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BACKGROUND 
 
ICTC’s mandate is to make Canada a leader in the development and management of its ICT 
workforce to build a more prosperous future.  ICTC’s mission is to act as a catalyst for action 
and solutions on labour market issues and within this mission, ICTC’s goals include the 
identification of ICT human resource challenges and creation of strategies to minimize them, the 
development of national standard job definitions, maximization of the supply and quality of new 
entrants to the industry, and the tracking of trends in the ICT labour market.  In the achievement 
of these goals ICTC’s role is to bring together partners from Canadian industry, education, and 
government to identify and understand the critical issues facing ICT employers. With this 
knowledge, ICTC then collaborates on the development of strategic human resource plans and 
projects that drive actions. 

ICTC is now conducting a Digital Media sub-sector study because Digital Media is a critical 
sub-sector of the ICT sector in Canada as the “Introduction” below clearly demonstrates.  We 
know that large investments from both the public and private sectors are being made to ensure 
that Canada remains competitive in the global Digital Media space.  We understand that to 
remain competitive, the availability of highly qualified talent to meet the demands of the industry 
is a critical success factor.  This was clearly identified in our recently completed studies for the 
Wireless and eHealth sub-sectors in Canada. The more we and our partners know about the 
availability of labour and the skill needs of industry the better we will be at collectively 
developing an effective strategic human resource plan.  This project will identify and assess the 
critical digital media human resource issues and stimulate the development of strategic plans to 
address the identified issues.  

The Vision of ICTC’s work, which is reflected in this study, is to make sure that Canada is 
taking a proactive approach to having qualified people, with the right skills, at the right time, and 
in the right locations to capitalize on the market opportunities. At the sector level, we believe that 
inclusiveness is better than having fragmented sub sectors, especially as the ICT sector matures.  
Consequently, by including Digital Media as part of ICT we are better able to recognize the size, 
impact and importance of the sector. 

THE DIGITAL MEDIA SUB‐SECTOR STUDY 
 
As mentioned above, we are planning on identifying the human resource challenges and then 
developing strategies to minimize them. To accomplish this goal ICTC will contribute 
information, coordinate the study, and engage industry, education, and government in strategic 
planning to address the findings.  Additionally, ICTC’s role will include recruiting and 
supporting working group members, organizing meetings and collecting, documenting and 
disseminating information. 
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A first step in this sub-sector study was the completion of a literature review which can be found 
below. Our literature research revealed three major Digital Media hubs: Vancouver, Kitchener-
Waterloo, and Montreal.  The next step, currently underway, is the identification and recruitment 
of leaders who have in-depth Canadian digital media experience.  To succeed in this large 
undertaking, ICTC will collaborate with key leaders and partners from industry, government and 
educational institutes.   

These members will form three Working Groups with 10 members each.  Once formed, each 
Working Group will have one face-to-face meeting to explore the issues, provide input on the 
study, and perform a gap analysis of the required information.  ICTC will capture the input of the 
Work Groups, scope out the knowledge gaps and undertake any specialized research that is 
required on the Digital Media industry.  ICTC staff will then write a draft Situational Analysis 
report which will be validated by the Working Groups.  Once validated, the final report will be 
released on the ICTC website and shared with all Working Group members.  Finally, industry, 
education, and governments will be engaged about the findings of the report and the needs of the 
sector.  This study is intended to be used for dialogue with industry on issues related to the 
labour market and is not exhaustive.  This project is currently underway and will be completed in 
August 2010. 

LITERATURE REVIEW 

INTRODUCTION 
 
In Canada we have from approximately 2300i to 2,960ii to over 3,200 Digital Media companiesiii 
(85% of the companies are 100% Canadian ownediv) that employ more than 52,000 people the 
digital media industryv .  Combined they represent a $3.5-billion digital media sectorvi according 
to Industry Canada.  PricewaterhouseCoopers LLP states that digital media has annual revenues 
of more than $5.1 billion dollarsvii.  This young industry (the average that these firms have been 
in business is almost nine years and almost 15% have been founded between 2006 and 2008viii) 
is established across Canada with significant clusters of companies in Vancouver, Toronto, 
Montreal, and Halifax.  

Although digital media is best known for its contribution to entertainment (gaming, 
video/television, internet) it is clear that its impact on sectors such as education (immersive 
learning environmentsix), health (diagnostic imaging, collaborative care, health ITx), financial 
and insurance services (modeling complex data setsxi), minerals and mining (seismic 
explorationxii), advanced manufacturing and communities of people in general, have been and 
will be increasingly profound.  In a study done by the Canadian Interactive Alliance/alliance 
interactive canadienne it was reported that 75% of Canada’s interactive Digital Media stems 
from the following six areas: Game Design & Development, Simulations and Interactive 
Training, Advertising & Promotional Content, Software Design & Development, Content 
Management Systems, Web Design & Developmentxiii. 
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Canada is well positioned to capitalize on this global market and we have demonstrated that 
success, especially in the gaming industry where we have the largest share of global digital 
revenue at 35%xiv.  Several large international Digital Media companies, such as Electronic Arts, 
Bioware, Disney, Ubisoft, THQ, Microsoft, and Vivendi Universal Groupxv have established 
companies in Canada.  Although these large companies exist it should be noted that the majority 
of Canadian-owned companies in this sector are small-to-mid size enterprises (SMEs). 
 
In 2008 it was identified that Canada needs to increase its investment in digital media, which at 
the time was only receiving about $14 million, as compared with traditional media that saw 
investment of nearly $3 billionxvi. 
 
This request for increased investment has been answered, at least in part, by the recent Ontario 
government investment of $26 million in The Communitech Hub: Digital Media & Mobile 
Accelerator in Waterloo. This funding is in response to the priority put on digital media as part of 
Ontario’s Next Generation of Jobs Fund. The large questions of labour and skills requirements 
for the current and future state of this critical sub-sector study have largely gone unanswered.  
TECHNOCompétences has, for example, identified some skills shortages in the area of gaming. 
Approximately 70% of the 39 companies surveyed (there are nearly 60 companies in Québec) 
have difficulties in recruiting for certain positions (especially experienced programmers with a 
university degree in disciplines such as software engineering, computer engineering and 
computer science)xvii. There are a couple of references to labour in reports such as CIAIC 
Canadian Interactive Industry Profile 2008 but the overall human resource capacity issues have 
not been explored. Digital media is a very appealing sector to youth in Canada and ICTC 
stakeholders are interested in attracting youth to the ICT industry. 
 
At present there is also great competition amongst countries as they compete in the rapidly 
growing and lucrative digital media sector.  Communitech’sxviii news release cites 
PriceWaterhouseCoopers’ Global Entertainment and Media Outlook: 2008-2012 as saying that 
the worldwide digital media sector is one of the fastest-growing segments of the knowledge 
economy (double-digit growth rate) and that it will help drive the global media market up to US 
$2.2 trillion within the next five years. 
 
According to the Canadian Interactive Industry Profile (CIIP), which is the “only national study 
of Canada’s interactive media industry”xix at the time of publication (Feb. 2009), showed that 
the industry as a whole experienced a 50.9 per cent growth rate in revenue from interactive 
digital media work between 2006 and 2008, and a 17.4 per cent rate of growth in revenue from 
all sources over the same period. 

Also referenced in Communitech’sxx news release, the Council of Canadian Academies states 
that New Media has the greatest momentum and the highest growth prospects for Canada, 
second only to the oilsands.  There are great opportunities for Canada to succeed and take a 
leadership role within this Sub-Sector. 
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METHODOLOGY 

The literature review involved a broad internet search to locate, evaluate and review key sources 
of information which would provide insight into the current national situation along with some 
references to provincial situations.  Moving forward, provincial data will need to be expanded 
upon.  There is some provincial information readily available although the examples found have 
only focused on specific areas in digital media within Canada (ex. Gamingxxi).  This review was 
conducted in December 2009 and January 2010.  Search words used for the internet search were 
digital media, new media, interactive media, and interactive new media.  Other sources of 
information and leads were obtained through colleagues and source material (example: a news 
release identifying key individuals and organizations or citing key documents recently 
published).  

DEFINITIONS 

There exists several definitions proposed for Digital Media and this is reflective of the quickly 
changing environment. As such we often find various definitions for Digital Media, New Media, 
and Interactive Media, Interactive Digital Media.  To highlight the key components one should 
remember, and explain and simplify the complexity of definitions ATSF shares the following 
insights: 

No wonder it is difficult for new entrants to understand. The important concepts to hold 
on to are ‘interactive’ and ‘media’ across a range of ‘delivery channels’ or 
‘platforms’….There are many terms used to denote the interactive nature of digital 
applications—multimedia, new media and interactive design are common examples. 
Because the interactive sector has quickly evolved through phases, the terms have often 
been coined to reflect a phase that then gets surpassed. A quick historical overview will 
give the background that causes confusion for those joining the dynamic sector.xxii 

The definition provided by the 2008 CIAIC’s Canadian Interactive Industry Profile (CIIP) was 
developed through a review of industry definitions for ‘interactive digital media,’ ‘new media,’ 
‘digital media,’ and ‘digital content’. The review included multiple Canadian (Ontario Media 
Development Corporation (OMDC) and Telefilm) and international sources.  This final 
definition is noted below: 

Digital content and environments with which users can actively participate or which 
facilitates collaborative participation among multiple users for the purposes of 
entertainment, information or education, and is commonly delivered via the Internet, 
mobile networks, gaming consoles or media storage devices. The two essential subsectors 
of the interactive digital media industry include the entities creating the end-user 
experience (creators) and those designing the applications allowing for the creation or 
distribution of the content and environments to the user (enablers).xxiii  
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Other definitions focus on the binary nature of Digital Media.  For example:  

Any system based on discontinuous data or events. Computers are digital machines 
because at their most basic level they can distinguish between just two values, 0 and 1, or 
off and on. There is no simple [way] to represent all the values in between, such as 0.25. 
All data that a computer processes must be encoded digitally, as a series of zeroes and 
ones. The opposite of digital is analog. A typical analog device is a clock in which the 
hands move continuously around the face. Such a clock is capable of indicating every 
possible time of day. In contrast, a digital clock is capable of representing only a finite 
number of times (every tenth of a second, for example).xxiv 

 
For the purposes of this literature review the terms Digital Media, New Media, and Interactive 
Media and Interactive Digital Media will be used interchangeably. 

CATEGORIZATION OF DIGITAL MEDIA AREAS 
 
As an extension of the multiple definitions currently being used, the categorization of Digital 
Media has not been clearly defined.  For example Wikipedia has identified 24 sub-categoriesxxv 
(there are others categories used in other lists (ex. Cell phones, Compact disc, e-Commerce, 
Minidisc, Multiple areas, Software)). 
 

1. Books available as e-
books 

2. Computer memory 
3. Computer storage 

media 
4. Digital art 
5. Digital audio 
6. Digital history 

projects 
7. Digital libraries 

8. Digital photography 
9. Digital radio 
10. Digital rights 

management 
11. Digital television 
12. Digital typography 
13. Video 
14. Electronic documents 
15. Electronic games 
16. Films shot digitally 

17. Internet 
18. Laserdisc 
19. MIDI 
20. New media 
21. News websites 
22. Podcasting 
23. Websites 
24. World Wide Web

 
In general, a reduced number of main categories are used (ex. Vancouver) xxvi and they are: 
 

1. Interactive design 
2. Digital entertainment and games 
3. Digital film, animation and special effects 
4. Mobile content and applications including games 
5. E-learning 
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In a similar categorization the Cultural Human Resources Councilxxvii identified the following 
streams: 
 

1. Interactive Entertainment 
2. Web 2.0 and Interactive Design 
3. Digital Film and Animation 
4. Mobile Content 
5. E-Learning 
 

The most developed categorization appears to be that offered by the Canadian interactive 
alliance / alliance interactive canadienne (CIAIC). CIAIC updated their 2006 taxonomy in 2008 
to ensure there was a step-down approach linking Task categories to Task Sub-Categories.  In the 
update they reduced the number of Task Categories from 11 to 7 but maintained the 24 Task 
Sub-Categories.  The categories of “Creators” and “Enablers” were also retained. Their 
taxonomy tablexxviii is captured on the following page. 
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2006 CIIP 2008 CIIP 
Content Creators Creators 

 
Interactive Entertainment 
Game Development 
Interactive Narrative 
 
E-Learning and Education  
Corporate Training  
Secondary (K-12) Education  
Post-Secondary Education  
Simulation Training  
 
Information and Reference 
Web Content Creation  
Advertising and Promotional Content 
Mobile Content Creation  
 
Social, Culture and Arts  
Social Networking  
Interactive Original Art Design and Development 
 
Animation  
Idea Creation/Storyboarding  
Graphics Creation  
Audio Creation  
 
Other  
Digital Content Publishing 
 

 
Entertainment/Arts 
Game Design and Development 
Interactive Narrative  
Original Art-based Interactive 
Cross-Platform Entertainment 
 
Education/Training 
Simulations and Interactive Training 
Curriculum-based Interactive Education 
 
Marketing 
Advertising and Promotional Content 
Branded Entertainment  
Product Extensions  
 
Information/Social  
Social Networking  
Mash-Up Engines  
Interactive Social Services  
Interactive Information Services 

Enablers Enablers 
Software Development  
Software Design and Development 
Software Publishing 
 
Digital Compression Technologies  
Video Compression Technologies 
Audio Compression Technologies 
 
Internet Applications  
Graphics Rendering Programs 
Java-Type Applets  
 
Visual Effects  
Visual Effects Design and Development 
 
Interactive Television 
Production Services  
Application Platforms 
 

Software Developers  
Software Design and Development  
Digital Compression Software (Audio & Video)  
Java-Type or ‘Write Once, Run Anywhere’ Applications 
 
Distributors 
Software Publishers 
Game Publishers 
Portals/Aggregators 
 
Service Providers 
Animation Graphics  
Rendering Motion  
Capture & Scanning  
Content Management Systems 
Web Design and Development 
 

SOURCE: CIAIC Canadian Interactive Industry Profile 2008 P. 23 
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To better understand the definitions being used in the CIAIC Canadian Interactive Industry 
Profile above, CIAIC has created definitions for their sub-categories (See table below). 

 
CIAIC’s Interactive Digital Media Task Sub-Category Definitions 

 
Entertainment/Arts 

• Game Design and Development: Video game content creation and production 
• Interactive Narrative: Digital story telling that allows the user to make decisions 
• Original Art-based Interactive: Digitally produced visual art that allows for user interaction 
• Cross-platform Entertainment: Digital interactive content related to content that exists on 

another platform (e.g. Bell Broadcast and New Media Fund projects) 
 
Education/Training 

• Simulations and Interactive Training: Digital interactive content used for workplace training, 
• other professional accreditation purposes, or other product use training 
• Curriculum-based Interactive Education (K-University): Digital interactive educational 

content related specifically to kindergarten to university curriculum courses, used to 
supplement in-class learning or for distance education 

 
Marketing 

• Advertising and Promotional Content: Digital interactive content used specifically to create 
awareness of a product, service or event 

• Branded Entertainment: Digital interactive content that is presented with the purpose of 
entertaining, yet is directly based on a commercial product 

• Product Extensions: The digital interactive component of an existing physical product (e.g. 
Webkinz) 

 
Information/Social 

• Social Networking: Digital environments that facilitate communication, as well as sharing of 
pictures, video, games and other content, typically for the purpose of entertainment 

• Mash-up Enginesxxix: “Digital media file containing any or all of text, graphics, audio, video, 
and animation, which recombines and modifies existing digital works to create a derivative 
work”xxx 

• Interactive Social Services: Digital environments that facilitate communication for specific 
purposes and are typically operated as a commercial enterprise (e.g. dating web sites) 

• Interactive Information Services: Digital environments that facilitate communication and 
provide other content with the intention of informing users on a specific topic (e.g. 
FoundLocally) 

 
SOURCE: CIAIC Canadian Interactive Industry Profile 2008 140-142 (continued below) 
 

 
  �
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Software Developers 

• Software Design & Development: Producing computer software to be used for the 
distribution or production of interactive content and services 

• Digital Compression Software (Audio & Video): Producing computer software with the 
expressed purpose of condensing audio and video data for ease of delivery 

• Java-type or ‘Write Once, Run Anywhere’ Applications: Using various programming 
languages to design applications and modules for use in digital content or environments (e.g. 
Java applets make it possible for users to interact with web pages) 

 
Distributors 

• Software Publishing: Producing and distributing interactive media software that was 
developed internally of [sic] by another company 

• Game Publishing: Producing and distributing video games that were developed internally of [sic] 
by another company 

• Portal/Aggregator: Collecting interactive content from multiple sources for distribution 
through one digital outlet 
 

Service Providers 
• Animation: Illustrating content for use in digital interactive applications  
• Graphics Rendering: Generating a digital image from a model for use in interactive 

applications 
• Motion Capture & Scanning: Generating digital images of three-dimensional objects and the 

movements of those objects for use in interactive applications 
• Content Management Systems: Hosting or storing digital interactive content and managing 

its dissemination 
• Web Design & Development: Producing websites for the purpose of hosting interactive 

content or environments 
 

SOURCE: CIAIC Canadian Interactive Industry Profile 2008 140-142 
  �
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CLASSIFICATIONS AND CODES 
 
Unfortunately, Canada, like other countriesxxxi, has not yet truly tracked the interactive digital 
media sector’s employment, financial and operational situations in terms of specific standardized 
classification codes.  For Canada, the tracking would be under Statistic Canada’s North 
American industry classifications and codesxxxii. Even though interactive digital media currently 
has great economic importance and will continue to do so in the future, this work remains to be 
done in a comprehensive manner.   
 
Currently, some areas of the interactive digital media industry are captured in existing 
categoriesxxxiii (ex. Software Publishers, Internet Publishing and Broadcasting, and Web Search 
Portals are considered part of the Information and Cultural Industries and Computer System 
Design and Related Services is a classification under the Professional, Scientific and Technical 
Service grouping).   
 
Additionally, TECHNOCompétences’ Multimedia Occupational Competency Profilesxxxiv 
provided a categorization according to 14 multimedia occupations: Producer, Project Manager,  
Designer-Script Developer, Content Analyst, Artistic Director, Computer Graphics Artist, 2D 
and 3D Animator, Integrator, Web Designer, Marketing Director, Sales Director, Multimedia 
Producer, Interactive Multimedia Training Designer, Webmaster. 
 
The North American Industry Classification System (NAICS) is an industry classification system 
developed by the statistical agencies of Canada, Mexico and the United States. 
 

Created against the background of the North American Free Trade Agreement, it is designed 
to provide common definitions of the industrial structure of the three countries and a common 
statistical framework to facilitate the analysis of the three economies. NAICS is based on 
supply side or production oriented principles, to ensure that industrial data, classified to 
NAICS, is suitable for the analysis of production related issues such as industrial 
performance…NAICS is a comprehensive system encompassing all economic activities. It 
has a hierarchical structure. At the highest level, it divides the economy into 20 sectors. At 
lower levels, it further distinguishes the different economic activities in which businesses are 
engaged.xxxv 

 
The lack of NAICS codes for digital media can be viewed as a challenge but it can also be an 
opportunity in this project where participants can contribute to the body of knowledge that may 
eventually influence Statistics Canada in their development of future Digital Media NAICS 
codes. 
 
In fact, one purpose of the CIAIC study was to create a profile of the interactive digital media 
industry to be used as, “a basis for further inclusion and recognition of the interactive digital 
media industry, or its largest sub-sectors, by national statistical agencies such as Statistics 
Canada and the NAICS”xxxvi.  Inclusion in the NAICS is limited to category classes that are 
“consistent with classification principles of mutual exclusivity, exhaustiveness, and homogeneity 
of units within classes”xxxvii so companies tracked can only be in one category.  CIAIC applied 
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this knowledge when they created their 2008 National Profile, and as a result, only companies 
that do the majority of their work in the area of interactive digital media were included (ex. 
broadcasters, which generate hundreds of millions of dollars in overall revenue with a small 
percentage coming from in-house interactive digital media activities, were excludedxxxviii). 
 

WHO’S WHO? 

With approximately 2300xxxix to over 3,200 Digital Media companiesxl in Canada this review 
selected the smaller number of major associations and networks as a focal point because they: 

1. Are the coordinating bodies across large geographies (National and Provincial), 
2. Have a broad perspective and understanding of the industry (policies, technology, various 

aspects and players within the Sub-Sector), 
3. Provide a voice for industry and speak for more than their organization or any particular 

company, 
4. Are acting as integrators and channels for communication and knowledge transfer for the 

industry sub-sector, 
5. Are leaders invested in expanding Interactive Digital Media and growing this Sub-Sector 

in Canada so that it may effectively compete today and in the future. 

 
KEY ASSOCIATIONS AND NETWORKS WITHIN CANADA 

Canadian Interactive Alliance / Alliance Interactive Canadienne (CIAIC) 

The umbrella association Canadian Interactive Alliance / Alliance Interactive Canadienne 
(CIAIC) is a legally constituted non-profit, industry-based association that formed in 2005xli and 
is comprised of seven of the eight largest new media associations in Canada: The New Media 
Business Alliance, Digital Media Association of Alberta, Alliance numériQC, Innovation and 
Technology Association of PEI, Manitoba Interactive Digital Media Association, New Media 
British Columbia, Saskatchewan New Media Developers Association. The Canadian Film and 
Television Production Association, a founding partner, has since withdrawn its membershipxlii. 

CIAIC, with the goal of creating a complete profile of Canada's interactive media industry 
created the Canadian Interactive Industry Profile (CIIP).  The CIIP included all companies that 
work in or service the industry, either completely or partially and includes detailed financial and 
staffing information provided by CEO, CFO, COO, etc.  This report provides a “comprehensive 
economic and operational profile to present to relevant decision makersxliii,” and fills a gap as the 
interactive industry is not routinely tracked by government agencies such as Statistics Canada. 
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Cultural Human Resources Council (CHRC) 
 
The CHRC brings together cultural workers and employers to address training, career 
development and other human resource issues with the aim of strengthening Canada's cultural 
workforcexliv.  It is a national network that works with all the cultural industries and arts 
disciplines in the cultural sector including Digital Media. 

Canadian Digital Media Network (CDMN) 

The Canadian Digital Media Network was created in early 2009 with $10.7 million in federal 
fundingxlv. The overall goal of CDMN is to link all of Canada’s digital media clusters and be a 
gateway to enable collaboration between researchers and all who can apply the knowledge 
created. Ultimately, the idea is to accelerate the growth of successful new digital media 
businesses and contribute to Canada’s digital economy. 

The CDMN is a “corridor of collaborationxlvi” across Canada and is anchored at the outset by 
Canada’s “Technology Triangle” which consists of two complementary open concept hubsxlvii: 
the tool makers in Waterloo Region and the tool users in Stratford, Ontario.  The Ontario 
government gave $26 million to Communitech to create Ontario's Communitech Hub: Digital 
Media & Mobile Accelerator for digital media tools, technology and applications. 

TECHNOCompétences 

TECHNOCompétences is the Sector Committee for the Information and Communication 
Technology Workforce.  Their mission is to support and promote the development of labour and 
employment in the information technology and communications industry in conjunction with 
industry partners.  Their main objectives are to enhance worker competencies in the ITC 
industry, to improve human resources management practices among companies in the industry, 
and more specifically, among SMEs, and to improve knowledge of the ITC industry, specifically 
with regard to human resources requirements. 

Ottawa Centre for Research and Innovation (OCRI) (Ottawa) 

The Ottawa cluster called the “Generator” hopes to raise the profile of Digital Media in Ottawa 
and draw business, create jobs and make sure people get training in this area.  Launched in 
November 2009, the Generator is still in its early phase but has already created a directory of the 
approximately 250 Digital Media companies in Ottawa. 

Other Clusters 

There are other clusters such as the Toronto content creation cluster, the Quebec aerospace and 
the British Columbia cleantech and digital media clusters.xlviii  Additionally there are other 
clusters which have in-depth information on their area of focus (ex. Gaming).  The Gaming 
sector is highlighted here because it represents the largest source of interactive revenue of the 
total industry (Game Design and Development: 25.7%) while companies that engage in Game 
Design and Development also, on average, grossed $848,251from those activities in the last 
reporting year; the highest average ahead of Game Publishers at $730,804xlix.  
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TECHNOCompétences has recognized this as a key area and has thus conducted multiple studies 
in this area (ex. “Employment in the electronic games industry in Quebec in 2009”, 
"Employment in the electronic games industry in Quebec in 2008", “2007 - Employment in the 
electronic games industry in Quebec: Recent Developments and Prospects”) 

WHAT INFORMATION IS MISSING? 

Overall, there is a lack of comprehensive, categorized, regularly collected data that is agreed to 
by the industry sub-sector.  Achieving this objective will facilitate a shared understanding of the 
current realities of the Canadian Digital Media Workforce.  From a classification perspective, 
who is out there and what work are they doing?  Where are the labour shortages? Where are the 
skills shortages? Are the educational institutes producing students that are workforce ready with 
the skills that industry needs?  These are some of the questions that do not seem to be answered 
in much detail within the literature search.   

Human Capital 

Through the Cultural Human Resources Council (CHRC), Digital Media industry leaders created 
a vision of where Digital Media content creation would be in five years with respect to the 
“Technology” and the “Skills Development” lens. The CHRC report did identify six major 
technology projectsl (listed below) that, if completed before 2014, are expected to enable 
Canada's Digital Media industry to be competitive in the global market. 

Technology Projects 

• Infrastructure 
o Open, fast, and affordable networks/access with quality of service; 
o Tools for compression to optimize bandwidth use; 

• Collaborative Environment Technologies 
o Collaborative creation network environments and tools; 
o Mobile network and device technologies to distribute, create and present 

content/services (Open network); 
o Digital media usability research network; 

• Commercialization Technologies 
o Centralized interoperable mechanism for micro-transactions 

To be successful in these projects fundamental issues of human capital (talent, training gaps), 
new skills development and upgrading of skills, and the training of new workforce entrantsli 
would be required.  

Required skill development projects were identified to support the listed projects and areas of 
labour shortages and skills shortages.  For example, under “Skills Development Projects” the 
technology project “Open, fast, and affordable physical and mobile networks/access with Quality 
of Service,” will require CHRC to, “track employers’ labour needs and content creators’ training 
needs in relation to the introduction of the new networks. CHRC will work with employers to 
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address labour shortages through, for example, recruitment initiatives; and with workers to 
address skills shortages through, for example, development of training materialslii.” 

The CHRC also identifies the following Human Resource initiatives: 

• Incentives for hiring newly graduated post-secondary students from Digital Media 
related courses of study, to offset some of the costs involved in training and 
mentoring new graduates who lack job-experience. 
• Support for internships to provide on-the-job training for emerging Digital Media 
content creators from education to the workplace. 
• Funding to encourage enrollment in retraining programs to help transition 
individuals from previous work to a career in Digital Media content creation. 
• Programming to attract internationally renowned researchers and academics in 
Digital Media to conduct their research in Canada. 
• Strategies for retaining Canadian-trained Digital Media workers, that are not now 
included under the NAFTA Professionals Category system of labour mobility. This 
category grants qualified applicants a one-year work term in NAFTA nations. 
• Facilitating access to foreign workers in Digital Media content creation, and easing 
the mechanisms for hiring them. 
• Matchmaking-mentoring programs to support collaboration between companies of 
different scales with varied capacities to enable intensified collaboration as well as 
mentoring. 

 
To address these human capital challenges above CHRC is planning a Phase 2 which, “will help 
to ensure that Canada’s Digital Media employers and content creators are well-prepared and 
properly resourced to stay ahead in this rapidly changing industryliii.”  This may be an area of 
collaboration as quality labour market intelligence will be needed to accurately assess the 
situation and then create clear and targeted strategic plans to address the needs. 

Statistical Codes (NOC, NOC‐S) 

There may also exist an opportunity for collaboration with CIAIC, the current leader in the 
efforts to classify Canada’s interactive Digital Media Sub-Sector.  Building upon their work and 
collaborating on proposals for new classification codes may lead to a better understanding and 
national tracking system for this Sub-Sector.  The future data created by a national classification 
system will support policy change, enable better understanding of skill shortages and /or labour 
shortages and enable targeted efforts at addressing them through immigration efforts, training 
and educational institutions as well as for stakeholders in companies planning and addressing 
their human resources challenges. 
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NEXT STEPS? 

Countries such as Germany, New Zealand, France and Australia have performed lots of work on 
policies pertaining to national digital strategiesliv.  These countries may have defined and 
captured statistical coding which may help us in defining our own Canadian interactive digital 
media industry classification system. This may be something to consider. 

CONCLUSION 

The Digital Media industry is lucrative and the industry is changing at a rapid pace.  There are 
many companies and a few large coordinating bodies (national and provincial) in Canada.  There 
is the beginning of some action toward national and provincial coordination and collaboration in 
terms of understanding who is in this sub-sector (companies and people).  There is also a focus 
on streamlining or aligning efforts at a national level (i.e. national Digital Media strategy) to reap 
the benefits like a greater political voice and the power to change and influence policy, available 
support to stimulate businesses and entrepreneurs, and ultimately to compete at the global level 
to make Canada a strong leader in today’s and tomorrow’s digital media world. 
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