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EXECUTIVE SUMMARY

Purpose of the S.tudy

Bill C-58 was originally enacted in 1966 with the
intention of deterring Canadian advertlslng expenditures in
foreign-owned periodicals. In 1976, the legislation was
extended to include foreign-owned publications that were

printed "'in Canada. Bill C-58's primary role was 'to

stimulate economic growth in the Canadian periodical

industry. Specifically, the act prohibited the deduction of .

such expenditures for the calculation of taxable income. In
effect, advertising in non-Canadian periodicals became more
expensive.

The . purpose of this study was to quantitétively

. analyse the  impacts that ‘the  legislation has -had upon the

Canadian periodical industry. The specific research problem
was to isolate the effects of the legislative intervention

" from other industry and economic factors affecting the

viability of the industry.

Methodology

_ ‘'The major focus of the analysis was the 1976
legislation. . The impacts of the legislation were examined
from two perspectives; (i) the performance of the industry

as a whole and 'its key sub- ~components (e.g., general
. interest, -business ..and .farm: publications); and (ii) the

performance of selected . national circulation per1odicals.
Performance at the industry level was assessed in terms of

‘the growth in the number of periodicals, total advertising

revenues, advertising market share and circulation. For the

_s1x selected individual periodicals performance was assessed

in terms of advertising revenues and circulation. When

" appropriate, growth was compared to indicators of general
‘economic performance (e.g., GNP, personal disposable income,
‘.corporate profits), population - growth and indicators of

growth in the U.S. periodical industry.

Data was pr_ovided by the Maclean-Hunter Research’

Bureau, Magazines Canada, Statistics Canada, Canadian

" Advertising Rates and Data (CARD), the Audit Bureau of

Circulation (ABC), and a number of exist1ng reports relating
to C-58 and the per1od1ca1 1ndustr1es in Canada and the
U S..

The methods of analysis included trend analyses

~based on comparison of univariate plots of key wvariables,
the calculation of slopes -of key variables over time,

analysis of variance, and multiple regression analysis. The
objective of all of these techniques was to determine if




there were statistically significant differences in the
performance of key variables in the pre- and post-1976
periods. The data were not sufficient to support
specialised time series analysis techniques.

Findings

In general, the evidence about the benefits of the
1976 legislation to the periodical industry is mixed and the
overall findings are not conclusive. There is much to
indicate that the C-58 legislation was associated with a
five year period of tremendous growth in the periodical
" industry. However, it was difficult to determine the extent
to which this growth could be attributed to the leglslatmn,
in comparison with other factors such as a growth in the
economy, consumer trends and socmdemographlc changes.
Although we conclude that C-58 was an important factor in. .

the period of industry growth in the 1970's, either directly .’

or as a catalyst, the evidence about any positive impacts at
present or throughout the 1980's is much weaker.

The original 1966 legislation does not appear to
have had any significant effects on the periodical industry.
The available data were not detailed and our analysis was
limited, but the patterns make it apparent that the 1966
legislation was of little benefit. The exclusion of Time
and Reader's Digest, as printed-in-Canada publications, was
a contributing factor.  Probably more important was the fact
_that the time was not vyet ripe for a take-off in the
periodical industries of either Canada or the U.S..

Canadian periodical publ1shers have often cited
the growth in the number of periodicals as evidence of the
positive effects of Bill C-58. The results of our analysis
of the data support these claims. There were modest
_increases in the number of periodicals after 1970, but the
growth takes off rapidly after 1976. Between 1976 and 1980
there was an average nét increase of over 50 new periodicals
per ‘year. Proportionately, the rate of growth (i.e., 5.5
per cent per year) was more than twice the rate for the same
period in the U.S.. Furthermore, this pattern was
consistent for all major types of periodicals. Between 1981
and 1985 the growth rate declined somewhat but was still
high. ,

Total advertising revenues for periodicals started
to increase significantly after 1974 and increased by over
50 per cent between 1976 and 1980. Business and farm
periodicals showed larger increases, in relative terms, than
d1d general consumer perlodlcals after 1976. :
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The advertising revenue increases for periodicals
between 1976 and 1980 were substantially larger than the
- corresponding increases for other media such as broadcasting

. and newspapers. In genéral, the five year period after the

implementation - of Bill C-58 was a successful time for all
media, with advertising revenues growing at almost twice the
~rate of the economy as a whole. However, periodicals began
- to take a much larger share of the advertlslng market (i.e.,
from 6.4 per cent in 1975 to 8.4 per cent in 1980) and
revenues increased at a proportlonately faster rate. In
fact, periodical advertising revenues increased at almost
five times the rate of growth of the economy as a whole from
1976 to 1980.

There were large c1rcu1at1on increases for general
,interest periodicals throughout .the. 1970's. D Circulation
increases for general interest periodicals in the 1970's
-were many times the rate of population growth for the same
permd. However, the greatest average annual increases took
place f{from 1971 to- 1975, -when ' circulation for these
periodicals increased by almost - 50 million annually.
Although still substantial, these annual increases declined
to 19 million between 1976 and 1980. * ' "

The period of rapid growth, on virtually all
dimensions, of the periodical 1ndustry between 1976 and 1980
did not continue into the 1980's. The number of periodicals
continued. to  grow 51gn1f1cant1y, -but ‘advertising revenues
+ stabilised  with ‘the recession of the early 1980's and the
‘net:growth .for the period between - 1981 and 1984 was very
modest. The patterns. of declines and increases in the
1980's were closely " associated with  broad economic
indicators such as GNP, personal disposable income and net
corporate profits. B

The effects of C-58 on the circulation of the
major mnational perodicals studied were almost immediate.
These effects also followed the patterns of change in the
: 1ndustry as a whole in that there were large and rapid
‘increases in circulation and advertising revenues -which
continued until 1980 when the growth stabilised. s

The losses for the U.S. perodicals Time and
Reader's Digest that resulted from C-58 were short-lived.
Although they both had major losses in advertising revenues
and circulation following implementation of the legislation,
these .U.S.. publications started to recover their advertising
revenues almost immediately. By 1980, both had advertising
revenues and circulation totals close to or exceeding the
pre-1976 averages, despite the continued influence of C-58.




Of the national Canadian periodicals, Macleén's

.was a major beneficiary of ‘the legislation. C-58 was

instrumental in allowing Maclean's to fulfill the goal of
its publishers in becoming a weekly magazine in 1978.
Maclean's more than doubled its annual circulation in 1976
and increased it fourfold by 1979. Advertising revenues
increased at a more modest rate, but the growth was still
substantial by industry standards, rising from $9 million in
1975 to $19 million by 1980. Chatelaine, Saturday Night and
"Canadian Geographic made increases in circulation and
advert1s1ng revenues between 1976 and 1980 that equalled
(i.e., in proportional terms) the increases of Maclean's.
Given that the rates of these increases were so much higher
than those of other economic, social or industry wvariables
during this period, we can only conclude that C-58 had a
major and positive impact from 1976 to 1980.

After 1980, it becomes much more difficult to find

evidence of positive effects from C-58.. The advertising
revenues of Maclean's continued to increase throughout the
1980's, although .  circulation stabilised.  For the other

three Canadian periodicals studied, circulation increased
while advertising revenues showed no net increases after
1980.

In summary, we believe that our analysis has shown
that C-58 had a positive effect on the Canadian periodical
publishing industry. The benefits have been demonstrated
"both for the industry as a whole and for a selection of
major national publications. The evidence resulting from
the different .analyses indicates that, at_a minimum, there
"was a short-term displacement effect ‘that was well timed to
help the Canadian industry take-off for a period of
"unparalleled growth. What we cannot isolate from other
factors such as economic growth and changing consumer
trends, is the extent of this growth that can be directly
attributed to C-58.

Despite the conclusions about the positive effects

of C 58 in the 1970's, we have been unable to establish with

confidence that the benefits continued to be felt into the
1980's. A strong association between the viability of the
industry and broader economic factors meant a period of slow
growth in the early 1980's and uncertain growth until 1986.
Furthermore, with the exception of the growth in the total
number ‘of periodicals, growth did not -outpace general
economic performa'nce_ or the growth of the major American
periodicals sold in Canada. The advertising patterns of
Canadian governments may have inadvertently contributed to
this apparent weakening of the effects of C-58. -




The adverse effects can be expressed in terms of -

actual spending in foreign publications and in terms of
influence over private advertisers that may not feel obliged
to comply with C.58.




RESUME DE LA DIRECTION,

Objectifs de l'étude

. A lorigine, en 1966, le bill C-58, avait pour but
de décourager llinsertion de publicité canadienne dans les
périodiques &trangers. En 1976, la loi était élargie en  vue
de toucher é&galement les publications imprimées au Canada
mais appartenant 4 des maisons &trangéres. Le bill C-58
visait avant tout d stimuler le développement &€conomique de
l'industrie canadienne du périodique. En vertu de cette loi
la déduction des dépenses publicitaires de ce genre du
revenu imposable devenait interdite. En: d'autres mots, le
colit de la publicité inscrite dans des périodiques étrangers
devenait considérablement plus élevé. .

L'objet de cette é&tude . est de mesurer les
répercussions de <cette loi sur llindustrie canadienne du
périodique. I1 s'agissait plus précisément, d'isoler les
effets de cette législation des autres facteurs .industriels
et &conomiques affectant la viabilité de l'lindustrie de la
publication. ‘ » o

Méthodologie .

‘ Notre analyse portait principalement sur la
législation de 1976. Les effets de celle-ci ont été &tudiés

selon -deux . dimensions différentes: (i) le rendement de .

llindustrie .en général et de ses principales. catégories de
publication (intéré&t général, affaires, etc.) et (ii) le
rendement de 7 périodiques a tirage national. On a é&valué
le rendement de l'industrie par rapport au nombre: de
périodiques, au total des recettes publicitaires, a la part

de marché et au tirage. Le rendement des six périodiques
”» - - ,, ”» R .

etudiés a été mesuré en termes du tirage et des recettes
publicitaires. Lorsque possible, on a aussi comparé la
croissance de l'industrie avec . certains - indicateurs
économiques (par ex: PNB, revenu personnel disponible,

bénéfices des sociétés) et avec le taux de croissance de
l'industrie américaine du periodique. :

Les données ont &té fournies par Maclean-Hunter
Research Bureau, Statistiques Canada, les répertoires CARD
‘et ABC ainsi que par certains autres rapports portant sur le
bill C-58 et sur les industries canadiennes et américaines
du périodique.

Les méthodes utilisées comportaient des analyses

de tendances basées sur des comparaisons de graphiques

univariés des variables-clés, sur le calcul des pentes des
variables—clés pour une période donnée, sur llanalyse des
variances et sur des analyses . de regressions



multiples. L'utilisation de ces techniques avait pour but
de déterminer s'il existait des différences notables en
termes statistiques entre la performance des variables=clés
. . 2 I3 ” . ” . -~ 4
au cours des périodes antérieures et ultérieures a 1976.
Malheureusement, nous ne disposions pas des données
nécessaires pour procéder a4 des analyses de - séries
chronologiques plus spécialisées qui nous auraient permis

de mieux circonscrire les phénoménes étudiés.

Résultats

En pgénéral, en ce qui concerne les effets
bénéfiques de la loi de 1976 sur l'industrie du périodique,
les résultats sont mixtes. ‘Plusieurs choses indiquent que

la loi C-58 est liée a3 une formidable poussée de l'industrie

du périodique. = Toutefois, il s'est avéré difficile de
déterminer dans quelle. mesure cette expansion est

.attribuable 4 la loi C-58 plutdt qu'd d'autres facteurs tels

la croissance econoquue, les tendances du marché et les
changements soc1o—demographiques. Bien que nous concluons

‘qu'au cours de la période de croissance des années '70 la

loi C-58 a eu un rdle important, directement ou en tant que
catalyseur, - les signes d'un impact positif au cours des
années '80, sont beaucoup moins évidents. o

La 1égislation initiale de 1966 ne semble pas
avoir eu d'effets significatifs sur 'industrie. Bien que
les données dont nous disposions é&taient limitées et que
notre analyse s'en est trouvé affectée, l'analyse des
tendances é&tablit que la loi de 1966 a eu bien peu d'effets
positifs sur l'industrie. L'inclusion du Time et 'du

‘Reader's Digest au titre .de publications admissibles parce

qu'imprimées au Canada, a certainement contribué& 3 cet &tat
de choses. Par ailleurs, le fait que ni 'industrie
canadienne ni l'industrie américaine n'étaient tout i fait

A -~ -~ -~ A
prétes a prendre leur essor a ce moment-la, semble en é&tre
la principale raison.

: Les éditeurs ont affirmé a plusieurs reprises que
I'augmentation du nombre de périodiques attestait sans
contredit des répercussions positives du bill C-58 et les
resultats de notre analyse confirment ceci. De 1970 & 1976,
on note une .1égére augmentation du nombre de périodiques
mais aprés 1976 l'industrie prend rapidement de l'essor. En
moyenne, de 1976 3 1980, on note une augmentation nette de
plus de cinquante nouveaux périddiques par année.
Proportionnellement, le taux de croissance (c-i-d 5.5. pour
cent par année) pour cette période est plus de deux fois
supérieur au taux de croissance de llindustrie américaine
pour cette méme période et ceci de maniére uniforme pour
toutes les grandes‘catégories de périodiques. Entre 1981 et
1985 le taux de croissance a quelque peu ralenti mais est
tout de méme demeuré eleve. :
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Les recettes globales provenant de la publicité
ont commencé i croftre de facon significative a partir de
1974 et ont augmenté de cinquante pour cent entre 1976 et
1980. Apreés 1976, les périodiques des catégories "affaires"
et "agriculture" - ont ° connu les  plus importantes

- augmentations par rapport aux = périodiques d'intérét

général.

Entre 1976 et 1980, la croissance des revenus 1

publicitaires des périodiques est considérablement plus
élevée que celle des autres média tels les journaux et la
télévision. En general les cinq années qui ont suivies

'entrée en  vigueur du bill C-58 se sont avérées . trés

prospéres pour tous les média et on note que le taux
d'augmentation des revenus &tait de prés de deux fois
supérieur au taux de croissance de 1'économie pour cette
méme période. Les périodiques ont commencé i cette &poque i
accaparer une  plus grande part du marché& de la publicité
(c-a~-d de- 6.4 pour cent qu'elle é&tait en 1975, elle est

passées 4 8.4 pour cent en 1980). En fait, de 1976 a4 1980,
le taux d'augmentation des revenus pub11c1ta1res de

Vl'lndustrle du per10d1que est prés de mnq fois supérieur au
‘taux de croissance de 1‘economle en general.

Le t1rage des perlodlques d'1nteret general ‘a
augmenté de manidre trés importante au cours des années '70.
Cette augmentation dépassait de beaucoup le taux de
croissance de la population au cours de cette mé&me période.
Toutefois, la plus 1mportante moyenne d'augmentatlon

‘annuelle s'est produite de 1971 a 1975 alors que le tlrage

de ces - p_erlodlques ‘a augmenté de ‘50 . millions par année.
Bien que" ces ' augmentations annuelles soient démeurées
considérablement &levées de 1976 a4 1980, le taux a tout de

-~

méme chuté 3 19 millions.

" L'essor qu'a connu l'industrie du périodique sur
tous les plans entre 1976 et 1980 ne s'est pas poursuivi au
cours des années '80. Le nombre de périodiques a continué
dlaugmenter considérablement mais les revenus pub11c1ta1res
ont atteint un plateau au cours de la récession économique
du début des années '80 et le taux net de croissance pour la
période de 1981 3 1984 est trds modéré. Les tendances dans
I'industrie des périodiques‘ au cours des années '80 sont
&troitement liés aux indicateurs généraux de l'@économie tels
le PNB, le revenu personnel dlsponlble et les bénéfices des
sociétés.

‘Le bill C-58 a eu des répercussions immédiates en
ce qui concerne le tirage des principaux périodiques
nationaux que nous avons &étudiés. Ces effets sont conformes
d ceux qui se sont manifestés dans 1'1ndustr1e en général en
ce que les. augmentations .du tirage et des revenus
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ont &té importantes et rapides jusqu'd ce qu'elles  se
stabilisent vers 1980.

Suite d 1l'entrée en vigueur de la loi, les
périodiques américains Time et Reader's Digest ont accusé
des pertes importantes sur les plans du tirage et des

revenus publicitaires. Par ailleurs, ces deux publications
américaines ont commencé a recouvrer leurs revenus
publicitaires dés les premiéres années aprés l'entrée en
vigueur de 1la loi. Malgré 1la présence de C-58, ces

publications affichaient dés 1980, un tirage et des revenus
presqu'aussi élevés ou encore supérieurs a la moyenne des
années précédant 1976.

En ce qui concerne les périodiques nationaux

canadiens, il semble ‘que C-58 ait &té particuliérement

favorable a ‘la revue Maclean's. La 1eg151at1on a permis 4
cette pub11cat1on de passer de mensuel 3 hebdomadaire, en
1978, ce que souhaitait ses éditeurs. Le tirage annuel de

‘cette. publication a plus que doublé en 1976 et avait
quadruplé dés 1979. Les revenus publicitaires ont augmenté
de maniére un peu moins rapide mais tout de méme de fagon
importante en passant de 9 millions a4 19 millions de 1975 &
1980. Entre 1976 et 1980, le tirage et les revenus
publicitaires - des revues Chitelaine, Saturday Night, et
Canadian . Geographic ont connu une augmentation é&gale,
proportionnellement, 4 celle de Maclean's. Puisque ces. taux
d'augmentation -sont beaucoup plus élevés que ceux des
indicateurs &conomiques et de ceux de l'industrie pour cette
perlode, ‘mous ne pouvons que conclure que C-58 a eu des
répercussions importantes et positives de 1976 3 1980.

I1 est plus difficile d'établir quels sont les
effets positifs de C-58 pour la période d'aprés 1980. Les
revenus publicitaires de Maclean's ont continué d'augmenter
au cours des années '80 mais le tirage s'est stabilisé. En
ce qui concerne les autres périodiques canadiens que nous
avons étudiés, on note une augmentation du tirage mais
aucune augmentation des revenus publicitaires, aprés '1980.

En bref, nous croyons que notre analyse a démontré
que C-58 a été favorable d 1l'industrie canadienne. de la
publicatlon de périodiques. Notre &tude indique quels ont
€té les avantages de cette législation tant pour l'industrie
que pour les principales publications nationales que nous
avions choisies. = 'TLes résultats des diverses analyses
indiquent que C-58. a, au minimum, crée un court effet de
transfert qui a permis 2 l'industrie canadienne de prendre
son essor et de connaitre une période d'expansion sans
‘précédent. Cependant, il nous est impossible de déterminer
dans quelle mesure cet essor est attribuable a4 C-58 et
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d'isoler cette expansion des facteurs &conomiques et des
tendances du marché. ‘

Malgré& les conclusions auxquelles nous sommes
arrivées en ce qui concerne les effets positifs de C-58 au
cours des années '70, nous ne pouvons &tablir avec certitude
que. ces répercussions  ont continué de se faire sentir au
cours des années '80. La  viabilité de l'industrie é&tant
‘&troitement liée a l'ensemble de llactivité é&conomique, la

croissance a donc ralentit au début des années '80 et a été

instable jusqu'en 1986. De plus, a  l'exception de
llaugmentation du nombre de périodiques, le développement de
'industrie n'a pas dépassé le rendement &conomique et le
taux de croissance. des principaux périodiques américains
vendus au Canada. Les dépenses des gouvernements canadiens
au chapitre de la publicité ont peut-&tre contribué&, sans le
vouloir, a miner les effets de C-58 c'est-a-dire que les
sommes consacrées a la  publicité . placée dans des
publications étrangéres par le gouvernement n'ont sans doute
pas incité les annonceurs canadiens & respecter les termes
de cette loi. o
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1.0 INTRODUCTION

1.1 Objectives of Bill C-58 _
Bill C-58 amended Section 19 of ,the_Inc_ome Tax |
Act in '.Tanuary,' 1976. As a policy'instrument, it was
directed at discouraging the expenditure -of Canadian
advertising dollars in non-Canadian periodicals targeting
the Canadian market. Specifically, the act prohibited the
"deduction of such _expenditures for the calculation of
taxable incéme. In effect, advertising . in non-Canadian
periodicals became more expensive. . The intended.'impa:.ct of
the legislation can be summarised as follows:! _
e to divert 'advertising revenues from non.—Ca‘nvadiakn
periodicals to Canadian-owned periodicals;
e to encourage the emergence of a Canadian weekly
news magazines; '
e to increase the size, 'nﬁmber and saleability of
all Canadian magazines; '
e to create a climate conducive to the growth of
C e Canadian magazines; ‘and
e to enhance a sense of Canadian idéntity through
periodical publishing. | | 3
Bill C-58's primary role was to stimulate economic
-growth' in 'the Canadian period‘ical industry. In addition to
. the economic goals of this protectionist act, A‘ the
legislation was also intended to encourage the promotion of
‘a distinct Canadian identity. Furthermore, the législation
was an attempt to address the key issues defined by several
‘decades of debate ' about Canadian sovereig_n.ty-"- over
ideological instruments such as the mass media.
| Bill C-58 was originally enacted in 1966 with the’
intention of deterring Canadian advertising expenditurés in

foreign-owned. periodicals. However, the effects of this

These points are summarised from the discussion in the
House of Commons debate and Committee hearings as
" reported in "The Impact of Bill C-58 on English Language
Periodicals in Canada® (December 1978) by Dr. I.A.
Litvak. ' ,




legislation were limited in that two of the foreign-owned
giants were specifically exempted because they were printed
in Canad‘é. In an attempt to control the growth of foreign
periodi‘c'als. and promote the-weaker Canadian industry, the
C-58 legislation introduced in 1976 prohibited Canadian
advertisers from deducting expenses for advertising in
foreign peri.odica‘ls, whether printed in Canada or not, as
valid éxpénditures for income tax purposes. We should note

that the 1976 legislation was intended primarily for ‘the

broadcast industry, although this revision of the 1966

l_egfislation was also viewed as a very significant one for
periodical publishing. 4 .' "

‘ Although there was some controversy over. the
legislation (e.g., allegations that it was designed to
benefit one periodical in particular) recent studies! have
‘concluded that the impacts of the legislation were positive.
However, none of these apparently positive impacts ‘were

quantified in a rigorous manner.

1.2 - - Purpose of the Study

The purpose of this study is to qué.ntitatively
analyse the impacts that the legislation has had upon the
Canadian periodical industry. In order to effectively do
so, we must complete the piéture, by also considering - the
"histor‘ical and economic factors that prevailed at the time
of the legislation. These factors will be elaborated upon

-more extensively in the next chapter. -

The research problem at hand is to isolate the.

effects of the legislative intervention upon the periodical
industry. Specifically, it has been our intention to answer

questions such as:

1 i) Ibid. ) : T,
ii) Arthur Donner, Mel Kilman, Television Advertising
and the Income Tax Act, An Economic Analysis of Bill

C-58, for the Department of Communications, November
1983. '




e What was the overall impact "that Bill C-58 had
upon the industry? ' ‘ o
e What was the impact of Bill C-58 per se on

selected indicators of growth_ such as advéftiéing

revenues, circulation, number pf periodicéls, and

share of the advertising market? |

The examination of industry level performance is
essential to answer these questions and to obtain an overall
. perspective. However, we suspected that ind_ustrj-—level data
could mask some of the specific impacts of Bill C-58. For
example, the aggregate data include many forms of
periodicals (e;g.-, French language) that are not
particularly germane to the analysis since these periodicals
were not direétly susceptible to the impacts of the
legislation. Furthermore, many periodicals are' spechialised
consﬁmer interest magazines. While these magazines may have
been exposed .to economic competition -for'. ~advertising
. resources from. U.S. periodicals, they did not-represent the
national cultural vehicle that was 80 ‘prominently advocated
by the prop;)nents of C-58. The cultural nationalists seemed
~more preoccupied with the distinctive absence of a truly
Canadian national weekly magazine.

An analysis of aggregate industry performance was

. not considered to be sufficient to address these issues. In

order to look for. publication—specifi‘c impacts to the
legislation, a small sample of key individual periodicals
was also analysed.l The main questions for this analysis

were as follows:.

The Influence of American cultural products was part-
icularly acute for English speaking Canadians. The dif-
ference in language made it apparent that there would be
little penetration of American editorial content in the
French language market. For these reasons, this study
focuses only upon the English language periodicals.in the
analysis of individual periodicals. . French language
publications are included in the industry-level
analysis.

- e



& What impact did C-58 have upon major  national
periodicals? ' -
e What consequenées did C-58 have upon foreign-owned
periodicals? '
e Were advertising revenues formerly spent on U.s.
. publications evér repatriated?
Although C-58 was intended to be positive in
efféct, by design its pu'rpose was to deter certain
undesir.able behaviour through the use of punitive measures.

The punitive aspect was the increased expense of advertising

in a foreign periodical. Therefore, the impacts of C-58, in

addition to being gauged by positive indicators such as
.growth, can also be evidenced through negative indicators
such as the demise of foreign periodicals in Canada.

The advertiser was placed in a situation of having
to decide whether to advertise in the more costly foreign
pefiodi.cals or to advertise in Canadian periodicals. The
objects of advértiser behaviour subsequent to the
legislation are examined through the analysis of advertising
revenues for four Canadian and two American periodicals.

An advantage of this study of the effects of C-58
is that ten years have lapsed since the introduction of the
legislation. Any of the other available studies on the
matter (and these are very féw) cease their examination in
the period immediately following the legislation, encompas-
sing a span of no more than fwb to three years. Within this
time frame, the intended effects of C-58 were more apparent.

What was not evident though, were the pronounced effects of

the early 80's recession upon the industry and the .

remarkable comeback that was staged by Time and Reader's

Digest by 1980. Both of these later developments will be

taken into account when the impacts of C-58 are analysed.

t




1.3 Organisation of the Report

. The pui‘pose of this report is to present the

results of a quantitative analysis of the effects of C-58."

‘In addition, we chronicle the significant histofical

developments that have had impacts upon the periodical
industry. In doihg so, we expose other factors prevalent at

the time', which together with the_interventiohist effect of

C-58, prepared the periodical publishing industry in Canada

for an impressive»tak‘e-off in growth. These factors are
highlighted in .Chapter Two of this report.

Chapter Three describes the data sources available

'_for analysis and gives an overview of the methodology

employed. Specifically, we offer a description of the
statistical methods used and how the results shon_xld be

interpreted. We discuss the use of the two levels of

analysis: the industry and individual publication level.

Chapter Four summarises the results of the

industry. level  analysis. Here we attempt to explain the
growth by indicators such. as number of periodicals,
circulation, and advertising re‘venﬁe, -in -additAionA to
discussing the sigﬂificance of advertising market share.
Chapter Five summarises the results of the
individual periodical anallysis‘.‘ The périodicals, selepfed

for closer examination include Time, Reader!'s Digest,

Chatelaine, Maclean's, ‘Saturday Night and Canadian

Geographic.

. In Chapter Six we offer our overall conclusions

about the impacts of Bill C-58.






. |

2.0 . HISTORICAL CONTEXT AND BACKGROUND

TO BILL C-58

2.1 Introduction of the Legislation ‘

The -prbhibition of income tax deductions for
advertising expendit.urhes in foreign periédicals- was
originally introduced in 1966, as an amendment to Section 19

of the Income Tax Act, after co:nsiderable debate and

 controversy over the state of the periodical publishing

i_ndusf_ry in Canada. Pivotal to the introduction of this
legislation was the outcome of the Royal Commission on
Publications in 1960. Known as the O'Leary ~Commiss‘ion~,, it
studied thg role of mass media in Canadian culture é.nd_ the

periodical publishing industry was prominent on the agenda.

The Commission's focus of enquiry -was broad and -

enabled many divergent viewpoints to ‘emerge. = The

idéologic’al'terfitoriés mapped by the Commission encompassed.

both cultural nationalism and economic proteétionism. Both

fhe.cultural and economic aspects of the periodical industry
in Canada were perceived to be threatened by the ever

growing presence of foreign periodicals.

The mass medié, particularly print media, was
perceived to be a perfect medium for the ‘pix;omotion of a
Canadian identity. Acknowledging the sensitivity of the
press, the Commission prefaced . its enquiry with the

assdmption that "a truly Canadian_>printi.ng - press... was

'indispensible in a sovereign ‘society“.l At the. ti'nie.
 widespread concern existed over ‘the extent of the

inculcation of American ideology on Canadians. Many’

believed that the editorial content of Ame_ricé.n periodicals
was not balanced with the availability of comment pertinent

to Canada. There was a conscious desire on the part of many

1

Introductory preface.

Report, Royal Commission on Publications, May 1961,



Canadians to promote a unique Canadian identity and an
awareness of Canadian culture while s1mu1taneously blocking
the threat of American 1ndoctr1nat1on.

Apart from this cultural aspect, there was marked
cor_icern over the diverse economic impacts of the presence of
foreigri periodicals in ‘Canada. " Foreign peribdicals were
considered to be those that did not conform to all the
requirements for a "Canadian" publication. Specifically,
they were not located, edited or printed in Canada (e.g.,
foreign periodicals accommodated Canadian markets through-
diverse variations). ' '

The first var1at10n, known as the sBIit run, is

characterlsed by advert1s1ng spaces directed at consumers in

part1cular geograph;c areas.  The sec{ond var1at10n is the
regional edition. Here the publisher, not the advertiser,
is responéible for the differing .editions. The third

variation involves the publication of a Canadian section.

It differs from the regional edition in that a Canadian
section is a further addition to the Apublicatior'l. The

fourth variation is the Canadian edition,  which is

distinguished as a separate press-run itself, although much
of the parent editorial content is reused.“ All of these
forms facilitated the continued growth and presence of
American periodicals in Canada. ‘ _
By the early-1960'e direct measures were discussed
to counter this widespread growth. The timing was
particularly auspicious giv'en that the Canadian magaz1ne
industry experienced a sharp. drop in advertising revenues
between 1960-65. The O'LLeary Commission played a vital role
in this discussion. ' ' ‘
Allegations of inequitable competition were made
by Canadlan magazines where publishers claimed:
e that the cost of obtalnlng circulation vby
| subscr1pt10n was greater for Canadian magamnes-

e that their U.S. counterparts enjoyed more

advantageous postal rates;




e that- potent1a1 advertls1ng revenues were taken by
overflow circulation as well as the . Canad1an

editions of Time and Reader's Digest; and

e that Canadian magazines were bumped from scarce
newsstand space due to a consumer preference for
established high-circulation magaz1nes.

The first d1rect action taken as a result of a

recommendation from the O'Leary Commission, was an amendment

to the Income Tax Act, effective in 1966." This.legislation

prohibited the deduction of advertising expenses for .

advertising in foreign periodicals that were directed at the
Canadian market. This 7 legislation, howe\;er. ‘ exempted
foreign periodicals pr1nted or pub11shed . in Canada.
Consequently, the two fore1gn-owned giants, _T_1_n_1_g and

Reader's-Digest; were both exempted from the provis_ions of

this act by virtue of the definition of "non?Canadia.n".

Reader's Digest had operated an ed1tor1al office 1n Canada

since 1948, wh11e Time had opened one in 1962.
The O'Leary Commission also cons1dered deterrent
measures in the use of" customs regulatmns. ‘ It ‘was

proposed, and subsequently passed as law, that split runs or

" regional editions containing greater than f1ve per cent

adverti'"sing aimed at the Canadian market, be prohibited from
entry in Canada. | . A |

| The effects of this initial legislation will be
discussed again in later parts of the report.‘A As will be
eeen, the act had apparently negligible effects upon
advertising »revenues. | In fact, the_industry conti‘nued to
weaken to the point where another cornmittee. was established

to review the situation.

2.2 ' Senate Committee Report and Bill C—58
A subsequent study was conducted in 1968. This

was the Senate Committee Report on the Mass, Media, also

R



known as the Davey‘Commission. The purpose of this study,
which continued the work initiated by the O'Leary
Commission, was to examine the relationship between the mass

' media and Canadian Society. Although there was continued

interest in the cultural aspects of the periodical -

pﬁblishing industry, it was evident that the economic
aspects of the situation also required study.

In spite of the earlier intervention, the Canadian
magazine industry was still confronted with .two’.major
problems. First, there continued to be an outflow 'of

Canadian advertising dollars to 'publiéations originating

from the U.S.. Second, there was competition from the
special Canadian editions of U.S. periodicals. Low
editorial costs for -~ Canadian ‘editions  gave these

publicafions a favourable advantage in . comparison to
- Canadian periodlicalsv. The effects of this fbfeign
competit.ion’ were clear. Revenues were down, circulation'was
poor and very few magazines were f1nanc1a11y viable. The

few that were viable included Time, Reader's Digest, Miss

Chatelalne and Toronto Calendar magazines.

"The difficulties of the periodical industry were

partially accounted for by the following factors:

1. There was continued competition from overflow

circulation of foreign periodicals,  which

accounted for 70 per <cent of all magazines
: publiéhed in Canada;
2. Drbp in market share. Betweeri 1954 and 1968 the

share o'f'total advertising revenues spent on
magaz1nes dropped from 4.2 per cent to 2.4 per
cent. One of the main reasons was that during
this period, advertisers switched to other media

(i.e., broadcasting); and

3. _Strengtheﬁing of Time and Reader's Digest. While

the Canadian industry was depressed, Time and




Reader's Digest were showing marked gains in their

"advertising revenues (see Exhibit 2.1). In

additioﬁ, ‘total circulation for these magazines

had increased.

EXHIBIT 2.1 :

Growth in Revenues: Time and Reader's Digest (Non-Adjusted)

1960 1969 ; .3 Change
Time . ' $ 215,000 $ 440,000 +105%
Reader's Digest .. $1,068,000 .. $1,448,000 o +.36%

‘The stagnant state of the Canadian period_ical
publishing in'd‘ustry wasv ‘not acc_eptablé to either the
industry or the governfnent of the'day. The Davey Commission
recommended that Bill C-58 be re-enacted, repealinig the 1966
legislation and repeafing all its terms,a'nd.con‘di-tions, with
no exemptions, h;owvever‘, for publications printed i>n Canada.
S_ubéequéntly, Bi'1v1' C-58 "was‘ once again enacted in 1976 with
the same intention to prohibit the deduction for tax
purposes of advertising 'expenses in non- Canadian
periodicals. - o | o

Both the O'Léary and Davey Commissions were
instrumental to the enactment of Bill C;-58.. Tbgether, the'se

Commissions reflected almost two decades of .relatively

_constant debate about ways of: improving the periodical

industry, from both cﬁultural and economic‘perspectives.
Other factors were emerging which would serve to
change the nature of the periodigal"industry. ' While
atténtion w_as.focussed on the politicai remedy,A‘th‘ey content
and characteristics of the industry were changing. In
p'articular, there was a sudden growth in the popularity of
periodicals as an advertisin‘g‘ medium. Therey_was also a
growing sophistication 1n “the in‘aust_r.)‘r, aécémpanied by
technological "adva’nées ' an'd.‘ specialised perio'aicals.v ~The

following section provides some of the background: for the




reasons why periodicals became a more favoured advertising
medium. The growth in number and  specialisation of
periodicals is discussed in the section presenting the

industry level analysis.

2.3 ~ Growth of Periodicals as an Advertising Medium
' Periodigals" A represent one of several media
utilised by advertisers. Each form (i.e., broadcasting,

'newspapers, outdoor media, etc.) has its relative advantages
and disadvantages and will appeal to advertisers in
different ways. Over time, changes occur which can generate
shifts in'advertising patterns.- .One such shift which is
important for our analysis, was the prominence gained by
periodicals in the mid 1970's. ‘ '

: As television became a more popular medium
throughout the 50's and 60's 11: attracted considerable
advertising revenues. By 1980, 'over 98 per cent of
households were equipped with television sets. Increasingly
though, technological and market forces served to fragment
‘the television audience. Cable television, converters, more
and specialiéed ‘networks helped to segregate the target
audience. This f.ra.gmentation"in viewing behaviour affected
both broadvcasters and advertisers. Advertisers in
particular recognised the threat of the viewer base erosion
‘(i.e., pay TV method) for cost-effective advertising.

As a conSeqﬁence of this decline in the viewer
base, television advertisijzg costs increased by 67 per cent
over a five ]}ear period from 1976 to 1980. The rate of
increase for consumer magazines for this period amounted to
only 37 per cent. Therefore, on the basis of price alrone,

periodicals became more competitive.

The enabling forces which favoured periodicals as.

'a more advantageous advertising medium during the 1970's can

be summarised as follows: ‘ e
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"Although television advertising continued to be

popﬁlar, the - increased cost and limited

~availability of advertising time made it less

competitive.

The - fragmentation of thé television audience
hindered the cost-effectiveness of television
advertisiﬁg'. However, this same market
fragmentation was con‘duciv,é to the proliferation
of specialised consumer periodicals. Advertisers

were able to target markets with greater precision

and greater effect. Specialised magazines-

gradually replaced the mass circulation

periodicals (i.e., Look, Life. Liberty and. the

-Saturday E‘vening Post).

The sharp increases in personal disposable income
during this time served to .bolster the growing
interest in hobby and leisure activities and
special interest magazines. . _

Theré was also an increased sophistication in

periodical readership. Measurements of readers

taken by the Print Measurement Bureau, using

typical socio-economic indicaitors such as levels
of education, income and occupation, revealed that

consumers of magazines represented desirable

market segments. Furthermore, data on the number

of readers per periodical became available which

documented a readership well beyond the number of
copies sold. »

During this time, there wa.s an‘_enormbous growth of
controlled circulation or "free" magazines. These
magazin’eé, delivered .to specialised A ar:eas_ or
inserted  into daily | newspaper_s} comprised
appro#imately 30 . per ,centv of tofal magazine

circulation in the 1970's.
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Growth in advertising revenues mirrored the growth
in the economy at large. Economic vitality can be
géuged through indicators such as GroSs National
Product (GNP) and corporate profits. Both of
these indicators were strong during vthe 1970's and
they are both highly correlated with periodical
advertising revenues. Periodical publishers were
direct benefi'ciaries' of growth in the economy at

large through increased advertising revenues.
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3.0 METHODOLOGY. AND DATA SOURCES'

3.1 Ovefview

As previously stated, our research objective was
to determine the impacts that C-58 had upon the periodical
publishing industry. Although legislation was originally
introduced in 1966 and we do discuss the impacts of that
act, we are primarily interested in ’-'the impacts of the
second enactment that became effective in 1976. >Specifica1-
ly we wish to address the following research issues:

e What were the quantitative effects of C-58 on the
industry at large and for certain periodicals?

e Were the effects positive, as indicated by the
number of periodicals, increase in adve'rtisihg
revenues and circulation, etc.? ’

° Whaf effects did the legislation have upon foreign
periodicals? '

e How did growth in the industry compare to overall
economic grow_th?. '

¢ To what extent did other factors contribute to the
"growth of the industry?

¢ What was the exfent of the impact of the
legislation (e.gr., were they consistent over the
years or were they a one time displacement)?

This list of questions is by no means exhaustive

but it provides the basic framework for the analysis. The

-i'_émainder of this chapter offers an overview of the analysis

conducted and a description of the data available. Prior to

~doing so, an important caveat with respect to the vanalysis

undertaken must. be mentioned. The legislation represents an
intervention at one point in time and our task has been to
comparatively examine the ».j'dafa prior to and after the
intervention. However, it is evident that there were many

factors other than the legislation which could also’ explain




the growth in the industry after 1976. Although much of our
statistical analysis results in strong correlations and
associations, from which we can make conclusive statements
about the viability and growth of t'hev industry, it does not
let us conclusively attribute .this growth to Bill C-58 or
any other single factor. _

It must also- be noted that the analysis was
undertaken with. the assumption that the legislation - was
fully complied with (i.e., companies submitted accurate tax
statements). Since the legislation involved voluntary
compliance, as bis the case‘ with manjr, income tax measures,
there is the risk that the legislation was successfully

circumvented. 1

Advertisers may have continued to
advertise in foreign periodicals but managed to circumvent
the law because of: »

e a lack of Revenue Canada resources to monitor
companies é.nd isolate domestic VSe foreign
billings; and | ‘

e the wuse of 'off shore' billing practices with
parent~subsidiary transactions. '

Non~compliance has ‘bee_n cited as a p'roblém ’by
periodical publishers, but there was no evidehce available
to justify altering our assumption of comi)liance for this

analysis.

3.2 Levels of Analysis

_ The statistical analysis was conducted at two
levels; the industry as a whole and individual periodicals.
The two levels of analysis ’are complementary. Together,

théy allow us to present a more complete picture.

1 The circum‘ven'tion of the :-'legisla'tion was discussed as a

problem for C-58 and television advertising (Donner and
Kilman). , T

e
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The purpose of 'ﬁndertaking the aggreéate level

analysis was to assess the overall impacts of Bill C-58 upon

. the industry. The effects should be visible wusing key

indicators such as advertising revenue, circulation and

total number of periodicals. The market .share  of
advertising revenue also reflects the positioning: of
periodicals within the total picture. The available data
spans a period of approkimately 20 years. ' ,

. ' Prior to conducting our analysis, we had hypothe-
sised that the  effects of the legislation would be most
apparent at the indi‘vi.dual level of analysis because there
was a common belief that specific peribdicals; both Canadian

and American, were the targets of the legislation. To test

this general hypothesis, we conducted a detailed analysis of

six major periodicals, two American and four Canadian.
Specifically, we looked for patterns or results at the per-

iodical level which were not_appaz"ent_at' the industry level.

3.3 Data and Data Sources .

| Because our objective was to assess the
quantitative impa.cts of the legislation Abase"d on a time
series analysis, we needed a .comprehensi've" and systgmatic

source of data for periodicals, particularly for advertising

_revenues. Of course, no single source exists for this

information, particularly given the number of variables we
wanted to examine. As a result, many data sources were
referred to in .oz"der to provide an overall picture of the
indusf_ry from 1956 to 1986. This requirement presented some
problems of comparability, even withirf'the same data sets.

Individual periodicals were selected  based on

information ' from Magazines Canada advertising revenue

reports provided by the Méclean Hunter Research_Bureau, The

‘reports included advertising revenues per ~year and the

number of advertising pagés sold for all issues combined,
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per year. These data covered the period from 1970 to 1986.

However, only  seven periodicals published continuously
through that period.A Six of these Iﬁeriodicals were selected
for our analysis, and for these six we collected additional
" data from Canadian Advertising Rates and Data (CARD) for the
same period including advertising rates, circulation (i.e.,
by subscription and single_ cdpy sales), price (i.e.,
subscriptioﬁ and ‘single copy). Data were collected for two
time points per year as dictated by the CARD format which
‘prints circulation statements based on semi-annual audits.

" Industry level data were drawn from a wider range .
of sources and much of the data was available for as far
back as 1956. The Maclean Hunter Research Bureau prepares
‘an annual report of total advertising revenues in Canada by
medium, which prbvides data on magazine advertising
revenues, and the total advertising market share of

periodiéals.. Advertising revenues by periodical type were

also available from this source.

We also used CARD publications to provide an
estimate of the number of Canadian periodicals 'and' their
total circulation per year. This second figure took a great
deal of effort to determine and was calculated by
multiplying the’ circulation of one issue (or the average of
two issues) of each periodical by the number of issues per
year. Totals were calculated by taking the sums for all -
periodicals for each yeaf.,' There are some caveats to note
regarding these figures. To begin, CARD does not includ’e
all periodicals. It only publishes those which choose to
(or can afford to) be included. Therefore, some smaller
periodicals and those which have a short life may be
excluded.  The circulation data are restricted to those
~pub1ications that published . circulation figures (a late
audit statement meant the circulation was not published).
Circulation over time could incorporate the same figures for ‘




a periodical more than once if a  new audit was not

conducted. Despité"these limitations, the CARD 'figures can

be used to illustrate general trends. To provide a point of

comp_a[riso'n for the CARD data, figures compiled by the Audit
Bureau of Circuiation (ABC) regarding.‘ Canadian periodical
circulation from 1966 to 1981 were examined.

The Macleén Hunter Research -Bureau reports

provided ad'vertising revenue data for three categories of

periodicals peftinent to this analysis; general periodicals,~

business periodicals and farm periodicals. To be consistent
we used these categories throughout our analysis. General
periodicals refer to a broad range of consumer-oriented
magazines. N Very' Vspecialised_ ones such as university
publications and arts periodicals are included, as well as
consumer, general news, and fashion magazines. Business

" periodicals represent trade, technical and professional

publications. A sign-ificant portion of business magazines

.are controlled circulation, that is, for the most part they
are not sold in é_tore_s or by subscription. Instead, they
are _distribu_t‘ed to members of professional associations.
The third category of farm periodicals serves two purposes.
They can be considered business magazines because they are
directed to 'a particular 6ccupation. but, they also é,erve as
the source of news in rural areas. They afe also published
in sufficient numbers for CARD and thé Macleah Hunter
Research Bﬁreau to identify farm publicafions as a separate

category.

3.4 ) Methods of Analysis

Similar methodé of analysis were employed for both
the industry. and the individual periodical levels of
analysis. The rﬁethods ra_.hge~ in cbmplexity from,i)lots~ of

data over time to multiple”r.égre‘s.svion modelling techniques.




Univariate Plots

The first step in the ‘ar_lalysis was to prepare

plots of changes in ' key variables over time. For the
overall - industry and for the three categories of
periodicals, we plotted changes - in the number of

periodicals, éiréulation, ~-advertising market share, and
advertising revenues over: time. In order to contextualise
the patterns of change we also made graphic compari“sons with
population and Gross National Product. These plots present
‘a visual representation of industry ché;ngés from 1956 to.
1986. For each of the individual periodicals (Chatelaine,

‘Saturday Night, Canadian Geographic, Maclean's, Reader's

Digest and Time) we  plotted total circulation and

advertising revenues over time.

Slope Determination ‘ .
» It 1is - sometimes difficult to discern overall

trends in data through the .examination of plots. In order
to provide a summary measure of overail 'patterns in the
. data, we computed a series of slopes for each of the plots
of change over time. We compufed regression coefficients
(B's) for the relationship between the time (i.e., year) and
each wvariable. The‘y were computed for the overall
relationship in the period, the period up until 1975, and
after the passage of C-58 in 1976. The B's can be
interpreted as the amount the variable can be expected to
change as a result of an increase of one year. The B's can
be either_negé,tive or positive indicating an increase or
d,ec,reasé over time. By <comparir‘1g the overall slope, the
pre-1976 slope and the post-1976 'slope and by testing for
statistically significant differences, we ‘g:an gain some idea
of how the introduction of C-58 in 1976 influenced the

patterns of change in key variables over time.
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Regression Modelling Techniques

"In addition to the above analyses of change over

time, we tested regression’ rhodels, both at the industry and
individual publication levels, in an a.tte'mpt to account for
changes in advertising revenue. The number of _fime points
restricted the complex1ty of this analys1s." 'At‘ the industry
level, we were also very limited in the number of var1ab1es
which .could be entered into the> regression model as
1ndependent terms. » | ’ , .

In a time series study, qualitative variabies are
often relevant to the total analysis, but are not easily
»incorporated into a fegression analysis. Th1s type of
analysis encourages the use of 1nterval var1ab1es that are
sub]ect to precise measurement. Non-1nte;va1 var1ables can
be incorporated into a regression framework through the use
of dummy variables. The intervention .ef‘fects of Bill C-58
.were coded in f_he» form of a dichotomous variable (i.e..,
before and after 1976). . : "

At the individual publication level, we used this
"same intervention variable as well as black and . wh1te and
‘colour ad rates, s1ng1e copy and subscr1pt1on pr1ces and
total circulation as 1ndependent variables.

The regression models were tested. in their linear

(i.e., straight line) forms. The best fit is defined in

terms of least squared error. The quality or fit of a model
can be loo'selyvderived by examining the coefficient of
multiple determination or what is more familiarly known. as
R2. This can b‘e interpreted as the percentage of v\ari‘ance
around the mean which is explained by the model. We also
present the multiple R, which is the square root of R2 and

is essentially the Pearson r between the predicted values

estimated by the model and the actual data values. In order

to ensure that effects due to mere random variance were not

included in the models, we conducted F-tests of s.t;t:istical




significance for each of the individual predictors in the
model. In addition, to assess- the accuracy of - the
predictions made using these models, we determined the
standard'error of the estir.natevs. This measures the average
error we will experience using the models. We also 'present
the Betas (B's) or standardised regression‘coefficie'nts for
the equations which have been explained in our discussion of
slopes. ' o | ‘
’ - Durbin-Watson vstatist_ics were computed to test for
autocorrelation (i.e., corfelatidn between the values of a
variable over time). It is common for social and economic
time series data to be autqcérrelated. This can be-
problematic with regression models computed with the
ordinary least squares method. The - coefficients of the
terms in regression modéls' 'using autocorrelated variables
are still unbiased. However, the variance of error terms
may be underestimatéd and the confidence intervals and tests
using the T and F distributions may not be strictly
applicable. In other words, a non-significant relationship
may be shown‘to be significant if ordinary least squares
calculations are used. The autocorrelation problem has the
‘most serious consequences when we are interested in the
causal or . predictive power of the regriession model.
- However, we are primarily interested in identifying
differences in"the periods before and after the legislation
in a general way. The nature of our research objective‘has
led us to discount the impacts of autocorrelation. Given
the nature of this objective, and considering the small
number of time points in our data, we have not attempted to

use more elaborate émluti_ons to address autocorrelation.

Analysis of Variance

In addition to régréssion analysis, we performed

analyses of ‘variance to test the extent to which average




advertising revenues varied between the periods before and
after the legislation. The appropriate F-tests were
computed té determine if the difference in values between
the two periods was statistically signific’ant. These
analyées of variance were performed for both the overall

industry and for the six individual périodicals.







4.0 INDUSTRY LEVEL ANALYSIS

4.1 Introduction

In this chapter we present the findings of the

industry level: analysis. The overall aim of this analysis

was to determine, at an aggregate level, the effects of
Cc-58. The first step was to gain a perspective of total
industry performance dur1ng the periods before and after the
legislative intervention-. In order to effect1ve1y do so,
several key variables were eelected which would reflect the
state of the industry. These variables, including a
rationale .for their eelection are listed below.

1. Number of Periodicals -- Growth in the number of

periodicals is an importentv variable and it is
also one of the most visible and easy to track.

It has always been the main indicator used by the

1ndustry to document the benefits of C-58. It

also provides ev1dence with respect to the health
of the industry through increased competition.

2. Circulation ~-- Total circulation is a crucial

measure of overall growth of a periodical or the
periodical publishing industry. It is associated
with advertising revenues by virtue of the higher
advertising rates that are commanded when there is
greater circulation. Traditionally, fhe rate has
been .calculated on a cost per thousend'basie (CPM)
by dividing the cost of placing a standard adver-

tisement by the circulation of the issue. - From

the advertisers point of view, a periodical with a

wide circulation usually has the best appeal.
3. Advertising Revenues -—- As the most significant

indicator of the impact of Bill C- 58. it is also

the key determinant of the health and financial-‘

viability of the industry.



4. Advertising Market Share -- This variable is less

directly related to Bill C-58 because of the large

"number of factors affecting advertising revenues

in other media. The purpose of wusing this

variable is to discern the relative position of

periodicals in  relation to other ad\}ertising
media. We have not conducted an analysis of
advertising revenues at large and therefore cannot
comment upon overall growth. However, we can
attempt to explain some of the growth in
pe‘riotdical advertising revenue and will look at
pert:enfage' of market share as one indicator of

that growth.
4.2 | Nunhber of Periodicals

4.2.1 Canadian Periodicals _

""" A visual sdan of this univariate plot in Exhibit
4.1 discloses a significant growth in the overall number of
periodicals. The growth is pronounced in the post '75 era
but commences just prior to this time. The greatest
absolute‘ increases occurred between 1976 and 1980.  The
graph clearly shows that the rate of growth after 1976 is
'very rapid, confirming what the publishing industry has been
stating all along. An analysis of the growth rates fdr the
separate ‘ categories of general, business and farm
periodicals shows similar patterns. Plots of the growth

rates and an analysis of the yearly percentage growth rates

for these three types of publications are presented in

Appendix A.1, A.2 and A.3.
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When we 1look at the pattern of percentage
increases, the large increases in the post-1976 period are
confirmed. Exhibit 4.2 :presents the .percentage increases
for four five-year periods from 1966 to 1985, as well as the
average annual increases in numbers of periodicals. There
was a significant decline from 1966 to 1970, the five year
period after the original legislation was passed, and only
modest é.verage incrédsés between 1971 and 1975. However,

after 1976 the rate of growth is rapid and constant.

: EXHIBIT 4.2 ,
"Average Annual Growth in Number of Periodicals

. Average Annual Average Annual
Time Period Percentage Increase Absolute Increase
1966-1970 - 2.1 -20.3
1971-1975 + 0.9 .+ 8.2
1976-1980 + 5.5 +50.8
1981-1985 - + 3.7 +42.8

The growth patterns for the three categories of
periodicals are similar to the overall pattern for ‘the
period after 1976. General and business periodicals. show
sharp increases while those for farm periodicals are less
rapid. There is some variation between the three categories
in the period after 1966, with business periodicals showing
serious l-osses‘,in numbers while the other categories
remained relatively stable. Exhibit 4.3 presents the
average annual percentage and absolute changes iﬁ the
numbers of periodicals for the general, business and farm
éategories. '

These figures indicate that the 1966 legislation
had 1little impact, while the legislation taking effect in

1976, which ended the favourable exemption for Time and

Reader's Dig'est seems to ‘h'ave had spectacular results,. -
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~ EXHIBIT 4.3 o _
Average Annual Growth in Number of Periodicals

by Periodical Type

General Periodicals

Farm Periodicals

‘Business Periodicals

' T 4+3.6

Average’ Average Average Average V Average Averagé

Annual Annual Annual Annual Annual Annual

Percentage Absolute Percentage Absolute Percentage Absolute
Time Period Increase Increase Increase Increase . " Increase Increase
1966_1970 +100 + 3.2 _301 -2208 "'101 _0o8
1971-1975 +0.8 + 2.6 +0.8 + 4.4 +2.2 +1.2
1976-1980  +6.2 +21.4 +5.1 $26.0  45.7 ~+3.4
1981-1986  +4.1 +18.6 +19.6 +3.4 +2.6

4.2.2

However, as we have said earlier, there were many other

factors that may have. contributed to the post-1976 growth.

- Comparison to U.S. Data ,

To try and contvrol for some of these. factors, we
have compared growth in the number of periodicals in Canada
the U.S.. that the

demographic, social, techvnological and consumer factors were

and Our assumption is many - of
similar - in the two countries and that a higher rate of
growth in Canada will be evidence that C-58 had" some
additional impacts. ' -

The U.S.

intervention upon the industry, and for this reason the U.S.

has not experienced similar legislative

industry approximates a control group for the purposeé of

this

experienced

study.

market

The American

fragmentation

periodical

or

industry

“also

specialisation.

M




Consequently, it too would have been a. beneficiary of the
increased targeting and the reduced cost of advertisihg in
periodicals.” Although we have assumed that the Canadian and
American industries profited equally from these factors, it
must be noted that the American industry was better
‘estéblished than the Canadian industry at the beginning of
the 1970's, ahd'trherefore the Canadian industry may have had
better opportunities for further growth.

The number of pefiodicals for both the U.S. and 
Canada have been calculated for the period 1970 to 1985..

The two groups of figures are basically comparable in that - -

ény omission from one group .(e.g., academic publications)"
are also excluded from the other. Any-r inconsistencies would
not materially affect the trend that is discernible. The
data are presented in Exhibit 4.4.

| The rate of grthh in Canada's periodical industry
was rhore than double that of the U.S; periodical industry.
Furthermofe, most of the difference in the rates of growth
occurs in the posnt 1976 period, as the increases in numbers.
of publications before 1976 are modest for both countries.

: "Two brief levelling off periods were experienced
in Canada and the U.S. in the early 80's (i.e., 1981- 82 and
1983-84). These attest to the impact that the recession had
upon the periodical industry. This important relationship

will be discussed further in subsequent sections.

4.3 Circulation

- Like the number of periodicals, totai circulation
is one of the fundamental indicators of the state of the
industry. For individual periodicals, circulation is
connected to ‘advertising revenues through the rate that is

commanded when there is greater circulation. Stated simply,

the more periodicals are read, the greater the pre'_mium paid“

by advertisers to advertise in them.

-
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_ EXHIBIT 4.4 '
Comparisjon‘of Number of U.S. and Canadiain P_eriodi_cals
For 1970 - 1985

U.S. Index . CDN Index

Year ' ~(1972=100) ___(1971=100)
1970 9,573 105.63 876 101.03
1971 9,657 © 106.57 867 . 100.00
1972 9,062 100.00 873 . 100.69
1973 9,630 106.27 891 102.77.
1974 9,755 107.65 896  103.34
1975 9,657 106.57 917 105.76
1976 9,872 108.94 928 - 107.03

1977 9,732  107.39 993 114.53
1978 9,582 ~105.74 1,023 117.99
1979 9,719 107.25 1,091 125.84
1980 . 10,236 . 112.96 1,171 . 135.06
1981 4 10,873 119.98 1,237  142.68
1982 10,688 117.94 1,237 142.68
1983 10,952  120.86 1,308 150.87
1984 10,809 119.28 1,313 . 151.44

1985 11,090  122.38 1,385  159.75
Sources: U.S. = Magaziné Publishers Association

Canadian = C.A.R.D.



v Our analysis of circulation is based on data
~compiled from CARD for general or consumer periodicals only.
Foi' verification, we:aIS'o, compared the CARD ,circulation data
with data for Canadian periodicals compiled by ABC. We
examiﬁed the rate of growth from 1966 to 1984, jpa.ying
particular attention to the rates before and after 19‘76.
Because circulation is direétly linked to the number of
available readers, we also cbmpared the rates of circulafion
and population growth. Circulation ‘growth rates above the
rates of population growth could then be taken as evidence
cénéerning the effects of Bill C-58. This type of ahalysis
can only provide information about the general trends. This
is because we .have only compared circulation growth to
population change and not to the actual number of readers,
and also because we have not tried to simultaneously control
for other factors. Despite these limitations, the measure
is very important and th_e' increases are of sufficient
magnitude to be able to establish trends.

The grai)h for the growth in circulation of general
and consumer periodicals is prr‘esented in Exhibit 4.5. (Com-
parative figures for major Canadian periodicals from ABC are
presented in Exhibit 4.6.) It shows that a period of rapid
growth began in 1970 and did not end until 1981. The aver-
‘age annual increases for five year periods presented in
Exhibit 4.7.A show that the largest increases by far occur-
red during the period prior to the legislation in 1970-1975.

Although there are some significant differences,
the population growth increases presented in Exhibit 4.7.B
are relatively even in comparasion to the periodical
circulation increases. Circulation growth rates surpass
population growth by a wide margin with the exception of the

1981-1986 period when average annual increases are equally

small (i.e., approximately one per cent). The net rates of"

circulation growth are presented in Exhibit 4.7.C.
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- EXHIBIT 4.7.A \
Average Annual Increase in Circulation of General.
Periodicalsl

Average Annual

Percentage Average Annual
Increase Increase
1971-1975 : 28.1 47,754,460
1976-1980 4.6 18,932,810

1981-1986 1.3 6,246,034

EXHIBIT 4.7.B
Population Growth from 1‘:’66—1‘:’8(_:2 :

. | Population.

"Average Annual

" Percentage AVerage Annual
Growth = = . Increase
1966-1970 + 1.7 + 330,600
1971-1975 + 1.3 + 280,000
1976-1980 + 1.2 + 269,000
1981-1986  + 1.1 + 263,200

1 Source: Compiled from 'CAR.D,,_pub'l-icationS* ..

‘. 2 Source: Statistics Canada.
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- . EXHIBIT 4.7.C ,
Comparison of Average Annual Percentage
Growth for Circulation and Population

Net
Circulation
: _ Growth
Circulation "Population Difference
1966-1970 - 7.4 1.7 5.7
1976-1980 4.6 1.2 3.4
1981-1986 1.3 1.1 0.2

The effects that C-58 may have had upén

circulation are not directly evident. The most significant
increases in circulation occurred in the pre-1976 period.
~Annual growth rates in pbpulaﬁon were declining throughout
the 20 year period. When these growth rates are compared
with those of circulation, the phenomenal growth in
circulation that occurred in the early * 70's is apparent.
However, by the early 80's the growth in circulation had
levelled off and was more in line with that of the
population.
_ Given the nature of the trénd of cirCulatkn1 data,
it is apparent that Bill C-58 did not initiate the take-off
in periodical circulation. Instead, the growth patterns
seem to reinforce the notion that periodicals had commenced
tthéir accelerated growth in the early 70's. It. should be
remembered that C-58 was not designed to increase
readership. . Our analysis of this relationship is based on
the assumption that readership is an indicator of growth in
the periodical industry and that a positive association with
C-58 would be indirect positive evidence for the effects of
C-58.




One further caution should be noted. - The
circulation statistics examined are for all general and
consumér periodicals. During. the‘lv970's th'ere_wero a number
of new controlled circulation publica&tions (not all of which
are in CARD) that resulted in l‘arfge increases in the
circulation statistics. That the industry as a whole had
major circulation increas‘es' in the early .1970'5"' does not
necessarily mean that C-58 had ©beneficial effecté on
individual subscriber publications. This will be examined

~-in the following section.

4.4 | Advertising Revenues
' In this section we present the results of the
.analysis of advertising revenue, beginning with an overview
of advertising revenue for all media. Periodical advertis-
. ing revenue is then viewed within this larger context. . ‘A
. comparison is also fnade‘of relative growth in advertising
_revenues for the various periodical types (i.e., buAsiness,

farm and general). ‘

Advertls1ng revenue is the most direct indicator
of the 1mpacts of C-58 and is a key measure of the health
and state of the periodical industry. In fact, the growth
in advertising reve‘nues‘in the latter part of the 1970's was
. remarkable. To determine the extent to which this growth
can be attributed to C-58 is the . objec'tive for ahalysis.
There are a number of ways in which this can be ach1eved.
First, other ‘significant contributing factors must be
identified and examined for their effects. Secondly, tests
with statistical controls can be utilised."

Listed below are a number of other factors that

had. the  potential to contribute to the acceleration = of

. . revenues:




l. increased advertising for all media;

2. increases in the advertising rates;

3. increases in the number of advertising pages;

4. increases in the total market share of periodicals

for advertising; and

5. changes in accounting policies, including the use.

" of more aggressive revenue recognition practices.

Increased advertising can be caused by many
factors related to general economic viability such as:

e a greater number of companies that advertise in
periodicals; '

e improved financial performance (e.g., higher sales
-and/or profits) enabling greater investments in
advertising;

e a general increase in economic "activities (e.g.,
growth in GNP);

e growth and financial health in various industry
sectors (consumer durables);

e improved marketing skills within co'mpahies; and

e increases in personal disposable income.

Evidence suggests that virtually all of 'these
factors v&ere increasing throughout the period under study.
Advertising rates increased significantly and the percentage
- of the advertising market share of periodicals underwent
g‘rowtth in both absolute and relative terms.

We do not have sufficient information to determine
whether or not accounting practices had any impact uApon
advertising revenues. While keeping these factors in mind,

we present an overview of total advertising revenues.

4.4.1 Advertising Revenues for All Media

The growth in ‘advertising revenues for all media

from 1956-1985 is graphically presented in Exhibit 4.8.
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These totals are comprised of five broad categories of
media. These categories include: newspapers (e.g.,
dailies, weekend supplements and weeklies), broadcast (i.e.,
radio and television), periodicals, other print media (e.g.,
directories, catalogues)  and outdoor media (e.g.,
billboards, signs). Total advertising revenues display
sharp increases beginning in 1974. Decline does not ’oécur
until the early 80's, and the onset of the recession.

The comparative advertising revenues for four
types of media (i.e., excluding outdoor media) are presented
in Exhibit 4.9.A. (The revenues for all media are presented
in Exhibit 4.9.B.) Two things of interest afe apparent from
the first g'raph.' The first is that periodicals did not
benefit from new advértising revenues after 1976 more than
ofher media. In fact, the broadcast media, the major
beneficiaries "of the 1976 legislation, show the greatest
‘rate of increase from 1976 to 1980. The second is that
periodical advertising was affected more than other media by
the recession.  This vulnerability to economic conditions is
very important and s'hould not be overlooked in drawing
conclusions about the performance of the industry.

The rapid rates of acceleration in advertising
revenues for periodicals during the 1970's are confirmed by

the figures presented in Exhibit 4.10. It is important to

note that although the annual percentage rate increases for

the 1971-1975 and 1976-1980 periods are similar, the actual

dollar increases are much higher in the period following the

"C-58 legislation.
An examination of advertising revenue growth for
the three periodical types reveals some variation in the

patterns. The results of this ‘analysis are presented in

Exhibit 4.11. Generally, business and farm periodicals all--

experienced the greatest average dollar increases in adver-
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: EXHIBIT 4.9.B
TOTAL ADVERTISING REVENUES FOR ALL MEDIA 1969-1984
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EXHIBIT 4.10
Annual Growth in Advertising Revenues

" = All Periodicals -

Average Annual
Percentage Increase

Average Annual
Dollar Increase¥®

1957-1960

1961-1965

1966-1970
1971-1975
1976-1980

.1981-1985

* 1981 dollars

- 0-6

+10.0

+11.4"

+ 3,548,
- 481,
- 1,009,
+15,383,

000
000
000
000

+26,254,000

+ 2,040,

000

~ EXHIBIT 4.11
Average Annual Growth in Advertising Revenues

by Periodical Type

Geheral Periodicals

Business Periodicals

Farm Periodicals

Average

* 1981 Dollars

+ 411,000

Average | Average _ Average Avéra.ge Average
Annual Annual Annual Annual Annual Annual
: '~ Percentage Dollar Percentage Dollar Percentage Dollar

Time Period Increase Increase Increase Increase Increase Increase
1957-1960  + 2.0 + 1,227,000  + 3.7 + 2,653,000  -1.2 - 266,000
1961-1965 - 2.7 - 1,837,000 -+ 1.4 + 1,199,000 =7.9 -1,614,000
1966-1970 + 2.1 + 1,205,000 - 2.9 - 2,578,000 +2.9 + 363,000
1971-1975 +18.0 .. +11,485,000 + 5.3 + 3,965,000 - —0.5 - 68,000
'1976-1980 - +11.0 +13,305,000 +10.7 +10,V155,000~ +5.7 + 799,000
1981-1986 + 0.8 + 1,438,000 + 0.3 +1.1 -192, 000
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tising revenues from 1976-1980. For business and farm
publications, this period far exceeds any' other for adver-
tising revenue growth. General periodicals show a slight
aecline after 1976 from the rate of growth experienced
‘during the early '1970's. However, the pefcenta,ge change
should not mask the substantial increases in dollar terms

occurring after the implementation of the legislation.

4.4.2 Comparison to Economic Indicators
So far, we have only briefly' mentioned the

relationship between periodical advertising revenues and

general economic conditions. Specifically, we noted that

periodical revenues decreased at the time of t_he recession.
Because of the apparent "relationship ‘displayed between
advertising revenues and general economic conditions, three
major economic indicators were selected to test for this
relationship 1n more detail.

The indicators are Gross National Product (GNP),
corporate _profits, and personal disposable income.. GNP
"offers a good overall look at economic growth. Corporate
profits serve as a good leadlpg indicator of the economy,
that is, they turn in advance qf the economy as a whole, a»nd
thus serve’-as a signal of what is to come. Corporate
profits are also significant in that it is t"he corporations
who incur the advertising expe'nses., Althbugh the decision
to advertise is distinct from the choice of media to
‘advertise . in, the behaviour of cor_porate. prof.its is
indicative of the resources that Are available for
advertising. We should note that we view corporate profits
as a proxy for economic activities (i.e., higher corporate

profits are assumed to be directly related to the volume of

business). Advertising expenditures will tend to be a fixed--

percentage of business activity, or the anticipated

activity.
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The other economic indicator that we have consid-
-ered is = personal disposable income. = Higher personal

disposable income will certainly increase the general demand

for goods and services. We have assumed that any increases -

in personal disposable income would also favour consumption
of periodicals. In fact, such ‘increases in personal
disposable income would increase the supply as well as the
'demand forhvpperiodicels. Higher incomes will result in
higher advertising. and more periodicals to carry the

advertising.

A graphic comparisoyn of the performance of these

four variables from 1969 to 1985 is presented in Exhib{t

4.12. Because of the large differences in the actual

dollars between the indicators, change is presented in
pe.rc.entage terms with the base vyear (1969) being
standardieed to 100 for all four measures. A table
presenting the actual dollars in presente‘d in Appendix I.

‘The graph shows that periodical advertising

revenues increased at a much faster rate than the economy as .

a whole (i.e., GNP) or :personal ‘disposable income after
1976. From 1976 to 1980, advertising revenues. increased in

virtually the same manneir as net corporate pro'fits.' Between

1980  and 1982 all four indicators reflect declines of

different magnitudes, thet correspond to the ~ general
economic recession of that time. For periodical advertising
revenues, and particularly for net corporate profits, the
rate of decline is quite steep. ,

When a comparison is made between average annual
percentage increases in advertising revenue and GNP, we
'. again note that growth in revenues exceeded growth in GNP
throughout the  1970's.. . Exhibit 4.13 presents these

comparafive figures for five year periods from 1955 to 1985.°

The growth in advertising revenues during both the:pre- and

post-C-58 periods 1is interesting with respect to its

relationship to gross national product. For instance, in -

-
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the a‘bsence of any legislative intervention such as C-58, we
might 'e‘xpect ‘that advertising revenues would keep pace with
‘ generé.l economic growth. However, periodical advertising
revenues were showing a decline during the 1960's in spite
of good overall economic growth. - Conversely, -growth in
advertising revenues outpaced that of the eqonomy in the

1970'ss The extent to which revenues outgrew GNP in these

years is significant. Even though the higher growth for

advertising revenues occurs between 1971-1975, the rate of
growth is even higher for the latter half of the decade,
suggesting that the incremental growth can be at least
partially attributed to the effect of Bill C-58.

- EXHIBIT 4.13
Average Annual Percentage Growth

Periodical
Advertising

Revenues GNP - Difference
1955 - 1960. . 1.8 2.0 -0.2
1961 - 1965 -0.3 6.7 -7.0
1966 - 1970 -0.6 5.7 -6.3
1971 - 1975 10.0 7.0 3.0
1976 - 1980 11.4 3.7 7.7
1981 - 1986 0.6 0.6 0.0

The preceding figures show fhat the rate of growth
in periodical advertising revenues was faster than overall
econémic growth'tﬁfoughout the 1970's, and in particular
from 1976 to 1980. We have also ané.lysed the comparative

growth of advertising revenues for all media. Our

assumption has been that faster rates of growth for

-periodical advertising revenues than  for advertising

~revenues for all media would provide some evidence of. the

positive effects of C—5.8. : Ih other words,~'if‘ periodicals -
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were increasing their market share, than C-58 may have
contributed to this increase. Exhibit 4.14 presenté the
comparative growth rates for advertising revenues for
" periodicals, for all media, and for GNP. A more detiled
discussion of the change in advertising market share for

periodicals is included in the next section.

EXHIBIT 4.14 ‘
Comparative Growth Rates for Advertising Revenues and GNP:

1969—1985*
Advertlslng Advertising o
. Revenues: Revenues: L

Year All Media " Periodicals- GNP -
1985 188.2 - 227.8 .. ' NA
1984 . .178.8 - 224.3 167.0
1983 166.3 . 7208.7 162.6
1982 165.9. - 215.0 160.6
1981 169.5 227.0 - 166.0
1980 165.6 221.0 163.5
1979 156.1 187.4 161.4
1978 . 147.8 168.9 153.5
1977 - 141.6 148.4 151.2
1976 ‘ 139.6 - 148.2 .- 149.0
1975 _ 129.6 145.4 4 135.4
1974 127.5 ©119.3 136.5
1973 - 121.6 100.4 126.8
1972 115.3 100.1 116.3
1971 100.6 99.9 109.3
1970 100.0 100.5 102.1

1969 100.0 100.0 100.0

- * Growth rates were calculated as percentage changes using
1969 as the base year with an assigned value of 100.

EXhibit 4.14 shows that the growth in periodical
advert181ng revenues was much more rapid than advertlslng
revenue growth for all media between 1976 and 1980. The
overall rate of growth is also faster, but not to the same
extent as during this period. The preceeding two exhibits
demonstrate that the periodical publishing industry was

benéfiting from both. a higher -rate of growth than the
economy as a whole and an increase in advertising market
share during the f1rst five year permd following the C-58 -

legislation.
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4.5 Advertising Market Share

‘AdVertising market share reflects the relative
advantage or positioning of one form of édvertisi'ng medium
over another. Often growth in one m.edi.um can be attributed
to a decrease in another. The analysis of media advertising
_revenues is based on data and reports from - the
Maclean-Hunter Research B-ureau (_which are in turn based on
estimates defived from industry data). These data include
both overall totals and breakdowns for the five media
catego;‘ies discussed earlier (i.‘e.,' broadcast, newspapers,

periodicals, other print and outdoor media). Exhibit 4.15

plots the per cent market share held by periodicals from..

1956 to 1985. o ' :

There was a decline in the market share for all
magazines from 1956 wuntil the 1970‘5 §v_hen the pattern
reverses and there was a substantial increase. The av'erage
annual changes (in both percentage and proportionate terms)
in mﬁrket share are pre\éented in Exhibit 4.16.

Although the average annual percentage change
begins to increase in the period just before the
legislation, the ten year period subsequent to the
legislation has been one of much better 'growfh than the 20
years prior to it.’ The analysis of change presented in

Ap.pendix B.4 reinforces the concept of post '76 growth, and

is especially predominant for general magazines..  This

expansion in the periodicals market share prior to Bill
C-58, reinforces some of the other evidence gathered so far.
All of the ‘variables‘examined showed growth occurring "prior
to C-58. | |

- The purpose of looking at market share was to

determine the relative grdwth of periodicals in relation to

other advertising media. Although Bill C-58 would ‘not have

had a direct impact on market share, it is nonetheless

O TR
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_ EXHIBIT 4.16 A ‘ _
_Average Annual Growth in Market Share of Advertising
Revenues . '
- 'All Periodicals - ‘ '

_ Average Annual . Average Annual Percentage
Time Period Proportionate Change Change in Market Share

1957-1960 - 1.3 - 0.18
1961-1965 - 3.7 - 0.36
1966-1970 - 2.7 - 0.20
1971-1975 + 3.3 + 0.20
1976-1980 + 3.4 + 0.24

- 1.5 - 0.12

1981-1985

interesting to note the trends that were occuring. Growth
in market share comrﬁgnced in the eaily 1970's, correspondinlg
to the otﬁef forms of growth in the periodical in‘dusfry
.occurring at that time. In addition, the market share for
periodicals decreased at the time of the recession
reflecting ' a greéte'r‘ sensitivity- to economic effects than

other forms of advertising.






5.0 INDIVIDUAL PERIODICALS

5.1 . Introduction - .
In this chapter we present the results of the
individual periodical analysis. We have chosen to structﬁre \
this chapter around the discussions of each of the period-
icals selected for analysis. The six periodicals are:
Time |

Reader's Digest

Canadian Geographic ‘
Saturday Night

Chatelaine

o

o

o Maclean's
o

()

()

Due to the nature of the timé ‘sefies data
available for individual " periodicals, our analysis and
discussion is restricted to advertising revenues and
circulation. The objective of the periodical level analysis
was the same as for the analysis of the industryas a whole;
to determine differences in patterns in the meriods before
and after 1976. In addition. to nlotting the two key
variables ~and calculating the slopes (i.e., rates. of
change), 'regressidn analyses were conductéd for each
periodical in a manner . similar to the industry level
analysis. ‘ ‘ .

The data for circulation is based on information
from audited statements presented in CARD. Information on
advertising revenues for the individual "periodicals was
derived from Magazines Canada. The method employed. by
~ Magazines Canada was a :gross rate method by ‘which total’
advertising revenues were estimated. The advertising rate
used was based on a standard four color full page of
advertising. As a result - this method nia.‘y tend to._.
overestimate the revenues because- adjustmenté for volumé‘

advertisers are made only by estimate. The extent of




error in the estimation process is not precisely quantifi-
able since we do not have information on the proportio'ns( of
large and small advertisers or on full and partial page
advertisements. We have assumed that any bias introduced by
these estimation procedures was consistent from year to

year.

5.2 2192 :

Time magazine was the major immediate loser from
the 1976 C-58 legislation. Exempted from the 1966 leglsla—
tion because it was printed in Canada, Time benefited from
high advertising revenues and had a large circulation with
virtually no competition. It was the only quality weekly
news periodical of c'onseqlience in. Canada at that time.

‘ In the period immediately following the enactment
of Bill C-58, Time's gross advertising revenues declined by
over $11 million or 65 per cent. Between 1975 and 1977 the
total circulation also declined by 43 per cent. These-
changes are presented in Exhibits 5.1 and 5.2.

Beéé.use of this rapid drop in performance, Time
was forced to eliminate its Canadian section. Advertising
rates were cut in half in the (hope of recapturing lost
revenues. Time continued to print in Canada with all its
editorial content imported from the U.S.. Because it was
printed and mailed in Canada however, it circumvented the
customs requirement that prohibited imported periodicals
from containing more than f'ive’per cent advertising aimed at
the Canadian market. »
/ It is readily apparent from a look at the two
plots for circulation and advertising revenue over time that
all of the other statistical tests for the effects of the
intervention ‘will yield significant results. | The
significance of the difference between the slopes of the
changes in the pre and post 1976 periods (Appendix F.1), the

"significance of the intervention term in the regression _.

analysis (Appendix G.1), and the analysis of variance tests
(Appendix H) all provide further statistical evidence for
the obvious changes in the fortunes of Time in Canada.
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Despite the dramatic decreases suffered by Time in
1976 however, Exhibits 5.1 and .5.2 show that there were
steady increases in circulation and . advertising revenues
after 1978. Time's decline was only temporary in naturé and
the data reveals a strong comeback in recent years. On the.
strength of this data it appears that Time has performed
well in the post C-58 period after an initial negative
shock. Perhaps this ,febound reflects Time's growth in an

expanding market.

5.2.1 Time Magazine and Compliance with C-58 .
Although the issue of compliance with the C-58
legislation has been of direct- concern to our study, it is

very releiran_t to a discussion of the case of Time. Time is
very popuiar in Canada, as the circulation figures show, and
it is an advertising vehicle used widely by Canadians.
There have been some comments from Canadian publishers
‘suggesting that Time has been successful in circumventing
the effects of C-58 because of non-compliance by Canadian
advertisers. Time continues to ‘be ‘a non-Canadian magazine
commanding Canadian ac_iver'tising revenues and .one'only has to
Peruse a recent issue of Time magazine to realise the extent
to which Canadian advertising is evident.

Canadian governments and non-profit organisations
regularly advertise in Time and these organisations do not
pay taxes. In practice they are certainly not violating any
of the conditions of C-.‘58‘, which was targeted at commercial
advertisers. Héwever»h their use of Time as an advertising
vehicle circumvents the intent of the legislation, which was
designed to make it more expensive to advertise in foreign
periodicals. By not respecting the regulations (or the
intent of the reghlation's) governménts and non-government
organisations ‘are diluting its effects. For the federal
government .especially there is an implicit contradiction
that sets a bad example for the industry given the need for

voluntary compliance with C-58. .




5.3 Reader's Digest
-The pattern displayed by Reader's Digest is

markedly different from Time's. One would expect that the

declAine'for Reader's‘ Digest would have been as precipitous

as it was for Time. ' However, it is interesting to note that

advertising revenues and circulation for Reader's Digest

appear to have fluctuated much more than was the case with
Time. ' ’
To begin with, both circulation and advertising

revenues for Reader!s ©Digest were declining slightly for

several years priér to 1976. However, Exhibit 5.3 shows
“that 1'976 marked the beginning of ten years of circulation

increases. Exhibit 5.4 shows sharp increases in advertising

revenues at the beginning of this ten year post legisl'a‘wtion.

period, followed by steady decline_s during the five vyears
beginning in 1981.
The post legislation growth in total circulation

experienced by QReader's Digest can be attributed to

increases in subscription volume as opposed to single copy

sales. An examination of the rates of change (i.e., slopes)

of both total circulation and advertising revenues for the .

pre and post legislation periods does not reveal
sta‘tis'tically significant patterns (See Appendix F.2).
Similarily, none of the independent variables used in the
regressioh model were reliable predictors of changes in

Reader's Digest advertising revenues.

- While it is evident that government intervention
(i.e., Bill C-58) had a marked effect on Time in Canada, the

impacts of the intervention are less clear with Reader's

Digést. The fact that Reader's Digest was experiencing a

slight lessening of demand (i.e., declining circulation) and
~a significant drop in advertising revenues for a number of
years prior to the intervention, makes it very difficult to
determine the exact nature of Bill C-58's effects on this

periodical.




3o

ZORHPESORHO

1,350,000

1,325,000

1,300,000

1,275,000

1,250,000
1,225,000

1,200,000

1,175,000

1970

1971

Source:

READER'S DIGEST -- TOTAL.R ISSUE CIi!CULATION

EXHIBIT 5

1972

1973

CARD

1974

1975

1977
1976 1978

YEAR

1979

1981
1980

. 1983

1982 -

1984

1985

1986

‘ s

_65.—



OZHWPEMXE <O >

mo=Zm<@o

15,200,000
14,400,000

113,600,000

12,800,000

12,000,000

11,200,000

10,400,000

9,600,000

- EXHIBIT 5.4
READER'S DIGEST -- ANNUAL ADVERTISING REVENUE

(in 1981 Dollars)

1971 1973 1975 1977 1979 1981 1983 1985
1970 1972 1974 1976 . 1978 1980 1982 1984

YEAR

ss,-sourcez Magazines Canada . i

1986

. |

_09_




- 61 -

It appears as if the publishers of Reader!s Digest

responded to Bill C-58 in.a completely different manner than
did ‘the publishers of Time. It underwent . a completé
corporate reorganisation resulting in a revised ownership.

Twénty—five per ceht was given to the Reader's Digest

Association and 75 per cent allocated to the Reader's Digest

Foundation of Canada. In doing so, Reader's Digest was in
compliance with the Canadian Vowners‘hi’p.rixle's of Bill C-58.
Furthermore, it made a commitment on a voluntary bési_s to
boost the Canadian editorial contént,of its material to a
minimum of 35 per cent. It should also be noted that 80 per
cent of the content must be original (not necess'érily
Canadian) to comply with C—58.> »

Reader's Digest was, and continues to be, one of

‘the .giants in the periodical industry.  However, it is

interesting to note that despite increased circulation
during the 1980's, advertising revenues ' generated by

Reader's Digest-have steadily declined.

5.4 Maclean's , o :
Maclean's was the Canadian p.eriodical for which
Bill C-58 had the most api:arent and beneficial effects. It
is also a good example of the type of publication that C-58
was intended to benefit. ) : )
It is difficult to 'determine the exact nature of
the impacts of Bill C-58 on the circulation of Maclean's in
Canada. This is primarily due to concurrent changes made to

the magazine's format and publiéation frequency. In October

1975, in anticipation of the C-58 legislation, Maclean's

made a format change from a general interest periodical to a
news magazine. At the samé.time, _Macléén's went from
monthly to bi-weekly issues "(changing to weekly publication
in September, 1978). In addition, Maclean's significantly

increased its staff complement and upgraded itS‘e—ci"u‘i‘pment,.

presumably to enhance the overall quality of its magazine.
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The result of these changes in the format and
frequency of Maclean's, coupled with the effects of C-58,
was a dramatic improvement in the performance of the
'publication'. Even though per issue c1rcu1at10n dropped by
over 15 per cent from-its high in 1973 to the low in 1979
(see Exhibit 5.5.A), the more important change is the very
SubStantial increase in total annual circulation of over 300
per ‘cent between 1974 and 1979 (see Exhibit 5 5.B).

Exhibit 5.6 displays the changes in advertlslng
revenues generated by Maclean's during the pre and post
legislation periods. Between 1971 and 1975, advertising
revenues remained stable. Beginning in 1976, corresponding
to the large 'circulation increases, advertising,rev'enues
began increasing substantially. In 1976-77 alone,
advertising revenues grew by over $4 million. The following
year there was a further $2 million ‘increase. These
‘increases indicate that Maclean's benefited substantially
from the interv‘ention which assisted in 'the transition from

a monthly to a weekiy news magazine.

5.5 Cha.tela.iné
Total circulation for Chatelaine magazine remained

relatively stable between 1970 and 1979, while steadily

improving thereafter (see Exhibit 5.7). Total circulation

for Chatelaine peaked in 1983-84, returning to the
previously established pattern of stable growth in 1984-85.
Advertising revenues, on . the other hand,

fluctuated in a cyclical pattern from year to yea‘r between

1970 and 1977 (see Exhibit 5.8). After 1977, Chatelé.ine

experienced very marked growth in advertising revenues

through to 1983. Between 1977 and 1983, their advertising

revenues grew by §$8 m11110n. , ‘ _ .
An analysis- of the rates of change (i.e., slopes)

of both total circulation and advertising revenues for
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Chatelaine indicate statistically significant‘ "differences

between the pre and post legislation periods (see_.Appendix'

F.4). The rapid growth in advertising revenues experienced

by Chatelaine after 1977 shows a marked similarity to the

post legislation growth experienced by Time between 1977 and
1985 and by Reader'!'s Digest between 1977 and 1980 (see
Exhibit 5.14 in Section 5.9 of this chapter).

5.6 Saturday Night
‘ "Prior to 1976 total circulation for Saturday Night

had been steadily declin"ing' for four consecutive years.
Advertising revenues remained stable, although modest,
during the same pre legislation period.

- 'Beginning in 1977, total circulation steadilfr in-

creased reaching a peak in 1983-84 (see Exhibit 5.9). An

analysis of the rates of change (i.e., slopes) of subscripF-
tion circulation in the pre and post legislation periods
shows a statistically significant change which may be
attributed, at 1least in part, to the intervention (see
Appendix F.5). .

‘ Advertising revenues generated by Saturday Night

elso‘ increased substanfially after the intervention (see
Exhibit 5.10). In 1975, advertising revenues were
approximately $700,000, whereas in 1976 they climbed to over
$1 million and peaked at just less than $2 million in 1979.
There was a sharp decline ii’l advertising revenues in 1980
which confounds the analysis of differences in the rates of
:change in advertising revenues between the pre and post
legislation periods (presented in Appendix F.5).

'The analysis of the rates of change in advertising
revenues, does ehow a significant difference however in the
analysis of variance .in advertising revenues between the pre
and post legislation periods (see Appendix H). Prior to

1976, the average adveftising revenues generated by Saturday

Yt —
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Night was $702,310 while in the post legislation périod the
average was $1.64 million (in 1981 dollars). v

_- Using regression techniques to prediét advertising
revenues, we found thé.t the most important pre'diétive
(independent) variable was the pre/posf legislation
variable.! '

While Saturday Night did not experience the kind

.of, growth in circulation and advertising revenue exhibited

by Maclean's and Chatelaine, -the data suggests that .it was

positively affected by the legislation.

5.7 Canadian Geographic

The data available concerning total circulation

and advertising revenues for Canadian Geographic during the

pre legislation period. was more limited, and impeded our

ability‘ to statistically determine the nature of the impacts -

_of Bill C-58 on the publication. Prior to the legislation,
we only have total circulation data for 1970, 1971 and 1975.

- During this period, total circulation appeared to have

remained steady at just less than 30,000 copies. ‘Although

we cannot determine statistical differences in the periods -

before and after rt—he legislation with any precision, it is
clear that 1976 marked the beginning of a period of mé.jor
growth for this magé.zin.e. After 1976, total circulation
climbed steadily, peaking at close to 120,000 copies in 1983
(see Exhibit 5.11). _

The data concerning advertising revenues generated

by Canadian Geographic show steady growth between 1974 and

1982 (see Exhibit 5.12). - In 1974, advertising revenues were

" less than ' $40,000. By 1982, advertising revenues had

Given the large  fluctuations in  advertising revenues
generated by Saturday Night which resulted from the

temporary suspension of operations, we must exercise

caution in interpreting the results of the regression.
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EXHIBIT 5.11
CANADIAN GEOGRAPHIC -- TOTAL PER ISSUE CIRCULATION :
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e | - YEAR. R ' . '
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EXHIBIT 5 .

CANADIAN GEOGRAPHIC -- ANNUAL ADVERTISING REVENUES
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climbed to approximatelyy $350,000. The analysis of variance
(see Appendix . H) confirms the significance of this
difference in advertising révenues ‘between the pre and post
legislation periods. The average annual revenue during the
pre legislation period was $34.,430‘, while the average was
$211,499 in the post legislatioxi period (in constant 1981
dollars). , |

Given the lack of consistent data for the entire
-period between 1970 and 1985, we were unable to calculate
the rates Jf change (i.e., slopes) for total circulation or
advertising revenues. Although it is difficult to detef'mine

the impacts of Bill C-58 on this publication, through a

comparative analysis of the periods before and after the -~

legislation, there are clear and interesting patterns in the

post 1976 period.

- It would a'll)pear that the intervention posed by -

Bill C-58 had a positive impact on Canadian Geographic both

in terms of circulation and advertising revenues. In pro-

portional terms Canadian Geographic appears to have improved

its performance after 1976 as well or better than any of the
‘other periodicals we have examined. The absolute magnitude
.0of the impact, however, was much less because the periodical

has a more specialised readership and smaller circulation.

-'5.8 , Comparative Analysis of Growth in Advertising

. Revenues for Six Selected Periodicals

Because of the substantial differences in size of
the six selected periodicals on a. number of dimensions, it
is difficult to compare changes in advertising revenues in
terms of dollars alone. To overcome this problem, of scale,
we have standardised advertising revenues to proportionate
terms, psing 1976 as the base year with an assigngd value of

100 for all periodicals. Values below or in excess of the

s
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figures for 1976 for a given periodical have been calculated
in proportion to that year. For -‘ex_é.mple,'Ai'f the advertising
revenues for periodcial were $1 million for 1976, $2 million
for 1977 and increased by $1 million every‘ year, then the
values on the scale would be 100 for 1976, 200 for 1977, 300
for 1978,étc.‘. The scale values for another periodical X

would be the same as for periodical Y if the advertising

revenues were only $1,000 in ']_.976, $2,000 in 1977, etc..

The graphic comparison of the <changes in advertising
revenues for the four Canadian periodicals is presented in
Exhibit 5.13.A. A similar ‘graph for the two American
periodicals is preéeqted in Exhibit 5.13.B. (Note: The

actual figures, expressed in 1981 dollars, are presented in”’

Appendix I.) _

As we have already shown .-on an individual basis,
the four Canadian- periodicals. all Vexperienced substantial
increases in advertising revenues immediately after 1976.
Excluding ' Saturday Night, .which experienced its first
decline in 1980, these increases continued until 1982 when
the effects of the recession apparently began to be felt.
In these percentage terms, Canadian Geographic had by far
the largest increases of any of the periodicalé.

The Canadian periodicals have clearly improved
their performance on this financial indicator over their

performance. during the period of time prior to the

legislation. Their net gains, even with some recent
declines, are substantial. The U.S. periodicals Time and

Reader's Digest have lost revenues over the long term and

are still below their peak performance in the early 1970's.

However, if we look only at the pattern of growth after 1976

and the initial shock of the legislation, the performance of
these two periodicals is not - that different from the.

Canadian publications in this sample. In fact since 1976,
Time has outperformed, in relative terms, all but Canadian

Geographic.

e
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STANDARDISED COMPARISON OF CHANGES IN ADVERTISING
REVENUES FOR FOUR CANADIAN PERIODICALS*
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EXHIBIT 5.13.B
STANDARDISED COMPARISON OF CHANGES IN ADVERTISING
REVENUES FOR TWO AMERICAN PERIODICALS*
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These facts suggest that the C-58 legislation had the
intended _ effects during the initial period after its
introduction, but that other factors affecting the
performance of these periodicals have, since that time, 'made

the long term effects of the legislatidn unclear.

5.9 Displacement Effect of Bill C-58

Thus far, we have presented an analysis of the
impacts of Bill C-58 -on the total circulation and
advertising revenues -of six selected periodicals. - An

alternative approach to the ahalysis of the impacts of Bill

C-58 that we have used is based on a retrospective -

examination - of the one-time displacement effect thaf:_the
intervention had on the advertising 'revenues generated by .
the six s_elé(:te'd periodicals. Exhibit 5.14 presents our
findings. ’
In 1975 and 1976, the two major periodicals from
the United States (Time and Reader's Dig‘est) lost

approximately $17.5 million in advertising revenues. During
the same period, the four Canadian periodicals examined in
this study showed a mnet gain of -about $3° million in
advertising revenues.

The significant losses in advertising revenues
experienced by the two American periodicals suggests that
Bill C-58 had a very strong short-term displacement effect.
This is not "altog’ether suxv'pri_silng as the changes embodied in
the legislation were‘designed to tighten-~up the ‘loopholes
which had been left for Time and Reader's Digest in the 1966

legislation.

What is not clear.is who immediately benefited
from the displacement effect of the législation. The
periodical industr"y'as' a 'whole".rlost ‘a portion of its market
share of advertising revenues in 1976. At least part of the

lost revenues of fdreign i)eriodicals re‘sulting from - Bill
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EXHIBIT 5.14 |
' General Periodicals

Gained Revenue

1975 | ) lllllllllllll‘ll’l‘lll
Time {[|{{ 3,017,336

JRLLKRANARSIRRARRYR

R-Do 1’761,749

37,982 MacLeans
*.s] 976,103 Chatelaine

14,199 Cdn. Ceo.

1976

lllllllllllllllllllllllllllllllllll

- e 11,664, 233
' - R.D. 1,078,160

-

Chatelaine 1,085,510|

: o..oo..-o...o.... 2,349,719 hhcl.-leans

1981 real dollars.

5,883 Cdn. Geo.
Q ' .°1 465,963 Sat. Night !
1977 : I
33,619 Time
1,046,695 R.D.
‘ o Eecott] 2,475,857 Macleans
Chatelaine 8,824 ]
47,199 Gdn. Ceo.
:..: 691,490 Sat. Night.
o —— o e — — — o e ——— ‘.
1978 ‘
1,660,103 R.D.
N ] 2,428,971 MacLeans
ettt tt] 2,283,132 Chatelaine
32,513 Gdn. Geo.
Sat. Night 3,356 '
Source: CARD Scale: g = $1 Million
Note: Advertising dollars are in Key: mmmm] ="Amer“ican Publications

DN

Canadian Publications
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C-58 may have been redistributed to other Canadian media
such as radio and telev1smn. While this may not have been
an intended impact of the 1eg151at10n, it can still be seen
in a very positive light. -
' By the end of 1978, the net loss in

advertising revenues for Time and Reader's Digest stood at

about $9 million after a strong post intervention recovery
by both publications. At the same time, just these four
Canadian periodicals, led primarily by ~ Maclean's and

Chatelaine, had experienced a net increase of over  $4.5

million in advertising revenues.

Since 1979, Macleaﬁ's, Chatelaine and Time have

steadily increased their 'adve'rtising revenues. Both of the
- Canadian periodicals have clearly benefited from the

legislation, not only in the short term (i.e., immediate

"d'isplacement "effect), but also in the longer term. The

longer term benefits stem from the enhanced market posltlon,

as shown by changes in advertls1ng revenues, whlch Maclean's

and Chatelaine have sustained and improved upon since 1976.

This suggests that the legislation may have aided in the

process of maturation of the Canadian periodical industry.
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6.0 SUMMARY AND C_OANCLUSIO‘NS

The _objec'tivAe. of this study  has  been to
quantitatively assess the effects of ‘Bill C-58 on the
Canadian periodical publishing industry. In'general, the-
evidence about the benefits of the -1976 legislation to the
periodical industry is mixed and the overall findings are
not conclusive. T-he.re is much t.o> indicate that the C-58
legislation was associated with a five year period of

tremendous growth in the periodical industry. However, it

is difficult to determine the extent to which this growth

can be attributed to the legislation, in cofnparison with’
other factors such as growth in the economy, consumer trends
and sociodemographic change. Although we do conclude that -

C-58 was an important factor in the period of industry

:growth in the 1970's, Athe evidence about any positive

impacts at- pres‘ent or throughouvt the 1980's is much weaker.

"The original 1966 legislation does not appéar to
have had any significant effects on.the .periodical in_austry.
The available data were not detailed and our analysis was
limited, but the patterns méke it apparentv thaf the 1966
legislation was of little benefit. - The exclusion of Time

and Reader's Digest, as printed—in-banada publications, was

a contributing factor. Probably more important was the fact
that the time was not yet ripe for a take-off in the
periodical industries of either Canada or the U.S.. _‘

— Canadian periodical publishers have often cited
the growth in the number of périodicals as evidence of the

positive effects of Bill C-58. The results of our analysis

of the data support these claims. There were modest

increases in the number of periodicals after 1970, but the
growth takes off rapidly after 1976. Between 1976 and 1980



there was an average net increase of over 50 new periodicals:
.per vyear. _Proportionaltely., the rate of growth (i.e., 5.5
per cent per yeé.'r') was more than twice the rate for the same
period in the 1U.S.. Furthefmore, this pattern was
'covnsistent for all fnajor types of periodicals. Between 1981.
and 1985 the growth rate declined somewhat but was still
high. ' ' '

Total advertising revenues for periodicals started
to increase significantly after 1974 and increased by over
50 per cent between 1976 and 1980. The percehtage increases
were almost this high from 1971 to 1975, but the dollar
increases were much higher after 1976. Business and farm
periodicals shovired' larger increases, in relative ferms, than
did general consumer periodicals after 1976. | o

The advertising revenue increases for periodicals
"between 1976 and 1980 were substantially larger than the
correSpending increases for other media such as broadcasting
and newspapers. In general, the five year period after the
implementation of Bill C-58 was a successful time for all
media, with ardvertising revenues growing at alrﬁost twice the
rate of the economy as a whole. vHow'ever', periodicals began
to take a much larger share of the adveftising market (i.e.,
from 6.4 per cent in 1975 to 8.4 per cent in 1980) and
revenues incréased at a proportionately faster rate. In
fact, periodical adveftising revenues increased at almost
five times the rate of growth of the economy as a whole from
1976 to 1980.

Although C-58 was not designed to increase
readership, circulation patterns were examined because of
the direct relationship between circuletion and other key
variables such as advertising revenues. There were large
circulation increases ~ for general interest periodic'als
throughout the 1970's. However, the g'reatest average annual

increases took place from 1971 to 1975, when circ'ull_ya'_tion for
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these periodicals increased by almost 50 million annually.
Although» still substantial, these annual increases‘ declined
to 19 million between 1976 and 1980. |

Circulation increases ‘f>or general interest -
periodicals in the 1970's were many fimes the. >rat_e of
population growth for the same period. However, ' some
important sociodemographic factors that are related to
reédership, such as higher levels of educati.onal attainment.
and increased leisure time, were not examined in  our

analysis. These factors helped to contribute to the higher

‘demand for periodicals in the 1970's, resulting in higher

circulation and‘the flood of new periodicals coming onto the
market in the latter part of the 1970's. As was ‘the case
with the economic factors, the sociodemographic aﬁd market
factors were crucial to the gfowth of the periodical
industry in the 1970's. Although we can not atrtril.aute a

specific portion of the industry growth to C-58, ‘we believe

‘that the evidence shows it to have been important, either

directly or as a catalyst, to this period of growth.
The period of rapid growth, on virtually all
dimensions, of the periodical industry between 1976 and 1980

did not continue ‘into the 1980's. The number of periodicals

»continue‘d to grow significantly, but advertising revenues

stabilised with the recession of the early .1980's and the
net growth for the period between 1981 and 1984 ‘was very
modest. The patterns of declines and increases in the
1980's were closely associated with broad :economic
indicators such as GNP, personal disposélble income and net
corporate profits. ‘

The effects of C-58 on the circulation of the
major national perodicals studied were almost immediate.
These effects also followed the pattefns of change in the
industry as a whole in that there were large and rapid
increases in circulation and advertising "revenué:s:— " which

continued until 1980 when the growth stabilised.
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"The U.S. perodicals Time and Reader's Digest had

major losses in both advertising revenues'and'circulation
following implementation Aof. ~the legislation. : The
advertising revenues of Time fell to less than one third of
the 1974 total in 1977. What is significant, however, is
that both of these U.S. publications started to recover
their advertising revenues almost immediately. By 1980,

Reader's Digest had advertising revenues and circulétion_

tvotals exceeding its pre-1976 averages. - Although the
Circulation of Time did not surpass two thirds of the
prve-1976'_avverage, advertising revenues were double the 1976
low by 1980 and had-trébled it by 1985, almost achieving the
pre-1976 average desbite the continued influence of the C-58 -
legisla‘tion; |

:Of the national Canadian periodicals, Maclean's
was - a - major béneficiary of the legislation. C-58 was
instrumental in allowing Maclean's . to fulfill the goal of
its publishers in becoming a weekly magazine in 1978.
Maclean's more than doubled its annual circulation in 1976
and increased it fourfold by 1979. Advertising revenues
increased at a.more modest rate, but the growth was still
substantial by industry standards, rising from $9 miliion in
1975 to $19 million byv 1980. Chatelaine, Saturday Night and

Canadian Geographic made increases in circulation and

advertising revenues between 1976 and 1980 that equalled
(i.e., in proportional terms) the increases of Maclean's.
Given that the rates of these increases were so much high'er
than those of other economic, social or industry variables
during this period, we can only conclude that C-58 had a
major and positive impact from 1976 to 1980. _ |
After 1980, it becomes much more difficult to find
evidence of poéitive effects from C-58. The advertising
revenues of ‘Macl.ean's continued to increase throughout the

1980'3, although circulation stabilised. For the - other
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three Canadian periodicals studied, circulation increased
while advertising revenues showed no net increases after
1980. ‘
In'summary, we believe that our analysis has shown
that C-58 had a positive effect on the Canadian periodical
publishing industry. The benefits have been demonstrated

both . for the industry as a whole and for a selection of

major national publications. Although this analysis was

limited by methodological problems related to the lack of
available data, and although there were many factors outside
the scope of our analysis, the evidence resulting frofn the
different analyses indicates that, at a minimum, there was a
short-term displacement effect that was wéll timed to help
the Canadian industry take-off for a period of unparalled
growth. What we cannot isolate from other factors such as
economic growth and changing consumer trends, is the extent
of this growth that can be directly attributed to C-58..

Despite the conclusions about the positive effects
of C-58 in the 1970's, we have been unable to establish‘with
confidence that the benefits continued to be felt into the
1980's. A str;)ng association between~. the viability of the
industry and broader economic factors meant a period of slow
growth in the early 1980's and uncertain growth until 1986.
Furthermore; with the exception of the growth in the total
number of periodicals, growth did not outpace general
economic performance or the growth of the major American
periodicals sold in Canada. The advertising patferns of
Canadian governments may have inadvertedly contributed to
this apparent weakening of the effects of C-58.

The adverse effects can be expressed in terms of
actual spending in foreign publications é.nd in’ferms of
influence over private advertisers that may nbt feel obliged

to comply with C-58.




Ap»pe,ndix
Appendix
Appendix

Appendix

A.l
A.2
A.3

A.4

APPENDIX A
Number of Géneral Periodicals by Year
Number of Business Periodicals by Year
Number of Farm Periodicals by Year

Average Annual Growth in Number of Perlodicals
by Periodical Type




WHWRE G2

Mo

AP OHDO MM N

540

510

480

450

420

390

360

330

1958
1956

-Source:

t

N

APPENDIX ’

f
NUMBER OF GENERAL PERIO

S BY YEAR

1962
1960

CARD

1964

1966

1968

1970 - 1974
1972

YEAR

1976

1978

- 1980

1982

1984

1986




WEw R

oo -

MEHPOHOOHWMY -

.487.5

APPENDIX A.2
NUMBER OF BUSINESS PERIODICALS BY YEAR

747.

715.

682.5

650.0

617.5

585.0

552.5

520.0F

1958
1956 1960

.Source: CARD

1962

1964

1966
1968

1970 1974
1972

YEAR

1976

1978
1980

1982 1986
1984




= O NN =]

96

90

84
78
72
66
'69

54

: 1958
1956

Source:

APPENDIX A.3
NUMBER OF FARM PERIODICALS

8-

1962
1960

CARD

1964

1966

1968

1970

1974
1972

YEAR

1976

1978

1980

1982

1986
1984



EXHIBIT A.4
Average Annual Growth in Number of Periodicals
~ by Periodical Type

General Periodicals’

Business Periodicals

Farm Periodicals. .

Average Average Average Average Average Average

Annual Annual "Annual Annual Annual "Annual

Percentage Absolute Percentage Absolute Percentage Absolute
Time Period Increase Increase Increéase Increase  Increase Increase
1966_1970 +1-0 + 302 _3-_1 _2208 _101 -018
1971~1975 -+0.8 + 2.6 +0.8 + 4.4 +2.2 +1.2
1976-1980  +6.2 +21.4 +5.1 +26.0 45,7 +3.4
1981~-1986 +4.1 +18.6 +3.6 +19.6 +3.4 +2.6




APPENDIX B

Analysis of Rates of Change Before and After
1976 for Key Industry Variables




The slopes presented in this appendix represent_

the average amounts of change in a given variable which has

occured .over the course- of a given period of time. The
objective is to compare the rates of growth in the periods
before and after the legislation was introduced. These

slopes represent the regression coefficients or B's.

For each of the four key industry level variables
presented (i.e., number of periodicals, total circulation,
advertising revenues and advertising market share), we have
analysed comparative rates of growth for all periodicals as
well as for general, business and farm periodicals. The

period of time covered by the analysis is from 1956 to 1985.:

Statlstlcally significant -differences (computed at a .05
level of significance) 4dre indicated in exhibits by the
asterisks. : Différences in the rates of change before and
after the legislation, suggest that the legislation may have
an effect.

, For example, in Appendix B.1l, the overall slope
(i.e., average rate of growth) shown for all periodicals
between 1956 and 1985 is 12.02. However, prior to 1976 this
average rate of growth is actually negative (-1.58) while
after 1976 it 'is positive and very high (+50.19). This
difference 1is statistically significant and clearly shows
the magnitude of differences between the two time periods.




_ EXHIBIT B.1
Number of Periodicals

Total Nuﬁber of Periodicals-

overall slope
pre 1976
post 1976

General Magazines

overall slope
pre 1976
- post 1976

Business Magazines

~overall slope
pre 1976
post 1976

Farm qulications

overall slope
pre 1976
" post 1976

¥ p<g .05

12.02

" -1.58

50.19

8.34
<917
22.40

7.82
-2.93
23.55

1.49
«37
4.20
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overall slope
pre 1976
post 1976

EXHIBIT B.2 A
Total Circulation

B

15,113,823.75
13,477,901.06
12,979,229.16

EXHIBIT B.3
Adverti'sing Revenues

Total Advertising Revenues

overall slope

pre 1976
post 1976

General Magazines

overall slope

pre 1976

post 1976

Business Magazines

overall slope

pre 1976
post 1976

Farm Publications

overall slope

pre 1976
post 1976

*

P

<

.05

B

7,694.27
1,419.00 *
14,770.27

5,489.05
©1,615.55 *
"10,976.71

2,281.22
217.87
3,186.54

-. 75.99
- 414.42 *
607.01



For All Mapazines

overall slope
pre 1976
post 1976

General Magazines

overall slope
pre 1976
post 1976

Business Magazines

overall slope
pre 1976
post 1976

Farm Publications

overall slope
pre 1976
post 1976

* p£.05

- EXHIBIT B.4
Per Cent Advertising Market Share
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APPENDIX C
Appendix C.1 ”Summary of Regression Models -- Industry Level

Appen'dix C.2 Comparison of Advertising Revenues Before and
After 1976 :




Summary of Regression Models —-- Indu_strj Level

Description of Variables

Dependent Variables

TOTREVCP

GADREVCP

FADREVCP

BADREVCP

Total Advertising Revenues for all periodicals
in 1981 dollars -
Total advertising revenues for general
perlodlcals in 1981 dollars

Total advertising revenues for farm periodicals
in 1981 dollars

Total advertising revenues for business
periodicals in 1981 dollars

Independent Variables

TOTREVP
GADREVP
. FADREVP
BADREVP
PREPOST
NOGMCARD
TOTCRDM
NOFMCARD
NOBMCARD
GNPCP1

PDICPI

NCPCP1I

Percent market share of advertising for all
periodicals ,
Percent market share of advertising for general
periodicals S

Percent Market share of advertising for farm
periodicals , : o
Percent market share of advertising for business
periodicals

Whether before or after C~58 leglslatlon
Number of general periodicals

Total number of periodicals

Total number of farm periodicals

Total number of business periodicals

Gross National Product standardised to 1981
dollars :

Personal dlsposable Income standardlsed to 1981

dollars
Net Corporate Profits standardised to 1981
dollars A



EXHIBIT C.1
Summary of Industry Level Regression Models
Predicting Advertising Revenues

All Periodicals¥

Dependent : ‘ :
Variables , B SE Beta
PDICPI | 1.89 .157 .955
MULTIPLE R .955 |

R SQUARE .913

ADJUSTED R SQUARE .906

STANDARD ERROR 24284.70

* Although personal disposéble.income was computed as the

only significant item in the model, in fact, the
correlation between personal disposable income and the
total number of periodicals (TOICRDM) was so high as to

"make the two variables virtually interchangeable.

Therefore, it does not really seem practical to
attribute greater predictive power to either the
economic or industry variables. o

General Periodicals

Dependent : .

Variables , : B SE Beta
NOGMCARD , 972.04 85.86 1.403
GADREVP ) . =36011.08 8904.24 -0.501
MULTIPLE R . .980

R SQUARE .961

ADJUSTED R SQUARE .954

STANDARD ERROR 11820.27

Farm Periodicals

Dependent :

Variables ' B SE Beta .
NOFMCARD : ‘ - 152.99 25.81 .846
MULTIPLE R © .846

R SQUARE 715

ADJUSTED R SQUARE .695
STANDARD ERROR 1444.93




EXHIBIT C.1

CONTINUED
Business Periodicals¥
Dependant
Variables B SE Beta
PDICPI 571 - .064 .922
MULTIPLE R ‘ .922
R SQUARE .851
ADJUSTED R SQUARE .840
STANDARD ERROR 9913.18

¥ As with the model for all periodicals the high
correlation between the variables of personal disposable
income and number of periodicals makes them virtually
interchangeable. Differentiating between the effects of
economic and industry factors is again difficult.

APPENDIX C.2 -
Comparison of Advertising Revenues Before and

After 1976
Before 1976 After 1976 F Significance
x x
All Periodicals $162, 649 $313,956 142.4 p -001
General Periodicals $ 66,465 $170,032 115.5 p .001
Business Periodicals $ 79,273 . $126,465 140.9 p .001
Farm Periodicals - $ 16,912 $ 17,458 0.3 p .598
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APPENDIX D

‘D.1 Advertising Revenue by Year for Genera
Magazines —-- 1981 Dollars ‘

D.2 Advertising Revenue by Year for Business
Magazines —-- 1981 Dollars '

D.3 Advertising Revenue by Year for Farm Magazines
-~ 1981 Dollars

D.4 Average Annual Growth in Advertising Revenues
in Constant 1981 Dollars by Periodical Type
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APPENDIX D.1
~ ADVERTISING REVENUE BY YEAR FOR GENERAL
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APPENDIX D.2

ADVERTISING REVENUE BY YEAR FOR BUSINESS MAGAZINES —- 1981 DOLLARS
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APPENDIX D.4

Business Periodicals

al Growth in Number of Periodicals
by Periodical Type :

Farm Periodicals

General Periodicals

Average Average Average

Annual Average Annual Average . Annual Average

Percentage  Annual Percentage Annual Percentage Annual
Time Period Increase Increase Increase Increase Increase Increase
1966-1970  +1.0 + 3.2 -3.1 -22.8 -1.1 0.8
1976~1980 +6.2 +21.4 +5.1 +26.0 +5.7 +3.4
1981-1986  +4.1 +18.6 +3.6 +19.6 +3.4 +2.6
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APPENDIX E

E.1 Per Cent A“dvertising Market Share for General
Magazines by Year '

E.2 Per Cent Advertising Market Share for Business
Magazines by Year

E.3 Per Cent Advertising Market Share for Farm
Magazines by Year -

E.4 Average Annual Growth in Market Share of
Advertising Revenues by Periodical Type
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, PER CENT ADVERTISING MABRKET SHARE FOR BUSINESS MAGAZINES BY YEAR
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APPENDIX E.4
Average Annual Growth in Market Share of
Advertising Revenues by Periodical Type

Ge'nera.i Periodicals

~Business Periodicals

Farm Periodicals

- 0006

Average Average Average
, Ammual Annual . . Annual
Average . Increase  Average ‘Increase Average Increase
Annual in Total Annual 1.n Total Annual in Total
: Percentage Market Percentage Market Percentage Market
Time Period Increase = Share Increase Share Increase Share
1961-1965 - 6.3 - 0.24 - 2.0 - 0.14 -10.0 - 0.12
-1966-1970 - 0.8 - 0.02 ~ 5.5 - 0.22 0 0
1976-1980  + 3.8 +0.14 +3.4 + 0.10 0 o
1981~-1986 - 1.4 - 0.06 - 1.8 0 0




APPENDIX F

Comparative Analysis of Rates of Chamge in Circulation and
Advertising Revenues in the Periods Before and After the
Introduction of Bill C-58 in 1976




The slopes presented in this appendix represent
the average amounts of change in a given variable which have

occurred over the course of a given period of time. ' The
objective is to compare the rates of growth in the periods
before and after the legislation was introduced. These

slopes represent the regression coefficients or B's.

For five of the individual periodicals we have
analysed comparative rates of growth before and after the
legislation for both circulation and advertlslng revenues.
The period of time covered by the analysis. is from 1970 to
1985. Canadian Geographic has not been included because
gaps in the data prohibited this type of .analysis.
Statistically significant differences (computed at a .05
level of significance) are indicated in exhibits by the
asterisks. Differences in the rates of change before and
after the legislation, suggest that the legislation may have
an effect. : : S

_ For example, in Appendix F.4, the Voverall slope
. (i.é., average rate of growth) shown for subscription
circulation for Chatelaine periodicals between 1970 and 1985

is 12,620. However, prlor to 1976 this average rate of
growth is modest at 6,717, while after 1976 it is very high
at 23,456. This difference is statistically significant and

clearly shows the magnltude of differences between the two
time periods. :

Note: The pre and post 1976 slope coefficients will not sum
to the coefficient for the overall slope. This is
because the calculation of the slope also involves
the determination: of a point of intercept with the
horizontal (i.e., year) axis. The calculation for
" the actual value of the overall change therefore
requires adding (or substracting) the value of the
intercept to the product of the number of years
multiplied by the coefficient. ‘



APPENDIX F.1
Time Magazine

Subscription Circulation

ovérall slope
pre 1976
post 1976

Single Copy Sales

overall slope
pre 1976
post 1976

"13,391
1,348 *
- 8,098

606
3,158 *
438

Advertising Revenue (in $1,000's) "

overall slope
pre 1976
post 1976

-1,708.9 *
1,064.8




" APPENDIX F.2
Reader's Digest

SubscriptionvCirculation. S : ‘ - B
overall slope ' 11,914
pre 1976 i . . 4,260

post 1976 ' . . 21,295

Single Copy Sales

overall slope - 2,172
pre 1976 : - 4,004
post 1976 - 5,420

Advertising Revenue (in $1,000's)

overall slope | . . - 144.3
pre 1976 ‘ - 355.4

post 1976 - 82.2

* p=.05



APPENDIX F.3
. Maclean's

Subscription Circulationlﬁ(per issue)

overall slope
pre 1976
post 1976

Single Copy Sales (per issue)

overall slope
pre 1976
post 1976

Advertising Revenue (in $1,000's)

overall slope

pre 1976
post 1976
1

6,553

867 * .

3,893

2,984
1,166 *
3’667

1,134.9
591.0 *
1,033.6

These circulation figures reflect the changes

in per issue circulation only. They do not
"reflect the important changes to overall (i.e.,

annual) circulation.

¥ p £ .05




" APPENDIX F.4

. Chatelaine

Subscription Circulation:

overall slope
pre 1976
post 1976

Single Copy Sales

overall slope
pre 1976
post 1976

Advertising Revenue (in $1,000's)

“overall slope
pre 1976
"post 1976

* p £ .05

12,620
6,717

123,456

1,830
325
2,162

- 609.8
33.4



APPENDIX F.5
‘Saturday Night

Subséription Circulation

overall slope
pre 1976
post 1976

Single Copy Sales

overall slope
pre 1976
post 1976

Advertising Revenue (in $1,000's)

overall slope
pre 1976
post 1976

* p < .05

2,514
4,539

12,674

15
178
2,640

113.8
55.4

76.4




APPENDIX G

Periodical Level Regression Analyses




Summary of Regression Models ~- Periodical Level of Analysis

Description of Variables

Dependent Variables

CDOLLARS -~- Total annual advertising revenue 1nf1at1on
adjusted to 1981 dollars

Independent Variables

ANNPRICZ -- Annual subscr1pt10n price (inflation adjusted)

SINPRIC2 -- Single copy price (inflation adjusted)

BWPAGEl -- Price of black and white full page ad (1nf1at10n
adjusted)

COLPAGEl -- Price of four colour page ad (inflation.
adjusted) :

TOTCIRC -- Total circulation

PREPOST -- Dummy variable (0 for pre 1976 1 for post 1976)

for legislative intervention in '1976)

Note:

. The regression models presented were computed
using a combination of forced entry and stepwise techniques.
We initially forced our dummy viriable which differentiates
between the pre and post legislative perlod (PREPOST), with
the remaining variables being entered in a stepwise fashion.
The rationale for using forced entry is twofold. Firstly,
the main focus of the study is to assess the impact of the
legislation; therefore, we are specifically interested in
determining the predictive power of the legislation. This
is facilitated by forcing the variable into the regression
in cases when it would not have been entered by the stepwise
model. Secondly, due to the high levels of correlation
between the independent variables, it is quite likely that
significant variables entered into the model may overshadow
equally significant variables which are excluded from the
model. This problem arose when we initially specified the
individual level regression model without employing forced
entry. Our dummy variable PREPOST, was often omitted even
though it is capable of explaining a large proportion. of the
variation. :

Macro-economic variables have not been included in
this analysis.



APPENDIX G.1
: Time _ .
Regression Model Predicting Advertising Revenue

Independent ‘ : ,

Variables i B SE : Beta
PREPOST -11494291.08 1559965.93  -1.14
TOTCIRC -19.82 8.36 -.37
MULTIPLE R .872

R SQUARE .760

ADJUSTED R SQUARE .744 =

STANDARD ERROR 2505095.11




- APPENDIX G.2
: : Maclean's . '
Regression Model Predicting Advertising Revenue

Independent '
Variables ‘ B SE Beta
PREPOST 3078949.17 1318936.29 .28
TOTCIRC : . -77.18 : 13.08 =70
MULTIPLE R .946

R SQUARE .894

ADJUSTED R SQUARE .887

STANDARD ERROR 1841832.75




APPENDIX G.3
Canadian Geographic

Regression Model Predicting Advertising Revenue

Independent , .
Variable B SE Beta
PREPOST 137046.57 49384.55 , .586
MULTIPLE R .582

R SQUARE .339

ADJUSTED R SQUARE .295

STANDARD ERROR 97162.99




APPENDIX G.4
. Chatelaine
Regression Model Predicting Advertising Revenue

Independent .
Variable B SE Beta
COLPAGE1 ' ' - =15967.17 2579.71 =TT
MULTIPLE R 772

R SQUARE » .596

ADJUSTED R SQUARE .580
STANDARD ERROR 2135557.16



- APPENDIX G.5
Saturday Night
Regression Model Predicting Advertising Revenue

Independent , :
Variables B SE Beta
PREPOST ' 571244.17 115075.36 537
- SINPRIC2 617244.95 135926.67 .491
MULTIPLE R .966

R SQUARE .932

ADJUSTED R SQUARE .923
~ STANDARD ERROR 145612.93




APPENDIX H

Results of Analysis of Variance of AdverAtising Revenues
Before and After the Introduction of Bill C-58




Chatelaine

Saturday Night

‘Canadian

Geographic

Maclean's

Reader's Digest

Time

o APPENDIX H
Results of Analysis of Variance of Advertising Revenues
Before and After the Introduction of Bill C-58

Pre 1976

Post 1976

Pre 1976
Post 1976

Pre 1976
Post 1976

Pre 1976
Post 1976

Pre 1976

Post 1976

Pre¥1976
Post 1976

X F  Significance
13,559,074 22.602 .000
17,951,413 ~ -

702,310 99.520 -  .000
1,639,818 -
34,430 11.30 .003-
211,499 |
8,635,536. 99.30 .000
18,408,830 |
12,422,743  1.36 .252
11,888,719 ‘
19,695,090 74.76 .000

11,197,860



APPENDIX 1

Yearly Advertlslng Revenues for Selected Periodicals:

1970 through 1985
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) _
- . APPENDIX I
Yearly Advertising Revenues for Selected Periodicals: 1970 through 1985
"II’ ‘ CANADIAN  (HATELAINE . READER'S SATURDAY
YEAR  GEOGRAPHIC  (ENGLISH)  MACLEAN'S DIGEST NIGIT TIME
1970 - $13,081,781 $ 7,863,620 $11,342,246 832,215 $20,930,122
1971 - 12,714,524 6,766,057 12,547,161 664,630 19,034,777
1972 - 13,999,943 9,372,229 14,639,414 712,946 19,912,054
1973 - 14,586,910 9,170,263 12,901,099 631,468 20,323,317
1974 . $ 27,335 12,997,593 9,301,534 12,434,294 337,339 20,493,801
1975 41,525 13,973,696 9,339,516 10,672,545 670,296 17,475,465
1976 47,407 12,888,186 - 11,689,234 9,594,385 1,136,258 5,822,232
1977 . 94,607 12,879,362 14,165,091 10,641,080 1,827,748 5,855,851
1978 127,119 15,162,494 16,594,062 12,301,183 1,824,392 9,316,265
1979 154,673 17,962,201 17,828,118 13,174,535 1,938,791 10,860,968
1980 220,478 18,794,266 18,942,168 13,348,035 1,431,682 11,131,933
1981 . 344,035 20,880,234 20,447,422 12,858,514 1,680,038 12,417,394
1982 371,459 21,086,174 21,171,695 12,267,719 N/A -13,347,959
1983 - 238,190 21,320,196 19,979,560 12,228,716 . N/A 13,131,062
1984 /339,901 21,056,415 23,663,794 12,999,111 - N/A 16,040,891
19852 224,045 19,454,848 21,718,879 10,432,929 N/A - 15,321,622

Novenber.

Source:

MAGAZINES CANADA

1 an figures expressed in 1981 dollars.

2 1985 Advertising Revenues only cover an 11 month period, kJ'anuary through



ArrnuLuA Ly ' »
Comparative Growth in Periodical Adverhsmg Revenues
and Key Economic Indicators
(Flgures presented aze actual doliars not adjusted for inflation)
{In Millitns)

[

ADVERTISING NET COURPORATE PERSCNAL GROSS NAITCIWUL
YEAR REVENUES PROF'ITS - DISPCSABLE INC. PRODUCT
1985 460 - 323401 :
1984 - 438 60459 299903 - 420870
1983 3838 43336 275806 389844
11982 . 372 34087 ~ 262785 - 358302
1931 © 361 51258 ‘ 237682 339797
1980 312 ' 51723 203653 ' 297556
1979 240 - 46201 - _ 179852 264279
1978 198 33556 : 159466 232211
1977 160 25777 141374 210189
1976 148 24385 128239 _ 191857
1975 135 23290 113321 165343
1974 100 23890 B 96404 . -147528
1973 .79 -16980 - 81747 123560
1972 71 11553 69856 105234 : Tt
1971 61 11160 A 61147 94450 -
1970 68 9651 55616 ; 85685 -

1969 63 ’ 10132 52305 : 79815




