
This service, offered only in Alberta and British Columbia, enables TELUS to serve households that are outside of its
Internet Protocol TV (IPTV) network footprint. According to the company's 2019 annual report (latest data available),
TELUS has 1.2 million subscribers to its TV services, including both satellite and IPTV subscribers. However, net
subscribers in the IPTV market are more likely to maintain their subscription compared with industry services.
Although there is no financial information available, IBISWorld expects TELUS to generate $19.5 million in industry-
relevant revenue in 2021, accounting for a 1.0% share of the market.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    High

  The Satellite TV Providers industry in Canada exhibits a
very high level of capital intensity. Using wages as a proxy
for labour and depreciation as a proxy for capital,
IBISWorld estimates that for every $1.00 spent on wages in
2021, $6.02 will be spent on capital. There are massive
capital costs associated with building, launching and
maintaining satellites, contributing to this industry's high
level of capital intensity. Direct broadcast satellites can cost
more than $500.0 million, depending on the satellite's
complexity, to develop, insure and launch and have a
useful life of 10 to 15 years. Other capital investments
include home satellite dishes, uplink facilities and other
home equipment that may need to be installed. Notably,
industry participants do not build satellites themselves, so
they do not have to pay for the highly skilled employees
that design and build satellites. Nevertheless, the industry
does employ skilled technical labour to monitor and
maintain satellite infrastructure, leading to a very high
average industry wage. However, the number of people
needed to service satellite networks is relatively low once a
network is operational, limiting labour costs and increasing
capital intensity by increasing the gap between labour
costs and capital expenditures.
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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.

Low Innovation
Concentration

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

Very Low Ease of Entry Very
Unlikely

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

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.

  The rate of new patent additions to the industry is low. This is combined with a low concentration of innovation. Both factors
being low suggests that new technology entry is slow and widespread, which limits the threat of disruptive threats hurting
leading industry operators.

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.

Technological advances in streaming video content online represent the most
relevant disruptive force to the Satellite TV Providers industry in Canada.

Over the past two decades, internet connections have improved not only in their speed, but also in their reliability,
facilitating the rise of popular TV and movie streaming services, such as Netflix, Hulu and Amazon Prime Video. These
services have, in turn, siphoned subscribers away from the satellite TV market, as their content is easily accessible both at
home and via each service's respective smartphone app for on-the-go TV watching. Additionally, the advent of fast mobile
data networks, such as 4G and LTE, has also elevated the quality of on-the-go TV watching to one that is equal to watching
TV using the internet at home. As a result, mobile video quality has vastly improved over the past decade and is continuing
to improve further, particularly with the rollout of 5G mobile internet in Canada. Moreover, internet service providers are
consistently upgrading the quality of the internet provided, threatening revenue for the industry as a result.

The level of technology change is    High

  The level of technological change in the Canadian Satellite TV Providers
industry is high.

Companies have constantly focused on improving service quality and the range of programming offered. Home satellite
dishes have come down significantly in price, bolstering consumer adoption of industry services. Moreover, satellite dishes
have become smaller while transmitting a clearer signal, reducing the adverse visual effect of satellites on home exteriors.
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Satellite dishes have also become more reliable and are less affected by inclement weather than previously.

Satellite TV providers have been at the forefront of providing high definition (HD) programming and the range of HD
programming a provider offers can provide a significant competitive advantage. However, the more HD channels a
company provides, the more bandwidth is needed. The industry has invested considerably in expanding satellite capacities
to accommodate high-bandwidth services, such as HD programming and streaming video-on-demand services, particularly
as a means to stymie competition from substitute services.

Mitigating signal theft is also extremely important for satellite TV providers. Scrambling technology connects paying
subscribers by helping satellite signals to be descrambled by their receivers. However, signal pirating, which is when
someone modifies a receiver to bypass a scrambling system to receive a signal without a subscription, is still prevalent.
Companies attempt to mitigate this by updating encryption systems on a frequent basis. Operators may also send out
electronic counter-measure signals to disable illegal equipment.

Revenue
Volatility

The level of volatility is    Medium

  The Satellite TV Providers industry in Canada has a moderate to low level of
revenue volatility.

Historically, operators had gradually added subscribers until 2012, when subscriptions began to drop in response to the
increased popularity of competing online streaming services. Revenue also expanded in recent years as an increasing
number of subscribers upgraded to more expensive programming packages, until consumers began to migrate to substitute
services. In response to the flexible plans offered by Internet Protocol TV providers, which do not require long-term
commitment by consumers, industry operators have increasingly offered limited or no commitment plans to appeal to
shifting consumer preferences. This has increased revenue volatility by permitting consumers to more easily terminate
service.

In general, demand is influenced by trends in interest rates and per capita disposable income levels. When interest rates
are high, it is more difficult to finance new satellite launches or infrastructure upgrades, hindering operators' ability to
improve their quality of service or range of programming offered. Conversely, when per capita disposable income levels
increase, consumers are more likely to pay for a TV service or upgrade to a more expensive programming package, driving
revenue growth. Currently, the industry has endured a loss in subscriptions. However, this decrease continues to be
relatively gradual, keeping revenue volatility moderate.

Regulation &
Policy

The level of regulation is    Heavy and the trend is Increasing

The Satellite TV Providers industry in Canada is highly regulated, both in
terms of the programming content that it provides to consumers and licences
necessary for broadcast operation.

The Canadian Radio-television and Telecommunications Commission (CRTC) administers most industry-relevant rules and
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regulations. Such laws include the Broadcasting Act and the Radiocommunication Act, which stipulates that operators
must obtain licences from the CRTC to operate in the industry and distribute programming over predetermined frequencies.
Additionally, companies that operate satellites, which industry participants may own or lease transponders, must obtain
licences for the specific orbital slots that their satellites will use.

This industry benefits from regulation prohibiting competition, primarily from United States-based satellite TV providers,
such as DirecTV. Federal law prohibits Canadians from receiving direct-to-home (DTH) satellite signals from any providers
other than licensed domestic operators. Users that purchase equipment to receive United States-based DTH signals and
pay for a United States subscription using false addresses can be subject to legal action. Nevertheless, the illegal decoding
of United States DTH satellite TV signals has posed a competitive threat to the industry. Still, this has been less common in
recent years due to increasing substitute services, such as online streaming services.

The Broadcasting Act mandates that DTH licencees are obligated to carry the three national networks, which include CBC
English, CBC French and a CTV signal. Also, providers must dedicate at least 51.0% of their service to Canadian
programming. Following a Federal Court of Appeal ruling in early 2011, the CRTC was granted jurisdiction to permit
privately owned local TV stations to negotiate a value for the distribution of their programming with cable and DTH
providers. Other broadcasting stipulations primarily emphasize domestic content distribution to combat United States
competition. On the types of programming packages that operators can offer, the CRTC ruled in 2012 that consumers
should be able to subscribe to individual channels instead of packages of channels. However, the fewer channels a
consumer subscribes to, the more expensive each channel will be. The ruling sets the stage for heightened price-based
competition as industry operators and external competitors adapt their business models to attract subscribers.

Industry
Assistance

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

The Satellite TV Providers industry in Canada does not receive direct
government assistance in the form of tariffs and subsidies.

However, restrictions on foreign operators and foreign programming indirectly assist the industry by eliminating competition
from United States-based satellite TV providers. Essentially, the Canadian Radio-television and Telecommunications
Commission only permits two direct to home satellite TV providers, which are the major players in this industry. All other
businesses are resellers of this satellite infrastructure. For more information, refer to the Regulation and Policy section of
this report.

The spread of COVID-19 (coronavirus) is expected to reduce the willingness of some consumers to pay for a satellite TV
subscription. However, the quarantine measures associated with the coronavirus pandemic should increase the leisure time
of Canadians and increase demand for television services among consumers. As a result, IBISWorld expects industry
revenue to grow only slightly. This means that many industry operators are unlikely to qualify for financial assistance being
offered to businesses negatively affected by the pandemic, although some smaller operators may be eligible.
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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)

Number of
fixed

broadband
connections

(Million)
2012 2,861 1,480 176 18.0 2,189 N/A N/A 220 N/A 11.7
2013 2,788 1,460 190 19.0 2,027 N/A N/A 210 N/A 12.1
2014 2,671 1,386 202 19.0 1,812 N/A N/A 182 N/A 12.6
2015 2,554 1,558 194 18.0 1,596 N/A N/A 128 N/A 13.1
2016 2,381 1,391 193 18.0 1,319 N/A N/A 114 N/A 13.4
2017 2,116 1,279 287 27.0 1,347 N/A N/A 89.9 N/A 13.9
2018 1,974 1,178 353 32.0 800 N/A N/A 72.1 N/A 14.3
2019 1,883 1,094 332 31.0 713 N/A N/A 51.2 N/A 15.0
2020 1,890 1,055 370 35.0 711 N/A N/A 51.1 N/A 15.4
2021 1,898 1,055 396 37.0 705 N/A N/A 50.8 N/A 15.8
2022 1,828 1,015 417 39.0 681 N/A N/A 49.0 N/A 16.1
2023 1,782 1,041 445 42.0 666 N/A N/A 47.9 N/A 16.3
2024 1,733 1,006 477 45.0 654 N/A N/A 47.0 N/A 16.6
2025 1,681 973 494 47.0 635 N/A N/A 45.6 N/A 16.8
2026 1,628 935 502 48.0 621 N/A N/A 44.5 N/A 17.0

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Number of
fixed

broadband
connections

(%)
2012 -2.70 -2.02 -3.83 -5.27 -14.6 N/A N/A -15.3 N/A 3.60
2013 -2.55 -1.40 7.95 5.55 -7.41 N/A N/A -4.82 N/A 3.46
2014 -4.23 -5.07 6.31 0.00 -10.6 N/A N/A -13.4 N/A 3.91
2015 -4.39 12.4 -3.97 -5.27 -11.9 N/A N/A -29.3 N/A 4.35
2016 -6.76 -10.7 -0.52 0.00 -17.4 N/A N/A -11.4 N/A 2.06
2017 -11.2 -8.07 48.7 50.0 2.12 N/A N/A -21.0 N/A 4.01
2018 -6.69 -7.86 23.0 18.5 -40.6 N/A N/A -19.8 N/A 2.69
2019 -4.65 -7.11 -5.95 -3.13 -10.9 N/A N/A -29.0 N/A 4.69
2020 0.38 -3.62 11.4 12.9 -0.29 N/A N/A -0.20 N/A 2.95
2021 0.42 0.05 7.02 5.71 -0.85 N/A N/A -0.59 N/A 2.25
2022 -3.69 -3.83 5.30 5.40 -3.41 N/A N/A -3.55 N/A 1.94
2023 -2.50 2.53 6.71 7.69 -2.21 N/A N/A -2.25 N/A 1.67
2024 -2.78 -3.36 7.19 7.14 -1.81 N/A N/A -1.88 N/A 1.43
2025 -3.01 -3.27 3.56 4.44 -2.91 N/A N/A -2.98 N/A 1.27
2026 -3.18 -3.87 1.61 2.12 -2.21 N/A N/A -2.42 N/A 1.07

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 51.7 N/A N/A 1,307 7.70 12.4 100,594
2013 52.4 N/A N/A 1,376 7.52 10.7 103,404
2014 51.9 N/A N/A 1,474 6.80 8.97 100,221
2015 61.0 N/A N/A 1,600 5.03 8.23 80,451
2016 58.4 N/A N/A 1,805 4.78 6.83 86,277
2017 60.4 N/A N/A 1,571 4.25 4.69 66,741
2018 59.7 N/A N/A 2,468 3.65 2.27 90,125
2019 58.1 N/A N/A 2,640 2.72 2.15 71,809
2020 55.8 N/A N/A 2,658 2.70 1.92 71,871
2021 55.6 N/A N/A 2,692 2.68 1.78 72,057
2022 55.5 N/A N/A 2,684 2.68 1.63 71,953
2023 58.4 N/A N/A 2,676 2.69 1.50 71,922
2024 58.0 N/A N/A 2,650 2.71 1.37 71,865
2025 57.9 N/A N/A 2,647 2.71 1.29 71,811
2026 57.5 N/A N/A 2,621 2.73 1.24 71,659

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

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

Innovation, Science and Economic Development Canada
http://www.ic.gc.ca

Canadian Broadcast Standards Council
http://www.cbsc.ca

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

Industry Jargon CHURN RATE
The percentage of subscribers to a service that discontinue their subscription over a given time period.

DIRECT BROADCAST SATELLITE
A satellite telecommunications system in which end users receive signals directly from satellites in orbit.

MULTIPOINT DISTRIBUTION SYSTEM
Ground stations that transmit programming content using microwave transmission. These systems are primarily
used in sparsely populated rural areas.

PERSONAL VIDEO RECORDER (PVR)
Also known as digital video recorders, PVRs are devices that record video in digital format and enable consumers to
pause and rewind programs as they watch them or watch them at a later time.

SATELLITE CONSTELLATION
A group of satellites operating together to serve a similar purpose.

TRANSPONDER
A wireless communications device, usually attached to a satellite, that receives and transmits radio signals within a
prescribed frequency range.

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
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common control make up an enterprise.

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

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

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

INDUSTRY REVENUE
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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With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
overview of any industry so you can get up to speed in minutes. In every report, you’ll find
actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
business decisions. If you’re not yet a member of IBISWorld, contact us at 1-800-330-3772 or
info@ibisworld.com to learn more.

DISCLAIMER
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