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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 Public Relations Firms industry in Canada relies on strong economic health for downstream demand. As a
result, as economic uncertainty rises, demand will fall, constraining revenue. For more detail, please see the
Demand Determinants chapter.

• The industry's level of competition is forecast to rise as consumption and consumer spending slow, and remaining
players must compete more heavily for the remaining work. For more detail, please see the Basis of Competition
chapter.

• The industry is expected to become slightly more concentrated as demand declines. In this fragmented industry,
small operators may be forced to merge or be acquired by larger players to survive.
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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 includes companies that primarily provide communication strategies and organize promotional events.

These activities are designed to promote their clients’ interests and image. This includes communication with the
general public, investors, analysts and other stakeholders. In contrast to advertising, public relations campaigns aim
to increase their clients’ exposure through public interest and news items rather than paid advertisements.

Major Players Avenir Global

Publicis Groupe

Omnicom

WPP PLC

Main Activities The primary activities of this industry are:

General public relations services

Lobbying services

Political consulting services

Image promotion

The major products and services in this industry are:

Full public relations services

Lobbying services

Media relations services

Event management

Other services
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Supply Chain

SIMILAR INDUSTRIES

Law Firms in Canada Management Consulting in
Canada

Advertising Agencies in Canada Direct Mail Advertising in Canada

Telemarketing & Call Centres in
Canada

     

     

RELATED INTERNATIONAL INDUSTRIES

Global Public Relations Agencies Public Relations Firms in the US Public Relations Services in
Australia

Management Consulting in China

Public Relations &
Communication Activities in the
UK

Consulting Services in New
Zealand

Management Consultants in
Ireland
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Industry at a Glance
Key Statistics

$867.3m
Revenue

Annual Growth

2015–2020

1.7%

Annual Growth

2020–2025

2.8%

Annual Growth

2015–2025

 

$104.9m
Profit

Annual Growth

2015–2020

-5.4%

  Annual Growth

2015–2020

 

12.1%
Profit Margin

Annual Growth

2015–2020

-5.3pp

  Annual Growth

2015–2020

 

2,178
Businesses

Annual Growth

2015–2020

0.1%

Annual Growth

2020–2025

1.7%

Annual Growth

2015–2025

 

4,919
Employment

Annual Growth

2015–2020

0.3%

Annual Growth

2020–2025

2.4%

Annual Growth

2015–2025

 

$334.2m
Wages

Annual Growth

2015–2020

-0.1%

Annual Growth

2020–2025

2.5%

Annual Growth

2015–2025

Key External Drivers % = 2015–20 Annual Growth

0.7%
Consumer spending

3.8%
Corporate profit

0.8%
Number of businesses

1.9%
Total advertising expenditure

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Regulation & Policy
Light / Steady   Industry Globalization

Low / Increasing

MIXED IMPACT

  Life Cycle
Mature   Revenue Volatility

Medium

  Technology Change
Medium

NEGATIVE IMPACT

  Industry Assistance
Low / Increasing   Barriers to Entry

Low / Steady

  Competition
High / Increasing

 

Key Trends

 Operators have benefited from the rise of digital media
platforms

 Digital media has generated a larger share of advertising
and marketing spending

 The industry has contended with increasing external
competition

 The corporate sector will likely be a strong source of industry
demand

 The industry is expected to become increasingly specialized

 The industry is expected to expand over the next five years

 Operators have contended with rising competition from
advertising agencies, communications companies and
marketing agencies
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low & Increasing Level of Assistance

  Low Imports

  Low Customer Class Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Barriers to Entry

  High Competition

  Low Profit vs. Sector Average

  High Product/Service Concentration

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2015-2020)

  High Revenue Growth (2020-2025)

  High Performance Drivers

  Consumer spending

   

THREATS

  Low Revenue Growth (2005-2020)

  Low Outlier Growth

  Number of businesses
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Executive Summary Good image: Greater budgets for advertising and public relations are
expected to support industry growth

The Public Relations Firms industry in Canada comprises establishments primarily engaged in designing and
implementing public relations campaigns to promote the interests of their clients. Operators develop promotional
strategies, publicizing events and maintaining media relations for a diverse array of clients in virtually every sector.
Ultimately, industry revenue is dependent on clients' advertising and marketing budgets, which, in turn, are
dependent on corporate profit and the general state of the economy. Particularly, increased demand for outreach
efforts, along with digital and social media, has led to steady revenue growth in recent years. Industry revenue is
expected to increase at an annualized rate of 1.7% to $867.3 million over the five years to 2020 as a strong
economy and increased dependence on internet media platforms during much of the period were offset by the
emergence of the COVID-19 (coronavirus) pandemic. Revenue is expected to fall 8.1% in 2020 alone as the result
of rising economic uncertainty due to the coronavirus pandemic. Additionally, profit has decreased over the past five
years, as operators have struggled to generate business amid the pandemic.

Operators have contended with rising competition from advertising agencies, communications companies and
marketing agencies over the past five years, all of which have expanded their product offerings to include public
relations. In addition, many multinational and highly diversified media companies have acquired smaller operators to
reach new markets. However, high demand for industry services has encouraged new entrants to the industry and
an accompanying expansion of what public relations entails. Public relations agencies have adapted to unstable
conditions particularly well by quickly adopting a below-the-line approach to services, whereby outreach efforts are
tailored to a specific, targeted audience, as opposed to exposure to as many people as possible.

The industry is expected to continue its growth over the five years to 2025 as a result of rising corporate profit and
greater budgets for advertising and public relations. Public relations agencies are expected to more effectively
navigate social media platforms, blogs and other forms of digital communication to shape client perceptions. Since
these efforts are expected to prove more successful than traditional methods, industry operators are anticipated to
experience strong and sustained growth. Industry revenue is expected to increase at an annualized rate of 2.8% to
$996.9 million over the five years to 2025.
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Industry Performance

Key External
Drivers

Total advertising expenditure

Total advertising expenditure indicates the overall level of spending on advertising, promotional and marketing
activities. Total advertising expenditure typically determines demand for public relations services because integrated
marketing strategies will usually involve public relations campaigns. Therefore, higher total advertising expenditure
generally leads to an increase in demand for industry services. Total advertising expenditure is expected to
decrease in 2020.

 

Number of businesses

The private sector generates the majority of industry revenue. Although the degree to which a given company
requires industry services varies, businesses across a variety of sectors and industries demand public relations
services to maintain their public image and reputation. Consequently, the number of businesses indicates the
market potential for the industry. The number of businesses is expected to fall in 2020 but to a lesser extent than
other drivers, representing a potential opportunity for the industry.

 

Corporate profit

Corporate profit largely determines a company's budget for marketing, advertising and public relations. Therefore,
an increase in corporate profit enables companies to spend more on public relations services, benefiting industry
operators. Conversely, lower corporate profit tightens budgets, hurting industry operators. Corporate profit is
expected to decline in 2020, posing a potential threat to the industry.

 

Consumer spending

As consumer spending revitalizes along with other economic conditions, many businesses will invest in public
relations services to increase brand awareness and remain competitive. An increase in consumer spending
contributes to increases in corporate revenue. This enables growth in profit and more spending on advertising and
public relations services. Consumer spending is expected to decrease in 2020.
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Current
Performance

The Public Relations Firms industry in Canada undertakes a variety of
communication and public outreach activities on behalf of clients, with
the primary purpose of managing a client's reputation.

Industry operators generate revenue from the advertising and marketing budgets of organizations in both the public
and private sectors. Consequently, industry revenue is heavily dependent on advertising budgets and generally runs
parallel with corporate profit, along with the general state of the economy.

In addition, media consumption trends have a strong influence on industry performance. The increasing
pervasiveness of digital and social media has transformed the way organizations communicate with the public over
the five years to 2020. In response, industry players have swiftly adopted social media and other below-the-line,
audience-specific campaigns to reach key markets. As a result, the industry has fared better than other advertising-
related industries, particularly those that continue to rely on traditional mediums, such as print, radio and TV.
Industry revenue is expected to rise an annualized 1.7% to $867.3 million over the five years to 2020. This includes
an anticipated decline of 8.1% in 2020 alone as economic uncertainty rises amid the COVID-19 (coronavirus)
pandemic, leading potential clients to reduce advertising budgets.

PRIVATE AND PUBLIC SECTORS

Both the public and private sectors demand industry services to promote
their image, maintain stakeholder contact and manage media coverage.

The industry has benefited from increasing public relations and advertising spending by government clients over the
past five years, particularly for promoting economic development programs. The majority of advertising and public
relations campaigns in the public sector have promoted economic programs and government benefits, such as
those under Canada's Economic Action Plan.

Contrarily, corporate profit is expected to decline an annualized 1.2% over the five years to 2020. Corporate profit
has experienced volatility over the past five years due to the weaker economic environment in oil-producing regions.
However, it has rebounded in recent years, increasing an estimated 17.1% in 2017. Corporate profit is typically a
good indicator of industry performance because during tough business cycles, businesses often slash their
advertising and marketing spending first. In addition, total advertising expenditure is anticipated to increase at an
annualized rate of 0.6% over the five years to 2020, which will in turn, boost demand for industry services.

SOCIAL MEDIA GROWTH

The industry is composed of media and outreach specialists highly adept
at digital communication strategies.
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In addition to recovering corporate profit and growing advertising expenditure, industry operators have benefited
from the rise of digital media platforms. Agencies have harnessed social media as a way to target specific customer
groups and stakeholders. In marketing communications, this method is described as the below-the-line approach
and relies on tailored campaigns instead of broad campaigns aimed at the masses, which is termed above-the-line.
The below-the-line approach has proven more effective in the context of an increasingly digital media landscape. As
a result, marketing budgets have readjusted to incorporate more targeted campaigns.

In the past, alternative promotions with a specific focus typically included direct mail and promotional products.
However, companies have increasingly relied on content marketing mediums, such as social media posts, videos
and blogs to reach their audiences. The emergence of websites dedicated to user-generated content, such as
Facebook, YouTube and Twitter, has provided new outlets for operators to generate revenue. In addition, online
campaigns are relatively low cost and emergent data analytics provide valuable information on outreach
effectiveness. Industry players must hire a skilled workforce that can manage campaigns and is proficient with the
increasingly technological aspects of the profession. Wages have risen during much of the period as a result of
these trends. However, the coronavirus pandemic is forecast to decrease wages significantly in 2020, resulting in an
annualized 0.1% decline to reach $334.2 million over the five years to 2020.

HIGH MARGIN SERVICES

The transition to digital media over the past five years has reshaped how
advertisers and media specialists engage with the public.

The emergence of websites dedicated to user-generated content, such as Facebook, YouTube and Twitter, has
provided new outlets for companies to generate revenue. In addition, social media marketing communications often
have the added benefit of data analytics, which provide clients a detailed view into the reach and efficacy of digital
campaigns, thereby delineating their return on investment. Thus, the shift toward below-the-line promotions has
effectively enabled industry operators to take a larger share of a smaller pie.

In turn, digital media has generated a larger share of aggregate advertising and marketing spending over the past
five years at the expense of more traditional media forms, such as print and radio. Since industry operators have
quickly adapted their services to the expanding social media landscape, they have claimed a larger share of
businesses' marketing and advertising spending. Healthy demand for digital public relations services has translated
to strong industry profit, though it is expected to decline amid the coronavirus pandemic. As a result, IBISWorld
expects industry profit, measured as earnings before interest and taxes, to account for 12.1% of revenue in 2020.

EXTERNAL COMPETITION GROWS

Although the industry has benefited from renewed demand and higher
advertising budgets, it has contended with increasing external
competition from marketing agencies, communications companies,
management consultants and advertising agencies, which have
continuously diversified their service offerings over the past five years.

Larger competitors often provide bundled communications and marketing services that directly compete with
industry operators' service offerings. Additionally, multinational and highly diversified media companies have
emerged over the past five years and many have absorbed industry operators to expand their service lines.

While this trend has been problematic for industry operators, it has also benefited the industry by expanding the
services that industry players offer. A greater number of services coupled with the explosive growth of digital and
social media management has catalyzed industry entrance over the past five years. The ubiquity of digital content
and the ease of managing have enabled independent and sole proprietors to enter the industry. As a result, the
number of enterprises is expected to increase an annualized 0.1% to 2,178 companies over the five years to 2020.



Public Relations Firms in Canada December 2020

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)

Total
advertising

expenditure
($m)

2011 608 361 1,758 1,736 3,940 N/A N/A 262 N/A 12.2
2012 624 370 1,762 1,742 4,003 N/A N/A 264 N/A 12.4
2013 690 416 2,008 1,986 4,304 N/A N/A 286 N/A 11.8
2014 724 438 2,100 2,078 4,521 N/A N/A 303 N/A 11.5
2015 796 483 2,185 2,162 4,857 N/A N/A 335 N/A 11.7
2016 838 500 2,292 2,267 4,851 N/A N/A 340 N/A 12.0
2017 889 527 2,343 2,316 5,131 N/A N/A 354 N/A 12.3
2018 924 538 2,559 2,526 5,170 N/A N/A 352 N/A 12.5
2019 944 549 2,451 2,417 5,237 N/A N/A 357 N/A 13.0
2020 867 452 2,208 2,178 4,919 N/A N/A 334 N/A 12.1
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Industry Outlook
Outlook The Public Relations Firms industry in Canada is expected to accelerate

its current growth pattern over the five years to 2025.

Strong economic conditions as the economy emerges from the COVID-19 (coronavirus) pandemic will likely drive
corporate profit to rebound strongly, enabling private sector clients to ramp up their future advertising and marketing
budgets. Technological innovations will likely continue to encourage increased advertising expenditure into various
social media platforms, which industry operators navigate proficiently. The result is expected to generate greater
demand for industry services that cater to target audiences and stakeholders. Industry revenue is expected to
increase at an annualized rate of 2.8% to $996.9 million over the five years to 2025.

ROBUST DOWNSTREAM DEMAND

Companies across a wide variety of sectors employ public relations
specialists.

Industry operators count healthcare, telecommunications, banking and finance, retail and technology companies, as
well as nonprofit and government entities, among their clients. As the economy continues to improve over the next
five years, the corporate sector will likely be a strong source of industry demand. According to IBISWorld estimates,
corporate profit is expected to increase at a robust annualized rate of 8.3% over the five years to 2025, while the
overall number of businesses in Canada is expected to grow at an annualized rate of 1.3% during the same period.
Steady growth in corporate profit will likely enable a growing number of Canadian businesses to expand their
marketing budgets, translating to greater demand for industry services.

Businesses across various sectors are anticipated to spend more on building brand loyalty, maintaining a positive
public image and fostering corporate social responsibility. Consequently, these conditions situate the industry in the
middle of economic and social evolution. The growing need to establish an online presence through social media
has been attracting many large and small businesses alike to use industry services. Political and social
consciousness, as well as a trend toward sustainable, locally sourced and equitable products, have made
outsourcing branding operations to industry operators an essential part of contemporary corporate models, as
industry operators have a comprehensive understanding of consumer behaviour.

THE DIGITAL WORLD

The industry is expected to become increasingly specialized over the five
years to 2025.

The evolution of social networks and new media platforms on mobile devices has given way to increasingly
sophisticated target practices and specific platforms to disseminate content. Although the largest players will likely
continue to dominate the industry, niche and specialized agencies are expected to use these new forms of digital
media to target specific demographics and consumer groups. Consequently, many public relations agencies will
likely specialize in certain industries or media to create a niche market or service, securing a more substantial
market share of a specific segment of the industry rather than attempting to broadly establish themselves under
larger umbrella terms.

Therefore, social media and other forms of digital communication will likely remain strong growth platforms for public
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relations specialists over the next five years. Social media use is expected to become more widespread as internet
connectivity rises worldwide, making online company branding increasingly important. Clients will likely require the
services of industry players to handle daily interactions with consumers, businesses and the press. Social media is
also expected to provide new opportunities for product placement, marketing and company outreach, as well as a
comprehensive collection of consumer behaviour data. As a result, industry operators are expected to create
divisions devoted to social media interaction and analysis. Therefore, digital operations will likely claim a larger
share of advertising and marketing spending over the five years to 2025. Industry operators with sufficient digital
infrastructure and a highly skilled workforce will likely be poised to take advantage of this transition.

INDUSTRY EXPANSION

The industry is expected to expand over the five years to 2025, as small
and independent operators take advantage of the lucrative digital and
social media landscape.

High profit, low barriers to entry and steady demand from the industry's core client base will likely entice new
entrants into the industry. The number of establishments is forecast to increase at an annualized rate of 1.7% to
2,407 companies over the five years to 2025. Additionally, the industry profit margin is expected to rebound over the
next five years as the coronavirus pandemic subsides and demand for industry services returns to pre-pandemic
levels.

Due to the industry's low barriers to entry and the accessibility of social media, the majority of these new operators
will likely be smaller players, as new players do not need extensive employee networks to compete. However,
anticipated consolidation will likely limit overall enterprise growth. Large advertising and communications companies
have been increasingly acquiring industry players to expand their array of value-added services, a trend that is
expected to continue over the next five years. Nevertheless, revenue growth and new opportunities in digital media
are expected to expand the industry's employment base. Industry employment is expected to increase at an
annualized rate of 2.4% to 5,527 workers over the five years to 2025.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Total
advertising

expenditure
 ($m)

2020 867 452 2,208 2,178 4,919 N/A N/A 334 N/A 12.1
2021 918 519 2,280 2,245 5,144 N/A N/A 350 N/A 12.8
2022 952 545 2,333 2,295 5,302 N/A N/A 362 N/A 13.0
2023 971 561 2,366 2,327 5,393 N/A N/A 368 N/A 13.1
2024 985 576 2,389 2,348 5,467 N/A N/A 373 N/A 13.2
2025 997 590 2,407 2,365 5,527 N/A N/A 377 N/A 13.3
2026 1,008 604 2,407 2,363 5,576 N/A N/A 381 N/A 13.4
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

The industry’s services are well-established

There is moderate technological change in the industry

There is widespread industry consolidation

The Public Relations Firms industry in Canada is in the mature stage of its economic life cycle, characterized by
slow growth rates, industry consolidation and market acceptance. Industry value added (IVA), which measures an
industry's contribution to the overall economy, is forecast to rise at an annualized rate of 2.0% over the 10 years to
2025. Comparatively, Canadian GDP is forecast to rise at an annualized rate of 1.8% during the same period.
Typically, an IVA growth rate in line with Canadian GDP signifies that an industry is in the mature stage of its
economic life cycle. Additionally, the industry is solidly established and has been able to adapt to recent
technological and social changes, evolving alongside the social world.

Although more sophisticated analytics and computer programming have emerged, social media outreach has
become an established service in recent years and only slight changes are expected in the future, such as the
increasing popularity and use of blogs. IBISWorld expects the use of social media in public relations to reach
saturation over the five years to 2025. Moderate technological change and the slowing of new services offered
indicate that the industry has reached its mature phase.

Industry consolidation also indicates market maturity. Although new entrants have joined the industry to capitalize on
opportunities from online approaches, acquisition activity has also occurred over the five years to 2020, with global
agencies purchasing established public relations agencies to service multinational clients. Acquisition activity is
expected to continue over the five years to 2025.

The industry has stable growth prospects, as public relations agents and other communications specialists are used
by a wide variety of downstream clients in virtually every industry. Examples of such industry clients include
government and nonprofit operators, as well as those in the telecommunications, healthcare, manufacturing,
information and finance sectors. Due to its diverse client range and the explosive growth of digital and social media,
the industry will likely continue its expansion moving forward.



Public Relations Firms in Canada December 2020

17 IBISWorld.com

Products & Markets
Supply Chain Key Buying Industries

1st Tier

Manufacturing In Canada

Advertising Agencies in Canada

Finance and Insurance In Canada

Retail Trade In Canada

Public Administration in Canada

Mining In Canada

2nd Tier

Consumers in Canada

Key Selling Industries
1st Tier

Commercial Leasing in Canada

Office Supply Stores in Canada

Furniture Stores in Canada

2nd Tier

Furniture & Furnishings Wholesaling in Canada

Office Stationery Wholesaling in Canada

Computer & Packaged Software Wholesaling in Canada

Products & Services

  Operators in the Public Relations Firms industry in Canada are generally
involved in several activities on a client's behalf.

Companies offer services to improve the profile and image of a company or its board members, assist consumers'
understanding of a product or service and inform shareholders of company activities. Public relations agencies are
also involved in monitoring the media on behalf of clients to immediately correct or counteract any adverse publicity,
information or misleading statements. This typically involves maintaining close contact with media sources and
having crisis plans ready for any possible attack on a client's image or reputation. The growing influence of social
media platforms has made industry services much more pervasive and opens up new opportunities for expansion.
Many of these segments are fairly stable and have not been affected by the COVID-19 (coronavirus) pandemic,
though lobbying services will likely grow as a share of revenue as clients lobby for relief funds to stave off
bankruptcy and closure.

FULL PUBLIC RELATIONS SERVICES

Industry players are generally involved in several activities on a client's
behalf.

Operators offer services to improve the profile and image of a company or its board members, assist consumers'
understanding of a product or service and inform shareholders of company activities. Public relations agencies are
also involved in monitoring the media on behalf of clients to immediately correct or counteract any adverse publicity,
information or misleading statements.

Companies also use public relations agencies to promote products and services. The product media relations
segment is typically aimed directly at the consumer and is closely related to the marketing function. Industry players
do this by using press releases and working with media outlets to plug a product in an article or news release.
Companies that offer product media relations have received a boost from the rising use of social media over the five
years to 2020 because social media websites offer a direct avenue to reach consumers. Full public relations
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services are expected to generate an estimated 60.5% of industry revenue in 2020. This segment is expected to
increase over the five years to 2025, as more businesses seek to maintain a constant presence online.

LOBBYING SERVICES

Corporate media, lobbying and investor relations are expected to generate
18.3% of industry revenue in 2020.

Publicly traded and private businesses alike hire public relations agencies to handle investor relations, which
involves a variety of services ranging from handling inquiries regarding performance and mismanagement to writing
speeches covering difficult situations. This segment is heavily dependent on corporate profit, which proved volatile
over the past five years. However, companies generally retain a public relations agency despite corporate profit
levels in the instance of a crisis.

In addition to smoothing over complicated situations, industry operators cover cases of mismanagement,
misconduct, strikes and other potential industry relations problems, such as corporate takeovers and mergers.
Corporate image has recently become more important with the increased scrutiny over various industries' influence
on the environment and on social welfare. Accordingly, corporate media, lobbying and investor relations are
expected to increase as a portion of industry revenue over the five years to 2025 as companies increasingly aim to
advance their positive corporate image.

MEDIA RELATIONS SERVICES

Media relations includes the planning, purchasing and managing media
on behalf of clients.

Media planning involves creating individual campaigns and monitoring daily results of the advertising placements
against the agreed target audience while media buying involves negotiating the terms of media time and space
purchased. Operators specializing in media services help clients determine which media outlets are appropriate for
a specific ad campaign by conducting market research, analyzing the size of a potential audience and testing
advertisements with small sample populations before releasing it to the general public. Industry players also help
companies create their image across multiple platforms. Media relation services are estimated to comprise 9.9% of
industry revenue in 2020, and this segment is expected to fall as a share of revenue in 2020 as social media usage
grows, reducing the importance of traditional media.

OTHER SERVICES

Although not universal, many public relations agencies provide
community relations or educational services.

This typically involves informing the public on government decisions and programs on a micro and macro level.
Other industry players may also be involved with preparing speeches and presentations for clients and assisting in
the delivery of these presentations. All other services provided by industry operators are expected to account for an
estimated 8.4% of industry revenue in 2020.

Demand
Determinants

Demand for services from the Public Relations Firms industry in Canada
is influenced by changes in overall advertising expenditure, particularly
on below-the-line activities such as direct marketing and website design.

The recent shift away from traditional advertising to digital media and social networking has had a positive effect on
industry demand, increasing its share of total advertising expenditure.

Industry operators are involved in various activities, including formulating crisis plans for environmental incidents or
corporate issues including major accidents, product contamination and significant design faults. Although disasters
and accidents are not planned events and can be difficult to estimate, their occurrence positively affects industry
demand and revenue. Additionally, corporate takeovers, mergers, acquisitions, company closures and layoffs spur
industry demand. Industry players are used to smooth over and explain situations such as these to the public.

Additionally, companies provide services to clients with services such as government relations and public affairs
counselling. Due to this connection, industry demand is tied to the government's budget and discretionary spending.
Similar to government funding, demand from business clients typically increases when corporate profit and
marketing budgets rise. As a result, budgets are generally tied to changes in economic activity and consumer
confidence levels.

Demand for industry services is influenced by performance in the private sector, due to the industry's significant
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reliance on businesses. Performance in the private sector greatly determines advertising budgets, which are the
main sources of revenue for public relations. Media consumption trends, including the increasingly digital media
environment, influence industry products.

Ultimately, the increasing salience of social media campaigns and the need to create a positive influence to
encourage consumers will likely continue to drive industry demand across all sectors of the economy.

The COVID-19 (coronavirus) pandemic is expected to result in decreased demand for industry services. Economic
uncertainty is rising and corporate profit is forecast to fall, resulting in decreased advertising budgets as companies
try to keep workers employed. As advertising budgets fall, this will likely reduce demand for industry services.

Major Markets

  The Public Relations Firms industry in Canada provides services to
businesses in all sectors of the economy, including governments and
nonprofit organizations due to the versatility and importance of public
image.

  However, compared with businesses, governments only make up a small portion of industry revenue since the vast
majority of this type of work is undertaken in-house, which falls outside this industry's scope.

In the corporate sector, industry services are particularly important to companies that are reliant on brand reputation,
recognition and differentiation from competitors for success. Additionally, industries with complex products or
services also tend to hire industry operators to effectively convey specialized information to existing and potential
customers and stakeholders. Likewise, businesses with controversial products use industry services to influence the
opinions of consumers and regulators.

CONSUMER PRODUCTS AND RETAIL

Consumer product manufacturers extensively use the industry's product
media relations services.

Often engaged in conjunction with advertising campaigns, professionals offer strategic communications advice in
relation to campaigns, brand strategy and building community following for retail products. This segment includes
services relating consumer goods such as clothing, household wares and commercial purchases. As consumer
advertising campaigns are increasingly moving away from mass media and going online, this has offered an
opportunity for the industry to gain a foothold in this segment over the five years to 2020 as it navigates the digital
terrain. The consumer products and retail segment is expected to make up 17.0% of industry revenue in 2020.

TECHNOLOGY, MEDIA AND TELECOMMUNICATIONS

The technology, media and telecommunications segment has remained
fairly stable over the past five years.

In particular, the telecommunications segment has been bolstered by consistent innovations, which in turn, require
the promotion of new products and deals. The increasing number of information technology companies has also
been a source of growth, particularly in relation to emerging issues of public interest, such as internet privacy and
net neutrality for example. This segment is expected to make up 12.5% of industry revenue in 2020.
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FOOD AND BEVERAGE

As products with infinite substitutes, food and beverage companies are
extremely dependent on branding and name recognition.

Moreover, in the contemporary political climate, sustainable or environmentally conscious food companies and
locally sourced products have widespread salience in the market. Therefore, many businesses in the food and
beverage sector, including groceries, food preparers, restaurants and bars all rely on industry services to create a
welcoming atmosphere online and in person. Many restaurants and groceries focus on particular niche markets
such as organic or vegan products. However, niche markets are also isolated, making public relations an important
part of any operation to attract customers. The food and beverage segment accounts for an estimated 12.5% of
industry revenue in 2020. This segment is expected to expand as a share of revenue over the five years to 2025 as
niche food markets expand, increasing the need for public relations services.

HEALTH AND MEDICAL SERVICES

Another prominent trend among industry markets is greater demand from
the health and medical services market.

This segment includes organizations such as hospitals and pharmaceutical manufacturing companies, as well as
biotechnology and research laboratories. This segment has grown over the past five years due to the aging
population and the relative wealth of the generation currently moving into middle and old age. Health and medical
services are expected to make up 12.0% of industry revenue in 2020. This segment is expected to grow in 2020 due
to the COVID-19 (coronavirus) pandemic, as healthcare spending grows to combat the spread of the virus.

AUTOMOTIVE

The automobile industry has been recovering from the deleterious effects
of the recession over the five years to 2020.

In response, automotive companies started cutting their public relations budgets more aggressively than other
sectors. However, car sales, which were increasing for some time, began to stagnate in recent years. Consumers
are increasingly aware of environmental concerns surrounding automobiles. Thus, the automotive industry will likely
hire industry operators to manage their image to promote more sustainable branding. Although this segment has
decreased in recent years, companies still use industry services to manage regulatory changes and to maintain a
favourable public image. As a result, this segment is expected to grow as a share of revenue over the next five
years. Automotive companies are expected to represent 12.5% of industry revenue in 2020.

FINANCIAL SERVICES

The banking and finance market is notable for making prominent use of
industry services, namely, investor relations and public affairs.

As the rollout of new banking and finance regulation has been underway over the past five years, banking and
finance companies have sought public relations agencies to lobby government and maintain regulatory distance
while manipulating public opinion, growing this segment as a share of revenue. The financial services segment is
anticipated to make up 12.5% of industry revenue in 2020.

OTHER CLIENT INDUSTRIES

Other industry revenue is derived from international clients and
individuals, such as performers, athletes, writers and entertainment
professionals.

More recently, the energy sector has taken a hit due to the sharp decline in oil prices. However, as the economy
changes alongside technological improvements, the necessity of an online social media presence is being realized
across a broad spectrum of industries. All other clients are expected to represent 14.0% of industry revenue in 2020.
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Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Public Relations Firms industry in Canada provides a service. As a result, it does not participate in international
trade. For more information on global patterns, please refer to the Industry Globalization chapter of this report.

Business
Locations

  The distribution of establishments in the Public Relations Firms industry in Canada generally runs parallel to population
distribution. Essentially, industry establishments are typically located near major clients, with the highest percentage of facilities
located in sizable metropolitan areas across Ontario, Quebec, British Columbia and Alberta. Canada has a total population of
more than 38.0 million people dispersed across a large geographic area. However, the majority of the population lives in the
southern part of the country, which is also home to 17 of Canada's biggest cities. For example, 61.3% of the domestic population
lives in Quebec and Ontario in 2020. Both of these provinces are attractive locations for industry players due to their proximity to
key downstream markets. Additionally, many operators are now owned by large advertising agencies that are located in these
provinces.

Ontario

Ontario, which accounts for 38.8% of the nation's population, holds the largest share of industry establishments, accounting for
41.8% of establishments in 2020. The large concentration of global banking, financial and business clients in Toronto attracts
industry operators to this region. Furthermore, Ottawa, which is home to the federal government, supports demand for the
industry's public affairs and political public relations services.

Quebec

Quebec is the second-largest province in terms of population, representing 22.6% of Canada's total population and comprising
25.6% of industry establishments in 2020. Demand for advertisements that target Quebec's French-Canadian demographic will
likely increase over the five years to 2025, as more industry clientele aim to develop a market niche among particular consumers.

British Columbia and Alberta

Apart from Ontario and Quebec, British Columbia and Alberta are also hubs for industry activity due to the provinces' respective
13.5% and 11.7% shares of the Canadian population in 2020. As a result, British Columbia and Alberta are home to a respective
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16.4% and 10.2% of industry establishments in 2020.

Other

Following these top four regions, the remaining 6.0% of industry establishments are spread across Manitoba, New Brunswick,
Newfoundland, Nova Scotia, Prince Edward Island, Saskatchewan and the Northern Territories. This low combined share closely
mirrors the population distribution within these regions.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Public Relations Firms industry in Canada has a low level of market share concentration. The top four operators
are expected to generate 32.8% of industry revenue in 2020. Although a few prominent operators dominate the
industry, there is a large number of small industry players. Major operators typically operate on national and
international levels and focus primarily on large, high-value clients. Large players can secure long-term contracts
with their customers and generate revenue from a wider array of services compared with smaller companies,
increasing their proportion of total revenue. Conversely, the industry has many owner-operators, including sole
proprietors and companies with working partners but without employees. The increasing importance of public
relations and low level of barriers to entry has drawn more small players into the industry. The resulting price
competition has limited revenue for these smaller companies while encouraging more entrants at the lower level.
The market for low-value, high-volume business will likely remain largely the domain of small companies over the
five years to 2025. Such operators must rely on numerous local clients, whereas larger agencies can generate
substantial revenue from several national clients. Consolidation and globalization in client industries will likely erode
the middle-market and make mergers with large industry players attractive for medium-sized operators that have
thus far valued independence over size.

Key Success
Factors

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

Degree of globalization in the agency:
For large public relations agencies, a degree of globalization is required to handle the accounts of major global
clients.

Having a good reputation:
Public relations agencies must maintain a good reputation and ensure strict confidentiality to retain and attract new
clients.

Ability to quickly adopt new technology:
Companies in the industry must adapt to new and emerging technologies used in the communications process. For
example, online-based advertising and more recently, social networking sites are increasingly important
technologies in the industry.

Ability to effectively communicate and negotiate:
Industry operators must effectively communicate plans and offerings to promote the value of their services to clients.

Ability establish remote work arrangements for employees:
The services provided by the industry can be given anywhere. Providing employees with the tools to work outside
the office gives those operators an advantage.
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Cost Structure
Benchmarks

  Profit

Profit, measured as earnings before interest and taxes, is expected to
make up 12.1% of industry revenue in 2020, down from 17.4% in 2015.
Large operators generally have an even higher profit margin because of
their high-profile clients, which are less susceptible to fluctuations in
demand. Moreover, these companies have contracts that serve to
stabilize revenue and guarantee work, which is significant in a more
sporadic and contract-based industry.

The industry as a whole has benefited from renewed advertising and
marketing expenditure as a result of revived economic conditions over
much of the five years to 2020. However, rising economic uncertainty
due to the COVID-19 (coronavirus) pandemic is expected to shrink the
market for industry services and cut into profit. By contrast, this margin
is likely to grow over the five years to 2025 as the economy recovers
and the coronavirus pandemic subsides.

 

  Wages

Wages comprise the largest expense for companies in the industry.
Wages are estimated to account for 38.5% of total revenue in 2020, a
slight decrease from 42.1% in 2015. The industry's services are
extremely labour intensive and require frequent interaction with clients,
specialized skills, knowledge and creative techniques. Wages' share of
revenue is expected to shrink steadily over the five years to 2025. This
trend is the result of consolidation within the industry and increasing
efficiency. However, average salary is forecast to grow.
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  Purchases

Purchase costs are estimated to make up 11.4% of industry revenue in
2020. Purchase costs may include market research costs, advertising
space purchased for clients or payments for any outsourced
professional or technical services. Although these charges are often
billed to the client, the costs flow through revenue and represent an
expense for the industry. Furthermore, among public relations agencies
that do not have in-house market research services, these agencies
incur costs related to securing market research for clients in addition to
internal use. Purchases have grown as a share of revenue over the
past five years as the ability to collect data has grown.

 

  Marketing

Marketing accounts for an estimated 4.6% of industry revenue in 2020.
Marketing and advertising are important in generating a positive
reputation for potential clients and can serve as an example of how the
operator may perform work for a customer.

 

  Depreciation

The industry has very little capital investment and depreciation is low,
accounting for 1.5% of industry revenue in 2020. The proportions of
industry revenue allocated to expenditure on depreciation have
remained relatively steady over the past five years, a trend that is
supposed to continue over the five years to 2025 because most
depreciation has to do with computers and other relatively minor
expenses.

 

  Rent

Rental costs are projected to account for 6.0% of industry revenue in
2020. With operators investing in office spaces that are increasingly
expensive to meet with clients, this figure has grown over the past five
years.
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  Utilities

Utilities are expected to represent 1.8% of industry revenue in 2020.
This cost consists of the price of electricity and has been relatively
stable.

 

  Other Costs

Industry operators also incur a variety of additional expenses, including
transportation, telecommunications and other administrative costs.
IBISWorld expects other costs to represent 21.4% of industry revenue
in 2020.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  INTERNAL COMPETITION

The Public Relations Firms industry in Canada exhibits a high level of
internal competition due to the large number of operators and very low
barriers to entry.

Companies in the industry primarily compete on the basis of client service, price, ability to meet deadlines, stability
of staff, attention to detail, quality of writing and most importantly, creativity. Additionally, companies remain
competitive by having close contacts in various media systems including radio, TV and the internet. As a result,
internal competition is primarily dictated by media presence, social media proficiency and networks.

Competition has increased over the five years to 2020 due to ongoing consolidation and the evolving media
landscape. Due to the industry's reliance on small businesses, small agencies have been competing for niche and
specialized markets. However, larger agencies maintain long-term contracts with major corporate clients, which
helps generate a secure revenue stream. These contracts make it harder for smaller operators to compete with
more major companies in the broader industry landscape.
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EXTERNAL COMPETITION

The industry also endures a high level of external competition.

Industry enterprises compete with marketing agencies, management consultants and advertising agencies, all of
which have increasingly diversified their service offerings according to the Canadian Council of Public Relations
Firms. Advertising agencies have primarily acquired public relations companies in growth areas, such as social and
mobile media, to offer clients a one-stop shop and integrated solution for communication needs. Companies that can
provide this same level of service primarily operate in the Canadian Advertising Agencies industry (IBISWorld report
54181CA). Therefore, as communications companies integrate their systems to include industry operations,
multinational corporations with substantial resources will continue to pose a significant threat to the industry.

The COVID-19 (coronavirus) pandemic is expected to cause an increase in competition. Many of the small
businesses targeted as customers by industry operators may reduce advertising budgets amid the rising economic
uncertainty, reducing the market for industry services. As a result, companies will be forced to compete more fiercely
for the remainder of the market.

Barriers to
Entry

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

  Overall, the Public Relations Firms industry in Canada
has little to no barriers to entry. There are no formal
regulatory obstacles to surmount and insignificant capital
requirements are necessary to start a business. While
operators may choose to, it is not necessary to purchase
or lease office space, especially for a nonemploying
agency. Nevertheless, operators seeking to enter the
industry must compete with large global incumbents. It is
unlikely that a new operator would be able to effectively
compete with these global integrated and well-established
industry players, due to the substantial resources that the
global players already possess. Even within this
environment, new entrants are more likely to penetrate
smaller, niche markets. For example, while the Coca-Cola
Company may not quickly transition from a large public
relations agency to a new company, new businesses and
start-ups may choose to invest in a budding new agency
that shows promise.

Additionally, lack of experience can be a significant barrier
to obtaining market share. To provide certain services,
employees must have some legal background and
specialized education. Intellectual copyright laws, libel
and defamation of character are all aspects of the global
political and economic system industry employees should
understand to conduct business effectively. Although
there are no direct government regulations, industry
players are indirectly affected by advertising regulations
and standards associated with promoting certain products
or materials, including alcohol and tobacco.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Mature  

Technology Change Medium  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  The Public Relations Firms industry in Canada exhibits a low level of globalization. Several companies in the
industry operate on a local basis, limiting overall globalization. Nevertheless, most major players in the industry
experience some degree of globalization. This is largely related to the globalization of major corporations that
typically seek a single global public relations agency to integrate campaigns and streamline marketing activities. As
technology changes and social media especially takes hold in foreign markets, the internet has and will likely
continue to encourage connectivity across the globe. Therefore, since the industry is primarily concerned with
connecting people, products and agendas, its reliance on social media platforms reduces border restraints, making
the future of the industry particularly susceptible to globalization efforts.
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Major Companies

Major Players Avenir Global

Market Share: 14.7%

Brand Names National Public Relations Inc.

  Founded in 1976 by a former journalist, Avenir Global (Avenir) is the largest industry player founded in Canada. A
holding company, the company participates in the domestic industry through National Public Relations Inc.
(National) and has offices in nine of Canada's largest cities, with its main headquarters located in Montreal. The
agency serves corporate, government and institutional clients with corporate communications, public affairs,
employee engagement, marketing and digital communications. However, the company specializes in the healthcare,
energy and natural resources sectors. National is known for strategic communications, crisis communications and
investor relations. The company has also served multiple major corporations.

The company's clients include the National Bank of Canada, Provigo, the Molson Coors Beverage Company, Merck
& Company Inc., GlaxoSmithKline PLC and Novo Nordisk A/S. Specialized services to the oil, gas and natural
resource sectors and to the medical and pharmaceutical sectors, conducted under the name Axon Communications
Inc., account for nearly half the company's revenue. National has played a prominent role in communications for the
oil sands market, starting Canada's Oil Sands Innovation Alliance in 2012. This collaboration of oil producers aims to
make the oil sands market more productive and environmentally sound.

Financial performance

IBISWorld expects the company's industry-relevant revenue to increase at an annualized rate of 10.8% to $127.9
million over the five years to 2020. The company's revenue has experienced strong growth since 2013, as activity in
Canada's natural resources sector skyrocketed over that year. Government policy in Quebec created both
challenges and opportunities for mining and energy companies, which has resulted in more public relations work for
National since 2012. The company also secured new business from companies such as Ford Motor Company of
Canada Limited, General Mills Inc., Bristol-Myers Squibb Company and Progress Energy Inc. However, the
COVID-19 (coronavirus) pandemic is expected to slow this sharp growth. The company's operating profit, measured
as earnings before interest and taxes, is expected to increase an annualized 3.0% to $15.4 million over the five
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years to 2020.

 
Avenir Global (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2017 102.8 N/C 18.1 N/C
2018 127.3 23.8 22.9 26.5
2019 136.2 7.0 25.9 13.1
2020 132.1 -3.0 15.9 -38.6
2021 133.0 0.7 22.1 39.0
2022 137.4 3.3 22.4 1.4

Source: IBISWorld
Note: *Estimates (Figures are converted from USD to CAD)

Publicis Groupe

Market Share: 8.2%

  Founded in 1926, Paris-based Publicis Groupe (Publicis) is one of the largest communications companies in the
world. The multinational advertising and public relations company employs an estimated 83,000 people worldwide
and has segmented its business and subsidiary companies into five broad categories, each containing several
subsidiaries. The segments include advertising, digital and media, specialized agencies and marketing, social and
mobile. The group is currently organized into four solutions hubs, which include Publicis Communications, Publicis
Sapient, Publicis Media and Publicis Health. Publicis mainly operates in the industry through its media segment,
specifically through its more specialized MSLGROUP, which employs more than 2,300 people across the globe in
2020. MSLGROUP is Publicis' strategic communications network that provides services for consumer public
relations, financial communications, public affairs and reputation management.

By 1936, Publicis was the first multimedia advertising agency in France. By 1995, the company's global reach
extended to 76 countries and 130 cities with contracts with companies, such as the Coca-Cola Company and Levi
Strauss & Co. More recently, another series of acquisitions occurred in the new millennium. In 2006, the company
dived into the digital world with the acquisition of Digitas in the United States. In 2013, Publicis planned to merge
with fellow industry major player, Omnicom Group Inc., but the deal was ultimately shelved. In 2015, the company
also acquired Sapient Corporation (Sapient), a US-based digital marketing company, which drastically increased
revenue. This was followed by the purchase of Epsilon, a data analytics company, in 2019.

Financial performance

Publicis' fiscal trajectory is largely in line with its merger and acquisition activity. The company's performance over
the five years to 2020 is characterized by consistent growth with a significant jump in revenue experienced in 2015
following the company's acquisition of Sapient, followed by Epsilon in 2019. While Canada is only a small portion of
Publicis' overall revenue, the company's performance within the industry is substantial. Publicis' industry-relevant
revenue has increased an annualized 3.2% to $70.9 million over the five years to 2020. Accordingly, the company's
operating profit, measured as earnings before interest and taxes, is expected to grow an annualized 4.1% to $11.5
million during the same period.
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Publicis Groupe (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2017 45.4 N/C 7.3 N/C
2018 43.6 -4.0 7.3 0.0
2019 47.6 9.2 8.1 11.0
2020 47.2 -0.8 7.6 -6.2
2021 50.1 6.1 8.3 9.2
2022 51.8 3.4 8.5 2.4

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from EUR to CAD)

Omnicom Group Inc.

Market Share: 5.3%

  Founded in 1986, Omnicom Group Inc. (Omnicom) is a major advertising, marketing and corporate communications
company based in New York City. Omnicom is one of the largest advertising and marketing communications
companies in the world and currently employs an estimated 70,000 individuals. The company owns holdings in more
than 1,500 companies. Omnicom, which operates dozens of specialty subsidiaries, exemplifies the growing trend of
large advertising agencies acquiring related marketing and public relations companies. In addition to public relations
and advertising, the company offers marketing consultation, market research and sales promotion. Omnicom
generated $19.8 billion in consolidated revenue in 2019 (latest data available).

Omnicom operates in the industry through its Public Relations division, which is a collection of marketing services
and specialty communications companies. Subsidiaries operating in this division include FleishmanHillard Inc.
(FleishmanHillard) and its subdivisions High Road Communications, Ketchum and Porter Novelli. While these
companies have international operations, each has a substantial presence in Canada. FleishmanHillard has offices
in Montreal, Ottawa, Toronto and Vancouver. Additionally, Ketchum has an office in Toronto, while Porter Novelli
has locations in Toronto and Montreal. Prominent Canadian brands represented by these companies include
Canadian Tire Corporation Limited, Tim Hortons Inc. and Canada Goose Holdings Inc.

Financial performance

Omnicom's industry-relevant revenue is expected to decrease at an annualized rate of 1.9% to $45.9 million over
the five years to 2020. Uneven corporate profit has resulted in uncertain advertising budgets, which has caused
fluctuating performance over the past five years. Likewise, Omnicom's industry-relevant operating profit, measured
as earnings before interest and taxes, has fallen in recent years, decreasing an annualized 10.9% to $3.6 million
during the same period. Omnicom is expected to expand its presence over the five years to 2025 through the use of
social media, mobile phones and growing marketing communication capabilities used to influence customers. The
agency's subsidiaries have invested in emerging digital platforms and analytics to strengthen their position in
offering digital services to their diverse clientele.

 
Omnicom Group Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2017 55.8 N/C 7.6 N/C
2018 56.5 1.3 7.9 3.9
2019 53.0 -6.2 7.5 -5.1
2020 53.4 0.8 6.5 -13.3
2021 52.3 -2.1 7.3 12.3
2022 54.1 3.4 7.5 2.7

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from USD to CAD)
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WPP PLC

Market Share: 4.6%

  London-based WPP PLC (WPP) is one of the world's largest integrated global advertising, marketing and
communications companies. Similar to many of the large operators in this industry, WPP exemplifies the trend of
advertising agencies acquiring businesses in marketing and public relations to provide clients with value-added
services, such as media investment management, consumer insight, public relations and specialist communications.
WPP employed over 106,000 people in 112 countries in 2019 (latest data available).

Of WPP's operations in Canada, Hill+Knowlton Strategies has the most prominent footprint in the country with eight
offices across Canada's largest cities. WPP's worldwide operations provide advertising and media investment
management, consumer insight, public relations and public affairs, branding and identity, in addition to promotion
and relationship marketing and specialist communications. WPP employs more than 2,500 people in Canada.
Similar to other prominent players in the public relations industry, WPP has largely focused its acquisition strategy
on boutique technology firms to build its presence in the SoLoMo (i.e., Social, Local, Mobile) arena.

Financial performance

WPP's industry-relevant revenue is expected to grow at an annualized rate of 2.4% to $39.8 million over the five
years to 2020. The company's strong growth can be attributed to WPP's expansion-by-acquisition strategy that has
diversified its service offerings over the past five years. However, much of this growth was concentrated in the first
half of the period, with Canadian revenue falling sharply through the second half of the period, a trend exacerbated
by the coronavirus pandemic. This trend is clearer in the performance of the company's operating profit. WPP's
operating profit, measured as earnings before interest and taxes, has fallen an annualized 10.5% to $2.7 million
over the five years to 2020, and is below the industry average because Canada is a small part of WPP's operations,
with Canadian revenue comprising less than 5.0% of total company operations.

 
WPP PLC (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2017 38.5 N/C 4.6 N/C
2018 36.7 -4.7 3.5 -23.9
2019 34.1 -7.1 3.3 -5.7
2020 31.8 -6.7 -7.4 N/C
2021 33.9 6.6 3.5 N/C
2022 35.1 3.5 3.5 0.0

Source: Annual Report and IBISWorld
Note: *Estimates (Figures are converted from GBP to CAD)

Other Companies The Public Relations Firms industry in Canada is highly fragmented, with the majority of companies operating on a
local or regional basis to cater to local businesses that require public relations (PR) services. In 2018, the industry
comprises more than 2,300 establishments, the majority of which are small businesses. Some agencies are
significantly larger, servicing clients on a national and international basis. Many of these firms, which tend to service
large corporations and multinationals, are subsidiaries of advertising agencies or communications companies that
offer a multitude of marketing and corporate communication services to their clients. However, as
telecommunication, social media and an evolving technological environment fuel globalization efforts, the internet
has become a vehicle for multinational companies to assert their dominance across the world. Encouraging
consolidation, this trend could soon potentially change the nature of the industry.

Edelman

  Market Share: 3.5%
  Edelman, a family-owned business, was started in 1952 by Daniel Edelman. While it derives a majority of its

revenue from within the United States, the company has more than 60 offices across the world and employed over
6,000 people in 2021 (latest data available).
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With offices in Toronto, Montreal, Vancouver, Calgary and Ottawa, IBISWorld estimates that Canada represents less
than 5.0% of Edelman's global revenue. Even so, the company's dominance is characterized by some pivotal
manoeuvres, including a contract with TC Energy, an alternative to the stalled Keystone XL pipeline prior to the
current period in 2014. Overall, politics has been a major part of Edelman's Canadian operations, encouraging the
company to open a lobbying office in Ottawa in before the start of the five-year period in 2015. The company
generated $1.1 billion in global revenue in 2020 (latest data available).

Edelman Canada has grown over the five years to 2022, due in part to strategic acquisitions and lucrative contracts.
Following an estimated decline in revenue in 2020 due to COVID-19 (coronavirus) pandemic related disruptions,
steady expansion is expected to resume. Ultimately, while the company is private and does not provide financial
information to the public, IBISWorld estimates that the company will generate $39.1 million in industry-relevant
revenue in 2022.

TACT Intelligence-conseil

  Market Share: 1.6%
  TACT Intelligence-conseil (TACT) is a public relations and public affairs services company with offices in Montreal,

Quebec City and Saguenay, QC. The company, which focuses on Canada's French-speaking population, was
founded by Francois Ducharme, who previously chaired Quebec City's board of trade and industry. TACT was
launched in 2011 and has since grown considerably in Quebec. The company's major clients include Cisco Systems
Inc., Merck & Company Inc., Canadian Tire Corporation Limited, Ubisoft Entertainment SA, Tim Hortons Inc. and
Laurentian Bank of Canada. IBISWorld expects TACT to generate $17.6 million in industry-relevant revenue in
2022.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Public Relations Firms industry in Canada exhibits a
low level of capital intensity. IBISWorld estimates for every
$1.00 spent on wages in 2020, industry operators will
spend $0.04 in capital expenditures. Similar to many
service industries, public relations agencies rely less on
capital instruments for operations and more on skilled
labour. Public relations employees typically have
specialized skills in corporate communications, marketing,
writing and relationship management. Workers have a
significant amount of face-to-face contact with clients and
must offer a high degree of customer service. Wages are
expected to account for 38.5% of industry revenue in 2020,
while depreciation is projected to represent 1.5% of
revenue.

The industry's capital expenditure usually includes
purchases of computers and software programs necessary
for operations. The level of capital intensity is expected to
remain low for the industry in the long term, since the
industry's reliance on labour is not expected to change in
the foreseeable future.
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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.

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

Very High Rate of Entry Very Likely 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.

This technology trend is underscored by structural factors that support new entrants. An accommodative structure can
create a situation where small entrants can focus on less profitable albeit innovative industry entry points. Or, large
operators in other industries can leverage expertise in other areas to enter the industry from a new angle.

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

The most relevant disruptive force in the Public Relations Firms industry in
Canada has been the continued investment and advancement of the Internet of
Things.

With increasing demand for analytics and computing, more businesses have been able to track each step of their operating
process. From hiring processes to marketing endeavours, each step can be recorded, analyzed and queried to get bigger
and faster insights. Industry operators benefit from big data, as they are more able to gather better insights faster and
advise clients on best practices. Consequently, operators in the industry must stay current with emerging trends to maintain
their relevancy.

The level of technology change is    Medium

  Overall, the Public Relations Firms industry in Canada has experienced a
moderate level of technological change over the five years to 2020.

The development of digital media has significantly altered the overall advertising and marketing sector, which includes
public relations agencies. Companies in the industry are responsible for crafting a client's image in the media and
communication strategy; thus, any significant changes in the media landscape influences operators. The industry has
increasingly adopted more digital communications strategies over the past five years, primarily in the form of social media
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and video. While public relations tactics such as media outreach and online campaigns were employed prior to the period,
the increasingly widespread emergence and use of websites with user-generated content has provided new outlets for
industry operators to increase revenue. Social media sites, such as Instagram, Twitter and Facebook, are now imperative
for any public relations campaign. Therefore, for any operator to remain relevant and deliver quality services, it must
continue to be up to date on contemporary technological changes, particularly within the realm of social media platforms.
Industry players have been quick to jump on the trend and many agencies have started divisions that specialize in digital
and social media.

Revenue
Volatility

The level of volatility is    Medium

  The Public Relations Firms industry in Canada exhibits a moderate level of
revenue volatility.

Industry revenue increased 9.9% in 2015, which was a high over the five years to 2020. Additionally, revenue grew every
year of the period, except for 2020, as revenue is forecast to dip 8.1% due to the COVID-19 (coronavirus) pandemic. Early
during the period, corporate clients expanded their marketing budgets as they experienced an improving profit margin
within a wider climate of economic recovery, as corporate profit increased each year between 2016 and 2018.

Revenue declines during the recession have been offset by sustained growth due to the revival of downstream clients'
advertising and marketing budgets. Total advertising expenditure has increased an annualized 0.6% over the five years to
2020. Industry operators also typically secure contracts with private and public sector clients that are often renewed,
providing for relatively stable revenue streams. However, stagnant corporate profit in recent years has diminished the
potential for substantial revenue gains immediately following the recession. Nonetheless, with a recovering domestic and
global economy over the past five years, the industry has experienced growth nearly every year. Volatility is expected to
narrow over the five years to 2025 as the country recovers from the COVID-19 (coronavirus) pandemic.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Public Relations Firms industry in Canada is largely self-regulated, as
there are no specific government guides.

The industry benefits from assistance from various associations. For example, the Canadian Public Relations Society, a
major industry association, upholds a standard of proficiency and code of ethics. Outside of its purview, the Canadian
Radio-television and Telecommunications Commission (CRTC) may pass legislation that indirectly affects the industry.

Industry operators can be indirectly affected by regulations and standards associated with promoting certain products or
information such as alcohol or tobacco. Such regulations vary by province. Similarly, some public relations activities require
employees to have legal backgrounds to prevent intellectual copyright infringement or libelous and defamatory branding.
For example, companies must ensure that a company's trademarks and copyrights are used appropriately in media outlets
and sponsored content is clearly labelled.
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Industry
Assistance

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

Although some publicly elected officials retain public relations agencies, the
Public Relations Firms industry in Canada receives no government assistance.

However, there are industry associations that serve member public relations agencies. For example, the Canadian Council
of Public Relations Firms promotes the role of public relations in business strategy and organizational development and
performance. Additionally, the Canadian Public Relations Society is a federation of 14-member societies organized either
by city or by province. All of the association's member societies adhere to the constitution of the national and member
society. Additionally, the society upholds a standard of proficiency and code of ethics. Similarly, the International
Communications Consultancy Organization represents more than 3,000 operators all across the world, offering training
courses and industry research for members.

The industry receives some indirect funding through government clients. Therefore, government expenditure influences
demand for industry services. Government clients have increased as a share of revenue over the five years to 2020 due to
greater spending within the realm of social media. For example, the majority of government organizations in Canada run
dedicated Twitter, Facebook and Instagram accounts and may outsource content creation to industry operators. This
funding primarily promotes economic programs and government benefits.

Additionally, the federal government has adopted several policies to help businesses nationwide in the wake of the
COVID-19 (coronavirus) pandemic, including the deferment of income taxes owed between March 18, 2020 and August 31,
2020. The Canada Emergency Wage Subsidy will also support up to 75.0% of an employee's wages, up to $847.00 weekly,
for employers that experienced a decrease in gross revenues of at least 15.0% in March and 30.0% in both April and May.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Total
advertising

expenditure
($m)

2011 608 361 1,758 1,736 3,940 N/A N/A 262 N/A 12.2
2012 624 370 1,762 1,742 4,003 N/A N/A 264 N/A 12.4
2013 690 416 2,008 1,986 4,304 N/A N/A 286 N/A 11.8
2014 724 438 2,100 2,078 4,521 N/A N/A 303 N/A 11.5
2015 796 483 2,185 2,162 4,857 N/A N/A 335 N/A 11.7
2016 838 500 2,292 2,267 4,851 N/A N/A 340 N/A 12.0
2017 889 527 2,343 2,316 5,131 N/A N/A 354 N/A 12.3
2018 924 538 2,559 2,526 5,170 N/A N/A 352 N/A 12.5
2019 944 549 2,451 2,417 5,237 N/A N/A 357 N/A 13.0
2020 867 452 2,208 2,178 4,919 N/A N/A 334 N/A 12.1
2021 918 519 2,280 2,245 5,144 N/A N/A 350 N/A 12.8
2022 952 545 2,333 2,295 5,302 N/A N/A 362 N/A 13.0
2023 971 561 2,366 2,327 5,393 N/A N/A 368 N/A 13.1
2024 985 576 2,389 2,348 5,467 N/A N/A 373 N/A 13.2
2025 997 590 2,407 2,365 5,527 N/A N/A 377 N/A 13.3

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Total
advertising

expenditure
(%)

2011 -0.46 -1.64 -0.74 -0.75 -2.94 N/A N/A -4.29 N/A 1.25
2012 2.69 2.49 0.22 0.34 1.59 N/A N/A 0.80 N/A 2.22
2013 10.4 12.5 14.0 14.0 7.51 N/A N/A 8.45 N/A -4.76
2014 5.01 5.33 4.58 4.63 5.04 N/A N/A 5.76 N/A -3.05
2015 9.92 10.2 4.04 4.04 7.43 N/A N/A 10.8 N/A 2.00
2016 5.22 3.54 4.89 4.85 -0.13 N/A N/A 1.40 N/A 2.82
2017 6.07 5.33 2.22 2.16 5.77 N/A N/A 4.14 N/A 2.24
2018 3.95 2.10 9.21 9.06 0.76 N/A N/A -0.54 N/A 1.95
2019 2.23 2.13 -4.23 -4.32 1.29 N/A N/A 1.47 N/A 3.74
2020 -8.15 -17.8 -9.92 -9.89 -6.08 N/A N/A -6.50 N/A -7.31
2021 5.84 14.8 3.26 3.07 4.57 N/A N/A 4.81 N/A 5.80
2022 3.72 4.97 2.32 2.22 3.07 N/A N/A 3.19 N/A 1.48
2023 1.93 3.04 1.41 1.39 1.71 N/A N/A 1.77 N/A 1.00
2024 1.44 2.65 0.97 0.90 1.37 N/A N/A 1.38 N/A 0.76
2025 1.24 2.39 0.75 0.72 1.09 N/A N/A 1.12 N/A 0.68

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2011 59.3 N/A N/A 154 43.0 2.24 66,396
2012 59.2 N/A N/A 156 42.2 2.27 65,876
2013 60.3 N/A N/A 160 41.5 2.14 66,450
2014 60.5 N/A N/A 160 41.8 2.15 66,910
2015 60.7 N/A N/A 164 42.1 2.22 69,034
2016 59.7 N/A N/A 173 40.6 2.12 70,089
2017 59.3 N/A N/A 173 39.9 2.19 69,012
2018 58.2 N/A N/A 179 38.1 2.02 68,124
2019 58.2 N/A N/A 180 37.9 2.14 68,245
2020 52.1 N/A N/A 176 38.5 2.23 67,941
2021 56.5 N/A N/A 178 38.2 2.26 68,099
2022 57.2 N/A N/A 180 38.0 2.27 68,182
2023 57.8 N/A N/A 180 37.9 2.28 68,218
2024 58.5 N/A N/A 180 37.9 2.29 68,228
2025 59.2 N/A N/A 180 37.8 2.30 68,247

Figures are inflation adjusted to 2020
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Additional Resources
Additional
Resources

Canadian Public Relations Society
http://www.cprs.ca

Canadian Council of Public Relations Firms
http://www.ccprf.ca

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

International Communications Consultancy Organisation
http://www.iccopr.com

Industry Jargon BELOW-THE-LINE
Promotional activities that reach consumers more directly, including direct mail, text messages and e-mail.

BLOG
A type of website maintained by an individual with regular entries of commentary, descriptions of events or other
material.

PLUG
The practice of a company paying for its product or service to be placed in a prominent position as a form of
advertising.

TRADITIONAL MEDIA
Formats including TV, radio, newspapers and magazines.

TWITTER
A social network that enables members to microblog and have updates broadcast to friends or constituents.

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.
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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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