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Preface

The CBC/Radio-Canada in a brand new media environment

Just like the 1930s were the golden age of radio and the 1950s, the time of television, 
the next 10 years will certainly see great changes in the world of Canadian television 
and radio. People are already familiar with computers and TV sets, but in the future, 
audiovisual messages will be broadcasted via the Web. Social media have become 
a part of the media landscape and are very useful in getting an immediate audience 
response. Smartphones and tablet computers will continue to gain ground over 
newsprint. In short, the public has become an active contributor in the information 
transmission chain.

Blossoming technology cannot remain neutral and some groups hope to profit 
from the new communication networks. While the written press has always been 
a private affair around the world, the audiovisual model took a parallel course by 
letting the public and private sectors coexist. Television – people’s main source 
of information – has always broadcasted public entertainment and news. Except 
for the Tory government, no one is questioning the community ownership of this 
crucial communication tool; though the vehicles of transmission may be changing, 
the strategic issues at stake in the battle remain the news desk and the programme 
schedule. A lot of content can be outsourced, but not our core content!

On the financial front, the last few years have been difficult for the René-Lévesque 
Blvd. Crown corporation. Several key political figures would be happy to silence the 
public broadcaster’s voice, but the CBC/Radio-Canada brings a critical perspective 
to the cultural life and to the news that are dear to Quebeckers and Canadians. As 
long as we give the public broadcaster the means to enjoy the freedom to success, 
the corporation will come out of the upcoming media tsunami unscathed. This 
White Paper provides an accurate historical vision of the CBC/Radio-Canada’s 
development, while the last section raises important issues.

The authors recognize that time-travelling is impossible and that a lot of energy 
was spent trying to safeguard the achievements of the written press. Nowadays 
everyone agrees that consolidation towards digital media is inevitable. We must 
strive to preserve a strong public voice that is able to freely offer a wide range of 
programmes in a new media environment. This White Paper aims at motivating all 
those willing to rethink how to inform, entertain and amuse our fellow citizens. Many 
thanks to everyone who helped craft this document!

Michel Nadeaui

Executive Manager of the Institute for Governance 
of Private and Public Organizations

i Michel Nadeau worked as a financial reporter, unionist and editorial writer for Le Devoir from 

1974 to 1983. After holding various senior executive positions at the Caisse de dépôt et placement  

for 20 years, he co-founded the Institute for Governance of Private and Public Organizations (IGPPO)  

in 2005 and is now its executive manager.
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1. Introduction
The rationale behind this document – as flawed as it may be – is to help 
Canadians and Quebeckers think about their national public broadcaster: 
its raison d’être, its mandate as well as how it is funded and managed. 
 
The media landscape has drastically changed since the CBC/
Radio-Canada’s creation in the 1930s. This transformation has accelerated 
in the last decades with the advent of specialty channels, the Web and 
social media, and the creation of bigger and bigger private conglomerates.

Audiences keep fragmenting, which makes it all the more difficult  
to collect advertising revenue, as they go hand in hand with ratings.  
We must also update our Web platforms and feed our social media 
in order to attract new audiences that, unfortunately, do not draw the 
same commercial revenue.  In this changing environment, the public 
broadcaster had to deal with several rounds of cut. By 2015 – the end  
of the current round of cuts – the allocated appropriations will have been 
cut by $115 M, going from the equivalent of $34 per Canadian (in 2009)  
to $29.

Furthermore, since the appropriations do not take into account  
the indexation of salaries and administrative expenditures, the CBC/
Radio-Canada has to take an annual $35-40 M out of its budget.

To top it all off, the Canadian Radio-television and Telecommunications 
Commission (CRTC) has suppressed the Local Programming 
Improvement Fund which helped the CBC/Radio-Canada enhance its 
regional news service.

The CBC/Radio-Canada is trying to plug holes, just like one would  
on a sinking ship. It was recently granted permission to broadcast ads  
on Espace Musique and Radio 2, though the radio waves had been exempt 
of advertising for decades, which was a key factor in its popularity with 
the listeners. There is even talk of selling the Maison de Radio-Canada 
in Montreal, an important cultural heritage site for both Canadians  
and Montrealers. Not to mention the hundreds of jobs losses that are  
still occurring.

On another front, the public broadcaster is currently facing ongoing attacks 
regarding its relevance. Many voices call for its disbandment, including 
members of the Harper government.

As the head of the CBC/Radio-Canada and board members are appointed 
by government leaders, the public broadcaster might be tempted to alter 
its editorial choices in order not to bite the hand that feeds, much to the 
detriment of the public’s right of access.

The Tory government has gone as far as to get involved in the internal affairs 
of the CBC/Radio-Canada by giving itself the authority to name a Treasury 
Board representative to join the CBC/Radio-Canada’s management  
and unions’ at the negotiating table.
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We believe it is high time to start thinking together about the future of our 
public broadcaster. We recommend that the discussion revolve around 
these four key issues:

 Do we need a national public broadcaster?
 What should be the CBC/Radio-Canada’s programming  

   on its various platforms?
 How should the public broadcaster be funded?
 How should it be run?

We offer a series of 13 questions to initiate a constructive dialogue between 
Canadians and the relevant bodies who have the future of the public 
broadcaster at heart.

We would encourage community, economic and political organizations, 
as well as unions, sports and cultural associations, and the public to try  
to answer some or all of the issues raised in this document.

With the support of the CSN, the Syndicat des communications de  
Radio-Canada has created websites to promote, debate and compare 
opinions as well as start a national debate on the future of the CBC/
Radio-Canada. 

Please visit http://amisderadiocanada.com or http://www.facebook.com/
amisradiocanada.

 Canadian radio began with the first licences for private commercial 
radio stations in 1922. However by the late 1920s, many Canadian radio 
listeners were tuning their dials to American stations. This, along with the 
rudimentary development of Canadian radio, led the federal government, 
in 1928, to establish a royal commission to advise on the future  
of broadcasting in Canada. 

In 1929, the Aird Commission recommended the creation of a nationally 
owned company to operate a coast-to-coast broadcast system and in 1932 
the Canadian Radio Broadcasting Commission (CRBC) was created.

In 1936, the Canadian Broadcasting Act replaced the CRBC with a Crown 
Corporation, and Canada’s national public broadcaster was born.

In 1938, Radio-Canada’s CBF station began broadcasting the program  
Le réveil rural, a show dedicated to economic information intended  
for rural inhabitants. The following year, in 1939, the CBC/Radio-Canada 
provided full coverage of the six-week visit of King George VI and Queen 
Elizabeth. In March, CBF launched the soap opera Un homme et son péché 
based upon the popular Claude-Henri Grignon novel. The soap opera ran 
for 22 years. Regular broadcasting began of the Montréal Canadians’ 
hockey games from the Montréal Forum. With the declaration of World 
War II, CBC/Radio-Canada sent a team of announcers and technicians  
to accompany the Canadian Armed Forces’ First Division to England,  
and so began special wartime broadcasts.

2. History of the CBC1
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This was the decade of television. In 1952, the first CBC and Radio-Canada 
television stations, CBLT-Toronto and CBFT-Montréal, began broadcasting. 
By 1955, CBC/Radio-Canada’s television services were available to 66 per 
cent of the Canadian population.

With the inauguration of Canadian television, work continued on the 
regulatory framework for Canadian broadcasting. In 1951, the Massey 
Commission endorsed the regulatory role of the national public 
broadcaster. However, in 1957, the Fowler Commission on Broadcasting 
recommended transferring regulatory authority to a separate body. This 
took place in 1958, when a new Broadcasting Act established the Board  
of Broadcast Governors (BBG) to regulate all Canadian broadcasting.

The 1950s celebrated several programming firsts - for both television 
and radio - as well as ongoing technological development. Here are  
a few examples:

1950 - Special broadcast coverage of the Manitoba floods. 

1951 - Special coverage of the four-week visit of Princess Elizabeth  
           and the Duke of Edinburgh. 

1952 - Radio programming made available to Canadian troops in Korea. 

1956 - Special coverage of the Hungarian uprising, the Suez  
           crisis and the Nova Scotia Springhill Mine disaster.
1958 - First coast-to-coast live television broadcast with completion  
           of the microwave network from Nova Scotia to British Columbia.

The 1960s included several important technological advances such as 
the opening of shortwave service to the High Artic (1960), the presentation  
of proposals, by the national public broadcaster, for satellite use  
in Canada (1961) and the introduction of colour television in 1966! The 
first broadcast of taped television in the North took place the following 
year and CBC/Radio-Canada acted as host broadcaster for Expo 67  
in Montréal and the Pan Am Games in Winnipeg. The first televised  
national debate among Canadian political party leaders, co-produced 
with CTV, was programmed in 1968. The following year, in 1969, tobacco 
advertising was discontinued on CBC/Radio-Canada airwaves.

Canada made history in the ‘70s by launching the world’s first national 
domestic satellite. Put into orbit in 1972, the Anik A1 satellite gave CBC/
Radio-Canada the ability to beam television signals to the Canadian 
North for the first time in history. Canadian content rules for television 
and radio were also introduced in the early ‘70s. In 1970, the CRTC  
established a «minimum 60 per cent» Canadian content rule for public 
and private television broadcasters in Canada. The following year,  
the Commission introduced Canadian content regulations for AM radio 
stations - a minimum of 30 per cent was now required. 

The Maison de Radio-Canada in Montréal opened in 1973. The following 
year, the federal Government announced its Accelerated Coverage 
Plan to extend CBC/Radio-Canada’s radio and television services  
to small, un-served communities. Introduction of new emblem (insert link)  
for the national public broadcaster, based on «C» for Canada. Opening  
of French FM stereo network. CBC/Radio-Canada discontinued most 
radio commercials.
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The 1980s saw tremendous growth in the number of private and specialty 
channels. In 1983, the first «general interest» pay TV channels began  
operation in Canada, among them the movie network, First Choice and 
SuperChannel. Later came the «specialty» pay channels. CBC Newsworld 
was officially launched on July 31, 1989.

The ‘90s were marked by change and started with the CBC/Radio- 
Canada closing 11 local stations in 1990 due to cuts in federal funding.

Despite the difficulties, CBC/Radio-Canada must continue to move 
forward in what is by now becoming an environment of unprecedented 
program choice for Canadians. In 1990, the Corporation published 
its vision for the future in a document called Mission, Values, Goals  
and Objectives.

The Corporation continues to push ahead in the multi-channel universe, 
and in 1997 files applications for six new specialty services. The 
Corporation re-brands both its English and French radio properties  
to CBC Radio One, CBC Radio 2, Première Chaîne (Espace musique 
follows in 2004); all proceed to earn success with listeners. 

In 1995, the Corporation established its Web presence through  
CBC.ca and at Radio-Canada.ca. On January 1st, Radio-Canada launched 
its all-news channel, Réseau de l’information de Radio-Canada (RDI)  
and in 1997, the CBC/Radio-Canada launches a new digitial audio music 
service, Galaxie.z

The start of the new millennium saw Canadians getting immersed  
in digital media and their national public broadcaster was right there 
with them! Today, CBC/Radio-Canada is available how, where and when 
audiences want their content. In 2008, CBC/Radio-Canada made history 
with its coverage of the Beijing Olympic Games - for instance, this was 
the first time that Canadians could watch the Games live from their  
computer screens.

In 2010, CBC.ca welcomed an average of 5.8 million unique visitors per 
month, with over 1.0 million audio podcasts downloaded per month and 
over 800,000 unique visitors enjoying CBC content on the video player.  
Radio-Canada also enjoyed impressive growth in monthly web traffic, 
and launches TOU.TV, North America’s leading French language web 
TV service. It also launches RDI with video and the Radio-Canada 
mobile site. The Nature of Things with David Suzuki celebrated 50 years 
engaging, enlightening and entertaining Canadians. Technological 
achievements during the year included the launch of the CBC News 
mobile application, the CBC Radio iPhone application, and the first-ever  
3D CBC Television broadcast of Hockey Night in Canada and Queen  
Elizabeth in 3D.
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Radio-Canada opened two new multimedia centres after the one  
in Sherbrooke, Trois-Rivières in March 2010 and Saguenay in August 2010.

In 2011, Radio-Canada launched EXPLORA, a health, science, nature and 
environment specialty service. CBC Television’s Hockey Night in Canada 
achieved its highest-ever audience, an average of 8.76 million, for the  
seven-game Stanley Cup final series between Vancouver and Boston.

Radio-Canada launched Espace.mu, one of the most complete sources  
of francophone music online, which also lets you interact and personalize 
your own line-up. Radio-Canada’s TOU.TV continues to raise the bar, 
launching a new mobile website, a new application for android devices.
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Espace.mu, Radio-Canada's 
new music portal, has the 
largest selection of French-lan-
guage music on the Web, 
in Canada and across the 
Francophonie. The streaming 
music site lets listeners perso-
nalize their experience by 
selecting web radio services 
– more and more are being 
added each month — founded 
on seven musical genres, to 
suit their mood and chosen 
time of day. 

From one end of the country 
to the other, ICI Radio-Canada 
Première is Canada's commer-
cial-free French-language radio 
network, offering listeners a 
truly diverse mix of informa-
tion and cultural programming. 
Engaged in its environment 
while being open to the world, 
it enlightens and entertains. 
News, current affairs and 
culture, in partnership with RCI 
and Radio France International, 
via SiriusXM Channel 160.

French-language musical ra-
dio that accompanies you 
night and day with a multitude 
of diverse styles and rhythms 
– classical, jazz, vocal, world 
music, and emerging artists. 
Commercial-free and always 
engaging.

100 per cent Francophone 
“chansons” music channel, 
playing the biggest Quebec 
and French artists from 
around the world via SiriusXM 
Channel 163. 

A rich blend of arts and cul-
ture, showcasing the best in 
film, theatre, music, dance, 
visual arts, and more, all 
brought together on one vi-
brant French-language televi-
sion channel. By subscription. 

The pre-eminent cross-
country French-language tele-
vision network connecting 
Canadians with popular and 
high-quality original program-
ming, including news, current 
affairs, drama, arts and 
culture, and programs for chil-
dren and youth.

The leader in French-lan-
guage 24-hour news and infor-
mation for Canadians, RDI 
links Francophones across the 
country with in-depth report-
ing and top-notch current 
affairs programming, includ-
ing documentaries and inter-
views. By subscription. 

Don't miss a minute of Cana-
da's favourite French-language 
radio and television content 
from Radio-Canada — all 
online. Constantly updated 
news and information, and 
unique new media and Web 
features ensure that each visit 
is dynamic and different. 

Canada's leading French- 
language on-demand Web 
television site, created by 
Radio-Canada and bringing 
together 20 national and 
international producers and 
broadcasters. A vast choice of 
television programs, series 
and variety shows, documen-
taries and newsmagazines — 
wherever and whenever 
viewers want it. 

Radio Television Web and Digital 
Services

3. The CBC/Radio-Canada’s services2
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cbc.ca

100 per cent francophone and 
Canadian country-folk music. 
Listen to the biggest country 
hits, plus emerging artists from 
the new country folk scene via 
SiriusXM channel 166. 

Canada's English-language in-
formation service, where the 
country turns for its local, na-
tional and international news, 
current affairs, documentaries, 
arts and culture, on radio and 
Sirius Satellite Radio Channel 
159. Commercial-free and re-
flecting the true lives of Canadi-
ans, no matter where they live. 

Music music music. Com-
mercial-free and ready to 
transport listeners with a mix 
you won't hear anywhere else. 
Classical, jazz, world beat, 
pop, and much more. An Eng-
lish-language network, with 
music that speaks to all. 

Canada's leading 24-hour 
English-language television 
network of ground-breaking 
news, information, sports, 
and entertainment program-
ming produced by, for and 
about Canadians.

One of Canada's most popular 
and comprehensive English 
language media websites, 
with up-to-the-minute news 
and information, streaming 
audio and video, sports high-
lights, Web-only interactive 
features, multimedia. 

The première worldwide 
French-language television 
network, TV5MONDE en-
compasses 10 broadcast part-
ners across the globe and 
creates a space dedicated to 
public expression. It airs pro-
gramming that increases 
awareness of the diversity of 
cultures and points of view. 

Canadian voices have been 
extending across the planet 
since 1945 with this commer-
cial-free international radio 
service, now broadcasting in-
formation and cultural pro-
grams in five languages via 
the Internet. 

Health, science, nature, and the 
environment . . . Explora is your 
portal to a whole world of elec-
trifying content – its spectacu-
lar visuals, compelling series 
and top-shelf docs are sure to 
satisfy even the most curious of 
viewers! By subscription. 

Radio-Canada  recently laun- 
ched two new, original micro-
sites devoted to Montreal’s 
North and South Shores,          
Radio-Canada Rive-Nord and     
Radio-Canada Rive-Sud, where 
residents can stay informed,  
exchange views and react to   
local events.

Radio Television Web and Digital 
Services
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If it's new, you'll find it here. 
Catch the next big thing on 
this showcase of emerging, 
commercial-free Canadian 
music via the Internet at 
radio3.cbc.ca, podcast and 
Sirius Satellite Radio Channel 
86. English-language. 

CBC Music Sonica features 
non-stop adult alternative 
bands from Canada and 
beyond, combining new rock 
sounds of today with a sprin-
kling of Canadian heritage art-
ists via SiriusXM Channel 171. 

Provocative and compelling, 
documentary is the première 
English-language digital tele-
vision service delivering the 
best in Canadian and interna-
tional docs, films and series — 
24 hours.

CBC News Express/RDI Ex-
press – bilingual news and in-
formation service in five large 
Canadian airports, serving over 
62 million travelers annually. 

CBC Music is Canada's free 
digital music service. Simple 
and easy to navigate, CBC 
Music gives Canadians access 
to 40 web radio stations, 12 
genre-based music communi-
ties plus CBC Radio 2 and CBC 
Radio 3, the most up to date 
music news by Canada's top 
music journalists, plus hun-
dreds of concerts, playlists   
and more.

CBCSports.ca provides the 
latest in Canadian and Interna-
tional breaking news and spe-
cial reports from the world of 
sports, as well as access to 
live streaming of major events 
including CBC's Hockey Night 
in Canada. Current sporting 
news, opinion, scores, stand-
ings, stats and schedules are 
available online along with 
access to highlight videos, 
show podcasts, amazing con-
tests and more. 

CBC News Network is 
Canada's number one news 
network anchored by leading 
Canadian journalists. It is the 
destination for breaking news, 
live event coverage, in-depth 
news and current affairs 
programming, 24 hours a day, 
seven days a week. Smart, 
lively, controversial and 
probing, CBC News Network 
delivers the information 
Canadians require to make 
informed decisions. 

CBCNews.ca is Canada's 
home for local, national and 
international breaking news 
and in-depth reporting, 
streaming audio and video, 
web-only interactive features, 
and much more. It's Canada's 
meeting place to discuss the 
stories that matter and a 
trusted place to get the whole 
story, wherever you are.  

Radio Television Web and Digital 
Services
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As well as the following services

Radio Television Web and Digital 
Services

CBC Books features all of 
CBC's rich literary content 
across all platforms - audio, 
video and digital. It's an online 
meeting place where literary 
enthusiasts can find the books 
they want to read, connect 
with other Canadian readers, 
and keep up on all of CBC's 
major literary programs such 
as Canada Reads, the Massey 
Lectures and Canada Writes. 

CBC Hamilton offers a local 
digital service to Hamilton, 
Ontario.
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Who are the viewers?3

At the moment, 32 television stations are broadcasting in Quebec. 
Twenty-four of those belong to private interests, the others are operated 
by the CBC and Télé-Québec. The main private TV stations are affiliated  
to French-language Radio-Canada or broadcast the French programming 
of V (formerly TQS) and TVA and the English programming of CTV  
and Global.

Radio-Canada’s audience share, during prime time (from 7 PM to 11 PM), 
is 18.7%, while TVA takes 24.7% and English-language stations such  
as CTV take 13.7%, CBC, 9.7% and Global, 7.9%.

Radio-Canada ranks first or second in Quebec’s 9 main francophone  
markets. The CBC ranks first or second in 9 of 13 local markets.

Who are the listeners?4

The CBC/Radio-Canada’s French and English radio stations continue  
to get record ratings.

Première Chaîne and Espace musique took a 19.5% share of the radio  
audience, while the CBC’s Radio One and Radio 2 combined earned 
14.7%. Twenty of the 22 regional morning shows rank among the third most 
popular in their respective markets.

Who uses the new platforms?5

On the subject of online services, Radio-Canada.ca and CBC.ca are 
among the favourite websites of Canadians; they receive 7.5 million hits 
each month.

Radio-Canada.ca alone attracts 1.8 million visits per month while 
Cyberpresse.ca gets 2.1 million visits, tvanouvelles.ca, 762,000, tva.canoe.
ca, 794,000 and RDS.ca, 1 million.

As for CBC.ca, it received 5.8 million visits per month compared  
to 6.1 million for canada.com, 4.1 million for canoe.ca and 3.4 million for 
CTV.ca.

Last year, the CBC/Radio-Canada offered 24 mobile applications  
(for smartphones, tablets, laptops, etc).

4. The importance of having a public 
broadcaster for the regions and citizens
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Results 
to date

Annual 
Results
2011-2012

Annual 
Targets
2012-2013

Revenue

Television

Regional

New Platform

Specialty Television Channels

11,7 M11,8 M 11,8 M.......

2,1 M2,1 M 2,1 M.......

All-day 
audience 
share 2

Monthly 
average 
unique 
visitors

Monthly 
average 
unique 
visitors 4

Specialty 
Television 
Channels 1

Regional 
web pages

4

5

497k 566k 476k....... 3

Radio-Canada.ca
Tou.tv
Bandeapart.fm
RCI.net
Espace.mu

SubscribersRDI

Conventional, specialty, online

SubscribersARTV

4,7 % 5,8 %....... 4,6 %3

6

228,6 M253,5 M 114,9 M....... 7

2,1 M2,1 M 2,0 M....... 3

1. Specialty Television Channels include RDI, ARTV and Explora
2. Source: BBM Canada, Personal People Meter (PPM), Quebeckers aged 2 years and older who subscribe 
to television distribution.
3. In 2011−2012, measurement was based on the television season (i.e. September - March). In 2012−2013, 
measurement will be on the fiscal year (April - March).
4. Source: comScore, persons aged 2 years and older.
5. Espace.mu was launched on June 13, 2011. Results for RCI Vision, which was launched on June 20, 2011, were 
added to those of RCI.net.
6. Revenue for ARTV is reported at 100 per cent although CBC/Radio-Canada owns 85 per cent. Includes revenue 
from LPIF, a fund created by the CRTC to support local programming. It is available to conventional television stations 
operating in non-metropolitan areas.
7. The 2011-2012 statistics do not include ARTV's revenues or the revenues from merchandising and distributions 
rights, which were, however, included in the 2012-2013 projections.

Here’s the data for Radio-Canada’s French-language network according  
to the Second Quarter Financial Report 2012-20136 :
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An analysis

A 2009 survey conducted by the Centre d’études sur les médias  
(in Quebec – 450 participants – 4.5% margin of error) showed that 
traditional media (television, radio, print) dedicate more time to all kinds 
of news media.7 In 2007, they devoted 90 minutes; in 2009, 105 minutes 
were dedicated to the news. Though new media (Internet, Web, etc)  
are growing, going from 13% to 17%, so are traditional media, going from 
77% to 89%.

Rounded
% 

13

77

17

89

N.M. =  INCREASE 14% T.M.   =  INCREASE 31% 

New mediaTradional media

2009 2007
105,3 90,2 MINUTES
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The analysis of researchers with the Centre d’études sur les  
médias continues:8

 
“Having a wider choice of channels helped television become more 
popular among French viewers in Quebec. They spend about four more 
hours a week in front of the tube than in 2006, or 34.7 hours/week. (See 
chart 1) Though this increase is apparent for all age groups, it’s more 
significant among people 12-17, 18-24 and 50-64, who spend an average 
of five hours more in front of their set than in 2005. Television-watching 
generally increases with age.

“French-speaking Quebeckers are extremely loyal to the programs 
offered by French-language networks and spend 92% of their 
TV-watching time on those channels. English-language networks 
aren’t quite as popular in the rest of Canada, as Canadians  
devote 84% of their time watching Canadian content and 12%  
on American networks.

“The greater choice of networks resulted in an increasing fragmentation 
of the viewership. In Quebec, the share of specialty networks  
and premium channels (VRAK TV, RDS, Séries+, LCN, Canal D, 
Super Écran, etc) went from 30.8% in 2005 to 45.8% (see chart 2).  
In 2011, TVA’s audience share was 24.8%, a 0.7% drop since 2010  
and a 4.4% drop since 2009.

“Radio-Canada ranks second with 14.5% of the viewership, a 1.4%  
increase since 2010. After some hard times where TQS’s market 
shares plummeted from 10.8% to 5.7% between 2007 and 2009,  
the network’s new owner Remstar decided to rebrand it as V. The new 
programming, intended for young adults, earned it 7.9% of market 
shares in the spring of 2011. As for Télé-Québec, it racked up 2.7 %  
of audience shares. It should be noted that the global viewership  
of Canadian specialty and premium channels includes about 100 
different services, most of which collect a tiny portion of the viewership. 
The favourite one of French-speaking viewers is the sports network 
RDS, which accounts for 5.9% of the market share, followed by LCN 
at 3.9%.

“Two other channels have an audience share of around 3%, namely 
Séries+ and Super Écran with 3.3%. Canal D comes close with 2.9% 
of the viewership. Together, specialty and premium channels –  
in which Astral is the majority shareholder with at least 50% – share 
about 25% of the French market viewership in Quebec. In March 
2012, Belle Media announced it intended to buy Astral Media, a deal 
that still needs to be approved by Astral shareholders and by various  
regulatory authorities.” (Our translation)
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Whom is the public broadcaster for?

The CBC/Radio-Canada owes its existence to a government act which 
defines its mandate and therefore its intended audience.

Firstly: The CBC/Radio-Canada is a public broadcaster. It does not serve 
the government, financial or commercial interests, but Canadians.

Secondly: The CBC/Radio-Canada is a general-interest broadcaster  
as it is intended for Canadians of all ages and origins living in rural 
and urban areas all over the country and offers content in both  
official languages.

The Broadcasting Act states that the CBC/Radio-Canada “should provide 
radio and television services incorporating a wide range of programming 
that informs, enlightens and entertains. The programming provided  
by the Corporation should: 

 be predominantly and distinctively Canadian;
 reflect Canada and its regions to national and regional audiences, 

while serving the special needs of those regions;
 actively contribute to the flow and exchange of cultural expression;
 be in English and in French, reflecting the different needs and circu-

mstances of each official language community, including the particular 
needs and circumstances of English and French linguistic minorities;

 strive to be of equivalent quality in English and French;
 contribute to shared national consciousness and identity;
 be made available throughout Canada by the most appropriate and 

efficient means and as resources become available for the purpose, and
 reflect the multicultural and multiracial nature of Canada.”9

Thirdly: The CBC/Radio-Canada produces Canadian content.

In 2009-2010, the CBC/Radio-Canada produced as much Canadian 
content across Canada as all the other networks combined, including  
privately owned stations.

In Quebec, Radio-Canada produces more Canadian content than  
all its competitors combined; Radio-Canada invested $244 million  
in Canadian content, compared to $182 million for everyone else.

On the other hand, privately owned networks are one step ahead of the 
CBC/Radio-Canada in terms of non-Canadian content, namely American 
programmes. They broadcasted 16 times more foreign content than  
the Crown corporation. The same is true in Quebec, other networks 
broadcasted $60 million worth of foreign content compared to $8 million 
for Radio-Canada.
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After a series of fumbles and unexplained delays, the Canadian 
Radio-television and Telecommunications Commission (CRTC) finally  
held public hearings in November 2012 to study the public broadcaster’s 
licence renewal. The previous public hearings date back to September  
1999. The hearings took place in Ottawa throughout the whole month  
of November 2012. The licence renewal decision was released six  
months later, on May 28, 2013.

“The Commission received more than 8,000 interventions on the  
current applications, including many interventions from individual  
Canadians from all parts of the country. In addition, the Commis-
sion held an online consultation in the summer of 2011 that yielded  
thousands of comments from participants.”

(…)

“In this decision, the Commission builds on Strategy 2015, while 
seeking to ensure that the objectives of the Act are met and that the 
CBC has sufficient flexibility to adjust to a constantly changing 
broadcasting environment and the financial constraints under which  
it operates.” 10

And so the CRTC renewed the CBC/Radio-Canada’s broadcasting licence 
for five years, or until September 2018. The Commission also promoted 
CBC CEO Hubert T. Lacroix’s action plan and accepted almost all of the 
public broadcaster’s requests for increased flexibility and administrative 
relief. Here are the Commission’s main decisions:

«The conditions of licence that the Commission has imposed build  
on the discussions between the CBC and the Commission on plans 
for the next licence term, including the CBC’s five-year strategic 
plan, Strategy 2015: Everyone, Every way. The conditions also reflect 
the many thoughtful interventions that the Commission received 
through this public process. They will ensure that the CBC:

 strengthens its leadership as a pan-Canadian service that reflects 
and serves the needs of all Canadians in both official languages  
regardless of where they live;

 continues to be a significant contributor to the cultural life  
of Canada through the promotion of Canadian music and the creation 
of Canadian programs; and

 plays a greater role in the lives of Canada’s youngest citizens through 
Canadian programming for children.

5. The CBC/Radio-Canada’s mandate since 
the 2012 CRTC public hearings
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To achieve these goals, the CBC’s French- and English-language  
television stations will be required, among other things, to:

 present a reasonably balanced schedule with programming drawn 
from diverse categories, as well as programming originating from and 
reflecting all regions of Canada;

 broadcast at least 7 hours per week of programs of national interest 
during prime time on French-language television and at least 9 hours 
per week of such programming during prime time on English-lan-
guage television; and

 broadcast at least 15 hours per week of Canadian programming  
for children under 12.

The CBC must serve local and regional audiences. The CBC is also 
required to provide programming to Canadians that is of equivalent 
quality in English and in French, while reflecting the different needs 
and circumstances of each official language community. Accordingly 
the Commission is requiring that:

 national news and information programs reflect the country’s  
regions and promote respect and understanding between them;

 French-language television stations in each market broadcast  
at least five hours a week of local programming; and

 English-language television stations broadcast at least 14 hours 
a week of local programming in metropolitan markets, and at least 
seven hours a week in non-metropolitan markets.

With respect to Canadian feature films, the Commission has noted 
the consistent support provided by French-language television over 
the years and requires English-language television to broadcast one 
Canadian feature film each month.

The Commission is also implementing the following measures to 
ensure that Canadians living in official language minority communi-
ties are well served.

For English- and French-language conventional television, the 
Commission requires that the CBC:

 broadcast programs originating from and reflecting official  
language minority communities as one component of a balanced  
programming schedule;

 ensure that national news and information programming reflects offi-
cial language minority communities;

 broadcast five hours per week of local programming, averaged over 
the broadcast year and aired seven days a week (excluding holidays), 
for the French official language minority communities in Vancouver, 
Edmonton, Regina, Winnipeg, Toronto, Ottawa and Moncton;
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 increase its levels of local programming to 14 hours per week  
for the English official language minority community served by the 
CBC’s Montréal station, including one hour devoted to non-news  
local programming;

 devote part of its expenditures to programming from Canadian inde-
pendent producers in the French official language minority communi-
ties in the Atlantic, Ontario, Western Canada and the North and broad-
cast programming from these regions each week;

 allocate part of its expenditures on Canadian independent produc-
tion and on programming development to English-language produc-
tion in Quebec.”11

Radio advertising

The CBC/Radio-Canada asked the Commission to be allowed to advertise 
on its airwaves (Espace Musique and Radio 2), for the first time in close 
to 40 years. While promising that Première Chaîne and Radio 1 would  
remain ad-free, the Crown corporation asked to be allowed 8 minutes  
of advertising per hour and added that ads wouldn’t change the radio  
stations’ programming in the slightest. The CRTC gave the CBC/Radio- 
Canada the green light despite interveners being almost unanimously 
opposed to the proposal.

«In addition, the Commission approves in part the request by the  
CBC to introduce national advertising on Espace Musique and  
Radio 2, which was filed as part of their licence renewal applications.  
The Commission considers that advertising will serve to ensure  
that the CBC has the resources to continue to provide high-quality diverse 
programming. However, the Commission is imposing conditions  
of licence that limit advertising to a maximum of four minutes per 
 hour and limit the number of times that programming can be interrupted 
for advertising to twice per hour. To ensure that Espace Musique  
and Radio 2 continue to provide diverse programming to Canadians, 
the Commission is also imposing conditions of licence that require  
Espace Musique to broadcast at least 3,000 distinct musical  
selections and Radio 2 to broadcast at least2,800 such selections  
each broadcast month.

“Approval of advertising on Espace Musique and Radio 2 is for 
a temporary period of three years. If the CBC wishes to continue  
to broadcast advertising after that period, it will have to apply to the 
Commission. At that time, the Commission will expect the CBC  
to provide evidence that advertising has not had an undue  
negative effect on the advertising markets, that advertising has  
not been unduly disruptive to listeners, that periods the CBC’s level 
of investment in radio has been maintained and that the variety  
and diversity of the service that Espace Musique and Radio 2 
provide has not been diminished. This will provide the Commission,  
the CBC and Canadians with an opportunity to evaluate the impact  
of advertising on the programming of Espace Musique and Radio 2 
and on the Canadian broadcasting system.”12 
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Has the CBC carried out its mandate?

A cursory glance allows us to conclude that between 1999 and 2012,  
the public broadcaster did not fully honour its duties and commitment to the 
CRTC. Incidentally, the Syndicat des communications de Radio-Canada 
(FNC-CSN) filed a complaint with the CRTC in the spring of 2012, stating 
that the CBC/Radio-Canada had disregarded its broadcasting licences 
in a number of ways. The Commission did not investigate the union’s 
complaint or address this issue at the renewal hearings.

The CBC/Radio-Canada is funded in three ways, through :

1. parliamentary appropriations granted each  year  
     by the Canadian government;

2. advertising revenue (solely from television and the Web);

3. other own-source revenues (programme sales, resale rights,     
     merchandising, renting building spaceand transmission  
     towers, etc).

This table uses figures found in annual reports. These are in real dollar 
terms (but exclude inflation.)

6. Current funding
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The CBC/Radio-Canada mandated Nordicity Group to study the 
government support for culture over the years.

“A comparison of the trends between 1991 and 2009 in overall federal 
government program spending (excluding national defence and debt 
payments) and different types of federal government support for culture, 
including CBC|Radio-Canada indicates that:

 Federal government support for the CBC|Radio-Canada (including 
direct and indirect support) increased by 8%. 

 Federal government spending on other culture (excluding the 
CBC|Radio-Canada) increased by 71%.

 Total federal government spending (excluding national defence and 
debt payments) grew by 83%.” 13 

The following table shows the evolution of federal subsidies for culture, 
which includes the CBC/Radio-Canada, over the span of almost 20 years. 
One may note that they have increased by 50%, while the budget for the 
CBC/Radio-Canada has remained more or less the same. Other cultural 
subsidies, excluding the CBC/Radio-Canada, have also increased by 
almost 45%.14
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The impact on taxpayers

For 2009, for example, the CBC/Radio-Canada was granted $1.14 million 
in parliamentary appropriations. When you divide this by the number  
of Canadians (33.7 million), you get a $33.83 personal contribution.

Less government appropriations

The March 29, 2012 budget announced a $115-million cut in government 
appropriations. In 2015, Canadian taxpayers will each only contribute 
$28.60. The public broadcaster also faces $35- to $40-million cuts each 
year due to the non-indexation of wages and expenditures for goods and 
services.

What about private networks?

Let’s dispel a myth: private broadcasters are not really private! Last  
winter, Hubert T. Lacroix, the president of the CBC/Radio-Canada said  
at the 27th Annual Conference of the Commonwealth Broadcasting  
Association that private broadcasters get, as a whole, $900 million per year 
from taxpayers.

“In Canada, there is no sustainable purely free-market model  
that will support a truly Canadian broadcasting industry. That’s  
because it’s much too easy and much too profitable to buy and  
air American programs – instead of investing in the development  
of Canadian programs. 

“CBC/Radio-Canada functions within a media ecosystem where 
all broadcasters – private and public – benefit significantly from 
financial and regulatory advantages to support the Canadian industry.  
In fact, public subsidies and benefits – direct and indirect – that 
private broadcasters receive round out to about $900 million per year.  
There’s no such thing in Canada as a truly private broadcaster. 

“So the argument we hear all too often that CBC/Radio-Canada, which 
receives close to $1 billion from the government, competes against 
private broadcasters who have to struggle from a position of unfair 
economic disadvantage – well, this is a false premise. All of these 
private broadcasters receive substantial benefits from Canadian  
taxpayers. In exchange for these public benefits, Canadian 
broadcasters are required to meet certain service and performance  
commitments. We think that is a good thing.”15
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PRIVATE BROADCASTERS  DIRECT 
AND INDIRECT PUBLIC SUPPORT

Category Value 
to Private Broadcaster*

Type 
of Public Support

Market
Entry
Restrictions

Foreign
Ownership
Restrictions

CRTC
Licensing
Policies 

INESTIMABLE.............

.............

.............

Revenue
Protections

Advertising
Rules
SEC. 19.1 
OF THE INCOME 
TAX ACT

Simultaneous
Substitution

1)

1)$ 182-204 MILLIONS

$ 92-131 MILLIONS

Expenditure
Relief

Production
Tax
Credits

Canada
Media
Fund
(CMF)

Local
Program
Improvement
Fund
(LPIF)

Source: (1) Nordicity estimates; (2) CMF Performance Envelopes; and (3) CRTC

$ 150 MILLIONS

$ 66 MILLIONS

$ 349 MILLIONS.............

.............

.............

1)

2)

3)

  $ 839-900 MILLIONSTotal
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The CBC/Radio-Canada isn’t the world’s only public broadcaster. 
Throughout the 20th century, many countries have decided to implement 
public television or radio, or both. Most of which are Western OECD 
countries. That said, emerging countries such as South Africa, Brazil  
and India also have a public broadcasting service.

 
Sources of funding around the world

The CBC/Radio-Canada mandated Nordicity Group to study international 
public broadcasters for comparison.

“To construct the comparison of per-capita funding for public broadcasters, 
we collected and totalled the amounts of public funding in 2009  
(or the most recent year for which data were available) for each country’s 
public broadcasters. We included all types of funding that were determined 
by some branch of the government, including television/radio licence 
fees and any forms of direct government aid or grants. We converted  
the public-funding amounts to Canadian dollars using the average 
exchange rate for 2009. We then divided this Canadian dollar amount 
by the population of each country. This process yielded a per-capita 
comparison of the level of public funding for public broadcasters in the 
18 countries.”17

7. Public broadcasters around the world
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Mandate, programmes and financing

Once more, it’s quite clear that the mandates and programmes of public 
broadcasters are oddly similar worldwide. Here are some examples  
of such corporations around the world.

 
PBS – the American public TV model:

“PBS is a private, nonprofit corporation, founded in 1969, whose members 
are America’s public TV stations -- noncommercial, educational licensees 
that operate more than 350 PBS member stations and serve all 50 states, 
Puerto Rico, U.S. Virgin Islands, Guam and American Samoa.

“PBS’ mission is to create content that educates, informs and 
inspires. To do this, PBS offers programming that expands the minds  
of children,documentaries that open up new worlds, non-commercialized 
news programs that keep citizens informed on world events and cultures 
and programs that expose America to the worlds of music, theater,  
dance and art. PBS has transformed itself from a solely broadcast 
 organization to a multi-platform leader that serves Americans through 
television, mobile TV, the Web, interactive whiteboards in the classroom 
and more. PBS reaches 120 million people through television and over  
29 million people online each month.”18

This is how the cultural department of the French Embassy in the United 
States of America described PBS:

“The PBS network was created around 1969-1970 for exchanging, 
distributing and promoting educational television programmes for its 
active members (community organizations, universities, colleges, etc) and 
356 television stations.

“50% of PBS’ revenue comes from underwriting funds, private and 
commercial donations, and 11 % from federal grants through the CPB 
(US$53 M in 2008 for PBS).

“By definition, each PBS station is highly independent and delivers quality 
programming to local communities and target audiences (adults, women, 
children, students, minorities) that is educational, cultural and attuned  
to the rest of the world.

“The National Program Service provides member stations with a certain 
number of programs via their Washington headquarters and the NETA 
(National Educational Telecommunication Association) headquarters 
located in Columbia, South Carolina.

“Most of its programming comes from ITVS (Independent Television 
Service), based in San Francisco. ITVS provides about 70 programmes 
per year and produces the emblematic Independent Lens, ‘the largest 
showcase for independent documentaries anywhere on U.S. television,’ 
according to PBS.

“The International Media Development Fund (IMDF), a PBS and ITVS 
initiative based in Washington, funds a dozen foreign projects each year, 
among which 2008 Israeli film Waltz with Bachir, directed by Ari Folman.
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“But PBS has two recurring problems: its source of funding and the ratings 
decline.

“Despite a steady rise in sponsored programmes since 2005 (to the tune 
of US$253 M in 2008, compared to US$191 M in 2005), federal funding  
is unsteady. After a 70% increase between 2005 and 2007, it dropped  
by over 50% between 2007 and 2008. However, PBS’s president and  
CEO Paula Kerger believes subsidies should increase under Obama  
and notes the President’s interest in PBS which he expressed by taking 
part in the 40th anniversary celebrations of Sesame Street, a show  
in which the First Lady participated in July 2009.

“Yet, PBS’s funding keeps decreasing, which makes purchasing and 
producing programmes that more difficult. Chairmen of the boards of KCET 
in Los Angeles and WTTW in Chicago expressed concern regarding the 
lack of new programmes. PBS’ prime time shows NOVA (science), Nature 
(natural world program), Masterpiece (presenting reruns of classic TV 
series and fictions) and The NewsHour (news program) have been around 
for over 25 years and the latter has been hosted by the same anchor, Jim 
Lehrer, for over 30 years.

“Some believe this lack of new programmes is the reason the ratings 
declined. In 1998-1999, PBS had a 1.9 rating during prime time, compared 
to 1.2 in 2007-2008, a 37% drop. However other networks also suffered  
a similar decline in ratings due to the fragmentation and proliferation 
of new media platforms. This is why PBS decided to innovate in terms 
of technology and was a forerunner in the field of HD TV and online 
broadcasting.”19 

475
504
29

506
533
27

Total revenue

Total expenditures

Operating deficit

As of June 30, 
2011

(in millions of $)

As of June 30, 
2012

(in millions of $)

PBS - ANNUAL REPORT



36

NPR – the case of American public radio

“A thriving media organization at the forefront of digital innovation, NPR 
creates and distributes award-winning news, information, and music 
programming to a network of 975 independent stations. Through them, 
NPR programming reaches 26 million listeners every week.

“Our roots go back to the earliest days of American broadcasting.  
In the 1920’s, many of the country’s first radio stations grew up at colleges  
and universities who wanted to experiment with this new medium 
to educate and entertain the public. In the late 1940’s, the Federal 
Communications Commission (FCC) allotted the lower end of the new 
FM band exclusively to non-commercial, educational stations, setting  
the stage for a major station expansion. This is where most public stations 
are still found today.” 21

“NPR, formerly National Public Radio, is a privately and publicly funded 
non-profit membership media organization that serves as a national 
syndicator to a network of 900 public radiostations in the United States. 
National Public Radio replaced the National Educational Radio Network 
on February 26, 1970, following congressional passage of the Public 
Broadcasting Act of 1967 [...], which also created the Public Broadcasting 
Service in addition to NPR. The board then [had] 90 charter member 
stations. [...] During the 1970s and early 1980s, the majority of NPR funding 
came from the federal government. Steps were taken during the 1980s to 
completely wean NPR from government support.”22

The bulk of the public radios’ revenue comes from programming  
fees, corporate sponsorships, grants and contributions, and distribution 
services.23

NPR - ANNUAL REPORT

181
192
11

174
185
11

Revenues

Expenditures

Operating Deficit

As of Sept. 30, 
2012

(in millions of $)

As of Sept. 30, 
2011

(in millions of $)
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This funding model has been highly critiqued: 

Some conservatives stated that NPR adapted its content to please  
an “educated elite.” Though NPR’s audience is whiter and more educated 
than other radio stations, observers dispute the “liberal agenda” claim. 
Left-wing militants declared that NPR caters to its backers first and 
avoids controversial subjects, and believe that NPR steers clear of some 
investigations into GMOs (Monsanto), agriculture and food production 
policies (Archer Daniels Midland), union activism (Walmart chain),  
for fear of embarrassing some backers. The Afro-American community 
critiqued NPR for not being sensitive to its interests and that of other 
minority ethnic groups. Tavis Smiley, a famous black talk-show host,  
left NPR due to the network’s inability to reach a more diverse audience. 
Some listeners had filed a complaint about the harsh tone he used  
that clashed from NPR’s usual programming. 24

Lastly, one should note that in 2009, the American federal government 
gave 1.139 billion dollars in subsidies to the country’s public radios  
and televisions. Most of this funding comes through the Corporation  
for Public Broadcasting (CPB).

“Since 1968, CPB has been the steward of the federal government’s 
investment in public broadcasting and the largest single source of funding 
for public radio, television, and related online and mobile services.  
For approximately $1.35 per American per year, CPB provides essential 
operational support for the nearly 1,300 locally-owned and operated 
public television and radio stations, which reach virtually every household  
in the country.”25

The British Broadcasting Corporation (BBC)

“On the 14 November, 1922 the British Broadcasting Company  
went on the air for the first time. The transmission sparked huge 
interest and was considered the latest scientific marvel of the age. It was 
the first of many key milestones in UK broadcast history, which until  
the advent of commercial competition, were largely the preserve  
of the BBC. By 1932 the ‘Company’ had transformed itself into a public 
corporation, and had opened one of the most advanced broadcasting 
centres in the world, Broadcasting House. 

“Four years later the BBC was the focus of attention again causing  
a sensation with the world’s first regular TV service. By the 1960s  
a second BBC TV channel was added operating in colour - the first  
to do so in Europe. Hit science fiction series Doctor Who also began during 
that decade, going on to be the longest running TV sci-fi series of all time.

“Huge outside broadcast events such as Live Aid were to be masterminded 
by the BBC in the 80s, and by the 90s it was the ever expanding digital 
world that dominated Corporation thinking, creating the digital platforms 
for today’s accessible and audience-led output.” 26
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The BBC is a corporation, independent from direct government 
intervention, with its activities being overseen by the BBC Trust.  
General management of the organization is in the hands of a director 
general, who is appointed by the Trust; he is the BBC’s editor in chief 
and chairs the executive board.

The BBC operates 10 television stations, 10 national radio stations, 10 news 
services and 2 mobile and online platforms.27

Television licences are the BBC’s main source of funding. The BBC has  
the largest budget of any UK-based broadcaster with an operating 
expenditure of £5.1 billion in 2009 (over C$9 billion) for a population  
of 62 million.

The BBC Trust website describes its mission as follows:

“The BBC exists to serve the public, and its mission is to inform, 
educate and entertain. The BBC Trust is the governing body of the BBC,  
and we make sure the BBC delivers that mission.

“Led by the Chairman Lord Patten, and consisting of 12 Trustees, the 
Trust is the guardian of licence fee revenue and of the public interest  
in the BBC.

“The Trust is separate from the Executive Board which is led by the 
Director-General. The Executive Board is responsible for the operational 
delivery of BBC services and the direction of BBC editorial and creative 
output in line with the framework set by the Trust.

“Our job is to get the best out of the BBC for licence fee payers.

“We set the strategic objectives for the BBC.  We have challenged  
the BBC to:

 increase the distinctiveness and quality of output;
 improve the value for money provided to licence fee payers;
 set new standards of openness and transparency; and
 do more to serve all audiences.

“We issue a service licence to every BBC service stating what we expect it 
to deliver and how much it can spend. 

“We set the BBC’s editorial guidelines and protect the BBC’s independence. 
We monitor performance to ensure that the BBC provides value for money 
while staying true to its public purposes.

“Here you can find out more about us, the decisions we have made and 
the way that we govern the BBC. Let us know if you have any feedback and 
comments.”28 
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The Collectif des étudiants en audiovisuel, a group of French students, 
painted this picture of the BBC’s revenues:

“In June 2008, the annual cost of a colour TV licence was £147  
(around C$235), roughly €80 more than the French licence. Contrary  
to France who froze the licence fee in the early 2000s, the British licence 
fees increased by more than 38%, having been indexed to the Retail Price 
Index (the British equivalent of the INSEE’s economic price index.)

“Of course, French people may view the British licence fee as a bit steep, 
but it allows the BBC to have the necessary funds to be a key player  
on the audiovisual market. The licence fees generate high revenue: in 2007, 
they were over €4.133 B, 33% more than France Télévisions total turnover  
for the same year.

«In fact, the BBC isn’t solely funded through licence fees... With BBC 
Worldwide and BBC Resources, the British broadcaster collects so-called 
«commercial” revenue through special-interest channels (BBC Prime, 
UKTV Style, BBC Lifestyle, BBC Kids, etc), magazines (TopGear, Wildlife, 
etc) and even publishing houses such as Lonely Planet. The BBC also 
offers post-production services as well as car and costume hire.

“In 2007, these different activities generated significant revenue: £635.9 M. 
Of course, this is a marginal amount compared to licence fee revenue. 
But this «commercial» revenue is a very interesting added source  
of income for mobilizing the resources of a public broadcaster.

“Lastly, apart from licence fees and sales, the BBC also gets its funding 
from the sale of archive material and concert tickets and through subsidies 
from the Foreign & Commonwealth Office (through Grant-in-Aid) and from 
the Cabinet Office.

“The other money sources, combined to the BBC’s business activities and 
revenue from licence fees, generate stable and significant income. The 
BBC’s 2007 budget was €5.276 B (or £4.1773 B), a huge sum compared 
to France Télévisions (€2.297 B in 2007). This budget allows the BBC  
to position itself on the market and to remain competitive, thus becoming 
a model of success on the international broadcasting market.”29  
(Our translation)   
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(*) Approximately

£ 5.086 B - £ 389 M 
Surplus  
(C$ 7.988 B - $ 611 M)*

£ 1.480 B   
(C$ 2.324 B)*

£ 3.606 B 
(C$ 5.663 B)*

Total revenue

Other sources of funds  
(including advertising)

Government funding
(accounts for 71%)

ANNUAL REPORT - BBC30

2011-2012

In France: France Télévision, Radio France and RFI

Television

France Télévisions is a group of 6 public television stations:
 France 2 – It’s the national general-interest channel and home  

of the most prominent shows (16.1% of market shares in 2010).
 France 3 – A network of 24 regional stations covering 4 regions  

broadcasting regional news and entertainment (10.7% of market shares 
in 2010).

 France 4 – Channel for young adults – tests out new trends (2.3%  
of market shares inn 2010 – available on TNT).

 France 5 – The knowledge network features educational programming 
(3.2% of market shares in 2010).

 Outre-mer 1ère – 9 general-interest channels offered to 9 overseas 
departments and territories.

 France Ô – Channel promoting multiculturalism and tolerance  
between communities.

“France Télévisions also has production (MFP, France 2 Cinéma  
and France 3 Cinéma) and communication (France Télévisions Publicité) 
affiliates as well as a licencing subsidiary, France Télévisions Distribution. 
A corporate foundation responsible for bringing the group’s initiatives  
to civil society and promoting equal opportunity and access to culture, 
artistic expression and audiovisual professions for young people.  
The group is also a reference shareholder in 5 special-interest channels 
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(Ma Planète, Planète Thalassa, Gulli, Mezzo and Euronews) and holds 
equity interest in 4 companies complying with France’s international 
commitments (France 24, CFI, TV5 Monde, ARTE).”31  (Our translation)

(*) Approximately

€ 423 M  
(C$ 680 M*)

€ 2.464 B   
(C$ 3.960 B*)

Advertising 
and sponsorships

Government funding  
(accounts for 85%)

FRANCE REVENUES - 201132

(POPULATION 62 M)

In terms of public funding; the “audiovisual licence fee” (or so it was 
called until 2009) funds both public television and radio. Each household 
contributes once a year through the housing tax.

“The licence fee funds all the companies managed by the public 
broadcaster (France Télévisions, Radio France, INA, ARTE). Each 
year, the Government decides the proportion of the tax to be allocated 
to France Télévisions and the revenue to be earned from advertising. 
The broadcaster has no say in this decision. The current licence fee is 
one of the lowest in the European Union.

“Having viewers pay the licence fee creates an obligation to those 
viewers; France Télévisions has the responsibility to propose  
a programming that respects its mission as a public broadcaster, 
namely to cater to the widest audience.

“Licence fees generate ambitious and unifying quality program-
ming. It allows France Télévisions to offer a wide range of prime-time 
programmes showcasing information, culture, sports, regional and 
youth programming. Licence fees also help fund France’s audiovisual 
and cinematographic industry, an essential part of France Télévisions’ 
editorial strategy.”33
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Radio

Born out of the ashes of the ORTF agency, Radio France is a publicly owned 
radio broadcaster in which the French government is the sole shareholder.

Radio France is the leading radio group with 6 complimentary networks 
(France Inter, France Info, France Culture, France Musique, Fip and  
Le Mouv’), and 43 local stations making up the France Bleu network. The 
networks’ websites add to the programming.

Informing, creating both music and drama and promoting French and 
regional dialects are part of its mandates.

“To accomplish all of its missions, the schedule of tasks and obli-
gations, set by decree, defines, in accordance with Article 48  
of the September 30, 1986 Bill, Radio France’s obligations, in partic-
ular regarding its educational, cultural and social mission, fighting 
discrimination through a programming that reflects the social diver-
sity of France, and relaying the imperatives of national defence, public 
safety and government messages in times of crisis. The schedule  
of obligations also specifies the character of the editorial line of each 
Radio France channel, regulates advertising content and sets the 
maximum allotted time for radio ads.

“On the subject of on-air advertising, Radio France is only allowed 
to broadcast generic advertising on France Inter, France Info 
and France Bleu. The average daily allotted time for advertising  
on its national networks is 30 minutes, as defined by the schedule 
of tasks and obligations. In 2008, France Inter broadcasted a daily 
average of 12 minutes of advertising, while France Info broadcasted  
15 minutes.”34 (Our translation)

(*) Approximately

€ 632.728 
(C$ 824 M)*

€ 41.337 M   
(C$ 53 M)*

€ 568.598 M 
(C$ 750 M)*

ORTF REVENUES — 2011

Net turnover

Advertising and sponsorships  
(accounts for 6.5%)

Government funding
(accounts for 89.9%)
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Radio France International (RFI)

Here is RFI’s mandate, as outlined in the French bill that created it:

“The mandate of the company in charge of broadcasting French 
content overseas and in foreign parts of the world is to promote 
France, the French language and culture, as well as, on a broader 
level, cultural diversity abroad. In order to achieve this, it offers the 
public a wide range of audiovisual and online services in both French 
and foreign languages to cater to the international market as well  
as to French expatriates.

“The developed services are a coordinated effort to promote  
the values of France and of the francophonie by broadcasting  
a precise and independent view of international, French and Euro-
pean affairs to foreign opinion- and decision-makers as well as to the 
general public of certain areas. They also promote and encourage 
French-language cultural diversity in order to increase its popularity in 
a spirit of sharing and coexistence.

1. “A television service broadcasting international news 24/7.  
Its mission is to report on international current events and to pay 
special attention to the multilateral dimension of international rela-
tions and European integration. Its goal is also to report on events 
and debates taking place in France in a way that is accessible  
to foreigners, without catering solely to that niche. Though the 
programming is mostly in French, English and Arabic, other 
languages are also used, depending on the area, while the content 
remains aligned with the same editorial line.

2. “A radio service broadcasting in French and foreign languages 
catering to foreign listeners in France and abroad, as well  
as to French expatriates. Its mission is to promote French culture and 
to report on French and international current events.

3. “On-demand audiovisual services allow for extra reach of audi-
ences already familiar with the aforementioned services in order  
to foster their loyalty and to adapt to new media consumption patterns.

“The company is developing online services to extend, complete, 
improve and make more accessible – in particular for mobile users –  
the aforementioned services.”36 (Our translation
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RFI Audience: 40.5 M regular listeners around the world, including 33.1 M 
in Africa, 4.3 M in South America and 1.8 M in North America, Europe, Asia 
and in the South Pacific. With an average of 5.7 M visits on RFI’s website, 
including 2.8 unique visits each month. 37

In Germany

ARD – Germany’s first public network 

ARD (Arbeitsgemeinschaft der öffentlich-rechtlichen Rundfunkanstalten 
der Bundesrepublik Deutschland) is Germany’s leading TV broadcaster.  
It was created in 1950 and has been coordinating the regional programming 
(Länder) ever since. It’s composed of nine regional public television 
and radio channels producing content for the leading broadcaster and 
broadcasting original regional and national content via cable and satellite.

“It was not until 1987 that German television viewers had the option 
of viewing anything other than the three public TV channels (ARD, 
ZDF and the “Third Program” regional channels). Radio was simi-
larly limited to three stations, even in large German cities. [...] Most 
TV viewers in Germany, Austria and Switzerland watch TV via cable  
or satellite. Today they can also watch a variety of private (commer-
cial) German-language channels, including ntv (news), RTL [...]. All 
terrestrial TV broadcasting in Germany today is digital (DVB-T).  
In Berlin over 25 digital television channels can be received over the 
air, but most Germans watch cable or satellite.

“Similar to the BBC model in Britain, to help finance their public radio 
and television stations (die Öffentlich-Rechtlichen), the Austrian, 
German, and Swiss broadcasters collect fees (in reality a type  

€ 140.4 M 
(C$ 182 M)*

€ 9.1 M   
(C$ 11 M)*

€ 131.3 M
(C$ 171 M)*

(*) Approximately

RFI REVENUES — 2011

Total revenue

Other revenues  
(without advertising)

Government funding
(accounts for 93%)
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of tax) for the privilege of listening to the radio or watching television. 
Reflecting the era of computers, streaming video and the internet,  
in 2013 the German TV fee system changed to a per-household 
charge, regardless of the number of computers, radios or TV sets  
in an apartment, place of business or house. 

“The two German public networks, ARD and ZDF, receive addi-
tional revenue from both radio and television advertising. (Switzer-
land allows no advertising on public radio.) Broadcast advertising  
on the public television channels is very restricted. TV commer-
cials appear only in 5 or 10-minute blocks, and only before or after  
a program, never during.”38

Created in 1950, ARD operates a network of 9 territorial channels 
(Länder) as well as the international channel Deutch Welle. This is how  
it described itself:

“ARD broadcasts over 1,400 hours of daily radio content and about 
265 hours of television programming. The radio network gained  
a market share of over 55%, while the TV broadcaster captivated  
29% of the audience. ARD is number one in Germany. With  
close to 21,300 permanent employees, it’s among the world’s  
biggest non-commercial broadcasters. Committees, commissions and 
community boards oversee the cooperation of the various branches 
of ARD. ARD’s board of directors is composed of directors from each 
member institution.”39 (Our translation)

€ 6.360 B
(C$ 8.292 B)*

€ 208 M   
(C$ 271 M)*

€ 5.380 M
(C$ 7.014 B)*

(*) Approximately

ARD REVENUES — 201040

Net turnover

Advertising 
and sponsorships

Government funding
(accounts for 84%)
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ZDF – Germany’s second television network

The ZDF, short for Zweites Deutsches Fernsehen (or Second German 
Television, in English) is Germany’s second federally owned public 
general-interest network.

It also runs ZDFvision, which operates 3 channels:
 ZDFinfo, a news channel broadcasting news flashes, and reruns  

of shows and news reports previously broadcasted on ZDF, grouped  
by subject matter (politics, economics, health, science, arts, etc);  

 ZDFneo, programmed for active young adults;
 ZDFkultur, broadcasting plays, concerts and drama series.

The ZDF is also a partner of these channels:
 3sat (with ARD, ORF and SRG SSR idée suisse);
 Phoenix (with ARD);
 ARTE (with ARD);
 KiKA (with ARD).

It’s run as an independent non-profit institution by the Länder, the 16 
federal subdivisions of Germany. Based in Mainz, the ZDF is operating 
a unique network of bureaus in all of the Länder capitals, and has major 
editorial and production capacity in Berlin, the nation’s capital since the 
reunification of East and West Germany. The core operation of ZDF is its 
nationwide television channel which started broadcasting in 1963 and 
now reaches its viewers by cable, satellite or terrestrial antenna, both  
in analogue and digital formats. 

“As a public service broadcaster, ZDF has a remit to provide infor-
mation, education and entertainment in its programming, reaching 
viewers of all ages and in all parts of Germany. Complementing  
a focus on news and current affairs, ZDF is also particularly 
successful with documentaries, fiction and sports programmes, and 
has proved able to defend a leading position in the highly compet-
itive environment of currently over 40 German public or commercial  
free-to-air TV channels. 

“ZDF Director-General Thomas Bellut is the corporation’s top  
executive, leading a team of 3,600 employees plus a similar number 
of freelancers. He took office in March 2012 after being elected  
by the 77-member ZDF Television Council, the governing body 
which represents the interests of the general public and also  
establishes and monitors programme standards. Responsibility  
for corporate guidelines and budget control lies with the ZDF  
Administrative Council. 

“As one of Europe’s largest broadcasters, ZDF German Television  
is a strong player in the international field: Long-established bilat-
eral and multilateral partnerships and exchanges, especially with  
fellow members of the European Broadcasting Union (EBU),  
are complemented by numerous individual cooperation agree-
ments with broadcasters around the world. Furthermore, ZDF shows  
a particular international commitment to news and information  
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by maintaining 19 foreign bureaus and an even higher number of 
foreign correspondents based wherever news coverage is needed.”41

The corporate website goes on to state that public service broadcasting 
is largely funded by licence fees in Germany, payable by households 
with radio or television sets (37 million). The fee is set by a joint decision 
of the Länder, upon recommendation of an independent panel of 
experts, for a period of up to five years. Fees are collected by GEZ, an 
agency specifically created for this purpose by the public broadcasters.  
The income is shared between ZDF and the regional stations of the public 
broadcasting association ARD who also run a number of television channels 
and radio stations. In 2011, TV households were liable to pay €215.76/year.  
The ZDF share was 26%.

(*) Approximately

ZDF REVENUES — 201142

€ 1.993 B
(C$ 2.415 B)*

Net turnover

€ 131 M   
(C$ 159 M)*

Advertising

€ 1.719 B 
(C$ 2080 B)*

Government financing
(accounts for 86%)

In New Zealand

Television New Zealand (most commonly shortened to TVNZ) is New 
Zealand’s public broadcaster. Founded in 1980, it operates four television 
networks (TV One, TV 2, TVNZ 6 and TVNZ 7), and broadcasts by antenna 
(both in analog and digital formats), by cable and by direct satellite 
through Freeview.

In addition to its core activities, the broadcaster offers interactive content, 
a Web portal and on-demand television. Its headquarters are in Auckland.

Television New Zealand became a Crown corporation in 2003. It must 
be financially viable while fulfilling a public service remit. It is funded  
by licence fees and advertising revenue.
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«About 90% of our revenue is gained through commercial activity such 
as advertising, licensing and merchandising and hiring out production 
resources. Approximately 10% of our revenue comes from government 
sources. Our company’s Strategic Plan, titled «Engage the Hearts 
and Minds of New Zealanders with the Most Watched Content», 
emphasises our strong focus on providing viewers, consumers and 
customers with the content and services they want and expect from  
an important national institution, now in transition from a simple 
analogue broadcaster to New Zealand’s leading television and digital 
media company.»43 

(*) Approximately

NZD $ 381 M
(C$ 304 M)*

Net turnover

NZD $ 313 M   
(C$ 250 M)*

Advertising

NZD $ 31 M
(C$ 25 M)*

Government funding
(accounts for 9.5%)

TVNZ REVENUES — 2012

“TV ONE and TV2 are at the heart of TVNZ’s business. Our two flagship 
channels dominate New Zealand primetime; between them, they broadcast 
19 out of the 20 most watched programmes.

“Both channels exceeded all their commercial audience and yield targets 
for the year. They were the only free-to-air channels to grow audience share 
over the year – up 2.4% – a pleasing achievement in today’s increasingly 
fragmented and competitive media market.

“TV ONE is TV’s answer to the Kiwi backyard. This authentic, confident 
and passionate brand positioning reflects contemporary New Zealand life 
and has clearly resonated with viewers throughout the year. [...]

“TV2 is second to none in its demographic. At the close of the financial year, 
TV2 boasted an unbroken 32-month run as the country’s most watched 
channel in its target demographic of all people 18-39. The channel’s 
success is underpinned by a compelling mix of local and international 
drama and comedy. [...]
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“The Company completed the implementation of its new multimillion 
dollar digital infrastructure, on time and under budget. This marks  
a major milestone in our evolution as a modern, well-equipped television 
and digital media company.

“The new digital playout facility has reduced costs, streamlined operations 
and fundamentally changed the way we work. [...]

“TVNZ increased its share of ad revenue to 63% from 61% and secured the 
lion’s share (80.6%) of the market’s total growth of 5%.”44

Canada’s media landscape has drastically changed over the course of the 
last decade. Trying to paint an accurate portrait would be both pointless 
as it would be immediately outdated to anyone reading this document. 
Nonetheless, we’ll try to sum up the main issues the broadcasting industry 
and in particular the public broadcaster have to face. 

Convergence and vertical media integration: Initiated in the early 1980s, 
the consolidation and integration process has accelerated since the early 
2000s, so much so that today, three major groups were created, and they 
keep getting bigger. Take Bell (BCE), operating in the fields of distribution, 
telephony, television and radio broadcasting. Rogers and Shaw are the 
other two converging groups. Québecor Media (TVA) established another 
media empire in Quebec: from owning newspapers and periodicals 
to television broadcasting, to cable distribution, to publishing and 
distributing books and music. 

 Astral – Operates 23 television services, 83 radio stations and 100 
websites, along with various forms of display advertising services.

 Bell Media – Operates 58 television services (including CTV, TSN  
and MTV Canada), along with dozens of websites and over 30 radio 
stations. Bell Media is owned by BCE Inc., which operates Bell Home 
Telephone, Virgin Mobile, Solo Mobile, Bell Internet, Bell Satellite  
TV and Bell Fibe TV. (Note: On March 16, 2012, Bell stated its intention  
to buy Astral Media, but the CRTC rejected the transaction on 
October 18 of the same year. Bell Media filed another buyout proposal  
on November 20, 2012, which the CRTC is currently studying.)

 Postmedia Network Inc. – Operates a dozen major Canadian 
daily newspapers (including the National Post, The Vancouver 
Sun, the Ottawa Citizen and The Gazette), as well as consumer  
websites. Postmedia Network was formerly part of Canwest Global 
Communications Corporation 

 Québecor Media Inc. – Primarily in Quebec, Québecor operates 
the TVA television network, the Sun Media Corporation (with over  
40 daily newspapers), numerous magazines and, through its subsidiary 
Videotron Ltd., cable television, Internet services and video stores, along 
with home and mobile telephony.

 Rogers Communications Inc. – Operates in most of Canada, 

8. Problems faced by the CBC/Radio-Canada
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providing cable television, Internet, and home and wireless telephone 
services. Rogers Media, a subsidiary, operates several major television 
networks and radio stations, as well as many magazines. Rogers Media 
also owns the Toronto Blue Jays baseball team and the Rogers Centre, 
where the Blue Jays play. 

 Shaw Communications Inc. – Operates mostly in British Columbia, 
Alberta, Saskatchewan and Ontario. Shaw provides cable television, 
home satellite, Internet and commercial broadcasting (“wholesale”) 
services. Additionally, Shaw operates specialty television networks.

 TELUS Communications Company – A major national telecommu-
nications company, TELUS operates mobile and fixed line telephony, 
television and Internet services. 

 Torstar – Operates several daily and weekly newspapers (including 
the Toronto Star), in addition to book publishing enterprises.”45

This situation greatly impacted the public broadcaster. The proliferation 
of platforms and channels (mostly specialty ones) split audiences. 
The quest for a greater market share and bigger audiences in order to 
generate more revenue from advertising led to all channels, including 
the CBC/Radio-Canada, having similar content; consequently the public 
broadcaster is starting to resemble private networks.

Regarding the public broadcaster’s funding, the Canadian broadcasting 
model was developed, on the one hand, through public funding, and, on 
the other, through private resources, including advertising, distribution 
rights of specialty channels and offering Internet access. The CBC/
Radio-Canada is no exception; it’s feeding off both teats, just like the 
private networks. As a consequence, the public broadcaster cannot 
survive without revenue from advertising, and private networks cannot 
exist and offer Canadian content without public funds.

The CBC/Radio-Canada’s funding poses problems for various 
reasons:

 Appropriations have been decreasing for the last 20 years, while  
the corporation’s mandate keeps expanding in order to take new 
platforms into account.

 The volatility of appropriations, especially with a Tory majority, has 
forced the public broadcaster to err on the side of caution in terms  
of editorial choices and to spare the federal political sector.

 Advertising is subject to economic mood swings. It was the case  
in 2008; while four years later, advertising expenses reached  
a record high. 

 Relying on advertising has a detrimental effect on content: to sell  
advertising, you need high ratings; to get high ratings, you need a lot  
of general-interest shows in order to fill the programming schedule,  
so they must also be inexpensive.

 To find alternative sources of funding, the public broadcaster had  
to resort to operating more specialty channels, given the licence fees 
paid by satellite and cable distributors. More channels means greater 
market fragmentation.
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 A greater part of the public broadcaster’s programming is produced  
by private producers who receive public grants. In this context, the corpo-
ration is not granted broadcast or resale rights nor merchandising rights. 
Back when the CBC/Radio-Canada had such rights, it could decide  
to rerun shows whenever it pleased. That’s how they afforded 40 years  
of Un homme et son péché reruns.

The public broadcaster’s mandate hasn’t changed much over the  
years. It was established in 1991, almost 22 years ago. Though the 
corporation’s mandate has barely changed, its direction and configuration 
have followed the whims of its CEOs. A single public debate was 
held in 2007-2008 by the Standing Committee on Canadian Heritage, 
a Canadian Parliament subcommittee. They issued a lengthy report 
named“CBC/Radio-Canada: Defining Distinctiveness in the Changing 
Media Landscape”46, written by the committee’s chairman, MP Gary 
Schellenberger. However, the report was shelved by the Tories who 
ignored almost all of recommendations in the report.

Another issue arose a few years ago, namely the political sector’s grasp 
on the CBC/Radio-Canada – which got even tighter under the current 
Tory prime minister. Another problem is the close proximity of the CBC/
Radio-Canada’s upper management to the Tory government, which,  
by the way, appoints the public broadcaster’s CEO. A long-time supporter 
of the Conservative Party was recently appointed chairman of the  
CBC/Radio-Canada’s board of directors.47

Recently, we’ve even seen a minister of Canadian Heritage give the public 
broadcaster direct orders regarding specific TV shows, such as the Web 
series Hard that the minister didn’t much appreciate.48

Radio-Canada VS the CBC

There was a time when the CBC and Radio-Canada were governed like 
two separate entities. They reflected the two cultures that constitute the 
core of Canada. The French-language network, which has a smaller 
audience, always fought for its fair share against an older English brother 
who had most all of the audience and funds.

For the last 15 years or so, we’ve witnessed many attempts at bringing the 
two entities together and even merging them into a single corporation. 
But the socio-economic and demographic context continue to set the two 
major national linguistic communities apart.

Radio-Canada Télévision enjoys a stronger and more faithful support on 
French markets than the CBC in the rest of Canada. The CBC has trouble 
fighting off the penetration of American channels; there is less competition 
for French television. For many decades, the American star system 
prevented the emergence of Canadian stars, which drive English-language 
media including the CBC. However, Quebec media – including the SRC – 
are driven by local TV and film stars.

The way the funding is split between the two halves has changed over 
time. While it used to be 1/3 – 3/a, it’s now 1/4 – 3/4. Recent budget cuts 
have affected both 50/50.
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Here are the issues at the heart of the debate. We’re inviting every 
Canadian to join in this collective reflection. This is an important and 
vital debate for the CBC/Radio-Canada but also for Canada itself that has 
remained in the dark too long, been forgotten or hidden altogether. The 
Syndicat des communications de Radio-Canada (FNC-CSN) believes 
it is high time to hold this debate out in the open and to draw the right 
conclusions. This chapter aims at directing the reflection on a number  
of key issues. The policy-makers must take the answers that will come out 
of these deliberations into account. We can no longer afford to close our 
eyes to what’s right under our nose: The future of the CBC/Radio-Canada 
is at stake and its survival is threatened.

Send us your thoughts, comment and proposals at the following address: 
amisradiocanada@gmail.com

The short and long versions of these documents, in both French and 
English, are available on the website of Tous amis de Radio-Canada at 
http://amisradiocanada.com

You can also follow us on Facebook : www.facebook.com/amisradiocanada

9.What does the future hold for the  
CBC/Radio-Canada?
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Is there still a need for the national broadcaster CBC/Radio-Canada?

This is the first and most important issue at stake: Do we still need  
a national public broadcaster like the CBC/Radio-Canada? This has been  
a long-standing public issue in Canada and we cannot avoid it. What 
started this interrogation? It’s clear that so-called right-wing groups are 
behind this inquest. There are still very few such splinter groups in Quebec 
and so they cannot be considered to be representative of a trend. It is not 
the case in the rest of Canada, though, especially in the west.

We do not share their beliefs; ours are closer to some well-established 
schools of thought that found echoes in Canada and Europe:

“The [Standing] Committee [on Canadian Heritage] regards CBC/
Radio-Canada as an essential public institution that plays a crucial 
role in bringing Canadians closer together. A very small number of 
the briefs received were in favour of the abolition of our national public 
broadcaster. Rather, the vast majority of the evidence stressed the 
distinctiveness of CBC/Radio-Canada, reflected in the quality, origi-
nality and creativity of its programming. Being distinctive should not 
however mean being inaccessible. Its services must be accessible to 
the various elements of the Canadian public.”49

Are Canadians presented with useful, pertinent, impartial, 
complete – in every respect: political, economic, social – news  
on all the CBC/Radio-Canada’s platforms – radio, television, Web?

The national public broadcaster’s primary mandate is to inform. This is  
a priority that prevails over any other expectation. It defines the very raison 
d’être of the CBC/Radio-Canada and its distinctive character that sets it 
apart from all the other private broadcasters.

“Television news programs on many networks have been under-
going gradual transformation, giving less emphasis to ‘hard’  
or serious news and more to lighter items involving health, lifestyle 
and celebrity. Yet, there remains a significant number of viewers with  
a serious interest in national and international affairs and a desire  
to watch comprehensive coverage and analysis of them. It is not ‘elitist’ 
to suggest that those Canadians should rightfully look to their public 
broadcaster for that kind of journalism.” 50

There are two types of news coverage: reporting on raw information and 
facts, and in-depth analysis. Well-informed citizens must have access  
to both. The first kind can only be obtained with a vast pool of reporters 
who know how to dig and are part of a well-oiled investigation team  
with enough time at their disposal to do their job. The daily coverage  
of news items (accidents, fires, trials, social events, press conferences, 
etc) takes too much room, given their importance to Canadians.

Question 1

Question 2
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a)Should the CBC/Radio-Canada be allowed to broadcast 
American TV shows? Should it broadcast high-quality programmes 
from various foreign countries?

b)What values should the dramas present?

c) Is there room for quiz shows and reality TV?

d)Should the CBC/Radio-Canada produce more dramas and 
variety shows in house?

e) What importance should have the regions in the CBC/
Radio-Canada’s programming regarding themes, characters, 
shooting locations, historical events, etc?

f) Should youth programmes be of better quality? Should there 
be more and/or should they cater to different age groups?

g) Should the CBC/Radio-Canada broadcast teleplays? Concerts? 
Shows by well-known performers? Support emerging artists? 
Ensure a better representation of performing and visual arts?

h) Should sports still be broadcasted? Should we continue to make 
considerable financial efforts to keep some of our broadcasting 
rights (such as the Olympic Games, hockey, etc)?

i) Shouldn’t the regions be better represented on the network? 
Should we decentralize production to local stations?

j) Do radio broadcasts reflect the reality of regions? Is there still  
a place for regional programming?

k) Should radio and television programming be united or should 
they keep their original content and personality?

CBC Television has been around for 60 years. The key to its success rests 
on high-quality dramas produced by the CBC/Radio-Canada depicting 
various Canadian realities through characters and families the public 
can relate to, while recounting some parts of our collective history. These 
dramas used to run for many years, for whole seasons. Nowadays it’s  
all about miniseries; first with 39 episodes per year, then down to 26, 13 
and now to only about 10 episodes per year, if not every second year.

Once, people from both rural and urban areas could relate to the themes 
of the dramas the CBC/Radio-Canada aired. Nowadays they are centred 
around Montreal, when they’re not downright depicting the reality of  
the residents of Montreal’s Plateau-Mont-Royal.

Youth programmes have shaped the imagination of viewers since the 
advent of television. The production of televised children shows is on  
the decline. Some even suggested only producing Web content for children.

Question 3
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Theatre, author cinema, dance, classical and jazz concerts, performances 
of well-known artists have all stopped being broadcasted by the  
CBC/Radio-Canada and might also soon disappear from the radio.

If there is a type of programming that brought whole families together 
by the tube or radio, it’s sports, and namely hockey. Sports on the 
French-language network fluctuate as much as the stock market. One 
year, they’re everywhere, the next, almost completely gone from the 
public broadcaster’s programming grid before getting somewhat 
resuscitated the following year. The CBC/Radio-Canada earns or loses 
the right to broadcast large-scale sporting events like the Olympic Games  
or important sports such as hockey, bicycle racing, university football, etc.

Despite its network status (a group of components that forms a whole), 
the CBC/Radio-Canada doesn’t work like a network. French-language 
production is centralized in Montreal and then distributed to the 
components, or regional stations. An effort to decentralize some of the 
production to the regions has been observed in the last two or three years. 
In other words, the team which would have produced a television or radio 
show in Montreal is sent to produce it elsewhere. The regions themselves 
produce very little – if any – of the network’s content and are only in charge 
of regional content.

 
Should the Canadians’ way of contributing to the CBC/
Radio-Canada be inspired by the European licence fee system? 
Should the licence fee be higher than $29 per Canadian? Should  
it be reevaluated every 5 or 7 years?

Funding is the sinew of war. It’s time to get clear directives regarding the 
CBC/Radio-Canada’s funding method.

Let’s take a look at public funding.

Canada is one of the few countries to fund the Crown corporation through 
appropriations in the federal budget. This type of funding means that the 
yearly amounts are at the discretion of parliamentarians and of the elected 
government. Most European countries have developed an indirect way 
of funding their broadcasters without looking like they’re running them. 
They created licence fees that each household has to pay according,  
or not, to the number of television sets, radios and computers with access 
to the Web. The government decides the fee to be deducted and paid  
to the broadcaster(s). The average licence fee, out of 18 Europeans 
countries, would amount to about $87 per Canadian, while we currently 
only pay $29.

Question 4
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Should we differentiate public service activities from commercial 
ones? Should they each have their own sources of funding  
in order to ensure that the newsroom never gets affected by a drop 
in advertising revenue?

Currently, the CBC/Radio-Canada’s global budget comes from public 
sources and commercial activities (such as advertising). This revenue 
indiscriminately funds all the public broadcaster’s activities.

Is there too much advertising on television? Should it be banned 
from news programmes? From youth programmes? Should  
the CBC/Radio-Canada’s advertising standards ban some types 
of ads?

Both the CBC and Radio-Canada are partly funded by selling advertising 
space or commercial messages in their programmes. Advertising has 
increased by 33% since 2012 on the CBC/Radio-Canada’s television 
networks, going from 12 to 16 minutes per hour. Some European public 
broadcasters, namely in Germany, have regulated advertising, restricting 
it to 3-4 minutes of commercials at the end of a programme. Others capped 
advertising to a maximum of 20 minutes per day! Lastly, others banned 
advertising from informational and news programmes altogether. The 
CRTC granted the CBC/Radio-Canada permission to start advertising  
on the radio (Espace musique and Radio 2).

Should there be ads on the radio? Should the CBC/Radio-Canada’s 
radio budget by influenced by the corporation’s television 
advertising revenue?

The public broadcaster’s French and English radio networks are ad-free 
(except for election advertising, as stipulated in the Canada Elections Act). 
Radio-Canada will start broadcasting commercials on Espace musique 
and Radio 2 in order to collect about $10 M in advertising revenue.

Question 5

Question 6

Question 7
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Should the CBC/Radio-Canada continue to pursue its dispersal 
policy on as many channels as possible? Should on-demand 
services, such as Tou.tv, remain free? Should music distribution  
be free? Should people have free access to the CBC/Radio-Canada’s 
archives?

The CBC/Radio-Canada earns some of its revenue through licence fees 
paid by cable and specialty channels subscribers. It’s the case for RDI 
and CBC News Network, which are part of the basic channels cable and 
satellite subscribers receive. Other channels, such as Explora or Bold, 
are optional and subscribers pay a licence fee to the CBC/Radio-Canada. 
The proliferation of specialty channels brings in extra income but also 
fragments the market and, subsequently, advertising revenues. Other 
non-linear services, like Tou.tv for television shows and Espace.mu  
for radio broadcasts, are free services that retain viewers and listeners,  
as they are on-demand. However this audience is not taken into account 
when determining ratings.

Should the broadcasting rights of programmes produced with 
public funds be better defined? Should they be abolished or 
lowered? Should they be fixed once and for all for all broadcasters?

The vast majority of Canadian programmes broadcasted by the CBC and 
Radio-Canada have been produced by private producers or coproduced 
with the CBC/Radio-Canada. They’re heavily funded by public monies 
(through the CBC/Radio-Canada, the Canada Media Fund, tax credits, etc). 
Yet, the regulations established by producers give the CBC/Radio-Canada 
a limited right to broadcasts these programmes (limited number of reruns, 
ban on Web broadcasts, nonexistent resale rights, etc).

Should the government, prime minister or any other minister be 
allowed to intercede with the broadcaster’s upper management? 
Should this be the responsibility of an all-party parliamentary 
committee?

Political interference has become pervasive at the CBC/Radio-Canada  
in the last few years. Whether via funding the public broadcaster’s 
activities, appointing directors or members of regulatory agencies  
(like the CRTC), when they’re not interfering directly with the programming.

Question 9

Question 8

Question 10
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Who should appoint the CBC/Radio-Canada’s CEO? Should this 
decision be made by an all-party parliamentary committee after 
a public review of the candidates? Is the board of administrators 
the right body to supervise the CBC/Radio-Canada’s upper 
management? Could the British or German operating mode serve 
as a model? Should this organization represent Canadians from all 
walks of life, creed or cultural background? Should its decisions 
and debates be public? Should its mandate be clarified?

The CBC/Radio-Canada is run by a handful of people. The CBC/
Radio-Canada’s board of administration is an obscure agency which 
consists of people who were appointed by top politicians there solely  
to represent themselves. These people are not accountable to anyone; 
their meetings and decisions are held behind closed doors. The same  
is true of the corporation’s CEO who’s appointed by the Office of the  
Prime Minister.

Should the CBC/Radio-Canada report on its operations, 
administrative performance and justify its managerial structure? 
Should its financial reports be more transparent, in particular 
regarding the source and use of funds? Should external and 
independent consultants be hired to assess the achievements  
of the CBC/Radio-Canada? Should ratings be the only measuring 
standard?

The public broadcaster’s daily operation is ensured by a team of senior 
managers supported by an army of managers classified according 
to random responsibility and salary scales. The unions have decried 
several times throughout the last year the superfluous supervision that  
is rampant at the CBC/Radio-Canada as well as the useless if not 
detrimental incentive pay.

Question 11

Question 12
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Who should prepare the public broadcaster’s strategic plan? Who 
should set the broad policies? According to which guidelines? 
And for how long?

Performance reporting isn’t very developed at the Crown corporation, both 
financially and policy-wise.

Each CEO tends to develop his own strategic plan and policies based  
on his own analysis. These fundamental guidelines are developed without 
any consultation or participation of those most concerned, Canadian 
citizens.

Should the public broadcaster be held accountable to the same regulatory 
agencies (such as the CRTC) as private broadcasters? Should another 
agency have this responsibility?

Question 13
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