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NOTICE TO READER
Reports from committees presented to the House of Commons

Presenting a report to the House is the way a committee makes public its findings and recommendations
on a particular topic. Substantive reports on a subject-matter study usually contain a synopsis of the
testimony heard, the recommendations made by the committee, as well as the reasons for those
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THE STANDING COMMITTEE ON
OFFICIAL LANGUAGES

has the honour to present its

SIXTH REPORT

Pursuant to its mandate under Standing Order 108(3)(f), the committee has studied the quota of
French-language music imposed on French-language radio media and has agreed to report
the following:
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LIST OF RECOMMENDATIONS

As a result of their deliberations committees may make recommendations which they
include in their reports for the consideration of the House of Commons or the Government.
Recommendations related to this study are listed below.

Recommendation 1

That the Canadian Radio-television and Telecommunications Commission

maintain the French-language vocal music quota at 65% and retain the

requirement that traditional commercial radio stations broadcast 55% French-
language popular music between 6:00 a.m. and 6:00 p.m., Monday to Friday,

during peak listening hours. 28

Recommendation 2

That the Government of Canada require federal institutions and the Agency of

Record to allocate at least 50% of their total advertising expenditures to

Canadian traditional media, including a fair share to traditional commercial

and community radio stations. 28

Recommendation 3

That the Government of Canada table a bill to amend the Income Tax Act:

e to remove the tax credit currently granted to Canadian advertisers that
purchase advertising on foreign digital platforms;

e to create a tax credit for Canadian advertisers that purchase advertising
from local traditional media; and

e so that traditional radio stations may benefit from the Canadian
journalism labour tax credit. 28

Recommendation 4

That the Government of Canada impose discoverability and promotion
obligations on foreign digital platforms with respect to Canadian French-
language vocal music. 29



Recommendation 5

That the Canadian Radio-television and Telecommunications Commission
require that 5% of the total French-language vocal music quota be dedicated to
broadcasting French-language musical works by emerging Canadian artists,
including those based outside Quebec.

Recommendation 6

That the Canadian Radio-television and Telecommunications Commission
include a French-language vocal music component within the Canadian content
requirements imposed on English-language radio stations.

Recommendation 7

That the Government of Canada recognize the key role played by all Canadian
community radio stations in showcasing emerging artists; and, given the
unique business model of community radio stations, that it further recognize
that it is vital to provide them with tailored tools and support so that they can
fulfill this mandate effectively.

Recommendation 8

That the Government of Canada recognize that the role of supporting the
development and discoverability of francophone artists falls largely to
community radio stations; that it review its support programs for these
stations to ensure they have the appropriate resources and tools to fulfill their
mandate; and that it consider the possibility of expanding the role of public
radio to include greater responsibility for discoverability.

Recommendation 9

That the Government of Canada and the Canadian Radio-television and
Telecommunications Commission prioritize an approach focused on creating
content and promoting the broadcasting of French-language content, while
maintaining a minimum broadcast threshold of 65%, in order to ensure that
French-language Canadian music is played by radio stations.

29

29

29

29
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Recommendation 10

That the Canadian Radio-television and Telecommunications Commission host
a national summit bringing together various traditional and digital Canadian
broadcasters in order to promote the sharing of best practices and to update
their strategies to take into account the current realities of the sector.

30
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INTRODUCTION

In 2025, the Canadian Radio-television and Telecommunications Commission (CRTC) held
a public consultation on the Canadian content provided by audio services (Broadcasting
Notice of Consultation CRTC 2025-52). During the hearings, a number of French-
language commercial broadcasters argued for a reduction in French-language vocal
music (FVM) quotas.

Currently, all French-language radio stations—commercial, community or campus—must
devote at least 65% of their weekly music programming to French-language music.
Traditional commercial radio stations are subject to an additional requirement: they
must broadcast 55% of French-language popular music between 6:00 a.m. and 6:00 p.m.
Monday to Friday, during peak listening hours.!

The request aimed at reducing the FVM quota has sparked strong reactions in the arts
and culture community. For traditional commercial radio stations, it represents an easing
of their licensing conditions. However, artists and their representatives fear that any
reduction in the FVM quota could have an impact on the entire French-language music
industry across the country.

In September 2025, the House of Commons Standing Committee on Official Languages
(the Committee) adopted a motion? to study the issue outlined above.

The traditional commercial radio stations that appeared before the Committee
reiterated their request for a single FVM quota set at 40%, calculated on a monthly
basis. The Committee notes that this request regarding the FVM quota is part of a
broader strategy aimed at ensuring the viability of traditional French-language
commercial radio stations in a media landscape now dominated by foreign digital
platforms. It reflects a much wider issue concerning the ability of all Canadian radio

1 Canadian Radio-television and Telecommunications Commission (CRTC), French-lanquage music and
Canadian content on radio.

2 House of Commons Standing Committee on Official Languages (LANG), 45t Parliament, 15t Session, Minutes
of Proceedings, 25 September 2025.
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stations to survive in a rapidly evolving media landscape. The current media crisis is,
above all, a crisis in the broadcasting sector. The real challenge lies in the profound
transformation of the traditional radio business model, which has been upended by
increased competition, mainly from digital platforms.

This report is based on the testimony heard by, and briefs submitted to, the committee.
The committee defines “traditional radio stations” as radio stations that use terrestrial
frequencies to transmit audio signals. Although they can be listened to online, traditional
radio stations use ground-based transmitters to broadcast electromagnetic waves and
operate primarily on the AM (amplitude modulation) and FM (frequency modulation)
frequency bands.

“Traditional radio stations” can be public, commercial/private or community-based.
Their missions, business models and CRTC licensing requirements are what differentiate
the types of traditional radio stations in the Canadian media landscape.

Most commercial radio stations are part of a network. In the Broadcasting Act, the word
“network” is defined as follows: “any operation where control over all or any part of the
programs or program schedules of one or more broadcasting undertakings is delegated
to another undertaking or person, but does not include such an operation that is an
online undertaking; (réseau).” However, affiliation with a network does not necessarily
alter the commitment of certain individual radio stations to producing and broadcasting
local content, particularly local news content.

Traditional community radio stations operate under organizations such as the Association
des radios communautaires acadiennes du Nouveau-Brunswick, the Alliance des radios
communautaires du Canada and the Association des radiodiffuseurs communautaires du
Québec. These are not networks within the meaning of the Broadcasting Act. However,
they do provide services to their members. For example, they advocate on their behalf
to various levels of government. In the case of the Association des radiodiffuseurs
communautaires du Québec, it coordinates projects such producing content to be shared
by network members or launching a mobile app to livestream member stations over the
Internet. On this point, sharing content does not change the local aspect of a traditional
community radio station’s programming: “Although they may choose to download and
broadcast audio content made available to them via a remote server, broadcasting it is
voluntary and entirely asynchronous. This content is made available in part so that they
can meet certain requirements, such as broadcasting special interest music.”3 [TRANSLATION]
As explained by Louis Béland, Executive Director of the Alliance des radios

3 Email from Louis Béland, Executive Director of the Alliance des radios communautaires du Canada, 27 April
2026 [AVAILABLE IN FRENCH ONLY].
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communautaires du Canada, “community radio stations like ours are 100% local in that
they are started and operated locally. Except for certain acquired programs, their content
is produced locally, their governance is local, and the money stays in the community. They
are operated by, for, and with the community.”* [TRANSLATION]

Lastly, the Committee’s recommendations aim to improve the discoverability and
promotion of Canadian French-language vocal music while ensuring the viability of radio
stations in Canada’s media landscape.

TRANSFORMING CANADA'S MEDIA LANDSCAPE

As noted earlier, Canada’s media landscape is evolving. Sylvain Chamberland, President
and Chief Executive Officer of Arsenal Media, explained that the traditional Canadian
broadcasting system “was built on three pillars ... : the community, CBC/Radio-Canada,
and the private sector.”> However, Canada’s radio ecosystem has undergone profound
changes since foreign digital platforms were introduced. Mr. Chamberland described the
issue as follows:

Digital audio has profoundly transformed our industry. Foreign platforms dominate
listening, capturing the majority of advertising revenue—nearly $10 billion annually—
and are not subject to any of the obligations imposed on Canadian broadcasters.

Meanwhile, commercial radio revenues are declining year after year and are expected
to fall below one billion dollars by 2030, representing a 50% decrease over the last
10 years.®

Mr. Chamberland summarized the situation by stating that “50% of radio stations are no
longer making money in Canada.”’

Caroline Jamet, President of Cogeco Media, explained that the business model of
traditional commercial radio stations is under strain:

4 Ibid.

5 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1210 (Sylvain Chamberland, President and
Chief Executive Officer, Arsenal Media).

6 Ibid., 1205.

7 Ibid., 1210.
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American web giants and large foreign platforms are the source of the crisis we’re living
through now. Holders of unprecedented market power, these foreign companies are
waging unfair competition for audiences and breaking our sector’s business model.®

Jean-Francois Leclerc, Vice-President of Leclerc Communication, also noted that the
imbalances in the current system are having harmful effects on traditional French-
language music stations:

Unless an in-depth and structural change is initiated right now, the listening times
dedicated to music stations will continue to decline. Many French-language radio
stations can no longer afford to fulfill their mission, as their advertising revenues have
plummeted dramatically in recent years. The French-language radio market in Montreal
has not been profitable since 2023.°

Digital platforms attract a large number of listeners. Centred on the individual
experience and commercial free, foreign digital platforms offer a service that differs
from traditional mass media. Ms. Jamet explained one of the fundamental differences
between traditional radio stations and foreign platforms as follows:

It’s important to realize that each radio station has one type of programming. On
foreign platforms, it’s listener-driven programming. Our challenge is to reach our
audience with one type of programming. We can’t personalize programming for every
single listener. That’s what competition is all about.*°

Montreal’s French-language music radio reportedly lost 40% of its listening hours over
five years.!! It appears that young people are turning away from traditional radio: “In
Quebec City and Montreal, nearly 60% of listening times have been lost among listeners
aged 18 to 54 in 15 years.”*?

Simon Claus, Director of Public affairs of the Association québécoise de I'industrie du
disque, du spectacle et de la vidéo (ADISQ), explained that average listenership has
decreased:

8 LANG, 45t Parliament, 15t Session, Evidence, 2 December 2025, 1115 (Caroline Jamet, President, Cogeco
Media inc.).

9 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1105 (Jean-Frangois Leclerc, Vice-
President, Leclerc Communication Inc.).

10 LANG, 45t Parliament, 15t Session, Evidence, 2 December 2025, 1150 (Caroline Jamet, President, Cogeco
Media inc.).

11 lbid., 1115.

12 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1115 (Jean-Francois Leclerc, Vice-

President, Leclerc Communication Inc.).
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[W]hat we primarily see decreasing is average listenership. That’s why we don’t deny
the difficulties of radio. People continue to turn on the radio, but they listen to it less
because we’re in an attention economy with competition among music and
entertainment listening options. People listen to the radio for shorter periods because
they’re in a world where they are being pulled in every direction.*?

That said, traditional radio remains a medium of choice. According to ADISQ, in 2024,
radio reached “84% of Canadians each week.”1* In Quebec, in 2023, radio remained “the
primary source of music discovery for 60% of Quebeckers.”*>

STREAMLINING THE REGULATORY FRAMEWORK

To reverse the trend and “for radio to remain a strong cultural vector,” Leclerc
Communication, like other traditional commercial broadcasters, argues that “the federal
framework must restore the flexibility it deserves and correct the structural inequity that
exists between traditional radio and online platforms, and do so in depth.”®

The French-language Vocal Music Quota

It is within this context that the traditional French-language commercial broadcasters that
appeared before the Committee are requesting a reduction in the FVM quota. As noted
earlier, these broadcasters want the CRTC to lower the FVM quota from 65% to 40%. In
addition, the implementation of the quota would no longer be linked to prime time and it
would be calculated on a monthly rather than a weekly basis.!” Mr. Chamberland added
that traditional commercial radio stations have requested a 36-month trial period for this
reduced quota in order to see “if it enhances vitality”*8 for radio stations.

Mr. Leclerc explained that lowering the FVM quota would help reduce the regulatory
imbalance between traditional radio and online streaming platforms: “Traditional radio is

13 Ibid., 1200 (Simon Claus, Director, Public affairs, Association québécoise de I'industrie du disque, du
spectacle et de la vidéo).

14 Ibid., 1155 (Eve Paré, Executive Director, Association québécoise de I'industrie du disque, du spectacle et de
la vidéo).

15 Ibid.

16 Ibid., 1105 (Jean-Francois Leclerc, Vice-President, Leclerc Communication Inc.).

17 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1205 (Sylvain Chamberland, President and

Chief Executive Officer, Arsenal Media); 27 November 2025, 1105 (Jean-Frangois Leclerc, Vice-President,
Leclerc Communication Inc.).

18 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1235 (Sylvain Chamberland, President and
Chief Executive Officer, Arsenal Media).
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tied to a regulatory ball and chain that dates back to the 1970s, while foreign platforms
are free to broadcast whatever they want.”*® While the former are subject to a high quota
of French-language music, the latter have no comparable obligation, creating an uneven
playing field. According to Mr. Leclerc, Canadian regulations are too demanding: “There is
no regulation that requires commercial radio stations to broadcast more than 40% of
songs in a given language, a ceiling that belongs to France. Our quota of 65% French-
language music is nothing more and nothing less than a global anomaly that it is high time
to correct.”?°

Traditional commercial radio stations have established a link between the FVM quota,
the loss of part of their audience and, consequently, their loss of revenue. According to
Mr. Leclerc, the audience for traditional French-language commercial radio wants to
hear less FVM:

In 2015, French-language broadcasters conducted a study with 2,029 French-speaking
respondents from Quebec. They were asked what percentage of francophone music
their ideal radio station would play. The result was 34% among respondents aged 16 to
44, and 43% for all respondents, including those aged 55 and older.?

Their argument is also based, in part, on listeners’ consumption habits on foreign digital
platforms. According to representatives of traditional commercial radio stations, artists
who sing in French account for only a small percentage of total consumption on

these platforms:

When our listeners leave French radio and move to foreign platforms, they’re exposed
to less than 5% of Quebec music. That’s what’s happening right now.?

These results lead Mr. Leclerc to conclude that “[t]he quota of 65% is therefore much too
far removed from the actual needs and interests of our listeners at this time, especially
when considering the music consumption of Quebeckers on online platforms.”?® Arsenal

19 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1105 (Jean-Francois Leclerc, Vice-
President, Leclerc Communication Inc.).

20 Ibid.

21 Ibid., 1110 (Jean-Frangois Leclerc, Vice-President, Leclerc Communication Inc.). Study source : Substance

stratégies, Etude sur les habitudes d’écoute de la musique des québécois francophones. Rapport de
recherche, 3 septembre 2015.

22 LANG, 45th Parliament, 1st Session, Evidence, 27 November 2025, 1110 (Jean-Frangois Leclerc, Vice-
President, Leclerc Communication Inc.).
23 Ibid.

10



EPORT ON THE QUOTA OF FRENCH-LANGUAGE
VOCAL MUSIC IN CANADIAN RADIO MEDIA

Media echoed this view: “[t]he 65% quota for French vocal music is no longer aligned with
listening realities at all.”?*

Worse still, the FVM quota would harm French-language music radio and the visibility of
music and culture. According to Mr. Leclerc, “the current system no longer protects our
culture; it marginalizes it. It is causing a growing disinterest among listeners for radio
stations that should be promoting local music.”?° Listeners “disengage and turn to foreign
platforms where Quebec music represents only 5% of their listening, or even less.”2°

Mr. Leclerc concludes that it is essential “to give broadcasters more flexibility to allow
[them] to be more in tune with the tastes and needs of listeners.”?” Mr. Chamberland
summarized the situation by drawing an analogy between what traditional commercial
radio stations offer and a candy store that does not listen to its customers:

Second, everyone is avoiding the issue of the current quota of 65% French-language
content, but French-language music is not being consumed at the moment. It’s only
consumed at a rate of 4%. Someone should therefore ask if there’s a gap between 4%
and 65%. It’s like walking into a candy store: everyone wants to buy Rockets, but the
store only offers gummies, which nobody wants. We should therefore offer a few less
gummies and a few more Rockets.?®

According to Mr. Leclerc, the request to reduce the FVM quota should not be interpreted
as a lack of commitment to the discoverability and promotion of French-language musical
works. On the contrary, he argues that a reduction in the FVM quota would ensure that
traditional commercial radio stations can continue to serve francophone audiences:

We want to continue doing our part for the vitality of French, but to do that, our
stations must first survive. Modernizing the quota is not harming the culture; it’s
ensuring that French-language music will continue to be heard for generations to

come.?

24 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1205 (Sylvain Chamberland, President and
Chief Executive Officer, Arsenal Media).

25 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1105 (Jean-Frangois Leclerc, Vice-
President, Leclerc Communication Inc.).

26 lbid.

27 lbid., 1110.

28 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1215 (Sylvain Chamberland, President and

Chief Executive Officer, Arsenal Media).

29 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1105 (Jean-Francois Leclerc, Vice-
President, Leclerc Communication Inc.).
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Traditional commercial broadcasters believe that the declining interest they observe
among Quebeckers in French-language music can be explained, in part, by the decline
of French.3®

THE NATIONAL BROADCASTER

Clarifying its Responsibilities Related to the Discoverability of FVM

Traditional commercial broadcasters believe that CBC/Radio-Canada, the public
broadcaster, should assume a greater share of responsibility for the discoverability and
promotion of FVM. They pointed out that CBC/Radio-Canada already has the mandate
“to reflect the diversity of Canada, support francophone culture and take into account
the needs of indigenous peoples.”3! It also has significant financial resources:

The public broadcaster benefits from a network of 88 stations, 700 transmitters and a
budget of $2 billion, of which $1.5 billion comes from public funds.3?

Ms. Jamet believes that “the question of the public broadcaster’s role and how it can fulfill
its role even better to showcase Canadian culture remains entirely relevant.”33 Arsenal
Media shares this view. Mr. Chamberland is of the view that “[in] a landscape where
discoverability is dominated by foreign platforms, CBC/Radio-Canada is the only national
player capable of providing a real counterbalance.”3* For these reasons, Mr. Chamberland
concludes that “CBC/Radio-Canada should be given explicit obligations to ensure the
discoverability and dissemination of indigenous and French-language content on its
platforms, both traditional and digital.”3> This view was echoed by Mr. Leclerc.3®

30 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1225 (Sylvain Chamberland, President and
Chief Executive Officer, Arsenal Media); 27 November 2025, 1125 (Jean-Frangois Leclerc, Vice-President,
Leclerc Communication Inc.).

31 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1205 (Sylvain Chamberland, President and
Chief Executive Officer, Arsenal Media).

32 Ibid.

33 LANG, 45t Parliament, 15t Session, Evidence, 2 December 2025, 1155 (Caroline Jamet, President, Cogeco
Media inc.).

34 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1205 (Sylvain Chamberland, President and
Chief Executive Officer, Arsenal Media).

35 lbid.

36 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1110 (Jean-Francois Leclerc, Vice-

President, Leclerc Communication Inc.).

12
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DISSENTING VOICES

Some minority French-language community radio stations, along with other witnesses
from the cultural and artistic community, do not share the traditional commercial radio
stations’ views regarding the FVM quota.

Mr. Claus explained that this is not the first time he has heard the argument from
commercial broadcasters that there is a causal link between “French music quotas and
the decline in listeners.”3” According to ADISQ, “that’s not the explanation.”® It also
states that “[n]othing in the data links these difficulties to quotas.”3° Eve Paré, Executive
Director of ADISQ, explained that the difficulties experienced by traditional French-
language commercial radio stations “primarily stem from structural factors: audience
fragmentation, unfair competition from platforms and revenue loss related to digital
transformations.”4°

Alexis Normand, an artist-entrepreneur from Saskatchewan’s francophone community,
also stated that she is “unconvinced that the shrinking audience for French-language
commercial radio has any connection with music in French, especially since English-
language commercial radio stations are experiencing the same decline.”#! She stated in
her brief that the traditional commercial radio stations that appeared before the
Committee failed to demonstrate “that the decline in listeners to French-language
commercial radio stations is linked to the presence of French-language music.”#? She is
of the view that reducing the quota would “weaken” a “strong, visible presence for
French in the media ecosystem ... without addressing the financial pressures faced by
private radio stations.”** Ms. Normand shares ADISQ’s position. The difficulties affecting
all traditional private broadcasters, both English-and French-language alike,** are: “[T]he
digital transformation; the public’s migration to ad-free platforms; and technological

37 Ibid., 1210 (Simon Claus, Director, Public affairs, Association québécoise de I'industrie du disque, du
spectacle et de la vidéo).

38 Ibid.

39 Ibid., 1155 (Eve Paré, Executive Director, Association québécoise de I'industrie du disque, du spectacle et de
la vidéo).

40 Ibid.

41 LANG, 45t Parliament, 15t Session, Evidence, 2 December 2025, 1120 (Alexis Normand, Artist-Entrepreneur,

Les Productions Normand).

42 Les Productions Normand, Brief presented to the House of Commons Standing Committee on Official
Languages, December 2025, p. 1.

43 Ibid., p. 2.
44 Ibid.
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changes and evolving listening habits: We now consume music on phones and devices
that no longer include FM radio.”#?

The Foundations of the French-Language Vocal Music Quota

According to Mr. Claus, there is a “fundamental misunderstanding”4® about the purpose
of the quotas: “The quotas are not intended to reflect existing demand, but rather to
support and stimulate listening practices and to ensure a significant presence of
French-language content in the public space.”*’

Ms. Paré explained that the FVM quota “has created a true virtuous circle.”*® She
believes that the “increase in the broadcasting of French-language music,” attributable
in part to the quota “has contributed to growing interest in our music, which has
stimulated supply and investment, ensuring high-quality music production that, in turn,
has fuelled radio programming.”4®

The Alliance des radios communautaires du Canada and the Association des radios
communautaires acadiennes du Nouveau-Brunswick (ARCANB) are sensitive to the
difficulties faced by traditional commercial radio stations, as community radio stations
also face “pressures from foreign platforms that do not operate under the same rules as
[they] do.”*° It is important to note that community radio stations fall under the category
of traditional radio. They differ from traditional commercial radio stations in their
mission, business model, and licensing conditions.

Community radio stations do not support the request to reduce the FVM quota.”! On
this point, ARCANB stated that “[t]he response to the challenges of the digital era cannot
be to deregulate French-language radio. It must be to adapt cultural policy to the entire

45 lbid.

46 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1210 (Simon Claus, Director, Public affairs,
Association québécoise de I'industrie du disque, du spectacle et de la vidéo).

47 Ibid.

48 Ibid., 1155 (Eve Paré, Executive Director, Association québécoise de I'industrie du disque, du spectacle et de
la vidéo).

49 Ibid.

50 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1100 (Louis Béland, Executive Director,

Alliance des radios communautaires du Canada).

51 Ibid.
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audio ecosystem, adding new tools without removing those that work.”>2 For Pier-Luc
Brousseau, Executive Director of ARCANB, FVM quotas “are a minimal but essential tool
for the vitality of the language and the discoverability of artists.” This view echoes that
of Mr. Béland: “The reduction of quotas recently requested by commercial radio stations
will certainly harm the visibility and promotion of francophone music.”>3

For representatives of French-language community radio stations, traditional
commercial radio stations, particularly those in Quebec, are an integral part of a
“francophone music ecosystem.”>* For minority francophone artists, the possibility of
being played on commercial radio stations in Quebec is a very unique opportunity:

When Acadian artists get considerable airtime, particularly in Quebec, it opens doors for
55

them to tour, perform at festivals and receive invitations to national shows.
As Mr. Brousseau explained, “these benefits are not just ancillary: they’re often essential
to the vitality of their artistic projects.”® Breaking through in Quebec increases the
visibility of minority francophone artists: “There’s also a very significant feedback effect for
us.” The more a local artist is known elsewhere, the more they’re taken seriously at home,
because we’re proud of people when they make a name for themselves elsewhere.”>’

Acadian community radio stations in New Brunswick state that “[m]ajor private networks
already play relatively few Acadian and francophone artists from outside Quebec.”>® They
fear that a reduction in FVM quotas would “further limit their opportunities for exposure;
concentrate rotations even more on a small number of commerecial hits, often from the
same markets or catalogues; make it even more difficult for an artist from Acadia or New
Brunswick to be heard beyond their region.”>® Thus, “[f]or artists, this translates into less
visibility, fewer tours, lower royalty income and, ultimately, fewer opportunities to make a

52 Association des radios communautaires acadiennes du Nouveau-Brunswick, Brief submitted to the Standing
Committee on Official Languages of the House of Commons, 21 November 2025, p. 7.

53 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1100 (Louis Béland, Executive Director,
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54 Ibid., 1105.

55 Ibid., 1105 (Pier-Luc Brousseau, Chief Executive Officer, Association des radios communautaires acadiennes
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living from their art.”®® ARCANB also argued that “[r]educing the presence of French-
language music on major stations, in an environment where English-language music is
omnipresent (radio, digital platforms, social networks), would send a dangerous signal to
young people.”®! Namely, “that French-language music is a marginal market; that success
lies elsewhere, and often in another language; that creating in French is not a natural or
valued path. By contrast, hearing artists on a local radio station who sing in French, with
their accent, helps normalize creating and consuming music in French.”®? As they stated in
their brief, Acadian community radio stations in New Brunswick “are therefore not asking
for less French. They are asking that the rules governing large private networks at least
embody the same principle.”®3

Ms. Normand also stated that reducing the FVM quota would deprive Canadian
francophone artists of one of the few gateways they have to traditional commercial
radio in Quebec:

These cuts would weaken an already fragile cultural ecosystem, which allows our voices
to exist on the air. It’s a matter of visibility, but it’s mostly a matter of identity. Our
accents, our dialects and our stories are rarely sung on commercial radio. Quotas are
sometimes the only thing guaranteeing that a French-Canadian song will reach the
public in Quebec, for example, even if the song is solid, catchy and competitive.
Reducing the quota would reduce our chances of being heard to nearly nothing. In my
opinion, not only should the quotas be maintained, but a certain percentage should be
reserved for the Canadian Francophonie’s artists. We deserve to be on the air, to be
heard and to see our accents and our experiences normalized.®*

As noted above, Ms. Normand suggests that the FVM quota be maintained and adjusted
to encourage radio stations to broadcast content from the Canadian francophonie:

Simply maintaining the current quota would not be enough. Another possibility would
be to set aside a certain percentage of this quota for music from the Canadian
francophonie. It is lovely to hear artists such as Lisa LeBlanc and Daniel Lavoie singing
about our experiences on air, but there are so many more artists to discover, and our
voices are hardly breaking through.

60 Ibid.

61 Ibid.

62 Ibid.

63 Ibid., p. 4.
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It could be a solution to getting our voices heard more.®

ARCANB made a similar proposal: “[set] specific expectations for francophone artists
within emerging-artist obligations.”%®

If commercial radio stations were to shirk their responsibilities toward FVM, community
radio stations do not believe they can be the only ones promoting francophone artists
on the radio market without additional resources.

That commercial radio stations want to be relieved of their quota of French-language
music is one thing. However, if our radio stations become the only ones to promote and
value francophone artists in a tangible way, it will undoubtedly be worth giving them
the necessary resources to continue doing so. There is a lot of pressure on our small
organizations to continue managing music catalogues, creating shows, interviewing
artists and building relationships with record labels and promotion agents, despite the
pressure from digital giants like Spotify, Apple Music, and others. If we lighten the
quotas for French-language songs for private broadcasters, it will be up to our radio
stations and them alone to take on the responsibility of promoting and valuing artists
from the francophonie.®’

POINTS OF CONVERGENCE

Despite the opposition expressed by community radio stations, ADISQ and Ms. Normand
regarding a reduction of the FVM quota, these witnesses fully agree that the
Government of Canada and the CRTC must take action to protect and promote
traditional radio stations.

Regulating Foreign Digital Platforms

All witnesses agree that the CRTC must regulate foreign digital platforms that operate in
Canada.®® Specifically, Mr. Chamberland is calling on the CRTC to impose obligations so
that “foreign audio platforms must be required to make Canadian content discoverable

65 Ibid., 1135.

66 Association des radios communautaires acadiennes du Nouveau-Brunswick, Brief submitted to the Standing
Committee on Official Languages of the House of Commons, 21 November 2025, p. 9.

67 LANG, 45t Parliament, 15t Session, Evidence, 25 November 2025, 1100 (Louis Béland, Executive Director,
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68 LANG, 45t Parliament, 15t Session, Evidence, 27 November 2025, 1210 (Simon Claus, Director, Public affairs,
Association québécoise de I'industrie du disque, du spectacle et de la vidéo).
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and promote it, and the results must be measurable.”®® Ms. Jamet notes that “[t]he
arrival of foreign digital platforms disrupted Canadians’ listening habits.”’® They are
“eroding our revenue, and our audiences have no regulatory constraints.”’?

ADISQ stated bluntly that “there is currently unfair competition from digital platforms in
our industry. We have been denouncing it for over 20 years, and this problem needs to
be addressed by restoring fairness and regulating online broadcasting companies that
operate in Canada.”’? For Ms. Paré, “[t]he true way forward ... in order to restore fairness
among players without lowering standards””? is to subject foreign broadcasting
companies to the obligations of the Broadcasting Act.”* They must, among other things,
meet requirements for the discoverability and promotion of Canadian content, with
measurable results.”®

Ms. Normand shares this view. To do this, “Canadian musical metadata must be
normalized”’®:

The first solution, we already talked about; it involves regulating digital platforms. They
should be subject to French-language and Canadian music discoverability requirements.
Using an algorithm-based playlist that, with the help of machines, makes suggestions
based on what songs a person previously listened to and the artists they follow on
Spotify, for example, would help algorithms find and suggest French-language music. To
make Spotify do it, Canadian musical metadata must be normalized and require the
inclusion of both language and country of origin. It's common, here at home in Canada,
but it’s not the standard.””
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In addition to algorithms, there is also the possibility of influencing the choices that
appear in editorial playlists:

There is a second type of playlist on digital platforms. Editorial playlists are curated by
human beings. It could be a Spotify employee. The solution could be to work with digital
platforms to train people in the region to create playlists tailored to the reality of
Canadians, especially from the Canadian francophonie.’”

On another note, ADISQ stated that the Government of Canada must also maintain the
requirement for online digital broadcasting companies to contribute 5% of their revenues
to the funding of various funds supporting music creation, production and marketing.”®
The CRTC decision behind this initiative is “being challenged by some digital companies in
court.®% For ADISQ, “it’s indeed an important element to continue ensuring the funding of
our system.8?

Different Ways to Measure Radio’s Contribution to the
Discoverability and Promotion of French-Language Music

Traditional commercial and community broadcasters, as well as representatives from the
artistic community, believe that the CRTC must take into account the various measures
radio stations take to support the discoverability and promotion of French-language
artists.®?

Currently, the CRTC does not take into account the hours allocated to interviews and
columns, as well as the full range of promotional events that highlight local French-
language music.23 Only the FVM quota is used to measure radio stations’ contribution to
the discoverability and promotion of FVM. Ms. Jamet explained the issue as follows:

We share the goal of promoting Canadian musical content. Our commitment goes well
beyond broadcasting music on our airwaves. We conduct over 500 interviews a year

78 lbid., 1135.
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with artists, and that’s not counting cultural columns and promotional events. Those are
all contributions that the Canadian Radio Television and Telecommunications
Commission, or CRTC, does not recognize or measure.?

Mr. Brousseau stated that Acadian radio stations in New Brunswick are “open to smarter
discoverability indicators.”®> They recommend linking quotas “not only to the volume of
selections, but also to discoverability indicators (number of distinct artists, share of
emerging artists, regional diversity of artists played).8®

Mr. Leclerc expressed reluctance about the idea of granting credits for cultural content
because of the administrative burden such a measure could create:

If we go in that direction, measuring over a week would become extremely difficult.
Imagine that a host does a cultural segment on a Friday at 4:00 PM, just before the end
of the compliance audit period. How many minutes is it? How do we account for that?
All of that would become extremely difficult.

This example shows that a longer period allows us a bit more latitude to better provide
what the listener wants to hear when they want to hear it. It also allows us to ensure
predictability and compliance with our obligations.?’

On this point, radio stations testified to the administrative burden associated with
producing reports to demonstrate compliance with CRTC rules.®® Ms. Jamet’s testimony
gives some insight into the scale of the task:

A few days ago, my team emailed me to say that they had managed to complete the
work to submit the 115 forms to the CRTC that a large team had been working on for
weeks. Those 115 forms took a lot of work. We need our resources to make content.

Right now, the regulatory burden is immense given all the paperwork, all the forms we
have to fill out. Of course, some of the contributions we’re making are intangible. We do

84 LANG, 45t Parliament, 15t Session, Evidence, 2 December 2025, 1115 (Caroline Jamet, President, Cogeco
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a lot to promote Canadian culture. That is not taken into consideration or measured by
the CRTC. We're also asking that all of those things be recognized.

Basically, we’re asking that our entire contribution be taken into consideration when it
comes to radio stations.?°

Simply put, traditional commercial radio stations want their entire contributions to be
taken into consideration, without being subjected to costly reporting requirements.
Ms. Jamet explained her position as follows:

We want to avoid having to count reports and seconds in a bureaucratic environment
where we have to count all these things, because these are things we do.

We would therefore like to see recognition of all the elements you mention, which
constitute part of our contribution to culture.®®

Increasing Federal Advertising Spending

The Government of Canada has changed its advertising purchasing habits. Its decision to
favour foreign digital platforms has resulted in a loss of revenue for traditional media:

Federal advertisements have gone to the digital giants and other platforms, which is
normal, since we spend where we think people see the ads. However, the effect on our
stations has been incredible.”*

As Mr. Leclerc explained, this undermines the business model of traditional commercial
radio stations, which “is based on advertising revenue.”®?

Mr. Chamberland explained that “last year the government spent $76 million on
advertising, but only S2 million on radio.”®® The Annual Report on Government of

89 LANG, 45t Parliament, 15t Session, Evidence, 2 December 2025, 1130 (Caroline Jamet, President, Cogeco
Media inc.).
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Canada Advertising Activities 2023 to 2024 confirms that the reported spending of
44 federal institutions amounted to $76.38 million.**

Federal institutions may deal directly with the media of their choice or go through the
Agency of Record (AOR). The AOR handled the majority of media purchases in 2023—
2024, accounting for $60.75 million of the total $76.38 million spent by 44 federal
institutions.®> The aforementioned report states that $21.57 million (36%) of placements
made through the AOR were allocated to traditional media.®® Radio stations collectively
received $2.5 million in media revenue, representing 12% of the portion reserved for
traditional media.®’

When federal media spending is broken down by the official language in which the
advertising is delivered, in 2023-2024, traditional radio stations that broadcast
advertisements in French received 27% of $2,495,068, or $676,484.%8

Yet, as Mr. Chamberland explained, purchasing advertising is a simple and effective way
not only to inform the public, but also to provide financial support to traditional media:*°

When | say we need to invest in advertising, | mean we need to buy advertising as a
user, as a customer. The government has the obligation to inform the population
equally across Canada, in every little corner of the country. To do this, you just need to
buy advertising in local media, whether it’s radio, television, weekly publications or any
local community media. It will generate additional revenue.

Personally, | find that it’s an easy solution to implement.

94 Public Services and Procurement Canada, Annual Report on Government of Canada Advertising Activities
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Ms. Jamet also emphasized that “there’s a lot of communication” from the government
and that it should “use local media to share information with Canadians.”%*

Like his colleagues in traditional commercial radio, Mr. Béland is calling for reinvestment
in traditional Canadian media “to support the structure and ecosystem.%? He stated that
this is simply a redistribution of advertising purchases:

We're not talking about an increase in the budget from the federal government, but just
a directive that will allocate a certain volume of purchases to community media. It could
practically resolve the situation overnight.1%

It appears that the Quebec government has taken steps in this direction:

We have done a lot of representations in Quebec and, for the past four or five years, we
really sense an understanding there. There was a directive: The provincial government
asked its agencies to prioritize placing their advertisements throughout the regions, not
just in Montreal and Quebec City. No matter the reasons that justified it, this is how it is
now. We serve parapublic companies. We feel an effort from the government’s
advertisements; it wants to ensure that its message gets across everywhere. As a client,
it invests money in us.1%*

According to Mr. Chamberland, the Quebec government’s practices contrast with those
of the Government of Canada:

Federally, on the other hand, there’s nothing. Anemic budgets are invested in local
media. | speak for the radio stations, but | imagine it’s the same for local weeklies or
local television.1%

Traditional community radio stations agree:

On the other hand, one of our demands that | will mention is federal advertising, which
has declined incredibly. There was talk of an average of $100,000 to $120,000 in federal
advertising per station, with independent and unrestricted revenues. Now, the average
is about $1,000 per year, so it’s almost nothing.1%
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Mr. Chamberland believes that the Government of Canada must rebalance the allocation
of its advertising purchases:

[W]e should ... and at least start a transformation to invest in local media. | would even
add that we should take pride in it. All the media in the country remain relevant, and it’s
important that they stay strong. Even the smallest media outlet in the tiniest town in
the country should stay alive.

For me, a policy to force investments in local media is a transfer of money.'%’

Lastly, Mr. Leclerc stated that “[o]ne advertising dollar invested in a Canadian media
outlet supports local jobs, content, local news and the discoverability of artists. One
dollar invested in foreign platforms leaves the country.”1%8

Adopting Fiscal Measures

Witnesses testified that the Government of Canada can also adopt fiscal measures to
encourage the purchase of advertising with traditional local radio stations. This is part of a
broader strategy to improve the performance of traditional radio stations. Broadcasters
recommend that the government amend section 19 of the Income Tax Act'®® in order to
eliminate the deductibility of advertising expenses claimed by Canadian advertisers that
purchase advertising on foreign digital platforms.'® Mr. Leclerc explained the origin of the
problem as follows:

Section 19 of the Income Tax Act was adopted in the 1960s, and it didn’t explicitly
include foreign digital media in the non-eligible media for tax deductions. They wanted
to protect traditional media by ensuring that foreign television and radio could not be
considered for a tax deduction.

However, that section was adopted before the digital age. This means that digital media
have not been taken into account in that law. Online platforms and foreign digital media
are therefore also targeted by the deductions at this time. That’s where there’s a
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problem. | think this law needs to be revised to exclude foreign media from this
measure.!!

According to Ms. Jamet, section 19 of the Income Tax Act is a “loophole [that]
encourages advertisers to invest in foreign platforms instead of Canadian media.”*!? She
concludes that this is “incompatible with the issues affecting our local media.”*3

According to witnesses, it would be much more logical for the federal government to
create incentives for advertisers that purchase advertising in local media.''* As
Ms. Jamet explained, such a measure would align with the Buy Canadian Policy:

What we are proposing is a tax credit for companies that invest in local media.

| think that would be a good way to encourage buying local. The federal government has
actually announced a buy Canadian policy. Advertising definitely needs to be a part
of that.1%®

Finally, representatives of commercial radio stations have called on the Government of
Canada to support the journalism component of their work by extending the journalism
labour tax credit!!® to radio stations. As Ms. Jamet pointed out, traditional commercial
radio stations do not receive any funding to support their journalism activities:

Radio funds 100% of its content and receives no support. Radio doesn’t get the same
treatment as other media. We produce Canadian content, and radio is a partner of
choice in the areas of society, charity, culture, information and public debate. That is a
fundamental role.Y’
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According to Mr. Chamberland, including radio stations in the journalism labour tax
credit program would be a form of recognition for stations that “often remain the only
source of daily local information in the regions.”!'® Ms. Jamet agreed with her colleague
and underscored the leading role that radio stations play in addressing disinformation
and broadcasting local news:

Furthermore, we are living in a time of growing disinformation, which is eroding our
democracy. The journalistic content and local information we offer are more essential
now than ever. In a recent SOM poll of Quebeckers, 90% of respondents think that the
media, including private radio, is important for democracy, and 85% were of the opinion
that private radio broadcasts credible information.

Most of the time, we are the only bulwark against the spread of news deserts.

We cover real regional life and communicate citizens’ opinions, which foreign digital
platforms will never do. CNN and Fox News will never tell the inhabitants of Saint
Jerome about local events, or cover the Lake St-Jean International Crossing.*

As a final point, Mr. Chamberland believes there is a need to encourage factual
journalism:

| strongly believe in the return of traditional journalism, that is to say, factual journalism.
We've fallen into opinion journalism, and there’s obviously a lot of future for opinions,
but | think that, as you said, everyone is giving their opinion now. Everyone can consider
themselves an independent media outlet, a newspaper or a radio station.

I’'m therefore convinced that we'll return to a form of factual media where we'll verify
the facts to ensure that what is said is true.?°
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Broadcasting French-language Vocal Music on English-Language
Radio

Ms. Normand proposed imposing a 5% quota for French-language music on traditional
English-language commercial radio stations.?! Her experience has shown that
anglophones want to listen to music in French:

The more | share my work, the better | see that anglophones are curious about French,
and | see their openness to the francophonie in general. The French immersion schools
here are overflowing with students. Their parents want more music in French.

| think the role of artists in all of this is paramount.!??

Mr. Leclerc admitted that he has always wondered why “there’s no French music playing
on English stations in Canada.”??3 He believes that, given the current context, this is a
guestion that should be examined:

We're considering a 5% Indigenous music quota for all stations, but why have we never
thought about a 5% quota for English-speaking stations in the rest of Canada?

| find this question interesting. | understand that there’s a historical and cultural
context, but why don’t we hear French music elsewhere??*

For its part, ADISQ said that it has already made this proposal, but it received “little
response.”'?> Of course, ADISQ is not against such a proposal, but it is focusing on other
measures:

[Tloday we’re focusing our energy on restoring equity, as | mentioned, and on regulating
online businesses.

If radio stations licensed to broadcast English music want to play more French music,
we’ll welcome that with open arms.'?6
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RECOMMENDATIONS AND CONCLUSION

It is clear that the traditional French-language commercial radio stations in Quebec, the
minority French-language community radio stations and the Canadian francophone
artists that appeared before the Committee all believe that the Government of Canada
must act quickly to reverse the decline of traditional Canadian radio stations.

As previously noted, the challenges facing traditional radio stations, regardless of their
language profile, stem from structural factors. The business model for traditional radio
needs to be redesigned.

The Committee does not believe that reducing the FVM quota will help traditional
commercial radio stations increase their audiences and, ultimately, contribute to
rebalancing the Canadian radio landscape. The quota plays a role in protecting and
promoting the French language in Canada and, more broadly, in protecting Canada’s
cultural sovereignty. For this reason, the Committee recommends the following:

Recommendation 1

That the Canadian Radio-television and Telecommunications Commission maintain the
French-language vocal music quota at 65% and retain the requirement that traditional
commercial radio stations broadcast 55% French-language popular music between
6:00 a.m. and 6:00 p.m., Monday to Friday, during peak listening hours.

The Committee believes that the Government of Canada needs to take action to
increase its advertising purchases in traditional Canadian media. Accordingly, the
Committee recommends the following:

Recommendation 2

That the Government of Canada require federal institutions and the Agency of Record to
allocate at least 50% of their total advertising expenditures to Canadian traditional
media, including a fair share to traditional commercial and community radio stations.

The Committee is also of the opinion that fiscal measures must be implemented to
rebalance the Canadian media landscape. Accordingly, it recommends the following:

Recommendation 3

That the Government of Canada table a bill to amend the Income Tax Act:
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e toremove the tax credit currently granted to Canadian advertisers that
purchase advertising on foreign digital platforms;

e to create a tax credit for Canadian advertisers that purchase advertising
from local traditional media; and

e so that traditional radio stations may benefit from the Canadian
journalism labour tax credit.

The Committee is of the view that the Government of Canada can take action to
promote French-language vocal music and help protect our cultural sovereignty. The
Committee therefore recommends:

Recommendation 4

That the Government of Canada impose discoverability and promotion obligations on
foreign digital platforms with respect to Canadian French-language vocal music.

Recommendation 5

That the Canadian Radio-television and Telecommunications Commission require that
5% of the total French-language vocal music quota be dedicated to broadcasting French-
language musical works by emerging Canadian artists, including those based outside
Quebec.

Recommendation 6

That the Canadian Radio-television and Telecommunications Commission include a
French-language vocal music component within the Canadian content requirements
imposed on English-language radio stations.

Recommendation 7

That the Government of Canada recognize the key role played by all Canadian
community radio stations in showcasing emerging artists; and, given the unique business
model of community radio stations, that it further recognize that it is vital to provide
them with tailored tools and support so that they can fulfill this mandate effectively.

Recommendation 8

That the Government of Canada recognize that the role of supporting the development
and discoverability of francophone artists falls largely to community radio stations; that
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it review its support programs for these stations to ensure they have the appropriate
resources and tools to fulfill their mandate; and that it consider the possibility of
expanding the role of public radio to include greater responsibility for discoverability.

Recommendation 9

That the Government of Canada and the Canadian Radio-television and
Telecommunications Commission prioritize an approach focused on creating content and
promoting the broadcasting of French-language content, while maintaining a minimum
broadcast threshold of 65%, in order to ensure that French-language Canadian music is
played by radio stations.

Recommendation 10

That the Canadian Radio-television and Telecommunications Commission host a national
summit bringing together various traditional and digital Canadian broadcasters in order
to promote the sharing of best practices and to update their strategies to take into
account the current realities of the sector.

In closing, the Committee would like to thank all the witnesses who contributed to this
study. It hopes that its recommendations will help protect all stakeholders in the
Canadian radio ecosystem and support the discoverability and promotion of French-
language vocal music in Canada.
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APPENDIX A:
LIST OF WITNESSES

The following table lists the witnesses who appeared before the committee at its
meetings related to this report. Transcripts of all public meetings related to this report
are available on the committee’s webpage for this study.

Organizations and Individuals Date Meeting

Alliance des radios communautaires du Canada 2025/11/25 12
Louis Béland, Executive Director

Arsenal Media 2025/11/25 12
Sylvain Chamberland, President and Chief Executive Officer

Association des radios communautaires acadiennes 2025/11/25 12
du Nouveau-Brunswick

Pier-Luc Brousseau, Chief Executive Officer
Carl Monette, President

Association québécoise de l'industrie du disque, du 2025/11/27 13
spectacle et de la vidéo

Simon Claus, Director, Public affairs

Eve Paré, Chief Executive Director

Leclerc Communication Inc. 2025/11/27 13
Jean-Francois Leclerc, Vice-President

Cogeco Media inc. 2025/12/02 14
Caroline Jamet, President

Les Productions Normand 2025/12/02 14

Alexis Normand, Artist-Entrepreneur
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APPENDIX B:
LIST OF BRIEFS

The following is an alphabetical list of organizations and individuals who submitted briefs
to the committee related to this report. For more information, please consult the
committee’s webpage for this study.

Association des radios communautaires acadiennes du Nouveau-Brunswick

Les Productions Normand
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REQUEST FOR GOVERNMENT RESPONSE

Pursuant to Standing Order 109, the committee requests that the government table a
comprehensive response to this report.

A copy of the relevant Minutes of Proceedings (Meetings Nos. 12 to 14, 27, 31, 32, 34,
and 37) is tabled.

Respectfully submitted,

Yvan Baker
Chair
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COMPLEMENTARY OPINION

Regarding the report of the House of Commons Standing Committee on Official
Languages concerning the study on the French-language music quota imposed on
French-language radio media

By Mario Beaulieu for the Bloc Québécois, June 8, 2026

The Bloc Québécois member and Second Vice-Chair of the Standing Committee on
Official Languages respectfully submits the following complementary opinion:

This complementary opinion from the Bloc Québécois is not so much directed at the
record of testimony or the reports presented to the Standing Committee on Official
Languages as it is at the lack of a solution to the fundamental problem underlying the
current crisis in the Quebec and Canadian media, which is driving calls to reduce the
quota:

In addition to the various recommendations made by the Committee, the real issue is
the unfair competition posed by foreign digital platforms. These web giants profit from
the Canadian market and generate billions of dollars in profits. Tech giants have the
resources necessary to adapt to the regulatory environment of the countries where they
operate. It is up to us to set rules that will ensure the vitality of the cultural industry.
This is why we recommend that the government reinstate the 3% digital services tax,
which would have been a first step toward tax equity. According to an assessment
note from the Parliamentary Budget Officer dated October 17, 2023, the measure
would have generated $7.2 billion over five years. The government could allocate the
funds raised to a dedicated fund for the cultural sector and the media industries.

Recently, the Canadian Radio-television and Telecommunications Commission (CRTC)
took a step in the right direction by requiring online streaming companies such as
Netflix, Disney+ and Amazon Prime to invest three times more, namely 15% of the
revenues generated in Canada, in Canadian content, thereby simultaneously easing the
burden on traditional broadcasters. Subsequently, the federal government asked the
CRTC to review this decision and proposed injecting $600 million to support the
Canadian television and film sector. We recommend, on the contrary, that CRTC uphold
this decision.
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