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Executive Summary  

Program description  

The evaluation focused on Creative Export Canada (CEC) and International Trade Operation (ITO) 

activities which are components of the Creative Export Fund (CEF) and are part of the overall Creative 

Export Strategy. The goal of the CEC is to fund a limited number of projects undertaken by for-profit and 

non-profit organizations in the creative sector that have the potential to generate significant export 

revenues. ITO activities are geared to facilitate business deals and generate export revenues by the 

Canadian creative sector through undertaking trade missions (TMs), amplification events, export 

seminars, and partnerships with other government counterparts. 

Evaluation approach and methodology  

The evaluation used a mixed-methods approach including a document and administrative data review, 

literature review, interviews, and case studies. 31 interviews were conducted with PCH officials and CEC 

funded and unfunded applicants. The 2 TMs selected for case studies were the in-person Latin America 

TM (2019) and the virtual Germany TM (2021). As part of the case studies, interviews were conducted 

with 3 trade commissioners (TC) from Global Affairs Canada (GAC) and 10 TM participants. 

Findings  

Relevance  

There is an ongoing need for the CEF. The evaluation finds that the CEF is relevant because exports are 

critical to the continued growth of the creative sector. Government support is needed to assist the 

sector in increasing its export activities due to difficulties in accessing international marketplaces and 

the lack of resources to develop and implement export marketing strategies. While the COVID-19 

pandemic had a significant negative impact on the creative sector, the CEF has responded by adapting 

its delivery to changing needs, including those related to the pandemic. 

The CEF aligns with federal and departmental priorities, particularly regarding the promotion of 

international trade (IT) and promotion of the creative sector. While the CEF considers federal 

government commitments related to equity communities, the evaluation finds that there are 

opportunities to improve data related to equity communities to better support decision-making and 

reporting. 

Although there are a variety of other federal, provincial, and territorial programs that address similar 

needs, efforts have been made to avoid duplication and ensure that CEC and ITO activities each meet 

distinct needs. 
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Effectiveness  

The CEF had made progress in achieving its intended short-term outcomes to increase export activities. 

CEC provided funding of $22.2 million to 48 for-profit and non-profit organizations to undertake export 

projects. ITO increased international promotion of the sector through a variety of activities and 

engagement activities including 4 TMs, 3 exploratory TMs, 36 amplification events, 9 export seminars 

and the establishment of 1 formal partnership. 

The CEF has made considerable progress in achieving its intended medium-term outcomes related to 

increasing export revenues but there exist opportunities for improvement. The export revenues 

generated to date by CEC funded applicants are $83.2 million, which is higher than targeted. However, 

most of this amount is due to only 3 projects and the export revenues are less than the project costs for 

two thirds of CEC funded projects, which suggest opportunities to better align the funding decision 

process with CES objectives and priorities to further increase export revenues. The 4 ITO TMs 

contributed to 88 potential business deals/commercial agreements. There were 54 commercial 

agreements signed or in advanced negotiations from a sample of 7 amplification events. CEC met its 

target for overall funding ratio with a ratio of $1: $1.6.  

Canada ranked in 5th position for the Growth from Knowledge (GFK) Nation Branding Exports Index in 

2021 which is the same ranking achieved in 2018. For the GFK Nation Branding Cultural Index, Canada 

was ranked in 10th position in 2021 which is higher than the 12th position ranking in 2018.   

Performance Measurement  

The evaluation finds that the performance measurement information is useful for decision-making to 

some extent. There is a performance strategy in place and results data are being collected. A number of 

gaps were identified, notably:  

• short timelines for data collection do not allow the achievement of all immediate and medium-

term outcomes, especially since export revenues take longer to achieve;  

• performance data is not consistently collected, compiled, and reported including data related to 

equity communities; and 

• definitions as well as limitations in the performance measures are not always clear to 

stakeholders. 

Efficiency 

While there is evidence of good management practices in the delivery of CEC and ITO activities, the 

evaluation notes some challenges. There is an opportunity to improve program delivery by reducing the 

time required to make CEC funding decisions, as the PCH service standard of 26 weeks was achieved 

only 34% of the time and by providing more clarity on funding priorities and eligibility criteria. 
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Recommendations  

Recommendation 1: The evaluation recommends that the Senior Assistant Deputy Minister, Cultural 

Affairs review and update the CEF logic model and performance measurement indicators, to support 

consistent data collection and reporting, as well as to better capture intermediate and long-term 

economic impacts and to improve data on equity communities. 

Recommendation 2: The evaluation recommends that the Senior Assistant Deputy Minister, Cultural 

Affairs, should implement measures to streamline and enhance the CEC funding decision process. 
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1. Introduction 

This report presents the findings of the evaluation of PCH’s Creative Export Strategy (CES). The 

evaluation was carried out as indicated in the Department of Canadian Heritage (PCH) Evaluation Plan, 

2018-19 to 2022-23, and conducted in accordance with the Treasury Board Policy on Results (2016), the 

Directive on Results (2016) and the Financial Administration Act.  

The evaluation of the CES covers the three-year period from April 1, 2018, to March 31, 2021. It 

addresses issues relating to relevance, efficiency, and effectiveness. It focuses on the Creative Export 

Fund (CEF), which is the third pillar of the CES.1 

2. Creative Export Strategy profile 

Canada committed $35 million over 2 years in its 2016 budget to support Canadian artists and the 

creative sector in the expansion of their markets internationally. From 2016-17 to 2017-18, PCH, GAC 

and Telefilm Canada2 used this funding to support activities that promoted Canadian artists and the 

creative sector abroad and helped Canadian missions promote Canadian culture and creativity on the 

world stage. Part of the funding was used to develop, launch and implement the CES.  

The CES was launched in June 2018 with an investment of $125 million over 5 years (2018-19 to 2022-

23). The aim of the CES is to provide businesses and entrepreneurs in the creative sector3 with the 

resources needed to expand in foreign markets and maximize their export potential. As shown in Table 

1, the CES has 3 pillars of activities. The CEF forms the third pillar of the CES and is supported by $70 

million in funding over a period of 5 years.  

  

 
1 This evaluation does not include the Frankfurt Book Fair initiative, part of CEF. 
2 Telefilm Canada is a portfolio organization of Canadian Heritage 
3 A table presenting the creative sectors and sub-sectors classification is available at Annex C. 

https://www.laws-lois.justice.gc.ca/eng/acts/F-11/FullText.html
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Table 1: Creative Export Strategy activities and planned 5-year expenditures by pillar 

Pillar 
Planned 

Expenditures 
Activities 

1st 

pillar 
$25M 

Boosting export funding in existing PCH programs (Canada Arts Presentation 

Fund, Canada Book Fund, Canada Music Fund, Canada Periodical Fund) and 

Telefilm Canada to position the creative sector for exports in foreign markets. 

2nd 

pillar 
$30M 

Increasing and strengthening the presence of the Canadian creative sector 

abroad with investments made by GAC.  

3rd 

pillar- 

CEF 

$70M 

Growing creative sector by: 

• Providing funding for export-ready projects undertaken by for-profit and 

non-profit organizations through the Creative Export Canada (CEC) 

funding program.  

• Planning, coordination and delivery of Canadian creative sector TM and 

seminars (outreach activities), funding business to business (B2B) 

meetings at international creative trade events in Canada or abroad and 

developing of international partnerships, to build relationships and 

facilitate business deals. 

• Leading preparations for Canada’s Guest of Honour virtual presence at 

the Frankfurt Book Fair in 2020 and a hybrid presence in 2021 and 

creating trade opportunities for the creative sector. 

Source: CES original documentation 

2.1. Creative Export Fund expected outcomes and activities 

2.1.1. Expected outcomes 

Table 2 below describes the short, medium, and long-term outcomes of the CEF.4 More details related to 

the indicators and targets for each expected outcomes can be found in Annex A.  

  

 
4 Note that in this report CEF refers to CEC and ITO’s activities. 
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Table 2: Expected outcomes of the Creative Export Fund 

Timeframe Expected Outcomes  

Short-term 

• Increased support for the international promotion of the creative sector and 

engagement activities in a range of international venues. 

• Increased creative export activities through direct support to the Canadian 

creative sector.  

Medium-term 

• The CES leads to growth in exports of the Canadian creative sector.  

• The CES generates return on investment (ROI) in the Canadian creative sector.  

• Canadian creative sector gains international recognition.  

Long-term 
• Creative sector is successful in global markets resulting in increased economic 

Canadian prosperity.  

Source : CES original documentation  

2.1.2. Activities 

Creative Export Canada  

The CEC is a grants and contributions (Gs&Cs) program that aims to grow the creative sector through 

export. It is designed around 3 key principles: 

1. Performance: The program funds projects that have a high ROI potential. 

2. Flexibility: The program is intended to be neutral, meaning that it does not discriminate against 

any creative sector, it does not have a funding envelope allocated to any particular sector, and is 

open to all companies working in the Canadian creative sector.  

3. Complementarity: Given the many programs that support Canadian export activities, the 

program consults with existing programs to ensure that there is no duplication of funding.  

To achieve the best possible ROI, CEC is designed to fund a limited number of high-potential projects 

(approximately 20 projects per year). To be eligible for CEC funding, applicants must: be a for-profit or 

not-for-profit organization; have a maximum of $500 million in annual revenues; have a minimum of 

one full-time employee; and be Canadian-owned and controlled. 

For the period covered by this evaluation, eligible projects had to: 

• expect to generate new export revenues; 

• have a minimum total cost of $300,0005;  

• be export-ready, meaning content is ready to be marketed and that the export research or plan 

is fully developed;  

 
5 In 2021-22, the amount was reduced to $150,000 to facilitate access to funding. 
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• hold the intellectual property rights for content; and 

• have a direct impact on at least one of the following creative sectors: audio-visual and 

interactive media, sound recording, live performance, publishing (books and periodicals), as well 

as visual and applied arts (exhibit, fashion, product, public art and urban).  

CEC is delivered through a competitive funding process. Two calls for proposals were undertaken in 

2018-19 and one per fiscal year was issued in the following years. Applicants are required to complete 

an application form that includes a description of the expected outcomes, and the impact of the project 

on the Canadian creative sector. CEC uses a scoring grid to determine whether a project will be 

recommended for funding. CEC also consults with internal and external partners, including GAC, other 

PCH funding programs and Public Services and Procurement Canada (PSPC) to determine, for example, 

the feasibility of a project, potential issues, and the capacity to provide support abroad.  

A maximum of 2 years of funding is offered to support larger-scale projects/multi-year projects. 

International Trade Operations 

ITO is responsible for the following 4 activities: TMs, amplification events, export seminars, and 

partnerships with international government counterparts. These activities are funded by operations and 

maintenance (O&M) expenditures. ITO counts on partnerships and collaboration with GAC’s Trade 

Commissioner Service (TCS) to assist in the planning and/or the delivery of the international activities 

such as TMs and international amplification events.  

Trade Missions 

ITO is responsible for the planning, coordination, and delivery of multi-sectoral TMs for Canada’s 

creative sector. The TMs consist of 2 parts: the first part is a governmental program where bilateral 

meetings are organized with governmental counterparts of the country where the TM is taking place; 

and the second part is a commercial program where bilateral meetings are organized with a delegation 

of Canadian companies from the creative sector to meet potential buyers of the country where the TM 

is taking place.  

The delivery of the bilateral meetings with governmental counterparts advances the “partnerships” 

portion of ITO’s mandate, in addition to allowing for the discussion/advancement of priority files for PCH 

at the international level as well as discussing the challenges and risks the Canadian creative sector may 

face in various markets.   

As for the commercial program, once a TM is selected, a call for applications is launched approximately 

4 to 5 months prior to the mission. Potential TM participants must apply through a competitive process. 

The application is evaluated on a scoring grid based first and foremost on its export-ready status. Should 

the applicant meet this requirement, diversity and inclusion factors are also considered in the evaluation 

process (e.g., Indigenous-led or focus, diversity-equity-inclusivity, or women-led or focus). The TM costs 
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covered by ITO include fees related to all components of the business program6, where applicable. TM 

participants are responsible for their travel costs and expenses. No registration fee is required. 

Amplification Events 

Amplification events include B2B meetings and networking opportunities at sector-specific international 

or domestic events, conferences, trade shows and trade fairs with an international trade focus.7 ITO’s 

role regarding the amplification events varies from one event to another and can include:  

• providing funding to event organizers, consultants or the Trade Commissioners (TC) to cover 

costs related to the organization of B2B meetings between Canadian participants and potential 

international buyers or partners;  

• participating in the planning of the program elements, including advising on the type of 

activities to be conducted, requesting a post-event report on results, and ensuring the conduct 

of a post-participation survey; 

• participating and /or providing in-person support during B2B activities; and   

• coordinating the recruitment of Canadian participants who will benefit from the business 

program supported during the selected international events. 

Export Seminars 

ITO plans and delivers export seminars for creative sector businesses across Canada to promote the CES 

programs and activities and build export capacity and readiness by inviting and presenting other federal, 

provincial or territorial (F/P/T) government departments and non-governmental organizations activities 

and funding programs.  

Partnerships 

ITO is responsible for establishing partnerships with international government counterparts to facilitate 

and enhance bilateral trade and collaboration in the creative sector. This includes government-to-

government exchanges with counterparts in other countries and providing input on high-level bilateral 

discussions on trade in the creative sector. 

Frankfurt Book Fair Initiative  

This initiative was responsible for leading the preparation for Canada’s Guest of Honor presence at the 

Frankfurt Book Fair that took place virtually in 2020 and in person in 2021. It focused on:  

• ensuring a strong presence for Canada as Guest of Honour at the Frankfurt Book Fair; 

• creating trade opportunities for the creative sector; and  

 
6 The TM business program includes market awareness and business briefings, B2B meetings, matchmaking, networking receptions, local 
transportation, site visits, translation, and interpretation. 
7 The amplification events activities funded by ITO can include, for example: B2B meetings, pitch sessions, networking events, and market 
briefings. 
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• establishing a cultural exchange network between Canada and German-speaking countries by 

showcasing and raising awareness of Canadian expertise in several creative sub-sectors.  

2.2. Program management and governance  

The IT Branch, within PCH’s Cultural Affairs sector, is responsible for the delivery of the CEF. The IT 

Branch is dedicated to advance the interests of Canada’s creative sector internationally through CEC and 

ITO’s activities. The responsibilities of the IT Branch include: 

• overall policy coordination and cohesion of the CES; 

• market research and data analysis to ensure effective implementation of the CEF;  

• coordination of TM, amplification events, and international partnerships;  

• administration of CEC contributions program; and 

• collecting existing data and reporting on the results achieved by the CES initiatives by working 

with GAC, other PCH program areas, and Telefilm Canada.   

A PCH-GAC director general committee is established to exchange information on results, discuss 

planning documents and align funding activities. Committee meetings are held at least once a year.  

2.3. Program resources  

As outlined in Table 3, actual spending on the CEF was approximately $40.6 million including salaries, 

operating and Employment Benefit Plan (EBP) costs, O&M expenditures, and Gs&Cs expenditures from 

2018-19 to 2020-21. During this three-year period, Gs&Cs expenditures totalled $22.5 million, or 55% of 

total spending.   

Table 3: Creative Export Fund spending, 2018-19 to 2020-21 ($ actual)8 

Expenditures ($) 2018-19 2019-20 2020-21 Total 

Salaries 2,189,865 2,637,856 2,861,516 7,689,237 

Operating and Employment 

Benefit Plan (EBP) 
437,973 712,221 772,609 1,922,803 

Operating and maintenance 

(O&M) 
2,196,977 3,595,579 2,691,785 8,484,341 

Grants and contributions 

(Gs&Cs) 
7,788,750 7,170,955 7,500,000 22,459,705 

Total 12,613,565 14,116,611 13,825,910 40,556,086 

Source: PCH Financial Management Branch  

  

 
8 The expenditures in table 3 include all components of CEF including out-of-scope Frankfurt Book Fair activities. 
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3. Approach and methodology 

The evaluation was led by PCH’s Evaluation Services Directorate (ESD), with consultant support. This 

section outlines the evaluation approach and methodology including scope, timelines, calibration, 

evaluation questions, data collection methods, limitations, and mitigating strategies. 

3.1. Scope, timeline, and quality control  

As the current CES expires in March 2023 and is in the process of being renewed, the evaluation focused 

on the CEF activities during the three-year period from April 1, 2018 to March 31, 2021 as established in 

the CES original documentation, with specific attention paid to CEC, ITO, and IT policy activities related 

to the CES performance data. The evaluation does not include the CEF activities related to preparations 

for Canada’s Guest of Honour virtual presence at the Frankfurt Book Fair or the CES Pillar 1 or 2 

activities.9  

The scope and questions for this evaluation were identified through consideration of policy 

requirements and senior management needs. Scoping interviews held during the planning stage with 

program representatives identified the following information needs:   

• CEF successes and areas of improvements; 

• continued need for the CEF; 

• alignment with federal government priorities and PCH objectives; 

• efficiency and usefulness of performance data; and  

• possible program improvements.  

In addition to these areas of program interest and as outlined in its 5-year Evaluation Plan, 2021-22 to 

2025-26, PCH is also committed to examining horizontal questions related to equity-deserving groups 

(hereafter referred to equity communities), as well as those related to the impact of the COVID-19 

Pandemic on program delivery. 

ESD conducted the work in a neutral manner and with integrity in its relationships with stakeholders. 

The following quality assurance measures were undertaken during the evaluation:  

• A combination of qualitative and quantitative data collection methods was used to provide a 

deeper understanding of CEF results.  

• Multiple sources of primary and secondary data were used to ensure that findings are reliable.  

• A triangulation session was held to validate the findings across the different data collection 

methods, and by evaluation questions. The results of the triangulation guided the conclusions 

 
9 Two main factors contributed to the exclusion of the Frankfurt Book Fair from this evaluation: the fair had just ended, and the results were 
not available to the evaluation during the data collection phase; and a PCH audit review of the Book Fair was underway. As for Pillar 1 and 2, 
the original CES documentation indicated that Pillar 1 results were supposed to be evaluated during each regular program evaluation and pillar 
2 activities were supposed to be evaluated by GAC. 
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and the evaluation recommendations. 

3.2. Calibration  

Given CES renewal, this evaluation was undertaken on an accelerated process to provide useful 

information for their renewal. Therefore, calibration was considered in the following areas:  

• The data collection was collected in a short timeframe. 

• A reduced number of evaluation questions was employed, and effort was focused on the key 

needs identified by the program’s senior management. 

• As much as possible, the evaluation team leveraged existing data sources, such as program 

performance data and documents, and literature.  

• A sample of documentation was reviewed and reported for amplification events, as overall 

performance data was not compiled by fiscal year. 

• Targeted data collection was undertaken to address key information gaps. The lines of evidence 

were chosen to target specific areas of inquiry, to cross-reference questions, and validate any 

findings during triangulation. 

• The format of the report was streamlined.  

3.3. Evaluation questions 

The evaluation questions are shown in Table 4. These questions guided the evaluation, including the 

development of data collection instruments and the analyses. More details related to the indicators, 

data sources and data collection methods can be found in the Evaluation Framework (Annex B). 

Table 4: Evaluation questions by core issue 

Core issue Evaluation questions 

Relevance 

1. Ongoing need for the program 

2. Harmonization with government and PCH priorities 

3. Duplication or complementarity with other programs 

Effectiveness 

4. Achievement of expected short-term outcomes 

5. Achievement of expected medium-term outcomes 

6. Extent to which performance measures are used to guide decision-

making 

Efficiency 7. Demonstration of efficiency 

3.4. Data collection methods  

The evaluation’s data collection took place from October 2021 to July 2022. The methodology involved a 

mixed-methods approach and relied on both primary and secondary sources of information. The data 
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collection included a document and administrative data review, a literature review, interviews, and case 

studies. The following sub-sections describe each of the data collection methods in greater detail. 

3.4.1. Document and administrative data review  

The ESD reviewed more than 400 documents including: PCH and federal government documentation; 

the CES documentation, decks, research and analyses conducted by the IT policy team; CEF 

documentation including consultations with the creative sector; CEC documentation including 

guidelines, application forms, dashboards and decks; and ITO documentation including post-

participation survey results, decks and reports on TMs, sampling of amplification events and creative 

export seminars.  

The administrative data review consisted of an examination of the administrative files and financial 

information provided by the program and by PCH Financial Management Branch to address related 

evaluation questions and indicators. This included an examination of Grants and Contributions 

Information Management System (GCIMS) data to obtain information related to the CEC applications 

received, and projects funded. 

3.4.2. Literature review 

The literature review included academic and grey literature, news media, reports, and government and 

organization web content related to current creative sector and export issues. A targeted search was 

conducted to address each relevant evaluation question and indicator.  

3.4.3. Interviews with program representatives and CEC applicants 

31 virtual interviews were conducted with PCH officials and CEC funded and unfunded applicants.  

• 9 PCH CEF representatives interviewed were with CEC, ITO, IT Policy and senior management.  

• 4 PCH representatives interviewed were from the following first pillar programs: Canada Arts 

Presentation Fund, Canada Book Fund, Canada Music Fund and Canada Periodical Fund.  

• 18 CEC applicants were interviewed, which included 10 funded applicants, 5 unfunded 

applicants and 3 applicants that received funding for at least one application as well as being 

denied funding for other applications. Different criteria were considered while selecting CEC 

applicants including: the fiscal year of the application, the creative sector, one year and multi-

year funding requests and the range of funding requested.  

3.4.4. Case studies 

Case studies were conducted to analyze the activities and outcomes of 2 creative sector TMs: the in-

person Latin America TM (February 10-19, 2019) and the virtual Germany TM (March 23-25, 2021).  

As part of the case studies, virtual interviews were conducted with 3 Trade Commissioners from GAC 

due to the important role they played in the mission planning and delivery and 10 participants from 
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Canadian organizations that participated in these TMs. The TM participants were from a variety of 

sectors. As part of the case studies, documents were also reviewed including:  

• event summary presentations and reports; 

• delegation lists and applicant information;  

• mission overview materials, briefs, and planning documentation; and 

• TM post-participation survey data and results. 

3.4.5. Reporting scale 

The following legend was used throughout the report to indicate the proportion of individuals 

interviewed or survey respondents that responded in the same manner:  

• Few: findings reflect less than 25% of the observations. 

• Some/several: findings reflect at least 25% but less than 50% of the observations. 

• Half: findings reflect 50% of the observations. 

• Majority: findings reflect more than 50% and less than 75% of the observations. 

• Most: finding reflect 75% but less than 90% of the observations. 

• All/almost all: findings reflect 90% or more of the observations.  

3.5. Limitations and mitigation strategies  

The key limitations of the evaluation as well as the corresponding mitigation strategies employed by the 

evaluation team are described in Table 5. 
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Table 5: Evaluation limitations and mitigation strategies 

Limitations Mitigation strategies 

The CEC applicants interviewed did not represent 

all creative sectors and sub-sectors, as the 

interviews were accepted on a volunteer basis. A 

high proportion of respondents who accepted 

participating in the interviews were from the 

performing arts sub-sector.  

Other sources of data including interviews with 

program representatives along with the document 

and administrative data review encompassed all 

creative sectors and sub-sectors. 

Due to the short timeframe of the evaluation, the 

evaluation team did not interview creative sector 

organizations participating in the amplification 

events and it only reviewed a sample of domestic 

and international amplifications events documents. 

Other sources of data including interviews with PCH 

and GAC representatives involved in the amplification 

events, a document and data review as well as a 

literature review were employed to address this 

constraint.   

Challenges were encountered with ITO’s TM post-

participation survey data, including low or 

inconsistent response rate and changes to survey 

questions from year to year.  

Where possible, relevant survey findings were 

summarized, including specifications of the changes in 

questions over time. Survey findings were validated 

using other lines of evidence, including interviews.  

Some F/P/T or municipal government programs 

with objectives related to creative export may not 

have been included in the assessment of 

complementarity and duplication if information 

was not publicly available. 

The literature review cast a broad net, and multiple 

search methods were utilized to identify related 

programs. The number of comparative programs 

found was deemed sufficient for assessing 

complementarity and duplication, and the evaluation 

findings regarding this topic were developed in 

consideration of other lines of evidence, including 

interviews with program representatives and CEC 

applicants.  

Given that the CEF was created in 2018-19, the 

evaluation had limited access to impact measures 

associated with long-term economic outcomes. 

The evaluation focused on the CEF short- and 

medium-term results. 
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4. Findings  

4.1. Relevance 

This section presents a summary of findings regarding the evaluation questions related to relevance.  

4.1.1. Relevance: ongoing need for the program  

Evaluation question: To what extent did the CEF address continued and changing needs? 

Key findings:  

• There is an ongoing need for the CEF activities.  

• The creative sector is a growing economic driver and export is critical to continued growth. 

Government support is needed to assist the sector in increasing export. The demand for the 

CEF activities outweighs available supports. There is a variation in the extent to which CEC 

applicants and TM participants represent different regions, creative sectors and organization 

types.  

• The COVID-19 pandemic had a significant negative impact on the creative sector. 

Nevertheless, the CEF demonstrated abilities to adapt its delivery to changing needs, 

including those related to the pandemic.  

The creative sector is a growing economic driver and there exists a need for the CEF activities 

Between 2010 and 2020, the Canadian culture sector grew at an average annual rate of about 2%. By 

2020, it had generated $55.5 billion in direct gross domestic product (GDP), which was 2.7% of Canada's 

total GDP.10 

Government support for exporting is important to support sector growth 

The Canadian creative sector must export to grow. CEC applicants and TM case study participants stated 

it is critical for the Canadian creative sector to undertake export activities to grow because of the small 

size of the Canadian market relative to global markets. Furthermore, CEC applicants and TM case study 

participants stated that the need for CEF support will increase in the future because of the importance 

of globalization and an increased reliance on global partnerships and worldwide audiences.   

Almost all CEC applicants and TM case study participants interviewed indicated that government 

support for exporting was required to a “very great extent” or to a “great extent”. The most frequent 

reasons noted the following rationale for government support:  

• Lack of resources or capacity (financial and human) to develop and implement export marketing 

strategies.  

• Difficulty in accessing international marketplaces. 

 
10 Statistics Canada. Table 36-10-0452-01  Culture and sport indicators by domain and sub-domain, by province and territory, product 
perspective (x 1,000) 

https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=3610045201
https://www150.statcan.gc.ca/t1/tbl1/en/tv.action?pid=3610045201
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• Government support brings a degree of credibility to Canadian businesses in international and 

national markets. 

• Need for market intelligence/navigation.  

The literature review indicated that there is a need for 2 main types of government support to realize 

export growth opportunities and address barriers experienced by Canadian creative organizations: 

financing initiatives, such as Gs&Cs or loans; and activities to facilitate networking with international 

buyers and increase visibility.11, 12, 13, 14 

There is a high demand for the CEF activities  

The CEF is not able to meet all application requests. CEC received 435 applications during the evaluation 

period, of which only 48 export projects (12%) were funded and, TM received 458 applications of which 

148 were accepted (32%). 

The CEF support is distributed among regions, creative sectors, and organization types 

Funded CEC applicants and TM participants are primarily concentrated in 3 regions: Quebec (52% CEC, 

27% TM), Ontario (31% CEC, 38% TM) and British Columbia (8% CEC, 16% TM). Some literature15,16 

suggests that rural communities/regions may face heightened support needs due to factors including 

restricted access to markets and skilled labour. As indicated in Table 6, certain creative sectors are more 

represented among CEC funded applicants and TM participants. Live performance, audiovisual and 

interactive media and multi-sector for CEC are the most frequently represented sectors while the visual 

and applied arts, sound recording, and written and published works are the least frequently represented 

sectors. 17  

  

 
11 Thangavel Palanivel. United Nations Development Program. Jan. 2019. How cultural and creative industries can power human development in 
the 21st Century. https://hdr.undp.org/en/content/how-cultural-and-creative-industries-can-power-human-development-21st-century  
12 UNESCO. 2021. The creative economy: moving in from the sidelines. https://en.unesco.org/news/cutting-edge-creative-economy-moving-
sidelines   
13 Oum, S., Narjoko, D., & Harvie, C. 2014. Constraints, determinants of SME innovation, and the role of government support. ERIA Discussion 
Paper Series 
14 EU Working Group. 2014. Good Practice Report on the Cultural and Creative Sectors’ Export and Internationalisation Support 
Strategies. https://www.on-the-move.org/files/EAC-OMC_CCS%20Report_EN-1%20-%20copie.pdf   
15 Yukon. 2020. What We Heard: Creative and Cultural Industries Strategy. https://yukon.ca/sites/yukon.ca/files/tc/tc-ccis-what-we-heard-
report-february-2020.pdf  
16 Federal Economic Development Agency for Southern Ontario. 2020. Final Evaluation of the Southern Ontario Prosperity Program. 
https://www.feddevontario.gc.ca/eic/site/723.nsf/vwapj/h_02636_en.pdf/$FILE/h_02636_en.pdf  
17 Annex C provides a comprehensive list of creative sector and sub-sectors. 

https://hdr.undp.org/en/content/how-cultural-and-creative-industries-can-power-human-development-21st-century
https://en.unesco.org/news/cutting-edge-creative-economy-moving-sidelines
https://en.unesco.org/news/cutting-edge-creative-economy-moving-sidelines
https://www.on-the-move.org/files/EAC-OMC_CCS%20Report_EN-1%20-%20copie.pdf
https://yukon.ca/sites/yukon.ca/files/tc/tc-ccis-what-we-heard-report-february-2020.pdf
https://yukon.ca/sites/yukon.ca/files/tc/tc-ccis-what-we-heard-report-february-2020.pdf
https://www.feddevontario.gc.ca/eic/site/723.nsf/vwapj/h_02636_en.pdf/$FILE/h_02636_en.pdf
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Table 6: Representation of creative sectors among CEC recipients and TM participants, 2018-

19 to 2020-21 

Creative sector % of CEC funded recipients % of TM participants 

Live performance 33% 29% 

Audiovisual and interactive media 19% 27% 

Visual and applied arts 8% 6% 

Sound recording 6% 8% 

Written and published works 6% 12% 

Multi-sectoral 28% - 

Other18 - 18% 

Total 100% 100% 

Sources: Administrative data (program compilation), ESD- ITO compilation list and data in TABLEAU (database used by CEF) 

As indicated in Table 7, representation of certain creative sectors among CEC funded applicants changed 

over the 3 years evaluated. The audiovisual and interactive media sector experienced the most 

growth, multi-sectoral projects grew over time, whereas the funding provided to the live performance 

and sound recording sectors declined. However, trends in program demand over time have likely been 

impacted by the pandemic as detailed further in this section. 

Table 7: Representation of creative sectors among CEC funded recipients, 2018-19 to 2020-21 

Creative sector 2018-19 2019-20 2020-21 Total 

Live performance19 45% 59% 0% 33% 

Audiovisual and interactive media 10% 17% 31% 19% 

Visual and applied arts 5% 8% 13% 8% 

Sound recording 10% 8% 0% 6% 

Written and published works 10% 0% 6% 6% 

Multi-sectoral 20% 8% 50% 28% 

Total 100% 100% 100% 100% 

Source: Administrative data (program compilation) 

Some CEC applicants interviewed stated that the need for financial support is less for some sectors (e.g., 

audiovisual and interactive media such as multi-media, gaming, special effects, cinema, TV companies) 

because they are subsidized while the greatest need for support exists among sectors such as the live 

performance and visual and applied arts sectors which lack access to funding or support. 

Most CEC funded applicants consisted of for-profit organizations while the remainder consisted of non-

profit or charitable organizations. The provision of most of the funding to for-profit organizations is 

 
18 The Other category in the above table includes the following: Heritage and libraries (5.4%), Education and training (1.3%), and Governance, 
funding and professional support (11.4%). 
19 Recovery Fund allocations in 2021-22 ($1.5M) and in 2022-23 ($6M) prioritized performing arts. 
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reflective of the limited mandate and lack of capacity of most non-profit organizations to raise financing 

and lack of retained earnings to participate in export-ready projects. 

The COVID-19 pandemic had a significant negative impact on the creative sector 

The pandemic resulted in the delay or modification of many CEC funded projects. Most funded 

applicants reported disruptions to their operations and workflow, due to changing personnel needs and 

shifting to digital delivery and distribution. Almost one half of CEC applicants indicated they curtailed or 

reduced their exporting activity because there were fewer opportunities to meet international buyers in 

a face-to-face setting. Cancellation of in-person events resulted in a shift to digital delivery and 

adjustment to revenue models, particularly for venue and performance-based sectors and sub-sectors, 

while the audiovisual and interactive media sub-sectors benefited from restrictions related to the 

pandemic. 

The CEF deployed strategies to address changing needs and realities due to COVID-19 pandemic 

Most PCH officials interviewed felt that the CEF responded to changing needs related to the COVID-19 

pandemic. The program did this by allowing for flexibility and by shifting activities to virtual 

environments. This included providing CEC applicants with the opportunity to revise their application to 

account for pandemic developments, and 60% re-submitted their application. ITO’s activities (such as 

TMs and seminars) shifted to virtual delivery. Almost all post-participation survey respondents who 

attended a virtual TM felt that virtual delivery was a valuable alternative to in-person events.  

Increased demand for digital content, such as streaming services, was the emerging trend accelerated 

by the COVID-19 pandemic most frequently noted by CEC applicants. A few respondents stated that 

some organizations, particularly those in the live performance sector, were experiencing difficulties in 

adapting to the trend towards digital production. Other trends noted include higher costs related to 

supply chains, shipping and travel, human resources challenges and less demand for touring due to 

sensibilities related to climate change.  

4.1.2. Relevance: harmonization with government priorities and PCH core 

responsibilities  

Evaluation question: To what extent does the CEF align with federal government and PCH priorities, 

roles and responsibilities? 

Key findings:  

• Overall, the CEF aligns with federal and departmental priorities, particularly regarding the 

promotion of international trade and promotion of the creative sector.  

• To some extent, the CEF considers federal government commitments related to equity 

communities. There are gaps in data related to equity communities that could be used to 

better support decision-making and reporting. 
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The CEF aligns with federal and departmental priorities 

PCH Departmental Plans for 2018-19, 2019-20 and 2020-21 state that the CEF contributes to PCH’s Core 

Responsibility #1: Creativity, arts, and culture by ensuring that the creative sector is successful in global 

markets resulting in an increase in the value of creative exports. Also, the Prime Minister of Canada’s 

mandate letter to the Minister of Canadian Heritage on August 28, 2018, reinforces this priority. It states 

that “Our cultural sector is an enormous source of strength to the Canadian economy. I will expect you 

to work with your colleagues and through established legislative, regulatory, and Cabinet processes to 

deliver on your top priorities such as lead in the delivery of the Creative Export Strategy with the 

support of the Minister of Small Business and Export Promotion.”   

The CEF considers federal government commitments to equity communities 

In recognition of government priorities, the CEF took measures to ensure supports for equity 

communities through application review processes. For example, since 2020-21, additional points are 

given to projects where diversity and inclusion considerations are identified in CEC and ITO applications. 

This could include CEC applications from organizations that are Indigenous or women-led or focused. 

Prior to that time, for projects with the same scoring, projects having equity communities’ 

considerations were more likely to be approved. This rationale is also used to assess TM applications.  

However, some PCH officials indicated that while efforts have been made to address the needs of equity 

communities, progress has been limited. For example, the CEF does not systematically compile data on 

participation by equity communities, limiting ability for strategic planning and reporting. The evaluation 

notes that more recent efforts, outside the scope of this evaluation, have been made to provide better 

access to equity communities. For example, ITO’s funding for the Hot Docs20 amplification event in 2022, 

supported the participation of underrepresented filmmakers and producers by covering the cost of 10 

passes, thus removing financial barriers for these emerging filmmakers/producers. 

4.1.3. Relevance: duplication or complementarity with other programs  

Evaluation question: To what extent did the CEF duplicate or complement other programs delivered 

through PCH, other government departments (F/P/T), non-governmental or the private sector? 

Key findings:  

• The CEF complements other government programs.  

• While there are a variety of other F/P/T programs that address similar needs, efforts have 

been made to avoid duplication and ensure that CEC and ITO activities each meet distinct 

needs.  

  

 
20 Founded in 1993, Hot Docs Canadian International Documentary Festival is the largest documentary festival in North America. The event takes 
place annually in Toronto and its mandate consists of showcasing and supporting the work of Canadian and international documentary filmmakers 
and to promote excellence in documentary production. 

https://en.wikipedia.org/wiki/North_America
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Efforts have been made to avoid duplication 

A review of the CEF landscape found over 40 programs offered by F/P/T governments as well as other 

organizations that address somewhat similar needs. These other programs vary in scope and eligibility 

and differ across provinces and territories and creative sectors. The most common outputs include the 

following: financial assistance; guidance/advisory services; and networking and promotion support.  

Duplication with other programming was not evident, mostly due to strong collaboration and 

communication. Most CEC applicants and PCH officials stated the CEC program is complementary to 

other programs including those offered by other F/P/T and municipal governments. The literature 

review indicated that the other programs that provide support for international promotion, networking, 

and relationship building are delivered primarily by the federal government, specifically by GAC, PCH, 

and Innovation, Science and Economic Development Canada (ISED). Some PCH officials indicated that 

the CEF works jointly with GAC and other PCH programs and consults with subject matter experts to 

understand the CEF landscape and minimize duplication.  

The CEC meets distinct needs 

The CEC differs from other programming in several ways. Most CEC applicants interviewed stated that, 

compared to other programs, the CEC provides a larger amount of contribution funding per project for 

export-ready organizations rather than small awards and loans. They also stated that the CEC has 

broader eligibility criteria. These factors result in a greater impact in terms of visibility in international 

markets, securing sales, and accessing new networks. Compared to other PCH programs assessed for 

complementarity or duplication, the CEC program allows PCH to reach new clients from sub-sectors that 

were not previously eligible through other PCH programs to apply for funding, such as design and 

interactive media. According to the literature review, PCH programs as well as Ontario programs21 tend 

to reflect greater consideration of equity communities compared to other programs. 

The ITO also meets distinct needs 

The cross-sectoral approach employed by TMs is perceived as unique and has resulted in synergies 

between creative sectors. For example, with multi-sectoral TM participants, some projects overlapping 

multiple sectors could be initiated, such as adaptations of books to TV series or movies, and music for 

movies. Most TM participants and government officials indicated the government-led approach to the 

PCH-led TMs also legitimizes and enhances the credibility of the participant organizations. As well, most 

TM participants emphasized that having opportunities for dialogue and relationship building with 

government counterparts is a unique and valuable aspect of the PCH-led TMs. A few PCH officials 

indicated the ITO amplification activities do not overlap with other government programs and activities 

because funding is used to amplifying or enhancing export opportunities through B2B interactions 

during events that host international participants (domestically and abroad). 

 
21 Programs offered by the Ontario Media Development Corporation such as the Book Fund, Export Fund – Film and Television, Industry 
Development Program, Interactive Digital Media Fund – Global Market Development program, and the Ontario Music Investment Fund. 
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4.2. Effectiveness 

This section presents a summary of findings regarding the evaluation questions related to effectiveness.   

4.2.1. Effectiveness: achievement of short-term expected outcomes  

Evaluation question: To what extent did the CEF achieve the intended short-term outcomes? 

Key findings:  

• The CEF is on track to achieving its 2 intended short-term outcomes.  

• CEC increased the creative export activities by providing $22.2 million of funding to 48 for-

profit and non-profit organizations to undertake export projects.  

• ITO increased international promotion of the sector through a variety of activities and 

engagement activities including 4 TMs, 3 exploratory TMs, 36 amplification events, 9 export 

seminars and the establishment of 1 formal partnership.  

CEC provided direct support to Canadian creative sector for export-ready projects 

CEC provided funding of $22.2 million for 48 projects from 2018-19 to 2020-21. The total amount of CEC 

funding provided for these 48 projects is slightly greater than the budgeted amount of $21 million. 80 % 

of CEC funded applicants interviewed indicated that CEC funding enabled them to increase their 

opportunities internationally to a “very great extent”. 22 The rationale provided for the reported impact 

of the program is that funding resulted in increased export revenues, identification of new project 

opportunities and the building of international relationships. 

ITO activities increased international promotion of creative sector 

From 2018-19 to 2020-21, ITO activities included 4 TMs, 3 exploratory TMs, 36 amplification events and 

9 export seminars. One formal partnership with Mexico was created and similar partnerships and 

collaboration mechanisms were explored in Colombia and Argentina after the Latin America TM. High-

level bilateral engagement with Germany and the Netherlands occurred through 2 virtual TMs, with the 

potential to lead to formalized partnerships. Other ITO activities included strengthened partnerships and 

collaboration with GAC’s Trade Commissioner Service and the delivery of 8 projects through GAC’s 

North American Platform Program that supported programming in the creative sector. 4 other projects 

were cancelled due to COVID-19. 

Most of TM participants interviewed for the case studies felt that the TMs supported international 

promotion and engagement activities23 “to a very great extent” or “a great extent”. The rationale for the 

high ratings included support for relationship building and visibility, and government support enhanced 

 
22 For this post-participation survey question, the following scale rating was used: 5- to a very great extent, 4- to a great extent, 3- to a 
moderate extent, 2- to some extent, 1- not at all and 0- don’t know. 
23 For this post-participation survey question, the following scale rating was used: 5- to a very great extent, 4- to a great extent, 3- to a 
moderate extent, 2- to some extent, 1- not at all and 0- don’t know. 
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reputation or credibility. Of the few TM participants that rated TM achievement as “to a moderate 

extent” or “to some extent”, the key factors impacting their rating were inability to secure 

buyers/clients and too few B2B meetings facilitated.  

4.2.2. Effectiveness: achievement of medium-term expected outcomes 

Evaluation question: To what extent did the CEF achieve the intended medium-term outcomes? 

Key findings:  

• The CEF has made considerable progress in achieving its 3 intended medium-term outcomes. 

• CEC surpassed its target for overall funding ratio with a ratio of $1: $1.6.  

• The export revenues generated by CEC funded applicants were $83.2 million, which is higher 

than targeted. However, most of these export revenues are from only 3 projects and the 

benefit-cost ratio is less than 1 for two thirds of the CEC funded projects which suggest 

opportunities to better align the funding decision process with CES objectives and priorities to 

further increase export revenues. 

• The 4 ITO TMs undertaken during this period contributed to 88 potential business 

deals/commercial agreements. There were 54 commercial agreements signed or in advanced 

negotiations from a sample of 7 amplification events.   

• Canada ranked in 5th position for the GFK Nation Branding Exports Index in 2021 which is the 

same ranking achieved in 2018. For the GFK Nation Branding Cultural Index, Canada was 

ranked in 10th position in 2021 which is higher than the 12th position ranking in 2018.   

Proportion of project funding committed by CEC funded applicants is greater than anticipated 

An analysis of the final reports for 36 CEC completed projects indicates the amount of funding 

committed by CEC project funded applicants is $27.7 million while the amount of government funding 

provided to these projects is $17.3 million. Consequently, the actual leverage ratio of government 

funding to amount spent by funded applicants is 1:1.6 which is greater than the targeted leverage ratio 

of 1:1 (Figure 1).  
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Figure 1: Leverage ratio of funding committed by CEC funding recipients, 2018-19 to 2021-21  

 
Source: Administrative data (GCIMS) 

Export revenues generated by CEC funded applicants are higher than anticipated  

The CEC annual target for export revenues is calculated to be $21 million and the target for the first 3 

years, therefore, is $63 million. This calculation is based on CEC planned funding of $7 million per year 

for export-ready projects, multiplied by a targeted ratio of 3:1 for export revenues compared to 

government funding. As indicated in Figure 2, this three-year target of $63 million has been exceeded as 

total export revenues were $83.2 million for 29 of the total 48 projects with available revenue data. Of 

the remaining 19 CEC projects, revenue data was not available for 7 completed projects and there were 

12 projects that were still ongoing.   

Figure 2: Actual versus target export revenues of CEC funded projects, 2018-19 to 2020-21 

 
Source: Administrative data (GCIMS) 

Revenues and benefit-cost ratio are relatively low for most CEC projects 

Most of the export revenues generated by CEC funded projects are due to a small number of projects 

since 3 projects accounted for 80% of the total export revenues of $83.2 million. Based on reported data 

available from about half of all CEC funded projects (14 of 29 or 49%, Figure 3), the export revenues 

generated per project was less than the minimal project cost threshold of $300,000 set by the program. 
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These projects accounted for less than 2% of total export revenues ($1.42 million of the total export 

revenues of $83.2 million).  

Figure 3: Analysis of actual export revenues of CEC funded projects24, 2018-19 to 2020-21 

 
Source: Administrative data (GCIMS) 

The average benefit-cost ratio (i.e., actual export revenues divided by total project costs) for the 28 

projects for which data is available is 1.8 which is lower than the program target of 3. The benefit-cost 

ratio is less than 1 for two thirds of the projects and is 2 or more for only about one quarter of the 

projects for which data is available as shown in Table 8.  

Table 8: Actual and projected benefit cost ratio of CEC funded projects, 2018-19 to 2020-2125 

Benefit cost ratio 
Projected benefit cost ratio 

% of projects 

Actual benefit cost ratio 

% of projects 

Less than 1 29% 66% 

1 to less than 2 13% 10% 

2 to less than 5 29% 17% 

5 or more 29% 7% 

Total 100% 100% 

Source: Administrative data (GCIMS) 

It is not clear if all funded projects align with CES objectives and priorities. At the time of project 

approval, the projected benefit-cost ratio (i.e., projected export revenues divided by total project costs) 

was less than 1 for 29% of the projects for which data is available. These findings suggest opportunities 

to improve the funding decision process26 as several funded projects did not align with the stated goal of 

the CEC program, which is to fund a limited number of high-potential projects to achieve the best 

possible ROI.  

 
24 N=29 projects. Actual export revenues are not available for 7 completed projects and 12 projects that are still ongoing. 
25 Actual benefit cost data is based on 28 projects and projected benefit cost data is based on 34 projects. 
26 Note that the funding decision process includes the application and assessment processes. 
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Perceived return on investment is high for CEC funded projects  

Most of CEC funded applicants interviewed stated that the ROI from the projects funded by CEC was 

“great” or “moderate” and that projects resulted in increased revenues from export markets. Some 

respondents also mentioned other results of projects such as jobs created, increased profitability, 

cultural diplomacy and building a network or business relationships. However, it is important to note 

that none of the respondents used the conventional definition of ROI, which is ROI = Net income / Cost 

of investment x 100. Also, some CEC funded applicants could not report their ROI explaining that it 

would take a few years for benefits to materialize.  

Business deals and export revenues resulted from ITO trade missions  

Data shows that participation in the 4 TMs undertaken from 2018-19 to 2020-21 contributed to a total 

of 88 potential business deals/commercial agreements: China (45), Germany (18), Netherlands (14) and 

Latin America (11). The reported potential financial value27 resulting from the B2B meetings held during 

3 of these TMs (all but China), was $50,000 or greater for approximately 45% of the 43 TM participants 

surveyed; the financial value was less than $50,000 for approximately 35% of respondents (Table 9).  

Table 9: Financial value of B2B meetings during 3 trade missions excluding China TM28 

Financial value Number of survey respondents % of survey respondents 

Less than $10,000 5 12% 

$10,000 to $24,999 6 14% 

$25,000 to $49,999 4 9% 

$50,000 and more 4 9% 

$50,000 to $99,999 7 16% 

$100,000 or more 8 19% 

Don’t know 9 21% 

Total 43 100% 

Sources: Compilation of TM’s post-participation surveys results 

Based on immediate, one-year post mission surveys and follow-ups with TM participants, the total 

financial value resulting from China TM was estimated to be $125 million, and $1.5 million for the Latin 

America TM. The financial value of the Germany virtual TM is estimated to range between $2.3 million 

and $2.6 million while the financial value of the Netherlands virtual TM is estimated to range between 

$605,000 and $825,000. The majority (69%) of Germany virtual TM participants that responded to the 

post-participation survey (n=26) reported that their participation in the TM would “very likely” (31%) or 

“somewhat likely” (39%) result in a deal or relationship that will benefit their business.29 Most (88%) 

 
27 Term used by ITO in the post participation survey that refers to export revenues 
28 Note that there is variation in the scale used for the different TM post-participation surveys for the scales “$50,000 and more” and “$50,000 

to $99,999”.     
29 For this post-participation survey question, the following scale rating was used: 5- very likely, 4- somewhat likely, 3- neither likely nor unlikely, 
2- very unlikely, 1- I don’t know. 
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Netherlands virtual TM participants indicated that it is very likely or somewhat likely that their 

participation in this mission will result in a deal or relationships that will benefit their business. 

Post-participation survey data indicates that most TM participants met their objectives. As an illustration, 

most (79%) of Latin America TM participants reported achieving their objectives while 21% said their 

objectives were partially achieved. Similarly, most (81%) of Germany TM participants reported that the 

virtual TM assisted them in meeting their objectives30 to a “great” (35%) or “moderate” (46%) extent 

while 8% reported “to a small extent”. Eighty one percent (81%) of China TM participants rate their level 

of satisfaction31 with the TM as “excellent” (42%) or “very good” (39%) while the remaining respondents 

indicated their satisfaction as “good” (19%).  

The majority of TM participants interviewed as part of the case studies rated their ROI32 as “great” or 

“good”, whereas a few respondents considered their ROI as “moderate”. The few participants that 

reported a moderate ROI stated limiting factors that included too few and mismatched B2B meetings. 

During the interviews, a few TM participants indicated that not enough time has elapsed to determine the 

ROI of their project.  

Consistent with CEC funded applicants, the definition of “return on investment” varied considerably 

among TM participants and GAC officials. Most key informant respondents interpreted ROI to be an 

increase in export revenues and did not use the actual definition (i.e., ROI = Net income/cost of 

investment x 100). Some respondents included relationship building in describing their ROI because in 

their view the building of relationships in foreign markets is the first step to increasing export revenues. A 

few TM participants and GAC officials emphasized the importance of the social benefits of the TMs, such 

as cultural diplomacy.  

Amplification events generate deals and appear to be cost effective 

Amplification events seem to be effective as they contributed to a total of 54 potential commercial 

agreements. There were 27 potential commercial agreements signed or in advanced negotiation for a 

sample of 5 international amplification events and the same number for the 2 domestic events sampled 

(Tables 10 and 11). Administrative data indicates that the average cost (allocated funding) per 

amplification event from 2018-19 to 2020-21 was only $17,125.  

  

 
30 For this post-participation survey question, the following scale rating was used: 4- to a great extent, 3- to a moderate extent, 2- to a small 
extent, 1- not at all, 0- I don’t know. 
31 For this post-participation survey question, the following scale rating was used: 5- excellent, 4- very good, 3- good,2- fair, 1- poor. 
32 For this post-participation survey question, the following scale rating was used: 5- great, 4- good, 3- moderate, 2- minimal, 1- none and 0- don’t 
know. 
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Table 10: Potential commercial agreements resulting from sample international amplification 

events33 

Event Canadian participants 
Potential commercial 

agreements34 

Edinburgh Fringe and Television Festival, 2018 23 13 

Edinburgh Fringe Festival, 2019 23 8 

Guadalajara International Book Fair, 2018 16 2 

Market, Industry, Film and Audio-visual, 2018 8 n/a 

Miami Kidscreen, 2020 100 4 

Total 170 27 

Sources: Compilation of post-participation surveys results and post-amplification event report 

Table 11: Potential commercial agreements resulting from sample domestic amplification 

events35 

Event Participants 
Potential commercial 

agreements36 

Canada Games Online, 2020 108 5 

Content Canada, 2020 8037 22 

Total 188 27 

Sources: Compilation of post-participation surveys results and post-amplification event report 

Canada creative sector has achieved international recognition 

According to data calculated by an independent organization (Ipsos), Canada ranked in 5th position for 

the Exports Index in the 2021 Ipsos report, the same ranking achieved in 2018. For the Cultural Index, 

Canada was ranked in 10th position in 2021, which is higher than the 12th position ranking in 2018. The 

2021 Ipsos report elaborated that “Canada has a strong Exports reputation: Though Canada ranks 

behind the U.S. on all attributes of the Exports Index, it still ranks within the Top 10 on all attributes – 

noticeably ahead of Australia and France. Canada’s top asset in the Exports Index is its reputation for 

being a creative place.” The evaluation acknowledges that Cultural Index and Export indices reported by 

Ipsos cannot be solely attributed to the CEF. 

  

 
33 It is important to note that other organizations or programs might also fund B2B meetings during international amplification events and that 
the results cannot be attributed to ITO’s funding only. 
34 Signed or in advance negotiations. Calculations reflect those participants who completed post-participation surveys. 

35 It is important to note that other organizations or programs might also fund B2B meetings during domestic amplification events and that the 
results cannot be attributed to ITO’s funding only. 
36 Signed or in advance negotiations. Calculations reflect those participants who completed post-participation surveys. 

37 Number of participating producers and production companies. 
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4.2.3. Effectiveness: extent to which performance measures are used to guide 

decision-making 

Evaluation questions: To what extent does the performance measurement for the CEF gather the 

data required to inform decision-making and reporting? Are there opportunities for improvement? 

Key findings:  

• The performance measurement information is useful for decision-making to some extent. 

• There are gaps and opportunities to improve performance measurement data related to the 

following issues: lack of finalized logic model; inconsistent data collection, compilation and 

reporting; lack of longer-term survey data from CEC projects; involvement of equity 

communities; response rate of post-participation surveys; confusion of recipients on some 

expected outcomes and performance indicators.  

Performance measurement data is useful for decision-making, but some gaps exist 

The CEF expected results, indicators, targets, and data sources are clearly presented in the CES original 

documentation. Most PCH officials interviewed indicated that the existing performance data is useful 

and accurate for decision-making and accountability since there is a performance strategy in place and 

results data are being collected. However, key informants and program document review identified 

challenges with the existing CEF performance measurement data. While draft logic models have been 

developed, they have not been approved by senior management and included in the PIP. 

The short timeline for data collection does not capture all expected outcomes  

A longer-term perspective is required to achieve some results, particularly related to export revenues. 

The document review indicated that for CEC recipients, PCH reporting requirements are for up to 3 

months following project completion. The program follows up with recipients one year after project 

completion for an update on results, but it is not mandatory for recipients to provide this info. For TMs 

participants, a post-participation survey is sent 6 months and 1 year after the end of TMs.  

Some key informants interviewed highlighted that it takes time to obtain an accurate assessment of the 

CEF impacts such as the benefits of CEC funded projects and ITO supported activities. A few PCH officials 

and CEC funded applicants indicated that a follow-up survey at least 1 or 2 years after completion of CEC 

projects would provide a more accurate assessment of export revenues generated on a sustained basis. 

Some TM participants also indicated that a longer-term perspective is needed to accurately assess the 

increase in export revenues as partnerships and contractual agreements take time to develop. 

Given the time required to achieve export revenue results, some PCH officials indicated a need for some 

additional interim performance measures to be established, such as the number of relationships 

developed in export markets. While such a performance measure would provide an indication of the 

extent of activity, it is not sufficient as a stand-alone outcome measure because it does not indicate the 

benefits derived from the relationships established.  
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The performance data is not consistently collected, compiled, and reported 

The documents reviewed demonstrated that the CEF does not report on all its expected outcomes. For 

example, the 2019-20 CES Results Deck does not provide consistent and compiled information on export 

revenues generated and ROI. While CEC funded applicants are requested to report on the actual export 

revenues achieved by their projects in their final reports, some funded applicants did not do so after 

project completion. It was difficult to obtain results from the TMs and amplification events. Post-

participation and 1 year follow-up surveys of TM participants and amplification event participants are 

also intended to be conducted to obtain information on export revenues generated and the number of 

potential business deals/commercial agreements signed. However, the document review pointed out, 

that follow-up surveys were not always conducted or available during the evaluation period.  

The low participant response rates to post-participation surveys  

In addition to the one-year follow-up survey of TM participants, post-participation surveys of 

participants are usually undertaken upon completion of TMs and amplification events. Some PCH and 

GAC officials expressed difficulties in obtaining high response rates to the post-participation surveys for 

TMs and amplification events. The evaluation noted that TM participants are under no obligation to 

report on their commercial deals, endeavors or export revenues generated by ITO activities. The 

document review noted that the average post-participation survey response rate for the 4 TMs was 52% 

and ranged from 27% to 63%. The lack of standardized survey questions and breakdowns makes it 

difficult to aggregate the survey results. 

A lack of data regarding program involvement with equity communities 

The evaluation noted that the program does not collect sufficient information related to its reach or 

impact on equity communities. One half of the CEF PCH officials interviewed stated that the CES 

performance measurement strategy does not collect accurate and reliable data on equity communities. 

However, the evaluation noted that efforts were being made by the program to determine how and 

what data should be collected regarding the CEF participation by equity communities. The literature 

review indicated that some similar programs enable the identification of applicants’ part of equity 

communities to determine if they are eligible for special consideration. 

Limitations in the measures and definitions 

Three areas were identified by the evaluation as not being clear to all stakeholders: ROI, financial value, 

and social versus economic expected impacts of the programming.  

The definition of ROI is not clear in program documentation including its performance strategy. The 

term ROI is most used by business in a financial sense, and is expressed as a percentage, calculated as 

follows: ROI = Net income / cost of investment x 100. The evaluation made a number of observations:  

• As shown in the Evaluation Framework in Annex B, the term “return on investment” or “ROI” is 

not defined for the following medium-term intended outcome “The CES generates ROI in the 

Canadian creative sector”. Here, it does not appear that the term ROI is intended as a financial 
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term, but that it is meant to refer to “an increase in export revenues”, as an indicator of a 

medium-term outcome.  

• When the CEF PCH officials, GAC officials, CEC funded applicants and ITO TM participants were 

asked to indicate the ROI of the CEF activities, most respondents referred to the impact of the 

CEF in increasing export revenues while others also referred to other benefits such as 

relationship and networking building, job creation, increase in profitability, cultural diplomacy, 

and other social outcomes.  

• A few CEC applicants interviewed noted difficulties in measuring the economic ROI of their 

projects.  

Another term that has resulted in varied interpretations is the post-participation surveys that ask TM 

participants to indicate the “financial value” that might result from their B2B meetings during the TM. 

The term “financial value” is not commonly used by businesses and this term appears to have been 

interpreted as an “increase in export revenues” by post-participation survey respondents.  

There may be some confusion related to economic versus social expected results of the program. Some 

PCH officials, GAC TC and TM participants interviewed stated there is some ambiguity regarding whether 

program objectives and performance measures should include social outcomes, such as cultural 

diplomacy. A 2019 Senate report cited former ambassador Cynthia P. Schneider, defining cultural 

diplomacy as “the exchange of ideas, information, art and other aspects of culture among nations and 

their peoples to foster mutual understanding.” This definition does not refer to any economic outcomes. 

The CEF does not have social objectives recognizing the existence of other programming. Some program 

officials underlined that the inclusion of outcomes and performance measures related to social 

outcomes such as cultural diplomacy would reduce the effectiveness of the CEF in accomplishing its 

stated focus to maximize export revenues of the Canadian creative sector.   

4.3. Efficiency: demonstration of efficiency  

Evaluation question: To what extent was the CEF delivered efficiently? 

Key findings:  

• Overall, the CEF was delivered efficiently with opportunities for improvement.  

• Good management practices have been employed in the delivery of the CEC and ITO 

activities. 

• There are gaps and risks related to efficiency in 2 key areas: the extended time required to 

make CEC funding decisions, as PCH service standard of 26 weeks was achieved only 34% of 

the time; and the lack of clarity on funding priorities and eligibility criteria.  

CEF actual expenditures slightly exceeded the planned expenditures 

From 2018-19 to 2020-21, total CEF expenditures were $40.6 million, or 2% higher than planned 

spending of $39.8 million (Tables 12 and 13). The higher spending was mostly due to Gs&Cs that 
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exceeded the budget by $1.5 million. Slightly higher than planned expenditures were also incurred for 

salaries & EBP. Lower O&M expenditures could partially be explained as a consequence of the COVID-19 

pandemic and a lower-cost virtual TM38 rather than an in-person event in 2020-21. Also, there were 

difficulties estimating TM costs in general, with costs varying depending on the destination country and 

on the number of TM participants.  

Table 12: Planned CEF expenditures ($ millions)39, 2018-19 to 2020-21 

Fiscal Year Salaries & EBP O&M Gs&Cs Total 

2018-19 2.9 3.5 7.0 13.4 

2019-20 2.7 3.5 7.0 13.2 

2020-21 2.7 3.5 7.0 13.2 

Total 8.3 10.5 21.0 39.8 

Source: PCH Financial Management Branch 

Table 13: Actual CEF expenditures ($ millions)40, 2018-19 to 2020-21 

Fiscal Year Salaries & EBP O&M Gs&Cs Total 

2018-19 2.6 2.2 7.8 12.6 

2019-20 3.4 3.6 7.2 14.2 

2020-21 3.6 2.7 7.5 13.8 

Total 9.6 8.5 22.5 40.6 

Source: PCH Financial Management Branch 

Time required to review CEC applications exceeded the service standard in most instances 

While the service standard for acknowledging receipt of applications within 2 weeks and the one for 

issuing payments within 4 weeks were met respectively at 95% and 89%, the standard of 26 weeks to 

provide a funding decision was met only 34% of the time.41 In particular, longer approval times occurred 

for Gs&Cs funding amounts greater than $100,000. The factors contributing to the longer than 

anticipated time for funding decision include the time required for consulting with internal and external 

creative sector experts to determine the feasibility of a project and the large number of applications 

assessed by intake.  

In addition, PSPC conducts a review of the financial capacity to undertake the proposed project of each 

recommended applicant. The financial assessment has several components:  

• Financial criteria including ratio analysis to assess liquidity, debt management and profitability 

 
38 Virtual TMs (in 2020-21) cost ~$4,200 less per participating company than in-person TM 

39 The expenditures in the table include all components of CEF including out-of-scope Frankfurt Book Fair. A breakdown by CEF component is not 
available. 
40 The expenditures in the table include all components of CEF including out-of-scope Frankfurt Book Fair. A breakdown by CEF component is not 
available. 
41 Service standards results for Canadian Heritage funding programs - Canada.ca 

https://www.canada.ca/en/canadian-heritage/services/funding/service-standards/service-standards-results.html


 

29 

and a review of recent operating results. 

• Assessment based on non-financial criteria (i.e., credit report). 

• Financial capability summary and opinion. 

• Funding necessity assessment. 

• Project viability assessment.  

The financial assessment does not include an assessment of the export marketing plan or the extent to 

which the export revenue projections in the application are based on market research and are likely to 

be achieved.  

The above activities demonstrate good management practices but increase the time required to make 

funding decisions. About one half of CEC applicants interviewed stated that it took too long to receive a 

funding decision. The negative impacts of late funding decisions mentioned by a few applicants are:  

• Fewer accomplishments than anticipated due to reduced time to deliver the project. 

• Inability to capitalize on some opportunities. 

• Difficulties securing additional funding. 

• Needs that changed which made their project less useful than anticipated.  

Other aspects of the CEC operational processes  

The majority of CEC applicants interviewed felt that program staff were accessible and helpful. Most 

funded applicants did not express concerns with the program’s reporting requirements while a few 

applicants indicated that it was difficult and costly to obtain audited financial reports within the time 

frame requested by the program.  

Some applicants noted ambiguity in the eligibility criteria and stated the criteria are too broad. 

Applicants from non-profit organizations indicated that the application form is not adapted to arts 

organizations and includes unfamiliar business language terms, such as business plan, export plan and 

strengths, weaknesses, opportunities, and threats (SWOT) analysis. This suggests that there may be a 

misunderstanding of the economic nature of the program.  

The document review showed that the application and assessment tools are not well aligned with the 

expected outcomes of the program. Indeed, these documents do not refer to high ROI, but rather the 

reference to export revenue without indicating that projects must generate high revenues to be 

potentially funded. This may explain why some unfunded applicants interviewed considered themselves 

eligible even though their project does not meet the program’s outcomes.  

Delivery of ITO’s activities has worked well   

Good management practices have been demonstrated in the delivery of ITO activities including the TMs, 

amplification events and seminars. For example, ITO established partnerships with third parties such as 

GAC and foreign consultants, to assist with the planning and conduct of TMs and the identification of 

amplification events. ITO also demonstrated flexibility and capability to adapt activities to changing 
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needs and contexts in response to the COVID-19 pandemic, including shifting to virtual delivery for TMs 

and amplification events. 

TM participants are satisfied with ITO trade missions, particularly the B2B meetings 

Most of China and Latin America TM participants that responded to the post-participation surveys rated 

their level of satisfaction in the TM as “excellent” and “very good”.42 The majority of TM participants and 

GAC officials interviewed as part of the case studies reported that the B2Bs were well coordinated and 

sufficiently timed. The majority of TM participants and GAC officials stated that in-person B2B meetings 

were more impactful than virtual meetings; however, most agreed that virtual and in-person meetings 

can complement one another, particularly if offered sequentially, such as developing kickstart 

relationships virtually and then following-up in person.   

The case studies found that the in-person Latin America TM activities rated as most valuable are as 

follows (with most valuable mentioned first): B2B meetings, networking with local Latin American 

stakeholders, and market briefings, while the least valued activity was the site visits. For the virtual 

Germany TM, the activities rated as most valuable were the B2B meetings and the matchmaking 

consultant while the least valued was the panel discussions.  

There are opportunities to enhance the ITO trade missions 

While the majority of TM participants and GAC officials interviewed expressed satisfaction with the TMs, 

suggestions for improvement were noted: 

• Some TM participants indicated that the benefit of the cross-sectoral approach employed for 

TMs resulted in opportunities for collaboration and synergies between companies in different 

creative sub-sectors, through meeting Canadian artists and organizations in other sub-sectors 

(e.g., adaptations of books and music to TV series and movies). The main challenge noted with 

multi-sector TMs is that it is difficult to cater to all TM participants’ needs and organize meetings 

with buyers/clients for all sub-sectors represented in the delegation.  

• Some TM participants and GAC officials interviewed noted that the B2B meetings were not 

always relevant to the TM participants and that there are opportunities to improve the 

matchmaking.  

• A few GAC officials indicated a need for more coordinated planning between delivery partners 

(PCH, GAC and matchmaking consultants) and greater effort to ensure that the most 

appropriate companies are selected to participate in the TMs, accordingly to the country where 

the TM is taking place. 

  

 
42 This question was not available in Germany and Netherlands TMs post-participation surveys. For this post-participation survey question, the 
following scale rating was used: 5- excellent, 4- very good, 3- good, 2- fair, 1- poor. 
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Most participants surveyed are satisfied with the ITO amplification events  

Post-participation surveys of sample amplification events indicates that most participants were satisfied, 

particularly with the B2B meetings and networking opportunities (Tables 14 and 15).  

Table 14: Satisfaction with sample ITO amplification events for international amplification 

events 

Event 
Canadian 

participants 

Number of 

survey 

Respondents  

Canadian participant satisfaction  

with amplification event43 

Edinburgh Fringe and 

Television Festival, 

2018 

23 5 
80% (4 out of 5) were satisfied with B2B 

and networking opportunities. 

Edinburgh Fringe 

Festival, 2019 
23 15 

66% (10 out of 15) found the Pitch my 

Piece event to be better than expected. 

Guadalajara 

International Book 

Fair, 2018 

16 6 

100% (n=6) were satisfied with B2B and 

networking opportunities; 80% 

expected that these would generate 

business outcomes. 

Market, Industry, Film 

and Audio-visual, 2018   
8 8 

50% (4 out of 8) found the B2B 

meetings and networking opportunities 

to be good, very good or excellent. 

Miami Kidscreen, 2020 100 73 

84% (61 out of 73) found the 

networking reception valuable; 90% of 

Canadian participants found the “meet 

and greet” helpful. 
Source: Compilation of post-participation surveys results and post-amplification event report  

  

 
43 Calculations reflect those participants who completed post-participation surveys. 
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Table 15: Satisfaction with sample ITO amplification events for domestic amplification events 

Event Participants 

Number of 

survey 

respondents  

Participant satisfaction with 

amplification event44 

Canada Games Online, 

2020 
108 13 

92% (12 out of 13) indicated that they 

were “very satisfied” (62%) or 

“somewhat satisfied” (30%) with their 

meetings at B2B Connect. 

Content Canada, 2020 124 41 

56% (23 out of 41) indicated that they 

were “very satisfied” (83%) or 

“somewhat satisfied” (13%) with the 

B2B meetings. 
Source: Compilation of post-participation surveys results and post-amplification event report  
  

 
44 Calculations reflect those participants who completed post-participation surveys. 
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5. Conclusions  

Overall, the evaluation confirms the relevance, efficiency, and effectiveness of the CEF during the three-

year period of 2018-19 to 2020-21. However, as the programming has only been in place since 2018-19, 

there are key opportunities for improvements to further ensure continued relevance and performance 

moving forward.  

The evaluation concludes that the CEF is relevant to needs, government mandate and priorities with a 

lack of evidence of duplication with other initiatives. While the creative sector has great market 

potential beyond Canada, export development is complex and federal funding helps the sector succeed 

in new markets.  

The CEF has alignment with federal and departmental priorities related to the promotion of 

international trade. Although the CEF considers federal government commitments to equity 

communities, more could be done to collect, compile and report on the contribution made by these 

groups. The CEF demonstrated an ability to adapt to changing needs, including those related the COVID-

19 pandemic which had an overall negative impact on the creative sector. Clear efforts have been made 

to ensure complementarity and to avoid duplication with other programming.  

The CEF made progress toward the achievement of its intended short and medium-term outcomes. 

Funding was distributed to a wide variety of CEC export-ready projects and ITO activities including TMs, 

amplification events, seminars, and partnerships. These activities and outputs of the CEF contributed to 

business deals, commercial agreements, increased export opportunities and greater export revenues, 

and to growing international recognition of the Canadian creative sector. 

Overall, there is evidence of efficient delivery of the CEF. Good management practices have been 

employed in the delivery of the CEC and ITO activities, particularly related to collaboration and 

communication with partners. However, several areas were identified that negatively impacted efficient 

delivery. In particular, there is a need to reduce the time required to make CEC funding decisions to 

meet the PCH service standard. It is also necessary to ensure clear understanding and communication of 

program priorities in CEC documentation. Given that the economic nature of the program and the 

criteria of funding projects with a high potential of ROI or export revenues is not indicated in program 

guidelines nor is it well understood by all applicants, there are opportunities to further refine the 

application processes to better reach the targeted CEC clients and to enhance the project selection 

process to increase the number of projects that generate significant export revenues and have a higher 

benefit cost ratio.   

The existing performance measurement strategy is useful for decision-making and reporting to some 

extent. Formalizing the logic model and updating performance measurement indicators could help to 

clarify the underlying rationale and assumption for the CEF, the conditions under which success is most 

likely to be achieved, and the links between the CEF activities and outcomes. There are also 

opportunities to further consider the timelines for the achievement of longer-term export revenue 
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results, while improving the consistency and response rates of data collection to tell a better story of the 

CEF results.  

6. Recommendations, management response and action plan  

Based on the findings and conclusions, the evaluation makes 2 recommendations to improve the CEF 

performance measurement and CEC efficiency. Actions on these recommendations will lead to the CEF 

improvements and will strengthen the continued relevance and performance of the CEF going forward. 

Recommendation 1:  

The evaluation recommends that the Senior Assistant Deputy Minister, Cultural Affairs review and 

update the CEF logic model and performance measurement indicators, to support consistent data 

collection and reporting, as well as to better capture intermediate and long-term economic impacts 

and to improve data on equity communities. 

Management response 

Recommendation accepted.  

The CES was initially launched in June 2018 in partnership with GAC with an investment of $125 

million over 5 years to assist creative industries in maximizing their export potential. The CEF is 1 of 3 

pillars that make up the CES and is supported by $70 million in funding over a period of 5 years. PCH 

is currently working to renew the CES, as the current iteration is set to expire in March 2023. 

The IT Branch acknowledges that the CEF requires clearer performance indicators to better evaluate 

the economic impact of this initiative in supporting the export activities of Canada’s creative 

industries, in particular, the impact of the CEF on Indigenous peoples and equity communities.  

If renewed, the IT Branch will review and update the CEF’s current logic model and performance 

measurement indicators to align with and better report on objectives. The IT Branch will also 

develop an overall CES data collection action plan, which will include the collection of inclusion, 

diversity, equity and accessibility data, to ensure that performance data is captured in a reliable and 

consistent manner over the intermediate and long-term. Activities and results will be gathered and 

assessed following the first full year of implementation of the CES data collection action plan to 

ensure consistent reporting.  
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Table 16: Recommendation 1 – Action plan 

Action Plan Item Deliverable(s) Timeline Responsible 

1.1 Review and update CES logic 

model for review and inclusion 

in the PIP 

1.1.1 Updated logic model is 

developed and approved by the 

Cultural Affairs Management 

Committee and the Senior 

Assistant Deputy Minister of 

Cultural Affairs, and included in 

the PIP 

April 2023 Lead: 

International 

Trade Policy 

Directorate 

1.2 Review and update 

performance measurement 

indicators  

1.2.1 Updated performance 

measurement indicators are 

developed and approved by the 

Cultural Affairs Management 

Committee and the Senior 

Assistant Deputy Minister of 

Cultural Affairs and included in 

both PIPs. 

April 2023 Lead: 

International 

Trade Policy 

Directorate 

1.3 Review and update CES 

tools to align with updated 

performance measurement 

indicators 

1.3.1 Updated CES tools which 

correspond to updated 

performance measurement 

indicators 

October 

2023 

Lead: 

International 

Trade Policy 

1.4 Develop CES Data Collection 

Action Plan, including for 

intermediate and long-term 

results, with particular attention 

to be paid to the collection of 

data relating to Indigenous 

peoples and equity 

communities 

1.4.1 Data Collection Action 

Plan is drafted and approved by 

the Cultural Affairs 

Management Committee and 

the Senior Assistant Deputy 

Minister of Cultural Affairs 

October 

2023 

Lead: 

International 

Trade Policy 

Directorate 

1.5 Produce an Annual 

Performance Measurement 

Report for the CEF and present 

the findings to senior 

management annually 

1.5.1 Performance 

Measurement Report 2023-24 

presented to the Senior 

Assistant Deputy Minister, 

Cultural Affairs 

Annually, 

beginning 

October 

2024  

 

Lead: 

International 

Trade Policy 

Directorate 

1.6 Elaborate or update current 

tools to align with the most 

updated performance strategy 

1.6.1 Updated tools to respond 

to most updated performance 

strategy 

When 

applicable 

Lead: 

International 

Trade Policy 

Directorate 

Full Implementation Date: October 2024 
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Recommendation 2:  

The evaluation recommends that the Senior Assistant Deputy Minister, Cultural Affairs should 

implement measures to streamline and enhance the CEC funding decision process.   

Management response 

Recommendation accepted.  

The evaluation covered the CEC program’s first 3 fiscal years of implementation. In the program’s 

inaugural year, there were 2 application deadlines (first intake for 2018-19 funding and second 

intake for 2019-20 funding) within a period of 2 months, which created delays, as applications for 

the second intake were only processed following the completion of assessments and 

recommendations for the first intake.   

The program has since implemented a process of launching intakes at least 6 months prior to the 

start of the eligibility period. At the fifth intake (2022-23 funding), the CEC program communicated 

results to unsuccessful applicants ahead of making the funding announcement to recipients. This 

allowed unsuccessful applicants to be informed of the results of their application in a timely manner.  

The program has since launched one application intake per fiscal year, allowing sufficient time for 

staff to review all applications and make recommendations within an established timeline. The CEC 

program established guiding parameters for drafting an export plan (part of the program’s required 

documents) and improved support to funding applicants by delivering detailed, informative webinars 

on the program and application process following an intake’s launch and before its deadline.  

After communicating intake decisions, the program provides the opportunity for unsuccessful 

applicants to obtain feedback on their proposal, allowing them to better understand the program’s 

objectives and requirements for the purpose of submitting a new and improved application at the 

next program intake. 

In order to increase the efficiency of the assessment process (which includes consulting subject 

matter experts within and outside of PCH, such as GAC’s TCS on stronger proposals, which may be 

considered for funding), the CEC program will develop tools to guide these subject matter experts in 

their review process and set timelines for feedback. These tools give guidance on the type of 

information that the program is seeking: project and creative industry’s fit with the target markets, if 

the applicant is familiar to them, relevance of identified project partners, and its feasibility within 

the project’s proposed timeframe.  

Recognizing that further improvements are necessary to align the CEC program’s application and 

assessment tools with the program’s objectives, the CEC program intends to clearly communicate to 

stakeholders that funding applications must forecast generating high export revenues in relation to 

the funding amount requested in order for their project to be considered as viable (e.g., in the 
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application guidelines, on the webpage and during webinars). The definition of “high revenues” will 

also be clearly defined and communicated to stakeholders.  

Table 17: Recommendation 2 – Action plan 

Action Plan Item Deliverable(s) Timeline Responsible 

2.1 Engage an external party 

to review the CEC program 

application and funding 

decision process  

2.1.1 Report outlining 

recommendations to streamline 

application and funding 

decision process  

August 2023 Lead: ITO 

Directorate 

2.2 Implement 

recommendations resulting 

from review of CEC program 

application and funding 

decision process 

2.2.1 Enhanced assessment 

process and program 

application package 

April 2024 Lead: ITO 

Directorate  

2.3 Develop and implement 

consultations templates and 

establish a feedback timeline 

with the TCS and Subject 

Matter Experts 

2.3.1 Developed templates and 

an established feedback 

timeline for TCS and subject 

matter experts guiding them in 

the type of information to 

provide when being consulted 

on projects by the CEC.  

February 2023 Lead: ITO 

Directorate 

2.4 Develop and publish 

communication products 

regarding CEC program’s 

requirements that viable 

projects must forecast 

generating a “high amount of 

revenues in relation to the 

funding amount requested” 

(previously referred to as ROI) 

2.4.1 Communication products 

are developed and published on 

program webpage and relevant 

platforms and disseminated to 

potential CEC program 

applicants 

April 2023 Lead: ITO 

Directorate 

2.5 Communicate decision 

letters to unsuccessful 

applicants in a timely manner 

2.5.1 Letters of decision will be 

sent to unsuccessful candidates 

prior to funding 

announcements for successful 

candidates.  

June 2023 ITO 

Directorate 

Full Implementation Date: April 2024 
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Annex A: CEF’s expected outcomes, performance indicator(s) and target(s)  

Short-term outcomes 

Output(s)  Performance Indicator(s)  Target(s)  

Increased support for the 

international promotion of 

creative industries and 

engagement activities in a range 

of international venues (ITO). 

• Number of international promotion and 

engagement activities in a range of 

international venues that support the 

Canadian creative sector. 

• Number of export activities initiated in 

support of Canadian creative sectors. 

• 4 bilateral meetings with key international countries 

with 2 leading to partnerships by 2020. 

• 3 TM initiated by 2020. 

Increased creative export 

activities through direct support 

to Canadian creative 

industries (CEC).  

• Number of creative industries export 

activities supported by the program. 

• This is a new program. 

• Baseline established and calibrated one year after the 

launch of the program in 2018-19 in order to determine 

target for number of creative sector export activities. 

• Performance data will be available by March 2020. 

Medium-term outcomes 

Output(s)  Performance Indicator(s)  Target(s)  

The CES generates return on 

investment in the Canadian 

creative sector (CEC). 

Dollar value of investment committed by 

program recipients to approved projects.    

• $75M of investment committed by March 2023.   

• Baseline: Given the $1: $1 target funding ratio, and the 

available funding envelope of $75M over 5 years, a 

baseline of $15M per year was chosen. 

• The $15M baseline is based on total PCH envelope 

funding for the Creative Export Fund, and funding to 

existing PCH programs. Therefore $15M over 5 years at 

a ratio of $1: $1 is $75M.   
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The CES leads to growth in 

exports of the Canadian creative 

sector (CEC and ITO). 

Increase in dollar value of annual export 

revenues of funding recipients and business 

deals signed during creative sector TM.   

• $150M growth in exports of funding recipients and 

deals signed during PCH creative sector TM by March 

2023. 

• Baseline: Target leverage of $1: $3 for funding given to 

increase in exports and signed business deals during 

creative sector TM. 

• The $10M baseline is based on total PCH envelope 

funding for the Creative Export Fund. Therefore $10M 

over 5 years at a ratio of $1: $3 is $150M. 

• Initial baseline will be $0 as these are new initiatives.   

Canadian creative sector gains 

international recognition (CEF).  

Increase in ranking on the GFK Nation 

Branding Index.   

• Canada moves up its cultural ranking by 1 position. 

• Baseline will be established in Fall 2018, through the 

release of the new GFK Branding Index. 

Long-term outcomes 

Output(s)  Performance Indicator(s)  Target(s)  

Creative industries are successful 

in global markets resulting in 

increased Canadian economic 

prosperity (CEF). 

• Increase in the value of creative industries 

gross domestic product (GDP), in billions of 

dollars.   

• Increase in rate of change in employment 

growth rate of creative sector firms.   

• Increase in rate of change in revenue 

growth rate of creative sector firms. 

• $1B increase in the contribution to the GDP by the 

creative sector by 2028. 

• Creative sector employment rate grows faster than the 

employment national average by 2028. 

• Creative sector firms receiving funding grow faster than 

the revenue national average by 2028.  
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Annex B: Evaluation framework  

The evaluation framework below presents the evaluation questions and indicators that guided the development of the specific data collection 

tools.  

Relevance – Question 1.1: To what extent did the Creative Export Fund address a continued and changing need? 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence on the extent to with the CEF addresses 

a continued and changing need  

• Importance of CEF funding to address 

recipient’s needs 

• Considerations, if any, going forward 

(emerging trends) 

X X X - - - 

Views of key informants on the extent to which 

the CEF addresses a continued and changing 

need  

• Impact of COVID on creative industries  

• Impact of COVID on stakeholders 

• Importance of CEF funding to address 

recipient’s needs 

• CEF capacity to address changing needs, 

including those related to the COVID-19 

Pandemic  

• Considerations, if any, going forward 

(emerging trends) 

- X X -- X - 
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Relevance – Question 1.2: To what extent did Creative Export Fund align with federal government priorities, roles and 

responsibilities? 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence on CEF alignment with federal 

government priorities, roles and responsibilities  

• CEF support and alignment with government 

priorities, including those related to equity, 

diversity and reconciliation  

• CEF alignment with PCH priorities, outcomes 

and objectives 

X - X - - - 

Views of key informants on CEF alignment with 

federal government priorities, roles and 

responsibilities  

• CEF support and alignment with government 

priorities, including those related to equity, 

diversity and reconciliation 

• CEF alignment with PCH priorities, outcomes 

and objectives 

- - - - X - 
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Relevance – Question 1.3: To what extent the Creative Export Fund duplicates or complements other programs delivered through 

other PCH programs, other government department (f/p/t), non-governmental or private sector? 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence on the extent to which the CEF 

duplicates or complements other programs 

delivered through other PCH programs, other 

government department (f/p/t), non-

governmental or private sector  

• Similarity or difference regarding objectives, 

outputs, activities funded and funded 

amounts 

X X X - - - 

Views of key informants on the extent to which 

the CEF duplicates or complements other 

programs delivered through other PCH programs, 

other government department (f/p/t), non-

governmental or private sector  

• Similarity or difference regarding objectives, 

outputs, activities funded and funded 

amounts 

- - - - X X 
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Efficiency – Question 2.1: To what extent was Creative Export Fund delivered efficiently? 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence that the CEF was delivered efficiently 

• Adequate management and administrative 

practices in place  

• Participation or barriers to the participation 

of different creative sectors and industry type 

as described in its eligibility guidelines 

• Potential opportunities to improve the 

operational processes 

• Achievement of service standards 

• O&M cost to deliver G&Cs 

X - X X - - 

Views that the CEF was delivered efficiently  

• Adequate management and administrative 

practices in place  

• Participation or barriers to the participation 

of different creative sectors and industry type 

as described in its eligibility guidelines 

• Best practices and lessons learned from 

delivery Emergency support Fund in 2020-21 

• Potential opportunities to improve the 

operational processes 

X - X - X X 
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Effectiveness– Question 3.1: To what extent did Creative Export Fund achieve its intended short-term outcomes? 

• Increased support for the international promotion of creative industries and engagement activities in a range of international 

venues 

• Increased creative export activities through direct support to the Canadian creative industries 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence that the CEF achieved the following 

intended short-term outcomes  

• Number of international promotion and 

engagement activities in a range of 

international venues that support the 

Canadian Creative sector  

• Number of export activities initiated in 

support of Canadian creative sectors. 

• Number of creative industries export 

activities supported by the program 

X - X - - - 

Views of KII that the CEF achieved its intended 

short-term outcomes  
- - - - X - 
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Effectiveness – Question 3.2: To what extent did the Creative Export Fund achieved its intended medium-term outcomes? 

• The CES generates return on investments in the Canadian creative sector 

• The CES leads to growth in exports of the Canadian creative sector 

• Canadian creative sector gains international recognition 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence that the CEF achieved the following 

intended medium-term outcomes  

• Dollar value of investment committed by 

program funded applicants to approved 

projects 

• Increase in dollar value of annual export 

revenues of funded applicants and business 

deals signed during creative sector trade 

missions 

• Increased in raking on the GFK Nation 

Branding Index 

- - X - - - 

Views of KII that the CEF achieved its intended 

medium-term outcomes 
- - - - X - 
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Effectiveness – Question 3.3: To what extent does the performance measurement for the CES gather the data required to inform 

decision-making and reporting. Are there opportunities for improvement? 

Indicator 
Administrative 

review 

Literature 

review 

Document 

review 

Financial 

data 

Key informant 

interview 
Case studies 

Evidence and views of key informants on whether 

the performance measurement for the CES 

gather the data required to inform decision-

making and reporting 

• Extent to which the performance indicators 

accurately reflect outputs and results 

• Extent to which program data capture and 

reporting capacity corresponds to 

expectations outlined in the CES original 

design 

• Extent to which the performance data being 

collected is accurate and complete 

• Extent to which the performance data 

supports decision-making and departmental 

accountability requirements (usefulness) 

• Identification of potential changes and 

improvements to CES performance 

measurement  

• Effectiveness of data collected on the equity 

communities to inform decision-making and 

reporting 

 

X - X - X - 
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Annex C: Creative sectors and sub-sectors 

Creative sectors Creative sub-sectors 

1. Audio-visual 

and 

interactive 

media  

 

1.1 Film and video: Includes feature films, short films, live action and animated films, documentaries, videos, and 

interactive movies, in all formats including film, HD, digital, streamed and downloaded content, as well as 

dissemination services such as film festivals and related events.  

1.2 Broadcasting: Includes broadcasters and service providers of traditional, pay and specialty radio content; cable, 

pay and specialty television programming; and Internet-based broadcast content such as podcasts, on-line, 

streamed, and digital radio and television programs.  

1.3 Interactive media: Includes console games, on-line games, wireless games, and PC games as well as other related 

interactive digital edutainment products. 

2. Education and 

training  

2.1 Education and training: Cultural programs offered at educational and training establishments including elementary 

and secondary schools, community colleges and CEGEPs, universities, technical, vocational and trade schools and fine 

arts schools.  

3. Governance, 

funding and 

professional 

support  

3.1 Government entity  

4. Heritage and 

libraries  

4.1 Cultural heritage: Includes artifacts, collections (incl. antiques) and services such as museums, public art galleries, 

art museums, historic sites, historic buildings, planetarium, and archaeological sites.  

5. Live 

Performance   

5.1 Performing arts: Includes live performances by individuals and companies of theatre (incl. musical and dinner 

theatre), opera, dance, orchestras, music, circuses, magic shows, ice shows, puppet theatre, mime shows, etc. as well as 

services such as promoters and presenters of performing arts.  

5.2 Festivals and celebrations: Includes live performed events, including festivals, fairs and other celebrations with live 

performances of music, theatre, dance, comedy, improvisation, multidisciplinary events, and services of promoters and 

presenters of live performed events.  
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Creative sectors Creative sub-sectors 

6. Sound 

Recording  

6.1 Sound recording: Includes sound recording services, record production, record reproduction, and distribution, in all 

formats, regardless of delivery platform, including on-line digital or downloaded music content.  

6.2 Music publishing: Includes music composition and publishing, in all formats, regardless of delivery platform, 

including print music, on-line digital or downloaded content, sale of rights for performance, recording, reproduction, 

and other related rights.  

7. Visual and 

Applied Arts  

7.1 Crafts: Includes hand-made artisanal goods from all materials, including textiles, jewelry, pottery, statues, ceramics, 

furniture, housewares, musical instruments, etc. 

7.2 Original visual art: Includes original art such as paintings, drawings, pastels, engravings, prints, lithographs, 

sculptures and statuary, as well as dissemination services such as commercial art galleries.  

7.3 Design: Includes graphic, interior, industrial, jewelry, fashion and other specialty design services.  

7.4 Advertising: Includes design and development of advertisements.  

7.5 Architecture: Includes residential, non-residential, landscape and urban design services.  

7.6 Photography: Includes traditional still and digital photography services, covering all fields including portrait, 

wedding, action, and specialty, commercial and industrial services.  

8. Written and 

Published 

Works  

8.1 Books: Includes all published content and formats, regardless of delivery platform, including print, audiobooks and 

eBooks, as well as dissemination services such as book fairs, literary festivals, reading series, and related events.  

8.2 Periodicals: Includes all published content and formats, regardless of delivery platform, including print, on-line 

versions, webzines (e-zines), and other digital and electronic publishing and delivery, as well as dissemination services 

such as magazine fairs and related events.  

8.3 Newspapers: Includes all published content and formats, regardless of delivery platform, including print, electronic, 

and web-based newspapers, as well as other digital and electronic publishing and delivery.  

8.4 Other published works: Includes published materials (in print or electronic form) such as brochures, leaflets, 

postcards, greeting cards, and calendars.  

9. Multi  The Multi sector was selected when the activity of the organization could not be classified under a single sector. 

10. Other 
The “other” sector was selected when the CES evaluation team could not determine the main activities of the 

organization or when the organization does not at all fit into any above categories (used only on rare occasions).  
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