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TANDEM : UTILISER LA CREDIBILITE DU
DIFFUSEUR PUBLIC A DES FINS
COMMERCIALES

A. Article The Globe and Mail - “Current, former CBC employees condemn
corporation’s branded-content initiative”, Simon Houpt, 29 octobre 2020

CONTEXTE

CBC/Radio-Canada a lancé un nouveau service (dénommé TANDEM) de création de contenu
destiné aux annonceurs et aux agences médiatiques. L’article du Globe and Mail rapporte que
de nombreux employés (anciens et actuels) condamnent ce nouveau service.

Ces anciens employés expriment leur inquiétude au regard de lintrusion de pratiques
commerciales au sein d’'une entité dont I'objectif est l'information. Le contenu sponsorisé
équivaut a une « tromperie » selon Linden Maclintyre (ancien animateur de The Fifth Estate).

CURRENT, FORMER CBC EMPLOYEES CONDEMN
CORPORATION’S BRANDED-CONTENT INITIATIVE

Simon Houpt
Updated October 29, 2020

The Canadian Broadcasting Corp. is facing an uprising within its ranks for accepting advertising that
critics say amounts to corporate-sponsored “fake news.”

Hundreds of current and former staff, including Peter Mansbridge, Linden Maclntyre, Gillian Findlay, Bob
McKeown and Adrienne Clarkson, are expressing “grave concerns” over CBC/Radio-Canada Tandem, a
new venture that works with marketers to create and publish what is known as branded content, or paid
content: advertising that looks or sounds like regular editorial coverage.

Tandem was unveiled to the advertising community last month, with CBC/Radio-Canada’s new chief
revenue officer, Donald Lizotte, promising in a news release it would “leverage the credibility of our
network." The pitch proposed that Tandem content could appear on most of the broadcaster’s English-
and French-language platforms, including the CBC website, podcast pages and audio apps, and TV
networks —among them, CBC News Network.

Branded content produced by CBC so far includes videos on Radio-Canada’s website about how HSBC, a
bank, is helping entrepreneurs confront the business challenges of COVID-19, a podcast series promoting
Athabasca University and Olympic-themed videos sponsored by Visa. The sponsor is identified in each
case through text or a logo.


https://can01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.theglobeandmail.com%2Fauthors%2Fsimon-houpt%2F&data=04%7C01%7Cian.denis%40quebecor.com%7Cdc94ccd33f63403596b808d87cd520df%7Cab99655f345048938049a14b4d502b68%7C0%7C0%7C637396602100690771%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C1000&sdata=dzqut0xtuTRiMCW5Fm5nv8tq7F%2FI7H7Vtxc6PuywjMw%3D&reserved=0

The plans alarmed rank-and-file staff and some of the network’s stars, as well as high-profile former on-
air personalities, who have joined a group of more than 400 to press their case through town halls and a
flurry of letters to the public broadcaster’s management and board of directors.

“I am very disturbed by the idea that there might be a commercial intrusion into the objective news
gathering and dissemination that has always been the CBC’s hallmark,” Ms. Clarkson, the former
governor-general who worked for CBC for almost four decades, told The Globe and Mail on Thursday
afternoon.

Mr. Maclntyre, the former crusading host of The Fifth Estate, said during an interview that, while
traditional advertising on CBC “is one of the realities” that has been accepted by the public, branded
content is tantamount to “deception. Why do special corporate interests, institutional interests need to
disguise content as something that is objective and something that is disinterested from their mercenary
point of view? Why do they have to do that, other than to create an impression that is untrue, which is
that they don’t have a particular stake in how people respond to this?”

Many private news organizations have developed robust branded content initiatives, including The Globe
and Mail and The New York Times. But the public-service mandates of public broadcasters are
sometimes seen to be at odds with such undertakings. Last year, the BBC drew scathing criticism for a
video series made by its branded content division, StoryWorks, lauding the Chinese telecom giant,
Huawei.

Tony Burman, who served as editor in chief of CBC News from 2000 to 2007, told The Globe that Tandem
is "a terrible initiative. They’re selling the journalistic reputation of the CBC to the highest bidder. That’s
not what a public broadcaster should be doing. In an era where the fiction of so-called fake news is
undermining trust in journalism, | think this just makes it worse.”

In response to the staff actions, CBC/Radio-Canada announced this month that it would “press pause” on
any further Tandem contracts, and strike a working group comprising representatives of the news, sales,
podcast, digital and other departments to study the concerns that had been raised.

CBC spokesperson Chuck Thompson said Tandem had been in development for more than a year, with
input from all “key stakeholders," and that the corporation had been satisfied it had established
standards that would allow it to proceed. “It’s everyone’s concern at CBC, not just journalists, that we
ensure at every step, with every execution, that we protect the integrity of our journalism.”

He added that CBC/Radio-Canada had been publishing branded content “for years — not weeks, not
months — years” and that it was merely Tandem'’s rollout last month that raised hackles. “Everybody
woke up to the fact that we're in the branded content game.”

The broadcaster has recently become more aggressive in its desire to commercialize its content, as
traditional revenue has dried up. During its annual Upfront presentation to the advertising community
last year, CBC/Radio-Canada president Catherine Tait boasted they were “making a renewed
commitment to growing commercial revenue.”

On Thursday afternoon, a group of six journalists spearheading the staff response to Tandem, including
Ms. Findlay and investigative reporter Dave Seglins, sent a note to the group of more than 400



expressing disappointment that their concerns had fallen on deaf ears, and they were calling for a town
hall meeting with Ms. Tait. A copy of the note was provided to The Globe.

“We are demanding nothing short of a complete, total halt to paid content,” it



B. Article Le Journal de Montréal, « Publicité déguisée : gros malaise a Radio-
Canada », Marc-André Lemieux, 24 novembre 2020

CONTEXTE

L’article du Journal de Montréal apporte de nouveaux éléments de preuve quant a la
présentation trompeuse de contenu promotionnel de la Société Radio-Canada. On apprend
notamment que le diffuseur public a publié au moins quatre publireportages ou il était présenté
du contenu sponsorisé.

Publicité déguisée: gros
malaise a Radio-Canada

Avec son service Tandem, la société d'Etat crée des contenus sponsorisés pour ses annonceurs

Des publicités payantes aux allures de

véritables repo es créant un o« grand
malaise» a employés de CBC/
Radio-Can

MARC-ANDRE LEMIEUX

Le Journal de Monbréal

Dansune lettre adressée au ministre do Patrimodne
canadien, Steven Guilbault, datée du 28 octobre, la
Guilde canadienme des médias dénonee « Iincur-
gsion agressive » du diffuseur public dans I'aréne
du contenu de margue, Le syndicat, gui représents
les journalistes 4 CRC/Radio-Canada, décrie plus
précisément 'arrivée de « Radio-Canada Tandem »,
un service de publicité qui vend des balados, des
vidéos et d'autres types de contenus qui prennent
I'apparence de nouvelles journalistiques.

La Guilde déplore que CBC/Radio-Canada ait laneé
Tandem « sans considération ni consultation élar-
f;ies; ». Belon elle, ce contenu commandite « va trop

oin « et peut iromper les gens.

« Les contenus sponsorizds brouillent les frontiéres
entre le vrai journalisme indépendant et les fausses
nouvelles », peut-on lire dans cefte lettre.

o DOMMAGEAELE »

LaGuilde avait partagé ses premiéres inquigtudes
en sepltembre, Dans un communiqué, ses membres
g'détaient avoudés « trés préoccpes » par Tandem. s
craignaient que cetle initlative affoete « la réputation
de CBC/Radio-Canada en tant que service d’infor-
mation indépendant et fiable ».

LeSyndicat des communications de Radio-Canada
{SCRC), qui représente non seulement des journa-
listes, mais également des représentants publicitaires
ayant collaboré an lancement de Tandem, n'a pas
encore pris tion dans cefte affaire.

Joint au téléphone, le président du regroupement,

Pierre Tousignant, parle toutefois d’une « forme
de publireportages léches » qui eréent « un grand
mialaize »,

« Radio-Canada a toujours été percue comme: Wne
référence en matiére de normes et pratiques. A par-
tir du moment oil 'on joue sur une confusion des
genres, on mel en danger 1a crédibilité du diffuseur.
(ia peut étre extrémement dommageable », souligne
M. Tousignant.

REPONSE DU DIFFUSEUR

En réponse aux questions du Journal, le premier
directeur, Promotions et Relations publiques, de
Radio-Canada, Mare Pichette, indique qu'il existe
un « mur infranchissable » entre la publicité et 'in-
formation chez le diffuseur public. Selon ses dires,
les contenus de margue sont « clairement identifiés
comme eétant des contenns annonesurs .

[ plus, CRCRadic-Canada précise que d autres
médias publics, comme BBC et France Télévision,
offrent un service semblable & Tandem,

« Lie contenu de marqgue, les commandites, le pla-
cement de produit générent des revenus qui sonl
investis directement dans la programmation =, ajoute
M. Pichette,

Avee Tandem, CBC/Radio-Canada joue sur le
méme terrain que plusisurs médias privés qui ont
développd des initiatives de contenu commandité
aul cours des annses,

« Tous les médias Iuttent pour leur survie,
indigue Pierre Tousignant du SCRC. Que Radio-Ca-
nada vienne jouer de facon plus agressive dans des
talles plus commerciales, ¢a peat mettre en colére
la concurrence, j'en conviens. »

Salon le plus récent rapport annuel de CBC/Radio-
Canada, son financement public s'est dlevé &
1,2 milliard § pour l'exercice 2019-2020.



QUATRE EXEMPLES DE FAUX Bl Tollé au Canada anglais
REPOHTAGES SIGNES TANDEM

CBC/Radio-Canada Tandem, Au Canada anglals, la mise en place de CBC/
c'est le nom du nouveau ser- Radio-Canada Tandem crée beaucoup de
vice de contenu de marque du remous.
diffuseur public. Violci quelgques Au cours des derniéres semaines, plusiaurs
exemples. gros noms de l'information, employés ou

& Sur Radio-Canada.ca, on ex-employés du diffuseur public, comme
remarque Les bourses des maitres Peter Mansbridge et Linden Macintyre, ont
Viart Houtle, une page produite  exprimé leurs « arandes inquidtudes » &

pour lfentreprise de cafés qui I'tgard de ce nouveau service de création de

rassemble des portraits vidéo de  contenu de marque.

cing artistes canadiens. En entrevue au Globe and Mall, Fancienne
= Sur ICI Towty, on retrouve gouverneure générale du Canada, Adrienne

La recette pas plate de._, une Clarkson, qui s'est fait connaitre comme

websérie payée par [Association  reporter et animatrice 4 CBC, a indiqué
des emballeurs de pommes de qu'elle &ait « trés troublée » par lidée quil
terre du Cuébec dans laguelle des pourrait y avoir un flou entre la publicité et
personnalités connues comme  Finformation.
Charles Hamelin et Marilou de
Trods fois par jour proposent des
recettes simples impliquant la
patate.

® Sur OHdio, l'application qui
regroupe les contenus audio de
Radio-Canada, on trouve deux
balados étiquatés « contenu
annonceur »; Mon été culturel
A Montréal, une série payée par
Montréal dans laguelle on visite
la métropole a travers ses quar-
tiers, et Mercl infiniment, une
sérle payde et produite par MNOrdre
des infirmigres et Infirmiers du
Québec dans laguelle I'animataur
Micolas Ouellet rencontre des
membres du regroupement qui
participent aux efforts pour Com-
battre la COVIDS,




C. Article Cartt.ca, « Former CBC employees turn to board of directors to stop
branded-content Tandem initiative », 24 novembre 2020

CONTEXTE

Le site Cartt.ca rapporte que dans une lettre adressée au Conseil d’administration de la CBC,
un groupe composé d’anciens employés de la CBC (gestionnaires, journalistes, producteurs,
etc.) demande de mettre fin au service TANDEM. Ce groupe d’anciens employés réitére que la
crédibilité du diffuseur public ne doit pas étre utilisée a des fins commerciales. Pour ces
anciens employés, on mine ainsi la crédibilité du diffuseur public :

« This is a violation of the trust that Canadians have in their public broadcaster ».

November 24, 2020

TORONTO — In an unprecedented move, a coalition of former CBC management executives,
journalists, producers and other employees have sent a letter to the public broadcaster’s board of
directors asking them to end CBC’s Tandem, a “dedicated service for branded content” which the
letter writers say produces advertising indistinguishable from journalism.

According to a press release issued today by the former employees, the CBC board has agreed to
discuss the at a meeting on Wednesday with CBC president Catherine Tait and
vice-president Barb Williams.

Among the former CBC employees who have signed the letter to the board are two former presidents,
Tony Manera (1992-1995) and Robert Rabinovitch (1999-2007), and respected journalists such as
Linden Maclintyre, Kelly Crowe, Peter Mansbridge and Adrienne Clarkson, as well as many others from
the CBC’s editorial and management leadership ranks.

In their letter to the board, the former CBC employees wrote: “Those who have spent 20, 30, 40 years of
their work lives bringing Canadians stories from their neighbourhoods, their country and the world,
have a vested interest in the reputation and integrity of the CBC. Many risked their lives to deliver news
to Canadians. Now management wants to ‘leverage’ that work — and the credibility, trust and
reputation of the CBC — to benefit corporate clients.”

The letter outlines two instances where CBC’s online presentation of branded content “violated the
‘church and state’ division” between journalism and corporate advertorials, according to the former
employees. In the first example, a sponsored podcast created on behalf of Athabasca University,
called Go the Distance, appeared on CBC’s podcast page among all the other podcasts on offer, with no
indication it was a paid-for product. The podcast has been removed from the podcast list, after staff
raised the issue with CBC management, says the letter.


https://cartt.ca/cbc-now-offering-branded-content-to-clients-through-tandem/

In the other case, a Gillette advertorial created for CBC.ca’s Culture and Life sections in May 2019 was
labelled as sponsored content but looked like a news story. It was written by a regular CBC contributor
who also writes journalism. CBC published additional stories a few weeks later about the same Gillette
advertising campaign, but they were not labelled as sponsored content. After employee complaints
about one of the follow-up stories, the copy on CBC’s website was updated in October 2020 to say
Gillette was a partner in CBC’s sponsored content program, but the article itself was not connected to
that program.

“Where is the line between sponsors and journalism? Just saying it is not sponsored content does not
negate the fact that CBC.ca has a business relationship with Gillette and produces sponsored content
for the company. This is a violation of the trust that Canadians have in their public broadcaster,” reads
the letter to CBC’s board.

“We ask the Board to be transparent with Canadians over how the decision to approve paid content
within the public broadcaster was made and how you believe this does not seriously undermine the
integrity of CBC’s core programming, the provision of news and information.”

The group of former CBC employees has also , asking the Commission to add
Tandem to the agenda for the CBC’s licence renewal hearing in January 2021.

In addition, launched by the Friends of Canadian Broadcasting has garnered almost
7,500 signatures in less than a week, according to the former employees’ press release.

Criticism from the CBC’s union, the Canadian Media Guild, led CBC management to announce in
October a pause in Tandem’s activities, says the release. However, the pause was only short-term
and and social media accounts remained active, and client information continues
to appear on the CBC’s webpages, adds the release.

10


https://cartt.ca/past-execs-want-crtc-to-investigate-cbcs-branded-content-push/
https://friends.ca/campaigns/tandem-must-be-cancelled/
https://tandem.cbcrc.ca/

D. Article La Presse +, « Radio-Canada n'a pas besoin de plus de publicité, mais de
moins ! », Alain Saulnier, 3 décembre 2020

CONTEXTE

Dans La Presse +, le professeur Alain Saulnier souléve la question de la publicité comme
source de financement du service public. Il souligne que celle-ci occupe une place croissante
au sein de la stratégie du diffuseur public. Saulnier appuie la proposition du rapport Yale qui
vise a éliminer graduellement la publicité de toutes les plateformes de diffusion de la Société
Radio-Canada. Saulnier invite le CRTC a aborder cet enjeu dans le cadre du renouvellement
des licences de la Société Radio-Canada.

DEBATS

RADIO-CANADA N'A PAS BESOIN DE PLUS DE
PUBLICITE, MAIS DE MOINS !

ALAIN SAULNIER

PROFESSEUR NVITE AU
DEFARTEMENT DE
COMMUNICATION DE

L'UNIVERSITE DE MONTREAL ET
ANCIEN DIRECTEUR GEMERAL DE
L'INFORMATION DES SERVICES
FRANCAIS DE RADIO-CANADA
{2006-201 2)

Connaissez-vous « Radio-Canada
Tandem » 7 1 gagit du nouveay
service de contenus de marque de
Rndin—Canada,"CBC. De quni rle-t-
on ? On le définit comme suik @ « 1
allie les meilleurs atouts de votre
marque & Iexpertise, la erédibilité et
la qualité des productions
numériques, audio et wlé  de
CBEC/Radio-Canada pour créer avec

vous des conternus de marque
multiplateformes intelligents et
significatifs. »

Sovons clairs, il ¢agit pour Radio-
Canada d'une maniére de faire de la
publicité de marque en cachant le fait

u'il s'agit bel ot bien de publicite

epuis clue!ques années, c'est la

tendance lourde chez les agences de
publicité,

51 vous préférez, il s'agit d'ume
nouvelle  facon  d'enliser Radio-
Canada davantage dans sa

dépendance diémesurée aux revenus
publicitaires,

Cue dire 7 11 est temps de lancer le
débat sur cette trop forte dépendance
de Radio-Canada a l'égard de Ia
publicité

Encore plus de publicité a4 Radio-
Canada ? Comime ¢'il 1’y en avait pas
assez ! Mous sommes plusieurs a
considérer que cette publicité teinte
l'ru:lEI la programmation du service
public (relevision et services
numériques) depuis plusicurs années
et parfois, en appauvrit le contenu.
Heureusement, la radio est a 1"abri.
L'effet pervers pour la télévision de
Radio-Canada est, entre autres,
qu'elle tend alors & copier les médias
priveés,

A mon avis, il est temps de discuter
d'une formule de service public sans
cette surdépendance 4 I"égard de la
publicité & Radio-Canada. service
public  doit se distinguer, pas
ressembler aux médias privés.

I'avais déja proposé dans mon livre
Ici était Radio-Canada (Boréal, 2014)
Tle la publicité devait étre retranchée

e la télévision ainsi que des

lateformes numériques, comme on
"a fait a la radio dans les annees 1970,
Je suggérais toutefols de conserver un
faible pourcentage de publicité pour
des commanditaires de prestige,
comme lors des Jeux olympiques ou &
Foccasion de grands  festivals
culturels.

En contrepartie, il faudra, bien sir,
trouver une facon de compenser les
pertes de revenus publicitaires par de
nouvelles formules de financement et
de redevances du service public.

Le Rapport Yale, Le temps d'agir,
déposé  en d’ranvier 2020, ose
récisement deliminer graduellement
a publicité de toutes les plateformes
de diffusion de Radio-Canada.

Jai salué cette proposition, car je

considéere quiil est urgent d'en
débattre.
Sauf que, plutdt que de se

uestionner, la direction de Radio-
ada multiplie les  initatives
développées par son service des
ventes  publicitaires, le  Groupe
Revenus, pour s'incruster dauanlﬂ%e
dans la  programmation de Jla
télévision et les
numériques.

plateformes

On fait dans le démi, comme s'il o'y
avait pas de probleme avec la
publicité & Radio-Canada,

Le prétexte est tout simplement
quon considére que c'est la seule et
unique solution au sous-financement
du service public. Comme sl n'y
avait qu'une seule issue,

Entre-temps, on évite le débat et on
accroit cette dépendanee & U'égard de
la publicité, Or, dans cet immense
univers numérigque, il faut plus que
jamais savoir reconnaitre la différence
des contenus du  service public.
Radio-Canada peut et doit constituer
un formidable rempart pour contrer
I"uniformisation culturelle
(principalement américaine] imposde
par les géants du web,

Déja, lors de mon r.‘lﬁ'g'art de Radio-
Canada en février 2012, je soulevais
cette question ; & quoi sert Radio-
Canada =i c'est pour faire comme les
autres ? En ]'an'l.rler Fmdﬂfn, le CRTC
tiendra une audience publique pour le
renouvellement des licences de Radio-
Canada. Quelle belle occasion pour
lancer le débat.
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E. Lettre au ministre du Patrimoine canadien Steven Guilbeault, 30 novembre 2020

CONTEXTE

Les députés du Nouveau Parti démocratique Alexandre Boulerice et Heather McPherson
(critiques pour le patrimoine) ont alerté le ministre du Patrimoine canadien que le service
Tandem est « un grand pas dans la mauvaise direction ». lls rappellent au ministre que le
diffuseur public doit servir I'intérét public.

k- J

Hovse or Commons
CHAMBEE DES COMMUNES
CANADA

MNew Demacratic Party / Nouveau Parti démocratique

Movember 30, 2020

The Honourable Steven Guilbeault
Minister of Canadian Heritage

15 Eddy Street, 12th Floor
Gatineau, Quebec

K14 OMS

Dear Minister Guilbeault,

We are writing to express our concern over the recent move by CBC/Radio Canada to create a branded
advertising and podcasting service, Tandem, that blurs the line between paid content and journalism.

At a moment in time when Canadians most need a reliable news source that is independent of corporate
or other interests, this new paid service will undermine our public broadcaster’s ability to provide
unbiased news and reporting. If pursued, we fear it will destroy the trust Canadians have in this cherished
Canadian institution.

CBC/Radio Canada must serve the public's interests, not those who have the ability to pay for its highly
valued imprimatur. Rather than selling its services to the highest bidder, we should be funding CBC/Radio
Canada adequately to protect the highest standards of journalistic integrity and achieve independence
from advertisers. Tandem is a very big step in the wrong direction.

We trust you share our alarm at hearing Chief Revenue Officer Donald Lizotte describe Tandem as
leveraging the credibility of CBC/Radio Canada, and that you share our views on the value of CBC/Radio
Canada, its journalistic integrity, and the importance of protecting it from undue influence.

We look forward to your intervention to prevent this disturbing new direction at CBC/Radio Canada.

Respectfully,

"'_"}T.I\ur'i’ms..h- L L S %m.ﬂém- -
Heather McPherson, M.P. Alexandre Boulerice, M.P.
Edmonton Strathcona Rosemont-La Petite-Patrie
MDP Deputy Critic for Heritage MDP Critic for Heritage
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F. Parliament Now — Résumé de la période de questions du 23 novembre 2020

CONTEXTE

Le résumé de la période de questions du 23 novembre 2020 & la Chambre des communes du
Canada fait état des témoignages d’anciens journalistes de CBC/Radio-Canada, Peter
Mansbridge et Adrienne Clarkson (voir I'encadré rouge) concernant le nouveau service
TANDEM de CBC/Radio-Canada. lls ont fait état de leur grave inquiétude a I'égard du service
TANDEM. Les députés conservateurs se sont interrogés quant a savoir pourquoi la Société
Radio-Canada peut vendre du contenu sponsorisé.

www.parliamentnow.ca

PARLIAMENT NW subscription questions subscribe@parliamentnow.ca

NMEW SOOI I'IE'I.I".-'E@FIE' lamentnow.ca
QP Report: November 23

Quote of the Day

Justice Minister and Attorney General of Canada David Lametti (LaSalle-Emard-Verdun, Que.): "Mr.
Speaker, what we heard going coast to coast, when we consulted with Canadians intensively, people
who worked in the field as well as families and others, was that the 10-day waiting period only increased
suffering. People who have made the decision, who have gone through with their doctors and with the
families to decide to access MAID in an end-of-life scenario, have made up their mind. The 10-day
waiting period only added suffering. We heard stories of people not taking their pain medication for the
last 10 days in order to be in a position to make that final decision. We heard again and again that it only
added to the suffering that people had, and we have, therefore, eliminated it in only the end-of-life
scenarios."

COVID-19 Emergency Response

e five million people have come into Canada and not isolated

e rapid tests, at-home testing

e Conservatives asked the government for access to rapid tests for Canadians and people coming
over the border

e vaccine distribution plan, provinces have shared their plans

e Conservatives asked when the government will release its distribution plan for vaccines

e small businesses, most support was designed for landlords, not tenants

e NDP asked the government to provide help to small businesses retroactive to the spring

e small and medium-sized businesses can apply for the Canada emergency rent
subsidy, retroactive to September 27

e BQ asked about their amendment to cut political parties from accessing the emergency wage
subsidy

13


https://can01.safelinks.protection.outlook.com/?url=http%3A%2F%2Ftrack.smtpsendemail.com%2F94657%2Fc%3Fp%3DTwNWxVdWrcqud5xt6bLNPd_41NDkY8rxrfh9aBiOOVO5s-Cp1Nzv4X7qTUI8MGzdPgUGsh4RDG1Tt1vWSqDsqWa2wUMbq3DdPGmYOXhB6X9RSkxvO9I2rBRRBSO7iV8i&data=04%7C01%7Cian.denis%40quebecor.com%7C054216c7727748a0c98c08d890806626%7Cab99655f345048938049a14b4d502b68%7C0%7C0%7C637418228424695559%7CUnknown%7CTWFpbGZsb3d8eyJWIjoiMC4wLjAwMDAiLCJQIjoiV2luMzIiLCJBTiI6Ik1haWwiLCJXVCI6Mn0%3D%7C1000&sdata=CClPGHGN4iLdnnqKdDsfhUOGPzXehyXZ3oX4AKSCoxc%3D&reserved=0
mailto:subscribe@parliamentnow.ca
mailto:subscribe@parliamentnow.ca
mailto:news@parliamentnow.ca
mailto:news@parliamentnow.ca

e 800,000 people received the CERB without even having filed their income tax return

e Conservatives asked how the government confirmed the eligibility of these Canadians without a
tax return

e 2020 fall economic statement on November 30

Health

e Canada's chief medical officer released an update on COVID-19 modelling in Canada; no real
mention of indigenous people or their communities in this report

e Conservatives asked how the government can support these communities if they aren't included
in these reports

e rise of cases in indigenous communities, lack of accurate data

e Conservatives asked if the government has a solution to get this data

e Alberta rising in most COVID-19 cases, outbreaks in long-term care homes

e Jason Kenney refusing to allow the federal contact tracing app

e NDP asked the federal government to help protect Albertans during this time

e suicide

e Conservatives asked the government implement a 988 number

Official Languages

e linguistic crisis, French has been in decline in Quebec

e BQ asked the government to admit this crisis is Ottawa's fault
e Bloc wants to apply Bill 101 to federally regulated businesses
e BQ asked for support for its bill to protect French in Quebec
e modernized Official Languages Act

Indigenous Affairs

e Indigenous man and daughter arrested for trying to open a bank account with status card

e Conservatives asked about this systemic racism

e indigenous-led housing strategy

e NDP asked the government why they have delayed acting on the truth and reconciliation calls to
action

Immigration, Refugees and Citizenship

e spousal sponsorship

e IRCC unable to meet the minister's 14-day processing standard for extended family reunification

e NDP asked the government ot renew documents that have expired since shutdown

e ISIS terrorists murdered 25 Sikhs while they attended prayer service in Afghanistan

e Manmeet Singh Bhullar Foundation is calling on the Liberal government to create a special
refugee program for this community

e Conservatives asked the government to support this call

Foreign Affairs

e government voted for an anti-Israel resolution at the UN
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e Conservatives asked the government to restore Canada's long-standing policy of opposition to
these anti-Israel resolutions

Canada Revenue Agency

e pause audits of small businesses
e Conservatives asked the government to respect the motion passed to pause these audits
e Canada Revenue Agency is independent, minister will not instruct CRA

Justice

e judicial appointments

e PMO intervened at least four times to talk about candidates

e BQ asked the justice minister to realize his appointments are not partisan

e Bill C-7, medical assistance in dying

e Independent MP Wilson-Raybould asked why the government is abolishing the safeguard of a
10-day reflection period and reconfirmation of consent

The Environment
e climate change, net-zero emissions accountability act
Western Economic Diversification
e Blue Sky Hemp Ventures, funding application for Blue Sky to deliver up to 10 jobs was approved

by the Saskatoon office of Western Economic Diversification in June
e Conservatives asked why the minister only approved in this month

CBC/Radio-Canada

o former CBC journalists, like Peter Mansbridge and Adrienne Clarkson, have publicly expressed
grave concern over the CBC's new Tandem project
e Conservatives asked why a program to sell branded content is allowed

Taxation

e taxes on Canadian wine, beer and spirits

e affects jobs, reducing our competitive trade and punishing consumers

e Conservatives asked the government to get rid of this ever-increasing excise tax on Canadian
alcohol

The full transcript for Monday, November 23, 2020, is available online.

Question Period
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G. Article Le Journal de Montréal, « Radio-Canada recadre Tandem », Marc-André
Lemieux, 8 décembre 2020

CONTEXTE

sa crédibilité ».

Face aux nombreuses contestations du service TANDEM, la CBC/Radio-Canada a adopté de
nouvelles regles relatives a la publication de contenu de marques. Daniel Bernhard, directeur
général des Amis de la radiodiffusion, a jugé que ces régles étaient insuffisantes et que
TANDEM devrait étre aboli. Selon Bernhard, « on ne peut pas sauver Radio-Canada en vendant

recadre Tandem

La publicité déguisée continue d'alimenter le débat

La grogne entourant le service
de contenu de marque Tandem
de CBC/Radio-Canada a poussé
la soclété d’Etat 3 émettre de
nouvelles lignes directrices pour
mieux différencler publicité et
information. Certains critiques
{ugmt toutefois ces mesures
nsuffisantes.

MARC-ANDRE LEMIEUX
e Journai de Mantréal

Ces publicités payantes anx allures de
véritables reportages ou émissions créent
un malaise depuis quelques mods.

En réaction aux inquiétudes soulevées
par certains journalistes de CBC, danciens
employés et d'autres parties intéressées,
les directions des secteurs de l'informa-
tion, des ventes et des programmes ont
mené un « examen exhaustif des direc-
tives » touchant le contenu de marque,
nous confirme le premier directeur, pro-
motion et relations publiques de Radio-Ca-
nada, Mare Fichette,

Le sujet a également été abords « en
profondeur » lors dune réundon du conseil
d'administration du diffusear 4 Toronto,
le 26 novembre,

REGLES PLUS SEVERES

Drans une déclaration publide sur Inter-
net, la sociéte A'ELat souligne que, doréna-
vant, « aucun journaliste on animateur »
employé de CBC/Radio-Canada ne par-
ticipera au contenu de marque. Ce type
de publicité sera également « présenté
de maniére 4 identifier de facon claire et
transparente sa source »,

De plus, les pages des nouvelles natio-

nales seront exemptes de contenu de
marque,

« Mous summes conscients quen tant que
diffuseur public national, nous avons des
normes plus élevées a respecter, déclare
le vice-président principal de Radio-Ca-
nada, Michel Bissonnette, par 'entremise
dun commumniqué, Nos lignes directrices
doivent &étre plus sévéres que celles de nos
pairs afin d'assurer la nette distinetion
entre contenu journalistique et contenu
commercial. »

PAS ASSEZ

Le groupe de surveillance Les AMIS de
la radiodiffusion continue de réclamer
I"abolition du service Tandem.

En entrevue téléphonique au Journal,
le directeur général de 'organization,
Daniel Bernhard, qualific ces directives
'« insuffisantes ».

« (n ne peut pas sauver Radio-Canada
en vendant sa erédibilité. 8icest le prix &
paver pour qu'ils continuent & offrir tous
les services quils offrent présentement. ..
On doit trouver une autre voie. »

Selon M. Bernhard, Tandem favorise la
confugion des genres el menace la crédi-
hilité de CBC/Radio-Canada. « Les études
le démontrent, les lecteurs ne voient pas
vraiment la différence entre le contenu
de marque et Pinformation. C'est la ral-
son pour laquelle les annoneenrs aiment
autant ce type de contenu. La différence
de couleurs, ce n'est pas efficace pour dis-
tinguer les deux, »

Pouir lexercice 20192020, la publicité
a CBC/Radio-Canada représentait des
revenus de 254 M$. Sans ces revenus, le

diffuseur soutient quil serait obligé de
o procéder 4 des compressions
dans sa programmation et ses services »,

16




H. Articles concernant la lettre des employés de CBC/Radio-Canada au ministre du
Patrimoine canadien

CONTEXTE

Un groupe d’anciens employés de CBC/Radio-Canada ont soumis une lettre au ministre du
Patrimoine canadien, Steven Guilbeault, demandant une enquéte du CRTC sur TANDEM. La
lettre accuse I'obsession pour les revenus publicitaires de CBC/Radio-Canada et le silence du
CRTC sur la question. Les employés ont également exprimé leur désarroi lors d’un town hall
leur désarroi face a la quéte de revenus supplémentaires de CBC/Radio-Canada.

¢ H.1. Article National Post, « CBC staffers revolt, call for federal intervention »,
Christopher Nardi, 9 décembre 2020

e H.2. Article The Wire Report, « CBC employees pen open letter, petition gov. seeking
CRTC investigation of branded content », 9 décembre 2020

e H.3. Article National Post, « CRTC mulls probe of CBC, Radio-Canada », 10 décembre
2020

1. Article National Post, « CBC staffers revolt, call
Christopher Nardi, 9 décembre 2020

(BC staffers revolt, call for
federal intervention

CHrisToFRER NaRDI

OTTAWA » CBC and Radio-
Canada staff said there was
a "strong feeling of betray-
al" in a recent online town
hall with top executives over
plans to launch a branded
content division.

Staffed questioned how
they could “trust” manage-
ment and told of their fears
that it would tarnish the CBC
as a “fake news" organization.

Now, influential former
employees and Canadian pub-
lic broadcasting advocates
are asking Heritage Minister
Steven Guilbeanlt 1o make the
federal broadeasting regulator
“investigate” the Crown cor-
poration’s new branded con-
tentarm, Tandem.

“Faced with the CBC's rev-
enue-obsessed determination
to sell its integrity to the high-
est bidders and the (Canadian
Radio-television and Teleoorm-
munications Commission’s)
deafening silence when asked
to address this important
issue, we respectfully ask that
you intervene,” reads a letter
sent to the minister Mond sy
and obvtained by National Post.

Owver 30 former CBC/
Radio-Canada employees,
including former governor
general Adrienne Clarkson,
who was an execitive produ-
cer at the network, and past
CEC News editor-in-chief
Tony Burman and former CBC
ombudsman Esther Enkin,

i it

In a September press re-
lease announcing Tandem,
CBC promised the new ad
service would be an “integrat-
ed, turnkey solution to create
quality content and leverage
the credibility of our net-

work" that would help brands
“shape and share inspiring
stories across our platforms
and across the country”

A CBC spokesperson de-
clined t0 comment on the in-
ternal meeting. “We heard the
concerns Faised by our jour-
nalists and then tock the time
o carefully review our guide-
lines for branded content.
These revised guidelines will
now go even further to ensure
we protect the integrity our
journalism” Chuck Thomp-
son wrobe in an email,

Branded content, or paid
content, is an advertisement
that is designed to look, sound
or read similarly to regular
journalistic content produced
by a media outlet.

The new arm of CBC ad-
vertizging department would
be responsible for creating
paid advertising content as
well as promotional podeasts
on both the broadeasters Eng-
lish and French platforms,
reads the release.

That announcement was
met with a significant uproar
from employees and public
broadeasting advocates, push-
ing the Crown corporation to
suspend its plans temporarily.

Then last week, CBC an-
nounced it would go forward
with Tandem while outlining
nine new “guidelines” that
would “strengthen and clari-
fv the boundaries between
our journalistic content and
advertising,” according to a
staterment.

Forexample, the broadeast-
er says the branded content
will be limited to digital plat-
forms only, that no jounalists
or hosts will ever be involved
in its creation or publication,
and that all such advertise-

ment will be deady labelled
and visually distinet from
regular CBC/Radlo-Canada
content.

But those moves didn’t
satisfy both eurrent and for-
mer employees, who are
strengthening their push to
have the public broadcaster
drop ot of the branded con-
Tent space.

Many eurrent employees
alzo voiced their profound
displeasure during a town
hall meeting with CEC and
Fadio-Canada management
last Thursday, National Post
obtained a recording of the
event.

“Why should we trust you
on this? With respect, there
is a strong feeling of betrayal
among CEC people right now,”
oneunnamed employee asked
CBC/Radio-Canada CEO
Catherine Tait.

“Since you did not have a
problem with anything to do
with Tandem before it was
brought to our attention, How
can we believe that you'll getit
right now?™

At another point, an em-
plovee asked CBC top brass
how they should justify this
derision to Canadians in the
era of fake news,

"What are journalists sup-
posed to say to our readers
when we're challenged and
asked why we have sponsored
content on our website. [ fear
this will only fuel the 'CBC is
fake news movement’ even
moare;” the employee asked.

In both cases, Tait and
other managers insisted that
“It'a not fake news, it's adver-
tising,” that the new guide-
lines are “better” than those
of other news organizations,
and that such content has
existed without issue on CBCY/
Radio-Canada platforms for a
while

“We've actually had brand-
ed content around for a

for federal intervention »,

couple of years now, We've
had many successful execu-
tions of it without backlash
from confused audience
members,” remarked CBC
executive vice-president Bar-
bara Williams,

But Tait and Williams also
argued that a pivot to brand-
ed content was necessary at
a time when advertising rev-
enue throughout the media
industry was plummeting,
particularly since the begin-
ning of the COVID-1% pan-
demic. *We're under huge
financial pressures, to be able
to continue to deliver the
great service that we do to
Canadians and that we very
much wantto continue to pro-
vide. And in order to do that,
we need to keep our revenue
stream strong,” Williams told
staff churing the town hall.

Branded content has be-
come relatively commonplace
in private media across the
world, appearing in outlets
such as The New York Times,
the BBC, National Post and
The Globe & Mail. In most
cases, the medium establish-
es robust guidelines to distin-
guish paid content from in-
dependent news produced by
Journalists,

But public broadeasting
advorates angue that such pro-
mothonal content has no place
within CBEC and Radio-Can-
ada, which receive over #1
billion in public funding from
the federal government each
year.

“Commercialization is a
eorrupting force. 1t chanees
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the character of program-
ming, it changes the char-
acter of resource allocation
decisions, and it will make
the CBC more and more like
a commercial broadcaster,
and less and less distinct” said
Daniel Berhardt, president of
public broadeasting advocacy
group Friends of Canadian
Broadcasting.

“This focus on comimer-
clalization 1z really alarming.
And what was said during the
town hall just demonstrased
yet again that Catherine Ta-
it does not seem 0 appreci-
ate the public part of public
broadeasting.”

Jeffrey Dvorkin, former

managing editor of CBC Radio
with decades of experience in
public broadeasting in both
Canada and the UL5., said that
CBC/Radio-Canada’s decision
i5 “deeply offensive” to its re-
porters and an “insult” to Can-
adians,

“Why is the CBC taking
moeney out of the mouths of
eommercial broadeasters and
newspapers? I think the CBC
needs to find a better fit in-
side the struggling Canadian
media landscape than it is
now. For the CBC to take its
parliamentary budget and nse
that to run ads is not what it
was set upto do,” he said

National Post
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2. Article The Wire Report, « CBC employees pen open letter, petition gov. seeking
CRTC investigation of branded content », 9 décembre 2020

CBC employees pen open letter, petition
gov. seeking CRTC investigation of branded
content

NEWS | 12/09/2020 5:38 PM EST

Impatient with the progress of a month-old Part 1 application at the CRTC, a group of some 500
current and former CBC/Radio-Canada employees have authored an “Open Letter to Canadians”
demanding that the broadcaster drop its English-language branded content initiative, Tandem.

In a separate letter to Heritage Minister Steven Guilbeault, 35 former CBC employees also asked the
government to intervene.

The open letter refers to the branded content initiative as “insidious” and “dangerous.”

Tandem “promises corporate clients they can ‘leverage’ the CBC’s reputation by aligning their
message with the ‘trust Canadians have in our brand,” the letter reads.

“That reputation was built by people like us — generations of journalists who earned your trust by

informing you faithfully and truthfully every day. ‘Paid content’ does not leverage that reputation, it

makes a mockery of it. In an era of ‘fake news,” where misinformation is already rife, it undermines
trust.”

According to a Wednesday release, the letter marks a significant escalation of “their fight against
their management and the CBC’s Board of Directors.”

Former head of CBC Radio Gloria Bishop said in the release that the broadcaster “has never created
advertising for clients in such secrecy.”

“What'’s at stake are the basic principles of transparency and accountability. It's bad enough that the
CBC'’s Board of Directors and its senior management approved branded programming behind closed
doors but, even worse, they are now ignoring the thousands of Canadians who have objected to
Tandem,” Bishop said in the release.

The letter to Guilbeault expressed frustration with the CRTC’s process. “Faced with the CBC'’s
revenue-obsessed determination to sell its integrity to the highest bidders and the CRTC’s deafening
silence when asked to address this important issue, we respectfully ask that you intervene,” the
signatories wrote.

The letter said that a number of employees had presented a petition with 11,000 signatures to the
CBC’s board of directors in late November, but that CBC president Catherine Tait informed them that
the CBC was pushing ahead with the branded content initiative.
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In a Part 1 application filed with the regulator on November 13 but still not posted to the CRTC
website Wednesday, the former employees want the CRTC to force the CBC to answer several
guestions about the practice: when it was first approved, when did it first begin, whether the branded
content is subject to the CBC’s advertising standards policy, and whether or not the activity is
permitted under the Broadcast Act.

If the CRTC declines to hold a standalone investigation into the practice, the Part 1 application’s
signatories wrote that the issue should be added to hearings on CBC’s broadcast license renewal,
scheduled for January 2021.

The letter to Guilbeault also complains that the CBC failed to disclose its branded content activities in
fall 2019 filings with the CRTC, related to its license renewal.

“Apart from not disclosing to members of Parliament the CBC’s decision to produce and sell branded
advertising content, the CBC apparently also withheld this information from the CRTC, the quasi-
judicial tribunal that the Broadcasting Act establishes as the ‘single independent public authority’
responsible for regulating and supervising the broadcasting system, including the CBC,” the letter to
Guilbeault read.

In October, a CBC spokesperson told The Wire Report that the Tandem initiative had been put on a
“pbrief pause.”

“We feel there are more insights to be gained on this initiative and to that end, we are taking a brief
pause on booking any new branded content campaigns while we dig a bit deeper,” Chuck
Thompson, CBC’s head of public affairs, said in an email at the time.
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(RTC mulls
probe of (B(,

Radio-(a

At centre is use
of controversial
branded content

Cunistorner Narpi

Canada’s broadcasting regu-
lator says it is considering
requests to “investigate”
CBC/Radio-Canada's use of
branded content, which has
caused a revolt among cur-
rent and former staff,

At the same time, hun-
dreds of staff from CBC
and Radio-Canada, its
French-language broadceast-
er, have signed separate pe-
titlons demanding their em-
plover put an end to its plans
for a new branded content
division called CBC Tandem.

“The Commission is re-
viewing these letters and
will respond to them in due
course,” said Anne Brodeur,
a spokeswoman for the Can-
adian Radio-televigion and
Telecommunications Com-
mission.

The National Post re-
ported Tuesday that a group
of 35 influential former CBC/
Radio-Canada emplovees
had filed a request with the
CHETC to study Tandem as
part af the public broadcast-
er’s upcoming licence renaw-
al.

nada

If the CRTC agrees to in-
vestigate, the probe would be
included in hearings already
scheduled for January.

But according to former
CRTC vice-president and
current Macdonald-Laurier
Institute Fellow Peter Men-
zies, the commission may be
limited in what it can do in
this case,

“They can do a little bit of
what we wsed to call ‘regu-
lation by raized eyebrow’
though,” he said, adding that
he thinks that CBC should
get out of the advertising
business “entirely”

Branded content is an
advertisement designed to
look, read or sound near-
Iy identical to a news story
produced by a media out-
let. It is generally identified
as "paid content” or “spon-
sored content” and has be-
come increasingly common
in private media such as
Mational Post, the Globe
and Mail and the New York
Times.

In a response posted on-
ling by non-profit Forum
for Research and Policy in
Communications (which
filed a separate reguest for
the CRTC to study CEC's
branded content), the pub-
lic broadeaster argues that
branded content is irrel-
evant to its broadcasting li-
CENCE,

“CBC/Radio-Canada
does not broadeast this type

of branded content on its
traditional platforms; this
content is not part of our
licence renewal proposal
and therefore, iz not rel-
evant to the licence renewal
process for our traditional
platforms,” reads CBC's re-
sponse signed by Bev Kirsh-
enblatt, executive director,
corporate & regulatory af-
fairs,

A group of over 500 cur-
rent and former CBC and
Radio-Canada staff dis-
agree. They published an
open letter and launched a
website on Wednesday de-
manding their employer
put an end to its new brand-
ed-conteént arm.

“Tts purpose is to sell cor-
porations the opportunity
to disguise their advertising
ag our journalism. CBC is
using its resources to help
advertisers trick Canadians.
They call what they pro-
duce ‘paid content” And it's
insidious,” the letter reads.
“We believe strongly it must
stop.”

Letter signatories include
the former host of The Na-
tional, Peter Mansbridge,
ex-CBC president Anthony
Manera, current host of
radio show As 1t Happens
Carpl Off, and Debra Arbec,
host of CBC Montreal's flag-
ship 6 p.m. newscast

Wednesday, MNational
Post obtained copies of an-
other open letter circulat-
ing among Radio-Canada
staff with an idemtical re-
quest addressed to CBC/
Radio-Canada executive
vice-president of French ser-
vices Michel Bissonnette,

Organizers say it had re-
ceived support from over
100 employees, including all
“hosts of primetime TV and
radlo news shows" within
hours, according to images
of the petition. That claim

3. Article National Post, « CRTC mulls probe of CBC, Radio-Canada », Chistopher
Nardi, 10 décembre 2020
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could not be independently
verified.

“We believe that this form
of advertisement, where the
obvious goal is to imitate
journalistic comtent, under-
mines our independence
and our credibility in the
eves of the public,” the peti-
tion reads in French.

“As studies shows that
this type of advertisement
dupes people, we should set
a good example and abstain
from it. We ask you sincere-
Iv, Mr. Bissonnette, to aban-
don the Tandem program.”

When Tandem was first
announced in September,
pushback from staff and
public broadeasting advo-
cates was so strong that
CBC/Radio-Canada execu-
tives decided to suspend the
program for review.

Last week, management
announced it would go for-
ward with Tandem, but an-
nounced nine new guide-
lines that would limit how
and where the branded con-
tent would be presented, as
well as who could advertise.

CBC said the branded
content will only appear
on digital platforms, that
no editorial staff will ever
be involved in its creation
or publication, and that all

such content will be clearly
labelled and wisually dis-
tinet from regular editorial
content and would not fea-
ture the hroadeaster's logo.

But the open letter cireu-
lating amongst Radio-Can-
ada staff cited multiple ex-
amples where those guide-
lines were not respected.
It pointed to a sponsored
podeast that appeared un-
marked in Radio-Canada’s
podcast feed and an October
“paid content” story on HS-
BC that ariginally featured
the public broadcaster's
logo (it was removed after
complaints from staff ).

Heritage Minister Ste-
ven Guilbeault warned in
a statement Wednesday
that there can be no doubt
in Canadians’ minds about
what CBC content is news
and what is advertisement.

“We expect the public
broadcaster to hold itself
to the highest standards in
terms of journalistic norms
and practices.

“That means making
sure that there is a clear
distinction between paid
content and news content,”
Guilbeault said in a state-
ment pointing to CBC'S new
Fuidelines.

National Post

22



I. Articles concernant la lettre ouverte de 500 employés (anciens et actuels) de
CBC/Radio-Canada a propos du service TANDEM

CONTEXTE

Plus de 500 employés de CBC/Radio-Canada ont publié une lettre ouverte dénoncant le service TANDEM.
La lettre est publiée sur le site Stop Paid Content on CBC, créé spécifiguement pour dénoncer ce service
hors mandat du diffuseur public (voir I.4.). Dans sa lettre, le groupe s’insurge contre l'utilisation de la
crédibilité journalistique du diffuseur public & des fins commerciales.

e |.1. Article Cartt.ca, « Some CBC employees escalate fight against branded-content Tandem
», 9 décembre 2020

e |.2. Article The Globe and Mail, « Hundreds of CBC staff sign open letter against
broadcaster’s paid-content plans », 9 décembre 2020

e |.3. Article La Presse Plus, « Des journalistes dénoncent leur employeur », 10 décembre
2020

e |.4. Site Stop Paid Content on CBC

1. Article Cartt.ca, « Some CBC employees escalate fight against branded-content
Tandem », 9 décembre 2020

December 9, 2020

TORONTO — A group of more than 500 current and former employees of CBC/Radio-Canada who
oppose the public broadcaster’s Tandem sponsored-content initiative today launched a social media
campaign and website where they’ve published an open letter to Canadians to amplify their efforts to
stop paid content on the CBC.

In the letter on the website ( ), the group of mostly journalists asks for
the Canadian public’s support in demanding CBC put an end to Tandem, the broadcaster’s new
marketing division which was

The is signed by current CBC journalists, including Carol Off, Michael Enright and Gillian
Findlay, and former employees Peter Mansbridge, Mellissa Fung and past-president Robert
Rabinovitch.

“If you value strong, independent, trustworthy journalism please stand with us in saying ‘Stop Paid
Content on CBC’,” reads the letter.

“There are so many problems with Tandem that it’s hard to know where to begin,” said Hana Gartner,

former host of The Fifth Estate, in a press release issued today. “The whole point of Tandem is to
produce and distribute content that is advertising in disguise. Canadians have a right to a national
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https://www.stoppaidcontentoncbc.ca/
https://cartt.ca/cbc-now-offering-branded-content-to-clients-through-tandem/
https://www.stoppaidcontentoncbc.ca/open-letter

public broadcaster that puts their news and information needs ahead of the desires of corporate
clients.”

The group also released a December Tth letter from 35 of CBC/Radio-Canada’s most experienced
former broadcast executives, producers and reporters to Minister of Canadian Heritage Steven
Guilbeault. In the letter, they call on the minister to order the CRTC to investigate Tandem and the
production of branded content by the public broadcaster.

On November 13, several of the same former CBC employees with the CRTC,
asking for the Commission to investigate the broadcast of branded programming by CBC. They note in
their letter to Minister Guilbeault that the CRTC has still not responded to their request and has not
posted their application to its website.

The group also said in its application to the Commission that if the regulator did not choose to initiate
a proceeding to investigate Tandem, they wanted the issue of branded content on the CBC to be
added to the agenda at the public broadcaster’s licence renewal hearing which starts January 11,
2021.

Having not initially received acknowledgement of its application from the CRTC, the group followed up
with several letters to the Commission, which finally resulted in a response from CRTC secretary-
general Claude Doucet on November 27. However, in a letter to Doucet on November 28, the group
says it’s unclear to them, due to Doucet’s “very succinct responses”, if the Commission is aware of
their application’s procedural request. They also reiterated their request for their application to be
posted to the Commission’s website.

In asking for Guilbeault’s intervention in the matter, the group’s letter to the minister says:
“Approximately five weeks remain until the CRTC’s hearing begins. This leaves little time for the CRTC
to amend the procedures for its January 2021 hearing, especially given that the CRTC’s Rules establish
that the period from 21 December 2020 to 7 January 2021 cannot be considered in calculating time
periods.”

The former CBC employees also note the CBC has been offering branded content since before
September 2020, when Tandem was officially launched, as confirmed by CBC spokesperson Chuck
Thompson, quoted in a article in October. The group argues the CBC did not include
information about its branded advertising content in its licence renewal application in the fall of 2019,
and the publicin general didn’t know about CBC’s branded content when they submitted comments
about the CBC’s applications before the February 2020 intervention deadline.

In the group’s press release today, Gloria Bishop, former head of CBC Radio, is quoted as saying: “The
CBC has never created advertising for clients in such secrecy and with such disregard for the public
interest. What'’s at stake are the basic principles of transparency and accountability. It’s bad enough
that the CBC’s board of directors and its senior management approved branded programming behind
closed doors but, even worse, they are now ignoring the thousands of Canadians who have objected to
Tandem.”
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https://cartt.ca/past-execs-want-crtc-to-investigate-cbcs-branded-content-push/
https://www.theglobeandmail.com/arts/article-current-former-cbc-employees-condemn-corporations-branded-content/

“The CRTC is denying Canadians their right to a fair process,” added Maureen Brosnahan, former
senior national correspondent for CBC News. “We are asking the Minister of Canadian Heritage to
intervene to ensure that Canadians’ concerns about CBC’s secretive advertising practices are heard.”

In another move in the fight against Tandem, the revealed today it

has obtained a “leaked recording” of remarks made by CBC CEO Catherine Tait to an online town hall
with employees, in which Tait says advertising “makes us stronger”.
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https://friends.ca/campaigns/tandem-must-be-cancelled/

2. Article The Globe and Mail, « Hundreds of CBC staff sign open letter against
broadcaster’s paid-content plans », Simon Houpt, 9 décembre 2020

Hundreds of CBC staff sign open letter
against broadcaster’s paid-content plans

SIMOMN HOUPT

e e e B T

Maore than soo current and former
CBC staff are appeallng directly to
the Capadian public to press the
corporation to stop selling the
rype of advertizing that is known
as paid content, releasing anopen
letter on Wednesday that calls the
activity “insidiows"™ and savs it
“makes a mockery” of CBC's jour-
nalistic reputation.

“In anera of ‘fake news, where
misinformation is already rife, it
undermines trust, That is danger-
ous,” the letter says,

The lerter - and anew website -
mark the first time current em-
ployees have taken a public stand
on the issue, which has roiled the
public broadcaster since it un-
veiled plans in September to
pump up its sales of the contro-
versial form of advertisiig.

“Our job is o cover the news,
not be the news, But today we are
crossing that line to appeal for
viour help,” the letter reads, “CBC
is uslng its resources (o help ad-
vertisers trick Canadians.”

Signatories include dozens of
the network’s top on-air talent,
among them Anna Maria Tre-
montl, Michael Enright, Bob
McKeown, Gillian Findlay, Mark
Kelley, Carod Off, Katie Nicholson
and Nahlah Ayed.

On Monday, dozens of former
staff, including Adrienne Clar-
kson, former Fifth Estate bost Lin-
den Maclntyre and the former ed-
itor-in-chief Tony Burman, sent a
letter to Minister of Canadian Her-
itage Steven Guilbeault asking
him to order the Canadian Radio-

television and Telecommunica-
tions Commission to investigate
the CBC's paid-content activities,

In going public with their con-
cems, some current emplovees
have old The Clobe anad Mail they
fear censure under the corpora-
tion's Journalistic Standards and
Practices guidelines (the ]3P},
which state: "CBC journalisis do
not express their own personal
opltlon because it affects the per-
cephion of mpartiality and could
affect an open and honest explo-
ration of an issue”™ The JSP also
notes emplovees' obligation to
“miaintain professional decorum
and strive to do nothing that
could bring CBC into disrepute”

But in pushing back against the
paid-content plan, the journalists
are also pointing to the J5F tobol-
ster thelr case. It states: “Ads
should be deady defined in ap-
pearance and placement so that
the public does not confuse them
with CBC news content.”

Paid content, als¢ known as
sponsored content, is advertising
that is designed to mimic regular
editorial coverage. Its use stretch-
es back decades. bur it has be-
come maore sophisticated in re-
cent vears, and it is now common
and used by outlets including The
Globe, The New York Times and
the BBC. But itz growth has
prompted concerns that the pab-
lic is being hoodwinked by sales
pitches that appear to be objec-
tive journalismm.

CBC/Radio-Canada had been
selling paid content since 2oz,
but when it unveiled plans in Sep-
tember o increaze such activities
under a new initative called Tan-
dem, hundreds of former staff ob-

jected, zaying it put the broadcast-
er's reputation indanger. The CBC
announced it would temporarily
halt accepting new contracts
while it studied the objections.

Last Thursday, CBC/Radio-
Canada president Catherine Tait
and the senior management of
the English-language news servic-
es held a town hall with current
staff announcing nine new“guard
rails" that they said would ensure
lines between editorial and adver-
tising were not blurred.

Staff were mot satisfied,
prompting them to step up their
dissenl. The open letter released
Wednesday says: “We have ap-
pealed to CBC management and
the Board of Directors to end CBC
Tandem, Apparently they still be-
lieve the money they will eamn
from pasd content i3 worth the
damage to our credibility. we do
not"”

In last week's town hall, Barba-
ra Williams, the CBC™S executive
vice-president of English-lan-
guage services, told staff that
changes in the advertising land-
scape meant “we have todo [paid
comtent]” because marketers are
looking to buy “a suite” of ads
rather than restrict their presence
o traditional wo-second TV com-

&,

Manyofthe CBCs paid-content
activities are ted in to its enter-
tainment or lifestyle program-
ming. Last winter, the broadcase-
er's cooking show Fridge Wars fea-
tured the use ofappliances manu-
factured by the sponsor
Whirlpeol Canada. As part of the
company’s sponsorship, the life-
style section of the CRC's website
carricd an article about how

Whirlpool's “smart appliances™
could come in handy for busy
home cooks. The article was la-
belled “Sponszor Content,” and, in
the place of a byline, carried the
Whirlpool logo.

During the town hall, Mz, Wil-
liarms told staff one of the new
“guard rails™ stipulates “there will
be no CBC ar Radio-Canada jour-
nalists or hosts involved in the
creation or the presentation of
branded content in any way"”
However, one of the paid-content
executions the broadcaster tout-
ed as part of the Tandem roll-cut
in September, a six-part podcast
about Athabasca University, was
hosted by a eo-host amd creator of
the CBC podcast The Secret Life of
Canada.

Ms. Tait told staff that the CBC's
branded-content activities bring
in revenue that supports about
300 jobs - implying tens of mil-
lions of dollars - and appealed to
them to keep thelt conversation
in-house rather than airing the is-
sue it public "when we have 20
many people - call them the ‘de-
funders,” or call them the haters,’
or call them what you will - who
would like fo see our services
trirmmed, the scope of our activ-
ities cut.”

She said that she welcomes “an
ongoling and robust conversation,
but let's have that conversation
topether as colleagues and if | dare
543, a5 a family, rather than in the
streets. Because in the public
square we Invite a lot of other
noise, and I'm not sure that it's
that productive. And I'm not sure
that it contributes to the overall
well-being of our crganization™

A copy of the town hall was
shared with The Globe.
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3. Article La Presse Plus, « Des journalistes dénoncent leur employeur », Louise
Leduc, 10 décembre 2020

ARTS ET ETRE

DES JOURNALISTES DENONCENT LEUR

EMPLOYEUR

LOUISE LEDUC
LA PRESSE

[Dans une rare moniée au créneaun,
quelgque 500 artisans de Radio-Canada
et de la CBC - notamment des
journalistes et des producleurs -
dénoncent par lettre leur employeur
pour ce quils estiment étre de la «
publicité déguisée ».

Les  signataires en  ont  plus
pricisément  contre  Tandem, la
nouvelle division marketing de
Radio-Canada/CBC  qui vend des
balados, des vidéos et dautres types
de contenus. 1l s'agit de publicités,
mais qui, aux yeux des signataires,
sont  présentées sous une  facture
beaucoup frop  semblable  aupx
reportages journalistigues sur des
plateformes de Radie-Canada/CBC,

w Cest insidicux, s'insurgent les
auteurs de Ia lettre. Ce ne sont pas des
nouvelles. Clest de la publicité qua
prétend étre de Iinformation, »

A une époque « marquée par la
désinformation », cette confusion des
genres « doit cesser », protestent-ils.

Farmi eux se trouvent d'anciens
employés comme Alain Saulnier, qui
a été divecteur de linformation de
Radio-Canada, Raymond Saint-Plerre,
ancien cotrespondant & Moscou, et
des employés actuels (certains du
Canada anglais, on la contestation a
COmence).

Kim Trynacity, présidente de la
Cuilde canadienne des médias a
Radio-Canada/CBC, tient & préciser
d'emblée que le syndicat convient
parfaitement que « la publicité fait

artie intégrante du financement pour

e diffuseur public ». « Mous estimans
cependant gque le service Tandem va
trop loin. »

DES BALISES JUGEES
INSUFFISANTES

Devant la grogne, la direction de
Radin-CmadafC@_‘ a mis en place de
nouvelles balises, La direction nous a
fransmis  ses  commentaires  par
courriel. [l est de fait « impératif que
CBC/Radio-Canada  protége son
intégrité journalistique et quil n'y ait
pas de confusion entre ce qui relive
de la publicité et ce qui releve de
Finformation, a écrit le porte-parole
Leon Mar. C'est exacterment pour cela
que nous avons des lignes directrices
strickes pour assurer cette séparation
bien distincte et identifier clairement
le contenu de margue ».

La Guilde, qui est en train d'éuodier
les nowvelles balises, estime qu'= &
premitre voe, elles ne semblent pas
suffisantes », note la présidente Kim
Trynacity.

Du coté du Syndicat des employés
de Radio-Canada a Québec et a
Meoncton, on n'a pas encore pris
ition, explique son  président
rre Tousignani, « parce que nous
ne représentons pas seulement des
journalistes, mais aussi des employés
ui ont participé 4 la création de
andem ».

A titre rsonmel, A&  titre de

journaliste, M. Tousignant singuitte
de cette « confusion des genres qui
risque de porter atteinte A4 la
credibilité de Radio-Canada et du
travail journalistique ».

Le débat en cours n'est pas propre i
Radio-Canada.  Parce que  de
nombreux médias d'ici et d'aillewrs

einent & trouver des revenus, la
acom dont est présentée la publicibé
[tmd:iti.onnel]t:rncnt bien distincte de
Finformation journalistique) donne
souvent liew a des discussions entre
les journalistes et les employeurs,

Fr autres exemples de publicibés
nouveau genre, le quotidien frangais
Le Monde présente sur son site
internet des « contenus Sponsorisés »
identifies comme tels, avec une
typographie légérement différente des
articles journalistiques. Mercredi, 'un
de ces « contenus sponsonses » faisait
état du fait gue le prince Harry
remettrail en question son mariage
aver Meghan Markle,

C'est en cliquant sur 'hyperlien que
le lecteur constatait clarement que
l'article en question n'était pas écrit
par un juumaliﬁt? du Monde, mais

u'il étmt publié sur le site internet

"un tiers.
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4. Site Stop Paid Content on CBC

pntent on CBC

e integrity of CB

News must not be
sale.

Read Our Open Letter

Standing up against an
unprecedented threat.

Respected journalists speak out: watch

Media Requests Yy D

“Stop Paid Content on CBC” is a determined effort
by CBC journalists past and present to protect the
integrity of CBC journalism from ads disguised as
news. “Paid content” undermines the trust and
confidence Canadians have placed in CBC News for

almost 80 years.

Media across Canada are covering this

important story.

“The current uprising of journalists at the CBC is a remarkable phenomenon
and an indication that something vital is at stake.”

— Kelly Crowe, former CBC journalist. Toronto Star, Nov. 2, 2020

Check out the headlines
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J. Articles concernant la réponse du CRTC a la contestation de TANDEM et sur le
climat interne de CBC/Radio-Canada.

CONTEXTE

Le CRTC a accepté d’aborder le service Tandem dans le cadre du renouvellement des licences de
CBC/Radio-Canada. Le groupe d’anciens employés pourra témoigner lors des audiences publiques. Liden
Maclntyre, ancienne présentatrice de I'émission The Fifth Estate sur CBC, décrit le climat de « guerre
civile » au sein de la CBC causé par la controverse du service TANDEM.

e J.1. Article National Post, « CRTC allows question on CBC’s Tandem », Christopher Nardi, 11
décembre

e J.2. Article The Globe and Mail, « A civil war is erupting at the CBC », Linden Maclintyre, 11
décembre 2020

1. Article National Post, « CRTC allows question on CBC’s Tandem », Christopher
Nardi, 11 décembre 2020

(RTCallows
questions
on (B(s

Tandem

BRANDED CONTENT

CHRISTOPHER NARDI

OTTAWA + Canada’s broad-
casting regulator says it will
allow questions on CBC's
new branded content div-
ision during regulatory
hearings scheduled for next
maonth, but stopped short of
saying it would investigate
the issne specifically.

“This is excellent news.
We're delighted that the
issue has now reached the
level where the Canadian
Radio-television and Tele-
communications Commis-
sion has to acknowledge it”
commented Jeffrey Dvorkin,
former managing editor of
CHC Radio.

Dworkin is one of many
current and former CEC and
Société Radio-Canada (SRC)

emplovees, as well as pub-
lic broadeasting advocates,
pushing to get the CRTC
to "investigate™ the public
broadeaster’s new contro-
versial branded content div-
ision, Tamdem.

They wanted the study
to be done as part of hear-
ings for the renewal of CBC/
Radio-Canada’s broadeast-
ing license slated to begin
next month. Critics com-
plain that Tandem, which
was initially announced last
September, was not part of
the broadeaster’s original
licence repewal application
earlier in 2019,

Eranded content is an ad-
vertisement designed to ap-
pear in & style very similar to
editorial content produced
by a media outlet. Itis gener-
ally identified as “paid con-
tent” or "sponsored content”
and has existed for years in
private media such as Na-
tional Post, the Globe and
Mail and New York Times,

On Thursday, the CRTC's
Secretary General Clande
Doucet published a note
partially acquiescing to ad-
vocates' demands. In short,
he said groups already slated
ko intervene during the hear-
ings would be allowed to
make oral and written argu-
ments about Tandem and
branded content.

Of course, the Crown

corporation would also be
allowed to reply to com-
ments on Tandem, and the
Commission “may choose to
question the CBC/SRC fur-
ther at the oral phase of the
public hearing™

Advoecacy group Friends
of Canadian Broadeasting al-
so applaunded the CRTC' de-
cision, saying it would allow
the group to better address
the “aggressive pursuit to
commercialize CBC digital
platforms.”

“We will now be adding
Tandem to the list of un-
savoury measures that CBC
management is pursuing
to chase profit. We want to
keep the CBC as a public
good, and that means scrap-
ping Tandem,” said executive
director Daniel Bernhard,

A CBC spokesperzon
declined to comment the
CRTC's decision.

In response to initial
backlash at Tandem's launch
in September, CEC execu-
tives suspended the project
before launching it again last
week with nine new "guide-
lines” it says will better dis-
tinguish branded content
from news,

But that has not quelled
critics” concerns, and pres-
sure has been mounting
against the public broadeast-
er.

National Post
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2. Article The Globe and Mail, « A civil war is erupting at the CBC », Linden
Macintyre, 11 décembre 2020

A civil war is erupting at the CBC

The public broadcaster's
plan to ‘leverage’

the credibility of its
journalism for money
crosses an ethical red line

LIMDEN MacINTYRE

iﬁmm{)m

Former host of the CBCS The Fifth
Estate

ryghere is a stuggle under

way within the Canadian

Eroadcasting Corp., and It's
becoming perilous 1o careers amd
to personal and professional re-
latiomships - as well az, in the
end, the future of the public
broadeaster.

It’s become a struggle for the
soul of a venerable public insti-
tuticn, Hundreds of emplovess
and ex-employees are at war
with their former supervisors,
bosses, thelr employer, even
friends on an issue that, if un-
checked, could compromise the
corporation's journalistic credi-
hility - a priceless asset, nurtured
and financed by many genera-
tions of Canadians.

For as Lot as [ can remember,
there has been debate about
how o pay the bills for as daunt-
ing an enterprise as operating
the CBC.

FPublic funding has always
been nconsistent and vulnera-
ble, which makes the corpora-
tion hard to manage, Politicians,
who control the public purse,

seem o like the CBC only when
it makes them feel good, The so-
lution has been a mix of public
money and commercial revenue,
It has never been easy, and it has
never been enough,

Commercial  advertizing on
CBC Television has been conten-
tious from the outset. Why the
need for ads when there is public
funding? But the curent uproar
goes far deeper than a debate
about the legitimacy of advertis-
ing in a public-service meadium.

It started when the corpora-
tich croesed what many jourmal-
ists consider an ethical red line:
moving well beyond old-fash-
ioned advertising into a money-
making =scheme called spon-
sofed content. Such content al-
lows clients to pay the corpora-
rion to run commercial propa-
ganda that might easlly be
mistaken for objective Informa-
tion, even joumalism. To expli-
citly declare upfront the rue na-
ture of the sc-called “branded
content” would defeat the pur-
pose of the sponsorship - and
thereln les the peril of decep-
tion, deliberate or otherwise,

To make this bad idea worse, a
CBC initiative called Tandem -
anather word for partnership -
was explicitly deslgmed o “lev-
erage the credibility of owr net-
work," according to a CBC press
releasze, & notion that was bound
to ralse hackles in a profession
that has radidonally demanded
unguestiomed independence
from the business side of media

Thie venture into this grey area
has generated more passion in
the ranks than any issue | recall
from my 38 years working for the

CBC. More than soo employees
of past and present have signed a
petition to stop the project be-
fore the “leveraging” of the jour-
nalistic prestige of the CBC does
fatal damage to the npegrity that
now seems o be a selling polnt
for the commercial marketplace.

Top management - shocked
by the passions of reporters in-
cluding many of its most familiar
personalities, plus two past pres-
idents of the CRBC - seemed to
make some significant conces-
sions. Mo journalizts will be re-
quired to prostitute themselves,
they said. Efforts will be made to
prevent confusion about what is
journalism and what is propa-

Bur the project will go ahead.
The corporation needs the mon-
ey. That the federal government
has recently been urged by an
advisory panel to make the CBC
“a public media institution with
a singular focus en serving the
public rather than a commerelal
purpoge™ - in short, an ad-free
zone - eems not to be of reas-
surance to corporation manage-
meEnk.

Appeals to the CBC's board of
directors  have been ignored.
While calling for submissions
leading up o the CBCs licence
renewal in 2oz, the Canadian
Radio-television and Tebeoom-
munications Commission
brushed aside the prncipled
concerns of CBC journalists who
asked for a hearing on the Tan-
dem issue,

It seems that, among the man-
darins in Ottawa, there is a not-
unreasonable expectation thar
the disgruntlement of journaliscs

will inevitably fade away, like
most of the controversies we re-
HOEL O,

The responses from senior
CBC managers during this upris-
ing have been, at best, paternal-
istic. The offer of superficial con-
cessions, In the absence of any
willingness to back away from a
bad idea that is the antithesis of
journalism,  inevitably  boils
down to condescension

Mo matter what the CBC
might do to mitigate the peril of
confusion in the minds of view-
ers, listeners and online readers
about what s information amd
what % commetce, the journal-
ists are left to grapple with Tan-
dem’s admitted goal of “leverag-
ing our network's credibility” for
MHEFCENATY Deasons,

The credibility of “our net-
work™ 8 embedded in “our”
journalism.

For many, the Tandem project
raises the unfortunate if unin-
tended spectacle of parents lev-
eragitig virtue for a ransaction
that will, in the long run, mortify
the family,

The CBC will be diminished by
this project. Indeed, anyvthing
that threatens to tarnish the rep-
utation of its journalism will on-
ly erde the rationale for contin-
uing an expensive but essential
public service for a scattered

population in a vast geography.
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K. Article National Post, « CBC Watch: Even its own people think the swollen
public broadcaster has gone too far this time », National Post Comment, 10
décembre 2020

CBC Watch: Even its own people think
the swollen public broadcaster has gone
too far this time

The controversy over a branded-content plan shows that the CBC is trying to be too
many things to too many people

Author of the article:

National Post

Publishing date:

Dec 10, 2020 « Last Updated 1 day ago « 4 minute read

Who’s watching the CBC? Not too many Canadians, going by ratings. But someone has to
keep an eye on what antics our publicly funded broadcaster gets up to. That’s why the
National Post is reviving CBC Watch, an occasional feature, and long-time reader
Javourite.

The CBC just can’t catch a break. Here it is, with thousands of employees rising every morning to implement
its ambitious mandate, spending billions of dollars to “be predominantly and distinctly Canadian,” striving
“to be equivalent quality in French and English,” etc. Then along comes a Sen. Leo Housakos with some
sobering second thought, claiming that all this effort is actually a “make work project.”

Housakos’ remarks last Wednesday were in reaction to the precipitous drop in CBC’s TV ad revenue — 19
per cent over a six-month period this year. For a normal enterprise, this would be a wake-up call, a signal
that something was seriously amiss, requiring real action. Mothercorp’s CEO has stated that a “financial
contingency plan” has been implemented, so stay tuned.

Whether the plan will meaningfully shrink CBC’s massive footprint remains to be seen. Thus far, its
“business model” has amounted to being all things to all people. This can be challenging, even for CBC, and
of course expensive.

With modern media content so varied and ubiquitous, it’s fair to ask how much of it — if any — CBC should
be providing. There are after all so many privately owned Canadian options. In answer to this question, CBC
seemingly wants to do everything.

So if there’s a local a.m. “wake up” or “drive home” show, there has to be a CBC one. Three local, private TV
weathermen are not enough. There has to be another one from CBC, waving at the weather map in a
distinctively Canadian way. Is the private traffic helicopter not sufficiently Canadian? What about the ads
for erectile dysfunction treatments?

And in terms of new media, CBC clearly hasn’t met one it doesn’t like. One look at its website reveals this.
Like an old, soft onion, you can peel back layer after layer revealing one swollen service after another.

31



Want to start a podcast? Too bad for the young kid in her basement trying to create and monetize content,
building viewership, while living from one small Patreon donation to the next. CBC can deploy a creative
SWAT team to crush her like a bug. At last count, CBC had over 100 podcasts and brags of 19 million
downloads a month. One is called “This is not a Drake Podcast.” Apparently, it’s not about Drake.

Watch out satellite radio; CBC is there, “on demand.” Even making a playlist may be a waste of time because
the CBC has already done it for you. CBC Listen has scores of genres at your fingertips

And if you're tired of Netflix, there is always CBC Gem. Its basic content is free, or you can upgrade to
“premium” for $4.99 per month. Of course, this is what might be called “government-free,” not “free-free.”
Only government could call something that costs $1.3 billion per year “free.”

If you're in advertising or marketing — beware. CBC just revived plans to provide comprehensive branding
and marketing services. CBC Tandem is to be CBC’s “media solutions branded content service.” It purports
to “combine your brand’s subject expertise with our credibility and experience in digital, audio and TV
production to create intelligently designed multi-platform branded content.” In other words, the CBC brass

are leveraging a taxpayer-funded corporation to compete with private agencies.

Ironically, the rollout of Tandem was delayed due to concerns expressed by Mothercorp’s unions. They are
apparently worried that the new service could “impact CBC’s work and reputation,” and want unambiguous
“separation of news and commercial interests.” Even CBC luminaries like Peter Mansbridge, Linden
Maclntyre and Gillian Findlay, as well as vice-regal alum Adrienne Clarkson, have expressed “grave
concerns” about Tandem’s launch.

When the rollout was paused a CBC spokesman was quoted as saying that this was simply the CBC living up
to the promise of “getting it right.” Now it appears that the effort will proceed, warts and all. In a news
release Thursday, the corporation stated that “the public’s trust is (its) most precious asset.” It pledged to
“ensure ... no confusion among the public between ... journalism and commercial advertising on (its)
platforms.” Well, we can all rest easy now, except perhaps you people in the ad biz — you get to be undercut
by your own tax dollars.

CBC is clearly trying to do more with more, and even this analysis only begins to describe its ambitious
reach. But to what end? A case can be made for subsidizing innovation, despite the obvious dilemma of
picking winners and losers. CBC’s plan appears to be the opposite of fostering innovation. It seems primarily
to involve observing new trends, trails blazed by innovators, then using tax dollars to compete with them
and put them out of business. To be fair, even the cloth-eared dirigistes in the Trudeau government have
clued into this. But no surprise, their solution has been to throw around even more tax dollars, this time at
private media.

There are many calls these days for “resets” and grand, visionary government. Grand visions are rarely in
short supply when there is generous access to public funds. Well, let’s contemplate a new one for public
broadcasting.

As CBC was created (as the CRBC) in 1932, how about “zero by ’32”? That has a certain ring to it. Rather
than have the state broadcaster expand into every new niche industry creates, only to use our taxes to
smother the innovators, how about the opposite? Let freedom reign.

National Post

32



L. Article The Globe and Mail, « It’s not a civil war that threatens the CBC. It’s
complacency », Konrad Yakabuski, 12 décembre 2020

[t’s not a civil war that threatens the CBC. It's complacency

HONRAD
YAKABUSKI

B crion

ig in the throes of a civil war,

This Is a fight between the
goad and the grubby - between
those risking their careers to pro-
tect the CBC's soul and those who
would sell it on a whim in ex
change for Incremental digital ad-
vertizing dollars. The very surviv-
al of a cherished national institu-
tion is at stake. Whose side are
VU on?

You might think this sounds
like the plot for a CBC pilot that
aims 1o check off as many Cana-
dian-content boxes as possible,
no matter how big of a stretch. In
truth, the above describes the
real-life drama playing out within
the walls of the public broadcast-
er aver a decision by senlor exec-
utives to accelerate a push into
pabd content on its digital plac-
furms.

More than soo current and for-
mer CBC staffers, including on-air
joumalists Carol OFf and Gillian
Findlay, have signed an open let-
ter calling on Canadians to stand
with them as they put pressure
of management 10 abandon an
“insidious” initiative that “makes
a mockery™ of the heoadcasters
hard-won reputation for journal-
istic integrity, They argue that
Camadlans could confuse the paid
content on CBC websites and
poddeasts with its journalistic of-

C anada’s public broadcaster

ferings,

“We have appealed to CBC
management and the board of di-
rectors to end ‘pald content' and
Tandemn,” the letter says, referring
to the name of the digital adver-
tising Initiative. “Apparently they
still believe the money o be
carned is worth the damage o
our credibilicy, We do not”

Exhibit A in this affair consists
of an article on Whirlpools
“smmart appliances”™ that appeared
in the life section of the broad-
caster's websile while the ap-
pliance manufacturer served as
the main sponsar of Fridge Wars,
This show ran on the CEC's main
nerworl earlier this vear and can
currently be streamed online.

CBC president Catherine Tail
and the board of directors
thought they addressed the con-
cerns of disgruntled employees
last month when they estab-
lished strict parameters for Tan-
dem. They insistad paid content
will nat be allowed on other CRC
platforms, such as television or
radic, and that “branded content
will not appeir on national news
digital pages™

There are good reasons fo
wirry abaut the lengths to whiich
CBC management scems willing
to go o bring in ad dollars as it
seehs to sustaln a bloated organi-
zational structure and compete
with popular private broadcast-
ers. But it is not the journalistic
integrity of CBC news program-
mming that Is threatened by initia-
tives such as Tandem.

Indeed, Canadians should waor-

ry & kot less about a CEC that runs
online paid content in connec-
tion with a show such as Fridge
Wars than a CBC that runs a show
such as Fridge Wors in the first
place. CBC promotional material
describes it as a show that “pits
two top Canadian chefs against
one another with a challenge to
create extraordinary meals using
only the ingredients taken from
the ordinary fridges of Canadlan
families™

Enough said,

Yel, Fridge Wars, like Family
Feud Canada, demonstrates the
CRBC's continued slide into irrele-
vance, The CBC dechkded long ago
that Canadians do not want o be
challenged and that all program-
ming must be kepr light and
breezy. Wot that this dumbing
down has made the CBC a ratings
success, not a zingle CBC show
made the weekly Top 2o pro-
grams in October or November,
according to Numeris.

Ag for the Idea thar the CBC is
an incubator for Canadian talent,
thebest domestic-made dramatic
programming & not 1o be found
on the public broadcaster. CTVs
Cardinal and Transplant are just
rwi examples of how the CBC s
consistently outdone in this de-
partment,

As for CBC news programming,
management's first reflex when
the COVIDFg pandemic hit was
ter cancel lacal news broadeasts to
save money. It was forced to rein-
state them when an upeocar en-
sued. But the incident spake vol-
umes about the broadcaster's pri-

orities,

With  annual  government
funding of $1.2-billion and more
than Ssoo-million mainly from
advertising and subscriber fees,
the CEC has vastly more news-
garthering resources than any oth-
er media organization in Canada.
¥et, The National, arguably the
most esteemed news franchise in
Canadian broadcasting  history,
has been reduced 1o a mixture of
service  journalism, politically
correct drivel and the awkward
banter of its mismatched hosts,

Heritage Minister Steven Guil-
beault copped out last month in
tabling long-awaited amend-
ments to the Broadcasting Act
that left the CBCe mandate un-
touched. This gives CBC top brass
esgentially free rein to interpret
the mandate to *inform, enlight-
en and entertain” Canadians as
they see fit, with likely the same
embarrassing results.

When was the last time you
were enlightensd by anything
you watched on the CBC, The Na-
ture of Things excepted? Tt s not 2
civil war that threatens the CBC. 1t
is the complacency of the people
wha mn it Their political owver-
lords seem Lo prefer it that way.
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M. Article CourrierLaval.com, « Radio-Canada invitée a respecter son mandat », 13
décembre 2020

Radio-Canada invitée a respecter son mandat

Reédaction Laval

Un sondage Léger révéle que 78% des Québécoises et des Québécois sont favorables i la
complémentarité des chaines de télévision publiques et privées.

Mandaté par le Groupe TVA, I"étude survient 4 la suite du dépdt du projet de loi visant 8 moderniser
la Loi sur la radiodiffusion.

[Dans cette optique d"une complémentarité des mandats pour U'intérét public, plus de 50% des
OQuébécoises et des Québéeois sont d’avis que les chaines publiques de Radio-Canada et de CBC
doivent diffuser plus de documentaires, de journalisme d'enquéte, de nouvelles locales et
internationales et de productions québécoises et canadiennes que leurs homologues au prive,

Contenu payant

Lautre constat du sondage est que I"offre de contenus payants est jugée inacceptable par la population
du Quéhec.

Effectivement, 93% des personnes sondées considérent que CBC/Radio-Canada devrait étre totalement
transparente sur la gestion financidre de ses activités et "utilisation des fonds publics.

C’est également 74% des personnes sondées trouvent inacceptable que la chaine publique financé par
I"Etat, Radio-Canada, offre du contenu payant réservé aux abonnés via son service Tow.tv Extra.

«ll est fondamental que les diffuseurs publics et privés apportent une contribution distincte et
complémentaire afin de continuer 4 innover et de préserver I’auditoire québécois, a mentionné France
Lauziére, présidente et chef de la direction de Groupe TV A et chef du contenu de Québecor Contenu,
via communiqué. [l est done important de traiter de cette question et d’agir sans délai, au bénéfice de
notre systéme de radiodiffusion et des téléspectateurs d'ici.y

A la lumigre de ce sondage, Québecor est d’avis que CBC/Radio-Canada doit mettre fin a ses pratiques
anticoncurrentielles, telles que le dumping publicitaire, la surenchére en acquisition de contenus et son

nouveau service de marketing de contenu aux visées commerciales, Tandem.

Dés le 11 janvier 2021, le Conseil de la radiodiffusion et des télécommunications canadiennes (CRTC)
tiendra des audiences sur le renouvellement des licences de CBC/Radio-Canada, (C.R.)
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PE|. senator

to push for ban
of (BCumbrella

ITIS ADRIFT

Bill amendments

would ‘prevent’
new content

Carstornes Narpi

OTTAWA » Irked by re-
cent decizsions by CBC/
Radio-Canada management,
a Canadian senator plans to
push for legislative changes
that would ban the use of
branded content by the pub-
lic broadeaster.

Prince Edward Island
Senator Percy Downe is
frustrated. Since the begin-
ning of the pandemic, the
veteran parliamentarian has
seen CBC management cut
some local dinnertime news
broadeasts, and then an-
nounee a controversial new
plan for a4 branded content
division starting this fall.

“I certainly get & sense
that the CBEC is adrift,” the
senator explained. “The use
of branded content creates
the impression that although
CRBC can’t be bought and
paid for, they certainly can
e rented

“And at the beginning
of the pandemie, they an-

nouneed the local TV news-
cast would be cancelled all
across Canada. It's amazing
decision.” he added. “In this
case, it really was & case of
life and death."

Downe says he will be
proposing a series of amend-
ments to Bill C-10, which
the Liberals proposed last
month to update the laws
governing broadeasting and
the powers given to the in-
dustry's regulator, when it
arrives in the Senate early
next vear.

The senator says the chan-
ges he will push would “pre-
vent” both the use of spon-
sored content by the public
hroadcaster, as well as any
future cancellations of local
suppertime newscasts in the
future.

“It's a Crown corporation,
S0 Wi can anticipate and ex-
pect a certain level of service,
And then thats not there,
then look to the government
to fix it" said the senator, es-
pecially “given the substan-
tial funding CEC received
from Canadians”

CBC/Radio-Canada
management has come
under inereasing fire recent-
Iy from staff (both current
and former) and critics since
it announced a new adver-
tisement division focused on
branded (or sponsored) con-
tent called Tandem.

Branded content is an

advertisement that is pre-
sented similarly to regular
editorial content.

It iz generally identified
as “paid” or "sponsored
content™ and is increasing-
ly popular in private media
such as National Post, the
Globe and Mail and the New
York Times.

CBC and Radio-Canada
management have argued
that a pivot to branded con-
tent is necessary because of
“huge financial pressures”
cansed by the significant
drop in advertisement rev-
emie in the media industry.

They've also touted new
“guidelines” for Tandem put
in place since an initial up-
roar in September that they
say “strengthen and clarify
the boundaries between our
journalistic content and ad-
vertising."

But opponents to Tandem
say such advertisement,
which they've described as
“incredibly insidious” and
“nnsavonry,” have no place
in a public broadecaster who
receives over $1.2 billlon in
public funding every year,

In an open letter pub-
lished online last week, a
group of ever 500 current
and former CBC/ Radio-Can-
ada staff urged management
to abandon any plans to pur-
sue branded content.

“Its purpose is to sell cor-

ALTHOUGH
CBCCAN'T BE
BOUGHT AND

PAID FOR, THEY
CERTAINLY
CAN BE
RENTED.

porations the opportunity to
disguise their advertising as
our journalism. CBC is using
its resources to help adver-
tisers trick Canadians. They
call what they produce ‘paid
content” And it's insidious,”
the letter reads. “We believe
strongly it must stop.”

A petition posted online
by advocacy group Friends
of Public Broadcasting
against CBC's Tandem had
also accumulated over
15,000 signatures as of late
last week.

In response to repeat-
ed demands by eritics of
Tandem, the Canadian
Radio-television and Tele-
communications Commis-
ston (CRTC) also announced
last Friday it would allow
questions on CBC's new
branded content division
during regulatory hearings
scheduled for next month.

National Post
enardi @ postmedia.com.

N. Article National Post, « P.E.l. senator to push for ban of CBC umbrella »,
Christopher Nardi, 15 décembre 2020
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O. Article Le Journal de Montréal,

Fournier, 17 décembre 2020

GUY
FOURNIER

Le féderal court
apres sa queue

Le gouvermement fédéral
B terglversd en
meatiéie deé radlodiffusion &t
da télécommunilcation gu'll
m'arrive plus b ratiraper son
retard.

L= e b G20 qqui ik
mselire sous i Boalelie du CETT
Lo 124 gorvices par condour-
rietset (Mot DEsnay+, illlca,
Cravwe, o) cef aniara loli
d'avair foroes de ol 1 devait &
présents on &a bechara avand
I'ajournement des Cofmasunes,
Fomirse o med du nmer per un
ukcase de la Cour supréme, le
gruvernement I'a mis de oibé
F1I.I amender d'ungenoe la ko de

iide & mouEr,

L& Chsmnbre recssmencers
A ehdygar 18 B Japvier, Apnis
R BAOpiion en 3o lecturs, le
projet de kod sera ehedié par le
Comstd du patrimoine avant
de reloarner aws ﬁ'rl:léml.l:::ruli

son adopdion en e leciuane
4 S inferviendra ensuaite
avwand e la loi ne regedve B
sandion Fovale & moins que des
dlactiots nd 2alend dackeachidas
HHT'E{EDJ‘EH'
L CRTC, augael C-10 donne.

ra des pouvolra plus ddendus,
o poiarta les exirear dia ear
aia berlemnain 0 Jevrn dabopd
can gnlber Mndusirio o les peso-
ciationg avamt de fimallzer 5om
nonvel areemnal de phgles of de
pimalivds. Ce CETC & noweesn »
devrait dtre opérationnel én
iz, Peut-dlre joste en 20249,

AT 0N GUBLIE
RADD-CANADA ¥

La 1er janvier 2022, &' est 1a
lirie que & est fixde by minisire
e Flnanmes 'il-'I:IJ'h'Elll Frﬁth-llddu

ri s Reanis [l
Terigae, 8 s pars de TOCDE
nege gonl pas Enl!l:l.l'l‘.illl'-lbﬁlrﬂlil.ﬂ.
Son prddsdceasour, Bl et
pvalt déelare que MOCEE en e
viendrast & un acenrd el & Ly
fin & collbe anmiée. Pas Tacile de
iiebire 57 pavs Oeccerd. Il v a
dipie de preaces chapers qua
Tnadams: Fresland dolve ando-
ber S0 prOmEesse

i moimns deus
dubres projets die loi, 'an sur
los digoours haiseus en Hgoe e
I"mutra sur B edisandration des
mddias dont Google of Facehosk

« Le fédéral court apres sa queue »,

L= t ¥ale pst pourinng
explicibe. [ fout que be gnuvess
rezmnienl prédss e ma du
diffaseur pablic oL qu'il revaie
|2 procesdsaas de nominalion &
s #lnirnsirareurs of Ja G,
Yl recamsnsnde sacei gue
Rado-ianada se defagse el &
cinig ans de foufes =25 activibés
puhlicitaires en omenencamt par
wes domimsions de moavelles, Mais
le i ffuséur puabilic auwra bescan
i et compensannires da 4
4 5 miliona & paran!

TANDEM, ET U0 ERENTET

L= gounvernisiment &ant en
E:il.uulfi'l;:m misorilaire, jiele vals
maal aagmepter eg cradils Ohan
dEMaceur qguae les conservalesrs
E Blll_llﬂﬂllt pag darns |E1':1'£H1k|.r‘.

crise qui provnque dang e
E’z persoenel de Badic-(Cas
Lz eritnison de Tamdesn, ce
seryioe de Lt ity
ot dﬁnmpr:a;ﬂu mﬁquu le
goavernement doil abiolament
sbalwer gur les Hmiled qu'il Eual
impoEar ai dilfassur pablic

Radis-Canada dolf rendrs
compie de certaines de spe
activibes gn CRTC b chague
rennurellement de sex Boenees.
Elli= vienment i dchdance dans
groelgues mojs. Mais Kadin-Ca:
naia a B pasiee Belle an <o gui
CUNCErNe Je8 REFVIices N
rigues Cops-c ne ol assujeitis
pomr Uinsiant & aucurss obllga-
then. Rics n'emrpiche alors be
diffussar public de nous facturer
pour CBE (Giem et towby extra,
o méEme temps qu'il dépense
des millions poar oocuper de
nouvesus marchds (comme couai
des baladne), =u déiriment du
el privi

i Steven GuiThaanlt arrive b
mainer i hien 'mr:ln: dmuims.
& s aunn s i
{ﬂ:ﬂ[‘::lu Eﬂqm som nufﬂd -
ploil vaudra aw fesing cenl fois
el il A renesi on Nesdala-

rxplmibent le comden, b ménistre  dand,

Steven Gudlheanlt semble avolr
okt Badso-{anadn

Guy
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P. Article La Presse Plus, « Radio-Canada tient a Tandem et a I’extra d’ICI Tou.tv »,
Vincent Brousseau-Pouliot, 7 janvier 2021

AFFAIRES

RADIO-CANADA TIENT A TANDEM ET A L'EXTRA

DICI TOU.TV

VIMCEMNT BROLUSSEALU-POULIOT
L& PRESSE

Malgri les critiques, Radio-Canada
bent & OConsErver  son service
blicitaire de contenug de mangues
andem o son service &' abanniemendt
payant Exira d'1C] Tou.v.

Tandem, un ervice publicitaire qui
propose des balados, des vmcﬁq:l

d'aatres  types de contenus
publictaires  sur  les  plafeformes
|'I1.l|r|:'|l!rj|.]I.I|:|- de  Hadio-Camada, st

rhiculiérement crifiqué depuis
Elaus'u:u:: semaines. En Iﬂtccmhmp;:ﬂ
artlsans et ex-artisans  de  Kadio-
Canada et TBC ond demand@ son
abalition, [wvvamt le Conscil de la
radind iffiesion el s
tifoe e munications canadicmmnes
{CRTC), INorganisme Les Ammis de la
radiodiffiesion ot Chithevior
demandend  auss  Faboliion  de
Tandem [(Cuébecor demande le retrait
de la publicité & Rsdio-Canada).

CBC Badio-Canada, qui @ révise on
décembre les lignes directrices  de
Tandem. wa  pas Fintentian
d’abandonret @on service de publicité
da pimteria,

« [Ce type de publicite] fait partie de
la boite a outi que les anrEnceurs

utilsent  afonrd” Fai joindre
lie= tn!ul:-mflnah-u:.s. Mdongs c{rlﬁrmg o
genee doe publicite depuis 3016, Mous
avans i um preu surpeis par ce ok,
parce  gue doprm“ tous les
K10 TIESETH S lm fEﬁpﬁﬂl'IH
EDIB;III:HE la BBC, France Telévisions, ke
Mew York Times, The Globe and
Mail, La Presse ont accephé ce type de
ilicitg.  Les  midias ot b
leverses par la technologie, 11 v a

une  enofme  frogmentation des
auditoires. Los annonoeurs  whilisemt
done plisiears catils pour rejoindre
leur public [dond ke contena  de

ue sur le= latefonmes
l'l“l'l'hE'ﬂﬁl.IEu] =, & dit Catherine Taid,
FI e  CBC/Hadin-Canada, en
entreve aves L Predse,

Radie-Canada vt toubefois
spssurer que la distinelion sol claboe
entre le contenu journalistique et le
contenu publicitaire (Tasdem) gwer ses
plateformes I'I1.IITI.|'."|'i|:|IJ|.""a'. La sociédd
d'Etat Inelique avoir revu les lignes
directrices de Tandein e mois dernier

Poair & e adsuner,
a I faut protéger ]':il'll:ﬂ'm‘ill?
urnalistigue a CBC i anacda,

mows soonmes 100 % d'accord. Mous
avoms  des  lignes  directrices s
strictes, bequconp plas ool geankes TJI:
celled de nos collipues dare  les
midins canadiens, On aceeple gue le
diffuseur public deveait avoir des
normes plas elevies que le reste du
syshoamie, =

—  Cathering  Tait,
CHC/Rodio-Canada

PTH:  de

Le comtenu publicitaire de Tandem

réoccupe o directrice générale de
information de Badio-Canada, Loce
Tulien. o Dans |"absolw, bisn hﬂrﬁ.le je
prifirerais ne pas avolr de pablicite
de conbenu de margues, Est-ce qu'on
Ecul; baliser oo type de publicie ?
Jest a woar. Ce qui est fomdamendal,
clest quill n'y ait pas de confusion, il
faut que ce soit cladr paur L cibowen

que c'est die s publicite. [.] 1 me fout
siirtout 5 m{-langﬂ le¢ ocontenn
pournalistsque et le]  contenu

publicitaire o, a dit Mme Julien en
entrevue 3 ks radio de Badio-Cansda
1a semaine derniéne

« UN MODELE D'AFFAIRES
MIXTE »

Au coars  des ol prochaines
gemaines, Radio-Canada se prisente
devant le CETC afin que Forganisme
e plementairs ddtermine B0
conditions  de  licence  pour  les
prochaines anmdes,

Au nombre des sujels qui seronl
dibattus @ le diffuseur public peut-il
continwer o'offrir son service payant,
I"Extra d'TCT Towfv?

Cébecor demande  "abolition de
I"Extra o' ICI Towbv, prétectant que oo
srvice payant n'est pas dang e
mandat du diffuseur public. » Les
Coanadiens qui s'abonnent & Towby
Exira s¢ retrouvent & payer deux feds
le contenu [avec le financement public
de  Radi-Canadn el avee  Jeur
abonnement] « &t Quibecor au
CRTC.

Hadio-Cananda eslime au coniraire
qu'elle doit confimeer de  pouvair
offric PExtra M1 Towly - comme
elle  exploite  deja  des  chalnes
spdcialisees a la e (RD1, CBC Mews

twork, 1CT ARTY, KCI Explora),

o Mows avond loujours un modile
d'affadres  mixte [fonds publics ot
eV ENLS :nrnmun:i.lu:-:]. licyuie
Catherine Tait, PTG de CE:?Ealjln-
Canada, Mos hnmnluE;l.lrs- dans
d'autres corme  France
Telivisions =t la BBC omt tous des
revenus commercianx, Ono sail s
T que ga va continuer [les revenes
commerciaux].  om ome peut  pas
dipendre  srulement  des  fords
publics, On esaie de trouver des
Iy di %_ﬂ NEF W38 FEVEMIES
commercianx. Chague dolkar
ot pimvesti,. O one pale pas des
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actionnaires. Nes actionmaires, oest lo
public canadien. 51 on gagrme 1 % sur
un abonmement & FExtra o TCT Tow v,
cesl pour acheter encore plus de
canbenu canadien, pour e plus
de services. o

En 2018-2019, 71 % des revenus de
Radio-Canada provenasent de fonds
publics (12 milliard) et 29 %, de
revenis commerciaux (490 millions,
dont 249 millions en publicite et 124
millions en revenus dabonnement).
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MARCHE PUBLICITAIRE : DUMPING ET
CONCURRENCE DELOYALE

Q. Présentation : Saine concurrence ou pratique déloyale ?

CONTEXTE

Les diapositives ci-dessous résument les tactiques de ventes publicitaires de la Société Radio-Canada
qui seront détaillées davantage dans les prochaines pages. Elles démontrent que le diffuseur public attire
les annonceurs en se livrant a du dumping du prix de ses espaces publicitaires.

Types d'achats

COUT PAR MILLE (CPM)

Co0t pour rejoindre| mille impressions

CPM = FRR becasion X 1000

AUDITOIRE

Pour les ventes RESEAUX et les chaines
spécialisées, les ventes sont
négociées en CPM (impressions)

COUT PAR POINT (CPP)

Co0t pour rejoindre 1% de la population

couT
m= AR OCCASION
CcpPP = COTE

Pour les marchés sélectifs tels que celui
de QUEBEC, les ventes sont négociées
en CPP (PEBs)

CONFIDENTIEL
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CONFIDENTIEL

D’autres tactiques prédatrices

Ajout dinvendus Ventes de feu

auibonicatio gk a bas prix (mars-période forte demande)

Soutien de la radio
non-commerciale dans les
partenariats

Envoidinfoletires agressives Extension de paiement
et fallacieuses a 120 jours

Quelles sont les conséquences?

Pertes de revenus directs

Pertes de revenus indirects: ces tactiques ont limité nos hausses de
tarification dans le marché de Québec malgré des taux
d'occupation frés élevés (limitation du Yield)

La crise de la Covid nous a obligés a réajuster notre tarification a

la baisse a des tarifs non-rentables

Crédibilité & intégrité: I'écart de prix frop important a amené

certains clients locaux a se sentir floués
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R. Situations inhabituelles sur le marché publicitaire — 23 juillet 2020

CONTEXTE

La Société Radio-Canada s’est livrée a des pratiques de dumping sur le marché publicitaire, en offrant des escomptes totalement hors des
normes du marché a des annonceurs. Le tableau ci-dessous catalogue les multiples preuves de ces pratiques anticoncurrentielles.

CPP : Codt par point | CoQt pour rejoindre 1 % de la population
CPM : Codt par minute | Formule : (Co0t par occasion/auditoire) x 1 000

Annonceurs

CONFIDENTIEL CONFIDENTIEL CONFIDENTIEL

Comparaison CONFIDENTIEL CONFIDENTIEL CONFIDENTIEL
des offres de
Radio-Canada et
de Groupe TVA
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S. Publicité #CONFIDENTIEL# : preuve de l'offre de la Société Radio-Canada a
I’annonceur

CONTEXTE

CONFIDENTIEL

CONFIDENTIEL

42



T. Publicité #CONFIDENTIEL# :preuve de I'offre de la Société Radio-Canada a I’'annonceur

CONTEXTE

CONFIDENTIEL
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U. Publicité sur I’application OHdio

CONTEXTE

OHDIO est une application mobile de la Société Radio-Canada qui permet aux utilisateurs
d’écouter des émissions d’ICI Premiére, ICl Musigue (en direct et en rattrapage) et IClI Musique
Classique, des balados et des livres audios.

La Société Radio-Canada diffuse de la publicité sur cette application au cours d’émissions
déja diffusées a la radio et qui ne devraient pas inclure de publicités en vertu de ses conditions
de licence. La société d’Etat fait donc indirectement ce qu’elle ne devrait pas faire directement.
Le diffuseur public rivalise également avec le secteur privé pour I'obtention de droits de
diffusion des balados.

Eléments soulevés dans I'intervention de Québecor Média soumise au CRTC dans le cadre
de 'avis de consultation de radiodiffusion CRTC 2019-379-3, Renseignements additionnels
ajoutés au dossier

e Alors que les stations de radio du diffuseur public ne devraient pas vendre de la publicité
en vertu de ses conditions de licences, la SRC aurait utilisé lesdites stations en vue
d’obtenir le compte de certains annonceurs importants dans le domaine de I'événementiel,
du spectacle et du tourisme. Il est donc juste de dire que la SRC s’adonne a faire
indirectement ce qu’elle ne peut plus faire directement, et ce, en contournant la
réglementation en place.

e La SRC profite déja de son nouveau service de radio numérique OHdio pour vendre de la
publicité sur des émissions qui ont déja été diffusées sur ses stations de radio et qui ne
devraient pas inclure de la publicité en vertu des conditions de licences de la SRC.

o Atitre d’exemple, des publicités du gouvernement du Québec, d'IKEA, d’Hydro-Québec et
d’Odyssée ont été diffusées sur OHdio le 8 juillet 2020 (les enregistrements de ces
publicités seront déposés en annexe).

e La SRC fait, encore une fois, indirectement ce qu’elle ne peut pas faire directement avec
ses stations de radio, et ce, en raison des CDL auxquelles elle est assujettie depuis 2016.

e La SRC rivalise avec les autres services de radio numérique, comme QUB radio, pour
I'obtention des droits de diffusion de balados pour son service OHdio et, outre cela, ne
prend méme pas la peine de négocier les prix élevés demandés par les boites de
production pour I'obtention de ces droits, ce qui entraine forcément un déséquilibre des
prix dans le marché.

¢ Nous craignons donc que la SRC adopte des pratiques toutes aussi anticoncurrentielles
en utilisant davantage a l'avenir ses services numériques pour concurrencer les
radiodiffuseurs privés en matiére de ventes publicitaires.
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PROGRAMMATION : SURENCHERE, CONTENU
ETRANGER ET CONDITITON RESTRICTIVE

NOTE

Grace aux crédits parlementaires, la Société Radio-Canada bénéficie de revenus
considérables qui ne dépendent pas de sa rentabilité, comme radiodiffuseurs privés. Le
diffuseur public utilise ce confort financier pour faire de la surenchére et de I'acquisition de
contenus hors de son mandat (productions étrangeres).

La négociation d’ententes de diffusion étant confidentielle, 'accés aux preuves démontrant les
multiples surenchéres de la Société Radio-Canada est restreint. Cependant, au regard de
'augmentation des prix d’acquisition auquel fait face Groupe TVA, il ne fait aucun doute que
la Société Radio-Canada nuit au secteur privé.

V. Récapitulatif des émissions étrangeéres et hors mandat

CONTEXTE

La Société Radio-Canada a acheté les droits de diffusion des émissions listées ci-dessous.
Ces productions étrangéres sont a I'extérieur du mandat du diffuseur public. En diffusant de
plus en plus de productions étrangéres, la Société Radio-Canada se positionne comme un
concurrent direct des télédiffuseurs privés.

Why Women Kill. Série premium offerte sur la chaine principale et sur TOU.TV Extra.

o Normal People. Série offerte sur TOU.TV Extra

e Looking For Alaska. Série offerte sur TOU.TV Extra.

e The Twilight Zone. Série offerte sur TOU.TV Extra

o Harlots (filles de joie) Série offerte sur TOU.TV Extra.

e This is Us. Série offerte sur la chaine principale et ARTV

e The Truth About The Harry Quebert Affair. Série offerte sur la chaine principale,
TOUT.TV Extra et ARTV

e Grey’s Anatomy. Série offerte sur la chaine principale, TOU.TV et ARTV
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e Outlander. Série offerte sur la chaine principale, TOUT.TV Extra et ARTV

e Jane The Virgin. Série offerte sur TOU.TV Extra

¢ New Amsterdam. Série offerte sur TOU.TV Extra

¢ Blue Bloods. Série offerte sur TOU.TV Extra

e Rizzoli & Isles. Série offerte sur TOU.TV Extra

o Bull. Série offerte sur TOU.TV Extra

¢ Hawaii 5-0. Série offerte sur TOU.TV Extra

e Un Million de petites choses. Série offerte sur TOU.TV Extra

o Whiskey Cavalier. Série offerte sur TOU.TV Extra

e Seal Team. Série offerte sur TOU.TV Extra

e Chicago Med. Série offerte sur TOU.TV Extra

e Chicago Police. Série offerte sur TOU.TV Extra

e Supernaturel. Série offerte sur TOU.TV Extra

e Qu’est-ce qu'on a fait au Bon Dieu? et Qu’est-ce qu’on a encore fait au Bon Dieu?
#CONFIDENTIEL

W. Condition restrictive en matiere d’acquisition de contenu

#CONFIDENTIEL
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