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COVID-19
(Coronavirus)
Impact Update

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

• The Direct Mail Advertising industry in Canada relies on large advertising budgets that companies in other
industries use to purchase industry products. As economic activity slows due to social distancing guidelines and the
closure of nonessential businesses, businesses are less likely to spend money on advertising, thus reducing
industry revenue. For more detail, please see the Demand Determinants chapter.

• The industry's low degree of concentration could result in increased merger and acquisition activity as demand
declines. Small businesses are more likely to merge to prevent bankruptcy, and as a result, concentration may
increase due to the pandemic. For more detail, please see the Market Share Concentration chapter.

• The industry's level of competition will grow as demand declines, leading industry operators to compete more
fiercely for the shrinking market for industry services. For more detail, please see the Basis of Competition 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 Direct Mail Advertising industry in Canada distributes advertising materials (e.g. coupons, fliers and samples) or

specialty items (e.g. key chains, magnets and pens with custom printed messages) by mail or other direct
distributions. Industry participants may also prepare advertising materials or specialties for mailing or other direct
distribution. They may also compile, maintain, sell and rent mailing lists.

Major Players There are no major players in this industry

Main Activities The primary activities of this industry are:

Advertising material preparation services for mailing or direct distribution

Direct mail advertising services

Direct mail or direct distribution advertising campaign services

The major products and services in this industry are:

Full direct mail services

Printing and fulfillment services

Lettershop services

Mailing list services

Other services
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Supply Chain

SIMILAR INDUSTRIES

Advertising Agencies in Canada Billboard & Outdoor Advertising in
Canada

Promotional Products in Canada Market Research in Canada

Trade Show & Event Planning in
Canada

     

     

RELATED INTERNATIONAL INDUSTRIES

Global Advertising Agencies Direct Mail Advertising in the US Advertising Agencies in Australia Advertising Agencies in China

Advertising Agencies in the UK Advertising and Market Research
Services in New Zealand

Advertising Agencies in Ireland  
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Industry at a Glance
Key Statistics

$1.3bn
Revenue

Annual Growth

2016–2021

-2.4%

Annual Growth

2021–2026

1.7%

Annual Growth

2016–2026

 

$67.8m
Profit

Annual Growth

2016–2021

-2.8%

  Annual Growth

2016–2021

 

5.3%
Profit Margin

Annual Growth

2016–2021

-0.1pp

  Annual Growth

2016–2021

 

184
Businesses

Annual Growth

2016–2021

-4.7%

Annual Growth

2021–2026

-1.9%

Annual Growth

2016–2026

 

4,497
Employment

Annual Growth

2016–2021

-2.2%

Annual Growth

2021–2026

0.4%

Annual Growth

2016–2026

 

$288.6m
Wages

Annual Growth

2016–2021

-1.9%

Annual Growth

2021–2026

0.6%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

1.0%
Total retail sales

9.1%
Corporate profit

0.7%
Number of businesses

2.7%
Total advertising expenditure

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Industry Globalization
Low / Steady

MIXED IMPACT

  Revenue Volatility
Medium   Technology Change

Medium

NEGATIVE IMPACT

  Life Cycle
Decline   Industry Assistance

Low / Steady

  Regulation & Policy
Heavy / Increasing   Barriers to Entry

Low / Steady

  Competition
High / Increasing

 

Key Trends

 Consolidation activity will likely continue

 External competition will likely facilitate the projected decline
in revenue

 Direct mail advertising holds an advantage in targeting
potential customers

 Digital advertising is quickly gaining ground

 The industry has experienced a medium degree of
technological change

 The industry is expected to benefit from an improving
Canadian economy

 The key features of direct mail advertising will likely continue
to drive industry demand
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Products & Services Segmentation

 
Major Players

There are no major players in this industry
SWOT

STRENGTHS

  Low Imports

  Low Customer Class Concentration

  High Revenue per Employee

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Barriers to Entry

  Low & Steady Level of Assistance

  High Competition

  Decline Life Cycle Stage

  Low Profit vs. Sector Average

  High Product/Service Concentration

   

OPPORTUNITIES

  High Performance Drivers

  Number of businesses

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Revenue Growth (2021-2026)

  Total advertising expenditure
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Executive Summary Snail mail: Increasing external competition is expected to limit industry
revenue growth

The Direct Mail Advertising industry in Canada distributes advertising materials, such as letters, brochures, circulars,
newsletters and samples via mail to prospective customers. Marketing material produced by this industry commonly
carries a reply mechanism, such as a toll-free number, website address or business reply card. Direct mail has
served as a low-cost substitute for traditional radio, TV and magazine advertising.

Corporate profit and retail sales are both forecast to increase over the five years to 2021, which has led to an
increase in corporate expenditures on all forms of advertising. However, increasing external competition from other
advertising methods, including digital advertising, is expected to cause revenue for the Direct Mail Advertising
industry in Canada to decrease an annualized 2.4% to $1.3 billion over the five years to 2021. However, much of
this loss is a result of technological advancements that have paved the way for other cost-effective methods of
product promotion, such as daily deals websites, e-mail marketing campaigns and mobile advertising. This,
combined with the COVID-19 (coronavirus) pandemic, accelerated decline through the second half of the period.
Additionally, this trend has led to falling industry profit over the five years to 2021. However, economic recovery from
the pandemic is expected to lead to a 2.1% increase in revenue over 2021.

Despite these drawbacks, the Direct Mail Advertising industry in Canada is expected to remain viable and is
anticipated to achieve gradual growth over the five years to 2026 as the economy continues to improve. Canadians
are documented to prefer receiving advertising related to health, financial services, insurance, prescription and
personal care through direct mail, supporting the industry. In addition, the key features of direct mail advertising,
including the ability to precisely target potential customers and a higher response rate when compared with other
forms of advertising, will likely continue to drive industry demand. Further, an anticipated increase in consumer
spending, corporate profit and rising demand from retail trade will likely foster an increase in total advertising
expenditure in Canada, elevating sales in the Canadian Direct Mail Advertising industry. As a result, industry
revenue is expected to rise an annualized 1.7% to $1.4 billion over the five years to 2026.
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Industry Performance

Key External
Drivers

Total advertising expenditure

Total advertising expenditure is sourced from the ThinkTV which measures net advertising revenue across a variety
of media outlets including print, internet, TV and radio. When total advertising expenditure increases, revenue for the
Canadian Direct Mail Advertising industry also rises. Total advertising expenditure is expected to increase in 2021,
representing a potential opportunity for the industry.

 

Corporate profit

A rise in corporate profit will cause the amount of money that companies allocate to their marketing and advertising
budgets to increase. When the level of corporate profit trends upward, demand for direct mail advertising will likely
rise. Corporate profit is expected to increase in 2021.

 

Total retail sales

Direct mail advertisers rely on demand from retailers to drive revenue. Consequently, an increase in total retail sales
enables retailers to spend more on all forms of marketing, including direct mail advertising. Total retail sales are
expected to increase in 2021.

 

Number of businesses

Although the degree to which a given company requires direct mailing services varies, businesses across sectors
and industries demand these services to reach prospective consumers. Therefore, a growing number of businesses
will typically increase demand for industry services. Although the number of businesses is expected to increase in
2021, the rise is expected to be marginal, posing a potential threat to the industry.
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Current
Performance

The Direct Mail Advertising industry in Canada has historically provided a
less expensive alternative to traditional advertising outlets such as TV,
radio and magazines.

However, a proliferation of computers, smartphones and tablets, along with technological advances in internet
search engines, has helped foster other affordable advertising alternatives such as e-mail, internet and mobile
advertising over the five years to 2021, posing a serious challenge to the industry.

These new forms of advertising have adversely affected industry revenue over the past decade. However, the ability
of direct mail advertising to precisely target customers and evoke a higher response rate when compared with e-mail
and internet advertising has limited the decline of industry revenue. In addition, a stated preference among the
Canadian public for receiving certain types of personal advertisements, including health- and finance-related
material, has kept the industry afloat. However, the COVID-19 (coronavirus) pandemic eroded revenue to a historic
low over 2020, accelerating the industry's decline. As a result, industry revenue is expected to decrease an
annualized 2.4% to $1.3 billion over the five years to 2021. Industry revenue is expected to grow 2.1% in 2021 alone
as the economy begins to recover from the pandemic.

Industry employment is expected to decrease an annualized 2.2% to 4,497 workers over the five years to 2021.
However, the industry remains very reliant on labour, which is evident through the rising average wage. However,
industry wages have failed to accelerate, as many direct mail advertisers implemented cost-saving and operational
enhancements during the period, in addition to falling employment. Industry operators have also experienced rising
input and purchasing costs, as the price of printing and photographic paper used in direct mail advertising rose
slightly over the past five years. This trend, combined with brutal economic conditions amid the coronavirus
pandemic, offset falling wages and resulted in decreased profit. Profit, measured as earnings before interest and
taxes, is expected to reach 5.3% of revenue in 2021, down from 5.4% in 2016. With decreasing revenue, the
number of companies in the Direct Mail Advertising industry in Canada has fallen over the past five years,
decreasing an annualized 4.7% to 184 operators.

INTENSE COMPETITION CHALLENGES THE INDUSTRY

Although direct mail advertising remains relatively stable, other forms of
affordable advertising are challenging the industry.

According to a 2018 report from ZenithOptimedia (latest data available), mobile advertising is the fastest-growing
segment in the digital advertising market, as mobile advertising spending increased 14.0% in 2017 and is projected
to increase an annualized 10.0% between 2017 and 2020. This shift toward digital and mobile media in corporate
advertising expenditure is expected to continually pressure the domestic industry. This external competition will likely
facilitate the projected decline in industry revenue. However, this is expected to be partially offset by climbing
corporate profit, which is forecast to increase an annualized 4.9% over the five years to 2021. Additionally,
consolidation activity will likely continue, with mergers occurring between traditional direct advertising firms and
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those using new technologies.

INDUSTRY PRESSES ITS ADVANTAGES

However, the Direct Mail Advertising industry in Canada continues to
maintain its advantage as a more affordable alternative to traditional
advertising such as radio and TV ads.

In addition, in light of stiff competition by e-mail and internet challengers, direct mail still holds certain advantages. A
December 2012 Epsilon Channel Preference Study (latest data available) reported that Canadians preferred to
receive financial, health, insurance, prescription, personal care and charitable cause information through direct mail.
In addition, 30.0% of Canadians said direct mail is more trustworthy than e-mail, 48.0% of Canadians said they pay
more attention to postal mail than e-mail and 63.0% of Canadians said they take satisfaction in checking the mailbox
for postal mail, highlighting an emotional connection.

Direct mail advertising, at least currently, holds an advantage in targeting potential customers. Unlike e-mail, the
cost of direct mail prohibits the proliferation of mass spamming. However, direct mail permits clients to target very
specific markets. Market research and direct mail advertising companies have developed sophisticated statistical
application tools enabling them to pinpoint precise consumer populations and direct their mail to locations that meet
specific geographic or demographic criteria. However, online ads are also gaining ground quickly in this area. Using
internet activity tracking and advanced data mining techniques, online marketers are now able to entice users to visit
websites based on personal preferences and to tailor their advertising to specific individuals according to prior
product consumption. As a result of the burgeoning pools of data available from internet providers, more major
players are extending their services to the internet and investing in technology to improve targeting.

The Direct Mail Advertising industry in Canada also currently has the advantage of higher response rates when
compared with internet and e-mail advertising. A 2018 study by the Data & Marketing Association, formerly the
Direct Marketing Association (latest data available), reported that 90.0% of household consumers open
advertisements compared with 20.0% to 30.0% of consumers for e-mail advertisements. Data also indicates that,
although costs for direct mail are higher, cost per lead and cost per sale across direct mail, e-mail and paid search
campaigns are similar, making it a sufficient alternative to newer forms of digital advertising.

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)

2012 1,571 482 239 227 5,838 N/A N/A 380 N/A 12.4
2013 1,451 430 261 226 5,556 N/A N/A 334 N/A 11.8
2014 1,415 412 269 229 5,437 N/A N/A 320 N/A 11.5
2015 1,461 422 259 231 5,314 N/A N/A 327 N/A 11.7
2016 1,443 413 251 234 5,028 N/A N/A 317 N/A 12.0
2017 1,408 413 237 229 5,009 N/A N/A 317 N/A 12.4
2018 1,421 420 247 224 4,909 N/A N/A 322 N/A 12.5
2019 1,352 407 227 217 4,852 N/A N/A 310 N/A 13.1
2020 1,252 351 196 187 4,480 N/A N/A 287 N/A 12.0
2021 1,279 372 193 184 4,497 N/A N/A 289 N/A 12.7



Direct Mail Advertising in Canada August 2021

13 IBISWorld.com

Industry Outlook
Outlook The Direct Mail Advertising industry in Canada is expected to rebound

slightly over the five years to 2026 and derive demand from clients that
seek more direct forms of promotion that target precise prospective
consumers.

The use of integrated campaigns, in which marketers use multiple media formats to advertise a product or brand, is
expected to increase over the next five years, helping propel industry revenue. In addition, direct mail advertisers will
likely benefit from the rising tide of improving economic conditions as the COVID-19 (coronavirus) pandemic
recedes, which is expected to improve total Canadian advertising expenditure. As a result, industry revenue is
projected to increase slowly, rising an annualized 1.7% to $1.4 billion over the five years to 2026.

Direct mail advertising may still play a vital role as part of a targeted marketing campaign, but the proliferation of
mobile media, online media and social networks will likely remain a threat to the industry. This competition at the
low-cost end of the advertising market is expected to increase over the next five years as advertisers shift more of
their budgets to online, mobile and other forms of digital media.

COMPETITIVE PRESSURE

The continued advancement of digital advertising through e-mail and the
internet will undoubtedly pose a challenge for the industry.

While direct mail advertising continues to be more affordable than traditional advertising on TV and radio, it is more
expensive than digital advertising. Additionally, while direct mail advertising may currently hold a targeting
advantage, digital advertising is quickly gaining ground. Enormous sums of money are being invested by internet
companies, such as Google LLC, to enable the detailed tracking of personal and consumer data, letting marketers
specifically tailor advertisements based on individual consumer preferences. Mobile advertising that is directed at
smartphone and tablet users is the fastest-growing segment of the advertising industry and will likely continue to put
pressure on the industry.

Furthermore, in 2014, Canada Post Corporation (Canada Post) launched its intuitive and user-friendly Snap Admail
program, which provides businesses and prospective customers with preprint design services, templates for ad
postcards and access to basic analytics that enable customers to target neighbourhoods and choose delivery
routes. While this direct mail program represents external competition to industry operators, Canada Post will
continue to provide tools and incentives to aid industry operators. For example, Canada Post provides volume
discounts for direct mail companies that plan to send more than 100,000 pieces of mail within a calendar year.

TECHNOLOGICAL ADVANCEMENTS

The industry has experienced a medium degree of technological change
in recent years.

The success of direct mail advertising relies on the quality of the mailing lists used to distribute material and the
response rate by consumers after receiving the advertisement. Computers have enabled industry operators to better
gather demographic, transactional and behavioural information over the past two decades. Increasingly, industry
operators are providing this information via websites, which clients can use to access relevant information.
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Integrated marketing communications, which emphasize consistent brand messaging across both traditional and
nontraditional marketing channels and use different mediums to reinforce a brand, product or corporate image, have
more recently altered the industry. As advertisers moved online, some operators quickly adapted, integrating
technologies such as quick response (QR) codes onto printed materials. QR codes, which are matrix barcodes that
store data, can be scanned by mobile devices such as cell phones, enabling users to access more complex online
advertisements through more effective direct mail. As a result, operators are better able to integrate direct mail
advertising with digital media campaigns.

IMPROVING ECONOMIC CONDITIONS EXPECTED TO BUOY INDUSTRY

The industry is expected to benefit from an improving Canadian economy,
particularly with projected increases in employment, disposable income
and consumer spending.

These factors are expected to contribute to increasing corporate profit, which is expected to rise an annualized 1.3%
over the five years to 2026. Higher corporate profit, in turn, will likely translate to higher total advertising
expenditures, aiding the industry in maintaining a positive revenue stream over the next five years. Furthermore, a
stronger Canadian consumer base is expected to increase advertising demand from the retail sector, which is a key
customer base of direct mail advertising.

However, marginally increasing revenue will do little to boost industry wages. Wages are expected to increase an
annualized 0.6% to $297.9 million over the five years to 2026. Nevertheless, the industry will continue to be labour
intensive, relying on the specialized skills of employees working in sales, analysis and graphic design. As wage
growth is expected to increase at a slower rate when compared with industry revenue, profit, measured as earnings
before interest and taxes, is forecast to rise over the next five years. However, an increase in projected input costs,
including the price of paper, will likely continue to incentivize consolidation, as industry operators are expected to
pursue mergers and acquisitions in an effort to achieve economies of scale and lower purchasing prices. As a result,
the number of industry operators is expected to shrink an annualized 1.9% to 167 enterprises over the five years to
2026.

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)

2021 1,279 372 193 184 4,497 N/A N/A 289 N/A 12.7
2022 1,317 380 190 181 4,542 N/A N/A 293 N/A 12.9
2023 1,342 384 187 178 4,558 N/A N/A 295 N/A 13.1
2024 1,361 387 184 174 4,567 N/A N/A 296 N/A 13.2
2025 1,377 391 181 171 4,574 N/A N/A 297 N/A 13.2
2026 1,393 394 177 167 4,578 N/A N/A 298 N/A 13.3
2027 1,410 396 174 164 4,589 N/A N/A 299 N/A 13.4
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Industry Life Cycle The life cycle stage of this industry is    Decline

LIFE CYCLE REASONS

IVA is expected to decrease over the 10 years to 2026

Competition from other forms of direct advertising is rising

The number of direct mail advertisers is declining during this period

The Direct Mail Advertising industry in Canada is in the decline phase of its life cycle. Its growth has recently slowed
due to increasing competition from other forms of advertising. Industry value added (IVA), which measures an
industry's contribution to the overall economy, is forecast to decrease an annualized 0.5% over the 10 years to
2026. Comparatively, Canadian GDP is expected to rise an annualized 2.0% during the same period. This disparity
is indictive of a declining industry.

While direct mail is still a very cost-effective method of promotion and operators are now able to offer highly targeted
mailing lists, the industry is experiencing increasing competition from other forms of direct response marketing,
including mobile and internet-based advertising. This trend is expected to continue with the advent of interactive
services from digital cable and satellite services. This is causing much volatility in the growth of industry revenue.

The number of companies in the industry is expected to decrease an annualized 3.3% to 167 operators over the 10
years to 2026. Additionally, increasing competition from other direct forms of advertising has led to relatively low
profit. Moreover, consolidations and mergers are common among the industry's largest companies. For example,
industry operator Direct Response Media Group Inc. completed a series of acquisitions over the five years to 2021,
including the acquisition of a key industry competitor, Ad Save Publications, in 2016, as well as Valassis
Communications Inc.'s Canadian business in 2019.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Promotional Products in Canada

Retail Trade In Canada

Credit Card Issuing in Canada

Public Administration in Canada

2nd Tier

Consumers in Canada

Key Selling Industries
1st Tier

Database & Directory Publishing in Canada

Office Stationery Wholesaling in Canada

Postal Service In Canada

2nd Tier

Plastic Film, Sheet & Bag Manufacturing in Canada

Adhesive Manufacturing in Canada

Paper Mills in Canada

Products & Services

  FULL DIRECT MAIL SERVICES

Accounting for an estimated 73.5% of revenue for the Canadian Direct
Mail Advertising industry in 2021, full direct mail services account for the
largest industry service segment.

Full-service programs are comprehensive and include everything from concept development and graphic design to
lettershop services and printing. Increases in business sentiment largely drive this segment. As corporate profit
increases, more companies are willing to outsource marketing functions to industry operators. Consequently, this
segment's share of industry revenue has remained high over the five years to 2021.

PRINTING AND FULFILLMENT SERVICES

Printing and fulfillment services account for an estimated 9.8% of industry
revenue in 2021.

Printing and fulfilment services include the actual printing of coupons and fliers that are mailed. Although revenue
from this segment has increased slightly over the past five years, it has grown slightly as a share of industry revenue
due to the industry's poor performance.

LETTERSHOP SERVICES

Lettershop services, which include polywrapping, inserts addressing and
labelling, comprise an estimated 8.5% of industry revenue in 2021.

These services are geared toward eliminating time-consuming aspects of managing mailings for clients and are
used for a significant portion of full direct mail services. This segment's proportion of industry revenue has stagnated
over the five years to 2021.
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MAILING LIST SERVICES

Mailing list services enable clients to build and maintain lists of potential
customers.

These services let clients construct lists based on geography, demographics or type of customer (business or
consumer). Mailing list services account for an estimated 0.9% of industry revenue in 2021, a share that is expected
to grow over the five years to 2026 as the technology required to curate these lists becomes more readily available.

OTHER SERVICES

Other services include those performed on an individual basis, such as
concept development, direct marketing and various public relations
services.

These services account for an estimated 7.4% of industry revenue in 2021.

Demand
Determinants

Demand for the Direct Mail Advertising industry in Canada is influenced
by several factors, particularly, total domestic advertising expenditure.

Advertising expenditure is closely tied to several downstream determinants, such as consumer spending, corporate
profit and business confidence, as well as the general state of the economy.

During periods of economic growth, increasing per capita disposable income and consumer spending normally leads
to higher business profit and greater spending on advertising. Consequently, rising consumer and business
sentiment can boost demand for direct mailing services, as a significant share of industry revenue is derived from
consumer product and service providers. While direct mail is a low-cost substitute for traditional media advertising
such as TV commercials, technological advancements have made internet advertising, daily deals websites and e-
mail marketing far more prevalent. These alternative forms of advertising negatively affect industry revenue as they
compete for a share of total advertising expenditure. Competition from alternative forms of advertising has grown
over the five years to 2021.

Additionally, the COVID-19 (coronavirus) pandemic will serve to reduce demand for industry services. Advertising
and marketing are largely nonessential expenses for companies and when given the choice between reducing
operations and cutting nonoperating expenses, they will typically choose the latter.

Major Markets

  RETAIL STORES

Retail stores represent the second-largest market segment for the Direct
Mail Advertising industry in Canada, comprising an estimated 32.2% of
revenue in 2021.

This segment includes a variety of outlets, such as department stores, supermarkets and home improvement stores.
The objective of retail stores is to increase customer traffic in stores, which is done through mailing sales letters,
fliers or brochures that alert customers to sales and specials. Coupons may also be included in these mailings. This
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segment's proportion of industry revenue has marginally increased over the five years to 2021, as consumer
spending and disposable income growth propelled higher revenue and profit for retail stores, which, in turn, led to
greater demand for direct mail advertising services.

FINANCE, BANKING AND INSURANCE INSTITUTIONS

Banks and financial institutions represent the largest market segment for
this industry, accounting for an estimated 35.8% of revenue in 2021.

Banks and financial institutions use direct mail advertising to promote new products through letters of offer to new
and existing clients. For example, new banks in a geographic area use industry services to solicit new customers.
This segment's proportion of industry revenue is expected to decrease over the five years to 2021 as financial
institutions limit the amount of new consumer finance and investment products they initiated.

RESTAURANTS AND TRAVEL COMPANIES

Restaurants and travel companies represent a significant market for
industry operators, comprising an estimated 3.3% of revenue in 2021.

Since this segment also accommodates client needs, companies use industry services to alert customers of sales
and specials. For example, restaurants often use direct mail advertising to make announcements related to menu
changes or price reductions. This segment's share of industry revenue increased slightly over the five years to 2021,
as the restaurant industry was drastically reduced by the COVID-19 (coronavirus) pandemic.

TELECOMMUNICATIONS COMPANIES

The telecommunications segment represents a significant market for
industry services, accounting for an estimated 11.9% of revenue in 2021.

For large-scale telecommunications advertising where an established relationship does not exist, direct mail
advertising can be effective for generating new sales leads. However, this strategy typically requires multiple
mailings to initiate new sales. This segment's share of industry revenue has remained relatively stable over the five
years to 2021.

OTHER BUSINESSES

All other businesses are estimated to account for 8.3% of industry
revenue in 2021.

Media companies, including service companies and publishers, will use industry services to advertise their own
services. Frequently, telecommunications companies will advertise discounts for new customers and only want to
target individuals that can actually subscribe to their services. Direct mail advertising is more effective for this type of
targeted advertising and can often be less expensive than radio or TV advertising.

GOVERNMENTS, NONPROFITS AND PUBLIC INSTITUTIONS

Governments, nonprofits and public institutions account for an estimated
5.2% of industry revenue in 2021.

Governments and public institutions use industry services to create public awareness and to promote public
programs. Likewise, nonprofits use direct mail advertising to create awareness of their cause and to fundraise. This
segment is expected to remain stable as a share of revenue over the five years to 2026 as government spending
does not fluctuate from year to year.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The services of the Direct Mail Advertising industry in Canada are limited to the domestic mail market due to the
complexities and costs involved in organizing international mail campaigns. Appropriately, there are no imports or
exports in this industry.
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Business
Locations

  Establishments in the Direct Mail Advertising industry in Canada are heavily concentrated in British Columbia, Ontario and
Quebec. Together, these provinces account for an estimated 85.8% of all industry establishments in 2021. The distribution of
industry establishments largely follows the geographic distribution of the population. Additionally, operators typically locate near
key downstream business clients, such as financial firms, which are concentrated in these three provinces.

Ontario

Ontario is home to an estimated 52.9% of industry establishments in 2021, giving it by far the largest concentration of direct mail
advertising facilities. This largely reflects the province's large population share. Ontario is home to 38.8% of the Canadian
population, making it the most populous Canadian province. Furthermore, the industry is home to many of the industry's
downstream clients. For example, commercial banking clients such as the Royal Bank of Canada, Toronto-Dominion Bank,
Canadian Imperial Bank of Commerce and Scotiabank are all headquartered in Toronto.

Quebec

An estimated 19.2% of industry establishments is located in Quebec. These figures are in line with the geographic spread of the
population. Quebec is the second-largest province in Canada, accounting for 22.5% of the country's population. Furthermore,
many of the industry's key downstream clients are clustered near major metropolitan cities such as Montreal and Quebec City.

British Columbia

British Columbia is the only other province with sizable industry establishment figures, as an estimated 13.7% of industry
establishments are located within the province. British Columbia is the country's third-largest province, representing 13.5% of the
population. Vancouver is one of Canada's largest cities and industry operators are located here for proximity to other companies
that would use industry services.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Direct Mail Advertising industry in Canada exhibits low market share concentration. The top three companies
are expected to command no more than 10.0% of market share in 2021, over half of which is generated by top
industry player, Direct Response Media Group Inc. (DRMG). In fact, the industry is mostly composed of small- to
medium-sized companies operating within confined localities and catering to local businesses seeking to outsource
their advertising operations. Although the largest operator, DRMG is dedicated almost solely to direct mail
marketing. The few other large companies in the industry operate within the broader marketing service sector. Due
to low barriers to entry that make it simple for aspiring operators to enter the industry and stimulate internal
competition, the industry is highly fragmented among small-scale operators, making it difficult for companies to
expand their market share by achieving economies of scale or scope. In fact, the clear majority of industry operators
employ fewer than 50 employees, with 98.2% of all enterprises having 49 or fewer employees in 2021.
Concentration may increase slightly due to the COVID-19 (coronavirus) pandemic. The number of small businesses
in this industry may not have the cash reserves to survive the tough economic conditions. As a result, they may exit
the industry or merge with other operators to survive.

Key Success
Factors

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

Having contracts which are favourable to purchaser:
Controlling costs is contingent upon obtaining and effectively managing contracts for key inputs such as paper.

Ability to pass on cost increases:
It is beneficial for operators to be able to pass on increases in postal and paper costs, which are the two major cost
areas for operators.

Prompt delivery to market:
Prompt delivery of mailed material to the required recipients within a predetermined time frame is critical.

Proximity to key markets:
Proximity to key businesses and clients is important in servicing their needs.

Proximity to key suppliers:
Proximity to key suppliers, including mailing list compilers, renters, lessors and mail centres, is important to
operators.

Use of high volume/low margin strategy:
Operators must be able to effectively manage a high volume output operation, but with a low net income margin.

Cost Structure
Benchmarks
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  Profit

The industry has experienced increasing competition with alternative
forms of lower-priced promotions, such as e-mail, internet and social
media advertising campaigns. As a result, profit, measured as earnings
before interest and taxes, is expected to shrink to 5.3% of industry
revenue in 2021 from 5.4% in 2016. The industry has experienced a
small decrease in revenue that has been slightly faster than wage
declines over the past five years, resulting in shrinking profit.

 

  Wages

Wages are expected to account for 22.6% of industry revenue in 2021.
Wages, as a portion of industry revenue, have increased slightly over
the past few years, though this share has been very consistent over
much of the past decade. This industry remains labour intensive,
relying on specialized labour for sales, analytical and graphic design
services. Due to the high level of skill associated with these tasks,
industry employees typically have some level of higher education.

 

  Purchases

Paper, printing machinery and mailing supplies represent the largest
cost to players. These costs are estimated to account for 43.9% of
industry revenue in 2021. Volatility in the price of paper can have a
material effect on operators. Costs for key inputs have increased over
the past five years, which has moderated industry profit growth. Many
operators hold long-term contracts with clients, yet they keep relatively
small inventories of paper. Therefore, a sudden increase in paper
prices, in these instances, cannot be easily passed on to the client.
Purchases have increased as a share of revenue over the five years to
2021 as the price of inputs has grown.

 

  Marketing

Marketing and advertising costs account for an estimated 2.9% of
industry revenue in 2021. The Direct Mail Advertising industry in
Canada is principally composed of small- and medium-sized
establishments. As a result, industry operators rely on cost-effective
forms of promotion, including print and digital marketing. Marketing
costs have declined as a share of revenue over the past five years as
merger and acquisition activity has created larger operators that have
taken advantage of economies of scale.
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  Depreciation

Depreciation for this industry includes the purchase of relevant
machinery and equipment, as well as distribution locations.
Depreciation is expected to account for 1.2% of industry revenue in
2021. Depreciation costs have remained relatively stable over the past
five years as capital outlays in this industry are limited.

 

  Rent

Rent costs are projected to account for 3.3% of industry revenue in
2021. Rent costs have decreased marginally over the five years to
2021, shrinking from 3.4% of revenue in 2016.

 

  Utilities

Utilities are projected to account for 1.0% of industry revenue in 2021.
These costs have decreased marginally over the five years to 2021,
falling from 1.1% of revenue in 2016.

 

  Other Costs

Direct mail advertising companies also have expenses associated with
the day-to-day operations of running a business, such as
telecommunications costs, business service and legal fees, as well as
warehouse-related expenses. These costs are expected to account for
19.9% of industry revenue in 2021.
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Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Competition in the Direct Mail Advertising industry in Canada is high and
rising because of significant price-based competition and low profit
among industry operators.

The emergence of electronic and digital advertising, particularly via e-mail, has only served to heighten competition.

INTERNAL COMPETITION

Internal competition in the industry is predicated on factors such as price,
quality and availability of complementary services.

Operators can gain a competitive advantage by meeting clients' timing and budget constraints, in addition to directly
measuring the success and outcome of campaigns. Industry players also compete on the quality of mailing
databases. In addition to being up to date, mailing databases must be able to target different markets and regions
effectively.

Industry operators must also have robust relationships with suppliers to be competitive on service prices. Controlling
costs is ultimately contingent upon obtaining and effectively managing contracts for key inputs such as paper. As a
result, operators can sell their products at a reduced rate when they are able to buy paper at a discounted price.

EXTERNAL COMPETITION

External competition has risen tremendously in recent years with the
ubiquity of computers and internet access, as online and e-mail
advertising have increasingly siphoned revenue from direct mail
advertising.

Many companies offer client coupons online for print via websites. Moreover, new deal-of-the-day websites such as
Groupon and LivingSocial are becoming more popular and offer businesses ways to market their products by selling
discounted gift certificates to their target demographic. Competition from these forms of digital media is likely to
increase moving forward.

Additionally, industry operators also contend with competition from more traditional direct-response methods. This
includes telemarketing from call centres and services provided by operators that distribute fliers and pamphlets
door-to-door.

The COVID-19 (coronavirus) pandemic is expected to result in increased competition. As the high levels of
economic uncertainty causes companies to reduce their advertising budgets, the market for industry services is
expected to shrink, as advertising is largely a nonessential expense. Consequently, industry players will have to
compete more fiercely for the remaining revenue opportunities.

Barriers to
Entry

Barriers to Entry in this industry are    Low and the trend is Steady
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  The Direct Mail Advertising industry in Canada has low
barriers to entry, as industry operators do not require
government licensing. While regulation concerning
privacy protection, theft or misuse of databases and truth
in advertising exists, it does not create significant
compliance costs for operators. Furthermore, new
entrants are not impeded by significant capital costs that
must be paid for upfront. While the purchase of large
amounts of paper and postage can be expensive, these
costs can be transferred to downstream customers.
Furthermore, most of the inputs required for a direct mail
operation can be obtained on a relatively inexpensive
basis. Operators can rent or lease mail lists and
subcontract certain services, such as printing, labelling
and mailing.

In addition, the industry has a low level of market share
concentration, indicating that the largest players have a
relatively low level of dominance. Although players with
significant scale are able to obtain more affordable inputs
as a result of their relationships with suppliers, there are
no significant barriers to entry associated with market
dominance by major players.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Decline  

Technology Change Medium  

Regulation & Policy Heavy  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  The Direct Mail Advertising industry in Canada exhibits a low level of globalization. Most operators in this industry
are based in Canada and earn the majority of their sales domestically. Furthermore, as a result of the service-based
nature of the industry, there are no exports or imports into this industry.

The COVID-19 (coronavirus) pandemic has caused limitations to international trade as supply chains have been
disrupted, while there are logistical hurdles to overcome associated with reducing the spread of the virus. As a
result, paper, which is crucial to mailing advertising material, may become less available or more expensive due to
scarcity. If this shortage prevents advertising material from being distributed, this could further decrease revenue.
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Major Companies
There are no major players in this industry

Other Companies The Direct Mail Advertising industry in Canada is heavily fragmented. The top three companies in the industry
command less than 10.0% of market share in 2021. Also, according to Statistics Canada, there are not any
establishments operating within the domestic industry that employ more than 100 people. Additionally, more than
50.0% of industry locations are nonemployers. As a result, no company was able to capture more than 5.0% of the
market in 2021.

Direct Response Media Group Inc.

  Market Share: 3.4%
  Founded in 2003 and headquartered in Ontario, Direct Response Media Group Inc. (DRMG) is the largest distributor

of direct mail in Canada. These advertisements are delivered on behalf of the company's main customers, retailers
and businesses that have outsourced their direct mail operations. The company claims to retain these consumers
largely due to effective delivery and high response rates from households.

All the company's revenue came from direct mail advertising until 2013. However, the company has since diversified
into digital marketing to keep up with technological advancements in the field of marketing. Digital marketing now
makes up a small, yet significant share of the company's revenue. Still, the majority of DRMG's revenue continues to
be derived from industry-relevant operations, including the distribution of advertising mail cards to target
households.

To protect its position as a market leader, DRMG has completed a series of aggressive acquisitions of other direct
mail marketing operators to protect its position as a market leader, including its latest acquisition in October 2019 of
competitor Valassis Communications Inc.'s Canadian business. Such acquisitions promise to provide the company
with many advantages in the long term besides market share protection, including the reduction of fixed overhead
costs and greater reach to target segments of the population. Additionally, in November 2016, DRMG acquired Ad
Save Publications, publisher of the Ad Save direct mail magazine.

DRMG is privately held, with no public financial statements available. Still, IBISWorld estimates that revenue from
direct mailing operations, the company's main service, will total $43.1 million in 2021. New and innovative packages
offered to businesses, such as Money Saver Envelope, are a testament to the company's reliance on competitive
pricing for retaining and expanding market share.

Prime Data Inc.

  Market Share: 0.5%
  Ontario-based Prime Data Inc. (Prime Data) is a marketing and communications company specializing in the

integration of print, direct mail and electronic media advertising. The company works with a variety of downstream
markets, including hospitals and healthcare organizations, universities and retailers. Relevant to this industry, Prime
Data offers variable data printing services, including dynamic QR (quick response) code printing, which connects
clients' direct mail to digital content. In 2011, the company improved and upgraded its variable digital printing
software to help better serve clients by tailoring messages and graphics to help improve customer response rates.
Prime Data also offers an array of direct mail delivery services, including the management and distribution of
unaddressed admail campaigns. In January 2015, Prime Data merged with Andrews Direct Marketing. This merger
vastly expanded the company's direct mail circulation, helping Prime Data spread out its geographic footprint to
accommodate mail from both the United States and Canada. Therefore, IBISWorld estimates that Prime Data's
industry-relevant revenue will total $6.6 million in 2021.

Torpedo Marketing Inc.

  Market Share: 0.2%
  Torpedo Marketing Inc. (Torpedo Marketing) is headquartered in Vaughan, ON, providing several marketing

services to clients, including direct mail services. The company has more than 25 years of experience according to
its website and has provided industry services to SAP SE, along with other companies. Torpedo Marketing is private
and does not release any financial information. However, IBISWorld estimates that the company will generate $2.7
million in industry-relevant revenue in 2021.

Valassis Communications Inc.

  Valassis Communications Inc. (Valassis), which operates several offices across the United States, is a major direct
mail marketing distributor and is a wholly owned subsidiary of the Harland Clarke Holdings Corporation. The
company also operates across Mexico and Europe. Valassis formerly maintained locations in Ontario and the
company held a small portion of the Canadian market. However, Direct Response Media Group Inc., the domestic
industry's largest player, acquired Valassis' Canadian business in October 2019. As a result, Valassis has exited the
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industry.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Direct Mail Advertising industry in Canada is subject to
a low level of capital intensity, as an estimated $0.05 is
allocated toward capital expenditure for every $1.00 spend
on wages in 2021.

The industry is relatively labour intensive, relying on
specialized labour to conduct sales, client meetings and
graphic design services. Due to the high level of skill
associated with these tasks, industry employees typically
have some level of higher education. Operators must then
print out and organize mail-outs of the contracted material.
For these reasons, wages make up a significant share of
industry revenue. Capital expenditure is limited to
computers and technology that can assist with these tasks,
but the majority of industry services require significant
labour input.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Medium Rate of
Innovation

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

Low Innovation
Concentration

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

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

Very Low Rate of Entry Very
Unlikely

Annualized growth in the number of
enterprises in the industry, ranked against all
other industries. A greater intensity of
companies entering an industry increases the
pool of potential disruptors.

Low Market
Concentration

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

  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.

The technological factors supporting the disruptive innovation potential are connected to an industry structure that is
accommodative to new entrants. The relative ease of entry into the industry magnifies the threat of disruption regardless of
other factors as one-off occurrences are more likely to succeed. However, the current rate of new entrants is low,
suggesting that there is a limited number of new companies that are potential innovators within the industry.

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.

Overall, operators in the Direct Mail Advertising industry in Canada are greatly
affected by technological advances in competing industries, the most
pertinent of which are online and e-mail advertising.

Online and e-mail advertising services have been made possible due to the advent of the internet and have risen in
popularity over the past 10 years to increasingly siphon revenue from industry operators. Moreover, many companies now
offer online coupons to consumers when they visit their respective websites or sign up for mailing lists, further incentivizing
consumers to turn away from the services provided by this industry. Additionally, websites such as Groupon are becoming
increasingly popular, even among younger demographics, as they enable businesses to advertise their products by selling
discounted gift certificates or coupons to consumers that redeem these various packages as they are offered on the site.
These websites are serving to disrupt traditional direct mail advertising in Canada, with these digital trends anticipated to
continue over the five years to 2026, further increasing competition for industry operators.

The level of technology change is    Medium

  The Direct Mail Advertising industry in Canada has experienced a medium
degree of technological change in recent years.
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The success of direct mail advertising relies on the quality of the mailing lists used to distribute material. Computers are
effective at organizing data from the internet, including promotions or other mail lists. As a result, operators have been
better able to gather demographic, firmographic, transactional and behavioural information, enabling them to target
businesses within certain locations or of a certain revenue or employment size. Increasingly, direct mail operators provide
information via websites, which clients can use to access relevant information.

The adoption of integrated marketing communications, which emphasizes consistent brand messaging across both
traditional and nontraditional marketing channels and uses different mediums to reinforce one another, has altered the
domestic Direct Mail Advertising industry. With advertising increasingly moving to the online realm, some operators have
begun to integrate technologies such as quick response (QR) codes onto printed materials. QR codes, which are matrix
barcodes that store data and can be scanned by newer mobile data devices, enable users to access more complex online
advertisements through more effective direct mail. As a result, operators are better able to integrate direct mail advertising
with digital media campaigns.

Revenue
Volatility

The level of volatility is    Medium

  Revenue volatility for the Direct Mail Advertising industry in Canada is
moderate and is expected to have fluctuated an average 4.5% over the five
years to 2021.

Technological change in the form of e-mail promotions and internet advertising has put downward pressure on industry
revenue over the past decade. This has caused slow and steady decline, though the COVID-19 (coronavirus) pandemic
temporarily accelerated this, with an expected 7.4% decline in revenue over 2020, followed by a relatively strong 2.1%
recovery in 2021.

Regulation &
Policy

The level of regulation is    Heavy and the trend is Increasing

The Direct Mail Advertising industry in Canada is subject to a high level of
regulation.

Regulation governing privacy protection, marketing to children and truth in advertising all affect industry operators.

PRIVACY PROTECTION AND MARKETING TO CHILDREN

The privacy of individuals is protected through the Personal Information
Protection and Electronic Documents Act (PIPEDA), which came into effect in
2001.

The act establishes basic rules for how operators may collect, use or disclose personal information. For example, operators
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are required to enable individuals to “opt out” from direct mail advertising. The Office of the Privacy Commissioner of
Canada is responsible for overseeing privacy complaints logged under the PIPEDA, issuing rulings against operators
deemed to be in violation of the law. PIPEDA includes a built-in mandate that requires the legislation to be reviewed every
five years.

In addition to comprehensive government regulation at the federal and provincial level, advertising to children is governed
by a vast array of self-regulatory codes, such as the Canadian Code of Advertising Standards, which governs all media.
First published in 1963, the code is overseen by Advertising Standards Canada and is regularly reviewed and updated.

TRUTH IN ADVERTISING

The industry is also affected by truth in advertising laws, which are enforced
by the Competition Bureau.

Under the Competition Act, operators are prohibited from making false or misleading representations or engaging in
deceptive marking practices. Direct mail advertisers are also governed by a comprehensive self-regulatory framework,
spelled out by organizations such as Advertising Standards Canada and the Canadian Marketing Association.

Industry
Assistance

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

The Direct Mail Advertising industry in Canada receives no assistance in the
form of government subsidies.

While there are no discounts available for Addressed Admail or Publications Mail, Canada Post Corporation does provide a
discount for Unaddressed Admail if paperwork is filed electronically. In addition, operators that send more than 100,000
pieces of Unaddressed Admail during a 12-month period may be eligible for a volume discount.

Industry associations

The industry is aided by associations such as the Canadian Marketing Association (CMA), which represents major business
sectors and all marketing disciplines, channels and technologies. The CMA advocates on behalf of the marketing
community on public policy issues that affect the industry, develops self-regulatory policies for industry operators and
promotes development and education through eight marketing councils.
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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)

2012 1,571 482 239 227 5,838 N/A N/A 380 N/A 12.4
2013 1,451 430 261 226 5,556 N/A N/A 334 N/A 11.8
2014 1,415 412 269 229 5,437 N/A N/A 320 N/A 11.5
2015 1,461 422 259 231 5,314 N/A N/A 327 N/A 11.7
2016 1,443 413 251 234 5,028 N/A N/A 317 N/A 12.0
2017 1,408 413 237 229 5,009 N/A N/A 317 N/A 12.4
2018 1,421 420 247 224 4,909 N/A N/A 322 N/A 12.5
2019 1,352 407 227 217 4,852 N/A N/A 310 N/A 13.1
2020 1,252 351 196 187 4,480 N/A N/A 287 N/A 12.0
2021 1,279 372 193 184 4,497 N/A N/A 289 N/A 12.7
2022 1,317 380 190 181 4,542 N/A N/A 293 N/A 12.9
2023 1,342 384 187 178 4,558 N/A N/A 295 N/A 13.1
2024 1,361 387 184 174 4,567 N/A N/A 296 N/A 13.2
2025 1,377 391 181 171 4,574 N/A N/A 297 N/A 13.2
2026 1,393 394 177 167 4,578 N/A N/A 298 N/A 13.3

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Total
advertising

expenditure
(%)

2012 0.49 -2.29 -5.91 -5.42 -7.09 N/A N/A -3.78 N/A 1.63
2013 -7.64 -10.8 9.20 -0.45 -4.84 N/A N/A -12.1 N/A -4.84
2014 -2.48 -4.33 3.06 1.32 -2.15 N/A N/A -4.25 N/A -2.55
2015 3.25 2.50 -3.72 0.87 -2.27 N/A N/A 2.12 N/A 1.73
2016 -1.24 -2.21 -3.09 1.29 -5.39 N/A N/A -2.94 N/A 2.56
2017 -2.44 0.16 -5.58 -2.14 -0.38 N/A N/A 0.00 N/A 3.33
2018 0.94 1.52 4.21 -2.19 -2.00 N/A N/A 1.41 N/A 0.80
2019 -4.90 -2.94 -8.10 -3.13 -1.17 N/A N/A -3.61 N/A 4.80
2020 -7.37 -14.0 -13.7 -13.8 -7.67 N/A N/A -7.61 N/A -8.40
2021 2.11 6.04 -1.54 -1.61 0.37 N/A N/A 0.69 N/A 5.83
2022 3.01 2.17 -1.56 -1.64 1.00 N/A N/A 1.42 N/A 1.57
2023 1.92 1.13 -1.58 -1.66 0.35 N/A N/A 0.68 N/A 1.55
2024 1.37 0.80 -1.61 -2.25 0.19 N/A N/A 0.40 N/A 0.76
2025 1.19 0.82 -1.64 -1.73 0.15 N/A N/A 0.37 N/A 0.00
2026 1.18 0.79 -2.21 -2.34 0.08 N/A N/A 0.30 N/A 0.75

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 30.7 N/A N/A 269 24.2 24.4 65,108
2013 29.7 N/A N/A 261 23.0 21.3 60,169
2014 29.1 N/A N/A 260 22.6 20.2 58,874
2015 28.9 N/A N/A 275 22.4 20.5 61,517
2016 28.6 N/A N/A 287 22.0 20.0 63,107
2017 29.4 N/A N/A 281 22.5 21.1 63,346
2018 29.5 N/A N/A 290 22.6 19.9 65,553
2019 30.1 N/A N/A 279 23.0 21.4 63,932
2020 28.0 N/A N/A 279 22.9 22.9 63,973
2021 29.1 N/A N/A 284 22.6 23.3 64,176
2022 28.8 N/A N/A 290 22.2 23.9 64,443
2023 28.6 N/A N/A 295 22.0 24.4 64,656
2024 28.5 N/A N/A 298 21.7 24.8 64,791
2025 28.4 N/A N/A 301 21.6 25.3 64,932
2026 28.2 N/A N/A 304 21.4 25.9 65,072

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Response Marketing Association
http://www.responsema.org

Canadian Marketing Association
http://www.the-cma.org

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

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

Industry Jargon INTEGRATED MARKETING
Advertising a product, service or consistent brand message across both traditional and nontraditional marketing
channels.

LETTERSHOP
An independent agency that manages mailings for clients and performs tasks such as polywrapping, inserts,
addressing and labeling.

MAIN MEDIA
Advertising in the traditional media areas of TV, radio, newspapers and magazines.

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

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

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

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

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

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

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

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

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

INDUSTRY CONCENTRATION
An indicator of the dominance of the top four players in an industry. Concentration is considered high if the top
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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.



IBISWorld helps you find the industry
information you need – fast.

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

DISCLAIMER
This product has been supplied by IBISWorld Inc. (‘IBISWorld’) solely for use by its authorized licenses strictly in
accordance with their license agreements with IBISWorld. IBISWorld makes no representation to any other person
with regard to the completeness or accuracy of the data or information contained herein, and it accepts no
responsibility and disclaims all liability (save for liability which cannot be lawfully disclaimed) for loss or damage
whatsoever suffered or incurred by any other person resulting from the use of, or reliance upon, the data or
information contained herein. Copyright in this publication is owned by IBISWorld Inc. The publication is sold on
the basis that the purchaser agrees not to copy the material contained within it for other than the purchasers own
purposes. In the event that the purchaser uses or quotes from the material in this publication – in papers, reports,
or opinions prepared for any other person – it is agreed that it will be sourced to: IBISWorld Inc.
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