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MESSAGE FROM THE PRESIDENT AND CEO 

 

 
This business plan for the period 2012-2015 was prepared on the basis of the strategic shift that 
TFO undertook in January 2011—a new stage in the organization’s development reflected in the 
decision to rebrand itself as GroupeMédia TFO.* The purpose of this exercise was to position the 
organization as one of the most important players on the educational and cultural media scene.  
 
Innovating through the accessibility and relevance of 1 000 hours of content offered on 
multiple alternative platforms  

In this age of digital television and of rapid advances that are revolutionizing both the 
distribution and the consumption of content traditionally designed for television, I consider it 
essential for GroupeMédia TFO to seize every chance it can to maximize its reach and the use of 
its educational and cultural content. 
 
To respond to this revolution in media consumers’ habits, and to the rapid, profound changes in 
the media universe, media companies must re-examine their positioning within it. Meanwhile, 
consumers will be shaping this digital shift through the ways that they relate to media content. 
This relationship is now based on a new principle: interactivity. What platforms will consumers 
choose? Will they decide to share their opinions via a Twitter feed, or to host a discussion about 
some community news on a blog, or to follow the activities of their favourite TV hosts on 
Facebook? 
 
Like every other media outlet, TFO now finds itself at a crossroads where it must decide which 
distribution platforms offer the most promising future. The challenge we face is to analyze the 
environment accurately, and then make choices that will ensure our clients both easier access 
and a richer, more engaging experience. Let us consider for a moment TFO’s role as a library in 
the heart of our community: a repository of resources and knowledge as well as a forum for 
discussion—a reliable means of accessing content that stimulates and entertains us intelligently. 
 
If we at TFO want to distinguish ourselves, then it will be imperative for us to develop and 
acquire original, innovative content. And to be able to acquire and develop that additional 
content, we will need the support of the decision-makers at the Ontario Ministry of Education to 
increase our financial capabilities. Clearly, it would be extremely difficult for us to maintain the 
quality of our content offerings with the financial resources currently available to us. 
 
The media environment is constantly changing, and consumers enjoy a vast choice of content—
most of it in English. For TFO to maintain a strong presence and continue to offer high-quality 
educational content in French, our financial support will have to be increased, and the gap 
between the funding provided to TFO and to TVO will have to be narrowed. 
 
Over the years, TFO has built its expertise in the development of educational and cultural 
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content for broadcast on television. More recently, TFO has developed expertise in producing 
changing realities of the marketplace and the changing nature of work in the media, we initiated 
a process to revitalize our organizational structure. Our goal is to make more effective use of our 
resources, in particular by integrating our content, technology, and service workflows. At the 
same time, we have updated the organization’s brand image and adopted the name 
GroupeMédia TFO to better reflect the interdependence and complementarity of our product 
lines.  
 
We have also made good use of the past few months to take opportunities to explore new 
technologies and new ways of distributing our content. Here are some examples: each month 
we now publish Vigie technologique, an on-line newsletter about new technology trends, aimed 
at the general public; we have set up a “tech corner” where employees can try out new 
technology tools; we have created a YouTube channel (youtube.com/TFOGroupeMedia); and we 
have signed a partnership agreement with the Swedish public educational broadcasting 
company, UR, to share expertise and ultimately to form an alliance of public educational media 
companies around the world.  
 
We have also signed strategic agreements with four different French-language and bilingual 
post-secondary educational institutions in Ontario: La Cité collégiale, Collège Boréal, the 
University of Ottawa, and Glendon College at York University.  More recently, on September 26, 
2011, we partnered with the Assemblée de la francophonie de l’Ontario to organize and 
broadcast, on television and the web, the first-ever French-language provincial electoral debate 
in Ontario. (For a French-language account of this historic debate, see the article “Les franco-
ontariens auront rarement été aussi bien informés”  in the September 28 edition of L’Express 
(http://www.lexpress.to/archives/6823/). 
 
This business plan is intended as a look into the future of GroupeMédia TFO. That future will be 
based on the strong foundations that we have already established, including our enviable 
reputation in the world of French-language education. And as you will see as you read this 
report, in that future, the needs of our audience will be more central to our concerns than ever.  
 
For all of us at TFO, the strategic shift that we are making presents a stimulating challenge. For 
everyone who is looking for quality French-language educational and cultural products, whether 
on television or on the Internet, it presents an opportunity not to be missed.  
 
 
 
Glenn O’Farrell 
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As this document went to press, the Ontario French‐language Educational Communications Authority was awaiting approval from 
the Management Board of Cabinet to confirm the change in its trade‐mark from TFO to GroupeMédia TFO web‐télé. 

MANDATE 
 
 

Who we are 

GroupeMédia  TFO  produces  and  distributes  high‐quality  French‐language  educational  and 

cultural media content and additional supporting content to meet the needs and aspirations of 

its  target  clientele.  Thus  TFO  contributes  to  the  civic  and  cultural  development  of Ontario’s 

Francophone  community  and  makes  TFO  content  available  on  a  large  number  of  media 

platforms.  

 

 

Our vision 

TFO is recognized as an indispensable institution for the Franco‐Ontarian community. 

 

 

Our mission 

TFO stimulates French  life  in Ontario and elsewhere by providing high‐quality educational and 

cultural multimedia content and services.  

 
 
Supporting the objectives and mandate of the Ontario Ministry of Education 

TFO  Education  is  an  accredited  supplier  to  the  Ontario Ministry  of  Education,  for  which  it 

develops teaching tools as well an orientation kit for Francophone students from kindergarten 

through Grade 12, their parents, and their teachers. 

TFO  offers  a  broad  range  of  children’s  programming  that  focuses  on  the  needs  of  Franco‐

Ontarian parents and the Franco‐Ontarian community. 

TFO also develops interactive games that foster learning. 
 

6



 

 

 

 

 

 

 

3. OVERVIEW OF ACTIVITIES 

 

As this document went to press, the Ontario French‐language Educational Communications Authority was awaiting approval from 
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OVERVIEW OF ACTIVITIES 
 

 
A Year, A Vision, A Strategic Shift 
 
The year 2010-2011 was a period of significant introspection about the future path of our 
organization. Together with the Ontario Ministry of Education, the members of the Authority’s 
Board of Directors began the process of recruiting a new President and CEO. 
 
The Board of Directors knew that the Authority had to continue serving its traditional client 
communities, but also had to raise its profile in the broader media world. In the process, true to 
its educational and cultural mandate, TFO would have to reach out beyond conventional 
television broadcasting and become more and more accessible to consumers of media content.  
 
In September 2010, Glenn O’Farrell joined the organization as President and CEO. Drawing on 
his 20 years’ experience in the Canadian broadcasting industry, Glenn was quick to articulate a 
clear vision for the future of TFO: consolidate past achievements, distribute content from 
multiple new platforms, and ensure that this content remains relevant.  
 
Under Glenn’s leadership, TFO has developed and implemented a new organizational structure 
that reflects the realities of today’s media environment. At the end of fiscal year 2010-2011, 
with its new teams and innovative operating methods in place, GroupeMédia TFO prepared to 
launch its first application for mobile devices: the Mini TFO game for iPhone and iPad. This 
marked a giant step toward seizing the opportunities afforded to TFO by new distribution 
technologies.  
 
The Authority is confident that such initiatives will enable GroupeMédia TFO to reach new 
heights without ever losing sight of its mission, stimulating French life in Ontario and elsewhere 
and continuing to produce and distribute high-quality French-language educational and cultural 
multimedia content and services.  
 
Thus, in January 2011, TFO began a new stage in its development. Redefining itself as 
GroupeMédia TFO,  it carried out a revitalization of its organizational structure to make more 
effective, productive use of its human, physical, and financial resources by integrating its 
content, technology, and service workflows.  One of the major changes in the new structure was 
that we integrated our Web-content teams with our TV-content teams, and our Web technical-
services teams with our TV technical-services teams. 
 
From the outset, the organization’s human-resource managers participated in the management 
team’s discussions so as to better understand the kind of environment that a media group 
represents and the role that each of the departments would play in this new environment. 
 
In order to adapt the organization’s human resources to its new vision, extensive work was done 
to improve job descriptions and statements of qualifications so that they better reflected the 
organization’s requirements going forward. This process resulted in the elimination of some 
positions and the creation of new ones.   
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OPERATIONS  
 
The Operations Department comprises four units: Human Resources, Television Technical 
Production, Web Technical Production, and Administrative Services.  All four of them have 
contributed greatly to the success of the restructuring through the support that they have 
provided to the activities of the entire organization. For example, Administrative Services 
oversaw the reconfiguring of certain work areas to accommodate the new organizational 
structure. 
 
Last summer, GroupeMédia TFO signed a lease with Collège Boréal to establish a TFO regional 
office on the college’s Sudbury campus. In August 2011, two employees—a journalist and a 
videographer/editor—began working out of this new office. 
 
The Authority and La Cité collégiale have just signed a memorandum of understanding under 
which the following projects, among others, will be carried out:  
• in October 2011, La Cité collégiale will set up its Business and Development Office on TFO’s 

premises in Toronto; 
• by July 31, 2015, TFO will set up its Ottawa office on La Cité collégiale’s Aviation Parkway 

campus (provided that the required additional space has been added to the campus in 
time). 

 
A Management Chart to measure the performance of GroupeMédia TFO content and services 

Human Resources also planned and co-ordinated the activities whereby operational objectives 
and performance indicators were defined for each of GroupeMédia TFO’s departments.  From 
now on, the Managing Directors will fill out a Performance Chart at the end of each quarter to 
report on the progress that each of the departments has made toward achieving its assigned 
objectives for the year. (A copy of the Performance Indicators Chart is provided under #15). 
 
In addition, Human Resources established a working group of union employees, non-union 
employees, and managers, with the mandate of instituting a recognition program for 
GroupeMédia TFO employees.   Recognition will be based on years of service, team spirit, 
initiative, and excellence.  This program will be launched in January 2012. Details on this 
program are provided in appendix 16-F. 
 
Employee Versatility 
A major effort has been made to ensure that employees in GroupeMédia TFO’s Television 
Technical Production unit were trained to become multifunctional employees and they can 
replace their colleagues as necessary to optimize the use of internal resources. 
 
As part of the organizational restructuring, the Web Technical Production unit was placed in the 
Operations Department, which has facilitated exchange of information and built team spirit 
between this unit and its TV counterpart. Since then, the Web Technical Production unit has 
initiated a number of changes. First, it has completely overhauled its content-development 
environment.  Second, it has implemented new project-management software that will ensure 
greater productivity in the monitoring of projects.  Third, the team has just produced its very 
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first web application for mobile devices, TFO mobile, which delivers video content to smart 
phones and tablets. 
 
WEB/TV CONTENT 

Delivering GroupeMédia TFO content to every kind of screen 

When it first starts designing content, GroupeMédia TFO also designs the strategies for 
distributing that content on the various appropriate platforms.  To meet our audience’s needs, 
we no longer distribute our content through television broadcasts alone. Instead, we deliver it 
on a number of different platforms, including the Web, mobile devices, applications, and social 
networks. This encourages a dialogue with the members of our audience and involves them in 
the content that they consume. 

 
 
Web/TV Content Strategy  

 CHILDREN AND PRE-TEENS AGES 2 TO 12 /EDUCATION  
 SOCIETY / COMMUNITY  
 CINEMA /ARTS AND CULTURE 

 
TFO’s Web/TV Content Production department will face a major challenge in the coming years. If 
the Canada Media Fund continues to cut our funding for purchases of broadcast rights from 
outside French-language production houses, as it did in 2010-2011, then there is a risk of a 
major decline in the production of distinctive, exclusive, French-language content. 

 Strategic goals for 2011-2012 

 Develop educational content for children and pre-teens, ages 2 to 12, by increasing the 
amount of Mini TFO content and content for children ages 6 to 9, taking into account the 
curriculum of the Ontario Ministry of Education 

 Develop content suited to a greater variety of platforms 
 Offer games on multiple platforms 
 Overhaul the tfo.org Web site as a whole 
 Overhaul the Cinema section of the site in particular 
 Provide the members of the Franco-Ontarian community with a variety of platforms 

where they can recognize and express themselves 
 

Content strategy for 2013-2015: achieve and maintain 1 000 hours of content distributed on 
multiple platforms 

 Target niches where TFO has recognized strengths:   

 CHILDREN AND PRE-TEENS AGES 2 TO 12 /EDUCATION  
 SOCIETY/ COMMUNITY  
 CINEMA /ARTS AND CULTURE 
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Strategic goals for 2013-2015 

 Increase exclusive and original content 

 Increase the number of hours of programming for children ages 2 to 12 and extend the 
time slot allocated to children programming on our daily on-air schedule 

 Develop expertise in creating educational games for the web and mobile platforms 

 Build our audience among adults ages 25 to 54  

 Overhaul our in-house productions of content for adults to make them bolder and more 
modern 

 Broadcast content 24 hours per day 

 Develop high-quality, distinctive productions, working with Franco-Ontarian producers in 
particular 

 Air a wider variety of films so that we offer festival-type programming even more than 
we do now  

 Become the platform of choice for French-Canadian directors of short films 

 Develop a TFO Cinema application  

 Increase our Arts and Culture offerings through acquisitions and co-productions 

 Develop unique content for platforms other than conventional television, through in-
house productions and co-productions  

 Develop our own Internet television service so that we can offer our content as video-
on-demand at the same time as the cable distributors are doing so 

 Offer and develop content for webcasts and Web/TV simulcasts 

 Develop  strategies for distributing our content on mobile devices 

 Develop a Web site that each user can customize according to his or her needs 

 Increase traffic on our various platforms 

 Develop a social-media platform for the Franco-Ontarian community 

 Develop a portal for parents where they can discuss subjects that concern them 

 Increase and enhance GroupeMédia TFO’s expertise in creating and developing 
interactive Web sites and applications for teachers 
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TFO EDUCATION 
 
In the current and future technological context, and in light of the Ministry’s priorities, TFO 
Education plans to carry out the following activities between now and 2015. 
 

 Expand its role as a leader in technology-based teaching in the 21st century by: 
o developing research-validated models of interactive resources to maximize their 

relevance to the digital generation; 
o continuously developing our liaison officers’ and trainers’ expertise in the 

optimal use of technological aids in physical and virtual classrooms, and 
particularly in social networks; 

o in partnership with post-secondary institutions, offering online courses and 
workshops, in flexible formats, in subject areas that leverage GroupeMédia 
TFO’s expertise in multimedia production and in use of technologies in French in 
minority-language settings; 

o developing multimedia educational resources. 

 Act as a catalyst in Ontario’s regions by working with the Marketing Department and the 
members of the Provincial Community Committee to consult with Francophones and 
Francophiles and meet the educational needs of the community in general, and of 
parents and French-immersion schools in particular. 

 Work closely with the key stakeholders in French-language education across Canada to 
ensure that TFO Education products and services receive the widest possible 
distribution in French-language schools from kindergarten through Grade 12, as well as 
in post-secondary educational institutions, throughout the country.  

 Distinguish TFO Education as a leader in Canada and internationally by offering high-
impact online presentations on the latest topics in education and by providing advice, 
opinions, and solutions in social networks of teachers, parents, and other stakeholders.   

 Expand TFO Education’s offering of services to develop customized interactive tools for 
organizations in the broader public sector and the private sector in Canada and 
internationally.   

 
INCREASED FOCUS ON MARKETING  
 

 It was essential to create a Marketing Department to provide the President/CEO and the 
various parts of the organization with advice and support for their content production, 
programming, distribution and promotion decisions, so that we can act strategically to 
reach our target audiences and increase our market share. Our new Marketing 
Department encourages an approach that covers all aspects of our products, from 
design through distribution. The objective is no longer simply to offer content, but to 
make it as relevant as possible  

 
 The realities of today’s marketplace and changing media-consumption habits demand 

innovative promotional approaches that take full advantage of the new communication 
platforms provided by social networks. Along these same lines, GroupeMédia TFO is also 
emphasizing initiatives that clearly signal its repositioning as a leader in the Canadian 
educational-media landscape.  
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 Marketing provides an interface where TFO can conduct an ongoing dialogue with its 

viewers. That is why we place so much emphasis on audience research. To refine our 
knowledge of our audiences, we are developing performance metrics based on our 
strategic objectives  

 
 These indicators may include traffic statistics for our web sites, numbers of hours of 

content distributed on our various platforms, audience satisfaction figures, or data on 
brand awareness, and all of these indicators help us to make wise, responsible 
decisions.  

 
Marketing Department Priorities 
 

 One of the Marketing Department’s priorities is to get our audiences to make more and 
more use of GroupeMédia TFO’s products. One way we plan to do that will be to 
increase our presence on all media platforms so that users have more ways of accessing 
products such as mobile applications, games, web sites, and in-house productions. We 
are also going to make substantial efforts to strengthen our brand image. We also plan 
to become even more interactive, by increasing our presence on social media. We want 
to stay close to our audiences by enhancing our presence in the community and 
developing new partnerships. Lastly, in Fall 2011, some of our other big projects will 
include a major public-engagement initiative and preparations to celebrate TFO’s 25th 
anniversary in 2012. 

Our audiences’ commitment 
 Our Franco-Ontarian audiences recognize the value that we provide. They express their 

appreciation and commitment in many ways that are not just symbolic but that tangibly 
help us to enhance our product line—for example, by using our products and services in 
their daily lives, by making donations (which come from individuals, institutions and 
businesses), and by talking about us in their social networks and on social media. 

 
Why is having a Franco-Ontarian television network so important for Ontario? 

 As an educational organization, we have a unique mandate and a social responsibility 
with regard to the communities we serve, and we focus our efforts on providing quality 
content and products to our audiences. We also have a responsibility to contribute to 
the long-term survival of the French language and Franco-Ontarian culture and to the 
economic development of French Ontario, which comprises people from a wide variety 
of backgrounds with a wide range of interests. We take this role very seriously. It is both 
a privilege and the most rewarding mission imaginable. 

 
GroupeMédia TFO Initiatives 
 
Mobilizing French Ontario to help the Horn of Africa 

 From August 8 to October 16,  2011, GroupeMédia TFO partnered with two of Ontario’s 
most important bilingual institutions—the University of Ottawa and Glendon College of 
York University—in a campaign that mobilized the Franco-Ontarian community and 
provided it with a common platform to help the millions of people suffering from 
famine in the Horn of Africa.  
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 For the first time, GroupeMédia TFO, with these two remarkable partners, offered the 

Franco-Ontarian community a single, unique platform to support a community in 
distress, ravaged by famine. This campaign also supported members of the Franco-
Ontarian community who come from the Horn of Africa and are experiencing hard 
times.  

 
Provincial election debate in French  
 

 On September 26, 2011, as the result of a joint initiative by GroupeMédia TFO and the 
Assemblée de la francophonie de l’Ontario,  the citizens of Ontario had the first 
opportunity ever to watch a French-language debate, live on television and the Web, 
among candidates representing the three main parties in an Ontario provincial election. 

 
This was the first time that GroupeMédia TFO had ever presented a French-language 
provincial political debate.  This TV/Web simulcast provided the political parties with a 
unique platform to explain their positions in the electoral race. Initiated by the 
Assemblée de la francophonie de l’Ontario, the organization that co-ordinates the 
activities of the Franco-Ontarian community  and speaks as its political voice, this 
meeting of the province’s three parties was a democratic exercise that received wide 
coverage not only in Ontario, but throughout Canada as well. In the province’s entire 
electoral history, this was the first initiative of its kind to specifically target the 
Francophone community. 

 
 
INFORMATION TECHNOLOGY 
 

 It is essential for us to adapt technologies so that we can convert our content for 
distribution on many different platforms.  

 
 In 2010-2011, the Information and Technology Systems Department revised its mission 

by adapting its technology resources to facilitate the digital transfer of content by 
powerful information and technology systems that convert information so that it can be 
used on multiple platforms.  

 
 It is no longer the media that decide how content will be conveyed. The audience itself 

decides the platforms on which it wishes to view the content. 
 
Integrating our workflows  

 After becoming independent in 2007, TFO gained recognition throughout the industry 
for having made a seamless transition to a 100% tape-free, high-definition environment, 
from production to distribution. Then, in January 2011, TFO’s Information and 
Technology Systems Department revised its objectives to prioritize the optimization of 
the organization’s technological capabilities. 

 
Orion Network 

 In 2010-2011, GroupeMédia TFO initiated a study on the feasibility of connecting to the 
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Ontario Research and Innovation Optical Network (ORION), an ultra-fast network for 
sharing information on research and education. All Ontario universities, most Ontario 
colleges, and a growing number of Ontario school boards are already connected to this 
network. Each of these institutions can use this network to easily deliver content and 
share it with the others, so that all of them can interact and exchange ideas more 
rapidly. For TFO, the direct benefit of belonging to this advanced research and education 
network is that it puts us as the same level of technological capability as all these other 
institutions, so that we can share our educational content with them. 

 
A new Web-development environment 

 From the audience’s perspective, in a real world made of sounds and images, the 
importance of optimizing information technologies and information systems is that 
these powerful machines let us rebroadcast a program such as RelieF or make it 
available simultaneously on multiple platforms, such as TFO’s YouTube channel, the 
relief. TV web site, and mobile devices. Audiences can thus access our information from 
a variety of sources. 

 
 In more specifically technological terms, the greatest achievement in the restructuring 

was that we consolidated all of our content-handling operations, including our editing 
rooms and central archives, onto a single storage area network (SAN) with a single 
production server.  

 
 In day-to-day practice, these enhancements of our SAN server’s capabilities streamline 

communication between our television and web production units, in particular because 
we have acquired new video-file transcoders that facilitate rapid distribution of content 
on multiple platforms.  

 
 We have now structured our workflows so that they support the interactions of all our 

operational units, keep abreast of their changing requirements, and can be adjusted to 
accommodate them as the need arises.  

 
These new technologies provide the sound infrastructure needed for the systems that we use to 
develop, produce, and distribute multiplatform content. They increase our productivity by 
integrating our content into an interactive operational environment. 
 
FINANCE DEPARTMENT 
 
Financial services are the key tool for ensuring viability and accountability at GroupeMédia TFO.  
 
Through sound management, we will ensure that the organization grows and flourishes.  
 
The big change in our financial-management approach as a result of the strategic shift is that we 
have now developed a budgetary process in which we consult the other departments, so as to 
ensure consistency between our overall budgetary vision and the realities that they face. We 
have also created the position of Assistant Comptroller to put our financial accounting on an 
even sounder basis. This new position will also let us balance our resources more effectively 
among our pay, budget, finance and legal affairs units. 
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Financial and Legal Services  
From the outside, the Financial and Legal Services Department does not look any different, even 
with the restructuring. But inside, the overhaul of the organizational structure has caused a lot 
of operational changes. For example, we have had to define a whole new chart of accounts to 
support this new structure.  
 
The Financial and Legal Services team works continuously to update our processes and develop 
new ways of doing things.  
 
As regards our strategic objectives, we are responsible for ensuring TFO’s ongoing viability, 
developing strategies to minimize corporate risk, and evaluating the allocation of our resources.  
 
In terms of our operational objectives, we are working on things such as maintaining and 
developing our financial accounting processes and updating our internal management controls. 
 
Lastly, as regards our project-management objectives, one of our plans is to develop our 
financial systems as much as we can so as to automate some redundant functions and modify 
the way that we present our financial statements, so as to meet new requirements for the 
public sector. 
 
To ensure more effective risk management, Legal Services will be implementing a contract-
management system in the very near future. This system will alert managers when contracts are 
about to expire, so that the managers can evaluate these contracts and decide whether or not 
to renew them.  
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4. External and Internal Environments 
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EXTERNAL ENVIRONMENT 

 

Clientele and consumption 

 

 TFO notes that the number of hours spent viewing television content, on all 

platforms combined, is increasing both in Canada and in the United States. At 

the same time, the amount of audiovisual content produced worldwide has 

never been greater. Hence, it is crucial for GroupeMédia TFO be distinctive 

both as a content producer and as a multiplatform distributor. 

 People age 55 and up (baby boomers) represent a huge critical mass for our 

film, arts, and cultural content. 

 Their education/income profile is similar to the profile of our users. 

 Children ages 9 to 16 are migrating to the participatory Web. 

 Web-based social networks are growing exponentially. 

 Use of the web as an information source by adults is growing; even use of 

social-networking tools is growing rapidly among adults. 

 Television-viewing habits are undergoing a major shift, but broadcast viewing 

is still the most common. 

 Online viewing (on computers, tablets, and other devices) and time shifting 

also are on the rise. 

 Use of video recorders (PVRs, DVRs) is growing more and more. 

 The face of Ontario is changing.  The population is aging, and the proportion 

of visible minorities is growing.  In fact, visible minorities now constitute one-

third of the French-speaking population of the Greater Toronto Area. 

Broadcasting and Distribution  

 There were no changes in the regulation of new media following the CRTC 

hearings on new media in February 2009. 

 The issues regarding distribution of traditional television with or without 

royalties by cable distributors could have an impact on all regulation and 

possibly on the distribution of TFO. 

 TFO is now available in HD from Bell TV, Rogers, Videotron, and Shaw. 

 The distribution of signals by terrestrial transmission was digitized as of 

August 31, 2011, which will have a costly impact on transmitters. TFO is still 

awaiting a decision from the Ministry of Education on this subject. 

 The number of new channels keeps grow; for example, Youppa and Disney 

Playhouse (now Disney Junior), launched in 2010, mainly target pre-school-

aged children, an audience that TFO used to have practically all to itself in 

French-speaking Canada. 
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 TFO is making more and more use of the web in general (interactive white-

board webcasts, podcasts, etc.) and social-networking sites in particular 

(Facebook, YouTube, Twitter, etc.) to distribute its content and to promote 

and maximize the impact of its products. 

Opportunities 

 The continuum of learning in French (from daycare through post-secondary) is 

expanding TFO’s potential reach. 

 The objectives regarding identity-building can also expand TFO’s reach. 

 Since 2010, TFO has been the French-language educational network not only 

in Ontario but in Manitoba as well. 

 Advertising on the Web is unregulated. 

 The number of households resulting from mixed Francophone/non-

Francophone marriages is growing, so there is an increased need for TFO’s 

services.  

 Web content crosses all borders, thus increasing accessibility and potential 

advertising revenues. 

 TFO is meeting the need for more resources in French by developing new 

applications for children, such as the Mini TFO application. 

 TFO Education: TFO gives all teachers in Ontario and Manitoba free access to 

all of its educational resources. TFO also develops initiatives in partnership 

with French-immersion schools to reach Francophile audiences throughout 

Canada and and gain their loyalty. 

 

SUCCESSES 

Content and services 

 Continued success of Mini TFO 

 Promising changes in RelieF, our daily public-affairs program 

 Relevance of our educational services  

 New Web site using new Web functionalities 

 Film programming: unique, earns film-lovers’ loyalty, national recognition of the 

quality of films shown on TFO 

 New entrepreneurial approach (TFO Education) 

 Recognized quality of GroupeMédia TFO’s content and services 

 Numerous national and international awards (see list in appendix #16-E) 

 TFO is the preferred French-language network of the youngest Franco-Ontarians 

(ages 2 to 6) and their parents. 

 TFO stands out from its competitors because of its distinctive products, in 

particular its children’s programming, film programming, and specialized 

educational products. 
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 The TFO series RelieF sur la route (RelieF on the road) reaches every 

Francophone community in Ontario. The RelieF sur la route production team 

travels to every corner of the province to let viewers learn more about all of its 

vibrant Francophone communities.  

CHALLENGES 

 Increase loyalty to French-language programming among children and youth 

aged 9 to 19 . 

 Finish implementing the new financial system. 

 Recruit for specialized French-language positions in French Ontario. 

 Measure TFO’s TV viewership in French Ontario. 

 Adjust our operations to handle the new workflows generated by new digital 

tools and new distribution platforms. 

 Improve our internal communication tools. 

 Increase the number of hours of new programming aired to 1 000 from its 

current level of about 600, to offset the rapid depletion of the inventory. 

 Renew collective agreements during a period of pay freezes; risks for the work 

environment, and risk of losing good bilingual employees who will head for the 

private sector. 

 Rejuvenate TFO’s audience: attract and retain young adults ages 18 to 34, and 

especially ages 25 to 34, who watch TV both off the air and online, participate 

actively on social networking sites, and constitute an important target audience 

for the revamped edition of our public affairs show RelieF that we launched for 

the 2011-12 season.  
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INTERNAL ENVIRONMENT  

 

STRENGTHS 

Stability of the organization 

 CRTC licence valid until 2015 
 New equipment, ready to produce and distribute in HD digital to the highest 

industry standards 
 GroupeMédia TFO is the only organization producing and distributing French-

language educational and cultural multimedia content in Canada outside of 
Quebec.  

 GroupeMédia TFO’s activities support the objectives of the Ontario Ministry of 
Education. 

 GroupeMédia TFO maintains close ties with the education community and 
produces content to support educators in their work.  

TFO Team 

 Combines seasoned professionals with the next generation to provide the 
benefits of extensive training and experience along with leading-edge 
knowledge and skills. 

 A new organizational structure was put in place in 2011 that will let the 
organization meet the demands of the market more effectively. 

 New Marketing Department created 
 Technological training completed (158 training sessions were held as a follow-up 

to the restructuring). 
 A dynamic, resourceful team that looks for realistic, innovative solutions 

whereby the organization distinguishes itself, as witness the many rewards that 
it has received. 

 Good ethnic and cultural representation 
 Excellent relations with a variety of external partners, to maximize the range 

and impact of our activities 

SUCCCESSES  

Content and services 

 Recognized success of Mini TFO, our in-house production for pre-school-age 
children  

 Promising changes being implemented in our public affairs program RelieF in the 
2011-2012 season 

 Relevance of our education services recognized by the educational community 
 New Web site using new Web functionalities launching in January 2012 
 In Spring 2011, we launched our first iPhone/iPad “app”—an educational app for 

pre-schoolers and to our knowledge the first French-language app of its kind in 
Canada. 
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 In September 2011, we developed a Web app that lets users access our content 
via intelligent telephones and other mobile devices. 

 Our unique French-language film programming has earned a fiercely loyal 
audience. TFO is nationally recognized for the quality of the films that we show, 
and we have built partnerships with Canada’s biggest festivals that show films in 
French. 

 TFO Education, our educational-content production arm, has adopted a new 
entrepreneurial approach to make our expertise in developing such content 
available to clients such as government ministries and agencies and other 
organizations in the public and broader public sectors. 

 One example of the way that the quality of GroupeMédia TFO’s content and 
services has been recognized is that we were chosen to host an international 
conference on digital archiving in May 2011. 

 We have signed an agreement with the Swedish educational broadcasting 
company UR to pool the expertise of public educational media companies around 
the world. 

 
CHALLENGES 

 Build loyalty among children and youth ages 9 to 19 who access our content on 
the Web 

 Refocus our content on the aspirations of Ontario Francophones 
 Tighten our budget controls 
 Implement an optimal financial system  
 Recruit for specialized French-language positions in Toronto 
 Measure TV viewership in French Ontario  
 Adjust our operations to handle the new workflows generated by  

new digital tools and new distribution platforms 
 Modernize our brand image  
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5. Strategic Objectives 
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STRATEGIC OBJECTIVES 
 
 

Be recognized as the most important producer and distributor of media content in French 
Ontario’s educational and cultural communities. 

 Establish the Marketing vision. 

 Deliver communication services whose impact can be measured by the increase in the 
use of GroupeMédia TFO’s products. 

 Expand the use of GroupeMédia TFO’s educational products and services to educational 
institutions throughout Canada. 

 Provide distinctive, exclusive content on multiple platforms.  
 

Deliver products and services that match the expectations of our target audiences. 

 Make GroupeMédia TFO content available on a wider variety of platforms. 

 Provide the Franco-Ontarian community with a variety of platforms where its members 

can recognize and express themselves. 

 

Establish targeted, strategic partnerships that support TFO’s vision, mission, and values. 

 Sign a Memorandum of Understanding with La Cité collégiale. 

 La Cité collégiale: establishes a Toronto office on the premises of GroupeMédia TFO. 

 GroupeMédia TFO: establish a Sudbury regional office on the premises of Collège 

Boréal. 

 Build ties with partners from various fields. 

 

Play a key role in the sustainable development of French Ontario’s human and economic 
resources. 

 Develop a communication strategy and a network of partners to position GroupeMédia 
TFO as the key media organization for affirming Francophone life and stimulating 
Francophone businesses in Ontario. 

 Carry out projects to produce content together with independent Franco-Ontarian 
producers 

 

Maximize TFO’s operational efficiency and ensure its financial viability. 

 Apply effective operational processes, from planning to delivery of content and/or 
product. 

 Make GroupeMédia TFO’s systems more secure and more productive. 

 Increase the number of members. 

 Develop a strategy to form business partnerships with ministries of education and/or 
their school boards in other provinces and to promote GroupeMédia TFO educational 
products and services. 

 Through TFO Education, sell GroupeMédia TFO’s web-design services to various clients. 

 Meet all requirements of the provincial regulatory authorities. 
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RESOURCES REQUIRED 
 
 

Human Resources  
 
As this business plan goes to press, GroupeMédia TFO has 151  permanent positions, which 
provides the basic core required to carry out all of the organization’s essential operational 
activities.  In addition, the organization has recruited 9 contract employees—some to meet 
specific requirements for a limited time, others to replace regular employees who are on 
parental leave, sick leave, or annual vacation leave. 
 
Outside projects  
GroupeMédia TFO has also hired some contract employees for projects in which they will 
develop interactive educational resources for the Ontario Ministry of Education, the University 
of Ottawa, and other external clients. These employees’ salaries will be funded entirely by 
revenues from these projects. So far, we have hired 8 contract employees for these projects, 
and we are in the process of recruiting employees for 5 other contract positions. The number of 
contract positions can fluctuate with demand. 
 
Physical Resources 
 
The Authority has developed separate partnerships with two Franco-Ontarian colleges: La Cité 
collégiale and Collège Boréal.  The objective of both partnerships is to strengthen our ties with 
these two post-secondary institutions and give them the benefit of our experience to develop 
projects that will give Franco-Ontarians greater access to college and professional training and 
innovative educational and cultural multimedia content in French. 
 
As part of its partnership with Collège Boréal, the Authority has signed a lease to establish its 
regional office on this college’s campus in Sudbury. Two GroupeMédia TFO employees—a 
journalist and a videographer/editor—began working out of this new office in August 2011. 
 
The Authority and La Cité collégiale have just signed a memorandum of understanding under 
which the following projects, among others, will be carried out:  

 in October 2011, La Cité collégiale will set up its Business and Development Office on 
TFO’s premises in Toronto;  

 by July 31, 2015, TFO will set up its Ottawa office on La Cité collégiale’s Aviation Parkway 
campus (provided that the required additional space has been added to the campus in 
time).  
 

Our objective with regard to the Ottawa office has been to adopt an interim solution that would 
let us continue discussions with a view to establishing a permanent office on the Cité collégiale 
campus in 4 years.   With this goal in mind, and to avoid the costs of moving in and out again, we 
decided to stay in the premises that we were already occupying.  However, the landlord 
attached a condition to the renewal of the lease: TFO had to lease an additional space that was 
left vacant.  This additional space allowed us install additional workstations, which in turn will let 
us accomplish all of the following things: 

 prospect for more contracts for outside projects; 
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 recruit, in the Ottawa region, the staff required to work on projects funded by the 
Ministry and by outside clients; 

 prospect for new clients for e-learning projects; 

 increase the number of Web/TV content productions originating in Ottawa; 

 decentralize our work force and increase our presence in the Ottawa region; 

 have the physical capacity to accommodate more student interns. 
Most of the additional costs of rent will be covered by the revenues from outside projects. 
 
Capital Assets 
 
In terms of physical resources, GroupeMédia TFO has submitted requests to the Ontario 
Ministry of Education to acquire new capital assets and replace existing ones in the current year 
and the following two years. The annualized amount established by the Ministry would appear 
to be sufficient to meet GroupeMédia TFO’s foreseeable needs. 
 
Our expected capital funding for 2012-13 will let us strengthen our infrastructure and keep up 
with future technological developments.  At the same time, we will have to replace certain 
existing equipment.  
 
For details, please see document # 9 “IT and Broadcast Capital Assets” 
 
Conversion of transmitters 
The CRTC requires that all transmitters located in “mandatory markets” be converted to digital 
by August 31, 2011.  GroupeMédia TFO has 3 medium-power transmitters and 12 low-power 
transmitters.  None of them is located in a mandatory market. Hence GroupeMédia TFO does 
not intend to convert its transmitters unless it receives a clear directive and the required 
funding to do so from the Government of Ontario.  A note to this effect is included under the 
heading “Special Projects” within document #9 “IT and Broadcast Capital Assets”. 
 
Financial Resources 
 
To carry out the current strengthening of its organizational structure and to keep it strong, it is 
important for the Authority to receive a base operating grant that reflects its current 
operational expenses.   
 
The base grant to be provided according to TFO’s budget estimates for the coming years breaks 
down as follows: 
 

 2010-2011: $21 525 000 

 2011-2012: $21 370 000 

 2012-2013: $25 556 988 

 2013-2014: $26 518 054 

 2014-2015: $28 748 324 
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The grant to be provided for capital projects for the coming years breaks down as follows: 
 

 2010-2011: $1 100 000 

 2011-2012: $1 000 000 

 2012-2013: $1 300 000 

 2013-2014: $1 400 000 

 2014-2015: $1 550 000 
 
Some major challenges in terms of financial resources can be expected in the coming years.  
Since 2010, we have implemented new procedures to ensure transparent management of 
funds.  We are now developing budget-management tools that will let us make structured 
projections of these expenditures so as to ensure the organization’s financial viability. 
 
As regards the financial resources required, there are some additional costs associated with 
SACD royalties (see the memorandum that Glenn O’Farrell has sent to the Board of Directors to 
explain this situation). 
  
To give the Authority greater latitude in the years to come, management is committed to 
deploying resources so as to increase self-generated revenues.  According to the Authority’s 
estimates, by the end of the budget period, growing additional self-generated revenues will 
result in an additional $1 million per year. However, this growth will not suffice to cover all of 
the organization’s needs without the accompanying increase in the base grant. 
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ANALYSIS AND RISK MANAGEMENT  2012-15

Hypothesis Strategies Risks Level of risk Consequences Control Strategies Time Line

1 - That the total minimum 

amount allocated by the 

province support TFO's 

mandate as follows:

$25.557M in 2012-2013

$26.518M in 2013-2014

$28.748 M in 2014-2015

By 2015, achieved 

1000 hours of 

content to offer 

cross-platform 

formats;

Maintains 

distinctive and 

exclusive content 

and develop new 

sources of 

revenues;

Increases its 

distribution in multi-

platform format;

Fulfills its mandate 

to its stakeholders 

and the educational 

community's 

satisfaction (French-

language and 

Immersion);

Meets its 

obligations under its 

license from the 

The results of a decrease 

in financial allocation to 

TFO's operation would 

engender:

- a reduction in in-house 

production

- a reduction in exclusive 

rights

- a reduction in additional 

revenues

- a difficult challenge in 

meeting CRTC 

requirements and a risk of 

TFO losing its licence

- a loss of interest from 

distributors and TFO's 

stakeholders

- a loss of distribution of 

its signal in HD

- a reduction of training 

for the employees

High TFO will lose its raison d'être , its 

appeal and credibility with its 

stakeholders;

Will not reach 1,000 hours of 

content:

Decrease of the inventory of 

content, which is already at a 

critical level;

Dilution of the brand and 

relevance as TFO will not be able 

to plan, produce and distribute in 

a multi-platform format;

Will not be able to have separate 

and exclusive content and evolve 

in a competitive multi-platform 

environment ;

Will not be able to provide 

adequate programming and 

services to stakeholders;

Decrease in educational support 

services to the Ministry, school 

boards and the educational 

Stop production of in-house 

production;

 Significant layoffs;

 SD distribution only;

Broadcasting and distribution 

of acquisitions rather than pre-

purchases (exclusive content);

Decrease in contractual 

commitments due to lack of 

human and financial 

resources;

 Increase in the number of 

repeats depending on 

available inventory.

On going until 2015 

based on the grant 

received from the 

Ministry

2- That the annual Capital 

budget of $1M allocated in 

2011-12 be increased to:

$1.3 in 2012-13

$1.4 in 2013-14

$1.55 in 2014-15

Note : TFO is not permitted 

to borrow.

The equipment and 

production and 

distribution 

technologies are 

maintained and/or 

replaced as needed;

The content 

distribution will be 

on multi-platform 

formats;

The annual $1M allocation 

only ensures regular 

maintenance of existing 

technologies and does not 

allow investment in new 

technologies; 

The production and 

distribution technologies 

would not be replaced 

and, consequently, would 

become obsolete and 

unusable.

High The technologies used will 

become obsolete.

The operational budget for 

acquisition of programming will be 

reduced.

Use programming budget to 

compensate and acquire 

necessary equipment.

On going until 2015 

based on the grant 

received from the 

Ministry

3 - The restructuring of the 

Canada Media Fund and 

review of its criteria has a 

major negative impact on 

the budget previously 

allocated to TFO.

Note : with the Canada 

Media Fund's new criteria, 

the decrease in funding 

represents an amount of

$800 000.

Appeal to the 

Canada Media 

Fund, which its 

criteria for access is 

primarily 

determined based 

on the calculation 

of the ratings of the 

audience on 

platforms called 

conventiona 

(according to BBM - 

Broadcast 

measurement and 

consumer 

behaviour data).

If TFO' s allocation is 

subtantially reduced, the 

exclusive and distinctive 

content, as well as 

potential revenues, will be 

reduced.

The percentage of 

Canadian content required 

by the CRTC will be 

jeopardized.

Medium Reduction of co-productions with 

francophone producers 

(producers outside Québec).

Decrease of economic benefits to 

Ontario regions, such as (e.g.:  

production of a program, such as 

Météo+ based in Sudbury).

Loss of CRTC  licence.

Reduce the number of 

projects (co-productions) that 

require a multi-year 

committment.

Decrease TFO's involvement 

with independent Ontarian 

and Canadian producers.

2011-2012 and 

following years

4-  Litigation with 

SACD/SCAM (« Société des 

auteurs et compositeurs 

dramatiques » et

« Société des auteurs et 

compositeurs dramatiques 

» )

for a total estimated at 

$1,75M.

Negotiate a 

settlement.

Pay the amount using the 

operations budget.

Medium

(Parties 

want to 

settle)

Lack of financial resources for 

operations with consequences on 

programming acquisitions and 

production of content.

Increase in fees for rights in the 

future.

Propose to negociate a 

settlement, which will have an 

impact on rights in the future 

instead of royalties related to 

past activities.

First quarter of 

2012
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HUMAN RESOURCES 
 
 
The new roles and workflows are now better integrated. 
 
In January 2011, TFO began a new stage in its development, reflected in the decision to rebrand 
itself as GroupeMédia TFO. 
 
From the very outset, the organization’s human-resources managers participated in the senior 
management team’s discussions so as to better understand the kind of environment that a 
media group represents and the role that each of the departments will play in this new 
environment. 
 
In order to adapt the organization’s human resources to its new vision, job descriptions and 
statements of qualifications were revised extensively, resulting in the elimination of some 
positions and the creation of new ones.   
 
In January 2011, GroupeMédia TFO proceeded with the first wave of restructuring.  A total of 42 
permanent and contract employees received letters informing them that their positions had 
been eliminated. Of these 42 employees: 

 27 obtained permanent jobs elsewhere in the organization; 

 7 received severance payments; and 

 8 left the organization when their contracts ended. 
 
Once the new Managing Director of Marketing was appointed, the Authority began the second, 
final wave of its restructuring, in which 9 more permanent employees received letters informing 
them that their positions had been eliminated. Of these 9 employees: 

 3 obtained permanent jobs elsewhere in the organization; 

 6 received severance payments. 
 
As this business plan goes to press, GroupeMédia TFO has 151 permanent positions, which 
provides the basic core required to carry out all of the organization’s essential operational 
activities.  In addition, the organization has recruited 9 contract employees—some to meet 
specific requirements for a limited time, others to replace permanent employees who are on 
parental leave, sick leave, or annual vacation leave. 
 
Outside projects  
GroupeMédia TFO has also hired some contract employees for projects in which they will 
develop interactive educational resources for the Ontario Ministry of Education, the University 
of Ottawa, and other clients. These employees’ salaries will be funded entirely by revenues from 
these projects. So far, we have hired 8 contract employees for these projects, and we are in the 
process of recruiting employees for 5 other contract positions. The number of contract positions 
associated with external projects can fluctuate with demand. 
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Employee training program 
As part of the restructuring exercise, we conducted an analysis of the training requirements for 
each of the new organizational units created, then defined a training plan to guide employees in 
their professional development in accordance with the organization’s priorities.  We 
implemented training programs that were customized to meet the needs of the positions in 
question, including those that had been redefined, so that employees would have the tools they 
needed to do their jobs more effectively and also to improve the performance of the 
organization as a whole.  
 
Since January 2011, 158 training sessions have been delivered to GroupeMédia TFO staff. 
 
To ensure maximum use of its resources, GroupeMédia TFO will produce content and maintain 
an online and on-air presence 8-12 months a year. 
 
Human Resources Objectives 

The Human Resources Department met its objectives for the year 2011/2012.  The department 
established the committee for evaluating Communications, Energy and Paperworkers Union of 
Canada (CEP) positions; established policies on violence and harassment in the workplace, as 
required by Ontario Bill 168, which became law on June 15, 2010; and inventoried the policies 
that the department needs to establish or update over the next few years. 
 
The department has also defined its own role in the recruitment process and is centralizing all of 
the organization’s recruitment efforts. The department has also implemented forms and a 
process for communicating with the Payroll unit so as to maximize controls and thus eliminate 
errors.  We have also updated the Employer database so as to eliminate the possibility of errors 
in entering data into employees’ files. 
 
For the first time this year, the Human Resources Department will participate in the largest job 
fair in Toronto. 
 
In general, the Human Resources Department is establishing and overseeing the labour-
management committees on workplace health and safety and on the pension plan. This involves 
defining new internal practices and procedures. In addition, a working committee has been 
established to define a procedure for an employee-recognition program that will be launched in 
the coming year. 
 
The Human Resources Department is responsible for coordinating the implementation and 
communication efforts involved in defining operational objectives and performance indicators 
for each of the departments and other units within the organization.  
 
In addition, in 2011/2012 we will be negotiating the collective agreement with the CEP. We 
hope that this exercise will be completed in December 2011. We will then begin collective 
bargaining with the Canadian Media Guild (CMG). 
 
The challenges that the Human Resources Department faces include difficulties in recruiting 
French-speaking staff and a lack of the resources that would be needed to implement 
performance-evaluation procedures for union and non-union employees, and to determine 
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training requirements and develop training plans on the basis of performance evaluations, as 
well as to manage succession and career development. 
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9. IT and Broadcast Capital Assets 
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Department Project Year Cost Comments

Operations Lighting studio 12/13 10 000,00 $ Additional lighting for the studio and annex

Operations Picture ready server replacement 12/13 130 000,00 $ Replacement of production servers that have reached the end of lifecycle (purchased in 2007)

IT Broadcast AFD master TV control 12/13 35 000,00 $ For Broadcast in SD 4/3 format, AFD allows the broadcast of the signal in full screen

IT Broadcast LTO4 12/13 30 000,00 $ Tapes to continue supplying the archiving and storing HD videos

IT Broadcast Splunk business version 12/13 50 000,00 $ Software to analyze logs and alerts of different systems

Operations Chyron replacement 12/13 180 000,00 $ Old TVO Chyron needs to be replaced (purchased in 2005)

IT Broadcast Workstation replacements 12/13 165 000,00 $ Workstation replacements - end of lifecycle (purchased in 2007)

IT Broadcast IT server replacements 12/13 250 000,00 $ Replacement of production servers - end of lifecycle (purchased in 2007)

IT Broadcast Flip Factory 12/13 100 000,00 $
Transcoding of P2 through FPD actors is not authorized by FPD. Purchasing a FF server would allow transcoding without 

the actors.

Operations Files based ingest system for multifunction room 12/13 150 000,00 $ To allow ingest and transcode of file in the multifunction room directly from the producers and distributors 

IT Broadcast IT SAN Replacement 12/13 200 000,00 $ Replacement of the SAN - end of lifecycle (purchased in 2007)

Operations Lighting studio 13/14 10 000,00 $ Additional lighting for the studio and annexe

Operations Chyron replacement 13/14 180 000,00 $ TVO Chyron replacement (purchased in 2007)

Operations Tape library migration to LTO6 13/14 450 000,00 $
Archiving tape format in LTO4. The LTO format is 2 generation old and no longer compatible. We will have to migrate to 

LTO6 in 2012

Operations Studio Lighting board replacement 13/14 240 000,00 $ end of lifecycle (1991 and 2007)

Operations Monitor wall replacement in the studio 13/14 250 000,00 $ end of lifecycle (2007)

IT Broadcast network workflow analyser 13/14 90 000,00 $ allow you to make precise analysis of broadcast and IT network workflow

Operations Concerto router replacement 13/14 150 000,00 $ end of lifecycle (2007)

Operations Camera Battery replacement 13/14 30 000,00 $ end of lifecycle (2007)

IT AND BROADCAST CAPITAL ASSETS
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Operations Harris card and x75 replacement 14/15 300 000,00 $ end of life (2007)

Operations Lighting studio 14/15 10 000,00 $ Additional lighting for the studio and annex

IT Broadcast Broadcast SAN replacement (dual storage) 14/15 380 000,00 $ end of lifecycle (2010)

Operations HDCam VTR replacement 14/15 250 000,00 $ end of lifecycle (2007)

Operations P2 Camera replacement 14/15 350 000,00 $ end of lifecycle (2007)

Operations Studio audio board replacement 14/15 180 000,00 $ end of lifecycle (2007)

Operations Post Production audio board replacement 14/15 80 000,00 $ end of lifecycle (2007)

4 250 000,00 $

Special Projects Year Cost Comments

Replacement of the 3 analog transmitters to digital HD 12/13 1 850 000,00 $ If TVO change the trasmitter at the same time, the cost will be 950 000$

Broadcast SAN and Edit Suite replacement 13/14 500 000,00 $
 Apple seems to be targeting the consumer market rather than the professional market. Should this happen, we would 

need to change technology. The analysis will be made in 2012.

Ottawa office move to La Cité Collégiale 14/15 400 000,00 $  Construction budget associated with moving  the Ottawa office to La Cité Collégiale.
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PARTNERSHIPS 
 
 

As a Franco-Ontarian organization, the Authority wants to strengthen its position as a key player 
in the sustainable development of French Ontario’s human and economic resources. 
 
NOTABLE PARTNERSHIP INITIATIVES IN 2011-2012 
 
Provincial election debate  
On September 26, 2011, as the result of a joint initiative by GroupeMédia TFO and the 
Assemblée de la francophonie de l’Ontario,  the citizens of Ontario had the first opportunity 
ever to watch a French-language debate, live on television and the Web, among candidates 
representing the three main parties in an Ontario provincial election. 
 
This was the first time that GroupeMédia TFO had ever presented a French-language provincial 
political debate.  This TV/Web simulcast provided the political parties with a unique platform to 
explain their positions in the electoral race. Initiated by the Assemblée de la francophonie de 
l’Ontario, the organization that co-ordinates the activities of the Franco-Ontarian community  
and speaks as its political voice, this meeting among the province’s three parties was a 
democratic exercise that received wide coverage not only in Ontario, but throughout Canada as 
well. In the province’s entire electoral history, this was the first initiative of its kind to 
specifically target the Francophone community. 
 
100th anniversary of the Assemblée de la francophonie de l’Ontario (AFO) 
GroupeMédia TFO marked the 100th anniversary of the of the Assemblée de la francophonie de 
l’Ontario (AFO) through a media partnership with this organization. The partnership’s activities 
included producing short videos on Francophone pride that were aired on TFO and posted on 
tfo.org and YouTube, as well as a video highlighting the AFO centenary celebrations in 
Francophone communities throughout the province. This video was shown at the gala evening 
that ended the year’s festivities.  
 
Hôpital Montfort Everest expedition 
GroupeMédia TFO partnered with Ottawa’s Francophone hospital, Hôpital Montfort,  in a media 
project entitled À la découverte de l’Everest (Discovering Everest). Short videos shot by the 
Montfort team that climbed Mount Everest were posted on tfo.org, and TFO’s flagship public 
affairs program, RelieF, aired a report on the preparations for the expedition.  
 
Mobilizing French Ontario to help the Horn of Africa 
From August 8 to October 16,  2011, GroupeMédia TFO partnered with two of Ontario’s most 
important bilingual institutions—the University of Ottawa and Glendon College of York 
University—in a campaign that mobilized the Franco-Ontarian community and provided it with a 
common platform to help the millions of people suffering from famine in the Horn of Africa.  
 
For the first time, GroupeMédia TFO, with these two remarkable partners, offered the Franco-
Ontarian community a single, unique platform to support a community in distress, ravaged by 
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famine. This campaign also supported members of the Franco-Ontarian community who come 
from the Horn of Africa and are experiencing hard times. 
 
 
Réseau Ontario 
Réseau Ontario is a network that mounts productions at centres for the performing arts 
throughout French Ontario. In 2011-2012, GroupeMédia TFO and Réseau Ontario renewed their 
partnership, in which TFO produces and broadcasts promotional advertising for these 
productions. 
 
Agreements with La Cité collégiale and Collège Boréal 
The Authority has developed separate partnerships with two Franco-Ontarian colleges: La Cité 
collégiale and Collège Boréal.  The objective of both partnerships is to strengthen our ties with 
these two post-secondary institutions and give them the benefit of our experience to develop 
projects that will give Franco-Ontarians greater access to college and professional training and 
to innovative educational and cultural multimedia content in French. 
 
The Authority has also signed a lease with Collège Boréal to establish the GroupeMédia TFO 
regional office on this college’s campus in Sudbury. Two GroupeMédia TFO employees—a 
journalist and a videographer/editor—began working out of this new office in August 2011. 
 
The Authority and La Cité collégiale have just signed a memorandum of understanding under 
which the following projects, among others, will be carried out:  
• in October 2011, La Cité collégiale will set up its Business and Development Office on TFO’s 

premises in Toronto; 
• by July 31, 2015, TFO will set up its Ottawa office on La Cité collégiale’s Aviation Parkway 

campus, provided that the required additional space has been added to the campus in 
time. 

 
Ontario Provincial French Competition  
Each year, the University of Ottawa partners with two other bilingual post-secondary 
institutions in Ontario—Laurentian University and Glendon College of York University—to hold 
the Ontario Provincial French Competition. The goals of this competition are to promote French 
and to encourage Francophone youth by hosting the best Grade 12 students from every French-
language secondary school in the province. The 2011 edition of this competition was held on 
Friday, May 13, 2011, in Ottawa. 

OTHER PARTNERSHIPS 

Education 

• Annual Conference of the Association canadienne d’éducation en langue française (ACELF) 
• Annual Conference of the Association franco-ontarienne des conseils scolaires catholiques 

(AFOCSC) 
• Français pour l’avenir 
• Annual Conference of Parents partenaires en éducation (PPE) 
• Annual Conference of the Association des directeurs et directions adjointes des écoles 
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franco-ontariennes (ADFO) 
• Annual Conference of the Association francophone des parents du Nouveau-Brunswick 

(AFPNB) 
• Conseil scolaire Viamonde 
• Conseil scolaire de district catholique Centre-Sud 
Community 
 
• ACFO Ottawa, Prix Grandmaître 
• AfroCulture, Le Festival des cultures 
• National Capital Commission, Bal de Neige/Winterlude 2011  
• FESFO, Jeux franco-ontariens 
• Fondation franco-ontarienne, 2011  wine and cheese (Toronto) 
• Fondation franco-ontarienne, 2011 telethon 
• Hôpital Montfort 
 
Media 
 
• Association de la presse francophone, APF (Ottawa) 
• Alliance des radios communautaires du Canada (Ottawa) 
• CJFO FM (Ottawa) 
 
Cultural 
 

 Cabaret Africain/African Cabaret (Sudbury) 

 Théâtre Action, Festival Théâtre Action (Ottawa) 
• Kompa Zouk Creole Festival (Toronto) 
• Mississauga International Drum & Dance Festival 
• Festival franco-ontarien (Ottawa) 
• Festival du loup (Sudbury) 
• Francophonie en fête (Toronto) 
• Franco-fête (Toronto) 
• Réseau Ontario (Ottawa) 
• Semaine de la Francophonie (Toronto) 
• Les rendez-vous de la Francophonie (Ottawa) 
• La nuit sur l’étang (Sudbury) 
• Salon du livre de Hearst (Hearst) 
• Salon du livre de Toronto (Toronto) 
• Théâtre français de Toronto (Toronto) 
 
An international agreement 

In March 2011, GroupeMédia TFO signed an agreement with the Swedish educational 
broadcasting company UR. The purpose of this alliance will be to pool the expertise of public 
educational media companies around the world so as to optimize the transfer of the knowledge 
that they develop and thereby to enhance the educational content that they offer to their 
audiences.  
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TFO, proud partner in Canada’s biggest festivals showing films in French  

• Montreal World Film Festival  
• Festival international du cinéma de Francophonie en Acadie (FICFA) 
• Cinefest Sudbury International Film Festival 
• Théâtre du Nouvel-Ontario, Sudbury 
• Festival du nouveau cinéma de Montréal 
• European Film Festival (Toronto) 
• Toronto Creole Film Festival 
• Vues d’Afrique (Montreal) 
• Cinéfranco (Toronto) 

 
 
 

Provincial Community Committee 
 
GroupeMédia TFO’s Provincial Community Committee works with its Board of Directors. A major 
part of the committee’s mandate is to support TFO’s promotional activities and other efforts 
throughout the province.  
 
In 2010-2011, this committee had seven members. Each member represented one region of 
Ontario and was responsible for maintaining relations with its local Francophone communities. 
In the course of this year, the committee members played their role as community leaders by 
serving as TFO ambassadors to their regions and by helping TFO to develop local partnerships 
within them.  
 
As ambassadors for GroupeMédia TFO, the committee members represented TFO at various 
events in their communities and gathered public comments on TFO’s local presence and 
TV/Web content.  
 
The committee members also helped TFO to establish partnerships with local organizations in 
their communities and encouraged Franco-Ontarians to support TFO’s mission by becoming 
members of TFO.  
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IMPLEMENTATION PLAN 

 

This implementation plan will be updated in accordance with any adjustments that may prove necessary in our organizatonal structure. 

 Activity Responsibility Schedule 

1 ORGANIZATIONAL STUDY   

1.1 Analyze the organizational model  Management Team Completed 

1.2 Define the organization’s mandate  Board of Directors Completed 

1.3 Develop the analysis of the organizational model  Management Team Completed 

1.4 Develop the analysis of outsourcing and decentralization  Management Team Completed 

1.5 Present the new organization chart to the Executive Committee Management Team Completed 

1.6 Present to the Board of Directors Management Team Completed 

 Human Resources Responsibility  Schedule 

 Analyze the impact of the new organization chart Vice-President and Director of HR Completed 

 Write, review, and revise job descriptions Vice-President and Director of HR Completed 

 Meet with the managers whose employees will be affected by the reorganization Vice-President and Director of HR Completed 

 Meet with the unions (SCEP and GCM) to present the new structure and its implications Vice-President and Director of HR Completed 

 Present to employees President, Vice-President and  Director of HR Completed 

 Provide advance notice to affected employees Director of HR Completed 

 Post all positions Director of HR Completed 

 Interview the candidates Director of HR, Managing Directors Completed 

 Calculate severance payments and send severance letters Director of HR Completed 

 Meet with unions to discuss the results of the job-posting process and the layoffs Vice-President and Director of HR Completed 

 Identify training requirements  Director of HR Completed 

 Identify skills that need to be strengthened Managing Directors Completed 

 Co-ordinate and validate with the HR department Director of HR Completed 

 Plan and prepare training activities  Director of HR Completed 

 Train employees  Director of HR Completed 

 Implement a Performance Indicators Chart President and Director of HR Completed 

 Define performance indicators for each organizational unit, on the basis of the strategic objectives defined by the 
Board of Directors  

President and Director of HR, and  
Managing Directors  

Completed 
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 Activity Responsibility Schedule 

 Validate the relevance of the performance indicators and of the data-collection process HR and management Completed 
 
 

 TFO Education 
In the current and future technological context, and in light of the Ministry’s priorities, TFO Education plans to carry 
out the following activities between now and 2015. 

Managing Director, TFO Education  

 Modernize TFO Education    

 Redefine roles within this organization  Completed 

 Expand our role as a leader in technology-based teaching in the 21st century by:  2011-2015 

 o developing research-validated models of interactive resources to maximize their relevance to the digital 
generation; 

o continuously developing our liaison officers’ and trainers’ expertise in the optimal use of technological aids in 
physical and virtual classrooms, and particularly in social networks; 

o in partnership with post-secondary institutions, offering online courses and workshops, in flexible formats, in 
subject areas that leverage GroupeMédia TFO’s expertise in multimedia production and in use of technologies in 
French in minority-language settings; 

o developing multimedia educational resources. 

  

 Acting as a catalyst in Ontario’s regions by working with the Marketing Department and the members of the 
Provincial Community Committee to consult with Francophones and Francophiles and meet the educational needs of 
the community in general, and in particular those of parents and of French-immersion schools. 

 March 2012 

 Work closely with the key stakeholders in French-language education across Canada to ensure that TFO Education 
products and services receive the widest possible distribution in French-language schools from kindergarten through 
Grade 12, as well as in post-secondary educational institutions, throughout the country.  

 2011-2015 

 Distinguish TFO Education as a leader in Canada and internationally by offering high-impact online presentations on 
the latest topics in education and by providing advice, opinions, and solutions in social networks of teachers, parents, 
and other stakeholders.   

 2011-2015 

 Expand TFO Education’s offering of services to develop customized interactive tools for organizations in the broader 
public sector and the private sector in Canada and internationally.   

 2011-2015 

 Web/TV Content Responsibility  Schedule 

 Develop a strategy for achieving and maintaining 1 000  hours of content offered on multiple alternative platforms Managing Director, Web/TV Content  

 Develop distinctive content  2011-2015 

 Develop a multimedia market strategy  2011-2015 

 Develop a series of multiplatform educational games  2011-2015 

 Purchase rights to distribute existing and future content on multiple platforms  2011-2015 
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 Activity Responsibility Schedule 

 
 

 Marketing Managing Director, Marketing  

 Analyze opinions and statistics on use of TFO products and services  Managing Director, Marketing March 2012 

 Develop and conduct surveys   March 2012 

 Analyze findings and conclusions  March 2012 

 Analyze internal and external communication/promotion needs and issues  March 2012 

 Prepare a detailed definition of the Marketing Department’s mandate  March 2012 

 Develop the communication plan  March 2012 

 FINANCE Managing Director, Finance and 
Comptrollership  

 

 Define potential budget scenarios   Completed 

 Define all likely assumptions  Completed 

 Define scenarios  Completed 

 Validate needs and scenarios with all members of management  2011-2015 

 Physical space   

 Re-organize physical work space to support the organizational restructuring   

 Reorganize certain work spaces in TFO’s Toronto office Vice-President and Chief Operating Officer Completed 

 Renew the lease and re-organize the physical space in TFO’s Ottawa office Vice-President and Chief Operating Officer Completed 

 Open a TFO regional office on the Collège Boréal campus in Sudbury Vice-President and Chief Operating Officer Completed 

 Information and Technology Systems   

    

 Strengthen TFO’s infrastructure for developing, producing, and distributing content on multiple platforms Managing Director, Information and Technology 
Systems 

Completed 

 Connect GroupeMédia TFO into the to the Ontario Research and Innovation Optical Network (ORION), an ultra-fast 
network for sharing information on research and education  

Managing Director, Information and Technology 
Systems 

October 2011 

 Migrate certain enterprise systems to the cloud-computing environment Managing Director, Information and Technology 
Systems 

March 2012 
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2012-2015 Marketing and Communication Plan 
 
 
 
BACKGROUND  
 
Like any other organization that produces and distributes content in today’s increasingly 
fragmented multimedia universe, GroupeMédia TFO must have a well-designed plan to position 
itself in response to the sweeping changes occurring in the media and in the technologies 
supporting them. For example, the growth of Netflix in Canada and Groupe TVA’s launch of its 
Yoopa multiplatform brand for pre-schoolers make it all the more important for GroupeMédia 
TFO to differentiate its brand by highlighting its educational and cultural mission and its 
established expertise in French-language education. To achieve this goal, TFO must take 
innovative initiatives, increase the accessibility of its high-quality content, and apply more 
aggressive marketing  approaches. 
 
In 2011, TFO carried out an extensive organizational restructuring that included the creation of 
our Marketing Department. As a result, as TFO’s 25th anniversary in 2012 approaches, we are in 
an excellent position to meet the challenges that we face in our industry.  To do so, we will 
adjust our communication and marketing activities so as to promote our content more 
effectively and ensure that it becomes more widely known and more widely used. 
 
 
NEW ACTIVITIES 
 
Marketing Department: Because our new Marketing Department encompasses both our 
communications functions and our relational marketing functions, we can ensure greater 
coherence and complementarity in the activities by which we promote our products and 
services. By recruiting new staff for this department and redesigning the workflows within it, we 
have made it easier to develop a more strategic vision for the deployment of our marketing 
efforts.   
 
Social media: To maximize GroupeMédia TFO’s presence in the social-media universe and 
extend the reach of our activities, we have created positions and added responsibilities both in 
our new Marketing Department and on our production teams.  
 
Building public engagement: To increase our revenues and strengthen our ties with our 
audiences, we are developing a public-engagement strategy whereby we will reach out not only 
to individuals but also to businesses and institutions. We will start deploying this strategy in Fall 
2011 and continue to do so in accordance with a multi-year plan. 
 
Branding and brand positioning: In Summer 2011, GroupeMédia TFO retained the marketing 
communications firm Lowe Roche to redesign the TFO brand image and develop a strategy for 
positioning this brand. Our activities to carry out this firm’s recommendations have begun in 
Fall 2011 and will peak in 2012 in conjunction with the celebration of TFO’s 25th anniversary. 
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Research and evaluation: After reviewing this function, we adjusted and added resources 
(provided technical training, adopted new research tools, redesigned workflows, etc.) so as to 
better co-ordinate our production and communication efforts and, most importantly, to 
measure the impacts of our activities more accurately. 
Internal communications: Launched in 2010, Vigie technologique (technology watch) is a 
monthly online newsletter about the latest products and technologies on the market. TFO 
produces this newsletter and distributes it to TFO employees and to members of the public who 
are interested in technology issues.  
 
 
COMMUNICATION STRATEGY 
 
To carry out GroupeMédia TFO’s educational mandate, our main content-development effort 
supports a broad network of education stakeholders, ranging from teachers to education 
administrators to literacy centres and daycare centres. GroupeMédia TFO is an essential, 
reliable source for children and their parents. It is a preferred destination that offers a wealth of 
relevant content, that presents societal issues, and that engages citizens who are committed to 
the process of building a Francophone identity in a minority setting.   
 
As stated earlier, changing realities in the marketplace and in media-consumption habits require 
promotional approaches that take advantage of new communication platforms such as social 
networks and mobile devices (intelligent telephones, tablets, etc.). In this regard, GroupeMédia 
TFO intends to reach its audiences wherever they are when they are choosing educational and 
cultural content, programming, games, and other sources of intelligent entertainment.  
 
Consequently, our communication strategy is based on an approach to marketing our products 
and services that is built around the following four marketing objectives: 
 
1. Increasing awareness of our brand. 
 
2. Increasing use of our teaching resources by the various education stakeholders. 
 
3. Establishing and expanding GroupeMédia TFO’s presence through the development of 
innovative partnerships in the communities that we serve. 
 
4. Increasing the use (consumption) of our content. 
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BUDGET 2011-2012 2012-2013 2013-2014 2014-2015
TOTAL REVENUES 30 741 114,68 $ 36 860 523,71 $ 36 949 967,22 $ 39 383 787,03 $

Ontario Ministry of Education 23 975 000,00 $ 28 161 987,71 $ 29 123 054,22 $ 31 353 324,03 $

Government Operating Grants 21 370 000,00 $ 25 556 987,71 $ 26 518 054,22 $ 28 748 324,03 $

LOE programme 2 605 000,00 $ 2 605 000,00 $ 2 605 000,00 $ 2 605 000,00 $

Projects 2 772 575,00 $ 2 513 123,00 $ 2 720 000,00 $ 2 745 000,00 $

TFO education PAL + PAL post second. à venir 738 689,00 $ 750 000,00 $ 750 000,00 $ 750 000,00 $

TFO education Ibou.ca : 60 395,00 $ 60 000,00 $ 25 000,00 $ 25 000,00 $

TFO education OAI petite enfance II 177 147,00 $ 200 000,00 $ 200 000,00 $ 200 000,00 $

TFO education OAI ère numérique 300 000,00 $ 300 000,00 $ 300 000,00 $ 300 000,00 $

TFO education Trousse 20 000,00 $ 25 000,00 $ 25 000,00 $ 25 000,00 $

TFO education Trillium 30 000,00 $ 30 000,00 $ 30 000,00 $ 30 000,00 $

TFO education Ontario On-line Institute 0,00 $ 500 000,00 $ 1 000 000,00 $ 1 000 000,00 $

TFO education Guides Web-émis. 47 000,00 $ 30 000,00 $ 30 000,00 $ 30 000,00 $

Content Roxy et Max 43 700,00 $ 0,00 $ 0,00 $ 0,00 $

Corporate and Government Funding

New Brunswick 150 000,00 $ 150 000,00 $ 150 000,00 $ 150 000,00 $

Construction identitaire 200 000,00 $ 0,00 $ 0,00 $ 0,00 $

Le legs de sœurs grise 50 000,00 $ 0,00 $ 0,00 $ 0,00 $

Manitoba 50 000,00 $ 50 000,00 $ 50 000,00 $ 50 000,00 $

TV5 85 000,00 $ 85 000,00 $ 85 000,00 $ 85 000,00 $

NOHF (Northern ON. Heritage Fund) 770 644,00 $ 283 123,00 $ 0,00 $ 0,00 $

Internally TFO education Online Education 50 000,00 $ 50 000,00 $ 75 000,00 $ 100 000,00 $

Generated

Other Revenues 2 993 539,68 $ 3 035 413,00 $ 3 206 913,00 $ 3 330 463,00 $

Cablo-distributeurs 2 542 303,30 $ 2 550 000,00 $ 2 700 000,00 $ 2 800 000,00 $

Miscellaneous 358 013,00 $ 380 413,00 $ 391 413,00 $ 403 413,00 $

Educational Subscriptions 93 223,38 $ 105 000,00 $ 115 500,00 $ 127 050,00 $

Capital 1 000 000,00 $ 3 150 000,00 $ 1 900 000,00 $ 1 955 000,00 $

Ordinaire 1 000 000,00 $ 1 300 000,00 $ 1 400 000,00 $ 1 555 000,00 $

Projets spéciaux 0,00 $ 0,00 $ 0,00 $ 0,00 $

Transmitters 0,00 $ 1 850 000,00 $ 0,00 $ 0,00 $

Edit suites replacement 0,00 $ 0,00 $ 500 000,00 $ 0,00 $

Ottawa office move to Cité Collégiale 0,00 $ 0,00 $ 0,00 $ 400 000,00 $

TOTAL EXPENSES 30 741 114,68 $ 36 860 523,71 $ 36 949 967,22 $ 39 383 787,03 $

Salaries and Benefits 13 455 673,62 $ 14 120 639,27 $ 14 493 060,08 $ 14 875 616,44 $

Content 8 881 451,52 $ 12 113 861,79 $ 12 851 921,34 $ 14 682 878,59 $

Licences and Broadcast Rights 5 651 043,90 $ 8 157 453,70 $ 8 685 665,79 $ 9 404 346,81 $

Licences and Broadcast Rights - Additional Royalties 0,00 $ 1 019 681,71 $ 1 085 708,22 $ 2 115 978,03 $

Inhouse Productions 1 333 292,46 $ 1 269 618,37 $ 1 331 032,37 $ 1 394 288,79 $

Subtitling 262 000,00 $ 272 000,00 $ 282 000,00 $ 292 000,00 $

TFO Education 210 000,00 $ 210 000,00 $ 210 000,00 $ 210 000,00 $

Training 123 299,33 $ 0,00 $ 0,00 $ 0,00 $

Travel 305 514,96 $ 305 514,96 $ 305 514,96 $ 305 514,96 $

TFO Education-Outside Projects 996 300,87 $ 879 593,05 $ 952 000,00 $ 960 750,00 $

Marketing 845 348,00 $ 845 348,00 $ 845 348,00 $ 845 348,00 $

Licences and Broadcast Rights 106 999,00 $ 106 999,00 $ 106 999,00 $ 106 999,00 $

Operational 521 849,00 $ 521 849,00 $ 521 849,00 $ 521 849,00 $

Training 7 500,00 $ 7 500,00 $ 7 500,00 $ 7 500,00 $

Travel 59 000,00 $ 59 000,00 $ 59 000,00 $ 59 000,00 $

Contingency 150 000,00 $ 150 000,00 $ 150 000,00 $ 150 000,00 $

Technical Services (IT) 3 605 900,87 $ 3 565 993,05 $ 3 715 350,00 $ 3 801 050,00 $

Operational 2 564 600,00 $ 2 666 400,00 $ 2 743 350,00 $ 2 820 300,00 $

Training 25 000,00 $ 0,00 $ 0,00 $ 0,00 $

Travel 20 000,00 $ 20 000,00 $ 20 000,00 $ 20 000,00 $

TFO Education-Outside Projects 996 300,87 $ 879 593,05 $ 952 000,00 $ 960 750,00 $

Administration 2 952 740,67 $ 3 064 681,60 $ 3 144 287,80 $ 3 223 894,00 $

Operational 2 653 540,00 $ 2 759 681,60 $ 2 839 287,80 $ 2 918 894,00 $

Training 144 200,67 $ 150 000,00 $ 150 000,00 $ 150 000,00 $

Travel 145 000,00 $ 145 000,00 $ 145 000,00 $ 145 000,00 $

Contingency 10 000,00 $ 10 000,00 $ 10 000,00 $ 10 000,00 $

Capex 1 000 000,00 $ 3 150 000,00 $ 1 900 000,00 $ 1 955 000,00 $

Ordinary 1 000 000,00 $ 1 300 000,00 $ 1 400 000,00 $ 1 555 000,00 $

Special Projects 0,00 $ 0,00 $ 0,00 $ 0,00 $

Transmitters 0,00 $ 1 850 000,00 $ 0,00 $ 0,00 $

Edit suites replacement 0,00 $ 0,00 $ 500 000,00 $ 0,00 $

Ottawa office move to Cité Collégiale 0,00 $ 0,00 $ 0,00 $ 400 000,00 $

NET 0,00 $ 0,00 $ 0,00 $ 0,00 $

As this document went to press, the Ontario French-language Educational Communications Authority was awaiting approval from the Management Board of Cabinet

 to confirm the change in its trade-mark from TFO to GroupeMédia TFO web-télé
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Internally Generated Revenue

TFO Education

List of Targeted Customers / Estimated Revenue

Fiscal Years 2011-2012 2012-2013 2013-2014 2014-2015

Health Nexus 200 000,00 $

The Canadian Tourism Human Resource 

Council (CTHRC) 104 000,00 $

Parks Canada 50 000,00 $ 55 000,00 $

Environment Canada 75 000,00 $ 90 000,00 $

Canadian School of Public Service 100 000,00 $ 130 000,00 $

NB Department of Education 50 000,00 $

Canadian Mental Health Association 75 000,00 $ 80 000,00 $ 99 340,00 $ 110 000,00 $

Réseau canadien des collèges 

francophones du Canada 100 000,00 $ 200 000,00 $

Total Potential Revenue 500 000,00  $   375 000,00  $       333 340,00  $   310 000,00  $   

% of Estimated Revenue 10% 20% 30% 40%

Revenue Generated 50 000,00  $     75 000,00  $         100 002,00  $   124 000,00  $   

The forecasts for the projected internally generated revenues for online educational projects, outside 

those of the Ontario Ministry of Education, have been prepared based on the following assumptions:

- The identification of organizations and projects which would benefit from TFO Education expertise, 

from the 2008-2011 Merx database of tenders;

- The identification of organizations placing tenders on a regular basis for projects which would benefit 

from TFO Education expertise;

- In the case of the Réseau des collèges francophones du Canada, TFO involvement in a multi-phase 

long-term project for which TFO is well-positioned to obtain phase by phase funding.

As this document went to press, the Ontario French-language Educational Communications Authority was awaiting approval from

the Management Board of Cabinet to confirm the change in its trade-mark from TFO to GroupeMédia TFO web-télé.
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Président et chef de la 
direction

Glenn O’Farrell

Adjointe exécutive
Isabelle Paquet

Vice-présidente et chef de 
l’exploitation

Christiane Scher

Directeur principal 
Systèmes d’information et

 des technologies 
Éric Minoli

Directrice principale
 Finances et contrôle

Johanne Joly

Directrice principale 
TFO Éducation

Christine Larouche

Directrice  principale du
contenu web/télé

Marie Masse

Directeur principal 
Marketing

Pascal Arseneau

Conseil d’administration

 

Conseil et Direction

8 postes permanents

Organigramme GroupeMédia TFO
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Vice-présidente et 
chef de l’exploitation

Christiane Scher

Chef de la
production technique web 

Mélanie Tremblay

Directrice des
ressources humaines

Marion Bonafos

Chef de la
production technique télé
Claire Lemieux-Lamarche

Adjointe aux secteurs de 
l’exploitation, SI et 

technologies
Jaylaxmi Bhorouth

Chef des
services administratifs

Diane Fallon

Exploitation

5 postes permanents

Organigramme GroupeMédia TFO
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Directrice des ressources humaines
Marion Bonafos

Ressources humaines

Adjointe aux ressources 
humaines
 à pourvoir

1 poste permanent

Organigramme GroupeMédia TFO
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Chef de la
production technique web

Mélanie Tremblay

Développeur principal web 
« back end » / Architecte

Mustapha Belquas 

Spécialiste principal 
Assurance Qualité

Mohamed Diallo

Développeur principal web 
«front-end »

Marina Korikov

Designer principal  Web
André Collin

Designer Web
Amadou Ndiaye (c)

Développeur 
« front end »

Sandra Bekhor

Développeur web 
« back end »

Ulrich Dessouassi

Spécialiste 
Assurance Qualité
Souleymane Baldé

Développeur 
« front end »

Jean-Claude Kamenyero

Développeur 
« front end »

Poste vacant (c)

Développeur web
« back-end »

Michael Temkine

Développeur web
« back-end »

Ibrahim Diallo (c)

Production technique web

9 postes permanents
3 postes contractuels (projets du ministère)

Organigramme GroupeMédia TFO
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Chef de la
production technique télé
Claire Lemieux-Lamarche

Production technique télé

Producteur Technique
Alexandre Brulé Agente principale

Planification des ressources
Judy Laberge

Directrice Technique/Régisseuse plateau
 Lisa Laforest

Médiathécaire / sous-titrage
 Bryan Pang

Designer – production télévision
 Carole Milon

Maquilleuse
 Julie Champagne

Monteur(euse)
 James Poll

Suzanne Nuttall
Empyreal Palmer

Harry Ferderber (c)

Caméra studio
Patrick Fournier
Poste à pourvoir

Caméra extérieur
Stéphane Bédard

Patrick Leduc
Dominique Demers (c)

Poste à pourvoir
Infographie

Isabelle Hémard
Affichage électronique

Nick Bradbury
Chyron-Serveur

Maxyme Paiement
Son

Brad Bakelmun
Son-Postprod.

Andy Gargul
Éclairage

Benoit Bodson
Aiguillage
Doug Owen

Numérisation
Sylvie Groulx

Agente des services 
aux média

 Trina Meloche

Accessoiriste-
costumier

Dominic Manca (c)

23 postes permanents
3 postes contractuels de base

Organigramme GroupeMédia TFO
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Agente principale
d’approvisionnement

Carinne de Carvalho

Préposé principal au 
courrier

David Manga 

Commis 
Louise Giroux

Services administratifs

Chef des
services administratifs

Diane Fallon

3 postes permanents

Organigramme GroupeMédia TFO
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Direction principale
du contenu web-télé

Marie Masse

Adjointe administrative 
 Jacqueline Chong

Directrice des pré-achats et 
acquisitions Enfance

Annick Snell

Directrice des pré-achats et 
acquisitions Adulte
Clodette St-Amant

Productrice exécutive
Nadine Dupont

Contenu web-télé

Cinéma
 Lucie Amyot (pigiste)

Directrice du développement du contenu 
web

Poste à pourvoir

5 postes permanents

Organigramme GroupeMédia TFO
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Producteur/trice exécutive
 Nadine Dupont

Producteur
Méga/mini

Dino Gonçalves

Producteur de
Relief

David Baeta

Contenu maison

Assistante principale 
à la réalisation

Julie Nash

Assistants à la 
réalisation 

David Carbert
Émilie Daveluy
Alix Forgues

Alexandra Levert

Coordinatrices de 
soutien à la production

Nadia Côté
Marie-Josée Lalande

Lysanne Cléroux
Trish Mason

Charles Hallé (c)
Ai Rei Dooh-Tousignant 

(c)

Animateur-Producteur 
cinéma

Yves-Étienne Massicotte 

Réalisateur 
Cinéma

Robert Desfonds

 Recherchiste 
visuel

Nadine Mbemba
Aissa Sonko (c)

 Archiviste
Edline André-Roy

Animatrice 
 Gisèle Quenneville

Réalisateur en chef
 Mark Rosario

Rédacteur en chef
 Philippe Burnet

Chef du bureau d’Ottawa

Linda Godin
Journalistes

 Paul Mengoumou
Mélanie Routhier-Boudreau

Chantal Racine
Yamil Coulombe

Stéphan Deraucroix
Mélissa Hetu
Éric Bachand

Poste à pourvoir
Eugénie Émond (c)

Producteur-réalisateur II
Aurélien Offner

MÉGA
Réalisateur

Philippe Montpetit 
Animateurs 

Sébastien Bertrand
Sandy Fortier

Caroline Léal (c)
 Productrice 

associée
Nathalie Ouellet

MINI
Réalisatrice
Kim Benoit

Animateurs
Josée Leblanc

Louis-Philippe Deslauriers 

Réalisateur/Prod.
Kerry-Anne Saouter 

Journaliste à la recherche
TV5 

Francine Ravel (c)

Chef d’équipe à la 

diffusion
Michèle Findlay

Agente de mise en 
ondes

 Laurence mertens-
Goossens

Réalisatrice associée 
- livraison 

 Valérie Peltier

Agente à la 
programmation pour 

la diffusion 
multiplateformes

Emmanuelle Rheault

40 postes permanents
6 postes contractuels de base

Organigramme GroupeMédia TFO
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Directrice des
Pré-achats et acquisitions Enfance

Annick Snell

Directrice des
Pré-achats et acquisitions Adulte

Clodette St-Amant

Agente aux acquisitions II
Josée Fraser 

Agente au acquisitions II
 Isabelle Combre

Acquisitions et Pré-achats de contenus

2 postes permanents

Organigramme GroupeMédia TFO
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Directrice du développement du 
contenu web

Poste à pourvoir

Rédacteur web
 Valéry Vlad

Chef principal de 
projets

 Nicole Robert 
Graphiste principal web

 Martin Simard
Conceptrice principale 

d’interface 

 Josy Bongiovanni

Graphiste Web
 Raphaël Labrie-Dion

Réalisateur/Prod. Web
Pré-achats/

acquisitions/
communications

Marie-Claire Couperier

Chefs de projets 
 

Marketing et communications
Kévin Plourde (c)

 
Contenus maison
Poste à pourvoir

Préachats/acquisitions/
communications
Brigitte Essiambre

Mélia Média
Carolyn McLennon

Josée Fortin (c)
Sonia Ayari (c)

Concepteur d’interface 

Bernard Champoux

Direction du développement du contenu web

Réalisateur/Prod. Web 
RelieF

 Catherine-Amélie Meury

Réalisateur/Prod. Web 
Mini TFO Mégallô
Christopher Ellis 

Réalisateur/Prod. Web
TFO Éducation
Lilianne Sedfawi

Réalisateur/Prod. Web 
Marketing 

communications
 Poste à pourvoir (c)

Agent d’affaires

Poste à pourvoir (c)

13 postes permanents
5 postes contractuels (projets ministère)

Organigramme GroupeMédia TFO
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Finances et contrôle

Direction principale
Johanne Joly

Agent des contrats 
d’acquisition

 Stephen Maynard

Comptable junior
 Olivier Morin

Commis-comptable
 Martin Ducharme

Analyste financier 
Intermédiaire

 Catherine Albertini

Adjointe aux finances et 
contrôle

Fatouma Coulibaly

Agente principale, Droits 
d’auteurs

 Donna Dudinsky

Assistante contrôleur
 Manon McLaughin-Gauthier

Chef des
affaires juridiques

Victor Maurice

Contrôleur financier
 Carole Lavigne-Hérard

(Vittoria Fortunato)
Paie-Maître

 Sandra Riverin

Analyste financier sénior
Gisèle Ngoie 
(Lisa Larsen)

11 postes permanents

Organigramme GroupeMédia TFO
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Direction principale des systèmes 
d’information et des technologies 

Éric Minoli

Systèmes d’information et des technologies

Technologue de système 
de diffusion
(supprimé)

 

Spécialiste
infrastructure TI
 Bassam Khalil

Administrateur
Soutien micro-

informatique et téléphonie
Alioune Dramé

Technologue de contenu 
multimédia

 Roberto Zillig

Administrateur 
Réseaux, sécurité et 

support
Sami Guirguis

Technologue de projet
Amanda Sebastian 

Technologue principal de 
Maintenance 

Mike Travisano 

Technologue de 
maintenance
 Oscar Diaz

Chef de l’informatique

 Gilles Lebon

Administrateur Systèmes 
et bases de données  

Franck Boudaud 

Adjointe aux secteurs 
de l’exploitation, SI et 

technologies
Jaylaxmi Bhorouth

Chef des installations 
techniques 
Cliff Lavallée 

Chef de projets 
techniques

Grégory Thiell

11 postes permanents

Organigramme GroupeMédia TFO
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TFO Éducation

Directrice principale 
TFO Éducation

 Christine Larouche

Chargé de liaison et de 
formation

 Poste à pourvoir

Agente de ressources
 aux éducateurs
Hélène Chalant

Chargée de liaison et de 
formation

 Poste à pourvoir

Chargée de liaison et de 
formation

 Nadine Ahrens

Pédagogue en chef
Poste à pourvoir

5 postes permanents

Organigramme GroupeMédia TFO
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Directeur principal 
Marketing

Pascal Arseneau
 

Marketing

Recherche et 
analyste marketing
 Hélène Pedneault

Spécialiste des 
communications

Touria Karim

Réviseur-Correcteur
 Joseph Badié

Spécialiste des 
communications

André Ferreira

Spécialiste des 
communications
Céline Pagnoud

Graphiste
Marthe Thibault 

Agente principale de 
développement

 Carole Nkoa

Directrice des communications 
Caroline Paris

Adjointe admin.
Brigitte Tissot

Spécialiste des 
nouveaux médias

Lisa Jeannet

Producteur réalisateur II
Maxine Bergevin

Réalisateurs Promo
 Line Métras
Michel Scotta

(Éliane Proteau)

Chef marketing relationnel
Guylaine Duplessis

Agente des services 
aux clients

Roxane Aubin

15 postes permanents

Organigramme GroupeMédia TFO
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Performance Indicators

Quarter 1
(April 1 to June 30) Q1

Quarter 2
(July 1 to September 30) Q2

Quarter 3
(October 1 to December 31) Q3

Quarter 4
(January 1 to March 31) Q4

Operations 

Web/TV Content

Marketing and Communications

TFO Education

Information and Technology Systems 

Finance and Comptrollership

2011 - 2012
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1. Hold at least 180 training activities
    to improve employees’ performance on the job.

Operational Objective

Provide high-quality services 
that meet the needs of our 
internal and external clients.

Operational Objective

Develop new partnerships.

1800

80% 10%

2. Revamp 100% of the tfo.org site, including the Cinema section.Operational Objective

Apply effective operational 
processes, from planning 
to delivery.

3. Implement/revise 50% of all policies and procedures 
    for Marketing and Programming.

4. Sign a memorandum of understanding with La Cité Collégiale.

5. Set up a TFO office at Collège Boréal in Sudbury.

Operations

% annual objective achieved 
Cumulative

Q1: 5%

Q2: 10%

Q3:

Q4:
0%

25%

50%

75%

100%

Q1 Q2 Q3 Q4

Q1 Q2

100%0%

10%

50% 100%0%

Q1 Q2

50% 100%0%

Q1 Q2

Q2: No Change

Q1
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1. Produce 450 short videos of Mini TFO content 
    (Web/TV/multi-platform).

Operational Objective

Develop educational 
content for 2-12-year olds 
in keeping with the curriculum 
of the Ontario Ministry 
of Education.

Operational Objective

Offer the members of 
the Franco-Ontarian community 
a variety of platforms where 
they can recognize and express 
themselves.

Q1 Q2

4500 79

18%

2. Generate 170 000 visits per month to the tfo.org site.Operational Objective

Diversify the platforms 
hosting GroupeMédia TFO 
content.

3. Generate 3 626 visits per month to the tfo.org/cinema site.

4. Generate 35 000 downloads of all applications combined, for the year. 

5. Relief : ensure that 55% of all items produced are 
    live segments or reports from the regions

169

37,5%

Q1 Q2

22 % 8 %

Web/TV Content 

Achievement of annual objective 

Q1: 142 958 

Q2: 87 768

Q3:

Q4:

Annual average:

0

1 000

2 000

3 626

5 000

Q1 Q2 Q3 Q4

0

10 000

20 000

35 000

50 000

Q1 Q2 Q3 Q4

0

1 000

100 000

170 000
200 000

Q1 Q2 Q3 Q4

Achievement of annual objective 

Q1: 3 992

Q2: 4 651

Q3:

Q4:

Annual average:

Achievement of annual objective 
Cumulative

Q1: 3 872 

Q2: 6 513 

Q3:

Q4:

55% 100%
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1. Ensure that 100% of all new productions and acquisitions follow 
    the new graphic standards established for TFO TV and Web content.

Operational Objective

Deliver communication 
services whose impact 
can be measured by 
the increase in the use of 
GroupeMédia TFO’s products.

Operational Objective

Satisfy all legal, policy, 
ministerial and other 
official requirements.

2. Create at least 3 new station IDs, including multiplatform versions, 
    for use on TV, on the tfo.org site, and on mobile platforms.

3. Generate 1 994 visitors to TFO social media sites (Facebook, blogs, and Twitter).

4. Obtain at least 263 members.

Marketing and Communications

0

500

1 000

1 500

1 994

2 500

Q1 Q2 Q3 Q4

Achievement of annual objective

Q1: 1 179

Q2: 1 302

Q3:

Q4:

Annual average:

4. Increase GroupeMédia TFO brand awareness in French-speaking 
    Ontario to 90% from 88%.

     Q1 and Q2: This indicator will be measurable at the end of the fiscal year.

0

100
200

400

500

263

Q1 Q2 Q3 Q4

Achievement of annual objective 

Q1: 225

Q2: 244

Q3:

Q4:

100%0%

Q1 and Q2: No results

Q1 and Q2: No results

1 2 3
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1. Deliver 138 workshops and presentations at French-language events, 
    in French-language schools, and at other French-language institutions. 

Operational Objective

Ensure that TFO Education’s 
products and services 
are regarded as being at 
the cutting edge of ministerial 
developments and initiatives.

Operational Objective

Expand the use of 
GroupeMedia TFO’s 
educational products 
and services to 
the educational community 
throughout Canada.

2. Generate an average of 20 537 visits per month to the tfo.org/education site.

3. Generate $104 061 in revenues from online subscriptions Canada-wide.

4. Generate an average of 6 014 visits per month to the tfo.org/education site 
    from Canadian provinces and territories other than Ontario. 

5. Ensure that 10% of all new revenue comes from organizations outside 
    the Government of Ontario.

TFO Education

Achievement of annual objective 

Q1: 21 858 

Q2: 38 299

Q3:

Q4:

Moyenne annuelle :

0

2 000

4 000

6 014

10 000

Q1 Q2 Q3 Q4

Achievement of annual objective 

Q1: 6 733 

Q2: 8 160

Q3:

Q4:

Annual average:

138100840

Q1 Q2

10%0

40 000

0

10 000
20 537

30 000

50 000

Q1 Q2 Q3 Q4

$0

$25 000

$50 000

$75 000

$104 061
$125 000

Q1 Q2 Q3 Q4

Achievement of annual objective 
Cumulative

Q1: $15 988

Q2: $80 074

Q3:

Q4:

Q1 and Q2: No results
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1. Install a new Storage Area Network, servers and TFS 
    for the Web technical production team.

Operational Objective

Diversify the platforms that 
host GroupeMédia TFO content.

Operational Objective

Make GroupeMédia TFO’s 
systems more secure and 
more productive.

Q2

100 %0

2. Reduce costs of hosting web sites to $16 200 per month 
    from $18 000 per month.

3. Increase the bandwidth of the inter-office network to 
     800 Mbps from 40 Mbps.

4. Reduce Internet-access costs to $6 975 per month 
     from $7 750 per month. 

5. Make e-mail messages and files available on 3 mobile platforms 
    (Blackberry, Android, and iOS).

Q2: No change

800400

Information and Technology Systems

Achievement of annual objective

Q1: $18 000   

Q2: No Change

Q3:

Q4:

$0

$2 000

$4 000

$6 975

$9 000

Q1

Q1

Q2 Q3 Q4

$0

$5 000

$10 000

$16 200

$20 000

Q1 Q2 Q3 Q4

Achievement of annual objective

Q1: $7 750 

Q2: No Change

Q3:

Q4:

E-mails
Q1, Q2

Files
Q1, Q2

1

1

2

2

3

3

* Storage Area Networks (SANs) 
   are a special kind of network 
   that lets users pool their 
   data-storage resources.
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1. Ensure that 95% of all managers use the internal management reports.Operational Objective

Offer high-quality, timely 
service to the members of 
the organization.

Operational Objective

Satisfy all legal, policy, 
ministerial and other 
official requirements.

2. Have an 85% satisfaction rate among managers with regard 
     to the training given by the Finance and Comptrollership Department.

3. Ensure that no major departures from generally accepted 
    accounting principles are noted in the external auditors’ letter.

     Q1 and Q2: This indicator will be measurable at the end of the fiscal year. 

4. Ensure that 100% of accounts receivable are paid within 60 days.  

Finance and Comptrollership

0%

20%

40%

60%

80%

100%

Q1 Q2 Q3 Q4

% of annual objective achieved

Q1: 16%

Q2: 25.89%

Q3:

Q4:

Annual average:

4. Ensure that 100% of accounts payable are paid within 30 days.  

0%

20%

40%

60%

80%

100%

Q1 Q2 Q3 Q4

% of annual objective achieved

Q1: 100%

Q2: 99.74%

Q3:

Q4:

Annual average:

95%0

Q1 and Q2: No results

85%0

Q1 and Q2: No results
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                                                                                                                                                    APPENDIX 16-A

(IN HOURS)

CATEGORY 2010 - 2011 2011 - 2012 2012 - 2013 2013 - 2014 2014 - 2015

Youth 742 738 957 957 957

Fiction prime time 28 35 35 35 35

Doc. Series 344 410 510 510 510

Unique Doc. 75 60 60 60 30

Variety Series 80 86 86 86 86

Variety Unique 93 145 145 145 145

Cinéma 352 280 278 295 286

Skills 43 43 43 43 0

Mini TFO 15 22 44 66 88

TOTAL 1772 1819 2158 2197 2137

2010 - 2011 2011 - 2012 2012 - 2013 2013 - 2014 2014 - 2015

HOURS ON AIR 6935 6935 6935 6935 6935

INVENTORY 1772 1819 2158 2197 2137

New In-House 

Productions 218 199 199 199 199

In-House Prod. 

Inventory

prod maison

26 26 26 26

New Acquisitions
521 493 543 579 626

Acquisition Inventory 

from Previous Year
521 1014 1557 1036

TOTAL ORIGINAL 

HOURS BROADCAST

de contenu distinct

2511 3058 3940 4558 4024

HOURS NEEDED
4424 3877 2995 2377 2911

% of repeats per year 64% 56% 43% 34% 42%

ANALYSIS OF INVENTORY - TFO-  2010 / 2015

ACTUAL PRODUCT INVENTORY AND ESTIMATE BASED ON BUDGET IN THE BUSSINESS PLAN

INVENTORY & NEW HOURS AVAILABLE PER YEAR 

This chart shows a decrease of  22% in the number of repeats between 2010 and 2015 (with the additionnal funding)
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1 HOURS ON AIR 6935 6935 6935 6935 6935

2 INVENTORY 1772 1819 2158 2197 2137

3 New In-House Productions 218 199 199 199 199

4 In-House Prod. Inventory 0 26 26 26 26

5 New Acquisitions 521 493 543 579 626

9 Difference between hours on 

air and unique programming to 

meet licence requirement

(6935 hrs minus row 8) 4424 3877 2995 2377 2911

1036

2010 - 20112011 - 2012 2012 - 2013 2013 - 2014

521 1014 1557

4558 4024

Programming hours

INVENTORY & NEW HOURS AVAILABLE PER YEAR (current situation)

8

6

2511 3058 3940

2014 - 2015

Acquisition Inventory from 

Previous Year

TOTAL HOURS ON AIR of unique 

programming (row 2 to 6)
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1

Hours of new programming to 

meet CRTC conditions 1000 1000 1000 1000 1000

2 New productions/acquisitions 

(row 3 to 5 from previous slide) 739 718 768 804 851

3 Shortfall of new prod./acquis. 

(1000 hours minus row 2) 261 282 232 196 149

4

Shortfall in funding required to 

reach 1000 hours

($/hr see below* row 3) $2 610 000 $3 214 800 $3 920 800 $3 312 400 $2 741 600

7 Difference between hours on 

air and unique programming to 

meet licence requirement

(6935 hrs minus row 6) 4163 3595 2763 2181 2762

2013 - 2014 2014 - 20152010 - 2011 2011 - 2012 2012 - 2013

41732772 3340 4172 4754

Purchasing of new hours will have a critical impact since the bulk of the purchases will be for prime-time viewing. 

The public will feel that repeats have decreased substantially even if the increase of new programming is one 

hour per day for the whole ye

Programming hours

Costs of acquiring 1000 hours of new programming

6
TOTAL HOURS ON AIR of unique 

programming (row 3 + row 5)

5

TOTAL HOURS ON AIR of unique 

programming

(row 8 from previous slide) 4558 40242511 3058 3940

Adjustments were made to line 4 to reflect forecasted costs of acquiring new prod.acquis for the 

following fiscal years: 

 2010-11:   $10,000/hr 

 2011-12:   $11,400/hr 

 2012-13:   $16,900/hr  (includes additional cost for SCAD/SCAM rights) 

 2013-14:   $16,900/hr  (includes additional cost for SCAD/SCAM rights) 

 2014-15:   $18,400/hr  (includes additional cost for SCAD/SCAM rights) 
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MEMORANDUM 

TO : Members of the Board of Directors,  
Ontario French-Language Educational Communications Authority  

FROM : Glenn O’Farrell, President and CEO,  

Ontario French-Language Educational Communications Authority 

Date:  September 13, 2011 

Subject : Update on litigation with the Société des auteurs et compositeurs dramatiques(SACD)  

Please find the following for your information. 

LITIGATION FILES: update as of September 13, 2011 

SOCIÉTÉ DES AUTEURS ET COMPOSITEURS DRAMATIQUES (SACD) 

Lawsuit filed in Federal Court on June 30, 2010 claiming royalties alleged to be payable by the 
Authority for royalties that were either released and paid to producers and distributors for 
acquisitions, pre-purchases and co-productions. This lawsuit was the subject of a settlement 
dated March 31, 2008 reached between TVOntario covering all TVO and Authority 
broadcasts from the year 1988 through July 1, 2007; this settlement was made without any 
payment whatsoever. 

SACD and SCAM continue to resist providing any proof of the grounds for their claim of 
royalties. Each party has filed a draft order, both of which were returnable by September 
27, 2010. The case is the subject of the “case-management” system by a prothonotary. 

The Authority’s defence, filed on April 1, 2011, consists essentially of the arguments that the 
Authority purchases all of the necessary rights from its distributors, producers, and authors 
and that the claimants have not established, in accordance with Canadian copyright law, the 
validity of the royalties requested or any scale for determining their value.  
 
The producers and distributors (about 90 parties) were contacted in writing by lawyer Nina Bombier 
following their contractual payments. The parties hope to be able to limit the number of cases 
considered, with the goal of determining the legitimacy of the claims on the basis of some 
representative cases. If need be, the questions of liability and damages will be determined 
afterward. 
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At a meeting on July 27, 2011 between Glenn O’Farrell, Pamela Taylor and Ms. Bombier, the 
decision was made to explore the possibility of settling the case, as had been suggested by the 
lawyers for SACD⁄ SCAM. To this end, the Authority decided to set out the conditions and 
timelines for an acceptable settlement and present them to the attorneys for SACD⁄ SCAM to 
obtain their clients’ response. This framework for a settlement was submitted on August 26, 2011. 

Its conditions are as follows: 

 The parties agree to negotiate a long-term contract for payment of future royalties, applicable 
solely to new licences acquired after February 1, 2012; 

 30 days before negotiations for this contract begin, SACD/SCAM will provide copies of their 
contracts with all other Canadian broadcasters; 

 If the parties cannot reach an agreement, the case shall be referred to a mediator-
arbitrator or to the Copyright Board of Canada to determine a tariff that shall be valid for a 
period of seven years. Any extension of this tariff for a period of seven years shall be 
subject to the same resolution process; 

 SACD/SCAM shall agree to a dismissal of the case without expenses and shall absolve the 
Authority of any liability for its broadcasts prior to February 1, 2012. 

 The first negotiating session will take place in early November 2011. If the parties cannot 
reach an agreement, then mediation shall begin on February 1, 2012. The deadline for 
taking legal action against the producers and distributors is in June 2012. 

On September 12, 2011, in a conversation between Ms. Bombier and the lawyer for SACD⁄SCAM, the 
latter informed her that his clients had reacted rather positively to the settlement framework that the 
Authority had proposed, but had to consult their office in Paris. He expects to be able to continue the 
discussions on September 16, 2011 at the latest. 

A follow-up in August 2011 with the lawyers for the Authority’s insurers revealed that their 
report on the Authority’s case has not yet been completed. 
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As this document went to press, the Ontario French-language Educational Communications Authority was awaiting approval from 
the Management Board of Cabinet to confirm the change in its trade-mark from TFO to GroupeMédia TFO web-télé. 

 
 

TFO AWARDS IN 2010-2011 

 

 

2010 

 

PromaxBDA Design Awards 

 Interactive Media  
Gold Award:  
Network/Station Website, for tfo.org Redesign 

 Television/Video Presentation 
Silver Award:  

Art Direction and Design: Promo – General Entertainment, for  

Cette saison vous êtes à TFO, arts et spectacles/cinéma 

Prix Gémeaux (French Gemini Awards) 
 Best Research: Youth 

Christopher Ellis, researcher 
Episode: Filles-mères, VOLT    

 Alliance pour l’enfant et la télévision (AET) Gala d’excellence 
 Grand Prize for Best Program: Le printemps de Mélie 
 Award of Excellence: Sam Chicotte 

International Academy of Visual Arts Awards to TFO Education 
 W3 Award 

for superior creativity in developing web sites 
 

 Gold Communicator Award (Government Category) 
For the Web site childcarelearning.on.ca/infogarderie.on.ca 
 

 Silver Communicator Award (Education Category) 
For the Web site childcarelearning.on.ca/infogarderies.on.ca 

 
 

2011 
 

2011 Prix Gémeaux  
 Juliette en direct (Web series, Productions Passez Go)  

Best Original Program or Series Produced for New Media (Youth Category)  
 

 Naufragés des villes (Documentary series, Productions Blimp Télé) 
Best Documentary Series 
Best Direction in a Public Affairs Series 
Best Photography in a Public Affairs Documentary (all categories)  
Best Editing in a Public Affairs Documentary Series 
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As this document went to press, the Ontario French-language Educational Communications Authority was awaiting approval from 
the Management Board of Cabinet to confirm the change in its trade-mark from TFO to GroupeMédia TFO web-télé. 

 
 

 
17 nominations for 2011 Prix Gémeaux!  
 
La ruée vers l’or (Slalom/Les productions Rivard)  

 • Best Documentary Series 

 • Best Direction in a Public Affairs Documentary Series 

 • Best Photography in a Public Affairs Documentary (all categories)  

Naufragés des villes (Blim Télé)  
 • Best Documentary Series 

 • Best Direction in a Public Affairs Series 

 • Best Photography in a Public Affairs Documentary (all categories)  

 • Best Editing in a Public Affairs Documentary Series 

RadArt (Balestra Productions) 
 • Best Youth Variety/Magazine Program or Series 

Aliens des fonds marins (Idéacom International/MC4) 
 • Best Nature or Science Documentary 

Petit lapin blanc (Carpediem Film, TV/Plan and Nemo Animation/Scrawl Studios)  
 Best Animated Program or Series  

Sam Chicotte (Productions Point de Mire) 
 • Best Performance in a Supporting Role in a Youth Program or Series 

 • Best Web Site for a Youth Program or Series 

Musimission II (Productions La Fête) 
 Best Research for a Youth Program or Series  

Nebbia (Écho Média/Morgane Production)  
 Best Costume Design (all categories) 

 Best Photography or Lighting in a Humour or Variety Program or Series  

(all categories) 

On est tous des artistes (Season 2) – (Groupe PVP) 
 Best Web Site for a Public Affairs, Documentary, Magazine, or Sports  

Program or Series 

Du Big Bang au vivant (Groupe ECP, we+are interactive) 
 Best Web Site for a Public Affairs, Documentary, Magazine, or Sports  

Program or Series 
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RESSOURCES HUMAINES 
 

Procédure : Programme de reconnaissance des 
employés 

 

Entrée en vigueur :  
Mise à jour :  
 
Responsable : Direction des ressources humaines 
 

 
N.B. Le genre masculin est utilisé comme générique à seule fin d’alléger le texte. 

 
 

1. Contexte 
 

L’Office des télécommunications éducatives de langue française (OTÉLFO) a la 
volonté d’instaurer des mécanismes de reconnaissance de son personnel. 
L’OTÉLFO a donc élaboré cette procédure pour établir son propre programme de 
reconnaissance. 
 
 

2. Objectif de la procédure 
 

L’objectif de cette procédure est de promouvoir la reconnaissance du personnel 
pour ses accomplissements et contributions à l’Office ; de fournir des lignes 
directrices pour l’application du programme et des activités ; et de contribuer à 
l’engagement du personnel au sein de l’organisation. 
 
 

3. Énoncé de la procédure 
 

L’OTÉLFO s’engage à reconnaître le personnel pour les réalisations accomplies 
en soutien aux priorités organisationnelles, au service de haute qualité à la 
clientèle et au dévouement à la fonction publique.  
 
    

4. Exigences liées à la procédure 
 

L’OTÉLFO reconnaît l’apport de son personnel en encourageant, équitablement et 
régulièrement, la reconnaissance informelle et formelle des réalisations de celui-ci, 
en exprimant son appréciation et en renforçant un sentiment d’engagement. 
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5. Définitions et éléments du programme 
 

5.1  Reconnaissance 
 

Un témoignage d’appréciation ou d’estime pouvant, dans certains cas, prendre la 
forme d’un prix. La reconnaissance englobe une gamme de pratiques formelles et 
informelles en milieu de travail qui, collectivement, traduisent et renforcent les 
valeurs et la façon dont les gens travaillent ensemble. 
 
 

5.2  Reconnaissance formelle 
 
Des activités structurées et planifiées (telles que des prix) qui sont utilisées pour 
reconnaître les accomplissements et la contribution du personnel. 
Au sein de l’OTÉLFO, les éléments suivants constituent les formes de 
reconnaissance formelle : 

 Prix de reconnaissance de l’esprit d’équipe; 

 Prix de reconnaissance de l’excellence du service; 

 Prix de reconnaissance de l’esprit d’initiative; 

 Prix de reconnaissance des années de service (10, 15, 20, 25, 30 et plus 
de 35 ans de service). 

 
 

5.3  Reconnaissance informelle 
 
La reconnaissance informelle se traduit par des gestes d’appréciation quotidiens, 
de communication ou de rétroaction sur la reconnaissance des accomplissements 
dans le milieu de travail. Souvent négligée, la reconnaissance informelle est 
extrêmement importante si l’on veut susciter la fierté. Elle renforce l’identification à 
l’organisation et à sa mission tout en servant de base à la reconnaissance formelle 
et encourage l’employé à répéter la performance ou le comportement apprécié. 
 
 

5.4  Récompense pécuniaire 
 

Récompense en espèces ou « quasi-espèce » (certificat cadeau) pleinement 
imposable en vertu des lois fédérales et provinciales sur l’impôt. 
 
 

5.5  Récompense non pécuniaire 
 

Souvenir ou autre objet qui a peu ou pas de valeur monétaire (habituellement un 
objet portant le logo ou une inscription de l’Office). 
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6. Responsabilisation, pouvoirs et responsabilités 
 

6.1  Le Comité de gestion 
 

Le Comité de gestion s'assure de la mise en place d’un programme de 
reconnaissance dans son organisation et de promouvoir une culture de fierté et de 
reconnaissance au sein de l’Office. 
Le Comité de gestion examine les candidatures préalablement sélectionnées par 
le Groupe de travail pour chaque catégorie de prix et applique les critères de 
sélection conformément aux procédures. 
 
   

6.2  La Direction des ressources humaines 
 

La Direction des ressources humaines est responsable de s’assurer de la mise en 
œuvre du programme de reconnaissance dans l’organisation. Pour ce faire, elle: 

a) Constitue un Groupe de travail pour mettre en place le programme de 
reconnaissance;  

b) Coordonne la recherche des activités de reconnaissance provenant d'autres 
secteurs de la fonction publique et autres secteurs connexes pour la 
soumettre au Groupe de travail et mettre à jour cette procédure, le cas 
échéant; 

c) Tient un dossier sur les activités de reconnaissance liées au programme. 
 
 

6.3  Le Groupe de travail – Reconnaissance 
 

Le Groupe de travail est constitué d’employés qui représentent la direction, les 
employés non-syndiqués et les employés syndiqués. Les membres du groupe de 
travail sont responsables des tâches suivantes : 

a) Participer aux réunions de travail à titre de membres nommés par la 
Direction des ressources humaines; 

b) Créer et mettre à jour tous les ans, les formulaires d’évaluation pour chaque 
catégorie de prix; 

c) Coordonner le processus de nomination dans le cadre de la reconnaissance 
formelle, présélectionner les candidatures pour chacune des catégories de 
prix et compiler les résultats (Cf. Annexe 2); 

d) Assister le bureau du Président et chef de la direction dans l'organisation de 
la rencontre annuelle du programme. 
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7. Modalités et éligibilité 
 

7.1  Pour la reconnaissance formelle : 
 

7.1.1 Une rencontre de reconnaissance est organisée annuellement dans le 
cadre du dévoilement des stratégies à venir, du budget, et/ou autre 
événement pertinent. 

7.1.2 Le Groupe de travail procède aux activités de sélection pour les 
différents prix de reconnaissance formelle et fait des recommandations 
au Comité de gestion.  

7.1.3 Le prix pourra être remis à un employé permanent ou contractuel (ayant 
signé un contrat d’emploi). Cette procédure n’implique pas les pigistes. 

7.1.4 Le prix pourra être remis à un employé seul ou à une équipe 
d’employés. 

7.1.5 L’employé ou l’équipe d’employés seront éligibles à recevoir un seul prix.  
7.1.6 La soumission d’une candidature pour un prix, pour un employé ou une 

équipe d’employés, est soumise via un formulaire (Cf. annexe 1) par le 
supérieur hiérarchique ou par les pairs.  

7.1.7 Le supérieur hiérarchique ou les pairs sont limités à une seule 
candidature par catégorie de prix. 

7.1.8 Tous les prix seront accompagnés d’une lettre officielle, signée du 
Président et chef de la direction, attestant de la validité de la 
performance. 

 
 

7.2   Pour la reconnaissance informelle : 
 

7.2.1 Les gestionnaires et membres du personnel utilisent les mécanismes de 
reconnaissance informelle au sein de leur direction ou secteur respectif 
en suivant les procédures afférentes. 

7.2.2 Pour que la reconnaissance soit significative pour l’employé, elle 
s’appuie sur des principes et doit être : 

 Donnée à temps : offerte peu de temps après l’action ou l’attitude 
à reconnaître; 

 Équitable : justifiée et proportionnelle; 

 Personnalisée (avoir de la valeur pour l’employé et être remise 
dans une forme appréciée ou valorisée par l’employé – ex : 
remerciements publics vs privés); 

 Consistante; 

 Sincère : authentique de la part de la personne qui offre la 
reconnaissance; 

 Aussi fréquente que possible. 
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7.2.3 La reconnaissance informelle ne devrait pas impliquer de dépenses 
d’argent ; 

7.2.4 Au sein de l’OTÉLFO, les éléments suivants constituent les formes de 
reconnaissance informelle : 

 Donner de l’appui et favoriser l’implication; 

 Remercier et féliciter; 

 Offrir des témoignages / compliments verbaux, par écrit, par voix 
électronique, de manière privée ou publique; 

 Donner de l’autonomie et de l’autorité; 

 Faire preuve de flexibilité dans les horaires de travail; 

 Favoriser l’apprentissage et le développement; 

 Être un gestionnaire disponible. 
 

7.2.5 Bâtir une culture de reconnaissance quotidienne : les employés sont 
appelés à encourager et reconnaître les «bons coups». Chacun devrait 
être capable de remercier ou de reconnaître les efforts. La 
reconnaissance s’applique à tous les niveaux et pas seulement au 
niveau des gestionnaires. 

7.2.6 Les méthodes de reconnaissance utilisées doivent être révisées 
régulièrement afin de ne pas toujours répéter les mêmes pratiques qui, à 
force pourraient être moins valorisantes. La reconnaissance informelle 
peut aussi être verbale (ex : merci, bon travail). 

7.2.7 Les gestionnaires sont encouragés à développer des compétences pour 
reconnaitre et valoriser leurs employés, en se faisant former à des 
techniques de gestion de la performance, coaching et aux techniques de 
rétention du personnel. 

 
 

8. Critères et récompenses pour reconnaissance 
formelle 

 
8.1  Prix de reconnaissance de l’esprit d’équipe : 

 
Reconnaissance d’une contribution pour aider l’équipe de travail à progresser ou à réaliser 
un projet. 

 
Critères : 

 Engagement à bâtir, soutenir et continuer de développer un environnement 
de travail qui encourage une compréhension commune, de l’ouverture et de 
la confiance; 

 Démonstration du caractère exceptionnel d’un comportement éthique et axé 
sur les valeurs d’une personne; 
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 Promotion de la prise de décision axée sur les valeurs et le comportement 
éthique en milieu de travail; 

 Contribution à rendre le milieu de travail plus inclusif en favorisant un climat 
de respect mutuel et d’harmonie. 
 

Récompense : 

 Un bon d’achat de la boutique TFO de 50$ ; 

 Une plaque «esprit d’équipe»; 

 Lettre officielle du président et chef de la direction. 
 

 
8.2  Prix de reconnaissance de l’excellence : 

 
Reconnaissance d’une personne ou d’une équipe pour l’excellence du service dans 
l’organisation. 
 

Critères : 

 Démonstration d’une aptitude et d’un effort exemplaire à dépasser les 
attentes;  

 Promotion et encouragement de l’amélioration du service à la clientèle dans 
le milieu de travail; 

 Anticipation des besoins de la clientèle ou aller au-delà des attentes de sa  
clientèle; 

 Livraison d’un service amélioré, modernisé et de qualité. 
 
Récompense : 

 Un bon d’achat de la boutique TFO de 50$ ; 

 Une plaque «excellence de service»; 

 Lettre officielle du président et chef de la direction. 
 
 

8.3  Prix de reconnaissance de l’esprit d’initiative : 
 

Reconnaissance de l’élan donné à une décision pour donner une impulsion particulière à 
un projet et qui peut inspirer les autres. 
 

Critères : 

 Capacité à imaginer, proposer ; 

 Entreprendre, organiser sans que cela soit demandé, en cas de situations 
nouvelles, conflictuelles ou problématiques tant au sein de l'unité de travail 
que dans le cadre des relations avec les usagers ; 

 Livraison d’un service ou programme pour la première fois ;  

 Qualité de quelqu'un qui sait prendre les décisions nécessaires. 
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Récompense : 

 Un bon d’achat de la boutique TFO de 50$ ; 

 Une plaque «esprit d’initiative»; 

 Lettre officielle du président et chef de la direction. 
 

 
 

8.4  Prix de reconnaissance des années de service (10, 15, 20, 25, 30 et 
plus de 35 ans de service) : 

 
Reconnaissance de l’engagement et de l’ancienneté du personnel au sein de l’Office. 

 
Critères : 

 10, 15, 20, 25, 30 et 35 années de service complétées au sein de l’Office 
au moment de la rencontre annuelle de reconnaissance ; 

 

Récompense : 

 Un bon d’achat de la boutique TFO de 50$ ; 

 Une plaque nominative sur un tableau réservé à cet effet, à la vue de 
tous ; 

 Lettre officielle du président et chef de la direction. 
 
 

9. Surveillance et établissement de rapports 
 

9.1 L’OTÉLFO étant engagé dans la reconnaissance des accomplissements de 
son personnel, toutes les formes de reconnaissance (formelle et informelle) seront 
compilées par la Direction des ressources humaines.   
Les gabarits et procédures de mise en candidature serviront à l’établissement de 
rapport et à la surveillance des activités du programme. 
 
 

10. Références 
 Loi sur la gestion des finances publiques; 
 Programme de reconnaissance du Commissariat aux langues officielles; 
 OPS Employee Recognition Guidelines, Ministry of Government Services, 2006. 
 
 

11. Demandes d’information 
Toutes questions relatives à cette procédure doivent être référées à la Direction 
des ressources humaines. 
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ANNEXE 1 :  
Formulaire de mise en candidature 

Reconnaissance des employés 
 

Nom de l’employé(e) ou des membres 
de l’équipe :  

  

  

  

 
 

Service ou secteur :  

 
 PRIX DE L’ESPRIT D’ÉQUIPE* : 
1) Comment l’employé(e)/l’équipe s’est engagée à bâtir un esprit d’équipe ? 

 
 
 
 
 
 

2) Quelles sont les qualités et les valeurs que l’employé(e)/l’équipe détient pour 
valoriser l’esprit d’équipe ? 

 
 
 
 
 
 

3) Comment l’employé(e)/l’équipe a contribué à la prise de décision commune ? 
 
 
 
 
 
 

4) Comment l’employé(e)/l’équipe a contribué à rendre le milieu de travail plus inclusif 
en favorisant un climat de respect mutuel et d’harmonie ? 

 
 
 
 
 
*tous les champs sont obligatoires 

91



OTÉLFO/TF         Procédure                                           Appendix 16-F 
Mise à jour le 26 juillet 2011 

Procédure : Programme de reconnaissance des employés Page 9 

 PRIX DE L’EXCELLENCE* : 
1) Donnez des exemples dans lesquels l’employé(e)/l’équipe a démontré une aptitude 

ou un effort exemplaire à dépasser les attentes ? 
 
 
 
 
 

2) En quoi l’employé(e)/l’équipe a promu et encouragé l’amélioration du service à la 
clientèle dans le milieu de travail ? 

 
 
 
 
 

3) Donnez des exemples pour lesquels l’employé(e)/l’équipe a fait preuve de 
proactivité pour devancer les attentes du client (interne ou externe) ? 

 
 
 
 
 
 

4) En quoi l’employé(e)/l’équipe a réussi à livrer un service amélioré, modernisé et de 
qualité ? 

 
 
 
 
 
 
*Tous les champs sont obligatoires 
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 PRIX DE L’ESPRIT D’INITIATIVE* : 
1) Qu’est-ce que l’employé(e)/l’équipe a créé ou imaginé de nouveau ? 

 
 
 
 
 

2) Comment l’employé(e)/l’équipe a identifié un besoin et y a répondu ? 
 
 
 
 
 

3) Décrivez comment l’employé(e)/l’équipe a livré un service ou un programme pour 
la première fois ? 

 
 
 
 
 

4) Comment l’employé(e)/l’équipe a influencé la prise de décisions nécessaires à la 
réalisation d’une nouvelle initiative ? 

 
 
 
 
 
 
*Tous les champs sont obligatoires 
 

Nom de la personne qui propose 
cette mise en candidature :  

Signature : 

 
 

 
 

Date : 

 
 

 
 

 
Formulaire à déposer au Service des ressources humaines 

 
 
Cadre réservé au groupe de travail 
 

 
 Mise en candidature valide 

 
 Mise en candidature non valide 
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ANNEXE 2 :  
Grille d’évaluation des candidatures 

Utilisée par le Groupe de travail – reconnaissance des employés 
 

 
Critères pour le prix de 

l’esprit d’équipe 
Critères pour le prix de 

l’excellence 
Critères pour le prix de 

l’esprit d’initiative 
Engagement à bâtir, 
soutenir et continuer 
de développer un 
environnement de 
travail qui encourage 
une compréhension 
commune, de 
l’ouverture et de la 
confiance 
 

Note 
/5 

Démonstration d’une 
aptitude et d’un effort 
exemplaire à 
dépasser les attentes 
 Note 

/5 

Capacité à imaginer, 
proposer 

 

Note 
/5 

Démonstration du 
caractère exceptionnel 
d’un comportement 
éthique et axé sur les 
valeurs d’une 
personne Note 

/5 

Promotion et 
encouragement de 
l’amélioration du 
service à la clientèle 
dans le milieu de 
travail Note 

/5 

Entreprendre, 
organiser sans que 
cela soit demandé, 
en cas de situations 
nouvelles, 
conflictuelles ou 
problématiques tant 
au sein de l'unité de 
travail que dans le 
cadre des relations 
avec les usagers 
 

Note 
/5 

Promotion de la prise 
de décision axée sur 
les valeurs et le 
comportement éthique 
en milieu de travail 

 

Note 
/5 

Anticipation des 
besoins de la clientèle 
ou aller au-delà des 
attentes de sa  
clientèle 

Note 
/5 

Livraison d’un 
service ou 
programme pour la 
première fois 

Note 
/5 

Contribution à rendre 
le milieu de travail 
plus inclusif en 
favorisant un climat de 
respect mutuel et 
d’harmonie 
 

Note 
/5 

Livraison d’un service 
amélioré, modernisé 
et de qualité 

Note 
/5 

Qualité de quelqu'un 
qui sait prendre les 
décisions 
nécessaires 

Note 
/5 

TOTAL DES 
POINTS 

/20 
TOTAL DES 

POINTS 
/20 

TOTAL DES 
POINTS 

/20 

 
1=bon ; 3 = très bon ; 5 = exceptionnel. 

94


	Cover business plan
	1. Message from the President and the CEO (2)
	Message from the President and CEO
	2. Mandate
	MANDATE
	3. Overview of activities
	OVERVIEW OF ACTIVITIES
	4. External and Internal environments
	EXTERNAL ENVIRONMENT
	5. Strategic Objectives
	STRATEGIC OBJECTIVES
	6. Resources Required
	Resources required
	7. Risks
	Risks
	Feuil1

	8. Human Resources
	HUMAN RESOURCES
	9. IT and Broadcast Capital Assets
	IT and Broadcast Capital Assets
	Feuil1

	10. Partnerships
	PARTNERSHIPS
	11. Implementation Plan
	Implementation plan
	12. Marketing & Communication Plan
	Marketing and Communication Plan
	13. Financial Resources
	Budget
	Budget Presentation (E)

	Generated revenue
	E

	14. Organization Chart
	Organization Chart
	Organigramme GroupeMédia TFO pour plan d'affaires.VSD
	Conseil de direction
	Exploitation
	RH
	prod tech web
	prod tech télé
	Services Admin
	Contenu web-télé
	Contenu maison
	Copro-Acqui
	Dir dév cont web
	Finances
	SI et tech
	TFO Éducation
	Market


	15. Performance Indicators
	Performance Indicators
	16. Appendices
	Appendix 16-A
	Feuil1

	Appendix 16B -16C
	Appendix 16-D
	Programme de reconnaissance des employés
	1. Contexte
	2. Objectif de la procédure
	3. Énoncé de la procédure
	4. Exigences liées à la procédure
	5. Définitions et éléments du programme
	6. Responsabilisation, pouvoirs et responsabilités
	6.1  Le Comité de gestion
	6.2  La Direction des ressources humaines
	6.3  Le Groupe de travail – Reconnaissance

	7. Modalités et éligibilité
	8. Critères et récompenses pour reconnaissance formelle
	9. Surveillance et établissement de rapports
	10. Références
	11. Demandes d’information

	Appendix 16-F



