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The Canada Periodical Fund (CPF), administered by the Department of Canadian Heritage, 

along with the Foreign Publishers Advertising Services Act (FPASA) and Section 19 of the 

Income Tax Act work together in an integrated manner to support and encourage the success 

of Canadian periodicals.  

1. Canada Periodical Fund Core Eligibility Requirements 

In order to be eligible for support via the Canada Periodical Fund, magazine publishers must 

meet two sets of eligibility criteria: The first set of criteria pertains to the publishing firm itself, 

while the second set applies to the magazine. Key eligibility criteria for publishing firms and 

magazines are listed below. 

In order to be eligible for CPF support, a publishing firm must: 

 Be a private sector entity, including a corporation, not-for-profit organization, 
partnership or sole proprietorship, 

 Be majority owned and controlled by Canadians, 

 Have its principal place of business in Canada. 
 

In order to be eligible for CPF support, a magazine must: 

 Be published by an eligible publishing firm, 

 Be majority owned and controlled by Canadians, 

 Contain an average of at least 80% Canadian editorial content. Ethnocultural 
magazines must contain an average of at least 50% Canadian editorial content, 

 Contain an average of at most 70% advertising, 

 Be edited, designed, assembled and published in Canada. 
 

While Canadian ownership of the publishing firm remains an important eligibility requirement, 

the requirement that a magazine publish at least 80% Canadian editorial content is an 

equally vital eligibility prerequisite. Among other things, this demonstrates a migration from an 

industrial model of support to a model based on content—a more adaptable point of 

departure given the multiple platforms (print, desktop, tablet, mobile) upon which content can 

now appear. 

 



  

2. Foreign Publishers Advertising Services Act  

Canada is an open marketplace for content produced anywhere in the world and sold in 

Canada. Foreign magazine publishers
1
 have for many years produced “Canadian editions” of 

their magazine titles and sold them in Canada.
2
 In reality, though, because these “Canadian 

editions” contained scant Canadian editorial content, foreign publishers adopted the practice 

of selling advertising space in these editions to Canadian advertisers in the hopes of 

attracting more Canadian readers, if not through editorial content, then through advertising.  

In response to this practice, in 1999 the Government of Canada enacted the Foreign 

Publishers Advertising Services Act. This limited the amount of advertising space a foreign 

publisher could sell to a Canadian advertiser in a “Canadian edition” of a foreign-published 

magazine to a maximum of 18% of the total available advertising space.  

3. Section 19 of the Income Tax Act 

The Foreign Publishers Advertising Services Act works in tandem with Section 19 of the 

Income Tax Act, which allows Canadian advertisers to deduct advertising costs for taxation 

purposes when they purchase advertising in magazines. In 2000, Section 19 was amended in 

order to provide Canadian advertisers with an incentive to advertise in Canadian-owned, 

Canadian-content magazines. Expenses for advertising in magazines are deductible at a rate 

of: 

 50% for advertisements placed in a magazine, the Canadian editorial content of 
which is less than 80%, 

 100% for advertisements placed in a magazine, the Canadian editorial content of 
which is equal to or greater than 80%. 

 

The net effect of this integrated policy triumvirate comprised of the Canada Periodical Fund, 

the Foreign Publishers Advertising Services Act, and Section 19 of the Income Tax Act is 

illustrated most recently by a study of the presence of U.S. magazines in Canada that shows 

a marked and long-term decline in the popularity of U.S. magazines among Canadian 

readers.
3
 Canadian magazines have a competitive advantage in an open marketplace, have 

strengthened their position compared to foreign magazines, and are attracting more 

Canadian readers as a result of this targeted, timely and strategic policy framework.  

                                                           

1
 Principally publishers owned and operated in the United States. 

2
 These are sometimes referred to as “split-run editions”. 

3
 See U.S. Magazine Spill into Canada, March 2015: 

http://www.magazinescanada.ca/uploads_managed/MediaFiles/1649_usspill2014english.pdf 

 

http://www.magazinescanada.ca/uploads_managed/MediaFiles/1649_usspill2014english.pdf

