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COVID-19
(Coronavirus)
Impact Update

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

• The Spectator Sports industry in Canada generates revenue by holding sporting events. Social distancing has
resulted in the postponement or cancellation of many high-profile events, which severely constrains demand. For
more detail, please see the Demand Determinants chapter.

• More than one-quarter of revenue is generated from admission to live events. Even if leagues resume their
seasons, government social distancing guidelines may require these events to be played without fans, which would
further reduce revenue. For more detail, please see the Products and Services chapter.

• The outbreak of COVID-19 (coronavirus) reduced revenue drastically in 2020. The National Hockey League, which
includes the four largest players, did not permit fans in Canada for the remainder of 2020 and into 2021. For more
detail, please see the Current Performance 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 Spectator Sports industry in Canada comprises sports teams or clubs that participate in live professional or

semiprofessional sporting events (e.g. baseball, basketball, football, hockey, soccer and other team sports) before a
paying audience. The sports franchises included in this industry may or may not operate their own facilities for
presenting games or other spectator sports events.

Major Players Toronto Maple Leafs

Montreal Canadiens

Main Activities The primary activities of this industry are:

Providing sporting entertainment

Selling tickets to sporting events

Selling advertising

Selling media and broadcasting rights

Selling concessions

Selling merchandise

The major products and services in this industry are:

Admissions to live sports events

Sporting event broadcast and other media rights

Advertising and endorsement revenue

Licensing of rights to use intellectual property

Meals and beverages for immediate consumption

Resale of merchandise

Other
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Supply Chain

SIMILAR INDUSTRIES

TV Broadcasting in Canada Concert & Event Promotion in
Canada

Golf Courses & Country Clubs in
Canada

Ski & Snowboard Resorts in
Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Sports Franchises in the US Sports and Physical Recreation
Clubs in Australia

Sports Clubs in the UK Sports and Physical Recreation
Clubs in New Zealand
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Industry at a Glance
Key Statistics

$3.4bn
Revenue

Annual Growth

2016–2021

-1.0%

Annual Growth

2021–2026

4.9%

Annual Growth

2016–2026

 

$34.2m
Profit

Annual Growth

2016–2021

-25.7%

  Annual Growth

2016–2021

 

1.0%
Profit Margin

Annual Growth

2016–2021

-3.2pp

  Annual Growth

2016–2021

 

4,924
Businesses

Annual Growth

2016–2021

3.9%

Annual Growth

2021–2026

4.8%

Annual Growth

2016–2026

 

9,632
Employment

Annual Growth

2016–2021

-5.2%

Annual Growth

2021–2026

3.9%

Annual Growth

2016–2026

 

$799.2m
Wages

Annual Growth

2016–2021

0.4%

Annual Growth

2021–2026

4.1%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

1.1%
Per capita disposable income

3.3%
Number of fixed broadband
connections

0.1%
Leisure time

2.2%
Number of households earning
$100K or more

 
Industry Structure

POSITIVE IMPACT

  Life Cycle
Growth   Concentration

Low

  Regulation & Policy
Light / Steady   Technology Change

Low

  Barriers to Entry
High / Steady   Industry Globalization

Low / Steady

MIXED IMPACT

  Revenue Volatility
Medium   Capital Intensity

Medium

  Industry Assistance
Medium / Steady

NEGATIVE IMPACT

  Competition
High / Increasing

 

Key Trends

 Extreme capital outlays have resulted in profit declines
despite an increase in ticket sales

 In many cases, media revenue accounts for about two-fifths
of overall franchise income

 The number of industry operators and business locations
have both increased

 Investment in stadiums and arenas has been and will likely
continue to be a major industry trend

 IBISWorld projects that the percentage of total revenue
generated from media rights will likely increase

 The number of professional teams and athletes is expected
to marginally change

 Industry revenue has experienced a return to growth over
much of the five years to 2021 following the 2013 NHL
lockout
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  High & Steady Barriers to Entry

  Growth Life Cycle Stage

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  High Revenue per Employee

   

WEAKNESSES

  High Competition

  Low Profit vs. Sector Average

  High Capital Requirements

   

OPPORTUNITIES

  High Revenue Growth (2021-2026)

  High Performance Drivers

  Number of fixed broadband connections

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Per capita disposable income
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Executive Summary Buzzer beater: Online media platforms will likely support relatively stable
industry profit

The Spectator Sports industry in Canada entertains millions of Canadian consumers on an annual basis and the
diversity of service offerings typically helps to stabilize the industry's performance. There are few industry-specific
organizations that can generate significant revenue, such as the Canadian Football League and the National Hockey
League (NHL), with most industry operators instead consisting of small operations that provide sport entertainment
on local or regional levels. Industry revenue has experienced a return to growth over much of the five years to 2021
following the 2013 NHL lockout prior to the beginning of the period, which shortened the 2012-13 NHL regular
season and resulted in a sizable revenue decline for the industry as a whole. Despite this disadvantage going into
the period, industry revenue was poised to grow strongly though the period prior to the COVID-19 (coronavirus)
pandemic, which caused revenue to fall 22.0% in 2020 alone. Overall, revenue is expected to decrease an
annualized 1.0% to $3.4 billion over the five years to 2021. However, recovering from the pandemic is expected to
result in revenue growth, increasing 10.9% in 2021 alone as the NHL is expected to return to normal operations for
the 2021-22 season.

The diversity of spectator sports helps insulate the industry from external shocks. Consequently, industry operators
have performed relatively well despite the depreciation of the Canadian dollar during the period. Consumers'
disposable income and leisure time preferences can each influence the industry, but the unshakeable popularity of
sports helps to bolster industry operators and revenue during periods of economic duress. Per capita disposable
income is projected to rise an annualized 1.6% over the five years to 2021, while the number of fixed broadband
connections, which permit consumers to watch sporting games online, is also expected to increase, rising an
annualized 3.3% during the same period.

Online media platforms will likely support relatively stable profit over the five years to 2026. Operators will likely
continue to push for additional revenue streams via advertising and online content during the outlook period. As a
result, industry revenue is projected to increase an annualized 4.9% to $4.4 billion over the five years to 2026 as the
economy recovers from the pandemic.



Spectator Sports in Canada May 2021

10 IBISWorld.com

Industry Performance

Key External
Drivers

Per capita disposable income

When per capita disposable income rises, consumers are more willing to spend on discretionary items, such as
sporting events tickets. As a result, the industry is positively influenced by rising income levels. Per capita
disposable income is anticipated to fall slightly in 2021, posing a potential threat to the industry.

 

Leisure time

The amount of available leisure time among consumers directly affects attendance spectator sport events. Attending
a professional sports event is highly time consuming, as events typically last about three hours, excluding the time it
takes to get to and from the venue. Increased leisure time means more people will likely attend or view sporting
events and participate in sports. Leisure time is expected to fall in 2021.

 

Number of households earning $100K or more

The number of households earning $100,000 or more directly correlates to the amount of discretionary spending on
tickets to sporting events and sporting merchandise, as these households typically have the disposable income to
spend on sporting events tickets. As the number of these households increases, the volume and value of purchases
increase, bolstering industry revenue. The number of households earning more than $100,000 is expected to
increase in 2021, representing a potential opportunity for the industry.

 

Number of fixed broadband connections

Due to rapid growth in the number of broadband connections, the number of fans watching and listening to sporting
events through online streams has grown rapidly in recent years. As online streaming gains popularity, it has the
potential to expand regional broadcasting to a national and global level. Increased exposure substantially aids media
operators and sports franchises, creating a greater volume of possible advertising space and enabling both parties
to profit from the expansion. An increase in advertising revenue can offset any loss from a decline in ticket sales.
The number of fixed broadband connections is expected to increase in 2021.
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Current
Performance

The Spectator Sports industry in Canada provides regional and national
sports entertainment.

Major sports franchises have increasingly invested in player contracts and stadium renovations and amenities over
the five years to 2021, which have bolstered ticket sales in addition to the industry's media coverage. As a result, the
industry has remained stable, even posting strong growth in some years. This has signalled a strong recovery
following the decline in industry revenue just prior to the reporting period, which occurred as a direct result of the
National Hockey League's (NHL) lockout of the 2012-13 hockey season. The lockout shortened that season almost
50.0%, which led to decreased ticket sales and media coverage that year. However, the following season, the NHL
returned to its normal 82 games and industry revenue strongly recovered. However, the COVID-19 (coronavirus)
pandemic is forecast to result in revenue falling 22.0% in 2020 alone as the NHL played the remainder of the
2019-20 season in a bubble and the 2020 Canadian Football League season was cancelled. Industry revenue is
expected to fall an annualized 1.0% to $3.4 billion over the five years to 2021, including an increase of 10.9% in
2021 alone as the NHL is forecast to return to normal operating conditions for the 2021-22 season.

TICKET SALES AND REVENUE

Sporting events tickets represent a discretionary purchase for the
industry's downstream consumers.

Therefore, industry performance has been heavily driven by changes in consumer spending. Consumer spending is
forecast to decline in 2021 as a result of the coronavirus pandemic, and many leagues have suspended or cancelled
their seasons to comply with social distancing guidelines set by the government. In the case of team sports, the
number of fans who attend live events heavily relies on a team's overall performance over the year. While building a
new stadium can improve attendance and attract better players, it can take more than one season to have the
desired effect. Teams with new or renovated stadiums with state-of-the-art equipment and advanced technologies
have been able to counter the high price of these amenities with increased ticket prices. Moreover, consumers are
often willing to pay more for sports tickets if they are able to experience these amenities. These extreme capital
outlays have resulted in profit declines, despite an increase in ticket sales, which has led to an increase in money
spent on parking and associated costs, such as food and drink. As a result, industry profit, defined as earnings
before interest and taxes, has decreased, accounting for 1.0% of revenue in 2021.

MEDIA FRENZY

The NHL, which is based in the United States, has the greatest presence
in the industry, with the Toronto Maple Leafs and the Montreal Canadiens
representing the second- and third-most valuable teams in the NHL,
respectively.



Spectator Sports in Canada May 2021

12 IBISWorld.com

Since many professional sporting events, including hockey, are aired on TV, industry operators have gained a
substantial amount of revenue from contracts with TV networks. Typically, the wealthiest sports franchises in large
metropolitan areas have a major advantage in terms of broadcasting and media coverage because viewership levels
are much higher compared with small market teams. In many cases, media revenue accounts for about two-fifths of
overall franchise income for professional sports franchises. As a result, these teams can afford to build luxurious
stadiums and sign high-profile athletes, which further improves media coverage and ticket sales. The marketplace is
highly competitive, so teams often engage in bidding wars for athletes. However, while professional hockey teams
tend to generate the most revenue of industry operators, there is a wide range of sports that have increased in
popularity at the expense of hockey, including golf, which, according to Statistics Canada, is the most practised
sport in Canada.

HIGH WAGES FOR PRO ATHLETES

As sports entertainment has become increasingly popular, professional
athletes have gained exceedingly high salaries.

For example, the average salary in the NHL surpasses $2.0 million and these players receive a significant amount of
media coverage as well. Moreover, since the NHL pays all players in US dollars, when the value of the US dollar is
greater than the Canadian dollar, hockey players in Canada make relatively more money. Therefore, wage costs
increased in 2016 and 2018 as the Canadian dollar depreciated overall. Industry wages are expected to increase an
annualized 0.4% to $799.2 million over the five years to 2021.

The number of industry operators and business locations have both increased over the past five years. IBISWorld
anticipates that most new operators are small and local sporting teams, as the high barriers to entry for the large
professional leagues are typically prohibitive for market entry. The National Basketball League of Canada (NBL) was
founded in 2011 and originally consisted of seven teams. However, in 2012, an eighth franchise joined the league,
followed by a ninth franchise in 2018. Still, the NBL has underperformed compared with its counterpart in the United
States, the National Basketball Association. The struggles of the NBL reflect the challenges of establishing a large-
scale sports league.

Industry employment is anticipated to fall an annualized 5.2% to 9,632 individuals over the five years to 2021. This
reflects the number of workers directly employed by sports teams and groups. Typically, most professionally
operated events contract labour for a wide variety of purposes, including catering, retailing and event promotion.
Those that are directly employed are easy to lay off when work dries up, as it did during the coronavirus pandemic.
The number of industry establishments is projected to increase an annualized 4.0% to 4,965 locations over the five
years to 2021. IBISWorld expects that improving economic conditions have contributed to the industry's expansion
prior to the pandemic, as consumers have been better able to afford discretionary purchases.
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Historical Performance Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Per capita
disposable

income
($)

2012 3,200 920 3,415 3,410 12,609 N/A N/A 487 N/A 28,883
2013 2,819 815 3,339 3,335 11,488 N/A N/A 560 N/A 29,369
2014 3,172 944 3,446 3,442 11,841 N/A N/A 615 N/A 29,466
2015 3,578 953 3,831 3,826 11,085 N/A N/A 591 N/A 30,804
2016 3,594 1,165 4,075 4,070 12,612 N/A N/A 785 N/A 30,332
2017 3,920 1,141 4,532 4,518 12,357 N/A N/A 804 N/A 30,675
2018 3,695 1,039 4,566 4,545 13,220 N/A N/A 922 N/A 30,647
2019 3,951 1,352 4,701 4,673 13,648 N/A N/A 975 N/A 30,852
2020 3,082 947 4,628 4,600 8,956 N/A N/A 739 N/A 33,178
2021 3,418 1,039 4,965 4,924 9,632 N/A N/A 799 N/A 32,872
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Industry Outlook
Outlook The Spectator Sports industry in Canada caters to fans across all ages,

demographic groups and social classes.

The industry has continued to expand over the past decade through new stadiums and arenas, as well as larger
player contracts, especially in highly populated metropolitan areas. The industry will likely continue such
advancement over the five years to 2026 by implementing community outreach and innovative TV technologies,
such as alternate camera angles and increased instant replay, to boost demand and improve the overall experience
of viewers. While the industry has made significant investments in these technologies, it ultimately relies on other
industries to develop high-tech products to improve its own outlets for consumers. Moving forward, the industry is
expected to rebound from a disastrous 2020 due to the COVID-19 (coronavirus) pandemic, as sporting events
resume and fans are again admitted into stadiums and arenas. Per capita disposable income and the number of
fixed broadband connections are forecast to resume steady growth, which will likely bolster industry revenue.
IBISWorld forecasts industry revenue will increase an annualized 4.9% to $4.4 billion over the five years to 2026. As
overall economic conditions improve, the industry's momentum is expected to persist as a result of further
technological advancements and amenities that accommodate both live and TV viewers.

CAPITAL INVESTMENTS ON THE RISE

Investment in stadiums, arenas and their respective technologies and
amenities has been and will likely continue to be a major industry trend
over the next five years.

This investment has proven to be a very successful tactic since fans can justify spending more on ticket prices to
experience the luxuries that new facilities offer. However, industry profit is forecast to increase only slightly as these
stadiums can cost more than $500.0 million. Conversely, individual operators with old or out-of-date facilities are at a
considerable disadvantage relative to other teams, as they cannot attract the highest calibre players, causing their
overall performance to suffer. This trend is forecast to stunt profit growth as the economy recovers from the
coronavirus pandemic.

The emergence of the National Basketball League of Canada will also likely affect capital expenditures in the
industry if it remains a viable sports league over the next five years. Furthermore, the Canadian Football League
(CFL) will likely continue improving existing facilities and developing new facilities to bolster revenue and promote
the live experience of sporting events to attract consumers.

INTERNET MEDIA CHANGES THE GAME

The number of fans watching and listening to sports events through
online streams has increased rapidly over the five years to 2021, a trend
that is forecast to continue growing as these channels become more
accessible.

As streaming products gain popularity during the outlook period, these products have the potential to expand
regional broadcasting to a national and global level. Media operators and sports teams will likely benefit from
increased exposure, as it creates a greater volume of possible advertising space and enables both parties to profit
from the expansion. IBISWorld projects that the percentage of total revenue generated from media rights will likely
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increase over the five years to 2026.

ATHLETES GET RICHER

The number of professional teams and athletes is expected to marginally
change over the next five years due to an established marketplace and the
overwhelmingly high barriers to entry that characterize the industry.

However, athletes who are fortunate and talented enough to make it to the professional level will likely benefit
substantially. Industry wages are forecast to rise an annualized 4.1% to $976.0 million over the five years to 2026.
Industry operators, especially those in the National Hockey League (NHL) and CFL, will likely continue to compete
with international teams for talent. As a result, these operators that are competitive with teams, particularly in the
United States, are expected to increasingly be challenged to offer contracts to players. Additionally, the collective
bargaining agreement between the NHL Players' Association and the owners ends following the 2021-22 season.
The required labour negotiations may result in pay increases for players. The number of industry operators is
expected to rise an annualized 4.8% to 6,232 enterprises over the five years to 2026; however, this increase will
likely be driven by smaller sports teams entering leagues that are both less popular and less publicized than the
NHL and CFL.

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  ($)

2021 3,418 1,039 4,965 4,924 9,632 N/A N/A 799 N/A 32,872
2022 3,904 1,159 5,410 5,347 10,596 N/A N/A 886 N/A 33,347
2023 4,097 1,215 5,684 5,617 11,032 N/A N/A 924 N/A 33,515
2024 4,211 1,244 5,916 5,851 11,292 N/A N/A 946 N/A 33,614
2025 4,284 1,260 6,097 6,034 11,479 N/A N/A 962 N/A 33,697
2026 4,351 1,278 6,291 6,232 11,641 N/A N/A 976 N/A 33,806
2027 4,421 1,300 6,494 6,439 11,805 N/A N/A 990 N/A 33,915
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Industry Life Cycle The life cycle stage of this industry is    Growth

LIFE CYCLE REASONS

The industry’s product and service mix is rapidly changing

The industry is adopting new technology

The number of establishments has steadily grown

The Spectator Sports industry in Canada is currently in the growth phase of its economic life cycle. Professional
sports have existed for many decades and continue to evolve, but the growing media and merchandising landscape
that surrounds professional sports franchises has substantially bolstered the coverage of games, the talent on the
field and even the length of league schedules to satisfy the public's appetite for sporting entertainment. The advent
of TV replays, advanced statistical analysis and dedicated TV sports channels has reinvented the way the game is
played and has helped turn sports into a major business. Industry value added (IVA), which measures an industry's
contribution to the overall economy, is expected to grow an annualized 0.9% over the 10 years to 2026. In
comparison, Canada's GDP is expected to grow an annualized 2.0% during the same period. While IVA is growing
at a slower rate compared with GDP, this is the result of sports' unique situation regarding the COVID-19
(coronavirus) pandemic, as in-person attendance is largely required to make any sports at any level, but the highest
economically viable.

Moreover, establishment growth is expected to be steady during the 10-year period, which has primarily been
spurred by an increase in minor sports and a growing number of regional leagues. The number of major sports
teams in Canada has remained steady over the five years to 2021, effectively highlighting the industry's high barriers
to entry among the largest leagues.

Technological change has also refreshed spectator sports in many ways. It has fundamentally changed the way the
game is played through the adoption of modern training and medical techniques. It has also changed the way the
game is watched by extending broadcast rights to TV, radio and mobile, online networks and by investment in state-
of-the-art stadiums. Finally, technology has changed the way the game is managed by expanding the industry's
focus on advertising, merchandise sales, brand development and strict financial management, emphasizing media
rights revenue and in-stadium advertising, rather than licensing and ticketed attendance.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Radio Broadcasting in Canada

TV Broadcasting in Canada

Cable Networks in Canada

Consumers in Canada

Key Selling Industries
1st Tier

Online Event Ticket Sales in Canada

Advertising Agencies in Canada

Cut and Sew Apparel Manufacturing In Canada

Other Animal Production In Canada

Golf Courses & Country Clubs in Canada

Ski & Snowboard Resorts in Canada

Non-residential building construction In Canada

Food Service Contractors in Canada

2nd Tier

Textile Mills in Canada

Grocery Wholesaling in Canada

General-Line Building Supplies Wholesaling in Canada

Products & Services

  ADMISSIONS TO LIVE SPORTS EVENTS

The primary business of the Canadian Spectator Sports industry is
providing entertainment to the general public.

As a result, one of its biggest sources of income comes from ticket sales and admissions into live sporting events.
This segment accounts for an estimated 26.3% of industry revenue in 2021, increasing as a share of revenue over
the five years to 2021. This segment also includes sales from parking. IBISWorld anticipates ticket sales to decrease
as a share of industry revenue over the five years to 2026 as sports franchises continue to shift their attention
toward licensing and sponsorship opportunities. However, this segment is reliant upon National Hockey League and
Canadian Football League teams having starting their next seasons with fans in attendance. If this is not the case
due to the COVID-19 (coronavirus) pandemic, then this will likely decline from its current total.

SPORTING EVENT BROADCASTING AND OTHER MEDIA RIGHTS

Broadcasting and other media rights are estimated to account for 40.7%
of industry revenue in 2021, growing as a share of revenue during the
period.

However, this figure can vary considerably depending on geographic location and the local media market. In
general, each team pays a certain percentage of its media revenue to its respective league or association. Revenue
is pooled together and then distributed evenly among the contributors. This segment is anticipated to increase as a
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share of revenue over the five years to 2026 as sports franchises continue to tap into online distribution markets and
opportunities. This comes especially as the NHL's media rights deal with Rogers Communications Inc., which is
currently for $436.0 million annually, expires after the 2025-26 season. The league's contract in the United States
with the National Broadcasting Company expires after the 2020-21 season and in its new seven-year agreements
with the Walt Disney Company and Warner Media LLC, the league more than doubled its rights fees.

ADVERTISING AND ENDORSEMENT REVENUE

Advertising and endorsement revenue comprise another crucial source of
revenue for the industry.

From stadium naming rights to arena banners, corporations pay hefty endorsement sums for the opportunity to
insert their brand names into densely populated, widely viewed events. These amounts vary based on the local
market and the popularity of the given team. Advertising and endorsement revenue is expected to account for 16.2%
of industry revenue in 2021. This segment has grown as a share of revenue over the five years to 2021 as digital
advertising mediums have become increasingly pervasive. This is anticipated to continue over the five years to
2026.

OTHER

The remaining portion of industry revenue comes from the sale of meals
and beverages for immediate consumption (3.5%), the licensing of rights
to use for intellectual property (1.8%), the resale of merchandise (1.0%)
and other miscellaneous sources of revenue (10.5%).

This category may include a variety of deals and services, such as catering; luxury box seats, which are not included
in the ticket sales segment; and the rental of facilities, equipment and other goods. Operators typically pay for
companies to produce industry-relevant apparel and souvenirs that they then sell for a higher price during sports
games. Finally, operators also lease stadiums to other companies that may use them for several activities, including
concerts and alternative sporting events.

Demand
Determinants

Demand for the Spectator Sports industry in Canada is influenced by
several important factors that primarily include per capita and household
disposable income, ticket prices, demographics and sports participation.

As sporting event attendance represents discretionary spending for households, rather than essential spending, a
decline in disposable income results in less expenditure on sporting events and products. Conversely, higher levels
of disposable income increase the likelihood of ticket and merchandise purchases from industry operators. However,
disposable income is affected by changes in interest and tax rates, employment and the household savings rate.

Ticket prices have been increasing over the past decade, as many operators have attempted to counter the costs of
high player salaries or newly built state-of-the-art stadiums. This trend is more prevalent in the largest sports
leagues in Canada, including the National Hockey League (NHL) and the Canadian Football League (CFL). Some
consumers compare the price of attending a franchise sport with other activities. Therefore, the lower the price of a
sporting event, the higher demand will likely be for industry services. Consumers must also consider the total cost of
attendance, which includes the costs of transportation to the stadium, parking, food and drinks.

Certain sports appeal to a specific demographic more than others, with age, gender, income and marital status
being the most important factors in determining this. If the number of people in a certain demographic group
increases, the potential audience size also increases as a natural consequence.

Additionally, public participation in sports can influence demand for tickets to live games. When more people
participate in a particular sporting activity, their interest in professional sports tends to be much higher. As a result,
attendance at live events usually increases. Public participation is generally a good proxy for consumer tastes.
However, various other factors are at play when it comes to influencing demand, such as the availability of leisure
time, the degree of support by a spectator for the team that is playing, the team's success rate, the quality of
facilities for spectators at the ground and the level of pregame publicity. Lastly, weather conditions, such as extreme
heat or cold, may also adversely affect attendance.

The outbreak of COVID-19 (coronavirus) has also had a crippling effect on demand. The NHL suspended its
2019-20 season for four months and completed it in a bubble setting, while the National Basketball League of
Canada cancelled the remainder of its regular season and playoffs in April 2020 after initially suspending the
campaign, which continued into the 2020-21 season. In addition, the CFL cancelled its 2020 season. While the NHL
has played its 2020-21 season, none of the seven Canadian teams permitted fans to attend games and are not
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expected to do so until the new season begins again in the fall. Additionally, the Toronto Raptors and Blue Jays of
the National Basketball Association and Major League Baseball, respectively, have not competed in Canada due to
border closures. The Blue Jays spent 2020 at a minor-league affiliate in Buffalo, while the Raptors played its
2020-21 season in Tampa Bay, FL.

Major Markets

  Sports attendance in the Canadian Spectator Sports industry is
segmented by demographics, with industry participants often conducting
demographic research to determine their target audiences.

  Consequently, the development of dedicated sports channels, such as NHL GameCenter Live, has helped improve
marketing. Age accounts for a major determinant of industry demand, as most revenue is expected to come from
Canadians between the ages of 35 and 54 in 2021. According to 2014 data (latest data available) from Nielsen
Holdings PLC, the National Hockey League (NHL) audience is the richest of all professional sports, with one-third of
its viewers making more than $100,000 yearly.

CONSUMERS AGED 18 TO 34

Consumers aged 18 to 34 are expected to account for 27.0% of industry
revenue in 2021.

These consumers can typically afford to purchase season tickets or multiple single-game tickets. Furthermore,
individuals belonging to this age group spend the most on concessions and gifts because they have a substantial
amount of discretionary income. Age and to a lesser extent, education, can affect a sport attendee's earnings power.
This group has decreased slightly as a share of revenue over the five years to 2021 despite an increase in the
amount of industry-run online advertising campaigns and alternative viewing outlets, such as online streaming. On
average, consumers in this age group use online and mobile outlets at a higher rate compared with the other age
groups. Conversely, consumers under 18 years old account for 8.5% of industry revenue in 2021, remaining a stable
share of revenue over the past five years.

CONSUMERS AGED 35 TO 54

Consumers aged 35 to 54 are expected to account for 33.6% of industry
revenue in 2021, which is the largest share of revenue.

Similar to the 18 to 34 age group, these consumers often have steady income streams, enabling them to spend on
discretionary goods, such as sports tickets. However, this age group also is more likely to have a family, which may
cut down on leisure time, thereby decreasing this age group's ability to attend live sports games or watch televised
or streamed games. Conversely, this age group may also choose to purchase tickets for their children and family
members, boosting industry revenue. This group has decreased slightly as a share of revenue over the five years to
2021 as a result of growth among older age groups.

CONSUMER AGED 55 AND OLDER

Consumers aged 55 and older are expected to account for 30.9% of
industry revenue in 2021.
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This segment has increased marginally as a share of revenue over the past five years due to successful online
marketing initiatives. However, these consumers are more likely to have smaller, fixed incomes in retirement, limiting
their ability to spend on sports tickets, concessions and gifts. At the same time, leisure time is plentiful for retirees,
granting them more opportunities to attend sporting events, such as amateur games, which start at many different
times throughout the day.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

By providing live sports entertainment, the Spectator Sports industry in Canada largely serves the needs of the
domestic market. Although some franchises have negotiated broadcasting rights so that their games and events are
available for viewing in other countries, usually on pay TV or cable TV, this is generally only the case for the larger
sporting competitions. For example, Canadian member teams in the National Hockey League play games in the
United States, while smaller operators usually only play domestic games.

Business
Locations

  Overall, the geographic distribution of establishments in the Canadian Spectator Sports industry largely follows the most populous
regions of Canada. Geography is pivotal in determining the industry's anticipated fan base and demographics, as well as the
media market and corporate sponsorship. For this reason, major league sports are based almost exclusively in more populous
metropolitan areas.

Ontario and Quebec

Together, Ontario and Quebec account for more than 60.0% of industry establishments, home to 44.2% and 18.8% of business
locations, respectively, in 2021. These regions are also the most densely populated provinces, and therefore, they are the most
attractive areas to operate sporting events and professional teams. Cities that are located in these regions possess both
professional hockey and football teams. The relatively larger populations compared with other provinces also ensure that large
sports teams can generate significant revenue from fans to remain profitable. For instance, Toronto is home to the Toronto Maple
Leafs, Toronto Raptors, Toronto Blue Jays and the Toronto Argonauts of the Canadian Football League (CFL). Montreal is home
to the Montreal Canadiens and the Montreal Alouettes of the CFL. IBISWorld anticipates that both Ontario and Quebec will likely
continue to dominate the industry over the five years to 2026.
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Other provinces

Outside of Ontario and Quebec, only Alberta, which accounts for 12.4% of industry establishments in 2021, and British Columbia,
which accounts for 14.7% of establishments in 2021, maintain a sizeable share of industry locations. Alberta is home to two
National Hockey League (NHL) teams in Calgary and Edmonton, while British Columbia also has a professional hockey team, the
Vancouver Canucks. NHL teams generate above-average revenue for the industry, largely due to their strong fan bases and easy
access to advertising, distribution and marketing initiatives. Other regions in Canada have limited exposure to professional sports
associations, although this is consistent with their relative population distributions compared with large metropolitan areas. The
industry's concentration in metropolitan regions will likely persist over the five years to 2026, consequently limiting its expansion
into less populous areas.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Spectator Sports industry in Canada exhibits a low level of market share concentration. The top four industry
operators are anticipated to account for more than 20.0% of revenue in 2021. The largest operators are hockey
teams in the National Hockey League and there is little consolidation activity in the industry. Typically, sports teams
locate in one region and do not expand beyond their home locations. The diversity of sports in Canada also makes it
difficult for one sport or team to capture market share away from competitors. IBISWorld anticipates market share
concentration will remain low over the five years to 2026.

Key Success
Factors

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

Ability to attract local support/patronage:
Spectator sports rely heavily on the support of local fans and consumers.

Ability to raise revenue from additional sources:
Revenue needs to be generated from sharing admissions, broadcasting rights, sponsorships, catering,
merchandising and other sources.

Having market expertise:
Industry operators must continuously encourage participation in sports. Thus, marketing is important as local
preferences can vary.

Having a high profile in the market:
Operators that establish a strong reputation and profile can more easily attract patrons than unknown operators can.
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Cost Structure
Benchmarks

  Profit

Profit is expected to decrease over the five years to 2021 as a result of
the COVID-19 (coronavirus) pandemic, as governments prohibited
sporting events as a way to curb the spread of the virus. In-person
attendance is one of the only ways for many operators to generate
revenue. Profit, measured as earnings before interest and taxes, is
expected to account for 1.0% of revenue in 2021, down from 4.2% of
revenue in 2016. Operators have increasingly diversified their various
revenue streams to keep profit stable, further aided by the proliferation
of online media platforms made possible by the internet. IBISWorld
anticipates that industry profit will likely rebound over the five years to
2026 as operators continue to maximize the value of online content
distribution and event promotion and the economy returns to normal.

 

  Wages

The costs for an individual establishment in this industry vary
depending on the structure and size of the company, the entity's
geographical location, property and type of sport. Wages are expected
to account for the largest expense category, comprising 23.4% of
revenue in 2021, up from 21.8% in 2016. The industry is labour
intensive, as athletes are the industry's main attraction. Industry
employees have superior skills in their chosen sport and are often able
to perform tasks that others would find difficult or impossible. Thus, the
average wage of professional athletes is relatively high in comparison
with other professions. As a result, employees are highly compensated.

Wages have increased an annualized 0.4% to $799.2 million over the
five years to 2021. Wages had grown consistently prior to and during
most of the period, partially due to wage growth in the National Hockey
League (NHL). However, the COVID-19 (coronavirus) pandemic
resulted in a decline in 2020, in which wages only accounted for 0.9%
of revenue, the lowest mark of the period, as many nonathlete workers
were laid off or furloughed as work dried up. Even among athletes, the
NHL and National Hockey League Players Association agreed to a
20.0% salary escrow to return to play during the 2019-20 season, which
is considerably higher than what had been previously collectively
bargained.
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  Purchases

Purchases account for an estimated 9.9% of industry revenue in 2021
and consist mainly of athletic equipment and training. In professional
leagues, equipment must be replaced regularly due to the high
frequency of games. Other purchases include merchandise, food and
the beverages that are sold at events. As equipment has become more
complex, purchases have grown slightly over the past five years.

 

  Marketing

Marketing costs account for 5.9% of industry revenue in 2021. Most
notably, the internet has offered operators new channels on which to
advertise, including social media, internet gaming sites and online
services. The emergence of these new channels have led operators to
spend more on marketing, amid high levels of external competition.

 

  Depreciation

Industry establishments, particularly major sports clubs, often own their
facilities, although this is not the case for all establishments. Teams that
own their stadiums depreciate these assets. Additional depreciation
costs for franchises include electronic scoreboards, monitors and
various other technologies used during competition. Depreciation
accounts for 6.0% of industry revenue in 2021, decreasing over the
past five years as wages have grown.

 

  Rent

Industry establishments, particularly major sports clubs, often own their
facilities. However, this is not the case for all establishments, as many
others rent their stadiums and arenas from their respective cities, a
trend that has stagnated as few prominent facilities have opened over
the past five years. Rent accounts for an estimated 5.2% of industry
revenue in 2021.
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  Utilities

The use of stadiums involves utility costs. Lighting, fuel and electricity
are used for stadium facilities, such as scoreboards and big-screen
TVs. Night games and heating draw higher utility costs compared with
games that occur during the day. Nonetheless, utilities represent a
negligible share of industry revenue. Utilities are anticipated to
comprise 1.1% of industry revenue in 2021.

 

  Other Costs

Travel costs account for yet another significant expense for the
industry. At the highest level, industry employees travel widely. For
example, NHL teams play 82 games per season and half of those
games are played away from a team's hometown. In most cases
among major league sports, a team will likely use private or first-class
travel in scheduled aircraft. This segment also includes travel expenses
associated with scouting and evaluating talent. Other industry costs
include wages for team medical personnel, insurance, legal expenses
and advertising fees, in addition to administrative and office expenses.
Overall, other costs are projected to account for 47.6% of industry
revenue in 2021.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Overall, competition in the Canadian Spectator Sports industry is high
and increasing.

Consumers typically attend sports events due to interest in a specific game or team. Demand from such fans
remains relatively inelastic, as the team's lack of success or rising ticket prices generally does not dissuade
individuals from attending events. However, for smaller-market clubs, less popular sports or poorly performing
teams, establishments are expected to try to differentiate themselves in the market through various strategies.

INTERNAL COMPETITION

A team that is successful or has high-profile franchise players typically
can generate greater crowds, press coverage and merchandise sales than
a smaller-market team.
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Team publicity and brand recognition are crucial for all of these aspects. Industry establishments advertise sporting
events to raise awareness and interest regarding the event at hand and most operators also encourage participation
in their respective sports.

Operators also compete on the basis of price. The lower the price of the event, the more likely it is that consumers
will choose to attend that performance over other leisure activities. With average ticket prices soaring in recent years
due to increased costs and increasingly expensive facilities, some teams are scrambling to fill their stadiums through
various offers and packages. Promotions and free giveaways are often held for certain games during the season to
attract younger spectators as a means of increasing attendance and building loyalty to the team. Furthermore, the
largest sports teams have increasingly enhanced their venues to attract patrons, a trend that has encouraged price
increases in tickets.

EXTERNAL COMPETITION

International competition, particularly from the United States, is especially
prevalent when recruiting athletes.

Sports teams must attract talent to attract consumers and sports teams in the United States, especially those in the
National Hockey League that can offer competitive salaries compared with their Canadian counterparts. This trend
will likely intensify over the five years to 2026 and industry operators are expected to continue aggressively
recruiting athletes from universities in the United States. However, sports teams in the United States will likely
continue to have an advantage in talent recruitment, largely due to the wider audience sports teams in the United
States reach on a regular basis.

Barriers to
Entry

Barriers to Entry in this industry are    High and the trend is Steady
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  Barriers to entry into sports franchise ownership regarding
the Canadian Spectator Sports industry are extremely
high, as entry must be approved by league offices and
voted upon by the remaining owners. Further, major
leagues are strictly governed. Team numbers are
controlled, much of revenue is shared and wages are
capped. Therefore, teams are relatively well insulated
from poor performance. Moreover, struggling teams are
rewarded at the end of the season with priority draft picks
of emerging talent. This factor helps the league remain
fair, though it significantly reduces the chances that a
team will cease playing and thereby open up a spot for a
new player. Though leagues sometimes expand, as the
National Hockey League (NHL) has in recent years, the
capital required to purchase a new franchise is incredibly
high. When Seattle was awarded a franchise in 2018,
ownership paid $650.0 million for entry into the league,
which does not include capital associated with securing a
place for the team to play, and other branding costs.

Although smaller regional operations can easily enter and
exit the industry, the earning power of these smaller
establishments is far less than organized professional
sports leagues, such as the NHL and Canadian Football
League. The largest sports leagues can invest heavily in
infrastructure, marketing and event promotion and their
relatively stringent entry requirements prevent operators
from competing directly with them. Prospective team
owners need to have significant capital along with existing
venues to host matches. Additionally, the sport's
governing body may have already determined the city
where a franchise is based, due to its population and level
of interest in the particular sport. The provision of
stadiums and arenas for nonmajor league sports is also a
notable barrier to entry for this industry.

Fan loyalty can also influence market entry and exit
trends. For example, if a city has a well-established sports
team and loyal fans, a new operator will likely find it
extremely difficult to compete for that particular sport's
patrons. This trend has been consistent over the five
years to 2021 and is expected to continue over the five
years to 2026. Ultimately, barriers to entry for the most
lucrative spectator sports will likely continue to restrict the
ability of new operators from entering the industry.
However, there are opportunities for small and local
spectator sport operators, especially due to the availability
of government funding for amateur leagues.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Growth  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Medium  

Industry
Globalization

Globalization in this industry is    Low and the trend is Steady

  The Spectator Sports industry in Canada largely serves the needs of the domestic market. Therefore, industry
globalization is low. However, major sports leagues have increasingly promoted their product abroad to generate
higher viewership and merchandise sales, with some high-profile sports and individual athletes also receiving
sponsorship on the part of global companies and benefit from TV airplay in foreign nations. However, this is not
typical for most of the industry's employees. Canadian spectator sports experience significant competition from the
sports industry in the United States. The National Hockey League (NHL), which is headquartered in New York City,
contains teams in both the United States and Canada, but Canadian teams are among the most valuable and
profitable in the league. However, the appeal of other sports leagues, such as the Canadian Football League and
the National Basketball League of Canada or the Canadian Elite Basketball League, has not significantly challenged
the popularity of this industry's counterpart in the United States. IBISWorld anticipates that spectator sports in
Canada will likely experience difficulty in expanding fan bases to the international market over the five years to 2026.
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Major Companies

Major Players Toronto Maple Leafs

Market Share: 6.9%

  The Toronto Maple Leafs, a Toronto-based hockey team, was founded in 1917. The Maple Leafs are one of the
original six National Hockey League (NHL) teams and represent the most valuable Canadian franchise in the NHL.
The team has won the Stanley Cup 13 times, which ranks only behind the Montreal Canadiens as the most NHL
championships of any team in the league. Tickets for Maple Leafs games consistently rank as the most expensive in
the NHL, which has helped the team generate above-average revenue compared with the rest of the Canadian
Spectator Sports industry. However, despite its popularity, the team has not won a Stanley Cup since 1967. Though
they have made the playoffs in each of the past four seasons, they have not won a postseason series since the
2003-04 season.

In 2012, the telecommunications companies Rogers Communications Inc. and BCE Inc. partnered to purchase a
75.0% stake in Maple Leaf Sports & Entertainment Ltd., the private real estate company that owns the Maple Leafs,
the Toronto Raptors and the venue where both teams play. According to Forbes, the Maple Leafs were the second-
most valuable NHL franchise in 2020, surpassed only by the New York Rangers.

Financial performance

In 2013, prior to the five years to 2021, the NHL's season was delayed due to a labour dispute that occurred
between the NHL and the National Hockey League Players' Association. The lockout ended up lasting 113 days and
shortened the 2013 season from 82 games to 48 games, sharply affecting the Maple Leafs' revenue going into the
period. Industry revenue has increased since then, largely due to a corresponding increase in disposable income
levels, with double-digit growth in the team's revenue in both 2017 and 2018 during which revenue grew 13.4% and
10.0%, respectively. Nonetheless, poor performances by the team could potentially hamper growth. For example,
during the 2015-16 season, the Maple Leafs failed to qualify for the NHL playoffs, causing the team's season to be
shorter than previous seasons. As a result, merchandise, ticket and concession sales declined, though the team
made it to the playoffs during the 2017-18 and 2018-19 seasons, despite losing in the first round to the Boston
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Bruins each year, which ultimately contributed to increased attendance and therefore increased ticket, merchandise
and concession sales. Consequently, the Maple Leafs' industry-relevant revenue is estimated to post strong growth
despite the COVID-19 (coronavirus) pandemic, increasing an annualized 4.8% to $235.6 million over the five years
to 2021. The team's industry-relevant operating profit, measured as earnings before interest and taxes, is expected
to further reflect this growth as it is also expected to rise, increasing an annualized 4.5% to $84.7 million during the
same period.

 
Toronto Maple Leafs (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 186.0 N/C 68.0 N/C
2017 211.0 13.4 76.0 11.8
2018 232.0 10.0 94.0 23.7
2019 243.0 4.7 101.0 7.4
2020 223.0 -8.2 56.0 -44.6
2021 235.6 5.7 84.7 51.3

Source: IBISWorld
Note: *Estimates

Montreal Canadiens

Market Share: 6.7%

  The Montreal Canadiens are a Montreal-based hockey team that was founded in 1909 and represented one of the
original six teams in the NHL until 1967, when the league expanded. The Montreal Canadiens have won the most
championships of any hockey team in the NHL, securing 24, and sold out their arena, the Centre Bell, for 422
consecutive games between 2004 and 2014, although the team's most recent Stanley Cup and conference
championships were in 1993. Similar to the Toronto Maple Leafs, the Montreal Canadiens have above-average
earning power in the industry. The Canadiens were the third-most valuable NHL franchise, according to Forbes, in
2020 (latest data available).

Moreover, the Montreal Canadiens announced a 12-year regional broadcast agreement between their team and Les
Reseau des sports (RDS), a French-language sports network, prior to the start of the period. This agreement, which
is still in effect at present, makes RDS the official broadcaster of the Montreal Canadiens through the team's
2025-26 hockey season. This deal, which is estimated to be worth $68.0 million, helped the Montreal Canadiens
increase in value during the 2014-15 hockey season. Today, Forbes maintains the team's value as being $1.3
billion.

Financial performance

The Montreal Canadiens' industry-relevant revenue is expected to increase an annualized 2.6% to $229.5 million
over the five years to 2021. Additionally, the team's industry-relevant operating profit, measured as earnings before
interest and taxes, is expected to increase an annualized 3.9% to $93.2 million during the same period. However,
the Montreal Canadiens suffered a setback going into the reporting period due to the NHL lockout, which shortened
the regular 2012-13 season from the usual 82 games to 48 games. The lockout, which occurred due to a labour
dispute between the NHL and the National Hockey League Players' Association, lasted 113 days and led revenue to
decline 24.9% that year. In addition, while the team went on to play the normal 82 games in subsequent seasons,
leading to strong revenue growth, the Montreal Canadiens hit a rough patch in 2016, which caused them to miss the
NHL playoffs for the first time since the 2011-12 season. The team has only qualified twice since, but did not make it
past the first round each time. Additionally, the COVID-19 (coronavirus) pandemic cut into its revenue in 2020, as
the team was unable to host fans at home games due to governmental regulations.
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Montreal Canadiens (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 202.0 N/C 76.9 N/C
2017 236.0 16.8 92.0 19.6
2018 239.0 1.3 102.0 10.9
2019 243.0 1.7 106.0 3.9
2020 219.0 -9.9 87.0 -17.9
2021 229.5 4.8 93.2 7.1

Source: IBISWorld
Note: *Estimates

Other Companies Vancouver Canucks

  Market Share: 4.5%
  The Vancouver Canucks joined the National Hockey League (NHL) in 1970 as an expansion team. The team, which

is the 10th-most valuable franchise in the NHL according to Forbes, has never won the Stanley Cup, but it has made
an appearance in the Stanley Cup Final three times, most recently in 2011. The Canucks were valued at $725.0
million in 2020 (latest data available). Additionally, the team typically generates more than $100.0 million in annual
revenue. The team's arena hosted figure skating and short track speed skating events for the Vancouver 2010
Winter Olympics.

Similar to other NHL franchises, the Canucks suffered severe revenue declines due to the NHL lockout prior to the
five years to 2021, which shortened the season from 82 games to 48 games. The lockout, which was due to a labour
dispute between the NHL and the National Hockey League Players' Association, lasted 113 days and led to a sharp
decline in revenue that year. Moreover, the Canucks have only qualified for the postseason once in the past five
seasons, doing so in the 2019-20 season, which was shortened by the COVID-19 (coronavirus) pandemic.
Nevertheless, despite the team's struggles, the Canucks were able to recover from revenue declines prior to the
period, with the team estimated to generate $152.2 million in industry-relevant revenue in 2021, and with a market
share of 4.5%.

Calgary Flames

  Market Share: 3.7%
  The Calgary Flames relocated from Atlanta to Calgary in 1980 after the team was sold to several Canadian oil

magnates. The team won the Stanley Cup during the 1988-89 season. Since then, Calgary has won one conference
championship. As is the case for other major sports teams, championships help boost the Calgary Flames' revenue
via merchandise and ticket sales. Additionally, victories help boost fan loyalty. The team maintains an active role in
Calgary via the Flames Foundation, a nonprofit charity that donates funds to support local causes. According to
Forbes, the Calgary Flames were worth an estimated $480.0 million in 2020 (latest data available). Additionally, the
team and the city jointly announced that they would each finance half the $550.0 million new arena that is expected
to open in 2024 to replace the Scotiabank Saddledome, which is currently the third-oldest facility in the league.
IBISWorld anticipates the team will generate $125.0 million in industry-relevant revenue in 2021, with a market
share of 3.7%.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The Spectator Sports industry in Canada exhibits a
medium level of capital intensity. An estimated $0.26 is
spent on capital for every $1.00 spent on industry wages in
2021. While total capital costs for the industry are quite
high due to the multitude of its state-of-the-art arenas and
stadiums that can cost more than $1.0 billion, extremely
high athlete salaries dilute this ratio from a high level to a
more moderate one. Few people can perform to the
standard demanded by professional sports. As a result,
talent is highly compensated and players often agree to
sponsorship and endorsement deals in addition to wage
payments. Moreover, high pay rates reflect the limited
working years of most professional athletes. Capital
investment cannot make the on-field aspect of sport any
less labour intensive. As a result, wage costs will likely
remain significant over the five years to 2021 and beyond,
as the athletes provide the prime entertainment that fans
and media pay to see.

Capital is primarily invested in facilities for sporting events.
Establishments must provide stadiums that are
comfortable, easily accessible and that meet state and
federal health and safety laws. A stadium represents a
major point of competition between sports franchises. A
stadium and its amenities can be used to attract the best
sporting talent and corporate sponsorship, either in the
form of advertising or actual attendance in luxury seating or
private boxes. Most leagues permit clubs to keep revenue
from luxury suites instead of subjecting them to league
revenue-sharing, as a means of encouraging teams to
invest in infrastructure. In most cases, team owners must
meet the cost of building and maintaining facilities.
However, with a limited number of sports teams in the
country and many cities demanding a major league sports
team, the public sector is often forced into partially funding
developments. Moreover, teams must invest in training
facilities, scouting and other technology that broadens the
team's global reach. However, for most nonemployers and
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small establishments, investment in capital is reserved for
low cost and freely available communications equipment,
such as computers and mobile phones.

Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Very Low Rate of
Innovation

Very
Unlikely

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.

Medium Innovation
Concentration

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

Very Low Ease of Entry Very
Unlikely

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

Very Low Rate of Entry Very
Unlikely

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

Low Market
Concentration

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

  Low levels of innovation limit the threat to incumbent operators from new technologies disrupting their operations. However,
a low rate of growth in technology can also create exposure for incumbents as the trajectory of innovation in other markets
could lead to unforeseen competitive disadvantages.

There are both significant barriers to entry and a low rate of new entrants in this industry. This combination of factors
dampens the threat of innovative players disrupting the industry structure.

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 Spectator Sports industry in Canada is not significantly affected by
technological advances in its competing industries, as these competing
industries generally include rival sports teams from other countries, such as
the neighbouring United States.

Nonetheless, interactive sports apps, which represent the most relevant disruptive force to the industry, may potentially
disrupt the industry's provided services, as these apps are not only easily accessed on consumers' mobile smartphones,
but can also provide consumers with an alternative to physically attending sports games and matches. Instead, consumers
can watch a live stream of a sports event from the convenience of their own home or catch up on pertinent highlights and
play-by-plays after the game's conclusion. Such popular smartphone apps among Canadian consumers in particular
include TSN GO; Huskie Athletics, created by the University of Saskatchewan; and RDS, an app created by BCE Inc. that
caters to the French-Canadian market. However, these apps can also be viewed as complementing the industry as
opposed to disrupting it, which ultimately serves to mitigate the technological effect of sports-oriented apps on the industry.
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The level of technology change is    Low

  Technological change in the Canadian Spectator Sports industry is low.

In terms of technology, most teams have and maintain state-of-the-art training facilities and cutting-edge medical and
diagnostic capacity. Player health is of vital importance and major league players are exposed to significant physical risks.

Large city stadiums are a major point of competition within the industry. Team owners seek to operate large-capacity, high-
tech stadiums that are equipped with advanced lighting and sound systems; high-definition, colour scoreboards; and high-
quality recording and broadcasting facilities. Owners also seek to gain an advantage by providing stadiums with TV screens
on the rear of premium seating areas; corporate and sponsorship viewing and entertainment boxes; a superior playing
surface, which aims to reduce injuries and lead to better quality play; good general admission seating and viewing areas;
transportation links and parking facilities; and superior ticket sales capabilities, which are usually internet-based to reduce
labour costs. Many newer arenas have retractable roofs, which protect fans from the elements, but can cause problems
with the playing surface.

The industry has benefited from the increased use of the internet and other forms of multimedia. Teams, clubs and
racetracks are better able to communicate with fans, thereby improving their market reach and profile. Teams can provide a
range of game and player information, sell tickets and merchandise and auction memorabilia on the internet. Moreover, the
internet and other forms of mass media have revolutionized corporate sponsorship and endorsement deals, causing sports
to attract additional revenue. The industry will likely benefit over the five years to 2026 from increased internet game
coverage and the use of mobile phone technology to alert fans of game and off-field developments.

Revenue
Volatility

The level of volatility is    Medium

  The Spectator Sports industry in Canada has exhibited a moderate level of
revenue volatility over the five years to 2021.

There is a varying degree of interest in particular sports over time; this popularity can be influenced by a team's success,
stadium quality, publicity, geographic diversity and incoming players. The industry also depends on trends in both per
capita and household disposable income, alongside general economic conditions. The industry typically remains relatively
stable. However, events such as the National Hockey League (NHL) lockout just prior to the five years to 2021 are
nonetheless capable of influencing industry revenue. The lockout lasted 113 days and shortened the regular season from
82 games to 48 games, causing teams, such as the Toronto Maple Leafs and the Montreal Canadiens, to experience
revenue declines as a result. Additionally, the COVID-19 (coronavirus) pandemic is forecast to cause revenue to fall 22.0%
in 2020, as the end of the 2019-20 NHL regular season was cancelled and the Stanley Cup Playoffs were held in a bubble
environment. Moreover, much of the 2020-21 season was contested behind closed doors and without fan attendance,
further cutting into revenue. However, the expectation that fans will be permitted in a normal capacity for the 2021-22
season as vaccinations continue is forecast to generate strong growth in 2021.

Regulation & The level of regulation is    Light and the trend is Steady
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Policy Most spectator sports in the Canadian Spectator Sports industry are heavily
regulated by a governing body that not only establishes the rules of the game,
but also issues licences to play, establishes the annual draw, undertakes most
financial arrangements and oversees the operation of the league.

Financial arrangements may include the negotiation of broadcasting rights, income-sharing equalization between clubs and
salary and player payments systems, among other actions. Governing bodies are also responsible for enforcing the rules
they have established, which extends to disciplinary action against players and clubs, including fines and suspensions.
Overall, both the federal and provincial governments of Canada regulate the industry, while Sport Canada, a branch of the
Department of Canadian Heritage, creates sport policy and concurrently funds programs to support sporting activities. The
government stipulated in 1985 that no amateur sports bodies receiving some form of federal funding may receive
advertising revenue from the tobacco industry.

Industry
Assistance

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

The Spectator Sports industry in Canada receives a moderate level of
assistance from both provincial and federal governments.

Sport Canada, a branch of the Department of Canadian Heritage, funds programs meant to support and encourage
participation in sports via the Athlete Assistance Program. According to Sport Canada, the organization is the single largest
investor in Canada's amateur sports system. Other programs aiding the industry include the Sport Support Program and the
Hosting Program, which help sport organizations host international sporting events in Canada. Furthermore, many sports
maintain their own governing bodies that promote and monitor individual sports. Industry assistance will likely remain
steady over the five years to 2026.

Additionally, the federal government has adopted several policies to help businesses nationwide in the wake of the
COVID-19 (coronavirus) pandemic, including the deferment of income taxes owed between March 18, 2020 and August 31,
2020 and customs payments between March 27, 2020 and June 30, 2020. The Canada Emergency Wage Subsidy will also
support up to 75.0% of an employee's wages, up to $847.00 weekly, for employers that experienced a decrease in gross
revenue of at least 15.0% in March and 30.0% in both April and May. That program will be in place until June 5, 2021.
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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 ($)

2012 3,200 920 3,415 3,410 12,609 N/A N/A 487 N/A 28,883
2013 2,819 815 3,339 3,335 11,488 N/A N/A 560 N/A 29,369
2014 3,172 944 3,446 3,442 11,841 N/A N/A 615 N/A 29,466
2015 3,578 953 3,831 3,826 11,085 N/A N/A 591 N/A 30,804
2016 3,594 1,165 4,075 4,070 12,612 N/A N/A 785 N/A 30,332
2017 3,920 1,141 4,532 4,518 12,357 N/A N/A 804 N/A 30,675
2018 3,695 1,039 4,566 4,545 13,220 N/A N/A 922 N/A 30,647
2019 3,951 1,352 4,701 4,673 13,648 N/A N/A 975 N/A 30,852
2020 3,082 947 4,628 4,600 8,956 N/A N/A 739 N/A 33,178
2021 3,418 1,039 4,965 4,924 9,632 N/A N/A 799 N/A 32,872
2022 3,904 1,159 5,410 5,347 10,596 N/A N/A 886 N/A 33,347
2023 4,097 1,215 5,684 5,617 11,032 N/A N/A 924 N/A 33,515
2024 4,211 1,244 5,916 5,851 11,292 N/A N/A 946 N/A 33,614
2025 4,284 1,260 6,097 6,034 11,479 N/A N/A 962 N/A 33,697
2026 4,351 1,278 6,291 6,232 11,641 N/A N/A 976 N/A 33,806

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Per capita
disposable
income (%)

2012 4.67 -2.18 -0.12 -0.12 0.60 N/A N/A -10.8 N/A 1.73
2013 -11.9 -11.5 -2.23 -2.20 -8.90 N/A N/A 15.0 N/A 1.68
2014 12.5 15.8 3.20 3.20 3.07 N/A N/A 9.91 N/A 0.33
2015 12.8 1.00 11.2 11.2 -6.39 N/A N/A -3.87 N/A 4.53
2016 0.44 22.2 6.36 6.37 13.8 N/A N/A 32.7 N/A -1.54
2017 9.06 -2.07 11.2 11.0 -2.03 N/A N/A 2.49 N/A 1.12
2018 -5.74 -8.94 0.75 0.59 6.98 N/A N/A 14.6 N/A -0.10
2019 6.90 30.1 2.95 2.81 3.23 N/A N/A 5.82 N/A 0.66
2020 -22.0 -30.0 -1.56 -1.57 -34.4 N/A N/A -24.3 N/A 7.54
2021 10.9 9.73 7.28 7.04 7.54 N/A N/A 8.21 N/A -0.93
2022 14.2 11.5 8.96 8.59 10.0 N/A N/A 10.8 N/A 1.44
2023 4.92 4.84 5.06 5.04 4.11 N/A N/A 4.26 N/A 0.50
2024 2.78 2.35 4.08 4.16 2.35 N/A N/A 2.44 N/A 0.29
2025 1.74 1.29 3.05 3.12 1.65 N/A N/A 1.66 N/A 0.24
2026 1.54 1.42 3.18 3.28 1.41 N/A N/A 1.44 N/A 0.32

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 28.8 N/A N/A 254 15.2 3.69 38,591
2013 28.9 N/A N/A 245 19.9 3.44 48,712
2014 29.8 N/A N/A 268 19.4 3.44 51,947
2015 26.6 N/A N/A 323 16.5 2.89 53,342
2016 32.4 N/A N/A 285 21.8 3.09 62,203
2017 29.1 N/A N/A 317 20.5 2.73 65,072
2018 28.1 N/A N/A 280 24.9 2.90 69,720
2019 34.2 N/A N/A 289 24.7 2.90 71,468
2020 30.7 N/A N/A 344 24.0 1.94 82,459
2021 30.4 N/A N/A 355 23.4 1.94 82,973
2022 29.7 N/A N/A 368 22.7 1.96 83,607
2023 29.7 N/A N/A 371 22.5 1.94 83,729
2024 29.5 N/A N/A 373 22.5 1.91 83,803
2025 29.4 N/A N/A 373 22.5 1.88 83,814
2026 29.4 N/A N/A 374 22.4 1.85 83,842

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Government of Canada: Canadian Heritage
http://www.canada.ca/en/canadian-heritage.html

National Hockey League
http://www.nhl.com

Canadian Football League
http://www.cfl.ca

Canadian Collegiate Athletic Association
http://www.ccaa.ca

Industry Jargon REVENUE-SHARING
A money-sharing agreement where franchises are required to pool a specified portion of their media revenue to be
distributed evenly among all teams.

SALARY CAP
A ceiling amount for a team's athlete payroll imposed by the professional sports league to preserve a level playing
field.

SPORTS PARTICIPATION RATE
The number of people in the population that play at least one sport.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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