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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:

· Demand for the Billboard and Outdoor Advertising industry in Canada is expected to fall as a result of the
COVID-19 (coronavirus) pandemic. For more detail, please see the Demand Determinants chapter.

· Since the industry relies on positive economic activity, the coronavirus pandemic has caused profit to fall
drastically. For more detail, please see the Cost Structure Benchmarks chapter.

· The industry's revenue is expected to become more volatile as a result of unstable economic conditions. For more
detail, please see the Revenue Volatility chapter.
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About IBISWorld
IBISWorld specializes in industry research with coverage on thousands of global industries. Our comprehensive data and in-depth analysis help
businesses of all types gain quick and actionable insights on industries around the world. Busy professionals can spend less time researching
and preparing for meetings, and more time focused on making strategic business decisions that benefit you, your company and your clients. We
offer research on industries in the US, Canada, Australia, New Zealand, Germany, the UK, Ireland, China and Mexico, as well as industries that
are truly global in nature.
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About This Industry
Industry Definition The Billboard and Outdoor Advertising industry in Canada creates and designs advertising materials for public

display, including printed, painted or electronic displays. Operators may place the displays on billboards or panels
and on or within transit vehicles, shopping malls, retail stores and other display structures or sites.

Major Players Bell Media

Jim Pattison Group

Outfront Media

Main Activities The primary activities of this industry are:

Aerial advertising

Billboard display advertising

Bus, taxicab and subway card advertising

Indoor display advertising

Outdoor display advertising

Store display advertising

Transit advertising

Display advertising

The major products and services in this industry are:

Digital billboards

Billboards

Transit displays

Alternative advertising

Street furniture
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Supply Chain

SIMILAR INDUSTRIES

Printing in Canada Billboard & Sign Manufacturing in
Canada

Advertising Agencies in Canada Direct Mail Advertising in Canada

Promotional Products in Canada      

     

RELATED INTERNATIONAL INDUSTRIES

Billboard & Outdoor Advertising in
the US

Specialised Design Services in
Australia

Advertising Agencies in the UK Architectural and Design Services in
New Zealand

Advertising Agencies in Ireland      
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Industry at a Glance
Key Statistics

$1.1bn
Revenue

Annual Growth

2015–2020

-0.8%

Annual Growth

2020–2025

3.8%

Annual Growth

2015–2025

 

$60.2m
Profit

Annual Growth

2015–2020

-11.7%

  Annual Growth

2015–2020

 

5.3%
Profit Margin

Annual Growth

2015–2020

-4.2pp

  Annual Growth

2015–2020

 

1,515
Businesses

Annual Growth

2015–2020

1.1%

Annual Growth

2020–2025

2.6%

Annual Growth

2015–2025

 

3,752
Employment

Annual Growth

2015–2020

-1.8%

Annual Growth

2020–2025

3.0%

Annual Growth

2015–2025

 

$237.7m
Wages

Annual Growth

2015–2020

-0.8%

Annual Growth

2020–2025

3.2%

Annual Growth

2015–2025

Key External Drivers % = 2015–20 Annual Growth

0.7%
Consumer spending

-3.4%
Consumer confidence index

3.8%
Corporate profit

0.8%
Number of businesses

1.9%
Total advertising expenditure

 
Industry Structure

POSITIVE IMPACT

  Life Cycle
Growth   Barriers to Entry

High / Decreasing

  Industry Globalization
Low / Increasing

MIXED IMPACT

  Revenue Volatility
Medium   Capital Intensity

Medium

  Industry Assistance
Medium / Steady   Concentration

Medium

  Regulation & Policy
Medium / Steady   Technology Change

Medium

  Competition
Medium / Increasing

 

Key Trends

 Outdoor advertising has been unaffected by the shift toward
online advertising

 Industry operators generate revenue by selling
advertisements on display faces

 Large operators acquired niche operators to enhance their
technological offerings

 Outdoor advertising will likely increase as a proportion of
advertising expenditure

 An increase in digital display advertising is anticipated to
drive revenue growth

 A bullish outlook is expected to have a profound effect on
the industry's structure

 Despite the prominence of digital technology, outdoor
advertising has largely escaped the decline experienced by
other traditional media
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  High & Decreasing Barriers to Entry

  Growth Life Cycle Stage

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  High Revenue per Employee

   

WEAKNESSES

  Low Profit vs. Sector Average

  High Capital Requirements

   

OPPORTUNITIES

  High Revenue Growth (2020-2025)

  High Performance Drivers

  Consumer spending

   

THREATS

  Low Revenue Growth (2005-2020)

  Low Revenue Growth (2015-2020)

  Low Outlier Growth

  Corporate profit
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Executive Summary Mass appeal: As more downstream clients realize the efficacy of outdoor
advertising, industry demand will likely grow

Over the five years to 2020, IBISWorld anticipates revenue for the Billboard and Outdoor Advertising industry in
Canada to fall due to recent lower levels of consumer spending and consumer confidence, among heightened
volatility in corporate profit. Oscillations in corporate profit have forced many companies to reduce costs in some
years, including marketing expenditures that are typically included in the first budget cuts. Nonetheless, industry
revenue is expected to decrease at an annualized rate of 0.8% to reach $1.1 billion over the five years to 2020.
Crucially, industry revenue is forecast to fall 11.5% in 2020. The decrease in 2020 can be mainly attributed to the
ongoing situation regarding COVID-19 (coronavirus) and the resulting decrease in economic activity. The
coronavirus pandemic has caused profit to drastically fall as demand for the industry's products and services suffer
during depressed economic conditions.

Despite the prominence of digital technology, outdoor advertising has largely escaped the decline experienced by
other traditional media, primarily print industries, given its ability to capture the attention of a broad market. The
internet has ushered in an age in which reaching a specific demographic is easier than ever. However, there is also
now more media content than ever, and given the millions of websites and thousands of TV channels available at a
moment's notice, reaching a mass audience has become more difficult. This fragmentation of demographic markets
has given the industry stability as a proportion of overall advertising expenditure. Essentially, outdoor advertising
can capture the attention of local consumers for downstream markets that are reliant on geographic demand such
as restaurants and coffee shops.

Nonetheless, the technological changes of the past decade have not been lost in the industry, as outdoor
advertising companies have been acquiring more digital billboards and networks. Digital signs are superior to
traditional billboards because the content can be changed instantly and targeted at different audiences at different
times of the day. Furthermore, digital billboards offer greater visibility and can feature more than one advertiser at a
time. As a result, operators are generally able to generate higher returns using digital billboards. Over the five years
to 2025, industry revenue is expected to increase an annualized 3.8% to $1.4 billion as more downstream clients
realize the efficacy of outdoor advertising.
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Industry Performance

Key External
Drivers

Consumer spending

The Canadian Billboard and Outdoor Advertising industry is sensitive to changes in consumer spending. A rise in
consumer spending boosts retail sales, benefiting corporate businesses. The increase in corporate profit ultimately
leads to greater advertising budgets. Consumer spending is expected to decrease in 2020.

 

Total advertising expenditure

Total advertising expenditure reflects demand for advertising services from businesses. As corporate profit, business
confidence and consumer spending rise, many industry clients are more willing to incur advertising expenditures,
including for billboards and other outdoor mediums. As a result, an increase in total advertising expenditure will
boost industry revenue. Total advertising expenditure is expected to decrease in 2020.

 

Corporate profit

The level of corporate profit is important for the industry because profit levels have an effect on marketing budgets.
As corporate profit increases, businesses will have more money to spend on advertisements. Corporate profit is
expected to decrease in 2020. However, the expected positive volatility in profit over the five years to 2025
represents a potential opportunity for industry operators.

 

Number of businesses

The number of businesses operating in Canada is an indicator of the potential market size for operators in the
industry. A rise in the number of businesses will increase the pool of potential clients for outdoor advertising. The
number of businesses is expected to decrease in 2020.

 

Consumer confidence index

The Consumer Confidence Index measures consumers' faith in the economy. When the index rises, business
sentiment is positive and should, therefore, encourage advertising expenditure. If it declines, then advertising
expenditure and corporate investment typically falter. In 2020, the Consumer Confidence Index is expected to
plummet, posing a potential threat to the industry.
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Current
Performance

The Billboard and Outdoor Advertising industry in Canada is slightly
decreasing amid favourable perceptions of out-of-home (OOH) advertising
along with ongoing digitization of advertising in aggregate.

Essentially, while digital advertising is useful for targeted campaigns, OOH displays can capture broader audience
engagement that is centralized in a particular geographic locale, making it a top priority for businesses that rely on
local demand such as restaurants and coffee shops. Meanwhile, new technologies such as digital and interactive
displays are acting as a platform for revenue and profit growth. However, IBISWorld expects industry revenue to
decrease at an annualized rate of 0.8% to $1.1 billion over the five years to 2020, with an anticipated decrease of
11.5% in 2020 alone. This decrease in revenue can be mainly attributed to the COVID-19 (coronavirus) pandemic
and the resulting slowdown in the domestic economy. As people travel less and corporate profit decreases,
companies will be less willing to purchase operators' products and services.

ESCAPING THE SHIFT FROM TRADITIONAL MEDIA

Unlike magazines and newspapers, outdoor advertising has been largely
unaffected by the shift toward online advertising.

Many companies continue to rely on OOH advertising to reach a broad audience all at once, keeping the proportion
of advertising expenditures on outdoor media relatively constant over the past five years.

Today, anyone can start a media outlet just by starting a blog. As a result, most interest groups have a voice and an
audience. This makes reaching a targeted niche market easier than before, but it has also made reaching a broad
audience more difficult, particularly when limited to certain locales. Therefore, OOH advertising remains an effective
way for advertisers to market products and services that have mass appeal. Outdoor advertising is particularly
popular among businesses that are geared toward the consumer market. Furthermore, OOH displays are crucial for
local governments and nonprofits that seek to transmit important information in a city or town since everyone that
views the advertisement is in the vicinity. For example, if there is a town emergency, OOH displays can convey
these messages to the people that matter in a way that is hard to ignore.

DIGITAL GROWTH

Industry operators generate revenue by selling advertisements on display
faces.

Displays typically come in four formats, which include billboards, street furniture, transit and other advertising. Each
of these categories is covered in greater detail in the Products and Services section. The price of a specific display
face depends on an advertisement's format, location and the number of times the advertisement is viewed. Many
advertisers use this medium because of its ability to reach a broad market and its relative cost compared with other
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forms of advertising.

Although various OOH advertising formats can be digitized, digital displays are most popular in the billboard and
street furniture categories. Digital displays have become increasingly popular because of their improved efficacy in
capturing consumers' attention. These displays can be changed multiple times during the day from a remote
location, enabling operators to earn revenue from multiple advertisers at the same time. Digital billboards can
generate more revenue than physical ones, but it comes at a cost. Digital billboards generally depreciate over a
period of five years, while traditional billboards depreciate over 15 years. However, the revenue they generate can
be six to eight times greater than a traditional display, making them a worthy investment for many operators.

Outside of digital billboards, smaller digital displays have been at the vanguard of industry innovation. In particular,
interactive displays and street furniture have been increasingly important to industry operations. Displays that urge
consumers to download an app, text a number or join a social media campaign have been more prevalent as
marketers realize the importance of audience engagement. Plus, unrivaled by other forms of advertising, OOH
displays can capture a consumer's full attention at a bus stop or as they are walking down the street in a
metropolitan area.

INDUSTRY STRUCTURE

To combat the fluctuations in advertising budgets caused by volatility in
corporate profit over the five years to 2020, industry operators had to
reduce their prices to maintain clients and garner new business.

The industry's profit margin, measured as earnings before interest and taxes, is also expected to decrease, falling to
5.3% of revenue in 2020 from 9.5% in 2015. This decline is mainly due to the ongoing coronavirus pandemic, which
has resulted in a large decrease in demand for the industry's products and services. However, while the initial
investment required for digital displays is much higher than the cost of traditional displays, the ability to contract
multiple clients on one display and quickly change advertisements without additional labour has facilitated higher
returns.

To gain a foothold in the digital display market, large industry operators have acquired niche operators to enhance
their technological offerings. Offsetting consolidation activity, interest in less costly but highly effective digital
displays for street furniture and indoor installations has encouraged industry participation. Over the five years to
2020, IBISWorld expects the number of industry enterprises to increase at an annualized rate of 1.1% to 1,515
companies. However, employment is expected to decrease during the five-year period, primarily due to the
increased digitization in OOH advertisements. Industry employment is expected to decrease at an annualized rate of
1.8% to reach 3,752 workers during the same period.
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Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Total
Advertising

Expenditure
($b)

2011 960 334 1,215 1,163 3,147 N/A N/A 193 N/A 11,944
2012 958 294 1,227 1,179 3,074 N/A N/A 195 N/A 12,418
2013 912 308 1,349 1,296 3,283 N/A N/A 193 N/A 12,106
2014 1,103 369 1,443 1,380 3,939 N/A N/A 226 N/A 12,077
2015 1,182 398 1,497 1,431 4,116 N/A N/A 247 N/A 12,399
2016 1,212 399 1,523 1,457 3,987 N/A N/A 245 N/A 12,871
2017 1,251 411 1,550 1,485 4,057 N/A N/A 251 N/A 13,584
2018 1,265 434 1,672 1,606 3,984 N/A N/A 255 N/A 14,124
2019 1,283 423 1,600 1,539 4,015 N/A N/A 257 N/A 14,901
2020 1,135 344 1,564 1,515 3,752 N/A N/A 238 N/A 14,226
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Industry Outlook
Outlook Over the five years to 2025, the Billboard and Outdoor Advertising

industry in Canada is expected to benefit from an annualized 2.7%
increase in advertising expenditure and the increasingly widespread
notion that out-of-home (OOH) advertising is more effective than most
digital, TV and print advertisements.

This positive perspective is especially powerful when an advertiser wants to reach a geographic population rather
than a demographic one. Essentially, digital advertising offers an improved ability to target audiences based on
preferences and other demographic information, but OOH displays are focused on particular geographies, which
can be beneficial for downstream businesses that rely on demand from particular areas. As a result, IBISWorld
projects industry revenue will grow at an annualized rate of 3.8% to $1.4 billion over the five years to 2025.

Industry operators derive a large portion of revenue from clients that sell consumer goods and services. Thus, the
industry will also benefit from an anticipated rise in consumer spending and corporate profit, which are expected to
grow an annualized 3.2% and 6.6%, respectively, over the next five years. As a result, growth in consumer spending
will flow through to advertisers that want to promote these services. In turn, companies are anticipated to allocate
more money to advertising, boosting demand for industry services.

MASS MARKET AND DIGITAL APPEAL

Outdoor advertising is projected to increase as a proportion of total
advertising expenditures over the next five years, while traditional media,
particularly in the print industries, will likely continue to decline.

Although the internet and social media networks have made it easier than ever to reach specific demographics, they
have also made reaching a mass audience in a geographic threshold more difficult because of the resultant
fracturing of traditional demographic markets. In other words, it is now easy to advertise to a 15-year-old male that
lives in Toronto and likes sports, but it has become harder to engage with his entire family at the same time to get
them into a local restaurant. Consequently, advertisers will continue to use outdoor advertising as one of the most
efficient ways to reach a mass market, particularly clients that want to reach a geographic locale such as restaurants
and local government bodies.

Furthermore, an increase in digital display advertising is anticipated to drive much of the industry's revenue growth
over the next five years. Digital displays already have the capacity to generate between six and eight times the
revenue of a traditional display. While the initial investment can be significant, the cost is expected to decline over
the next five years as light-emitting diode (LED) technology becomes more affordable, widening profit margins. In
addition, LED lighting will likely become more energy efficient, reducing the operating expense associated with
digital displays.

These displays enable industry operators to interchange multiple advertisements and contract more than one client
to a display. Digital displays are also backlit, providing greater nighttime visibility and enabling operators to increase
rates. Since digital displays offer the distinct advantage of being able to change constantly throughout the day, they
enable operators to target different demographics at specific times. For example, coffee advertisements can play
during the morning commute while an advertisement for a local restaurant may be shown during dinner hours.
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Interactive displays will also improve market research and information regarding audience exposure. Some
interactive advertisements require consumers to use a mobile device to take a picture of the display or text a
number provided, while others trigger a reaction, such as flashing lights. As these interactive technologies improve
and gain traction with consumers, interactive displays will provide advertisers with data to establish an exposure
benchmark, further contributing to wider profitability.

INDUSTRY STRUCTURE

A bullish outlook is expected to have a profound effect on the industry's
structure as it evolves to meet demand.

Industry employment is projected to increase at an annualized rate of 3.0% to reach 4,350 workers over the five
years to 2025 to sustain output. In addition, total wages are also forecast to rise over the next five years, as the
growth of digital displays will require more highly skilled workers and the retraining of some existing employees.
However, many workers will only be required for the initial installation and maintenance of these displays because
new digital advertisements do not need to be physically installed. Rather, displays can be changed remotely.

Meanwhile, demand for digital displays is expected to cause industry operators to expand their establishments
across Canada to gain a larger foothold in that product segment. Moreover, decreasing barriers to entry due to the
emphasis on technological change are expected to encourage businesses to enter the industry at a more rapid rate
than revenue expansion. Ultimately, the number of industry enterprises is expected to rise at an annualized rate of
2.6% to 1,722 companies 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
 ($b)

2020 1,135 344 1,564 1,515 3,752 N/A N/A 238 N/A 14,226
2021 1,223 403 1,633 1,578 3,976 N/A N/A 253 N/A 14,927
2022 1,272 415 1,678 1,620 4,095 N/A N/A 261 N/A 15,271
2023 1,310 423 1,715 1,655 4,185 N/A N/A 267 N/A 15,592
2024 1,342 430 1,750 1,689 4,270 N/A N/A 273 N/A 15,913
2025 1,371 437 1,784 1,722 4,350 N/A N/A 278 N/A 16,238
2026 1,401 448 1,811 1,747 4,432 N/A N/A 283 N/A 16,571



Billboard & Outdoor Advertising in Canada November 2020

16 IBISWorld.com

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

LIFE CYCLE REASONS

The services provided by the industry have wholehearted market acceptance

The industry's products are diversifying based on technological innovations

There is strong enterprise formation amid rising demand

The services provided by the Billboard and Outdoor Advertising industry in Canada have wholehearted market
acceptance, and advertisers are not expected to stop using outdoor advertising at any point in the foreseeable
future, which are typically indicators of a mature industry. However, technological innovation has accelerated
industry expansion, encouraging new entrants and experimental designs. As a result, the industry's contribution to
the overall economy, measured by industry value added (IVA), is projected to increase at an annualized rate of 0.9%
over the 10 years to 2025. Comparatively, during the same period, Canadian GDP is forecast to grow at an
annualized rate of 1.6%. Although the industry is expanding less rapidly than the overall economy, IBISWorld
considers the industry to be in the growth phase of its life cycle, primarily due to the technological advancements
and possibilities it creates for industry operators. While it has been considered mature for some time with relative
stagnation, the revitalization of its status as a growth industry is due to the prevalence of digital and interactive
advertising, along with a resurgence of transit and street-level displays in an attempt to capture consumers outside
of the saturated internet domain.

Another trend that indicates that the domestic Billboard and Outdoor Advertising industry is in the growth phase of
its life cycle is the slowdown of previously rapidly increasing market share concentration. IBISWorld estimates that
the top six operators control over 50.0% of the market, but an onslaught of new operators is expected to destabilize
this outlook. The number of industry enterprises is expected to rise an annualized 1.9% during the 10-year period,
driven by technological advances and rising demand that encourage industry participation. This rapid pace of
industry participation is symptomatic of growing industries.

The industry continues to compete with other popular forms of advertising, prominently TV and the internet.
However, outdoor displays offer advertisers the ability to reach a mass market, a process that has become
increasingly difficult with audiences becoming more fragmented across media outlets. Moreover, since most external
sources of competition target specific demographics, outdoor displays remain the single most effective way to target
a geographic consumer base, contributing to its growth. This provides a stable stream of new opportunities as
demographic expansion continues, opening up new markets for industry operators and contributing to its growth in
the long run.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Car & Automobile Manufacturing in Canada

Advertising Agencies in Canada

TV Broadcasting in Canada

Radio Broadcasting in Canada

Wireless Telecommunications Carriers in Canada

2nd Tier

Consumers in Canada

Key Selling Industries
1st Tier

Billboard & Sign Manufacturing in Canada

Public Transportation in Canada

Printing in Canada

Airport Operations in Canada

2nd Tier

Market Research in Canada

Inorganic Chemical Manufacturing in Canada

Graphic Designers in Canada

Products & Services

  The Billboard and Outdoor Advertising industry in Canada offers a variety
of products that can generally be segmented into four categories, which
include billboards, street displays, transit displays and other forms.

However, by segmenting revenue via the interfaces that advertisers use to garner consumer engagement, this
segmentation excludes a more thorough analysis of revenue by service rendered that can include ancillary services
such as content creation, public relations and media buying services, among others. In addition, due to the ongoing
situation regarding the COVID-19 (coronavirus) pandemic, demand for the industry's products and services may
fluctuate. Overall, demand for the industry's products and services is expected to decrease.

BILLBOARDS

The sale of advertisement space on billboards accounts for an estimated
62.8% of industry revenue in 2020.

At its most basic, there are two forms of billboards: digital and physical. Billboards are mounted on structures that
are owned or leased by the company. Leases are negotiated with both private and public landowners for periods
ranging from a monthly basis to periods of 10 years, or even longer in some cases. Prices can differ depending on
exposure and the potential number of consumers that would view the advertisement.

Bulletins, also called superboards, are one of the industry's largest revenue earners. These large displays are
typically 3.0 metres tall by 12.0 metres wide, and are intended to be experienced from a greater distance. However,
they are also produced in 14.0- and 15.0-metre widths. An advertiser's message is typically printed on a single sheet
of vinyl or synthetic fabric that then wraps the structure. Bulletins are generally sold as individually selected displays
for a set amount of time. They can also be sold as a part of a rotary plan, where advertising copy is periodically
rotated from one location to another within a particular market.

Posters are also a format of billboard advertising but are smaller than bulletins. Horizontal posters are generally 3.0
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metres high by 6.0 metres wide, while vertical posters are generally 4.0 metres high by 3.0 metres wide. Poster
space is typically sold in packages called showings, which comprise a specific number of displays in a market area.
While they may not be as noticeable as larger bulletins, the lower cost associated with posters enables clients to
purchase multiple displays. Similar to bulletins, advertisements can be placed on a single sheet of vinyl. However,
many posters are pasted onto a display in sheets such as wallpaper. Traditional billboards make up an estimated
37.0% of industry revenue in 2020, but have been diminishing as a share of revenue over the five years to 2020, as
digital technology takes precedence.

DIGITAL BILLBOARDS

Digital billboards are an emerging technology that has increased as a
proportion of major operators' capital expenditures.

These new billboards offer operators the ability to alternate advertising throughout the day and change displays
instantaneously from a remote location. Digital billboards enable industry participants the opportunity to display an
advertisement for coffee in the morning and an advertisement for a movie on a Friday night. This increases the
potential revenue earned from one display. Moreover, interactive displays that have phone numbers to text, QR
codes to scan or invitations to social media pages have been growing in popularity, contributing to this segment's
rising share of industry revenue over the five years to 2020, which currently stands at 25.8%.

TRANSIT DISPLAYS

Transit displays include advertising on or in transit systems, including the
interiors and exteriors of buses, trains, subways, trams, railway stations
and the common areas of airports.

Similar to street furniture displays, contracts are normally negotiated with public and private transit authorities
through an open bidding process. These contracts normally entail paying a percentage of revenue or a fixed
payment to the owner of the property or directly to a government body. This market is anticipated to grow strongly
during the period with a continuation of this trend in upcoming years as the 2016 Investing in Canada plan, a $180.0
billion infrastructure initiative, continues to realize its goals, providing opportunities for transit displays to flourish.
Growing as a share of revenue during the five-year period, transit displays account for an estimated 22.6% of
industry revenue in 2020.

STREET FURNITURE

The street furniture segment contributes an estimated 4.2% of industry
revenue in 2020 and includes advertising on transit shelters and other
street furniture.

This segment also includes displays on information kiosks, public restrooms, benches and other public structures
not mentioned above. The most popular form of street furniture advertising is bus shelters, installations that are
usually constructed and maintained by a successful bidder. Industry operators or the display manufacturer typically
own the structures and are responsible for their installation and maintenance. Contracts for this segment are often
awarded based on a bidding process through local government; companies are then required to forfeit a portion of
revenue to the government. Contracts between municipalities and industry operators are often longer than a
decade. This segment has remained stagnant during the period as advertisers tend to be locked in on a government
contract for longer periods of time.

ALTERNATIVE ADVERTISING

There are many other forms of outdoor advertising available to clients
including spectaculars, murals, wallscapes and mall displays.

Spectaculars often include mechanical devices and video to create a special effect. Their high cost limits the
markets in which they are displayed. Murals are typically draped over or suspended from the sides of buildings or
other structures. Essentially, while these displays are much less prevalent, and have been falling as a share of
industry revenue over the five years to 2020, their high prices command a large proportion of industry revenue at
10.4% in 2020.

Demand
Determinants

Changes in economic factors such as corporate profit and consumer
spending alter advertising expenditure, which in turn, affects demand for
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the Billboard and Outdoor Advertising industry in Canada.

Furthermore, the global nature of many large corporate advertisers means that the industry is affected by both
domestic and international economic conditions.

Consumer and business sentiment

During times of economic growth, increased consumer and business sentiment can have a material effect on
industry revenue. A significant portion of revenue is derived from consumer product and service providers, which
makes the industry particularly susceptible to changes in consumer expenditures, consumer confidence and
household disposable income. A rise in per capita disposable income results in increased personal consumption,
thereby dictating trends in demand. As individuals consume more, business profit is expected to rise and more
money can be allocated toward marketing and advertising from these sectors.

Total media and advertising expenditure

Industry revenue growth is also sensitive to trends in advertising expenditure across all forms of media. Total media
expenditure is influenced by a variety of factors, including corporate profit and one-time events, including
international events such as the Super Bowl, the Olympics and political elections. Increases in advertising rates or
occupancy will ultimately increase industry revenue. However, if rates are increased too quickly relative to substitute
products, advertisers will seek alternative forms of promotion.

Domestic demand for services is generally related to the advertising budgets of corporate clients. During times of
slow economic growth, many companies rely on below-the-line promotions such as coupons and rebates because of
their relatively low cost. As marketing budgets are spent on other types of campaigns, demand for outdoor
advertising decreases. In addition, when budgets need to be trimmed, advertising expenditures are often one of the
first items to be cut. This factor caused industry revenue to fluctuate over this period as corporate profit experienced
heightened volatility. Still, demand for industry services has been bolstered by the positive outlook for out-of-home
(OOH) advertising methods.

During the COVID-19 (coronavirus) pandemic, economic growth has slowed down tremendously and demand
reductions have already been endured by industry operators. As industry operators endured one of the worst times
of economic growth in decades, demand has already decreased and can be noticed from the estimated 11.5%
decrease in revenue in 2020 alone.

Major Markets

  The Billboard and Outdoor Advertising industry in Canada serves a wide
range of industries.

  While most outdoor advertising is aimed at consumers, many industries use its services as well, with businesses
making up the largest share of industry revenue. The proportions attributable to each major market can differ based
on economic conditions and the composition of contracts for an individual company operating on a national or
regional basis.

Economic conditions such as the COVID-19 (coronavirus) pandemic have and will continue to affect demand from
the industry's major markets. Markets that have been less affected by the coronavirus pandemic are expected to
maintain similar levels of demand, while markets that have a stronger exposure to the pandemic will decrease their
demand levels.
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TELECOMMUNICATIONS, MEDIA AND TECHNOLOGY

Comprising an estimated 20.6% of the industry's market in 2020,
telecommunications, media and technology (TMT) companies are a large
market for industry operators, and this segment has experienced growth
over the five years to 2020 as entertainment companies have expanded
marketing budgets to attract customers with growing disposable incomes.

This segment includes media companies advertising movies, TV shows and music, as well as sports teams
advertising their team's games and associated deals and offers to fans, alongside cell phone carriers and internet
service providers. Movie studios and music labels use billboards and transit displays to advertise upcoming releases
of movies and films. These larger companies generally advertise on a national scale, while sports teams and
amusement parks will often advertise heavily in the area in which their team plays or their park is located. Sports
teams and amusement parks will often advertise a price promotion on a billboard in an attempt to entice budget-
conscious consumers to attend. While leisure time per capita has shrunk slowly over the past five years, growing
disposable income figures, throughout majority of the reporting period, have prompted increased spending for
companies operating in this segment.

FOOD AND BEVERAGE

Food and beverage companies and restaurants are expected to account
for 16.9% of industry revenue in 2020.

This segment accounts for individual products and its sellers, such as Pepsi; grocery stores, including Whole Foods
Market; chain restaurants, such as McDonald's; and single-location restaurants. The sheer scope of this segment is
a major factor in its high proportion of industry revenue. National chains often advertise on a large-scale basis and
often place advertisements close to one of their locations. Single-location restaurants often advertise within a
smaller radius of the restaurant itself and generally display promotions used to entice new customers, as opposed to
building brand recognition, which is often the outcome expected from larger chains. As food and beverage
manufacturers and chain restaurants have increasingly moved their advertising efforts into the digital arena, this
segment has shrunk slightly over the five years to 2020 as a proportion of industry revenue, but still remains
dominant due to the geographic significance of food establishments.

PROFESSIONAL SERVICES

Professional services, including financial advising, banking, advertising,
public relations, law services and real estate, make up an analogous
16.8% of industry revenue in 2020.

As service industries grow, their need to advertise in their geographic settings increase as well, bolstering demand
for this market segment throughout the five years to 2020. In particular, the booming housing market in places such
as Toronto and Vancouver have enhanced the influence of real estate billboards and displays. Moreover, many
professional services want to focus their advertising on geographic targets rather than demographic categories so
they often use industry products rather than their external substitutes.

RETAIL

IBISWorld estimates that the retail market accounts for 7.5% of industry
revenue in 2020.

This market includes a wide variety of downstream stores, including clothing and department stores. This market is
susceptible to changes in per capita disposable income and the labour market. When consumers have fewer dollars
to spend on products, many businesses reduce marketing budgets to mitigate potential losses. This segment has
slightly decreased as a proportion of industry revenue over the five years to 2020.

AUTOMOTIVE

The automotive segment, accounting for 12.2% of industry revenue in
2020, includes billboards and outdoor advertising for cars, minivans and
trucks.

Similar to the retail market, demand for this out-of-home automotive advertising is largely driven by changes in per
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capita disposable income and the labour market. Accordingly, revenue from automotive markets has decreased over
the five years to 2020, amid a negative macroeconomic climate.

HEALTHCARE

Healthcare industries, including hospitals, private physicians,
pharmaceutical manufacturers and pharmacies, account for an estimated
6.5% of industry revenue in 2020.

An aging population alongside rising government health expenditures has encouraged healthcare providers,
retailers and manufacturers to increase their advertising. Moreover, particularly for providers and retailers,
geographic proximity is important to solicit business. A hospital in Vancouver will not need to advertise to potential
patients in Nova Scotia, so these businesses tend to focus on local advertising, hence their reliance on industry
products. Nonetheless, the federal government restricts the marketing potential of pharmaceuticals compared with
the United States, making domestic operators less dependent on these sales in comparison. This segment's share
of industry revenue has slightly increased over the five years to 2020.

GOVERNMENT AND NONPROFIT

Governments and public institutions, as well as nonprofit organizations,
are expected to account for 2.5% of industry revenue in 2020.

Generally, a stable source of demand, many political messages, election campaigns, fundraising attempts, publicly
funded art programs and educational resources are using outdoor displays to disseminate their messages within a
geographic radius. Local governments are especially eager to buy local advertising space because the
advertisement will not be wasted on those that do not reside or work in their municipality. However, this segment's
share of industry revenue has declined slightly over the five years to 2020, as online advertisements become more
popular among governments.

OTHER

This industry also provides its services to a large array of downstream
advertisers, including educational services providers, utilities and
lotteries, among others.

Given the large number of potential downstream markets, the other segment is estimated to generate the remaining
17.0% of industry revenue in 2020. While there are many markets for industry products, none are large enough to
merit a discussion here at this time.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

Traditional trade does not occur in the Billboard and Outdoor Advertising industry in Canada due to the service-
based nature of activities provided by outdoor advertising companies. However, this industry has become more
global as large foreign operators such as the Lamar Advertising Company have entered the market. Nevertheless,
the majority of the domestic market is serviced by Canadian companies, including the Jim Pattison Group. For more
information on international operations, refer to the Industry Globalization section of this report. Still, trade is
recorded at the upstream manufacturing level (IBISWorld report 33995CA), which can provide some insight into
international trade trends in outdoor advertising equipment.
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Business
Locations

  In general, since the Billboard and Outdoor Advertising industry in Canada is primarily concerned with catching the attention of
potential consumers, the geographic distribution of industry establishments follows that of the population. As a result, the industry
is heavily concentrated in densely populated provinces, which include Ontario, representing 45.6% of industry establishments;
Quebec, representing 20.6%; Alberta, representing 13.0%; and British Columbia, representing 11.4%. These regions are heavily
populated and have a large concentration of businesses that can choose to advertise outdoors to supplement their other
advertising practices. The industry's largest operators each have operations in these areas, and multinational companies typically
initiate their penetration of the Canadian market through one of these provinces, chiefly in urban areas such as Toronto and
Vancouver. Conversely, less populated areas tend to have far fewer outdoor advertising companies. For example, Nova Scotia is
estimated to be home to just 1.4% of industry establishments in 2020. Operators in these regions tend to be small, regional
players, since the larger players centralize their investments in areas that can guarantee a higher rate of return. Essentially,
industry operations are installed in areas that are most likely to garner more impressions, which encourages operators to establish
themselves in metropolitan areas. At the same time, outdoor displays can also be useful in less populated areas to attract
consumers when there are fewer distractions. Still, the lower rate of return on these displays causes the industry to skew toward
metropolitan centres rather than the far reaches of the nation.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

In 2020, IBISWorld estimates that the top six operators in the Canadian Billboard and Outdoor Advertising industry
will account for more than 50.0% of revenue, indicating a moderate level of concentration. Concentration has
increased in the industry over the five years to 2020 as large operators have continued to acquire small competitors
and niche operators to expand their Canadian footprint. Despite consolidation among the larger players, the industry
is still populated by small operators and nonemployers that have been expanding rapidly with advertising budgets
widening during this period. Moreover, this rapid expansion has hampered market share consolidation, although not
completely. In 2015, the top six operators accounted for 37.2% of total industry revenue, which has grown to reach
55.8% in 2020, demonstrating the influence of major players during the period even as new entrants destabilize their
dominance. According to the latest data available from the Canadian Business Register, 63.9% of establishments in
the Billboard and Outdoor Advertising industry in Canada are classified as nonemployers. This indicates that the
companies do not have a payroll, but instead rely on contract workers or are nonemployers. This high proportion of
nonemployers suggests a very fragmented industry landscape, since this status is typically symptomatic of small-
scale operations. Of the companies that do have a payroll, the majority are relatively small. For example, 61.9% of
establishments with a payroll have four or fewer employees, while only 0.3% have 100 employees or more. This
discrepancy suggests that the industry still has a large number of small companies, and if the rapid pace of
enterprise formation is sustained, these new entrants can undermine the dominance of the major players in an
increasingly competitive landscape.

Key Success
Factors

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

Ability to provide services in diverse locations:
National advertisers must be provided a variety of sites across many display forms such as bulletins and posters to
reach a mass market.

Ability to compete on tender:
The ability to compete on a tender basis ensures that display locations are obtained at an economic rental rate.

Displays in key markets:
Advertisers choose locations based on demographics and number of impressions. Offering advertisers locations that
maximize those factors will increase a company's success.

Securing revenue through key contracts:
Having displays locked into medium and long-term contracts will ensure good cash flow for an operator.

Ability to establish remote work arrangements for employees:
The ability to establish efficient remote work is crucial for operators during the COVID-19 (coronavirus) pandemic to
ensure their employees stay safe and are able to work.
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Cost Structure
Benchmarks

  Profit

In 2020, IBISWorld estimates that the industry's profit margin,
measured as earnings before interest and taxes, will represent 5.3% of
industry revenue, down from 9.5% in 2015. Price-based competition in
the industry and high fixed costs often limit operators' profitability. In
addition, one of the main reasons for the large decrease in profit is due
to the ongoing COVID-19 (coronavirus) pandemic. As the domestic
economy slowed down due to social distancing protocols and work-
from-home orders, demand for industry operators has also decreased
since advertisers did not have as many people walking across busy
urban cities. The decrease in travel, consumer spending and business
activity all stained the industry's profit margin. However, as the
economy slowly recovers from the coronavirus pandemic, profit is also
expected to slowly begin its return to normal levels. Ultimately, the
industry profit margin is expected to widen over the next decade, as a
result of an increase in the popularity of digital displays. Digital displays
are higher-margin advertisements and can take on more than one
advertiser at a time.

 

  Wages

Labour costs primarily include salaries for positions associated with
servicing advertising accounts and maintaining display sites.
Employees are needed for a variety of activities, including sales, design
and the compilation of advertising materials. Workers are also needed
to mount, maintain and remove advertising materials from display
faces. Overall, wages are expected to remain stagnant as a proportion
of revenue as a result of the increasing prevalence of digital displays,
which do not need to be manually changed out when the advertiser
changes. In 2020, IBISWorld estimates that wages will account for
20.9% of industry revenue.
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  Purchases

IBISWorld anticipates purchases to account for 31.7% of revenue in
2020. Most display companies do not own the building, land or transit
system on which their advertisements are located. Rather, industry
operators rent these spaces from businesses, transport operators, sign
manufacturers or local governments. Similarly, industry operators must
pay for the physical casing of the advertisements that they place,
including digital signage, building materials for traditional billboards and
various plastics and metals for street furniture. Essentially, while major
player Jim Pattison Group also manufactures signs and displays, most
operators need to buy these materials and displays, keeping purchase
costs high for the majority of operators.

 

  Marketing

Importantly, even as an advertising industry, the average operator is
expected to spend 3.2% of its revenue on marketing endeavours in
2020. Due to intensifying competition, marketing costs have slightly
increased for this industry during the period.

 

  Depreciation

In 2020, depreciation costs are estimated to consume 4.0% of industry
revenue in 2020, up marginally from 3.3% in 2015. Depreciation is
generally high due to the significant number of displays sites that
companies operate. Outdoor displays are subject to a variety of factors,
such as weather and vandalism, that can affect their useful life.
Traditional billboards typically stand for 15 years and need constant
maintenance. Billboards that are not up to code must be altered or fixed
to meet certain standards, resulting in relatively frequent maintenance
expenditures. In addition to billboards, many operators also must
maintain the advertisements and quality of street furniture displays,
such as benches and bus shelters, that have unique stresses from
constant human contact.

 

  Rent

IBISWorld anticipates rent expenses to account for 3.9% of industry
revenue in 2020. Rent costs vary according to competition, as most are
leased following a tender process. For individual sites, location and
visibility determine the price paid. Rent costs also fluctuate according to
the state of the general advertising market, particularly client demand.
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  Utilities

Utilities are projected to account for 1.4% of revenue in 2020. Utility
costs have increased slightly over the past five years from 1.1% of
revenue in 2015, mainly due to the increasing number of digital
displays, which require a large amount of energy to operate compared
with physical billboards. However, as light-emitting diodes become
more efficient, the cost to run these displays may cause the utility
expenditure to decrease slightly over the five years to 2025.

 

  Other Costs

All other costs represent a combined 29.5% of industry revenue in
2020. These other costs include administrative costs, legal fees,
accounting fees, insurance policies, research and development
expenditures and consulting fees, among other miscellaneous
expenses.

 

Basis of
Competition

Competition in this industry is    Medium and the trend is Increasing

  INTERNAL COMPETITION

While competition is based on a variety of factors, success in the
Billboard and Outdoor Advertising industry in Canada is primarily dictated
by location, tendering and inventory.

Location is particularly important as some regulations limit the further development, size and distribution of outdoor
advertising in certain areas. As a result of the limited number of displays in the most lucrative markets, optimal
billboard locations can be tied up in long-term contracts that effectively diminishes competition. Companies that
operate more of these locations can charge premium rates by providing advertisers with access to prime markets.
Similarly, industry operators generally bid for transit contracts on a tender basis. These contracts can limit
competition at particular sites for the duration of the contract. The ability of a competitor to secure prime locations
and long-term contracts offers it a competitive advantage.

However, price-based competition for these sites can put significant pressure on profit. There are significant capital
and maintenance costs associated with the building and maintenance of sites. Thus, in an area with many operators
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that can undercut each other to win contracts, some companies struggle to maintain profit amid intense competition.
Some of the major operators construct and maintain transit shelters as a part of their long-term contracts with transit
authorities. Doing so can provide an advantage against competitors when contracts are due for renewal by
establishing a history of success in a specialized domain. Operators also compete based on their ability to provide
ancillary services such as multichannel advertising copy, content creation and the maintenance of sites.

EXTERNAL COMPETITION

Operators compete with other forms of advertising and promotions
because clients generally compare the relative cost and return on
investment across many different forms of media.

Many advertisers consider reach, often measured by cost per thousand impressions, or other measures of audience
engagement within target markets and audiences to understand the efficacy of each potential advertising method.
Outdoor advertising offers the advantage of delivering a message to a large audience within a particular geographic
area on a relatively cost-effective basis, compared with some other forms of mass-media advertising such as digital,
mobile, TV and radio, among others. The industry must also compete with all other forms of promotions, including
below-the-line advertising that includes discounts and coupons, and word of mouth methods. Still, out-of-home
advertising is generally shielded from this external competition because it is the single most consistent and effective
method for targeting geographic locations while most other methods target demographic groups instead.

Barriers to
Entry

Barriers to Entry in this industry are    High and the trend is Decreasing
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  The barriers to entry in the Billboard and Outdoor
Advertising industry in Canada are high but decreasing
somewhat. Due to the profound capital investment
necessary to install a sizable quantity of outdoor displays,
new entrants will find trouble gaining a substantial market
share unless they enter through the acquisition of an
existing company. In the same vein, the industry is highly
capital intensive, given the need to construct and maintain
numerous sites, which limits industry entrance in general.
The capital involved is only increasing with the growing
popularity of digital displays that increases the price of
most products as they become increasingly sophisticated.
While these displays offer a higher return, their
installation, maintenance and replacement all exceed that
of more traditional billboards and advertisements. In
addition, companies must purchase or rent real estate
and operating equipment. Such costs can cause
significant barriers for potential operators that do now
have enough capital.

This industry has a medium level of concentration with the
top six operators accounting for more than half the
available market share. Furthermore, these operators own
or control well over half the available domestic billboard
faces. Such concentration poses a barrier to entry
because there are limitations on the construction of new
displays, particularly in saturated markets such as urban
centres and major highways. Industry operators typically
bid for contracts to operate certain display locations and
often hold these displays for years at a time. New entrants
into the market will not have the opportunity to bid on
these displays until the expiration of these contracts. In
addition, new entrants are unlikely to be able to compete
in terms of price when the contracts are tendered since
the large companies have economies of scale that enable
them to price their products more competitively.

Still, the barriers to entry are decreasing slightly as the
industry undergoes a transition to digital media.
Transitions such as this provide ample opportunities for
new entrants that specialize in newer products (in this
case digital and interactive displays) to establish
themselves. Evidenced by the forecast high rate of
enterprise formation during the five-year period, the
industry is attracting potential entrepreneurs as more
research shows the efficacy of out-of-home (OOH)
marketing. Moreover, graphic designers, real estate
investors and tradesmen alike all have something to
contribute to industry operations, inviting a plethora of
perspectives for industry growth while producing
opportunities in established metropolitan areas, as well as
smaller and rural communities. New entrants often
specialize in particular product lines such as street
furniture or digital displays and frequently struggle to
break into markets with established dominant players.
Therefore, while the barriers to this entry have been high
historically, the proliferation of new businesses over the
current period indicates a weakening of these barriers
during a liminal phase in industry operations.

Barriers to Entry Checklist

Competition Medium  

Concentration Medium  

Life Cycle Stage Growth  

Technology Change Medium  

Regulation & Policy Medium  

Industry Assistance Medium  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  The Billboard and Outdoor Advertising industry in Canada is characterized by a low level of globalization, rife with a
clear focus on domestic operations, the lack of a global supply chain and the reliance on domestic labour. This is
chiefly attributed to the fact that the majority of Canadian operators only have domestic operations, a strong shield
against globalization endeavours. However, several foreign companies have operations in Canada, including
Outfront Media Inc. and Lamar Advertising Company. These operators have gone global to increase revenue and
provide advertising services to existing clients that have also started to expand their business services abroad. In
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the same vein, many of the industry's largest clients are multinational operators that require a billboard presence
across the world, contributing to the rising globalization efforts of the largest companies.
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Major Companies

Major Players BCE Inc.

Market Share: 22.0%

Brand Names Astral Media

  Montreal-based BCE Inc. is Canada's largest media company. Bell Media Inc. (Bell Media) is a primary subsidiary of
BCE Inc., which traces its roots back to the 19th century. Since then, the conglomerate has evolved into a massive
company employing nearly 52,000 people. BCE Inc. generated $24.0 billion in 2019 (latest data available), and its
subsidiary, Bell Media, is responsible for only $3.2 billion, demonstrating that the parent company's priorities lie
outside of the Billboard and Outdoor Advertising industry in Canada. In 2013, BCE Inc. aggressively expanded its
outdoor advertising segment by finalizing its $3.4 billion acquisition of Astral Media, cementing the company's pivotal
position in the industry.

The acquisition of Astral Media also provided BCE Inc. with a portfolio that includes more than 100 radio stations, 29
TV channels and over 50,000 advertising faces in key urban cities across Canada. Overall, while BCE Inc. derives
the bulk of its revenue from TV and internet operations, a growing proportion of its sales has been derived from out-
of-home (OOH) advertising over the five years to 2020. In 2015, OOH represented only 5.0% of the subsidiary's
revenue, growing to 9.0% in 2019.

Financial performance

Over the five years to 2020, IBISWorld expects BCE Inc.'s industry-relevant revenue to increase at an annualized
rate of 13.3% to $250.3 million. Shortly before the five-year period, Astral Media launched its national digital outdoor
advertising network in Montreal, Toronto and Vancouver. This initiative gave BCE Inc. a powerful platform for growth
as more advertisers seek to put their advertisements on digital billboards. In 2014, the company's total revenue
increased significantly, bolstered by a newly signed, exclusive long-term agreement with Montreal's Metropolitan
Transportation Agency, and its positive revenue synergies of Astral Media, ushering in the current period with a
strong foundation for future growth. Furthermore, under the 10-year agreement with Montreal's Metropolitan
Transportation Agency that includes service in the Greater Montreal Area, BCE Inc. will manage advertising on
trains, in train stations and in associated facilities. In 2017, growth was even more robust with the agreement to
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advertise in Toronto's Pearson International Airport, bolstering the company's airport operations, which currently
serve nearly 10 airports in Canada. The company's operating income, measured as earnings before interest and
taxes, is also expected to rise, increasing an annualized 14.3% to $72.6 million over the five years to 2020. This
growth in operating income shows the company's ability to thrive even during poor macroeconomic conditions, such
as the one experienced from the COVID-19 (coronavirus) pandemic.

 
BCE Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 134.3 N/C 37.2 N/C
2016 158.1 17.7 43.4 16.7
2017 214.1 35.4 57.3 32.0
2018 214.2 0.0 55.4 -3.3
2019 253.0 18.1 76.5 38.1
2020 250.3 -1.1 72.6 -5.1

Source: Annual Report and IBISWorld
Note: *Estimates

Jim Pattison Group

Market Share: 14.4%

Brand Names Pattison Outdoor Advertising

  With total sales exceeding $10.0 billion and more than 48,000 employees, the Jim Pattison Group is one of
Canada's largest privately held companies. The company operates in a wide assortment of industries, including
automotive retailing, entertainment, financial services, real estate development, food distribution, packaging and
media. The company is also the owner of Pattison Outdoor Advertising, which started in 1967, and is one of the
largest out-of-home advertising companies in Canada. Headquartered in Mississauga, ON, Pattison Outdoor
Advertising has 25 sales offices across Canada that serve direct retail clients and advertising agencies. The
company has advertising space in 400 cities and towns in Canada. Over the five years to 2020, the company has
aggressively expanded its digital repertoire to nearly 200 displays through another subsidiary, Pattison Onestop,
which generates over 14.0 million weekly impressions. Other relevant subsidiaries include Art in Transit and
Fourthwall, which focus primarily on digital and interactive displays. Combined, the Jim Pattison Group is a dominant
force in display advertising with particular strength in digital displays.

The company has contracts with more than 300 commercial shopping centres, over 20 municipal transit authorities
and a variety of other spaces, including office towers, hotels and retail stores. The company splits up its outdoor
advertising potential into four markets, which include transit, office, residential and airport. Accordingly, Pattison
Outdoor Advertising holds advertising contracts and rights with five international airports in Canada. In 2015, Art in
Transit piloted a billboard art project through the city of Ottawa's public art program that increased its presence in
the region through art rather than strictly commercial interests. In 2017, Pattison Outdoor Advertising transformed a
Saint John transit shelter into a natural landscape in a new campaign for tourism in New Brunswick. These two
manoeuvres demonstrate the company's creativity and its ability to secure government contracts that are crucial to
its success.

Financial performance

The Jim Pattison Group is a privately held company that does not disclose its financial information. Over the five
years to 2020, IBISWorld expects that the company's outdoor advertising revenue will increase at an annualized rate
of 4.4% to reach $163.4 million. The company's market share is substantial and will likely increase in the future
through acquisition activity akin to the purchase of Onestop prior to the five-year period. Moreover, the broader Jim
Pattison Group also manufactures signs and is therefore poised for growth either through its own outdoor
advertising sales or by selling to other players in this industry, solidifying its presence in the domestic industry.
However, as with most other operators, the company's operating profit, measured as earnings before interest and
taxes, is expected to decrease, falling an annualized 6.5% to $10.0 million over the five years to 2020. This
decrease is mainly due to the negative macroeconomic effects caused by the coronavirus pandemic.
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Jim Pattison Group (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 131.5 N/C 14.0 N/C
2016 139.2 5.9 15.4 10.0
2017 141.1 1.4 15.6 1.3
2018 146.5 3.8 16.2 3.8
2019 158.1 7.9 16.8 3.7
2020 163.4 3.4 10.0 -40.5

Source: IBISWorld
Note: *Estimates

Outfront Media Inc.

Market Share: 9.8%

  Outfront Media Inc. (Outfront Media), formerly CBS Outdoor, changed its name in November 2014. The company is
headquartered in New York City and employs over 2,400 people. Originally the outdoor advertising unit for CBS, one
of the world's largest media companies, the two companies were eventually separated. Outfront Media is currently a
publicly traded company on the New York Stock Exchange and generated $1.8 billion in sales in 2019 (latest data
available).

The company sells advertising space on billboards, transit shelters, buses, rail systems, mall kiosks and stadium
signage. Outfront Media has outdoor advertising operations in more than 150 markets in Canada and the United
States. Of the company's total revenue, over 90.0% of sales are attributed to markets in the United States alone.
This percentage has been relatively stable over the past decade. Over the past five years, the company has focused
on growing through acquisition activity and expanding their digital billboard displays. In 2019, the company built or
converted 13 digital billboard displays, in attempts to optimize its revenue streams. Canadian acquisitions, however,
have been negligible, as the company has focused on expanding in emerging markets instead.

Financial performance

Over the five years to 2020, IBISWorld estimates that Outfront Media's industry revenue will increase at an
annualized rate of 4.0% to $111.6 million. Based on the latest data available, Outfront Media has almost 9,000
displays in Canada, which has enabled it to maintain a healthy market share despite fluctuating downstream
demand. This fluctuating downstream demand, in addition to other macroeconomic factors, such as the ongoing
coronavirus pandemic, has caused the company's operating profit, measured as earnings before interest and taxes,
to decrease at an annualized rate of 7.3% to $6.5 million over the five years to 2020. Still, the company's market
share has remained relatively stable as it attempts to compete with the other major players within the industry.

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

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 91.6 N/C 9.5 N/C
2016 89.1 -2.7 9.5 0.0
2017 94.9 6.5 10.2 7.4
2018 109.6 15.5 11.8 15.7
2019 116.5 6.3 12.0 1.7
2020 111.6 -4.2 6.5 -45.8

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

Other Companies The Billboard and Outdoor Advertising industry in Canada is characterized by a dichotomy between very large
multinational and domestic operators, and extremely small and localized companies. The industry's largest players
dominate major metropolitan areas, including Toronto, Montreal and Vancouver, whereas smaller companies tend to
operate in smaller population centres. The industry is highly fragmented, with nearly 1,600 operators, 99.7% of
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which employ fewer than 100 employees according to Statistics Canada, thus demonstrating the extent of industry
fragmentation. Therefore, most companies are small and will struggle to gain a substantial market share in this
competitive environment. Nevertheless, there are other players that have a notable presence.

Lamar Advertising Company

  Market Share: 4.7%
  Lamar Advertising Company (Lamar) is an outdoor advertising company that operates a litany of displays across

North America. Boasting an expansive network of billboards, logo signs and transit displays, the company was
founded in 1902 and is headquartered in Louisiana. The company employs nearly 3,800 people through its 250
locations that operates over 360,000 displays in the United States and Canada. More than 95.0% of its revenue is
derived from US markets. Lamar operates in the domestic industry through its Canadian operations, with
headquarters in Niagara Falls, ON. The company's domestic operations are centralized in British Columbia and
Ontario with nine offices.

Lamar prioritizes its US operations since it has a much larger infrastructure there. At the same time, Canada's
growing economy and a hot housing market have spurred investment in residential markets, ushering in the
demographic expansion that has supported industry growth during the majority of the reporting period. Accordingly,
most of Lamar Canadian's displays are focused on transit markets, particularly within the context of burgeoning
infrastructure development amid an ambitious Investing in Canada plan. This plan, introduced in 2016, dedicates
$180.0 billion in funding for infrastructure development over a 12-year period, giving Lamar ample opportunities to
expand, particularly in the public transportation market. Accordingly, the company's industry-relevant revenue is
anticipated to rise an annualized 4.3% to reach $53.0 million over the five years to 2020, outpacing the industry in
aggregate.

Ellman Capital Corporation

  Market Share: 3.5%
  Clear Channel Outdoor Holdings Inc., an exceptional operator in the domestic industry, was acquired by Branded

Cities Network (BCN), a subsidiary of El Media, in 2017, which took the company private. Ellman Capital
Corporation (Ellman) is El Media's parent company, a diversified private equity firm with a keen focus on media
holdings. Ellman primarily operates in the Billboard and Outdoor Advertising industry in Canada through its BCN
operations. A global signage company, BCN is represented in 20 Canadian cities in five major Canadian markets
with over 1.0 billion yearly impressions. Its primary Canadian markets include Toronto, Montreal, Ottawa, Edmonton
and Calgary, but it has displays across the country. In Toronto, BCN secured a contract with Union Station and Billy
Bishop Toronto City Airport, which has bolstered its Canadian presence. BCN has focused on expanding its digital
product line and sells value-added services such as real estate and consulting and legal advice for its products.
While the company is private and does not disclose its financial information, IBISWorld expects Ellman to generate
$39.8 million in industry-relevant revenue, capturing 3.5% of the market in 2020.

Quebecor Inc.

  Market Share: 1.4%
  Quebecor Inc. (Quebecor) is a diversified media company headquartered in Montreal. Quebecor Media, a subsidiary

of Quebecor, is a major player in the French-Canadian media industry and participates in the Billboard and Outdoor
Advertising industry in Canada through its out-of-home (OOH) division. Its primary products include Transit Shelter,
Digital Transit Shelter, Transit and Teo Taxi products. Quebecor's OOH division primarily focuses on Quebec and
French Canada without significant holdings in Anglophone areas. In total, the company has over 6,000 advertising
faces across Quebec in Montreal, Laval and Levis, which includes more than 80 digital bus shelters. While some of
Quebecor's business segments have suffered in the transition to digital content, its OOH division has been growing
strongly over the past five years, particularly from its digital signage. In 2020, the company is expected to generate
$16.0 million in industry-relevant revenue, securing a 1.4% market share.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The Billboard and Outdoor Advertising industry in Canada
requires a significant amount of capital investment due to
the costs associated with billboard construction and
maintenance. The industry also requires labour to install
and maintain displays and advertisements, which slightly
counters the industry's capital intensity. Still, in 2020,
labour costs are expected to account for 20.9% of industry
revenue, while depreciation is estimated to account for
4.0%. As a result, IBISWorld estimates that industry
operators will spend $0.19 on capital for every $1.00 spent
on labour in 2020, a proportion that has remained relatively
stable over the five years to 2020 as both wage outlays
and depreciation expenses fall in tandem as a proportion of
revenue. This ratio implies that the industry has a moderate
level of capital intensity as billboards and displays become
more sophisticated and interactive.

The industry's capital intensity has increased quickly over
the past decade as more digital display faces have been
erected, finally stabilizing at current levels. Not only do
digital displays cost more to install, they also depreciate at
a faster rate than traditional billboards. While these still
represent a minority of total display advertising spaces,
their effect on capital intensity has been substantial as the
burgeoning popularity of digital billboards has caused
labour costs directly associated with changing displays to
shrink, as billboard operators can incorporate
advertisements through a computer without multiple
workers installing billboards physically.
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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.

High Rate of Entry 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.

Low Market
Concentration

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

  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.

Additionally, this industry's structure makes it difficult for new operators to enter and succeed. These barriers have the
potential to disincentivize potential disruptors. Despite these barriers, the industry is experiencing a rapid growth in the
number of companies. A difficult operating environment for new entrants combined with a large cohort of them may create a
situation where these companies may take on a disruptive trajectory in non-traditional markets.

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.

Operators in the Billboard and Outdoor Advertising industry in Canada are
affected by technological advances in competing industries, namely that of
digital advertising.

Over the past decade, digital advertising has risen in popularity, and has made it increasingly easier for clients to bypass
the range of services that is provided by billboard and outdoor advertising agencies in favour of other forms of advertising.
For example, online search companies make it possible for advertisers to set up search advertisements from their
computer. Internet search advertising, while also being relatively low cost and able to be conducted remotely, ensures
greater flexibility, as small companies can set limits for how much they wish to spend on these services as opposed to
contracting with an operator in this industry. Google Analytics is just one of the platforms making this possible for
companies. Created by Google LLC (Google), Google Analytics tracks and reports website traffic, and is a part of Google's
larger Marketing Platform brand. Moreover, other forms of digital marketing such as search engine optimization (SEO),
have solidified digital marketing's stance as a competitor to traditional advertisers in Canada. More specifically, SEO
permits companies to ensure that their website can be found in search engines when using particular words and phrases.
Companies may find that this generates more buzz for their products compared with traditional billboard advertising.
Overall, the technological advances that have made digital advertising possible over the past decade have disrupted the
business model employed by billboard and outdoor advertising companies in Canada, and are likely to continue affecting
the industry in this way over the five years to 2025. However, it is worth noting that other advertising and advertising-
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adjacent industries have been even more negatively affected by this trend, particularly the Advertising Agencies industry in
Canada (IBISWorld report 54181CA).

The level of technology change is    Medium

  Recent innovations in the Billboard and Outdoor Advertising industry in
Canada have included 3D displays and digital electronic billboards as the
industry continues to shift away from traditional 2D physical billboards.

Some of these displays offer pedestrians the ability to interact with the displays through cell phones and other devices with
QR codes and downloadable apps. These types of displays are in high demand and consistently generate strong revenue
flows as a beacon of audience engagement. Ultimately, all technological advances are contingent upon developments in
consumer data analysis and audience engagement measurement. Thus, as data processing software and consumer data
become more ubiquitous, advertisers can respond to consumer demand by manipulating their out-of-home displays to cater
to an evolving landscape.

Digital billboards

Despite their high cost, digital displays have several advantages over
traditional billboards, driving their widespread adoption both domestically and
globally.

Digital displays can be changed multiple times a day from a remote location. This offers operators the flexibility to sell
multiple advertising slots to one or more clients whereas traditional billboards generally have the same advertisement
posted for several months at a time. As a result, revenue from one digital display can often be six to eight times greater
than a traditional display. Additionally, digital displays are backlit, giving them greater nighttime visibility, an aspect for
which many advertisers are willing to pay a premium. Moreover, since digital displays can be changed, some advertisers
can choose their time of day (for example during morning rush hour for coffee advertisements or restaurants during the
commute home) to target their audiences to an extent, contributing to the popularity of these products as they continue to
develop.

Over the five years to 2020, the number of digital displays has grown significantly because of their ability to generate
greater revenue while attracting more consumers through lights and videos. In addition, costs for digital displays has fallen
amid a decline in the price of bulbs, computing equipment and semiconductors used in these displays and are forecast to
decline further, as light-emitting diodes become more affordable and energy efficient.

Interactive displays

Interactive displays not only engage the consumer, but also assist with
benchmarking the visibility of individual displays.

Some interactive advertisements require the consumer to use a mobile device to take a picture of the display, scan a QR
code to reap the benefits of coupons and other promotional offers, such as texting a number that is provided on the display.
Other displays simply require consumers to pass by the advertisement. One notable example is a Nikon display located in a
subway in Seoul, South Korea that was filled with life-like images of paparazzi. When a consumer walked by multiple
camera flashes were automatically triggered to make the consumer feel as if they were a celebrity. Essentially, interactive
displays are created to garner audience engagement and have consistently been shown to elicit a greater response than
traditional billboards, encouraging the move to digital and interactive displays.

Revenue
Volatility

The level of volatility is    Medium
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  The Billboard and Outdoor Advertising industry in Canada exhibits a moderate
level of revenue volatility, as is the case historically.

The industry's sensitivity to changes in investment, corporate profit and advertising expenditure makes it susceptible to
swings in the broader economy. While corporate profit figures have fluctuated, advertising budgets have remained relatively
stable, increasing gradually as new avenues for consumer outreach are perfected, limiting volatility to a degree.
Additionally, operators have experienced relatively stable growth in demand during the current period as the more-definitive
and less-invasive form of advertising offered by billboards has enticed advertisers wary of online advertising. However,
industry revenue is expected to slightly fall over the five years to 2020, fluctuating 4.2% on average. Volatility has slightly
increased due to the ongoing situation regarding COVID-19 (coronavirus) and the negative macroeconomic effects that
have resulted from the pandemic. This volatility is expected to persist while the virus is still prevalent.

The industry is also sensitive to changes in demand for consumer products and services offered by major clients. These
products have a relatively high degree of volatility in relation to changes in economic conditions due to their association with
consumer spending and consumer confidence in particular. Fluctuations in corporate profit over the past five years caused
demand for many of these products to decrease. However, relatively steady growth in the total advertising expenditure has
provided a countermeasure, stabilizing volatility.

Regulation &
Policy

The level of regulation is    Medium and the trend is Steady

The Billboard and Outdoor Advertising industry in Canada has a moderate
level of regulation.

The industry is largely self-regulating through the Canadian Out-Of-Home Marketing and Measurement Bureau (COMMB),
which develops rules and standards for the industry. These include audience engagement measurement and policies
governing the marketing of specific content such as cannabis, tobacco and alcohol products, as well as political
advertisements. Some industry operators, including Pattison Outdoor Advertising, are also members of Advertising
Standards Canada (ASC). Such as the COMMB, ASC is a self-regulatory body that provides a code of advertising
standards and gives the public a means through which complaints can be made. The organization's Canadian Code of
Advertising Standards, first created in 1963, provides guidelines for acceptable advertising. The guidelines include a variety
of elements in advertising, including accuracy, price claims, guarantees, testimonials and safety standards.

Despite the largely self-regulatory measures implemented by the industry, some guidelines are put in place by the
government as well. These guidelines include rules governing areas such as alcohol, tobacco, cannabis and election
advertising that require special regulation. They can also dictate the size and placement of advertisements. As a result,
most billboards are limited to commercial thoroughfares and must be at least 0.4 kilometres from highways. Many of these
laws vary between provinces. For example, Quebec requires that advertisements be in French, while New Brunswick
requires that all postings intended for the general public be in both official languages. Individual cities can also impose rules
on outdoor advertising. For example, Toronto imposed a municipal tax on billboards to fund arts programs in the city. On
the federal level, there are regulations surrounding the entire advertising industry to shield consumers from false
advertising, defamation and libel, although none are specifically pertinent to out-of-home advertising alone.
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While there is little federal regulation regarding billboards and outdoor signage specifically, many cities have addressed the
issue through their own regulations. Recently, most legislation has focused on the digitization of signs and billboards,
chiefly focused on issues pertaining to brightness and the ability to distract drivers. For more information on these
regulations, please refer to IBISWorld report 33995CA, the Billboard and Sign Manufacturing industry in Canada.

Industry
Assistance

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

The Billboard and Outdoor Advertising industry in Canada receives no direct
assistance from the government in the form of subsidies or protectionist
policies.

However, many local governments offer contracts that provide the exclusive use of sites for outdoor advertising. Rights are
given on a tender basis and may include fees and revenue sharing stipulations. Thus, while operators may need to divvy up
revenue, this constitutes a form of assistance from local governments. Moreover, for larger projects such as wallscapes and
street furniture, industry operators must obtain permission from local governments to put up their installations. Plus, the
industry receives assistance indirectly through some of their downstream clients such as government or nonprofit
customers or displays in national parks and other federal or provincial properties.

The industry also receives support from a myriad of trade organizations, chiefly the Canadian Out-Of-Home Marketing and
Measurement Bureau (COMMB), which sets industry standards for measuring out-of-home advertising audiences across
Canada. The COMMB is the result of a March 2018 merger of the Out-of-Home Marketing Association of Canada and the
Canadian Out-of-Home Measurement Bureau, two complementary but unaffiliated organizations that served the industry's
interests. The COMMB acts as a resource for industry operators and promotes the industry by developing educational
resources and publications for advertising agencies and advertisers. It also acts as a voice on behalf of the industry for
legal issues with extensive lobbying capabilities. The COMMB publishes circulation and planning data for over 60,000 out-
of-home (OOH) advertising faces and screens in nearly 300 markets across Canada. The COMMB publishes its Data
Report every year and builds custom reports for specific operators and advertisers. It also produces an audit and has a
school to teach its audience engagement and measurement process. However, the COMMB's insights and resources are
only available to paying members. Finally, the COMMB develops standards and guidelines for OOH advertising, including
regulations on alcohol, cannabis and tobacco advertising.

In addition, due to the ongoing COVID-19 (coronavirus) pandemic, operators can receive governmental aid from Canada's
COVID-19 Economic Response Plan. Some plans that will aid industry operators include the Canada Emergency Wage
Subsidy (CEWS), the Canada Emergency Business Account interest-free loans (CEBA) and more time to pay income
taxes, among other crucial plans aimed to keep businesses afloat during this economic crisis. The CEWS will enable
operators to avoid layoffs by getting 75.0% of an employee's wages covered. The CEBA will permit operators to take out
interest free loans of up to $40,000 to help cover their operating costs. These forms of governmental aid will be crucial for
industry operators since an estimated 90.5% of industry establishments employ 20 people or fewer.
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Key Statistics
Industry Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Total
Advertising

Expenditure
($b)

2011 960 334 1,215 1,163 3,147 N/A N/A 193 N/A 11,944
2012 958 294 1,227 1,179 3,074 N/A N/A 195 N/A 12,418
2013 912 308 1,349 1,296 3,283 N/A N/A 193 N/A 12,106
2014 1,103 369 1,443 1,380 3,939 N/A N/A 226 N/A 12,077
2015 1,182 398 1,497 1,431 4,116 N/A N/A 247 N/A 12,399
2016 1,212 399 1,523 1,457 3,987 N/A N/A 245 N/A 12,871
2017 1,251 411 1,550 1,485 4,057 N/A N/A 251 N/A 13,584
2018 1,265 434 1,672 1,606 3,984 N/A N/A 255 N/A 14,124
2019 1,283 423 1,600 1,539 4,015 N/A N/A 257 N/A 14,901
2020 1,135 344 1,564 1,515 3,752 N/A N/A 238 N/A 14,226
2021 1,223 403 1,633 1,578 3,976 N/A N/A 253 N/A 14,927
2022 1,272 415 1,678 1,620 4,095 N/A N/A 261 N/A 15,271
2023 1,310 423 1,715 1,655 4,185 N/A N/A 267 N/A 15,592
2024 1,342 430 1,750 1,689 4,270 N/A N/A 273 N/A 15,913
2025 1,371 437 1,784 1,722 4,350 N/A N/A 278 N/A 16,238

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Total
Advertising

Expenditure
(%)

2011 -6.53 -7.16 -1.62 -1.45 -3.38 N/A N/A -0.57 N/A 4.46
2012 -0.18 -12.0 0.98 1.37 -2.32 N/A N/A 1.14 N/A 3.96
2013 -4.89 5.07 9.94 9.92 6.79 N/A N/A -1.29 N/A -2.52
2014 21.0 19.6 6.96 6.48 20.0 N/A N/A 17.4 N/A -0.24
2015 7.20 7.96 3.74 3.69 4.49 N/A N/A 9.19 N/A 2.66
2016 2.57 0.17 1.73 1.81 -3.14 N/A N/A -0.65 N/A 3.80
2017 3.19 3.03 1.77 1.92 1.75 N/A N/A 2.24 N/A 5.53
2018 1.07 5.44 7.87 8.14 -1.80 N/A N/A 1.59 N/A 3.97
2019 1.48 -2.33 -4.31 -4.18 0.77 N/A N/A 0.86 N/A 5.49
2020 -11.5 -18.9 -2.25 -1.56 -6.56 N/A N/A -7.51 N/A -4.53
2021 7.71 17.4 4.41 4.15 5.97 N/A N/A 6.31 N/A 4.92
2022 4.03 3.00 2.75 2.66 2.99 N/A N/A 3.20 N/A 2.30
2023 2.93 1.87 2.20 2.16 2.19 N/A N/A 2.33 N/A 2.10
2024 2.44 1.60 2.04 2.05 2.03 N/A N/A 2.13 N/A 2.06
2025 2.18 1.51 1.94 1.95 1.87 N/A N/A 1.90 N/A 2.03

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2011 34.8 N/A N/A 305 20.1 2.59 61,296
2012 30.6 N/A N/A 312 20.4 2.51 63,468
2013 33.8 N/A N/A 278 21.1 2.43 58,666
2014 33.5 N/A N/A 280 20.5 2.73 57,400
2015 33.7 N/A N/A 287 20.9 2.75 59,985
2016 32.9 N/A N/A 304 20.2 2.62 61,525
2017 32.9 N/A N/A 308 20.0 2.62 61,819
2018 34.3 N/A N/A 317 20.1 2.38 63,956
2019 33.0 N/A N/A 320 20.0 2.51 64,010
2020 30.3 N/A N/A 303 20.9 2.40 63,353
2021 33.0 N/A N/A 308 20.7 2.43 63,556
2022 32.6 N/A N/A 311 20.5 2.44 63,687
2023 32.3 N/A N/A 313 20.4 2.44 63,775
2024 32.1 N/A N/A 314 20.3 2.44 63,841
2025 31.8 N/A N/A 315 20.3 2.44 63,862

Figures are inflation adjusted to 2020
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Additional Resources
Additional
Resources

Advertising Standards Canada
http://www.adstandards.ca

Canadian Out of Home Marketing and Measurement Bureau
http://www.commb.ca

Strategy
http://www.strategyonline.ca

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

Industry Jargon BULLETIN
The largest standardized form of outdoor advertising, usually measuring 3.0 metres by 13.0 metres.

DISPLAY FACE
The surface on which an advertisement is placed.

IMPRESSIONS
The number of times that an advertisement is viewed.

OOH
Out-of-home advertising, which includes all forms of advertising in an outdoor setting, all of which are industry
relevant.

POSTER
The standard billboard size, measuring about 3.0 metres by 7.0 metres.

TENDERING
A written offer or bid to contract goods or services at a specified cost or rate.

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

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

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

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

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

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

ESTABLISHMENT
The smallest type of accounting unit within an enterprise, an establishment is a single physical location where
business is conducted or where services or industrial operations are performed. Multiple establishments under
common control make up an enterprise.
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EXPORTS
Total value of industry goods and services sold by Canadian companies to customers abroad.

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

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

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

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

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

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

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

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

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

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

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