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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:

· Social distancing requirements across Canada have forced the closure of many establishments in the Canadian
Gym, Health and Fitness Clubs industry, hurting revenue expectations for 2020. For more detail, please see the
Current Performance chapter.

· With social distancing measures in place, demand for online fitness services and at-home fitness products has
grown. Since very few industry operators offer these services and products, this trend is expected to harm industry
performance moving forward. For more detail, please see the Demand Determinants chapter.

· The COVID-19 (coronavirus) pandemic is expected to disproportionately affect the consumers aged 55 and older
market segment, since these consumers are at an increased risk of contracting the virus. 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 Gym, Health and Fitness Clubs industry in Canada operates fitness and recreational sports facilities that feature

exercise and other active physical fitness conditioning or recreational sports activities, such as swimming, skating or
racquet sports. Operators are also involved in facilities management and fitness instruction.

Major Players GoodLife

Main Activities The primary activities of this industry are:

Operating aerobic dance and exercise centres

Operating athletic club facilities for physical fitness

Operating body building studios for physical fitness

Operating fitness centres, health clubs and gyms

Operating recreational sports club facilities

Operating ice or roller skating rinks

Operating spas

Operating squash, racquetball or tennis clubs

Operating swimming pools

The major products and services in this industry are:

Membership fees

Admissions

Athletic instruction

Personal training services

Meals and beverages

Spa services

Other
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Supply Chain

SIMILAR INDUSTRIES

Spectator Sports in Canada Golf Driving Ranges & Family Fun
Centres in Canada

Hotels & Motels in Canada Weight Loss Services in Canada

       

       

RELATED INTERNATIONAL INDUSTRIES

Gym, Health & Fitness Clubs in
the US

Pilates & Yoga Studios Health & Wellness Spas Personal Trainers

Indoor Climbing Walls Children's Fitness Center
Franchises

Gym & Fitness Franchises Massage Franchises

Swimming Pools Massage Services Gyms and Fitness Centres in
Australia

Gym, Health & Fitness Clubs in
China

Gyms & Fitness Centres in the
UK

Pilates & Yoga Studios in the UK Personal Trainers in the UK Gyms and Fitness Centres in New
Zealand

Gyms & Fitness Centres in
Ireland
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Industry at a Glance
Key Statistics

$4.4bn
Revenue

Annual Growth

2016–2021

1.9%

Annual Growth

2021–2026

3.3%

Annual Growth

2016–2026

 

$162.3m
Profit

Annual Growth

2016–2021

-7.2%

  Annual Growth

2016–2021

 

3.7%
Profit Margin

Annual Growth

2016–2021

-2.2pp

  Annual Growth

2016–2021

 

8,946
Businesses

Annual Growth

2016–2021

6.0%

Annual Growth

2021–2026

4.7%

Annual Growth

2016–2026

 

72,654
Employment

Annual Growth

2016–2021

4.2%

Annual Growth

2021–2026

3.7%

Annual Growth

2016–2026

 

$1.8bn
Wages

Annual Growth

2016–2021

3.1%

Annual Growth

2021–2026

3.6%

Annual Growth

2016–2026

Key External Drivers % = 2016–21 Annual Growth

-0.2%
Consumer confidence index

1.1%
Per capita disposable income

1.8pp
Adult obesity rate

0.1%
Leisure time

3.7%
Number of adults aged 65 and
older

 
Industry Structure

POSITIVE IMPACT

  Life Cycle
Growth   Concentration

Low

  Regulation & Policy
Light / Steady   Technology Change

Low

  Industry Globalization
Low / Increasing

MIXED IMPACT

  Revenue Volatility
Medium   Capital Intensity

Medium

NEGATIVE IMPACT

  Industry Assistance
Low / Increasing   Barriers to Entry

Low / Increasing

  Competition
High / Increasing

 

Key Trends

 Small fitness clubs have attracted members with low-cost
memberships and monthly contracts

 Growth in the number of health-conscious individuals has
been a key driver for the industry

 Due to expected growth in enterprises, IBISWorld
anticipates industry employment to grow

 Industry profit is expected to decline due to rising wage
costs and capital outlays

 The industry is expected to contend with high competition
from alternative fitness activities

 Industry employment is expected to rise to staff the expected
rise in gym formation

 Some operators have diversified to offer spa services,
personal training and nutritional consultation
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Products & Services Segmentation

 
Major Players SWOT

STRENGTHS

  Low & Increasing Level of Assistance

  Growth Life Cycle Stage

  Low Imports

  Low Customer Class Concentration

   

WEAKNESSES

  Low & Increasing Barriers to Entry

  High Competition

  Low Profit vs. Sector Average

  High Product/Service Concentration

  Low Revenue per Employee

  High Capital Requirements

   

OPPORTUNITIES

  High Revenue Growth (2016-2021)

  High Revenue Growth (2021-2026)

  Adult obesity rate

   

THREATS

  Low Revenue Growth (2005-2021)

  Low Outlier Growth

  Low Performance Drivers

  Consumer confidence index
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Executive Summary Hit the showers: Operators will likely further increase product and service
offerings to bolster retention rates

Revenue for the Gym, Health and Fitness Clubs industry in Canada has grown over the five years to 2021 as a
result of consumer trends and the proliferation of public health campaigns. With an increasing rate of adult obesity
expected during the period, the Public Health Agency of Canada (PHAC) has stressed adherence to fitness and
healthy lifestyle choices. According to the PHAC and the Canadian Institute for Health Information, obesity is
expected to incur more than $5.0 billion in costs each year, which must be covered by the healthcare system. In
response, many health insurance companies have incentivized fitness by subsidizing health club memberships.
Businesses also incentivize health and wellness in this way as a means of boosting workforce productivity and
reducing long-term healthcare costs. Thus, industry revenue is expected to rise an annualized 1.9% to $4.4 billion
over the five years to 2021, including a forecast increase of 8.0% in 2021 alone as concerns over the COVID-19
(coronavirus) pandemic are expected to lessen due to the vaccine rollout.

Operators have primarily focused on two opportunities for growth, which are service diversification and
specialization. For example, small-scale gyms with limited amenities that focus on a core fitness regimen have fared
well, particularly among budget-conscious consumers and casual gymgoers. Other operators have diversified to
offer spa services, personal training and nutritional consultation. Others have specialized in particular schools of
fitness such as powerlifting, CrossFit or Olympic lifting. Each of these operations have different cost structures, but
have contributed to the robust gains in industry revenue over the past five years. However, investment in new
equipment and space is expected to constrain profit during the period. Overall, industry profit, measured as earnings
before interest and taxes, is forecast to account for 3.7% of revenue in 2021, down from 5.9% in 2016.

Over the five years to 2026, the industry is expected to recover following the coronavirus pandemic and grow at a
similar rate compared with the current period. Services for particular demographics, such as low-intensity workouts
for older demographics, are expected to continue to support industry expansion. As a result, industry revenue is
forecast to grow an annualized 3.3% to $5.2 billion over the five years to 2026. Industry operators are anticipated to
further increase product and service offerings in an attempt to bolster retention rates and generate additional
membership sales.
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Industry Performance

Key External
Drivers

Leisure time

Leisure time measures the amount of time that consumers can allocate toward fitness. As leisure time decreases,
time-strapped consumers are less able to incorporate fitness activities into their daily regimens. Leisure time is
expected to decrease in 2021.

 

Per capita disposable income

Per capita disposable income measures the amount of spending money a household retains after paying taxes. As
disposable income rises, more individuals will likely be able to increase their health club membership expenditure,
thereby bolstering industry revenue. Per capita disposable income is expected to decrease in 2021, posing a
potential threat to the industry.

 

Consumer confidence index

The Consumer Confidence Index measures consumers' outlook on the economy. Typically, an increase in the
Consumer Confidence Index translates into more consumer spending, including discretionary spending on luxuries
such as health and fitness club memberships. In 2021, the Consumer Confidence Index is expected to increase.

 

Number of adults aged 65 and older

Adults aged 65 and older comprise one of the largest gym-going demographics. This demographic's higher per
capita income enables it to incur health club membership expenditures, especially as operators continue to offer
services catered to this demographic. As this age group continues to expand, demand for industry services will likely
increase. The number of adults aged 65 and older is expected to increase in 2021, representing a potential
opportunity for the industry.

 

Adult obesity rate

The adult obesity rate measures the number of individuals that are overweight or obese based on body mass index.
As the rate of adult obesity rises, Canadians of all ages will likely use gym and health clubs to mitigate the
detrimental health effects of obesity. Nevertheless, high adult obesity rates may also signify that few individuals are
health conscious, limiting demand for gym memberships. The adult obesity rate is expected to increase in 2021.
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Current
Performance

In recent years, revenue for the Gym, Health and Fitness Clubs industry in
Canada has benefited from a rise in health consciousness.

The adult obesity rate is expected to increase at an annualized rate of 0.7% over the five years to 2021, causing
more adults and individuals to purchase gym memberships to help mitigate obesity-related health ailments.
Furthermore, an increase in the number of individuals demanding industry services has spurred revenue growth
alongside overall economic growth, which has supported consumer spending during the period. As a result, industry
revenue is anticipated to grow at an annualized rate of 1.9% to $4.4 billion over the five years to 2021, including a
forecast increase of 8.0% in 2021 alone due to an expected surge in consumer demand. Despite performing poorly
in 2020 due to the COVID-19 (coronavirus) pandemic, the industry is expected to grow during the period as a result
of favourable consumer health trends and growth in per capita disposable income. The coronavirus pandemic is also
expected to harm profitability, which is forecast to ultimately decline. Industry profit, defined as earnings before
interest and taxes, is expected to account for 3.7% of revenue in 2021, down from 5.9% in 2016.

HEALTHY GAINS

Over the five years to 2021, the number of health club memberships in
Canada is anticipated to grow, fuelling robust industry expansion.

Nonetheless, attrition rates and customer churn are huge threats to individual operators. According to the
International Health, Racquet and Sportsclub Association (IHRSA), the average attrition rate for IHRSA members is
an estimated 30.0%, while most fitness clubs experience attrition rates are closer to 50.0%. Canadian gym, health
and fitness clubs are expected to follow similar trends. To bolster retention rates, according to IHRSA data, gym,
health and fitness clubs need to provide face-to-face interactions with members, with e-mails and social media
updates also being effective methods in increasing retention rates. While low-amenity, small-scale gym and fitness
clubs have attracted members with low-cost memberships and monthly contracts, operators that offered additional
services have had lower churn rates. For example, in 2021, the industry is expected to derive less than one-quarter
of revenue from services not related to membership dues. These services include training programs, nutrition
consultations, supplements and spa services.

The industry's reliance on membership fees to generate revenue is expected to result in significant losses in 2020 as
a result of the COVID-19 (coronavirus) pandemic. Most industry establishments have closed in an effort to adhere to
social distancing guidelines. As a result, most operators have suspended or at least reduced membership fees, in an
attempt to mitigate a loss of patrons. Those operators attempting to maintain operations during the outbreak risk
potential fines and liability for any complications that may arise. While demand for industry services is largely
expected to return when conditions normalize, smaller industry operators may be unable to recover from this period
of lost revenue.

Industry operators have benefited from a plethora of fitness trends that grew in popularity over the past five years.
For example, small group trainings have provided an economical fitness option for many individuals that need
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instruction, along with a community network that supported fitness goals. Moreover, the burgeoning baby boomer
population, which has also been increasingly active, coupled with the growing number of youths experiencing fewer
physical education programs at school, has supported demand for industry services. In response, many operators
have added programs tailored to baby boomers or younger demographics, including aqua aerobics and low-intensity
resistance training for the former and team sports and athletic leagues for the latter. Meanwhile, in response to high
employee absenteeism and mounting health insurance costs, many businesses have provided fitness incentives for
employees as a means of preventative healthcare. Major player GoodLife Fitness Centres Inc. (GoodLife Fitness),
through its corporate wellness program, provided customizable options such as on-site group exercise classes and
wellness workshops.

Ultimately, growth in the number of health-conscious individuals has been a key driver for the industry over the five
years to 2021. Higher obesity rates within the Canadian population have prompted the government to more actively
promote healthy living and regular exercise through the Canadian Institutes of Health Research, with a focus on
childhood obesity. According to 2018 data from Statistics Canada (latest data available), less than one-quarter of
Canadians achieved the proposed guidelines for fitness activity in 2018. This trend, coupled with increasingly
sedentary lifestyles across all demographics, has prompted demand for industry services. Leisure time is expected
to increase at an annualized rate of 0.1% over the five years to 2021. More leisure time has prompted individuals to
purchase industry services, enabling them to achieve their fitness goals. Many consumers have also purchased
additional services, such as nutritional services, to help accomplish specific fitness goals, creating more value for
clients in establishments with these services.

INDUSTRY STRUCTURE

Large industry operators have increased their market share via
acquisitions and mergers over the past five years, while smaller operators
focusing on niche and specialized markets, including underserved
communities, powerlifters, martial arts enthusiasts and CrossFit training.

In particular, gyms that have capitalized on convenience, by establishing operations near major commuter routes,
have fared well. Another prominent example of the myriad of opportunities available to potential entrants includes
industry leader GoodLife Fitness' Neighbourhood Clubs branches, which has attracted consumers in small towns
and urban communities with a simplified, comfortable atmosphere.

Additionally, operators such as Anytime Fitness LLC, which offer round-the-clock facilities, were resilient over the
past five years, as many time-strapped consumers favoured gyms with increased flexibility. To lower wage costs
from round-the-clock services, many gym, health and fitness clubs invested in automation, such as security cameras
and key cards, along with unstaffed hours to help improve profit. However, the number of industry enterprises is
expected to grow an annualized 6.0% to 8,946 operators over the five years to 2021. Due to expected growth in
enterprises, IBISWorld anticipates industry employment to grow, rising at an annualized rate of 4.2% to 72,654
workers during the same period. Over the past five years, many operators have hired personal trainers to provide
services on a contract basis, further driving industry wage and employment growth.
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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)

Adult
Obesity Rate

(%)
2012 2,975 1,524 5,733 5,433 45,752 N/A N/A 1,131 N/A 48.5
2013 3,058 1,630 6,698 6,341 48,067 N/A N/A 1,148 N/A 49.4
2014 3,324 1,816 6,125 5,781 54,251 N/A N/A 1,293 N/A 49.7
2015 3,586 1,914 6,747 6,352 56,048 N/A N/A 1,418 N/A 50.1
2016 3,996 2,202 7,119 6,685 59,166 N/A N/A 1,575 N/A 50.2
2017 4,176 2,272 7,674 7,202 64,106 N/A N/A 1,665 N/A 50.6
2018 4,414 2,307 8,836 8,334 68,591 N/A N/A 1,757 N/A 50.9
2019 4,683 2,476 9,009 8,490 72,851 N/A N/A 1,865 N/A 51.0
2020 4,060 2,145 8,907 8,462 67,877 N/A N/A 1,714 N/A 51.6
2021 4,386 2,393 9,429 8,946 72,654 N/A N/A 1,838 N/A 51.9
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Industry Outlook
Outlook Moving forward, the Gym, Health and Fitness Clubs industry in Canada is

expected to continue growing, benefiting from rising health
consciousness and a diversification of services to fuel consumer growth.

Since the adult obesity rate is expected to increase at an annualized rate of 0.7% over the five years to 2026, more
individuals are likely to become increasingly aware of the merits of fitness for maintaining health and wellness.
Furthermore, the proliferation of local and federal public health campaigns will likely stimulate gym and health club
membership sales as it has in the past. For example, according to the Canadian Medical Association Journal,
obesity is expected to surpass smoking as the leading cause of preventable morbidity and mortality. Moreover, the
Child Fitness Tax Credit and the proposed Adult Fitness Tax Credit, if implemented, may further bolster the industry
during the outlook period.

In response to this favourable economic landscape, many businesses, healthcare insurance providers and the
medical community will likely provide incentives for gym memberships to help lower healthcare costs through
preventative measures, benefiting the industry as a result. Consequently, industry revenue is forecast to grow at an
annualized rate of 3.3% to $5.2 billion over the five years to 2026. With per capita disposable income expected to
grow, more individuals will likely be able to afford discretionary amenities such as personal trainers and services that
command a high price point. However, industry profit is expected to decline due to rising wage costs and capital
outlays, in addition to increasing price competition among a growing number of industry operators. As a result,
industry profit, defined as earnings before interest and taxes, is expected to remain stable, accounting for 3.7% of
revenue in 2021 and 2026.

EXPANDING MARKETS

Over the five years to 2026, population growth and demographic changes
are forecast to stimulate industry expansion.

The burgeoning baby boomer population, the most lucrative market segment for the industry, will likely maintain a
more active lifestyle if current trends persist, aiding revenue growth over the next five years. Gym, health and fitness
clubs that cater to this demographic, by providing cardio machines and fitness classes with low-impact options, air-
powered resistance training and quieter music across facilities, will likely be popular among baby boomers.
Additionally, many industry operators have invested in expanding product portfolios to attract older demographics,
offering age-specific programming and mix balance testing with fitness regimens.

Meanwhile, businesses and health insurance providers will likely implement incentives to increase gym
memberships, which is expected to reduce healthcare costs overall. According to data from the Canadian Diabetes
Association (CDA), 4.2 million people are anticipated to have diabetes by 2020, when diabetes-related healthcare
costs are expected to put a $16.0 billion strain on the healthcare system (latest data available). In response, the
CDA has recommended a collaboration with the Canadian government to provide a comprehensive healthy weight
strategy, which will likely stimulate demand for health club memberships and bolster industry revenue. Initiatives
calling for increased exercise may continue to emerge over the next five years, which will likely benefit industry
operators, as the Canadian Institutes of Health Research and other healthcare research organizations continue to
research and fight obesity.

Furthermore, the younger demographic, composed of consumers under the age of 19, will likely provide new
opportunities for the industry. Consumers aged 19 and younger are expected to account for 19.1% of the industry's
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customer base in 2021. Parents will presumably continue to invest in health club memberships and personal trainers
to mitigate the decline in physical education programs offered in schools. Nevertheless, the industry is expected to
contend with high competition from alternative fitness activities, such as team sports, hiking and yoga.

While the COVID-19 (coronavirus) pandemic is expected to have a significant effect on the industry's performance in
2020, IBISWorld expects demand for industry services to remain strong once conditions return to normal. In fact, the
inability to use industry services for such an extended period of time may increase consumer demand for fitness
services and products in the long term.

ESTABLISHMENTS AND EMPLOYEES

This positive outlook for the industry is forecast to stimulate industry
participation growth.

Despite relative saturation in many markets, specialized fitness clubs and niche gyms that cater to particular schools
of fitness are anticipated to experience growing demand. As a result, the number of industry establishments is
expected to rise, growing at an annualized rate of 4.6% to 11,823 business locations over the five years to 2026.
This increase can be attributed to the objectives of large-scale franchises such as Anytime Fitness LLC and the
continued expansion of industry leader GoodLife Fitness Centres Inc.

At the same time, industry employment is expected to rise to staff the expected rise in gym formation, growing an
annualized 3.7% to 87,272 workers over the five years to 2026. With the industry shifting toward large-scale
establishments, these centres will likely require more full-time employees. Currently, the industry primarily employs
part-time staff, such as personal trainers and masseuses, on a contractual basis. Nevertheless, operators will
expectedly still contend with rising competition from fitness activities, such as gyms in corporate offices and
apartment complexes.

Performance Outlook Data

Year
Revenue

($m)
IVA

($m)
Establishments

(Units)
Enterprises

(Units)
Employment

(Units)
Exports

($m)
Imports

($m)
Wages

($m)

Domestic
Demand

($m)

Adult
Obesity Rate

 (%)
2021 4,386 2,393 9,429 8,946 72,654 N/A N/A 1,838 N/A 51.9
2022 4,699 2,561 10,064 9,547 77,374 N/A N/A 1,959 N/A 52.3
2023 4,866 2,661 10,568 10,036 80,547 N/A N/A 2,038 N/A 52.6
2024 4,983 2,732 11,044 10,504 83,179 N/A N/A 2,101 N/A 53.0
2025 5,076 2,794 11,488 10,942 85,433 N/A N/A 2,154 N/A 53.3
2026 5,153 2,854 11,823 11,274 87,272 N/A N/A 2,198 N/A 53.7
2027 5,221 2,900 12,168 11,616 88,941 N/A N/A 2,237 N/A 54.0
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Industry Life Cycle The life cycle stage of this industry is    Growth

LIFE CYCLE REASONS

IVA is expected to grow at a faster pace than the overall economy

There is low market share concentration in the industry

The industry is characterized by robust revenue gains

The Gym, Health and Fitness Clubs industry in Canada is currently in the growth phase of its life cycle,
characterized by robust revenue gains, consistent industry entrance and low market share concentration. Over the
10 years to 2026, industry value added (IVA), which measures an industry's contribution to the overall economy, is
expected to grow at an annualized rate of 2.6%. Comparatively, Canada's GDP is forecast to grow at an annualized
rate of 2.0% during the same period. IVA growth that outpaces the growth of the overall economy typically indicates
that an industry is in the growth phase of its life cycle.

While the industry will inevitably contend with some hurdles, such as the COVID-19 (coronavirus) pandemic, the
emergence of more health-conscious consumers will likely offset any negative factors. As public health campaigns
spread awareness about the health benefits of exercise, consumers will increasingly perceive gym and fitness clubs
as a vital expense rather than a discretionary purchase. For example, as businesses and government programs
support participation in fitness programs, consumers will increasingly recognize the benefits of exercise for
productivity and health reasons. However, as gym memberships become common in the average Canadian's life,
revenue growth is expected to slow, which can bring the industry to maturity over the next 10 years if services
remain fixed. Ultimately, the industry can maintain its growth status if it continues to diversify with new service
offerings such as experimental fitness regimens or innovative lifting methods, as it has done over the five years to
2021.

Despite low levels of profit, new companies are forecast to enter the industry at an annualized rate of 5.4% to
11,274 enterprises over the 10 years to 2026. With new entrants expected, significant investment in machinery and
equipment is expected to contribute to the domestic economy through capital expenditures.
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Products & Markets
Supply Chain Key Buying Industries

1st Tier

Consumers in Canada

Key Selling Industries
1st Tier

Sporting Goods Wholesaling in Canada

Plumbing in Canada

Heating & Air-Conditioning Contractors in Canada

Roofing, Siding and Sheet Metal Contractors In Canada

Electrical Goods Wholesalers In Canada

2nd Tier

Electric Power Generation, Transmission and Distribution
In Canada

Commercial Building Construction in Canada

Athletic & Sporting Goods Manufacturing in Canada

Products & Services

  MEMBERSHIP FEES

In 2021, membership fees are expected to account for 76.8% of revenue
for the Gym, Health and Fitness Clubs industry in Canada, up from 76.2%
in 2016.

Many gyms have moved toward a model where memberships are offered on a month-by-month contractual basis.
While this is attractive for many customers, it also makes it much easier to cancel a membership, which may
ultimately lead to declining revenue from this segment. Companies in the industry have tried to mitigate the
proliferation of monthly memberships by offering annual or biannual memberships with discounted rates in an
attempt to reduce membership churn rates. Industry operators typically compete on the basis of price, which could
further reduce the amount of revenue accounted for by memberships if fees are lowered to further attract new
consumers. Consumers that do opt for monthly or biweekly memberships will be paying a higher rate and may incur
cancellation fees that could provide a boost for industry revenue. Over the five years to 2021, this segment's share
of revenue has increased as consumers have increasingly prioritized personal health and fitness. However, the
overall reliance on membership fees has been mitigated by many gym, health and fitness clubs by deriving a larger
share of their revenue from services unrelated to membership fees, such as youth training programs, nutrition
consultations, gift shops, spa services and other services.

ADMISSIONS

Admission fees are forecast to account for 3.5% of industry revenue in
2021 and have remained steady as a share of revenue during the five-year
period.
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The majority of consumers will choose to purchase a membership of some kind, but situations arise where
individuals may wish to enter an industry establishment a single time or even a handful of times. In these instances,
it can be more economical to purchase a single day admission pass. Other instances where admission is preferable
include events such as weightlifting competitions. The share of revenue accounted for by admissions is driven by
the relatively high cost of this option, as industry operators will likely offer discounts on memberships to attract
consumers for a longer duration of time.

ATHLETIC INSTRUCTION

Athletic instruction is expected to account for 2.7% of industry revenue in
2021, down from 3.0% in 2016.

This is more of a niche service provided by select industry establishments and is aimed at individual development
for the purposes of enhanced athletic performance. Some services included in this segment are explosiveness
training, eye-hand coordination drills and individual instruction.

PERSONAL TRAINING SERVICES

Personal training services are expected to account for 9.9% of industry
revenue in 2021, down from 10.2% in 2016.

This product segment includes either one-on-one or small group classes with certified trainers. While personal
trainers are not regulated in Canada, many industry operators have hired accredited personal trainers to boost
credibility among consumers. For example, personal trainers can be registered with the Certified Professional
Trainers Network (CPTN) or CanFitPro, among others. Over the five years to 2026, demand for this product
segment is expected to be largely be driven by consumers that purchase group classes, which is a growing segment
of industry operations.

SPA SERVICES

Spa services are forecast to account for 2.0% of industry revenue in 2021,
a figure that is expected to remain steady during the period.

Spa services are aimed at improving health and promoting relaxation and have become increasingly intertwined with
the fitness services offered by the industry. The most popular spa service is massage, which may help aid in post-
workout recovery and promote general well-being.

MEALS AND BEVERAGES

In 2021, meals and beverages are expected to account for 2.7% of industry
revenue, down from 2.8% in 2016.

This includes meals and beverages that are provided for purchase in industry establishments to consumers.
Consumers may choose to consume products from this segment prior to or following a workout, as it may increase
performance and aid in recovery. Products in the segment tend to be nutrition-dense and include smoothies, protein
bars, protein mixes and sandwiches. Consumers have increasingly become aware of the benefits of proper nutrition
after a workout, which should fuel growth in this segment over the next five years.

OTHER

The remaining industry revenue is generated through a myriad of
offerings, all of which contribute minimally to overall revenue.

Other sources of revenue include late fees or penalties, fitness consulting if not part of a personal trainer program,
retail sales of apparel and accessories and the sale of supplements. This segment is expected to account for 2.4%
of industry revenue in 2021, stagnating as a share of revenue during the five-year period.

Demand
Determinants

Across Canada, the obesity rate is rising, which is increasing awareness
toward the need for exercise, weight control, good nutrition and a healthy
lifestyle among adults and children.

IBISWorld estimates that the adult obesity rate will rise at an annualized rate of 0.7% over the five years to 2021.
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The adult obesity rate is also expected to grow at an annualized rate of 0.7% over the five years to 2026, which can
be a boon for operators in the Gym, Health and Fitness Clubs industry in Canada. Aside from the obesity rate,
demand for services provided by the industry is determined by many factors, including household disposable
income, consumer confidence, leisure time availability, participation in recreation and sports, seasonal conditions,
attitudes toward health and fitness and the cost of services relative to other recreation options.

Household disposable income is particularly relevant to industry demand, as the proportion of discretionary income
for a family will determine the amount spent at fitness and recreational sports centres, which is often perceived as a
discretionary rather than essential expense, although this varies by individual. As the level of disposable income
rises, demand for gyms and fitness clubs also tends to increase. According to a 2021 report released by the
Physical Activity Council (latest data available), an association that promotes physical fitness in North America,
41.4% of households having incomes under $25,000 were classified as being inactive households, compared with
only 14.4% of households with incomes exceeding $100,000. Similarly, industry growth is influenced by consumer
confidence, as an increase in confidence generally leads to higher demand and willingness to spend on the
industry's services.

Overall demand is also sensitive to seasonal and weather conditions. For example, cold weather can reduce the
level of swimming pool attendance, particularly if the pools are outdoor, while increasing attendance at ice skating
rinks, which cuts into industry revenue. Additionally, the beginning of the calendar year marks the busiest season for
new sales. Many new gym members sign up for gyms and fitness clubs in January or February, often because of
New Year's resolutions.

The amount of leisure time also influences demand, with time-strapped consumers generally finding it difficult to
incorporate fitness into their daily lives. As total work hours are reduced, people find more ways to attend gyms and
use facilities. The link between leisure time and demand relates to health and fitness awareness, as individuals view
fitness as a valuable way to use their spare time. For example, industry player Anytime Fitness LLC has garnered a
sizable consumer base in Canada and the United States by staying open 24 hours a day and 365 days a year to
limit the effect of time restraints on its consumers.

Also, while health crazes generally have a positive effect on the industry, certain fitness trends can have varied
effects on the industry. For example, the increase in the popularity of yoga and especially in its muscle toning
qualities, reduces demand for weight training, a staple of this industry's offerings. Finally, the lower cost of industry
services compared with other sport and recreation activities such as mountain climbing or rowing can stimulate
demand as well. Conversely, when industry costs are higher than other recreational activities, demand decreases.

The outbreak of COVID-19 (coronavirus) has threatened demand for traditional industry services. Consumers
following quarantine measures have avoided industry establishments, as these locations represent a breeding
ground for the transmission of disease. With many industry operators opting to temporarily restrict access to patrons,
revenue generated from membership and admissions sales has halted. Conversely, sales of online fitness programs
and certain pieces of equipment that enable consumers to exercise at home have increased in popularity. However,
the bulk of industry operators do not offer these types of services, so the trend has generally harmed the industry.
This shift away from traditional industry offerings by consumers is expected to noticeably reduce overall demand for
industry services. Some operators have suspended membership dues in an effort to reduce the number of
consumers migrating to alternative fitness options. While this is expected to minimize industry losses in the long-
term, many smaller operators may struggle to recover from this period of lost revenue.

Major Markets

  Over the past decade, the Gym, Health and Fitness Clubs industry in
Canada has experienced substantial growth in demand.
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  As a result, the breakdown of the industry's markets has changed. The aging population, which is also increasingly
active, has encouraged the gym and fitness club industry to widen its target demographic beyond the traditional
market of 20- to 34-year-olds. Industry operators are expanding into new markets to include older and younger
demographics through different fitness regimens, classes and service offerings. Female membership has been an
additional source of membership growth as the number of female-exclusive establishments has grown in past years.

CONSUMERS AGED 55 AND OLDER

Senior citizens becoming more conscious of physical activity have been
integral to industry growth over the five years to 2021.

As this population ages, they will have to combat age-related ailments in addition to potentially rehabbing any
lingering ailments. As a result of these trends, this previously untapped market has been the focus of the gym
industry over the past five years, with gyms increasingly seeking to cater to older consumers through low-intensity
exercise programs, such as yoga or aerobics, along with offering physical therapy services. This segment continues
to drive growth in membership numbers and participation in sports and fitness activities. Finally, senior citizens are
the fastest growing age segment of the Canadian population, which has bolstered this market segment's share of
revenue during the period. IBISWorld expects consumers aged 55 and older to account for 29.2%% of industry
revenue in 2021, down from 30.9% in 2016. The primary reason for this forecast decline is the spread of COVID-19
(coronavirus) which disproportionately affects older and young people. As a result, many senior citizens are
expected to suspend or cancel their gym memberships until they feel safe to return.

CONSUMERS AGED BETWEEN 40 AND 54

Another trend of the industry in Canada has been the growth in the
population of older members that are joining health clubs as health
consciousness increases.

Consumers aged between 40 and 54 are often more conscious of their health as they age and begin to combat age-
related ailments. Exercise is the most viable option for preventative treatment while encouraging proactive health
habits. Also, consumers in this age range typically have higher incomes than younger consumers, rendering them
more likely to purchase a gym membership, especially at luxury clubs that offer more amenities, thereby inflating this
segment's share of the industry market. In 2021, consumers aged between 40 and 54 are expected to comprise
21.9% of industry revenue, up from 20.2% in 2016.

CONSUMERS AGED BETWEEN 20 AND 39

Consumers aged between 20 and 39 are expected to account for 29.8% of
industry revenue in 2021, down from 30.3% in 2016.

Consumers in this segment consistently demonstrate strong demand for fitness club memberships. However, as
many consumers in this segment are starting families or making large purchases, such as a house, they generally
spend less on additional services, such as massage. According to 2020 figures from Statistics Canada (latest data
available), more than 50.0% of consumers in this age range participate in physical activities in their leisure time.

CONSUMERS AGED 19 AND YOUNGER

Increasingly, parents are spending on health club memberships for their
children in response to the high prevalence of obesity in Canada and the
benefits of the Child Fitness Tax Credit.

Youth memberships have become one of the most important areas for growth in the industry and many clubs are
shifting their focus to this key demographic. Moreover, the nation's schools have cut back on physical education
classes, causing parents and children to seek alternatives for fitness and play. This age segment is the most likely to
participate in physical activities in their leisure time, about 70.0%, according to the latest data available from
Statistics Canada. In 2021, consumers aged 19 and younger are anticipated to account for 19.1% of industry
revenue, down from 18.5% in 2016.
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Exports in this industry are    Low and Steady

Imports in this industry are    Low and Steady

International trade does not generally apply to the Gym, Health and Fitness Clubs industry in Canada because it is a
service-oriented industry with no measurable imports or exports. International trading of fitness and exercise
equipment is recorded at the manufacturing level for fitness or sporting goods. While the industry is subject to
international investment activity due to the presence of some multinational operators, this does not constitute trade
as measured by any governmental body. For more information on global operations, please refer to the Other
Companies section of this report.

Business
Locations

  The four provinces and territories that encompass the greatest percentages of establishments in the Gym, Health and Fitness
Clubs industry in Canada include Ontario, which is expected to account for 39.0% of industry locations in 2021, Quebec (20.5%),
British Columbia (16.8%) and Alberta (11.9%). Together, these four regions account for 88.2% of total industry establishments in
2021. The distribution and location of establishments is strongly correlated to the dispersion of the Canadian population since the
industry is directly reliant on the existing and potential demographic distribution for a consumer base. For this reason, the
percentage of industry establishments within a province tends to mirror the percentage of the Canadian population located in that
province. Nevertheless, many small, independently operated boutique gym and health fitness clubs will cater to sparsely
populated territories and provinces. For example, health-conscious consumers in Manitoba, which is expected to account for 3.2%
of industry establishments, Saskatchewan (3.2%), Nova Scotia (2.0%) and New Brunswick (1.5%), will prompt industry operators
to cater to an underserved market.

This link between population and the number of establishments is due to the fact that consumers will not travel excessive
distances to engage in exercise or become a member of a fitness or recreational centre. Thus, any changes in the geographic
concentration of the industry are due to population shifts. Additionally, many gym, health and fitness clubs are catering to time-
strapped individuals by building establishments close to corporate and industrial areas to capitalize on the morning and evening
commutes. Since these clubs often welcome consumers on a daily basis, convenience is of the utmost importance.
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Competitive Landscape
Market Share
Concentration

Concentration in this industry is    Low

The Gym, Health and Fitness Clubs industry in Canada exhibits a low level of market share concentration. While
GoodLife Fitness Centres Inc. (GoodLife Fitness) has a relatively high market share, accounting for an estimated
22.7% of total industry revenue in 2021, all other industry players are expected to account for less than 5.0% of
industry revenue, illustrating the fragmented nature of industry operations. According to 2020 data from Statistics
Canada (latest data available), 51.0% of industry establishments are nonemployers. Industry nonemployers include
self-employed individuals that offer fitness facilities and classes. Overall, the industry is typified by a low market
share concentration due to several fitness centres operating on a single proprietorship and small-scale basis. The
proportion of small-scale facilities is substantial because the industry's low barriers to entry enable small, boutique
gym and fitness clubs to thrive. For example, according to Statistics Canada, 33.5% of employer establishments
have fewer than five employees, with an additional 24.6% employing between five and nine people. Overall, 97.5%
of industry establishments have a staff of fewer than 100 people. The largest players in this industry have numerous
locations across Canada, while small players are generally independently owned and operate in only one or two
provinces or locales. Over the five years to 2021, industry market share concentration has risen. Increasing
concentration is a result of larger operators continuing to expand operations to improve economies of scale and
enter new markets. While this is most saliently evidenced by industry leader GoodLife Fitness, it has yet to
fundamentally alter the fragmented nature of industry operations in aggregate.

Key Success
Factors

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

Easy access for clients:
A high-profile location offering easy access and parking can provide a competitive advantage for operators in this
industry.

Effective product promotion:
Being able to promote a business effectively increases awareness and attracts greater membership and local
patronage.

Economies of scale:
Fitness operators that have a large number of establishments and provide a wide range of services are able to
attract and retain new and existing members and reduce costs per member.

Provision of appropriate facilities:
Providing appropriate equipment and maintaining it regularly is essential to attracting and retaining customers.

Having good technical knowledge of the product:
Skilled employees that can demonstrate the use of various types of equipment and assist participants are important
to attract repeat customers.
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Cost Structure
Benchmarks

  Profit

In 2021, profit, measured as earnings before interest and taxes, is
expected to account for 3.7% of industry revenue, down from 5.9% in
2016. Over the five years to 2021, profit has been volatile due to robust
consumer demand for memberships and many gyms including a wider
array of services. These services include massages, spas, classes and
fitness lessons. While these activities require significant investment
from operators, they also command a higher price from consumers. In
2020, profit fell considerably as many gyms were forced to close due to
the COVID-19 (coronavirus) pandemic. While profit is expected to
increase in 2021, it is still expected to remain below the level it was at
to begin the period.

 

  Wages

Wages account for the largest expenditure for the industry, accounting
for an estimated 41.9% of revenue in 2021, up from 39.4% in 2016. The
average wage varies between employing and nonemploying
establishments, as large businesses require a range of employees to
run their operations, including accountants, financial analysts and other
back-office support staff. To minimize this large cost, most centres
employ part-time employees such as janitors and personal trainers that
are paid on an hourly basis. Companies also hire salaried staff,
including back-office support, marketing personnel and other
professionals, but the majority of these staff members generate
additional revenue streams for clubs. These staff members also help
attract new clientele, as fitness classes and training programs are
important drivers of new business and can help to establish brand
recognition within a niche such as powerlifting, martial arts or Olympic
weightlifting.
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  Purchases

Purchases are anticipated to account for 5.9% of industry revenue in
2021, down from 6.1% in 2016. Purchases largely include retail and
food service products, including food and beverages, athletic attire,
nutritional supplements and office requirements. Other miscellaneous
purchase costs vary based on a gym, health and fitness club's product
offerings. Some of the larger centres have negotiated national buying
agreements with suppliers that minimize these costs. Moreover,
especially for the supplement market, many new companies give out
promotional materials and offer steep discounts for fitness clubs that
sell their formulas and products. Ultimately, the largest purchases are
accounted for under capital expenditures.

 

  Marketing

Marketing costs are expected to account for 3.0% of industry revenue
in 2021, down slightly from 3.1% in 2016. However, the amount spent
on advertising is much higher for large-scale operators that have the
financial resources necessary to invest in brand awareness. Typically,
marketing is essential for attracting new clientele in a highly competitive
market. Operators advertise via TV, direct mail, newspapers, telephone
directories, radio, billboards, websites and other promotional media.
Advertisements aim to differentiate operators from competitors by
focusing on amenities, prices, services and promotional offers.
Operators also try to appeal to the public's desire to lose weight, look
better and improve health.

 

  Depreciation

The depreciation of equipment, which is a proxy for capital
expenditures, represents another significant expense for the industry. In
2021, depreciation costs are expected to account for 8.9% of revenue,
down from 9.8% in 2016. Expenditure on capital includes purchasing
new equipment and replacing old equipment, including treadmills,
weights and strength machines. To operate on an efficient and
profitable basis, operators must continually acquire up-to-date fitness
technology to maintain and attract consumers.

 

  Rent

Many operators in this industry do not own their fitness facilities. As a
result, they must rent their buildings, which is substantially more
expensive than owning property in the long term. Additionally, some
equipment used in recreational and fitness centres are not purchased
entirely, but on a rental basis, thus adding to the cost in this segment.
Rent costs are expected to account for 15.6% of industry revenue in
2021, down from 16.3% in 2016.
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  Utilities

Operators also incur substantial utility expenses, due to the electricity
used for lighting, treadmills, cross trainers, steppers and other
electronic equipment. To keep utility expenses to a minimum, while also
remaining environmentally responsible, some centres have
implemented energy-efficient lighting fixtures and automatic switches
and timers. Utilities are expected to account for 4.8% of industry
revenue in 2021, down from 5.1% in 2016.

 

  Other Costs

All other costs include general administration, legal fees, IT expenses
and insurance costs. Collectively, all other costs are expected to
account for 16.2% of industry revenue in 2021, up from 14.4% in 2016.

 

Basis of
Competition

Competition in this industry is    High and the trend is Increasing

  Over the five years to 2021, the Gym, Health and Fitness Clubs industry in
Canada has become more competitive as growing demand for industry
services has incentivized the entrance of new operators.

In addition to new operators entering the space, existing regional and national companies have expanded existing
operations. This has created a divide in industry operations between multinational companies with economies of
scale and brand name recognition and smaller operators. Gym and fitness clubs typically compete for consumer
retention on the basis of price, customer service, brand recognition and types of services offered. For example,
industry operators may offer additional services, including nutritional programs, meal planning and spa services
along with specializing in niche markets such as powerlifting, CrossFit or mixed martial arts training. While spa
treatments and nutritional programs are not offered in all clubs, operators that offer additional services may increase
consumer retention rates.

INTERNAL COMPETITION

Industry operators rely on brand recognition and word-of-mouth
advertising to increase membership rates and revenue.

Many operators rely on retaining and developing a large membership base to spread operational costs over a wider
audience. Operators also compete on the basis of price. For example, gym and health clubs that offer low initiation
fees and monthly membership options, as opposed to annual contracts, will be more likely to attract potential
customers. Low-cost memberships with increased flexibility, appeal to budget-conscious consumers and individuals
that train seasonally. Also, industry operators may compete based on customer service. In particular, strong
customer service diminishes member attrition rates and also develops a strong customer base of individuals that
may be new to gym memberships and therefore require more personalized assistance. Customer service can
include tasks such as having people to answer telephones for frequently asked questions. Customer services
offered may also include nutritional advice, fitness consultations and personal training services.

Ultimately, while these factors are important for the majority of consumers, more ardent athletes are more discerning
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in their choices and therefore do not often take these factors into consideration. For example, Olympic athletes,
professional and semiprofessional athletes will typically choose a fitness club based on the club's specialization.
Powerlifters require specific barbells of varying lengths and girths while strongman athletes need less conventional
weights and specialized equipment such as atlas stones, log presses and reinforced tires for their exercise
regimens. CrossFit members need timed programs and unobstructed spaces for their exercises while martial arts
gyms need mats and experienced instructors. Moreover, specific trainers or exercise scientists can draw consumers
from one gym to another through scientific breakthroughs or a reputable training regimen. Therefore, serious
athletes have specific preferences that fitness clubs must pay attention to or lose an important client base. These
athletes can further membership through social media influence and word of mouth among people in specialized
fitness groups and competitions.

EXTERNAL COMPETITION

Operators in this industry also compete with other fitness centres and
recreational facilities that are established and operated by local
governments.

Nonprofit and government organizations have an edge on commercial gyms and fitness clubs because they can
obtain land and build centres at lower costs. Additional services offered by hospitals, businesses, apartment
buildings and salons are another source of competition, adding to the highly competitive environment. These
operators typically compete based on location, which is the greatest convenience factor for the consumer or
company employee.

Operators also experience external competition from entertainment and retail businesses for the discretionary
income of certain target markets. Industry operators compete with amenity and condominium clubs, exercise
studios, country clubs, weight loss centres and home fitness equipment businesses. Many other leisure industries,
such as bowling alleys and marinas, also compete with this industry for leisure time, albeit without the fitness aspect.
Ultimately, any establishment that offers spa services, nutritional consultation, exercise equipment or fitness advice
can be direct competitors. The nutritional supplement industry is a boon for operators when considering post and
pre-workout supplements. However, the industry is also a source of external competition, with diet pills and other
vitamins and minerals for weight loss.

Barriers to
Entry

Barriers to Entry in this industry are    Low and the trend is Increasing
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  Overall, barriers to entry for the Gym, Health and Fitness
Club industry in Canada are relatively low. First, leasing
gym and fitness facilities provides a relatively low-cost
opportunity for potential entrants that may otherwise be
reluctant or unable to purchase real estate as an upfront
investment. Additionally, the average wage in the industry
tends to be low, as most staff is typically unskilled. Many
of the higher paid industry employees, such as personal
trainers and nutritionists, are hired on a contracted or as-
needed basis. New entrants may also incur heavy costs
when acquiring or leasing the required equipment for
members and participants to use. Access to capital to
fund these start-up costs is therefore essential.
Equipment costs are varied because some purchased
equipment can have long life spans in the case of weights
and barbells, although this is not the case for treadmills
and other cardio machines. Many start-up gyms typically
use secondhand exercise equipment to cut down on
costs, which makes entry less difficult. Plus, many new
participants can enter the industry through franchising
opportunities, providing them with an infrastructure for
development and a business model with previous results
to build from.

Other potential obstacles to industry entrance are varied
based on different operational factors. For example,
barriers to entry in urban markets include restrictive
zoning laws, lengthy permit processes and a shortage of
appropriate real estate. Similarly, real estate compliance
can be an issue in any locale, but it is most prominent in
urban areas. Moreover, the substantial time and capital
investment it takes to build brand reputation is a potential
barrier to success. Existing players have already
established trade names and new entrants will have to
invest money and time into brand awareness initiatives,
including marketing and advertising strategies. Therefore,
marketing capabilities are crucial to success in this
industry and may inhibit industry participation for those
without the necessary skills or capital to finance intensive
advertising campaigns.

Barriers to Entry Checklist

Competition High  

Concentration Low  

Life Cycle Stage Growth  

Technology Change Low  

Regulation & Policy Light  

Industry Assistance Low  

Industry
Globalization

Globalization in this industry is    Low and the trend is Increasing

  The Gym, Health and Fitness Clubs industry in Canada is characterized by a low level of globalization because most
gyms serve local markets. The small scale of industry operations is discussed in the Market Share Concentration
and Other Companies sections of this report and ultimately contributes to the fragmented nature of industry
operations. Success in the industry is more dependent on locality, as opposed to reliance on global investment or
supply chains. Nevertheless, the industry is becoming increasingly globalized as operators, such as Gold's Gym
International Inc. and LA Fitness International LLC, which are globally based companies, further extend operations
into Canada.
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Major Companies

Major Players GoodLife Fitness Centres Inc.

Market Share: 22.7%

  Founded in London, ON, in 1979, GoodLife Fitness Centres Inc. (GoodLife Fitness) operates the largest chain of
health clubs in Canada. Currently, the company has more than 400 clubs in Canada, with about one in 25
Canadians being a GoodLife Fitness member, totalling more than 1.5 million members. Over the five years to 2021,
GoodLife Fitness grew quickly, as it begun the period with less than 1.0 million members and about 300 clubs
nationwide. The company's health clubs are all-inclusive, offering group exercise classes for strength, cardio, yoga
and more, in addition to individual training programs. Moreover, the company also has a lower-priced gym chain,
Fit4Less, which has more than 50 locations in Canada, catering to the lower budget market and increasing the
company's domestic operations.

GoodLife Fitness offers membership on a biweekly or monthly basis. The company offers Neighbourhood Clubs in
small towns and urban communities across Canada for members seeking a gym with a community ambiance. By
offering around-the-clock facilities in an inviting, boutique atmosphere, the company aims to develop a market niche
in small provinces and territories. Over the past decade, GoodLife Fitness has expanded its presence in the industry
through rigorous acquisition activity, although its largest acquisitions were prior to the current period. More recently,
the company has been focused on analytics-based growth, relying on company and customer data to optimize its
operations and reduce customer churn rates.

In response to the COVID-19 (coronavirus) pandemic, the company announced a suspension of all member
payments. While this will hurt company performance in the short-term, it is expected to limit a decline in
memberships. This should help the company recover and continue to grow once conditions return to normal.

Financial performance

GoodLife Fitness is a privately owned company and does not release its financial data. As a result, its industry-
relevant revenue is estimated. Over the five years to 2021, the company's industry-relevant revenue is expected to
increase at an annualized rate of 6.4% to $995.8 million. Overall, the company has attracted clients by helping
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members create health and fitness goals and providing strong customer service. In addition, the company's state-of-
the-art facilities and equipment have bolstered consumer demand for memberships. Moreover, the company's
strategy, which included locating establishments close to where Canadians work and live, has attracted consumers
on the basis of convenience. Notably, GoodLife Fitness differs from some of the other players in this industry
because it does not offer franchise options. This lends evidence to the efficacy of corporate ownership and a
standardized business model within the fitness club environment that has facilitated the company's success in
recent years, compared with its peers. Being the dominant player in the industry keyed the type of expansion and
growth that GoodLife Fitness has experienced during the period, as it has taken advantage of economies of scale
and strong brand recognition. Unlike revenue, GoodLife's operating profit, defined as earnings before interest and
taxes, is expected to decline an annualized 8.6% to reach $25.4 million over the five years to 2021. This forecast
decline in profit is primarily a result of the coronavirus pandemic, which is expected to lower membership rates amid
an increase in sanitary expenses.

 
GoodLife Fitness Centres Inc. (industry-relevant operations) - financial performance*

Year
Revenue

($m)
Growth

(% change)
Operating Profit

($m)
Growth

(% change)
2016 729.3 N/C 39.9 N/C
2017 787.0 7.9 43.8 9.8
2018 855.0 8.6 41.9 -4.3
2019 930.8 8.9 39.0 -6.9
2020 905.0 -2.8 23.3 -40.3
2021 995.8 10.0 25.4 9.0

Source: IBISWorld
Note: *Estimates

Other Companies Due to low barriers to entry and an increasing interest in fitness activities among the general population, the Gym,
Health and Fitness Clubs industry in Canada is highly fragmented. In fact, only GoodLife Fitness Centres Inc. is
expected to control a market share greater than 5.0% in 2021. Most operators are small, sole proprietorships that
serve local communities or specialized athletes, limiting widespread market share concentration. According to 2020
figures from Statistics Canada (latest data available), 97.5% of all industry establishments employ fewer than 100
people and 33.5% employ fewer than five people. There is limited financial information available for players in this
industry because many are private organizations with franchised operations.

LA Fitness International LLC

  Market Share: 2.7%
  With about 700 fitness clubs in North America, LA Fitness International LLC (LA Fitness) focuses on providing

access to multipurpose sports facilities that frequently include swimming pools, basketball courts, racquetball courts
and indoor tracks alongside traditional weightlifting and cardio equipment. Founded in 1984 and headquartered in
California, LA Fitness operates 31 locations across Canada. The company consistently ranks first in Club Industry
magazine's Top 100 Health Clubs rankings. According to this list, LA Fitness is the only global fitness company that
generates more than $1.0 billion in revenue on an annual basis. As an upscale fitness club, LA Fitness commands a
relatively high market share at its 31 locations in Canada, due to its high membership fees and low customer churn
rates. In 2021, IBISWorld expects LA Fitness to generate $116.3 million in industry-relevant revenue, securing a
2.7% market share. However, LA Fitness is a private company and does not release its financial data, so these
figures are estimates.

Self Esteem Brands LLC

  Market Share: 2.0%
  The most visible operating division of Self Esteem Brands LLC, Anytime Fitness LLC (Anytime Fitness), gained

popularity in the United States and Canada because the company is dedicated to keeping its operations running for
24 hours a day, 365 days a year, hence the company's name. With more than 4,700 franchises in 32 countries and
3.0 million members globally, its Canadian operations include 224 fitness centres across the nation. Based in
Minnesota, the company expanded into Canada in 2005 in Halifax, NS. Since then, the company has pursued a
robust growth strategy to entrench its international position. While focused primarily on expansion in the United
States, its Canadian presence has been solidified through acquisitions of failing fitness centres and penetrating
urban markets with new locations. In 2014, Roark Capital Group acquired a large minority share of the company and
has influenced its operations since then, although the two remaining founders are still the company's primary
shareholders. In 2016, the company finished construction of its new headquarters in Woodbury, MN in the United
States. Anytime Fitness has also worked to expand its brand recognition, partnering with several cancer
organizations and the Special Olympics. IBISWorld expects the company's industry-relevant revenue to reach $89.4
million in 2021, capturing 2.0% of the market. However, Self Esteem Brands LLC is a private company and does not
release its financial data, so these figures are estimates.

Gold's Gym International Inc.

  Market Share: 0.4%



Gym, Health & Fitness Clubs in Canada May 2021

31 IBISWorld.com

  Gold's Gym International Inc. (Gold's Gym) was established in 1965. From its first gym in Venice Beach, CA, in the
United States, Gold's Gym has expanded into a chain of more than 700 facilities in 30 countries, including 11
franchise locations in Canada. In addition to opening franchises, the company buys smaller regional health clubs
and converts them to Gold's Gyms to expand its presence worldwide. The company also licenses the Gold's Gym
name for products, such as fitness equipment and accessories, luggage, T-shirts and men's and women's
sportswear. Over the five years to 2021, Gold's Gym has continued to expand and now provides exercise equipment
and programs, such as group exercise, personal training, spinning, Pilates and yoga. Gold's Gym also continues to
maintain its core weightlifting segment, which drove its early success and has solidified the brand as an international
standard of fitness since the successes of Arnold Schwarzenegger and Dave Draper, who are bodybuilding
professionals of worldwide acclaim. Still, the company's Canadian presence diminished in 2013 when GoodLife
Fitness Centres Inc. purchased seven locations from Gold's Gym. The company has about 3.0 million members
worldwide and is expected to generate $17.5 million in revenue from its Canadian operations in 2021, representing a
0.4% share of the domestic market. Gold's Gym is a private company and does not release its financial data, so
these figures are estimates.

PFIP LLC

  Market Share: 0.2%
  PFIP LLC, commonly known as Planet Fitness, operates more than 2,000 fitness clubs in the United States,

Canada, Puerto Rico and the Dominican Republic. Based in New Hampshire, the company has grown strongly since
its inception in 1992 through its mantra of fitness clubs as a judgement-free zone that caters to novice and casual
gym goers. The company derives the bulk of its revenue from its franchise locations, but also has more than 50
corporate-owned stores and generates revenue through equipment sales to its gyms and external companies. While
the company has exhibited strong growth, its foray into Canada began in 2015 with its first international location in
Toronto, so its domestic presence is still negligible compared with its operations in the United States. Operating 48
locations in Canada, Planet Fitness is expected to generate $10.5 million in industry-relevant revenue in 2021,
accounting for a 0.2% share of the market.
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Operating Conditions

Capital
Intensity

The level of capital intensity is    Medium

  The Gym, Health and Fitness Clubs industry in Canada is
typified by a moderate level of capital intensity. In 2021, for
every $1.00 spent on wages, the industry is expected to
incur an estimated $0.21 in capital costs, a proportion that
has declined slightly over the five years to 2021. Wage
costs are expected to account for 41.9% of industry
revenue in 2021. Capital costs, represented by
depreciation expenditures, are expected to account for
8.9% of revenue in 2021. Capital costs include the cost of
fitness equipment, buildings, vehicles, furniture and
computers. Nevertheless, labour costs remain high due to
administration, training, supervision and maintenance
requirements. These countervailing expenditures keep
capital intensity relatively stable in the long run.

Gyms and fitness centres minimize labour costs by
employing a part-time labour force and employing
instructors and personal trainers on an as-needed basis.
The industry has moderate capital intensity despite low
barriers to entry since the total start-up costs are low, but
are split relatively evenly between capital and labour.
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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.

Very Low Innovation
Concentration

Very
Unlikely

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

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

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

Very Low Market
Concentration

Very
Unlikely

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

  The industry is experiencing a low level of both the rate of new patents and the concentration of patents in the industry.
This creates an environment where the threat of new technologies driving disruption is low.

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

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

Technological innovation has and is expected to continue to affect the Gym,
Health and Fitness Clubs industry in Canada.

With the rise of wireless connectivity, companies, such as Peloton Interactive Inc., have emerged, which provide
consumers with interactive fitness classes that are live streamed or recorded. These consumers can forgo gym
memberships and participate in group or individual workouts from their homes. To maintain a consumer base, industry
operators have increasingly invested in technology, such as the purchase of equipment that features augmented reality, to
improve the consumer experience at the gym.

The level of technology change is    Low

  While the science of fitness and exercise has taken great strides in recent
years, the Gym, Health and Fitness Clubs industry in Canada largely relies on
relatively static ranges of equipment with small changes based on the type of
fitness club.

Most operators purchase equipment such as treadmills and elliptical machines, weights (broadly including free weights,
barbells, kettlebells and dumbbells) and fitness machines (such as leg press or shoulder press machines). Most clubs do
not deviate from this formula since these are the staples of the fitness industry.
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Meanwhile, niche clubs such as powerlifting, Olympic training, boxing, CrossFit and boot camp style facilities require
specialized equipment including atlas stones, bumper plates (a rubber weight meant for hitting the floor without damaging
it), platforms, monkey bars, punching bags, lifting logs, tires or hexagon barbells. While most of this equipment is relatively
static in terms of technological development, emerging fitness fads and trends frequently use innovative means of building
strength using mundane objects such as tires or logs (in the case of strongman exercises). Thus, trends may change but
the level of technology is often low.

Still, most fitness centres compete to create a reputation for the most state-of-the-art fitness equipment. For example,
implementing the latest cardiovascular and weight-training machines is crucial to industry success. Fitness equipment with
entertainment units is also becoming increasingly common in fitness centres. These units are mounted to cardiovascular
equipment and are equipped with a colour screen for TV viewing, links to MP3 players, hearing aids for TV equipment and
other devices that keep customers entertained during fitness activities, sometimes with internet connectivity capabilities in
the most recent models. Ultimately, entertainment consoles are crucial for keeping members engaged during cardio
exercises which are often time-consuming and relatively monotonous as compared with other strength training routines.

Outside of equipment, fitness centres offer electronic payment options to members as a convenience, which can be a
selling point for some members. This permits consumers to make their fixed payments with automatic transfers via debit
from members' bank accounts or charged to members' designated credit card. Additionally, centres use computers to
manage operations and to keep a database of member records. Informational and analytical tools are essential in an
industry such as this one where customer churn is extremely high.

Overall, many of the larger operators strive to offer customers state-of-the-art training equipment to aid customer retention.
Patrons are seeking added extras to improve their fitness regimes, so it is important for centres to offer various equipment
options that incorporate the latest technology. This has encouraged operators to continually update the available
equipment. For example, treadmills can become obsolete within two years, fuelling the need to consistently replace
equipment with something that offers a few minor improvements.

Revenue
Volatility

The level of volatility is    Medium

  The Gym, Health and Fitness Clubs industry in Canada exhibits a moderate
level of revenue volatility, with an average oscillation of 9.9% expected over
the five years to 2021.

This includes an 11.5% spike in revenue in 2016 and an anticipated 13.3% drop in 2020. The drop in 2020 is expected to
occur as a result of the COVID-19 (coronavirus) pandemic due to gym closures and a decline in consumer willingness to
work out at gyms as a result of fear regarding germs. While there are varying degrees of health club memberships across
centres, from basic to premium plans, which adds to revenue volatility, the industry's diverse product portfolio does help to
restrict more dramatic fluctuations in revenue over the long run. Furthermore, disposable income growth over the past five
years has translated to increased demand for the industry's products and services. Additionally, as consumers become
increasingly health-conscious, many individuals view a gym and health club membership as vital for their health. Steady
promotion of the health benefits of exercise by the medical community has supported a steady rate of growth and reduced
volatility in the current period even amid an uncertain economic climate characterized by high customer churn rates in the
industry.



Gym, Health & Fitness Clubs in Canada May 2021

35 IBISWorld.com

Furthermore, the structure of memberships has historically helped to mitigate revenue volatility. Gyms and fitness centres
have traditionally sought to sign up members for 12- to 24-month periods and typically apply cancellation fees to contracts
to limit disruptions in revenue. These fees often deter customers from cancelling their memberships so that they can avoid
a financial penalty. Currently, as competition in the industry has increased, gyms have begun to offer more flexible
membership options, such as shorter contract periods and rolling contracts thereby increasing volatility in the process for
individual operators. These competitive measures will likely lead to increased revenue volatility in future years for individual
gyms. However, it should ultimately limit vacillations for the industry in aggregate, since a consumer that cancels a
membership will likely begin a new membership somewhere else, thereby diminishing the potential for profound revenue
volatility.

Regulation &
Policy

The level of regulation is    Light and the trend is Steady

The Gym, Health and Fitness Clubs industry in Canada operates with light
regulatory oversight.

Provincial statutes and regulations relevant to the fitness industry have been enacted or proposed in provinces and
territories across Canada. Typically, these statutes and regulations govern the terms and provisions of membership
contracts, including giving members the right to cancel existing contracts. In some cases, regulations exist which establish
maximum prices and terms for membership contracts, including limitations on the financing term of contracts.

Under the cooling-off statutes employed in most provinces, new members of fitness centres have the right to cancel a
membership for a period of 10 days after the date the contract was entered and are entitled to a refund. The amount of time
a new member has to cancel a membership depends on the applicable provincial law. Outside of these statutes, the
industry does not receive any special regulation. However, any food, drugs or supplements sold by industry operators must
meet Health Canada's approval.

Ultimately, since the industry is reliant on consumer experiences, its primary regulatory conditions are pertinent to
consumer satisfaction. Accordingly, under the Consumer Protection Act, there is a minimum warranty on the quality of
services doled out by most businesses, including industry establishments. A consumer can write a complaint letter which
can instigate legal fees and other hardships on industry operators. Also, initiation fees cannot total more than twice the
annual membership fee and any pre-sell memberships prior to club opening must be held by a registered trust. All in all,
these regulations are not inhibitive of industry operations but help to protect the consumer.

Industry
Assistance

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

The Gym, Health and Fitness Clubs industry in Canada receives no direct
assistance from federal or provincial governments.

However, the Canadian Institutes of Health Research's (CIHR) efforts to fight rising obesity rates, particularly in children,
indirectly aid the industry by stimulating demand for fitness activities. For example, CIHR's initiative includes the Children's
Fitness Tax Credit, which lets parents claim up to a $500.00 tax exemption from fees for enrolling a child under the age of
16 in a physical activity program. In addition, the Eat Well and Be Active Educational Toolkit, a joint project between the
Public Health Agency of Canada and Health Canada, promotes regular physical activities and other healthy lifestyle
choices. Government health agencies' emphasis on encouraging Canadians to stay physically active will likely continue
over the next five years as obesity rates are expected to continue to rise, bolstering the prospects for the industry moving
forward. Meanwhile, many groups have been advocating for an adult fitness tax credit as well, garnering federal support
when the government stated that it would form an expert panel to investigate the subject. If this tax credit is implemented, it
would further facilitate revenue gains in the industry by incentivizing more people to join fitness clubs. Thus far, no federal
or provincial government has passed any such legislation.

Outside of government, industry operators can turn to trade organizations for assistance. Chief among these associations is
the Fitness Industry Council of Canada, which represents fitness facility operators nationwide with more than 4.0 million
members. Similarly, operators can stay informed through specialized organizations such as the Canadian Bodybuilding
Federation, the Canadian Physique Alliance, the Canadian Powerlifting Union and provincial organizations including the
Ontario Powerlifting Association and the Ontario Fitness Council. In the same vein, industry publications such as Fitness
Business Canada can offer key insights for industry operators. At an international level, operators can seek assistance from
the International Health, Racquet and Sportsclub Association which represents all-purpose and nonspecialty clubs across
the world. All of these organizations and publications offer educational resources, enterprise information and networking
opportunities which can benefit a new participant or established brand. Finally, businesses that operate in a franchise
business model, including industry leader GoodLife Fitness, can seek assistance from franchisees.

In 2020, industry operators may have qualified for some of the support programs that the Canadian government offered to
assist businesses struggling as a result of the COVID-19 (coronavirus) outbreak. In particular, due to the prevalence of sole
proprietors in this industry, many operators likely qualified for the Canada Emergency Response Benefit, which provided a
taxable benefit of $2,000 every four weeks for qualified applicants. Other assistance was available in the form of delayed
sales tax deadlines, which enabled operators to temporarily reinvest that money or use it for other purposes. The Canada
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Emergency Business Account (CEBA) granted operators interest-free loans of up to $40,000 for small business that
experienced lower revenues in 2020.
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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)

Adult
Obesity Rate

(%)
2012 2,975 1,524 5,733 5,433 45,752 N/A N/A 1,131 N/A 48.5
2013 3,058 1,630 6,698 6,341 48,067 N/A N/A 1,148 N/A 49.4
2014 3,324 1,816 6,125 5,781 54,251 N/A N/A 1,293 N/A 49.7
2015 3,586 1,914 6,747 6,352 56,048 N/A N/A 1,418 N/A 50.1
2016 3,996 2,202 7,119 6,685 59,166 N/A N/A 1,575 N/A 50.2
2017 4,176 2,272 7,674 7,202 64,106 N/A N/A 1,665 N/A 50.6
2018 4,414 2,307 8,836 8,334 68,591 N/A N/A 1,757 N/A 50.9
2019 4,683 2,476 9,009 8,490 72,851 N/A N/A 1,865 N/A 51.0
2020 4,060 2,145 8,907 8,462 67,877 N/A N/A 1,714 N/A 51.6
2021 4,386 2,393 9,429 8,946 72,654 N/A N/A 1,838 N/A 51.9
2022 4,699 2,561 10,064 9,547 77,374 N/A N/A 1,959 N/A 52.3
2023 4,866 2,661 10,568 10,036 80,547 N/A N/A 2,038 N/A 52.6
2024 4,983 2,732 11,044 10,504 83,179 N/A N/A 2,101 N/A 53.0
2025 5,076 2,794 11,488 10,942 85,433 N/A N/A 2,154 N/A 53.3
2026 5,153 2,854 11,823 11,274 87,272 N/A N/A 2,198 N/A 53.7

Annual Change

Year
Revenue

(%)
IVA
(%)

Establishments
(%)

Enterprises
(%)

Employment
(%)

Exports
(%)

Imports
(%)

Wages
(%)

Domestic
Demand

(%)

Adult
Obesity Rate

(%)
2012 15.2 10.9 -1.14 -1.24 16.4 N/A N/A 13.3 N/A 0.53
2013 2.80 6.98 16.8 16.7 5.05 N/A N/A 1.48 N/A 1.88
2014 8.70 11.4 -8.56 -8.84 12.9 N/A N/A 12.7 N/A 0.65
2015 7.86 5.40 10.2 9.87 3.31 N/A N/A 9.61 N/A 0.82
2016 11.5 15.0 5.51 5.24 5.56 N/A N/A 11.1 N/A 0.10
2017 4.48 3.18 7.79 7.73 8.34 N/A N/A 5.69 N/A 0.94
2018 5.71 1.54 15.1 15.7 6.99 N/A N/A 5.56 N/A 0.41
2019 6.08 7.33 1.95 1.87 6.21 N/A N/A 6.14 N/A 0.37
2020 -13.3 -13.4 -1.14 -0.33 -6.83 N/A N/A -8.13 N/A 1.02
2021 8.03 11.6 5.86 5.71 7.03 N/A N/A 7.23 N/A 0.68
2022 7.12 6.98 6.73 6.71 6.49 N/A N/A 6.62 N/A 0.67
2023 3.55 3.91 5.00 5.12 4.10 N/A N/A 3.99 N/A 0.67
2024 2.40 2.69 4.50 4.66 3.26 N/A N/A 3.09 N/A 0.66
2025 1.87 2.24 4.02 4.16 2.70 N/A N/A 2.54 N/A 0.65
2026 1.52 2.15 2.91 3.03 2.15 N/A N/A 2.02 N/A 0.64

Key Ratios

Year
IVA/Revenue

(%)

Imports/
Demand

(%)

Exports/
Revenue

(%)

Revenue per
Employee

($'000)

Wages/
Revenue

(%)

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

2012 51.2 N/A N/A 65.0 38.0 7.98 24,722
2013 53.3 N/A N/A 63.6 37.5 7.18 23,881
2014 54.6 N/A N/A 61.3 38.9 8.86 23,841
2015 53.4 N/A N/A 64.0 39.5 8.31 25,294
2016 55.1 N/A N/A 67.5 39.4 8.31 26,618
2017 54.4 N/A N/A 65.1 39.9 8.35 25,966
2018 52.3 N/A N/A 64.4 39.8 7.76 25,620
2019 52.9 N/A N/A 64.3 39.8 8.09 25,603
2020 52.8 N/A N/A 59.8 42.2 7.62 25,247
2021 54.6 N/A N/A 60.4 41.9 7.71 25,294
2022 54.5 N/A N/A 60.7 41.7 7.69 25,324
2023 54.7 N/A N/A 60.4 41.9 7.62 25,298
2024 54.8 N/A N/A 59.9 42.2 7.53 25,255
2025 55.0 N/A N/A 59.4 42.4 7.44 25,214
2026 55.4 N/A N/A 59.1 42.6 7.38 25,183

Figures are inflation adjusted to 2021
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Additional Resources
Additional
Resources

International Health, Racquet and Sportsclub Association
http://www.ihrsa.org

Sports & Fitness Industry Association
http://www.sfia.org

GoodLife Fitness
http://www.goodlifefitness.com

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

Industry Jargon BABY BOOMER
A person born between 1946 and 1960, accounting for a major proportion of the population.

CARDIOVASCULAR EQUIPMENT
Equipment used for aerobic exercise that is meant to be used at light to medium intensity for a long period of time,
such as treadmills, elliptical trainers and stationary bikes.

PILATES
A physical fitness system developed in the early 20th century by Joseph Pilates with a focus on the strength and
endurance of core muscle groups.

RETENTION RATE
A rate comparing the number of new gym memberships to cancelled gym memberships.

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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