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2013–14 ANNUAL REPORT 
FORMAL CONSULTATIONS WITH OLMCs 
CBC/RADIO-CANADA FRENCH SERVICES 

 

 

Introduction 
 

As of September 1, 2013, CBC/Radio-Canada has been required under condition of 
licence to “hold a formal consultation at least once every two years with official language 
minority communities (OLMCs) located in each of the regions of Atlantic Canada, 
Ontario, Western Canada, the North and Quebec to discuss issues that affect their 
development and vitality.  For the French-language services, the relevant regions are 
Atlantic Canada, Ontario, Western Canada and the North.  For the English-language 
services the relevant region is Quebec.  Consultations shall include independent 
producers from OLMCs.  The licensee shall report annually on consultations that took 
place that year and demonstrate how feedback from the consultations was taken into 
consideration in the Corporation’s decision making process.”  
 

This is the report for broadcast year 2013–14 for the Corporation’s French-language 
services subject to that condition of licence, namely, the radio services ICI Radio-
Canada Première and ICI Musique, and the television services ICI Radio-Canada Télé, 
ICI RDI, and ICI ARTV.  
 

A major public consultation meeting, the first official one since the new condition of 
licence came into effect, was organized by CBC/Radio-Canada and held in Edmonton 
on April 29, 2014, for the North and Western Canada regions.  A second official 
consultation was held in Sudbury for the Ontario region on October 22, 2014, and the 
summary of that meeting will be included in our next report, for broadcast year 2014–15. 
 
This initial report therefore aims to bring to light the different issues raised by the various 
participants in the official consultation of OLMCs in in the Western and Northern regions, 
and demonstrate how the Corporation’s decision-making process took into consideration 
the feedback obtained. 
  
Previous Discussion and Consultation Exercises 
 

We’d like to point out that official consultations like these are not the only opportunity for 
discussion and consultation with OLMCs regarding the Corporation’s French-language 
services.  Wishing to keep the dialogue going and strengthen its ties with the various 
organizations and associations representing Canada’s French-speaking communities, 
the Corporation set up OLMC consultation mechanisms before the condition of licence 
came into effect.  
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For example, a regional public meeting was held in Moncton in March 2013, bringing 
together about 80 representatives from various spheres of activity in New Brunswick, 
including members of the Société nationale de l’Acadie, independent producers, and the 
public.  In addition, a discussion with fifty-odd partners and representatives was 
organized in Ottawa in June 2013 as part of the annual general assembly of the 
Fédération des communautés francophones et acadienne du Canada (FCFA), and a 
meeting was held in July 2013 with managers from Radio-Canada and the Assemblée 
de la Francophonie de l’Ontario (AFO). 
 
A meeting was also organized in Windsor in September 2013, and was attended by 
about 150 Southwestern Ontarians from various circles (education, business, concerned 
Canadians, community leaders), as well as representatives of the group SOS CBEF 
Windsor.  The meeting was intended to take the pulse of the community after the 
morning show had been brought back and local newscasts had been created. 
 
Also in 2013, Radio-Canada hosted the Regions’ Panel, which included panelists from 
OLMCs.  Moreover, regional management normally participate in over 200 meetings 
across Canada each year with French-speaking communities outside Quebec, and 
programming departments maintain business communications with Canadian French 
independent producers in the rest of the country as well.  
 
Radio-Canada also consulted with the national associations (FCCF, FCFA) on several 
occasions in the wake of announcements affecting regional services, in an effort to 
share information and hear reactions. 
 
Lastly, CBC/Radio-Canada also conducted a survey of telephone interviews in 
November 2013 and March 2014, to gauge OLMC audience perceptions of Radio-
Canada’s TV and radio services’ programming.  The results of the survey, which were 
very positive by the way, are being submitted today to the CRTC with the other annual 
reports.  
 
Although this report does not concern the various consultations and discussions prior to 
the official consultation in Edmonton in April 2014, those consultations have also had an 
impact on Radio-Canada’s decision-making process.  
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1. Description of the Public Consultation Meeting in Edmonton 
 

CBC/Radio-Canada chose Western Canada for its first official Public Consultation 
Meeting because a meeting had been held in Moncton in March 2013, and another took 
place in Windsor in September 2013.  
 

Therefore, on April 8, 2014, invitations to attend the meeting were sent out to 
organizations, members of the Regions’ Panel, and independent producers in the two 
regions.  To reach the greatest number of Canadians and certain target groups, such as 
youth, a multimedia advertising campaign (TV/radio/web) was undertaken which 
included print ads in French-language weeklies in certain target markets, emails, and 
sponsored posts on Facebook up until the date of the meeting, namely, April 29.  
 

Before the Public Consultation Meeting, CBC/Radio-Canada management took 
advantage of the presence of several managers to organize an informal lunch and 
discussion with a dozen of French-speaking Alberta community leaders (including 
representatives of the Association canadienne-française de l’Alberta and the Alliance 
jeunesse et famille de l’Alberta).  A morning meeting was also held with Calgary and 
Edmonton employees, who attended by videoconference.  Radio-Canada employees 
were consulted in their capacity as broadcast artists and professionals working in and 
serving OLMCs, but also as Canadian citizens.  
 

Public Consultation Meeting Agenda 
 

Although the meeting was held at La Cité francophone d’Edmonton, the general public 
and associations from all areas of the North and Western Canada were able to take part 
via webcast in the discussion across a region covering five time zones, as shown in the 
table on the next page. 
 

The 90-minute meeting focused on the following question: “Radio-Canada today: on the 
new mediascape, how can the public broadcaster deliver outstanding programming and 
priority services for French-speaking Canadians living in linguistic minority 
communities?”  
 

During the first part of the meeting, Radio-Canada management laid the groundwork for 
the discussion and underscored various issues.  The second and main part of the 
meeting was a discussion period with Canadians.  Questions could be submitted 
beforehand by email, or asked in person or via chat during the webcast. 
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Agenda by Region (5 Time Zones) 
 

  BC / Yukon  Alberta Saskatchewan 
/ W. Nunavut 

Manitoba /  
Central Nunavut 

East 
Nunavut 

Welcome     6 p.m.      

Formal opening of 
meeting and remarks 
by senior managers 

6–6:30 p.m.  7–7:30 p.m. 7–7:30 p.m. 8–8:30 p.m.  9–9:30 
p.m. 

Discussion and 
question period 

6:30–7:30 
p.m. 

7:30–8:30 
p.m. 

7:30–8:30 p.m. 8:30–9:30 p.m.  9:30–
10:30 
p.m. 

 
Although the method used – webcasting – was identical to the one used at CBC/Radio-
Canada’s Annual Public Meeting, this meeting presented some technical challenges the 
Corporation encountered for the first time, given the size the geographical territory 
served.  Certain dilemmas inherent to this type of operation were therefore in order, but 
generally speaking, the meeting went well and the Corporation is pleased that so many 
participants attended.  
 
Communications Vehicles Used Beforehand to Promote the Event  

The Corporation undertook a multimedia advertising campaign from August 8 to 29, 
2014, to invite French speakers and Francophiles to join in the conversation.  Here are 
some examples of vehicles: 

● Email invitations and follow-up by telephone in all target markets 
● Sustained promo campaign (TV / radio / web and mobile) 
● Promotion and sponsored posts on Facebook; Twitter promo 
● Interview with senior management, promotion by radio hosts 
● Print ads in French-language weeklies (Yukon, AB, SK, MB, NWT, radio spot on 

Radio Taïga (NWT) 
● Lower-third promo on ICI Radio-Canada Télé  

 
Participation  
 
Approximately 440 people accepted CBC/Radio-Canada’s invitation, as specified in the 
Corporation news release issued the day after the consultation meeting and attached to 
this report.  Of these participants, about 15% came in person, and 85% attended via 
webcast.  Of those on-site in Edmonton, 25% attended as Canadians, and 75% were 
representing associations.  
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Interventions 
 
This PCM elicited close to 200 interventions – these were all received and read or heard 
by the Corporation.   
 
 

2. Key Issues Raised by Participants 

A number of issues and concerns were raised by participants at the meeting.  The 
following are the key issues and concerns:  
 
a) Financial pressures on the Corporation 
 

Some expressed worry about potential reductions to regional services (and 
repercussions on regional programming), given the budget announcements on April 10, 
2014, among other things.  Several participants stressed the importance of maintaining, 
and even enhancing, regional services, and lamented the elimination of the LPIF.  
 
b) Maintenance of quality regional news services  
 
There was concern over reduced regional news resources (for instance, some decried 
the increase in repeated segments on Téléjournal Saskatchewan, which led some 
participants to prefer CBC).  Some issued a reminder of the essential characteristics of a 
solid news service (credible and independent journalism).  

 

c) Presence of OLMCs across the network  
 
Despite specific consideration and sustained effort on the part of the Corporation – 
which were in fact recognized by various participants – some lamented that there was 
still too much focus across the national network on content from and dealing with the 
realities of Montreal and Quebec, in both news and general-interest programming.  
 

d) Cultural life and presence in the communities 
  
Though all participants recognized the core value of the news service and regional 
news, some reiterated that it’s important that the public broadcaster strengthen its 
presence in the community life of the various OLMCs, for instance via the arts 
community (partnerships, talent scouting, etc.).  
 

e) Development of digital offering and accessibility 
 
It’s difficult to strike a balance given that digital platforms are being adopted so rapidly.  
As a public service, CBC/Radio-Canada must adjust its offering to match evolving 
consumption habits, while also ensuring that it serves as many Canadians as possible.  
Access to bandwidth is also an issue in certain remote French-speaking regions, 
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especially in rural areas.  That said, several participants recognized the technological 
challenges of bandwidth accessibility are not the Corporation’s domain, but rather that of 
Internet service providers. 
 

f)  Audience renewal (youth) 
 

Radio-Canada constitutes an invaluable identity lever for passing on the French 
language, especially in minority situations.  Some, however, question the organization’s 
strategy for attracting new audiences. Role of digital platforms, content (general-interest 
and news), and brand affinity.  
 

g) Cultural diversity  
 
Renewal of Canada’s French-speaking population relies heavily on immigration.  As 
such, the concerns of these new audiences (some show specific interest in international 
affairs) differ slightly from those of French-speaking minority communities established in 
the regions several generations ago.  The challenge for the public broadcaster will 
therefore be to reconcile these varying expectations and deliver a vibrant and unifying 
lineup with which the various groups can identify and in which they see themselves 
reflected.   
 
f)  Coverage and presence in French across the North 

 
Some participants residing in the Northern regions would like to see more regional 
content in French (some complain that reports from certain regions in the North suggest 
there is little local content in French – or none at all). 
 
 
3. Role in CBC/Radio-Canada’s decision-making process  
 
The Corporation carefully noted the various concerns and issues raised by Canadians.  
For each issue listed above, the following are a few examples of initiatives (programming 
and organizational) to show that the Corporation has taken the feedback obtained via 
PCM into account in its decision-making process.  
 

a) Financial pressures on the Corporation 
  
CBC/Radio-Canada’s new 2020 strategic plan (A space for us all), which was set in 
motion in June 2014, clearly reaffirms the essential nature of the public broadcaster’s 
regional presence.  
 
This does, indeed, remain a priority, as the following statement from the plan shows: 
“Local service is at the heart of the public broadcaster’s role and remains a top priority 
for audiences. Local news, in particular, is prized by Canadians.  A space for us all 
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reaffirms the importance of a regional presence across the country and commits to being 
even more local than today, but at less cost.” 
 
The Corporation sees financial pressures, coupled with the explosion of digital platforms 
and shifting media consumption habits, as a perfect opportunity to rethink how the public 
broadcaster fulfills its mandate in the regions.  The goal is therefore to fully leverage the 
digital revolution to reaffirm the public broadcaster’s relevance, strengthen its presence, 
and intensify its relationship with Canadians – all over Canada – all at a lower cost.  
 
The Corporation therefore favours an approach rooted in everyday life in the 
communities – in the moment – and in faithful portrayal of specific realities unique to 
Canada’s regions, with a focus on platform complementarity.  The Corporation therefore 
intends to accelerate the transformation it began a few years ago, in an effort to get 
closer to its audiences in the regions – via mobility, among other things – and become 
more relevant, while also improving efficiency and respecting its conditions of licence.  
 
b) Maintenance of quality regional news services  
 
As mentioned previously, the 2020 plan reaffirms the public broadcaster’s desire to 
remain the leading regional news provider.  The objective is clear, yes, because it must 
be acknowledged that continuous news is immediately available on mobile platforms, 
and TV newscasts production costs are high – this has led the big public and private 
broadcasters, in Canada and abroad, to begin wondering where news formats are 
heading.  
 
The Corporation therefore plans to continue implementing its “Good morning to good 
evening” regional news strategy, which strives to be with Canadians from morning to 
night by providing local news rooted in the community, in the moment, across all 
platforms, and with due regard for each community’s personality.  Silo-busting and 
repositioning initiatives have already begun (under the theme “my city now”) based on 
the notions of proximity, interactivity, agility, and experience.  With this in mind, certain 
initiatives have been undertaken, including the following:  
 

 Talk radio, the ultimate proximity medium, constitutes a major strategic thrust.  In 
addition to the morning and drive-home blocks, in fall 2012 the Corporation 
added new noon-hour shows to provide local news updates in the major 
competitive markets.  Radio newscast production has also been regionalized.  

 
 The Corporation is continuing its regional website redesign initiative – the project 

was launched this fall with new pages for ICI Québec and ICI Ottawa-Gatineau.  
Deployment of regional editions will continue until September 2015, and they will 
adapt to all screen sizes (smartphone, iPad, etc.).  Content will be more 
effectively organized, and features will be upgraded to better foster a closer bond 
of proximity with Canadians.  
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 The Corporation is still reflecting on how best to evolve regional newscasts, and 
is mindful of the negative comments heard at the Edmonton PCM regarding the 
news segment repeat model in use on Le téléjournal Saskatchewan (2 x 30 
minutes).  

 
c)  Presence of OLMCs across the network  
 
The challenge when it comes to Canada’s French-speaking population is a formidable 
one – deliver a national lineup that speaks to all French Canadians in a context where 
85% of the population is concentrated in a single province, and the other 15% are 
spread over five time zones.  In keeping with its public broadcaster’s mandate, 
CBC/Radio-Canada gives special attention to ensuring it reflects the diversity of 
Canada’s French-speaking population. 
 
A concrete, diversified contribution  

CBC/Radio-Canada’s French Services makes a significant contribution to the reflection 
of OLMCs in its network programming.  There are many forms of reflection, as shown in 
various conditions of licence, such as the following:  
 

 Newscasts and news programming on R-C’s television and radio services must 
reflect the country's regions and official language minority communities, and 
promote respect and understanding between them. 

 
 ICI RDI must ensure that at least one-third of original programs and program 

segments broadcast by RDI each year come from the regions of the Atlantic, 
Ontario, the West, the North, and Quebec (excluding Montreal). 
 

 ICI Radio-Canada Télé must ensure that it broadcasts over the network at least 
five hours per week, based on an annual average, of Canadian programming 
from regions and that at least 6% of its independent production budget is devoted 
to content made by producers in these regions. 

 
 ICI ARTV must devote at least 20% of its original Canadian production, averaged 

over the licence term, of the annual budgets to programs produced outside 
Quebec. 

 
A new direction for TV, radio, and web news delivery 
 
The Corporation is committed to meeting all its conditions of licence each year, because 
it is well aware that French Canadians living outside Quebec would like to see 
themselves reflected more in network programming, as was evident in a number of 
comments during recent consultations.  This is why it intends to continue moving forward 
with its programming strategy, by favouring, in its news among other content, the 
Raconter le pays (“telling the country’s stories”) approach.  
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This inclusive approach, which from now on will be applied across television and radio 
platforms (ICI Radio-Canada Télé, ICI RDI, ICI Radio-Canada Première), involves 
another component: in addition to developing “local” stories to give them resonance 
across the country, the public broadcaster strives to show how national issues play out in 
the various regions of Canada.  
 
In doing so, the public broadcaster hopes to rise above the concept of “reflection” and 
take it further to become “a window”, with a view to promoting better understanding 
between the regions across Canada.  
 
Stories must shine a different and enriching regional light on a topic, and speak to all 
Canadians.  Here are some examples of programming this approach has led to: 
 

 Major multiplatform feature story on retirement in Canada: Other than the 
situation in Quebec, spotlight on Alberta, Ontario, and New Brunswick, where 
governments are taking sometimes controversial steps to find solutions.  
Series of reports presenting the diverse array of alternatives.  

 National coverage of the New Brunswick election, and spotlight on the shale 
gas issue, which has become a concern for a great number of people across 
the country. 

 In the aftermath of the debate on the Quebec Charter of Values, presentation 
of Manitoba’s chosen strategy for welcoming and integrating immigrants.  

 Environment and urban planning: special report on green rooftops in 
Vancouver.  A local phenomenon, but perhaps inspiration to Canada’s other 
urban centres?  

 La semaine verte: Report on free-market agricultural land in Saskatchewan.  
Comparison with other Canadian provinces and analysis of consequences.  

 Every Friday, on the national Téléjournal, reporters across Canada show 
viewers a little-known side to the city they live in.  

 
An appropriation exercise is underway on editorial teams across Canada.  Meetings are 
held with regional teams and news management to ensure that this new approach is 
applied by all and that they are planning to make it the core direction for their 
department.  
 
ICI Radio-Canada Première  
 
More attention is paid to enhancing the OLMCs’ presence in arts and lifestyle 
programming on talk radio.  Here are a few examples:  

 L’heure du monde provides a daily news roundup including reporters across the 
country (since August 2013). 

 Via stories that resonate nationally, Médium large looks at issues specific to 
certain regions, and regularly welcomes expert guests from outside Quebec.  
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 Each week, Culture club delves into a regional topic (with a guest artist or 
contributor), as does PM. 

 The morning show Dessine-moi un dimanche now airs across the network, 
adopting an inclusive hosting approach and developing stories with a national 
perspective. 

 Coming this holiday season: the series 24 heures à… which presents a slice of 
life in a Canadian city.  Includes stops in Victoria, Calgary, Winnipeg, and Halifax.  
Episodes produced by local teams in tandem with the network.  Important: this 
project strives to include youth and promotes the development of radio 
production expertise.  

 
ICI Radio-Canada Télé 
 
OLMCs’ presence is more and more visible in primetime arts and variety programming.  
In addition to airing special events, we’ve done the following:  

 Un air de famille: Each week, close to 1 million viewers watch families from 
across the country gather to enjoy singing together.  They receive assistance 
from their community, which mobilizes efforts to win the family votes.  All 
platforms in Radio-Canada’s regional stations are also fully leveraged.  Over the 
past two seasons, eight families from outside Quebec have appeared on the 
show.  

 La petite séduction takes viewers into communities across Canada.  
Municipalities visited outside Quebec in 2014: Canmore (Alberta), Yellowknife, 
(Northwest Territories), and Atholville,(New Brunswick).  Coming in 2015: 
St. John’s, (Newfoundland), Sudbury, (Ontario) and Lafontaine (Ontario).  

 Entrée principale is now fully devoted to the arts on Fridays, showcasing 
activities across Canada thanks to enhanced collaboration between researchers 
and driving forces in the arts communities. 

 Qui êtes-vous? Season 2 premieres in December 2014.  This documentary 
series takes the audience to various regions as celebrities try to piece together 
their family history.  

 Quelle histoire is a new daily show produced in Ottawa that provides a clear 
reflection of French Canadian life across the country.  The Corporation helped 
develop the concept, and assisted with casting and getting the show on the air.  

 Sochi 2014 Winter Olympics | Je reviens chez nous (“I’m coming home”): A 
series of reports profiling athletes on the Canadian Olympic team and their 
hometown.  

 
Radio-Canada also airs a number of programs from OLMCs across the network – they 
are listed in the reports submitted today about the new television conditions of licence.  
Radio-Canada intends to continue its efforts to better reflect the regions on its network 
programs: a number of projects in development bear witness to this.  
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ICI ARTV 
 
ICI ARTV is proud to provide exceptional support as a specialty service focused on 
showcasing the Canadian arts scene.  
 
In addition to devoting at least 20% of its production budgets to content made outside 
Quebec, including the new documentary series Rendez-vous, which travels all over the 
country, ICI ARTV’s general programming reflects Canada’s vibrant arts scene.  It 
covers and airs a wide range of events like the Gala des Prix Trille Or, Soirée des 
Éloizes, Festival du Voyageur, and TIFF.  It also profiles French-Canadian creators.  Of 
the six visual artists featured on the new ICI ARTV show Les contemporains, two are 
from outside Quebec (British Columbia and Ontario).  
 
ICI ARTV intends to continue moving in this direction.  
 
ICI Musique (Radio and Web) 
 
ICI Musique also pays special attention to enhancing the French Canadian presence.  In 
addition to reflecting the vitality and vibrancy of the French-language Canadian music 
scene, ICI Musique provides an exceptional showcase for Canada’s Francophone 
artists, who enjoy exposure across the country.  
 
Some recent initiatives:   

 The program Vraiment top about Canadian cities, live from Le Festival du 
Voyageur; 

 Live music sessions and exclusive pre-release performances by Francophone 
artists (Radio Radio, Lisa Leblanc, Hay Babies, etc.); 

 Acadian web radio station; others are being developed for Ontario and Western 
Canada.  

 
Recent financial pressures have led the music radio service to reduce live recordings 
across Canada, including the Montreal area, but ICI Musique plans to continue working 
in the following areas: 

 Support for Canadian artists 
 Reflection of musical diversity 
 Talent scouting (among other things, it will continue with its Révélations de 

Radio-Canada program) 
 

d) Cultural life and presence in the communities 
 
The Corporation has careful noted certain consultation participants’ desire to see Radio-
Canada strengthen its presence in community life across Canada, including through the 
arts (partnerships, talent scouting, etc.).  Included in French Service programming 
priorities and as indicated in the 2020 plan: “Continuing to support and evolve talk radio 
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that is rooted in the community and creates a sense of “being at home.”  The following 
are a few examples of initiatives tied into this strategic direction:  
 

 In line with the Bonjour à bonne nuit strategy and the Ma ville, maintenant 
positioning, the morning show mandate has been reviewed to ensure that content 
is even more rooted in its community.  Active usage of social media to strengthen 
the feeling of being at home in communities.  
 

 Partnerships: given the financial context, we are currently reflecting (in tandem 
with the communities) on how to better target the most promising cultural 
partnerships.  Examples: renewal of partnerships with Chant’Ouest (Western 
Canada), Le Gala des prix Trille Or (Ontario), and Les Éloizes (Acadia) to scout, 
develop and promote vocal talent.  
 

 Music: Collaboration with over 150 cultural organizations for nominations for the 
Révélations de Radio-Canada programs.  Collaboration with certain venues and 
festivals (NAC in Ottawa, Le Festival du Voyageur, Coup de cœur francophone, 
etc.) to provide guest spots for artists and encourage them to engage with the 
public.  

 
 Literary strategy: Currently reflecting on how to better structure public 

broadcaster action, increase its impact force, and ensure better consistency with 
its offering.  All that, and also reflecting the vibrancy and diversity of the literary 
scene across Canada and putting the general public at the core of all action.  
 

e) Development of digital offering and accessibility 
 

As mentioned earlier, CBC/Radio-Canada’s 2020 plan stresses the importance of 
continuing the digital strategy initiated over the past few years.  The idea is to accelerate 
the transformation, especially where regional news is concerned:  
 

 Continuation of the Bonjour à bonne nuit strategy and the Ma ville, maintenant 
positioning (directly in line with this direction); 

 Deployment by September 2015 of regional editions of ici.radio-canada.ca, for all 
screen sizes.  

 
The Corporation is well aware that access to bandwidth remains an issue in certain 
remote French-speaking regions, especially in rural areas.  It reiterates, however, that 
bandwidth accessibility is not its domain, but rather that of Internet service providers.  
 
f) Audience renewal (youth)  
 
The Corporation recognizes that Radio-Canada constitutes an invaluable identity lever 
for passing on the French language in minority situations.  With this in mind, the 
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Corporation places very special importance on building loyalty and renewing its young 
audiences across its platforms, as certain standout initiatives demonstrate:  
 

 Continuation of the JEUN’INFO program in all Western regions in 2014–15.  For 
the Téléjournal newscasts, a new group of high school students will be invited to 
take up the journalism challenge.  

 Francophones des Amériques : leaders de demain – Discussion panel with 
facilitator Geneviève Morin (Téléjournal Manitoba) in June 2014 at Université de 
St-Boniface in Winnipeg as part of the fourth annual Forum des jeunes 
ambassadeurs de la Francophonie des Amériques.  Topics included: teaching, 
progress achieved, and the future of French in the Americas.  Featured in a 
special aired in Western Canada in August.  

 Renewal of the Sunday morning youth program ONIVA!, produced in cooperation 
with Grade 6 students from Western Canada and Ontario. 

 Curio: Digital platform launched in 2013 that provides students and teachers with 
access to the best CBC and Radio-Canada educational content, commercial free.  
The Corporation would like to continue developing Curio by strengthening its ties 
in the Canadian educational environment and various organizations like the 
Association canadienne d’éducation de langue française (ACELF). 

 

g) Cultural diversity  

Here are a few examples of unifying initiatives aiming to reflect the vibrant cultural 
diversity existing outside Quebec, namely documentary projects currently being made by 
regional independent producers: 
 

 Franco-boom en Alberta: A look at the growth of the Franco-Albertan community; 
 Fransas quoi: Profiles of Franco-Saskatchewanians, relations with the Metis 

community, and repercussions of immigration from Africa. 
 Un musée pour l’humanité: A look at the early stages of the Canadian Museum of 

Human Rights (opened in September 2014). 
 La cloche de Batoche: Locals celebrate the transfer back to them of the Bell of 

Batoche and its symbolic importance to French speakers in Western Canada.  
 
In addition, a series was broadcast in summer 2014 in the four Western provinces (5 
episodes): 
 

 Je suis Michif – Young Metis Aimée Craft from Red River, who is descendant of 
Louis Riel, ventures out to meet other Metis in Canada to gain a better 
understanding of the community’s history, identity, rights, culture, and future. 
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As mentioned earlier, representation of cultural diversity is a concern across the 
organization.  Following are a few examples of corporate initiatives undertaken by 
French Services: 
 

 Promotion of the Mosaïka directory (An internal tool listing hundreds of diversity 
experts to be consulted on a variety of topics; available to journalists, 
researchers, etc.)  

 Engagement in June 2014 of two Aboriginal interns (radio news) 
 Coming in February 2015: Second edition of the Auditions de la Diversité, an 

initiative aiming to seek out new diversity talent for TV, in association with 
Diversité and Théâtre du Quat’sous (first carried out in February 2014). 
 

Lastly, RCI.net takes a unique look at Canadian diversity: the website Autochtones, 
l’autre histoire received an award this past June at the Gala des Lys de la diversité (an 
event organized by MédiaMosaïque). 
 
h) Coverage and presence in French across the North 
 

The Corporation is currently assessing how to best balance its coverage in French 
across the North.  It plans to further capitalize on digital platforms and increase 
collaboration between English and French Services to optimize coverage across this 
vast territory.  

 
4. Feedback on the Consultation’s Format 
 

The Corporations took into account the compliments and criticism it received on the 
format chosen for consultation – as regards the technical aspect, for instance.  There 
were certain limitations related to webcasting, because access to sufficient bandwidth 
was an issue for some participants in remote areas.  
 

The Fédération des communautés francophones et acadienne (FCFA) also made 
recommendations to improve the next major Public Consultation Meeting, held in 
Sudbury, Ontario on October 22 and 23, 2014.   
 
Recommendations included working prior to the event with the FCFA, FCCF and AFO to 
set up a meeting with representatives of Francophone community associations 
concerned with our services in Ontario; reviewing the evening’s agenda to allow more 
time for participants to speak; and the importance of planning for an alternate solution for 
remote areas to overcome the technological hurdles associated with webcasting.  
 
The Corporation is very appreciative of this valuable feedback, and took it into 
consideration in preparing the Sudbury consultation.  The Corporation did work closely 
with national associations – especially the AFO – to organize the Ontario region PCM.  
The agenda was changed to optimize discussion time with participants and the various 
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stakeholders.  The Sudbury PCM was a success.  That consultation will be fully 
reviewed in the upcoming 2014–15 report, as will the Moncton consultation in spring 
2015, covering the Atlantic region. 
 
Conclusion  
 
Generally speaking, the Corporation received praise for holding this initial Public 
Consultation Meeting in Edmonton, which gave Canadians the opportunity to express 
their thoughts about their public broadcaster via an official consultation process.  
Moreover, considering the technological challenges related to organizing an event like 
this across five time zones, the Corporation is especially proud of the level of 
participation achieved.  The Corporation intends to pursue with great interest its 
invaluable conversation with Canadians living in OLMCs.   
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ASSEMBLÉE DE CONSULTATION PUBLIQUE 
Près de 440 personnes sur place et sur le web 

 
Le mercredi 30 avril 2014 – Hier, près de 440 francophones et francophiles de l’Ouest 
ainsi que des trois territoires du Nord ont répondu à l’invitation de l’équipe de la direction 
de Radio-Canada de participer à l’assemblée publique de consultation (APC) à 
Edmonton.  
 
L’objectif de cette rencontre était d’informer sur les services et les défis rencontrés par le 
radiodiffuseur public dans le nouvel univers médiatique, mais surtout d’échanger avec 

les citoyens.  © 

Les commentaires et les questions soulevés lors 
de cette conversation aideront la direction à mieux 
cerner les besoins et à éclairer leurs décisions. Ce 
fut une soirée très animée. Sur place et sur le web, 
les participants se sont exprimés sur une variété 
de sujets importants. Tous les commentaires et 
toutes les questions soulevés par les citoyens de 

l’Ouest et du Nord sont remis à la direction qui va s’en servir pour sa réflexion sur le 
prochain plan stratégique du radiodiffuseur public pour les cinq années à venir. 

Les membres de la direction présents sur place étaient : Pierre Guérin, directeur 
régional, Ouest du Canada, Patricia Pleszczynska, directrice générale des Services 
régionaux et d’ICI Radio-Canada Première, Michel Cormier, directeur général de 
l’Information et RDI et Marie-Claude Dupont, directrice de la programmation régionale.   
 
L’APC est une séance de consultation officielle qui doit avoir lieu par condition de 
licence dans chacune des grandes régions au moins tous les deux ans afin de discuter 
des enjeux qui influencent l’essor et la vitalité des communautés de langue officielle en 
situation minoritaire. La prochaine Assemblée publique de consultation se tiendra en 
Ontario à l’automne prochain.  
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