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1. Summary 
 

 

 

 

 

 

 

 

 

 

 

 
CRTC MESSAGE OF SUPPORT 812 

Marie-Pierre Gariepy 
President 
Production Slalom, Ottawa, Ontario 

  

‘’Thanks to the quality of its innovative content, TFO has become an incredibly valuable resource not 
only for Francophones but also for francophiles looking for engaging, exciting and trustworthy 
content (…).  I sincerely believe that Canadians have everything to gain from discovering TFO’s 
programming, which stands out so clearly from what we usually see on Canadian television these 
days.  TFO offers Francophones outside of Quebec a window through which they can see and 
recognize themselves.  TFO is also a first-rate partner for educators and schools, who can tap into 
FTPO’s first-rate educational materials.  TFO’s mission is unique and mist continue to be pursued.” 
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1. Summary 

 

AN INNOVATIVE APPROACH FOR THRIVING IN THE DIGITAL SHIFT, IN FRENCH!  
 
The media industry is experiencing numerous major forces of transformation:  
 

 Over-the-top television is in full swing; Netflix alone has over 65 million subscribers 
worldwide, who view 100 million hours of content per day;  

 YouTube continues its meteoric rise, with hundreds of millions of views a day;  

 Facebook boasts over 3 billion videos viewed per day.  
 
Groupe Média TFO continues to grow and thrive, thanks to the optimization of its production, 
distribution and content promotion practices. Optimization, a common thread throughout all levels of 
the organization, is also a filter through which all activities are evaluated in order to ensure relevance 
and efficiency.  
 
In the same vein, with last year’s arrival of new members to its Board of Directors, Groupe Média 
TFO seized the opportunity to update its mission, vision and tenets, so as to reorient the 
organization’s efforts and, consequently, provide the upper management, employees and Board 
members with a clear view of the business objectives, as well as the means to achieve them. It bears 
reminding that Groupe Média TFO has become a major digital destination for children, families and 
educators seeking award-winning, innovative and educational content in French, from a pioneer 
organization in 21st century learning. The growth we have experienced in recent years, particularly 
on digital platforms, has reached such a summit that Groupe Média TFO’s franchises are now 
considered to be among the best and most innovative in North America. For example, our YouTube 
channels have recently surpassed 150 million views, an unrivalled performance in Canada for early 
childhood content, regardless of language. (Source: YouTube)  
 
On a completely different note, Champlain’s Dream, a suite of TV and digital products launched to 
celebrate the 400 years of Francophone presence in Ontario, has achieved record performances. 
Among the accolades bestowed upon it is a Prix Gémeaux, awarded by the Academy of Canadian 
Cinema and Television.  
 

Ontario students and their teachers have been increasingly likely to use our content, particularly 
thanks to the TFO Éducation web platform being made available to French-as-a-second-language 
teachers in Ontario’s 60 English-speaking school boards. Presently, nearly 10 000 teachers in 
Ontario’s 72 school boards have an active account on the TFO Éducation website. But that is not all: 
this fall, we will bring teachers IDÉLLO, a new digital experience that is much richer, adaptable and 
conducive to a more satisfying user experience for teachers and students alike. We also want to 
continue bringing our educational content and services to French-as-a-second-language markets, 
and look forward to formalizing more permanent investments to ensure the stability of the service.  
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In the world of television, market share growth like we have seen is an impressive feat. TFO is now 
among the five largest Francophone networks in Ontario, with an 87% rise in market share.  
 
If we consider digital platforms between January 2013 and August 2015, we see a growth of 4793% 
for our Mini TFO YouTube channel, which is now the number one Canadian destination in its niche. 
Equally impressive is the fact that all of our YouTube channels put together have substantially 
exceeded 150 million views.  
  
We were especially moved by the volume, quality, and sincerity of the messages of support 
submitted to the CRTC in the context of our broadcasting license renewal. You will find in this 
Business Plan some of the 700 messages we received. Following this process, the CRTC renewed 
Groupe Média TFO’s license for a period of 7 years. Later this fall, the CRTC will announce their 
ruling on the mandatory carriage of TFO.  
 
Encouraged by the achievements of the past 12 months, we are continuing the deployment of our 
digital strategy based, among others, on a roadmap for "over-the-top television." With this organic 
plan, we can adapt our content to new media consumption habits, in order to reach audiences 
wherever they are. This new reality, however, is not free of challenges. While only 4% of all world’s 
available digital content is in French, it is imperative to consider the changes in the education and 
media sectors, both here and elsewhere. We want to consolidate our gains and increase our 
presence in educational settings, expand our research capacity, accelerate revenue-generating 
activities, and deploy our content more widely, all the while boosting audience engagement. These 
are our strategies to meet the needs of our audiences and successfully fulfill the organization’s 
mandate.  
 
In short, this Business Plan operationalizes Groupe Media TFO’s strategic goals. 
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2.  Mandate and Mission Statement 
 

 

Mandate 

Groupe Média TFO’s mandate is to support lifelong learning in Ontario by providing quality 

educational programming services in French, using television, new media and other 

communications technologies. Lifelong learning is understood as the continuous development of 

skills, knowledge and understanding that are essential for employability and personal development. 

Through a partnership with the French-language District School Boards and other educational 

organizations and agencies, Groupe Média TFO establishes and supports a centre for excellence 

in lifelong learning, expanding the range of flexible, high-quality programs to students of all ages.  . 

Groupe Média TFO cam enter into agreements with third parties to carry out its objects, including 

funding agreements, pursuant to section 6 and 10 of the Ontario French-language Educational 

Communications Authority Act, 2008/Loi de 2008 sur l’Office des telecommunications éducatives 

de langue française de l’Ontario. 

 

 

Mission Statement 

Groupe Média TFO is a go-to resource for audiences seeking innovative educational and cultural 

content in French. Recognized for its premium content, it delivers stimulating experiences at the 

forefront of digital learning.  Proud of its public heritage, it celebrates “la Francophonie” in Ontario 

and elsewhere in the world. 
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3. Strategic Direction 

 

 
 

 

 

 

 

 CRTC MESSAGE OF SUPPORT 524 
Christa Dickenson, 

Directrice générale 

Interactive Ontario 

  

`’In recent years, TFO has made a prominent place for itself on digital platforms.  Groupe Média 

TFO has proven itself to be a visionary and leader in the digital domain with its quality 

content, applications, and products for youth, and its great diversity of edutainment.  TFO 

Provides Francophones and francophiles in Ontario and across Canada a strong voice, which 

plays a crucial role in the vitality of Francophone communities throughout the country.  Groupe 

Média TFO’s positioning ensures that its products and contents are suitable for consumption at 

national and international levels, contributing to very positive visibility for Ontario and 

Canada.”  
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3.     Strategic Direction 
 

 

Groupe Média TFO is a go-to resource for audiences seeking innovative educational and cultural 

content in French. Recognized for its premium content, it delivers stimulating experiences at the 

forefront of digital learning.  Proud of its public heritage, it celebrates “la Francophonie” in 

Ontario and elsewhere in the world. 

 

 

• Respect  

• Leadership 

• Creativity and initiative 

• Innovation 

• Ambition 

 

 

To act as a catalyzer of rich French-language educational and cultural experiences, whose goal is 

to provide forward-looking solutions for “la Francophonie”. 

 

 

1. Strategy for Educators and Students  

To become essential for Educators and students, above all in Ontario.  

2. Generating New Revenue Sources (Sustainability) 

To generate new revenue sources while consolidating our current financial strategies. 

3. Canada-Wide and International Strategy 

To seize opportunities that appear on the international stage to present “l’Ontario Français” 

before the world, and to acquaint the Franco-Ontarian community with other facets of Canadian 

and international Francophonie.  

4. Measured Relevancy and Quality of Our Contents 

To measure and evaluate the relevancy and quality of our contents (by dedicating efforts and 

resources to research activities). 

  

MISSION STATEMENT 

VALUES 

VISION 

STRATEGIC GOALS 
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3.1 Operational Objectives 
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4. Overview of Current and Future Activities 

 
 

 

 

 

 

 

 

 

 
CRTC MESSAGE OF SUPPORT 804 
Rock Demers,  
Président 
Les Production La Fête 

  

 ‘’I strongly believe that TFO’s programming is a key element to the «Canadian Broadcasting 
System». The dynamism of its directors in terms of technological innovation has been quite 
remarkable – if not exceptional – in the last two years.  This is all the more valuable given that 
much of TFO’s programming is intended fo9r young people and is “consumed” in schools, precisely 
where new technologies are most swiftly embraced. (…) Content is a perfect mix of quantity and 
quality, with a heaping dose of creativity.  Proof of this is the number (almost disproportionate 
when we consider TFO’s operation budget) of prizes and awards that TFO wins year after year, 
both at national and international levels.’’ 
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4.   Overview of Current and Future Activities 

 

Groupe Média TFO prioritizes various activities to meet its mandate to serve Franco-Ontarians and 
other Francophone clients. These activities can be classified in 6 categories, in accordance with the 
strategic objectives of each of Groupe Média TFO’s sectors of activity. The diagram below shows 
these categories and how they relate to each other. 

 

 

 

 

 

Groupe Média TFO works tirelessly to optimize its use of human and financial resources in every 
area of business. Furthermore, those six sectors of activity, together, promote the distribution of high-
quality, French-language content, aimed at meeting the needs and expectations of today’s 
audiences.  

 

 

 

Enlightened  Leadership

Innovative Content

TFO Education

Agile Technologies

Flexible Work Environment

Reactive Marketing and 
Promotion

Development and Innovation
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4.1 Innovative Content  
 

 

 

 

 

 
CRTC MESSAGE OF SUPPORT 
ROCK DEMERS 
President, Les Productions La Fête, Montréal, Québec  

 
 

 
Global Vision and Strategy  
 

Groupe Média TFO is a premium destination for children and audiences throughout Ontario and 

Canada who seek educational and innovative content in French. It offers stimulating experiences 

and award-winning content, always at the forefront of digital learning.  

In the past three years, Groupe Média TFO has completely transformed itself. It was a matter of 

better responding to the needs of the audience, whose media consumption has changed completely–

and in an unprecedented pace–over the course of the last few years. Viewers are tuning in at any 

time of the day, from anywhere in the world. Young and old alike are spending fewer hours in front 

of their TV screens. Groupe Média TFO saw the opportunity in such changes and decided to take 

action.   

First and foremost, for children and their world, Groupe Média TFO is a premium destination for 

award-winning educational and innovative content in French, breaking ground in digital learning. 

Groupe Média TFO has stood out among its peers to reach record performance levels in the past 

year. If this encouraging trend continues, these levels promise to be nothing short of exceptional. 

TFO is thriving vigorously, be it in ratings, the reach of its social media, its mobile presence, or its 

digital offering.  

  

" I strongly believe that TFO’s programming is a key element to the "Canadian Broadcasting System." The 
dynamism of its directors in terms of technological innovation has been quite remarkable - if not exceptional - 
in the last two years. This is all the more valuable given 
that much of TFO’s programming is intended for young people and is "consumed" in schools, precisely 
where new technologies are most swiftly embraced. (…) Content is a perfect mix of quantity and quality, with 
a heaping dose of creativity. Proof of this is the number (almost disproportionate when we consider TFO’s 
operating budget) of prizes and awards that TFO wins year after year, both at national and international 
levels." 
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Table 1: TV 

TFO TV Market Share – French-speaking Ontario 

Channels 
Summer 2013 
(June to Sept.) 

Summer 2014 
(June to Sept.) 

Growth - % 

TFO 4.9 18.3 273% 

 
Fall 2013 

(Sept. to Dec.) 
Fall 2014 

(Sept. to Dec.) 
 

TFO 4.3 8 86% 

Numeris Data (BBM); Region: French Ontario; Ages: 2+; Time: 2:00-
26:00 

TFO’s Average Weekly TV Listening Periods 

Channels March 2012 December 2014 Growth - % 

TFO  0.5 1.6 220% 

Numeris Data (BBM); Region: Canada; Ages: 2+; Time: 6:00-23:00 
 

Table 3: Web 

Traffic Growth on TFO’s Websites 

Site Jan. to Dec. 
2012 

Jan. to Dec. 2013-
14 

Growth 

Visitors 801,439 4,109,070 413% 

Page Views 4,223,922 27,674,834 555% 

Visitors/Month 66,787/month 171,170/month 156% 

Page 
Views/Month 

351,994/month 1,153,118/month 228% 

 

TFO wishes to stay the course for the years to come, offering a solid positioning and content to which 

all Francophone families can relate. Our content revolves around the following principles:  

 Educational content  

Groupe Média TFO strives to deliver an educational message throughout its content. This 

can be in line with the Ontario curriculum (mathematics, physical education and health, 

language and literacy, etc.), or it may simply serve to transmit broader values (tolerance, 

openness, friendship, etc.).  

 

 Innovative content  

Our target audience’s use of new technology opens the way for Groupe Média TFO to reach 

for extraordinary new horizons in terms of innovation and content interactivity. In the last 

twelve months, Groupe Média TFO has integrated social media in its on-air programming 

(for Flip), produced interactive videos on electronic tablets for children (Mini TFO), and even 

co-produced an interactive book (Wuxia, an adventure to be read hand-in-hand with a tablet 
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application). We have also dedicated great amounts of work to the digital 

component of Groupe Média TFO’s contents (applications, websites). As such, 

Groupe Média TFO responds to the needs of its target audience: to have access to smart 

content on several platforms.  

 

 Cultural content  

Culture is also one of Groupe Média TFO’s main focuses. Most of the content addressed to 

adults incorporates rich cultural heritage. This is particularly the case of our film 

programming; the films we have selected have often won awards in international festivals 

(such as Cannes, Berlin, San Sebastian, Annecy, Venice, and Montreal) as well as at 

international galas (among them the Oscars, Césars, and BAFTAs). In 2015, Groupe Média 

TFO has also highlighted an important part of Canadian history through its tribute to explorer 

Samuel de Champlain. The six episodes of the docudrama Champlain’s Dream (based on 

the book by David Hackett Fischer, Pulitzer Prize winner), produced by Slalom and Fair-Play 

for TFO, aired in March 2015.  

 

 

 

 Rewarding, valuable content for Francophone communities  

Evidently, Francophonie has always been part of Groupe Média TFO’s DNA. We have taken 

this principle one step further with the program 24.7, which airs from Monday to Thursday at 

8:30 pm. With this franchise, Groupe Média TFO wants to draw attention to Francophones 

who might sometimes go unnoticed and give them a voice to be heard. The franchise 24.7 

was subtitled "The New Francophone Perspective." 24.7 is without a doubt one of the only 

shows in Canada to bring together eyewitness accounts, opinions, and chronicles from 

Canadian Francophones, and to do so using iPad kits that are sent out to the contributors. 

These devices allow Groupe Média TFO to give voice to an ever-changing minority 

community, a guideline that is and always will remain ingrained in TFO’s philosophy.  
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Audrey Neveu, one of 24.7’s video bloggers  

The franchise Carte de Visite, on its part, dedicates a half hour three times a week to an inspiring 

Francophone (or Francophile) personality. Our hosts, Gisèle Quenneville, Daniel Lessard, Rachel 

Desaulniers, and Linda Godin bring out the best in their guests. Notorious interviewees have included 

former minister Greg Sorbara, writer Marguerite Andersen, Justice Paul Rouleau, activist Ron 

Resenes, La Cité Collégiale President Lise Bourgeois, former politician Bob Rae, designer Denis 

Gagnon, and filmmaker Chloé Robichaud. In 2015-2016, one hundred and four (104) portraits of 

French-speaking Canadian personalities will be produced.  

With these four main principles in mind, Groupe Média TFO has begun to accompany families 

throughout the day. Although children remain its primary target audience, Groupe Média TFO also 

offers content directed at their older brothers and sisters, their parents, their grandparents, and their 

educators.  

On-air programming is thus aimed at the entire family in accordance with the following schedule:  

 From 6 am to 7 pm: Programs for children and youth. The bulk of the day is dedicated to 

children aged 2 to 12 - MINI TFO  

 From 7 pm to 9 pm: Programs for the family  - SOIRÉE TFO  

 From 9 pm to 12 am: Programs for adults - CINÉ TFO  

  

https://www.youtube.com/watch?v=exjNT6IGeJ8
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A success on digital platforms  

In the last few years, digital platforms and devices such as smart phones and 

tablets have taken on a predominant role in the way Groupe Média TFO audiences access content. 

In 2014, over 60% of Canadian homes owned a tablet (source: CEFRIO), a trend which shows no 

signs of slowing down. The digital revolution is here to stay, and Groupe Média TFO spares no effort 

to be a key player in this field in Canada. Since 2011, we have had a YouTube channel for Mini TFO, 

mainly to give children access to our videos. In 2014, we tripled our audience on social media 

(Facebook likes and Twitter followers) and set up new YouTube channels, multiplying video views 

by 70, for a total of 150 million views! Furthermore, by creating its first multiple channel network 

(MCN) on YouTube in 2015, with a particular focus on youth content for Francophones in Canada, 

TFO moved one step closer to the audiovisual world of tomorrow.  

Groupe Média TFO is also working to develop and produce its content so that it is fully compatible 

with mobile technology. In particular, we plan to continue to work on content that can be cut down to 

short, dynamic segments with well thought through and targeted writing to maintain the viewer’s 

attention.  

At a time when content and audiences are "liquid" (switching easily from one screen to another), it is 

crucial  for an organization such as Groupe Média TFO to ensure maximum visibility and, as such, 

to encourage a growing number of technologically savvy viewers to move from one platform to the 

next. Indeed, digital platforms create an unprecedented opportunity for us to build up our on-air 

audience and promote our content. As an example, each month over 20% of the traffic on Groupe 

Média TFO websites comes to us via Facebook alone. It is difficult to estimate how this translates 

into viewership on the TFO channel, but there is no doubt that Groupe Média TFO’s strong digital 

presence contributes to an increase in ratings.  

 
GOALS FOR THE COMING YEARS  

 To become the number one multiple channel network for Francophone youth content in 

Canada  

With between two and four million views per week on YouTube, MiniTFO’s MCN has experienced 

exponential growth since its launch (April 2014). In November 2015, we will be adding our first two 

partner channels to this MCN (one being that of Breakthrough Entertainment, whose productions 

include Zerby Derby). We are currently in talks with Nelvana (another Canadian producer) for an 

agreement of the same nature, and we are looking into partnering with YouTube once YouTube Kids 

is made available in Canada.  
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One of MiniTFO’s YouTube channels, garnering 100 million views  

 

 To multiply TFO’s intellectual property ownership  

Intellectual property aimed at children is highly successful on digital platforms all over the world. In 

the next few years, we wish to increase the number of MiniTFO contents over which we have 

ownership. Two new projects are already in our catalogue: traditional songs in 2D and 3D (20 songs 

overall) as well as tout-petits MINI, a series of clips featuring puppets who do not speak, which 

increases their international appeal.  

 

tout-petits MINI Alphonse, Bertrand, and Céleste  

The MiniTFO franchise has been in existence for over 15 years now. We wish to enhance it with new 

characters and new productions.  
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Currently, in autumn 2015, we are developing various ideas for homegrown TFO 

series, and our goal is to produce two to three series per year in 2016 and 2017.  

 To increase multiplatform offers and their performance  

TFO’s new website is 100% video-based. It shares certain features with other subscription video on 

demand (SVOD) sites, including a rich catalogue, different episodes of a particular series, an 

interface promoting pick-and-pay use, and personal recommendations. Unlike these sites, however, 

it is free.  

To achieve the success we have anticipated for this platform, Groupe Média TFO must work on a 

number of key factors, including promotion, referencing, change, innovation, loyalty, consumption, 

and the catalogue.  

Groupe Média TFO also has an eye on joining an SVOD service. In fact, we are currently studying 

the various options available to us. One such option may be an SVOD service with the TFO brand 

marketed on pre-existing platforms.  

The acquisition of new rights–be they SVOD rights, AdVOD (advertising-supported video on 

demand), and even distribution rights–is strategic to all of these projects.  

 To apply a new work method to our applications and games on mobile platforms  

Groupe Média TFO produces several dozens of digital products and services every year. A number 

of these consist in convergence devices associated with television properties. Too often, the reach 

of these properties limits the effectiveness of the convergence device in terms of downloads, traffic, 

and usage. For the coming years, we wish to look more and more to the computer gaming field for 

inspiration in developing more stimulating intellectual property. By improving design and gameplay, 

including short sessions and increased additivity, we aim to tailor our games to the demands of 

today’s users. We hope to improve our methods (we have implemented a specific protocol to follow) 

and choose partners who are more at ease in the gaming world, thus helping us stand out among 

the millions of games and applications available in stores.  

We applied this method with the game "Boum, c’est canon! Saison 2," choosing Gamepill, Toronto-

based video game specialist, as our partner. The application will be out in 2016.  

 Multiplatform development of our pre-buys and acquisitions  

Multiplatform development is strategic for the years to come. We no longer produce content for 

television only, and the same applies to our pre-buys and acquisitions. These budgets must therefore 

take into account various platforms. We will continue to acquire new rights as well as linear rights, 

particularly the following: AdVOD (for developing content on tfo.org and on YouTube), VOD (for 

development on our cable broadcaster partners’ platforms as well as on tfo.org), and SVOD 

(subscription video on demand, for development of services currently being defined).  

 To increase the reach of our internal productions by promoting their pan-Canadian 

character  



 

20 
Business Plan Groupe Média TFO - 2016-2019 

A strong presence on digital platforms gives us the opportunity to reach many more 

Francophones throughout Canada (and the world, for that matter). Groupe Média 

TFO wishes to expand its base of pan-Canadian contributors and talent (24.7, ONfr, Carte de Visite, 

Flip, BRBR)  

 To gain new knowledge in regard to content amplification  

In an ever-changing digital environment, producers and broadcasters must reinvent the way their 

content is presented to the public. Facebook plays an undeniably crucial role. The social media giant 

alone generates over 25% of the visits to content sites, in comparison to 6% in 2011; this is a 277% 

increase (source: Shareaholic Media Referral).  

In September 2015, Groupe Média TFO gave an assignment to four content amplifiers. Their role 

was to identify influencers on social media and invite them to share Groupe Média TFO content they 

find interesting. By regularly increasing this pool of influencers (individuals, communities, 

personalities, digital media, etc.) and engaging them routinely, we hope to greatly increase the 

visibility of our content.  

Two initiatives have recently proven the need to adopt a coherent and systematic strategy: a #ONfr 

article was shared over 3300 times on Facebook, a record for #ONfr. Similarly, a MiniTFO Facebook 

post was shared over 32 000 times, reaching over 2.3 million people! This is a definite record for 

Groupe Média TFO, and it was achieved with no media purchase.  

We must learn to be able to recreate such success on a regular basis.  
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This Facebook status reached over 2.3 million people, and this was done with no media purchase.  

 

 To create a client database and enrich it both quantitatively and qualitatively  

Groupe Média TFO wishes to organize its client knowledge and maintain a database based on the 

following principles: recruit, engage, and foster loyalty.  

Social media is strategic to Groupe Média TFO, but client quality and knowledge are just as key. The 

strategic use of such a database provides many advantages: increasing traffic on our properties, 

adapting our content to satisfy the needs of Francophones and Francophiles, and meeting 

monetization goals.  

In the medium term, this requires creating a loyalty program.  

 

 To respect diversity by adapting our digital platforms and making them accessible  

Implementation of AODA (Accessibility for Ontarians with Disabilities) standards on our digital 

properties and our YouTube channels.  
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 To create a breeding ground of talent as well as a platform for emerging Francophone 

artists  

For many years, Groupe Média TFO has been known to be a breeding ground for talent. Some would 

even say it’s a veritable talent factory. Actors such as Mathieu Pichette, Félix Tanguay and Jean-

Sébastien, to name a few, worked at TFO (Volt, 1998 to 2002) prior to creating Les pieds dans la marge on 

Radio-Canada.  

The Flip team - a selfie, of course…  

For two seasons now, Groupe Média TFO has put the focus on four talented individuals–Alexandre 

Normand, Meilie Ng, Louis-Philippe Gallant-Caron and Francesca Merentié–to host Flip, a show for 

teens. The show also calls upon young contributors that Groupe Média TFO discovers on digital 

platforms such as YouTube, Facebook and Twitter. Indeed, this is how Cynthia Dulude  

(306 000 YouTube subscribers, 35 million views), PL Cloutier and Pierre-Olivier Beaudouin joined 

the Flip team as correspondents.  

Cynthia Dulude’s YouTube channel, one of the most popular channels in Francophone Canada  
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More and more young artists are breaking through via digital platforms, and 

Groupe Média TFO will be there to contribute to their rise. In the summer of 2015, Flip sought out 

new Francophone talent by organizing a contest on digital media.  

And in the fall of 2015, Groupe Média TFO will create and bring together a number of YouTube 

channels that revolve around Flip, all aimed at teens.  

Finally, for the past three years, TFO has provided a prime spot for emerging Francophone musical 

artists from Ontario and the rest of Canada thanks to its BRBR (pronounced "barbare") franchise. 

Airing once a week during prime time, BRBR prides itself on being one of the first platforms to have 

featured artists such as Pandaléon, Damien Robitaille, Stef Paquette, AkoufèN, and Tricia Foster, 

all originally from Ontario. That being said, BRBR covers emerging Canadian music as a whole, and 

artists such as Joseph Edgar (Acadia), Bahamas (Ontario), the Hay Babies (New Brunswick), Klô 

Pelgag (Quebec), and Bleu Jeans Bleu (Quebec) received notable exposure. BRBR’s concept and 

musical recordings also transfer very well to digital platforms. BRBR’s YouTube channel is nearing 

4 million views. Joseph Edgar and his "Espionne russe" garnered 250 000 views. It could be said 

that BRBR was right there from the beginning.  

 

We are also currently working on an initiative that gives voice to Francophone moms from Ontario 

and elsewhere in Canada. By keeping a blog and producing clips that will be found on all our 

platforms, TFO plans to strengthen its ties with Canadian moms.  

 

https://www.youtube.com/watch?v=b6TiNxapbmY
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4.2 TFO Éducation  
 

 

 
 
 
 
 
 
CRTC MESSAGE OF SUPPORT 
DENIS CHARTRAND 
President, 
Conseil des écoles publiques de l’Est de l’Ontario 

 

TFO Éducation acts as a bridge between the educational content produced by TFO and the 
educators that use the content in the classroom. Through presentations and workshops, our team 
ensures both pedagogical and technical support to teachers and educational service personnel in 
order to obtain optimal use of the content. Furthermore, TFO Éducation is responsible for creating 
and publishing supporting material such as teachers’ guides and webinars. In this way, TFO acts as 
a key resource for French-language educators in Ontario and beyond. The year 2014 marked a 
milestone for TFO Éducation; in August 2014, a new agreement with the Ministry of Education 
brought TFO educational services to all participants of French-as-a-second-language programs 
offered by all 60 Ontario English-language school boards. This expansion into the Francophile 
market confirms the business potential of our educational services.  

The Evolution of the TFO Éducation Platform 

From August 2014 to July 2015, we saw a sharp rise in the number of subscribers to TFO Éducation; 
this translated into higher traffic and greater commitment from users of the site, particularly:  

 A 20% increase in site visits; (461 914 vs. 385 323)  
 A 120% increase in the number of accounts: (10 093 vs. 4578) a 36% increase in the 

number of unique visitors; (245 404 vs. 181 125)  
 A 35% increase in pages viewed; (1 858 800 vs. 1 372 917)  

Originally, TFO’s educational services were offered to some 90 000 students registered in 

Ontario’s 12 Francophone school boards. Thanks to the sale of subscriptions to our services to 

schools and school boards elsewhere in the country, and to the August 2014 announcement 

concerning the availability of our educational services in the FSL departments of all 60 Anglophone 

school boards, we are now able to reach over 2 million students in Canada, from a potential of 

5.5 million. 

Idéllo 

Recognizing the transformations that are taking place in the digital world, and in particular the 

growing availability of educational content online, Groupe Média TFO will be launching, in February 

2016, a new digital portal which is an evolution of its TFO Éducation platform. 

"The Canadian Francophonie – and more specifically the world of French-language education in Canada – 
needs a network like TFO, a network that nourishes reflection, offers quality materials that teachers can use 
in their classrooms, and contributes to the cultural enrichment of our students, their families, and their 
communities. (…) In this era of globalization, all players within the Francophonie should be working 
together to promote French. (…) Our Board is convinced that players such as TFO are essential in this 
sense.’’ 
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Idéllo is a digital platform that provides a rich, friendly learning universe for 

educators, teachers, parents and students of all academic levels. With functionalities tailored to the 

educational world, Idéllo is a perfect fit for the educational approaches in the digital age. Idéllo 

offers rich, engaging videos, websites, online games, apps and educational tools in French. Idéllo 

will be enhanced with innovative functionalities to allow for a highly customizable user experience.  
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4.2 Agile Technology  

 

  

 

 

CRTC MESSAGE OF SUPPORT 
MARC BEAUDET 
President, Turbulent 

 

The technological shift undertaken in 2013 thanks to the extra 4-million dollars invested by Ontario 

was a success. This change was comprised of two parts:  the production of audiovisual content and 

the web-based environment that hosts the majority of that content.  

With the 2015-2016 capital budget, we were able to finalize a number of major projects over the 

summer.  We completed the implementation of the disaster recovery infrastructure, the last step of 

which was the expansion of the Ottawa server room.  With this in place, Groupe Média TFO can now 

tackle any major technical problem on the Toronto site. We also completed the upgrade of our 60 

editing stations to the latest version of Adobe Creative Cloud, thus enabling the organization to 

sustain its production growth. As part of our plan to upgrade the studio lighting (over 20 years old 

now), we changed a number of them to LED lighting, allowing us to achieve substantial energy 

savings of 260%. 

It is essential to recognize that technology is evolving at an ever increasing speed. Accordingly, TFO 

will continue to work to ensure not only that it remains at the forefront of the innovative use of 

production technology but also that its workflow processes (and related training) keep up with the 

pace of that change.  

As a parallel strategy, we have implemented optimization services in order to increase efficiency in 

our work methods, to better apply the organization’s tools, and to maximize performance. It is 

imperative that we create the most favourable conditions to make the most of our material, computer 

and human resources.  

.  

TFO’s growth is good news for the digital industry of independent transmedia producers. TFO is 
an organization that believes in the importance of digital and has implemented numerous major 
strategic initiatives. TFO is an example for the Canadian television industry, which lags behind in 
including digital technologies in the entertainment it offers. (…) Canadian digital companies find 
in TFO a thorough and innovative partner [that contributes to] reinforcing the development of key 
transmedia expertise in Canada." 
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 4.4  Flexible Operational Environment  
 

 

 
 
CRTC MESSAGE OF SUPPORT 
SIMONE SAINT-PIERRE, 
Gatineau, Québec 

 

 

Enhanced efficiency  

As part of the technological shift initiated in the spring of 2013, a working group, appointed to review 
the organization’s business model, conducted an analysis of productivity standards based both on 
internal practices and on those of the industry at large in order to establish performance parameters.  
 
Based on the group’s recommendations, the Operations division implemented a number of 
measures to optimize operational productivity.  
 
For example, a reorganization of the technical production team in 2014 freed up a resource, 
subsequently assigned to manage post-production activities. Since then, a post-production Technical 
Producer has been in charge of optimizing performance in multifunction, editing and sound mixing 
rooms, thus ensuring optimal use of post-production resources. This person is also responsible for 
updating post-production workflows and providing continuous training to users.  

Alongside this, the implementation of a software to centralize and manage the workflow in editing, 
sound mixing and digitization. This initiative made communication between teams easier and more 
efficient. This task management software allows production teams to issue their requests, directives 
and their materials directly to post-production rooms. Editors, for example, are now each assigned 
to a specific production. Directors can now send material to an editing room immediately after they 
finish their pre-editing (instead of having to wait for an editing session to be assigned to them). This 
allows for the editors to start working as soon as they have a free moment. Consequently, directors 
no longer need to be physically present in the editing suite and they can dedicate themselves to 
other responsibilities. Operators are responsible for finishing work on schedule and for ensuring 
optimal output from the rooms they operate.  

This new operational model has proven successful, as Groupe Média TFO has seen a 229% 
increase in content production flow at post-production stages.  
 
In 2015-2016, the Operations division is developing a tool to extract data from the Curator system in 
order to measure productivity for EFP shoots and studio recordings. Groupe Média TFO will be able 
to produce reports, evaluate performance, and take corrective measures where it applies.  

  

"These excellent, high-quality resources are modern and in-tune with the digital 
age - which is rare for material produced in French." 
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Training  

This newly flexible environment has yielded a substantial increase in the training activities Groupe 

Média TFO offers its employees. Given how quickly technology evolves, the emphasis placed on 

continuous training and skills improvement will also help TFO employees adapt to changes (e.g. in 

content production and delivery methods) as they arise.  

Going forward  

The steps taken to create a more flexible operational environment will make it possible for TFO to 

capitalize on the expertise and talent of its staff. These multiskilled employees will then be 

deployed more effectively to create a greater volume of innovative content.  

Alongside these initiatives, the HR department is looking into developing a new employee integration 
system, with the goal of increasing staff retention. Finally, Administrative and Legal Services will 
adopt new processes (such as electronic signatures and the automation of certain practices), thus 
increasing productivity and reducing paperwork.  
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4.5  Marketing Sector 
 

 

 

 

 

CRTC MESSAGE OF SUPPORT 
MADELEINE MEILLEUR, 
Attorney General, 
Minister Responsible for Francophone Affairs 

 

 

The Marketing Sector oversees all activities related to corporate communications and marketing 

(promotion of franchises, brand management), educational services, research, and performance 

metrics. In the summer of 2015, with the assistance of the Advertising Review Board, Groupe Média 

TFO signed a three-year contract with Cossette, a marketing agency.  

Dynamic visual identity and brand image  

After over three years with the same brand image, it is now time to revamp the visual identity of our 

online and TV content and develop a new visual identity for our new digital platforms. For example, 

the videos on our YouTube channels will now contain an intro and an extro that will clearly identify 

Groupe Média TFO as the owner of broadcasting rights for the content. This new identity will be 

launched in early 2016.  

Research  

Finally, the marketing division is in charge of performance metrics, monitoring, and marketing 
research. These activities must be consolidated this year so as to better inform production, 
acquisition, distribution, and content promotion decisions. With the media world changing at 
breakneck speed, it is imperative that we equip our internal teams with relevant information to guide 
content development and deployment strategies.  
 
On one hand, in the interest of optimizing the organization’s limited resources, it is crucial to better 
measure the performance of Groupe Média TFO’s productions on all platforms. This will provide 
employees with the performance indicators necessary to analyze content performance and audience 
engagement, and to adapt our practices accordingly. On the other hand, it is essential that TFO 
invest more heavily in "market" research activities in order to better understand consumer habits, 
measure brand perception and, most importantly, identify development opportunities.  
 

 

"The government recognizes TFO’s contribution as an institution devoted to educational, cultural, and 
socioeconomic development. TFO plays a key role in building the identity of our youth, and contributes 
to the development of Francophone communities in Ontario and across the country. The adaptation of 
historian David Hackett Fischer’s book "Le Rêve de Champlain" into a television series is a prime 
example of one of the innovative projects undertaken by the TFO group, which resonate in Ontario, 
Quebec and other regions. This project is also part of celebrations of the 400th anniversary of the 
French presence in Ontario." 
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4.6  Development and Innovation Sector  
 

 

 

 

 
CRTC MESSAGE OF SUPPORT 
CAROL JOLIN 
President, 
Association des enseignantes et des enseignants franco-ontariens (AEFO) 

 

 

The Development and Innovation Sector is responsible for identifying new sources of revenue and 

for implementing growth strategies driven by creative, innovative solutions.  

Groupe Média TFO has three main, interdependent objectives in mind: growing organically with the 

help of existing revenue sources, generating new forms of revenue, and establishing strategic 

partnerships.  

Organic growth  

At the moment, TFO’s two main funding sources are the Ontario Ministry of Education and Canadian 

Cable Distributor licensing fees. TFO is offered to subscribers in Ontario as part of their basic cable 

package, and it is available for paid subscriptions in other parts of Canada (e.g. Quebec, the Atlantic 

Provinces and Manitoba). With the growth of Francophone communities in Western Canada, TFO 

sees room for a potential market in partnership with operators such as Shaw and TELUS.  

A recent agreement with TELUS has extended TFO’s presence into Western Canada as of 
September 1st, 2015. TFO is now available to subscriber bases in Alberta and British Columbia, 
which represents about 700 000 homes. The agreement is valid for one year.  
 
Although revenue from cable and satellite distribution fees is a relatively stable source of income, it 

is not expected to grow in the coming years. Therefore, it remains important for Groupe Média TFO 

to diversify its revenue sources from distribution by exploring digital avenues and other forms of 

revenue-generating agreements.  

For instance, Groupe Média TFO has signed a distribution agreement with Spafax to feature 12 short 
MiniTFO programs available on Air Canada flights as of November 2015. The content will be 
renewed on a monthly basis and featured on all domestic and international Air Canada flights, on the 
new Children / French Content channel.  
 
  

"Groupe Média TFO is a known reference for educational and innovative Francophone content for children. 
An avant-garde player in the field of digital learning, Groupe Média TFO has experienced record 
commitment rates on a global scale with regards to its educational content for children. The TFO channel, 
Mini TFO, and Edululu (the first online evaluation and ranking service for educational apps in French and 

English) are some of Groupe Média TFO’s offered services." 
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New forms of revenue  

Advertising revenue  

While advertising expenditure remains steady for radio and TV, it is plummeting for newspapers. 

Web advertising expenditures, on the other hand, surpassed television expenditures for the first time 

in Canada in 2014. TV advertising expenditure went from $2.964 billion in 2003 to $3,387 billion in 

2013, while interactive digital advertisement spending surged from $364 million in 2003 to 

$3,525 billion in 2013. In 2014, an IAB Canada report predicted a 10% growth in French-language 

ad revenues, which are budgeted to increase to $740 million.  

Groupe Média TFO’s renewed CRTC license allows it to promote products that are related and 

relevant both to its content environment and to its audience. This revenue source has been 

underexploited in the past. The creation of the Development and Innovation Sector marks the 

implementation of a strategy for identifying media assets and for managing and optimizing inventory 

in order to increase advertising revenue, all while respecting Groupe Média TFO’s fundamental 

educational mission.  

The proposal of advertising revenue and media creativity is essentially based on the range and size 

of TFO’s audience across media networks (i.e. television and digital platforms). TFO’s ability to 

generate revenue is closely interwoven with its ability to produce quality content and to attract and 

obtain target audiences in a relevant, engaged fashion. For this approach to be enforced, it is 

important to develop strategies that will serve to increase traffic and inventories and optimize 

operational capacity, primarily by automating Groupe Média TFO’s television advertising operations.  

Opportunities for digital platforms are even greater. As Groupe Média TFO’s viewership continues 

to grow, its websites are being revamped to carry innovative, effective and engaging advertising 

formats. This initiative makes it possible for Groupe Média TFO to market these environments, 

including videos, pre-video ads and mobile advertising, at a more favourable CPM (cost per 

thousand).  

In addition to basic advertising revenue, Groupe Média TFO also wants to provide agencies and 

advertisers with a range of services that will spotlight their brands in TFO’s media environment and 

content. Among these services are program sponsorships, content integration, vignettes and custom 

content, promotions, community calendars, short formats, sponsor panels, creative ad panels, lower-

thirds and squeeze-backs.  

For instance, TFO has signed its first creative media contract with the Ontario Lottery and Gaming 
Corporation (OLG). This multiplatform campaign, comprising a program sponsorship for 24.7 and 
content production elements such as vignettes and media placements, aims to inform the public 
about how OLG gives back to local communities in Ontario.  
 
Combined advertising revenue from television and the web is predicted as follows: $420,000 in 2015-

2016, $450,000 in 2016-2017, $475,000 in 2017-2018, and $500,000 in 2018-2019.  
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Custom content  

Advertisers are aware of the importance of developing content that generates 

relevant, enriching conversations with their target audiences. Therefore, we see a growing demand 

for custom content, particularly for programs about financial literacy or philanthropy, or content that 

contributes to the education of youth and the learning public as a whole. Groupe Média TFO has 30 

years of educational content development and broadcasting experience under its belt. Its ability to 

use this unique expertise to the benefit of brands constitutes a strategic source of revenue for the 

future of the organization.  

The first year was devoted to developing its approach and integrating a method for data observation, 

collection and analysis. This allowed TFO to craft interactive content solutions, driven by data that is 

observable, actionable and predictable.  

The second and third years will be dedicated to the growth of income from interactive content and 

the positioning of educational content. Groupe Média TFO will also develop case studies with two or 

three key clients, to be released on all relevant platforms starting in 2016-2017.  

Digital broadcasting platforms  

Consumer habits are in constant evolution, which has a direct impact on cable operating revenue. 
While cable operating revenue tends to decrease, new distribution networks arise, creating many 
opportunities for TFO content to shine in new markets.  

Broadcasters, much like big media networks, must adapt to the content consumption of audiences 

in order to provide them with relevant, customized programming at all times, in all places, and on all 

formats. What may be perceived as a threat is in fact an opportunity for Groupe Média TFO to 

promote its brand in new territories. This is particularly true for its Francophone youth content, for 

which market demand is on the rise.  

To this effect, TFO’s digital distribution strategy will be deployed at different levels:  

 Identifying the most promising distribution networks in terms of audience volume and 
relevance.  

 Prioritizing the broadcasting of youth content in order to establish a national and international 
reputation in the niche.  

 Planning the management and upstream negotiation of rights.  

 

Innovation  

Edululu 

Not only is innovation a source of revenue for Groupe Média TFO, it is also a part of its corporate 

culture. In 2014, the innovation area, with its leadership and keen ear for the market’s needs, 

introduced digital content for parents and teachers, allowing them to find the best educational apps 

for kids.  
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Idéllo  

Mindful of the growing demand for centralized educational resources, TFO is 

currently developing Idéllo, a digital portal in order to overhaul and transform TFO Éducation. This 

strategy aims to better meet the needs of teachers, students, parents and policymakers in terms of 

educational material and resources, in Ontario and elsewhere. In addition to enabling the 

aggregation, categorization, selection, sharing and publishing of educational resources, the portal 

will propose a new digital approach to enrich the learning journey and to foster collaboration and co-

creation among users.  

According to Statistics Canada, more than 5.3 million students are enrolled in public primary and 

secondary schools in the country. And according to Canadian Parents for French, over 2 million 

students learn French as a second language; this includes 328,451 students in French immersion 

programs in more than 2,100 schools in Canada. There is enormous potential for TFO to expand its 

digital educational services to new target audiences in North America.  

 

Innovation endeavors 

For Groupe Média TFO, innovation is more than a culture and a business philosophy–it is a source 

of growth. Several strategies have been adopted to monetize innovation efforts:  

 Subscription to value-added educational services  

 A semi-paid model, creating possibilities for profitable value-added services  

 Advertising space  

 Accreditation programs and others  

Strategic partnerships  

Groupe Média TFO’s partners are divided into different categories, according to a number of criteria, 

to determine their relevance and contribution to TFO’s objectives and strategic priorities. In order to 

continue managing its activities responsibly, TFO makes daily decisions to optimize relations with its 

value-creating partners. Some partners offer TFO the chance to showcase its brand and franchises 

on different platforms and at events, in exchange for visibility. Others help us to enhance the 

dissemination of our content and generate additional, complementary content for the enjoyment of 

our audiences.  

Informed Leadership  

Critical to TFO’s place as the leading creator of French-language educational content is a keen 

understanding of how today’s children and youth interact with that content. Groupe Média TFO pilots 

a number of collaborative initiatives, including Les Tablettistes, a summit during which experts in 

neuroscience, education and technology discuss trends in the use of technology among learners of 

all ages. The 2nd edition of Les Tablettistes, on February 18, 2015, yielded excellent results, including 

a full turnout and an exceptionally high quality of panelists. Les Tablettistes wants to continue to 

foster networking between young innovators, the education world, and potential investors.  
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5. Resources Needed to Meet 

Objectives 
 

 

 

CRTC MESSAGE OF SUPPORT 
MATHILDE DHERISSARD 
Kuujjuaq, Québec 

"It is the only children’s channel we watch, the only one that offers truly educational programming.". 
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5. Resources Needed to Meet Objectives  

As indicated in the previous sections, Groupe Média TFO wishes to consolidate its assets and increase its 

presence in educational settings, expand its research capacity, accelerate revenue-generating activities, and 

deploy its content more widely, while boosting audience engagement. 

These objectives are as necessary as they are ambitious, and many of them speak of everyday concerns of 

improving TFO’s efficiency, cost-effectiveness and productivity. Generally speaking, working toward these 

goals involves making the most of a finite amount of resources–both financial and human. Consequently, 

Groupe Média TFO needs additional resources for 2016-2017, 2017-2018 and 2018-2019.  

  

Lacking Human Resources  2016-2017  
2017-

2018  

2018-

2019  
Comments  

WEB/TV CONTENT      

Associate Web Producer (AWP) for 
MCN Platforms  

$60 000  $62 000  $127 000  1 additional resource in 18-19  

Ciné TFO AWP  $60 000  $62 000  $64 000   

Acquisitions Producer  $85 000  $87 000  $90 000   

Acquisitions Officer  $65 000  $134 000  $138 000  1 additional resource in 17-18  

MINI TFO Producer  $85 000  $87 000  $90 000   

Web Project Manager  $35 000  $70 000  $105 000  ½ an additional resource for each of 
the 3 years  

Loyalty Program  $70 000  $144 000  $148 000  1 additional resource in 17-18  

24.7 Producer  $60 000  $62 000  $64 000   

BRBR Producer  $60 000  $62 000  $64 000   

Ciné TFO Producer $60 000  $62 000  $64 000   

TFO ÉDUCATION (MARKETING)    

Digital Educator In-Residence  $90 000  $93 000  $95 000  Education expert, in a field relevant to 
TFO’s educational priorities  

Chief of Educational Community 
Services  

$80 000  $82 000  $84 000  In charge of relations between 
educational services and educational 
clienteles  

Liaison Officer  $75 000  $77 000  $79 000  Field activities with educational 
clienteles  

FSL – Liaison officer for educational 
settings  

$75 000  $77 000  $79 000  Field activities with educational 
clienteles  

FSL – Customer Service Representative  $60 000  $62 000  $64 000  Front-line services to customers of 
the TFO Éducation platform, support 
and administration  

Event Manager  $80 000  $82 000  $84 000   
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DEVELOPMENT AND INNOVATION    

Strategist, Development and Innovation  $72 000  $74 000  $76 000   

Advertising Operations Officer  $55 000  $57 000  $59 000   

Manager, Media Creativity and Client 
Services  

$  $  $76 000  1 additional resource in 17-18  

Producer $75 000  $77 000  $79 000   

Production Assistant  $40 000  $41 000  $42 000   

Project and Strategic Partner Manager  $66 000  $68 000  $70 000   

 

TOTAL  $1 408 000  $1 622 000  $1 841 000   

Additionally, the Les Tablettistes summit is now an annual event, requiring $100 000 of financing for each of 

the upcoming financial years.    

Stable and predictable funding from the Province is critical to planning the activities that respond to these 

objectives.  

Therefore, TFO needs funds for capital and operating expenditures in order to support these initiatives. The 

following table outlines the capital investments required between 2017 and 2019 in order to meet the 

objectives stated in this Business Plan.  

 

Year  Capital Investment Requirements  Operating Investment Required (Base 
Grant)  

2016-2017  $2 600 000  $33 316 000  

2017-2018  $2 400 000  $34 145 000  

2018-2019  $2 500 000  $34 511 000  

Operating Investment Required  

In 2016-2017, the base grant is to go up by $5.9M.  
 
The additional resources necessary to meet these objectives are indicated in the table above.    
 
Groupe Média TFO wants to invest more heavily in content, which will enable three objectives to be 
pursued:  
 

 Multiplying intellectual property by expanding the highly successful Mini TFO franchise, the 
rights to which we own;  

 Widening the scope of our internal productions, so as to reach out to a larger number of 
Francophones in all of Canada;  

 Expanding our influencer base, in order to amplify our content.  
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In addition to these, there are three special projects coming to fruition over the next 

three years:  
 

Reading Portal  

 
Groupe Média TFO is working to create a French-language reading portal with activities that bolster 
the audience’s reading skills, presented in an innovative way and adapted to the digital age. The 
concept has been validated by a number of educators, and presented to the Ministry of Education 
who expressed a favourable opinion towards the project. 
   
As the reading portal is an evolving, complex product, we have divided the roll-out in two main 
phases:  

 Phase 1: We submitted the product to the Canada Media Fund (CMF), under the 
Convergent Stream incentive program, and received $277,000 in financing. As of March 
31, 2016, the mobile application Passeport Lecture Mini TFO will offer children aged 2 to 8 
an interactive, educational experience. The program’s main objective is to encourage 
children to read and help them progress in their reading skills. As part of this project, Mini 
TFO will be developing a collection of 54 digital books, in collaboration with a number of 
TV series. The secondary objective is to invite parents to witness their children’s evolving 
reading skills all while leading them in the process, with the help of a dashboard on the 
Passeport Lecture Mini TFO web application.  
 

 Phase 2: Reading levels evolve, the number of books goes up, and innovative elements 
such as enhanced accessibility and interactivity are added.  

We are also in communication with several Canadian publishers, such as Dominique et Compagnie 
and Chouette Publishing (Caillou in every language), who are interested in joining the project.  
   
Bayard Agreement  
 
Bayard is an international publishing firm leading in three fields of expertise: youth, religion, and 
seniors. Bayard-Milan, one of Bayard’s publishing brands, is the eighth largest youth publisher, 
present in Europe, North and South America, Asia and Africa. Our two main areas of focus with 
Bayard are:  

 The African market for which Bayard created Bayard Presse, in 1993, is a springboard for 
the development of education in Africa. Groupe Média TFO wants to sign an agreement to 
bring its new educational offering, Idéllo, to Francophone Africa.  

 A co-production with publishers Milan and Bayard to develop audiovisual products with their 
intellectual properties. Milan and Bayard embrace an investment logic that largely focuses 
on creating new heroes (e.g. AVNI). Our structures and expertise are definitely a strong 
asset for this partnership.  
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Groupe Média TFO’s Louisiana Tour  
 

CODOFIL invited Groupe Média TFO to meet with Francophone stakeholders in Lafayette and Baton 
Rouge, Louisiana, from September 27 to 30, 2015. This was an opportunity for Groupe Média TFO 
to share its French-language content production expertise with Francophone Louisianan 
stakeholders, and to study collaboration opportunities.  
   
CODOFIL, the Council for the Development of French in Louisiana, is the state of Louisiana’s 
Francophone agency. It supports the promotion of French in Louisiana, and provides the state’s 
Francophone communities with access to bursaries, French-language education, and other 
programs. CODOFIL wishes to increase access to French content in Louisiana.  
   
The tour with the main players of Louisiana’s Francophonie has resulted in several avenues of 
collaboration, including content distribution and production.  
   
 
 
Further detail on TFO’s human resources can be found in Section 8, and TFO’s full financial forecast 

and related information can be found in Section 10.  
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6. Risk Identification, Assessment and 

Mitigation Strategies 
 

SEE APPENDIX A 

 
 

 

 

CRTC MESSAGE OF SUPPORT 
TINA DESABRAIS 
ACFO Prescott Russel 
  

"It’s simple: TFO is essential for the promotion of the French language and culture in Ontario. It is 
also essential in terms of offering a meeting place. Their work is and has always been synonymous 
with high quality and is appreciated by the population – not only in Ontario but across Canada and 
around the world." 
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7.              Environmental Scan 
 

 

 

 

 

CRTC MESSAGE OF SUPPORT 
JEAN-ROCK BOUTIN 
Toronto, Ontario 

  

"TFO is essential to the development of Ontario’s Francophonie; it is a uniting factor for this 
community that is spread throughout the province of Ontario. TFO is a reliable source of 
information and education for all age groups within our community, and reflects the diversity of 
our Francophone cultures (…). Through its content, TFO is en route to becoming a uniting model 
for the Francophone community outside of Quebec. These efforts must be pursued in order to 
encourage the creation of a strong link between us – even if we may be far away from each 
other." 
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7.  Environmental Scan 
 

Like any other media organization, TFO does not operate in a vacuum. The organization must rather 

prepare itself, react and adapt to changes in the fields of media and education. The [CS1] main 

factors influencing TFO’s current strategic objectives are as follows: 

 The evolution of consumption habits. 

 Trends in technology use for teaching. 

 Changes in production processes. 

 Canadian workplace trends. 
 

Evolution of Consumption Habits 

The Canadian public is consuming audiovisual content at unprecedented rates. Although certain 

media outlets indicate otherwise, the Canadian television audience is relatively stable. Indeed, 

according to the CRTC, Canadians were viewing 28.5 hours of television per week in 2010-2011 (the 

last year for which date is available), an increase of 1.8% compared to 2009-2010 and 7% compared 

to 2008-2009 [1]. 

This being said, Canadians, in particular Francophones, consume more and more content on web, 

mobile device and tablet platforms. For example, Internet use and the number of hours spent online 

have shot up over the last four years for which data is available. In 2007, only 71% of French-

speaking Canadians had internet access. In 2011, this proportion had grown to 82%. Notably, 97% 

of Francophones aged 18 to 34 had internet access in 2011. 

Not only does internet access improve, but the amount of hours spent online is also increasing. In 

2007, Francophones were spending about 9.8 hours online a week. In 2011, the same group spent 

13.1 hours online, an increase of 33% in only four years. 

Furthermore, French-speaking Canadians consume more and more audiovisual content through new 

channels. In 2011, 33% of them were viewing television shows on the internet at least once a month. 

The same year, 8% of Francophones were viewing videos on a mobile device at least once a month. 

Although it remains small, this proportion had doubled the previous two years (2% in 2009 and 4% 

in 2010). Finally, 3% of French-speaking Canadians watched videos on a tablet at least once a month 

in 2011. 

These statistics show that although video consumption on web, mobile device and tablet platforms 

is still marginal, Canadians are increasingly using these three platforms for viewing video content. 

By positioning itself at the forefront of this trend, TFO will be well placed to react to the future evolution 

of consumption habits. 
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Trends in Technology Use for Teaching [CS2]  

Since the arrival of the iPad in 2010, tablets have been incredibly successful, one Canadian out of 

every ten indicating that a tablet is his main computer [2]. As Canadian families start using tablets 

and other “small screens” (like smartphones and mini-tablets), these devices will increasingly find 

themselves in the hands of young children. A number of preschool-aged children use a tablet as a 

main multimedia device and thus have “native” skills for using this technology. 

Although children are still using tablets, in part, to view traditional content, like streamed video, the 

majority of content is interactive and is capable of taking advantage of tablets and other tactile 

devices’ unique properties, like the internal gyroscope. Since these young “tablettistes” interact with 

content in never-before-seen ways, this content must be developed in new ways as well to meet their 

educational needs. 

Indeed, recent studies support increased tablet or computer use in the classroom. The use of 

applications and tablets for teaching young students is particularly encouraged, since these children 

are making “native” use of the technology and must gain the habits of a good “virtual citizen”.[3] 

According to these studies, school boards in California, Texas and North Caroline have launched 

programs to give a tablet for classroom use to each student in their region. California plans to adopt 

electronic textbooks to reduce the cost associated with books. Ministries of Education in New 

Zealand and Australia have also been among the most enthusiastic in promoting the use of tablets, 

and indeed of new technologies in general, in the classroom. 

 

Changes in Production Processes 

Even if not all elements of audiovisual processes are changing, it is still a fact that new technology 

has affected many key aspects of video content production. First of all, the cost of production has 

progressively declined over the last few years. Although it was previously almost impossible for one 

person to create video content good enough to broadcast, it is now possible to create video content 

(of slightly lower quality) with cheaper cameras or even tablets. Secondly, editing software is now 

much more affordable and accessible. 

This increased availability has translated into the proliferation of user-generated content and has 

allowed producers of traditional audiovisual content (like TFO) to explore new methods. For example, 

cheaper automated cameras allow for the affordable creation of great quantities of content that can 

then be (roughly) edited by producers and directors with more easily accessible software. 

 

Canadian Workplace Trends  

Among the numerous trends in Canadian workplaces, two impact TFO operations: BYOD (bring your 

own device) workplaces and the growth of social media. 
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In so-called BYOD workplaces, employees purchase their own devices 

(smartphones, tablets, laptops, etc.) that are then integrated into the organization’s 

network and workflows. This approach lets employees use, test and try all sorts of computer 

equipment and software, but it presents serious risks for network security, as well as issues in 

implementing software. For example, each mobile device operating system (like iOS, Android) can 

interact slightly differently with the organization’s email services, which can increase the time needed 

to make the system work smoothly. What’s more, such environments have their share of problems 

related to the security of the organization’s data, since devices are also for personal use. 

TFO is committed to offering staff an innovative work environment, but has no plans, for the time 

being, to transition to a BYOD workplace. 

The adoption of social media as a distribution and communications channel is another key trend in 

Canadian workplaces. Social media are no longer only used by marketing services; various practices 

have been introduced on the optimal way of using social media for an organization. Furthermore, 

social media continues to evolve, and that is why organizations must rely on almost continuous 

training to stay on the cutting edge of social media use. 
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8. Human Resources 
 

 

  

 

 

 
CRTC MESSAGE OF SUPPORT 
ÉLODIE BEDOUET 
Executive Director, Association des francophones du Nord-Ouest de l’Ontario (AFNOO) 

  

"TFO gives Francophone and francophile communities the possibility of accessing films in French and 
appreciating Francophone musical talents. It’s not always easy to produce Francophone artists in 
Dryden, Thunder Bay or Longlac; TFO offers an interesting alternative. (…) I would also like to add 
that AFNOO developed a service agreement with TFO 24.7 to make it possible to report from the 
North-West, contributing to the visibility of Francophone communities. This innovative agreement 

maximizes TFO’s resources, by shaping and engaging collaborative organizations such as AFNOO." 
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8. Human Resources  
 

Groupe Média TFO’s human resources mandate for the coming years is to propose creative, 
innovative solutions in keeping with its strategic goals. This strategy places emphasis on engaging 
and recognizing human capital in order to elevate our human resources’ transversal role to an 
indisputable level of excellence.  

 

Staff:  

As of September 2015, Groupe Média TFO has 133 permanent employees and 38 contractual 
workers. Another 20 workers are on contracts financed by specific projects.  

 

Collective negotiations:  

Collective Agreements with both of Groupe Média TFO Bargaining Units are expiring in 2015 
(June 30 for UNIFOR and October 27 for CMG). Groupe Média TFO therefore expects to negotiate 
with both its Unions in 2015-2016.  Two Management Negotiation Committees will be formed, one 
for each bargaining table.  

 

Staff performance and development:  

Based on the training needs revealed by performance evaluations, the human resources department 
has drafted its first global annual training plan, aiming at:  

- steering training needs to reflect the organization’s objectives, and  

- optimizing the budget allocated to staff training and development for the upcoming year.  

 

Optimization:  

Since 2015, the HR department has been working to digitize most administrative forms in an attempt 
to gradually go paperless. To achieve this, the human resources team is working in close 
collaboration with the optimization team.  

 

Employer brand: human resources stands out:  

This year, the human resources department is focusing on the engagement and recognition of its 
human capital, particularly by holding comprehensive monthly orientation and integration sessions 
for new employees and organizing lunch and learn presentations and team workshops in order to 
foster communication between departments.  

With the same objective in mind, Groupe Média TFO created Le Divan, an internal communication 
platform that includes a formal employee recognition section.  
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The human resources department is committed to sustaining initiatives that 
contribute to building the Groupe Média TFO brand as an employer. This 

commitment goes beyond talent retention―we aim to create an environment where all employees 
feel invested and all managers are capable of motivating their teams to grow.  

2016-2017 is a year of change for Groupe Média TFO managers; we are giving them guidance to 
help them become the leaders of tomorrow, instilling in them a knack for understanding their 
employees and wanting them to succeed.  

 

Accessibility:  

In 2015, the human resources department developed an accessibility plan, based on the Accessibility 
for Ontarians with Disabilities Act, and implemented Groupe Média TFO’s accessibility policy. 2016-
2017 brings with it an opportunity to assess the accessibility plan and update necessary procedures 
to ensure that Groupe Média TFO complies with its obligations.  

 

"Optimizing human capital is the guiding principle that will give Groupe Média TFO’s human 
resources a competitive edge, both internally and in the ever booming Francophone market, in 
Canada and elsewhere in the world."  
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9. Performance Measurement 
 

 

 

  

 
RONALD CANUEL 
President and CEO 
Canadian Education Association 

  

"The CEA shares with TFO a mutual commitment to support teachers and students in minority 
linguistic communities in Canada. I had the pleasure of meeting TFO’s Board, and of speaking at 
the 2015 Les Tablettistes conference. I am impressed as much with the quality of the learning 
products as the leadership, in terms of digital content that capitalizes on technology to enlarge 

potential learning experiences in our target audiences." 
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9. Performance Measurement 

 

 

 
WEB-TV CONTENT 
 

Strategic Objective Performance Indicator 
 
Amplify TFO’s influence on YouTube 

 

 Get 100 million views over 12 months 
(Jan.-Dec. 2015) for MCN Mini 
(as opposed to 42,402,453 views in 2014) 

 Reach $100,000 in revenue on YouTube 
(as opposed to $65,573 for 2014-2015) 

 Sign with our first non-TFO partner channels (MINI and/or 
FLIP) 
 

 
Successfully launch the new tfo.org website, the 
app and the "all video" position 
 

 

 40,000 viewed videos per month from September 2015 to 
March 2016  
(as opposed to 24,962 viewed videos per month in 2014-
2015) 

 450,000 page views per month between September 2015 
and March 2016  
(as opposed to 298,996 page views per month in 2014-
2015) 

 

 
Increase average per minute audience (AMA) 
between 7:00PM and 9:00PM (on-air) 
 

 
Surpass 4 AMA between 7:00PM and 9:00PM 
(as opposed to 1.94 AMA for T4 in year 2014-2015). 
 

 
Ensure  MINI TFO sustainability6by enriching 
current productions and designing new 
productions (“MAXI”) 

 

 Applying for funds (FMC – April 2016) for a series with a 
bible and a pilot 

 Number of animated segments produced 

 Number of sketches written by a new team of 
screenwriters/authors – 1000 clips – 80% of which are 
written by the new team 
 

 
Direct the production of converging properties 
towards a game outlook (in accordance with 
TFO’s protocol), performance and user 
satisfaction 

 

 5,600 game and app downloads per month 

 Usage statistics – successfully analyze user behaviour 

 Collaboration with 1 to 2 new partners. 
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MARKETING 
 
Strategic Objective Performance Indicator 
 
Ensure teaching, educator, student and 
parent participation on Idéllo, the Web 
platform aimed at education markets 
 

 

 Reach an annual average of 4.75 page visits per 
session. 
(as opposed to 3.92 page visits on TFO Education) 

 

 
Increase the efficiency of our marketing 
activities regarding content consumption, 
including tfo.org 
 

 

 Ensure our advertising campaigns averages reach 
higher conversion levels than the industry standard 
(click rate for digital campaigns) which is at 0.08%. 

 

 
Expand the reach of our media relations 
actions to increase the media presence of 
Groupe Média TFO’s contents and 
activities 

 

 Improve the media reach of mentions by 25%  
(go from 1,358 to 1,697 mentions) 

 Improve the media reach of impressions by 25%  
(go from 584 million impressions to 730 million) 

 

 
Optimize the performance of the 
promotional videos production team (auto-
promos) 
 

 
Follow processes via Schedule and via the promotion 
calendar (in time and in hours) and reach the following 
ratios: 

 Studio Filming Ratios: 
CinéTFO: go from 45 mins to 30 mins 

 Outside Filming Ratios: 
CinéTFO: go from 1.5-2 hrs to 1-1.5 hrs (3:1 to 
2:1 ratio) 
Promo: go from 4-8 hrs to 2-4 hrs (10:1 to 5:1 
ratio) 

 Post-Production Ratios: 
CinéTFO: go from 4-8 hrs to 2-6 hrs 
General Promo – series or time slot: go from 
4-8 hrs to 4 hrs 
Specific Promo – TV program: go from 2-4 hrs 
to 2 hrs 

 

 
Implement a marketing research and 
competitive watch strategy 

 
Weekly creation, updating and distribution of a statistics 
dashboard that visualises all of TFO’s performance 
indicators with 6 displays: AMA, Web, Social Media, 
YouTube, Press Relations, Overview. 
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Strategic Objective Performance Indicator 
 
Generate new ad revenue* while 
respecting the education mandate and 
public purpose of Groupe Media TFO. 

 

 $300,000 in media creativity 
(as opposed to $0 in 2014-2015) 

 $100,000 in TV revenue 
(as opposed to $67,513 in 2014-2015) 

 $20,000 in web revenue 
(as opposed to $2,810 in 2014-2015) 
Totaling $420,000 
 

 
Ensure Idéllo becomes a commercial 
success 
 

 

 $191,000 in revenue before March 2016 

 
Maintain distribution income by 
diversifying income sources via 
alternative networks 
 

 
Manage a contraction of no more than 5 to 10% from 
cable companies and make up for a $250,000 loss in 
earnings. 
 
(5% contraction for 2014-2015, for a total loss of 
$125,865) 
 

 
Continue to promote TFO as an 
innovative brand to agencies, 
advertisers, distributors and media 
 

 
Implement and ensure the success of the 3rd iteration of 
the Tablettistes (ticket sales cover operational costs), by 
aiming at 220 registrations and $50,000 in sponsorship 
revenue. 
 

 
Promote all of TFO’s franchises 
through strategic and lucrative 
agreements and partnerships 
 

 
Negotiate and implement 20 to 25 partnerships, 
generating the equivalent of $300,000 in media value. 
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Strategic Objective Performance Indicator 
 
Increase the rate of content production 
by implementing a tool to extract 
Curator system reports. 

 

 
Ability to produce reports to evaluate VL and studio 
recording performance and implement corrective 
measures if the desired ratios are not met. 
 

 
Staff Retention: 
Ensure an optimal integration of new 
employees by holding orientation 
workshops.  
 

 
Organization of monthly orientation workshops, starting 
in May 2015 (11 workshops a year) 

 
Increase productivity by digitizing 
administrative forms. 

 
Production of 6 electronic HR documents: 

 Workspace requisition 

 Declaration of internal training 

 Request for external training 

 Record of employee arrival 

 Record of employee departure 

 End of employment questionnaire 
 

 
Optimize time and administrative 
resource management.  
 

 
Production of 2 electronic forms in the Jira system: 

 Travel booking 

 Goods and services purchase 
 

 
Implement electronic signatures for 
contracts (documents) 

 

 Creation of an electronic signature policy; 

 Develop workflow; 

 Training for all involved employees. 
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Strategic Objective Performance Indicator 
 
Improve the financial understanding 
of fiscal responsibility outside upper 
management by preparing an 
expanded management training and 
support procedure. 

 
80% of employees of Managers are satisfied with the 
training presented by the Finances Department. 
 
80% of Managers consider that the training presenting 
by the Finances and audit sector will be useful to them. 
 

 
Perform personalized financial 
tracking for all sectors by determining 
their financial priorities and by 
providing them with the necessary 
tools to reach those objectives. 
 

 
Step 1: Organize meetings with each sector to establish 
financial priorities. 
Step 2: Prepare reports. 
Step 3: Adjust, as needed. 
 

 
Implement the capital module to 
eliminate the manual procedure and 
attain an improved tracking of 
purchases and depreciation.  
 

 
Implement the module completely (100%). 

 
Revise and improve the workflow of 
acquisition contracts to make it more 
efficient and reflect market changes. 

 
Step 1: Prepare an action plan 
Step 2: Meet with the persons in the company who are 
affected by acquisition contracts 
Step 3: Write the new procedure 
Step 4: Have upper management validate the new 
procedure. 
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Strategic Objective Performance Indicator 
 
Guarantee service quality within 
the technology and optimization 
department 
 

  
Reach 80% in service quality according to the 
Service Level Agreement below** 

 
Enable broadcasting to ensure 
the optimization of monetization 
and audience growth 

 
Implement 3 templates to: 

 obtain additional ad space on-air 

 produce of automatic "Coming Up Next" 

menus 

 expand the use of “squeeze backs” 

according to their future on-air design 

 

 
Implement an IT and Broadcast 
After-Disaster Recovery 
infrastructure 

 
Create a recovery infrastructure allowing to 
recover essential data within 7 days for IT and 
within 14 days for Broadcast 
 
(without this infrastructure, data recovery is 
estimated to reach 30 days for IT and 60 days 
for Broadcast) 
 

 
Support production teams and 
employees by offering continued 
education regarding the 
organization’s various tools, 
ensuring they feel confident in 
their efficiency by limiting 
mistakes. 

 
Create video documentation: 

 20 (video) tutorials for Louise 5  

 1 timesheet video 

 2 JIRA videos (assistance and agents) 

 3 ScheduAll videos 

 7 Adobe CC-Curator videos 

 

 
Centralize web project and 
application management into a 
single system. 

  
Clean up and move 70% of the 104 TFS projets 
into JIRA (in other words, 73 projects) 
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10. Financial Forecast 
 

 

 

 

 

 

 

 

CRTC MESSAGE OF SUPPORT 
FRANÇOIS BOILEAU, 
Commissioner, Office of the Commissioner of Official Languages 

  

"TFO is among essential institutions in the development and vitality of the Francophone community in 
Ontario, but above and beyond this, of Francophone communities in Canada. This educational institution 
exceeds its role as a broadcaster of programs in the French language for Francophone and francophile 
citizens – it would be more accurate to refer to it as a broadcaster of multimedia educational and cultural 
content. The Francophone community can see, recognize, and hear itself on TFO’s numerous platforms; 
even more importantly, they can teach themselves in their own language. (…) TFO is not only on television 
screens, it also has a YouTube, Facebook, and Twitter presence, as well as a presence on numerous 
applications for tablets and smartphones. Our "Je-Ne-Sais-Quoi" television channel is incredibly well 
established with firm roots in the digital age, and can hold its own against the market’s major players." 
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10. Financial Forecast  
 

Improved financial management  

 

Last year, TFO implemented an electronic time sheet in order to improve payroll processes and 
reduce manual administrative tasks. This initiative has cut down the time required to capture and 
transmit pay data by about a day and a half.    

The next optimization project for this year will be to activate the accounting system’s capital asset 
module. The depreciation spreadsheet, produced manually today, will be replaced by an automated 
process; this process will improve monthly and yearly balances and enhance financial forecasting.    

Moreover, to assist with budget management, custom reports will be created on a monthly or 
quarterly basis. These reports will help managers to ensure better financial monitoring and to meet 
their financial goals for the year.  
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57 
Business Plan Groupe Média TFO - 2016-2019 

 

 

 

 

 

 

 

 

 

 

 

 

11. Capital Asset Plan - Technology and 

Optimization 
 

  

 

 

 

CRTC MESSAGE OF SUPPORT, 555 
KARYNE LEFEBVRE 
Laval, Québec 

  

"TFO offers quality Francophone television. (…). TFO shines and goes completely unrivaled. (…). It 
constantly strives to accurately represent diverse ethnic communities and highlight Franco-Canadian 
culture (I’m thinking specifically of the program BRBR, once one of the only television broadcasting 
platforms for Francophone music in the country)." 
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11. Capital Asset Plan - Technology and 

Optimization  

The investment budget for the next three years focuses on optimizing our resources by replacing 

obsolete and end-of-service-life equipment, and keeping abreast of new technologies that allow us 

to be in tune with our audience.  

With the renewal of the Toronto lease, we do not need to set aside capital budget for moving 

purposes. That being said, following the agreement we signed with La Cité College concerning the 

relocation of our Ottawa offices to the Place 801 site (dependent upon La Cité obtaining the 

necessary funding), we have allocated $1 million in our budget for the 18-19 financial year.  

It is essential to recognize that technology is evolving at an increasingly faster speed. Accordingly, 

TFO will continue to work to ensure not only that it remains at the forefront of the innovative use of 

production technology but also that its workflow processes (and related training) keep up with the 

pace of that change. By instilling a culture of constant learning, TFO aims to ensure the longevity of 

its current technological investments.  

 

  



 

59 
Business Plan Groupe Média TFO - 2016-2019 



 

60 
Business Plan Groupe Média TFO - 2016-2019 

 

 

 

 

 

 

 

 

 

 

 

 

12. Initiatives Involving Third Parties 
 

 

 

 

 

 
CRTC MESSAGE OF SUPPORT 
CASSIDY VILLENEUVE 
Vice-President, 
Fédération de la jeunesse franco-ontarienne 

  

"TFO distinguishes itself not only through its programming quality and diversity, but also through 
its leadership on the web. The FESFO regularly consults its members who confirm the 
importance of having a web and social media presence in order to reach their age range (14- to 
18-year-olds). TFO is thus an essential player in attracting youth to Francophone content. By 
creating and broadcasting Canadian Francophone cultural references, it contributes to 
reinforcing young people’s feeling of belonging to their community. We also believe that all 
Canadians should have access to TFO regardless of where they live." 
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12. Initiatives Involving Third Parties  

 

In each of its main activity sectors, Groupe Média TFO works with external parties to achieve its 
goals. A selection of these initiatives are outlined below.  
   
Given its limited marketing budget, Groupe Média TFO works with other parties in the cross-
promotion of its franchises. For example, Groupe Média TFO recently formed a partnership with the 
Royal Ontario Museum as part of the celebrations of the 400th anniversary of Francophone presence 
in Ontario. This initiative showcased two Mini TFO shows during the Franco FUN weekend in 
Toronto, thus promoting the Mini TFO brand.  
  
The Honourable Madeleine Meilleur attended the press conference that honoured Groupe Média 
TFO’s achievements: http://www.rom.on.ca/en/about-us/newsroom/press-releases/rom-celebrates-
champlains-birthday-and-400-years-of-french-presence 
 
Groupe Média TFO will continue to seek out innovative partnerships to attract a large, renewed 
audience to its multiplatform content. One such example is our partnership with Scolab (Netmaths), 
set up in February 2015 for World Math Day. This alliance involved the Flip franchise, which saw a 
spike in traffic to its website in the time the contest was held. This increase translated to 67.78% new 
sessions opened (source: Google Analytics).  
 
In order to promote specific programs and services, Groupe Média TFO also partners with well-
established organizations such as film and music festivals, kid- and family-oriented events, and 
business associations, such as:  

 Canadian Heritage’s Canada Day (Ottawa),  

 Capital Parent & Kids Show (Ottawa)  

 Réseau Ontario’s Contact Ontarois (Ottawa)  

 The Polaris Music Prize (Toronto)  
 
Furthermore, in its commitment to French-language education, TFO has been serving Ontario’s 60 
English-language school boards since September 2014. This is in addition to its longstanding 
relationship with Ontario’s 12 French-language school boards. This agreement gives 14 000 French-
as-a-second-language teachers and their students access to over 7000 multimedia pedagogical 
resources in TFO Éducation’s platform.  
 
As such, several partnerships with educational organizations, be they national or provincial, 
Francophone or francophile, give way for TFO to develop informed leadership on the matter of digital 
content and the use of tablets and mobile devices in education. For example, TFO has partnered 
with Canadian Parents for French Ontario, the Association francophone à l’éducation des services 
à l’enfance de l’Ontario (Aféseo), and the Direction des ressources éducatives françaises (Manitoba). 
TFO also supports local, provincial, national, and international events related to its programming. 
For example, TFO is one of the main sponsors of the Association canadienne d’éducation de langue 
française (ACELF) conference, the Ottawa Google Summit, and the World Congress of Modern 
Languages.  
 

http://www.rom.on.ca/en/about-us/newsroom/press-releases/rom-celebrates-champlains-birthday-and-400-years-of-french-presence
http://www.rom.on.ca/en/about-us/newsroom/press-releases/rom-celebrates-champlains-birthday-and-400-years-of-french-presence
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13. Implementation Plan 
 

 

 

 

 
CRTC MESSAGE OF SUPPORT 
MIREILLE PÉLOQUIN, 
Executive Director, Fédération des parents francophones de l’Alberta 

 

 

 

 

 

 

  

"It is important for us that TFO programs are distributed outside of Ontario, so that 
Francophone communities are not disadvantaged in their choice of educational, innovative, 
cultural content that promotes and benefits them. We are convinced that this channel can 
be of great value to the educational and cultural fulfillment of Francophone communities 
across Canada, and in particular here in Alberta." 
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ACTIVITY  PERSON IN CHARGE  DEADLINE  

 

WEB/TV CONTENT    

Amplifying TFO’s influence on YouTube  Chief Web/TV Content Officer  March 31, 2016  

Launching the new tfo.org site, the app, and the "tout 
vidéo" platform  

Chief Digital Content Officer  March 31, 2016  

Increasing the average minute audience (AMA) between 
7 pm and 9 pm (on air)  

Chief Web/TV Content Officer  March 31, 2016  

Ensuring the endurance of Mini TFO by stepping up 
current productions and developing new ones (MAXI)  

Chief Web/TV Content Officer  March 31, 2016  

Steering the production of convergent properties to 
bring it up to line with gaming (in accordance with the 
TFO protocol), performance, and user satisfaction  

Chief Digital Content Officer  March 31, 2016  

 

MARKETING  

Ensuring teacher, educator, student and parent 
commitment to Idéllo, the web platform for the 
education market  

Director, TFO Éducation  March 31, 2016  

Enhancing the effectiveness of our marketing activities 
targeting content consumption, including tfo.org  

Chief Marketing Officer  March 31, 2016  

Broadening our media relations in a view to increase 
the media presence of Groupe Média TFO’s content and 
activities  

Chief Marketing Officer  March 31, 2016  

Maximizing the performance of the promotional video 
production team (self-promos)  

Brand Promotion Manager  March 31, 2016  

Establishing marketing research and competitive 
monitoring strategies  

Chief Marketing and 
Communications Officer  

March 31, 2016  

 

DEVELOPMENT AND INNOVATION  

Generating new advertising revenue* in keeping with 
Groupe Média TFO’s public role and educational 
mandate  

Chief Development and Innovation 
Officer  

March 31, 2016  

Ensuring the commercial success of Idéllo  Chief Development and Innovation 
Officer  

March 31, 2016  

Maintaining distribution revenue by diversifying income 
sources through alternative networks  

Chief Development and Innovation 
Officer  

March 31, 2016  

Continuing to make TFO stand out as an innovative 
brand, promoting it to agencies, advertisers, distributors 
and media  

Chief Development and Innovation 
Officer  

March 31, 2016  

Highlighting all of TFO’s franchises through strategic 
and profitable partnership agreements  

Chief Development and Innovation 
Officer  

March 31, 2016  
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OPERATIONS  

Increasing content production flow by implementing a 
tool to release reports from the Curator system  

Head of Technical Television 
Production  

March 31, 2016  

Staff retention:  
Ensuring optimal integration of new employees by 
developing orientation workshops  

Human Resources Director  March 31, 2016  

Increasing productivity by computerizing the arrival and 
departure of employees  

Human Resources Director  March 31, 2016  

Optimizing administrative resources’ time management  Manager, Administrative Services  March 31, 2016  

Setting up an electronic signature system for contracts 
(documents)  

Head of Legal Affairs  March 31, 2016  

 

FINANCE AND CONTROL  

Deepening financial awareness as it relates to fiscal 
responsibility (beyond the senior management team) by 
establishing a training and support process for 
extended management teams  

Managing Director, Finance and 
Control  

March 31, 2016  

Carrying out a custom financial follow-up for all sectors 
by establishing each sector’s financial priorities and 
putting in place the necessary tools to reach those 
goals  

Managing Director, Finance and 
Control  

March 31, 2016  

Implementing a capital asset module to eliminate 
manual processes and more effectively follow up on 
purchases and depreciation  

Managing Director, Finance and 
Control  

March 31, 2016  

 

TECHNOLOGY AND OPTIMIZATION  

Guaranteeing quality service from the Technology and 
Optimization division  

Chief Technology and Optimization 
Officer  

March 31, 2016  

Adjusting broadcasting to more effectively generate 
profit and audience growth  

Chief Technology and Optimization 

Officer  

March 31, 2016  

Implementing a disaster recovery infrastructure for IT 
and broadcast elements  

Chief Technology and Optimization 
Officer  

March 31, 2016  

Encouraging production teams and employees through 
continuous training on various tools, giving them the 
means necessary to guarantee effectiveness by 
minimizing error  

Chief Technology and Optimization 

Officer  

March 31, 2016  

Centralizing application and web project management  Team Leader, Apps, Web and 
Enterprise  

March 31, 2016  

 

  



 

65 
Business Plan Groupe Média TFO - 2016-2019 

 

 

 

 

 

 

 

 

 

 

 

 

14. Communication Plan 
 

 

 

 

 

CRTC MESSAGE OF SUPPORT 
ROCK DEMERS 
President, Les Productions La Fête 
Montréal, Québec 

"What to say about the place made for culture in general – and music and film especially? For a 
Canadian film lover, there is no better channel to tune into than TFO. Of all the channels out there, it’s 

truly at TFO that one finds the best film programming. Isn’t that incredible?" 
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Annex A – Risk Identification, Assessment 

and Mitigation Strategies 
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Annex B – Organizational Charts 



 

89 
Business Plan Groupe Média TFO - 2016-2019 

  



 

90 
Business Plan Groupe Média TFO - 2016-2019 

  



 

91 
Business Plan Groupe Média TFO - 2016-2019 

 

 

  



 

92 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

93 
Business Plan Groupe Média TFO - 2016-2019 

 



 

94 
Business Plan Groupe Média TFO - 2016-2019 

  



 

95 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

96 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

97 
Business Plan Groupe Média TFO - 2016-2019 

 



 

98 
Business Plan Groupe Média TFO - 2016-2019 

  



 

99 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

100 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

101 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

102 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

103 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

104 
Business Plan Groupe Média TFO - 2016-2019 

 

  



 

105 
Business Plan Groupe Média TFO - 2016-2019 

 

 

 

 



 

106 
Business Plan Groupe Média TFO - 2016-2019 

 

 

 

 

 

 

 

 

Annex C – Roadmap (statistics) 
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Annex C – Roadmap (statistics) 

 

  

Market Share of French-Language Channel Available in Ontario 

Position Broadcaster 2012 2015 Growth (Points) 
Growth 

(%) 

5 TFO 4,9 9,18 4,28 87% 

      

 Growth in Number of Website Visitors per Month  

 Site 2012 2015 Growth (%)  

 TFO.ORG 
                     24 
792     

                   246 
279     893%  

      

 Growth in Number on Mini TFO’s YouTube Channel  

 Channel January 2013 October 2015 Growth (%)  

 MiniTFO 
               1 485 
924     

             72 705 
459     4793%  
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Annex D – Groupe Média TFO Achievement 

and Awards (2015-2016) 
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