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U N I Q U E ,  I N N OVAT I V E  C A N A D I A N  P R O G R A M M I N G .

C O N T E M P O R A RY  S T O R I E S  F O R  A  D I V E R S E  P O P U L AT I O N .  

TA K I N G  R I S K S .

S H O W C A S I N G  N E W  C A N A D I A N  TA L E N T.  
Everyday, our Arts and Entertainment programming tells stories by, about and for Canadians from dif-
ferent regions of the country. We present high-quality contemporary drama, variety and entertainment,
found nowhere else on the broadcasting dial – programming that truly entertains and attracts large
audiences. Our productions capture Canadian events and explore contemporary ideas – initiating debate,
helping to preserve national memory, and feeding curious minds. With the public as its shareholder,
CBC/Radio-Canada can take risks and devote resources to creating excellent, innovative programming
and maintaining a primarily Canadian schedule.

New and experienced Canadian talent finds a stage and crucial, career-building exposure on our airwaves.
In a highly competitive environment dominated by foreign programming, CBC/Radio-Canada makes a
vital contribution to sustaining Canadian culture by continuing to invest over $120 million annually in
productions and artistic competitions.
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In 2004–2005, despite audience fragmentation affecting broadcasters worldwide, CBC/Radio-Canada had
many strong successes and faced its challenges head-on. Most importantly, it demonstrated again that
significant Canadian audiences will turn to homegrown programming when it is done well, such as this
year’s L’Héritière de Grande Ourse, Minuit le soir, La vie rêvée de Mario Jean, and Cover Girl on Télévision de
Radio-Canada; Rick Mercer’s Monday Night Report, This is Wonderland and Da Vinci’s Inquest on CBC
Television; Canada Reads and 50 Tracks on CBC Radio; and the diverse music of contemporary Canada on
Radio de Radio-Canada’s newly launched Espace musique.

The demand for great programming brought a surge of listeners to Radio de Radio-Canada in a banner
year. In May 2004, the network announced bold repositioning plans based on the clear need in Canadian
French-language radio for an excellent, dedicated News and information service and a network offering
diverse music and sufficient airplay for Canadian artists. To meet these needs, Radio de Radio-Canada
increased arts and culture programming by 12 hours on the Première Chaîne and launched the exciting
Espace musique network in September 2004.

N E X T  Y E A R ,  R A D I O  D E  R A D I O - C A N A D A  W I L L  …

These transformations resounded with Francophone and Anglophone audiences: Espace musique’s Fall
2004 BBM results showed a 37 per cent audience increase, for a total of 431,000 listeners (compared to
Spring 2004) – the best audience share numbers for Radio de Radio-Canada’s music services since
1997–1998. Next year, even more Canadian music will be heard as a result of Radio-Canada.ca’s support.
The Première Chaîne’s audience share rose to 12.6 per cent among Francophones in the markets served
by Radio-Canada (Fall 2004 BBM), giving the network a record combined audience share of 15.7 per cent.
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Whether it is Television
(CBC News:The National,
Le téléjournal, The Rick Mercer
Report, Tout le monde en parle),
Radio (The Current, Sounds
Like Canada, Christiane Charette,
Désautels), Specialty Services
(The Passionate Eye
on CBC Newsworld,
Les grands reportages on RDI), 
the Internet (CBC Radio 3,
bandeapart.fm) or satellite radio,
CBC|Radio-Canada broadcasts
programming with a unique
Canadian perspective.

At the same time, the swift
and dramatic changes in the
broadcasting world suggest that a
review of CBC|Radio-Canada’s
mandate is appropriate, and 
for this reason, it is particularly

timely that the Standing
Committee on Canadian Heritage
is investigating the role for a
national public broadcaster in 
the 21st century. We believe that
it would be appropriate that
CBC|Radio-Canada’s mandate
and funding be reviewed and
established on a regular ten-year
cycle. CBC|Radio-Canada is
heartened that the Government
has confirmed additional funding
of $60 million for Canadian
programming for the public
broadcaster for each of the next
two fiscal years. While this
provides a measure of stability, in
order for CBC|Radio-Canada
to move forward in a meaningful
way, and to provide Canadians
with the programming they

deserve in the rapidly evolving
broadcasting environment, the
Corporation needs a new and
effective long-term contract
with Canadians.

Change is coming in many forms
in Canadian broadcasting – new
technologies, new services, new
financial models, new audience
groupings, and new industry
structures. Each of these types 
of change must be faced squarely
by the Corporation if it is to
continue to play its central role 
as Canada’s national public
broadcaster – enriching the
democratic and cultural life of
Canadians, and providing a forum
for debate on Canada, today and
in the future.

Indeed, no matter how 
quickly and dramatically 
Canadian broadcasting changes,
CBC|Radio-Canada must
continue to provide a public 
space where programming that is
fundamental to Canadians’ civic,
cultural and social well-being can
find a home. No other broadcaster
in the Canadian broadcasting
system fulfils this role. 

Some of these broadcasting
changes are fundamental. For
example, the transition from
analogue to digital production
and transmission, as well as the
proliferation of new broadcasting
platforms and devices, mean that
the Corporation must reassess the
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MAINTAINING OUR
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ways in which it reaches out to
and serves Canadians. Less efficient
methods of content creation and
delivery – such as analogue
over-the-air television transmission
– must gradually give way to more
cost-effective technologies. At the
same time, CBC|Radio-Canada
must make its content available on

new platforms, as they arise, so
that Canadians can gain access to
the Corporation’s programming
content when, where and
how they want it. With public
service as its central objective,
CBC|Radio-Canada must be
proactive and responsive.

The fundamental changes in the
broadcasting industry, combined
with continuing audience

fragmentation, mean that the
financial models relied on in the
past are being severely challenged.
In particular, the traditional
advertising model for over-the-air
television is under pressure and is
not sustainable in the mid- to
long-term. Conventional
broadcasters still deliver over
80 per cent of all viewing to
original Canadian drama and
comedy programs on English-
language television, and in the case
of the French-language market,
the share of conventional
broadcasters is over 90 per cent.
New ways of funding must be
found, if this contribution by
conventional broadcasters is to be
maintained. 

As well, new funding must be
found for all of CBC|Radio-
Canada’s services if we are to be 
able to serve Canadians 
and provide them with the
high-quality, engaging content
they expect and deserve. For
example, currently, some eight
million French- and English-
speaking Canadians do not receive
a local CBC|Radio-Canada
Radio service. We have developed
a Radio Strategy that would create
15 new French- and English-
language stations and production
centres providing local coverage
for 37 fast-growing communities
ranging in size from 100,000 to
1.5 million people. This strategy

would also further our new
multi-platform strategy, called
myCBC, which will provide
Canadians with tailored CBC
News coverage – on Television,
Radio, the Internet, and digital
platforms – in those cities 
where local stations are currently
located. The enactment of this
strategy will require additional
permanent funding.

All of these factors lead to
one conclusion. It is time for
CBC|Radio-Canada to develop
a new contract with Canadians –
a contract that will ensure that 
the Corporation is on the right
track, providing high-quality, 
public-value content over both
traditional and new platforms, 
in the way that best serves 
Canada and Canadians. And, 
that contract will also ensure 
that CBC|Radio-Canada has
adequate, stable, long-term
funding so that it will be able
to fulfil its mandate in the most
effective and efficient manner. 
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It is time for
CBC | Radio-Canada to
develop a new contract
with Canadians to ensure
that it continues to provide
high-quality, public-value
content, and that it has
adequate, stable, long-
term funding to fulfil its
mandate.
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