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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 Canadian Concert and Event Promotion industry is expected to fall drastically, mainly attributed to
the COVID-19 (coronavirus) pandemic. For more detail, please see the Current Performance chapter.

· Although demand is typically not too affected during times of economic uncertainty, the coronavirus pandemic has
put operators in a tough position since they were not permitted to market any events while nonessential
establishments were shut down. For more detail, please see the Demand Determinants chapter.

· Demand from the industry's major markets is expected to decrease since none of the markets were able to attend
any events. For more detail, please see the Major Markets 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 Concert and Event Promotion industry in Canada creates, manages and promotes live performances and

events, ranging from concerts and theatre to state fairs and air shows. Some promoters lease space from stadium,
arena and theatre owners, while others own venues.

Major Players Live Nation Entertainment Inc.

Main Activities The primary activities of this industry are:

Managing venues (e.g. arenas, amphitheatres, clubs and stadiums)

Organizing logistics for events (e.g. concerts, tours, shows, festivals and pageants)

Promoting and marketing events

Booking talent, including musicians and performers, for events

The major products and services in this industry are:

E-commerce sales

Admissions to live performances

Advertising revenue

Representation and management services

Food and merchandise

Contributions, gifts and grants

Other products and services
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Supply Chain

SIMILAR INDUSTRIES

Cable Networks in Canada Commercial Leasing in Canada Trade Show & Event Planning in
Canada

Spectator Sports in Canada

Online Event Ticket Sales in
Canada

     

     

RELATED INTERNATIONAL INDUSTRIES

Concert & Event Promotion in the
US

Online Event Ticket Sales Music and Theatre Productions in
Australia

Performing Arts Venues in Australia

Performing Arts Operation in New
Zealand
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Industry at a Glance
Key Statistics

$1.7bn
Revenue

Annual Growth

2016–2021

-14.3%

Annual Growth

2021–2026

16.1%

Annual Growth

2016–2026

 

$11.7m
Profit

Annual Growth

2016–2021

10.2%

  Annual Growth

2016–2021

 

0.7%
Profit Margin

Annual Growth

2016–2021

0.5pp

  Annual Growth

2016–2021

 

4,757
Businesses

Annual Growth

2016–2021

4.7%

Annual Growth

2021–2026

8.0%

Annual Growth

2016–2026

 

24,086
Employment

Annual Growth

2016–2021

0.6%

Annual Growth

2021–2026

14.0%

Annual Growth

2016–2026

 

$756.9m
Wages

Annual Growth

2016–2021

0.1%

Annual Growth

2021–2026

14.5%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

2.3%
Per capita disposable income

10.4%
Corporate profit

0.3%
Leisure time

-35.1%
Inbound international travel

 
Industry Structure

POSITIVE IMPACT

  Capital Intensity
Low   Concentration

Low

  Regulation & Policy
Light / Increasing   Industry Globalization

Low / Increasing

MIXED IMPACT

  Life Cycle
Mature   Technology Change

Medium

  Barriers to Entry
Medium / Decreasing   Competition

Medium / Steady

NEGATIVE IMPACT

  Revenue Volatility
Very High   Industry Assistance

Low / Steady

 

Key Trends

 The industry mostly supports niche events and concerts

 Technology has played an increasingly important role
regarding the landscape of industry operations

 The industry has been indelibly shaped by crucial
consolidation activity

 The industry is projected to recover due to the pent-up
demand

 New entrants are expected to be encouraged to join the
industry more rapidly

 Promoters can generate multiple sources of revenue while
consolidating promotion efforts

 Densely populated urban areas have the largest effect on
industry performance
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low Imports

  Low Customer Class Concentration

  Low Product/Service Concentration

  Low Capital Requirements

   

WEAKNESSES

  Medium & Decreasing Barriers to Entry

  Low & Steady Level of Assistance

  Low Profit vs. Sector Average

  Low Revenue per Employee

   

OPPORTUNITIES

  High Revenue Growth (2021-2026)

  Corporate profit

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Revenue Growth (2016-2021)

  Low Outlier Growth

  Low Performance Drivers

  Leisure time
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Executive Summary Front row: The future for the industry appears promising amid a
recovering economic outlook

The Concert and Event Promotion industry in Canada attracts consumers to live entertainment events. Operators in
this industry both coordinate and market a variety of events, including music concerts, theatrical performances and
sporting events. Many operators either own or partially own their venues, consolidating their efforts and diversifying
revenue streams, while other companies focus solely on the promotion of the events. Over the five years to 2021,
the industry is anticipated to contend with a rapidly evolving digital landscape, and thus, industry revenue is
projected to rise 81.2% in 2021 alone as a result of the expected economic recovery from the COVID-19
(coronavirus) pandemic. This recovery is expected to ease social distancing mandates, open up international
borders and enable operators to market events again. The strong increase in 2021 is also due to the pent-up
demand for concerts as these large events and gatherings have been banned for more than a year.

The industry's fairly cyclical performance effectively demonstrates the volatility of its primary downstream market,
comprised of individual consumers. Canada's metropolitan areas, especially those of Toronto, Vancouver and
Montreal, steadily attract many major artists to highly publicized events. Although revenue dipped during the
beginning and end of the period, the industry's performance over the past five years has nonetheless showcased the
potential for Canadian cities to attract large-scale and popular events, with promoters relying on consumers to drive
revenue. As a result, densely populated urban areas have the largest effect on industry performance. However,
large drops in revenue have eviscerated the growth potential for the industry over the past five years. Accordingly,
industry revenue is projected to fall at an annualized rate of 14.2% to $1.7 billion over the five years to 2021.

However, the future for the industry appears promising amid a recovering economic outlook moving forward.
Revenue is forecast to grow an annualized 16.1% to $3.5 billion over the five years to 2026, with the average
industry profit margin remaining stable during the same period. Furthermore, technological advances regarding
advertising and audience engagement strategies are anticipated to support industry revenue growth over the next
five years, despite raising outsourcing costs for most small operators.
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Industry Performance

Key External
Drivers

Leisure time

An increase in the availability of leisure time has a positive effect on consumer demand for events held by this
industry. The more free time people have, the more likely they are to spend disposable income on the industry's
products and services. Leisure time is expected to decrease in 2021.

 

Per capita disposable income

Disposable income, which is affected by changes in interest rates, wages, taxes and employment growth, affects
overall spending on performing arts events held by industry establishments. Since the industry's products are
discretionary, lower per capita disposable income levels result in weaker demand. Per capita disposable income is
expected to decrease in 2021, posing a potential threat to the industry.

 

Corporate profit

Major companies generate industry revenue through the purchase of corporate and premium seating at events to
entertain clients. As corporate profit rises, the amount of money that companies budget to entertain clients at live
events increases. Corporate profit is expected to increase in 2021.

 

Inbound international travel

Concerts and events can attract international travellers to Canada, often from the United States. Additionally,
concerts and events are popular forms of entertainment for tourists. When international travel increases, concert and
event promoters can attract additional consumers to their events. Inbound international travel is expected to
increase in 2021, representing a potential opportunity for the industry.
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Current
Performance

The Concert and Event Promotion industry in Canada markets
performances and generates revenue from admissions, merchandise,
media rights, food and drink sales, as well as other services that include
advertising and artist management and representation.

Over the five years to 2021, demand has been volatile, with the COVID-19 (coronavirus) pandemic has greatly
affected industry demand conditions, as most provinces mandated the closure of nonessential businesses to slow
the spread of the virus. This includes the services provided by this industry, as the government has banned the
occurrence of large public events and gatherings due to the risk of community spread. However, even if concerts
and events were to be permitted at present, demand would nevertheless remain low as Canadians increasingly
adopt stringent social distancing measures to protect themselves from contraction of the virus.

Ultimately, the increasing prevalence of mobile devices and the rising efficiency of online ticket purchasing has
enabled operators to more effectively market their events. Still, the aforementioned drop in demand in 2020, in
combination with revenue trending downward toward the beginning and end of the period, are anticipated to
eviscerate any growth prospects for the industry. Consequently, industry revenue is projected to decrease an
annualized 14.2% to $1.7 billion over the five years to 2021. This includes an anticipated rise of 81.2% in 2021 alone
due to the anticipated economic recovery and easing of social distancing measures, which will likely enable
operators to market events again.

MASS APPEAL

Historically, the industry has been fragmented due to the variety of events
and concerts that promoters offer to consumers at the local or regional
levels.

While marquee events and popular artists offer mass appeal, the industry mostly supports niche events and
concerts that local towns and cities host on a regular basis in terms of the number of establishments and
employees.

As more specialized events came to fruition alongside economic growth during part of the period, which spurred
downstream demand for trade shows, conferences and corporate events, new industry entrants were enticed by
these opportunities. The number of operators is therefore anticipated to increase, rising an annualized 4.7% to 4,757
companies over the five years to 2021. While Canada does not have many large event centres compared with the
United States, demand for larger events, most notably for hip hop and electronic music shows, has increased. Yet,
the United States and Europe continue to dominate the market for electronic music festivals, which attract hundreds
of thousands of visitors each year. Although Canada has not hosted festivals at similar massive scales found in
other countries, relatively low barriers to entry have enabled operators to easily enter the industry. As a result,
industry employment has also increased, rising an annualized 0.6% to 24,086 workers over the five years to 2021.
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EVENT PROMOTION GOES DIGITAL

Technology has played an increasingly important role regarding the
landscape of industry operations over the past five years.

The internet, including the use of various social media platforms such as Twitter, Facebook and Instagram, has
largely served to expand operators' ability to reach downstream consumers more so than ever before. Perhaps most
importantly, data collection and increasingly sophisticated analysis techniques have encouraged promoters to target
consumers for events based on their interests. In addition, the prevalence of mobile devices has also benefited
operators, some of which manage mobile apps so users can track where and when their favourite artists are
performing, including notifications to keep consumers updated. Plus, most promoters can now alert consumers
about any changes or additions to tour schedules and events online, making the event process more convenient for
all involved.

TICKETMASTER DOMINATES

The industry has been indelibly shaped by crucial consolidation activity.

Since 2009, when Live Nation and Ticketmaster merged to create Live Nation Entertainment Inc. (Live Nation),
operators have had to adapt to the first major centralized force in the industry. Online ticketing has since become the
most popular form of ticket promotion, and due to the success experienced in the United States, Live Nation has
expanded these digital applications into Canada, entrenching its dominance in a highly fragmented market.
However, the United States offers more major cities that appeal to most popular touring artists and events compared
with Canada. Therefore, the largest operators in Canada primarily serve the most populous areas, such as in
Ontario and Quebec. This is because there is not as much demand in more rural areas for event promotion, leaving
smaller operators intact within their respective domains despite Live Nation's rise to prominence.

WAVERING PROFITABILITY

In 2021, industry profit, measured as earnings before interest and taxes, is
projected to account for 0.7% of revenue, up from 0.2% in 2016.

Although profit has increased over the past five years, it nevertheless remains low, with its instability ultimately
reflecting an industry that is embracing technological change. In the process, operators have been forced to incur
higher costs when it comes to outsourcing highly sophisticated software in data collection and analysis, while
competing in a dynamic internet landscape in which every company has the same opportunities, but different tools
at their disposal.

Nonetheless, the widespread accessibility of mobile platforms has attracted entrants to the industry, as the industry's
barriers to entry are relatively low and the internet has become an equalizing force in many sectors. While the more
established industry promoters can operate comfortably as a result of personal connections, online platforms and
social media have become increasingly crucial in industry operations. Companies that can effectively monetize
these innovative platforms are better positioned to succeed. Despite this trend, the number of small local events that
do not require online ticketing has outpaced the number of marquee events, which is expected to continue and may
potentially inhibit these companies from properly expanding parallel to industry leaders.



Concert & Event Promotion in Canada October 2021

13 IBISWorld.com

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 3,125 873 3,053 2,925 18,436 N/A N/A 680 N/A 28,883
2013 3,716 1,087 3,473 3,327 19,129 N/A N/A 817 N/A 29,369
2014 3,852 1,307 3,968 3,798 20,680 N/A N/A 955 N/A 29,466
2015 3,604 1,032 4,184 4,001 21,392 N/A N/A 850 N/A 30,804
2016 3,606 967 3,952 3,781 23,402 N/A N/A 752 N/A 30,332
2017 3,838 1,036 4,152 3,972 25,942 N/A N/A 805 N/A 30,675
2018 3,856 1,158 4,742 4,538 27,597 N/A N/A 861 N/A 30,647
2019 3,930 1,232 4,550 4,355 27,805 N/A N/A 930 N/A 30,852
2020 923 496 4,228 4,058 15,807 N/A N/A 479 N/A 33,416
2021 1,672 854 5,023 4,757 24,086 N/A N/A 757 N/A 31,560
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Industry Outlook
Outlook The Concert and Event Promotion industry in Canada is expected to

perform fairly well over the five years to 2026 due to an anticipated
resurgence in consumer confidence.

In addition, rising levels of per capita disposable income alongside anticipated increasingly stable economic
conditions in Canada are also expected to drive industry performance. Plus, as major player Live Nation
Entertainment Inc. (Live Nation) continues to make headway, the company is projected to lift the industry's growth
prospects by providing an organized platform for sales while centralizing demand to a degree. Accordingly,
IBISWorld estimates that industry revenue will increase at an annualized rate of 16.1% to $3.5 billion over the five
years to 2026.

ANALYTICS DRIVE REVENUE

Industry operators have increasingly relied on the internet to market their
concerts and events.

Social media and sophisticated analytics software have ultimately enabled promoters to forecast consumer
behaviour, thereby improving operators' ability to target consumers based specifically on their tastes and market
appropriately for upcoming events. While disposable income levels drive consumption of industry services, the
experience offered by live concerts and events has few substitutes, shielding the industry from considerable external
competition. This trend is expected to continue over the next five years and will likely serve as one of the primary
reasons that consumers will continue to spend on concerts and events. Per capita disposable income, projected to
increase an annualized 0.8% over the five years to 2026, is expected to positively affect industry performance by
boosting consumers' purchasing power for discretionary entertainment, including the performances that the industry
promotes. Though disposable income has been affected in the short term due to the ongoing COVID-19
(coronavirus) pandemic, the spread of the virus is not projected to significantly affect industry performance in the
long term, with the industry projected to recover over the next five years due to the pent-up demand as consumers
were barred from any events for more than a year.

Furthermore, the benefits of more advanced technology are also expected to drive industry wages. Wages are
expected to increase an annualized 14.5% to $1.5 billion over the five years to 2026. This increase in wages can be
mainly attributed to the industry's expected economic recovery after the massive decline in 2020. In addition, more
advanced analytics and information technology systems are expected to drive this growth, as workers increasingly
require technical skills and operators invest in educating their employees.

AN OPEN MARKET

The industry is highly fragmented and industry players typically operate
in their respective local markets.

The wide variety of events and concerts included in this industry also appeal to different demographics, and it is
unlikely that one player would be able to dominate the market completely. Live Nation, however, is expected to
continue leading the industry by continuing to acquire or lease venues in the largest consumer markets, boosting its
market share. Small promoters are not expected to displace Live Nation's Ticketmaster, though it is also unlikely that
Live Nation will drive small local operators out of their niche or underserved markets. As a result, new entrants are
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expected to be encouraged to join the industry more rapidly than consolidation activity works to displace them. The
number of industry operators is therefore forecast to increase an annualized 8.0% to 6,986 companies over the five
years to 2026.

PRESSURED PROFIT

Industry profit, measured as earnings before interest and taxes, is
projected to stagnate over the next five years, accounting for 0.7% of
revenue in 2026.

This is likely due to the lower distribution costs of tickets in combination with the increased effectiveness of
marketing via online platforms, which keeps operating expenses from eroding industry profitability. In addition,
though smaller promoters may have a higher profit margin for special locations or for niche events that garner high
price points, most operators struggle to maintain profit due to the cyclicity of event demand and the vicissitudes of
owning or partially owning an entertainment venue. Ultimately, this hinders industry profit from experiencing more
robust growth. Still, promoters will likely continue reaching their target markets via the internet and social media
platforms, which is expected to enable them to generate buzz over events more efficiently than ever before. While
wage costs are expected to rise over the five years to 2026, the increasing effectiveness and efficiency in market
research for promoters is expected to generate consistent returns for promoters, sustaining profit to a degree.

Lastly, the number of operators that lease or own their own venues will likely increase over the five years to 2026,
which contributes to revenue growth, but pressures profit. When operating a venue, promoters can generate multiple
sources of revenue while consolidating promotion efforts to benefit their own venue. Further, the recent
reemergence of music festivals as a popular form of entertainment in North America has largely been dominated by
the United States. Consequently, promoters will likely organize large-scale events to attract tourism and revenue to
Canada, as this segment has lagged behind other segments of the industry, especially compared with other
developed nations.

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 1,672 854 5,023 4,757 24,086 N/A N/A 757 N/A 31,560
2022 2,950 1,358 5,944 5,560 36,283 N/A N/A 1,179 N/A 32,740
2023 3,058 1,426 6,234 5,834 38,344 N/A N/A 1,241 N/A 32,722
2024 3,253 1,526 6,661 6,233 41,249 N/A N/A 1,333 N/A 32,677
2025 3,403 1,612 7,080 6,630 43,850 N/A N/A 1,412 N/A 32,707
2026 3,534 1,690 7,456 6,986 46,337 N/A N/A 1,487 N/A 32,786
2027 3,653 1,772 7,898 7,409 48,947 N/A N/A 1,564 N/A 32,886
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Industry Life Cycle The life cycle stage of this industry is    Mature

LIFE CYCLE REASONS

The industry is characterized by fairly slow growth rates

The industry’s profit margin is generally low

There is a medium level of technological change in the industry

The Concert and Event Promotion industry in Canada is currently in the mature stage of its economic life cycle, as
characterized by fairly slow growth rates, some industry consolidation and downstream market acceptance. Industry
value added (IVA), which measures an industry's contribution to the overall Canadian economy, is projected to rise
an annualized 5.7% over the 10 years to 2026. In comparison, Canadian GDP is forecast to rise at an annualized
rate of 1.9% during the same period. Normally, IVA expansion that is in excess of forecast GDP growth is
considered to indicate a growing industry. However, this industry is well-established, with other factors that
contribute to its maturity.

For instance, the relatively low growth rates in revenue in combination with some revenue declines during the period
suggest that an established industry is adapting to market forces, with generally low profit, especially when
compared with historical growth, limiting the industry's total economic contribution.

There is also a medium level of technological change in the industry, which is reflective of a mature industry rather
than an industry that is growing. This is primarily due to improvements in facilities and venues, which are constantly
being upgraded. This includes the installation of new audio-visual and lighting equipment, although operators do not
develop these technologies themselves. In addition, the industry has become increasingly reliant on the internet.
Promoters can reach vast audiences online and have increased advertising penetration through greater emphasis
on digital systems. Furthermore, promoters are using various social networking sites, such as Facebook, Instagram
and Twitter, to reach new audiences. While these changes represent technological innovation, the breakthroughs
are primarily concentrated in external industries, without a manifestation in new market penetration. Fixed markets
are a clear indicator of an industry's maturity.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Bars & Nightclubs in Canada

Key Selling Industries
1st Tier

Commercial Leasing in Canada

Advertising Agencies in Canada

Performing Arts Companies In Canada

Spectator Sports in Canada

Colleges & Universities in Canada

2nd Tier

Commercial Building Construction in Canada

Products & Services

  The Concert and Event Promotion industry in Canada is reliant on a
plethora of events to generate revenue.

However, industry operators have various means of making money outside of strictly ticket sales. Thus, there are
two salient ways to segment industry sales, based on the type of service rendered and the type of performance.

SERVICES RENDERED

All in all, admissions to live performances generate the most industry
revenue, accounting for an estimated 38.6% of total industry revenue in
2021.

However, some admissions sales are also included in the e-commerce sales segment. E-commerce sales also
include digital advertisements and any potential website revenue generation in addition to the online selling of
tickets. In 2021, e-commerce sales are projected to account for 29.1% of revenue. Outside of the digital sphere,
advertising revenue is anticipated to account for 5.4% of industry revenue in 2021, while representation and
management services for individual artists and performers are expected to generate 4.3% of revenue. Meanwhile,
many operators either partially or fully own entertainment venues, enabling them to diversify their revenue streams
into food and merchandise sales (4.8% of industry revenue) and a litany of contributions (4.9%) from public and
private sources. Other products and services are varied and include media rights, rental of space or equipment,
licensing and disc jockey or master of ceremonies services, among others. Altogether, these other products and
services are anticipated to comprise the remaining 12.9% of industry revenue in 2021.

EVENTS AND PERFORMANCES

The industry promotes different events, including dance performances,
sporting events and concerts.

Live music concerts generate more than half of industry events and performances and have been both the most
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lucrative and fastest-growing events in the industry over the past five years. Events in this segment include, but are
not limited to, live music performances at clubs, music theatres, arenas and amphitheatres, as well as local and
regional music festivals. Events can range in size from an attendance of fewer than 500 people in local clubs to
more than 80,000 in full-scale arenas. As a proportion of industry revenue, this segment has experienced stable
increases over the five years to 2021, though all industry product segments are expected to contract in 2020 as a
result of the COVID-19 (coronavirus) pandemic. The number and popularity of club- and theatre-level concerts has
broadly risen in line with consumers' increasing use of the internet as a tool for music discovery. Furthermore,
musicians and other artists are increasingly using live events to generate revenue as album sales continue to
plummet in the wake of streaming music services and per-song downloads.

Theatrical performances, such as plays, musicals and operas, account for just under 15.0% of all events and
performances in 2021. Demand for this segment has increased over the five years to 2021, but is expected to
decline somewhat as a result of the federal government's budget cutbacks to various arts grant programs in
combination with coronavirus uncertainty. However, even if demand wanes in the future, the generally higher price
of theatre events consistently keeps this segment as one of the most significant contributors to industry revenue,
and this is unlikely to change despite current conditions.

The open-air events and festivals segment of industry services primarily includes state fairs, agricultural fairs,
pageants and all other festivals and events that are not related to sports or performing arts. These fairs represent
just over 10.0% of industry events in 2021, and individually represent a relatively stagnant portion of industry
revenue. Although the segment's total contribution to the industry has increased over the past five years, its growth
has been less robust than other segments. The federal and provincial governments' embrace of ethnic diversity and
indigenous cultural exchange has bolstered growth in a category with otherwise lacklustre growth.

Nonfranchise sports, such as boxing matches and rodeos, are estimated to represent just over one-fifth of all events
in 2021. These types of sporting events are generally very inexpensive to attend, and thus, the revenue earned from
ticket sales is heavily supplemented with concession sales. Alcoholic beverages and a wide variety of refreshments
are sold at concession stands and throughout the seating area, comprising a significant proportion of this segment's
revenue. This segment of the industry does not include sporting events pertaining to franchised teams, such as
those in the NFL, MLB, NBA and NHL. Franchises in these leagues own and operate their own stadiums, and any
necessary outsourcing of the franchise's event promotions are performed by their respective league offices (refer to
IBISWorld report 71120CA).

Public appearances and speeches conducted by celebrities, academics, politicians or other public speakers
comprise less than 1.0% of industry revenue in 2021. While corporate speaking events are generally limited in size,
public speaking events and seminars have recently experienced modest growth and are often capable of generating
arena-sized crowds for major speaking tours. This segment is anticipated to increase gradually over the five years to
2026.

Demand
Determinants

Disposable income

Higher levels of per capita disposable income encourage consumers to spend more on leisure and entertainment
activities, including attending more live events such as those promoted by the Concert and Event Promotion industry
in Canada. When household incomes fall, operators are negatively affected by consumers' reduced ability to spend
on discretionary services. Per capita disposable income is expected to increase at an annualized rate of 0.8% over
the five years to 2021. Although demand for concerts and events typically remains more resilient to negative shocks
in the economy, especially if a particular event is unique or happens infrequently, the unique situation presented by
the COVID-19 (coronavirus) pandemic represents an exception to this rule, as large gatherings of any kind present a
perfect opportunity for the highly contagious virus to spread. For this reason, the industry's demand conditions are
projected to change significantly in the short term, despite a rise in disposable income.

Publicity and promotion

Aside from discretionary income, high quality promotional materials and marketing campaigns are essential to
succeed in this industry. While promoters work to sell tickets to events, if an event has not received positive reviews,
it is difficult for industry operators to be successful. The largest promoters are able to attract the most coveted and
talented acts and events, which is an advantage in the industry writ large. Typically, the more popular an artist or
act, the easier it is for promoters to sell tickets.

Moreover, the ability to perfect forecasting models, targeted marketing practices, social media campaigns and
community outreach depends on computer literacy and software familiarity. Facebook and Google Analytics are two
prominent examples of software that could, if used correctly, save time and money for marketing campaigns.
Outsourcing previously in-house marketing operations or investing in employees who are familiar with these services
and modern market research techniques is crucial to attaining a significant market share in highly competitive areas,
such as densely populated cities.

Price

Pricing strategies are important in this industry, especially in tougher economic times. Since expenditures on concert
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and event tickets are discretionary, maintaining a balance between competitive pricing and quality is essential for
the industry's operators. As operations increasingly move online, consumers are more acutely aware of changes in
price for events. Ticket scalpers and online ticket resale markets such as StubHub Inc. are widespread in the
industry, and make transactions more transparent while simultaneously inundating the market with second-hand
tickets. When a highly anticipated event sells out rapidly, it is the job of industry operators to ensure that the number
of ticket sales to consumers outpaces the number of sales to ticket scalpers. Otherwise, promoters are likely to
endure backlash at the mishandling of ticket distribution, harming an operator's reputation.

Seasonality

Concert and event promoters experience seasonality regarding their range of operations, due in large part to their
ability to hold outdoor events and concerts. Industry operators that promote music, for example, typically experience
higher operating income and downstream demand between the months of May and September, while promoters of
theatres and other indoor events experience this between the months of October and April instead. The rising
popularity of outdoor festivals, most notably when it comes to the realms of music and food, has yet to be capitalized
upon to its fullest extent in Canada. Furthermore, many popular major outdoor festivals are already held in the
United States and Europe, and are capable of attracting hundreds of thousands of visitors over the course of several
days. Moving forward, demand for these types of events is likely to become high enough to warrant the addition of
these major events to Canada.

Major Markets

  Due to the wide range of events that are held at live venues, including
music concerts, theatrical performances, sporting events, fairs, festivals,
public appearances and other events, the Concert and Event Promotion
industry in Canada generates revenue relatively evenly across all
demographic groups.

  However, younger patrons, bereft of purchasing power relative to older attendees, are less significant as a result.
Nevertheless, in 2020, demand from all market segments is projected to decrease equally as a result of the
COVID-19 (coronavirus) pandemic, as individuals across Canada adopted stringent social distancing measures and
lived in a state of lockdown to contain the spread of the virus. Moreover, most Canadian provinces have explicitly
mandated the closure of all nonessential businesses, of which the Concert and Event Promotion industry is a part,
and have banned large events, concerts and gatherings due to the inherent risk of the spread of the virus among
large crowds. However, as restrictions begin to ease and operators are able to promote their events, revenue is
expected to recover quickly due to the pent-up demand from consumers.

ATTENDEES AGED 30 AND YOUNGER

Consumers aged 30 and younger are likely to attend all types of live
performances, including concerts, stage productions, sporting events,
festivals and other shows.

In 2021, this segment is expected to represent 14.7% of the industry's downstream customer base, although this
demographic represents a major revenue generator for promoters that sell merchandise and concessions during
events. Moreover, people in this segment typically attend leisure performances, mostly concerts and sports events.
Further, consumers aged 18 and younger are usually accompanied by adults, and this demographic therefore
represents a far more substantial portion of the industry's consumer composition. Ultimately, this age group's lower
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levels of disposable income hinder its significance as a share of industry relevance.

ATTENDEES AGED 30 TO 39

The bulk of industry events, such as live music concerts and sporting
events, target Canadian consumers aged 30 to 39.

These consumers tend to have more discretionary income to use on live events than any other demographic and
are also the most likely to purchase concessions and merchandise inside venues. Unlike demographic groups
consisting of both younger and older patrons, consumers currently in the labour force will likely generate a far
greater amount of the industry's total revenue due to the additional disposable income spent on admissions,
concessions and event merchandise. This makes this demographic particularly appealing to the industry's
promoters, as they generate a significant proportion of income from sales inside venues and also attract funding
from advertisers that wish to target them. In 2021, consumers aged 30 to 39 are expected to represent 19.4% of the
industry's market.

ATTENDEES AGED 40 TO 54

Similar to the 30-to-39 age demographic, individuals aged between 40 and
54 represent a particularly appealing demographic for industry promoters.

In 2021, Canadians between 40 and 54 years old are projected to comprise 22.4% of the market.

ATTENDEES AGED 55 TO 64

Similar to the 30-to-39 age demographic and the 40-to-54 age
demographic, individuals aged 55 to 64 represent a particularly appealing
demographic for industry promoters.

In 2021, Canadians between the ages of 55 and 64 are projected to comprise 23.4% of the market. Those in the
labour force, particularly older people with more experience and consequently higher salaries, have remained a
consistent source of industry revenue over the five years to 2021.

ATTENDEES AGED 65 AND OLDER

Generating an estimated 20.1% of industry customers in 2021, attendees
aged 65 and older are less likely to attend many major concerts and
festivals.

Moreover, although live sporting events, concerts and music festivals are not staples of this demographic's industry
spending, other theatrical and orchestral performances are more popular with older audiences in particular, many of
which garner high prices. Due to their relative infrequency in attending concerts and greater disinterest in venue
merchandise, this demographic does not draw the same level of advertising, food, beverage and merchandise
revenue as younger audiences. Nonetheless, over the past five years, this demographic has decreased marginally
as a proportion of revenue. Consumers aged 65 and older are making up a large proportion of the Canadian
population, and consequently, events that target this group are projected to become more lucrative over the five
years to 2026. Plus, targeted marketing campaigns geared toward specific demographics are increasing turnout for
this segment of the population, which is more and more relying on the internet for entertainment and information.

Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

The service-based nature of the Concert and Event Promotion industry in Canada limits the potential for trade as
recorded by any governmental body. Consumers that receive this industry's services are domestically located. While
international talent and fans travel to the country to perform and to attend events, sales to foreign consumers are not
considered a component of international trade.
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Business
Locations

  The Concert and Event Promotion industry in Canada is dispersed closely in line with population density. Provinces with larger
cities tend to attract higher-level talent than smaller regions, and demand for concerts and events in these areas is consequently
higher than in more rural regions.

Ontario and Quebec

IBISWorld estimates that 65.3% of industry establishments are located in Ontario and Quebec in 2021. Quebec is home to the
most establishments of any province, housing 35.7% of industry establishments. Montreal and Quebec City are two major
metropolitan areas in Canada and tend to attract the most popular artists and events. Moreover, Quebec has a near monopoly
when it comes to French performances, consolidating these acts within the province without the potential distribution of these
performances among other provinces.

Ontario holds the second-largest number of industry establishments, accounting for 29.7% of locations in 2021. Toronto and
Ottawa in particular, in addition to Montreal and Quebec City, also attract many international acts. The proximity of Toronto and
Ottawa to the United States is further expected to play a role in the number of events that occur within Ontario, as US tourists may
choose to visit these cities to attend a specific event. Performers may also opt to attend an event while already travelling in the
area. Plus, Ottawa attracts many political speakers and conferences, further bolstering the city's appeal to operators.

British Columbia and Alberta

British Columbia and Alberta are expected to account for 23.2% of industry establishments combined in 2021. British Columbia is
home to 13.9% of establishments, and Alberta holds 9.3% of establishments in 2021. Similar to Ontario and Quebec, these
provinces are attractive markets to industry operators due to their metropolitan centres, such as Vancouver in British Columbia
and Calgary in Alberta. The number of establishments in these areas is generally parallel to their share of the Canadian
population, which is representative of an operator's tendency to operate near the most densely populated areas.

Other regions

Outside of major metropolitan areas, the number of industry operators is relatively sparse. In 2021, Nova Scotia is estimated to
account for 2.7% of industry establishments, followed by Manitoba, which is expected to account for 2.4% of industry
establishments. There is a clear advantage for operators to locate near major cities, since the most demanded acts and talent are
also the most likely to visit these areas to maximize tour revenue. Over the five years to 2026, these same trends are expected to
continue.



Concert & Event Promotion in Canada October 2021

22 IBISWorld.com



Concert & Event Promotion in Canada October 2021

23 IBISWorld.com

Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Concert and Event Promotion industry in Canada currently has a low level of market share concentration. The
largest industry operator, Live Nation Entertainment Inc. (Live Nation), is expected to account for 19.6% of the
market in 2021, and it is relatively uncontested in its scale. The vast majority of promoters in the industry operate
locally and are often not capable of scaling to a national level. Overall, online ticket promoters are poised for
success in this industry, and there is potential for acquisition activity to take place. However, the population
distribution and density of Canada simultaneously implies that the largest operators will focus on the metropolitan
areas of the country to ensure more substantial and steady revenue streams. IBISWorld expects the market share
concentration of this industry to remain low. While mergers and acquisitions are expected, the pace of entry by local
promoters is expected to outpace this activity. Another salient barometer of the industry's fragmentation is the
distribution of industry establishments. According to Statistics Canada, 67.8% of all industry establishments are
considered nonemployers in 2021, implicitly limiting the size and scope of operations due to a small workforce. Of
the employing establishments, 97.4% have a staff of fewer than 100 people. Furthermore, 78.4% hire fewer than 10
workers while 58.8% of these employing establishments have a staff of between one and four people. This is heavily
skewed toward nonemployers and small operators, which therefore illustrates the low level of market share
concentration and industry fragmentation.

Key Success
Factors

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

Ability to raise revenue from additional sources:
Establishments must be able to diversify revenue sources away from relying solely on admission fees. Additional
revenue streams include concessions, merchandise, premium seating, artist services and rental income from venue
leasing.

Ability to quickly adopt new technology:
Larger industry players must take advantage of technology to appeal to performers, increase ticket sales, heighten
the consumer experience and provide value-added services.

Optimum capacity utilization:
Operators must make the most of facilities by selling out events and renting venues to third-party companies when
not in use. Better capacity use creates lower per-unit costs and enables companies to offer consumers affordable
tickets to events.

Having a high prior success rate (including completed prior contracts):
Promoters and producers with a superior reputation will likely be better suited to win new and renewed business and
secure the best performing talent.

Having a loyal customer base:
Industry operators must rely on frequent attendance to drive revenue. Consequently, having a loyal customer base
is an essential factor in successful operations in the industry, especially in smaller markets.
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Cost Structure
Benchmarks

  Profit

IBISWorld estimates that the average industry profit margin, measured
as earnings before interest and taxes, is projected to represent 0.7% of
industry revenue in 2021. Industry profit has fluctuated wildly over the
five years to 2021, ultimately increasing from an estimated 0.2% in
2016. Overall, industry profitability has benefited from increasing social
media use, which enables promoters to more easily disseminate
information about upcoming concerts and events at a fraction of the
cost of publishing physical marketing materials. However, industry profit
generally remains low due to operators' increased dependence on
analytics software, outsourced consulting companies and targeted
social media campaigns, which have all cut into profit in recent years.
Moreover, while the largest concerts and events are often expected to
sell out on a regular basis, smaller events are more likely to experience
attendance shortcomings, which dampen the industry's overall
profitability as they absorb losses.

 

  Wages

Wages, which comprise the largest expense category for industry
operators, are expected to account for 45.3% of industry revenue in
2021. Over the past five years, wages have increased as a share of
revenue from 20.9% in 2016, although operators are likely to pursue
outsourcing strategies more aggressively in the future due to the
increasingly evolving, technology-based nature of concert and event
promotion. Nevertheless, the internet and social media have
fundamentally altered how promoters target audiences, while data
collection and analysis has enabled promoters to more effectively reach
potential consumers. However, the massive increase in wages' share of
revenue can be mainly attributed to the COVID-19 (coronavirus)
pandemic and the resulting decline in industry revenue. Since revenue
decreased 76.5% in 2020 and operators were able to utilize
government programs to keep some employees on the payroll, the
share of wages over revenue increased drastically as those wages are
worth a lot more compared with industry revenue. Subsequently, there
is higher demand for computer-savvy employees that can maintain
databases and analyze consumer trends to maximize the effectiveness
of promotion practices.
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  Purchases

Purchases are expected to account for 15.8% of industry revenue in
2021, reflecting a slight decrease from 16.9% in 2016. This decrease
has largely been driven by the increasingly sophisticated use of
software across the industry's many promotional activities, but has
been counteracted from decreasing further by the rising significance of
outside consultants and outsourced advertising practices. Additionally,
some operators own the venues they promote, which requires them to
supply food, drink and additional amenities for concerts and events.
Moving forward, purchases are projected to remain relatively steady as
a share of revenue.

 

  Marketing

The internet has greatly simplified how consumers find out about
concerts and events, and industry operators have adapted to this
change. In 2021, marketing costs are expected to account for 4.2% of
industry revenue, down from 6.1% in 2016. Marketing is crucial for
success in this industry because this industry is essential when it
comes to communicating with downstream consumers that wish to view
their favourite artists and entertainers perform live. Consequently,
marketing operations are the lifeblood of this industry. However, the
internet has ensured that costs of general marketing are relatively low
by historical standards, accounting for their decrease over the past five
years. Promoters primarily reach consumers via email and other online
mediums, enabling them to easily keep consumers informed about
events. Conversely, complex forecasting modelling and analytics tools
can be costly and safeguarded by consulting companies, commanding
high prices for more sophisticated marketing techniques.

 

  Depreciation

In 2021, depreciation is expected to account for 5.2% of industry
revenue, primarily due to those operators that support their own
facilities. Promoters that maintain concert venues have the highest
depreciation costs, and smaller promoters that do not maintain facilities
tend to have far lower depreciation costs. In 2016, depreciation costs
accounted for 5.7% of industry revenue, decreasing slightly over the
past five years.
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  Rent

Rent costs are estimated to account for 2.9% of industry revenue in
2021.

 

  Utilities

Utilities are estimated to account for 1.3% of industry revenue in 2021.

 

  Other Costs

Other costs for the industry include administrative overhead and royalty
fees. Additionally, industry operators typically have high insurance
costs if they operate facilities. For the largest events, it is extremely
important that promoters maintain an environment that is conducive to
large crowds, and there is risk associated with holding concerts that
can attract thousands of visitors over the course of a few hours. Liability
and accident insurance are among the largest expenditures in this
segment. In 2021, all other costs are estimated to account for 24.8% of
industry revenue.

 

Basis of
Competition

Competition in this industry is    Medium and the trend is Steady

  INTERNAL COMPETITION

Competition in the Concert and Event Promotion industry in Canada is
limited, since industry establishments offer a wide range of entertainment
events that are not necessarily close substitutes for one another.

Events may also be specific to a region, such as county fairs and amateur theatre productions, and consumers are
unlikely to travel long distances for small-scale events such as these. At the higher end of the market, however,
there is more significant competition for artist contracts, advertising revenue, sponsorship and private funding for
major events.

Establishments compete with each other to attract sponsors on the basis of the exposure they can provide to certain
demographics and the services they can provide for advertisers. Industry operators also compete on their reputation
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and the ability to deliver quality entertainment products and enhanced fan experiences from concerts, touring
theatrical performances, sporting events and similar performances. Price represents an additional competitive factor
for this industry. The lower the price of the performance, the more likely consumers will choose that performance
over other leisure activities, making price possibly the most important point of differentiation. As the industry
increasingly relies on the internet to market and distribute its products, the ability to minimize the additional fees
consumers pay is an important factor in developing a loyal customer base.

Infrastructure is also critical for both the consumer and the performer. Companies that offer performers and
spectators the best facilities, such as changing rooms, bars, restrooms and views of the stage, will likely be
preferred over those that provide substandard or outdated facilities. Publicity is an additional competing factor.
Companies advertise their performances to generate interest in a show. Effective advertising or a good contract for
outsourced advertising will likely win a promoter substantially more patronage.

EXTERNAL COMPETITION

External competition for the industry comes from many other forms of
entertainment and recreation, which include watching TV, playing
electronic games and outdoor sports, theme parks, attending community
groups and any other activity that individuals would prefer to engage in
during leisure time.

However, live performances are typically the preferred option for consumers with disposable income, limiting the
extent of external competition unless the price or distance is inhibitive.

Barriers to
Entry

Barriers to Entry in this industry are    Medium and the trend is Decreasing
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  Barriers to entry for the Concert and Event Promotion
industry in Canada are moderate. The majority of industry
operators are small, local promoters that primarily serve
markets in their immediate area. IBISWorld projects that
barriers to entry regarding this industry will likely decline
as the internet increasingly plays a role in the industry,
primarily for operators that do not own facilities. Since
consumers are using the internet more frequently to
discover events and purchase tickets, promoters do not
need to invest as heavily in street team operations or
physical media production to generate demand for events,
making industry participation simpler and more affordable.

Nonetheless, there are significant barriers that may deter
potential entrants. Particularly, the pervasiveness of
contracts between the largest operator, Live Nation
Entertainment Inc. (Live Nation), and the largest venues,
is likely to prevent any meaningful competition for the
most popular and lucrative events. Live Nation's
reputation in the United States and abroad has given it a
strong advantage and cemented it as the industry leader
in concert and event promotion. However, unless Live
Nation acquires smaller venues, which it has done in the
past, it remains unlikely to capture the majority of the
market in terms of the number of entertainment venues
due to the localized nature of many events. Ultimately,
Live Nation focuses on the largest acts and events, and it
is less likely to serve downstream consumers that seek
tickets to smaller, more niche events, such as live music
events at local clubs and bars in their respective areas.

Moreover, relationship management is crucial for
operating in this industry, and establishing and
maintaining an extensive network of contacts is beneficial
for industry operators. Personal contacts among
promoters, producers, agents and artists enable operators
to monopolize certain events, inhibiting newcomers. Also,
there is typically only one promoter per event or concert,
which limits the amount of room smaller operators have to
manoeuvre in the industry. The largest operators typically
hold leases with venues or outright ownership and are
thus able to generate diversified revenue streams that
smaller operators without the same resources are less
likely to capture, limiting industry participation.

Barriers to Entry Checklist

Competition Medium  

Concentration Low  

Life Cycle Stage Mature  

Technology Change Medium  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  The Concert and Event Promotion industry in Canada serves the domestic market, so its overall level of industry
globalization is low. However, major industry players either operate in other parts of the world, own facilities in other
countries or are based in foreign countries, most notably the United States. For example, major player Live Nation
Entertainment Inc. (Live Nation) is based in the United States and owns, operates or has exclusive booking rights to
more than 250 venues worldwide. Over the five years to 2021, Live Nation has acquired many organizations in other
countries for the purpose of expanding its operations. However, despite the looming presence of Live Nation, the
industry as a whole remains highly fragmented, with small operators serving local markets and individual venues.
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Major Companies

Major Players Live Nation Entertainment Inc.

Market Share: 19.6%

  Live Nation Entertainment Inc. (Live Nation), based in Beverly Hills, CA, is one of the largest and most well-known
producers and promoters of live entertainment in the world. The company was founded in 2010 with the merger of
Live Nation and Ticketmaster, two industry leaders worldwide. In 2020 (latest data available), Live Nation employed
8,200 people full time. Live Nation's venues, which it owns, operates and has the exclusive booking rights to or an
equity interest in, span the globe. Overall, the company's venues include amphitheatres, theatres, clubs, arenas and
festival sites, and are spread across North America, South America and Europe. As of 2020, the company
generated $1.9 billion in total company-wide revenue (latest data available).

Live Nation operates in three reportable business segments, which include concerts, sponsorship and advertising
and ticketing. The concerts segment is the most relevant to the Concert and Event Promotion industry in Canada as
Live Nation promotes events at venues that it holds an equity stake in, or by promoting ticket sales for third-party
venues. As the marketplace increasingly shifts toward an online sales model, Live Nation is expected to perform
relatively well compared with its peers due to its ability to scale operations. Still, its other functions are offshoots of
its concerts segment, making that activity partially relevant to the industry as well.

Financial performance

Live Nation's industry-relevant revenue is expected to decrease at an annualized rate of 18.0% to $327.2 million
over the five years to 2021. While the company's Canadian total seating capacity, based on the number of venues
operated by Live Nation, is far lower than its US counterpart, Live Nation is forecast to continue increasing its
presence in the Canadian market as it increases its overall focus on North America. Still, the company's financial
performance has been marked by fluctuating profit over the past five years as it has continued to invest in
acquisitions and long-term infrastructure. Live Nation's operating profit, measured as earnings before interest and
taxes, is expected to decrease, operating at a loss of $109.6 million in 2021. These losses can be mainly attributed
to the COVID-19 (coronavirus) pandemic and the resulting shut down of concerts in 2020 and parts of 2021. Since
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the company has exclusive booking rights for many major stadiums and theatres, any losses incurred as a result of
unsold tickets directly affects the company's bottom line. As concerts and events begin to start back up, revenue is
expected to increase substantially as pent-up demand is projected to drive concert and event ticket sales.

 
Live Nation Entertainment Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 881.3 N/C 22.0 N/C
2017 1,062.3 20.5 10.0 -54.5
2018 1,100.3 3.6 27.8 178.0
2019 1,144.6 4.0 32.2 15.8
2020 197.8 -82.7 -175.7 N/C
2021 327.2 65.4 -109.6 -37.6

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

Other Companies The majority of operators in the Concert and Event Promotion industry in Canada are small and service local
markets. Larger operators have recently started to expand in Canada, especially after the prevalence of successful
online promotion abroad. However, most of the industry's operators by number are expected to remain localized as
the industry adapts, despite a concentration of market share by Live Nation Entertainment Inc. (Live Nation).
Overall, the industry is expected to continue to be characterized by numerous small- and medium-sized businesses
that primarily promote and plan events at a single venue, limiting the size and scope of these operations. While the
industry continues to evolve, placing a premium on online operators that can work with several venues and
ultimately the largest clients in the country and the world, the small companies that have been bastions of industry
output historically are expected to continue to operate either independently or alongside platforms.

Eventbrite Inc.

  Market Share: 0.7%
  Founded in 2006, Eventbrite Inc. (Eventbrite) is an online platform for event organizers to promote events and sell

tickets while simultaneously incorporating social media campaigns into their event-planning model. Based in San
Francisco, the company has offices across the globe in London; Nashville, Tennessee; Cork, Ireland; Amsterdam;
Dublin; Berlin; Melbourne, Australia; Mendoza, Argentina; and Sao Paulo. While not involved in event production,
the company primarily generates revenue from service charges and ticket surcharges for paid events, omitting the
charges for free events, which has made it extremely popular among fundraisers and other nonprofit organizations.

In 2018 (latest data available), the company acquired Ticketfly LLC (Ticketfly) from Pandora Media LLC, which
further bolstered its presence in the industry both domestically and abroad. Ticketfly was founded in 2008 and is
currently headquartered in San Francisco. Similar to Ticketmaster, which is operated by industry major player Live
Nation, Ticketfly concentrates its operations on selling tickets to fans via an online platform. Additionally, the
company has actively been seeking partnerships with larger venues and events to more effectively compete with
Live Nation. As a relatively young company, Ticketfly has recently begun operating in the Canadian marketplace.
The acquisition of Ticketfly by Eventbrite has ultimately helped the company in solidifying its domestic presence. In
addition, in 2018, the company acquired Picatic e-Ticket Inc. (Picatic), a Canadian ticket company, to help bolster its
engineering staff and enhance its ticketing solutions. All in all, IBISWorld estimates that Eventbrite will generate
$11.4 million in industry-relevant revenue in 2021, reflecting a market share of 0.7%.

e=mc2 events

  Market Share: 0.1%
  e=mc2 events produces and promotes live events and conferences to corporate, nonprofit and social organizations

in the United States and Canada. Founded in 2001 and headquartered in Calgary, the company employs an
estimated 30 people and has won over 55 awards for its services. The company has additional offices in both
Vancouver and Toronto to supplement its headquarters in Calgary, enabling nationwide promotion efforts and
cementing its presence in the domestic and global industry. The company boasts an event portfolio that includes
projects such as Special Olympics Canada, the Cleantech Leadership Summit, the Night of a Thousand Stars Gala
and a series of National Music Centre galas over the past decade, solidifying the company's position with respect to
the Canadian nonprofit space.

Nevertheless, as of the time of this writing, the company is not likely to produce or promote any upcoming events, as
multiple Canadian provinces including Ontario have mandated the closure of all nonessential businesses to slow the
spread of COVID-19 (coronavirus), of which the industry's venues are a part. Overall, however, while the company is
private and therefore does not disclose its financial information, IBISWorld estimates the company will generate $1.0
million in industry-relevant revenue in 2021, representing a market share of 0.1%.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Low

  The Concert and Event Promotion industry in Canada
operates with a low to moderate level of capital intensity.
Industry operators are expected by IBISWorld to spend
$0.11 on capital expenditures for every $1.00 spent on
labour in 2021. Over the five years to 2021, the industry's
level of capital intensity has declined greatly from $0.27 in
2016. This can primarily be attributed to the COVID-19
(coronavirus) pandemic and the resulting shut down in
concerts and events in 2020 and parts of 2021. Since
operators were not able to promote any events, they had
nowhere to spend their capital, thus attributing to the
massive decrease in capital intensity in 2021.

Some industry operators have performance facilities, which
require significant upfront capital investment and consistent
maintenance to maintain quality and remain competitive
with contemporary technological breakthroughs. Moreover,
promoters in the most populous cities experience the
highest costs of operations, and as the industry's
dependence on technology increases, so do the costs of
operating a venue. As the average price of tickets rises,
consumers expect more from the events that they attend,
encouraging venue owners to differentiate by updating their
technological repertoire, including lights and displays,
frequently. Conversely, promoters that do not operate
facilities experience lower capital costs, as they typically
rent venues for events on a case-by-case basis. While
promoters with facilities only represent a minority of all
industry enterprises, their enormous expenditures heavily
skew the industry's overall capital intensity.
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Technology &
Systems

Potential Disruptive Innovation: Factors Driving Threat of Change

Level Factor Disruptive
Effect

Description

Low Rate of
Innovation

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.

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.

Medium Rate of Entry Potential 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 High Market
Concentration

Very Likely 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.

Both the ease of entry and the rate of entry in the industry are moderate. While these factors do not significantly add to the
threat of disruptive potential, they do not detract from it either.

The major markets for this industry are highly concentrated, which implies that the market has a focus on key customer
segments. This presents an opportunity for strategic entrance into lower-end markets or unserved markets for innovations
to take on a disruptive trajectory.

Technological innovation has and is expected to continue affecting the
Concert and Event Promotion industry in Canada.

The industry has been forced to adapt to the rising popularity of new competitive substitutes, such as music streaming
services (e.g. Spotify and Apple Music), and multimedia streaming services from companies similar to the well-known video
streaming platforms provided by Netflix Inc. and Amazon.com Inc. These innovative services, made possible by
increasingly effective wireless connections, have enabled consumers to experience content conveniently and affordably. In
response, industry operators have worked with these disrupters, whereby streaming companies vie for the rights to live
stream exclusive concerts and events.

The level of technology change is    Medium

  The internet has revolutionized the technological landscape of the Concert and
Event Promotion industry in Canada.

Promoters no longer need to physically canvas to sell tickets or generate buzz for events via flyers and other physical
media. Instead, platforms, such as YouTube, Pandora and Spotify, facilitate the discovery of new events or acts that
consumers may want to view live. Consequently, industry operators are increasingly moving their operations to digital
formats to reach their targeted audiences. Promoters have been increasingly using the internet to market events, and the
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emergence of online ticketing has simplified the consumer's process of acquiring tickets while permitting venues to
advertise more effectively themselves.

Overall, social media platforms such as Twitter, Facebook and Instagram have had a tremendous effect on how industry
operators connect with fans. As data collection and forecasting analysis techniques improve, promoters are more capable
of targeting specific audiences and expanding their reach in the most effective markets. Additionally, mobile platforms
enable promoters to reach their consumers directly, whether it be to alert consumers about changes in events or about
upcoming events via social media, email or text message. These platforms are now widely used in tandem with mobile
applications, which show consumers upcoming events, give them an option to purchase tickets and offer other digital
ticketing services, ultimately producing a seamless experience from the time of purchase to the event itself. Moreover,
some promotional pricing packages or promotional merchandise offerings are only available through mobile device
applications, making their use more attractive at the consumer level and contributing to technological change in the
industry.

Industry venues have also become increasingly advanced in the services they provide. Developments in audiovisual
technology have driven up the quality of events and concerts by introducing new effects and elements that can help to
differentiate a venue with an outstanding infrastructure for events, particularly those that require specialized machinery.
Thus, consumers are more inclined to spend their disposable income on the novelty of evolving live performances.
Meanwhile, if a particular performer requires special equipment that only a few venues carry, it would increase the
likelihood that the performer in question would perform at those particular locations, thus making the venue more attractive
for the performer which can then help bring in revenue for industry operators.

Revenue
Volatility

The level of volatility is    Very High

  Revenue volatility in the Concert and Event Promotion industry in Canada is
typically moderate, however, over the five years to 2021, revenue volatility is
expected to be very high.

Over the five years to 2021, industry revenue decreased as much as 76.5% in 2020 and is expected to increase as much
as 81.2% in 2021, with an average revenue fluctuation of 50.0% year-over-year. Despite some years of modest and even
stagnant growth, the past five years have included some particularly large fluctuations in revenue involving both industry
growth and decline. Most significantly, industry revenue is projected by IBISWorld to drop strongly in 2020 as a result of the
COVID-19 (coronavirus) pandemic, as Canada enforced strict social distancing measures to slow the spread of the virus.

Regulation &
Policy

The level of regulation is    Light and the trend is Increasing

Operators in the Concert and Event Promotion industry in Canada experience
relatively low levels of regulation.

The primary legislation that promoters adhere to is a series of licensing laws that pertain to event permits and the use of
public facilities. Furthermore, most events held in Canada require licences issued by the Society of Composers, Authors
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and Music Publishers of Canada (SOCAN). Ultimately, event promoters must have permits from a municipal body to have
an event or performance.

Additionally, there are laws relating to the resale of tickets sold by industry operators. For example, the Ticket Speculation
Act restricts the reselling of tickets above face value in Ontario. This act was modified in 2015 to protect online purchasers
of tickets. Exemptions to the act were made to enable official ticket sellers to authenticate tickets that are being resold
through third-party websites. Online tickets can also be resold at a price that is higher than face value, provided that they
are authenticated, have a money-back guarantee and charge service fees immediately upon their purchase. Other
provinces can enact analogous policies in the future. For example, Manitoba already has similar laws that restrict the
reselling of tickets in a secondary market amid the investigation of industry major player Live Nation Entertainment Inc.,
which is alleged to be enabling scalpers to purchase tickets using online bots to resell on its own secondary ticket sale
platform. If other provinces implement comparable legislation, especially within the realm of e-commerce, such regulation
could pose a threat to industry operators by reducing the high markups that secondary markets can provide for shows.

Industry
Assistance

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

The Concert and Event Promotion industry in Canada experiences a low level
of industry assistance on the part of the Canadian government.

However, there are diverse industry associations that promote the interests of particular types of events, with promoters
typically only receiving direct government assistance if they operate in a nonprofit capacity or promote government-
sponsored events.

Some of these organizations are more comprehensive than others when it comes to the services they provide. For
example, Canada Special Events Live is an interactive conference meant to educate operators and also expose companies
to innovative business models and trade secrets. Additionally, on a global scale, the International Live Events Association is
a worldwide community of event professionals that focuses on collaboration and networking. While most industry
associations are catered to more specific niches within the industry, these broad-based organizations can nonetheless
constitute useful resources for developing contemporary and innovative industry practices. Operators can also seek out the
resources of trade associations for industries that operate in a similar field, including the Canadian Marketing Association
and Music Canada, among others.

Due to the spread of COVID-19 (coronavirus), the Canadian Government instituted a variety of assistance programs that
various industry operators qualified for. For example, the Canada Emergency Wage Subsidy provided weekly assistance
for eligible employers that had been negatively affected by the coronavirus pandemic. Additionally, operators were able to
take advantage of tax deferrals and improved access to credit and loans to remain liquid. The Canada Emergency
Business Account also provided interest-free loans to small businesses. Large operators could apply for bridge financing
through the Large Employer Emergency Financing Facility.
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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 3,125 873 3,053 2,925 18,436 N/A N/A 680 N/A 28,883
2013 3,716 1,087 3,473 3,327 19,129 N/A N/A 817 N/A 29,369
2014 3,852 1,307 3,968 3,798 20,680 N/A N/A 955 N/A 29,466
2015 3,604 1,032 4,184 4,001 21,392 N/A N/A 850 N/A 30,804
2016 3,606 967 3,952 3,781 23,402 N/A N/A 752 N/A 30,332
2017 3,838 1,036 4,152 3,972 25,942 N/A N/A 805 N/A 30,675
2018 3,856 1,158 4,742 4,538 27,597 N/A N/A 861 N/A 30,647
2019 3,930 1,232 4,550 4,355 27,805 N/A N/A 930 N/A 30,852
2020 923 496 4,228 4,058 15,807 N/A N/A 479 N/A 33,416
2021 1,672 854 5,023 4,757 24,086 N/A N/A 757 N/A 31,560
2022 2,950 1,358 5,944 5,560 36,283 N/A N/A 1,179 N/A 32,740
2023 3,058 1,426 6,234 5,834 38,344 N/A N/A 1,241 N/A 32,722
2024 3,253 1,526 6,661 6,233 41,249 N/A N/A 1,333 N/A 32,677
2025 3,403 1,612 7,080 6,630 43,850 N/A N/A 1,412 N/A 32,707
2026 3,534 1,690 7,456 6,986 46,337 N/A N/A 1,487 N/A 32,786

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Per capita
disposable
income (%)

2012 5.12 -11.2 2.00 2.09 -7.86 N/A N/A -8.54 N/A 1.73
2013 18.9 24.5 13.8 13.7 3.75 N/A N/A 20.2 N/A 1.68
2014 3.65 20.3 14.3 14.2 8.10 N/A N/A 16.9 N/A 0.33
2015 -6.46 -21.1 5.44 5.34 3.44 N/A N/A -11.0 N/A 4.53
2016 0.07 -6.31 -5.55 -5.50 9.39 N/A N/A -11.5 N/A -1.54
2017 6.43 7.13 5.06 5.05 10.9 N/A N/A 7.03 N/A 1.12
2018 0.46 11.7 14.2 14.2 6.37 N/A N/A 6.90 N/A -0.10
2019 1.91 6.41 -4.05 -4.04 0.75 N/A N/A 8.09 N/A 0.66
2020 -76.5 -59.8 -7.08 -6.82 -43.2 N/A N/A -48.6 N/A 8.31
2021 81.2 72.2 18.8 17.2 52.4 N/A N/A 58.1 N/A -5.56
2022 76.4 59.0 18.3 16.9 50.6 N/A N/A 55.8 N/A 3.73
2023 3.68 5.01 4.87 4.92 5.68 N/A N/A 5.27 N/A -0.06
2024 6.36 7.03 6.84 6.83 7.57 N/A N/A 7.33 N/A -0.14
2025 4.59 5.58 6.29 6.36 6.30 N/A N/A 5.96 N/A 0.09
2026 3.86 4.89 5.31 5.36 5.67 N/A N/A 5.30 N/A 0.24

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 27.9 N/A N/A 169 21.8 6.04 36,874
2013 29.2 N/A N/A 194 22.0 5.51 42,705
2014 33.9 N/A N/A 186 24.8 5.21 46,185
2015 28.6 N/A N/A 168 23.6 5.11 39,730
2016 26.8 N/A N/A 154 20.9 5.92 32,143
2017 27.0 N/A N/A 148 21.0 6.25 31,035
2018 30.0 N/A N/A 140 22.3 5.82 31,188
2019 31.3 N/A N/A 141 23.7 6.11 33,462
2020 53.7 N/A N/A 58.4 51.9 3.74 30,278
2021 51.1 N/A N/A 69.4 45.3 4.80 31,425
2022 46.0 N/A N/A 81.3 40.0 6.10 32,500
2023 46.6 N/A N/A 79.8 40.6 6.15 32,375
2024 46.9 N/A N/A 78.9 41.0 6.19 32,304
2025 47.4 N/A N/A 77.6 41.5 6.19 32,201
2026 47.8 N/A N/A 76.3 42.1 6.21 32,089

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

Ontario Arts Council
http://www.arts.on.ca

SOCAN
http://www.socan.ca

Canadian Radio-television and Telecommunications Commission
http://www.crtc.gc.ca

Industry Jargon AMPHITHEATRE
An outdoor venue with between 5,000 and 30,000 seats that is primarily used in the summer.

ARENA
A multipurpose indoor facility with average seating capacity between 5,000 and 20,000.

CLUB
An indoor venue built primarily for music events, but can also include comedy clubs. Capacity is generally less than
1,000 seats and often without full fixed seating.

MARQUEE EVENT
An event having or associated with the name recognition and drawing power of one whose name appears on a
marquee.

STADIUM
A multipurpose, often open-air facility that has upward of 30,000 seats.

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

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

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

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

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

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

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

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

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

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