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Alliance Québec Animation 
Officially founded on May 4, 2011, the Alliance Québec Animation (AQA) unites more than thirty companies and over one hundred individuals 
active in the field of animation. The AQA’s mission is to relaunch the animation industry in Quebec and to increase the development of locally 
created intellectual property (IP) in animation. 
 
Challenged by the industry’s various difficulties and its less than stellar performance in some of its sectors of activity (e.g., television and film 
production) 1 over the last decade, the AQA’s first objective was to organize the Animation Summit. In order to prepare for the Summit, the AQA 
undertook a major consultation process that enabled it to identify a shared vision of the issues faced by the industry and the action items necessary 
to deal with them.  
 
The results of this consultation, which took place in the form of thematic workshops in which various industry stakeholders2

 participated, were 
compiled and presented as part of the Animation Summit held on April 23, 2013 and were adopted in a General Assembly by more than 150 
participants.  
 
1. The Animation Summit  
 
The preliminary process  
The consultation conducted by the AQA took the form of a series of meetings with four working groups on the following themes: creation and 
innovation; corporate and project financing; training and labour; and broadcast, distribution and export. The themes of these meetings, the 
consultation process as well as a list of potential participants were previously chosen by the AQA’s Follow-up Committee. Using the AQA’s list of 
potential participants, Annexe Communications took care of organizing the meetings and conducting the appropriate follow-up.  
 
Each working group held four or five three-hour meetings from November 2012 to March 2013. A “sage” 3

  was assigned to each working group. 
This person, with broad industry experience, was chosen to structure and enrich the discussions. In order to prepare for the meetings, Annexe 
Communications sent the participants the documents that they needed to read beforehand. The series of meetings, which were primarily held in 
Ville de Montréal offices, were moderated by Robert Ladouceur, from the Ville de Montréal. Two members of the Annexe Communications team 
also attended each of these meetings to support the moderator and to take notes and ensure the analysis and synthesis of the participants’ 
remarks. Initially the participants, from different sectors of the industry, considered the strengths, weaknesses, development possibilities and 
industry threats in order to conduct an initial analysis to identify the major issues to be considered. 
 
Thereafter, the participants discussed possible solutions related to each issue. This concluded the first series of meetings. The other meetings of 
the four working groups were used to discuss recommended action items with stakeholders in their implementation (funding providers). During 
these meetings, the recommendations were also prioritized. 
 
                                                
1 Please consult the study by Deloitte in December 2010 entitled Profil de l’industrie – Secteur de l’animation au Québec. 
2 The list of working group participants is in annex.   
3 Please see the list of sages in annex. 
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The results of this exercise were included in the Participants Guide, which was given to each participant as they arrived at the Summit on April 24, 
2013. 

 
In conclusion, the series of meetings helped develop sectorial analyses, identify the issues and develop action items, which were debated, modified 
and adopted in committee during the Summit.  
 
The other meetings of the four working groups were used to discuss recommended action items with stakeholders in their implementation (funding 
providers). During these meetings, the recommendations were also prioritized. The results of this exercise are part of this report. 
 
1.1 The Goal and desired results of the Summit  
 
The Summit was held primarily to:  

• share the results of the consultation conducted by the AQA with the all of the animation industry stakeholders who participated in the April 
Summit;  

• disseminate the results of the studies undertaken before the Summit;  
• enrich the discussions about the recommended action items identified by the working groups; 
• validate and adopt, after discussion, a list of recommendations to be implemented as part of an action plan to relaunch the industry; 
• specify the entity to deal with the recommendations and conduct the follow-up to the Summit. 

 
Desired results  
Short term 

• provide industry stakeholders with a platform for exchange and dialogue, the Summit; 
• develop a consensus about the issues and the action items to implement in order to relaunch the industry; 
• after the adoption of the recommendations, provide the industry with a shared vision and a series of actions for the plan to relaunch 

animation in Quebec;  
• identify a organization responsible for the follow-up to the Summit and the implementation of the relaunch plan. 
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Medium and long terms 
• provide companies with an increased ability to finance their projects; 
• ensure the increased presence of our industry’s national production in our programming, and promote our cultural identity via a range of 

products that reflect our image; 
• reinforce the industry’s competitive positioning (e.g., tax credits) and its development potential for all platforms in an integrated way both 

nationally and internationally; 
• increase the development of locally created intellectual property and its various forms and an improved use of exploitation rights across 

various markets and platforms; 
• enhance Quebec’s reputation as a provider of creative, production and other services both for animation and visual effects;  
• position the animation industry more effectively as a lever for economic development for Quebec;  
• increase exposure of Quebec know-how and creativity in animation both nationally and internationally. 

 
2. The Animation Industry 
2.1 A definition4

 

At the heart of the animation industry are artists and artisans, independent producers, animation studios and visual effects studios that produce 
animation content or that provide animation production services for different types of products and for different markets, both in Canada and 
internationally. The primary products of this industry that are also synonymous with the creation of intellectual property (IP) are animated films and 
television series. Animation is also found in other types of products (e.g., advertising) and in other platforms such as web and mobile applications, 
as well as interactive books. There are several partners in this industry and they have a significant influence on its development, such as 
broadcasters, webcasters, theatrical distributors, and export distributors as well as representatives of the video game industry. 
 
2.2 Different types of broadcasters 
Broadcasters are not a homogenous group. For example, there are public and private broadcasters and specialized broadcasters. With the digital 
revolution, webcasters have also emerged. Traditional broadcasters (excluding webcasters) are also defined according to several factors, such as 
their conditions of licence, their obligations to broadcast original Canadian content (e.g., quotas), their target audiences, their type of programming, 
the presence or absence of advertising on their service, their ownership structure, their broadcast reach, etc. 
 
2.3 Importance of the roles of broadcasters and distributors to animation producers 
In the current form of the animation business model, producers (television and movie) need television broadcasters and theatrical distributors to 
trigger their project financing (trigger licences). Consequently, the broadcasters’ ability or desire to grant licences, and the theatrical distributors’ to 
guarantee Canadian distribution have a significant effect on animation producers’ order books. 
 
 
 

                                                
4 This definition as well as the industry diagram were presented to the working groups. Please note that the industry definition was strongly inspired by the one 
found in the document Economic Profile of the Computer Animation and Visual Effects Industry in Ontario, 2008-2010, page 10, March 2012, prepared by 
Nordicity for the CASO (Computer Animation Studios of Ontario). 
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4. The Industry Context 
In order to situate the discussions about the animation industry issues, the Summit participants were invited to discuss the general context of the 
industry and the key factors that affect its development. Prior to this exercise, the participants received a document containing general observations 
about the industry. The key observations5

 that emerged from these discussions primarily referred to the changing market, financing, coproduction 
and international competition. The highlights of these discussions follow. 
 
4.1 Changing market 

• It turns out that at the end of the 90s, the many projects undertaken by the major companies created a surplus of animated product. As well, 
in the early 2000s, the major companies of the Quebec animation industry experienced major financial difficulties, which later affected the 
development of the supply in Quebec, due mainly to the disappearance of “driver companies” that stimulated activity and employment in the 
sector and which were successful in international markets.   

• At the same time, there was a proliferation in the market of specialized services including those destined for children. This has led to 
audience fragmentation and a decline in audience numbers (decreased performance) for traditional channels. 

• The original Canadian content requirements for the different types of services have also evolved. Traditional channels have, for example, 
seen their requirements decrease over recent years and the new speciality channels (e.g., Nick, Cartoon and Disney) have very little. 

• The decreased performance of traditional services was synonymous with a decrease in advertising revenues and therefore reduced budgets. 
As explained in the preceding section, if the current business model in animation is taken into consideration, television producers need 
broadcasters to trigger the financing of their projects (trigger licences), so the networks’ reduced financial capacity affects the animation 
producers’ order books. 

• During this period, the Quebec market was also difficult for animated features despite the quality of local resources.  Distributors, who play a 
major role in triggering film production, are few and have limited financial resources to play their role.  

• On the other hand, like other industries dealing with cultural content, the animation industry is experiencing the digital revolution. For 
example, the spread of new digital technologies beginning in 2004 led to a significant cost reductions for animation productions and around 
2007-2008, digital animation became much more widespread. 

• Broadcast platforms and formats for digital content also developed and became accessible to the animation industry. There was also a 
global decline of traditional broadcasters to the benefit of the web and digital speciality channels. This decline was specifically caused by the 
requirements of certain funding sources that encouraged the development of multiplatform content. For the time being, the development of 
this type of content does not seem to generate revenues for products in the absence of new more effective business models adapted to this 
reality.  

• Certain private funds * — whose financing comes in large part from cable and satellite companies — have started to notice a reduction in 
their sources of financing due, amongst other things, to lower revenues from cable and satellite subscriptions (EDR). This situation can be 
explained specifically by the shift of audience consumption habits to other platforms (e.g., Netflix). 
*For several animation producers, the monies from these funds represent a significant part of their project financing. 

                                                
5 Please note that some of the observations were taken from a study commissioned by the AQA and conducted by Deloitte & Touche s.r.l. and its affiliated 
companies, Profil de l’industrie – Secteur de l’animation au Québec, (Industry Profile – Quebec Animation Industry) December 2010. Some of these observations 
can therefore be backed up by the data in the study whereas other observations come from the real life experience of the participants, without having been the 
object of specific analyses. It should be noted that there are few studies that examine the Quebec animation industry specifically. 
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4.2 Financing and coproduction 
• Concerning content development for digital platforms, despite the increasing pressure on producers for multiplatform and multiformat 

products, the animation production tax credit is not yet applicable to content development for digital platforms.  
• Still on the subject of tax credits, but more generally, there is increasing competition in the marketplace. For example, in Canada, there is 

increased competition between provinces (e.g., regional tax credits) and as well as new regional production sites.  
• The arrival of the service tax credit transformed several coproductions into service agreements, which had a direct negative impact on the 

production of intellectual property by Quebec producers.  
• In the international market, competition is also more intense in the area of tax credits and development incentives for local productions and 

coproductions. The return of France and other European countries towards coproductions in the European Union has also affected the 
health of the animation industry in Quebec.  

• Besides the development of these incentives in Europe, Quebec producers experience difficulty in financing major coproductions with 
France without the support of Anglophone broadcasters. However, these broadcasters exhibit little interest in this type of coproduction since 
the performance and results of such projects have not yet been demonstrated. In general, Canadian broadcasters have little interest in 
coproduced series due to a certain dilution of content necessitated by the requirements of the countries involved and the lack of an 
audience for such productions.  

• In terms of production, it is also more difficult to make animation in French, since English has become the universal language in animation.  
 
In addition to the preceding observations, the current financing model is heavily based on silos, meaning according to sectors and specific 
exploitation elements. According to certain observations of participants, this model would be far improved if it took into consideration project 
financing as part of an integrated approach to exploiting intellectual property. This model should include the different platforms and various 
formats and uses of intellectual property (e.g., merchandising) as a whole. To succeed in both the local and international markets, it will be 
essential to meet the demands for quality and intellectual property use that continue to increase.  

 
 4.3 Competition 

• Beginning in 2004, the animation industry was marked by the development, both nationally and internationally, of integrated 
producers/broadcasters and by the accentuated polarisation of the industry into large and small companies. 

• The emergence of major American content producers (e.g., Disney, Cartoon Network and Nicklodeon) resulted in the spread of their brand 
into both Canadian and international markets and the disappearance of some independent producers. 

• The multiplication of shows sponsored by major brands and distributed a low cost, the glut of freely supplied animation on various platforms 
supplied by different sources — including that generated by users themselves — are other examples of elements that have modified the 
competitive picture.  

 
All in all, the environment of the animation industry in Quebec and in Canada has been profoundly marked by a market paradigm shift (e.g., 
multiplication of services and platforms), a financing model that is less and less adapted to the evolving market context and increased competition 
caused by an even stronger positioning of the American majors, amongst other elements.  
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5. Analysis and Issues — General Summary 
After considering the general context in which the animation industry exists, each working group produced an industry analysis related to the 
group’s theme. This resulted in the production of four analyses, one for each of the following topics: creation and innovation; corporate and project 
financing; training and labour; and broadcast, distribution and export. This exercise enabled the subsequent identification of the issues related to 
each of the topics. It should be noted that although the workshop themes were different, several of the same observations were made by each 
group.  
 
For example, the following observations were made regarding the industry:  

• The creativity and the talent in Quebec as well as the strong reputation that the animation industry in both Quebec and Canada enjoy 
internationally — particularly due to major past successes — are elements that stood out.  

• The bilingualism of Quebec and its openness to the world and positioning as the “bridge” between Europe and North America were also 
mentioned frequently during the discussions. 

• Quebec’s competitiveness in the area of operating costs, as well as the competence and know-how of its teams throughout the entire 
production process are also considered as strengths by many. 

• Finally, the fact of being able to access financing for content development for new digital platforms, as well as the exportability and long life 
of animation products were perceived to be industry strengths in most of the workshops.  

 
The following are observations concerning the industry’s weaknesses:  
• The lack of financing for the development of intellectual property and the very low current actual development of intellectual property by 

Quebec-owned companies appear to be serious weaknesses. As well, the industry’s inferior ability to capitalize its companies — which, if it 
were superior, would permit them to invest in the development of intellectual property — was mentioned more than once.  

• The absence of an industry leader is perceived to weaken the industry’s influence with decision makers. This absence also affects the 
number of projects that are undertaken in Quebec and the industry’s capacity to retain its labour force.  

• Along these lines, the exodus of creative labour and the shortage of workers in some sectors of the industry are considered as weaknesses 
by more than one group.  

• Gaps in the knowledge and the means available to ensure the effective marketing of animation products, especially internationally, also 
emerged forcefully in the working groups. 
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Concerning the observations common to the different groups, the participants also noted the following:   
• Several business opportunities are related to the exploitation of intellectual property (IP). It can be exploited in various markets, over a long 

period of time and, in the form of a brand for example, in a multitude of forms (e.g., merchandising) and on a variety of platforms. The digital 
revolution also brings with it its share of opportunities since it opens new areas of exploitation (e.g., web formats) and provides new 
broadcast platforms. 

• Regarding industry threats, the reduced size of the local market and the rapid development of competition as well as the role and behaviour 
of television broadcasters (e.g., their decision to exploit, or not, acquired rights; the importance of their role as financing triggers; their 
influence on production content) were sometimes considered as potential threats by certain groups. 

• The same logic applies to animated movies: the reduced market and the movie producers’ dependence on distributors to trigger their 
financing affects cinematic production in particular, especially now that distributors are few and have little means to trigger financing. The 
behaviour of distributors (desire, or lack thereof, to move forward and amount of dedicated resources) in the international marketing of 
products can also become problematic for the optimal exploitation of a product. 

 
The issues identified by the working groups reflected the various analyses and concerned the development and exploitation of intellectual 
property belonging to local companies; the method of triggering financing for animation projects; and access of original animation products to 
local and international markets.  
 
In the following sections, we will treat more specifically each of the analyses and the issues raised by the four working groups as well as the 
action items that resulted from the various analyses and which the Summit participants were tasked to deliver. 

 
6. Training and Labour  
 
6.1 Analysis 
The training and labour working group underlined a certain mismatch between the industry’s labour requirements and available training. The main 
comments included the:  

• lack of flexibility of training and integration between the creative side and the technical side (training is too compartmentalized); 
• lack of training for certain sectors (e.g., high-level training for assistant directors and storyboard artists); 
• few placement opportunities during training;  
• insufficient number of graduates and the mediocre quality of their skills  

 
In the industry, there is also:  

• a shortage of labour for certain positions and a significant lack of replacements for positions in storyboarding and animation;  
• a labour force exodus given the insufficient number of major projects and difficulty repatriating these workers thereafter;  
• a unidirectional recruitment process in animation towards the video game industry, which results in the animation industry having to recruit 

outside of the province to fulfil local needs.  
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To deal with some of these problems, the working group identified that the industry would benefit from working with various partners, including:   
• the CPMT (Commission des partenaires du marché du travail); 
• sectorial committees in culture, information technology and communications;  
• existing training institutions which offer work terms as part of their training programs.  

 
The working group also underlined that tax credits remain a way to stimulate animation production and services.  

 
6.2 Issues 
The issues identified by the working group are as follows: 

• create a better match between industry needs and available training (educational institutions, Emploi Québec); 
• increase the reaction rate, in terms of training and labour, to relaunch the industry (e.g., program design, expected labour needs of new 

visual effects businesses); 
• increase the appeal of the production and service tax credits especially for hiring personnel outside of Quebec; 
• strengthen basic arts training before cegep (arts education).  

 
6.3 Action items adopted at the Summit 
1. Promote the establishment of a mechanism to permit dialogue between industry representatives and those responsible for initial and continuing 
training in animation, visual effects and video games. 
 
2. Raise the Commission des partenaires du marché du travail’s awareness of industry trends (e.g., difficulty recruiting certain profiles) and connect 
with the RFAVQ (Regroupement pour la formation en audiovisuel du Québec). 
How 

• Encourage animation companies to join the RFAVQ. 
 
3. Promote and support ways to increase on-the-job training and placements. 
How 

• Provide mentoring resources for placements and ensure an interface with educational instructors. 
• Define placement objectives with the industry so that placements are adapted as much as possible to the labour market. 
• Establish a culture of mentorship (intergenerational knowledge transfer) in business and see the services offered by, and the approach of, 

Mentorat Québec for this purpose; 
• Work with young people to help them appreciate the advantages of job placements and stimulate a culture that validates this type of 

experience.  
 

4. Implement measures to attract and prepare workers from related fields with an artistic or creative profile. 
5. Establish a specific forum to match the supply of workers with the demand of business.  
6. Do a better job of raising awareness of the animation industry and its job opportunities. 
 
 
 



 

11  

7. Creation and Innovation  
 
7.1 Analysis  
In the creation and innovation working group, questions regarding the development of intellectual property (IP) were specifically examined. Some of their concerns 
follow.  There is a: 
 

• lack of financing to support the development and foster the exploitation of local IP; 
• product and intellectual property development approach that is anything but global or integrated (e.g., an approach that is related to brand 

and merchandising development);  
• absence of expertise and means to establish such an integrated approach to include the various forms of intellectual property; 
• inability (means and knowledge) to go and sell the concepts (intellectual property) outside of the local market to the American markets, 

amongst others. 
 
Concerning markets, the group also raised the following points about the: 

• lack of real knowledge and understanding of the needs of the various markets; 
• increasing difficulty involved with coproductions. 

 
On a more general level, the participants also pointed out the following: 

• the animation industry’s characteristic of creating numerous well-paying jobs that are longer lasting than in other audiovisual sectors (two 
years instead of three months); 

• the presence in Quebec of software developers and competent engineers able to work both on the creative and technical sides of a project; 
• Montreal’s quality as a digital arts and imaging hub; 
• the potential synergy between animation and visual effects with other industries (e.g., video games) and other creative sectors; 
• the possibility for animation to capitalize on new technologies such as digital applications. 

 
7.2 Issues  
The issues identified by the working group are as follows:  

• the lack of financing to develop and exploit IP; 
• the inadequate stimulation of demand for local animation production (Quebec IP); 
• the scarcity of strategic market knowledge; 
• the need to increase the development and channelling of creative and technological forces. 

 
7.3 Action items adopted at the Summit 
1. Implement measures to promote the financing of the development and acquisition of intellectual property by local companies and creators.  
How 

• Create a new private independent fund using monies required as a tangible benefit by the CRTC following a transaction or an acquisition.  
• Implement a tax credit for the development of IP.  
• Establish international partnerships to develop and acquire IP. 
• Explore and analyze other development models, including the Execution Lab incubator model in the video game sector. 
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2. Create networking opportunities between industry people and other creative industries to encourage the knowledge and emergence of new 
approaches to development (creative and business) in animation. 
How 

• Develop courses for producers on new business models, new emerging practices to facilitate product marketing in particular.  
• Establish formal communication channels to facilitate the transfer and exchange of knowledge between people in the animation industry and 

the creative community to foster synergy between them.  
• Create a network of “idea people” in animation (e.g., contest). 

 
3. Support the introduction of new financing models and formulas in animation. 
How 

• Create, via the Canada Media Fund (CMF) a funding stream within their programs that would support the development of intellectual 
property in animation.  

• Make animation producers eligible for the research and development tax credit. 
 
8. Broadcast, Distribution and Export 
8.1 Analysis 
Like the other working groups, this one dealing with broadcast, distribution and export also issued several findings concerning the: 

• overdependence of producers on Canadian broadcasters to trigger financing according to the single funding model; 
• decrease in broadcaster revenues due to, amongst others, market fragmentation, an exodus of advertisers and a displacement from 

television to other types of screens;  
• influence of the laws that prohibit advertising in children’s programming and deal with the advertising revenues of broadcasters associated 

with youth programming;  
• lack of expertise and export support in the absence of international distributors, especially for animated features; 
• lack of resources for marketing and merchandising in general;  
• lack of support for the development and exploitation of intellectual property and the lack of Quebec IP in animation currently on local 

television;  
 
In additional to more general questions, the group also considered very precise questions about certain sectors and programs examples of 
which follow:   
 
CMF 
• the importance of performance in the Canada Media Fund’s calculation of envelopes for broadcasters does not encourage the youth 

programming sector;  
• easing the CMF’s Flex rules would enable a return to other types of production than youth and would permit a return from one service to 

another in the same media group.  
 
Coproduction 

• the rules are too strict making it impossible, for example, to combine a coproduction and service deal with foreign partners; 
• existing treaties are not in line with industry needs;  
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• coproduction projects, which have significantly decreased over recent years, are primarily minority deals despite the fact that local producers 
are experienced in dealing with coproductions and all they entail;  

• there is a tendency in Europe to favour local and European coproductions rather than working with other markets; 
• there is some difficulty in finalizing the content of coproductions.  

 
Youth productions  

• the reputation and expertise of producers of content for youth was highlighted; 
• at the same time, however, certain broadcasters (like Radio-Canada) are asking the CRTC to reduce their conditions of licence related to 

original youth production and broadcast obligations, which could have an impact on the demand for animation.  
 
Competition 

• the imbalance between the supply of foreign and local productions was considered by the group as a threat to the industry; the existence of 
original productions is constantly threatened because creating it is more expensive than purchasing foreign products; 

• as well, the granting of new broadcasting licences (Disney, Cartoon Network, Nickelodeon, Yoopa) with few requirements for original 
Canadian youth programming does not help stimulate the demand for local productions;  

• along these lines, the Canadian content requirement to obtain new licences by foreign services is lower than those of other Western 
countries. 

 
8.2 Issues 
Consideration of the diagnosis led the group to identify the following issues: 

• the dependence of producers on the triggering of financing for their projects;   
• the inadequate funding models for the development and exploitation of intellectual property across several platforms and depending on the 

different types of products;  
• the  difficult access to local and international markets for original products; 
• the barriers to establishing partnerships with foreign countries.  

 
8.3 Action items adopted at the Summit 
1. Accept other funding triggers which include other platforms, as well as other local and international markets, while maintaining the budget and 
responsibility of broadcasters.  
How 

• Change funding regulations to accept foreign presales and other sources of revenue as triggers.  
 
2. Establish a strategy to finance the creation, visibility, marketing and exploitation of a brand. 
 
3. Develop an investment strategy for the development and exploitation of intellectual property in all of its forms. 
How 

• Create a tax credit for development.  
• Create a financing program for intellectual property and all of its forms (brand development);  
• Make the CMF’s Predevelopment Fund permanent (without the broadcaster trigger).   
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4. Update current coproduction treaties to reflect current market realities; finance and create productions. 
How 

• Revise the points awarded for the creative element in Telefilm Canada’s evaluation grid. 
• Coordinate treaty regulations and update treaties.  
• Allow expenses incurred outside of the coproductions by foreign coproducers in Canada to be included in the tax credit program. 
• Allow positions held by foreigners who work in Canada to be admissible for coproductions and included in the tax credit program, especially 

considering the labour shortage in the sector. 
 
5. Revise the performance criteria for youth and animation programming with financing bodies.   
How 

• Increase the value of an animated programming viewer with the CMF in the calculation of the broadcasters’ envelopes. 
• Increase the broadcaster’s envelope when it serves as a trigger for Canadian animation projects.  

6. Examine the existing impact of restrictions on advertising to youth (less than 12 years) on production financing while keeping in mind the 
principle of responsible advertising.  
 
8.4 Additional action items adopted at the Summit 

• Develop international distribution expertise to deal with the multiplication of broadcast platforms. 
• Support the arrival of new national and international distributors to support the work of producers on all platforms. 
• Establish an international sales performance bonus for producers and distributors. 
• Create a fund to support the marketing of Canadian intellectual property. 
• Ask the SODEC for loan guarantees on distribution advances. 
• Use English Canada’s Terms of Trade between producers, broadcasters and cable companies as a model to ensure the exploitation of all of 

the rights related to intellectual property. 
• Ask the APFTQ (Association des producteurs de films et de télévision du Québec), the Youth Media Alliance and the Canadian Media 

Production Association to undertake discussions with broadcasters and the CRTC to ensure compliance and increase the presence of 
Canadian original animated productions brought to the screen. 

 
9. Financing 
 
9.1 Analysis 
Many of the financing working group’s remarks concerned tax credits, triggering of project financing and the question of intellectual property 
development. 
 
Concerning tax credits, the working group observed the following:  

• it is necessary to explore new ways to remain competitive and increase the ability of companies to grow (low company capitalization); 
• the service tax credit is still attractive in Quebec, with certain reserves.  The fact of having to choose either the service tax credit or the 

production tax credit leads to a competitive disadvantage in a market where in certain provinces (e.g., British Columbia) it is possible to 
combine the two;  
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• regional tax credits – including the one for the Ottawa region – stimulate a shift in activities outside of Quebec; 
• certain participants think that companies outside of Quebec have more benefits than Quebec companies when they use the Quebec service 

tax credit; 
• some income tax measures also have a negative impact when recruiting workers from outside of Quebec;  
• the complexity of applying the production tax credits were also raised as a weakness, whereas the rapid certification for the service tax 

credits in Quebec is a strength. 
 
Concerning the triggering of animated project financing, the working group questioned:  

• the importance of broadcasters and distributions in the triggering of project financing;   
• the interest and actual capacity of broadcasters to invest in animation. Certain contextual factors, such as the ban on advertising to children, 

do no always help broadcasters to assume an investment in animation projects (absence in Quebec of advertising revenues for this 
audience segment) a majority of which are children’s programming.  

 
When it comes to intellectual property from the financing point of view, the working group observed:  

• the under capitalization of companies hinders their ability to invest in the acquisition of intellectual property and its local development.  
• the lack of help and risk capital to support companies with such investments (excluding the Fonds Capital Culture Québec). 

 
In addition to the various questions dealt with previously, the analysis exercise also raised the following:  

• the small markets for coproductions and the current difficulties to coproduce; 
• the lack of Canadian independent distributors; 
• the strength of the Canadian dollar which makes up less competitive. 

 
At the same time, the working group also noticed:  

• the increased content development opportunities due to the development of networks (e.g., multiplication of American networks) and 
broadcast platforms (e.g., webcasters);   

• Quebec’s competitive advantage in the quality/price ratio for labour; 
• our impressive capacity for creative and technological innovation.  

 
9.2 Issues 

• the increase in the ability of producers to finance their companies as well as their projects and simplify project management; 
• the maintenance and development of Quebec’s appeal in the animation sector (production and services), especially when it comes to 

federal and provincial tax credits; 
• the reinforcement of the ability of Quebec companies to sell their products in the rest of Canada and abroad;  
• the creation of a favourable environment to support the creation and acquisition of intellectual property.  
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9.3 Action items adopted at the Summit 
1. Create a special fund to invest in animated productions based on Quebec intellectual property. 
2. Establish a tax credit based on a company’s annual payroll for animation production and service, inspired by the video game industry, in 

order to ensure our competitiveness in Canada and internationally.  
3. Widen the range of potential financing triggers to include other platforms and local and international markets to satisfy all triggering 

regulations. 
4. Create a specific permanent fund for the financing and development of Quebec intellectual property.  
5. Ensure that funding encourages an integrated approach to development, production and exploitation of intellectual property across all 

platforms (decompartmentalization of financing). 
6. Ensure that our tax credit programs are competitive both nationally and internationally.  

 
9.4 Additional action items identified by the working group 

• Allow certain advertising in Quebec children’s programming with certain types of advertising in mind, such as those that have a positive 
social message (e.g., good eating habits).  

• Develop bonuses based on continuity and performance based on overall Canadian and global results, so that the protected envelopes 
would become incentives for development (IP, purchasing IP, research).  

• Monitor best financing practices to determine the most productive models.  
 
For example: 

• Mexican and Brazilian audiovisual industry financing models  
• the tax exemption programs in various American states for corporate and advertising audiovisual production 
• British Columbia’s tax exemption program for distribution 
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10. Resumé of the action items adopted during the Summit 
  

Training and labour 
• Promote the establishment of a mechanism to permit dialogue between industry representatives with those responsible for initial and 

continuing training in animation, visual effects and video games 
• Raise the Commission des partenaires du marché du travail’s awareness of industry trends (e.g., difficulty recruiting certain profiles) and 

connect with the RFAVQ (Regroupement pour la formation en audiovisuel du Québec).  
• Promote and support ways to increase job training and placements. 
• Implement measures to attract and prepare workers from related fields with an artistic or creative profile. 
• Establish a specific forum to match the supply of workers with the demand of business.  
• Do a better job of raising awareness of the animation industry and its job opportunities. 
 
Creation and Innovation 
• Implement measures to promote the financing of the development and acquisition of intellectual property by local companies and 

creators.  
• Create networking opportunities between industry people and other creative industries to encourage the knowledge and emergence of 

new approaches to development (creative and business) in animation. 
• Support the introduction of new financing models and formulas in animation. 
 
 Broadcast, Distribution and Export 
• Accept other funding triggers to include other platforms, as well as other local and international markets, while maintaining the budget 

and responsibility of broadcasters. 
• Establish a strategy to finance the creation, visibility, marketing and exploitation of a brand. 
• Develop an investment strategy for the development and exploitation of intellectual property in all of its forms. 
• Update current coproduction treaties to reflect the current market realities, finance and create productions.  
• Revise the performance criteria for youth and animation programming with financing bodies. 
• Examine the existing impact of restrictions on advertising to youth (less than 12 years) on production financing while keeping in mind the 

principle of responsible advertising. 
 
Financing 
• Create a special fund to invest in animated productions based on Quebec intellectual property. 
• Establish a tax credit based on a company’s annual payroll for animation production and service, inspired by the video game industry, in 

order to ensure our competitiveness in Canada and internationally. 
• Widen the range of potential financing triggers to include other platforms and local and international markets to satisfy all triggering 

regulations. 
• Create a specific permanent fund for the financing and development of Quebec intellectual property. 
• Ensure that funding encourages an integrated approach to development, production and exploitation of intellectual property across all 

platforms (decompartmentalization of financing). 
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• Ensure that our tax credit programs are competitive both nationally and internationally. 
 

Support for the development of intellectual property, the revision of modes of triggering project financing, the revision of tax credits (type and 
application), the need to create relationships and networks with new partners, the emergence of new independent distributors, the improvement of 
international marketing and the importance of coproductions to the industry’s development are the themes that surfaced more than once in the 
working groups whose work was an essential precursor to that of the Summit.  
 
These concerns exist in an environment that is strongly influenced by the digital revolution, which has profoundly changed the industry’s approach 
to production, broadcast and distribution. The proliferation of platforms, the emergence of new competitors, the necessity to consider products 
within a wider approach of exploiting intellectual property profoundly challenge the established industry paradigms.  
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11. Statement Concerning the Follow-up to the Animation Summit 
To conclude, the following proposition concerning the follow-up to the Summit was also adopted:  
 
Alliance Québec Animation (AQA), officially founded in May 2011, unites more than thirty companies and more than one hundred individuals related 
to the animation sector. With the goal of developing a concerted vision of the issues and finding solutions to stimulate the growth of the Quebec 
animation industry, the AQA undertook an extensive consultation process which led to this Animation Summit. In order to ensure the follow-up to 
the Summit, it is suggested to mandate the AQA to work on the implementation of the Summit recommendations. The AQA will evaluate the status 
of the implementation of these recommendations during its next General Assembly in 2014.  

 
 



ECONOMIC IMPACT STUDY  

FOR THE QUEBEC ANIMATION  

AND VISUAL EFFECTS  

INDUSTRY  

April 2013 



•  The Economic Impact Study estimates the impact on the Quebec economy made by 
animation and visual effects project expenditures in Quebec.  

•  The stimulations were done by the ISQ (Insitut de la statistique du Québec) based on 
a Quebec inter-industry model of input-output tables using very detailed data on trade 
in goods and services between economic actors.  

•  Once an event is specified in a given industry, the model evaluates the economic 
impact by determining how the demand for goods and services spreads directly and 
indirectly between the solicited production industries.  

•  The study done by ISQ presents direct, indirect and total effects on labour, added 
value including wages and imports. It also provides an estimate of tax revenues and 
parafiscal charges from projected expenditures. 

2 

Context 
   



•  Economic impact studies of any given industry do not constitute a socio-economic 
profile of the industry in question. Rather, they evaluate the impact of expenditures in 
the industry on the overall Quebec economy.  

•  We provided the ISQ with the necessary inputs to run the simulations.  

•  The inputs were based on data provided by the stakeholders in animation who were 
kind enough to share their animation project budget data.  

•  This confidential data was used to create a typical repartition of expenses for budget 
items in a typical animation project.  

•  We created two profiles for the simulation:  

 one for a typical service deal in the Quebec animation and visual effects industry; 

 one for a typical original intellectual property production deal in the Quebec 
animation and visual effects industry.  

3 

Context 
   



•  SIMULATION 1: Economic impact for Quebec of $10 million in expenditures for a 
typical service deal in the Quebec animation and visual effects sector for 2013.  

•  SIMULATION 2: Economic impact for Quebec of $10 million in expenditures for a 
typical intellectual property (IP) production deal in the Quebec animation and visual 
effects sector for 2013.  
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Context 
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Economic Impact Study Results  
   

Simulation 

Total Effect on Production and Import Variables  

Labour 

Full-time 
Employees and 
Other Workers  

GDP at Market Prices  

Imports  
Value Added to Base Price  

Indirect and 
Other Taxes  Wages and 

Salaries Before 
Taxes  

Net Income of 
Individual 

Companies  

Other Before-
tax Income  

Person-years  Thousands of Dollars  

1  Services 123,8 5 423 2 600 1 154 -57 880 

2  IP 135,5 5 962 2 222 1 269 -65 612 

•  Employment represents the amount of work used to satisfy demand.  In the inter-industry model, it is expressed in 
person-years in order to standardize the different types of employment such as part-time work and temporary work.  

•  The added value is the sum of remuneration for production-related elements. 

  wages and salaries before taxes  

  net income of individual companies 

  other before-tax income  
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Economic Impact Study Results  
   

Simulation 

Total Effect on Production and Import Variables  

Labour 

Full-time 
Employees and 
Other Workers  

GDP at Market Prices  

Imports  
Value Added to Base Price  

Indirect and 
Other Taxes  Wages and 

Salaries Before 
Taxes  

Net Income of 
Individual 

Companies  

Other Before-
tax Income  

Person-years  Thousands of Dollars  

1  Services 123,8 5 423 2 600 1 154 -57 880 

2  IP 135,5 5 962 2 222 1 269 -65 612 

•  Projects of $10 million in services and in IP production in the animation sector generate respectively 124 and 136 
direct and indirect jobs and in terms of person-years across Québec.  

•  The comparison of GDP to market prices and imports indicates that the impact of the spending shock for the 
animation sector is characterized by the importance of Quebec content with 92% and 95% of the impact coming 
from the value added in the case of service and IP production respectively.  

•  In other words, final demand is more than 90% satisfied by the interior sector and Quebec content is even more 
important in the case of IP production.  
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Economic Impact Study Results  
   

Type of Effect  

Direct and Indirect Effects and Production and Import Variables  

Labour 

Full-time Employees 
and Other Workers  

GDP at Market Prices  

Imports  
Value Added to Base Price  

Indirect 
and Other 

Taxes  
Wages and 

Salaries 
Before Taxes  

Net Income of 
Individual 

Companies  

Other Before-
tax Income  

Person-years  Thousands of Dollars  

1 - Services 

Direct Effects  107,2 4 768 2 540 602 

Indirect Effects  16,6 655 60 552 -57 880 

2 - IP 

Direct Effects  123,7 5 502 2 163 859 

Indirect Effects  11.8 460 59 410 -65 612 

•  The indirect effects represent the impacts on the leading and other suppliers. The first round of indirect effects is generated by 
the leading suppliers. The sum of the impacts of subsequent iterations gives the indirect effect on the other suppliers. In the 
inter-industry model, as is the case for indirect taxes, the effects of imports on the purchase of inputs of the simulated sector are 
felt by the leading suppliers. The imports of the other sectors solicited indirectly by the initial shock appear in the effects on the 
other suppliers. Therefore they only generate indirect effects. 
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Economic Impact Study Results  
   

Type of Effect  

Direct and Indirect Effects and Production and Import Variables  

Labour 

Full-time Employees 
and Other Workers  

GDP at Market Prices  

Imports  
Value Added to Base Price  

Indirect 
and Other 

Taxes  
Wages and 

Salaries 
Before Taxes  

Net Income of 
Individual 

Companies  

Other Before-
tax Income  

1 - Services 

Direct Effects 86,7 % 87,9 % 97,7 % 52,2 % 

Indirect Effects  13,3 % 12,1 % 2,3 % 47,8 % 100 % 100 % 

Total Effects  100 % 100 % 100 % 100 % 100 % 100 % 

2 - IP 

Direct Effects 91,3 % 92,3 % 97,3 % 67,7 % 

Indirect Effects  8,7 % 7,7 % 2,7 % 32,3 % 100 % 100 % 

Total Effects  100 % 100 % 100 % 100 % 100 % 100 % 

•  More than 85% of the total effects on labour and the added value are generated by the direct effects as internal impacts on the 
film and video material production, post-production and distribution industry. The internal effects are even more pronounced for 
IP with more than 90% impact in general.  
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Economic Impact Study Results  
   

Simulation 

Distribution of Direct and Indirect Effects on Government Revenues and Parafiscal Charges  

Quebec Government  
Quebec 

Parafiscal 
Charges1  

Federal Government  
Federal 

Parafiscal 
Charges2  

Income 
Taxes on 
Full-time 

Employees  

QST  Specific 
Taxes3  

Income 
Taxes on 
Full-time 

Employees  

GST  Taxes and 
Excise  

K $ 

1 - Services 562 8 6 796 359 2 3 162 

2 - IP 623 7 5 874 401 2 3 176 

1.   RRQ, FSS, RQAP, CSST 
2.  Employment Insurance 
3.  Tax on Lodging or Tobacco, for example 

•  A $10 million expenditure in the animation and visual effects industry in Quebec generates revenues including taxes for the 
Quebec government of $576 and $635 thousand for services and IP respectively. For the federal government, the return in 
income taxes on salaries and taxes are $364 and $406 thousand respectively. Parafiscalities generate $958 thousand for 
services and $1.05 million for IP.  

•  Overall, this means almost 20% of each dollar spent in the animation and visual effects industry is returned to the government.  

•  Comparatively, IP production generates more returns for governments than providing animation services.  
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Economic Impact Study Results  
   

Type of Effect  

Distribution of Direct and Indirect Effects on Government Revenues and Parafiscal Charges  

Quebec Government  
Quebec 

Parafiscal 
Charges 

Federal Government  
Federal 

Parafiscal 
Charges 

Income 
Taxes on 
Full-time 

Employees  

QST  Taxes 
spécifiques 

Income 
Taxes on 
Full-time 

Employees  

GST  Taxes and 
Excise  

1 - Services 

Direct Effects 89,9 % 87,6 % 91,0 % 86,4 % 

Indirect Effects  10,1 % 100 % 100 % 12,4 % 9,0 % 100 % 100 % 13,6 % 

Total Effects  100 % 100 % 100 % 100 % 100 % 100 % 100 % 100 % 

2 - IP 

Direct Effects 93,6 % 92,0 % 94 % 91,4 % 

Indirect Effects  6,4 % 100 % 100 % 8,0 % 6 % 100 % 100 % 8,6 % 

Total Effects  100 % 100 % 100 % 100 % 100 % 100 % 100 % 100 % 

•  The internal effect on the film and video production, post-production and distribution industry generate the large majority of 
returns for governments and even more from IP production as compared to providing animation services. 
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Economic Impact Study Results  
   

Comparative results of economic impact for Quebec of a $10 million production. Direct and indirect impacts.  

Thousands of 2013 dollars  Thousands of dollars converted to 2013 
dollars  

Animation and Visual Effects 
Industry  

Video and Film 
Production, 

Postproduction and 
Distribution Industry  

Software 
Industry  

Services IP Production  

Labour (person-years)  124 136 75 133 

Value Added to Base Prices  9 177 9 453 6 366 6 694 

Government Revenues  940 1 041 545 958 

Parafiscal Charges  958 1 050 425 887 

The results for the film and video production, postproduction and distribution industry as well as the software industry are 
derived from simulations of $100 million expressed in 2004 dollars and recalculated on a basis of $10 million converted to 2013 
dollars. For this reason, the comparisons with the animation and visual effects industry should be treated with caution.  

•  In comparative terms, the animation and visual effects industry seems to compare favourably with the film and video production, 
postproduction and distribution industry and the software industry (where the video game sector belongs) in the inter-sectorial 
model. These comparisons should be treated with caution. The ability of the animation sector to create jobs appears to compare 
to that of the software industry with increased added value and slightly higher returns for governments.  

•  Therefore, it is a small innovative industry that is well positioned in Quebec in terms of economic benefits.  












