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22 January 2021

Chairman Scott and Members of the Commission:
Thank you for this opportunity. I speak today as an individual, one of the millions of Canadians who turn each day to CBC/Radio Canada.
I speak also as someone who knows well the overwhelming support for the CBC in the Peterborough-Kawartha region of Ontario. In the last two federal elections, the number one issue here was the future of the CBC. There were more lawn signs supporting the CBC than the all the political lawn signs put together. Since the last election we continue to push our politicians for increased funding for the CBC so that commercials can be phased out, making Canada’s public broadcaster the distinctive voice it should be.
I have only a few minutes. I’ll focus on the matter of news.
I respectfully ask the Commission to consider five directives:
· No CBC-Tandem initiative or other form of commercially produced news.
Before the Covid-19 pandemic I went to visit a friend in hospital. She was dying. She lay in a bed with very little around her except for a radio, set to CBC, and a television showing CBC news. One or the other was on all day and all night. It was in that company – with that trusted companionship – that she chose to leave this world. So, I just held her hand, and we listened to CBC.
About the same time, I was approached by someone who was furious with CBC because of one particular report. She raged on. But when she finally walked away, she turned back to shout, “But don’t get me wrong! I LOVE the CBC. I spent two winters on a farm in southern Saskatchewan. It was the CBC that pulled me through.”
In all sort of situations - as you know - Canadians feel a remarkable loyalty to their public broadcaster, and in particular to news. This is not something to be taken for granted. 
This is the time to direct the CBC to avoid any initiatives such as Tandem that would link news reports with corporate goals. One whiff, the faintest scent, that the CBC can be bought – that news is mixed at times with advertising – and that’s the end of it. The trust, the loyalty: lost.
· No advertising during television news broadcasts.
For that matter, no ads on news on any platforms. News is a public service.

The Commission has heard repeatedly about the importance of local news. The CBC can be directed to:
· An increased news budget for more journalists in more parts of Canada and also in other countries. 
It’s accurate news that will help smother the sickening brew of lies and deliberate deceits so easily available now.
· A minimum news spending level for those small and medium-sized communities where private media has been lost.
These communities need to be linked in and we need their news. It’s the details of Canadian life that give us the full picture of who we are, and where rich stories abound. Where local services do exist, a partnership model (cooperation rather than competition with commercial and community stations) would be a way to give local stories national coverage and keep the flavour, the distinctive smack, of the local perspective.
· New investment in whatever infrastructure is needed so that all of us everywhere in the country are able to count on the CBC for immediate, accurate, unbiased information – across all platforms.
It’s clear now that a trusted news source is a critical part of national emergency preparedness. We all, immediately and automatically, turned to the CBC to get the hard facts about the pandemic. Other crises are in wait: the floods and fires and bizarre storms of climate change, perhaps a new killing virus or social catastrophe. I’ve read that the CBC’s budget for news coverage is to continue to shrink. Can this be true? Now is the time to strengthen all news platforms with whatever is required.
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