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Organization information 
Organization name: Magazines Canada 

Organization address: 555 Richmond Street West, Suite 604 Toronto ON M5V 3B1 

Organization description: Magazines Canada is the national association representing 
Canadian-owned, Canadian-content consumer, cultural, specialty, professional and business 
magazines. French, English, Indigenous and ethnic member titles cover a wide range of 
interests, trades and communities across the country and across multiple platforms. Topics 
include arts and culture, business and professional, lifestyle and food, news and politics, sports 
and leisure, and women and youth. The association focuses on government affairs, professional 
development, distribution, research, and delivering services that meet the needs of the 
magazine sector. 

Magazines Canada presents this submission jointly with our provincial association colleagues at 
the Alberta Magazine Publishers Association, the Magazine Association of BC and 
L’Association québécoise des éditeurs de magazines. 

Author of proposal: Melanie Rutledge, Executive Director, Magazines Canada 

 

Proposal: Supporting Canada’s magazine sector at 
a pivotal moment 
Description of proposal (500 words or less): 

Providing Canadians with accurate, reliable information 

Magazines sustain and strengthen Canadian culture, and today are the hallmark of reliable, 
accurate facts that are needed in a global media environment of confusing, questionable 
information greatly heightened by the coronavirus emergency. Throughout this pandemic, 
however, the magazine sector has been devastated. 

With storefronts closed, advertising drying up and in–person events cancelled because of the 
pandemic, magazine publishers have been faced with a severe drop in revenue. Publishers in 
Ontario, which comprise two-thirds of all English-language publishing activity in Canada, expect 
a $10.6-million drop in ad revenue in the April-to-September period, resulting in 30 per cent 
layoffs. The bottom line is 25 per cent of all magazines in Ontario may fold entirely — the 
situation is similarly grave across Canada. If the pandemic continues, our many loyal 
subscribers may be forced to cancel subscriptions in an effort to economize. 
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If Canadians are to be able to get the information they need, it’s vital that the government keep 
the magazine sector a top priority in its recovery plan. 

A pivotal moment 

Magazines have risen to the challenge of COVID-19. Publishers, who crucially devote more 
time and resources to in-depth research, thoughtful writing and rigorous fact-checking than 
other information sources, were already seeing an upsurge in public confidence during the age 
of false news. This vital role during the pandemic cannot be overstated. 

It is imperative at this pivotal moment for the government to renew and deepen its commitment 
to the magazine industry. To sustain the economic rebound and for the sake of our diverse 
readership in communities large and small in every corner of Canada, we recommend that the 
Government of Canada: 

1. Increase the budget of the Canada Periodical Fund to ensure it continues to 
effectively support Canadian publishers. 

2. Broaden the eligibility for the Canada Periodical Fund to include controlled-
circulation magazines. 

3. Systematically prioritize Canadian media outlets on print and digital platforms in 
federal government advertising spending as opposed to supporting foreign digital 
platforms like Facebook and Google. 

4. Reduce the very high fees paid by Canadian Magazine publishers to Canada Post 
to deliver magazine subscriptions. 

Establishing an Economic Strategy Table on Creative Industries 

The federal government has created Economic Strategy Tables to maximize innovative growth 
in sectors such as health and agri-food. At the same time, the creative industries have been 
identified as a key ingredient in Canada’s economic expansion, job creation and export 
capacity, as well as being a crucial contributor to Canadians’ identity. As we recover from the 
pandemic, maximizing the potential of our creative industries is more important than ever. 
Unlocking synergies and the best possible growth models through the collaborative, 
forward-looking work of a public-private Economic Strategy Table for Creative Industries 
will significantly contribute to our sector’s growth and post-COVID-19 success story. 

A stronger recovery, a stronger Canada 

Having a strong, vibrant magazine sector that can provide credible information the public can 
rely on is more valuable than ever. The federal government must renew and expand incentives 
for magazines in order to strengthen their viability and safeguard their historic and crucial role in 
our democracy.  
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Alignment with recovery framework 
Please explain how your proposal meets one or more of the following priorities: 

1.    Fostering innovation, resilience, and sustainability (200 words 
or less) 
Magazines are a trusted source for information because of their rigorous news gathering and 
editing processes. Throughout a prolonged period of uncertainty and drastic change that has 
spanned the last decade, the sector has embraced the move to digital platforms to ensure that 
information remains accessible to Canadian audiences.  
 
While Canadian audiences value this information, whether it’s published on print or digital 
platforms, there remains a considerable amount of work to be done to ensure advertising dollars 
go to Canadian print and digital media outlets rather than foreign digital platforms such as 
Facebook and Google. Advertising revenue is a significant source of revenue for magazine 
publishers, accounting for as much as 60–70 per cent of total revenues. The Government of 
Canada can play a leadership role by prioritizing Canadian media outlets on print and digital 
platforms in federal government advertising spending. 
 
Implementing the measures outlined above means that magazine publishers can continue to 
innovate, create jobs and produce Canadian content; this, then, ensures that diverse Canadians 
can see themselves represented in the media. Supporting the sector with the recommendations 
above will transform the magazine industry and help keep it viable and sustainable for future 
generations. 

2.    Diversity and inclusion (200 words or less) 

A portion of the Canada Periodical Fund’s budget could be designated to encourage Canadian 
magazine publishers to hire more individuals from under–represented and equity–seeking 
groups. These individuals could then earn a living from the creation and production of art and 
culture as found in magazines. Their viewpoints and experiences could contribute to more 
diverse and inclusive magazines. 

3.    Environment (200 words or less) 
The Canadian magazine publishing industry takes its responsibility as environmental stewards 
seriously, and has worked to reduce its environmental footprint by investing heavily in digital 
platforms, reducing paper weight, page size, page count and adopting papers with recycled 
content in their print products. Printed paper has high end–of–life value and publishers 
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participate in the circular economy and drive zero–waste outcomes through producer–supported 
recycling programs.  
 
Continued industry support ensures publishers can sustainably create a print product—currently 
the cornerstone of many magazine’s business models—while expanding digital readership and 
regaining advertising revenues fractured by the global digital channel expansion, to further 
reduce environmental impact. 
 

Other priorities 

Partnerships (if applicable – 200 words or less) 
The Economic Strategy Table for the Creative Industries is supported by a cross section of 
creative sectors from book and magazine publishing, music, film and television production and 
digital media.  

The House of Commons Standing Committee on Finance, in its report Canadian Ideas: 
Leveraging Our Strengths, said the government should “urgently assemble an Economic 
Strategy Table on Creative Industries to unlock the full innovative potential of these sectors, 
produce world class content, and share its creative works both at home and abroad.” 

Magazines Canada strongly recommends that the government takes this opportunity to follow 
through on this proposal and use the proven success of the Economic Tables approach to 
develop a growth strategy to help Canada’s media and other creative industries rebound and 
continue to excel in the months and years ahead. The economic and job-creating potential is 
significant and strengthening Canada’s media at this time would be instrumental in reducing the 
political risks from misinformation and false news. 

Costing (if applicable – 50 words or less) 
Increasing the budget of the Canada Periodical Fund: $15–$20 million. 

Reducing Canada Post fees: $26 million.  

Prioritizing Canadian media outlets in government advertising spending does not require any 
additional costs. 

An economic strategy table does not have direct programmatic costs, but requires investments 
in time and events (consultations, etc).  

 



 

 5 

Return on investment (social, environment, economic) (if 
applicable – 200 words or less) 
There are more than 2,600 Canadian weekly and monthly magazines that employ more than 
15,000 people in communities large and small across the country and contribute $1.7 billion in 
GDP annually. Implementing the measures outlined above will help Canadian magazine 
publishers continue to deliver trusted information to Canadians by allowing them to remain 
sustainable. Overall, support for the magazine sector will bolster the government’s approach to 
a green, inclusive recovery. It will help Canadian magazine publishers, many of whom are small 
and medium–sized businesses, continue to employ Canadians, including Canadians from 
under–represented and equity–seeking groups, in well–remunerated, rewarding jobs in the 
Canadian magazine publishing sector. 

 


