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Consumer Insight Report 2018 found that 
56% of consumers in Canada are listening 
through on-demand streaming,” says Dean. 
“This is slightly below the global average 
of 61%. It’s difficult to predict how high the 
number of streaming subscribers will go. But 
what we do know from statistics collected by 
IFPI is that many consumers still cite YouTube 
as their main source for on-demand music – 
and they cite the availability of music on that 
service as one of the reasons that they do not 
switch to a subscription-based service.”

For all that, subscription streaming in 

Canada is currently performing well, despite 
Canada’s initial tardiness in adopting the 
streaming music model. Streaming services 
like Rdio and Slacker launched relatively early 
in Canada; but it wasn’t until Spotify arrived 
in the second half of 2014 – closely followed 
by Apple Music and Tidal in 2015 – that 
streaming began to take off in earnest.

Dean says that revenues from subscription 
audio streams rose to US $211.8m in 2018 from 
US $161.1m in 2017 and US $95.46m in 2016. 
“Ad-supported streaming revenues in Canada 
also increased, though less dramatically, to US 
$26.78m in 2018 from US $16.26m in 2017,” she 
adds. Overall, streaming accounted for 60% of 
recorded music revenues in Canada in 2018, 
according to the IFPI, increasing by 31.9% from 
US $200.7m in 2017 to US $264.8m in 2018. 

Nielsen said that streaming volumes 
continued to rise in Canada, with the total 
number of on-demand audio song streams 
passing 59bn in 2018, a 47% increase over the 
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YouTube boasts immense strength in Canada but it is partly responsible 
for the slow adoption of subscription streaming as the country’s music 
industry aims to improve the revenue disparity for Canadian creators

STATS 

f 
Population   35.9m
d 
GDP (purcashing power parity)   

 $1.774 trillion 
GDP - real growth rate  3% 
GDP per capita (PPP)  $48,400
h 
Internet users  31.8m
c 
Broadband connections  13.9m 
Per cent of population  89.8%
i 
Mobile phones total  31.5m 
Source: CIA World Factbook
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T he music industry is hardly shy 
in speaking out about the value 
gap, that mismatch between 
the value that user-upload services 

(especially YouTube) receive from advertising 
around music-centric content and the 
revenue they return to the music industry. 

However, the Canadian music industry 
is one of the rare markets to actually put a 
value on this gap. Jackie Dean, COO of Music 
Canada, says that an economic analysis 
by Dr George Barker of the London School 
of Economics and the Australian National 
University showed that the revenues lost 
to Canadian creators because of YouTube 
amounts to roughly CAD $550m (US $417.5m) 
per year. Given that, according to local industry 
sources, the total value of recorded music 

income in Canada in 2018 was CAD $572m (US 
$434.2m), this is a fairly massive disparity.

Dean says that, drawing on a 2018 
IFPI study of online consumers, 79% of 
respondents in Canada said they used 
YouTube for music. “The same study found 
that almost half (45%) of respondents’ time 
spent listening to on-demand music is on 
YouTube,” she adds. “YouTube is the most 
popular site for on-demand music streaming 
around the world, as well as in Canada.”

Music Canada, which recently published a 
report entitled Closing the Value Gap: How to 
Fix Safe Harbours & Save the Creative Middle 
Class, says that the strength of YouTube is 
also partly responsible for the slow adoption 
of subscription streaming in Canada. 

“Our international partner IFPI’s Music 

Many consumers still cite 
YouTube as their main source 

for on-demand music – and they 
cite the availability of music on 

that service as one of the reasons 
that they do not switch to a 

subscription-based service...” 
– Jackie Dean, Music Canada
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same time period in 2017. “The music industry 
in Canada is thriving following yet another 
year of tremendous growth and engagement,” 
said Paul Shaver, VP of Nielsen Entertainment 
Canada, in a press release. “Canadians are 
listening and engaging with more music than 
ever before and we’re seeing an increased 
diversity of taste among listeners.”

The subscription audience in Canada is also 
one that skews young. “Research from Nielsen 
Music Canada found that in 2018, 91% of 
Canadians are listening to music,” says Dean. 
“Teens and millennials are especially engaged, 
using multiple devices to listen and being 
most likely to pay for a subscription streaming 
service. Those younger listeners are also very 
active in playlisting, with 98% of teens and 

96% of millennials engaged with playlists, 
compared to 84% of the general population of 
those streaming music in Canada.”

Overall, then, the Canadian music industry 
seems to be performing relatively well – 
despite its problems with the value gap. Total 
recorded music revenue in Canada grew 0.5% 
in 2018, a result that led to it slipping two 
rungs in the global music rankings to ninth 
place. But Dean says that this was largely due 
to “a large payout of non recurring revenue”. 
(Local industry sources explain that Canada 
received a one-off payment of performance 
rights in 2017.) “Normalising the revenue in 
2017 to compare to 2018, there was a 5.5% 
increase in recorded music revenue in Canada 
in 2018,” Dean explains.
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RECORDED MUSIC SALES
(Volume, million units)

DIGITAL MUSIC REVENUE BY FORMAT
(In US$ millions)
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What’s more, the Music Canada 
COO is optimistic that the Canadian 
government will act on the value gap. “Two 
Parliamentary committees have now made 

recommendations on how to update the 
Canadian Copyright Act. The single biggest 
source contributing to the value gap are 
broad safe harbour provisions in Canada’s 
Copyright Act. These provisions enable digital 
service providers to reduce the royalties they 
pay to the artists and businesses who create 
the music shared on their platform,” she says. 

“Thankfully, we are seeing a global trend 
in countries realising how important it is to 
hold these types of platforms accountable for 
the works shared through their services. The 
EU recently passed its Copyright Directive, 
which signals the urgency in closing the value 
gap and taking action on safe harbour laws. 
And now two Parliamentary Committees 
in Canada have recommended reviewing 
Canada’s safe harbour laws. In particular, the 
Standing Committee on Canadian Heritage 
recommended that they be reviewed to 
ensure that digital service providers are held 

accountable for their role in sharing creative 
content. These are all great first steps 
towards real legislative change for the music 
industry.”  :)
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RECENT GROWTH IN STREAMING MUSIC REVENUES 
AND TOTAL RECORDED MUSIC REVENUES IN CANADA 

STREAMING REVENUES
TOTAL RECORDED MUSIC REVENUES
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Source: IFPI, “Global Music Report 2019, Full Report: Data and Analysis”, 2019, p. 89.


