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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.

2 0 0 4 – 2 0 0 5

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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Our mandate is to inform,
enlighten and entertain Canadians
using the full range of broadcasting
platforms available to us. We must
provide Canadians with
comprehensive programming that
encompasses News, information,
entertainment, and sports in order
to meet all of their interests and
needs. And, these programs must
reflect Canada in all of its diversity
in order to show Canadians who
they are and what it means to be a
citizen of this country.

CBC|Radio-Canada delivers its
programming and services via at
least 20 different media platforms,
from conventional Radio and
Television, to video delivered over
cell phones, and audio via satellite
radio. It is the only Canadian
broadcaster delivering Radio,
Television, Internet, and satellite-
based services, in both English and
French plus eight Aboriginal
languages, to all Canadians. The
Corporation’s broadcasting reach
extends across Canada and around
the world.

Key action plans have been
developed by each of our
Television, Radio and New Media
lines to bring Canadians
high-quality distinctive Canadian
programs in 2007–2008. All
CBC|Radio-Canada’s services
contribute in a major way to
enriching the democratic and
cultural life of Canadians.

Established by an Act of Parliament as Canada’s national public broadcaster,
CBC | Radio-Canada has a unique place in the Canadian broadcasting system.

KEY ACTION PLANS FOR 2007–2008
ENGLISH-LANGUAGE SERVICES

> RADIO, TELEVISION AND NEW MEDIA

• continued integration of News, including enhanced local
News coverage.

> TELEVISION

CBC Television’s strategic plan is comprised of the following
key elements:

• enhance Drama and Entertainment programming by
producing more series with full-season runs and airing
more “factual” entertainment series;

• deliver more multi-platform content supported by
increased resources and infrastructure; develop business
models for multi-platform content and distribution;

• deliver more value to Canadians using an integrated
approach to the delivery of regional programming
through Television, Radio and CBC.ca. 

> RADIO

CBC Radio has identified these key strategic objectives:

• expand program development across the CBC Radio 2
schedule and to other platforms;

• increase direct engagement with Canadians so that
CBC Radio continues to be the authentic voice of the
community; 

• develop new platforms, such as podcasting which the
Corporation launched in 2005–2006, to deliver content
when, where and how our audiences want it;

• strengthen the presence of CBC Radio One by expanding
local service to the five million Canadians who lack it.
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Delivering on these action plans
will be a demanding task for
CBC|Radio-Canada in view
of its financial situation and the
significant broadcast environment
changes underway.

Specifically, CBC|Radio-Canada
faces an aging, more diverse and
urbanised population that has 
access to more media options than
ever before.

Recently announced mega-mergers
in the communications industry
will create major challenges for the
Corporation in terms of its ability
to obtain program rights and
advertising revenue. 

Technologically, CBC|Radio-Canada
owns an aging transmission
infrastructure which needs to be
replaced. Government provided
one-time capital and ongoing
operating funding between 1974
and 1984 under the Accelerated

Coverage Plan (ACP) to extend 
the over-the-air transmission 
of CBC Radio, Radio de
Radio-Canada, CBC Television,
and Télévision de Radio-Canada to
all communities in Canada with a
population of 500 or more. These
assets are reaching the end of their
useful life and must be replaced. At
the same time, CBC|Radio-Canada
must complete the transition to
high definition (HD) television and
provide services over a host of
New Media platforms.

CBC|Radio-Canada requires
significant direct Government
support in order to meet the
challenges of this changing
environment. Parliamentary
appropriations to
CBC|Radio-Canada were cut
dramatically in the 1990s and are
currently $394 million less, in
constant dollars, than in 1990.
This is not a sustainable situation.

The Corporation continues to 
seek out other sources of funding
in order to supplement its
Parliamentary appropriations.
However, in the absence of a
radically revised mandate,
CBC|Radio-Canada cannot
properly fulfil its role in the
Canadian broadcasting system on
the basis of its current resources.

It is our hope that the current
investigation by the Standing
Committee on Canadian Heritage
into the role for a national public
broadcaster in the 21st century 
will provide a rationale that allows
the Corporation to work out an
effective long-term contract with
Canadians – a contract that will
clarify what Canadians expect from
CBC|Radio-Canada and that will
also ensure that the Corporation
has adequate long-term, stable
funding to meet those demands. 

KEY ACTION PLANS FOR 2007–2008
FRENCH-LANGUAGE SERVICES

CBC | Radio-Canada’s French-language media lines – Television, Radio
and New Media – have been given a common set of objectives to:

> complete the integration of French Services;

> assert Radio-Canada’s positioning as a public service;

> maintain an optimal audience to our Television, Radio and New
Media services;

> expand Radio de Radio-Canada’s offering for Francophones in
minority communities and in the regions – currently more than
two million Canadians do not have access to a local service of
Première Chaîne;

> enhance the development of culture and expand its reach on
all platforms;

> strengthen Radio-Canada’s international presence; 

> expand the reach of the public service onto new platforms; and,

> create an environment conducive to employee engagement.
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