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Overview

19Information and 
communications technology

Look back 30 years and you will see a 
world where the telephone, television and 
radio were the most visible information and 
communications technologies (ICTs).

The telecommunications services industry 
has changed significantly as a result of 
increased competition in all markets. 
New players have joined the industry. For 
instance, cable companies are delivering 
telecommunications services such as Internet 
access and local telephone service in 
addition to television services.

Now personal computers, cellphones and the 
Internet are the ICTs central to how we live 
our lives and conduct our business. New  
ICTs are being developed and marketed, 
older ones are being improved and 
transformed, and we are devoting more 
money and time working, playing and 
communicating with them.

In 2006, cable companies accounted for 54% 
of high-speed residential Internet subscribers. 
Cable companies started offering local 
telephone service in 2005 and, by the end of 
2006, served 12% of local residential lines.

In 2006, over 99% of Canadian households 
had landline or mobile telephone service. 
Sixty-eight percent of households had home 
Internet access, the large majority with 
high-speed service; 1 in 10 households used 
dial-up. Canada has the highest broadband 
subscription rate among the G8 countries.

More than three-quarters of Canadian 
households reported owning a computer in 
2006, while 31% of households reported 
buying new computer hardware.

As for businesses, 87% of private-sector 
organizations used the Internet in 2007, 
while 81% used e-mail and 41% had a 

Source: Statistics Canada, CANSIM tables 358-0007 and 358-0008
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website. All these rates have increased by 
close to 8 percentage points since 2003. 
Internet usage in 2007 varied significantly: 
from 100% for the educational services sector 
to 73% for the forestry sector.

Selling online

With the widespread use of the Internet, 
electronic commerce continues to gain 
strength; 2007 marked the sixth consecutive 
year of double-digit growth for online sales. 

Total private- and public-sector Internet sales 
totalled $62.7 billion, up 26% from 2006. 
Customers outside Canada generated an 
estimated 19% of the value of online private-
sector sales in 2007.

However, Internet sales still account for 
slightly less than 2% of total operating 
revenue of private sector firms. The private 
sector reported $58.2 billion in e-commerce; 
the public sector nearly $4.5 billion. In 
the private sector, while the majority of 

Chart 19.2  
Internet sales with or without online  
payment

Source: Statistics Canada, CANSIM table 358-0010.

online sales are business-to-business, that 
dominance is decreasing: in 2007, business-
to-business accounted for 62% of online 
sales, down from 68% in 2006, while 
business-to-consumer sales climbed from 
32% to 38%. 

However, the proportion of online business-
to-business versus business-to-consumer sales 
varied by sector. For example, in the retail 
trade, accommodation and food services, 
educational services, and arts, entertainment 
and recreational sectors most sales were to 
consumers.

Four sectors accounted for the majority of the 
value of online sales: wholesale trade (17%), 
transportation and warehousing (16%), 
manufacturing (15%) and retail trade (10%). 
Still, not all companies in those sectors are 
selling online. In 2007, 27% of firms in the 
information and cultural industries sectors, 
and 24% of those in the arts, entertainment 
and recreational industries sold goods or 
services online.

Spending personal time online

Almost three-quarters of Canadians aged 16 
or older went online for personal reasons 
over the 12-month period ending in October/
November 2007. Those 19.2 million people 
used the Internet from home for a diverse 
range of activities. The most popular were 
e-mail and general browsing.

Other common activities were finding 
government or health information, making 
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Table 19.a 
Internet users, by sex and age group, 2007

Men Women

%

16 and older 74.1 72.3
34 and younger 92.3 94.0
35 to 54 78.5 81.0
55 to 64 60.8 60.9
65 and older 34.6 24.0

Source: Statistics Canada, CANSIM table 358-0124.
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Chart 19.3  
International trade in commercial services

Source: Statistics Canada, Catalogue no. 11-621-MIE.

travel arrangements, banking, paying bills, 
and ordering goods and services.

As well, 20% of home Internet users reported 
contributing content by posting images, 
writing blogs or participating in discussion 
groups. Of that 20%, more than half were 
under the age of 30.

Different age groups showed distinct 
differences in Internet use. For example, in 
2007, 96% of people aged 16 to 24 went 
online, compared with 29% of those aged 
65 and older. 

Nearly three-quarters of both men and 
women used the Internet in 2007, but men 
were online more often and for longer 
periods than women.

Ongoing change in 
telecommunications services

The importance of telecommunications 
services in our lives is reflected in the 

revenues earned by service providers. In 
2006, those revenues reached $36.1 billion, 
up $1.6 billion or 4.5% over 2005. This was 
largely attributable to the increased revenue 
growth from mobile phone and Internet 
services. Mobile phone service revenues 
showed 15% year-over-year growth, while 
Internet service revenues jumped 18%. 

Change in our use of services continues to 
escalate, with technological improvements 
and increased availability of phone service 
alternatives. In December 2007, 24% of 
Canadian households reported using only a 
traditional landline service, down from 29% 
a year earlier. Conversely in December 2007, 
72% of households reported having at least 
one cellphone, up from 67% a year earlier. 
Over the year, the number of cellphone-only 
households grew from 5% to 6%.

International markets for  
ICT services

Canada’s ICT services sector does not 
share the usual trade balance pattern for 
services. Services—which comprise the four 
major categories of travel, transportation, 
commercial and government services—had 
a trade deficit of $12.2 billion in 2005. 
However, trade in ICT commercial services 
posted a trade surplus of $4.0 billion. 

Commercial services cover a broad 
range of activities such as insurance, 
management, architecture, royalties, fees 
and licences, informatics and information, 
engineering and technical services, and 
research and development. ICT commercial 
services transactions were in such areas 
as computer services, software publishing 
and telecommunications. Within the 
ICT sector, the information and cultural 
industries accounted for 54% of the 2005 ICT 
commercial services trade surplus.
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There are only 24 hours in a day, but heavy 
Internet users still manage to fit traditional 
media—watching television and reading 
books, magazines and newspapers—into 
their day. 

Canadians’ activities were surveyed during 
the course of a day in 2005. It found that 
we spend 150 minutes of a typical day 
consuming traditional media, with television 
taking up the lion’s share of that time.

Heavy Internet users (those logging more than 
60 minutes a day for personal use) watch 
as much television as those not using the 
Internet: an average 121 minutes a day versus 
125 minutes a day. This similarity questions 
the extent to which Internet users consider 
the Internet a replacement for television, 
or simply another form of information and 
entertainment. Heavy Internet users actually 
averaged 152 minutes a day of leisure time 
online in 2005.

Internet users use other media too
Internet users are avid consumers of other 
media, including printed materials. They tend 
to spend slightly more time during the day 
reading books than non-users, and also tend 
to read books and magazines with greater 
frequency. Non-Internet users, though, are 
just as likely to be regular newspaper readers 
as Internet users are.

As well as reading more, Internet users are 
more likely to go to the movies or watch 
rented or purchased movies at home on a 
regular basis. Internet users are also keen 
about music: 51% listen to music they 
downloaded on their computer at least once 
a week. They are also more likely than non-
Internet users to listen to music CDs, DVDs, 
cassettes and records.

Non-users of the Internet are more likely to 
say that they never read books or magazines, 
or watch films.

Chart 19.4   
Media use for leisure, Internet users and non-users, 2005

Note: Activities occur at least once a month unless otherwise stated. 
Source: Statistics Canada, Catalogue no. 88-003-XIE.
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Chart 19.5   
Call centres per 10,000 business establishments, 2005

Source: Statistics Canada, Catalogue no. 63F0002MIE.

The annual growth in Canada’s telephone 
call centres outstripped overall economic 
expansion by more than four times from 
1998 to 2006. The industry’s average 
revenue growth in that period was 28% per 
year, compared with 6% for the economy 
in general. That marks a climb in revenues 
from $424 million to $2.76 billion, which 
represents 48% of the revenues for the entire 
business support services industry.

Call centre revenue growth has been 
accompanied by employment growth. From 
1991 to 2005, employment climbed 13% in 
the goods-producing sector and 25% in the 
services sector as a whole; employment in 
business support services rose 190%.

Business services used to be provided 
where they are consumed, but advances 
in information and communications 
technologies allow many services to be 
provided over longer distances. During the 

Call centres: A growth industry
1990s and early 2000s, more telephone 
call centres set up shop in areas with higher 
unemployment and a relatively educated 
population, often in smaller cities.

Canada’s telephone call centres are most 
prevalent in the eastern provinces and in 
Ontario. Ontario centres generated two-thirds 
of 2006 call centre revenues. Nationwide, 
there were an average 6.8 call centres per 
10,000 business establishments in 2006.
However, the averages were 15.8 for Prince 
Edward Island, 13.1 for New Brunswick and 
8.4 for Ontario.

From 2000 to 2005, there was a net increase 
of 96 call centres in Canada: the number 
of small call centres (0 to 10 employees) 
decreased by 73; but the number of medium-
sized centres (10 to 49 employees) grew by 
72 and large call centres (50 employees or 
more) increased by 97.
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Table 19.1  Employment, information and cultural industries, 1994 to 2007

1994 1995 1996 1997 1998 1999

number

Information and cultural 
    industries 279,777 284,566 283,051 288,372 297,503 304,067
Publishing industries 68,555 68,679 69,542 72,250 75,475 76,656
  Newspaper, periodical, book 
      and database publishers 60,559 59,939 59,531 60,229 61,348 59,589
  Software publishers 7,996 8,740 10,010 12,021 14,127 17,066
Motion picture and sound 
    recording industries 25,210 25,234 26,895 29,912 32,735 34,306
  Motion picture and video 
    industries 23,552 23,488 24,944 27,791 30,430 31,954
  Sound recording industries 1,657 1,746 1,950 2,121 2,305 2,351
Broadcasting (excluding 
    Internet) 36,051 36,381 37,064 37,008 37,837 37,453
  Radio and television 
    broadcasting 35,071 35,429 36,098 36,074 36,897 36,550
  Pay and specialty television 980 953 966 934 941 902
Telecommunications 121,025 125,257 119,481 119,674 122,521 124,379
  Wired telecommunications 
    carriers 84,663 87,274 83,303 83,105 85,002 85,603
  Wireless telecommunications 
      carriers (excluding 
      satellite) 22,734 23,567 22,339 22,355 22,367 22,257
  Satellite telecommunications 2,560 2,606 2,425 2,502 2,574 2,571
  Other telecommunications 11,067 11,810 11,414 11,712 12,578 13,948
Data processing, hosting and 
related services 4,728 5,304 5,905 7,033 8,248 10,233
Other information services 24,208 23,711 24,165 22,496 20,686 21,040

See note and source at end of table.
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Table 19.1  Employment, information and cultural industries, 1994 to 2007 (continued)

2000 2001 2002 2003 2004 2005 2006 2007

number 

Information and cultural 
    industries 318,783 328,509 329,770 335,202 335,136 341,786 349,519 354,263
Publishing industries 83,152 85,653 86,087 x 82,512 85,371 85,787 90,801
  Newspaper, periodical, book 
      and database publishers 62,964 63,030 62,694 x 59,546 60,252 58,638 61,595
  Software publishers 20,188 22,623 23,393 22,526 22,966 25,119 27,148 29,206
Motion picture and sound 
    recording industries 36,622 38,228 38,694 37,872 35,549 36,065 34,037 31,960
  Motion picture and video 
    industries 34,213 35,872 36,260 35,256 32,659 33,023 31,346 29,407
  Sound recording industries 2,409 2,356 2,434 2,616 2,890 3,041 2,691 2,553
Broadcasting (excluding 
    Internet) 37,634 37,436 37,822 39,006 39,888 39,103 42,369 44,141
  Radio and television 
    broadcasting 36,764 35,975 36,125 37,005 37,775 37,035 40,122 41,276
  Pay and specialty television 870 1,460 1,698 2,000 2,113 2,068 2,247 2,866
Telecommunications 127,934 128,951 126,824 131,658 135,658 139,559 143,667 141,830
  Wired telecommunications 
    carriers 86,991 85,961 87,018 92,426 95,572 98,665 100,305 99,029
  Wireless telecommunications 
      carriers (excluding 
      satellite) 22,837 23,176 22,661 23,206 23,142 23,351 24,689 23,763
  Satellite telecommunications 2,641 3,300 3,759 4,883 5,731 6,202 6,792 6,976
  Other telecommunications 15,464 16,515 13,387 11,144 11,214 11,341 11,881 12,063
Data processing, hosting and 
related services 11,939 14,344 13,963 13,628 13,715 13,156 13,733 14,009
Other information services 21,502 23,897 26,380 x 27,814 28,533 29,927 31,522

Note: North American Industry Classification System (NAICS), 2002.
Source: Statistics Canada, CANSIM table 281-0024.
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Table 19.2  Internet use at home by individuals, by type of activity, 2007

All Canadians1 Internet users at home2

%

E-mail 63.1 92.0
Using an instant messenger 34.3 49.9
Searching for information on Canadian municipal,  
    provincial or federal governmentsprovincial or federal governments 35.3 51.4
Communicating with Canadian municipal, provincial 
    or federal governments 17.5 25.5
Searching for medical or health-related information 40.2 58.6
Education, training or school work 34.0 49.5
Travel information or making travel arrangements 45.4 66.1
Searching for employment 22.2 32.3
Paying bills and electronic bankinglectronic banking 42.9 62.5
Researching investments 17.5 25.5
Playing games 26.5 38.7
Obtaining or saving music 30.5 44.5
Obtaining or saving software 22.3 32.5
Viewing the news or sports 43.7 63.7
Obtaining weather reports or road conditions 47.9 69.8
Listening to the radio over the Internet 19.3 28.1
Downloading or watching television 10.8 15.7
Downloading or watching a movie 8.6 12.5
Researching community events 30.4 44.3
General browsing (surfing) 52.1 76.0
Contributing content (blogs, photos, discussion, groups) 13.9 20.3

Researching other matters (family history, parenting) 47.7 69.5

Making telephone calls 6.0 8.7

Selling goods or services (through auction sites) 6.1 8.9

1. Percentage of all individuals aged 16 years and older. Percentage of all individuals aged 16 years and older.Percentage of all individuals aged 16 years and older.
2. Percentage of all individuals aged 16 years and older who responded that they had used the Internet in the 

previous 12 months for personal non-business use from home.
Source: Statistics Canada, CANSIM table 358-0130.

Table 19.3  Internet use by individuals, by location of access, 2007

%

All locations 73.2
Home 68.6
Work 30.0
School 14.5
Public library 10.8
Other location 22.0

Notes:   Percentage of all individuals aged 16 and older who responded that they had used the Internet in the previous 
 12 months for personal non-business use from any location.

 Internet access from any location includes use from home, school, work, public library or other, and counts 
an individual only once, regardless of use from multiple locations.

Source: Statistics Canada, CANSIM table 358-0122.
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Table 19.4  Radio broadcasting industry, by operating and financial detail, 2001 to 2006

2001 2002 2003 2004 2005 2006

$ thousands

Radio broadcasting
Operating revenue 1,414,445 1,456,949 1,555,689 1,582,608 1,697,414 1,795,786
  Sales of air time 1,062,288 1,096,744 1,187,259 1,227,759 1,335,295 1,406,789
Operating expenses 1,251,331 1,302,466 1,353,557 1,454,583 1,515,956 1,594,254
Profit before interest and taxes 163,114 154,483 202,132 128,025 181,458 201,532
Private radio broadcasting
Operating revenue 1,074,782 1,105,836 1,196,514 1,234,694 1,345,799 1,419,489
  Sales of air time 1,051,483 1,084,058 1,174,971 1,214,197 1,319,467 1,389,459
Operating expenses 902,879 932,772 969,288 1,011,782 1,062,958 1,135,495
Profit before interest and taxes 171,903 173,063 227,226 222,911 282,840 283,994
Public and non-commercial  
      radio broadcasting
Operating revenue 339,663 351,114 359,175 347,915 351,615 376,297
  Sales of air time 10,804 12,686 12,288 13,562 15,828 17,329
Operating expenses 348,453 369,694 384,269 442,801 452,997 458,759
Profit before interest and taxes -8,790 -18,580 -25,094 -94,886 -101,382 -82,462

Note: North American Industry Classification System (NAICS), 2007.
Source: Statistics Canada, CANSIM table 357-0002.

Table 19.5  Television broadcasting industry, 2002 to 2007

2002 2003 2004 2005 2006 2007

$ thousands

Operating revenue
Private conventional television 1,900,887 2,069,920 2,082,902 2,166,063 2,163,622 2,187,197
Public and non-commercial television 1,172,534 1,212,567 1,238,192 1,173,731 1,337,943 1,267,134
Pay and specialty television 1,702,287 1,884,772 2,065,201 2,222,092 2,499,033 2,725,214
Pay television 332,513 349,759 384,375 409,795 482,314 547,437
Specialty television 1,369,773 1,535,013 1,680,826 1,812,297 2,016,719 2,177,777
Operating expenses
Private conventional television 1,722,242 1,769,596 1,850,365 1,923,407 2,072,679 2,071,160
Public and non-commercial television 1,249,383 1,297,583 1,429,466 1,309,461 1,469,512 1,372,744
Pay and specialty television 1,509,795 1,601,538 1,651,105 1,666,203 1,926,152 2,078,078
Pay television 252,125 259,851 298,906 301,812 357,498 430,716
Specialty television 1,257,670 1,341,687 1,352,199 1,364,391 1,568,654 1,647,362
Profit before interest and taxes
Private conventional television 178,644 300,324 232,537 242,656 90,943 116,037
Public and non-commercial television -76,849 -85,016 -191,273 -135,730 -131,569 -105,610
Pay and specialty television 192,492 283,234 414,095 555,889 572,881 647,135
Pay television 80,388 89,908 85,469 107,983 124,816 116,720
Specialty television 112,103 193,326 328,627 447,906 448,065 530,415

Note: North American Industry Classification System (NAICS), 2007.
Source: Statistics Canada, CANSIM table 357-0001.
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Table 19.6  Use of information and communication technologies, 2002 to 2007

2002 2003 2004 2005 2006 2007

%

E-mail 71.2 73.9 76.6 76.2 77.5 81.1
Wireless communication 57.7 56.5 56.6 59.5 74.0 76.7
Internet 75.7 78.3 81.6 81.6 82.8 86.7
Intranet 14.9 16.4 17.6 18.8 19.7 21.2
Extranet 5.3 6.1 6.3 7.3 7.5 9.4
Sales of goods or services  
   over the Internetover the Internet 7.6 7.1 7.4 7.3 8.0 8.2
Purchase of goods or services 
   over the Internetover the Internet

24.6 32.3 25.2 28.6 32.5 37.7

Notes:  North American Industry Classification System (NAICS), 2007. 
Percentage of private sector enterprises that use the technology.

Source: Statistics Canada, CANSIM table 358-0007 and 358-0010.


