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of the final report on the implementation of a second private
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excellent collaboration, and that of your department, in the
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Yours truly,
Francois Mercille
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"THE ONLY THING THAT REALLY
MATTERS IN BROADCASTING IS
PROGRAM CONTENT; ALL THE REST
IS HOUSEKEEPING.

The Fowler Commission on
the Future of CBC-Radio Canada, 1965.
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1. INTRODUCTION

1.1 Background
- Television as the Cultural Engine of French Canada

The establishment of a second commercial French-language
television network in Canada has some striking implications.
Over the past three decades, television has established
itself as the dominant recreational aétivity and ' certainly,
one of the major cultural and socio-political forces in
French Canada. It is well-known that French-language
television was a cafa]yst in the emergence of popular
French cultural life in Canada during the sixties and
seventies. French-language television has also consistently
enjoyed higher ratings for i'ts Canadian programming than
its English language counterpart.

Of course, the language factor has ensured a captive
market for French-language services. But beyond this
linguistic advantage', French-language  television has
consistently sought excellence, innovation and creativity in
its programming, using relatively modest means. Thanks to
the creative contribution of its pioneers and artists, French
Canadian television .has built a first rate system and won
‘the loyalty of a very large viewing audience.




A New Challenge

French language-‘ television is now entering a new era in
Canada, and must confront the enormous challenges of the
eighties and nineties. Leaving the technological. revolution
aside for the 'moment, French-lanquage television’ will have
to operate in an increasingly competitive environment and
satisfy a public which is far more demanding and

unpredictable in its requirements.

The developmént of new technologies, such as cable
television networks and Direct Broadcast Satellites, are
shaking up the communications environment. In its recent
Broadcast. Policy announcement,(1) the Department of

Communications asked if increased - access to

- English-language specialized services, cable-satellite

networks and satellite dishes would not have the effect of

throwing the entire television system off balance.’

Alluding to some of the dangers in these new’ developments,
the Department said: "In spite of the many. promises of
interesting results and benefits, these innovations have the
potential of undermining our cultural life, and of destroying

the foundations of our broadcasting system".(1)

This pessimistic scenario will occur, the document
continued, "if we do not participate actively in providing
new satellite broadcasting services to our TV distribution

systems."(1)
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French-language television cannot merely react to the
dangers in this, new environment. It must play an active
role. CBC President Pierre Juneau expressed this attitude
very well when he said: "It would be as futile to create
obstacles to these new technologies as it would have been
for a monk in the fifteenth century to oppose the
development of the printing press for fear the art of

illuminated manuscripts would disappear.”(2)
A Rapidly Changing Environment

The transformations taking place in broadcasting are but
one aspect of a whole series of changes in Western society.
A panoply of new technologies and tele-information services
are propelling the West towards a new cultural, economic

and social order whose rules have yet to be determined.

At the same time as these major changes are taking place
in their overall environment, French-language broadcasters
have to contend with the evolution of the Francophone
population - not only in its cultural and social behaviour,
but more significantly, in its television-viewing habits.
There has been a marked increase in the viewing of English
language television by Francophones, and a concomitant
move away from French TV.
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Several factors underlie this 'phenorﬁenon. First, cable
television has increased the availability of English-language
services. Seconé, certain types of English programs have
great appeal for Francophones because of their high
production values. Third, the bilingualism rate is fising in

Canada. All these factors are important and quantifiable.

~ There are other factors, too, which are more qualitative in

nature. Foremost is the cultural evolution of French
Canadians, who, at the same time as being swept up by
North-American influences, are increasingly open to
international currents. In other words, while technological
changes are shaking the system, French-language television
in Canada must deal with the cultural transformation of its
audience.




1.2 Mandggg_

The Federal Government's National Broadcasting Policy identified
eight spheres of activity in which the Department of
Communications intends to undertake consultations to develop its

overall strategy on Canadian broadcasting.

[As far as French-language broadcasting is concerned, the
broadcasting policy includes the following thrust: "The possibility|
of establishing a second commercial French-language television
network in Quebec should also be examined. This network,.which
could broadcast both domestic French-language programming and
programming from France and other French speaking countries,
could help repatriate those francophone viewers who are moving

in growing numbers to U.S. channels in order to increase their

choice of programming.'(1)

The broadcasting strategy(l) also emphasizes the importance of
broadening the diversity of French-language television services
available to Canadians. In keeping with this spirit, the purpose of
this study is to examine the feésibility of creating a second
commercial French-language network(*) to serve Canada as well
as other secondary markets.

* Herein referred to as "a second network". "Network" is used

in a large way to include option of one station with or

without rebroadcast transmitters.




1.3 CEGIR's Approach

1.3.1

Overview
Updating Previous Studies

In July 1972, The Canadian Radio-Television and
Telecommunications Commission (CRTC) said it intended to
evaluate, within the near future, the feasibility of
establishing a second commercial television network service
in the French language in Quebec. On December Sth, 1972,
the CRTC announced it was ready to receive applications
for licences to operate commercial French-language stations
in Montreal and Quebec City. A public hearing was held on
December 10th, 1973, following which the CRTC awarded
licenses to Télé Inter-Cité Limitée to operate television
stations in both cities. These were to be linked in a
network operation (CRTC decision 74-75). For a variety of
reasons, Télé Inter-Cité found it impossible to go -ahead

with this project.

When viewed in this  historical context, the project for a
second French commercial network is not a new idea, but
one which has been the object of intense scrutiny and
activity. Our study attempts in part to update and shed

new light on existing studies.
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An Opportunity Study

It is important ‘to keep in mind that this is a study to
‘establish if it Is oppertune to consider establishing a second
private network. Given the magnitude and complexity of
such a project, one of its objectives must be to determine
whether it is indeed feasible to proceed any further with
the project, or whether it would be better to do additional
studies before taking that decision.

More specifically, this study proposes to
- present an overview of the financial and economic data
relevant to the establishment of a second commercial

French-language network;

- identify conditions essential to the success of a second
network;

- .identify the likely implications of a second network.

A Conservative Approach

We have developed our quantitative estimates and
projections with great caution and restraint, trying to avoid
the classic trap of overestimating potential revenues or
underestimating the potential operating expenses (largely

programming) of such a project.




1.3.2 Basic Assumptidns

It is important to understand the assumptions underlying our

approach. These assumptions, which are contained in the

following section, are really the philosophical foundation of our

study.

A. French—language television will have to set higher standards
" of excellence in order to respond to an increasingly
competitive environment and an audience which is rapidly

becoming more selective and demanding.

Improving the quality of programming is an objective that‘ most
people involved in the broadeasting _industi'y seem to share. The
quality of cultural product is basically a subjective concept and
its value really depends on the people who are using it. Still, a
consensus exists among broadecasters that the "search for
excellence" is central to the success of their industry.

At first glance, a search for excellenée implies higher production
costs. The export and coproduction of programming can help
meet these costs by increasing the financial resources available
for programming. And the stimulation of the independenf
production sector through such measures as the Canadian

Broadecast Program Development Fund, administered by the
CFDC, should also contribute to the realization of this ojective.
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Our hypothesis is that French-language television in Canada will
always be financially handicapped due to overwhelming
competition from English-language programming, particularly from
the United States. For that reason, it must develop its
managerial talent and efficiency, and seek out all those
additional ingredients of excellence which are likely to enhance

its limited financial resources.

On the subject of excellence(5), firms which have achieved a

high reputation generally have the following characteristics:
1. they are concerned with their customers' needs;

2. they encourage innovative ideas at all levels of the

organi zation;

3. they experiment constantly in order to improve their

products and services.

B. The fundamental question is to determiné whether the
introduction of a second commercial French television
network in Canada would translate into a redoubled search
for excellence on the part of the entire broadecasting
industry, or whether it would, on the contrary, reduce the

industry's ability to attain this standard of excellence.

It is obviously impossible to provide a reliable answer to

this fundamental question for the following reasons:
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1. The Environment is Changing and Long-Term Prajections
are no Longer Stable

The Vunpredictable nature of both the current econamic
environment and of the broadcasting industry dramatizes the
futility of making long-term projections which would have
to be changed monthly in order to keep pace with
developments. For these reasons, we will not attempt to

predict the future in this area.
2. The "Unquantifiable" Indicators of Success

The eventual impact of this project (a second network)
depends greatly on its financial viability. This. in turn
depends on its programming as depicted in this traditional

classic equation:

PROGRAMMING |«

v

AUDIENCE

\ 4
| ADVERTISERS

v

REVENUE

|
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- Management's Creativity and Strategic Approaph

Programming is central in this equation. The network's
success in capturing audiences will ultimately determine
advertiser interest and the amount of revenue flowing back
to the network. Successful programming depends on a
number of factors, including imagination, creativity, the
ability to predict audience tastes, and balanced, competitive
scheduling. Of course, it is as difficult to predict the
success of an isolated television program as it is to predict

public reaction to a new film, book or record album.
- The Importance of Audience Reseach and Marketing

Of course, the potential risks involved in television
production can be minimized with a proper budget, by the
use of rigorous market research, as well as the inventive
packaging of stars, direcfors and other creative personnel.
While some of these elements are quantifiable, others, like
creative management, are not. Of course, financial
considerations place serious constraints on the exercise of

creative imagination.

3. The Financial Strength and Vision of Network Promaters
The success of this project will ultimately depend on its
promoters - their vision and imagination, as well as their

financial resources.’

If this assumption is correct, the following three
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consequences are probable:

- A new network will probably attempt to repeat the

successes of its competitors;

- The laws of competition ought to prompt a new network
and its competitors to strive for excellence as well as

develop new productions and new sources of revenues;

i.es . innovation;
. new suppliers;
. new marketing strategies;
. new advertising markets;
. secondary sources of revenue through

coproduction and program export.

- A broadcasting organization which is well connected to
larger and more diversified sources of revenue will have
a greater chance of surviving in the international
envirdnment in which it must now compete.

At this stage it would be highly conjectural to predict. the
future strategies of existing television networks in reaction
to the introduction of a new service. However, we will
attempt to identify various likely impacts based on a
thorough analysis of existing data.
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The concept of a second network really implies the creation
of a second source of French-language programming

financed uniquely by advertising revenue.

This means that the distribution system is actually
secondary to programming. It also means that a new
network can develop its distribution methods progressively.
In the past, the majority of television networks were
established on a gradual basis, beginning very often with a

single station situated in the heart of the major market.

A second commercial network must first be viable in

Montreal, and then in the rest of Quebec and other
secondary markets.

Its economic viability must be achieved, first and foremost,
in the major markets and must not be dependent on
revenue generated in secondary markets, such as the rest of

Canada, Louisiana, and Florida.

This study will not attempt to provide answers to all the
questions raised by the introduction of a second network.
Its basic objective is to provide a document which will
serve as the basis for intelligent and lively discussion, as
well as identify some guideposts for future study, if

necessary.
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) F. If programming is indeed the key, then the development  of
a detailed and comprehensive programming package will

require considerably more study and reflection.

A field study undertaken in collaboration with creators,
producers and advertisers could strengthen the basis for
programming decisions. This exercise would form part of
the pre-operational phase, and goes beyond the ambit of
this study. Both budgetary constraints and the complexity of -
the issues involved have forced us to limit the scope of our
analysis’ of programming matters. At the same time, it is
clear that the programming strategies we have identified in
this study can only be put to the test in a dynamic,

operational environment.
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1.4 Content and Methodolog_)i__

This report contains séven chapters, including this introduction.

The second chapter provides a strategic study of the television
market. We analyse the current television mix, as well as the
demand for programming, and then move on to a consideration
of the likely development of this market. An important part of
this chapter is devoted to a special sub-study of Francophone
viewing of English-language programs. The chapter concludes with
a possible positioning of a second commercial French-language

TV network, in both the major and secondary markets.

The third chapter describes some of the basic programming
characteristics of the second network that are believed to be
essential to its success. The sources of supply, the bases for
estimating costs, a;s well as the availability of product, are also
treated in this chapter.

The fourth chapter deals with the potential advertising market
for a second commercial French-language network, both in

Quebec as well as in the peripheral markets.

The fifth chapter identifies the main scenarios that could serve
as the blueprint for a second -network. These scenarios are
described in terms of possible technical models, from which we

derive revenue, fixed operating costs and capital requirements.
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. The sixth chapter assesses the likely financial performance of
these various scenarios, in terms of their respective

profit-generating capacity. In each case, the analysis takes into
account the funds available for programming.

This unique approach allows us to break the vicious circle

created by the lack of any kind of linear equation relating the
programming costs to revenues. Our method is based on the

following chain of reasoning:

A. POSSIBLE POSITIONING AND
TECHNICAL MODELS

IMPLIES POSSIBLE AUDIENCES
AND REVENUES

B. TECHNICAL MODELS
FIXED COSTS _
(PERSONNEL, TRANSMISSION) Co
C. REVENUES - FIXED COSTS
1— MARGIN FOR SELF-FINANCING
D. — | RESIDUAL FUNDS AVAILABLE

FOR PROGRAMMING
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The fundamental question is the following: is it valid to project

possible revenues based on funds available for programming?

Our analysis of the financial performance of these different
scenarios is fairly brief, and is based on an identification of the

following parameters:

1. the fixed assets requireds

2. cash requiremeﬁts;

3. profitability at stable growth.

The report is completed by a series of annexes* found in the
support document. These annexes provide a more detailed

description of the methodology and information presented in the

report.

* Available in French only.
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This chapter presents a systematic analysis of the television market.
Annex A contains a more detailed description of these matters as well as

the major sources of information consulted.

Annex A-3 deals with‘the following three areas:

1. An analysis of English-language TV viewing by various segments
of the Montreal francophone population;

2.  An analysis of television viewing over a one-week period;

3. A detailed analysis of the viewing of French-language and
English-language stations. '




2.1 Description of the Television Market

Our study of the market for a new French-language
television network must be situated in the larger North
American context since the new technologies now available

permit us to reach every corner of this continent
simultaneously.

Our analysis of the supply of programming is based on the
television infrastrﬁcture (the television networks, their
coverage areas and their technologies). It is also based on
currently available programming, as well as programming

trends.

Our analysis of programming demand is divided into two
segments: one part examines the makeup and evolution of
the TV audience; the other analyses the ratings, that is, the

characteristics and appeal of different programs.
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2.2 Supply and its Likely Development

2.2.1 (Elaracteristics of the Current Mix

- French-language programming is concentrated in the
Province of Quebec, where three Canadian' networks
broadcast programs in the French language to nearly the

entire Francophone population. By 1978, more than 75% of
Quebecers received three signals.(1) Since then', network

coverage has expanded even more. (Radio-Canada's coverage
plan, the regionalisation of Radio-Quebec, and the extepsion
of TVA). All of these developments have undoubtedly
increased this percentage significantly.

In the context of this study, the TVA network is.analysed
as a programming network in order to facilitate
comparisons with Radio-Canada. In practice, howe\/er, it is
clear that its newscasts, specials and spofts programs
constitute the only network programming done by .TVA and
offered to advertisers on a national basis. Almost ninety
per cent of the programming originates from the flagship
station, CFTM-10, Télé-Métropole. Since the
"PARTICIPATION PLAN"(*) was discarded, this,prograrr‘\ming
has been offered to advertisers on a selective basis. Dniy
Radio-Canada offers a ‘pan-Canadian French-language
service. The TVA network will now be extending its
coverage to New. Brunswick, while Radio-Quebec will

probably be available via Anik-C to all of Eastern Caﬁada
as of 1985.

* "PARTICIPATION PLANY: The method used for airtime .sales in

the past by TVA network affiliates. This formula resembles that -

used in network sales. Recently, TVA affiliates' agreed to adopt
a new participation plan, through PAUL L'ANGLAIS, Inc., due to
be implemented this fall.
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In addition, the CANCOM service offers certain
Francophone communities in remote regions of Canada a
selection of French-language programming from the existing
networks. Thanks to its use of the Anik D-1 satellite, this
service could in theory be made available to Francophone
communities in peripheral markets located in the United
States.

With respect to the overall mix of available programming,
French-language television is not well represented. The
three French-language networks in Montreal offer 6,800
minutes of programming between 6 PM and midnight from
Monday te Sunday, or about 35% of the 19,380 minutes
offered by the English Canadian and American networks
during the same period.(2)

This inequality stems from the fact that "the diversity of
services offered in the French language in Quebec is lower
than that offered in English in most of the other provinces
in Canada, where either private independent stations or, in
the case of Ontario, a new private network have been:
licensed"(1) Thus Montreal is served by three
French-language Canadian stations, while Toronto offers its
viewers a choice of six English-language stations: CBC,
CITY, CHCH, CFTO, Global, and TV Ontario.

The lower number of television viewing opportunities
available in French is also aggravated by a clear tendency
to homogenize popular programming on the French

networks. The following table illustrates this tendency.
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Since 1972, Radio-Canada  has steadily  increased its
entertainment programming, causing it to resemble more and
more the TVA network. The latter has begun to .offer an
increasing number of information and sports programs. More than
50% of the programming of these two networks is devoted to

entertainment; that 1is, to films and TV drama series

("t élé-romans").

Radio-Quebec offers a distinctively complementary type of
programming, with only 23% of its programs falling into the
entertainment category, and 20% of its programs being of a
cultural nature,

The choice of programming available to Francophones is even

more restricted by the competitive strateqy of the "popular"

_French networks, which oftén present the same type of program

in the same time slots. This is particularly true of highly popular

programs, such as news and drama series.(2)

Our analysis(3) indicates that both Radio-Canada and TVA are
scheduling their entertainment programs during prime time, when
they are most likefy to capture the biggest - audiences.
Radio-Quebec, on the other hand, offers cultural programming
during this period.




2.2.2

Expected dévelopments: the méjor trends in programming

In the short term, the programming ‘supply will probably be

subject to the following variables:

1)

2)'

3)

4)

Major changes in the use of the television set: VCRs,
microcomputers, teletext, etc.

The accelerated development of new services, especially in

North America and in Europe.

However the realities of the marketplace will likely lead to
a "shakedown" of these services ‘

Several experts foresee a rationalization of the TV market
after a period 61’ very intense growth and ‘experiment. Thus,
in the United 'States, which is a veritable laboratory for
this type of development, anaiysts are already predicting

that by the year 1990, perhaps only twenty programming
services will be available.(4)

A trend toward the internétionalization of content

The following factors will likely contribute to this trend :

- the use of satellites for the retransmission of special
events, as well as the creation of "ad hoc networks";
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- the creation of Direct Broadcast satellite services which
transcend national boundaries (the first service of this

type has just made its appearance in the United States);

- the prbliferation of coproduction and joint venture
agreements in programming which broadcasters are being
forced to undertake in order to compensate for increases

in their production costs and create new sources of.
revenue;

- new technologies will probably contribute to the

development of multilingual production as well as
dubbing.

Technological developments can create new opportunities for

the television medium
For example:

- Improvements in the quality of the TV image (ie, giant
screen) as well as in sound quality., These developments
should enhance the pleasure of television viewing by
recreating the experience of the theatre or a live event

in the home.

- The advent of interactive television in both cable and
telecommunications leading to new félationships between

viewer and distributor.




The large conventional TV networks and independent
stations will prgbably continue to dominate their markets

despite the fragmentation of their audiences.

In the United States, several analysts(4) have described the
conventional television networks as "dinosaurs on tHe road
to extinction". This pessimistic vision is now giving way to
a more optimistic outloock for both networks and.
independent stations. In Canada, most analysts and experts
regard television's financial prospects as encouraging,
particularly for those stations serving the large metropolitan

markets.

In the United States, in reaction to fierce dorﬁestic
competition, the big networks are being forced to

continuously raise the quality of their programming.

Confronted with Pay-TV, innovative independent stations and
specialized services, American network programmers are
concentrating increasingly on "event" television, such as
made-for-TV films, mini-series, "blockbuster" movies and, of

course, sports events.

These improvements in the quality and production values of
American programming are proving increasingly attractive
to Francophone viewers and are altering their traditional
viewing habits. They ‘also tend to reinforce the success of

stations like CFCF-TV, the CTV affiliate in Montreal,
whose appeal to Francophone audiences through its

high-production value American imports is increased through

the mechanism of "simultaneous substitution".*

As required by CRTC regqulations ‘governing cable
companies. . '
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A greater number of players who are diversified and

integrated.

This increasingly international and competitive environment
will probably offer the greatest chances of survival to
broadcasters who are allied with larger businesses endowed
with major  financial resources and/or integrated
infrastructures for the production and packaging of
programs. New opportunities on the international market
will compensate for the more. limited domestic distribution
opportunities. These developments are quite apparent in
both Europe and the United States where huge financial.
conglomerates and large publishing enterprises are becoming

involved in this sector of activity.

In Canada, however, current regulations on cross media
ownership do not seem to favour this development, at least
at the present time.
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2.2.3 Programming strategies of major Canadian networks

available to Francophones

In reaction to these present and future changes,  Canadian

networks are adopting the following strategies:

RADIO-CANADA

- an increase in Canadian content to 80% in prime time within the next

five years.

- an increase of up to 50% in production undertaken by the independent

production sector (excluding information and sports).

- the search for new audiences and markets (the proposed CBC-II;

new target groups).

- a greater accent placed on the distinctive Canadian nature of the

public network.

-~ a greater emphasis placed on Canadian drama programs, and in parti-

cular drama series ("télé-romans") and mini-series with high produc-
tion values.

- a new and aggressive thrust on the international market - CBC

Enterprises.
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TVA

greater attention to news and s;ﬁorts.
greater emphasis given to regional production.

caution and conservatism during this transition period, given the

particularly difficult labour problems at Télé-Métropole.

an increased reliance on the production capabilities of the affiliate
stations (co-productions).

search for new markets.

RADIO-QUEBEC ‘]

a switch from educational to cultural programming.
a broader interpretafion ~01“ its educational mandate.
regionalisation of production,

a new emphasis on program sponsorship.

an apparent desire to become less specialized.
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CTV (CFCF-TV)

1

A greater awareness of the importance of the Francophone audience.

strengthening its role as packager; ("The'ABest of the Three").

]

the acquisition of more and more first-run programming.

[I;AY—TV

t

greater emphasis on quality than quantity.

1

invasion of conventional television schedules: sports, variety, etc.

As in the United States, where the traditional networks have experienced the
increasing fragmentation of their audiences, networks in both Quebec and
Canada are beginning to feel the need to reposition themselves with respect to
their audience. At the same time, this need for renewal seems to be occurring
here with gi'eater difficulty. This is probably the result of serious administrative
and advertising constraints, and also because of the burden of the broadcasting

infrastructure in Canada. These factors are often incompatible with a climate of

creation and innovation.
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2.3 Demand and its Likely Development

2.3.1 The Potential Audience and its Evolution

- In 1983, the Francophone population of North America was
estimated at 7,204,000. Nearly 75% of this population

resides in the province of Quebeec.

TABLE 2.2
Rough Estimate of Francophone Population of North America
1983 1985
Province of Quebec 5,376,000 5,408,000
Francophones outside Quebec .
Canada (mother tongue) 928,000 928,000
U.S.A. (language spoken) 900,000% ___990,000
TOTAL 7,204,000 7,236,000
Sources: . 1981 census, growth rate 0.3% annually,
1983-85.

. Exploratory study on the extension of TVFQ
service (LA SETTE) outside of Quebec, Pierre
Levasseur et Ass., 1983.

. Census Bureau, Washington DC.

The growth of this poulation group.is assumed to be weak in

forthcoming years (0.3% annually in Quebec), and is estimated at
zero elsewhere in North America.

* The Census Bureau in Washington estimates that the
French-speaking population in the United States oscillates
between 900,000 and 1,500,000, depending on the period of the

year. We chose the lower estimate for the purposes of this
study.
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- In 1983, the potential Francophone cable audience was
estimated at 1,025,000 households in Canada. In Qusbec,
this number is ‘around 847,000 households, which represents
83% of the Canadian potential(5),

TABLE 2.3

Estimated Canadian Francophone Households Receiving Cable

1985 1985

Province of Quebec 847,000 899,000
Rest of Canada 178,000 178,000
Total: , 1,025,000 1,077,000

Sources: . Matthews CATV list, June 1983.
. Assuming 2.9 persons per household.

. Exploratory study on the extension of TVFQ, Pierre
Levasseur et Ass. 1983. '

- The potential audience will be greatly affected by
important structural changés taking place in the population,
which are bound to result in changes in overall consumer

habits, and will influence television viewing in particular.
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Evolution of the Population

Structure ‘

Evolution of TV Vewing Habits

|

- an aging poulation

- the new target group:
35-49 year olds
1983: 19% of population
1985: 25% of population

- 32% of women (18+) in the
labour force (full time),
or 3,322,000 women

- reduction in the number

of persons per household
(2.9 in Quebec and Canada)

- growing bilingualismn among both

Francophones and Anglophones

growing importance of TV as
leisure time activity

more discriminating choices

greater consumption of luxury
products (videocassettes, Pay-
TV, discretionary services)

a more fickle and demanding
audience

reduction in the viewing hours

of working women to 9 hours per
week

more heterogeneous viewing
habits

more spontaneous and solitary
viewing

Sources: . BBM data, 1983.

. Statistics Canada, 1981 CENSUS,

. Bureau de la Statistique du Québec, POPULATION
PROJECTIONS, 1976-2001.

. REVUE COMMERCE, September 1983.
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Television Viewing: A Few Charécteristics

¢

- The average Canadian devotes 23.7 hours per week to

television vieWing.(ﬁ) Average viewing in Quebec is slightly

higher: 24.5 hours per week.

Most TV viewing is of the conventional networks, but this
is being progressively eroded. The substitutes are Pay-TV,
VCRs, and microcomputers, representing roughly 5% of the
use of television time. This percentage has increased rapidly
in the last few years.(7)

In 1982, French Canadians in Quebec still retained a fairly
high degree of loyalty to French language TV stations (more
than 80% of total viewing, except for Hull) according to a
study by André Caron and L. Giroux "French-Canadian
viewing of English-language Television, growth from 1976 to
1981" (title translated).

In Montreal, the CTV affiliate, CFCF-TV, is generally
considered to be the alternative source of popular
programming among Francophones, with an average
Francophone audience of 8% (BBM, 1982). At certain times,
half of CFCF's total audience is Francophone. This station
also attracts a very large percentage of third language,
multicultural  groups (45% of their total viewing).
Radio-Quebec, on the other hand, which has an educational

mandate, captures only 5% of the market.

(
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TABLE 2.4
FRANCOPHONE AUDIENCE SHARE BY STATION
Montreal and Quebec City markets

1982 1983
TIME BLOCKS MARKETS |{ Stations SHARE SHARE
' Rating __1 Rating :
CBFT 5 29% 5 33
CFTM 7 43 176 5 31p 69
| CIVM 1 4 1 5
6:00am - 2:00am | Montreal | CFCF 2 10 2 14
: CBMT - 2 I
USA 0 |
QTHERS 1 1
CBVT 5 30 5 35
CFCM 8 47 6 38
Quebec CKMI 1 - 2
civa 1 1
QTHERS. 3 16 3 20
CBFT 11 32 11 34
CFTM 15 43980 | 11 33370
CIVM 2 5 2 7
6:00pm-midnight | Montreal | CFCF 3 8 4 12
CBMT 1 2 1 2
USA 3 6 3 7
OTHERS 1 4 _ 1 4
CBVT 10 3] 11 35
_ CFCM 16 48 12 39
Quebec CKMI 1 2 l C -
cIva 2 6 | 2 7
OTHERS 5 14 | s 17

Sources: BBM popu]atmn 2 + years, Montreal C. M 3 spring 1982
Quebec; fall 1982, fall 1983.

Special report on the French language population.
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English language vi;awing by francophones increased by 38% in
Montreal between 1976 and 1981, whereas the viewing of French-
language programs detreased by 11%.(8) The study by Caron and
Giroux noted a significant transfer from French-language to

English-language viewing in Montreal only.

The Caron-Giroux study found that in 1981, Francophone viewing
of English-language networks was particularly high during the
weekdays between 3 and 6 PM as well as after 10 PM at night,
and was even higher during the weekends. Often it appeared that
viewing of English-language networks by Francophones stemmed
from weaknesses inherent in French-language programming at
certain hours, or in the strategies of the popular French
networks which scheduled similar programming in these time

slots.

- The viewing of French-language programming by
Francophones outside of Quebec seems to depend on the

specific content of the programs.

French Canadians outside Quebec seem to be particularly
interested in regional content, that is, local news and programs
reflecting regional particularities. Francophones living in the
United States .seem to be more interested in programs which

reflect their cultural heritage.
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2.4 Positioning a New French-l.anquage Network

1.

7'

3.

2.4.1 The Performance of Current French-l.anguage Networks

THE - STRENGTHS OF EXISTING FRENCH LANGUAGE
NETWORKS

Since their inception, both Radio-Canada and the TVA network
have been particularly successful in attracting audiences with
Canadian programs. The English-language networks, on the other

hand, have rarely attained similar success levels with their
audiences.

In spite of a growing trend to English-language viewing, the
major French-language networks have managed to maintain a
fairly loyal audience, and have rarely experienced the same
degree of audience fragmentation as in English Canada, and more
recently in the United States.

Radio-Quebec, with its educational mandate, has made a
significant and  distinctive  contribution to the overall
programming mix. Its popular -fare, in particular, has managed to
attract sizeable audiences - much to the chagrin of commercial
broadcasters, it is said.
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With only six million Francophone ‘viewers, French-language

television provides an even greater choice of networks than does
France, with its ﬁfty' million viewers. Of course, as part of the
North American television market - certainly one of the most
advanced markets in the world - the industry naturally benef.its
from the larger mix of options and opportunities available. The

TV industry, and indeed the entire communications sector, is

probably one of the most visible and successful * Canadian

industries on the international stage.

The existing network structure integrates the functions of
production, programming and distribution, allowing economies of

scale and facilitating long term planning.
WEAKNESSES OF EXISTING NETWORKS

Program "choice" is often more apparent than real on

French-language networks.

The usual network prime-time strategy is to counterprogram the
competition by scheduling an identical category of programming
at the same time. TV dramas are a good example. This results

in little true viewer choice, especially between 4 p.m. and 9:30
p.m., Monday through Friday.

Radio-Quebec offers a complementary alternative to the other
two networks. Its low audience share (around “6% of total viewing
in ‘Quebec) after ten years of operation, suggests that this

network is not perceived as a true popular alternative by most
Quebeckers.
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Because their audiences are largely captive as a result of the
language factor (they will become less and less so in the future
as Francophones ‘ become increasingly bilingual), the
French-language networks have not really had to prove
themselves or to be particularly innovative in order to attract
viewers. It is also important to recognize that the language
barrier has increased the difficulties of the French-language
networks, in acquiring recent dubbed versions of films and
programs. Their bids for American dubbed versions have been
considerably weakened in a North American environﬁéht which is
more than 95% anglophone. Delays in availability of these
versions have contributed immensely to increasing the transfer of
viewers from French-language to English-language networks. This
issue will be dealt with more fully in chapter 3.3.

The attention given organizational questions, production facilities,
labour problems, as well as a general administrative top
heaviness, has detracted from creative development - the

traditional strongpoint of French Canadian culture.

The special attention given by the French-language network of
CBC to the Quebec region and in particular to Montreal has left
most Francophones outside of Quebec highly dissatisfied. For
most of them, the service offered by Radio-Canada is the only
French-language Canadian choice available.(9)
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6. A more detailed analysis of the French-language programming
mix reveals the following basic weaknesses:(2)
"As soon as a French-language network offers an unpopular program, only
a small portion of its audience turns to a competing network. Most switch
to an English channell!

(Annex A-3, p. 107).

For ‘this reason, CFCF television is often the third most popular choice

for Francophones in Montreal:

"It is clear that for French-language viewers the English channels provide
what could be called a third network where they can find the kind of
programming which is wmissing or which is under-represented on the

French-language networks."
Ibid, p. 107.

“Francophones are looking almost exclusively for " entertainment
programming on English-language networks, (83% of English-language
viewing of English language networks by Francophones). This viewing is
not  done indiscriminately. It depénds on what is being offered on
French-language stations.X ' '

Ibid p. 107.
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"It is usually when the French-language networks are focussed on the
same audience that the English-lanquage networks become more popular,

since the balance of their audience is dissatisfied)

Ibid, p. 108.

A good example is the children's programming strip in the early fringe,
which is standard for most French-language networks. This homogeneity in
programming tends to push both adults and adolescents towards English
language networks. Television station CFCF in Montreal seems to be

picking up the disenchanted in increasing numbers during this time period.

"Another weakness of the French networks is their lack of consistency,
both in content and in format throughout the broadcast week, and

particularly in the daytime period."

Ibid, p. 108.

English-language programming, which is more consistent during this period,
tends to win the loyalty of television viewers. Note, too, the popularity

of the English language soap operas among French Canadian viewers,

"Movies play a very significant role in the dynamics of French Canadian
viewing. Experienée has proven that where a good film will deliver a
large audience for the entire evening even on English-language networks,
a bad film, on the contrary, will not only lose a large segment of its

audience, it will also lose it for the entire evening."

Ibid, p. 78.

This  becomes  especially important when one considers that
French-language networks place a very high premium on the scheduling of

movies during prime time.
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2.4.2 Viewer Satisfaction with Existing Services

For the purposes of this study, CEGIR asked CROP to insert the
following question in their OMNIBUS survey in 1983:

"In general, would you say that you are very satisfied, somewhat
satisfied, somewhat dissatisfied, not at all satisfied with the

television programs provided by the French-language networks?"

The answers to this question were distributed in the following
manner:

Very satisfied 5%
Somewhat satisfied 52%
Somewhat dissatisfied - 30%
Not at all satisfied 9%
Don't know / no answer 4%
TOTAL ) 100%

The answers show that viewers are generally more satisfied than

they are dissatisfied (57% versus 39%), which seems to attest to

the success of the French-language networks, at least until now.
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2.4.3 Prospects for a New Television Network

a)

Audience Interest in this Possibility

The following question was also inserted into the OMNIBUS

gquestionnaire:

"People are now studying the possibility of creating a new
non-pay television network in the French-language which
would carry advertising. Would you be more or less
favourable to the establishment of a new French-language

television network?"

More favourable 62%
Less favourable 20%
Indifferent 14%
Don't know / no reply 5%

The results indicate that Francophone Quebeckers are
cleariy more favourable to the introduction of a new

private French-language network than unfavourable.
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Conclusions: Strategic Study of the Television Market

.

Four main conclusions can be derived from this strategic

study of the television market:

l.

2,

3'

French language television networks have achieved

considerable success in terms of both the viewing and

the production of Canadian television programs.

At the same.time, new viewing habits are developing

among Francophones, and the audiences themselves are
changing. "It is clear that, at the present time, the two
major French-language networks have not satisfied all
the needs of FranCOphones."(z) The educational network,

Radio-Quebec, does not appear to have filled this void.

In view of these factors, it is reasonable to suggest

that a segment of the francophone audience, which is
currently viewing English-language programming, can be
repatriated if programming complementary to that of

the existing French networks were made available.

According to the OMNIBUS survey, Ffancophone
Quebeckers would be favourable to the introduction of a

new commercial French-language television network.
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NOTES ON CHAPTER 2

1. CRTC, Special Report on Broadcasting in Canada, 1968-1978.

~N

"Francophones and Television: Public, Programming and Consumption”,

a sub-study undertaken by STATCOM Enr. for this study, November
1983. (see Annex A-3).

Supply index used by Souchon, Thoveron and Caron in their study
entitled "Three Weeks of Television", a UNESCO report, 1982.

This index weighs supply and availability as a function of two factors;
"That proportion of the total audience that is actually viewing
television at the time of broadcast, compared with that able to
receive the station". ("Francophones and Television: Public,
Programming and.Consumption", STATCOM Enr., p. 53-54).

Sources:

. Channels of Communications, "Field Guide for the NEW MEDIA",
November-December 1983.

. Channels of Communications, "Are the Networks Dinogsaurs",
June-July, 1982.

. TIME, October 7, 1983: "Troubled Times for the Networks".
ATLANTIC MONTHLY, "Why ‘the Networks Will Survive Cable",
December 1983.

. "TV in Canada in the 1980's: Is the bloom off the rose?" Mimi
Fullerton, Burns & Fry, MARKETING October 10, 1983,
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‘Matthews CATV List, June 1983.

"Exploratory Study on the Extension of TVQ (LA SETTE) Outside of

Quebec", Pierre Levasseur, 1983.

BBM Data, 1983.

Interview with Gerard Malo, BBM, Ffench services.

"French-Canadian Viewing of English-lanquage Television: Growth from
1976 to 1981", (title translated), André Caron, Luc Giroux and Chantal
Mayrand, for the Federal Department of Communications.

Selected proposals and interviews from the last "Congrgs du Conseil
de la Vie frangaise en Amérique"', held in Quebec in October 1983.
The Therrien Report (Entitled: "The 1980's: A Decade of Diversity",
July 1980) had already described this phenomenon in 1979,
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3. PROGRAMMING

.

The development of a model and a strategy for programming is of
supreme importance in the creation of a new television service. We
don't go into detail about programming, nor suggest a typical

programming schedule. Instead, we propose a positioning strategy

which we believe will make the new service successful.

3.1 Programming Concerns

Programming the new network raises a number of specific

problems and concerns. The principal ones are as follows:

3.1.1 Characteristics inherent in so-called conventional

television;
3.1.2 The objectives and goals set by government authorities;
3.1.3 Delays both in setting up the network as well as in
analysing the competition's and the market's reactions
and strategies;

3.1.4 Canadian content regulations;

3.1.5 The realities of market competition during the launch
period;

3.1.6 The need to be distinctive as well as profitable;
3.1.7 The difficulty in quantifying the principal ingredients in
good programming: a fertile, albeit commercial,

imagination and creative capability;

3.1.8 The importance of marketing.




3.1.1 The Characteristics of Conventional Television

Programming the secdnd network must be based on the principles

of mass-appeal television. It must offer a variety of programs to

a popular audience of sufficient size to attract advertisers.

Above all, programming must be responsive to the ratings; it

must constantly adjust its content and its course to suit its

target audience.

3.1.2 Government Objectives

The thrust of the new network's programming must also respond

to specific objectives arising out of the political context:

1)

2)

3)

4) -

5)

6)

It must offer programrhing which is varied and

‘complementary to that being offered by existing networks.
It must contribute to the development of the independent
production sector, developing programs in the

French language.

It must contribute significantly to the attainment of the

objectives-ahd spirit of the Broadcasting Act.

It must balance foreign cultural influences.

It must encourage both the export and the co-production of

programs, especially with French-language countries.

It must adhere to CRTC regﬁlations on Canadian content.




7) It must maximize opportunities created by the
program-exchange agreements which are currently being
negotiated with France and which will make possible the
exchange of a significant number of television programs per
year. Similar agreements are being explored with other

French-speaking European countries.

3.1.3 Delays in Start-up

Our analysis of the positioning of the second network is based
largely on an examination of the existing market and its
anticipated development. It is possible that certain niches we
identify in the market today will be occupied by the competition
in the twelve to twenty-four months between the awarding of

the license and the time the new service goes on the air,

For these reasons the programming models developed at this
stage may lose some of their commercial impact in the future,
as a result of strategic manoeuvres made by the competition. In
short, there is a need to strike some balance between the
positioning of the new network in the short term and the need
to maintaih secrecy about programming plans.
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3.1.4 Regulation

Generally speaking, second network programming must adhere to

CRTC Canadian content regulations. In its policy announcement

regarding Canadian content on television(l), the Commission

announced that it planned to make certain amendments which

should come into effect around October 1lst, 1984.

In its public notice, CRTC 1983-174, the Commission proposed a
series of guidelines for the accreditation of Canadian programs
based on a point system similar to that applied by the Film and
TV Certification Office for tax shelters (CCA) productiohs. The
CRTC is currently pursuing consultations on this subject with the
industry and the public.

At this stage it is difficult to predict how revisions to the

regulations will affect the new network's programming. Given the

past popularity of French-language programs, it is likely that the
new network will have no trouble meeting these regulatory

requirements, at least in the mid to long term.

3.1.5 Competition During the Launch and Start-up Period

Experience has demonstrated the tremendous difficulties most
new television services face during the start-up period, whether
they are financed by subscriber révenues or by advertising. First,
the industry is highly competitive, and it is dominated by
participants with ‘considerable technical, human and financial
resources most of whom have been broadcasting for more than
twenty 'years. Second, the conservative attitude of the

advertising industry will have to be overcome.
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The new network is faced with the overwhelming task of building
from scratch its audiences, as well as a network of customers,
suppliers, and creative resources. The first few years will be
crucial, and its future will depend on how it marries the above

requirements with CRTC regulations and its conditions of license.

It might be necessary to create enabling regulatory policies or at

least to provide the network realistic conditions of licence

for at least three or four years. If the network is incapable
breaking even during this period, it will never be able to fulfill
cultural objectives and requirements.

3.1.6 The Need to be Both Distinctive and Profitable

Many believe that the problem facing the second private
network, i.e. balancing the need for distinctive programming and
at the same time building a profitable audience base, is an

insurmountable contradiction.

Should the programming of the new network be so distinctive
from existing programming that it neglects the very elements
that have made French-language television so successful in

Canada’?

It seems clear that a new network should strike a balance
between innovation and conservatism if it is to succeed in the
short term. After all, innovation need not be limited to content.

Nor is it necessarily synonymous with pure invention.




Therefore, we suggest:

1. The twin requirements of being profitable and
complementary do not necessarily both have to be met in

the short terni.

2. There is a growing crisis in television creativity. The
difficulty of offering something completely different seems

to be growing concomitantly with the multiplication and .
diversity of new television channels. Pierre Juneau described

this problem recently:

"It seems important to point out that the
multiplication in channels is not necessarily
synonymous with diversification of real choice.

- This is a sign of an enormous problem that exists
in the United States and certainly in the rest of
the world: the difficulty of reconciling technique
and content. An imbalance exists between our
technological capability of increasing channel
availabilities, and our creative and financial
ability to transmit programs which are not only
varied but of high quality. Thus there is reason
to be apprehensive about a proliferation of
channels which offer neither variety nor
substance."(2) '

In spite of these admonitions, there are ways the new network
could create a distinctive image without offering totally new
programming. Innovation can originate at all levels of the
enterprise  (programming, manaéement, research, production,
marketing, promotion, positioning the progi'am schedule, program
acquisition, rélationships with independent pr(;ducers, international
relations, etc.). An innovation strategy can be based on quick
tactical trials, market research tests and adjustments.
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According to a fashionable theory, it is this propensity to test
innovative ideas which is one of the principal factors
contributing to the, excellence of large North American

Companies.(3) Innovation can be profitable and can assume many

different forms without necessarily offering something entirely
new. '

3.1.7 The Difficulty - of Quantifying the Source of Good

Programming: Imagination and Commercial Creativity

A Risky Industry...

Even if it Is true that "programming is key, and the rest
is housekeeping",(4) commercial television stations still
consider their main task to be selling audiences to
advertisers. Success is measured in rating points and the
cost per thousand offered to advertisers. And, despite the
continuing refinement of research tools and market
studies, a program's success stil depends on
unguantifiable factors. Hence the typical. statement of
American studio heads, "The only thing that we can be
sure of in this industry is that we cannot be sure of
anything!(5) Clearly, then, the new network's
programming strateqy must be based at least in part on

subjective factors and judgement calls.




CEGI

=2

E W

Programming for Success: The Lessons of the Past

Many production and programming executives choose to rely
on past successes when making decisions about future
programming. This partly explains the increasing occurrence
of movies scheduled in a series of installments in prime
time, of new adaptations of old films, and of feature films
répackaged into series or mini-series for television, such as
Les Pldefe, Fame, and so on. There has also‘ been an
increase in the production of TV drama series based on

tried and tested story and production formulas.

This "rational" approach, while it may be prolific, imposes
limits on innovation and eventual success. Many experts
attribute the current difficulties of American networks in
producing successful series to this approach. Norman Lear,
a prolific Américan TV producei‘, claimed:

"A show becomes a- big hit because it Iis
dynamically different, but the Networks are

afraid of different. They want Carbon-Copy
Television"(5).. - ,

In the same vein, Tom Shale, TV critic of the Washington
Post, declared: '

"A new idea looks like a foreign object. It's
something to run away from. So they clone
" whatever was ‘successful elsewhere"(5).

---"------
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The development of new types of products could become
the major preoccupation of the audio-visual industry during
the eighties and nineties, as it now is in many industrial
sectors. This phenomenon is well described in a recent
study which claims that the developments and changes that
have taken place demographically combined with the
diversification of life styles seems to have forced most

companies to develop innovative products geared to an.
increasingly segmented market.(6)

The problem of product development has certain common
parameters, whether one is introducing a new car or a new
television series. First, one has to measure the needs and
expectations of consumers, and then determine if the
product can be created and sold at a profit.

Predicting Consumer Needs and the Competition's Strategy

The problem usually stems from the delays that take place

between the conceptualization, creation, and ultimate distribution

of a given product. In the words of one American observer,

"Developing a new product is like shooting a duck. You
can"t shoot it where it is, you've got to shoot it
where it's going to be"(6).

From this perspective, the ultimate success of the second
network's programming will depend on its executives' ability to
predict the needs and television viewing habits of its audiences,
while ensuring that the product corresponds to trends and tastes
at the time of the broadcast.
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- 3.1.8 The Importance of Marketing to Audiences and
Advertisers

In this rapidly changing and competitive eﬁvironment, marketing
programming both to audiences and to advertisers becomes
increasingly critical. Our television industry seems to‘have been
slow in taking up this challenge, undoubtedly because competition
was not that keen until only recently, particularly if we compare
television to other industries.

In the United States, the conventional networks seem to have
devoted much more attention to this problem, in the face of
blistering competition from pay television, specialized services,

and other claims on the viewer's time. A new trend has

developed for creating television "events", with saturation
newspaper campaigns and publicity campaigns stretching over '

many weeks.
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3.2 Positioning St_rétegies

The development of & detailed programming grid is part of the
pre-operational stage and thus, .does not fall within the ambit of
this study. We will concentrate on identifying network positioning
strategies here.

3.2.1 Programming that is complementary to that currently

available, principally through commercial innovation

Programming ought to offer something different. However, it is
unrealistic to expect pure invention in television products.
Network programming ought to offer a varied menu of
information, variety, sports, movies, and TV drama. In other
words, the new network still has to offer the same ingredients

as its competitors.

If the new network cannot invent something entirely new, it
should at least try to be innovative and complement existing
programming. We believe innovative businesses are faring better
than cautious ones in the current economic environment, and
that it is these businesses which have the greatest chance of
success in the future.

"Innovative companies are not only doing exceptionally
well in the production of new goods and services from
the commercial standpoint, they are also a lot more
adaptable to changes in their environment".(1)
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In order to be complementary and distinctive, second network
programming has to place a high value on innovation. This must

be apparent at all 'stages in the programming process. The

following are some of the important steps in this process:
1) Positioning programs within the schedule

In television, program scheduling is probably as crucial as the
intrinsic value of the product. The new network should create a
niche in the market by scheduling against the popular
French-language networks (Radio-Canada and TVA). In recent
years, these latter have shown a marked tendency to offer
similar programs in the same programming slots (see Chapter 2).
The new network ought to create a scheduling alternative for

Francophones whase viewing habits are becoming increasingly less
standardi zed.

The second network could distinguish itself by offering a program
schedule which is a lIot more flexible than that of its
competitors, a step that would be con’ipatible with changes that

have taken place in consumer behaviour and lifestyles in an
increasingly segmented marketplace.

2) Innovation in program content, format and production

techniques
This could include:

- choice of themes for TV dramas;
- production rhythm; |
- choice of hosts, performers, etc.;
- production methods; .

- integration of content categories;

- visual imagery and presentation.
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3) Marketing and Program Promotion .

Good programming usually sells itself but it must also be
reinforced by efficient and aggressive advertising and promotion.
Now that we have passed from an age of passive viewing by a
homogeneous, mass audience to audiences which are more
unpredictable and heterogeneous in their behaviour, marketing
television programming has become a far more serious business.
The second private network will be forced to be innovative,

dynamic and aggressive in its overall approach to marketing.

3.2.2 An Interesting Target Audience for the Short Term:
Young_Adults (25-39)%; for the Midterm: 35-49 year olds

By targetting principally to 25-39 year olds (the post-war baby
boom generation), the second network would have room to grow
and expand with this unusually large age-group. Then, as this
audience segment grew older, the network could readjust its

demographics and seek out the 35-49 year olds.

Here is a quick profile of the baby-boom generation:

- more North American and international in their values;

- more likely to respond to the younger creative generation;

- more likely to prefer more contemporary approaches to
programming, with soundtrack and music predominating.

x 1.

The yound adult segment is usually associated with either the
18-35 age break, or the 20-39 year old group. We believe the
25-39 year old ‘target group is the most attractive
demographic segment from a commercial standpoint.
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3.2.3 A Premium on Flexibility and Spontaneity in

Programming

A second private television network ought to specialize in
"making television" and exploiting all the natural advantages of

this medium.

Given the instantaneous nature of television, the new network
can innovate with programming based on the coverage or
creation of television events. These would have to be offered on

a reqular basis in order to entrench consumer viewing habits.
Here are some examples:

- An emphasis on programming which is spontaneous, "hot",
and less artificial, perhaps using live broadcast techniques.
The feasibility of using the latter aproach would have to be
studied.

- Event-oriented television requires a flexible program
schedule not always divided rigidly into hours and
half-hours. The increased use of live broadcasting would
recreate the excitement and spontaneity which existed in
the early days of Canadian television. An increase in live
programming could repatriate viewers who have abandoned

television or who are presently dissatisfied with it.

- We're not really recommending- a nostalgic return to the
past but rather looking back over our shoulder to decide
which steps to take next. The formula "High tech, high
touch™(2) underlines this trend to balance our technological
gro'wth with increased physical activity and human contact.
This partly explains why some segments of the viewing
audience are turning away from television in favour of
sports, cultural and social activities requiring participation

and direct human contact.
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- This strategy could be implemented in information
programming, in popular cultural events (such as shows,
music  programs, theatre, variety) and in  sports
programming, all of which lend themselves most readily to
this approach. It would also be interesting to extend this
‘approach to drama series, game and quiz programs, public

affairs shows and to newsmagazines and talk shows.

- The Canadian Production of Big Sports Events

This category refers primarily to professional sports, i.e.,
baseball, hockey and football, and more specifically to
games which are not now being broadcast. Sports continues
to be one of the most popular categories of programming
on television. A new network could capitalize on this by a
judicious scheduling of its sports programming as long as it
does not saturate viewers and leave them with no other
choice than to watch sports. In addition, the new network

could concentrate on covering special events.

- Secondary Sports Events and Imports

An ;opportunity also exists to broadcast sports events which
have not yet achieved popularity on existing conventional

services. Rights to these events would naturally be much
cheaper. '
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One possibility is to rebroadcast foreign programs hosted by
Canadian teams. Another possibility would be to rebroadcast
the more interesting events aired by . specialty services in
English Canada and the United States.

Entertainment Programs

The new network could capitalize on event-oriented
television by developing a whole panoply of programming
formats based on various media events, broadcast singly or
in series. In fact, the new network might even consider
specializing in the presentation of live shows and public
taping of programs.

This category could include variety shows, music shows

tele-theatres and other traditional cultural events.

By rewarding innovation and excellence, the second network

-could generate a variety of productions based on elements

borrowed from traditional programming (such as soap
operas, mini-series, variety shows and game shows) and
transformed into live, TV "events". This could also include
contests of different kinds, live quiz shows, special events,
interurban and inter-regional meetings, etc.

To develop this idea further, we suggest that the network
rely heavily on the creative, technical and adrﬁinistrative
resources of personnel, whose viewpoints are maore
contemporary and whose techniques are experimental. Add
to this a pool of creative and artistic talent with which the

public can identify, and the new network should have
maximum impact at lowest cost.
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3.2.4 The programming ought to reflect Montreal's increasing
importance ‘as a major urban centre, as a mecca for
French cultural life in North America, and as a gateway
to Europe and the United States.

Without question, the principal target market for the new

network is Montreal. There are three reasons for this:

1. The largest French-language population is conéentrated )

there,

2, It is there that the largest numbers of Francophones are

switching from French to English-language TV programs.

3. The most serious imbalance between the supply of English
and French-language programs in Quebec will occur in

Montreal.

. Montreal is currently enjoying an. economic renaissance,
promoted by governmént policies which link the
prosperity of the province to that of Montreal. Similarly,
current trends seem to indicate a steady development of
Francophone cultural life in Montreal, the home of

excellence.

. Finally, Montreal's cosmopolitan and international spirit is
more likely .to influence programming in ways that will
satisfy the young adult market, as well as attractmg

secondary audiences and markets. -
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The Evolution of Competing Services

- As the objecti\;es in the new- CBC strategy indicate,
Radio-Canada will become increasingly Canadian, and will
respond more favourably to regional imperatives. This
development should satisfy Francophone audiences outside of
Quebec, who have blamed the French network for
concentrating too exclusively on Quebec and especially the
Montreal region. '

- Radio-Quebec's policy is to decentralize its network, as

outlined in its regionalization plan.

- As far as the TVA network is concerned, even though
roughly 90% of its programming originates ffom
Télé-Métropole in Montreal, it is .nevertheless composed of
a group of regional stations whose production capacity is
far better than it has ever been.

- CFCF-TV in Montreal has succeeded in positibning itself as
a station catering primarily to the needs and expectations
of Montreal Anglophones, as well as Francophones and other

ethnic groups.

The way in which this new network is implemented could also
have an influence on its ultimate positioning at the national
level. It is feasible for the network to concentrate from the
outset on reflecting the cultural and social needs of the city of
Montreal. At the same time, it can gradually seek out
Francophone audiences in other regions of Quebec as well as the

rest of Canada.
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- Today's Francophone has changed, even though the precise
changes are difficult to quantify. The postwar baby boom
generation seems to be defining itself simultaneously on a
more  narrowly-focussed personal scale (emphasis on
individual values, more intense identification with the local
comrhunity) and on a broader, more international scale
(young Francophone adults perceive themselves as North
Americans open to the world and retaining special ties with

Francophones throughout the world).

- To concludé this  section, second private he_twork
programming should attempt to capture the spirit and the
cultural dynamism of Montreal and transpose it to the
screen, “ taking advantage of the renaissance already
unde;‘way in that city. If the second network succeeds in
Montreal, it should be also successful in the rest of
Quebec, and then be extended to Francophone markets

elsewhere in Canada and the United States.
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A Special Emphasis on Information Programming

Even if entertainment programs are the "locomotives" of
contemporary television networks, there is still a strong
demand for dynamic, intelligent and entertaining news
programming. Conventional television has been the
traditional vehicle for news and information programming,
and has become increasingly specialized and efficient in
that area. Their success in the news area will help them ~
compete advantageously with new services based strictly on
entertainment, such as Pay-TV, DBS and home

entertainment products such as VCRs, and videogames.

News and information programs are relatively inexpensive if

we compare them to other types of Canadian programs (e.g.
variety, TV drama).

Throughout this study, we have used a broader definition of
information than is usual; this  includes news and public
affairs, but also covers magazine-type programming that

can incorporate music, variety, sports and performances.
are some possibilities:

The network could fill up the volds in local and national
news by concentrating on stories originating in Montreal,
which is, after all, the nerve centre of Francophone life in

Quebec and North America.
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It could duplicate the successes of new networks and
private stations elsewhere in Canada, who have built their
strength in the news area in order to position themselves in
highly competitive markets (example-, Global, CITY-TV,
CKVU-TV, etc.). |

With the development of lighter equipment, such as
electronic news gathering (ENG.), the news area offers

great potential for innovation and a more instantaneous,
event-oriented approach.

An ' interesting niche exists for magazine programs
incorporating variety elements and targeted to young adults
aged 25-39.0%) These programs could be successful if they
reflect the new lifestyles of this important segment of the
population. Robert L. Hosking, President of CBS Radio,

described the information needs of this important segment
as follows:

"Far from the Drugs, Sex and Rock'n'roll cliché
of the past, this market segment has some pretty
sophisticated infomation needs. Further, the size
of this group, 18-34 years old, will comprise 36%
of the nation's population in 1985. This means
that these needs will be shaping the country for
years to come."()

Information programming must respond to changes in the

structure and. behaviour of audiences. as decribed in C hapter

. 2 .

This segment is also often -associated with the 18-35 year
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Live coverage ought to be favoured for local news.
However, one of the problems inherent in live reporting is
the scheduling changes it requires. It would mean planning
each live report in advance in order to find a spot for it in
the program schedule, or else delaying its broadcast and
running it during a program period or break reserved for

this purpose.

Another alternative would be to make an agreement with a
radio station for the exchange of information and the joint
use of editorial personnel. In the past, this used to be the
practice between radic stations and the print media, and
could probably be easily translated to agreements between
the electronic media. Ultimately, an agreement could be

established between a TV news service and a nationally
distributed daily.

In its attempts to be different from the competition, the
new network could rely on jourhalists and managers who
specialize in dynamic information programming, people who
are capable of renewing their approaches constantly, and
who are not afraid to act courageously in spite of their

relatively modest resources.

Filling the Niches left by Radio-Canada

With its increased "Canadianization" and its mandate to provide

distinctive programming, Radio-Canada may have to abandon

certain niches and types of programs that are more appropriate

to private broadcasters. The new network could pick up the slack

by broadcasting the kind of films, drama series, variety and

sports programs, mostly of foreign origin, that Radio-Canada may

have to abandon.
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‘Accenting the "Latest" in Programming

A dynamic scheduling of feature films, made for TV films

and mini-series

Movies are among the most pdpular programs on television.
Their cost/appeal ratio is advantageous since their first

window prior to broadcast on conventional television has

traditionally been theatrical and, more recently, Pay-TV and.

home video. While there is an overwhelfning demand for
recent films, audience interest still remains high for films
made a number of years ago, particularly blockbuster films.

What makes a film "recent" is almost as subjective as what

4

makes a film "good". A recent study( )und'ertaken in France

as part of the planning for CANAL PLUS, the proposed
Pay-TV network in France, attempted to define the concept
of a "recent” film as follows:

"A recent film is one which is presented on
television, which is discussed on radio and which
is the object of journalistic criticism. In many
_ instances, the novelty or newness of a film can
linger for up to two years. When a film is a
failure theatrically it tends to age very quickly in
people's minds. When shown a list of films that
had been released within the last three vyears,
roughly 55% of respondents actually believed
these films were not recent." :

--—---‘----.‘--
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Expected market development

e

. Radio-Canada's future acquisition policy

In light of the new CBC strategy, we foresee a drop in the
French network's acquisitions of feature films of foreign
origin, and particularly French versions of American

commercial programs and films.
. A more important role for Radio-Quebec

This public broadcaster is becoming an increasingly active
buyer of movies and made-for-TV films. Recent interviews
indicate that Radio-Quebec's fairly aggressive acquisition
policy in the area of recent European films has had a
significant impact on prices for these films. Some
commercial broadcasters are worried about the inflationary
impact Radio-Quebec's buying habits could have on the
market and chafe at competing with a broadcaster whose

mandate is basically educational.
. The rationalization of Pay Television

Many experts foresee a reduction in the pay window. A
shortening of this period would naturally hasten the
exibition of these films on conventional television, i.e.,

within eighteen to thirty-six months.
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. The growth in world produc'tion and distribution of

made-for-TV movies as well as lower budget features

In view of the continuing growth and diversification of
television services on a world scale, we are likely to
witness a considerable increase in the amount of product
available to conventional television. Broadcasters and
producers are making significant investments in all forms of
audio-visual programming and film, of course, occupies a
prominent place in this mix. In the past few years, the
large American networks have been purchasing and/or
producing almost 100 new made-for-TV films per year. The
increasing involvement of HBO in the production of original
material, as well as the arrival on the scene of powerful
financial groups, will combine to generate an impressive
quantity of original product on the market. The industry in
Canada is also gearing itself up for the same type of

growth, i.e. a larger number of less expensive productions.
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328 Rely on the Creative, Technical and
Administrative Resources “Provided by the
"Trendsetters"

If the new network intends to appeal to a younger
audience and to innovate constantly at all levels, it
should combine forces with the new generation of
creators, producers, technicians and management

personnel.

This talented and artistically gifted generation is the
first to reap the benefits of specialized education and

training in schools especially created to serve the
television industry.

This strategy could contribute immeasurably to the
creation of original and dynamic programming. After
all, the new service will only be as good as the people
who staff it.
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3.29 A Challenging Role for- the New Network:

Programmer-Packager Vversus Traditional

Broadcaster

Nowadays, companies must answer one fundamental
question in order to position themselves successfully in

the current and future economie environmentz(z)

"The question for the 1980s is: what business are you
really in?"(2) '

In summary, a second private network should consolidate its role

by:

- defining itself as a company specializing in the audio-visual

programming sector;

- by priorizing its activities in the areas of program

acquisition and packaging above those of production;

- by programming from a long rané]e strategic vision of the

marketplace and continuously testing it out against reality;

- by ecreating a long term development strategy on the

international front and reinforcing its international image as

a programmer/packager.
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- NOTES ON SECTION 3.2
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(This 'study was done for the Bureau de liaison des industries
cinématographiques by COFREMCA Inc.).
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Programming Availability

Second network programming will depend on the availability of
product. This will have a great influence on the orientation of
its content. In this section, we will summarize the main factors

determining success in this area.

3.3.1 Rely on Sources of "Popular” Programs at Bargain Prices

The new network will probably be forced to follow this strategy
for some of its programming. This is what the majority of new
television services (conventional, pay or other) have been forced

to do in the last few years, and, undoubtedly, new television
services will have to follow suit.

The older French-language networks were not major buyers of
foreign programming(l), but concentrated on original
French-language production. The new service, however, will have

to follow the "bargain programming" strategy, at least, for part

of its programming, from sign-on until stable growth. Though °

highly successful, the traditional approach involved significant

costs, particularly for drama and variety programming.

Pierre Juneau has commented on this issus and linked it to. the

creation of new services using satellite and cable distribution
technologies. '
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"Even if we invest in new infrastructures like satellite
or cable, or a combination of the two, we will still
have to rely on sources of programming that offer us
popular programs at ‘bargain prices. This is the only
way we can attract the size of audiences that will
allow us to recover our costs. As it happens, the
United States is the major source of programming that
is both appealing and affordable".

"Even the richest countries in the world are not in a
position to produce all of the programs they need to
supply the new services. Thus, they must rely on less
costly, even free, sources of foreign programming".(2)

The principal source of bargain programming is obviously the
United States, and it consists mainly of drama series and
mini-series, movies and made-for-tv movies, variety shows and
sports programming. One of the major problems in acquiring
American programming, however, is the delay, often of -several
years, in obtaining French-language versions for the Canadian

Francophone market. And to compound this problem, Francophone
audiences will be able to access the original English-language

versions of these programs and films to a greater degree than
ever before as a result of increases in the number of

English-language services.




3.3.2 The Commercial Advantages .of a Program Exchange

Agreement with France and other Francophone European
Countries ’

If the guidelines have yet to be worked out, the commercial

advantages of such an agreement must be assessed in terms of
the following factors:

1- A Predilection for American Product

Interviews done with a variety of television experts attest to the
predilection of Quebeckers for <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>