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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 Convention and Visitor Bureaus 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 Convention and Visitor Bureaus industry in Canada comprises convention and visitor bureaus that market and

promote communities and local facilities to business and leisure travellers, assist organizations in locating meeting
and convention sites, provide travel information on an area’s attractions and accommodations and organize group
tours of local attractions.

Major Players Vancouver Convention Centre

MTCC

Palais des congres de Montreal

Main Activities The primary activities of this industry are:

Convention planning services

Visitor information and sightseeing tour services

Conference, reunion and gala planning services

Exposition planning and hosting services

Reserving tickets for travel and events

Operating welcome centres

The major products and services in this industry are:

Convention planning and hosting services

Visitor information and sightseeing tour services

Other
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Supply Chain

SIMILAR INDUSTRIES

Real Estate Sales & Brokerage in
Canada

Travel Agencies in Canada Trade Show & Event Planning in
Canada

Tour Operators in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Convention & Visitor Bureaus in
the US

Business Concierge Services    
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Industry at a Glance
Key Statistics

$354.9m
Revenue

Annual Growth

2015–2020

-0.9%

Annual Growth

2020–2025

4.0%

Annual Growth

2015–2025

 

$-7.5m
Profit

Annual Growth

2015–2020

-178.6%

  Annual Growth

2015–2020

 

-2.1%
Profit Margin

Annual Growth

2015–2020

-8.8pp

  Annual Growth

2015–2020

 

225
Businesses

Annual Growth

2015–2020

5.0%

Annual Growth

2020–2025

4.8%

Annual Growth

2015–2025

 

1,183
Employment

Annual Growth

2015–2020

0.7%

Annual Growth

2020–2025

3.8%

Annual Growth

2015–2025

 

$54.3m
Wages

Annual Growth

2015–2020

0.4%

Annual Growth

2020–2025

3.9%

Annual Growth

2015–2025

Key External Drivers % = 2015–20 Annual Growth

0.6%
Consumer spending

-3.4%
Consumer confidence index

2.3%
Corporate profit

0.6%
Leisure time

-28.7%
Inbound international travel

 
Industry Structure

POSITIVE IMPACT

  Regulation & Policy
Light / Steady   Industry Globalization

Low / Increasing

MIXED IMPACT

  Life Cycle
Mature   Revenue Volatility

Medium

  Capital Intensity
Medium   Industry Assistance

Medium / Steady

  Concentration
Medium   Technology Change

Medium

  Barriers to Entry
Medium / Steady   Competition

Medium / Increasing

 

Key Trends

 New technology has introduced competition to convention
and visitor bureaus

 Small-scale operators have continued to enter the industry in
recent years

 Environmental concerns have become increasingly
prevalent among operators

 Convention centres are expected to compete on the
modernity of their infrastructure

 The internet will continue to be the primary medium for travel
arrangements

 Industry profitability is expected to recover as the industry's
demand conditions improve

 Industry operators have experienced mounting external
competition in recent years
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Imports

  Low Customer Class Concentration

  High Revenue per Employee

   

WEAKNESSES

  Low Profit vs. Sector Average

  High Product/Service Concentration

  High Capital Requirements

   

OPPORTUNITIES

  High Revenue Growth (2015-2020)

  High Revenue Growth (2020-2025)

  High Performance Drivers

  Leisure time

   

THREATS

  Low Revenue Growth (2005-2020)

  Low Outlier Growth

  Consumer spending
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Executive Summary Be our guest: Rising levels of disposable income are expected to boost
demand for industry services

The Convention and Visitor Bureaus industry in Canada markets local communities to both leisure and business
travellers. Operators assist organizations in finding facilities and booking spaces for events, such as conventions,
conferences and meetings. In addition, participants provide information on local attractions and accommodations.
For much of the five years to 2020, rising levels of disposable income and increased consumer spending have
generated demand for industry services among domestic consumers, while favourable exchange rates caused by
the weak Canadian dollar have encouraged several international clients to host conventions and plan vacations in
Canada. However, the COVID-19 (coronavirus) pandemic has reversed these trends, constraining the ability of
domestic companies to participate in conferences and conventions amid public health concerns and social
distancing mandates. As a result, total industry revenue is estimated to decrease at an annualized rate of 0.8% to
$354.9 million over the five years to 2020, including a projected decline of 13.7% in 2020 alone.

Industry operators have also experienced mounting external competition in recent years. Daily deal sites and flash
sale sites have emerged to offer consumers less expensive travel options, increasing competition for convention and
visitor bureaus. Moreover, peer-to-peer accommodation networks, such as Airbnb, have become popular
alternatives to traditional lodging options, such as those promoted by industry operators. Plus, the average age of
travellers in Canada is decreasing, and younger, tech-savvy consumers predominately use the internet to plan their
travel. In response to these trends, industry participants have created easy-to-use websites and moved most of their
services online, though profitability has nevertheless decreased during the period and is projected to encompass a
loss of revenue over the current year.

Though external competition is expected to continue to grow over the coming years, the industry is expected to
benefit from improving domestic and global economic conditions as the Canadian economy recovers following the
conclusion of the coronavirus pandemic. As disposable incomes increase, consumers will be able to spend more on
travelling and attending events, boosting demand for industry services. Ultimately, industry revenue is forecast to
grow at an annualized rate of 4.0% to $432.7 million over the five years to 2025.
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Industry Performance

Key External
Drivers

Consumer spending

Consumer spending on luxury goods, such as travel, increases with disposable income. As households experience
more discretionary spending power, individuals are more likely to travel and attend conventions, conferences and
other events. Demand for industry services depends on the propensity of individuals to travel and attend various
events. Consequently, a rise in consumer spending tends to benefit industry revenue. Consumer spending is
expected to decrease in 2020.

 

Corporate profit

A higher profit margin enables companies to make room for extraneous expenses in their budget, such as hosting
and paying for employees to attend conventions, conferences and other events. Profitable businesses are more
likely to use industry services to locate sites and plan events. These companies are also more likely to pay for
employees to attend these events and use industry services to book travel arrangements. Therefore, an increase in
corporate profit boosts industry revenue. Corporate profit is projected to decrease in 2020.

 

Inbound international travel

Inbound international travel indicates the number of non-Canadian visitors coming into Canada. International
business travellers and tourists use industry services to attend events, find accommodations and organize other
arrangements. Economic and geopolitical conditions in visitors' home countries, as well as exchange rates and fuel
costs, affect inbound international travel. Inbound international travel is expected to fall sharply in 2020 due to the
COVID-19 (coronavirus) pandemic, posing a potential threat to the industry.

 

Leisure time

Individuals with more leisure time are better able to travel and attend events. When individuals travel, they are more
likely to use industry services to gather information about their destination, find accommodations and organize other
arrangements. Leisure time is expected to remain stagnant in 2020, representing a potential opportunity for the
industry among other, more markedly reduced demand conditions.

 

Consumer confidence index

Confidence in the economy influences consumers' willingness to travel and attend events hosted by industry
operators. When consumers are feeling more confident in the economy, they are more likely to take vacations and
make discretionary purchases using services provided by convention and visitor bureaus. The Consumer
Confidence Index is expected to decline in 2020.



Convention & Visitor Bureaus in Canada December 2020

11 IBISWorld.com

 

Current
Performance

The Convention and Visitor Bureaus industry in Canada is engaged in
marketing and promoting local communities to attract leisure and
business travellers.

For instance, industry operators assist organizations in booking various events at convention centres, ranging from
expositions to meetings. Moreover, visitor bureaus provide information to visitors regarding tourist attractions and
accommodations, offering deals on tours, hotel rooms and other travel-related items. Many participants are funded
in part by government contributions and membership fees from surrounding businesses, as operators are tasked
with attracting more travellers to an area to generate economic benefits for a city or province. As a result, the
industry typically has a low level of profitability. Revenue from the provision of services is intended to cover
operating costs rather than generate a large profit margin.

For the majority of the five years to 2020, the industry has generally benefited from a relatively weak Canadian dollar
as well as strengthening economic conditions worldwide. For example, the weak dollar had enticed several
international travellers to visit Canada, as a favourable exchange rate causes domestic goods and services to be
relatively inexpensive for foreign visitors, enabling international travellers to get more for their money. This trend has
been reversed by the COVID-19 (coronavirus) pandemic, however, with inbound international travel to Canada
projected to decrease 80.7% in 2020 as individuals, families and workplaces cancel all nonessential obligations in
the interest of public safety or move activities online when permitting. Further, domestic business is projected to be
negatively affected by the economic fallout from the ongoing pandemic, with consumer confidence, per capita
disposable income and corporate profit all forecast to decrease in 2020. As a result, although the industry performed
relatively well during the period overall, industry revenue is forecast to decrease an annualized 0.8% to $354.9
million over the five years to 2020, though this annualized decline is largely due to an anticipated revenue drop of
13.7% in 2020 alone caused by the coronavirus pandemic.

KEEPING UP WITH CONSUMER PREFERENCES

New technology has introduced significant competition to convention and
visitor bureaus over the past five years.

More travellers are now using the internet to find information on local attractions and accommodations, as well as
deals on airfare, hotel rooms, tours and other travel-related items. Plus, daily deal sites and flash sale sites have
emerged to offer consumers discounts on travel arrangements, competing with those advertised by industry
operators. In addition, peer-to-peer accommodation networks, such as Airbnb, are becoming increasingly popular
alternatives to traditional lodging options marketed by industry participants. Overall, the rise of social media,
particularly reviews of local attractions and accommodations, has reduced demand for similar services provided by
visitor bureaus. In turn, increased competition from free online alternatives has led many visitor bureaus to lower
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prices to maintain business, ultimately cutting into industry profitability. Consequently, the average industry profit
margin, defined as earnings before interest and taxes, is estimated to account for a loss of 2.1% of total industry
revenue in 2020, further compounded by the coronavirus pandemic eroding the industry's base of operations.

As a result of growing demand for industry services, small-scale operators have continued to enter the industry in
recent years. New technology, while contributing to rising competition, has also decreased start-up costs, enabling
entrants to more easily advertise unique attractions and negotiate exclusive deals with accommodation and
transport providers in a region. Smaller operators can also package a range of original and exclusive travel items to
cater to consumer preferences for new and different vacations. For these reasons, the number of enterprises is
estimated to rise at an annualized rate of 5.0% to total 225 companies over the five years to 2020. Meanwhile, the
rise of online competition has also encouraged operators to expand their workforces and increase spending on
wages to gain a competitive advantage through heightened customer services. Thus, operators have hired more
experienced and more highly paid employees to provide exceptional service, causing industry employment to
increase at an annualized rate of 0.7% to 1,183 employees over the five years to 2020.

GROWING GREEN

Environmental concerns have become increasingly prevalent among
industry operators over the past five years, with more organizations and
individuals prioritizing sustainability while hosting and attending events.

In line with this trend, environmental certifications have increased in importance for business and leisure travellers.
Additionally, ecotourism, which links travel to nature by learning about the environment, is the fastest growing sector
in travel. In response to this trend, leading convention centres have implemented sustainable initiatives to reduce
their environmental impact, while new visitor bureaus have emerged to advertise nature attractions.

For example, the Vancouver Convention Centre, the largest operator in the industry, received government funding to
construct its west facility. This facility has a living roof, seawater heating and cooling, on-site water treatment and
fish habitat built into its foundation. The centre also recycles an average of 180,000.0 kilograms of materials
annually, which is almost half the total volume of waste generated; avoids canned goods, disposable utensils and
dishes; and donates leftover food to local charities. In recognition of these efforts, the Vancouver Convention Centre
has received several awards for its sustainable practices, including qualifying as one of the American Institute of
Architects' Committee on the Environment's Top Ten Green Projects.

Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Consumer
spending

($b)
2011 314 67.5 158 154 1,083 N/A N/A 49.3 N/A 1,005
2012 320 59.4 158 155 1,032 N/A N/A 45.9 N/A 1,024
2013 334 72.7 156 152 1,032 N/A N/A 43.0 N/A 1,050
2014 356 75.1 167 163 1,094 N/A N/A 46.5 N/A 1,078
2015 370 85.7 180 176 1,141 N/A N/A 53.2 N/A 1,103
2016 378 91.3 190 186 1,163 N/A N/A 54.2 N/A 1,126
2017 409 94.7 202 198 1,235 N/A N/A 57.8 N/A 1,166
2018 413 92.3 225 221 1,275 N/A N/A 59.4 N/A 1,191
2019 411 94.9 232 228 1,286 N/A N/A 59.7 N/A 1,210
2020 355 55.2 227 225 1,183 N/A N/A 54.3 N/A 1,123



Convention & Visitor Bureaus in Canada December 2020

13 IBISWorld.com

Industry Outlook
Outlook Over the five years to 2025, strengthening economic conditions as the

broader Canadian economy recovers from the COVID-19 (coronavirus)
pandemic will present new opportunities for growth for the Convention
and Visitor Bureaus industry in Canada.

At the same time, however, rising competition from other providers of travel information and arrangement services
will continue to limit the industry's expansion, ultimately hindering opportunities for more robust revenue growth.
Nevertheless, rising consumer confidence and disposable incomes over the next five years are expected to bolster
consumer spending on travel-related items. Moreover, growing corporate profit will enable more organizations to
book rooms at convention centres and send employees to expositions, conferences, meetings and other events,
generating significant revenue for industry operators. Additionally, strong growth regarding inbound international
travel over the next five years is expected to further underscore revenue growth and enable the recovery of industry
profitability as well. Overall, industry revenue is forecast to increase at an annualized rate of 4.0% to $432.7 million
over the five years to 2025.

COMPETING FOR ATTENTION

Moving forward, the internet will continue to be the primary medium for
travel arrangements, limiting demand for the industry's brick-and-mortar
visitor information bureaus.

Through social media, consumers can post pictures of tourist attractions and write about their accommodation
experiences, providing a wealth of information to other travellers. Consumers can also offer visitors places to stay
through peer-to-peer accommodation networks such as Airbnb. In addition, daily deal sites and flash sale sites will
continue to provide discounts on travel-related items, competing with deals on airfare, tours, hotel rooms and other
arrangements provided by industry operators. To remain relevant, visitor bureaus must create and maintain easy-to-
use websites that enable consumers to search for deals and book travel arrangements online. Despite growing
competition from external operators, industry tourism bureaus are expected to benefit from overall improvements in
Canadian consumer conditions, with per capita disposable income projected to grow at an annualized rate of 1.6%
over the next five years, which will enable more Canadian residents to travel and visit industry establishments.

Additionally, convention centres tasked with attracting organizations and delegates to their cities and provinces will
have to compete with other destinations worldwide. As business becomes increasingly globalized, individuals are
consequently travelling farther for conferences and other professional events. In turn, industry leaders have
responded to the shifting professional landscape by updating facilities and launching marketing campaigns to attract
clients. For instance, the Palais des congres de Montreal, one of the largest operators in the industry, has improved
its wireless and wired internet networks so high-speed access is available anywhere in the Palais, and has adapted
its new website to better accommodate mobile devices. Given this trend, convention centres are expected to
increasingly compete on the modernity of their infrastructure in coming years. At the same time, improving economic
conditions will enable more businesses to host conferences and purchase other industry-relevant services, with
corporate profit in Canada forecast to increase at a strong annualized rate of 6.6% over the five years to 2025.

INDUSTRY LANDSCAPE

As the Canadian economy recovers from the coronavirus pandemic,
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which is ongoing across the country as of the time of this writing,
industry profitability is also expected to recover as the industry's overall
demand conditions improve.

To this end, industry profit, defined as earnings before interest and taxes, is projected to increase from an expected
loss of 2.1% of revenue in 2020 to an anticipated 3.4% of revenue in 2025. Moreover, growth in industry revenue is
expected to fuel the entry of new industry participants over the coming years. As a result, the number of industry
enterprises is projected to increase at an annualized rate of 4.8% to 285 companies over the five years to 2025.
Additionally, as new industry companies are established, these operators will rely on workers' hands-on knowledge
of local nature attractions to attract tourists and professional events. Consequently, total industry employment is
forecast to grow at an annualized rate of 3.8% over the next five years, reaching an estimated 1,427 employees.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)
Consumer

spending  ($b)
2020 355 55.2 227 225 1,183 N/A N/A 54.3 N/A 1,123
2021 389 80.3 244 241 1,274 N/A N/A 58.7 N/A 1,185
2022 406 83.6 256 253 1,325 N/A N/A 61.0 N/A 1,223
2023 416 85.9 267 264 1,363 N/A N/A 62.7 N/A 1,254
2024 425 87.9 277 275 1,397 N/A N/A 64.3 N/A 1,285
2025 433 89.6 287 285 1,427 N/A N/A 65.6 N/A 1,313
2026 440 91.3 295 293 1,455 N/A N/A 66.9 N/A 1,344
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

IVA is growing at a slower rate compared with the overall economy

Industry services are wholeheartedly accepted in downstream markets

New entrants are catering to niche markets

The Convention and Visitor Bureaus industry in Canada is in the mature phase of its life cycle. Industry value added
(IVA), or an industry's contribution to the overall economy, is expected to increase at an annualized rate of 0.4%
over the 10 years to 2025. Meanwhile, Canadian GDP is projected to grow at an annualized rate of 1.6% during the
same period. IVA growth that lags behind that of the economy in aggregate typically signals a mature industry.
Moreover, there are other salient factors at play that designate the industry's status as mature. For instance, the
industry's services are wholeheartedly accepted in downstream markets, which serves as yet another hallmark
characteristic of a mature industry. Given the importance of tourism to local economies, many industry participants
are funded in part by government contributions and membership fees from local businesses. This funding firmly
entrenches this industry in the overall economy and lends credence to its maturity.

Convention and visitor bureaus are tasked with bringing visitors and thereby economic benefits to their city or
province. Industry operators compete with other world destinations to attract visitors and other travel arrangement
service providers to offer information and deals on local attractions and accommodations. Despite increasing
competition, smaller operators continue to enter the industry, primarily to cater to niche markets, such as
ecotourism. Mature industries with such well-defined markets often experience growth in new entrants occurring in
niche fields.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Trade Show & Event Planning in Canada

Scenic and Sightseeing Transportation, Land In Canada

Travel Agencies in Canada

Tour Operators in Canada

2nd Tier

Hotels & Motels in Canada

Museums, Historical Sites and Similar Institutions In
Canada

Key Selling Industries
1st Tier

Trade Show & Event Planning in Canada

Scheduled Air Transportation in Canada

Magazine & Periodical Publishing in Canada

2nd Tier

Printing in Canada

Consumer Electronics Stores in Canada

Office Supply Stores in Canada

Graphic Designers in Canada

Products & Services

  CONVENTION PLANNING AND HOSTING SERVICES

Convention centres in the Convention and Visitor Bureaus industry in
Canada market and promote their province, city and facility as a place for
organizations to host conventions, expositions, conferences, reunions,
galas, meetings and other events.

As a result of the economic benefits that arise from convention bureaus attracting visitors, local and provincial
governments provide significant funding for industry establishments. For example, PavCo, which oversees the
operation of the Vancouver Convention Centre and BC Place, estimates that the events that its establishments host
injected $469.0 million into the economy of British Columbia in 2017 (latest data available). Convention centres
provide organizations with information and advice concerning facilities, accommodation and support services for
meetings or events, in addition to regional-specific tourist and promotional material.

Convention centres generate revenue through planning events and charges imposed on customers for restaurant
reservations and event catering. Additionally, a proportion of industry revenue comes from conventions, often put on
by professional organizations. These conventions host large numbers of delegates, which bolsters the amount of
revenue operators receive. Expositions put on by industry operators are also important sources of revenue. Since
conventions and expositions often take place over multiple days, industry operators can generate significant
revenue by providing extended hotel accommodations and several days' worth of catering and reservations. Overall,
services provided by industry convention and conference centres are estimated to account for 52.7% of the
industry's total revenue in 2020. This segment has remained relatively stagnant as a share of industry revenue over
the five years to 2020.

VISITOR INFORMATION AND SIGHTSEEING TOUR SERVICES

Visitor bureaus are generally not-for-profit establishments funded by
governments as well as membership fees.
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These establishments attract visitors to a province or city and assist business and leisure travellers with inquiries,
information, tours, accommodation and reservations. Since the internet has recently become the primary medium for
arranging travel compared with previous decades, numerous visitor bureaus have moved most of their services
online and introduced self-help information kiosks, booths and material. However, visitor bureaus are still involved in
printing maps and tourist guides, and they may have several support offices spread out in a city or region. In 2020,
these establishments are expected to account for 31.2% of the industry's total revenue, and this share has declined
over the past five years due to increased competition from online travel platforms.

OTHER

Industry operators also generate significant revenue through the
provision of ancillary services, many of which pertain to taking
commission from bookings.

Lodging, accommodations and travel for conventions are often booked by the convention centre hosting travellers,
and such costs are included in the cost of attending the event. Since convention centre operators purchase plane
tickets and hotel accommodations in bulk, they are able to negotiate lower prices and charge a markup to
customers. Industry operators often charge a percentage of the booking cost as commission. Other sources of
income include merchandise sales, vehicle rentals and the sale of tickets to concerts and other leisure activities.
Collectively, these miscellaneous activities are expected to account for the remaining 16.1% of the industry's total
revenue in 2020.

Demand
Determinants

Demand conditions for the Convention and Visitor Bureaus industry in
Canada are influenced by changes in disposable income, consumer
confidence, leisure time, business activity and travel costs.

Consumers with more discretionary income are better able to afford the industry's travel and event expenses. Since
travel is considered a luxury purchase, it is ultimately susceptible to economic cycles as trips can generally be
cancelled or deferred. To this end, changes in consumer sentiment influence individuals' demand for travel.
Consumer confidence is primarily determined by income expectations and ability to take time off work. Therefore,
the availability and use of leisure time is also important, as individuals with more time to spend outside of work are
more likely to travel and use industry services. Demand for travel is also sensitive to changes in the geopolitical
environment, public health crises such as the COVID-19 (coronavirus) pandemic and natural disasters.

Business travel is associated with attendance at major meetings, conferences, conventions and trade shows. This
segment is sensitive to changes in general economic activity, as they affect corporate profit. During times of
economic downturn, business travel budgets are often cut. Companies will instead substitute other means of
communication, including phone and video conferencing.

The cost of industry services can deter demand. Customers compare the price of prearranged travel with the cost,
time and effort necessary to book the same travel using the internet or other resources. Demand for industry
services is typically greatest when prices are low, due to economies of scale and low profitability. Also, demand is
higher for establishments that offer extra deals, such as free nights, meals or car rentals, or for operators that
provide exclusive products. Finally, the industry is seasonal in nature; therefore, demand is highest during the
summer and school holidays.

Major Markets
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  LEISURE TRAVELLERS AGED 34 AND YOUNGER

Leisure travellers and business travellers comprise the primary markets
for operators in the Convention and Visitor Bureaus industry in Canada.

In 2020, leisure travellers aged 34 and younger are projected to account for 20.2% of total industry revenue, the
second-largest leisure travellers market segment following leisure travellers aged 35 to 54. Individuals may travel to
attend an event, or they may vacation in an area to see local attractions, family or friends. Visitors can use industry
establishments to book a tour or travel-related service. They can also use industry services for advice and
information about local attractions, road and water conditions and other factors. Industry operators that effectively
market their attractions on the internet, in guidebooks, in brochures or on highway signs can increase the number of
visitors to their area. In 2020, this market segment is projected to decrease due to the COVID-19 (coronavirus)
pandemic.

LEISURE TRAVELLERS AGED 35 TO 54

Areas with well-established attractions typically benefit from a continual
flow of leisure visitors.

As a result, revenue for establishments in these areas tends to be more stable than areas with fewer attractions that
are considered en-route locations rather than actual destinations. In 2020, leisure travellers aged 35 to 54 are
estimated to account for 24.3% of industry revenue, the largest leisure travellers market segment as individuals
aged 35 to 54 generally have more stable disposable incomes and are thus more able to take time off work to travel.
Over the current year, this market segment is projected to decrease as a share of industry revenue as a result of the
coronavirus pandemic.

LEISURE TRAVELLERS AGED 55 AND OLDER

In 2020, leisure travellers aged 55 and older are projected to account for
19.6% of industry revenue.

Although individuals aged 55 and older are often retired, and therefore benefit from more leisure time, they comprise
the smallest leisure travellers market segment for industry operators because these individuals are less likely to
attend events at the industry's convention centres and are instead more likely to travel to visit family and friends. In
2020, and much like the other leisure travellers market segments, this segment is projected to decrease as a share
of industry revenue amid the ongoing coronavirus pandemic.

BUSINESS TRAVELLERS

Business travellers are expected to account for the remaining 35.9% of
industry revenue in 2020.

Although this segment is also projected to decrease in 2020 in real terms as a result of the coronavirus pandemic,
this segment has grown relative to more robust declines in the remaining market segments. Most of the earnings
from this segment are related to services associated with conventions, expositions and fairs. Operators market, plan
and sell convention space to businesses. They also provide support and tourism services to individuals attending
conventions, based on the assumption that most attendees will not spend all of their time on business and will have
free time to explore the local area. As a result, the customer can become a business or leisure traveller, with many
cross-selling opportunities.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The Convention and Visitor Bureaus industry in Canada provides services domestically and therefore does not
participate in international trade. However, many convention and visitor bureaus contribute to international travel
activity by attracting international business and leisure travellers to their respective city or region.
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Business
Locations

  Establishments of the Convention and Visitor Bureaus industry in Canada tend to be concentrated in major cities or near popular
tourist attractions. As a result, the geographic spread of industry establishments largely follows trends in the distribution of the
overall Canadian population. To this end, most of the industry's convention and visitor bureaus are located in Ontario, British
Columbia and Quebec. These provinces are Canada's most populous and house the country's largest cities, in addition to other
tourist attractions such as ski and snowboard resorts.

Ontario

Ontario represents the most popular destination for convention centres and visitor bureaus in Canada, accounting for an
estimated 39.7% of industry establishments in 2020. This province is home to some of the largest operators in the industry,
namely the Metro Toronto Convention Centre and the Shaw Centre. Ontario is also the most heavily populated province in
Canada, containing nearly 40.0% of the national population. Additionally, Ottawa and Toronto are two of the largest tourist
destinations in the country and boast strong infrastructure and a bevy of entertainment options, accommodations and restaurants.

British Columbia

British Columbia is home to the industry's largest operator, the Vancouver Convention Centre. Moreover, British Columbia is one
of the top destinations in Canada for ski and snowboard travellers. As a result, the province is a popular destination for
international tourists and large-scale conferences, causing British Columbia to account for a relatively substantial 22.2% of all
industry establishments, while the region is estimated to contain just 13.5% of the Canadian population in 2020.

Quebec

Quebec is a major hub for economic and cultural activity in Canada, and the province is estimated to account for nearly 23.0% of
the Canadian population in 2020, consequently making it the second-largest region in terms of population. As a result, Quebec
contains an estimated 19.1% of all industry establishments, including several major players such as the Palais des congres de
Montreal and the Quebec City Convention Centre.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Medium

The Convention and Visitor Bureaus industry in Canada has a moderate level of market share concentration, with
the industry's four largest players estimated to account for 56.2% of industry revenue in 2020. Large-scale operators
in major cities are generally able to generate more revenue and access economies of scale compared with smaller
operators in less populated regions. For instance, cities with vibrant metropolitan areas or a wide range of
restaurants and activities are more likely to attract conventions and other large-scale events. As a result, the largest
players in the industry are located in the country's most populated cities, namely Toronto, Montreal and Vancouver,
among others. These operators are also better able to adapt to customer preferences, particularly in relation to
online infrastructure that lets individuals browse operators' sites and book events and travel arrangements at their
convenience. In contrast, smaller convention and visitor bureaus in more isolated regions do not have the same
resources available to them to extensively market their services or promote their area. As a result, smaller industry
participants are more vulnerable to closure compared with larger, more reputable convention centres and visitor
bureaus. At the same time, however, smaller operators are still able to succeed in this industry. Since operators
generally work within a specific region, opportunities to market destinations exist across the country. This structure
prevents the industry from becoming highly concentrated.

Key Success
Factors

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

Market research and understanding:
Operators undertake extensive market research to understand the needs and motivations of travellers. Meeting
these needs encourages new visitors and ensures repeat visits.

Access to multiskilled and flexible workforce:
Many operators require staff to fulfill various roles, such as marketing, packaging and selling travel items, general
office and administrative duties and customer relations.

Ability to take advantage of government subsidies and other grants:
Many operators are funded by the state or local government; establishments encourage visitors to the region and
then facilitate tourist spending at local facilities.

Easy access for clients:
Many operators are located in high tourist traffic areas, such as near central business districts, airports and major
attractions.

Economies of scope:
By supplying a comprehensive range of the most popular local attractions and activities, operators will be able to
attract customers.

Being part of a group buying, promotion and marketing scheme:
It is important to be part of a group buying, promotion and marketing scheme to reduce costs for marketing materials
and website maintenance.
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Cost Structure
Benchmarks

  Profit

Profit among industry operators varies widely. Convention centres
generally experience higher levels of profitability than visitor centres, as
these operators are able to charge price-premiums for services such as
event space, hotel accommodations and commission fees. Visitor
centres are generally smaller establishments that offer free or
government-subsidized services.

Many convention centres and visitor bureaus are publicly funded with a
mandate to create economic opportunity for their region, with the
investment value consequently being determined by overall economic
development for a region as opposed to an individual operation's
profitability. While industry operators generate revenue from helping
plan events and providing information and deals on local travel-related
items, revenue from these services is intended to cover expenses
rather than earn profit for industry operators. In 2020, industry profit,
measured as earnings before interest and taxes, is expected to account
for a loss of 2.1% of total industry revenue, down markedly from 6.7%
in 2015 due to the ongoing COVID-19 (coronavirus) pandemic and
social distancing mandates on the part of federal and provincial
governments greatly affecting the operations of industry operators.
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  Wages

In 2020, wages are projected by IBISWorld to consume an estimated
15.3% of industry revenue, up from 14.4% in 2015. Operators
assemble, market and sell travel items and packages, such as air and
ground transportation, hotel accommodations, restaurant vouchers and
local maps and guides. While computer and internet technology has
been implemented to reduce the labour intensity of these activities, the
industry depends on personal contacts, networking and hands-on local
knowledge. To ensure high-quality services, workers frequently visit
local sites and liaise with other industry employees regionally and
nationally. In some areas, the industry may rely on volunteer labour to
fulfill services. These areas include low-traffic small towns that are en-
route locations rather than tourist destinations. Accordingly, wages
have grown as a share of industry revenue over the past five years;
additionally, operators have hired more highly skilled customer service
representatives as online competition has intensified. One of the major
advantages of this industry, as opposed to online trip planners, is the
personal customer service that can be provided by industry employees,
which has placed a premium on hiring more experienced, and more
highly paid, customer service representatives. This practice has placed
upward pressure on industry wages.

 

  Purchases

Purchases comprise the largest cost for industry operators, consuming
an anticipated 55.3% of the industry's total revenue in 2020. Industry
participants buy and repackage travel-related items for sale.
Purchasing airline seats, hotel rooms, entertainment tickets and
restaurant discounts in bulk reduces their overall price. One of the
primary benefits for customers who use industry operators is the all-
inclusive nature of the event package, making the provision of hotel and
airline accommodations vital to industry success. Purchases have
increased as a share of industry revenue over the past five years.

 

  Marketing

Industry marketing costs consist of expenses incurred to promote an
operator's businesses, such as flyers, commercials, banners and signs.
The industry has become increasingly competitive over the past five
years, with online travel platforms siphoning significant revenue from
industry operators. In turn, many operators have begun using marketing
to make their services stand out. Consequently, IBISWorld estimates
that marketing costs have increased as a share of industry revenue
over the past five years, accounting for 6.5% of revenue in 2020.
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  Depreciation

Operators are required to depreciate assets and other nonannual
expenses over time. The cost of depreciation varies among operators
depending on their size as well as the number of assets involved.
Overall, depreciation is expected to account for 2.3% of the industry's
total revenue in 2020, remaining relatively stable during the current
period.

 

  Rent

Expenses on rent are expected to account for 2.2% of industry revenue
in 2020. Rent costs have increased marginally compared with the
beginning of the reporting period.

 

  Utilities

Utility expenditures include electricity costs, and are expected to
account for 1.1% of revenue in 2020. Utilities have remained stable
during the period.

 

  Other Costs

Other common expenses experienced by industry operators include
insurance premiums, security costs, legal fees, transportation costs and
other administration expenses. Altogether, these other costs comprise
the remaining 19.3% of industry revenue in 2020.
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Basis of
Competition

Competition in this industry is    Medium and the trend is Increasing

  INTERNAL COMPETITION

At the local level, internal competition for the Convention and Visitor
Bureaus industry in Canada is generally limited, since many regions
throughout the country have a centralized tourism promotion strategy.

However, at the national and global levels, convention and visitor bureaus attempt to promote their state and city to
domestic and international travellers, so they have multiple establishments to reach as many customers as possible.
The industry's operators consequently encourage tourists to visit an area or use their services through a variety of
techniques. For instance, companies attract customers by offering tours or access to unique local attractions.
Similarly, many companies try to win business by offering the lowest price for a particular good or service.
Customers tend to be more sensitive to prices for services, such as renting convention centre spaces, than to the
price of goods, such as maps, brochures or local products. Operators may also use pricing strategies to boost
customers' perception of value.

Industry operators also attract downstream customers by designing easy-to-access premises that have convenient
opening times, using simple booking procedures, employing friendly staff and offering readily available information.
For example, many establishments provide touch-screen guides for after-hours use. As with other service industries,
delivering consistent service is a challenge. Nevertheless, companies can win business through accurate and
honest travel descriptions (e.g. distances and attraction opening times) and prices (avoiding hidden extra charges).

EXTERNAL COMPETITION

The degree of external competition from other industries is high and
increasing.

Competition typically comes from other travel and tour information and booking facilities, such as online platforms
that bypass local travel arrangement and reservation services. Prior to the current reporting period, operators
contended with high competition from competitors including publishers of guidebooks that provide travellers with
extensive and practical information and encourage independent travel. However, competition from published
materials decreased during the period as travellers increasingly turned to online alternatives.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Steady
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  The Convention and Visitor Bureaus industry in Canada is
characterized by moderate barriers to entry, largely due to
the initial capital costs required to purchase computer
reservation systems, develop and maintain an effective
internet presence and meet the cost of marketing through
advertisements, brochures and other literature. Larger
operators frequently receive government funding, so
competing with already-established industry leaders is
also difficult. In addition, the maintenance of convention
centre facilities is expensive, and there are substantial
costs associated with professional liability insurance and
association memberships. However, the single largest
barrier to industry entry is introducing a service or
destination to the market. Many smaller, isolated areas
are considered unattractive destinations for tourists and
convention attendants due to their distance from major
transportation hubs, insufficient resources or lack of
accommodations and entertainment options. Additionally,
many of the nation's more prominent tourist destinations
already have industry operators firmly entrenched within
the local economy, limiting growth opportunities for new
entrants.

At the same time, despite moderate market share
concentration, the industry remains fragmented.
Therefore, new entrants can publicize unique attractions
and negotiate exclusive deals with accommodation and
transport providers in the region. Moreover, the increasing
use of the internet as a booking and research tool can
reduce start-up and marketing costs.

Barriers to Entry Checklist

Competition Medium  

Concentration Medium  

Life Cycle Stage Mature  

Technology Change Medium  

Regulation & Policy Light  

Industry Assistance Medium  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  Industry players in the Convention and Visitor Bureaus industry in Canada primarily operate in local or regional
markets, providing information and convention services to businesses and individuals that are visiting or planning to
visit a specific region. As a result, the industry's geographical scope is narrow, limiting industry globalization.
Nevertheless, the internet has helped companies in the industry advertise their facilities and market their region to a
global audience. As the pool of potential customers and competitors continues to increase in coming years, industry
operators will continue to advertise globally to increase demand for their services from international travellers,
especially as the global economy recovers in the long run following the eventual conclusion of the COVID-19
(coronavirus) pandemic.
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Major Companies

Major Players Vancouver Convention Centre

Market Share: 28.1%

  The Vancouver Convention Centre (VCC) opened in 1987 after serving as the Canada Pavilion at the World's Fair
Expo in 1986. Since its founding, the centre has tripled in size to 102,193.0 square metres (1.1 million square feet),
housing a total of 43,339.0 square metres (466,500.0 square feet) of meeting, exhibition and ballroom space. As
part of the BC Pavilion Corporation (PavCo), the VCC has 70 PavCo employees plus six official suppliers, in
addition to an estimated 290 full-time equivalent employees. Additionally, as a provincial crown agency, PavCo is
wholly owned by the province of British Columbia with a mandate to create economic opportunities and community
benefits for the people of British Columbia. PavCo estimates that conference hosting by the VCC injects over $400.0
million into the British Columbian economy each year, largely as a result of associated spending on hotels,
restaurants and attractions when attendants are at a conference.

Similar to the rest of the tourism sector, the VCC has focused on improving its environmental policy in recent years.
The centre recycles an average of 180,000.0 kilograms of materials annually, which is almost half the total volume
of waste generated. In addition, the VCC avoids canned goods, disposable utensils and dishes, and donates leftover
food to local charities. Moreover, the centre's west building has a living roof, seawater heating and cooling, on-site
water treatment and fish habitat built into its foundation. The VCC has received various awards for its sustainable
practices, including qualifying as one of the American Institute of Architects' Committee on the Environment's Top
Ten Green Projects. Additionally, the VCC has been named the country's first LEED Platinum certified convention
centre, which is one of the top sustainability awards available for architecture.

Financial performance

The VCC earns the majority of its revenue from events. In recent years, the centre has received federal funding for
the construction of the west facility, including the wastewater treatment facility, as well as the connector between the
east and west facility. In addition, the centre benefits from the Convention Development Fund, which was formed by
the partnership of PavCo, the Tourism Vancouver Visitor Centre and the Vancouver Hotel Destination Association to
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provide incentives for organizations to book conventions in Vancouver, thereby securing mutually beneficial
business.

Over the five years to fiscal 2020 (year-end March), industry-relevant revenue for the VCC is forecast to decrease at
an annualized rate of 2.1% to $109.5 million. However, the VCC experienced multiple years of revenue growth
during the current period as the company's presence as the most prominent convention centre in the province
strengthened. Yet the VCC is forecast to experience a decline in revenue over 2020 amid the ongoing coronavirus
pandemic, similar to the rest of the industry's major players as well as the industry's other companies. Nonetheless,
the VCC has created and published its “Meeting again, safely” plan on its website to explicitly address how the
centre can feasibly continue hosting events amid the ongoing pandemic. To this end, the VCC has resumed its
operations as of July 2020, when it held apprentice exams for the Industry Training Authority (ITA) for up to 600
trades that had been postponed due to the pandemic. As a result, the centre's operating profit, defined as earnings
before interest and taxes, is projected to reach $2.3 million in 2020, which, albeit low, may help to preserve the
VCC's bottom line during a more difficult operating period for industry operators across the board.

 
Vancouver Convention Centre (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015-16 121.7 N/C -4.2 N/C
2016-17 118.9 -2.2 -4.0 -4.8
2017-18 123.5 3.8 -9.4 135.0
2018-19 132.5 7.4 0.5 -105.0
2019-20 125.8 -5.1 -7.0 -1,592.5
2020-21 109.5 -13.0 2.3 -132.5

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end March

Metro Toronto Convention Centre

Market Share: 17.1%

  The Metro Toronto Convention Centre (MTCC) is an Ontario Crown corporation and a joint venture between the
Canadian federal government, the provincial government of Ontario and the municipality of Toronto. Since its
opening in 1984, increased demand for meeting space in the Toronto area has led the MTCC to expand over and
under adjacent railway tracks. The centre has also been ranked as one of the top meeting venues for Service
Excellence in Canada by Meetings and Incentive Travel Readers' Choice Award.

Over the past five years, the MTCC has focused on upgrading its facilities to attract and accommodate more
business. In 2014, prior to the beginning of the current period, the MTCC began investing in new technology that
enables clients to stay connected globally through a host of wired and wireless services. As virtual meetings have
become increasingly prominent in the modern workplace, and are especially necessary over the current year as a
result of the COVID-19 (coronavirus) pandemic, the MTCC has established the technical infrastructure and skills
necessary to meet clients' expectations on this emerging trend. This may also help the MTCC sustain its operations
despite the ongoing pandemic. Additionally, in responding to various new demands regarding its food and beverage
business, the MTCC overhauled its menu and invested in new equipment that will provide the centre's kitchen
operations with more flexibility. In its 2018-19 fiscal year (latest data available, year-end March), the MTCC
employed 803 individuals, of whom 359 were full-time employees.

During the period, the MTCC has also focused on increasing its sustainable practices to reduce its environmental
impact and save costs. The centre began buying locally grown produce and maintained an 88.0% recycling rate in
its ongoing effort to achieve a 90.0% recycling rate. In addition, the MTCC has continued to decrease its
environmental footprint through efficient management as well as behavioural changes. The centre is now in a
position to pursue Leadership in Energy and Environmental Design for Existing Building standards in its south
building. The MTCC has received numerous awards and certifications for its efforts, including the Building Owners
and Managers Association (BOMA) Building Environmental Standards (BEST) Level 3 Certification for Energy and
Environmental Management.
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Financial performance

Since opening in 1984, the MTCC has hosted over 18,000 events, including an estimated 1,700 conventions and
trade shows and over 11,000 meetings. Over the five years to fiscal 2020 (year-end March), industry-relevant
revenue for the MTCC is forecast to increase at an annualized rate of 1.1% to $66.6 million, as more organizations
host events in Toronto and more domestic and international business travellers visit the city. In fact, the centre
consistently hosts more than 500 major events each year, though the MTCC is projected by IBISWorld to
experience a revenue decline in 2020 as the coronavirus pandemic has greatly decreased travel to Toronto and as
many of the MTCC's planned events have been cancelled amid the ongoing pandemic. However, the MTCC
recently published its COVID-19 Safety Plan, entitled ONWARD, to its website to inform the public of how it intends
to move forward with hosting events while maintaining a safe environment for employees and event attendees alike.
Nevertheless, the MTCC's operating profit, defined as earnings before interest and taxes, is projected to decrease to
a loss of $5.6 million over the five years to 2020, reflecting the negative effects of the coronavirus pandemic on the
centre's operations.

 
Metro Toronto Convention Centre (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015-16 63.2 N/C 8.2 N/C
2016-17 65.0 2.9 7.6 -7.5
2017-18 80.8 24.2 16.1 111.1
2018-19 75.5 -6.6 15.5 -3.4
2019-20 76.6 1.5 17.4 12.1
2020-21 66.6 -13.0 -5.6 -132.5

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end March

Palais des congres de Montreal

Market Share: 6.5%

  The Palais des congres de Montreal (Palais) is a public institution with a commercial vocation to attract and host
conventions, exhibitions, consumer and trade shows, conferences, meetings and other events. The Palais
generates important economic benefits for Montreal and Quebec. Since the opening of the Palais in 1983, the
government of Quebec has invested $290.0 million to finance the expansion of the Palais, enabling the convention
centre to double in size.

Over the past 30 years, the Palais has hosted over 6,200 events and 16.0 million visitors. In the company's fiscal
2017-18 year (latest data available, year-end March), the Palais hosted 360 events as well as 835,036 visitors. To
remain a leader in the domestic industry, the Palais has modernized its facilities for the purpose of attracting event
organizers, exhibitors and convention attendees. For instance, the Palais has improved its wireless and wired
internet networks and also adapted its website to better accommodate mobile devices. The new e-commerce-
enabled online platform also features dedicated intranet zones for customers to facilitate event and exhibition
planning and foster efficient information sharing.

To improve its competitive position, the Palais has additionally focused on sustainability. To this end, the Palais is
BOMA BEST Level 3 certified. Prior to the current five-year period, the Palais started the Culti-Vert project, which is
funded by the Quebec Department of Health and Social Services' Climate Change Action Plan to help fight the
effects of urban heat islands through green roofing. The Palais also helps clients plan and host green events
through individual mentoring and programs that range from promoting green behaviour among event participants to
having an event green certified.

Financial performance

Over the five years to fiscal 2020 (year-end March), industry-relevant revenue for the Palais is forecast by IBISWorld
to fall at an annualized rate of 1.1% to $25.3 million, though this annualized decline is primarily attributable to a



Convention & Visitor Bureaus in Canada December 2020

30 IBISWorld.com

forecast revenue decline of 13.0% in 2020 as a result of the coronavirus pandemic hampering the Palais's normal
business operations. During the majority of the current period, the Palais has actually benefited from its modernizing
efforts, which has enabled the centre to host a wider variety of large-scale conferences and conventions. Moreover,
the Palais has benefited from overall growth in the Canadian economy for the majority of the reporting period with
the exception of the current year, which included rising levels of disposable income and increased tourism activity
within the country. In 2020, however, the Palais's operating income is anticipated to operate at a loss due to the
coronavirus pandemic.

 
Palais des congres de Montreal (industry-relevant operations) - financial performance*

Year**
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2015-16 26.7 N/C 1.2 N/C
2016-17 26.7 0.0 -0.1 -104.5
2017-18 27.9 4.6 0.0 -100.1
2018-19 28.7 2.8 0.0 -14.8
2019-20 29.1 1.5 0.0 12.1
2020-21 25.3 -13.0 0.0 -132.5

Source: Annual Report and IBISWorld
Note: *Estimates; **Year-end March

Other Companies Shaw Centre

  Market Share: 4.5%
  The Shaw Centre, formerly known as the Ottawa Convention Centre, both promotes and develops tourism in

Ontario as a provincial Crown agency. The Shaw Centre first opened in April 2011 after the old facility closed for
renovations in August 2008. As an agency of the Ministry of Heritage, Sport, Tourism and Culture Industries of the
province of Ontario, the Shaw Centre must be self-sustaining and meet significant goals, including contributing
economic benefits to the community while promoting sustainability. In its 2018-19 fiscal year (latest data available,
year-end March), the Shaw Centre hosted 486 events. Of these 486 events, 47 were conventions that attracted
participants from outside the Ottawa-Gatineau metropolitan area.

The Shaw Centre has implemented several green programs to support sustainable initiatives, such as the green
housekeeping and site maintenance programs. As a result of these initiatives, the Shaw Centre has received LEED
Gold certification from the Canada Green Building Council. In addition, the Shaw Centre has also been awarded the
Quality Standards Gold Certification from the International Association of Convention Centres. The program reviews
key areas, including those of customer service, quality of facilities and operations, employee relations, health and
safety, security and emergency response, financial integrity, community relations, environmental responsibility,
industry relations and supplier relations. In 2020, the Shaw Centre is projected to earn $15.8 million in industry-
relevant revenue, corresponding to a market share of 4.5%.

Quebec City Convention Centre

  Market Share: 2.5%
  The Quebec City Convention Centre is a provincial Crown corporation. In 1994, the Quebec provincial government

and the broader federal government announced funding to build a new facility to replace the centre first built in 1974.
Since opening in 1996, the Quebec City Convention Centre has hosted over 2,000 events, bringing beneficial
business to the region while simultaneously developing a variety of sustainability initiatives. The centre was named
the World's Best Convention Centre by the International Association of Convention Centres (AIPC) in 2006, and was
a finalist for the same award in 2014 just prior to the current period. Also prior to the current period, the provincial
government of Quebec agreed to invest in the expansion of the centre to raise the region's international profile. This
expansion project, which was completed in March 2014, fuelled the centre's growth in recent years. As of August 3,
2020, the centre has once again resumed the hosting of events consisting of 250 people or less in light of the
COVID-19 (coronavirus) pandemic. In 2020, IBISWorld forecasts the Quebec City Convention Centre to generate an
estimated $8.8 million in industry-relevant revenue, reflecting a market share of 2.5%.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The Convention and Visitor Bureaus industry in Canada is
ultimately characterized by a medium level of capital
intensity. For every $1.00 that operators are expected to
spend on labour in 2020, operators are expected to spend
$0.17 on capital, representing a slight increase from $0.16
in 2015. Nevertheless, despite the industry's medium level
of capital intensity, planning and hosting conventions and
providing visitor information are both highly labour-
intensive activities. Industry employees must exhibit high
levels of customer service, answer questions and make
adjustments that are based on the specific needs of a
potential event. Frequently, organizers in this industry must
work with other service providers to satisfy the specific
accommodations specified by the client, such as reserving
hotels and restaurants for a convention's guests. However,
some industry operators have boosted capital spending in
recent years as bureaus integrate web-based booking and
packaging systems and secure credit card payment
facilities to compete with online travel sites, helping to
explain the industry's greater level of capital intensity over
the past five years.
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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.

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

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

Very Low Market
Concentration

Very
Unlikely

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

  The 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.

The industry structure creates a moderate level of entry barriers, which is coinciding with a high rate of new competitors
entering the industry. This high rate of entry creates a significant pool of potentially disruptive entities and the industry
structure does not significantly affect their growth potential.

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 Convention and Visitor Bureaus industry in Canada
are affected by a range of technological advances in competing industries,
namely online platforms that effectively bypass local travel arrangement and
reservation services.

These platforms include, but are not limited to, popular websites such as Booking.com, KAYAK, Priceline and Expedia,
among many others. In recent years, there has been a marked shift regarding the industry's external competition, as
operators previously experienced competition on the part of publishers of guidebooks. However, due to the proliferation of
the internet and online platforms, made even easier by the creation of smartphone apps that facilitate near-constant on-the-
go access, competition from published materials has decreased over the five years to 2020 as travellers have shifted
toward online alternatives. Nevertheless, this shift threatens industry operators due to the increasing number of
downstream consumers that turn to do-it-yourself booking sites for their travel needs. Over the five years to 2025, this
technological disruption is expected to become greater due to increases in both fixed broadband connections and mobile
phone access for Canadian residents.

The level of technology change is    Medium

  The Convention and Visitor Bureaus industry in Canada uses technology to
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quickly and efficiently market, arrange and reserve spaces for various events,
in addition to other travel-related items.

The internet serves as the primary medium of communication in the travel industry, and online exposure is a major driving
force for sales. Operators in this industry can count website hits, click-throughs (which count the number of visitors clicking
on internet advertisements and going to the advertiser's website) from advertisements, track information requests from
internet users and develop websites to advertise special deals. Convention centres and visitor bureaus also use secure
servers to ensure payment integrity and develop easy-to-use software that encourages organizations and individuals to
make bookings. Additionally, larger companies can use sophisticated voice and data network systems to connect staff to
customers, and automated systems route calls based on staff availability and call volume.

Moreover, industry operators have increasingly invested in technology to increase the environmental sustainability and
electrical efficiency of their convention centres. For instance, the Vancouver Convention Centre recently became the
country's first LEED Platinum-certified convention hall, which denotes the highest level of energy efficiency and
environmental sustainability. The facility has several energy-saving features, such as a grass topiary on the rooftop that
recycles rainwater into usable water in its facility. This type of development has a two-fold effect on business. First,
customers are more apt to hold events in buildings perceived as more environmentally friendly. Second, some features,
while initially expensive to implement, can reduce utilities costs in the long term.

Revenue
Volatility

The level of volatility is    Medium

  The Convention and Visitor Bureaus industry in Canada has contended with a
moderate level of revenue volatility over the five years to 2020, with year-to-
year revenue growth rates ranging from strong growth of 8.3% in 2017 to an
anticipated marked decline of 13.7% in 2020 as a result of the COVID-19
(coronavirus) pandemic affecting industry operations.

During the period, industry revenue is ultimately anticipated by IBISWorld to fluctuate an average of 6.1% year-over-year.
The industry is sensitive to general economic conditions as well as other issues that affect event planning and travel
arrangements, such as natural disasters and changes in geopolitical environments, in addition to the ongoing coronavirus
pandemic as well as health scares more broadly.

At the same time, many operators have increasingly competed with online travel sites in recent years, as travellers have
been able to find area information and book travel arrangements online. However, large-scale conventions are still the main
purview of this industry, with relatively few competitors, which has somewhat insulated the industry from experiencing a
higher degree of volatility. Additionally, any downturn in the domestic market can typically be balanced out by an influx of
international travellers, though this is not projected to be the case over the current year as inbound international travel to
Canada is forecast to decrease as a result of the pandemic. Yet during more stable economic times, the fact that the
industry's client base is both domestic and foreign means that this reliance on more than one market successfully enables
countervailing trends to limit volatility as a whole.
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Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Convention and Visitor Bureaus industry in Canada is primarily regulated
at the provincial level.

Many of the industry's operators are provincial Crown corporations with mandates to create economic benefits for their city
and, more broadly, their region. As a result, these bureaus are usually required to submit budgets and financial reports on
an annual basis. Convention and visitor bureaus must also meet building codes and comply with a range of other federal
and local laws, such as those regarding worker compensation and environmental protection.

Industry
Assistance

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

The Convention and Visitor Bureaus industry in Canada has a moderate level
of industry assistance.

For instance, many industry participants are provincial Crown corporations that receive government contributions. Many
convention and visitor bureaus also receive public funding so as to better attract visitors to a particular city or province. In
addition, the industry indirectly benefits from federal government funding that is used to promote tourism in Canada.
Destination Canada, formerly known as the Canadian Tourism Commission, is a federal Crown corporation wholly owned
by the Canadian 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. In turn, these efforts
bolster tourism and convention activity in Canada, supporting industry revenue growth.

The domestic Convention and Visitor Bureaus industry also receives assistance on the part of several industry trade
organizations. For example, the International Association of Convention and Visitors Bureaus (IACVB) is an international
trade association representing more than 1,200 professionals in over 500 convention and visitor bureaus worldwide. Its
overall mission is to enhance the professionalism, effectiveness and image of destination management organizations
worldwide. For example, the IACVB has developed a detailed performance measurement calculation to provide industry
operators with a benchmark for performance and productivity that enables companies to compare results across years and
with other industry establishments.
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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)
Consumer

spending ($b)
2011 314 67.5 158 154 1,083 N/A N/A 49.3 N/A 1,005
2012 320 59.4 158 155 1,032 N/A N/A 45.9 N/A 1,024
2013 334 72.7 156 152 1,032 N/A N/A 43.0 N/A 1,050
2014 356 75.1 167 163 1,094 N/A N/A 46.5 N/A 1,078
2015 370 85.7 180 176 1,141 N/A N/A 53.2 N/A 1,103
2016 378 91.3 190 186 1,163 N/A N/A 54.2 N/A 1,126
2017 409 94.7 202 198 1,235 N/A N/A 57.8 N/A 1,166
2018 413 92.3 225 221 1,275 N/A N/A 59.4 N/A 1,191
2019 411 94.9 232 228 1,286 N/A N/A 59.7 N/A 1,210
2020 355 55.2 227 225 1,183 N/A N/A 54.3 N/A 1,123
2021 389 80.3 244 241 1,274 N/A N/A 58.7 N/A 1,185
2022 406 83.6 256 253 1,325 N/A N/A 61.0 N/A 1,223
2023 416 85.9 267 264 1,363 N/A N/A 62.7 N/A 1,254
2024 425 87.9 277 275 1,397 N/A N/A 64.3 N/A 1,285
2025 433 89.6 287 285 1,427 N/A N/A 65.6 N/A 1,313

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)
Consumer

spending (%)
2011 -2.13 0.00 -1.25 -1.29 -2.26 N/A N/A 0.20 N/A 2.27
2012 1.88 -12.0 0.00 0.64 -4.71 N/A N/A -6.90 N/A 1.89
2013 4.63 22.4 -1.27 -1.94 0.00 N/A N/A -6.32 N/A 2.62
2014 6.39 3.30 7.05 7.23 6.00 N/A N/A 8.13 N/A 2.57
2015 4.07 14.1 7.78 7.97 4.29 N/A N/A 14.4 N/A 2.32
2016 1.94 6.53 5.55 5.68 1.92 N/A N/A 1.87 N/A 2.10
2017 8.31 3.72 6.31 6.45 6.19 N/A N/A 6.64 N/A 3.56
2018 1.00 -2.54 11.4 11.6 3.23 N/A N/A 2.76 N/A 2.14
2019 -0.39 2.81 3.11 3.16 0.86 N/A N/A 0.50 N/A 1.63
2020 -13.7 -41.8 -2.16 -1.32 -8.01 N/A N/A -9.05 N/A -7.23
2021 9.72 45.5 7.48 7.11 7.69 N/A N/A 8.10 N/A 5.51
2022 4.18 4.10 4.91 4.97 4.00 N/A N/A 3.91 N/A 3.21
2023 2.58 2.75 4.29 4.34 2.86 N/A N/A 2.78 N/A 2.54
2024 2.11 2.32 3.74 4.16 2.49 N/A N/A 2.55 N/A 2.50
2025 1.81 1.93 3.61 3.63 2.14 N/A N/A 2.02 N/A 2.16

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2011 21.5 N/A N/A 290 15.7 6.85 45,522
2012 18.6 N/A N/A 310 14.4 6.53 44,477
2013 21.7 N/A N/A 324 12.9 6.62 41,667
2014 21.1 N/A N/A 325 13.1 6.55 42,505
2015 23.1 N/A N/A 325 14.4 6.34 46,626
2016 24.2 N/A N/A 325 14.4 6.12 46,604
2017 23.2 N/A N/A 331 14.1 6.11 46,802
2018 22.3 N/A N/A 324 14.4 5.67 46,588
2019 23.1 N/A N/A 320 14.5 5.54 46,423
2020 15.6 N/A N/A 300 15.3 5.21 45,900
2021 20.6 N/A N/A 306 15.1 5.22 46,075
2022 20.6 N/A N/A 306 15.0 5.18 46,038
2023 20.6 N/A N/A 305 15.1 5.10 46,001
2024 20.7 N/A N/A 304 15.1 5.04 46,027
2025 20.7 N/A N/A 303 15.2 4.97 45,971

Figures are inflation adjusted to 2020
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Additional Resources
Additional
Resources

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

Hotel Association of Canada
http://www.hotelassociation.ca

Destination Canada
http://www.destinationcanada.com

Industry Jargon CONVENTION
A large meeting or conference that typically takes place over several days and brings together individuals with a
shared interest.

PACKAGED TOUR
A tour that includes prearranged and prepaid air travel, accommodations and other activities (e.g. sightseeing).

VISITOR BUREAU
An organization that provides information services to tourists and undertakes general tourism promotional activities
for a state or city.

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
than 40%.
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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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