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Creating Growth and Jobs in Canada’s Cultural Industries 

Under Heritage Minister James Moore’s leadership, the federal government has modernized 
and updated programs across the cultural sectors and secured long-term, stable funding so 
that cultural industries can innovate and invest with greater certainty. Over the past two 
years, the Minister announced five-year funding and updating of a suite of programs to 
support museums, arts and cultural organizations. In the 2011 federal budget, permanent 
funding was announced for the Canada Media Fund and for the program that promotes 
innovation and growth in Canada’s magazine sector, the Canada Magazine Fund.   

For the cultural industries, like any sector, business planning is critical. By providing clear, 
modern program objectives and consistent funding, the Minister has created an environment 
for growth and innovation. It is up to each cultural community to make the best of it and to be 
prepared to be measured on their success. 

The most oft-quoted “ask” of the cultural industries is that government stop offering up short-
term, unpredictable project funding based on subjective criteria and instead deliver 
predictable support, based on clear, objective criteria. Mr. Moore has delivered. 

The Canada Periodical Fund is an example. It replaces two previous programs that had 
similar but different eligibility and funding criteria and separate deadlines, and that each 
required administration by a team of officials. The program actually deterred innovation in 
new digital services by requiring magazines to use postal distribution. The new program will 
help the industry move forward, allowing publishers to use the investment in a manner 
appropriate to the unique needs of their magazine. And the key measure for the program is 
consumer acceptance. Levels of support are based on whether or not Canadian consumers 
want and read the magazine. 

Some of Canada’s most popular magazines are published by large companies. The Canada 
Periodical Fund caps the level of support that goes to large circulation magazines and the 
levels of support are not based on ownership but on consumer choice. Criticizing our leading 
companies and governments for utilizing taxpayer dollars to achieve policy goals is a well- 
travelled road in this country, and it’s unfortunate. Some U.S. publishing companies are 
larger than Canada’s entire magazine publishing sector and U.S. magazines dominate 
newsstands across Canada. This does not just affect the availability of Canadian content. It 
affects Canadian commerce. Canadian businesses, in every sector, advertise their products 
and services in Canadian trade and consumer magazines. When consumers choose a 
foreign magazine and make purchasing decisions, they may end up bypassing Canadian 
suppliers for foreign ones.  



   

Canada’s cultural industries, including its magazines, are a job creation and economic growth 
engine. Some 630,000 people work in our cultural sector, representing $46 billion to the 
Canadian economy. When it comes to stimulating employment and economic growth, looking 
to the cultural sector is good public policy. Discriminating against those magazines that 
deliver on Canada’s cultural policy goals is not. 

Canada’s magazine industry leads the cultural media in providing Canadian content and 
perspectives to Canadian consumers. When it comes to magazines, Canadian consumers 
are more likely to seek out Canadian titles and content than they will with other traditional 
media platforms. Where screen time and box office receipts of Canadian films, relative to 
foreign films, are in the 3-5% range, Canadian magazines make up around 40% of Canadian 
consumer magazine purchasing, providing an average of 80% Canadian content. This is 
achieved with a modest commitment. Annual public investment in Canadian magazine 
publishing by all levels of government accounts for less than 4% of the industry’s annual 
revenues. 

Canada’s cultural policies are designed to ensure Canadians have access to Canadian 
content and that the economic and job creation benefits of our creative industries are fully 
realized. This high level of consumption of Canadian magazines results from both the 
ingenuity of the sector as well as well-crafted, effective federal public policy.   

Rather than criticize the modest investments made to support this tremendous success, we 
should be looking to position the industry to best take advantage of the opportunities of the 
vastly expanding world of digital media and firmly establish Canada’s presence in it. Will 
Canadians have the creative jobs in both content development and delivery platforms in this 
global business or will they go to others? Can Canada replicate the success it has had with 
homegrown magazines in the digital universe or will online content all come from beyond our 
borders? 

We have an opportunity to build jobs and economic growth by investing in content for the 
digital world. We should move on it so we are not, once again, trying to restore Canadian 
perspectives and Canadian jobs but are building them from the get-go. 

Sincerely, 

 
Deborah Morrison 
Chair, Magazines Canada 


