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June 23, 2025 

 

Mr. Marc Morin 
Secretary General 
Canadian Radio-television and 
Telecommunications Commission 
Gatineau, Quebec K1A 0N2 
 

Filed electronically 

Dear Mr. Morin: 
 

Re:  Broadcasting Notice of Consultation 2024-288: The Path Forward – Defining 
“Canadian program” and supporting the creation and distribution of Canadian 
programming in the audio-visual sector – Final Reply of Shaw Rocket Fund 

 

1. We thank the Commission for the opportunity to provide the final reply of Shaw Rocket Fund 
(“Rocket Fund”) in Broadcasting Notice of Consultation 2024-288: Defining “Canadian 
program” and supporting the creation and distribution of Canadian programming in the audio-
visual sector. 
 

2. We also thank the Commission for its thorough examination of the Canadian children’s and 
youth sector, both during the hearing and in the Requests for Information.  While multiple 
viewpoints were shared, it became clear that this sector - which serves Canadian and 
Indigenous children and youth - requires focused attention and meaningful action under this 
proceeding and within the new broadcasting framework.   
 

Executive Summary 

3. Rocket Fund proposes that the Commission require all broadcasting undertakings to allocate 
20% of their Canadian programming expenditures (CPE) to Canadian and Indigenous children’s 
and youth programming (the “Kids’ Allocation”). If an undertaking does not directly serve these 
audiences, the equivalent contribution should be directed to a fund or program that supports 
the creation and production of children’s and youth content, such as Rocket Fund. 
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4. This proposal incentivizes the production and exhibition of this essential content, while also 
ensuring that services choosing not to air children’s programming still contribute financially to 
its creation. It will help fund new, relevant Canadian content on the platforms where children 
and youth are today and guarantees that all services benefiting from the Canadian broadcasting 
system contribute to Canadian content for Canadian and Indigenous children and youth. 

 
5. Canadian children’s and youth production is in crisis. Market failure is clear, as shown by 

steeply declining volumes, poor discoverability, an overwhelming focus on foreign content, and 
significant gaps in serving Canadian and Indigenous children and youth, which will only grow as 
Canadian broadcasters and BDUs continue to abandon children’s and youth programming.  

 
6. However, with appropriate funding and regulatory support, Canada’s broadcasting system can 

both reach Canadian and Indigenous children and youth where they are and continue to 
produce the world-class content it has been known for. 

 
7. Responsibility to our children does not rest solely with the public broadcasters.  We agree with 

CBC that everyone must participate to ensure there is a diversity of voices with different 
creative ideas and distribution mechanisms for audiences to discover Canadian content.1 We 
have a collective responsibility to serve this vulnerable and underserved audience; by ensuring 
they have access to Canadian programs that reflect our values, diversity and identity. 

 
8. Rocket Fund appreciates the Commission's request for comments on the definition of 

Children’s programming. As stated in our responses to the Requests for information, we, along 
with many other respondents, believe the definition should be expanded to include children 
“under 18” to include Canadian and Indigenous youth – while also ensuring the content is 
appropriate for the target audience.  

 
9. Finally, Canadian and Indigenous children and youth are particularly vulnerable and deserving 

of their own direct, mandatory investment to secure its place and future within the Canadian 
broadcasting system.   

 

Introduction 

10. Canada was once the powerhouse in the world for children’s content.  We were one of the top 
producers and exporters of the highest quality children’s programming , showcasing our great 
stories and talent globally.  This was made possible by a regulatory framework that not only 
incentivized the creation of kids’ content through time credits for content aired “during peak 
viewing hours for children” but also ensured kids programming was financed and produced 
through conditions of licence backed by genre protection. 

 
1 Transcript, May 26, 2025 CBC, 7433-7434 



3 | P a g e  
 

 
11. Viewership has changed since that time, and the regulatory framework needs to be 

modernized.  But what cannot be ignored is the fact that under previous regulations, Canada 
produced the best content for children in the world. Regulation protected Canadian children’s 
programming from market failure. Until it didn’t.  

 
12. The lack of regulation for the creation of new and relevant content for kids has created a market 

failure.  Canadian children’s and youth programs – Canadian-made programming with a 
Canadian voice and Canadian sensibility for our kids – is at risk.  

 
13. BDUs and broadcasting undertakings say kids have migrated online and no longer need to be 

served, but the inverse is truer: isn’t it possible that kids and their parents have left our 
broadcasting system because it stopped serving them?  Kids will go where the content is.  

 
14. There is no question that children and adults alike have access to unlimited content on the 

open internet.  Yet for some reason, children and youth, as early adopters of new technology, 
are being singled out in this proceeding as an audience group that no longer needs to be served 
by our broadcasting system because they have migrated online2 .  

 
15. As overarching comments, Rocket Fund highlights a few key points: 

a. The Online Streaming Act aims to adapt Canadian broadcasting policy to the realities of 
the digital age, ensuring that Canadian content remains visible, accessible, and well-
supported on all major platforms.  The law aims to give Canadians more opportunities 
to see themselves in what they watch and hear, under a new framework that better 
reflects our country today.3 

b. Kids consume content on the platforms where the desired programs are.   
c. Kids need new and relevant shows that represent who they are in the world today.  
d. Canadian-made shows are difficult to finance and discover.   
e. YouTube content is not regulated.  Anyone can “check the little box” that they are 

uploading kids content4, but while YouTube monitors inappropriate content, it cannot 
monitor the millions of videos uploaded daily. 

f. Kids and families need internet service to stream their content, and yet vertically 
integrated BDUs are abandoning them. 

 
16. While children and youth are increasingly consuming content online, we have a collective 

responsibility to ensure that Canadian content is present on the platforms where they are. This 
proceeding, and the new broadcasting framework, will not solve every issue related to 

 
2 Rogers, Response to RFI, June 12, 2025, para. 29; Eastlink, Response to RFI, June 12, 2025, Answer to Q 23; 
Apple, Response to RFI, June 12, 2025, Answer to Q23. 
3 https://www.canada.ca/en/canadian-heritage/services/modernization-broadcasting-act.html  
4 Transcript, May 21, 2025, line 4749. 

https://www.canada.ca/en/canadian-heritage/services/modernization-broadcasting-act.html
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children’s online migration, including concerns about exposure to harmful content and online 
safety. However, what the broadcasting system—and the Commission—can do through 
regulatory obligations is ensure that Canada continues to produce high-quality content for our 
children that is accessible to them across multiple platforms.   
 

17. The good news is that Canada has a strong track record of creating world-class children’s 
content. With the right regulatory measures and sustained CPE contributions, Canadian 
children’s and youth programming is well-positioned to meet the objectives of the new 
Broadcasting Act—serving the needs and interests of Canadian and Indigenous children and 
youth while also sharing our stories with the world.  

 

The Kids’ Allocation 

18. In our initial comments, Rocket Fund proposed that: 
 
a. a minimum of 20 per cent of any Canadian Programming Expenditure (“CPE”) obligation 

applicable to a broadcasting undertaking be allocated to the acquisition or 
commissioning of original programming made for Canadian and Indigenous children and 
youth (the “Kids’ Allocation”); and that  
 

b. should a broadcasting undertaking not have a channel that services Canadian and 
Indigenous children and youth or offers children’s and youth programs, the equivalent of 
the Kids’ Allocation be directed to a fund or program that supports the creation and 
production of children’s and youth programming, such as Rocket Fund. 
 

19. The number of interveners that advocated for support for children and youth content during this 
proceeding far exceeds the few (albeit big) players.5  Rocket Fund stands behind its proposal for 
all the reasons we previously articulated and other intervenors supported.  It seeks to balance 
dual objectives of the broadcasting system: supporting both the creation and production of this 
important, underrepresented and at-risk programming, as well as its exhibition. Rocket Fund’s 

 
5 Transcript, May 14, 2025, Canadian Association of Broadcasters, line 284, TFO, lines 415-416 (and recurring); Transcript, May 
15, 2025, TVO, lines 1352 (and recurring), APTN, lines 1565-1566; Irene Berkowitz, Response to RFI, June 12, 2025; Transcript, 
May 16, 2025, Corus Entertainment Inc., lines 2017-2018; Transcript, May 20, 2025, Youth Media Alliance, lines 2814 (and 
recurring), Epic Story Media, lines 2840 (and recurring), Huminah Huminah Animation Inc., lines 2865 (and recurring), Public 
Interest Advocacy Centre, lines 3054 and 3089, Indigenous Screen Office, line 3570,  Société de télédiffusion du Québec (Télé-
Québec), line 3667 (and recurring); Transcript, May 22, 2025, BCE Inc. lines 5207-5208, Canadian Association of Film 
Distributors and Exporters, lines 5491-5498, Independent Broadcast Group, lines 5538-5540, 5590, CMPA, line 6522 and CMPA 
Response to RFI dated June 12, 2025, Alliance des producteurs francophones du Canada, lines 6638 and 6651, Friends of 
Canadian Media, lines 6693 and 6696, Association des réalisateurs et réalisatrices du Québec/ Guilde des musiciens et 
musiciennes du Québec/ Société des auteurs de radio, télévision et cinéma/ Union des artistes, line  6816, Forum for Research 
and Policy in Communications, line 6980, Transcript May 26, 2025, Canada Media Fund, lines 7148-7161, Canadian 
Broadcasting Corporation/Radio-Canada, lines 7321-7330, 7332, 7432-7434; Transcript, May 27, 2025, Blue Ant Media Inc., lines 
8176-8180, Directors Guild of Canada, lines 8279-8281, 8284, 9 Story Media, line 8291 (and recurring). 
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proposal presents a practical and straightforward solution for supporting children’s and youth 
programming: 
 

a. It incentivizes the production and airing of more Canadian children’s and youth content; 
b. It will secure funding from services that choose not to air kids' content, to support the 

creation of new and relevant Canadian content on other platforms where kids are; and 
c. It ensures that every party benefiting from the Canadian broadcasting system 

contributes to Canadian content for Canadian and Indigenous children and youth.   
 

20. Throughout the hearing, several broadcasting undertakings identified concerns with the market 
for kids’ and youth programming.  Fundamentally, these undertakings argued that they are not 
responsible to Canadian kids and youth because: i) they are not in the business of kids content; 
ii) it is justifiable to abandon kids because kids and youth have migrated away from their 
channels and platforms; and iii) it should be someone else's problem, contending that public 
broadcasters should fully bear the responsibility. Our proposal is based on an overall and 
shared responsibility throughout the broadcasting system for the benefit of our Canadian and 
Indigenous children and youth.  
 

21. In addition, several intervenors advocated that broadcasting undertakings should contribute to 
funds that directly support Canadian children’s and youth programming, rather than imposing a 
CPE requirement for kids’ and youth programming.6  As noted by the Canada Media Fund, “The 
best way to ensure that this content is guaranteed and performs well is to guarantee stable and 
substantial contributions to production funds.” 7  

 
22. It goes without saying that Rocket Fund has no objection to the imposition of an obligation on all 

broadcasting undertakings to contribute directly to funds that support the creation and 
production of children’s and youth programming if the Commission determines this is the best 
way to encourage, support and incentivize kids and youth content. So, as an alternative proposal, 
Rocket Fund submits that, should the Commission require all broadcasting undertakings to 
contribute to funds, an amount equivalent to 20% of CPE must be allocated to a fund, such as 
Rocket Fund, to support the production of Canadian kids’ and youth programming. 

 
23. While Rocket Fund hopes to be a beneficiary of any new contributions, this proposal is not 

about Rocket Fund. We are a Certified Independent Production Fund that is a not-for-profit 
organization dedicated to fuelling innovation and creativity within the Canadian children’s and 
youth media sector.  We are not a producer, broadcaster, BDU or platform. Our goal is to ensure 
the new broadcasting framework includes a dedicated Kids Allocation to sustain Canadian 
children’s and youth content long-term. 

 
6 See for example, Transcript, May 26, 2025; Canada Media Fund, line 7066; 7072; Transcript, May 27, 2025, 
Blue Ant, line 8178. 
7 Transcript, May 26, 2025, Canada Media Fund, line 7066 
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24. Whether through CPE obligations, contributions to funds, or a combination of them, regulatory 

intervention and action now8 is necessary to address the dramatic decline in the volume of 
Canadian children’s and youth audiovisual content highlighted by Rocket Fund, Youth Media 
Alliance and others, including 34 independent producers.9  As noted by Jocelyn Hamilton of 
Lionsgate (formerly of Nelvana and YTV), 

 
6035 And right now, it is very sad for me to see the kids' industry's demise. And I 
know many other people have spoken about it, because it was at one time the pride 
of this country, making and growing businesses in the kids sector and exporting it all 
over the world. Internationally, they would come to this country to get their shows—
to get the creatives of our country working for them, and it was the beacon. 
 
6036 And it’s sad to see, since ‘Let’s Talk TV', basically, it go down. Yes, there’s shift 
in eyeballs for kids, but I think it behooves us as an industry to support the next 
generation of audiences and make sure that we have Canadian kids watching our 
programs for years and years to come, even as they become adults.10 

 
25. By the time a decision is made for this proceeding, the decline in children’s and youth 

programming will not only worsen, it will also be devastating. Even with CMF incentives, the 
lack of commissions and funding in the broadcasting system will see children’s and youth 
programming erode much further than outlined in Profile 2024 (which relies on CAVCO data 
that can be 12 to 18 months behind). BDUs are dropping kids channels11, Corus made it clear 
that they are no longer in the business of making kids shows, and Rocket Fund may no longer 
exist as a result of Rogers’ decision to stop funding it.  
 

The System Has Failed Our Kids: The Crisis in Children’s and Youth Programming   

 

26. Numerous intervenors commented on the challenges in the market for Canadian kids’ and 
youth programming.  TFO described the market as a “perfect storm”: it is expensive to produce, 
difficult to monetize, unprofitable, and struggling to reach young audiences -- particularly young 
French-speakers who are consuming more English-language content.  TFO called for additional 
funding to support its creation and production. 12  Corus highlighted distribution pressures and 

 
8 Transcript, May 27, 2025, Chair closing remarks, line 8475. 
9 See for example, Transcript, May 20, 2025, Télé-Québec, lines 3687-3692, 3706; Transcript, May 22, 2025, 
BCE Inc., line 5206; Transcript, May 22, 2025, IBG, 5538; Transcript, May 23, 2025, Lionsgate, line 6305; 
Transcript, May 23, Alliance des producteurs francophone du Canada, lines 6636-6639, 6648; Transcript, May 
23, 2025, FRIENDS, line 6695; Transcript, May 23, 2025, Union des Artists, line 6816; Transcripts, May 26, 
2025, Canada Media Fund, line 8149-7152; Transcript, May 27, DCG, line 8280-8281. 
10 Transcript, May 23, 2025, Lionsgate, lines 6035-6036. 
11 Transcript, May 16, 2025, Corus, line 2017. 
12 Transcript, May 14, 2025, TFO, line 406. 
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advertising restrictions on children’s and youth services, which limit its ability to monetize that 
content: 
 

2023 We can have a massive hit on Treehouse or YTV, and the economics don’t 
change.  They don’t change at all, because there is no advertising, and the 
subscription volumes don’t change for the channel.  So, it may be a hit in terms of 
the number of parents who sit with their children to watch it, but in terms of the 
actual dollars that it can produce to encourage future production, there is zero 
changes at all.  So, it have [sic] become a very challenged environment overall for 
our kids channels.13 

 
27. Télé-Québec highlighted funding challenges, the need for greater investment in marketing and 

discoverability - especially on social media – and the lack of available data on how children’s 
and youth content is performing online.14 
 

28. Rogers claims that kids and youth programming is not a market failure, but rather that young 
audiences are simply leaving traditional services, implying this is a natural evolution of the 
market as opposed to a failure.15  It claims the issue is not of volume, but of discoverability, 
highlights that over $350 million was invested in children’s programming in 2023/24,  and 
argues that children’s “programmers and producers can find their audience online and 
distribute accordingly, via new commercial arrangements”16.  
 

29. In addition, Rogers baldly claims in its response to the RFI that no credible evidence has been 
introduced in this proceeding to demonstrate that children’s and youth programming is “at 
risk”17 and contends that, instead, the children’s genre is “flourishing” on online platforms. 
 

30. First, there was little evidence that Canadian and Indigenous children’s and youth content is 
flourishing online. Ms. Watson, appearing for Rogers, gave anecdotal information about the 
Canadian programming her grandchildren watch, Paw Patrol and Cocomelon. While Paw Patrol 
is an undeniable Canadian success story, Cocomelon is produced by Moonbug Entertainment 
Ltd, a British company.  Digital First Canada also mentioned the YouTube channels Super 
Simple Songs and Scratch Gardens (which is financed by Rocket Fund) as Canadian success 
stories. 18 While there is no question that these channels are successful, these three shows 
alone cannot be considered sufficient to meet the diverse cultural, linguistic, and 
developmental needs of all Canadian and Indigenous children and youth across the country. 

 

 
13 Transcript, May 16, 2025, Corus, line 2024. 
14 Transcript, May 30, Télé-Québec, line 3710-3713, 3719. 
15 Transcript, May 23, Rogers, line 6216. 
16 Rogers Response to RFI dated June 12, 2025, para. 54. 
17 Rogers Response to RFI dated June 12, 2025, para. 29. 
18 Transcript May 21, 2025, Digital First Canada 4801. 
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31. Second, as noted in our intervention and oral remarks, CMF’s evidence19 and others20 , the 
current production volume of Canadian children’s and youth content is in freefall and not 
representative of the Canadian population: the total volume of children’s and youth production 
has fallen from $628 million in 2015 to $387 million in 2024; the kids’ share of total Canadian 
production volume has dropped from 21% to 10.5%; and similarly, in the last ten years, CMF’s 
funding for kids and youth content fell from 20% to 11% of its programming budgets.21  

 
32. Furthermore, in its responses to the RFI, the CMPA isolated the large groups’ spending and 

found that the groups are spending even less on children’s and youth content as a proportion of 
their overall CPE. 

 

In the table below, the CMPA has summarized the total CPE spend by the large, 
designated English-language broadcaster groups operated by Bell, Corus, Rogers 
and the CBC. 22 While total CPE spending has remained relatively flat, spending in the 
children’s / youth category has decreased precipitously, from $68 million in 2017-
2018 to $19 million in 2023-2024. As a share of total CPE, spending in the children’s / 
youth category has dropped from 7% in 2018 to 2% in 2024. 

 

  

 
19 Transcript, May 26, 2025, CMF, lines 7100-7103, 7144-7164, 7186-7188. 
20 See for example, transcript, May 14, 2025, TFO.  
21 Profile 2024 Page 24, 29; Exhibit 2-4 Volume of Canadian content production, by genre, cmpa.ca/wp-
content/uploads/2025/02/Profile-2024-ENG-Final.pdf. 
22  Designated groups exclude national sports and news services. 
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Large Groups - Bell, Corus, Rogers and CBC 

 
 

   

      
 

   

 
 English-language – Designated Broadcaster Groups  

 
CPE ($ millions) 2018 2019 2020 2021  2022 2023 2024 

 
Total Group CPE 1,149.09 1,059.21 924.59 1,014.85  1,083.05 1,056.80 1,083.36 

 

Total CPE - Kids 
/ Youth 

68.19 45.27 38.53 31.96 
 

26.83 33.73 19.10 

 

Preschool 
children (0-5) 

9.72 8.43 6.57 11.94 
 

12.14 19.36 12.37 

 
Children (6-12) 41.66 25.85 27.55 18.80  14.02 14.01 6.50 

 

Teenagers (13-
17) 

16.81 10.99 4.41 1.22 
 

0.67 0.35 0.23 

 
% of Total CPE 7% 4% 4% 3%  2% 3% 2% 

 
 Sources: CRTC Aggregate Annual Returns and 2018-2024 Statistical and Financial Summaries23 

 

33. Moreover, the volume of Canadian children’s and youth content does not even tell the entire 
story:  the Commission must also ask whether what little Canadian programming does exist in 
the system is relevant to today’s Canadian children, including whether it reflects Canadian 
values, diversity, and identity and kids’ and youth’s current realities. 
 

34. It seems obvious that Canadian children’s and youth programming must be recognized by the 
Commission as “at-risk programming”.  All of these data point to a precipitous drop in the 
volume of Canadian and Indigenous children’s and youth programming and highlights the risk of 
losing this sector completely, and the Canadian values, diversity and identity it espouses, if this 
issue is not specifically addressed in the new broadcasting framework.   

 

The Market Failure of Canadian Kids’ and Youth Content 

 
35. The evidence provided by Rogers, Bell, Corus and others in this proceeding as reasons why the 

Commission should not intervene in this market actually works against them and illustrates 
precisely why children and youth programming is, in fact, a market failure.   

 
23 CMPA Response to RFI, June 12, 2025, p. 6-7. 
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36. Market failure occurs when the free market, left to its own devices, fails to efficiently allocate 

resources in a way that meet the needs of society; or in this case, to achieve the policy 
objectives of the Broadcasting Act.  Children’s and youth programming is clear example of 
market failure for several reasons.  
 

37. First, the public interest is undeserved.  Many intervenors in this proceeding emphasized that 
children’s and youth programming is essential for our children’s cultural identity, education and 
social development.  While there may be non-Canadian children’s programming available, 
when the market fails to provide sufficient Canadian programming, including in children’s own 
languages 24 the system fails to meet a critical societal need.   

 
38. Second, audience shifts to online platforms does not guarantee access to Canadian 

programming.  As many noted, discoverability is low and monetization is difficult in children’s 
and youth programming, leaving the private market with little incentive to invest in this 
programming despite its cultural importance. 

 
39. Third, the benefits of high-quality Canadian children’s and youth programming (such as cultural 

literacy, language retention, and education) extend well beyond the immediate consumer.  
When these benefits are not reflected in market decisions, the market underproduces them. 
This is a classic externality problem: market prices fail to account for the full social value, 
leading to underproduction.  

 
40. Fourth – as the Commission heard frequently throughout this proceeding, children’s and youth 

content is expensive, unprofitable in the short term, and subject to advertising restrictions, 
prompting private players to exit the space despite its long-term societal value.  As 
demonstrated by the data above, the market is failing to sustain this content precisely because 
the economic returns do not align with the social benefits.    

 
41. Finally, as kids move online, global online undertakings dominate, pushing local, public-interest 

content to the margins, creating discoverability issues.  The Canadian system cannot compete 
for shelf space without intervention.  This is a structural sign of market failure. 

 
42. As a related aside, it is unclear why Rogers feels the need to pit children’s programming against 

news in its appearance and in its responses to the RFI.25  It is certainly possible that both types 
of programming might need support in a market that does not adequately produce it.  The 
difference here is that news programming has already received significant support from the 

 
24 Transcript, May 14, 2025, TFO, line 414; Transcript, May 15, 2025, APTN, line 1567, Transcript, May 20, 2025, 
Télé-Québec, line 3690; Transcript, May 23, 2025, APFC, line 6639; Transcript, May 26, 2025, CMF, line 7072. 
25  Transcript, May 23, 2025, Rogers, line 6214, 6219. Rogers, Response to RFI dated June 12, 2025, paras. 29, 
49, 54.  
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Commission in Broadcasting Decision CRTC 2024-121, whereas children’s and youth 
programming has not. 
 

43. The Online Streaming Act makes it clear that domestic and foreign online platforms are part of 
Canada’s broadcasting system.  So, even if children and youth are leaving traditional platforms, 
the result is still a failure of the market to ensure the availability and visibility of culturally 
relevant Canadian kids and youth programming. This is precisely why regulatory intervention is 
warranted.  
 

44. With proper funding, the broadcasting system can support this at-risk programming and help 
alleviate the market failures identified by many intervenors in this proceeding – failures in 
production volume, he creation of new, original Canadian kids’ and youth programming, quality 
control, access and representation.  
 

45. While some intervenors question whether there is a market failure in kids’ and youth 
programming, there is very little debate that programming for our children and youth is critically 
important to our Canadian identity, cultural expression, sovereignty, social cohesion, and our 
future as a society.26 

 
46. Rocket Fund recognizes that times have changed. While the new broadcasting framework must 

evolve, including to introduce more flexibility, the responsibility to Canadian and Indigenous 
children and youth —who represent 20% of the population—must remain. High-quality 
Canadian programming for kids is essential, regardless of its financial return. 
 

Let’s Meet Our Kids Where They Are 

 

47. In response to various questions from the Commission, there appears to be widespread 
agreement that children’s and youth audiences have shifted.  Many intervenors emphasized the 
importance of meeting kids where they are –- both to explain why the traditional broadcasting 
sector is no longer commissioning kids’ content, and to highlight why regulation is needed to 
support the production and exhibition of children’s and youth content online.27 With proper 
funding, the broadcasting system can meet Canadian and Indigenous children and youth where 
they are.   
 

 
26 Transcript, May 14, 2025, TFO, lines 413 and 416.   
27 Transcript, May 20, 2025, Télé-Québec, line 3764, Transcript, May 22, 2025, CAFDE, line 5498.   While Open 
Media and Digital First Canada advocate to fund training, they agree with Rocket Fund and others that the 
system needs to “step up to the plate for our youth” (Transcript May 21, 2025, Open Media, line 4367) and that 
“You need to invest in those children’s eyeballs because these come the consumers of the future.  Kids 
programming is also important in terms of sharing Canadian-specific values, perspectives, etc.” (Transcript, 
May 21, 2025, line 4799). 
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48. Rocket Fund has fully maximized the flexibility afforded under Broadcasting Regulatory Policy 
CRTC 2016-343 – Policy framework for Certified Independent Production Funds, including 
criteria that enables Rocket Fund to support content where kids are28: 

 
• Eliminating the requirement that producers obtain a broadcast licence or 

development agreement to receive CIPF funding.  
This will foster innovation and provide flexibility to both the CIPFs and producers to fund 
and create a wide variety of productions, destined for all platforms.  

• Allowing CIPFs to fund productions achieving at least six Canadian certification 
points, and include the pilot projects recognized by the Commission.  
A reduction in the minimum Canadian certification points requirement will allow more 
productions to be eligible for CIPF funding. Canadian production companies will be able 
to benefit from expertise from abroad.  

• Allowing and encouraging CIPFs to allocate funding for promotion and 
discoverability.  
Funding promotion and discoverability is an important element in the success of a 
project.  

 

49. Should Rocket Fund be a beneficiary of new contributions, our current policy already enables 
us to support content across all platforms (both online and broadcast) with flexibility.  We 
support producers from across the country, in both official languages, Indigenous languages 
and minority languages.   We have a proven track record of supporting Canadian children’s and 
youth content that serves various objectives of Canada’s broadcasting policy, including 
providing necessary financing for Chums (APTN) 29, Toopy & Binoo (three public broadcasters 
and Toon-A-Vision) 30, Passe-Partout and Mammouth (Télé-Québec)31, among many others. 
 

50. Rocket Fund is well-positioned, immediately, to accept contributions from any party now and 
execute on behalf of the industry. 32   

  

 
28 BRP CRTC 2016-343; Page 1, 2. 
29 Transcript, May 15, 2025, APTN, line 1566. 
30 Transcript, May 20, 2025,  Huminah Huminah, line 2877. 
31 Transcript, May 20, 2025, Télé-Québec 3705, 3708. 
32 CMF similarly highlighted the expansion of their “triggers” for the development, creation and production of 
kids content to ensure that the market for kids content has as many options as possible. Transcript, May 26, 
2025, CMF, line 7162. 
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Each element of the system has a responsibility to Canadian and Indigenous Children and 
Youth 

 
51. Rogers, Bell and Corus argue that public broadcasters should compensate for what are 

effectively market failures.  Meanwhile, foreign online undertakings generally object to funding 
content outside of their business or inconsistent with the nature of their services and business 
models.  They generally advocate for an incentive-based approach33. 
 

52. These positions disregard section 3(1)(e) of the Broadcasting Act, which requires each element 
of the Canadian broadcasting system to contribute in an appropriate manner to the creation 
and presentation of Canadian programming.  As noted by the CMPA, “There are collective 
responsibilities that come with being part of a regulated system”.34 There is also good reason for 
this requirement: a mix of public and private participation ensures a diversity of voices and 
content and meets kids and parents where they are—across multiple platforms and formats.  
One destination with a specific type of programming is not the answer. 
 

53. Rocket Fund acknowledges that not every service in the new broadcasting framework must 
offer Canadian programming for Canadian and Indigenous children and youth. However, any 
service that benefits from the Canadian broadcasting system—including those earning revenue 
from Canadian audiences—has an obligation to serve these young audiences. The 
broadcasting system exists to serve all Canadians, and that must include Canadian and 
Indigenous children and youth. This is not optional nor should it be merely an incentive; it is a 
fundamental requirement. 

 

Definition of kids programming 

 
54. Many respondents agreed with the definition of Children’s programming as proposed by the 

Commission.35 As set out in Rocket Fund’s responses to the Request for Information, we 
recommend expanding the definition to include youth/teenagers (13–17 years), consistent with 
the Commission’s 2015 decision to  standardize monitoring children’s programming across all 
Canadian broadcasters.36 This expansion to the Commission’s proposed definition to include 
youth was also proposed by many respondents37:  

Children’s audiovisual programming must meet the following criteria: 

 
33 Transcript, May 20, 2025, line 2743-2745 (and recurring). 
34 Transcript, May 23, 2025, CMPA, line 6522.  See also, Transcript, May 26. 2025, CBC at 7432-7433. 
35 Responses to the Request for information, Question 18: Apple, IBG, TVO, 9 Story, CMPA, Lionsgate, 
Paramount, ISO, Google, BSO, TLN, CBC, Telefilm, Télé-Québec, AQPM, Corus 
36 Broadcasting Regulatory Policy CRTC 2015-323 
37 Responses to the Request for information: CMPA, IBG, ISO, TLN, Corus, Télé-Québec, AQPM, Corus 
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➢ Audiovisual programs, whose intended audience is children under 18 years of age 

➢ Programming that aims to: 

o Meet children’s needs and interests and is appropriate for the intended audience; 
AND 

o Engage children’s creativity; and/or 
o Entertain children; and/or 
o Reflects reality from a child’s point of view; and/or 
o Inform or educate children. 

 
55. This definition will ensure that programming for children/youth should always meet the needs 

and interests of all children and be appropriate for the intended audience age group. 
Programming for preschool children (0–5 years) differs from that for children (6–12 years) and 
teenagers (13–17 years).  By ensuring these two criteria are the foundation for defining all types 
of children’s/youth programming, the content produced will be both relevant, safe and 
appropriate.   
 

Canadian Children and Youth Must be Recognized as a Particularly Vulnerable Audience and 
given special regulatory support, independent of PNI.   

56. Throughout this proceeding, the need for Programs of National Interest (PNI) has been 
extensively discussed.  Rocket Fund agrees that PNI remains important. However, regardless of 
the Commission’s ultimate decision on PNI obligations, Canadian children and youth deserve 
dedicated regulatory support—support that must exist independently of PNI. 
 

57. As noted in our intervention, since the removal of genre protections in 2015/16, the total 
volume of Canadian children’s and youth production has decreased by 38.4 per cent.38  By the 
time a decision is made, the total volume will be even lower.  Simply including children’s and 
youth content within PNI has not worked to properly incentivize or support this vulnerable 
audience. 

 
58. Whether or not PNI obligations are maintained, we cannot trust that broadcast undertakings, 

including online undertakings, will invest in children’s programming on their own. In fact, the 
market has spoken. Throughout this proceeding, broadcasters have been clear—they have no 
intention of doing so without regulatory direction. The evidence is undeniable: without firm, 
targeted requirements, the market will not deliver for Canadian children and youth. Leaving 
their content to chance is not an option. 

 
59. While PNI remains important, it is no longer sufficient. Children’s and youth programming 

cannot continue to be buried as a mere subset of PNI. This audience is critically underserved, 

 
38 Profile 2024 Page 24; Exhibit 2-4 Volume of Canadian content production, by genre, page 29 
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systematically disadvantaged, and faces unique market barriers. It requires its own direct, 
mandatory investment to secure its place and future within the Canadian broadcasting system. 

 

Conclusion 
 

60. For all these reasons, Rocket Fund proposes that the Commission impose the Kids’ Allocation 
on all broadcasting undertakings. This obligation should either be fulfilled through the 
acquisition or commissioning of original programming made for Canadian and Indigenous 
children and youth, or through contributions to a fund or program dedicated to supporting the 
creation and production of such content. 
 

61. We thank the Commission for the opportunity to reply in this Consultation. 

 

Sincerely, 

        

Christine Shipton     Agnes Augustin 

Chair       President & CEO 

 

 

*** END OF DOCUMENT *** 

 

 


