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COVID-19
(Coronavirus)
Impact Update

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

· Revenue for the Travel Agencies industry in Canada is expected to decrease in 2020 due to the ongoing
COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance chapter.

· Some of the industry's demand determinants are projected to change in 2020 due to the coronavirus pandemic.
For more detail, please see the Demand Determinants chapter.

· Industry profit is projected to decrease in 2020 due to the industry's more difficult operating conditions in light of the
coronavirus outbreak. For more detail, please see the Cost Structure Benchmarks chapter.

Note: The content in this report is currently being updated to reflect the trends outlined above.
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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 Travel Agencies industry in Canada acts as agents for tour operators, transportation companies and

accommodation establishments in selling travel, tour and accommodation services to the general public and
commercial clients.

Major Players Expedia Inc.

Booking Holdings

Main Activities The primary activities of this industry are:

Travel tickets retail and reservations

Tour retail, reservations and packaging

Accommodation retail and reservations

Providing online tour information, booking, reservation and payment systems

The major products and services in this industry are:

International and domestic airline bookings

Tours and packaged travel bookings

Accommodation bookings

Cruise bookings

Car rental

Other services
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Supply Chain

SIMILAR INDUSTRIES

Amusement Parks & Arcades in
Canada

Golf Driving Ranges & Family Fun
Centres in Canada

Hotels & Motels in Canada Campgrounds & Recreational
Vehicle Parks in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Global Travel Agency Services Travel Agencies in the US Cruise & Travel Agency
Franchises

Travel Agency and Tour
Arrangement Services in Australia

Travel Agencies in China Travel Agencies in the UK Corporate Travel Services Travel Agency and Tour
Arrangement Services in New
Zealand

Travel Agencies and Tour
Operators in Ireland
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Industry at a Glance
Key Statistics

$1.6bn
Revenue

Annual Growth

2015–2020

-5.3%

Annual Growth

2020–2025

17.2%

Annual Growth

2015–2025

 

$-20.6m
Profit

Annual Growth

2015–2020

-165.4%

  Annual Growth

2015–2020

 

-1.3%
Profit Margin

Annual Growth

2015–2020

-9.6pp

  Annual Growth

2015–2020

 

4,649
Businesses

Annual Growth

2015–2020

-3.1%

Annual Growth

2020–2025

8.9%

Annual Growth

2015–2025

 

17,653
Employment

Annual Growth

2015–2020

-4.4%

Annual Growth

2020–2025

13.9%

Annual Growth

2015–2025

 

$788.2m
Wages

Annual Growth

2015–2020

-5.2%

Annual Growth

2020–2025

14.6%

Annual Growth

2015–2025

Key External Drivers % = 2015–20 Annual Growth

1.5%
Per capita disposable income

2.3%
Corporate profit

3.3%
Number of fixed broadband
connections

-23.6%
International trips by Canadian
residents

-28.7%
Inbound international travel

 
Industry Structure

POSITIVE IMPACT

  Life Cycle
Growth   Capital Intensity

Low

  Concentration
Low   Regulation & Policy

Light / Steady

MIXED IMPACT

  Revenue Volatility
Medium   Industry Globalization

Medium / Increasing

NEGATIVE IMPACT

  Industry Assistance
Low / Steady   Technology Change

High

  Barriers to Entry
Low / Steady   Competition

High / Increasing

 

Key Trends

 The industry is labour intensive

 The lion's share of growth within the industry has gone to
online travel agencies

 Technology has revolutionized the industry over the past
decade

 The industry is expected to benefit from an improving
economy

 The high penetration rate of smartphones has been driving
the increase in online bookings

 The number of establishments is projected to grow in line
with the industry's recovery

 The industry's brick-and-mortar travel agents have been
increasingly forced to reinvent themselves to remain relevant
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Growth Life Cycle Stage

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Low & Steady Barriers to Entry

  Low & Steady Level of Assistance

  High Competition

  Low Profit vs. Sector Average

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2020-2025)

  High Performance Drivers

  Number of fixed broadband connections

   

THREATS

  Low Revenue Growth (2005-2020)

  Low Revenue Growth (2015-2020)

  Low Outlier Growth

  Per capita disposable income
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Executive Summary Staying home: Growth in disposable income and declining unemployment
are expected to facilitate industry recovery

The Travel Agencies industry in Canada has struggled over the five years to 2020 as the traditional core services of
the industry have been negated by the rise of internet travel booking. The industry has been tipped on its head as
consumers have increasingly flocked to online travel websites to research and book travel. Online booking agents
now play a larger role within the industry alongside traditional brick-and-mortar travel agencies. While revenue from
travel websites is included in this industry, internet-based operators earn a significantly lower commission from their
sales than brick-and-mortar travel agents. Traditional travel agents have struggled as consumers and businesses
have increasingly sought savings through internet-based travel sites over more conventional agencies. Revenue for
the industry is consequently expected to decrease at an annualized rate of 5.3% to $1.6 billion over the five years to
2020, including an anticipated decline of 33.3% in 2020 alone as a result of the COVID-19 (coronavirus) pandemic.

Over the past five years, the industry's brick-and-mortar travel agents have been increasingly forced to reinvent
themselves to remain relevant as online booking engines have expanded their respective roles. For this reason,
many travel agents have sought to specialize in certain destinations or forms of travel to showcase the value they
provide to travellers. Moreover, many forms of travel, especially complicated packages with multiple connections,
often continue to remain best suited to traditional travel agents.

Growth in per capita disposable income and declining unemployment over the five years to 2025 is expected to
facilitate the recovery of revenue alongside the recovery of industry profitability as the global and Canadian
economies recover following the worst effects of the coronavirus pandemic. Consumers will once again begin
making travel reservations, with this anticipated to be aided even further by improved internet interfaces and
seamless transactions. Disposable income performance will likely continue to remain the benchmark for the industry
as a whole. However, brick-and-mortar operators will likely need to keep pace with consumer expectations and
attempt to capture greater online reservations. Ultimately, industry revenue is projected to grow strongly over the five
years to 2025, rising an annualized 17.2% to $3.5 billion.
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Industry Performance

Key External
Drivers

Per capita disposable income

Per capita disposable income determines an individual's ability to purchase goods or services. When incomes rise,
consumers are more likely to spend on discretionary services, such as travel, and are therefore more likely to
require a travel agent. The opposite is true when incomes are in decline. Per capita disposable income is expected
to decrease in 2020.

 

Corporate profit

Managed and unmanaged corporate travel makes up a smaller percentage of industry revenue than leisure travel
but is often more lucrative for agents. Demand for business travel is highly correlated with corporate profit. When
corporate profit is rising, business people are more likely to book travel through travel agents. Corporate profit is
expected to decrease in 2020.

 

Number of fixed broadband connections

Rising internet access has enabled consumers to bypass brick-and-mortar travel agents and make travel
arrangements online by either using online travel agents or directly from the travel operators' websites. This includes
purchasing domestic and international airline tickets, accommodations and tours. The number of fixed broadband
connections is expected to increase in 2020, representing a potential opportunity for online travel agents and travel
operators' websites.

 

Inbound international travel

The arrival of foreigners to domestic destinations for business, vacation or other purposes has helped drive growth
for the industry. Non-Canadian residents can use Canadian-based travel agencies to book airfare, cruises,
accommodations and tour packages. Therefore, an increase in demand from these individuals benefits the industry.
Inbound international travel is expected to decrease in 2020.

 

International trips by Canadian residents

The departure of Canadian residents to international destinations for business, vacations or other purposes is a key
income earner for the industry. Canadian residents use travel agencies to book airfare, cruise ships,
accommodations and tour packages, driving industry growth. The number of international trips by Canadian
residents is expected to decrease in 2020, posing a potential threat to the industry.
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Current
Performance

Despite performing well over the majority of the five years to 2020, the
Travel Agencies industry in Canada has experienced a reversal of fortune
over the current year as a result of the COVID-19 (coronavirus) pandemic.

As a result of the pandemic, the majority of Canadians have adopted stringent social distancing guidelines set forth
by the federal and provincial governments, with most individuals cancelling their trips or holding off on planning new
ones in favour of obeying the recommended shelter-in-place orders. Moreover, the wide-ranging negative effects of
the coronavirus pandemic on the Canadian economy have compounded consumers' reluctance to seek out the
services provided by the industry's travel agents. Consequently, industry revenue is projected to decline a
staggering 33.3% in 2020.

During the period, however, the industry has struggled to adjust to a new environment following a period of rapid
and sweeping change. Traditional brick-and-mortar travel agents have struggled to compete with aggressive price
competition from online travel websites and significantly improved user interfaces. Online travel agencies have
thereby fared better than their more traditional competitors, with some experiencing growth in revenue and profit as
consumers seek reduced fares that have been widely available online. Overall, IBISWorld expects industry revenue
to decrease at an annualized rate of 5.3% to $1.6 billion over the five years to 2020.

INDUSTRY STRUCTURE

The industry consists of thousands of enterprises focused on making
client travel arrangements as seamless and stress-free as possible.

The industry's travel agents consequently find the most affordable airfare, accommodations and other travel-related
services for their business and leisure customers. The job of a travel agent has grown and adapted to reflect the
changes within the travel industry and has changed the way people think about travel in the 21st century.
Consumers today are armed with price and location knowledge due to the amount of information available on the
internet. For this reason, travel agents must use their expertise to offer highly personalized services and add as
much value to the customer experience as possible. However, the number of industry enterprises has decreased at
an annualized rate of 3.1% to 4,649 operators over the five years to 2020, largely as a result of the coronavirus
pandemic, which is projected to cause a 11.6% decline in the number of enterprises over the current year.
Generally, the industry is highly fragmented, with the top four players accounting for 24.3% of industry revenue in
2020. However, the lion's share of growth within the industry's broader landscape has ultimately gone to online
travel agencies over the past five years, with global operators Expedia Group Inc. and Booking Holdings Inc.
experiencing a significant uptick in Canadian bookings.

CHALLENGES AND OPPORTUNITIES
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Technology has revolutionized the industry over the past decade, which
has presented both challenges and opportunities for travel agents.

The number of broadband connections in Canada has increased an annualized 2.7% over the five years to 2020,
arming consumers with faster means to make online bookings. The internet has helped educate consumers and
provides them with a vast amount of information about prices, destinations and other travel options. This has made
travel to new and nontraditional locations more accessible, which has ultimately helped grow the entire global
tourism sector.

However, the internet has simultaneously rendered some services traditionally provided by travel agents obsolete.
For example, a simple return airfare or a weekend getaway can easily be booked online directly through the airline
or hotel website. Yet, technology cannot replace the expertise, guidance and personal service of an experienced
travel agent, especially for more complicated trips. Travel agents can provide added value and help clients save
time and money by cutting through the overwhelming amount of information available online. To increase their
relevance in the new travel landscape, some travel agencies have grown and improved their businesses by
becoming experts or specialists in certain types of travel to specific destinations. Other agencies have implemented
new services that add value to client transactions, such as tracking frequent flyer accounts or helping customers get
discounted upgrades.

REDUCED RELIANCE ON LABOUR

The industry is labour intensive as quality customer service and product
knowledge are still key success factors.

Although a range of computer and internet technology has been implemented to reduce the labour intensity of the
industry, travel agents remain dependent on having personal knowledge of travel destinations, seasonal ticket-price
fluctuations and personalized service. Wages are the largest expense for industry operators, accounting for an
estimated 49.8% of total revenue in 2020. Wages have remained stable as a percentage of revenue over the past
five years, though wages have decreased in real terms. As a result, wages paid by the industry have decreased an
annualized 5.2% to $788.2 million over the five years to 2020 amid the industry's broader struggles, which have also
significantly affected industry profit. Accordingly, industry profit, defined as earnings before interest and taxes, is
projected to stand at a loss of 1.3% in 2020, down significantly from 8.3% of revenue in 2015.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable

income
($)

2011 2,048 1,182 5,936 5,114 21,676 N/A N/A 986 N/A 28,391
2012 2,052 1,198 5,876 5,012 22,821 N/A N/A 1,015 N/A 28,883
2013 2,070 1,191 6,163 5,243 24,342 N/A N/A 1,015 N/A 29,369
2014 1,961 1,154 6,228 5,343 23,024 N/A N/A 979 N/A 29,466
2015 2,078 1,220 6,230 5,437 22,115 N/A N/A 1,030 N/A 30,804
2016 2,146 1,267 6,207 5,461 21,804 N/A N/A 1,017 N/A 30,333
2017 2,361 1,327 6,173 5,431 22,967 N/A N/A 1,070 N/A 30,715
2018 2,360 1,345 6,162 5,384 22,751 N/A N/A 1,044 N/A 30,881
2019 2,373 1,201 6,087 5,262 22,806 N/A N/A 1,047 N/A 31,180
2020 1,582 785 5,294 4,649 17,653 N/A N/A 788 N/A 29,946
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Industry Outlook
Outlook Over the five years to 2025, the Travel Agencies industry in Canada is

expected to post unusually strong growth as global travel patterns once
again increase following the expected eventual conclusion of the
COVID-19 (coronavirus) pandemic.

This is especially evident in 2021, as industry revenue is projected to rise 93.2% as the economy begins its path
toward recovery and as individuals who postponed or cancelled their trips over the current year begin to travel once
again. Moreover, consumers will likely continue using the internet to book most of their domestic and internet travel,
which both helps and hurts the industry simultaneously.

To achieve success, traditional travel agents are anticipated to tend to more niche target markets, such as catering
to wealthy adventure tourists that will pay agents a premium for organizing all their travel needs. However, online
travel websites, such as those operated by industry major players Expedia Group Inc. and Booking Holdings Inc.,
are likely to continue to increase their market share at the expense of their brick-and-mortar counterparts. These
online travel agents take a smaller commission from sales. Industry revenue is ultimately expected to grow at an
annualized rate of 17.2% to $3.5 billion over the five years to 2025.

RISING TRAVEL

The industry is expected to benefit from the improving economy, falling
unemployment and increased consumer spending.

Per capita disposable income is anticipated to increase an annualized 1.6% over the five years to 2025, a higher
rate than the five years to 2020, during which per capita disposable income declined. However, consumers are still
expected to plan for trips with deals in mind, likely seeking the best offer possible for their discretionary activities,
such as international travel. The number of international trips made by Canadian residents is projected to increase
at an annualized rate of 28.6% over the five years to 2025, thus increasing the potential client pool for industry
operators. For those that do travel during the period, many trips will also likely require the assistance of a travel
agent, especially for trips to less well-known or unconventional locations where tourism infrastructure is still
developing. Nonetheless, online travel websites will increasingly seek to steal bookings away from their brick-and-
mortar competitors by providing helpful information, such as interactive online destination guides and detailed
customer reviews.

RECOVERING PROFIT

Direct online booking websites that offer information, reservations and
travel payment systems with travel and tourism operators will likely
continue to play a growing role in the industry.

Consumers are becoming more comfortable with using these websites because they give them the flexibility to
research and compare various packages and prices without committing to a purchase. Online travel bookings have
already overtaken appointments made through travel agency shop fronts, with an even greater share of reservations
expected to be made online over the next five years. The high penetration rate of smartphones and portable tablet
devices has been a main driver behind the increase in online bookings.
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Increased use of the internet to book travel is expected to cause the industry to become more price driven.
Consumers conditioned to wait until the last minute in the hopes of securing a discounted travel package will likely
base their buying decisions on cost. However, as personal time becomes increasingly valuable, consumers are
anticipated to seek the value-added services that travel agents provide. Overall, however, IBISWorld expects that
the more positive economic environment over the next five years will bring about the recovery of the industry's
average profit margin from the loss it is expected to comprise over the current year. Accordingly, industry profit,
defined as earnings before interest and taxes, is projected to rise to 9.1% of industry revenue in 2025.

SHIFTING INDUSTRY LANDSCAPE

The number of industry establishments is projected to grow strongly in
line with the industry's recovery as a whole, increasing at an annualized
rate of 9.5% to 8,335 locations over the five years to 2025.

Despite this forecast growth, consolidation activity is expected to continue persisting in some way over the next five
years, particularly among the brick-and-mortar travel agencies present in the industry's landscape as online
operators replace them. The number of small agencies will likely continue to decline as merger and acquisition
activity intensifies. The growth of franchised operators and those linked to marketing groups will also likely lead to a
smaller average establishment size. Large agency groups are anticipated to dominate the industry. The smallest
agencies are expected to continue to be at the greatest financial risk in the short term, unless they operate in a
profitable niche market or location. To this end, the new operators that are expected to enter the industry over the
next five years are projected to target more niche market segments to establish themselves in the industry and
become profitable at the same time. As the number of industry establishments increases over the next five years,
industry employment is also projected to increase, rising an annualized 13.9% to 33,772 workers.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable
income  ($)

2020 1,582 785 5,294 4,649 17,653 N/A N/A 788 N/A 29,946
2021 3,055 1,642 7,202 6,150 28,648 N/A N/A 1,328 N/A 30,593
2022 3,335 1,781 7,595 6,468 30,855 N/A N/A 1,434 N/A 31,375
2023 3,399 1,827 7,823 6,664 31,841 N/A N/A 1,476 N/A 31,839
2024 3,448 1,868 8,066 6,874 32,812 N/A N/A 1,517 N/A 32,126
2025 3,490 1,908 8,335 7,109 33,772 N/A N/A 1,556 N/A 32,380
2026 3,532 1,949 8,637 7,374 34,807 N/A N/A 1,598 N/A 32,666
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Industry Life Cycle The life cycle stage of this industry is    Growth

LIFE CYCLE REASONS

Consumers and businesses prefer to access travel information and book online

The industry has significant price-based competition

Some travel agencies have become experts or specialists in certain types of travel to specific
destinations

The two main segments of the Travel Agencies industry in Canada are in distinctively different stages of their life
cycles. Travel websites are in the growth stage of their life cycle, as consumers flock to the internet to make travel
bookings directly. Meanwhile, traditional brick-and-mortar travel agents have reached maturity and have endured
increasing threats from travel websites and vendors that take online bookings directly. Overall, however, the industry
is growing. Industry value added (IVA), which measures an industry's contribution to the overall economy, is
expected to grow at an annualized rate of 4.6% over the 10 years to 2025. This compares with the expected growth
of Canadian GDP, which is estimated to rise at an annualized rate of 1.8% during the same period. The industry's
growing contribution to the Canadian economy, therefore, can be found in the burgeoning travel websites and their
increasing popularity, in addition to the traditional brick-and-mortar travel agencies that have continued to remain in
the industry following the past decade of turmoil.

The evolution of the industry has presented various challenges for its travel agents. For instance, the removal of
commission caps in the mid-1990s presented opportunities, but the following reduction in commission rates for
airline agents led to a significant decline in revenue and profit. Up until the mid-1990s, commissions represented
about half the total revenue for a typical travel agency. More significantly, the industry has been revolutionized by
technology. Improved website interfaces, the rise of smartphone technology and greater global internet penetration
have made it simple for consumers and businesses to conduct their own travel research and make arrangements
directly with travel operators. While the rise of travel websites has led to a decline in brick-and-mortar travel
agencies, it has also provided opportunities for the industry. For instance, a professional travel agent can provide
expertise and guidance that no volume of internet research can replace. Some travel agencies have grown and
improved their business by becoming experts or specialists in certain types of travel or specific destinations. Some
agencies have implemented new services that add value to client transactions, such as tracking of frequent flyers
accounts or helping customers get discounted upgrades.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Scenic and Sightseeing Transportation, Land In Canada

Gambling in Canada

Convention & Visitor Bureaus in Canada

Travel Agencies in Canada

Religious Organizations in Canada

Key Selling Industries
1st Tier

Amusement Parks & Arcades in Canada

Campgrounds & Recreational Vehicle Parks in Canada

Hotels & Motels in Canada

2nd Tier

Rail Transportation in Canada

Ocean & Coastal Transportation in Canada

Public Transportation in Canada

International Airlines in Canada

Scheduled Air Transportation in Canada

Products & Services

  Traditionally, the Travel Agencies industry in Canada has earned revenue
through vendor commissions, mainly from airlines, as tickets were
expensive, in demand and could only be ticketed by agents or the airlines.

Travel agents also made commissions from hotel, cruise, car rental and packaged tour sales. However, this model
changed dramatically in the mid-1990s, when airlines capped and then eliminated commissions paid to agents. This
lack of vendor commissions severely disrupted the industry, and many agents were forced to close their doors.
Today, travel agents make a greater proportion of their revenue through service fees charged to clients, rather than
vendor commissions. This business model has placed more responsibility on travel agents as they are forced to
provide a higher level of service to retain clients.

All travel agents, whether they are corporate, leisure or custom focused, earn revenue in a slightly different way.
Corporate travel agencies, for example, still earn most of their revenue through airline commissions, as they
generally book higher-class fares and have relationships with select airlines. Leisure travel agents make revenue
mainly from commissions on high-ticket products that still pay commissions, mainly vacation packages, cruises and
other add-ons. Those agents that create custom itineraries generally charge the highest fees. Custom itineraries are
more time intensive, and agents charge higher consultation, trip planning and service fees to compensate. In
addition to service fees and commissions, top travel agencies also earn significant revenue from override bonuses.
Vendors, including airlines, cruise lines, tour operators and car rental companies, pay travel agents that pass certain
sales quota overrides, which are kickbacks or bonus payments.

TOURS AND PACKAGED TRAVEL BOOKINGS

Tours and vacation package bookings account for an estimated 11.3% of
industry revenue in 2020, with this segment having decreased as a share
of total revenue over the five years to 2020.
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Tour operators pay agents' commissions due to the highly fragmented nature of the industry and the wide variety of
packages available. Also, packaged tours require more time, meaning higher labour costs for travel agents. Sales of
customized packages have increased at a faster rate compared with sales of standardized packages and have
become the industry's most lucrative business in terms of their niche potential.

INTERNATIONAL AND DOMESTIC AIRLINE BOOKINGS

Revenue from airline reservations has fallen over the five years to 2020 as
commissions have been reduced or eliminated on some types of flights
by airlines.

Falling airline ticket prices and the COVID-19 (coronavirus) pandemic have also exacerbated the situation. Travel
agents now receive commissions only on high-value tickets, such as first class or business class tickets. Travel
agents who focus on corporate clients still earn most of their revenue through airline bookings due to the high-value
fares they are booking for clients. Airline bookings account for an estimated 29.4% of industry revenue in 2020.
Although revenue from airline reservations has fallen in real terms, this segment has actually increased as a
proportion of total revenue due to more profound declines in other product segments.

CRUISE BOOKINGS

International cruise ship demand was a growth area for travel agents prior
to the coronavirus pandemic, but now comprises one of the industry's
less lucrative product segments, at least in the short term, with cruise
bookings falling as a share of revenue over the past five years.

In 2020, cruise bookings are projected to comprise 4.6% of industry revenue. Nonetheless, a high proportion of
cruises are booked through travel agents rather than independently, as cruise booking engines have yet to reach the
heights of airlines.

ACCOMMODATION BOOKINGS

While booking travel, industry travel agents still can generate significant
commission from accommodation services.

However, travellers are increasingly booking directly with travel operators, or with travel sites that provide side-by-
side comparisons of hotel rates for various destinations. For this reason, the accommodation segment has
stagnated as a proportion of industry revenue over the past five years. Accommodation bookings are estimated to
account for 11.4% of industry revenue in 2020.

OTHER SERVICES

The other services portion of industry revenue has grown over the past
five years due to the ease of incorporating add-on products with internet-
based travel agencies.

This category includes products such as travel insurance, travellers' cheques and foreign exchange and prepaid
discounted meals. In 2020, all other services provided by industry operators account for the remaining 40.9% of
industry revenue.

Demand
Determinants

Demand for the Travel Agencies industry in Canada is derived from both
the domestic and international visitor market.

This includes Canadian residents travelling overseas and international visitors travelling to or within Canada.
IBISWorld estimates that majority of industry revenue is derived from international travel sales, with the remainder
coming from domestic sales. However, business travel bookings are increasingly being concentrated in the hands of
the largest agencies; direct bookings with hotels and airlines are also increasing. Therefore, industry demand is
sensitive to changes in the available leisure time to travel and take vacations, and other factors that affect domestic
and international business travel, including business sentiment and profitability.

Household income
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Movements in real household disposable income are important for leisure travel. Leisure travel is also affected by
changes in tax and interest rates and the rate of growth of employment, and other factors, such as gas prices. Also
significant to this market are movements in the exchange rate relative to other major currencies, which directly affect
the cost and attractiveness of travel both to Canada and overseas.

The airline industry

The introduction of new airline technology affects the cost of airfare and demand for travel, while other factors
include the shifting demand by travellers away from standardized packaged tours and more toward individual
arrangements and more free and independent travel. More recently, there have also been many other factors,
including geopolitical tensions, wars, fears of terrorism or of the spread of diseases, such as the flu virus and the
ongoing COVID-19 (coronavirus) pandemic, which all have an influence on global travel patterns, and consequently,
downstream consumers' demand for the industry's services. Global air travel has increased rapidly over the past few
decades due to aircraft with larger capacity, better fuel efficiency and new routes, though it is projected to decline
sharply over the current year as a result of the pandemic.

Technology

Technological change is now a major factor that affects demand for industry travel agents, with the internet and
internet-based systems of importance. Travellers are now more likely than ever to make their own direct bookings
and reservations through travel websites, such as Expedia and priceline.com, as well as directly through hotel,
airline and tour group websites. This both helps and hurts the industry, as spending through travel websites
contributes to the industry's bottom line. However, consumers can choose to bypass the industry completely by
booking directly with vendors. The ubiquitous use of smartphones across society has prompted online bookings
growth, which will likely comprise be the main area of growth over the five years to 2025 as a result.

Business travel

Business travel, including attendance at seminars and conferences, accounts for a large proportion of spending at
travel agents. Changes in economic growth, business confidence and profitability influence this type of travel. Also,
economic conditions directly affect the number of business trips, the length of stay and budgeted travel amounts.
Increasingly, some business travel can be substituted by IT and communications, including teleconferencing and
conference calls, which ultimately hurts the industry.

Major Markets

  LEISURE TRAVEL

Leisure travel is the largest market for the Travel Agencies industry in
Canada.

This market is made up of travellers taking both domestic and international trips. The total number of international
trips by Canadian residents is expected to decrease at an annualized rate of 22.2% over the five years to 2020,
though this drop is largely due to the COVID-19 (coronavirus) pandemic causing the number of international trips
made by Canadians to decrease 71.6% in 2020 alone. Over the five years to 2020, domestic leisure travel, which is
estimated to comprise 40.3% of industry revenue in 2020, has decreased as a share of revenue, as has
international leisure travel, which is estimated to comprise 44.8% of total revenue. Generally, many travellers
wanting to go overseas still use travel agency services for part or all their trip components, such as accommodations
and cruise bookings. However, travellers are becoming increasingly likely to use solely online services to book their
domestic trip or make arrangements directly with hotels and airlines. Nonetheless, high-end tours to previously
inaccessible countries and regions have become more popular over the past five years, and consequently represent
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a profitable niche for some of the industry's travel agencies.

CORPORATE TRAVEL AND OTHER

Managed and unmanaged corporate travel makes up a smaller percentage
of industry revenue than leisure travel, but is often more lucrative for
agents, specifically accounting for 14.6% of revenue in 2020.

Demand for business travel is highly correlated with business confidence and corporate profit, though not all these
trips flow through travel agents, resulting in a lower share of revenue in comparison with the leisure segment. Also,
there is more competition for the lucrative corporate dollar than ever before, and many travel agencies that are now
focused on business customers have been forced to drop their commission rates to attract business. Over the five
years to 2020, managed corporate travel, which is estimated to represent 6.5% of industry revenue in 2020, has
increased as a share of revenue, while unmanaged corporate travel, which represents an anticipated 8.1% of
revenue in 2020, has decreased as a share of revenue. Aside from corporate travel, all other market segments for
this industry comprise the remaining 0.3% of revenue, a negligible portion in comparison with the rest of the
industry's market segments.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

As a service-based industry, exports and imports are not usually a feature of the Travel Agencies industry in
Canada. However, expenditure by foreign visitors to Canada has increased over the medium to long term, although
most of this does not flow through domestic travel agencies. Rather, bookings are made either directly with vendors
or through travel agencies in the traveller's home country.

Business
Locations

  The Travel Agencies industry in Canada is consumer-led, meaning the geographic distribution of the industry's establishments is
highly reliant on the population spread. For this reason, Ontario accounts for 42.9% of industry establishments in 2020, with
Quebec coming in second and accounting for 19.1% of establishments. These provinces in particular have above average
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household incomes, meaning consumers living in them are likely more able to pay for upmarket travel services.

Tourism spending and visitor numbers are also important to where the industry's travel agencies locate themselves. However,
since most tourism planning, booking and spending is made prior to departure, the origin of the tourist is more important than their
destination. Still, some tourists may plan upon arriving at their destination. Some of the top Canadian attractions and destinations
include the Pacific Rim National Park in British Columbia, which accounts for 18.8% of establishments; Whistler; the Banff
National Park in Alberta, accounting for 10.7% of establishments; Niagara Falls; Toronto; and Quebec City.

Over the past 10 years, it has become increasingly common for travel agents to operate from office complexes or from their
respective homes than from brick-and-mortar locations on a main street or strip mall. This is mainly due to the increased role of
technology in communicating with customers. The internet and phone are the two most common methods of contacting clients.
Only about a fraction of communication is made in person, which has declined over the five years to 2020.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

IBISWorld estimates that in 2020, the top four players in the Travel Agencies industry in Canada are expected to
account for 24.3% of the available market, giving this industry a low to medium level of concentration. It is important
to note, however, that market share concentration is unusually low for this industry over the current year as a result
of the COVID-19 (coronavirus) pandemic and its negative effects on industry operations as a whole. Moreover, there
are many large operators in the industry that control significant market share and earn billions in revenue annually.
However, small independent and privately owned companies serving niche markets comprise most of the industry.
Market share concentration has nevertheless increased over the five years to 2020 as industry consolidation has
intensified, especially with the growing online booking engines segment. Smaller players have banded together to
use their combined knowledge to better serve new and existing clients. According to Statistics Canada, most of the
industry's operators are small businesses, with 58.2% of operators employing four employees or fewer. Meanwhile,
there are fewer than 20 travel agencies in Canada that employ more than 100 people. A large proportion of travel
agencies are owner-operated businesses and do not have employees or independent contractors, highlighting the
small-business-oriented nature of the industry. There is also a high instance of franchising within the industry, as
many small operators benefit from the marketing power, technological prowess and national footprint a large brand
offers. The largest retail network is owned by Transat AT Inc., with over 600 outlets nationally, including nearly 300
franchises. Industry concentration is anticipated to increase over the five years to 2025 as smaller agencies seek
synergies that come from banding together. Larger operators will likely attempt to increase scale to efficiently
operate in this highly competitive market.

Key Success
Factors

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

Being part of a group buying, promotion and marketing scheme:
It is beneficial for operators to be part of a group-buying and promotional scheme to reduce operating costs and for
information-sharing purposes.

Having a clear market position:
A company needs to develop and understand its niche market and clients, and always meet the client's needs. This
will ensure good word-of-mouth recommendations and repeat clients.

Ensuring pricing policy is appropriate:
It is important to ensure that product pricing and packaging is undertaken properly and with adequate profit built in.

Ability to provide goods/services in diverse locations:
Operators can gain a competitive advantage if they have a wide variety of information and travel packages to suit
the specialist or niche travelers' needs and those of general and business travelers.

Access to the latest available and most-efficient technology and techniques:
Having online-based communication, reservation, business operations and information technology is now vital.

Access to multiskilled and flexible workforce:
Having on-going staff training in all areas of operation, including product knowledge, is essential to providing quality
customer service.
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Cost Structure
Benchmarks

  Profit

The average industry profit margin, measured as earnings before
interest and taxes, is estimated to stand at a loss of 1.3% in 2020,
down significantly from 8.3% of revenue in 2015. This decline is
primarily due to the COVID-19 (coronavirus) pandemic, as many
individuals have either cancelled their travel plans or avoided making
travel plans altogether to comply with the stringent social distancing
guidelines set forth by the federal and provincial governments in
Canada. Moreover, due to the negative effects of the coronavirus
pandemic on the Canadian economy, individuals who may have had
the disposable income to plan trips through the use of the industry's
services will likely hold off on making these plans, as per capita
disposable income, consumer spending and consumer confidence in
Canada are all forecast to decrease over the current year.
Nevertheless, over the five years to 2025, industry profit is projected to
recover along with the projected recovery of the Canadian and global
economies more generally, following the worst effects of the
coronavirus pandemic.

 

  Wages

Wages are the largest expense for this industry, accounting for an
estimated 49.8% of revenue in 2020 and remaining stable as a share of
industry revenue over the five years to 2020. The industry is still heavily
reliant on personal service, where quality customer service and product
knowledge remain key success factors. Travel agents assemble travel
itineraries and make reservations involving many elements, such as air
and ground transportation, hotels, restaurants and local guides.
Although a range of new computer and internet technology has recently
been implemented to reduce the labour intensity of the industry's travel
planning activities, the industry nevertheless remains dependent on
personal contacts, networking and hands-on local knowledge.
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  Purchases

Purchases make up the second-largest portion of industry revenue.
Typically, purchases include office furniture, software and other
business items that tend to have long lifespans. However, the industry
does not require large purchases such as expensive machinery or
warehouse facilities. Purchases are estimated to represent 38.5% of
industry revenue in 2020, up from 31.8% in 2015. Purchases as a
share of revenue are estimated to decline over the five years to 2025
due to the shift to online operations from physical locations. Since brick-
and-mortar offices are client facing, they tend to have more expensive
furniture to maintain a level style and aesthetic.

 

  Marketing

Advertising and marketing, accounting for an estimated 4.5% of
revenue in 2020, represent an important way in which companies
publicize deals and increase their brand identity. For online booking
agents, marketing expenses can represent over 40.0% of revenue,
consisting of traffic-generation costs from search engines and internet
portals, TV, radio and print spending and public relations. However,
most of industry revenue is generated by brick-and-mortar operators,
which do not allocate as much of their budgets toward marketing, so
the industry average is considerably lower. Over the five years to 2020,
marketing costs have increased as a share of industry revenue for the
average operator.

 

  Depreciation

Operators depreciate property and equipment, such as furniture over its
expected lifetime. Companies that provide internet-based services
usually capitalize on internal-use software and website development,
which adds to annual depreciation. Depreciation varies between
operators, especially brick-and-mortar and online booking agents,
which have fundamentally different business models. Depreciation has
stayed fairly steady over past five years as operators have already
completed major investments in technology assets. Nevertheless,
depreciation accounts for a relatively low proportion of total industry
revenue, at an estimated 1.1% of revenue in 2020.

 

  Rent

Rent costs are estimated to equal 3.3% of industry revenue in 2020,
and are expected to have remained stable as a share of revenue over
the past five years.
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  Utilities

Utility expenditures are estimated to equal 0.4% of industry revenue in
2020.

 

  Other Costs

Travel agencies are exposed to a range of other costs, including
selling, general and administrative costs, insurance and professional
fees. Altogether, these other costs account for the remaining 3.7% of
revenue in 2020.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Competition in the Travel Agencies industry in Canada has become
largely price based.

That is, operators must offer customers the best price for domestic and international travel. The increasing number
of travel websites has led to an increasing number of customers browsing to find the best price deal and booking
with the best-priced agency. Online ticket price and booking services have increased consumer information on travel
prices and have introduced more price-based competition to the industry.

However, there are some important nonprice elements in the competitive environment, particularly for business,
conference and inexperienced travellers. These elements include the quality of service provided, having detailed
knowledge of destinations and products, providing good recommendations to clients and being part of a chain or
franchise. Franchised travel agents can take advantage of computer systems, office support and brand advertising.
Location is also important, including having access to corporate clients, and word-of-mouth recommendations by
friends and relatives. For some agencies, these elements may be more significant than price alone.

External competition to this industry results from direct online information, booking and reservation systems provided
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by accommodation and transport operators that enable travellers to book and pay over the internet. These
transactions enable travellers to bypass travel agencies and wholesale services altogether.

Barriers to
Entry

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

  The Travel Agencies industry in Canada possesses low
barriers to entry. There are limited licensing requirements
that preclude new travel agents from starting a new
business, and capital requirements are relatively low
compared with other industries.

The industry has a medium level of concentration, with a
few large and dominant players. However, beyond these
large players, the industry is highly fragmented with
mostly small independent operators, many of which are
owner-operators with no employees. Over the five years
to 2020, the industry has become increasingly
specialized, with new operators entering the industry to
focus on more niche product and market segments,
though the number of operators in the industry has
nonetheless contracted in real terms.

The industry is labour intensive, meaning that only a low
level of capital is needed to enter the industry. However,
the industry's increasing reliance on online booking,
reservation and payment systems is ultimately increasing
the level of technology and capital required to operate in
the industry. Overall, barriers to entry into this industry are
low and steady. Links with franchised and marketing
chains assist entry but are not essential to success.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Growth  

Technology Change High  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Medium and the trend is Increasing

  Despite the absence of international trade, the level of globalization in the Travel Agencies industry in Canada is
medium and increasing. Due to internationally linked computer booking and reservation systems, the industry has
historically been highly globalized. Additionally, all international tour wholesalers and inbound tour operators develop
international connections in compiling travel packages to and from Canada. For example, industry player Transit AT
Inc. derives most of its revenue through selling international tour packages to Canadian travellers. According to a
2015 report conducted by the American Society of Travel Agents (latest data available), the sales mix has shifted
from a 60.0% domestic sales share and 40.0% international sales share in 2004, to the exact opposite by 2013. In
2020, IBISWorld estimates that international sales will make up 71.1% of revenue, with domestic sales coming in at
28.9% of revenue.

There are many international travel agencies that operate in Canada and serve Canadian consumers. These global
players, including the US-based Carlson Wagonlit Travel, the Japan-based Nippon Travel Agency Co. Ltd. and the
Australia-based Flight Centre Travel Group, all have locations in Canada. US-based operators are especially
prominent in the Canadian market due to the relative proximity of the two countries to each other.
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Major Companies

Major Players Expedia Group Inc.

Market Share: 16.1%

Brand Names Hotels.com, Hotwire.com, Classic
Vacations, Expedia Affiliate Network, Expedia
CruiseShipCenters, Trivago, Travelocity

  Expedia Group Inc. (Expedia) is an internet-based travel website headquartered in Bellevue, WA. The company was
created in 2005 when InterActive Corp. (IAC) spun off its travel businesses as a new publicly traded entity. Expedia
is now one of the world's largest online travel services, operating through its branded websites that include
Hotels.com, Hotwire.com, Worldwide Travel Exchange, Interactive Affiliate Network, Classic Vacations, Expedia
Corporate Travel, Egencia and eLong. These websites enable business and leisure travellers to research, plan,
book and manage their travel. As a result, the company receives about 60.0 million unique visitors monthly across
its various websites. In 2019 (latest data available), Expedia reported earning $16.0 billion globally across all
geographical regions and operating segments, and employed an estimated 25,400 full-time and part-time
employees.

Expedia's strategic focus has been to increase its online presence and sales. Over the past decade, this has been
achieved through many acquisitions of established online sites. More recently, the company has also expanded its
services to new markets and emerging countries, and now earns about 55.0% of its annual revenue in the United
States. The company is investing heavily in its mobile capabilities to meet demand for rising smartphone bookings.
In December 2011, prior to the beginning of the current period, Expedia spun off its TripAdvisor business into a
publicly traded company. To increase its scale, Expedia and Orbitz Worldwide Inc., another major online travel
booking site, announced their plans to merge in November 2015. Similarly, in January 2015, Expedia also acquired
travel booking website Travelocity to bolster its market share. Consequently, Expedia's share of revenue is expected
to increase substantially moving forward as it attempts to compete with other major players and new online
competitors, such as Google LLC, though its market share is expected to drop significantly over the current year
amid industry-wide revenue declines more broadly due to the ongoing COVID-19 (coronavirus) pandemic.

Expedia's Canadian domain, Expedia.ca, first launched in 2000 and reached $2.0 billion in gross bookings for the
first time in 2012. Canada is also home to many of Expedia's CruiseShipCenters, which market and sell cruise
vacations, as well as resort and land options.
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Financial performance

Expedia's industry-relevant revenue is estimated to decrease at an annualized rate of 2.2% to $254.7 million over
the five years to 2020. However, it must be noted that revenue has increased over every year of the period for this
company with the exception of the current year as a result of the coronavirus pandemic. Therefore, this fall in
annualized growth is largely the reflection of the company's struggles in 2020 rather than reflective of the company's
revenue performance as a whole over the past five years. To this end, then, during the majority of the five-year
period, Expedia's revenue has increased strongly, partly due to the rapid growth in online penetration of travel
expenditures. The company's main revenue generator, selling hotel rooms as standalone and package bookings,
has grown strongly in particular despite tighter margins due to increased competition. Yet, as hotels have continued
to aggressively drop their prices in the form of more affordable options for consumers who choose to purchase
directly, consolidation within the airline segment has also followed suit. This has hurt Expedia's bottom line
somewhat, as the supply of tickets has fallen. Further, due to the coronavirus pandemic, the company's operating
profit, defined as earnings before interest and taxes, is projected to stand at a loss of $632.8 million in 2020.

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

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 284.0 N/C 17.6 N/C
2016 387.3 36.4 20.4 15.7
2017 434.8 12.3 27.0 32.4
2018 484.8 11.5 30.8 14.2
2019 533.9 10.1 40.0 29.5
2020 254.7 -52.3 -632.8 -1,683.9

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

Booking Holdings Inc.

Market Share: 5.0%

Brand Names priceline.com, Bookings.com, Kayak.com,
Agoda.com, rentalcars.com

  Booking Holdings Inc. (Booking Holdings), previously known as the Priceline Group Inc., is a Norwalk, CT-based
company and website that enables users to purchase discount travel-related products such as airline tickets, hotel
stays and car rentals. The company was initially founded in 1998 and operates under the brands of Priceline.com,
Booking.com, Agoda.com and Rentalcars.com. Priceline.com provides downstream consumers with TripFilter
advanced search technology and can offer low prices through its Name Your Own Price service. Booking Holdings
currently employs an estimated 26,400 staff worldwide and reported generating company-wide revenue of $20.0
billion in 2019 across all geographical regions and operating segments (latest data available).

Priceline.com made a major acquisition in November 2012 prior to the beginning of the current reporting period,
purchasing leading travel meta-search service KAYAK Software Corporation, owner of Kayak.com, for $1.8 billion in
cash and stock. Meta-search engines collate results from multiple search engines. This purchase has helped
Booking Holdings close the gap with its competitor Expedia and reduced its dependence on paid Google
placements. Booking Holding's previous acquisitions, Booking.com in 2005, Agoda.com in 2007 and TravelJigsaw in
2010, have contributed substantially to the company's international growth. Booking.com, for example, had more
than 45,000 partners globally and had increased its reach to Europe. Agoda.com is the main Asian online hotel
booking service.

Financial performance

Booking Holdings does not segment out its revenue geographically. However, IBISWorld estimates the company's
industry-relevant revenue will likely decrease at an annualized rate of 6.0% to $78.6 million over the five years to
2020. However, it is important to note that the company performed well over every year of the period, and that this
projected annualized decline is due to the company's forecast revenue decline of 56.8% in 2020 as a result of the
coronavirus pandemic. Similarly, the company's operating profit, defined as earnings before interest and taxes, is
also projected to decrease, falling at an annualized rate of 194.2% over the five years to 2020 as a result of the
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pandemic's negative effects on domestic and international travel.

 
Booking Holdings Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015 107.1 N/C 37.8 N/C
2016 129.3 20.8 35.0 -7.5
2017 149.5 15.6 53.5 52.9
2018 171.2 14.5 62.9 17.6
2019 181.8 6.2 64.5 2.5
2020 78.6 -56.8 -28.1 -143.6

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

Other Companies Maritime Travel Inc.

  Market Share: 2.5%
  Maritime Travel Inc. (Maritime Travel) started as a single storefront in 1949. Today, the company claims to be the

country's largest independent travel agency, with 115 retail locations across Canada. The company also controls the
LeGrow's Travel and Voyages Maritime brands. Maritime Travel was originally affiliated with Marlin Travel to provide
customers with a national network. However, the two recently split when Maritime Travel built a national footprint
and no longer needed the affiliation to meet its customers' needs. Although Maritime Travel is privately owned and
thus does not disclose its financial information, IBISWorld estimates the company will generate $39.6 million in
industry-relevant revenue in 2020, constituting a market share of 2.5%.

Transat AT Inc.

  Market Share: 0.7%
  Transat AT Inc. (Transat AT) is one of the world's largest integrated tourism companies. The company was publicly

listed on the Toronto Stock Exchange in 1987, and is currently based in Montreal. It operates and has subsidiaries in
Canada, France, the United Kingdom, the Dominican Republic, Barbados, the United States and Mexico. The
company's main activity is providing Canadians with outgoing tours to international locations, for which it has more
than 60 destinations worldwide. Transat AT also provides incoming tour operations within Canada, as well as an air
transportation arm, referred to as Air Transat, and hotels in the Dominican Republic. Transat AT operates in the
Travel Agencies industry in Canada through its retail distribution segment. Transat AT's network includes the Club
Voyages, Voyages en Liberte, Voyages Transat, TravelPlus and Marlin Travel brands, making it the country's
leading retail distributor of holiday travel. Transat AT also operates a well-known and long-established internet travel
brand, Tripcentral.ca, which contributes an increasing amount to the company's revenue and bottom line. IBISWorld
estimates the company will earn industry-relevant revenue of $10.8 million in 2020, corresponding to a market share
of 0.7%.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Travel Agencies industry in Canada has a low level of
capital intensity. For every $1.00 spent on wages and
associated labour costs in 2020, operators in the industry
will spend $0.02 on the use and replacement of capital,
with this value remaining steady over the five years to
2020.

The industry is labour intensive chiefly because a high level
of personal contact is required of successful operators to
win and retain business. Industry sales staff needs to have
significant travel-product knowledge, and must be able to
tailor packages depending on the client's needs. Staff must
be adept at sales, client relations and have a specialized
knowledge of the travel industry.

Moreover, it is important to note that operators in the
industry are exposed to relatively few capital costs.
Buildings and equipment can easily be rented or leased,
and little heavy machinery is required. Computers and
other office equipment comprise the industry's main
depreciable asset; however, these represent a low cost as
a percentage of total industry revenue. Companies that
provide internet-based services usually capitalize on
internal-use software and website development, which
adds to annual depreciation. The industry's level of capital
intensity is unlikely to change over the five years to 2025.
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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.

Very High Innovation
Concentration

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

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

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

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 industry is adding new patent technologies at a rate in line with the average across all industries, which suggests a
stable addition of technology. However, the concentration of technologies is high. This creates the potential for innovation
outside the focus of industry leaders to gain traction.

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

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

The most relevant disruptive force in the Travel Agencies industry in Canada
has been the pressure of online travel websites empowering potential
customers to book their own travel.

Online travel booking websites enable consumers to organize their own accommodations, tours, rental cars and airline
tickets, which are things that consumers would traditionally depend on the industry's travel agencies for, directly through
their websites. This has thus challenged the relevance of the industry's travel agencies. Additionally, other technological
disruption from Airbnb Inc. and other home sharing companies' business models, which have been growing in popularity in
recent years, have also been pressuring the industry. While these websites are better known for permitting consumers to
rent rooms, apartments or whole houses online, straight from the owner, they simultaneously enable consumers to books
local experiences, such as tours and wine tastings. Both aspects of this business model directly challenge the industry.
These challenges have led to industry operators becoming more innovative, with a majority committing to both an online
presence and a physical location. Many operators highlight benefits that only a travel agent can provide, such as a unique
experience, discount pricing and overall peace of mind when it comes to planning a trip.

The level of technology change is    High

  Changing technology has had a large influence on the Travel Agencies
industry in Canada over the past decade.
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The widespread use of the internet has been a game changer to the modern travel agency and has both helped and hurt
the industry. Travel agents have been forced to adapt to remain relevant and profitable. Many agencies have shifted their
focus to online services for traditional services, such as airline and hotel bookings, while maintaining some physical store
presence where demand is sufficient to do so.

Online bookings

The ability of Canadian consumers to book their own travel online has been
the biggest change to sweep the industry.

Customers no longer need to visit a travel agency and can simply go to travel websites to book an entire trip themselves.
Airlines, hotels and other tourism operators have also cut into the industry's stream of revenue in more recent years by
enabling customers to book directly through their own websites. This has decreased the relevance of travel agents, as they
were traditionally a necessary intermediary between customers and vendors. As commissions are the main basis of a travel
agency's income, many have experienced sharp declines in revenue and profit earned from in-person sales.

Communication

High-speed internet connections in combination with improved internet
interfaces enable the industry's travel agents to connect with their customers
faster and more effectively.

Instant video, voice and text communication can be used across the globe, often at considerably less expense than
traditional methods. According to the American Society of Travel Agents, over one-third of travel agents communicate with
their clients via the internet, either through their website or email. This number has gone up sharply over the past decade.
During the same period, the number of phone interactions has decreased steadily, while walk-ins or in-person
appointments have remained steady.

Outlook

The past decade has been one of rapid change for the industry.

While further technological change is expected, and the industry will likely continue to evolve, further technological change
is expected to have a limited effect on industry operations, as successful travel agents now rely on a mix of both online and
offline bookings.

Revenue
Volatility

The level of volatility is    Medium

  The Travel Agencies industry in Canada has been subject to a moderate
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degree of revenue volatility over the five years to 2020.

The entire tourism sector, including travel agencies, is highly sensitive to global economic conditions and other factors such
as unemployment, household income and consumer sentiment. Most travel is a discretionary expense, and as a result,
travel expenditure is one of the first expenses to be cut by consumers when economic times are difficult or during times of
national crisis. This is, therefore, likely to be the case in 2020 with regard to the COVID-19 (coronavirus) pandemic,
especially considering the pandemic's negative effects on the Canadian economy overall. Conversely, during times of
global economic stability, the industry is subject to a lower level of volatility, mainly due to the diverse range of services it
provides. Over the past five years, the highest year of industry revenue growth occurred in 2017, where industry revenue
grew 10.0%. Meanwhile, the lowest year of revenue growth for the industry is forecast by IBISWorld to occur in 2020, with
industry revenue projected to decline 33.3% over the year as a result of the aforementioned pandemic. Overall, industry
revenue has fluctuated an average of 10.8% year-over-year over the past five years, connoting a medium degree of
revenue volatility.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Travel Agencies industry in Canada must ultimately comply with various
laws and regulations that relate to the industry and its provision of travel
services, including registration in various Canadian provinces.

Most of the laws that industry travel agencies are subject to are enacted at the provincial level; in other words, travel agents
must comply with the relevant laws regarding the province in which they operate. Some provinces are stricter than others in
their requirements. For example, in the province of Ontario, all agents and managers must take the Travel Industry Council
of Ontario exam. Meanwhile, travel agencies in British Columbia are required to take a travel insurance exam by the
Insurance Council of British Columbia. A similar exam is applicable in Saskatchewan.

Additionally, travel agencies are subject to consumer protection, data privacy and competition laws that are not specific to
the travel industry. Considering this, the industry is subject to a light level of regulation overall.

Industry
Assistance

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

The Travel Agencies industry in Canada benefits from organizations such as
the Association of Canadian Travel Agencies (ACTA), a national trade
association the represents the retail arm of Canada's tourism industry.

Launched in 1977, the ACTA's members include retail travel agencies and suppliers such as tour operators, travel
wholesalers, airlines, hotels, cruise and rail lines and rental companies. The ACTA provides leadership on behalf of its
members in many areas, including advocacy and lobbying, communications and public relations to government and
industry partners, performing industry research and facilitating education and training.

The industry also benefits indirectly from government funding to promote tourism in Canada. Destination Canada, formerly
referred to as the Canadian Tourism Commission, is a Crown corporation wholly owned by the government that was
created in 1995 to promote tourism in Canada. Destination Canada is dedicated to promoting the growth of Canadian
tourism by marketing Canada as a desirable travel destination.
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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)

Per capita
disposable
income ($)

2011 2,048 1,182 5,936 5,114 21,676 N/A N/A 986 N/A 28,391
2012 2,052 1,198 5,876 5,012 22,821 N/A N/A 1,015 N/A 28,883
2013 2,070 1,191 6,163 5,243 24,342 N/A N/A 1,015 N/A 29,369
2014 1,961 1,154 6,228 5,343 23,024 N/A N/A 979 N/A 29,466
2015 2,078 1,220 6,230 5,437 22,115 N/A N/A 1,030 N/A 30,804
2016 2,146 1,267 6,207 5,461 21,804 N/A N/A 1,017 N/A 30,333
2017 2,361 1,327 6,173 5,431 22,967 N/A N/A 1,070 N/A 30,715
2018 2,360 1,345 6,162 5,384 22,751 N/A N/A 1,044 N/A 30,881
2019 2,373 1,201 6,087 5,262 22,806 N/A N/A 1,047 N/A 31,180
2020 1,582 785 5,294 4,649 17,653 N/A N/A 788 N/A 29,946
2021 3,055 1,642 7,202 6,150 28,648 N/A N/A 1,328 N/A 30,593
2022 3,335 1,781 7,595 6,468 30,855 N/A N/A 1,434 N/A 31,375
2023 3,399 1,827 7,823 6,664 31,841 N/A N/A 1,476 N/A 31,839
2024 3,448 1,868 8,066 6,874 32,812 N/A N/A 1,517 N/A 32,126
2025 3,490 1,908 8,335 7,109 33,772 N/A N/A 1,556 N/A 32,380

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Per capita
disposable
income (%)

2011 -0.27 -0.11 0.16 -2.02 0.01 N/A N/A 2.46 N/A -0.58
2012 0.22 1.39 -1.02 -2.00 5.28 N/A N/A 2.92 N/A 1.73
2013 0.84 -0.60 4.88 4.60 6.66 N/A N/A -0.01 N/A 1.68
2014 -5.24 -3.17 1.05 1.90 -5.42 N/A N/A -3.49 N/A 0.33
2015 5.97 5.75 0.03 1.75 -3.95 N/A N/A 5.20 N/A 4.54
2016 3.25 3.86 -0.37 0.44 -1.41 N/A N/A -1.26 N/A -1.53
2017 10.0 4.72 -0.55 -0.55 5.33 N/A N/A 5.18 N/A 1.26
2018 -0.03 1.34 -0.18 -0.87 -0.95 N/A N/A -2.43 N/A 0.53
2019 0.53 -10.7 -1.22 -2.27 0.24 N/A N/A 0.29 N/A 0.96
2020 -33.4 -34.7 -13.0 -11.7 -22.6 N/A N/A -24.8 N/A -3.96
2021 93.2 109 36.0 32.3 62.3 N/A N/A 68.5 N/A 2.15
2022 9.16 8.44 5.45 5.17 7.70 N/A N/A 7.99 N/A 2.55
2023 1.91 2.58 3.00 3.03 3.19 N/A N/A 2.93 N/A 1.48
2024 1.42 2.27 3.10 3.15 3.04 N/A N/A 2.72 N/A 0.90
2025 1.24 2.12 3.33 3.41 2.92 N/A N/A 2.58 N/A 0.78

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2011 57.7 N/A N/A 94.5 48.2 3.65 45,488
2012 58.4 N/A N/A 89.9 49.5 3.88 44,468
2013 57.6 N/A N/A 85.0 49.0 3.95 41,685
2014 58.8 N/A N/A 85.2 49.9 3.70 42,534
2015 58.7 N/A N/A 94.0 49.6 3.55 46,588
2016 59.0 N/A N/A 98.4 47.4 3.51 46,661
2017 56.2 N/A N/A 103 45.3 3.72 46,597
2018 57.0 N/A N/A 104 44.2 3.69 45,901
2019 50.6 N/A N/A 104 44.1 3.75 45,927
2020 49.6 N/A N/A 89.6 49.8 3.33 44,650
2021 53.7 N/A N/A 107 43.5 3.98 46,352
2022 53.4 N/A N/A 108 43.0 4.06 46,479
2023 53.7 N/A N/A 107 43.4 4.07 46,362
2024 54.2 N/A N/A 105 44.0 4.07 46,218
2025 54.7 N/A N/A 103 44.6 4.05 46,065

Figures are inflation adjusted to 2020
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Additional Resources
Additional
Resources

Association of Canadian Travel Agencies
http://www.acta.ca

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

Travel Press
http://www.travelpress.com

Open Jaw Magazine
http://www.openjaw.com

Industry Jargon BRICK AND MORTAR
A company that possesses buildings, production facilities or stores for operations.

GLOBAL DISTRIBUTION SYSTEM
A computerized system for agents, comprising details on international and domestic travel product.

TRAVEL WEBSITE
A website on the internet that is dedicated to travel and may be focused on travel reviews, the booking of travel or a
combination of both.

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
players account for more than 70% of industry revenue. Medium is 40% to 70% of industry revenue. Low is less
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than 40%.

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

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

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

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

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

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

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

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

WAGES
The gross total wages and salaries of all employees in the industry.
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With our trusted research covering thousands of global industries, you’ll get a quick and intelligent
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actionable insights, comprehensive data and in-depth analysis to help you make smarter, faster
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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
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