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O Outline: where are we now and where are we going?

1. Context:

Current Business & Economic Conditions
2. Pulse on digital advertising trends:
Advertising and e-commerce in Canada

3. Outiook ahead:

Growth In time of uncertainty.
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o Inflation peaked at 8.1% last June and is slowing,
but remains well above the Bank of Canada’s 2% target.

Canadian consumer price index (CPI)
% change, year-over-year
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o Costs & labour remain the biggest concerns for Canadian firms
for the next quarter and likely to persist till end of 2023.

Business obstacles expected, next three months
% of respondents, grouped by category
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023.



Firm pricing behavior not yet normalized, despite headline
disinflation.

Businesses expecting to raise the selling price of their goods and services, next three months and CPI inflation
Left axis % of respondents; right axis year-over-year % change

Inflation April 2023: 4.4%
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023.



Industries facing stronger cost pressures more likely to

raise prices.

Expect to raise prices, next three months
% of respondents
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023.
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Backlog challenges ongoing albeit slowly normalizing.
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O Supply chain challenges are improving.

Global supply chain pressure index falling
Standard deviation from average value
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Sources: New York Federal Reserve; CFIB; HARPEX; PMI; Haver Analytics.

Fewer Canadian firms reporting input shortages
% of respondents, seasonally adjusted
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o Supply-chain challenges have improved since the start of 2022,
but they remain elevated, and many firms expect them to persist.

(1) Expected supply-chain obstacles, next three months

(2) Expected duration of obstacles
% of respondents
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023. 11



o Most firms experiencing supply-chain issues say they have been the same
or improved, and generally don’t expect things to worsen.

Supply-chain obstacles experienced, last three months
% of respondents, of those that expect supply-chain obstacles
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Supply-chain obstacles expected, next three months
% of respondents, of those that expect supply-chain obstacles
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023. 12



o Businesses are planning to partner with new suppliers,
substitute inputs and work with existing suppliers.

Business plans to adjust their supply chains, next 12 months

% of respondents
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023.
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o Digital & e-commerce in numbers: emphasis on digital
resulted in growth for Canadian businesses of all sizes.
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(Online) Advertising among marketing instruments most
procyclical to economic conditions.

The Role of National Culture in Advertising’s
Sensitivity to Business Cycles: An
Positive Correlation Between |nVBStigati0n Across Continents

xand y

Advertising and Public Policy: The Macroeconomic Effects of Advertising
Robert Jacobson and Franco M. Nicosia View all authors and affiliations
Volume 18, Issue 1 https://doi.org/10.1177/002224378101800103

)

DOI: 10.2307/1060982 - Corpus ID: 155758253

) m— The Macroeconomic Relationship between
Advertising and Consumption

Chulho Jung, Barry J. Seldon + Published 1995 - Business, Economics + Scuthern Economic Journal

The Cyclical Response ofAdvertising Refutes «<mizing firms advertise in order to increase the demand for the goods they produce. Hence, we would
Counter—Cyclical Profit Margins in Favor of :reases in a firm's advertising to be associated with increases in consumption of the firm's goods, ceteris
Product-Market Frictions he increased demand for the firm's goods may be associated with decreased demand of their rivals’
the market level, increases in advertising by the industry may not be accompanied by increased
tion of the industry's output. This is because... Expand
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Robert E. Hall
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National Culture and Advertising Sensitivity to Business Cycles: A Reexamination

Jung Seek Kim View all authors and affiliations

Volume 28, Issue 4 https://doi.org/10.1177/1069031X20923310




Advertising expenditure has averaged approx. 2% annual
growth over the last (almost) three decades.

Total advertising expenditure (left side) and annual change (right side)
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Proportion of e-commerce sales has steadily grown over the
last decade to peak of 8.7%.

E-commerce and sales
Percentage of total sales
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Retail trade amongst the top industries with plans to implement
o new or pre-existing digital tech to buttress e-commerce or

Plans to implement new or update pre-existing digital technology to enable or enhance e-commerce or online sales
of respondents, by industry and technology

Yes, very likely to work Yes, somewhat likely to Yes, somewhat Yes, very unlikely to Yes. unknown
with a consultant work with a consultant unlikely to work with a work with a consultant ’
consultant
Allindustries 4.4 45 1.4 2.6 1.4
Arts, entertainment and recreation 4.4 _ 24.9%
Accommodation and food services 33 22 4%
Real estate and rental and leasing 23 16 16.8%
Retail trade a1 25 21.7%
Finance and insurance 32 _ 22.9%
Information and cultural industries - . 18 3%
Other services (except publlxl:::;::t:::::: 5 _ 15.2%
Manufacturing 3.3 2.5 21'1;%
Administrative and support, waste management and 3.3 14.8%
remediation services 4.2 14.4%
Health care and social assistance 13 7.6%
Professional, scientific and technical services 4.2 16.3%
Agriculture, forestry, fishing and hunting 2.2 7.3%
Transportation and warehousing 5.4%
Construction 6.8%
2.3%

Mining, quarrying, and oil and gas extraction

Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023.




o After a pandemic boom, share of total sales online fell in 2022, with
notable declines for information and culture, professional services

_____and finance.

Percentage of total sales made online in 2022
%, by industry
Change vs. 2021

All industries -2%
Arts, entertainment, recreation 0%
Accommodation, food services -2%
Information, culture -9%
Professional services -7%
Manufacturing 3%
Retail trade -4%
Wholesale trade 1% 6%
Other services -3% 6%
Finance, insurance -8% 5%
Real estate -1% 3%
Administrative services -1% 5%
Agriculture, forestry 0% 4%
Health care, social assistance 1% 3%
Transportation, warehousing 0% 3%
Construction 0% 2%
Mining, oil and gas 204 0%

Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023.



Manufacturing, information and culture, professional services
firms and retail trade lead technology adoption plans.

Business plans to adopt new technologies, next 12 months
% of respondents, by industry and technology
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operations online tasks hardware using software tools computing tools
Artificial Intelligence other purposes
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Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023. 21



o Roughly 3 in 10 firms cite hiring skilled employees and access
to finance as top challenges to adopting new technologies.

Business challenges when adopting technologies
% of respondents that answered, “somewhat challenging” and “extremely challenging”

Hiring workers Accessing financial Retraining employees Accessing external £ : itv and
with tech skills resources to invest with new tech skills financing to support nsgrril\r)agcfleé:fuczgi/aan
in new tech implementation 270/
Firms in agriculture, Firms in construction, Fir_ns_ in arts and rf_acreation,
construction, and administrative services, and administrative services, health
manufacturing, report the most health care report more care, accommodation and food
- challenges challenges retraining/reskilling services report access to
in hiring workers with skills to employees. financial resources and
implement new technologies. external financing as

impediments to tech adoption.

Source: Statistics Canada, Canadian Survey on Business Conditions, 15,963 businesses surveyed in January and February 2023. 22






o Canada’s economic growth slowed in 2022. Mild recession
expected in 2023.

Canadian real gross domestic product (GDP) growth

Chained 2012 dollars, annualized quarterly percent change
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o Growth in times of uncertainty - intentionality goes a long

way.

OO®
N

3.

Calibrate investments to consumer
demand.

Let data guide the way and engage
with evidence-based marketing.

Optimize your existing resources
and stay agile.



O Canadian Survey on Business Conditions Reports

Gain More Insight with free tools from the Canadian
Chamber of Commerce Business Data Lab

Canadian Survey on Business Conditions Reports

» Captures views from over 16,000 employers each quarter

* Forward-looking, early indicators of future business trends o 4 -
° Results avallable by Industry‘! reglon, f“-m S|Ze, and & e woeee. BUSINESS Conditions Terminal
detailed business ownership categories s || o || S ||

Business Conditions Terminal

» User-friendly data and insights with over | ==| .
2,200 indicators in one platform [— N o
1 g
« Easy-to-generate relevant, customized results e
¢ Canadian-focused and bilingual = s

"Always on" with updated data




O Mobility to Workplace Dashboard
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Dashboard — Business Data
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Select aggregation level below to compare across provinces/territories; CMAs; or downtowns.

September 2022

%’m Mobility to Workplaces
i

Rankings

@ Canada © Provinces/Territories @ CMAs* @Downtowns

Saskatoon, Saskatchewan (D )
lqualuit, Nunavut (CMA)

Chilliwack, British nbia (Dowmto
Saskatoon, Saskatchewan (CMA)
Saskatchewan

Brantford. Ontario (D v



https://bdl-lde.ca/dashboard/
https://bdl-lde.ca/dashboard/

O )5/l Business Conditions Terminal

* Free
« Comprehensive coverage

« User-friendly, customized results

- Canadian-focused, bilingual

« Always on

www.bdl-Ide.ca/terminal
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Canadian Chambre de
Chamber of Commerce Business Laboratoire de données
Commerce du Canada Data Lab sur les entreprises

The BDL is made possible through our collaboration with Statistics Canada and
financial support from Innovation, Science and Economic Development Canada.

Funded by the
Government
of Canada
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